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Abstract

More and more people have been using the Internet in Turkey year by year, but this increasing use has
not reached the level observed in developed countries yet, The Internet is employed as a new communi-
cation tool by Turkish companies, but this practice is likely to cause dispute. Companies make them-
selves easily accessible to media members, and through their websites, they provide journalists with
necessary information they may need. This study aims to analyse how reputable and top companies in
Turkey, as they are called, use the Internet as a tool to supply information in their communication
with the media. Virtual press rooms of 26 reputable and top companies have been comparatively evalu-
ated in this study to determine how these companies define their virtual press rooms, how accessible
these rooms are, what kind of material is presented, how often the material is updated, and what kind of
contact information is given. It has been found that companies in Turkey are showing considerable
efforts to establish virtual press rooms; however, these efforts are, more often than not, currently far
from being satisfactory in terms of content and corporate communication information.
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Oz: Basina Yinelik Bir Ara¢ Olarak Internet? Sanal Basin Odalarumn Thirkiye'de Kul-
lamnmy:  Bilyiik Kuruluglar 1Tle  itibarhi  Kuruluslar Arasmda Karstlagtirmali  Bir
Aragtirma

Tiirkiye’de  internetin kullamm yildan yila artmaktadyr, fakat bu kullamm heniiz gelismis iilkeler
seviyesine ulagamamstir, Intenet Tiirk kuruluglar: tarafindan yeni bir iletisim aract olarak kullanil-
maktadir, ancak bu kullammun etkinli§i tartismaya agiktir. Halkla iliskiler agisindan ele almdiginda,
hedef kitle ile aracisiz bir iletigim olanagr sunmastnm yan sira, internetin en uygun kullamm gekille-
rinden birisi, basina yonelik gerceklegtirilen bilgilendirme ve iletigim hizmetleridir. Kuruluglar bu
hizmetleri sayesinde do§rudan dogruya bastn mensuplaroun erigimine hazir olmakta ve sunduklar:
gesitli bilgiler ile gazetecilerin ihtiyac: olduklart bilgileri web sitelerinde hazir hale getirmektedirler. Bu
aragtirma, “itibarl” olarak tamymlanan kuruluglar ile Tiirkiye'nin biiyiik kuruluglar: tarafindan,
internetin basim bilgilendirici bir arag olarak kullanumim incelemeye cahgmaktadir. 26 kurulusun
sanal basin odalart ve bunlart ne sekilde tamemladiklary, bu basin odalarma kag tiklama ile erisilebildifi,
sunulan materyallerin neler oldugu ve ne sikiskla giincellendigi, ayrica sunulan iletisim bilgileri iti-
barly kuruluglar ve biiyiik kuruluglar arasmda kargilagtirmal: olarak incelenmistir. Tiirkiye'deki kuru-
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Tuglarin sanal basm odalar: olugturma yoniinde Snemli cabalart oldugu saptanmustir, ancak bunlarm
icerikleri ve kurumsal iletigim bilgileri heniiz ideal durumdan oldukea uzak bulunmaktadir. Bu verinin
yan swa, tim diinyada hizla yaygmlagmakta olan kurumsal bloglarin ve RSS teknolojilerinin de web

sitelerinde yer almadidr saptannugtir.

Anahtar sizeiikler: internet, halkla iliskiler,itibar.

INTRODUCTION

From now on, using of internet by compa-
nies with the aim of public relation becomes
widespread as the other ordinary instru-
ments. Many companies use their web sites
s as to realize a more interactive communi-
cation with their target group and stake-
holders and also press. Along with the be-
coming widespread of internet this much,
individuals and institutions, having an in-
teraction with these companies, apply to
web in order to have a better recognition
with these companies and are able to shape
the reputations of companies within the light
of information they obtained from there

The internet is a valuable journalistic re-
search and public information resource, pro-
viding access to Web site that offer con-
stantly updated sources and background
material (Whitaker, 2004: 69). Internet has
also become an important instrument for
journalists to make their jobs. Many possi-
bilities assisting journalists to make their
jobs are available in web, these possibilities
are ranging from information banks of Pub-
lic Agencies to we sites of non governmental
organizations or simply from search engines
to web sites of libraries. The important thing
for the public relations specialist is to attract
the journalists’ attention to his/her institu-
tion’s web site and provide them the regular
information which they may require. In
terms of the relationships of companies with
press, there are many possibilities available
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on web that can be provided for journalists.
It is possible to extend these possibilities as
from news releases to presentation of visual-
audio materials or from making available a
press file on web to organize online press
conferences. Of course we should not appre-
ciate this relationship from one point, be-
cause journalists will have eased their works
by availing from the web sites of companies.

Companies thanks to internet and without
using agents have the opportunity of sharing
their messages directly with target groups,
receiving their opinions and constituting
interaction with them. Web is not an alterna-
tive media anymore but one of the main
instruments for public relations, however
web, in the literal sense, is an ‘alternative’ for
the conventional media means which are
actually in use for public relations specialist,
because it does not require any intermediate
media means in order to deliver the news
relating to its company to its target group
anymore. The same situation is acceptable
for journalists too. Press members, instead of
contacting with public relation responsible
of companies and requesting information
from them, have the simplicity of directly
reaching the information by logging on to
online press rooms. From this point of view,
there is no need for agencies for both of the
occupational groups.
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This article contains the investigation results
of web sites of 20 reputable companies
which were released in 2006 by Capifal
Mugazine and the top 20 companies which
were determined by Istanbul Chamber of
Commerce in the same years of Turkey in
terms of relations with press.

Internet Usage in Turkey

Internet Technology was introduced in Tur-
key firstly in the year of 1987 via Turkish
Network of Universities and Research Insti-
tutes which was establish under the leader-
ship of Ege University. Turkey has started to
use internet firstly on the date of 12 April
1993 by installing a hired line from ODTU-
Ankara to Washington through the connec-
tion provided with abroad {Aksam, 2005).

Although the personal computer usage was
increased in recent years in Turkey of which
29% percent of its population (67.803.927) is
at the age group of 0-14 (TUIK, 2000) and
thereby having a quite young population as
to the data of the year 2000. Turkey takes
place very below of the averages of USA and
EU with the rates of 5,5 computer per 100
persons, approximately 10 millions and
%13,8 internet users in the year of 2004
(DPT, 2006, 167). According to 2005 data of
Turkish Institute of Statistic, as the rate of
household’s internet access was %7,02 in
2004, it has increased to %8,66 in 2005. As to
the results of same survey, computer and
internet usage rates of household individu-
als at the age group of 16-74 within the pe-
riod of April-June of 2005 was respectively
%17,65 and %13,93 (DIE, 2005). The common
internet connection types in Turkey are mo-
demn with the rate of %52,27 (connection over
norimal telephone line) and DSL with the
rate of %19,27 (ADSL SDSL etc) (DIE, 2005).

The Use Of Virtual Press Rooms It Turkey

Taking Research on 2007 Household Infor-
mation Technology Usage carried out by
TUIK into consideration, there occurred an
increase of approximately 10% in compari-
son to 2004 and 2005. While it is now recog-
nized that 18,94% of houses have got Inter-
net access in 2007, the computer and Internet
usage rates among household individuals at
the ages between 16-74 became 29,46% and
26,67%, respectively. While 61,11% of
household members at the these specified
periods state that they use Internet almost
every day, 25,50% of them tell that they use
Internet at least once a week (TUIK, 2007).

As scrutinizing the computer and internet
usage in 2005 in terms of sexuality and age
groups, men in the 16-24 age group take the
first rank with the rate of %43,79 before
women having the rate of %25,02. The rate
of men (%37,41) in the same age group is still
higher than the rate of women (%18,82) in
terms of internet usage. The same situation is
valid for the other age groups(TUIK, 2006a).
In Turkey, especially men use internet by far.
This situation was alse confirmed by the
data of 2007 April-June (see Table 1}. In ad-
dition, when the same frame was consid-
ered, the rates of those who have never used
computers and Internet yet seem exceed-
ingly high, in particular, it is revealed that
rural areas are very unfamiliar with these
technology and communication patterns
(TUIK, 2007).

The usage of the internet is growing up from
year to year, but according to the “internet-
worldstats.com” website, the first ranking is
the USA (with 210.575.287 people}, the sec-
ond is China (162.000.000 people), and the
third is Japan (86.300.000 people). Turkey is
on the rank 17th,
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Computer usage rates Internet usage rates
Total Femal~ Male Total Female Male
Last three Turkey 29.46 20.92 7.88 26.67 18.47 34.76
months City 37.00 26,78 47.08 33.85 24.18 43.38
(April-June Country | 1636 | 10.74 21,91 14.21 8,55 19.79
2007)
Turkey 1.55 1.29 1.80 1.77 1.43 211
Between three | City 1.62 1.44 1.80 1.82 153 2.10
months-one Country | 143 1.04 1.82 170 1.25 215
year
Turkey 2.17 2.10 2.24 1.50 143 1.57
More than one | City 243 245 241 1.82 1.72 1,92
year Country | 1.73 150 1.96 0.95 0.94 0.7
Turkey 66.82 75.69 58.07 70.05 78.67 61.55
Never used City 58.95 69.33 48.72 62.51 7256 52.61
Country | 80.48 86.72 7432 83.14 89.26 77.09

--Table 1. Rates of computer and Intemet usage in the separation of city-country according to sexes (%)

Source: TUIK, 2007

As to the “Usage Information Technologies
in Companies” survey of Turkish Institute of
Statistic which was firstly performed in the
year of 2005, there js a parallelism between
the bigness of companies and internet access.
Accordingly, in January of 2005, %87,76 of
companies was using computer and %80,43
of them had internet access. As the internet
access was %99,22 in concern with the com-
panies with at least 250 or more employees,
this rate decreases to %7797 in the compa-
nies with 10-49 employees (TUIK, 2006b).
There is a direct proportion between the
bigness of corporations and the fact that they
have their own websites. 43,29% of the cor-
porations which employ 10-49 people,
70,89% of the corporations which have 50-
249 employees and 90,47% of the corpora-
tions which have 250 or more employees
have their own websites (TUIK, 2006c).

As to the data which was put forwarc by
Alfonso and Miguel (2006} regarding to the
survey of international companies' usage of
corporate press rooms, the internet usage
rates of the eight countries subject to the
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survey was considerably high. The position
of Turkey in the The Economist Intelligence
Unit (2007) ranking which was prepared by
IBM and The Economist as well as the basis
of these two authors' survey is slightly below
of the middle with a upward tendency in
comparison with previous years.

Internet usage towards press in terms of
public relations

If we consider public relations as “the man-
agement of communication between an or-
ganization and its publics” as the way
Grunig and Hunt (1984: 6) described, Inter-
net and websites can serve for this purpose
very easily. Now, most of the biggest corpo-
rations of today have their own websites, but
those who can use these websites for public
relations purposes efficiently still seems
insufficient for Turkey.

It is possible to mention that Internet usage

.of public relations has four ways. While

Holtz expresses three of them as e-mail, es-
tablishing websites and virtual communities
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(2002: 50), it is now possible to add corporate
blogs to them.

When corporations intends to communicate
with their target audiences directly, they can
apply to “e-mail’, when they desire to inform
various groups about themselves directly,
they can apply to their ‘websites’” and they
defend their own sphere of interest, being
included in ‘virtual communities’. Thanks to
the blogs, which are now getting very com-
mon all though the world, but are not much
preferred by Turkish corporations, now the
corporations are getting in touch with their
target audiences more closely. All these as-
pects form a great support for ‘transparency’
and ‘direct communication’” which are in-
cluded in public relations.

In this research, we will try to put forward
how public relations can {or cannot) com-
municate more efficiently with the press
through the web. Journalism and public
relations are two occupational fields, which
need each other very much. With regards to
public relations, now corporations can com-
municate directly with the press, thanks to
web, Now it is vital for corporations to carry
out works towards press among various
groups, since this way the corporations can
inform press directly without directing it to
other sources. One of the most important
aspects that the corporations should pay
attention here is to get the requested infor-
mation across the journalist who visited its
website. Otherwise, the journalist will try to
access to different information sources.

According to the Nielsen-Norman research,
first five information that the journalist
looked for when they visited a website are
the following (Holtz, 2002: 160):

«Contact information

The Use Of Virtual Press Rooms In Turkey

eBasic fact checking (such as correct spelling
of an executive’s name or the location of a
plant)

oThe company’s own spin on events
eFinancial information

eDownloadable images for uses as illustra-
tions in the story '

As seen here, in fact, this information are not
composed of very complex data and form
the contents which every corporation can
add to their websites easily.

If the corporations, which desire to realize
public relations activities towards press eili-
ciently, arrange their websites according to
the need of press, they may become the pri-
mary information sources of the journalists.

Relation between reputation and public
relations

One of the main targets of the companies
having planned and put into practice their
Public Relations strategy is to have a suc-
cessful reputation which is recognized by
target groups. In PRSA’s {2007) survey over
1493 persons in the year of 2006, respondents
were asked to what extend they agree that
the PR contributes to moving the organiza-
tion forward in terms of three aspects: repu-
tation of the organization, market share and
financial success/sales. Of these three agree-
ment was strongest concerning reputation of
the organization which received an average
agreement score of 4.51 on a five-point scale.

The findings of previous research suggest
that organizational reputation is a by-
product of organization-public relationships
management. Also, professionals are attun-
ing their practices to incorporate the con-
cepts of relationships and reputation to as-
sess public relations effectiveness (Yang and
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Grunig, 2005). The reputation of organiza-
tions is defined by Grunig and Hung as “the
distribution of cognitive representations that
members of a collectivity hold about an or-
ganization, representations that may, but do
not always include evaluative components”
(2005).

1t is observed that the concept of reputation
management have been using instead of
public relations by practitioners. The concept
of ‘reputation management’ was appeared as
rescuer as the Public Relations is not consid-
ered adequate or ‘another’ thing is tried to
be put in practice. Hutton et.al. (2001) reflect
this opinion:

Reputation management, if it is to emerge as
a significant business function, clearly rests
on a foundation of what is traditionally
termed ‘public relations’, which in recent
decades has become known commonly, in a
corporate context, as ’corporate communica-
tion’, ‘corporate affairs’, ‘corporate relations’
and similar terms.

Hutton also points out the following as the
reason of emerging of the concepts such as
‘reputation management’, ‘image manage-
ment’ (1999):

The Tendency of managers who lack train-
ing in public relations to think in superficial
terms like ‘image’ and “perception’; the large
number of major public relations firms that
are owned by advertising agencies, and the
desire to bury the negative connotations of
‘public relations’, once and for all.

It is possible we can mention that public
relations and reputation management are
almost nested and inseparable two facts. By
the way of public relations organizations,
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companies aim to add value to themselves,
in case of this value is positively perceived
by the target group, then at that time we
have the reputation.

According to Fombrun (1996), in order to
form, maintain the continuity of and protect
the reputation of an company, a close coor-
dination of personnel relations, public rela-
tions, customer and investor relations and
media relations are essential.

Particularly critical to building, sustaining
and defending a company’s reputation, I
suggest here is a closer coordination of tradi-
tional fiefdoms: employee relations, public
relations, customer relations, investor rela-
tions and media relations. (Fombrun, 1996:
12)

Efficient studies to be made devoted to these
five areas shape the corporate reputation.
We are going to focus on media relations
within our study.

When the information given above is con-
sidered, it is seen that ‘reputation manage-
ment” was used more especially by executors
instead of “public relations’ term. We aim to
show with our underlying desire to compare
‘reputed corporations” with ‘big corpora-
tions’ in this example we included in this
research that there is not very significant
difference.

Literature review

The majority of big companies in Turkey are
include internet within their
structure according to the abovementioned
data. There is almost no company which
does not has internet connection. However,
being connected to internet does not mean as

seemed to

using it as a corporate communication media
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at the same time. According to a survey per-
formed in the year of 2002, %82 of the top 50
companies of Turkey has an internet site but
only %21 of these sites has services a.med to
the press (Okay and Okay, 2002). As of to-
day, when the same comparison is made, it
was ascertained that 49 companies have had
a web site registered on their behalf (namely,
%98 of them has their own web sites), how-
ever two of them had only purchased the
domain name and had not actively used this
sites. And finally web sites of %66 of these
companies have services aimed to the press.
As we make a comparison with the year of
2002, it is possible to determine the largely
tncrease in terms of forming the press rooms
but it would not be correct to qualify this
increase as sufficient. This numerical in-
crease must also be evaluated in terms of

quality.

A great number of articles and surveys are
available regarding to how the press rooms
can be activated, how they work, what sub-
jects are included within these sites or how
an company’s web site’s press room must be
improved etc. within the contents of compa-
nies’ web sites. Hallahan (2001) examines the
nature and value of usability research, and
the elements of an effective web site based
on usability principles. Callison (2003) had
realized a detailed content analysis in the
year of 2003 concerning the fact that how the
companies in Fortune 500 provide service
devoted to press. Andrews {2006), in his
article for Cardiff Council regarding to the
fact that how an online press room should be
improved, basically bearing up to theoretical
information, has introduced data regarding
to how an online press room should be. Al-
fonso and Miguel(2006) has generally and
also comparatively determined the differ-
ences and similarities by making surveys on

The Use Of Virtunl Press Rooms In Turkey

virtual press rooms of 120 corporate web
sites in eight countries, And Kirat (2007)
wrote an article indicating the fact that how
Public Relations Departments in United
Arab Emirates use online media relations.

SAMPLING AND METHODOLOGY

The Objective of The Study

In such a period in which online press room
application increases gradually in compa-
nies, the main targets we contemplated for
our survey are to establish the media rela-
tionship on internet between ‘reputable com-
panies’ and ‘big companies’, to determine
whether or not having meaningful differ-
ences in terms of usage and whether or not
the reputable companies efficiently avail
from web aimed to press.

Research Questions

We asked the following questions in order to
realize the targets of this survey.

RQI:What percentage of the reputable and
big companies has clearly defined press
rooms?

RQ2:How were the press rooms of reputable
and big companies entitled?

RQ3:What kind of materials are inside of the
press rooms of reputable and big compa-
nies?

RQ4:What are the properties of news re-
leases inside of the press rooms of reputable
and big companies?

RQ5:What is the content of communication
information provided by press rooms of
reputable and big companies entitled?

We also handled these questions from the
point of if there is any disparity or similarity
between them. For this purpose, the web
sites of “reputable companies” and “big
companies” were analyzed and evaluated.
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Top 20 Companies

Reputable 20 Companies

Company name

Web Site

Company name

Web site

Tiiprag-Tiirkiye Petrol Rafireri

www.taupras.com.tr

1 | Koc Holding

www.kog.com.tr

kiye A.S5.

AZ

Ford Otomotiv www ford.com.tr 2 | Turkcell www.turkeell.com.tr
Sanayi A.S.

Toyota Otomotiv Sanayi Tiir- | www.toyota.com.tr 3 | Argelik www arcelik.com, iy

Eregli Demir ve Celik Fabrika-
lan T.A.S

EUAS Elektrik Uretim A.S. WWW.0UAS.gOV T 4 |Sabana Holding | www sabanci.com,tr
Genel Miidiirliigi
Arcelik A.S. www.arcelik.com.tr 5 | Vestel www.vestel.com.tr

www.erdemir.com.ir

6 | Garant Bankas1

www. garanti.com.tr

Oyak-Renauidt
Otomobil Fabrikalan

www.renault..om.tr
www.ovak.com.tr

7 | Coca Cola

Vestel Elektronik San.
Tic.AS.

ve

www.vestel.com.tr

8 Unilever

www.unilever.com.ir

Tofag Tiirk Otomobil Fabrikas:

www.tofas.com.ir

9 i Eczaabag: Toplu-

www.eczacibasi.com.br

AS. Genel Midiirligi

AL lugu

Aygaz A.S. WWW.AYEaz.comLir 10 | Procter&Gamble | www.pg.com.tr

Tairkiye Seker Fabrikalart AS. | www.turksekergov.tr |11 | Ulker www.ulker.com.ir

Beko Elektronik A.S. www.beko.com.ir 12 | Zorlu Holding www.zorlu.com.ir
Mercedes-Benz Tiirk A.S. www.mercedes.com,tr | 13 | Dogug Holding www.dopusgrubu, com.ir
Petkim Petrokimya Holding | www.petkim.com.tr 14 | Ford Otosan www.ford.com.tr

fedas Celik Enerji Tersane ve | www.icdas.com.tr 15 { Akbank www. akbank.com.tr
Ulagim San. A.S.

Unilever San. ve Tic. T.A.S, wwwanilever.com.tr | 16 | Anadolu Holding | www.anadolugroup,com
Milangaz LPG DPagitim Tic. ve | www.milangaz.com.tr |17 | Microsoft www.microsoft.com/turk
San. A.S. ive

Habag Sinai ve Tibbi Gazlar | www.habas.com.tr 18 | Petrol Ofisi WWW.poas.com.tr
Istihsal Endiistrisi A.S.

Tiickiye Komiir {sletmeleri www.tki zov ir 19 | Tiirkiye I5 Banka- { www.isbank.com.tr
Kuramu Genel Miidiirliigii s1

Iskenderun Demir ve Celik | www isdemir.com.tr 20 | Efes Pilsen www.efespilsen.com.tr
A Bosch www.bosch.com.tr

Table 2. Companies included within the survey and their web sites

Since 1999, Capital Magazine has been re-
vealing the most admired 20 companies in
Turkey for each year. It published the recnlts
of survey which was made by the partiéipa-
tion of 1350 senior managers from 546 com-
panies from Reputation Management Special
Issue, in December 2006, These results by
which the most admired 20 companies of
Turkey are determined, are taken as the
“reputable companies”, comprising the first
group of our survey (Capital, 2006).
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The second group of our survey leans on the
survey which is conducted by Istanbul

‘Chamber of Industry since the year of 1968

and started as “100 Big Industrial Compa-
nies”. The name of the survey is today “Tur-
key’s Top 500 Industrial Companies”. We
predicated on to the first 20 companies of
top 500 companies according to the criterion
of "Sales from Production” which was re-
vealed by in 2006 (ISO, 2006). We performed
our survey in the period of April-May, 2007
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We included the web sites of companies in
the Table 3. Accordingly, since the seventh
company in the list of top 20 companies is a
partnership of two different companies, both
of the partners were scrutinized. Since the
twentieth rank of most reputable companies
list is being shared by two companies, the
web sites of both companies were taken into
account. Consequently, our survey was per-
formed over 42 companies in total from both
of the groups. As you can see from the Table
2, some companies (Arcelik, Ford Otosan,
Vestel, Unilever) took place within both of
two classification. Since there is no service
aimed to the press in web site of Ford, it was
not included in the survey. But Argelik,
Unilever and Vestel were separately scruti-
nized for both of two groups. All data is
transferred to SPS55 program and chi-square
is used in order to ascertain the relation be-
tween them. -

RESEARCH FINDINGS

Number of Websites With Press Rooms

The number of corporate websites prepared
for meeting the needs of press is gradually
increasing. Thus, we researched primarily
whether special pages for press were pre-
pared or not in the first step of our research.

As we take into consideration all of the com-
panies we included into the survey, it was
determined that as %61.9 of 42 cornpanies in
total had press rooms on internet media,
%21.4 of them did not, and %16.7 of them
had an option of News from Company
which we did not include within the other
steps of survey. It was determined that no
service aimed to the press had been given
but only improvements regarding to com-
pany take place in the section of News from
Company.

The Use Of Virtual Press Rooms In Turkey

Generally, since %92 of the big companies
which were observed within the frame of
survey realized by Alfonso and Miguel
{2006) was having such a service aimed to
the press, it is possible to mention that the
rate of %61.9 regarding to our survey is ac-
tually not a high rate. As we individually
evaluate the reputable companies and big
companies, we see that they have online
press rooms respectively at the rates of %
76.2 and %47.8. There is not a significant
difference between two groups in terms of
having press rooms.(x*=3.635, df=1, p>0.05)
In the next sections of our survey, only the
companies defined as ‘press room’ are
based.(n=26}.

Press room labels commonly used

If we consider that the joumnalists work un-
der the stress of time, it is possible to men-
tion that the services towards press should
be expressed clearly on the websites of the
corporations, To this end, corporations may
use different names such as ‘press room’,
‘press relations’, ‘media”.According to the
definition used as base, %34.6 of 26 compa-
nies has preferred the expression of "press
room’. This high rate was come forward in
the Callison’s survey (2003). Another high
rate for Turkey was occurred as the expres-
sion of ‘media relations’, %26.9 of the com-
panies has used this expression to define
press rooms. As %7.7 of these companies has
preferred the other expressions such as
‘press relations’, ‘news and media’, ‘news’,
'press’, one company (%3.8) has preferred
the definitions of news and organizations’
and ‘media” (see Table 3). There is no sig-
nificant difference in terms of reputable and
big companies. (x*=7.960, df=7, p>0.05)
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Reputable Companies

Top Companies All companies {n=26)

{n=16} (n=10)
Press Room 43.8% 20.0% 34.6%
Media Relations 18.8% 40.0% 26.9%
Press Relations 12.5% 0% 7.7%
Press 12.5% 0% 7.7%
News and Media 6.3% 10.0% 7.7%
News 6.3% 10.0% 7.7%
Media 0% 10.0% 3.8%
News and Events 0% 10.6% 3.8%

Table 3. Names of online press rooms of reputable and top companies

Numbers of clicks required to reach the press
rooms and access

Generally, press rooms are accessible with
one click from the web sites of a big majority
of companies (%88.5).(versus %75.7 in Al-
fonso and Miguel 2006; versus %62.6 Calli-
son’s 2003 study). This matter has a big im-
portance with respect to press members are
enabled to easily find the areas regarding to
themselves, When press members could not
easily find the service aimed to them, they
instantly leave that site and apply to other
information sources. There is no meaningful
difference in terms of reputable and big
companies. (x*=038 df=1, p>0.05) No pre-
registration condition for press members
have been determined in any of the siter we
scrutinized. In fact, there are many different
opinions regarding to such pre-registrations,
as some persons underline that such pre-
registrations are significant in order to col-
lect information regarding to journalists and
be able to sending them special information,
others argue that it may prevent the inde-
pendence of internet ambient and since the
web is a democratic ambient, such registra-
tion processes should not be exist. In the
previous surveys it was determined that
limited number of companies had been pro-
viding such press room service through a
registration process (Alfonso and Miguel,
2006).
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Materials included in press rooms

The element which mostly takes place in all
the sites we scrultinized is ‘news releases’
with the rate of %84.6. This rate stays low as
we compare it with the previous sur-
veys.(compared to %100 reported by Alfonso
and Miguel in 2006; %96.9 reported by Calli-
son in 2003). As ‘Company logos for use in
publication’ logo and corporate identity
guidelines which barely held place at the
eleventh rank in Callison's survey, they have
hold place at the second rank with the rate of
%38,4 in Turkey. The wish of journalists to
publish the logos of companies as they make
a news regarding to them can be determined
as the reason of this. Corporate magazine
and news regarding to company figured in
the press is at the second and third ranks
after that respectively with the rates of
%30.76 and %26.9.(See Table 5). There is no
meaningful difference in terms of reputable
and big companies.(x?>=10.430, df=19, p>0.05).

Generally according to the literature, it was
observed that as manager profiles and therr
photographs frequently took place in press
rooms of companies (Callison, 2003), it is
determined that these kind of information
are not a big matter in Turkey. Since the
managers of reputable and big companies in
Turkey have not become a brand yet, infor-
mation regarding to these persons are not
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All Companies (n=26) Top Companies (n=10) Reputable Companies(n=16}
Number of Percentage of Number of Percentage of Number of Percentage of
Label press rooms press rooms Press rooms press rooms |press rooms press rooms
possessing possessing possessing possessing possessing possessing

item jtem itam item item item
Press/news releases/ 22 84.6 8 80 14 87.5
Company lo- 10 384 3 30 7 43.75
gos/corporate identity
guide
House Journal 8 30.76 5 50 3 18.75
News and interviews 7 26,9 4 40 3 18.75
about the company in
the press
Product or company 6 2207 2 20 4 25
photo gallery
Corporate informa- 4 15.38 1 10 3 18.75
tion Hlms
CEQO/Manager infor- 3 11.53 2 20 1 6.25
mation
News from the Com- 3 11.53 1 10 2 125
pany
FAQ 2 7.69 1 10 1 6.25
Manager speeches/ 2 7.69 1 10 1 6.25
presentations
Corporate presenta- 2 7.69 1 10 1 6.25
tion
Commercial films 2 7.69 10 1 6.25
Announcements 7.68 1 10 1 6.25
The company in the 1 5.84 0 1 6.25
world Press
Media release 1 3.84 0 0 1 6.25
News alert service for 1 3.84 0 0 1 6.25
the Media via e-mail
Promotion campaigns 1 3.84 0 0 1 6.25
E-news releases 1 3.84 0 0 1 6.25
Newsletter subscribe 1 3.84 0 0 H 6,25
Media kits 1 384 1 10 0 0

Table 4. [tems included in Turkish Companies Virtual Press Rooms

frequently be sought when scanning the
information about company,

Table 4, provides a complete list of all items,
their and the
percentage of pages that included each item.

frequency of inclusion,

Information’s about press releases

The seventh of Middleberg/Ross (2001} sur-
veys introduced that journalists use internet
mostly for sending and receiving e-mails;

searching about the materials of articles and
reference and view the news releases. Actu-
ally this situation gives big opportunities to
companies in respect to attracting journalists
to their internet sites but absoiutely the pre-
condition of this is to provide appropriate,
up to date and correct information.

Qur surveys displayed that %84.6 of the
companies having online press rooms had

performed the first step which is ‘putting the
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press room to web site’ process. But up-to-
datedness and archive capacity of these
news releases are critically important mat-
ters too. Most of the releases we scrutinized
was put into the web site within the period
of last week (n=22; %31.8) and six of the total
seven companies which put these news re-
leases to their web site within the pericd of
last week were reputable companies; the
news releases belonging to the period be-
tween last one and three months followed
up them (%22.7). As is under the previous
titles, there is no statistically meaningful
difference between reputable and big com-
panies (x*=4.467; df=5; p>0.05).

As we analyze how the news releases were
placed into the web sites, it was designated
that only %9 of them was sorted according to
particular titles and the rest of the new. re-
leases were provided all together. This rate is
%92.9 for the reputable companies and
%87.5 for the big companies. Sorting of the
news releases as to particular titles will defi-
nitely allow journalists to easily and rapidly
access the required information. But this
criterion was not accomplished. There is no
significant difference in terms of reputable
and big companies (see Table 5).(x*=177;
df=1; p>0.05)

Reputable TopCom-  All Con.-
Companies panies panies
(n=14) (n=8) {n=22}
last one week 42.9% 125% 31.8%
last 15 days 14.3% 12.5% 13.6%
16 day-1
2 7.1% 25.0% 13.6%
month
1 th+-
montn 21.4% 25.0% 27% ,
3months
6rionths+-
monthst 7.1% 25.0% 13.6%
9months
No Date 7.1% 0% 45%

Table 5. Date Range of news releases in the site,
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As we search for whether or not they have
news release archive, we see that %73 of
them (if we separate them as reputable and
big companies, %71.4 of reputable compa-
nies; %75 of big companies) has an archive.
There isn’t meaningful difference in terms of
reputable and big companies.(x*=0.33; df=1,
p>0.05). All of the abovementioned evalua-
tions have been realized over 22 companies
which have news release.

Communication Information

It is not an easy job for public relations spe-
cialists to make a web site a news source for
journalists. Because according to a survey, it
was determined that corporate web sites are
at the forth rank in terms of news search
activities of journalists after telephone, per-
sonal interviews and news releases (Hachi-
gan and Hallahan, 2003). As fo Hallahan
(2004), them main reason of this is lacking of
the basic information including communica-
tion and telephone information which are
the journalists look for in the press rooms.
As the telephone number was the first ele-
ment in ferms of communication informa-
tion, e-mail, fax and address information
took place after that Generally from the
point of having communication information
with the web sites, there is no significant
difference between reputable companies and
big companies (see Table 6). (x2=0.266, df=1,
p>(0.05).

Phone Information

7%84.6 (n=26) of the companies subject to the
survey have provided communication in-
formation regarding to telephone. Although
this rate seems like very high, in fact it
should be evaluated as insufficient, because
the remaining four companies have not pro-
vided any communication and telephone
number information by no means. If the
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Reputable Companies Top Companies All Companies (n=26}

(n=16) {r=10)
Comniynication Information
Not Available 12.5% 20.0% 15.4%
Available 87.5% 80.0% 84.6%
Phone Number Information
Not Available 12.5% 20.0% 15.4%
Company in general 50.0% 40.0% 46.2%
PR/ .C‘orpcn.'ate Communication 18.8% 40.0% 26.9%
Practitioner in general (no name)
PR,’CloTporat.e .¢ommunicati0n 18.8% 0% 11.5%
Practitioner identified by name
L-miil and communication form
Not Available 31.3% 30.0% 30.0%
Company in general 43.8% 30.0% 38.5%

o o

PR/ ' (.Zorpo.rate Communication 6.3% 20.0% 11.5%
Practitioner in general (no name)
PR,’Cfn:peratle . (‘Zommumcatlon 18.8% 20.0% 19.2%
Practitioner identified by name
Fax number
Not Available 18.8% 20.0% 19.2%
Company in general 56.3% 40.0% 50.0%
PR/ '('Zorpolrate Communication 18.8% 40.0% 26.9%
Practitioner in general {no name)
PR,:’C.o%-porat‘e . (FOmmllnltatloﬂ 6.3% 0% 3.8%
Practitioner identified by name
Physical Address
Not Available 18.8% 30.0% 23.1%
Company in general 56.3% 40.0% 50.0%
PR/ lCllorpoll'ate Cormmunication 18.8% 20.0% 23.1%
Practitioner in general (no name}
PR/Corporate Communication

6.3% 0% 3.8%

Practitioner identified by name

Table 6. Data Regarding Compantes Communucation Information

journalist has a purpose to make contact
with the company, it looks very possible to
easily give up that purpose after he/she en-
tered such a web site. As we survey the fact
that to whom the data regarding to tele-
phone number are belonging, we appoint
that %46.2 of all companies has provided the
general telephone numbers of company
(general numbers were provided at %50 of
reputable companies and %40 of big compa-
nies); %26.9 of companies has proviaed the
numbers of company’s public relation or
corporate communication contact person

whose name had not been determined be-
forehand (%18.8 of reputable companies and
%40 of big companies) A public relations
contact person whose name have been pro-
vided within the communjcation informa-
tion was provided only at the %18.8 of repu-
table companies. None of the big companies
has designated a public relations contact
person by name and provided his/her tele-
phone number. There is no meaningful dif-
ference between reputable and big compa-
nies in terms of abovementioned informa-
ton(x?=3.265; df=3, p>0.05).
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E-mail and communication form informa-
tion

As we investigated whether or not it is pos-
sible to communicate with the responsible
persons of press rooms via mail or a drop-
down form, we have determined that %69.2
of all companies {n=26) have been providing
this opportunity. As we survey the compa-
nies have not provided such an opportunity,
we determined that %31.3 of reputable com-
panies and %30 of big companies have not
provided such a communication opportu-
nity. In concern with the companies prcvid-
ing this opportunity, %18.8 of reputable
companies and %20 of big companies have
provided a communication opportunity via
mail or communication form with a public
relation specialist whose name had been
determined beforehand. As we evaluated
these companies providing communication
opportunity by a public relation or corporate
commumnication contact person whose name
had been determined beforehand, we have
ascertained that %6.3 of reputable companies
and %20 of big companies had prov.ded
such an opportunity. The other e-mail and
communication form data are the communi-
cation information of company which were
provided in general sense. There is no sig-
nificant difference between reputable and
big companies in this step.(x%=1.319, df=3,
p>0.05).

Fax and Cell Phone Information

%80.7 of companies has put their fax num-
bers into the communication information.
But most of these fax information (%50) were
generally in the way of fax numbers belong-
ing to company. In terms of general compa-
nies, the rate of the companies which pro-
vided fax numbers belonging to public rela-
tion or corporate communication contact
person whose name had been determined
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was only %3.8. The rest of the fax numbers
were belonging to public relation or corpo-
rate communication contact person whose
name had not been determined (%26.9).
There is no meaningful difference between
reputable and big companies.(x*=1.987, df=3,
p>0.05). None of the companies had pro-
vided their public relation or corporate com-
munication contact person's mobile number,

Adress Information

%23.1 of companies had not put down an
address information by which a confact
would have been possible with them to
online press rooms. The rest of the address
information were consist of the information
regarding to company with the rate of %50,
information regarding to public relation
contact person whose name had not been
determined with the rate of %23.1 and in-
formation regarding to public relation con-
tact person whose name had been deter-
mined with the rate of %3.8. As well as all
other data, there is no meaningful difference
between reputable and big companies under
this title.(x?=1.625, df=3, p>0.05).

DISCUSSION AND CONCLUSION

Public relations is a profession that newly
developing and progressing in Turkey but in
addition to this, begin to take successful
results at international areas as well. In con-
sideration of public relation applications
mainly has started and developed as of 70's
in Turkey, it would not be wrong to mention
that the situation of this profession in this
country is still at the step of development.
The same situation is valid in terms of inter-
net usage of companies. By the reason of the
fact that the both fields newly become wide-
spread, the usage of web sites by companies
in terms of public relations is not highly
developed as well. Of course this situation
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also contains a supply-demand issue. Be-
cause as far as we observed, journalist cur-
rently obtain the information regarding to
companies not from the web sites of compa-
nies but directly from the public relations
contact persons by communicating with
them in Turkey; or the otherwise, namely
information delivery by public relations
contact persons to journalists is more com-
mon,

Fast improvement that Turkey experienced
about communication and technology has
not been applied in parallel with ‘interac-
tve -communication-through-web
standing of corporations yet. We detected
this fact also at this research. In fact, one
dimension of our research consists of dem-
onstrating that there is not any difference
between ‘reputated corporation’ and ‘big
corporation’. Most of the big corporations
we dealt with had their own public r_lations
departments and this was also the case for
reputated corporations. But we have found
out that there is not any significant differ-
ence between being ‘reputated’ and ‘big’ in
terms of informing the press and establish-
ing relations through the web, which this is
actually our expectation.

under-

Most of the 26 companies having online
press rooms (20) have directly their public
relations or corporate communication con-
tact person. As we separated them w. repu-
table and big companies, we observed that
%81 of reputable companies and %70 of big

The Use Of Virtual Press Rooms In Turkey

companies had a public relations or corpo-
rate communication contact person. In fact,
this is a very low rate for both groups. But
becoming a reputable company of big com-
panies without having a ‘public rela-
tions/corporate communication contact per-
son’ is another point worthy of giving
thought. In terms of online press rooms’
usage of reputable and big companies in
Turkey, no difference has been found be-
tween them. We have obtained data indicat-
ing that these companies are considerably far
away from forming an ‘ideal” and ‘efficient’
press room and after once they attract the
press to their sites, they are very incapable of
making their sites as a information source
for journalists at this point. We also ascer-
tained that Turkish companies have not ren~
dered their online press rooms fo efficient,
‘first-hand’ information source yet, and they
have a long way to go in order to provide
the desired degree of content and interactiv-
ity in their web sites. Another interesting
result of our survey is none of the companies
which were subject to -our survey has the
opportunities which are that the developed
county’s companies provide from their sites
in order to enable bidirectional, symmetric
commumication (e.g; blogs)

There are many things and a very long way
that the big and ‘reputable’ companies in
Turkey have to learn and walk in order to
make their communication with the press in
the literal sense over web.

111




ILETISIM FAKULTEST DERGISI/ The Internet: Information Tool For The Press
The Use Of Virtual Press Rooms In Turkey

112

REFERENCES

Andrews, J. (2006) ‘Developing an Online Press Office for Cardiff Council Principles of Excel-
lence’, Journal of Comnunication Management 10 (2}, 156-173.

Alfonso, G.H. and Miguel R.V. (2006) ‘Trends In Online Media Relations: Web-Based Corporate
Press Rooms In Leading International Companies’, Public Relations Review 32 (3), 267-
275,

Aksam (2005) ‘Tiirkiye’de 7 Miiyon Internet Kullamicist Var, URL (consulted May
2007y:hitp:/fwww.aksam.com.trfarsiv/aksam/2005/04/14/ekonomi/ekonomi?. himi

Callison, C. (2003) ‘Media Relations and the Internet: How Fortune 500 Company Web Sites As-
sist Journalists in News Gathering’, Public Relations Review 29 (1), 29-41.

Capital (2006} ‘En Befenilenler Ligi'nde Zirveye Kog¢ Holding Ulast’, Capital Aylik Is vé Ekonomi
Dergisi 14 (12), 66-96

DIE (2005) "Hanehalks Bilisim Teknolojileri Kullamimu Arastirmas: Sonuglary’, DIE Haber Biilten,
179, URL (consulted May 2007):
http/fwww.die.gov.tr/TURKISH/SONIST/HHBilisim/161105.zip

DPT (2006). Sekizinci Beg Yillik Kalkama Plam (2001-2005) 2005 Yl Program Destek Caltsmalar: E-
konomik ve Sosyal Sektbrlerdeki Gelismeler, Ankara: DPT Yaymn, (consulted May 2007):
http://ekutup.dpt.gov.te/program/2005/destek05.pdf

Fombrur, J.C. (1996) Reputation : Realizing Value from Corporate Iinage, Boston : Harvard Business
School Press.

Grunig |LE. and Hunt T. (1984) Managing Public Relations, New York: Holt, Rinehart and Winstor,

Hachigan, D. and Hallahan, K. (2003} ‘Perceptions of public relations Web sitesi by computer in-
dusiry journalists’, Public Relations Review 29 (1), 43-62.

Hallahan, 1.{2001) ‘Tmproving Public Relations Web Sitesi Through Usability Research’, Public
Relations Review 27 {2}, 223-239.

Hallahan, K. (2004). Online Public Relations, The Infernet Encyclopedia, (Ed. Hossein Bidgoli),
Vol.2, pp.769-783, Hoboken, Nj: John Wiley

Holtz, 5. (2002) Public Relations On The Net, 204 Edition, New York: AMACOM.

Hutton, J.G. (1999) “The Definition, Dimensions and Domain of Public Relations’, Public Relations
Review (25)2: 199-214,

Hutton, J.G. and Goodman, M.B. and Alexander, ].B. and Genest, C.M. (2001). ‘Reputation man-
agement: the new face of corporate public relations?’, Public Relations Review 27(3), 247-
261.

Istanbul Sanayi Odas: Dergisi (2006) 485.

Kirat, M. {2007) ‘Promoting Online Media Relations: Public Relations Departments’ Use Of Inter-
net In The UAE’, Public Relations Review 33(2), 166-174.

Middleberg, D. and Ross, 5.5. (2001) The Seventh Annual Middleberg/Ross Survey of Media in the
Wired World 2000, Middleberg Euroe RSCG, URL (consulted June 2007):
http://fwww.univie.ac.at/stalzer/OnlineMafo/Medien/Seventh_Annual Media_in_the W
ir.pdf .

Okay, A. and Okay, A.(2002}. Halkla Tligkiler ve Medya, Istanbul: MediaCat Yaynlar1,

PRSA (2007) Bacon’s 2006 State of the PR Profession Opinion Survey, URL (consulted June 2007):
hitp:/fwww.prsa.org/resources/documents/2006%205tate %200f%20the%20PR %20Profes
sion%200pinion%205urvey.pdf

TUIK (2000) Yas Grubuna Gére Niifus Ve Yas Bagmnlilik Orami, URL (consulted June 2007):
http:/fwww .tuik.gov.tr/PrelstatistikTablo.do?istab_id=205




ILETISIM FAKULTES] DERGIST / The Tnternet: Information Tool For The Press
The Use Of Virtual Press Rooms in Turkey

TUIK (2006a) Cinsiyet Ve Yas Gruplarina Gore Bilgisayar Ve Internet Kullanimt, URL (consulted
May 2007): http:/fwww.tuik.gov.tr/PrelstatistikTablo.do?istab_id=42

TUIK (2006b) ‘Girisimlerde Biligim Teknolgjileri Kullanim Aragtirmasi 20057, TUIK Haber Biilten,
93, URL {consulted May 2007): http://www tuik.gov.tr/PreHaberBultenteri.do?id=275

TUIK (2006c) Ekonomik faaliyet kotu ve biiyiikliik grubuna gore, web sites va da anasayfas: olan
girisimlerin orant, URL: (consulted Dec.2007)
http/fwww.tuik.gov. te/PrelstatistikTablo.do?istab_id=52

TOIK (2007) “2007 Yili Hanehalk: Bilisim Teknoloji Kullamm Aragtirmas: Sonuclar’ URL (con-
sulted Dec.2007): http://www.tuik.gov.tr/PreHaberBultenleri. do?id=605

The Economist Intelligence Unité&IBM Institute for Business Value. {(2007}. The 2007 e-readiness
rankings Raising the bar A white paper from the Economist Intelligence Unit, URL {consulted
June 2007): )
http://www.eiu.com/site_info.asp?info_name=eiu_2007_e_readiness_rankings

Whitaker, W.R.(2004). Mediawriting: Print, Broadcast and Public Relations, Mahwah, New Jersey:
Lawrence Erlbaum Associates Incorporated.

Yang 5.U. and Grunig J.E. (2005) ‘Decomposing organisational reputation: The effects of organi-
sation-public relationship outcomes on cognitive representations of organisations and
evaluations of organisation:.. performance’, Journal of Communication Management 9 (4),
305-325.

113







