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Abstract

The developments in new communication technologies in recent years have made it possible to exist
in political communication outside the election period. Social networks that emerged with Web 2.0 are
important channels for providing and managing this communication. Social networks used by political
actors such as Instagram, Facebook and Twitter are also of great importance in the continuity of political
communication. Political parties already carry out this communication facility through the official accounts
of the party headquarters. At the local level, the task of maintaining active communication with citizens
falls on the provincial presidencies of political parties. Being visible in new communication environments,
creating an agenda and ensuring the continuity of political communication, especially the young population,
brings it with the advantage of winning.

In this study, the use of social media by the Provincial Presidency of the Justice and Development Party,
the Republican People’s Party, the Nationalist Movement Party and the IYI Party of the parties that entered
the last local elections in Giresun Province, outside the election period, were evaluated using the content
analysis method within the framework of the theory of gatekeeping, which was transformed by the
emergence of digital technologies.

Keywords: Political communication, Mass media, Gatekeeping Model, Social Media.

0z

Son yillarda yeni iletisim teknolojilerinde yasanan gelismeler siyasal iletisimde se¢im dénemi disinda da
var olmay1 miimkuin kilmaktadir. Web 2.0 ile ortaya ¢ikan sosyal aglar bu iletisimi saglamak ve yonetmek
adina 6nemli mecralardir. Facebook, Twitter, Instagram gibi siyasi aktorlerin de kullandig1 sosyal aglar
siyasal iletisimin stirekliliginde de biiyiik 6nem arz etmektedir. Siyasi partiler bu iletisim olanagini parti
genel merkezinin resmi hesaplar: ilizerinden zaten gerceklestirmektedir. Yerel diizlemde ise vatandasla
iletisimini aktif tutma gorevi siyasi partilerin il baskanliklarina diismektedir. Yeni iletisim ortamlarinda

goriiniir olmak, giindem olusturmak ve siyasal iletisiminin siirekliligini saglamak, 6zellikle gen¢ niifusu
kazanma avantajini da beraberinde getirmektedir.

Bu c¢alismada, Giresun ilinde son yerel secime girmis partilerin Adalet ve Kalkinma Partisi, Cumhuriyet
Halk Partisi, Milliyetci Hareket Partisi ve 1Y Parti i1 Baskanliklarinin se¢im dénemi disinda sosyal medya
kullanimlari, dijital teknolojiler ile doniisiime ugrayan esik bekciligi kurami cergevesinde icerik analizi
yontemi kullanilarak degerlendirilmistir.

Anahtar Kelimeler: Siyasal iletisim, Kitle iletisim araglari, Esik Bekgiligi Modeli, Sosyal Medya.
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Introduction

Political communication, which we can define as the role of communication in politics,
delivers messages to target audiences using communication techniques and methods.
This process, which began with rhetoric in ancient Greece, has evolved into the
technicalization of politics with the development and dissemination of mass media.
Communication technologies that make it easier to reach the masses make it possible not
only to provide political communication, but also to maintain this communication.

Political communication is handled in two processes: the election period and the non-
election period. Nowadays, new communication channels have been added to political
communication activities in which high-budget campaigns are organized only during
election periods using traditional methods. Social media platforms based on the
Internet-connected web 2.0 Social networks such as Facebook, Twitter, Instagram occupy
the first places worldwide. In this context, the new communication channels that have
emerged prioritize the continuation of political communication activities not only during
the election period, but also outside the election period. In particular, thanks to mobile
communication technologies, the ability to access political information, political actors
and participate in political life anywhere at any time makes this situation mandatory for
political actors. Through communication technologies to be able to appear at any moment
to speak, or written communication the ability to communicate both citizens and political
actors begin to take a more active role in their political causes. Social platforms such as
Facebook and Twitter, which are the tools of new communication technologies that are
used extensively in politics as well as traditional media, are an important communication
tool between the voter and the politician supported by the voters (Altunbas, 2014, p.
55). Effective use of communication technologies by political actors provides a great
advantage for the healthy conduct of political communication activities that exist not only
during election periods, but also outside the election period. In particular, both citizens
and political actors who have the opportunity for horizontal communication through new
communication technologies, who can be interactive, who are exempt from geographical
limitations, continue their political communication outside the election period.

Studies examining how political communication activities are carried out through social
media platforms mainly cover election periods. The studies especially focus on political
campaigns carried out on social media platforms, leader image, political participation,
political marketing and political advertising. Studies carried out in these areas mostly
include heads of state, political parties and local governments, which are political actors.
The new communication channels that emerged with the developing technologies not only
make it possible to exist outside the election period, but also expand the communication
network. Provincial presidencies, which cannot find much space in the mainstream media,
are also included in this expanding communication process. Provincial presidencies,
which are the visible face of the political parties on a provincial basis, have an important
role in establishing and maintaining communication between the headquarters and the
citizens. It is thought that the study will contribute to the field, since studies on the use of
social media by provincial presidencies, which have an important role as a political actor,
are not widespread. The universe of the research consists of the provincial presidencies
of the political parties in Turkey. As a sample, in the province of Giresun, who entered the
local elections on March 31, 2019; Provincial Presidency of AK Party, CHP, MHP and IYI
Party were determined. The study was limited to the most used social media networks,
Facebook, Twitter and Instagram.
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In the application part of the study, the official accounts of the Justice and Development
Party, Republican People’s Party, Nationalist Movement Party and IYI Party Provincial
Presidency, which entered the 2019 Local Elections in Giresun, on social media platforms
were examined. The study was limited to the social networks such as Facebook, Twitter
and Instagram. The first November 2019 and 30 November 2019, the data obtained cover
the shares made in these media. The researcher provided access to the shares made from
the social media official accounts of the party provincial presidencies on 01.12.2019, and
the data were tabulated and evaluated using the content analysis method.

In the conceptual framework of the study, political communication, mass media, social
media, gatekeeping model and the relations of these concepts with each other are
discussed. The study is handled within the framework of the gatekeeping model, which
is one of the mainstream theories that has been transformed in the context of new
communication technologies. In the application part of the study; Social platforms of
Giresun Provincial Directorates of AK Party, CHP, MHP and IYI Party were analyzed by
content analysis method. In the conclusion part of the study, suggestions that emerged in
line with the analyzes are included.

Related Works

Studies on the use of social media in politics generally focus on the use of social media
by political parties and leaders. In one of these studies, in which the social media usage
levels of political parties in Turkey were compared, it was determined that AK Party,
MHP and CHP actively use their social media accounts. (Dilber, 2018). In another study,
the use of social media by Recep Tayyip Erdogan, Binali Yildirim, Devlet Bahgeli and
Kemal Kiligdaroglu in forming public opinion during the 16 April 2017 constitutional
referendum process was examined. In this study, it was concluded that political parties
and leaders did not use social media effectively during the campaign process (Dogan,
2019). Another study examining the posts made by the 26th Term Deputies of the Grand
National Assembly of Turkey on Twitter, it was seen that Twitter was used extensively
and mostly party and parliamentary studies were included in the posts (Dogan &
Alptekin, 2018). In another study, Toy (2021) found that the AK Party and CHP leaders
used Twitter intensively and proactively in their campaigns in the local elections held
on March 31, 2019. Emrah (2018) discussing the propaganda processes in social media,
found that political parties in Turkey used Twitter in line with their own ideologies in the
2017 referendum during the propaganda process. Kutlu (2019), examining the Instagram
accounts of Recep Tayyip Erdogan and Kemal Kiligdaroglu, concluded that they use this
platform as one-way as traditional communication tools. In a different study (Akdal,
2020), in which the practicalities of using Facebook were investigated by the candidates
in the 23 June 2019 Istanbul local elections, it was determined that more photos and
video content were included. Addressing the mass media and social media in political
participation, Silstipiir (2021) suggests using social media to influence and keep the
voters excited, both during and outside the election period. In a study examining the use
of Instagram for political marketing by mukhtar candidates in the 31 March 2019 local
elections, it was concluded that female candidates and candidates aged 45-79 do not use
this platform widely (Inanc, Bozdemir, & Dogan, 2020).

There are also studies on the use of social media in political communication in foreign
literature. In a study dealing with Hungarian politicians, it was reported that the images
used on Facebook and Instagram in political communication were generally used to
personalize communication (Farkas & Bene, 2021), while in another study dealing
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with the use of social media by German political parties on Facebook, Twitter, Flickr
and YouTube, social media was used a facilitating way for participation and democracy
(Stieglitz, Brockmann, & Dang, 2012). In a study conducted in Nigeria on political
advertising, it was concluded that the approach to political communication was moved
to a negative dimension by making hate speech and fake reporting on social media
(Oparaugo, 2021). Changes in the way European parties use it within the party and how
Instagram is adopted (Larsson, 2021), Norwegian politicians use Facebook as a tool for
marketing and Twitter for dialogue (Enli & Skogerbo, 2013), in the 2012 Presidential
elections Barack Obama’s use of Facebook as a top-down promotional tool (Gerodimos &
Justinussen, 2015) confirmed by the studies.

Political Communication

Political communication is a field consisting of the combination of communication and
political science. The first applications of the discipline “political communication”, which
appeared at the junction of these two branches of science, date back to Ancient Greece.
The concept of “political communication”, which was born and developed in the United
States after the Second World War and began to be used in Western European Countries
since the 1960s, can be expressed in the most general sense as the role of communication
in politics. According to Aziz (2014, p. 19) political contact; it defines the specific
ideological goals of political actors as the use of types and techniques of communication
to make certain groups, masses accepted into countries or blocs, turn them into actions,
put them into practice. Cankaya (2015, p. 13) deals with political communication in a
wide spectrum, from propaganda to gossip, from top-down relations to the functioning
of power institutions, from the activities of pressure groups to public relations, from
the press, from news “creation” to TV panel discussions, from brainwashing to political
advertising evaluates the activities in this context.

Political communication is a de facto situation that must be maintained for both the ruling
party and the opposition parties even after the election period. While the ruling parties
are trying to convince their voters that they have made a good choice, the opposition
parties are also trying to convince the public by comparing how well they would have
made the choice if they were elected in the next election with the performance of the
government (Yavasgel, 2004, p. 147).

Political communication is handled in two processes: the election period and the non-
election period. Studies in the field of political communication mainly cover the election
period. During the election period; campaigns, political ads, voting behavior, party leaders
use social media, the issues in which they share the most in social media, newspaper ads
and content analysis of topics such as between the studies available in the literature.
However, political communication, which also exists outside of election periods, delivers
messages to target audiences using communication technologies and has a separate
importance outside the election period.

The head of state, government, political parties, local administrations, pressure groups,
non-governmental organizations (Aziz, 2014, pp. 19-37) which are among the actors of
political communication, communicate with citizens through the media. Every individual
with a political identity who has served in various units in political parties is considered
a political actor. In this context, the provincial decencies of political parties serve as the
main bridge of communication to be established between the headquarters and the
citizen of their provinces.
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In the process of political communication functioning for political purposes, the choice of
the appropriate channel for messages sent to the target audience is an important factor.
Social media networks that have emerged together with mainstream media and new
media today should be used correctly and effectively so that messages can be delivered
to the target audience as intended. Because when the methods and techniques of political
communication are used correctly, the reception, effectiveness and permanence of
messages in the desired way by all segments of society is also ensured (Ozkan, 2004, p.
43). These platforms, which are used by political parties and provincial presidencies
to deliver their messages to the young population, should be used especially actively to
make an impact. In order to better understand this process, it would be appropriate to
mention the use of mass media in political communication.

Political Communication and Mass Media

Mass parties, candidates, leaders and other political actors communicate their messages
to the public through the media. From the point of view of the history of communication,
written, audio, visual media are used in political communication, and over time, he has
become a political communication actor himself. Mc Nair (2003, p. 5) considers him as a
political actor by positioning the media at the center when ranking political actors. The use
of mass media, which plays a big role in the dissemination and distribution of messages,
in political communication is undoubtedly not a new phenomenon. Newspapers,
telephones, radio, television are used in political communication applications all over
the world, especially in America. The development of telegraph, telephone, motion
picture in the lates of 19th century, radio, television, fax machine, videocassettes, satellite
communication and computer and communication technologies in the 20th century
caused a transformation in political communication. Radio in the 1920s, television in the
1950s began to be used in American political campaigns, and in the 1952 Eisenhower
campaign, advertising spots were used on television for the first time. In 1960, John
Kennedy used his own election polling specialist, while in 1972, George Mcgovern led
the mass mail directly. In 1980, Jimmy Carter tried to address his voters using the tele-
conference method, Ronald Reagan used satellite broadcasting at his rallies in 1984, and
messages were transmitted to voters via videotapes in 1988. In 1992, former California
Governor Edward G. Brown answered questions using the 800 phone number. In 1996,
it was aimed that candidates could now be visible on the Internet (Trent & Friedenberg,
2008, pp. 13-14). Thus, the speed of political communication, which also provides the
opportunity to convey their messages to a wider audience, has also increased. Nowadays,
Internet-based social media platforms contribute to political communication with the
target audience by eliminating fast, cost-free and geographical limitations. Of the new
communication technologies, the Internet, in particular, is becoming the most important
tool that can ensure public participation in discussions about politics outside the
election period (Karagor, 2009, p. 130). In addition, it offers a freer space for political
communication-based activities such as obtaining political information, participating in
political processes, following world and country politics moment by moment, creating
a political agenda compared to mainstream media. Pre-political knowledge creation,
distribution, and detection that is interpreted as a process of political communication, as
opposed to a simple data exchange, emerging communication technologies to manage an
effective method to control this process with you. In this context, it is necessary to take
an active role in this transformation in political communication by using communication
technologies and these technologies more effectively. Because social media is one of the
important platforms that provide this transformation in political communication.
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The Use of Social Media in Political Communication

The new communication media emerging today, where information is spread more
and more by computers and other technological means, are called new media. Unlike
traditional media, new media is defined as a form of communication in which fast, long
distances do not create obstacles and there is a large memory capacity, unlike traditional
media (Aktan, 2017, pp. 49-50). The social networks that have emerged with the release
of web 2.0, known as the literacy network of new media, enable the management and
decoupling of interacting global crowds.

Boyd and Ellison (2007, p. 211) social networking sites, individuals within a system
of limited public or semi-public profile, create a list of users to add other they share a
connection, made by others in the system that allows you to switch between them to view
a list of links to web-based services is defined as. With its features such as participation,
openness, chat, community, connectivity and collaboration, social media offers the
opportunity to receive bi-directional and faster feedback than traditional media. Facebook
in 2004, Twitter in 2006 and Instagram in 2010 were included in these media, where
access was provided easily and cost-free without depending on time and place. In this
way, individuals can access alternative media content through these social networks, as
well as produce their own content and deliver it to others.

Dasl lists the features of social media as follows: Social media is user-based, community-
oriented and provides the establishment of social relations (Dasl;, 2019, p. 244). In this
way, in social media, where people from different languages, religions and ethnicities
come together, individuals find the opportunity to share their own content and express
themselves by commenting on other users’ content. Social media, which brings people
with different ideas together online, also allows them to get information from the
community pages opened on any subject.

According to Bostanci (2014, p. 88), social media is becoming a new means of politicization
for citizens and is turning into a means by which they can express themselves. Thus, the
new political communication is based on social media and gives a new dimension to
political communication. In particular, the global and mass circulation of messages leads
to a widespread distribution of roles at the point of media content production, as well as
to an increase in effectiveness in intervening in the political sphere. As seen in Gezi Park
and the Arab Spring events, social networks also paved the way for online organizations
and bringing this to offline spaces. Therefore, social networks are not only places where
ideas are formed and spread, but also places where social events begin to organize
(Karako¢ & Taydas, 2015, p. 120).

Facebook, Twitter and Instagram, which are the next generation of communication
media on social media, are low-cost platforms that allow both mass and interpersonal
communication, provide a two-way communication process with the possibility of mass
and individual messaging. The use of these platforms in political communication is a good
example of Barack Obama’s political campaign in 2008, especially using the Facebook
social network, and winning the American Presidential election by providing effective
use. Barack Obama has reached 2 million Facebook members with this election campaign,
which especially evaluates the interest of the young population in social networks well. In
order to capture the young population, it is important to prefer the new communication
channels they use and to use them actively in order to increase the target audience in
political communication.
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Along with traditional media, social media has become the main platforms of political
campaigns to gain the support of potential voters, to raise funds for political parties
and for other political purposes. The innovative and comprehensive use of social media
such as Facebook, YouTube, Twitter and MySpace in the 2008 and 2012 US presidential
campaigns has been a turning point for modern political communication (Oparaugo,
2021, p. 18). Acording to Gilardi, Gessler, Kubli & Miiller (2021, p. 5), social media is a
suitable channel for political communication. It expands the number and types of actors
that can potentially shape the agenda. Political actors can reach a wider audience by using
social media compared to traditional media. In this context, it is necessary to mention the
gatekeeping theory, which is thought to be weakened in social media.

Gatekeeping Model

In the Gatekeeping model, which is one of the mainstream media theories, the gatekeepers
are emphasized as the people who determine the media messages. Gatekeeping; It
refers to the control over the selection, display, presentation, timing, storage, repetition
of any kind of information during the encoding of the message or message components
(Donuhue, Tichenor, & Olien, 1972, p. 53).

Gatekeepers are people who make decisions in the first stage of the news production
process. They make the selection of the news that will be delivered to the audience
through the channel (Yaylagiil, 2014, p. 83) The gatekeepers, who are usually news
editors, decide the order of a news and how long it will be news. Thus, they contribute
to determining the agenda of the society. The concept of gatekeeper, which controls the
flow of information and helps the advancement of information, covers the construction
process of social reality by the news media as well as the decision-making process.

With the emergence of digital platforms, itis seen that the power of traditional gatekeepers
weakens. Due to the nature of social media platforms, users who can produce content and
circulate the content they produce can act as the gatekeeper of their own media. This
productivity also means that ordinary people who are not media professionals become
gatekeepers. This can be interpreted in a way that new communication technologies
allow each individual to open their own door besides the doors (threshold) kept by
professional guards (Narmanlioglu, 2016, p. 159).

According to Hermida (Hermida, 2010), social media technologies such as Twitter are
part of a series of Internet technologies that undermine the gatekeeper that ensures news
mediation. In this context, the gatekeeper theory, which has been transformed with the
developing technologies, offers political actors a more free space to communicate with
their target audiences in new communication channels. According to Shoemaker and
Vos (2009, p. 7) increasing audience interaction with digital media has added a new
dimension to gatekeeping. Thus, users have become secondary gatekeepers.

On the other hand, the new media environment provides unlimited sources of political
information, weakening the idea that there are separate doors through which political
information passes. This means that if there are no doors, there can be no gatekeepers
(Williams & Delli Carpini, 2000, pp. 61-62).

In this study, the use of social media by provincial presidencies as a political actor is
discussed within the framework of the gatekeeping theory, which has been transformed
by technological developments.
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Method

In the study, the content analysis method, which is often used in the field of social sciences,
was used. Content analysis is a research method used especially in the social sciences and
a research technique used in accordance with this method. Content analysis has gained
importance in communication studies with the spread of mass media, especially in social
sciences (Aziz, 1990, p. 105). The content analysis method provides the possibility of
interpretation on the basis of the data obtained using statistical data. The use of statistical
data also ensures that the researcher can comment systematically and objectively (Kogak
& Arun, 2006, p. 24).

The use of social media in political communication has been increasing in recent years,
when election studies have been conducted through new media together with traditional
media. As a political actor, it is known that political parties turn to social media and use
this medium frequently during election campaigns. However, political communication
activities also have a great importance and influence outside the election period Local
political components of political parties, which are among the political actors, have more
duties. In this context, the determination of whether the social media accounts of the
provincial presidencies of the parties are active after the last local elections in Giresun
province has been determined as a problematic issue of the study.

The universe of the research consists of the provincial presidencies of the political parties
in Turkey. As a sample, the Provincial Presidencies of the AK Party, CHP, MHP and IYI
Party that participated in local elections of March 31, 2019 in the Province of Giresun
were determined. The study was limited to the social networks Facebook, Twitter and
Instagram. Between the dates the first November 2019 and 30 November 2019, the data
obtained in the study covers the shares made in these media. The researcher provided
access to the shares made from the official social media accounts of the Party Provincial
Presidencies on the first december of 2019. The data obtained were tabulated and
evaluated using the content analysis method.

The aim of the study is to define the status of the accounts opened by the provincial
presidencies of the parties other than the official accounts of the social media platforms
of the headquarters, their activity outside the election. In this context, in order to examine
the activity and effectiveness of the official accounts opened in the study, answers to the
following questions are sought:

e What are the addresses of the Social Media Accounts (Facebook, Twitter, Instagram)
of the Giresun Provincial Presidencies of Political Parties?

e What is the number of followers of the Giresun Provincial Directorates of Political
Parties on social media accounts?

e What are the dates when the social media accounts of the Giresun Provincial
Presidencies of Political Parties were last shared?

e How many shares have Political Parties made from the social media accounts of
Giresun Provincial presidencies?

e What are the social media sharing categories and contents of the Giresun Provincial
presidencies of Political Parties?

In the study, the questions that were converted into categories using the content
analysis method were examined in tables in order to reach the answers to the questions.
Meaningful results are tried to be achieved by analyzing the data contained in the tables
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and making cross-comparisons. The conceptual framework of the study on political
communication, mass media and social media applications was drawn and social media
accounts were examined. The study is important in terms of revealing the practices of
using provincial presidencies, official social media accounts, which are a political actor.

Findings

Betweeen their posts between November 1, 2019 and November 30, 2019 were
examined. The official accounts of the Provincial Presidencies of the AK Party, CHP, MHP
and IYI Party on popular social media platforms, which entered the 2019 Local Elections
in Giresun, were examined in the study. The data obtained in the study were prepared
as regards the official accounts of Facebook, Twitter and Instagram social media, which
were accessed by the researcher on the first December of 2019.

Table 1. Social Media Addresses of Giresun Provincial Presidencies of Political Parties

Facebook Instagram Twitter
AK Part https://www.facebook. https://www.instagram. https://twitter.
y com/ akgiresun28 com/giresunakparti com/ akgiresun
CHP https://www.facebook. https://www.instagram. https://twitter.com/
com/ CHP-Giresun com/chpgiresun/ chp28giresun
https://www.facebook. https://twitter.com/
MHP com/ MHPGiresun28 None MhpGiresun
VI Part https://www.facebook. https://www.instagram. https://twitter.com/
v com/pg/iyigiresun com/ iyigiresun iyipartigiresun

AK Party, CHP, MHP and IYI Party Provincial Directorates have official accounts on the
most used social media sites such as Facebook, Instagram and Twitter. Among the Party
Provincial Presidencies, only the MHP Giresun Provincial Presidency does not have an
Instagram account.

Table 2. Giresun Provincial Presidencies of Political Parties
Social Media Accounts Follower Numbers

Facebook Instagram Twitter

7367 Likes 696 Followers 1737 Followers
AK Party

7404 Followers 13 Followed 70 Followed
CHP 1420 Likes 798 Followers 335 Followers

1437 Followers 163 Followed 83 Followed

3553 Likes 1144 Followers
MHP None

3576 Followers 1212 Followed

2569 Likes 886 Followers 91 Followers
1Yl Party

2634 Followers 30 Followed 10 Followed

When we examine the social media accounts opened by the Provincial Directorates of the
Political Party, the AK Party Provincial Presidency ranks first with 7404 followers, while
the MHP Provincial Presidency ranks second with 3576 followers, the CHP Provincial
Presidency ranks third with 1437 followers, and 1Yl with 2634 followers. The party is
in fourth place. In the first place in the Instagram accounts is the IYI Party Provincial
Presidency with 886 followers, the second place is the CHP Provincial Presidency
with 798 followers, and the third place is the AK Party Provincial Presidency with 696
followers. MHP Provincial Directorate does not have an Instagram account. When looking
at Twitter accounts, AK Party Provincial Presidency ranks first with 1737 followers, MHP
Provincial Presidency ranks second with 1212 followers, CHP Provincial Presidency
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ranks third with 335 followers and fourth IYI Party Provincial Presidency ranks
with 91 followers.

Table 3. Giresun Provincial Presidencies of Political Parties Dates
When Social Media Accounts Were Last Shared

Last Shared Date
Facebook Instagram Twitter
AK PARTY 30 November 2019 30 November 2019 30 November 2019
CHP 23 June 2018 17 April 2018 23 June 2018
MHP 9 July 2019 - 25 November 2019
1Yl PARTY 30 November 2019 24 May 2019 13 January 2018

In Table 3, the activity status of the parties was observed by taking into account the
official social accounts of the provincial presidencies of the political parties and the
dates when they last shared on December 01, 2019 in Table 3. It has been determined
that the AK Party Provincial Presidency is active by sharing on all three popular social
media platforms. July November 25, 2019 on Twitter and July 9, 2019 on Facebook. MHP
Provincial Directorate does not have an Instagram account. January May 2019, November
30, 2019 on Facebook, May 24, 2019 on Instagram and January 13, 2018 on Twitter, it
has been seen that the IYI Party Provincial Presidency has been sharing the most recent
shares. June April June 23, 2018 on Facebook, April 17, 2018 on Instagram and June
23, 2018 on Twitter, considering the most recent shares made by the CHP Provincial
Presidency, it is seen that he shared on Facebook.

Considering the most recent shares of the AK Party Provincial Presidency, it ranks first
by making up-to-date shares on all three platforms, while the MHP Provincial Presidency,
which shares more up-to-date on Twitter, and the IYI Party Provincial Presidency, which
shares actively on Facebook, are in second place. The last place is occupied by the CHP
Provincial Presidency, which does not have a current share on all three platforms.

Table 4. The Social Media Accounts of Giresun Provincial
Presidencies of Political Parties Number of Shares

Number of Shares Made
Facebook Instagram Twitter
AK PARTY 78 39 92
CHP 0 0 0
MHP 0 None 10
IYI PARTY 26 0 0

When the official social media accounts of Giresun Provincial Presidencies are examined,
the general distribution of the number of shares made is as follows. In Facebook shares,
the AK Party Provincial Presidency is in the first place with 78 shares, and the IYI Party
Provincial Presidency is in the second place with 26 shares. The pages of the CHP
Provincial Presidency and MHP Provincial Presidencies have not been shared. In Twitter
shares, the AK Party Provincial Presidency is in the first place with 92 shares, and the
MHP Provincial Presidency is in the second place with 10 Shares. The CHP Provincial
Presidency and the IYI Party Provincial Presidency do not have Twitter sharing. With 39
shares on Instagram, only the AK Party Provincial Presidency was shared, while other
parties did not use this platform. The content analysis of the shares of the provincial
presidencies of the parties is shown through tables by creating categories.
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Table 5. AK Party Giresun Provincial Presidency Shares Content Analysis

Sharing content Facebook Instagram Twitter Total
Provincial visits 26 6 16 48
Chairman sharing 8 8 13 29
Sharing party dignitaries 6 2 19 27
Consultation meetings of mayors 6 5 10 21
Important day shares 6 5 9 20
Regular weekly meetings 4 4 5 13
Non-provincial visits 4 2 5 1
Social message sharing 4 2 5 1
Messages of violence against women 3 2 2 7
Wedding, engagement, circumcision, funeral, etc. 4 1 2 7
Messages from the head of the province 4 0 2 6
Sports content sharing 2 1 2 5
Sharing news of martyrs 1 0 1 2
Religious content sharing 0 1 1 2
Total 78 39 92 209
Video sharing 4 2 11 18

Looking at the shares of the AK Party Provincial Presidency, the platform where they
share the most shares appears to be Twitter with 92 shares. The second place is occupied
by Facebook with 78 shares, and the third place is occupied by Instagram with 39 shares.
When you look at the number of videos in the shares, the same ranking stands out. With
11 video shares, Twitter is in the first place, Facebook is in the second place with 4 video
shares, and Instagram is in the third place with 2 video shares. The ratios of video sharing
to all sharing numbers are as follows. When looking at Twitter shares, the video rate is
11%, on Facebook it is 5%, on Instagram it is 5%. The content of the sharing includes
more in-province visits on all three platforms.

Table 6. MHP Giresun Provincial Presidency Shares Content Analysis

Sharing content Facebook Instagram Twitter
Chairman sharing 0 0 1
Important day sharing 0 0 1
Important person commemorations for the party 0 0 2
Party related shares 0 0 2
Messages from the Head of the Province 0 0 3
Social message sharing 0 0 1
Total 0 0 10
Video sharing 0 0 1

When we look at the shares of the Provincial Presidency of the Nationalist Movement
Party on social networking sites made between the specified dates, it dec that only
messages are shared on Twitter. The last post was made on Facebook on July 9, 2019,
and there have been no postings after that date. Of the 10 shares made on Twitter, 9 were
shared as text and photos, and one was shared as a video. The overall share rate of video
sharing is 10%. The messages of the head of the province are more included in the shares.

Frciyes iletisim Dergisi | Ocak/January 2022 Cilt/Volume 9, Sayi/Issue 1, 97-115 107



Social Media Uses of Political Party Provincial Presidency Except Election Period Yelda Korkut

Table 7. IYI Party Giresun Provincial Presidency Shares Content Analysis

Sharing content Facebook Instagram Twitter
Sharing party dignitaries 11 0 0
Chairman sharing 8 0 0
General agenda 3 0 0
Party related shares 2 0 0
Important day sharing 1 0 0
Message of condolence 1 0 0
Total 26 0 0
Video sharing 8 0 0

When Facebook social media of IYI Party Provincial Presidency is examined, it is
determined that there were no shares made on Instagram and Twitter between the
specified dates, and only shares were made on Dec Facebook page. January May 24, 2019
was the last time Instagram was shared, and January 13, 2018 was the last time Twitter
was shared. There are no shares after these dates. Of the 26 shares made on Facebook,
18 contain text and photos, and 8 contain videos. The ratio of video sharing to public
shares is 30%. More content related to party dignitaries is included in the shares.

The official accounts of the Republican People’s Party Provincial Presidency on three
different social media platforms have not been shared between the specified dates. dec.
June 23, 2018 on Facebook, April 17, 2018 on Instagram and June 23, 2018 on Twitter
are the most recent dates that the CHP Provincial Presidency has shared. In this sense,
the CHP Provincial Presidency does not actively use social media networks. The shares
are made from the social media accounts of the women’s branches of the CHP and the
youth branches.

Conclusion

In addition to the shares made by the parties from their headquarters accounts in
the country’s politics, the shares made on a provincial basis in local politics also have
an impact. Citizens who watch the news that interests the whole country from the
mainstream media are also curious about the news in the province they live in and visit
the social media accounts of local political actors. In traditional political communication
practices, we can now follow provincial representatives for 24 hours /7 days who we can
see only at rally times, party leaders or ministers visiting the city, and we can see their
shares about what they have done where and when.

In the study conducted in Giresun, the official Facebook, Instagram and Twitter accounts
of the AK Party, CHP, MHP and IYI Party Provincial Presidencies, which are the 4 parties
that participated in the local elections in Giresun, were examined.

As a result of the review, the AK Party Provincial Presidency is the most active dec the
dates specified on all three platforms. The MHP and the IYI Party Provincial Presidency
come in second place. The CHP Provincial Presidency has never shared it. Not only on the
specified dates, but also when looking at the dates of the most recent shares, the Ak Party
Provincial Chairmanship is in the first place, the IYI Party Provincial Chairmanship is in
the second place, and the MHP Provincial Chairmanship is in the third place. Looking at
the most recent share dates, the CHP Provincial Presidency is in last place with the share
dated 2018.
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The AK Party Provincial Presidency has shared almost the same content on all three
social media platforms, and the shares have been mostly dominated by the party-party
leader. The shares made up of articles, photos and videos. The video sharing rate is low
compared to the general sharing distribution with 8%.

“Party leader” sharing is seen as one of the only platforms where the MHP Provincial
Presidency shares Twitter sharing content. There are only 10 shares in the december0-
day period studied. One of these 10 shares is a video, and its rate is 10% in
the general distribution.

Facebook, the only platform, stands out in the IYI Party Provincial Presidency shares. In
the content of the shares made on Facebook, the excess of the shares of the party leader
Meral Aksener and the leading representatives of the party attracts attention.

The video sharing count of the IYI party provincial presidency, whose video rate in the
shares is 30%, is higher than the video rate of the AK Party Provincial Presidency in the
Facebook shares. It has been determined that the CHP Giresun Provincial Presidency has
an account on three platforms and although there is a significant number of followers,
there is no sharing.

The parties have different accounts that they share on a provincial basis (Women'’s
Branches, Youth Branches, Central District Presidencies, etc.) may be. However, the AK
Party’s Provincial Presidency on all platforms is separate from its official accounts, from
other accounts (Women’s Branches, Youth Branches, Central District Presidencies, etc.) it
is seen that it shares separately.

In the mainstream media, the task of the gatekeepers, who control the flow of information
from the media to the public, has been weakened by new communication technologies
and the opportunities they provide. In the traditional media, the content caught on the
gatekeepers can be circulated uncontrollably by the users in the new media order. Users
who undertake the task of gatekeepers on social media platforms can determine the
order, duration and content elements of the content they produce. Thus, by managing
their own media, they have the chance to determine the agenda of the society.

This advantage provided by social media platforms is more evident during election
periods. Active use of digital platforms outside the election period will both manage the
agenda and strengthen communication with the citizens. Provincial presidencies, one
of these political actors, should strengthen communication with citizens and manage
the agenda by sharing on a provincial basis, apart from the content produced by the
party headquarters.

Posting political messages on social media networks outside the election period creates
a great advantage. When the social media platforms of Giresun Provincial Directorates
are examined in terms of whether they use this advantage or not, it is seen that they have
active accounts on all three social media platforms. However, during the date of the study,
it was the AK Party provincial presidency that used these platforms effectively. Thus, they
determined their agenda by managing their own media.

At election time or at a non-election time, people can now see how active the pages of the
political actors they follow are. Only during the election period, the strategy of being on
the political scene has been left behind with the developing communication technologies
and the communication channels it provides.
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In the light of the data obtained within the scope of the research, it is possible to say
the following;

Social media accounts of provincial presidencies should be actively used for a sustainable
political communication outside the election period.

By actively using social media platforms, the bond established between the party
headquarters and the citizens can be strengthened.

Provincial presidencies should expand their target audience by sharing more provincial-
based activities and services on their social media accounts.

In order to expand the target audience, all social media networks should be active.

e Considering how active the young population is in internet-based social media
networks, these platforms should be used more actively on a provincial basis to convey
political information.

e Considering that the new generation watches and follows videos containing moving
images more, it will be advantageous to increase the rate of video in the shares made.

e Since the size of the research population limits the study, the use of social media
platforms by other provincial presidencies can be examined comparatively in other
studies.
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Secim Donemi Disinda Siyasi Parti iI_ Baskanliklarinin
Sosyal Medya Kullanimlari: Giresun Ili Ornegi

Yelda KORKUT (Asst. Prof. Dr.)

Genigletilmis Ozet

Antik Yunan'da retorik ve propaganda ile baslayan siyasal iletisim uygulamalari, kitle
iletisim araclarinin gelismesi ve yayginlasmasi ile kitlelere ulasmay1 kolaylastirmistir.
Iletisim teknolojilerinde yasanan gelismeler sadece siyasal iletisimin saglanmasini degil,
bu iletisimin siirdiiriilmesini de olanakh hale getirmistir. ikinci Diinya Savasi sonrasi
Amerika Birlesik Devletleri’ de dogup gelisen ve 1960’l yillardan itibaren Bati Avrupa
Ulkelerinde kullanilmaya baslayan “Siyasal iletisim” kavrami en genel anlamiyla iletisimin
siyasetteki rolii olarak ifade edilmektedir. Siyasal bilgilerin yaratilmasi, dagitilmasi ve
algilanmasi stireci olarak yorumlanan siyasal iletisim, basit bir veri alisverisi olmaktan
cikarak, gelisen iletisim teknolojileri ile bu siireci kontrol etmek, yonetmek etkili bir
yontem olarak karsimiza ¢ikmaktadir.

Secim doneminde iktidara ortak olmak isteyen siyasi aktorler siyasi faaliyetlerini iletisim
teknolojilerini kullanarak ytritmektedirler. Siyasal iletisim, se¢cim dénemi ve segim
donemi dis1 olmak tzere iki slirecte ele alinmaktadir. Kitle partileri, adaylar, liderler
ve diger siyasi aktorler, mesajlarini medya araciligiyla kamuoyuna ulastirmaktadirlar.
lletisim tarihi acisindan bakildiginda yazil, isitsel, gérsel medya siyasal iletisimde
kullanilirken zaman icerisinde kendisi de bir siyasal iletisim aktorii olmustur. Son yillarda
yeni iletisim teknolojilerinde yasanan gelismeler siyasal iletisimde se¢im donemi disinda
da var olmayr mimkiin kilmaktadir. Web 2.0 teknolojisi ile ortaya ¢ikan sosyal aglar bu
iletisimi saglamak ve yonetmek adina 6nemli mecralardir. Katihimcilik, agiklik, sohbet,
toplum, baglantilik ve is birligi gibi 6zellikleri ile sosyal medya geleneksel medyaya
oranla ¢ift yonli ve daha hizli geri bildirim alma olanag1 sunmaktadir. Erisiminin zaman
ve mekana bagli olmadan kolay ve maliyetsiz saglandig1 bu mecralara, 2004 yilinda
Facebook, 2006 yilinda Twitter ve 2010 yilinda Instagram dahil olmustur. Ozellikle
geng niifusun sosyal aglara olan ilgisini iyi degerlendiren Barack Obama’'nin 2008 ABD
Bagkanlik secimlerinde ytriittigii siyasal kampanya bu platformlara dikkat ¢ekmistir.
Facebook, Twitter, Instagram gibi siyasi aktorlerin de kullandig1 sosyal aglar siyasal
iletisimin siirekliligini saglamada biiyiik 6nem arz etmektedir. Ozellikle mobil iletisim
teknolojileri sayesinde her an her yerde siyasal bilgiye, siyasal aktorlere ulasabilme ve
siyasal hayata katilma bu durumu siyasi aktorler agisindan zorunlu kilmaktadir. Ciinkii
yeni iletisim teknolojileri aracilig1 ile yatay iletisim olanag1 bulan, interaktif olabilen,
cografi sinirliliklardan muaf olan hem vatandas hem siyasi aktorler se¢cim donemi disinda
da siyasal iletisimlerine devam etmektedirler.

Bu calismada Giresun’da 2019 Yerel Secimine giren Adalet ve Kalkinma Partisi,
Cumhuriyet Halk Partisi, Milliyetci Hareket Partisi ve 1YI Parti il Baskanliklarinin sosyal
medya platformlarindaki resmi hesaplari incelenmistir. Calisma da sosyal aglar Facebook,
Twitter ve Instagram ile sinirlandirilmis, elde edilen veriler 1 Kasim 2019 ile 30 Kasim
2019 tarihleri arasinda bu mecralarda yapilan paylasimlar1 kapsamaktadir. Parti il
baskanliklar1 sosyal medya resmi hesaplarindan yapilan paylasimlara arastirmaci
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tarafindan 01.12.2019 tarihinde erisim saglanmis, veriler tablolastirilarak dijital
teknolojilerin ortaya ¢ikmasi ile doniisime ugrayan esik bekciligi kurami ¢ercevesinde
icerik analizi yontemi ile degerlendirilmistir.

Calismada genel merkez sosyal medya platformlari resmi hesaplari disinda partilerin
il baskanliklarinin a¢gmis olduklar1 hesaplarin se¢im dis1 bir dénemde aktifliktik
durumlarini tanimlanmaktir.

AK Parti, CHP, MHP ve iYi Parti il Baskanliklarinin en ¢ok kullanilan sosyal medya
siteleri olan Facebook, Instagram ve Twitter sosyal ag platformlarinda resmi hesaplari
bulunmaktadir. Parti Il Bagkanliklar1 arasinda sadece MHP Giresun Il Baskanligi'nin
Instagram hesabi1 bulunmamaktadir.

Inceleme sonucunda, ti¢ platformda da belirtilen tarihler arasinda en aktif olan AK Parti il
Baskanhgidir. Ikinci sirada MHP ve IYI Parti Il Baskanlig1 gelmektedir. CHP Il Bagskanlig1 ise
hi¢ paylasim yapmamuistir. Sadece belirtilen tarihlerde degil en son yapilan paylasimlarin
tarihlerine bakildiginda da Ak Parti Il Bagkanhig ilk sirada, IYI Parti il Bagskanhig ikinci,
MHP Il Bagkanlig ise iigiincii sirada yer almaktadir. En son yapilan paylasim tarihlerine
bakildiginda CHP il Baskanlig1 2018 tarihli paylasim ile son sirada yer almaktadhr.

AK Parti il Baskanlig1 her ii¢ sosyal medya platformunda hemen hemen ayni igeriklerde
paylasim yapmis ve paylasimlar daha cok parti- parti lideri agirhkli olmustur. MHP Il
Baskanligi'nin paylasim yaptig1 tek platform olan Twitter paylasim igeriklerinde “parti
lideri” paylasimi bir adet olarak gériilmektedir. IYI Parti il Baskanlhig paylasimlarinda
tek platform olan Facebook goéze carpmaktadir. Facebook’ta yapilan paylasimlarin
iceriklerinde parti lideri Meral Aksener ile partinin ileri gelen temsilcilerinin
paylasimlarinin fazlahig1 dikkat cekmektedir. CHP Giresun il Baskanliginin ii¢ platformda
hesab1 olmasi ve kayda deger de bir takipci sayis1 olmasina ragmen paylasim yapilmadigi
tespit edilmistir.

Ana akim medyada, medyadan halka bilgi akisin1 kontrol eden esik bekcilerinin gorevi
yeni iletisim teknolojileri ve sagladigi olanaklar ile zayiflamistir. Geleneksel medyada esik
bekcilerine takilan icerikler yeni medya diizeninde kullanicilar tarafindan kontrolsiiz
bir sekilde dolasima sokulabilmektedir. Sosyal medya platformlarinda esik bekgcilerinin
gorevini Ustlenen kullanicilar trettikleri igeriklerin sirasini, sliresini, icerik unsurlarini
kendileri belirleyebilmektedirler. Boylece kendi medyalarin1 yoneterek toplumun
glindemini belirleme sansin1 yakalamaktadirlar.

Sosyal medya platformlarinin sagladigi bu avantaj daha ¢ok secim donemlerinde
kendini gostermektedir. Dijital platformlarin secim dénemi disinda aktif kullanilmasi
hem giindemi yonetmeyi saglayacak hem de vatandas ile iletisimi giiclendirecektir.
Bu siyasi aktdrlerden biri olan il baskanliklar1 parti genel merkezlerinin iirettigi icerik
disinda da il bazinda paylasimlar yaparak vatandas ile iletisimi gliclendirmeli ve
glindemi yonetmelidirler.

Sadece secim doneminde siyaset sahnesinde olma stratejisi, gelisen iletisim teknolojileri
ve sagladig iletisim mecralari ile artik geride kalmistir. Bu yiizden 6zellikle geng niifusun
internet tabanli sosyal medya aglarinda ne kadar aktif olduklar1 g6z ontine alinirsa bu
kitleye ulasmak icin il bazinda da bu platformlarin daha aktif kullanilmasi gerekmektedir.
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Yeni nesilin hareketli goriintiiler iceren videolar1 daha fazla izledikleri ve takip ettikleri
distnilirse yapilan paylasimlarda video oraninin artirilmasi avantaj saglayacaktir.

Anahtar Kelimeler: Siyasal iletisim, Kitle iletisim araglari, Esik Bekgiligi Modeli, Sosyal
Medya
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