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ABSTRACT

This study looked into how movie theaters used social media during the
pandemic, through the example of Cinemaximum movie theaters and Twitter. The
reason for selecting Cinemaximum is that it is Turkey’s largest cinema chain and its
movie theaters have the largest number of followers on social media. The study
used the descriptive analysis and the content analysis method to examine 1006
tweets shared by Cinemaximum on Twitter between January 1 and December 15,
2020. At the end of the study it was seen that the Cinemaximum Twitter account
was used actively in line with the company’s needs during the global pandemic.
Differences were seen between shares posted prior to 16 March and those posted
after this date. The topic codes identified in the Tweets were classified under 16
different categories. It was seen that the topics covered most in Tweets posted
when movie theaters were open were “Films” (movie showtimes and information
about the movie to be shown); when movie theaters were closed, “Entertainment”
(competitions, games, questions, riddles, messages promoting participation
(tagging your friend, etc.), humor, interesting information); and in July, when
preparations were being made to reopen movie theaters, “Preparations for
reopening the theaters.” When viewed in general, it can be said that the Tweets
shared when movie theaters were open and in July when preparations to reopen
them were underway were written primarily for marketing purposes, with a focus
on advertising and promotion, and that those written when movie theaters were
closed were focused on public relations.

Keywords: Twitter, social media, movie theater, pandemic, Covid-19

0z
Arastirmada kiresel salgin doneminde sinema salonlarinin sosyal medyayi
nasil kullandigi, Cinemaximum sinema salonlari ve Twitter 6rnegi Uzerinden

incelenmistir. Cinemaximum’un ele alinmasinin nedeni Turkiye'deki en
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blyuk sinema zinciri olmasi ve sosyal medyada en fazla
takipgiye sahip sinema salonu olmasidir. Arastirmada
Cinemaximum’un Twitter hesabinda 1 Ocak-15 Aralik
2020 tarihleri arasinda paylastigi 1006 tweet, betimsel
analiz yontemi ve icerik analizi tekniginden faydalanilarak
incelenmistir.  Calisma  sonucunda  Cinemaximum
Twitter hesabinin, kiresel salgin déneminde ihtiyaclar
dogrultusunda aktif bir sekilde kullanildigi gortlmustar.
16 Mart tarihinden &nce yapilan paylasimlarla, sonra
yapilan paylasimlar arasinda farkhliklar tespit edilmistir.
Tweet'lerde tespit edilen konu kodlari, arastirmada 16
farkli kategori altinda siniflandirilmistir. Sinemalarin acik
oldugu doénemlerde ‘Filmler’ (Film gOsterim programi

ve gosterimi yapilacak filmler hakkinda bilgi), kapali

oldugu donemlerde ‘Eglence’ (Yarismalar, oyunlar, sorular,
bilmeceler, katiim saglama amach mesajlar, mizah, ilging
bilgiler), sinema salonlarini yeniden agilma hazirliklarinin
yapildigi Temmuz ayinda ise ‘Sinemalar yeniden a¢cma
hazirliklar’  kategorisinde  siniflandirilan  konularin,
tweet’lerde en sik kullanilan konular oldugu gérulmustr.
Genel olarak degerlendirildiginde paylasilan tweet'lerin,
sinemalarin acik oldugu dénemde ve sinemalarin yeniden
acilma hazirliklarinin yapildigi Temmuz ayinda oncelikle
pazarlama calismalari kapsaminda ‘reklam ve tanitim’
amacli; sinemalarin kapali oldugu dénemde ‘Halkla iliskiler’
amacli olarak hazirlandigi séylenebilir.

Anahtar Kelimeler: Twitter, sosyal medya, sinema salonu,

kuresel salgin, Covid-19

INTRODUCTION

Covid-19 first appeared in Wuhan, China, in late 2019. The first case in Turkey was
seen on March 11, 2020 (Milliyet, 2020), the same day the World Health Organization
(WHO) declared Covid-19 to be a pandemic. As part of Covid-19 precautions, schools
in Turkey were closed down on March 16 and many workplaces, including movie theaters,
were temporarily closed. Spreading around the world rapidly, Covid-19 has infected
71,451,695 people worldwide and killed 1,601,452 (Aydin, 2020). Since the virus is caught
through breathing and touch, the best way to prevent infection was for people to restrict
their social lives and stay at home, and to introduce lockdowns. While many countries
began working on a vaccine, attempts were made to reduce the impact of the virus
through social distancing, hygiene, and wearing masks. 2020 was a year when many
people tried not to leave home other than to meet their necessary daily needs.

The Covid-19 pandemic has been a period in which many industries sustained major
economic losses, but this is not the first time that people have shut themselves off
fearing an epidemic, with this behavior having economic repercussions. The study
conducted in Nigeria in 2016 by Bali, Stewart, and Pate, (2016, pp. 2-5) on the economic
harm caused by the fear of Ebola in the private sector reported that people started
shopping early in the day to avoid the crowd; they stopped going to crowded areas
such as open markets, cinemas, clubs, and supermarkets; they used public transport
less and went to the shops less. In the study, they named this phenomenon the

242 Connectist: Istanbul University Journal of Communication Sciences, 2021, 60, 241-280



Yolcu, O.

“fearonomic effect”and defined it as “the direct and indirect economic effect of avoidance
behavior exhibited by individuals, organizations, or countries during an epidemicas a
result of both incorrect information and fear” (Bali, Stewart, & Pate, 2016, p. 2). Based
on this, the fearonomic effect may be translated into Turkish as “korkunun ekonomiyi
etkilemesi,’ or “the effect of fear on the economy.”

Various studies have been done investigating the change in shopping and media
consumption habits during the Covid-19 pandemic. The Nielsen survey company
reported that the volume of e-commerce in Turkey had grown 159% on average
compared with the same period in the previous year and that 49% of Turkish consumers
said they would continue to shop online in the medium and long terms. Nielsen
identified nine main global trends, namely, subscription services, a rise in online fresh
food, new rapid/delivery trends, social commerce, AR/VR use, live broadcast, use of Al,
verbal commerce, and new payment options (Diinya, 2020). Explaining that media
consumption had also increased during the pandemic, Nielsen, predicted that staying
at home could lead to a rise of approximately 60% in video content watched globally.
According to Nielsen (2020) as long as Covid-19 continues to spread and as long as
isolation continues to be the best way to reduce this spread, the amount of time spent
by individuals watching the news and entertainment will increase.

One of the industries most severely hit during the Covid-19 pandemic has been the
cinema industry. The number of viewers in movie theaters fell after the first case was
announced in Turkey. The week when the first Covid-19 case was announced in Turkey,
atotal of 167,000 people went to movie theaters between March 13 and 15.This figure
is reportedly 69% smaller than the previous week (Box Office Tiirkiye, 2020e).

The number of moviegoers fell across the world, not just in Turkey, and as a result,
movies that were expected to come to movie theaters had their launch dates postponed.
A circular issued by the Interior Ministry on March 16 temporarily closed down movie
theaters along with many other workplaces. Even though it was later announced that
movie theaters could reopen on July 1, many movie theaters decided to keep their
doors closed until a later date, taking into consideration the continuing spread of
Covid-19, cinema-goers’ fear of going to movie theaters, the shortage of movies due
to postponed show dates, and similar factors. Turkey’s largest movie theater
chain, Cinemaximum, announced it would reopen its movie theaters as of 7 August
(Box Office Turkiye, 2020c). Movie theaters were closed down a second time on November
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20, 2020, due to Covid-19. It was announced that the decision would be effective until
the end of the year.

When it began to be understood that the pandemic was not going to end soon,
agreements started being made with digital platforms for some movies whose show dates
at movie theaters had been announced previously. The first major studio production to
come to home cinema without being shown at movie theaters was Trolls World Tour, which
broke records the first weekend it was made available (Box Office Turkiye, 2020f). Even
though the increase in movies being watched on digital platforms pleased film producers
and studios, the movie theaters objected to this situation (Box Office Turkiye, 2020b).

The fact that movies were made available on digital platforms at the same time
they came to movie theaters or a short time later was a contentious issue even before
the pandemic. Examples of this argument in previous years are the movie Rome (2018)
being broadcast on Netflix at the same time as it appeared in movie theaters, and the
movie Organize lsler 2: Sazan Sarmali (2019) being broadcast on Netflix two weeks after
coming to movie theaters. These arguments flared up again with the onset of the
pandemic. The movie 9 Kere Leyla (2020) was shown first on Netflix on December 4,
2020, because movie theaters, along with many workplaces, had been temporarily
closed down due to Covid-19 measures. While 2020 became one of the toughest years
for movie theaters, it saw digital platforms, which were already on the rise before the
pandemic, make achievements far in excess of their own goals.

Although it is thought that technological developments in recent years have damaged
the leadership of movie theaters in the field of showing movies, it is said that movie
theaters can be more effective during these times by using emerging technologies. In
the study entitled “technological change and managerial challenges in the movie
theater industry,” it is emphasized that both improving the quality of the cinema
experience and better adapting the experience to consumer tastes are ways to maintain
orincrease the market performance of movie theaters. The study says: “Future success
will depend on the ability of movie theaters to use new and emerging technologies to
improve the quality of the cinema experience and effectively ensure the economic
viability of the industry” (Weinberg, Otten, & Orbach et al., 2021, p. 259).

Although more and more movies are being watched on digital platforms with each
passing year, itis a fact underscored by many writers that going to the movies involves
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more than just watching a movie. Emphasizing that cinema has started becoming
independent of its unique tools (film, projector, curtain) and privileged location (movie
theater), Casetti (2011, p. 87), asks, “when we watch a film or something similar or
YouTube or on a cell phone, can we still call it cinema or is it now something else?”
(2011, p. 82). According to Akbulut (2014, p. 14), “going to the movies is not just about
watching a film; it is a social, political, and cultural experience in which one experiences
being an urban, ‘modern, acceptable citizen and practices belonging to a place (the
location), date (time), ideology, or class or‘the classless, non-privileged, huddled masses.”
Watching a movie, discussing it, and talking about cinema is also a social process, and
according to Jarvie (1970),“it is this phenomenon that makes cinema a social institution
like family, religion, or school” (Erkilig, 2009, p. 144).

The study entitled“Change in Movie Watching Experience”states that when audiences
watch movies in a movie theater, they attach importance to the venues where the movies
are shown and praise the collective viewing experience through the bond they form.
The study says:“The venue serves as a glue for combining the content of the movie with
the memories of watching the movie. The unique features of the movie theater ensure
that the lived experience is also coded as a special event” (Anadolu, 2020, p. 5099). As
a result of interviews with people who watched movies at the Cine Theatro Capitélio,
which was established in Brazil in 1928, it was determined that although most of them
did not have vivid memories of the movies they watched, they did remember their times
socializing with other people and their experiences at a particular event. According to
the study, “in this sense, despite the power exercised by the visible of film narratives,
what remained in the interviewees' minds were those memories related to space [venue]
and people who shared that space. In other words, when the memory is focused on the
movies, it demonstrates that the composition of the visual culture of a society goes
beyond the expectations of a particular variety of elements of more space than the
actual visual content” (de Sa Machado Jr, 2020, p. 486).

At this time when movie-watching habits are rapidly changing, influenced by the
Internet and digital platforms, movie theaters are making a great effort to survive.
The Covid-19 pandemic, which began in late 2019 and continued throughout 2020,
has resulted in the closure of many movie theaters that were already experiencing
financial difficulties. Many movie theaters, on the other hand, are trying to find ways
to stay in existence. At a time when there is little to no physical means of access for
movie lovers, movie theaters have seen their revenues slump or disappear completely.
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Many movie theaters are finding it hard to cover their existing location and personnel
overheads. When the numbers of viewers who went to the movies in 2019 and 2020
are examined, the harm caused to movie theaters by the pandemic can be more
clearly seen (Table 2). A total of 622 movies, including 404 new releases, came to
movie theaters in Turkey in 2019. The total number of viewers was 59,556,020,
generating a total revenue of TL 980,410,567 (Box Office Tiirkiye, 2020g). However,
in 2020 only 342 movies, including 177 new releases, came to theaters in 2020. The
total number of viewers was 17,415,304, generating a total revenue of TL 299,726,220
(Box Office Turkiye, 2020a). A similar situation can be seen in box-office figures all
over the world. The total global box-office revenue for 2019 came to $42.5 billion
and it is estimated that due to the effect of the pandemic, this figure will fall below
the $13 billion mark in 2020 (Box Office Tiirkiye, 2020d). Two studies have been found
investigating the effect of Covid-19 on movie theaters in 2020. The study by Kim
(2020, p. 1) examined the short-term effect of social distancing due to Covid-19 on
movie demand and box-office revenue in the Korean cinema industry. Acting on the
“fearonomic” concept (Bali, Stewart, & Pate, 2016), Ma, Kim, Cohen, and Neumann
(2020) tried to develop a checklist to help measure the economic effect of the fear
of infection and submitted a case study encompassing the losses suffered by movie
theaters in China during the Covid-19 pandemic.

During the Covid-19 pandemic, movie theaters found themselves faced with not
only economic hardships but also the danger of completely losing the communication
they had with cinema audiences. They needed channels with which they could establish
communication with movie lovers and maintain existing communication. Social media
became one of the most important communication channels for struggling movie
theaters at this time. This study investigates the use of social media by movie theaters
during the pandemic through the example of Cinemaximum movie theaters and
Twitter.

This study is unique in that through the example of Cinemaximum, it (1) shows
what changes were made by institutions to the way they communicate in the Covid-19
pandemic period; (2) identifies what messages were sent by movie theaters via social
media to their target audiences in the Covid -19 pandemic period; and (3) discusses
the use of social media by movie theaters, a topic that has been treated only to a limited
degree in the literature previously. Because of this, this study makes an important
contribution to the field.
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AIM AND METHODOLOGY

Twitter has approximately 326 million active users (We Are Social, 2020). As in other
social media applications, users on Twitter can post the messages they have prepared
for their own purposes whenever they want. The format and content features of the
posts provide information about the user who posted them. This can help us to understand
the topics in the content of the posts, the number of shares, the periods in which the
number of posts increase and decrease, and the poster’s purpose in using Twitter.

Aim

This study aimed to determine how social media, in particular Twitter, was used by
movie theaters during the pandemic. This study used content analysis and descriptive
analysis to examine the tweets shared by movie theaters and sought answers to these
questions:

1) Did the number of tweets shared by Cinemaximum during the pandemic (March
16 - December 15, 2020) change by month?

2) What were the most common themes in the tweets shared by Cinemaximum
before the pandemic (January 1 - March 15, 2020)?

3) When evaluated in terms of their themes, did the tweets shared by Cinemaximum
on Twitter before the pandemic (January 1 - March 15, 2020) change during the
pandemic (March 16 - December 15, 2020)?

4) For what purposes did Cinemaximum use Twitter during the pandemic (March
16 - December 15, 2020)?

Method

Cinemaximum is the movie theater chain with the most social media followers
among all the movie theaters in Turkey and uses social media effectively. In a study in
which they analyzed Cinemaximum’s posts on its Facebook account throughout October
2017, Korver and Keskin (2019) reported that Cinemaxium movie theaters actively used
their Facebook account as part of their marketing strategy.

This study first lists the movie theaters that have the highest number of followers
on Twitter. In Table 3 it can be seen that the movie theater with the most followers is
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Cinemaximum, Turkey’s largest movie theater chain. The tweets examined were all
accessed via Cinemaximum'’s official Twitter account (@cinemaximum). Tweets before
February 2020 were accessed using Twitter’s Advanced Search feature.

This study used descriptive and content analysis to analyze the data from all tweets
shared on Cinemaximum'’s Twitter account between January 1 and December 15, 2020.
Using the descriptive analysis method, “the obtained data are summarized and
interpreted according to previously determined themes” (Yildinm & Simsek, 2018, p.
239). “The aim of this type of analysis is to present the findings to the reader in an
organized and interpreted way. Later, these descriptions are explained and interpreted,
cause-effect relationships are examined and some conclusions are reached” (Yildinm
& Simsek, 2018, p. 240). The basic aim of content analysis is to find concepts and
relationships that can explain the gathered data.“The data summarized and interpreted
in descriptive analysis are subjected to a deeper process in content analysis, and
concepts and themes that cannot be noticed using a descriptive approach can be
discovered as a result of this analysis” (Yildinm & Simsek, 2018, p. 240).

The reason for examining tweets posted between January 1 and December 15,
2020, is that movie theaters in Turkey were temporarily closed on March 15 due to
Covid-19 measures. An attempt was made to determine what changes took place in
the posts on Twitter made after March 16. All the posts made on Twitter up to December
15, the last date covered by the study, were examined. To determine the changes that
took place after March 16, it is necessary to look at the posts made before this date. To
that end, the tweets shared in the two and a half months from the start of 2020 to
March 16 were included in the review. A total of 1,006 (n=1,006) tweets were examined
as part of the study - 300 from January 1 to March 15, 2020, and 676 from March 16 to
December 15, 2020 - to determine whether or not there were any changes between
the tweets for both periods.

To answer questions 2, 3,and 4, a code list containing the topic content of the tweets
was first determined. Then, each examined tweet was coded according to its content.
It was seen that a tweet could include multiple topics.

The author, with the help of a researcher, created the code list and coded the data.

The author and another researcher gave separate preliminary codes to a specific set
of data by deliberately working apart. Later, the created code lists were compared and
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it was seen that their results overlapped. In Table 5, all the tweets in the sample have
been coded using the created code list. “The reliability of the coding made this way
was calculated using the formula [Consensus/(Agreement + Disagreement) x 100]”
(Miles & Huberman, 1994, as cited in Kutluca, Birgin, & Glindiiz, 2018, p. 395). According
to this, the average reliability coefficient between the coders throughout the study
was calculated to be 91%.

This study is limited to the messages posted by movie theaters. The interaction rates
of the shared messages and the comments on the messages made by followers were
left out of the study. By focusing on the form and content of the messages, an attempt
was made to understand what messages the movie theaters wanted to transmit to
their followers.

Cinemaximum Movie Theaters

The number of movie theaters in Turkey was 2,424 in 1970, 755 in 1980, 354 in 1990,
606 in 2000, and 1,834 in 2010 (Oz & Ozkaracalar, 2020, pp. 4-6). It is seen that the
number of movie theaters in Turkey, which started to decrease in the 1980s, started to
increase again in the 2000s. According to TUIK 2019 Cinema and Theater Statistics, this
number was 2,826 as of 2019 (TUIK, 2020).

Cinemaximum movie theaters is Turkey’s largest cinema chain and operates as part
of the CGV Mars Entertainment Group (Cinemaximum, 2020). Founded in 2001 by
Menderes Utku and Muzaffer Yildinm, Mars Cinema acquired the Tepe Cinemaxx Group
in 2005 and AFM Cinemas in 2010 (Kuburlu, 2016). The merger of the Mars and AFM
groups was criticized for making the market oligopolistic (Ozdurak, 2020, p. 16) and
for strengthening monopolistic tendencies in the sector (Tiizlin, 2013, p. 105). The
company was sold to the South Korean CJ CGV Group for $800 million in 2016 (Kuburlu,
2016). Today, Cinemaximum operates 848 movie theaters and 97 cinema complexes
in 36 cities (Cinemaximum, 2020). Considering that according to Turkish Statistics
Authority figures for Cinema and Theater in 2019, there were 2,826 movie theaters in
Turkey in 2019, Cinemaximum’s weight among movie theaters in Turkey becomes
evident (Table 1).

The CGV Mars Entertainment Group (Cinemaximum, 2020) is criticized for being
active in three separate fields at the same time, operating in the cinema advertising
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sector with its own Mars Media and in the film distribution sector with Mars Distribution,
in addition to its cinema business operations. Stating that the company has, through
vertical integration, come to dominate the cinema sector’s entire value chain, Ozdurak
said, “with its strength in the show market, the CGV Mars Group can provide advantages
in terms of show dates and the number of weeks on show in its movie theaters for the
movies it distributes, produces, or imports” (2020, p. 16).

According to General Directorate of Cinemas figures, 19 firms distributed the movies
that were shown in 2019. Distribution for 2019 was shared as follows: CJNET, 36.79%;
UIP, 22.63%; CGV Mars Distribution, 16.84%; Warner Bros. International, 11.59%; and
TME, 5.7% (Kiltiir ve Turizm Bakanhigi, 2020). Ozdurak (2020, p. 13) reports that “CJNET
is controlled by CJ CGV's owner, the Korean CJ Group. Therefore, it may be seen as the
same enterprise.”

The largest movie theatre chain operator in Turkey, Mars Entertainment Group,
made the news in 2019 with allegations that it was using popcorn to keep ticket
prices high and giving movie producers a small cut (Sabah, 2009). The crisis that
erupted with postponing the showing of BKM’s Organize isler 2 - Sazan Sarmali,
scheduled for January 1, 2019, turned the promotional ticket campaign problem
between producers and movie theater owners into a heated argument. To protest
the sale of promotional tickets, the producers of movies that brought the highest
audiences to movie theaters in Turkey postponed the show dates of their new movies.
Show dates for the movies Organize Isler 2 - Sazan Sarmah (BKM), Recep ivedik 6
(Camasirhane Film), Karakomik Filmler: 2 Arada (CMYLMZ Fikir Sanat & NuLook
Production), and Mucize 2: Ask (Boyut Film) were postponed by their producers. The
crisis ended when Law No. 5224 on the Evaluation, Classification, and Support of
Cinema Films was amended and movies started being shown (Haberttirk, 2019). The
law states: “Movie theater operators will not be able to carry out subscription,
promotion, campaign, and bulk sales activities involving cinema tickets, except for
discounted ticket pricing, which will be determined by the contract to be made with
the film’s producer and, if any, the distributor” (Resmi Gazete, 2019). “Thus, all the
campaigns related to cinema tickets were banned and the sale of promotional tickets
was prevented without the permission of the film production company. Also,
restrictions were placed on the long commercials shown before the film, which is a
subject that attracts public reaction” (Baykal, 2020, p. 101).
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Although the movie theaters that opened in shopping malls received various
criticisms, it has also been claimed that shopping malls had an impact on the growth
experienced in the movie sector in Turkey since the early 2000s. The study says, “...
without the mall boom, the recent fast expansion in the movie sector in Turkey would
not be possible” (Yurtseven, 2020, p. 120).

FINDINGS

The study separately discusses the periods before and after March 16, 2020, when
movie theaters were closed down due to Covid-19. An attempt has been made to
determine how Cinemaximum’s posts on Twitter before March 16, 2020, changed
after this date. An attempt has also been made to determine the purpose of
Cinemaximum'’s use of Twitter by identifying the topics in the content of the posts,
the number of shares, and the periods in which the number of posts increased and
decreased.

Tweets Posted by Cinemaximum Movie Theaters Before the Pandemic

When the posts made on Cinemaximum'’s official Twitter account, @cinemaximum,
are examined in terms of topic, differences can be seen between those made before
March 16, when movie theaters in Turkey were closed down due to Covid-19, and those
made after this date. Nine different topics were detected in posts made between
January 1 and March 15, 2020. They are: 1- Movie showtimes and information about
the movie; 2- Links to purchase tickets; 3- Ticket prices, campaigns, discounts, gifts,
perks; 4-Special events taking place at the physical location; 5-Buffet shopping and the
popcorn menu; 6-Promotion of and links to other digital channels, announcements of
new communication channels and programs; 7-Contests, games, questions, puzzles,
messages promoting participation (tag your friend), humor, interesting information;
8-Movie theater technical features and amenities; 9-Holiday and other special occasion
messages, remembrance messages.

When Table 6 is examined, it can be seen that the topic covered the most in posts
made before the pandemic was “showtimes and information about the movie.” This
topic was seen in 84% of posts in January, 80% of posts in February, and 89% of posts
made between March 1 and March 15.
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Tweets Posted by Cinemaximum Movie Theaters During the Pandemic

In posts made after March 16, it can be seen that different topics came to the fore
on different dates. Information about Covid-19 learned over time and the change in
the number of cases led to different topics coming to the fore in social media posts
on different dates. The review detected 16 different topics in the tweets posted on
the Cinemaximum account between March 16 and December 15 during the pandemic.
When evaluated according to the date they first appeared in tweets, they are,
respectively:

Official Announcements Relating to Covid-19 Preventative Measures

The Cinemaximum account posted its first tweet about Covid-19 on March 16.
Opening with “Important announcement!,” the message read: “We are closing down
our movie theaters for a while as part of the measures being taken to counter the risk
of the spread of the coronavirus being seen throughout the world. Your health matters
a lot to us. We believe that we shall continue the film fun in our theaters where we left
off as soon as possible.” Similarly, three different posts were made on subsequent dates
(November 6, 18, and 20) explaining Interior Ministry precautionary decisions. These
posts support the organization’s public relations work.

Holiday, Special Occasion, and Remembrance Messages

Thefirst tweet posted by Cinemaximum following the official announcement about
the pandemic that it made on Twitter on March 16, was the message it posted on March
18 on the occasion of March 18 Canakkale (Dardanelles) Victory and Martyrs Remembrance
Day.

Atotal of 32”holiday and special occasion celebration and remembrance messages”
were posted between March 16 and December 15, 2020. Tweets about the birthdays
of many cinema celebrities and the anniversaries of their deaths were posted. Many
tweets were posted for special occasions widely celebrated in Turkey, such as Mothers'’
Day and Fathers’' Day. Tweets were also posted about special occasions that are not so
well known in Turkey, such as Laughter Day, World Running Day, Social Media Day, Best
Friends Day, and Story Telling Day, as well as days relating to cult cinema movies such

as Star Wars Day, Dinosaur Day, Superman Day, and Hobbit Day. The special occasion,
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death, and remembrance messages include the birthdays, the announcements of
deaths, and anniversaries of deaths of Turkish and world cinema celebrities such as
Turkan Soray, Ayhan Isik, Tarik Akan, Kemal Sunal, Adile Nasit, Daniel Radcliffe, Tom
Hanks, and Chadwick Boseman.

Another element that stood out in the holiday and special occasion messages, as
well as the death and remembrance messages, was that cinema movies were utilized
in the design of most of the messages. Of the 32 tweets in total posted after March 16,
11 of them were about cinema. Although 17 of them were not directly related to cinema,
they utilized movies. For instance, on Teachers' Day (November 24), a video was posted
showing photographs of key teacher characters from the movies, such as the teacher
Mr. Mahmut from Hababam Sinifi. Just four tweets had nothing to do with the cinema
in either form or content.

It can be seen that special occasion messages increased after March 16, when the
movie theaters closed, then began to fall again in July when preparations were being
made to reopen them.

Special occasion messages made up just 1% of tweets in January and February and
0.5% over March 1-15, but this rate increased to 14% over March 16-30, 26% in April,
19% in May, and 15% in June. This rate was seen to fall to 7% in July, 2% in August, 1%
in September, 3% in October, and 3% in November. An increase is clearly seen in special
occasion messages during the period the movie theaters were closed.

Furthermore, it was seen that of the 32 holidays and special occasions seen in tweets
posted between March 16 and December 15, only 10 were celebrated in 2019.

Special occasion messages emphasize that the organization and the target audience
are parts of the same society and share the same cultural codes. In days when health
problems that threaten all of mankind, such as coronavirus, emerge, messages that
emphasize the sense of togetherness are much more important than those for other
days. That the majority of the messages were about cinema shows that as a means of
communication the “Holiday and special occasion celebration and remembrance
messages” were designed in a way that fit the followers’ areas of interest. These posts
support the organization’s public relations work.
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Contests, Games, Questions, Puzzles, Messages Promoting Participation
(tag your friend, etc.), Humor, Interesting Information

Some of the tweets posted on the Cinemaximum account after the pandemic were
written using information and images from movies shown in the past. It was noticed
that game-making techniques were used and that they contained contests, games,
questions, puzzles, messages promoting participation, humor, and interesting
information. As it was seen that the fun element came to the fore in these posts, they
were placed in the “Fun” category. It is noteworthy that cinema, which forms the most
fundamental connection between Cinemaximum and its followers, was utilized when
the messages were created. In addition, the style used in these posts differs from that
used before the pandemic. Unlike most of the tweets posted before the pandemic that
contained news and/or sentences providing information, these tweets are seen to ask
questions and invite followers to share their comments and participate. For instance,
one tweet posted on March 30 says, “Write the first line that comes to mind when you
see this scene!”

A large proportion of the posts made before March 16 provide information about
the movies being shown (varies between 80 and 89%), links to facilitate ticket purchases
(varies between 33 and 54%), and posts in support of sales and marketing activities. It
became impossible to make such posts during the pandemic. The goal was seen to
shift to establishing communication and continuing existing communication with
followers.

Posts under the “Fun” category made up 1% of the tweets in January, 4% in
February, 0.5% over March 1-15 butincreased to 71% over March 16-30, 79% in April,
52% in May, 54% in June, and 40% in July. This rate was seen to fall to 2% in August,
5% in September, 8% in October, and 6% in November. It suddenly rose again to
77% in the first 15 days of December when theaters were closed down again. A clear
increase is observed in posts made under the Fun category when movie theaters
were closed.

Posts made during these stressful days when people need good morale more than
ever utilize the shared interest in movies when they are created and aim to establish
communication, continue previously established communication, and have fun together.
These posts support the organization’s public relations work.
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The Importance of Movie Theaters, The Privilege of Watching Movies in
Theaters, The Longing for Movie Theaters

It can be seen that posts emphasizing the importance of movie theaters and the
privilege of watching movies in theaters began being made during the pandemic. A
tweet posted on June 5 said that “watching a movie in a movie theater”is a“privilege,’
and expressed this using the verb “to miss:"“Even though we have taken a break from
watching movies in theaters, we have not forgotten the privilege of watching movies
in theaters. We will be together again soon. #OzlediysekSebebiVar (There is a reason
we miss it) #Cinemaximum.”

Messages about the importance of movie theaters, not seen until April, are observed
to make up 16% of posts in April, 19% in May, 11% in June, and 2% in July. These posts,
which were made over April-July when movie theaters were closed and not used after
August, support the organization’s public relations work. It is also noted that elements
evoking nostalgia are emphasized in these posts.

Movie Showings and Events Held by Cinemaximum Movie Theaters Before
the Pandemic

Tweets about past movie showings and events held by Cinemaximum were also
posted. The first tweet of this kind was posted on April 23. Stating “With our Cinema
for Everyone Project, we helped introduce thousands of our children to the movies,’
the tweet included photographs showing children who had come to a movie theater
for the first time as part of this social responsibility project in crowded groups inside
the theater and the foyer area.

Posts made under the category “Past Cinemaximum Events”were seen in April (11%),
May (11%), June (7%), July (7%), and August (1%). These posts, which are clearly seen
to have intensified when the movie theaters were closed, support the organization’s
public relations work.

Movie Theater Technical Features and Amenities

The fall in the number of coronavirus cases in May was accompanied by talk about
reopening the movie theaters soon. In parallel with this, tweets began to be seen in
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May aimed at fulfilling market objectives. Emphasis began being placed again on
Cinemaximum movie theaters’ technical features and amenities. A tweet posted on
May 6, together with photographs of comfortable seats in the Gold Class, 4DX, Premium
Cinema, and Sky Auditorium theaters said this: “The seats | need when working from
home. Which one would you like to sit in with a laptop?”

These kinds of posts made up between 0.5 and 9% of the tweets made in January,
February, March 1-15, May, June, and July. No posts of this kind were seen in the period
March 16-30, immediately after the decision to close down movie theaters was made,
in April and May, or between December 1 and 15. It can be seen that these kinds of
posts peaked between August and November when the movie theaters reopened after
the pandemic. The proportion of these posts was seen to be 22% in August, 15% in
September, 13% in October, and 10% in November.

It can be said that the purpose of posts focusing on the technical features and
amenities that can only be found in movie theaters was to attract movie audiences back
to movie theaters at this time when moviegoers were still afraid to go to the movies for
fear of the disease, even though the theaters had reopened. These posts support the
organization’s advertising and promotional activities as part of its marketing work.

Promotion of and Links to Other Digital Channels, Announcement of New
Communication Channels and New Programs

It was announced on Instagram on May 8 that a new live program was about to be
made called’Film Gibi Muhabbetler' (Movie Talk). The videos for all these live broadcasts
were uploaded to YouTube with links posted on Twitter. It is noteworthy that all the
guests on the program were leading actors in movies that came to the theaterin 2019
or 2020 or their directors. Guests included ibrahim Biiyiikak and Onur Buldu from Bayi
Toplantisi, Cem Gelinoglu from Aykut Eniste, Caner Ozyurtlu from Biz Béyleyiz, ilker Ayrik
from Miistakbel Damat, Murat Cemcir from Baba Parasi, Toygan Avanoglu from Hababam
Sinifi-Yaz Oyunlari, and Yasemin Sakallioglu from Zengo. It can be seen that the aim of
these programs was promoting the films that were expected to come to movie theaters
first when they reopened.

Furthermore, movies were shown for free on YouTube over Ramadan when the
movie theaters were closed.
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It is also seen that the channels used by Cinemaximum before the pandemic
continued to be used, albeit with different features and means during the pandemic.
In addition to this, Cinemaximum opened two new digital channels during the pandemic.
These are the Cinemaximum Blog and Cinemaximum TikTok account.

An increase was also seen in Cinemaximum’s posts to different digital channels
other than Twitter, particularly in May (21%), June (26%), and December 1-15 (15%)
when movie theaters were closed. These posts support the organization’s public relations
work.

Movie Showtimes and Information About The Movie

With the fall in the number of coronavirus cases in May, people hoped that life was
going to return to normal and that movie theaters were going to reopen soon. The first
tweet about movies planned to come to movie theaters after the epidemic was posted
on May 12.

It can be seen that the topic most tweeted when the movie theaters were open was
information about films being shown or coming to theaters. Movies were the topic
covered most in tweets in January (84%), February (80%), March 1-15 (89%), August
(61%), September (75%), October (74%), and November (81%) (Table 6). These posts
support Cinemaximum’s advertising and promotional activities as part of marketing
work for movies for which tickets were being sold.

Ticket Prices, Campaigns, Discounts, Gifts, Perks

In the tweet about the live broadcasts on Instagram, it was announced that a
campaign was being prepared in cooperation with a fizzy drink brand. The message
said that surprise gifts would be given to 10 people who correctly answered the
questions asked by the moderator.

It can be seen that similar campaigns and other marketing work intensified when the
movie theaters were open. These posts were made at a rate of 38% in January, 36% in
February, and 15% over March 1-15, but not at all over March 16-30, in April, or in May. They
went back up to 13% in June but back down to zero in July. When the movie theaters
reopened after the pandemic, they reached 46% in August, 48% in September, and 25%
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in October, peaking at 55% in November but falling back to zero over December 1-15 when
the theaters were closed again. These posts support the organization’s marketing work.

Latest News from The Movie Industry

Tweets on the latest developments in the movie industry were also posted. One
tweet, posted on June 8, said: “We have great news for fans of this series! Plans are
under way to restart filming of Mission Impossible 7 in September 2020!"

It can be seen that these posts began in June (5%) when the reopening of movie
theaters was being discussed and when preparations for reopening had begun, they
continued in July (9%) and August (1%), none at all were made between September
and November, and they resumed over December 1-15 (23%). These posts take their
cue from the movie industry, send the message that life has started returning to normal,
and support the idea that movie theaters are going to reopen. These posts support
the organization’s marketing work.

Buffet Shopping and The Popcorn Menu

With the onset of summer and a perceived fall in Covid-19 cases, expectations grew
that movie theaters were going to reopen. During this time, preparations began to
reopen movie theaters and various campaigns mentioned gifts that could be given
once theaters were open. A tweet posted on 9 June said: “Cinemaximum is giving away
large popcorn menus to 10 lucky followers of the Movie Talk program!”It can be seen
that these posts intensified when the movie theaters were open, peaking in August
(16%) and September (21%). These posts support the organization’s marketing work.

Preparations for Reopening Movie Theaters and Announcements

A tweet posted on June 11 said: “We are going to see each other again soon at the
movies where popcorn meets Coca-Cola, science fiction meets adventure, and movie
lovers meet people in love! #0zlediysekSebebiVar #Cinemaximum.’ A tweet posted on
July 3 announced the Cinemaximum movie theaters were going to open on August 7.
The tweet said: “We miss each other so much. The longing is over. We meet on August
7. We can’t wait to meet you again with that same thrill in our movie theaters!
#0zlediysekSebebiVar #AgustostaKavusuyoruz (Back in August) #Cinemaximum.”
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It can be seen that these posts began in June (11%) when talk about the reopening
of movie theaters was at its highest and when preparations were being made, peaking
in July (82%). At the same time, the topic covered the most in posts in July was“Preparations
for reopening movie theaters and announcements.” These posts continued in August
(12%) and September (1%). These posts support the organization’s marketing work.

Online Survey

An online survey was held on June 23.The posted tweet said, “Not long now, waiting
for July! We invite you to take part in our survey on movie-going habits! Your ideas
matter to us! To take part in the survey: Go to https://bit.ly/319pFgL #0OzlediysekSebebiVar
#AgustostaKavusuyoruz #Cinemaximum” A total of five tweets were found using similar
expressions: one in June, two in July, and two in September. As was clearly stated in
the tweet, the goal of the online surveys posted by Cinemaximum movie theaters on
social media was to gather information about audiences’ movie-going habits. These
posts support the organization’s public relations work.

Hygiene Measures

When it became certain that movie theaters were going to open on August 7, tweets
began being posted mentioning the hygiene measures being taken so that movie lovers
could go to movie theaters without worrying about Covid-19. A tweet posted on August
2 said: “We frequently disinfect our theaters so your movie enjoyment can get off to a
good start. We took all hygiene precautions when we opened, and we're waiting for you.”
Tweets emphasizing contact-free payment technologies were also posted.

It can be seen that these posts were made only in August (19%), September (10%),
October (12%), and November (9%), when the theaters reopened after the pandemic.
These posts support the organization’s marketing work.

Links to Purchase Tickets
Links directing Twitter users to the ticket purchase page on Cinemaximum’s official
website began being embedded in tweets again in August. With the ticket purchase

links coming back into use on August 7, Twitter started being used for sales purposes
just as it had before the pandemic. It can be seen that these posts were only made in
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January (54%), February (33%), March 1-15 (38%), August (20%), September (25%),
October (39%), and November (46%) when movie theaters were open. These posts
support the organization’s marketing and sales work.

Latest Events Organized at The Physical Location

These posts made in January (17%), February (7%), and March 1-15 (9%) were not
made at all after March 16 except for the tweet made on October 7 announcing the
first movie gala to take place after the pandemic. The tweet said: “Our first gala at
Cinemaximum in a long time was both hygienic and with social distancing! The fun
comedy Aile Hiikiimeti comes to theaters on Friday. Don’t miss it! Purchase tickets at:
https://bit.ly/3deFhDR #AileHUklUmeti #cinemaximum.” Another movie gala that took
place at a physical location was also found between March 16 and December 15, 2020.
These posts support the organization’s advertising and promotional activities as part
of its marketing work.

DISCUSSION AND CONCLUSION

The first research question was, “Did the number of tweets posted by Cinemaximum
movie theaters during the pandemic (March 16 to December 15, 2020) change by
month?”According to the study, the number of tweets posted by Cinemaximum movie
theaters during the pandemic (March 16 to December 15, 2020) did change by month.
The number of tweets on Cinemaximum'’s official account in March was 63% less than
in February. To be able to continue posting on social media after the pandemic is the
first step in ensuring continuity of communication with social media users. Communication
at this time, when opportunities for people to get together in a physical location had
dwindled or gone away altogether in some situations, continued via social media.
When looking at the change in the numbers of monthly tweets posted compared with
the previous month, it can be seen that they fell by 65% in April and increased by 226%
in May, when expectations of reopening movie theaters began torise. It was seen that
the number of tweets fell by 2% in June and by 26% in July, then increased by 187%
in August when Cinemaximum movie theaters reopened. It was determined that the
number of tweets continued to rise in September (13% increase), reaching the pre-
pandemic level before falling again after October. The number of tweets was seen to
fall by 14% in October, by 45% in November when theaters were closed for a second
time, and by 73% in the first 15 days of December (Table 4). The fact that the number
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of tweets posted fell when movie theaters were closed, rose during the month when
there was a possibility of them reopening (May), reached pre-pandemic levels in the
months when they were open again (August, September, and October), then fell
suddenly in the month when they were closed down again (November) supports the
idea that Cinemaximum used its Twitter account primarily for sales and marketing
purposes (Figure 11).

The second research question was, “What were the most common themes in the
tweets posted by Cinemaximum before the pandemic?”The study identified nine topics
in posts made between January 1 and March 15,2020. These were: 1-Movie showtimes
and information about the movie; 2-Ticket purchase link; 3-Ticket prices, campaigns,
discounts, gifts, perks; 4-Special events organized at the physical location; 5-Buffet
shopping and the popcorn menu; 6-Promotion of and links to other digital channels,
announcement of new communication channels and programs; 7-Competitions, games,
questions, riddles, messages promoting participation (tag your friend, etc.), humor,
interesting information (prepared using information about movies and images of
movies); 8-Movie theater technical features and amenities; 9- Holiday and special
occasion celebrations and remembrance messages. The topic covered the most in the
tweets posted by Cinemaximum movie theaters, at 83%, was seen to be “Movie
showtimes and information about the movie!” The other topics covered the most in
posts were seen to be “Ticket purchase link” and “Ticket prices, campaigns, discounts,
gifts, and perks."These results support the idea that before the pandemic, Cinemaximum
used its Twitter account primarily for sales and marketing purposes.

The third research question was, “When evaluated in terms of their themes, was
there any change in the tweets posted by Cinemaximum on Twitter before the pandemic
(January 1 - March 15, 2020) and those posted during the pandemic (March 16 -
December 15, 2020)?"The study found that when investigated on a topic basis, there
was a change between the tweets posted on Cinemaximum'’s Twitter account before
the pandemic (January 1 - March 15, 2020) and those posted during the pandemic
(March 16 - December 15, 2020). It was also seen that seven other topics were added
to the topics in tweets posted during the pandemic. These were: 1-Official announcements
about coronavirus measures, 2-The importance of movie theaters, the privilege of
watching movies in theaters, the longing for movie theaters, 3-Past movie showings
and events at Cinemaximum movie theaters, 4-Current developments in the movie
industry, 5-Preparations for reopening the movie theaters and announcements, 6-Online
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survey, 7-Hygiene measures taken due to the coronavirus. The topics covered most
during the pandemic were “Contests, games, questions, puzzles, messages promoting
participation (tag your friend, etc.), humor, interesting information” in March (16-30)
(71%), April (79%), May (52%), and June (54%); “Preparations for reopening the movie
theaters and announcements”in July (82%); “Movie showtimes and information about
the movie” in August (61%), September (75%), October (74%), and November (81%)
when movie theaters reopened; and “Contests, games, questions, puzzles, messages
promoting participation (tag your friend, etc.), humor, interesting information” in
December (1-15) (77%), when the theaters were closed down again. These results
support the idea the Cinemaxium used its Twitter account primarily for sales and
marketing purposes. When movie theaters were closed, the purpose changed from
sales and marketing to establishing communication or continuing existing
communication.

The element of nostalgia comes to the fore in posts under the topics“The importance
of movie theaters, the privilege of watching movies in theaters, the longing for movie
theaters”and“Past movie showings and events at Cinemaximum movie theaters” Many
of the tweets under the topic“Contests, games, questions, puzzles, messages promoting
participation (tag your friend, etc.), humor, interesting information” were made using
images from movies that were shown in the past. In short, it was seen that nostalgia
was used in the tweets.

In the Turkish Language Institute Dictionary of Current Turkish, the word “nostalgia”
has two meanings (TDK, 2020): 1. The sense of longing for fine things that remained
in the past and being overwhelmed by this feeling; a love of the past; living the past
today. 2. The sense of seeking refuge in the past; a love of the past; living the past today
due to the fear of change.

Watching movies in movie theaters together with other people used to be a natural
part of our lives, just like many other activities, but with the pandemic, it suddenly
became unattainable. At this time, when what was natural has become impossible,
going to the movies has become a treasured activity remembered with longing just
like anything else that is lost. What was lost here is not just going to the movie theater.
What was suddenly lost is one of the symbols of living in a society and socializing.
Tweets about“The importance of movie theaters, the privilege of watching movies in
movie theaters, and the longing for movie theaters” and “Movie showings and events
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that took place in Cinemaximum movie theaters in the past”began being posted during
the pandemic with the purpose of emphasizing the importance of movie theaters for
society.

Furthermore, attempts were made to instill confidence in followers by emphasizing
in tweets that the risks posed to society by the Covid-19 pandemic were known and
that the necessary precautions were being taken and work done. Tweets about “Official
announcements regarding coronavirus precautions,’ “Preparations to reopen movie
theaters and their announcements,””Online survey,”and “Hygiene measures taken due
to the coronavirus” began being posted during the pandemic with the purpose of
explaining to target audiences what Cinemax was doing to adapt to the sudden change
in circumstances and to ensure they would come back to Cinemaximum with peace
of mind when the movie theaters reopened.

The fourth research question was, “For what purposes did Cinemaximum use Twitter
during the pandemic (March 16 - December 5, 2020)?” The study showed that in the
second half of March and in April, May, and June, when communication was rapidly
transitioning from physical locations to the digital realm, Cinemaximum'’s Twitter
account was used first to continue the communication that had been established with
the target audience in the past. This is why it was seen that the tweets posted at this
time were mostly in support of the organization’s public relations work. Starting in
May, when expectations of reopening began to rise, messages in support of marketing
work, just like before the pandemic, began being posted again. Twitter was seen to be
used for ticket sales in that tweets posted over August-November, when Cinemaximum
movie theaters were open again, contained links for purchasing tickets. The number
of tweets fell after November 21, when theaters were closed down a second time, but
did not go away completely. Thanks to this, Twitter continued to be one of the most
important tools providing communication between Cinemaximum and its followers.

Also worthy of note is the fact that topics not seen before the pandemic appeared
in tweets posted during the pandemic. Tweets began being posted that emphasized
the importance for society of movie theaters, which had been engaged in fierce
competition with digital platforms due to technological developments in recent years,
were struggling to survive, and had to close their doors due to the global pandemic.
These tweets also recalled the memorable moments experienced in movie theaters in
the past. Furthermore, the tweets carried messages emphasizing that Cinemaximum
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was aware of the seriousness of the pandemic and was taking the necessary precautions,
and that movie-lovers could return to Cinemaximum with peace of mind when the
theaters were open.

The study “A Descriptive Analysis of the Use of Twitter by Cinemaximum Movie
Theaters During the Covid-19 Global Pandemic” reveals that social media can acquire
new functions by adapting to new conditions emerging in different periods. Organizations
use social media for their primary purposes. When the conditions change, the primary
objectives of the organizations also change, and in this regard, they continue to use
social media in line with the new conditions and new purposes. When considered from
this perspective, itis seen that social media can offer flexibility in use and serves different
purposes under different conditions. Social media, which is one of the fastest and most
economical means of interacting with the target audience, allowing direct communication
between the organization and its target audience without time and place restrictions,
also became one of the most important tools for communication during the global
pandemic. The most important benefit of social media for movie theaters during the
pandemic was that it allowed them to communicate with their target audience 24
hours a day, despite having to close their doors. Thanks to social media, movie theaters
were able to continue conveying their messages to moviegoers during the pandemic.
Cinemaximum emphasized the beauty of the days when movie theaters were open
with its messages on social media during the pandemic, tried to revive the memories
of movie theaters, which have a great importance in our collective memory, and
reminded people of the importance of movie theaters and the services they provided
in the past. Another important benefit of social media is that it provides reassuring
messages to ensure that moviegoers come back to movie theaters without fear when
the theaters open. In addition, it is known that social media is a tool with which a lot
of information about the target audience can be obtained. The number of likes, retweets,
and comments and the content of the comments provide organizations with much
important information about the target audience. Aside from this, Cinemaximum tried
to understand the effects of the global pandemic on movie lovers with the online
survey it posted on Twitter. Therefore, it is seen that during the pandemic, Cinemaximum
used social media to obtain information about its target audience. It is also seen that
social media plays a very important role in the communication work of movie theaters
that have had to close their doors during the pandemic. However, although it is free
to open an account in social media applications, the fact that a professional staff and
budget are needed to use these accounts effectively should not be overlooked. It is
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not easy for independent movie theaters to use social media as effectively as
Cinemaximum. This situation can be understood more clearly when it is considered
that Cinemaximum, Turkey's largest movie theater chain, has the most followers on
social media. However, for independent movie theaters to overcome these difficult
times, it will be important for them to make effective use of social media, which is much
more economical compared with other communication tools and provides direct
communication with the target audience 24 hours a day.

In a study that aimed to compile and evaluate the literature covering national
research, studies, articles, and publications on movie theaters, viewing experiences,
and audiences, increasing interest in the field was seen (Cam & Yiiksel, 2020, p. 617). It
has been determined that many studies on movie theaters during the Covid-19 global
pandemic period have been made. These studies discussed the movie watching
experience (de S4 Machado Jr, 2020), “historical economic geographies of film exhibition
in Turkey and Istanbul since 1970” (Oz & Ozkaracalar, 2020), “enlargement and
transformation of the movie theater industry in Turkey after 2000” (Yurtseven, 2020),
“the oligopolistic structure of the Turkish cinema industry after mergers and acquisitions”
(Ozdurak, 2020), “the latest amendments on Cinema Law No. 5224” (Baykal, 2020),
“technological change and managerial challenges in the movie theater industry”
(Weinberg, Otten, Orbach, et al., 2021), and “the change in the movie watching
experience” (Anadolu, 2020) .

Two studies on Covid-19's impact on movie theaters have been identified. These
studies examined the effects of Covid-19 on the Korean movie industry (Kim, 2020)
and the Chinese movie industry (Ma, Kim, Cohen, & Neumann, 2020).

The study entitled “A Descriptive Analysis of the Use of Twitter by Cinemaximum
Movie Theaters During the Covid-19 Global Pandemic,” on the other hand, examines
movie theaters in terms of social media use during the Covid-19 global pandemic, and
draws attention to a dimension not covered in previous studies. Although movie
theaters have been studied in many different aspects so far, only one study examining
their use of social media has been found. No source has been found other than the
study in which the posts on Cinemaximum'’s Facebook account were analyzed (Korver
& Keskin, 2019). Social media is also an important communication tool for movie theater
operators. Creating a profile and sharing messages on social media, which is one of
the most important communication tools during the global pandemic, when face-to-
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face communication with the target audience is no longer possible, is free and can be

used by small businesses as well. For this reason, how social media is used by movie

theaters is one of the issues that need to be investigated.

The results of this study are significiant in three ways:

1)

2)

266

Huge changes took place during the Covid-19 pandemic in the way people
communicate. The study shows what changes were made during the Covid-19
pandemic by organizations in the way they communicate, using Cinemaximum
movie theaters as an example. While people and organizations continued to use
the digital communication channels they had used before the pandemic, they
also started using different digital communication channels.

The study is also important in that it shows how movie theaters, already
experiencing hardships despite occupying an important place in our social
memory, coped with the pandemic and identifies what messages they tried to
convey to the target audiences at this time via the social media app known as
Twitter. Apart from being places where movie lovers can watch current or specially
selected movies at high quality, and where the movie industry can make its
highest income by showing movies to audiences, movie theaters are places
where people socialize and communicate with one another thanks to movies.
The future of movie theaters has begun being debated due to the rapid spread
in recent years of the Internet and digital platforms, and the increasing ease of
access to movies outside movie theaters. Already fighting the adverse effects of
digital platforms, movie theaters have also started to combat the adverse effect
of the pandemic. In 2020, when people were totally unable to go to movie
theaters because of the pandemic, or if they could it was only with many
restrictions, box-office earnings in Turkey fell by 70% compared with 2019. Their
physical locations now unusable or usable only in a very restricted fashion, movie
theaters have had to use the Internet and social media more than ever to
communicate with their target audiences. The messages posted on social media
at this time have been treated as documents reflecting how movie theaters
coped with the pandemic.

The topic codes identified in the tweets were classified under 16 different
categories in the study. It was seen that three different topics came to the fore
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at different times. It was seen that the topics tweeted the most were those under
the category “Movies” when theaters were open, “Fun” when they were closed,
and“Preparations to reopen movie theaters”in July when preparations to reopen
theaters were being made (Figure 12). Even though every tweet can fulfill more
than one function, it can be said that the tweets in the “Movies” and “Preparations
to reopen movie theaters” categories were mainly for advertising and promotional
purposes as part of marketing work and that tweets in the “Fun” category were
for public relations to maintain communication previously established with the
target audience (Table 6).

3) Although many scientific studies involving movie theaters have been made,
studies examining movie theaters’ use of social media are limited. No studies
were found on movie theaters'use of social media during the Covid-19 pandemic.
Analysis of how movie theater operators, which rank among those organizations
that are using social media with its rapidly increasing number of users, has the
potential to yield important information regarding their activities and their goals.
This study draws attention to this potential and sets an example.

The descriptive analysis method and content analysis technique were used to
examine the posts made by Cinemaximum movie theaters on Twitter. In future
studies, holding interviews with movie theater operators regarding the purposes
for which social media was used by movie theaters during the pandemic and
what functions it fulfilled during this period compared with previous periods
will help provide a clearer understanding of the importance of social media for
movie theaters.
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TABLES AND FIGURES
Table 1: Number of Movie Theaters in Turkey, Movies Shown, and Viewers, 2019
Year Number Number Number of movies shown Number of viewers
of movie | of seats Total Turkish Foreign Total Turkish Foreign
theaters movie movie movie movie

2019 2826 337914 68 386 29 064 39322 | 56479209 |32331764 | 24 147 445

Source: Turkish Statistical Institute (TUIK), https://data.tuik.gov.tr, 2020, June 16

Table 2: Total Number of Movies Shown in Movie Theaters in Turkey in 2019 and 2020, Total Number of Viewers,
Total Revenue

Year Total number of Number of new movies | Total number of Total revenue
movies that came to that came to movie viewers
movie theaters theaters
2019 622 404 59.556.020 980.410.567 TL
2020 342 177 17.415.304 299.726.220TL

Source: boxofficeturkiye.com, boxofficeturkiye.com/yillik, Access Date:2020, December 1
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Table 4: Distribution of Tweets Posted on Cinemaximum’s @cinemaximum Official Twitter Account in 2020

(January 1- December 15) by Month

Date Total Number of Tweets
January 136
February 147

March, 1-15 47
March, 16-31 7

April 19

May 62

June 61

July 45

August 129
September 146
October 125
November 69
December, 1-15 13
Total 1006

Source: Cinemaximum’s official Twitter account @cinemaximum, Access Date: December 16, 2020

Table 5: Descriptive Code Data for Tweets Posted on Cinemaximum'’s Official Twitter Account @cinemaximum
between January 1 and December 15, 2020.

CATEGORY TOPICS’ DESCRIPTIVE CODE TYPE

1 Movies Movie showtimes and information about the movie

2 Ticket Sales Ticket Sales link

3 Discounts and Campaigns Ticket prices, campaigns, discounts, gifts, perks

4 Latest Events The latest events arranged at the physical location

5 Buffet Shopping Buffet shopping and the popcorn menu

6 Digital Channels Promotion of and links to other digital channels, announcements
of new communication channels and programs

7 Online Survey Online Survey

8 Fun Contests, games, questions, puzzles, messages aimed at participa-
tion (tag your friend, etc.), humor, interesting informations

9 Theater features The movie theater's technical features and amenities.

10 | Special Occasion Message

Holiday and special occasion celebration and remembrance mes-
sages

1 Official COVID-19 Announcement

The official COVID-19 announcement

12 | Importance of Movie Theaters

The importance of movie theaters, the privilege of watching
movies in theaters, the longing for movie theaters

13 Past Cinemaximum Events

Past movie showings and events at Cinemaximum movie theaters.

14 | Movie Industry Agenda

Latest news from the movie industry

15 | Theater Opening Preparations

Preparations for reopening movie theaters and announcements

16 | Hygiene Measures

Hygiene measures taken due to the coronavirus
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Yolcu, O.

Figure 1: Tweet Posted on March 16, 2020

Cinemaximum
@cinemaximum

Onemli duyuru! A

Tim dinyada gorilen koronaviris salgininin
yayilma riskine karsi alinan énlemler
kapsaminda sinema salonlarirmizi bir

sureligine kapatiyoruz.

Sagliginiz bizim icin ok degerli.

En kisa slrede salonlarimizda film keyfine
kaldigimiz yerden devam edecegimize
inaniyoruz.

O 10:34 - 16 Mar 2020 - Twitter for Android
13 Retweet 4 Alint Tweet 86 Begeni

Source: Twitter/cinemaximum, Access Date: 2020, December 1

Figure 2: Tweet Posted on April 1,2020

Cinemaximum @cinemaximum - 1 Nis i
Herkesin iyi ki sinemada izlemigim dedigi filmler vardir. & @5tz onlardan

bazilan! Peki seninki hangisi? £ &

< i Ki SINEMADA ZLEMigiM %
DEDIKLERIN

® KIS UYKUSU
@1 | 396 goruntilenme

Q2 o Qs u

Source: Twitter/cinemaximum, Access Date: 2020, December 1
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Figure 3: Tweet Posted on May 28, 2020

Cinemaximum @cinemaximum - 28 May
Sinemanin bize yagattigi pek gok duyguyu buginlerde gok szledik. W %

Peki yan yana oturup filmi izlerken ayni misirdan yemeyi &zleyenler burada
mi? #0z ebilVar #Cinemaximum

® o liziEdigsEk
- Sa_gélﬁ
Wil

Ayni kaptan
, misir yemeyi

OZLED|YSEK
SEBEB] VAR!

008 346 gorintilenme

Q L3

Source: Twitter/cinemaximum, Access Date: 2020, December 1

Figure 4: Tweet Posted on June 3, 2020

@ Cinemaximum
@cin ximum

Bugiin Diinya Kosu GUndi. 3, 4, Sinemalar acilsa da
bekledigim filme bdyle gitsem diyenler?
#0zlediysekSebebiVar #Cinemaximum

Source: Twitter/cinemaximum, Access Date: 2020, December 1
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Yolcu, O.

Figure 5: Tweet Posted on June 28, 2020

Cinemaximum
@cinemaximum
we
Yillar

Matrix 4'tin ¢ekimleri yeniden basladi bile. & 5
sonra bu efsaneyi tekrar izlemek icin heyecanlananlar?
% OzlediysekSebebiVar #Matrix4 #Cinemaximum

4

[+ .
b
08 3:12 - 28 Haz 2020 - Twitter for iPhone
6 Retweet 4 Alinti Tweet 80 Bedeni

Q n Q a

Source: Twitter/cinemaximum, Access Date: 2020, December 1

Figure 6: Tweet Posted on July 20, 2020

Cinemaximum @cinemaximum - 20 Tem 2020
Yirekleri sinema igin atanlar; déniyoruz! 2% &

7 Agustos'ta bulusuyoruz; birlikte heyecanlanmaya, ajlamaya, galmeye
kaldigimiz yerden devam ediyo gustostaKavuguyoruz

Cinemaximurm

Q1 T Qe i

Source: Twitter/cinemaximum, Access Date: 2020, December 1
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Figure 7: Tweet Posted on August 12, 2020

e Cinemaximum

Cinemaximum'larda gorilen hijyen operasyonlan
filmleri aratmiyor! ®® ®¥®Temas edebileceginiz her yeri
dezenfekte ediyor, calismalarimizi her seanstan sonra
tekrarliyoruz. % % Detayh bilgi: bit.ly/2PJSHNf
#Cinemaximum

StK ARALIKLARLA
Dt .IFEKTAN
SIKIYORUZ.

Source: Twitter/cinemaximum, Access Date: 2020, December 1

Figure 8: Tweet Posted on October 7, 2020

Cinemaximum
@cinemaximum

Cinemaximum’da uzun zaman sonra gerceklesen ilk
galamiz, hem cok hijyenik hem de sosyal mesafeliydi!
™ Eglenceli bir komedi filmi Aile Hiikiimeti, bu
cuma vizyonda. Kagirma! [y & Bilet almak igin:
bit.ly/3deFhDR

#AileHikumeti #cinemaximum

OS 10:04 - 7 Eki 2020 - Twitter for iPhone

1Retweet 11 Begeni

Source: Twitter/cinemaximum, Access Date: 2020, December 1

278 Connectist: Istanbul University Journal of Communication Sciences, 2021, 60, 241-280



Yolcu, O.

Figure 9: Tweet Posted on November 24, 2020

Cinemaximum @cinemaximum - 24 Kas 2020 Lol
Bagdgretmenimiz Mustafa Kemal Atatiirk basta olmak tzere tim
&gretmenlerimize sayg! ve sevgilerimizle. .|, Sinemanin unutulmaz

agretmenleri ile 24 Kasim Ogretmenler Gaind Kutlu Olsun! 5 55

#24KasmOgretmenle

i #Cinemaximum

HABABAM SINIFI - MANMUT HOCA

0:02 <L

Q (e ls

&

Source: Twitter/cinemaximum, Access Date: 2020, December 1

Figure 10: Tweet Posted on December 22, 2020

Cinemaximum @cinemaximum - 22 Ara 2020
2020 bitiyordur... #Cinemaximum

Lo
. i ’

7
011 592 génintiilenme J_f 3‘_}2
Q Tl 2 Q1 T

Source: Twitter/cinemaximum, Access Date:2020, December 1
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Figure 11: Distribution of Tweets Posted on Cinemaximum’s @cinemaximum Official Twitter Account in 2020
(January 1- December 15) by Month

Total Number of Tweets

o o
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115

Figure 12: Total Number of Tweets Posted on Cinemaximum'’s Official Twitter Account @Cinemaximum
Between January 1 and December 15, 2020, and Distribution of The Three Topics Covered Most Proportionally
in The Tweets by Months
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—@-—Tweet about “Movie showtimes and information about the movie"

- Tweet about “Contests, games, questions, puzzles, messages aimed at
participation (tag your friend, etc.), humor, trivia"

—0-Tweet about “Preparations for reopening movie theaters and
announcements"”

—@—Number of Total Tweets
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