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Abstract

Social media is an important digital marketing tool used in non-governmental
organizations (NGOs) to increase awareness, reach large audiences, and create a desire
to volunteer. In this study, three foundations from non-governmental organizations
operating in the fields of environment, health, and education in Turkiye are selected and
it is determined how the relevant foundations use social media and what content they
highlight. Choosing foundations operating in different fields is important for
comparability. In this context, TEGV, TEMA, and LOSEV foundations were scrutinized.
The posts shared by the relevant foundations on the X (Twitter) platform over a period of
one month were examined. Tweets on the X platform were analyzed by classifying them
according to communication types. For this purpose, a content analysis was carried out
by examining the foundations' X pages via MAXQDA. It is aimed to contribute to the
literature on how non-governmental organizations adopt digitalization processes through
social media. It is thought that this study will provide guiding advice to other non-
governmental organizations in developing their social media strategies.
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TEMA, TEGV ve LOSEV Baglaminda STK'larin
ALTAYLI & BOZBAY Sosyal Medya Kullanim Stratejilerinin incelenmesi

TEMA, TEGV ve LOSEV Baglaminda STK'larn Sosyal

Medya Kullanim Stratejilerinin Incelenmesi

Oz

Sosyal medya, sivil toplum orgiitlerinde farkindalig1 artirmak, genis kitlelere ulasmak ve
g0nilli olma istegi yaratmak amaciyla kullanilan énemli bir dijital pazarlama aracidir.
Bu ¢alisma ile Tiirkiye'de g¢evre, saglik ve egitim alanlarinda faaliyet gosteren sivil
toplum oOrgiitlerinden ii¢ vakif seg¢ilmis ve ilgili vakiflarin sosyal medyay:1 nasil
kullandiklar1 ve hangi igerikleri 6ne ¢ikardiklart belirlenmistir. Farkli alanlarda faaliyet
gosteren vakiflarin segilmesi karsilagtirilabilirlik agisindan 6nemlidir. Bu baglamda
TEGV, TEMA ve LOSEV vakiflan1 ele alinmugtir. lgili vakiflarm bir ay boyunca X
(Twitter) platformunda yaptiklar1 paylagimlar incelenmistir. X platformundaki tweetler,
iletisim tiirlerine gore siniflandirilarak analiz edilmesi amaciyla, nitel aragtirma
yontemlerinden igerik analizine bagvurulmustur. MAXQDA programi iizerinden analiz
yapilmigtir.  Bu c¢alisma ile sivil toplum oOrgiitlerinin sosyal medya araciligiyla
dijitallesme siireclerini nasil benimsedikleri konusunda literatiire katkida bulunmasi
amaglanmaktadir. Diger sivil toplum oOrgiitlerine sosyal medya stratejilerini
gelistirmelerinde yol gosterici tavsiyelerde bulunacagi diistiniilmektedir.

Anahtar Kelimeler: Sosyal Medya, Sivil Toplum Kuruluslari, STK, Dijitallesme, Ierik
Analizi, X (Twitter)

JEL Siiflandirmasi: M31, M37, L31
Introduction

Non-governmental organizations (NGOs) are non-profit, voluntary organizations
that respond to various needs of society and focus on solving social problems (Rahman
and Tasnim, 2023). NGOs primarily address issues of equality, education, health,
environmental protection and human rights (Teegen et al., 2004). Besides, NGOs play an
important role in enabling increased interactions between individuals within a
community. Such interactions are important for building strong communities and
relationships within society (Armstrong and Butcher., 2018). In this context, it can be
stated that the establishment of just and democratic societies gains momentum with the
existence of civil society organizations.

Civil society organizations can operate in many different fields such as education,
health, environmental protection, culture, arts, and faith-based charities. In this study, the
social media usage strategies of TEMA (Turkish Foundation for Combating Erosion,
Afforestation and Protection of Natural Habitats), LOSEV (Children with Leukemia
Health and Education Foundation), and TEGV (Turkish Education Volunteers
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Foundation) foundations, which are non-governmental organizations operating in the
fields of education, health, and environment respectively, are examined. TEMA is a non-
governmental organization founded in 1992 to protect natural assets and raise
environmental awareness. TEMA prioritizes advocacy and environmental policies,
climate, forest, rural development, and biodiversity issues (Yildirim and Ayna, 2018). On
the other hand, LOSEV is a non-governmental organization founded in 1998 to provide
material and moral support to children with leukemia in their fight against cancer. In
addition to the medical support, LOSEV also provides support to children in the social,
psychological, and educational fields (Akkurt, 2014). TEGV, on the other hand, is a non-
governmental organization established in 1995 to support basic education provided by
the state. TEGV also carries out activities in areas such as science, sports, arts, and
technology to support the development of elementary school children (Ardahan, 2010).
The selection of foundations operating in different fields is important for comparability.
The fact that the relevant foundations are active in social media and conduct effective
campaigns can be shown among the reasons for the selection of these foundations. This
study stands apart from previous studies by analyzing the posts of non-governmental
organizations operating in different fields as shared on the X platform.

1. Literature Review

Marketers and companies are using different social media tools as an important
medium to create and communicate marketing messages and maintain relationships with
customers (Gu and Ye, 2013). Social media platforms have begun to attract more attention
in the literature with increased use of marketing activities in digital environments through
digital transformation in recent years (Ali et al., 2023). This study examines the social
media platforms of non-governmental organizations (LOSEV, TEGV, TEMA) on the X
(Twitter) platform. Following the purchase of the Twitter platform by Elon Musk, the
Platform changed its logo and name and started operating as the X platform in 2023
(Robertson, 2023). X is a social media platform used by millions of people every day
since 2012, where people send thousands of messages and interact with each other (Marin
et al., 2023). X is a widely used platform worldwide and it is stated that 347,200 tweets
are shared every minute (Domo, 2022). Since the X platform is a widely used platform
for social issues and tweets that address social issues (e.g. climate change) become
trending, making it easier for a tweet to spread quickly (Fownes et al., 2018:2).

Therefore, NGOs can reach large audiences by using the features of this platform
(such as hashtags) and its power of interaction correctly. In their study, Zhou and Pan
(2016) stated that NGOs actively use the local social media platform Sina-Weibo due to
government restrictions on the global X platform. In their study, they emphasized the
effectiveness and power of social media and stated that civil society organizations should
be active on social media.

With the advancements in technology, traditional communication tools have been
replaced by digital communication tools. Social media as a digital communication tool is
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frequently used by profit and non-profit organizations to increase their interactions with
target groups. It is also supported by studies in the literature that non-governmental
organizations (NGOs) use social media as it is believed that promoting their activities that
can enable NGOs to reach donors and supporters more effectively than ever before
(Tripathi and Verma, S. 2017). Civil society organizations are highly dependent on
material and non-material resources to carry out their activities. This situation reveals the
necessity of continuous monitoring of stakeholders and individuals who provide
resources (Boyd and Ellison, 2007). This is difficult to achieve with traditional
communication tools. Therefore, social media is frequently used to increase interaction,
ensure mutual information flow, and to keep track of stakeholders and individuals. In this
context, the increasing importance of social media has led civil society organizations to
strengthen their presence in the digital environment (Alonso-Cafadas et al., 2019, Fischer
et al., 2023). It can be stated that the desire of civil society organizations to expand their
sphere of influence by raising awareness is the driving force behind their use of social
media platforms.

2. Research Design

This section consists of the purpose and importance of the study, limitations and
evaluation of research findings.

2.1. Purpose and Importance of the Study

This study examines the social media strategies of non-governmental
organizations (TEMA, LOSEV, and TEGV) with the aim of comparing and evaluating
their social media usage by considering their posts on X platforms. In this study, the X
page of the foundations was examined and content analysis was carried out with the
MAXQDA program. In this way, the tweets shared by the TEMA, TEGV, and LOSEV
foundations on their X accounts between 1.10.2024 and 31.10.2024 were examined and
evaluated under three main categories. These categories consist of high interaction, partial
communication and one-way communication. In this study, the classification developed
by Armstrong and Butcher (2018), was used in the formation of these categories.

2.2. Limitations of Research Findings

This study is limited to examining the civil society organizations TEMA, LOSEV,
and TEGV. Another limitation of the study is that social media posts are solely evaluated
as they are posted on the X platform, without regard to posts on other social media
platforms. The reason why the X platform was chosen is that NGOs actively use this
platform and its interaction rate is high. In addition, TEGV, TEMA and LOSEV share
tweets regularly on a daily basis. Therefore, it can be stated that they actively use the X
platform.
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October was chosen for this study because this period is when the communication
activities of the three NGOs, LOSEV, TEMA, and TEGYV, intensify significantly, and
campaign sharing increases. For LOSEV, it is a period of preparation for the Leukemia
Awareness Week in November, while TEMA reintensifies its awareness-raising activities
during this period. Field activities and educational activities, which decrease during the
summer months, pick up speed again in the fall. TEGV, on the other hand, increases its
projects and volunteer calls with the start of the academic year. Findings that NGOs' social
media interactions tend to increase during campaign periods have also been addressed in
various studies (Lovejoy et al., 2013; Altar and Topsumer, 2023). However, examining
only a one-month time period may not fully reflect the periodic differences in
communication strategies, and this can be noted as one of the limitations of the study.

2.3. Evulation of Research Findings

_ This section consists of general findings obtained from the X platform of TEMA,
LOSEYV and TEGV. The posts shared by the organizations on the X platform have been
analyzed.

2.3.1. General Findings Obtained from the (X) Platform of TEMA, LOSEV,
and TEGYV in Terms of Content

The posts of TEMA, TEGV, and LOSEV foundations on the X platform were
evaluated according to their communication types. In this context, communication types
were evaluated under three categories: one-way communication, partial communication
and high communication. In this context, one-way communication is usually carried out
for informational purposes and there is no expectation of any interaction with followers
(Ma, 2022, ). Previous studies have noted that tweets shared by civil society organizations
on the X platform generally fall into the one-way communication category (Waters et al.,
2011; Lovejoy et al., 2013). On the other hand, partial communication leads to greater
interaction with followers. Partial communication involves a certain level of engagement
with users. It can be evaluated by looking at retweets and likes. On the other hand, high
communication includes situations where follower participation is expected. For
example, starting a campaign, inviting users to a dialogue, and posts that aim to get
responses from users through surveys can be evaluated under the heading of high
communication (Armstrong and Butcher, 2018).

Table 1: Findings Obtained from (X) Platform of TEMA in Terms of Content

Tweet Sample tweet from dataset Interaction
Category Types

1 Giving We are proud and happy that Prof. Dr. Daron Acemoglu, one of one-way
thanks our successful economists, was awarded the Nobel Prize in communication

Economics.

We congratulate Acemoglu and wish him continued success
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2.Donation Would you like to create a Memorial Forest in Eskisehir on partial
request and behalf of your loved ones? communication
mformation
For detailed information http://tema.org.tr/bagis-ve-
destek/bagis/hatira-ormani-olusturma...
3.Selling a partial
product For Your Happiness in Autumn, To Make Hope Blossom communication
You can choose TEMA Foundation Wedding Products to invite
your guests, welcome them and share the memory of this happy
day with them, and support leaving a livable world for future
generations. For all our product categories and different designs:
http://tema.org.tr/urunler
4.Encouring Flowers will bloom again in Izmir's mountains high
comminity communication
participation You can contribute to the reforestation of the areas damaged by
the forest fires in Izmir by donating saplings to the work we have
started in response to public demand.
#We Will Reforest
S.Information | Because prevention is easier than extinguishing. one-way
communication
Citizens, authorities, politicians, media and institutions should
take precautions before the fire at https://bit.ly/DahaYanmadan

Resource: Created by the author with data from the X platform.

Table 1 provides examples of tweets shared on TEMA's X account and classifies

these tweets

according to interaction types

(one-way communication, partial

communication, and high communication). In addition, the classes of tweets according to
their categories are indicated. Tweet categories were evaluated under 8 headings. These
headings consist of information, selling a product, giving thanks, donation requests and
information, encouraging community participation, requests for additional connections,
acknowledging community events and asserting efficacy, and soliciting dialogue.

Table 2: Findings Obtained from (X) Platform for LOSEV in Terms of Content

Tweet Category Sample tweet from dataset Interaction
Types
“Olive Harvest for Children with Leukemia in Tarsus...” one-way
1.Information (@dhainternet communication
2.Acknowledging | We attended the reception hosted by Goran Beus one-way

community events

and asserting
efficacy

Richembergh on the occasion of the 30th anniversary of the
Croatian-Turkish Friendship Association. We were given an
award honoring our efforts to bring hope to children suffering
from leukemia. This award is a guarantee of our past
achievements and future steps.

communication
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3.Acknowledging | Medine, our little heroine who defeated the leukemia monster | one-way
community events | by receiving treatment at our Leukemia Hospital, now communication
and asserting continues her education life at LSV Schools. Listen to her
efficacy story full of hope from herself
4.Encouraging Thousands of people flocked to Anitkabir with LOSEV high
community Family. We commemorated our Great Leader with our communication
participation enthusiasm, hope and unity! We will continue to walk in the

footsteps of our ancestor with determination.

#5 October at ANITKABIR with LOSEV
5 Encouraging Happy birthday fairy girl Alya high
community communication
participation We celebrated the 4th birthday of Alya, our heroine with

leukemia, with enthusiasm at Losante Hospital :)

Leave a like and let's share this happy moment together!

Resource: Created by the author with data from the X platform.

Table 2 includes examples of tweets shared on LOSEV’s X account. Tweet
categories are evaluated in the same way as Table 1.Similarly, intraction types explain
three main topics: one-way, partial, and high communication. When LOSEV's tweets
shared between 1.10.2024 and 31.10.2024 are examined, It can be said that they share
tweets that can be evaluated mostly in the category of one-way communication and high

communication.

Table 3: Findings Obtained from (X) Platform of TEGV in Terms of Content

Tweet Category Sample tweet from dataset Interaction
Types

1.Giving thanks We wish all students a successful year of fun learning, great one-way

friendships and lifelong learning. communication
2.Donation With quality education, One Child Changes, Turkey Develops! | partial
request and % For 29 years, with the support of our donors, we have communication
information provided more than 3 million children all over our country with

quality education completely free of charge and supported them

to look to the future with hope

If you would like to contribute to the quality education of more

children and the bright future of our country, you can support

education with your regular monthly donation of any amount

you wish.

We believe that with quality education,

#0OneChildChangesTurkeyDevelops You can visit the link to

give regular donation instructions; http://bit.ly/3Ng0DBf
3.Acknowledging | The Republic has done a lot for them with the vision it has one-way
community events | provided and the opportunities it has created. communication
and asserting Now it is our children's turn. Our children, who have met with
efficacy quality education under the light of the Republic all around

Turkey, have made a promise to the Republic.
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You can also use the template in our Instagram story to share
your #PromisesToTheRepublic so that our Republic can live
for many more centuries.
Happy October 29 Republic Day!

Resource: Created by the author with data from the X platform.

Table 3 demonstrates TEGV tweet examples as posted on TEGV’s X page.
Interaction types are categorized as one-way communication, partial communication, and
high communication. When TEGV's tweets shared between 1.10.2024 and 31.10.2024
are examined, it can be stated that they did not post tweets that would attract high
interaction. The tweets examined fall into partial communication and one-way
communication categories.

LOSEV's Twitter account has 643.2 thousand followers, TEMA's Twitter account
has 479.9 thousand followers, and TEGV's Twitter account has 46.8 thousand followers.
The posts of TEMA, LOSEV and TEGV's X accounts between 1.10.2024 and 31.10.2024
are analyzed. TEMA generally provides informative content about the environment and
nature, but it can be stated that it prioritizes events and campaign-related posts to increase
interaction. LOSEV focuses on children and families in general, and tries to interact with
the society by establishing emotional bonds. It is thought that LOSEV's posts encouraging
community participation and soliciting dialogue categories will contribute to high
interaction. When TEGV's tweets are analyzed, it can be posited that there are tweets in
the partial and one-way communication category. It can be said that TEGV can increase
its interaction rate by prioritizing tweets with high communication content.

one-way

L 57% (39)
communication

partial communication 23% (16)

high communication 20% (14)
0% 6% 12% 18% 24% 30% 36% 42% 48% 54% 60%

Figure 1: Distribution by Interaction Type

Figure 1 shows that one-way communication is the most shared tweet category
with 57%, followed by partial communication with 23% and high communication with
20%.
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LOSEV Twitter TEGV Twitter TEMA twitter Toplam
v | @ high communication
@ encouraging community participatic 2 6 8
@ soliciting dialogue 5 1 6

v g partial communication

@ selling product 1 1 2
@ requests for additional connections e 5 1
@ donation request and information 3 2 5

v g One-way communication

@ acknowledging community events ¢ 5 5 1
@ giving thanks 2 5 5 12
o information 7 3 6

> TOPLAM 28 20 21

# N= Belgeler 1(33,3%) 1(33.3%) 1(33.3%) 3 (10

Figure 2: General Information About Tweets

Figure 2 illustrates the 69 tweets were analyzed with the MAXQDA program.
Among these tweets, there are 28 tweets from LOSEV, 20 tweets from TEGV and 21
tweets from TEMA. As shown in Figure 2, tweets posted between 1.10.2024 and
31.10.2024 were taken into consideration and examined.

LOSEV Twitter TEGV Twitter TEMA twitter Toplam

v | g high communication

@ encouraging community participatic 25,0% 75.0%
@ soliciting dialogue 83,3% 16,7% 100,0%

v g partial communication

@ selling product 50,0% 50,0%
@ requests for additional connections 333% 55,6% 11,1% 100,0%
@ donation request and information 60,0% 40,0% 100,0%

v g oOne-way communication

@ acknowledging community events & 45,5% 45,5% 9,1%
» giving thanks 16,7% 417% 417% 100,0%
@ information 43,8% 18,8% 37,5% 100,0%
> TOPLAM 40,6% 29,0% 30.4%
## N= Belgeler 1(33,3%) 1 (33,3%) 1 (33,3%) 3 (100,0%)

Figure 3: Percentage Distribution of Shared Tweets

Figure 3 shows that, according to the category classification table obtained from
MAXQDO, it can be said that NGOs share tweets by using mostly one-way
communication. While LOSEV and TEMA associations give importance to posts for high
communication, TEGV's posts are concentrated in one-way communication and partial
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communication categories. It is thought that even one-way communication between
NGOs can help establish and strengthen relationships with the general public, thus
contributing to the creation of a strong civil society. The highest number of tweets is from
LOSEV, accounting for 40% of the total. It is followed by TEMA with 30.4%, and TEGV
with 29%.

TEMA demonstrates a clear focus on this area in its social media strategy by
creating the vast majority (75%) of posts that “encourage community participation.” The
act of “encouraging community participation” falls under the heading of “high
communication.” This can be interpreted as part of TEMA's effort to establish its
communication on a highly interactive and two-way model. TEMA prioritizes messages
that motivate the audience to take action rather than providing passive information.

ion req and mlgrmalinnf

information =5
£ encouraging community participation _ _

acknowledging community eventis and asserting efficacy

fuests for additional connections

sylugmngmalngue
giving thanks

Figure 4: Code Cloud of Tweet Keywords

The code cloud in Figure 4 provides a visual summary of which themes are more
dominant. The largest and boldest themes stand out as the most recurrent or important
themes in the dataset. Accordingly, it can be stated that the themes shown in red are more
dominant. The themes in red are information, acknowledging community events and
asserting efficacy, giving thanks, which are the most frequently used themes. This is
followed by green, and the least dominant themes are shown in purple. The green
category, including encouraging community participation and soliciting dialogue, are less
dominant than the red categories. The findings in Figure 4 also visually confirm that
NGOs primarily focus on one-way messages such as information, event announcements,
and thank-you messages.

3. Discussion and Conclusion

There are many studies examining the strategies of civil society organizations in
using social media (Armstrong and Butcher, 2018; Zhang, et al., 2023; Dimitrova et al.,
2024). Studies show that civil society organizations aim to reach large masses and
increase social awareness through social media (El Chaarani and Raimi, 2022; Desai,
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2024). In this study, the tweets of civil society organizations on the social media platform
X were analyzed according to the types of communication. In conclusion of the study,
although it cannot be generalized that high interactive sharing increases retweet and like
rates, it can be said that it has a positive impact.

It is seen that the tweets shared by non-governmental organizations are mostly in
the one-way communication category. Existing studies have also emphasized that NGOs
use one-way communication to raise awareness and gain support for campaigns (Lovejoy
et al., 2013; Altar and Topsumer, 2023).

TEGV's low ‘high communication’ percentage can also be explained by the
structure of its target audience. While TEMA''s target audience (environmental activists)
is highly responsive to calls to action and has a high level of digital engagement, TEGV's
main target audience (students, parents, education donors) is more focused on acquiring
information and following the continuity of projects. Due to the nature of educational
content, this audience tends to prefer information-focused content rather than initiating
dialogue. LOSEV's emotional connection strategy stems from its desire to create a sense
of community. It often blends elements of empathy, charity, and calls for volunteering in
its tweets. In other words, LOSEV does not merely provide information. Zhou and Pan
(2016) classify NGO posts (using Weibo as an example) in the Chinese context as
Information / Community / Action and show that each function serves different purposes.
LOSEV's emotional bonding strategy generally blends the components of community
(belonging/empathy) and action (donation, call for volunteering).

It can be stated that there are more tweets in the information category, which is a
subcategory of one-way communication category. It can be assumed that if civil society
organizations share tweets for high interaction, they will receive more interaction. When
the frequency of tweet sharing by civil society organizations is examined, it is seen that
civil society organizations share on the X platform almost every day. This may indicate
that they aim to raise awareness through social media. Thus, it can be proposed that
increasing the variety of posts to attract greater community interaction will lead to
increased awareness-raising.
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TEMA, TEGV ve LOSEV Baglaminda STK'larin

ALTAYLI & BOZBAY Sosyal Medya Kullanim Stratejilerinin Incelenmesi
APPENDIX
Tweet Category | Sample tweet from dataset Interaction
Types
1.Information General informational posts (e.g. inspirational | one-way
quotes) and retweets. communication
2.Selling a Content aimed at selling products or services. | partial
product communication
3.Giving thanks Thank you messages to donors, volunteers or | one-way
the community. communication
4.Donation Calls for donations or requests for financial partial
request and assistance. communication
information
5.Encouraging These posts go beyond sharing information, high
community aim to mobilize the community, create a sense | communication
participation of belonging and action by feeling part of the
community
6.Requests for Posts that include requests to follow other partial
additional social media accounts communication
connections
7.Acknowledging | This category includes posts on events one-way
community organized by NGOs themselves and other communication
events and organizations. Special day celebrations are
asserting efficacy | also evaluated in this group.
8. Soliciting Asking questions to get answers or asking for | high
dialogue feedback on a topic. communication
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