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ABSTRACT

The study includes content created by users on the X platform regarding the TEKNOFEST izmir event. The study
aims to gain deep insights from user-generated content using social network analysis methods in line with a big
data-based approach. The structure of the network emerging from user interactions on social media during the
TEKNOFEST Izmir event and the dominant themes within the network were identified. The network typically
exhibited community cluster characteristics. National themes and innovative technology vision resonated widely
across the network. Furthermore, the roles of high-impact actors in the network in terms of information flow, the
extent of their centrality, and their bridging roles within the network were examined. At this point, the dominant
influence of the president's profile and the technology company CEQ's profile in the network was discovered. In
the TEKNOFEST Izmir network, the clusters formed as a result of interactions between users were analysed. In
this network, where 143 groups of varying sizes were formed, the top 10 largest groups were visualised in detail
and group interactions were evaluated. The findings of this study reveal that participation in the TEKNOFEST
event has an impact not only in physical spaces but also on social media, demonstrating that the national
technology vision is widely accepted.
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Sosyal medyada etkinlik yonetimi: Teknofest izmir'in ag analizi

OZET

Calismada TEKNOFEST izmir etkinligine iliskin olarak X platformundaki kullanicilar tarafindan yaratilan icerikler
yer almaktadir. Calismada buyik veri temelli yaklagim dogrultusunda sosyal ag analizi yontemi kullanilarak
kullanici tarafindan yaratilan igeriklerden derin iggoriiler elde etmek amaglanmistir. TEKNOFEST izmir etkinliginde
sosyal medyada kullanici etkilesimleri sonucunda ortaya c¢ikan agin yapisi ve agdaki baskin temalar tespit
edilmistir. Ag yapisi tipik olarak topluluk kimesi ozelligi gostermistir. Milli temalar ve yenilikgi teknoloji vizyonu
agda genis yanki bulmustur. Bununla birlikte agdaki etki guci ytksek aktorlerin bilgi akisindaki rolleri,
merkeziyetlerinin Olglist ve ag igindeki koprl gorevleri incelenmistir. Bu noktada devlet bagkani profilinin ve
teknoloji sirketi baskani profilinin agda baskin etkisi kesfedilmistir. TEKNOFEST Izmir aginda, kullanicilarin
birbirleriyle olan etkilesimleri sonucunda olusan kiimeler analiz edilmistir. irili ufakli 143 grubun olustugu bu agda,
en buyuk ilk 10 grup detayli gorsellestirilerek grup etkilesimleri degerlendirilmistir. Bu ¢alismada elde edilen
bulgular neticesinde, TEKNOFEST etkinligine katilimin sadece fiziki mekanlarda degil; sosyal medyada da etki
yarattigi, milli teknoloji vizyonunun genis cgevrelerce kabul gordigu otaya koyulmustur.
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Introduction

As a public relations tool, events serve as a vital public relations tool for conveying messages to
target audiences, establishing direct communication with them, and creating shared
experiences. The digital transformation we are experiencing, the popularity of social media, and
the digitalisation of consumer interaction have made the integration of events and social media
increasingly indispensable (Laurel and Bjorner, 2018). Online platforms offer benefits in the
planning, promotion and dissemination of events, particularly in raising awareness among users
(Harb et al,, 2019).

When utilising social media to understand the perceptions of target audiences during the
planning, execution, or conclusion of an event, or to create shared value, understanding the
nature of these platforms is essential. For instance, the presence of influential actors within a
network offers advantages in the dissemination of an idea, the widespread acceptance of a
message, or the transfer of value. Jilkova (2018) has advised those seeking to convey the
message of a brand, organisation, or institution to wider audiences to focus on high-influence
actors. Similarly, in this study, it was deemed worthwhile to investigate whether high-influence
individuals on social media have an impact on technology festivals, and if so, in what direction
and through what mechanisms. The aim of the study is to identify the themes emerging among
users and the characteristics of the resulting network structure. Ozer (2024) has stated that
social network analysis can be used to identify patterns of interaction within the network, the
dynamics of the network and the pathways of information flow, as well as which central actors
are involved in these pathways. To address these questions, the study adopts a big data-based
social network analysis method. Collecting equivalent data through traditional methods would
require substantial financial investment. Social media analytics not only provides access to raw
data but also allows for the rapid assessment of event success and the generation of deep
insights (Bukhari et al., 2012).

This research examines the digital footprints of TEKNOFEST izmir on social media through big
data-focused social network analysis, thereby making original contributions to the literature on
public relations and event management. It establishes a data-driven framework to explore the
reflections of public relations practices within social media tools. In particular, the analysis of
user-generated content using a data mining approach was deemed significant as it reveals the
online visibility of the event in both structural and relational terms. In this respect, the study
serves as an example by demonstrating how mega-events organised in Turkey are positioned
in digital environments through data-driven insights rather than traditional field data.

Event management and public relations

Event management is one of the multifaceted functions of the public relations discipline. When
organisations, institutions, brands and other such structures organise an event aimed at their
target audiences, they benefit significantly from the strategic communication practices of public
relations. Events are regarded as communication outputs of strategic management, shaping
corporate identity, corporate reputation and relationships with stakeholders. Public relations
governs strategic decisions throughout the entire event lifecycle — from identifying target
audiences and designing messages to determining timing and selecting appropriate media
channels. Organizations also stage events to forge meaningful connections with their
audiences, reinforce brand image, and cultivate a positive stakeholder perception.
Consequently, the discipline of public relations plays a key role in ensuring that the events they
organise gain visibility among a wide audience through promotional activities and media
relations.

Events are occasions designed to convey specific messages to target audiences (Kotler, 2003).
By facilitating more direct and effective communication, they strengthen the bonds between
the organisation and its target audiences and create value. Furthermore, they can serve as a
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public relations technique that ensures the fulfilment of corporate objectives whilst providing
control over the messages to be conveyed (Polo and Gonzalez, 2019). Event management, on
the other hand, refers to the planning and execution of social, cultural or corporate events, where
all details are pre-planned, encompassing performances, rituals, presentations and the overall
organisation. From a public relations perspective, an event encompasses regional, national and
international organisations that serve a communication or public relations purpose (Peltekodglu,
2016).

Public relations can be defined in the most general and straightforward terms as “the
management of communication between an organisation and its target audiences” (Grunig and
Hunt, 1984). According to Wilcox et al., the discipline of public relations encompasses various
activities such as managing media interactions, content creation, crisis management, and
organising events (Wilcox et al., 2015). When events are considered from this perspective, public
relations employs communication tactics to reach its target audiences through promotional
activities before, during, and after the event to attract individuals and participants (Chukwu,
2023). Consequently, when events are organised by an organisation, they become a tool of
corporate communication. At this point, public relations forms the backbone of event
management, addressing all aspects of the planning, implementation and post-event follow-up
phases through a holistic approach (Chukwu, 2023). In particular, the active integration of the
research process into the event throughout its duration is of great importance. Identifying
audience perceptions of the event in online environments, mapping the roles of influencers and
key actors within the network, and determining which themes predominate in the event-related
social network collectively yield deep insights for the organizing entity. In this study, the chosen
social network analysis method enables the identification of influential users critical from a
public relations perspective, as well as the discovery of common interaction patterns and
themes, from large datasets.

When considering the scope they cover, events can take various forms and serve different
purposes. From local festivals to the Olympics, from corporate meetings to trade fairs, and from
dealer meetings to conferences, the spectrum is quite broad, varying according to the level of
public participation (Peltekodlu, 2016; Gupta, 2003). Festivals, which are the subject of this
research, are a type of event frequently used for public relations purposes. At both micro and
macro levels, festivals organised within a country can draw the attention of the public—referred
to as the target audience in public relations—to the location where the festival is held. The
organisation of festivals also generates significant awareness as the event and the relevant
organisation(s) are mentioned in the media (Goksel and Yurdakul, 2010). In this context, events
can be managed for various organisational purposes. Among these, building brand image ranks
among the top priorities, alongside establishing brand identity, increasing brand visibility,
ensuring credibility, and securing greater media coverage (Gupta, 2003; Chukwu, 2023).

Social media and event management

Given the role of public relations in recognition and promotion, the emergence of new
communication environments has fundamentally transformed how these functions are fulfilled.
Public relations professionals now prefer to use social media tools to understand their target
audiences and/or communicate their brands. Koker (2023) has described the need for
information as a social need and noted that online communities can satisfy this need through
the content circulating within these environments. Consequently, when brands, organisations,
institutions and other actors create their messages in these environments, a suitable platform
is established for both those seeking information and those wishing to convey it. Social media
has opened significant opportunities for fostering participant engagement and extending reach
in organizationally staged events. Online platforms not only facilitate the promotion of events
but also provide tools for capturing real-time feedback. When all these elements come together,
events acquire a digital character, transcending traditional media environments to be promoted,
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experiences shared, and messages disseminated to wider audiences within dynamic
communication spaces.

The profound transformations in the field of communication brought about by technological
advancements have made online platforms increasingly popular. On these platforms, users
create their own profiles to interact with others and share their ideas (Koker and Ozer, 2019).
This shift has also affected brands, introducing a domain that demands close and continuous
attention. This is because the opinions, posts and interactions of target audiences regarding a
brand play a significant role in the value creation process. Disciplines such as public relations,
marketing and advertising have been affected by this change, leading to fundamental shifts in
their business processes and approaches (Unli Kurt, 2018). Professionals responsible for event
management can use social media to plan, promote and organise their events. In this context,
if the aim is to increase interest in the event, social media is an excellent tool for achieving this
objective (Harb et al., 2019).

The new paradigm of public relations—digital transformations in the ways of interacting with
stakeholders and creating meaningful experiences—offers new opportunities for public relations
and event practitioners in terms of building meaningful connections (Chukwu, 2023). The scope
of public relations within media relations has shifted towards online environments to the extent
permitted by technology. Such a transformation has been widely accepted both in our country
and globally. Most events, whether past, present, or forthcoming, are now shared with target
audiences via social media platforms (Alikilig, 2011).

The presence of a relatively younger demographic within the social media ecosystem provides
a highly popular platform for various festivals and events, enabling significantly greater
interaction before, during, and after the festival (Hudson and Hudson, 2013). The networked
structure of online environments further amplifies this effect, as user interactions and content
sharing grow exponentially. The fact that users share vast amounts of data, that content is
diverse, and that data is acquired at a rapid pace demonstrates that big data—with its elements
of volume, variety and velocity—is closely linked to social media (Amato et al., 2019).

In events organised at regional, national or international levels, online platforms serve as the
central hub for interaction and communication. When considering the importance of reaching
target audiences and disseminating messages quickly and effectively from a public relations
perspective, online environments offer significant opportunities (Unli Kurt, 2018). Even when
events do not directly target a specific audience, word-of-mouth promotion can reach much
broader groups than the intended target audience (Gupta, 2003). The continuous interaction
characteristic ofsocial media plays a key role in building a relevant audience for festivals and
events throughout the year; considering the limited time and space of an event, it creates festival
communities that transcend time and space (Van Winkle and Bueddefeld, 2020).

Paris et al. (2010) noted that, alongside the increase in traffic on Facebook, the platform’s
interactive nature offers valuable opportunities to organisers of special events and festivals.
Consequently, these pages emerge as powerful tools for the ease of reaching target audiences.
Social media not only increases potential target audiences’ interest in an event but also
motivates them to participate and share their experiences (MacKay et al., 2017). In their study
examining a festival, Flinn and Frew (2014) revealed that individuals wish to co-create their
festival experiences within social media environments.

Influencers on social media also make significant contributions to the promotion, dissemination,
value creation and subsequent reflections of an event. On social media, influencers represent
independent third-party advocates who shape the attitudes of target audiences by utilising the
content they create, other social media tools and channels of interaction (Freberg et al., 2011,
p. 90). From a strategic communication perspective, social media influencers are actors who
produce content, distribute it, and establish relationships with corporate stakeholders on a
specific basis through interaction and their personal presence on social networks, thereby
exerting influence over them (Enke and Borchers, 2021, p. 267). The potential of high-influence
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users on social media is assessed as having both creative and destructive characteristics for
brands, politicians and news (Hansen et al., 2020).

As the theoretical framework described in the study highlights the interaction-based nature of
social media, it necessitated a relationship-based data analysis process to reveal the
connections between users. Consequently, it served as a guiding principle in processes such as
identifying emerging themes within the network, discovering influential users, and determining
interaction patterns.

Method

This study was conducted within a quantitative research framework. In line with the study’'s aim
and subject matter, social network analysis was employed to analyse the content created by
users on the X platform, user interactions, and the resulting network structure. The social
network analysis method is an approach evaluated within the framework of quantitative
research (Schipper and Spekkink, 2015). Furthermore, social networks are characterised by the
three main elements of big data. These are: speed, diversity and volume. The social network
analysis method is framed within big data-based approaches (Abkenar et al., 2020). The
research was designed using an approach based entirely on digital traces rather than traditional
field data; content created by users on the X platform was analysed within the scope of data
mining. User interactions, network structure and hashtag relationships were analysed in
accordance with the stages of the data mining process. Based on the premise that high-
participation events generate intense interactions on social media and offer suitable research
areas for big data-based analyses, technology festivals (TEKNOFEST) were selected as the
subject of this study. Technology festivals are events held in Turkey in the fields of aviation,
space and technology, with the participation of numerous stakeholders, aimed at developing
national technology. First held in 2018, TEKNOFEST aims to increase public interest in
technology by organising a wide variety of events. Having become a focal point of interest with
its substantial visitor numbers, TEKNOFEST has been held regularly every year since its
inception (TEKNOFEST, 2025).

Social network analysis deals with structures composed of nodes and edges, examining these
structures mathematically and visually. It investigates the effects of networks—formed by the
edges connecting nodes—on individuals. Consequently, interactions form a sort of network of
connections. Understanding the structure of social relationships and treating these social
structures as a network are among the main objectives of social network analysis (Scott, 2012).
Whilst social network analysis facilitates our understanding of the network’s structure, it also
enables the identification of actors with high influence within the network (Doreian et al., 2005).
In social network analysis, actors such as individuals, groups and organisations are referred to
as 'nodes’, whilst the social relationships between them are conceptualised as ‘edges’ (Scott et
al., 2024; Scott, 2012). Similarly, in this study, the individuals within the network formed around
TEKNOFEST izmir have been designated as nodes. Interaction types on the X platform, such as
retweeting, mentioning, replying and quoting, between nodes have also formed the social
relationships between them, thereby creating the edges.

The structure of social media, its popularity, and the countless pieces of content created by
users to disseminate their ideas and opinions to wider audiences, along with the resulting
interactions, have generated large datasets. These large datasets contain information awaiting
interpretation to become meaningful and valuable. Consequently, when an event takes place—
particularly one of national scope—the digital traces, ideas, experiences and the reality of co-
creating value that individuals leave behind in online environments mean that, for the
professionals organising the event, it is considered important to understand what the event
signifies to users within these online spaces. The primary motivations for selecting the social
network analysis method in this study include a thorough examination of user interactions and
the network structure they create, the dominant themes emerging within the network, the
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primary pathways of information flow, the network’s influencers, and their centrality, with the
aim of gaining insights.

Research objective and scope

The aim of this study is to identify the main themes emerging from users’ posts and interactions
on the X platform regarding TEKNOFEST izmir. A further objective is to gain in-depth insights
into the community structure within the TEKNOFEST izmir network, the identification of high-
influence actors, and their position and significance within the network. Furthermore, from the
perspective of public relations and event management, the study aims to reveal the online
reflection of these activities through social network analysis. The study analysed the structure
of the network formed as a result of X users’ interactions and conducted data visualisation work.
The subject of the research consists of user content and interactions on the X platform
regarding TEKNOFEST izmir, a technology festival, in line with event management viewed as a
public relations tool. Consequently, the TEKNOFEST izmir event was examined through social
network analysis. Based on all the above, this study sought to answer the following research
questions:

RQ1: What are the prominent themes in the context of the TEKNOFEST izmir event's reflection
on the X platform?

RQ2: What structural characteristics have been identified within the #teknofestizmir network?
RQ3: What characteristics do the central actors in the TEKNOFEST izmir network possess?
Data collection process and data analysis

Data were collectedfrom the X platform in line with the study’s objectives. The X platform’s data
policy influenced the data access process. The study's dataset was obtained using the
#teknofestizmir query from a data mining perspective. During the query, only posts containing
the relevant hashtag were retrieved. Data collection covered the period during which the
TEKNOFEST event took place: “27 September 2023 — 1 October 2023". During this process, the
“‘Import from X" importer in the NodeXL Pro software was used. The software collects publicly
available posts using the “web scraping” technique. The dataset was analysed using NodeXL
Pro. The data obtained in this study is of a “public and/or public-domain” nature. Guided by the
ethical considerations established for internet research, no personally identifying information
has been disclosed. Furthermore, the data is presented in a manner that does not require login
credentials.

Limitations

The data for this study were drawn exclusively from the X platform. Other social media
ecosystems were not included. Social media data may carry a risk of bias due to concerns
regarding visibility and representativeness. The approach outlined in the X platform’s data policy
and API restrictions during data collection constituted another limitation of the study. The data
is limited to the date range during which the event took place, and all data collection, analysis,
and visualization were performed using a single software program.

Findings

User-generated content and interactions on the X platform regarding the TEKNOFEST event held
in 1zmir during the centenary of the Turkish Republic were collected under the #teknofestizmir
hashtag, and the general network characteristics of the dataset are presented in Table 1.

Table 1 General characteristics of the #teknofestizmir network

Network (#teknofestizmir)

Time period 27 September 2023 — 1 October 2023
Network type Directed

Node 4059
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Edge 8114
Density 0.0003

As shown in Table 1, during the period in which the festival took place, 4,059 actors (nodes)
formed a total of 8,114 connections (edges). A node represents teams, institutions,
organisations and individuals within a social structure. An edge denotes the interactions,
relationships and connections that form the fabric of social structures (teams, institutions,
organisations, people, etc.) (Hansen et al., 2020). These figures indicates that, during the period
analysed in the study, 4,059 distinct users produced content and/or engaged in interactions. It
was determined that 8,114 interactions in the form of mentions, replies, reposts, and similar
activities. . The resulting network is a directed network where interactions flow from one user to
another. The density of the network graph, however, is quite low, with a score of 0.0003. Low
density is a characteristic feature of large-scale social networks, indicating a sparse structure.
This is consistent with the power-law degree distribution observed in many online social
networks (Firuzbakht and Khansari, 2025; Mislove et al., 2007). Density in a network represents
the overall level of connectivity between nodes in the network graph. In other words, it measures
whether the nodes in the network are strongly connected to one another (Scott, 2017).

Figure 1 #teknofestizmir Network Graph

Figure 1 shows the #teknofestizmir network graph in a semi-processed form. The network was
generated from interactions (reposts, replies, mentions, etc.) between 4,059 nodes on the X
platform. The circles visible in the figure represent the nodes, i.e. the users. The circles
representing users are scaled according to their centrality scores, whilst their colours indicate
the communities identified through cluster analysis. The algorithms selected for visualising the
#teknofestizmir network were Harel-Koren Fast Multiscale and Clauset-Newman-Moore for
community analysis. There are several reasons for selecting these algorithms in the NodeXL
Pro software. In particular, the Clauset-Newman-Moore algorithm facilitates the analysis of
large-scale networks where millions of nodes form tens of millions of edges. This algorithm was
also preferred due to its effectiveness in the community detection phase (Clauset et al., 2004).
The Harel-Koren Fast Multiscale algorithm, on the other hand, offers significant improvements
in terms of facilitating the visual interpretation and presentation of the network graph (Harel and
Koren, 2000). Similarly, the TEKNOFEST izmir network exhibits a high number of nodes and
edges, a large-scale social media network, and an irregular connection structure. Consequently,
this algorithm was chosen in the study to enhance the readability of the network graph.
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Figure 2 Social Network Analysis of the #teknofestizmir Network

Figure 2 shows the social network graph of TEKNOFEST izmir. As in face-to-face social
structures, individuals in online environments can form communities of varying sizes through
shared topics, replies, mentions, and reposts. The network perspective explores and defines the
boundaries of groups and clusters. Nodes that are more densely connected to one another form
groups (Hansen et al., 2020).

Atotal of 143 groups have formed within the TEKNOFEST izmir network. Given the large number
of small groups, the top 10 largest groups have been visualised and their metrics analysed. As
seen in the visualisation, small icons represent users, whilst the edges between them indicate
the connections between these users. At the centre of the formed groups, nodes represented
by larger visuals compared to other users emerge as central and highly influential actors,
facilitating interaction and information flow with other groups and/or users within the network.
The centrality of these actors is calculated based on the betweenness centrality score.
Betweenness centrality is @ measure of the importance of nodes within a network. In other
words, it indicates the extent to which an actor can influence the flow of information between
other actors (Ahmed et al., 2023). The nodes with the highest betweenness centrality were, in
descending order, Group 2 (value: 2,929,774.294), Group 3 (value: 2,855,296.739) and Group 1
(value: 2,701,165.894). These indicators suggest that Group 2 is the most central group in the
network. They demonstrate that these groups play a significant role in connecting users and
facilitating information exchange. Removing high-betweenness actors from the network would
likely disrupt interaction and information transfer considerably.

Group 6 represents a community where isolated users, who have no connection or interaction
with any other user or group in the network, are clustered together. The nodes here are users
who share ideas related to TEKNOFEST Izmir but are disconnected from the rest of the social
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structure and do not interact. Consequently, Group 6 has been identified as the community with
the lowest density in the network. Groups 7, 9 and 10, on the other hand, emerge as the most
dense groups where interactions occur more frequently.

The most frequently reposted posts within the TEKNOFEST izmir network were analysed. The
most frequently reposted content in the network was a post from Group 4, which reads as
follows:

“Congratulations to all the teams competing in @ Teknofest! Thank you, President @R TErdogan,
for the invitation. | look forward to attending in person next year, as well as discussing further
opportunities for investment in Turkiye.” (Elon Musk, 2023).

The post belongs to Elon Musk, who is known for his investments in space and technology. This
post indicates that TEKNOFEST izmir attracted attention at a global level. Furthermore, the
potential for investment in space and technology—the event's main focus—has gained
widespread acceptance on the network, generating engagement.

Another post that was widely reposted on social media is that of the President of the Republic
of Turkiye, Recep Tayyip Erdogan, which is part of Group 1 and serves as a response to Elon
Musk. It reads as follows:

Dear @elonmusk, we would be delighted to welcome you to @Teknofest, the world's largest
aviation, space and technology festival, next year... | believe that through the partnerships we
will establish based on a win-win approach, we will make significant contributions to our country
and humanity in many areas. | look forward to seeing you again soon... (Recep Tayyip Erdodan,
2023).

This post, which emphasises the benefits of mutual success and cooperation both at the
national level and for humanity, has resonated widely among users regarding the TEKNOFEST
lzmir event.

A third widely reposted post, shared within Group 7, further illustrates the collective engagement
the event generated:

There is a path leading from one heart to another... € TtrRgY § #TEKNOFEST izmir (Selguk
Bayraktar, 2023).

The author of the post is Selguk BAYRAKTAR, a key partner and figure in the organisation of the
TEKNOFEST event in Turkey. The fact that it is one of the most reposted posts demonstrates
that his contribution to the event has gained widespread acceptance on the network, given that
Selcuk BAYRAKTAR is known for his significant breakthroughs and steps in the field of
technology. The findings also reveal that the users who created the most reposted post on the
network possess high centrality scores, indicating that these actors occupy strategic positions
within the network and serve as hubs for the dissemination of information and the generation
of interaction across wider circles.

Table 2 Influential users on the network (based on centrality of intermediation values)

Rank User Intermediary Centrality Score Number of Followers
1 citizen 2,929,774.294 138.4 B

2 citizen 2,855,296.739 150.4B

3 Recep Tayyip ERDOGAN 2,701,165.894 21.6 M

4 Selguk BAYRAKTAR 1,706,047.052 3M

5 Teknofestint (official account) 1,531,013.459 9.9B

The users listed in Table 2 have been identified as high-influence central actors within the
#teknofestizmir network based on their centrality scores. The users’ centrality scores are
provided alongside their follower counts. When examining the reflections of the TEKNOFEST
Izmir event on the X platform (), the two most central actors in the network were found to have
civilian profiles. It was observed that these users not only disseminated positive content related
to the TEKNOFEST izmir event to their networks but also had a notably high number of followers.
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These user accounts can be classified as macro-influencers. The third central actor in the
network is the President of the Republic of Turkey, Recep Tayyip ERDOGAN, who acts as a
bridge in terms of interaction and information transfer. The fourth central actor in the
TEKNOFEST izmir network is Selguk BAYRAKTAR, whose content related to the event has
gained widespread acceptance, making him another of the network’s alpha actors. In this
analysis, which ranks influential users based on their centrality scores, the fifth most influential
actor was TEKNOFEST's official English X platform account. As with the other actors, it acted
as a bridge within the network, serving as a conduit for information transfer and interaction. The
top five users listed in Table 2 form the core of their respective clusters and have received
significantly more connections than other users. By acting as bridges in the sharing of
information within the TEKNOFEST izmir network, they serve as opinion leaders within their
network.

Hashtags serve as powerful instruments for amplifying trends and facilitating interaction. An
analysis was conducted to determine which hashtag was used most frequently within the
TEKNOFEST izmir network on the X platform. The results, showing the top three hashtags, are
presented in Table 3:

Table 3 The top three most frequently used hashtags

Hashtag n

#teknofestgeneration 247
#you'll_be_the_one 164
#nationaltechnologyinitiative 141

Regarding the TEKNOFEST Izmir event, the most frequently shared hashtag on the X platform
was #teknofestkusagl. When strategically managed, events function as effective instrumentsfor
achieving strategic objectives (Crowther, 2010). Furthermore, events have gained value through
their roles inimage development and brand building (Getz and Page, 2016). This communication
initiative launched by the official TEKNOFEST X platform reflects its corporate identity in an
experiential manner for its target audiences, whilst the X platform disseminates this to wider
circles through its platform. Positioning the event towards younger generations facilitates the
wider dissemination of messages on social media. The second most shared hashtag is
#sengeleceksindiye. TEKNOFEST used the slogan “Sen Geleceksin Diye” during its events in
2023, marking the 100th anniversary of the Republic. This hashtag appears to have functioned
as the catalyst for a broader movement. Considering the target audiences of TEKNOFEST
events, the focus has been particularly on young people and technology enthusiasts. This has
made the event visible to its target audience and facilitated its circulation on social media. The
third most frequently used hashtag in the #teknofestizmir network has been identified as
#milliteknolojihamlesi. This hashtag, identified as being used in posts by TEKNOFEST partner
BAYKAR on the X platform, sets out a mission by emphasising a national approach and national
technology initiatives. The combination of BAYKAR's positioning as a central opinion leader in
the network and the alignment of its messaging with prevailing digital trends generated
considerable interest and was widely shared among social media users.

Discussion

This study examined the social media reflections of TEKNOFEST izmir as a public relations
event, analyzing its presence on the X platform in terms of key actors, network structure, user
interactions, and emerging themes. Each of the study's research questions is addressed in turn
below. The first research question asked: “What are the key themes emerging in relation to the
TEKNOFEST izmir event's presence on the X platform?” Within the clusters formed on the
TEKNOFEST izmir network, there are actors acting as bridges who disseminate similar themes.
Hashtags likely to be popular among the young audience, which constitutes the majority of the
target audience at the TEKNOFEST izmir event, were strategically employed to establish a
strong connection between the event and the target audience. It was observed that the
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reflections of this event on the X platform effectively conveyed a national and innovative
technology vision, as well as messages targeting the younger generation. Consequently, the
study found that user connections can be established through shared themes and messages.
The findings demonstrated that event communication on social media is not limited to mere
message production; rather, it has evolved into a communication practice where thematic
discourse must be strategically managed. The circulation of event messages across different
clusters by nodes acting as bridges within the network has demonstrated that message
dissemination in public relations activities can be expanded through key actors within the
network. Furthermore, social media plays a role not only in providing visibility in public relations
applications but also in facilitating the establishment of a shared meaning with the target
audience. Castells (2010) observed that communication in the digital age takes place through
network structures. Indeed, public relations literature also states that communication activities
in digital environments will enhance interaction and dialogue between the organisation and its
target audience (Grunig, 2009). It is possible to compare the findings of this study with those of
other studies. Ozer and Koker (2025), in their research on the TOGG brand, reached similar
conclusions, revealing that national and cultural messages predominantly received broad
participation and support. In a study conducted by Pino et al. (2018) on Facebook posts, it was
found that the main theme of the message intended to be conveyed regarding events
significantly influenced user interactions. Furthermore, by noting that messages rooted in local
traditions are those that influence users in online environments, they concluded that Facebook
is an important tool for promoting events.

The second research question asked: “What structural characteristics have been identified in
the #teknofestizmir network?” An examination of the structure of the network generated by the
festival event on social media revealed similarities with other studies in the literature. Firstly, the
#teknofestizmir network contains disconnected users. Secondly, it can be stated that the
network’s graph density is low. A similar network structure is referred to as ‘community clusters’.
The proportion of isolated usersis relatively low in terms of the network’s overall structure. Small
interconnected clusters may emerge. Conferences, congresses, and social and cultural events
exhibit a similar network model (Himelboim et al.,, 2017). On the other hand, community clusters
are generally formed around popular topics, and influential users are situated at the centre of
such network structures (Batool et al., 2022). The #teknofestizmir network also emerged with a
similar structure, with influential users positioned at its centre. The TEKNOFEST izmir network
resembles a community cluster comprising isolated users—though present in low numbers
within the network’s overall structure—who gather around popular and similar topics, with
influential actors situated at the network’s centre. The influential actors situated at the centre of
the network have directed the circulation of the event's discourse. Furthermore, due to the
presence of isolated users, it can be stated that target audiences are not engaged at an equal
level. From a public relations perspective, it can be argued that event communication in digital
communication environments is a strategic communication process that requires not only
reaching broad audiences but also understanding individuals with varying levels of participation.
Public relations literature demonstrates that digital communication environments enhance
opportunities for interaction and dialogic communication between target audiences and
organisations (Kent and Taylor, 1998).

The third research question asked: “What characteristics do the central actors in the
TEKNOFEST izmir network possess?” High-centrality actors with diverse profiles were identified
within the network, including civilian macro-influencers, the head of state, and the CEO of a
leading technology company. In particular, they occupied central positions within their clusters
and determined the flow of information, interaction and the tone of messages. When assessed
from a public relations perspective, this demonstrated that on social media, corporate
messages are circulated by various actors rather than being part of a one-way communication
process from the organisation to the target audience (). In particular, the opinion leadership
approach in communication literature highlights that messages are transmitted through key
actors within the network. Jilkova (2018) noted that messages capable of capturing consumers’
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interest can be created through events. She also highlighted that messages shared by users
with high influence generate more positive emotions. Laurell and Bjorner (2018) collected and
analysed user-generated content. Their research revealed that significant levels of engagement
were generated on social media regarding festivals, and that this engagement also increased in
the areas where the festivals took place. Similarly, in this study, the intensity of engagement on
the X platform during the TEKNOFEST izmir event, the structure of the resulting network, and
the level of interest in the region where the festival took place were revealed through social
network analysis.

The connection between social media and events as a public relations tool, as well as its
importance and impact, are demonstrated by the findings of this study and are consistent with
the existing literature and previous research. The social network analysis method employed in
this study has quantitatively revealed the relationships with target audiences, the channels of
interaction and the dynamics—all of which are key priorities within the public relations discipline.
Public relations seeks to manage the communication processes it establishes or will establish
with its target audiences in a strategic and effective manner. The social network analysis
method has provided insights that could, in a sense, help to bridge the communication gap with
target audiences. This is because organisations wish to understand how their activities are
reflected in digital environments and are seeking to identify the pathways of information flow by
pinpointing the actors within the network whom we might term opinion leaders. Furthermore,
details regarding communities formed within the network, such as the discovery of thematic
clusters, have also been conveyed through the method employed. These findings underscore
the importance of developing and revising public relations strategies through a big data-
informed approach.

Conclusions and recommendations

In today’s networked world, a growing majority of individuals create content and express their
ideas and opinions on social media platforms. From this perspective, organisations, brands, and
other entities have the opportunity to find their target audiences collectively in online
environments when planning events. The interactive nature of social media makes it particularly
well-suited to monitoring and managing event-related discourse. This study, which examined the
TEKNOFEST izmir event through social network analysis, has demonstrated—using a big data-
focused approach—that social media plays a significant role in publicising the event to a wide
audience.

This study, conducted specifically for TEKNOFEST, has provided recommendations for
practitioners in the field:

e Using events as a public relations tool enables organisations, brands and institutions to
convey their messages on social media, providing important insights. Furthermore, the
visibility of events can be enhanced.

e Public relations professionals can strengthen the emotional bond between organisations
and their target audiences by taking actions on social media platforms related to the event,
such as delivering clear messages that highlight elements of unity.

As discovered through social network analysis within the TEKNOFEST izmir network,
collaborations with high-influence individuals can enable event organisers to reach broader and
more diverse audiences, thereby creating a greater impact.

e By identifying influencers such as the ‘macro influencers’ discovered in this study, brand
professionals can convey the messages intended for events to much wider user
audiences.

e Central users within the network play a critical role in the transfer of information and values
to different social segments. Similarly, in upcoming events, messages intended for social
media can be conveyed to different social strata via central actors, thereby raising
awareness.
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The identification of interaction patterns and the extraction of meaningful insights from complex
datasets in the rapidly expanding field of social media research distinguish this study as a
methodologically distinctive contribution. In today's data-intensive environments, similar
studies conducted across various social media platforms could enrich the literature on event
management as a public relations tool.
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TURKGE SURUM

Girig

Halkla iliskiler araci olarak etkinlik, hedef kitlelere mesaj iletmek, onlarla dogrudan iletisim
kurmak ve birlikte deneyim yaratmak icin onem teskil etmektedir. Yasadigimiz dijital donusum,
sosyal medyanin popularitesi ve tuketici etkilesiminin dijitallesmesi etkinlikler ile sosyal
medyanin birbiriyle entegrasyonunu gerekli kilmistir (Laurel ve Bjorner, 2018). Cevrimici
ortamlar, etkinligin planlanmasinda, duyurulmasinda, yayilmasinda ozellikle kullanicilarin
zihninde bilinirligin artinlmasinda fayda saglamaktadir (Harb vd., 2019).

Etkinlikler planlanirken, strerken veya etkinlik bitiminde hedef kitlelerdeki distnceleri 6grenmek
igin ya da ortak deger yaratmak icin sosyal medyaya basvuruldugunda bu ortamlarin dogasini
bilmek fark yaratir. Ornegin, agdaki glicli aktorlerin varhigi bir fikrin yayiliminda, bir mesajin genis
kabul gormesinde ya da de@er aktariminda avantaj saglar. Jilkova (2018), bir markanin, bir
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organizasyonun, bir kurumun mesajini daha genis kitlelere iletmek isteyenlere, etki glict yuksek
aktorlere odaklanma yoluna gitmelerini tavsiye etmistir. Bu arastirmada da benzer sekilde,
teknoloji festivalleri icin sosyal medyada etki glicu yuksek kisilerin bir etkisi olup olmadigi, varsa
da ne yonde ve nasil bir etkisinin oldugu incelenmeye deger gortlmustur. Calismanin amaci,
kullanicilar arasinda olusan temalarin ve meydana gelen ag yapisinin niteliklerinin tespit
edilmesidir. Ozer (2024), sosyal ag analiziyle agdaki etkilesimlerin kaliplarini, agin dinamiklerinin
ve bilgi akisinin yollarinin ve bu yollarda hangi merkezi aktorlerin yer aldiginin saptanabilecegini
ifade etmistir. Tum bunlara yanit ararken calismada buyuk veri temelli sosyal ag analizi
yontemine bagvurulmustur. Geleneksel yontemlerle veri toplamanin oldukga maliyetli bir caba
gerektirdigi ortadadir. Sosyal medya analitigiyle ham verilere erisim saglamanin yani sira
etkinliklerin basarisi hizli bir sekilde degerlendirilebilir ve derin iggoriler elde edilebilir (Bukhari
vd., 2012).

Bu arastirma TEKNOFEST izmir'in sosyal medyadaki dijital izlerini blyuk veri odakli sosyal ag
analiziyle inceleyerek halkla iliskiler ve etkinlik yonetimi literatirine 6zgin katkilar sunmaktadir.
Diger bir deyisle halkla iliskiler uygulamalarinin sosyal medya araclarindaki yansimalarini
kesfetmek icin veri temelli bir cerceve ortaya koymustur. Ozellikle kullanici tarafindan yaratilan
iceriklerin veri madenciligi yaklasimiyla incelenmesi, gergeklestirilen etkinligin ¢evrimici
gorunurligu yapisal ve iliskisel dizlemde ortaya koyuldugu icin onemli gortlmusttr. Bu yonuyle
calisma, Turkiye'de duzenlenen mega etkinliklerin dijital ortamlarda nasil konumlandigini
geleneksel saha verilerinden ziyade veriye dayall cikarimlarla ortaya koyarak bir ornek
sunmaktadir.

Etkinlik yonetimi ve halkla iligkiler

kuruluslar, markalar vb. organizasyonel vyapilar hedef Kkitlelerine yonelik bir etkinlik
duzenlediklerinde halkla iligkilerin  stratejik iletisim uygulamasindan onemli  oOl¢ude
faydalanmaktadirlar. Etkinlikler kurumsal kimlik, kurumsal itibar ve paydaslarla iligkileri
sekillendirme ekseninde stratejik yonetimin iletisim ciktilari olarak degerlendiriimektedir. Halkla
iliskiler, etkinligin planlanmasindan uygulanmasina kadar olan suregte hedef kitlenin tespiti,
mesajin dizayni, zamanlamasi ve kullanilacak olan medya secimi gibi stratejik kararlari
yonetmektedir. Ayrica organizasyonlar hedef kitleleriyle etkili ve kuvvetli baglar olusturmak,
marka imajini guglendirmek, paydaslar tarafindan olumlu olarak algilanmak amaciyla gesitli
etkinlikler duzenlemektedirler. Dolayisiyla duzenledikleri etkinliklerin genis ¢evrelerce gorunurluk
kazanmasinda duyurum faaliyetlerinde ve medya iliskilerinde halkla iliskiler disiplini anahtar rol
oynamaktadir.

Etkinlikler, hedef kitlelere belirli mesajlari iletmek amaciyla tasarlanan olaylardir (Kotler, 2003).
lletisimin daha etkin ve dogrudan aktarilmasinda anahtar rol oynayarak organizasyonla hedef
kitleleri arasindaki baglar guclendirir ve deger yaratir. Ayrica kurumsal hedeflerin yerine
getirilmesini sa@layarak verilecek mesajlar uzerinde kontrol saglayan bir halkla iliskiler teknigi
halini alabilir (Polo ve Gonzalez, 2019). Etkinlik yonetimi ise sosyal, kiltlrel veya kurumsal
amaglari yerine getirmek igin yapilan ve tim ayrintilari onceden planlamis, performans, ritieller,
sunumlar ve organizasyonlardir. Halkla iliskiler agisindan degerlendirildiginde, etkinlik bir iletisim
veya halkla iliskiler amaci tasiyan bolgesel, ulusal ve uluslararasi organizasyonlari icermektedir
(Peltekoglu, 2016).

Halkla iligkiler en genel ve acik bir sekilde; “bir organizasyonun ve onun hedef kitleleri arasindaki
iletisimin yénetimi” olarak ifade edilebilir (Grunig ve Hunt, 1984). Wilcox vd. gore halkla iligkiler
disiplini medya etkilesimlerini yonetme, igerik olusturma, krizleri yonetme ve etkinlikler organize
etmek gibi gesitli calismalari igermektedir (Wilcox vd., 2015). Etkinlikler bu agidan
degerlendirildiginde bireyleri ve katilimcilari gekmek igin etkinlik dncesinde, etkinlik esnasinda ve
etkinlik sonrasinda tanitim faaliyetlerinde halkla iliskilerin hedef kitlelerine ulasmak igin
basvurdugu iletisim taktiklerini uygular (Chukwu, 2023). Dolayisiyla etkinlikler bir kurulus
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tarafindan duzenlendiginde kurumsal iletisimin araci haline gelir. Halkla iliskiler bu noktada
etkinlik yonetiminin ana iskeletini olusturarak planlama, uygulama ve etkinlik sonrasi takip
asamasinin tim yonlerini buttincdl bir yaklasimla ele almaktadir (Chukwu, 2023). Ozellikle halkla
iliskilerde arastirma surecinin bir etkinlik boyunca aktif olarak stirece entegre edilmesi 6nem arz
etmektedir. CUnkd cevrimigi ortamlardaki hedef kitlelerin etkinliklerle ilgili algilarinin kesfi,
etkileyicilerin ve onemli aktorlerin ag icindeki rollerinin tespiti, etkinlikle ilgili bir sosyal agda hangi
temalarin daha agirlikli oldugu konularinin bilinmesi etkinligi duzenleyen marka, kurum,
organizasyon vb. unsurlar igin derin icgoruler saglayacaktir. Bu ¢alismada tercih edilen sosyal
ag analizi yontemiyle, blyuk veri setlerinden halkla iliskiler agisindan kritik olan etkili kullanicilarin
tespiti, ortak etkilesim oruntulerinin ve temalarin kesfi mimkin olmaktadir.

Etkinlikler, kapsadigi alan g6z ontne bulunduruldugunda farkli bigimlerde ve amaglarda
karsimiza cikabilir. Yoresel bir festivalden olimpiyatlara, kurumsal bir toplantidan ticari bir fuara,
bayi toplantilarindan konferanslara kadar kitle katiimina gore de degiskenlik gostererek
yelpazesi oldukca genistir (Peltekoglu, 2016; Gupta, 2003). Bu arastirmaya konu olan festivaller
halkla iliskiler amacli siklikla kullanilan bir etkinlik ttriddidr. Mikro ve makro duzeyde, bir Ulke
icerisinde duzenlenebilecek festivaller halkla iliskilerde hedef kitle olarak tabir edilen kamularin
ilgisini festivalin dizenlendigi yere ¢ekebilir. Festivallerin diizenlenmesiyle medya ortamlarinda
etkinligin ve ilgili kurum(lar)in adi gegerek 6nemli bir farkindalik da saglanmis olur (Goksel ve
Yurdakul, 2010). Bu baglamda etkinlikler farkli kurumsal amaclarla yonetilebilir. Bunlarin
arasinda marka imaji olusturmak ilk siralarda yer almakla beraber marka kimligini olusturmak,
marka gorundrlugind artirmak, givenirligi saglamak, medyada daha fazla yer bulmak sayilabilir
(Gupta, 2003; Chukwu, 2023).

Sosyal medya ve etkinlik yonetimi

Halkla iliskilerin tanima ve tanitma rolu goz onunde bulunduruldugunda bu islevlerin yerine
getirilmesinde yeni iletisim ortam ve araclart dontisum saglamustir. Artik halkla iligkiler
profesyonelleri, hedef kitlelerini anlamak ve/veya markalarini anlatmak icin sosyal medya
araglarini tercih etmektedirler. Koker (2023), bilgi edinme ihtiyacini bir sosyal ihtiyag olarak ifade
etmis ve ¢evrimici ortamlardaki topluluklarin da bilgi edinme ihtiyacini bu ortamlarda dolagsima
giren iceriklerden giderebilecegini aktarmistir. Dolayisiyla markalar, organizasyonlar, kurumlar
vb. birgok aktor mesajlarini bu ortamlarda olusturdugunda hem bilgiye ihtiya¢c duyan hem de
bilgi aktarmak isteyen taraflar igin uygun bir zemin olusur. Kurumlar, markalar, organizasyonlar
tarafindan kendilerini anlatmak igin dizenlenecek etkinliklerde katilimci etkilesimlerinin
olusturulmasinda ve genis cevrelere yayllmasinda sosyal medya onemli firsatlar sunmustur.
Cevrimici platformlar etkinliklerin duyurulmasinin yani sira gergek zamanli geri bildirimlerin
yakalanmasi igin de kolayliklar saglamaktadir. Tim bunlar bir araya geldiginde, etkinlikler
geleneksel medya ortamlarini asip dinamik iletisim ortamlarinda tanitildigi, deneyimlerin
aktanldigi ve genis gevrelere tasindigi bir dijital nitelik kazanmistir.

Teknolojinin gelismesiyle birlikte iletisim fenomeninde de meydana gelen kokld dontstimler
gevrimigi ortamlari populer hale getirmistir. Bu ortamlarda kullanicilar kendi profillerini
olusturarak diger kullanicilarla etkilesime gegmekte, fikirlerini paylasmaktadir (Koker ve Ozer,
2019). Yasanan bu dontisim markalari da etkilemis ve goz ardi edilemeyecek ve/veya dikkatle
takip etmesi gereken alanlara bir yenisi daha eklenmistir. Clinku kendi markasiyla ilgili hedef
kitlelerin fikirleri, paylagimlari ve etkilesimleri deger yaratimi sirecinde onem tasimaktadir.
Halkla iligskiler, pazarlama, reklamcilik vb. disiplinler bu degisimden etkilenerek is streclerinde ve
yaklasimlarinda kokten degisiklikler gergeklesmistir (Unli Kurt, 2018). Etkinlik yonetimini
ustlenen profesyoneller etkinliklerini planlamak, tanitmak ve olusturmak igin sosyal medyayi
kullanabilir. Bu noktada amag, etkinlige duyulan ilgiliyi artirmaksa sosyal medya bu amacin
yerine getirilmesinde kusursuz bir aractir (Harb vd., 2019).

Halkla iliskilerin yeni paradigmasl paydaslarla olan etkilesim, anlamli deneyimler yaratma
bicimlerindeki dijital dontustumler, halkla iligkiler ve etkinlik uygulayicilarina anlamli baglantilar
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noktasinda yeni firsatlar sunmaktadir (Chukwu, 2023). Halkla iliskilerin medya iliskilerindeki
gorev alani teknolojinin izin verdigi dlgtide ¢evrimici ortamlara dogru kaymistir. Yasanan boylesi
bir dontstim hem dlkemizde hem de dinyada kabul gormdus, gerceklestirilen ve/veya
gerceklestirilecek etkinliklerin cogu, sosyal medya araclarinda hedef kitlelerle paylasilmaya
baslanmistir (Alikilig, 2011).

Sosyal medya ekosisteminde gorece daha genc kitlenin varligi farkl festivaller ve etkinlikler igin
oldukcga populer bir alan sunar ve festivalin dncesinde, esnasinda ve sonrasinda ¢ok daha fazla
etkilesime olanak tanir (Hudson ve Hudson, 2013). Ayrica gevrimici ortamlarin ag baglantili
yapisi dusundldigunde burada kullanicilar arasinda meydana gelen etkilesimlerin  ve
paylasimlarin katlanarak buyudugunu gorebiliriz. Kullanicilarin sayisiz veri paylasmasi, iceriklerin
cesitlilik gostermesi ve veriyi elde etme sikliginin hizli olmasi buytk verinin hacim, ¢esitlilik ve hiz
unsurlariyla sosyal medya ile de yakindan iliskili oldugunu gostermektedir (Amato vd., 2019).

Bolgesel, ulusal ya da uluslararasi capta duzenlenen etkinliklerde cevrimici platformlar
etkilesimin ve iletisimin merkezi konumundadir. Halkla iliskiler acisindan hedef kitlelere ulasip
mesajlarin hizli ve etkili bir sekilde yayma c¢abasinin énemi goz ontinde bulunduruldugunda,
cevrimici ortamlar oldukga 6nemli firsatlar sunmaktadir (Unli Kurt, 2018). Gergeklestirilen
etkinlikler dogrudan belirli bir hedef kitleyi olusturmadi§i durumlarda bile kulaktan kulaga
tanitimla asil hedeflenen kitleden gok daha genis gruplara ulasilabilir (Gupta, 2003). Sosyal
medyanin dogasinda yatan surekli etkilesim, festivaller ve etkinlikler icin yil boyunca ilgili bir
kitlenin olusturulmasinda anahtar rol oynayarak; etkinligin sinirli zamanini ve mekanini
dislndigimizde zaman ve mekanin Gtesinde festival topluluklarn yaratir (Van Winkle ve
Bueddefeld, 2020).

Paris vd. (2010) Facebook'ta trafigin artmasiyla birlikte bu ortamin etkilesimli 6zelligi 6zel etkinlik
ve festival organizatorlerine degerli firsatlar sundugunu dile getirmistir. Dolayisiyla bu sayfalar,
hedef kitlelere ulasmanin kolayligi noktasinda guclt araclar olarak karsimiza gcikmaktadir. Sosyal
medya, potansiyel hedef kitlelerin bir etkinlige olan ilgisini artirmanin yaninda etkinlige katilarak
deneyim paylasma konusunda motive edicidir (MacKay vd., 2017). Flinn ve Frew (2014) bir
festivali inceledikleri calismada, bireylerin festival deneyimlerini sosyal ag ortamlarinda birlikte
yaratmayi istediklerini ortaya koymustur.

Bir etkinligin duyurulmasinda, yayilmasinda, deger yaratiminda ve sonrasindaki yansimalarinda
sosyal medyadaki etkileyicilerin de onemli katkilari vardir. Sosyal medyada etkileyiciler
olusturduklarr icerikleri, diger sosyal medya araclarini ve etkilesim yollarini kullanarak hedef
kitlelerin tutumlarini sekillendiren, bagimsiz GglncU taraf destekgiyi temsil etmektedir (Freberg
vd., 2011, s. 90). Stratejik iletisim agisindan distndldtginde, sosyal medya etkileyicileri igerigi
dreten, igerigi dagitan, etkilesim ve sosyal aglarda kisisel gorunimu araciligiyla kurumsal
paydaslarla belirli bir temelde iliski kurmus ve Uzerlerinde etki sahibi olan aktorlerdir (Enke ve
Borchers, 2021, s. 267). Sosyal medyada etki giicl ylksek kullanicilarin potansiyeli markalarin,
politikacilarin ve haberlerin yaratici ve yikici 6zellige sahip olarak dederlendirilmektedir (Hansen
vd., 2020).

Calismada anlatilan kuramsal yapi, sosyal medyanin etkilesim temelli isleyisini ortaya
koydugundan oturu kullanicilarin birbirleriyle olan baglantilarini ortaya ¢ikaracak iliskisel temelli
veri analiz sUrecini gerektirmistir. Dolayisiyla agda olusan temalarin saptanmasi, etkili
kullanicilarin kesfi, etkilesim kaliplarinin belirlenmesi gibi streglerde yonlendirici olmustur.

Yontem

Bu calisma nicel arastirma yontemi odaginda gerceklestirilmistir. Calismanin amaci ve konusu
dogrultusunda X platformunda kullanicilar tarafindan yaratilan igerikleri, kullanici etkilesimlerini
ve olusan ag yapisini analiz etmek icin sosyal ag analizi kullaniimistir. Sosyal ag analizi yontemi
nicel arastirma yontemi icinde degerlendirilen bir yaklasimdir (Schipper ve Spekkink, 2015).
Ayrica sosyal aglar buyuk verinin U¢ ana unsuruyla karakterize edilmektedir. Bunlar; hiz, gesitlilik
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ve hacim. Sosyal ag analizi yontemi blyuk veriye dayali yaklagimlarda cercevelenmektedir
(Abkenar vd., 2020). Arastirma geleneksel saha verilerinin yerine tamamen dijital izlere dayali bir
yaklasimla tasarlanmis olup; X platformunda kullanicilar tarafindan yaratilan icerikler veri
madenciligi kapsaminda analiz edilmistir. Kullanici etkilesimleri, ag yapisi ve hashtag iligkileri
veri madenciligi sdreci asamalarina uygun bir sekilde analiz edilmistir. Yuksek katilimli
etkinliklerin sosyal medyada yogun etkilesimler Urettigi ve buyuk veri temelli analizler icin elverisli
arastirma alanlari  sundugu varsayimindan hareketle c¢alismada teknoloji festivalleri
(TEKNOFEST) inceleme konusu olarak belirlenmistir. Teknoloji festivalleri Turkiye'de milli
teknolojinin gelistirilmesi amaclyla, bircok paydasin katihm sagladigi havacilik, uzay ve teknoloji
alanlarinda gergeklestirilen bir etkinliktir. ilki 2018 tarihinde gergeklestirilen TEKNOFEST,
oldukga farkl etkinlikler gerceklestirerek toplumda teknolojiye olan ilgiyi artirmayi
hedeflemektedir. Oldukca fazla ziyaretci sayilariyla ilgi odagr haline gelen TEKNOFEST,
basladigindan bu yana her yil diizenli bir sekilde gerceklestiriimektedir (TEKNOFEST, 2025).

Sosyal ag analizi dugumler ve kenarlardan olusan yapilarla ilgilenir ve bu yapilari matematiksel
ve gorsel olarak inceler. Digumleri birbirine baglayan kenarlar tarafindan olusturulan aglarin
bireyler Uzerindeki etkilerini arastirmaktadir. Dolayisiyla, etkilesimler bir nevi baglantilar agi
olusturur. Sosyal iligkilerin yapisini anlamak ve bu sosyal yapilari bir ag olarak ele almak sosyal
ag analizinin ana hedeflerindendir (Scott, 2012). Sosyal ag analizi agin yapisini anlamamizi
kolaylastirirken diger taraftan agda etki giict ylksek aktorlerin tespit edilmesini saglar (Doreian
vd., 2005). Sosyal ag analizinde bireyler, gruplar, organizasyonlar gibi aktorler “diGgum” olarak
adlandirilirken aralarindaki sosyal iligkiler ise “kenar” olarak kavramsallastirimistir (Scott vd.,
2024; Scott, 2012). Gergeklestirilen bu arastirmada da benzer sekilde TEKNOFEST izmir ile ilgili
olusan agdaki bireyler digum olarak adlandiriimistir. Dugumlerin birbirleri arasindaki yeniden
gonderi paylasma, bahsetme, cevap verme, alinti yapma gibi X platformundaki etkilesim turleri
de aralarindaki sosyal iliskiyi olusturarak kenarlari meydana getirmistir.

Sosyal medyanin yapisi, popularitesi ve kullanicilarin fikir ve gortslerini genis cevrelere
duyurmak amaciyla yaptigi sayisiz icerikler ve olusan etkilesimler buyuk veri setlerini
olusturmustur. Bu ortamlardaki buyuk veri setlerinde anlamli ve degerli hale gelmeyi bekleyen
bilgiler yer almaktadir. Dolayisiyla bir etkinlik oldugunda, ki ulusal capta gerceklesen bir etkinlikse
bu, bireylerin gevrimici ortamlara birakmis olduklari dijital izler, fikirler, deneyimler ve birlikte
deger yaratma gercegdi goz onunde bulunduruldugunda etkinligi dizenleyen profesyoneller icin
etkinligin ¢evrimici ortamlarda yer alan kullanicilar nezdinde ne anlam ifade ettigi onemli
gorulmustur. Bu arastirmada sosyal ag analizi yonteminin secilmesindeki temel motivasyonlar
arasinda kullanici etkilesimlerini ve bu etkilesimlerin yarattigi ag yapisini, agda olusan baskin
temalari, bilgi akisinin temel yollarini, agin etkileyicileri ve onlarin merkeziyetlerini derinlemesine
incelemek ve i¢cgoruler yakalamak yer almaktadir.

Ara$t|rman|n amaci ve konusu

ise kosulan bu arastirmada amag, TEKNOFEST izmir ile ilgili X platformundaki kullanicilarin
paylasimlari ve etkilesimleri sonucunda ortaya ¢ikan ana temalari tespit etmektir. Bir diger amac
TEKNOFEST izmir aginda topluluk yapisi, etki gict yiiksek aktorlerin kesfi, ag igindeki konumu
ve onemine iliskin derin igcgorller elde etmektir. Ayrica halkla iligkiler ve etkinlik yonetimi
acisindan bakildiginda ¢evrimici ortamlardaki yansimasini sosyal ag analizi ile ydontemiyle ortaya
koymak amagclanmistir. Calismada, X kullanicilarinin etkilesimleri sonucunda olusan agin yapisi
analiz edilmis ve veri gorsellestirme ¢alismasi yapilmistir. Arastirmanin konusunu ise bir halkla
iliskiler araci olarak gorulen etkinlik yonetimi dogrultusunda teknoloji festivali olan TEKNOFEST
Izmir ile ilgili X platformundaki kullanici icerikleri ve etkilesimleri olusturmaktadir. Dolayisiyla
TEKNOFEST izmir etkinligi sosyal agd analiziyle incelenmistir. Tim bu anlatilanlardan yola
cikarak gerceklestirilen bu calismada asagidaki arastirma sorularina yanit aranmistir:

AST1; TEKNOFEST izmir etkinliginin X platformuna yansimasi bagdlaminda 6ne gikan temalar
nelerdir?

AS2; #teknofestizmir aginda hangi yapisal nitelikler kesfedilmistir?
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AS3; TEKNOFEST izmir agindaki merkezi aktorler hangi dzellikleri tagimaktadir?
Veri toplama siireci ve veri analizi

Calismanin amaci etrafinda veriler X platformundan elde edilmistir. X platformunun veri
politikasi veriye erisim surecinde etkili olmustur. Calismanin veri seti veri madenciligi
perspektifiyle #teknofestizmir sorgusu kullanilarak elde edilmistir. Sorgu esnasinda sadece ilgili
etiketi iceren gonderilerin alinmasi saglanmistir. Calismanin verileri TEKNOFEST etkinliginin
gerceklestigi tarih araligini “27.09.2023 — 01.10.2023" kapsayacak sekilde toplanmistir. Bu
strecte NodeXL Pro yaziliminin “Import from X" ice aktaricisi kullaniimistir. Yazilim “web
scraping” teknigiyle kamuya acik olan postlari toplamaktadir. Veri seti NodeXL Pro araciligiyla
analiz edilmigtir. Calismada elde edilen veriler "kamuya agik ve/veya kamusal® niteliktedir.
Internet arastirmalari igin ortaya koyulan etik hususlar rehberlik ederek; herhangi bir kullanicinin
kisisel bilgilerini tespit edebilir detaylar verilmemistir. Ayrica veriler, oturum ag¢ma bilgisi
gerektirmeyecek sekilde sunulmaktadir.

Aragtirmanin sinirhiklan

Calismanin verileri yalnizca X platformundan elde edilmistir. Diger sosyal medya ekosistemleri
dahil edilmemistir. Sosyal medya verileri goruntrlik ve temsiliyet kaygisi sebebiyle yanlilik riski
tastyabilir. Arastirmada veriler toplanirken X platformunun veri politikasindaki yaklagimi ve API
kisitlamalar  galismanin  bir baska sinirhligini  olusturmustur. Veriler yalnizca etkinligin
gerceklestigi  donemdeki tarih araligiyla sinirlidir.  Verilerin - elde edilmesi, analizi ve
gorsellestirilmesi bir bilgisayar programi araciligiyla gergeklestirilmistir.

Bulgular

Turkiye Cumhuriyeti'nin 100. yilinda Izmir'de gergeklestirilen TEKNOFEST etkinligine iliskin X
platformunda kullanicilarin olusturdugu icerikler ve etkilesimler #teknofestizmir etiketiyle
toplanmis ve veri setine yonelik genel ag karakteristigi tablo 1'de verilmistir.

Tablo 1 #teknofestizmir aginin genel karakteristigi

Ag (#teknofestizmir)

Zaman araligi 27.09.2023 - 01.10.2023
Ag tipi yonlu

DUgum 4059

Kenar 8114

Yogunluk 0,0003

Tablo 1'de gorildugu Uzere festival etkinliginin gerceklestigi tarih araliinda 4059 aktor (digum)
toplamda 8114 baglanti (kenar) olusturmustur. Digudm; bir sosyal yapi igerisindeki ekipleri,
kurumlari, organizasyonlari ve insanlari temsil eden bir kavramdir. Kenar; sosyal yapilarin
(ekipler, kurumlar, organizasyonlar, insanlar vb.) bag dokusunu olusturan etkilesimleri, iliskileri
ve baglantilari belirtmektedir (Hansen vd., 2020). Elde edilen bu bulgu, galismanin analizin
yapildigi donemde 4.059 farkli kullanici igerik Urettigini ve/veya etkilesime girdigini
gostermektedir. Bu kullanicilar arasinda ise 8114 etkilesim (orn: bahsetme, yanitlama, yeniden
paylasim vb.) olustugu saptanmistir. Olusan ag bir kullanicidan diger bir kullaniciya etkilesimin
gittigi yonld bir agdir. Ag grafiginin yogunlugu ise 0,0003 skoruyla oldukca diistk bir deder olarak
karsimiza cikmaktadir. Buyuk olcekli sosyal aglarda dustk yodunluk karakteristik bir ozellik
gosterir ve seyrek bir yapl soz konusudur. Bu da birgok gevrimigi sosyal agda gozlemlenen
kuvvet yasasi derece dagilimiyla tutarlilik gosterir (Firuzbakht ve Khansari, 2025; Mislove vd.,
2007). Bir agdaki yogunluk; ag grafigindeki dugtmlerin arasindaki genel baglanti diizeyini temsil
etmektedir. Diger bir ifadeyle agdaki dugumlerin birbirleriyle giclt bir sekilde baglantili olup
olmadiklarini dlgmektedir (Scott, 2017).
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Gorsel 1 #teknofestizmir ag grafigi

Gorsel 1'de #teknofestizmir ag grafigi yar islenmis olarak verilmistir. Ag, X platformunda 4059
diglmin birbirleriyle girmis oldudu etkilesimler (repost, reply, mention vb.) sonucunda
meydana gelmigstir. Gorselde gorunen daireler dugumleri yani kullanicilari temsil etmektedir.
Kullanicilar temsil eden daireler merkezilik skorlarina gore olgeklendirilirken renkleri ise kiime
tespiti  sonucunda  belirlenen  topluluklari  gostermektedir.  #teknofestizmir  aginin
gorsellestiriimesinde secilen algoritmalar Harel Koren Fast Multiscale ve topluluk analizinde
Clauset-Newman-Moore olarak belirlenmistir. NodeXL Pro yaziliminda bu algoritmalarin
secilmesinde birtakim gerekceler sz konusudur. Ozellikle milyonlarca dugimun on milyonlarca
kenar olusturdugu buytk olgekli aglarin analizini Clauset-Newman-Moore algoritmasi
kolaylastirmaktadir. Topluluk tespiti asamasindaki islerliginden ottrd de bu algoritma tercih
edilmistir (Clauset vd., 2004). Harel-Koren Fast Multiscale algoritmasi ise ag grafiginin gorsel
acidan okunmasini ve sunumunu kolaylastirmasi bakimindan onemli iyilestirmeler sunmustur
(Harel ve Koren, 2000). Benzer sekilde TEKNOFEST Izmir aginda yiksek digim ve kenar sayisi,
buyuk dlgekli sosyal medya agi ve duzensiz baglanti yapisi 6zelligini gostermektedir. Dolayisiyla
calismada ag grafiginin okunabilirligini artirmak igin bu algoritma tercih edilmistir.
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Gorsel 2 #teknofestizmir aginin sosyal ag analizi

Gorsel 2 TEKNOFEST izmir'in sosyal ag grafigini gdstermektedir. Tipki yiiz yiize sosyal yapilarda
oldugu gibi gevrimici ortamlarda da bireyler irili ufakl topluluklar olusturabilir. Kullanicilar
birbirleriyle ortak konularda, yanitlarda, bahsetme ve paylasimlarda belirli bir grubun iginde yer
alabilir. Ag perspektifi, gruplarin ve kiimelerin sinirlarini kesfeder ve tanimlar. Birbiriyle daha
yogun baglantili olan digimler gruplari olusturmaktadir (Hansen vd., 2020).

TEKNOFEST izmir aginda toplam 143 grup olusmustur. Kiiguk gruplarin da sayica ¢oklugu goz
onudnde bulunduruldugunda ilk 10 buytk grubun gorsellestirmesi ve metrikleri yapiimistir.
GOorselde goruldugu Uzere, kuguk ikonlar kullanicilari temsil ederken aralarindaki kenarlar ise bu
kullanicilar arasindaki baglantilari gostermektedir. Olusan gruplarin merkezinde ise diger
kullanicilara oranla daha buytk gorsellerle temsil edilen dtigumler, agda diger gruplarla ve/veya
kullanicilarla etkilesime ve bilgi akisina olanak saglayan merkezi ve etki gicu yuksek aktorler
olarak karsimiza ¢ikmaktadir. Bu aktorlerin merkeziyetleri arasindalik merkeziligi skoruna gore
hesaplanmaktadir. Arasindalik merkeziligi, agdaki dugumlerin dnemini dlgen bir degerdir. Diger
bir deyisle, bir aktorin diger aktorler arasindaki bilgi akisini ne olctde etkileyebileceginin
gostergesidir (Ahmed vd., 2023). Arastirmada en yiksek arasindalk merkeziyetine sahip
dugumler sirasiyla Grup 2 (deder: 2929774,294), Grup 3 (de@er: 2855296,739) ve Grup 1 (deger:
2701165,894) oldudu saptanmistir. Bu gostergeler agda en merkezi grubun Grup 2 oldugunu
soylemektedir. Bilgi alisverisinde, kullanicilari birbirine baglamada onemli rol dstlendiklerini
gostermektedir. Gruplardaki arasindalik merkeziligi yuksek aktorlerin agdan koparildigi bir
senaryoda etkilesimin ve bilgi aktariminin kesintiye ugrayabilecedi ifade edilebilir.

Agda herhangi bir kullanici ya da grupla baglantisi ve etkilesimi olmayan izole kullanicilarin bir
arada kimelendigi topluluk Grup 6'da temsil edilmektedir. Buradaki digimler, TEKNOFEST
Izmir ile ilgili fikir paylasan ancak sosyal yapinin geri kalanindan kopuk olan, etkilesimsiz
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kullanicilardir. Dolayisiyla agda en dusuk yogunluga sahip topluluk Grup 6 olarak belirlenmistir.
Grup 7, 9 ve 10 ise etkilesimlerin daha siki yasanan en yogun gruplar olarak karsimiza ¢ikmistir.

TEKNOFEST izmir aginda gruplarda en gok yeniden paylasilan gonderiler incelenmistir. Agda en
cok yeniden paylasilan (repost) icerik Grup 4'te yer alan bir paylasim olup su sekildedir;

“Congratulations to all the teams competing in @ Teknofest! Thank you, President @R TErdogan,
for the invitation. | look forward to attending in person next year, as well as discussing further
opportunities for investment in Turkiye.” (Elon Musk, 2023).

Gonderi uzay ve teknolojisi yatirimlariyla bilinen Elon MUSK'a aittir. Bu gonderiyle TEKNOFEST
Izmir'in uluslararasi teknoloji devlerinin yer aldigi arenada ilgi gordugu anlasilmistir. Ayrica
etkinligin ana odagi olan uzay ve teknolojiye yonelik yatirimci olasiligi agda genis kabul gorerek
etkilesim yaratmistir.

Agda en cok repost edilen diger bir gonderi ise Grup 1'de yer alan ve Elon MUSKa yanit
niteligindeki Turkiye Cumhuriyeti Cumhurbaskani Recep Tayyip ERDOGAN'In gonderisidir ve su
sekildedir:

Sevgili @elonmusk, Dinyanin en buytk havacilik, uzay ve teknoloji festivali @Teknofest'te
gelecek yil seni de gormekten buyuk memnuniyet duyacagiz... Kazan-kazan anlayisiyla
gerceklestirecegimiz is birlikleriyle, Ulkemize ve insanlia bircok alanda buyuk katkilar
sunacadimiza inaniyorum. En kisa zamanda tekrar gorismek dilediyle... (Recep Tayyip Erdogan,
2023).

Birlikte kazanmanin ve isbirliginin hem Ulkeler seviyesinde hem de insanliga olan katkisinin
vurgulandigl bu gonderi agda TEKNOFEST Izmir etkinligine iliskin kullanicilar arasinda genis
yanki bulmustur.

Agda en c¢ok repost edilen diger bir gonderi ise grup 7'de repost edilmis ve ortak bir etkilesim
yarattigini gozler onidne sermistir:

Kalpten kalbe bir yol vardir... ¥ 1rgy There is a path leading from one heart to another...
¥ 1rgY § #TEKNOFEST izmir (Selcuk Bayraktar, 2023).

Gonderi sahibi TEKNOFEST etkinliginin Turkiye'de dlizenlenmesinde dnemli bir paydasi ve roll
olan Selguk BAYRAKTAR'tIr. En ¢ok repost edilen gonderilerden olmasi, Selgcuk BAYRAKTAR'IN
teknoloji alanindaki onemli atiimlari ve adimlariyla bilindiginden dolayi etkinlige olan katkisinin
agda da genis kabul gordugunt ortaya koymustur. Agda en ¢cok repost edilen gonderiyi olusturan
kullanicilarin ayrica ytksek arasindalik merkeziligi skoruna sahip olduklari, bu aktorlerin agda
stratejik konumda oldugunu ve bilginin yayilmasinda, etkilesimin genis cevrelerce olusmasinda
merkez olduklari elde edilen bu bulgularla ortaya koyulmustur.

Tablo 2 Agdaki etkili kullanicilar (arasindalik merkeziligi degerlerine gore)

Sira Kullanici Arasindalik Merkeziligi Skoru Takipgi Sayisi
1 vatandas 2929774,294 1384 B

2 vatandas 2855296,739 1504 B

3 Recep Tayyip ERDOGAN 2701165,894 21,6 M

4 Selguk BAYRAKTAR 1706047,052 3M

5 Teknofestint (resmi hesap) 1531013,459 9,98

Tablo 2'de verilen kullanicilar #teknofestizmir aginda etki gucu yuksek merkezi aktorler
arasindalik merkeziligi skorlarina gore hesaplanmistir. Kullanicilarin arasindalik skorlari ile
birlikte takipci sayilari da verilmisti. TEKNOFEST izmir etkinliginin X platformundaki
yansimalarina baktigimizda agin en merkezi aktorin vatandas profiline sahip iki kullanici
olmustur. TEKNOFEST izmir etkinligiyle ilgili olumlu icerikleri cevresine yayan kullanicilar
olmakla birlikte takipg¢i sayilarinin oldukga yuksek oldugu saptanmistir. Bu kullanici hesaplari
makro influencer olarak degerlendirilebilir. Agda etkili ve merkezi konumdaki diger aktor ise
Turkiye Cumhuriyeti Cumhurbaskani Recep Tayyip ERDOGAN'dIr ve etkilesim ile bilgi aktarimi
unsurlarinda kopri gorevi gormektedir. TEKNOFEST izmir aginda merkezi konuma sahip bir
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diger aktor Selcuk BAYRAKTAR'In da etkinlikle ilgili yayinlamis oldugu icerikler genis kabul
gorerek agin alfa aktorlerinden bir digeri olmustur. Arasindalik merkeziligi skorlarina gore etkili
kullanicilarin siralandigi bu analizde besinci etkili aktor TEKNOFEST'in ingilizce resmi X
platformu hesabi olmustur. Yine diger aktorlerde oldugu gibi agda kopru gorevi gorerek bilgi
aktariminin ve etkilesimin taslyicilarindan olmustur. Tablo 2'de yer alan ilk 5 kullanici,
bulunduklari kimenin cekirdegini olustururken diger kullanicilardan cok daha fazla baglanti
almislardir. TEKNOFEST izmir adinda bilginin paylasilimasi noktasinda kopri gorevi gorerek
bulunduklari agin bir nevi kanaat onderleridir.

Etiketler (hashtag olarak bilinen uygulamalar) trendlerin yayiliminda ve etkilesimin
saglanmasinda gugli bir kullanimdir. X platformunda TEKNOFEST izmir aginda hangi hashtag
en cok kullanildigr analiz edilmistir. Bu baglamda ortaya ¢ikan sonug ilk t¢ hashtag olarak Tablo
3'te verilmistir:

Tablo 3 En sik kullanilan ilk t¢ hashtag

Hashtag n

#teknofestkusadi 247
#sengeleceksindiye 164
#milliteknolojihamlesi 1417

TEKNOFEST izmir etkinligine iliskin olarak X platformunda en sik paylasilan hashtag
#teknofestkusagl olmustur. Planli etkinlikler etkin bir bigcimde yonetildiginde stratejik hedeflere
ulasmada yaygin bir arag olarak kullanildigi ifade edilmistir (Crowther, 2010). Ayrica etkinlikler
imaj gelistirme ve marka olusturmadaki rolleriyle deder kazanmistir (Getz ve Page, 2016).
TEKNOFEST resmi X platformunun baslattigi bu iletisim, hedef kitleleri igin bir nevi kurumsal
kimligini deneyimsel olarak yansitirken; X platformu bunu aracili bir sekilde genis gevrelere
aktarmaktadir. Etkinligin genc kusaklar tUzerinde konumlandiriimasi sosyal medyada mesajlarin
daha fazla yayllmasina olanak saglamaktadir. ikinci en ¢ok paylasilan hashtag ise
#sengeleceksindiye etiketidir. “Sen Geleceksin Diye” sloganini TEKNOFEST 2023 vyilinda
Cumbhuriyetimizin 100. yilindaki etkinliklerinde kullanmistir. Bu hashtag aslinda bir hareketin de
baslangici olarak kullanildigl distnudlmektedir. TEKNOFEST etkinliklerinin hedef kitleleri goz
ontinde bulunduruldugunda ozellikle gencleri ve teknoloji meraklilarini hedeflemistir. Bu sayede
etkinlik hedef kitle nezdinde gorunur kilinarak sosyal medyada dolasima girmistir.
#teknofestizmir aginda en sik kullanilan Gguncu hashtag #milliteknolojihamlesi olarak tespit
edilmistir. TEKNOFEST paydaslarindan BAYKAR'In X platformundaki gonderilerinde kullandigi
belirlenen bu etiket millilik yaklasimini ve ulusal teknoloji hamlelerini vurgulayarak bir misyon
ortaya koymaktadir. Boylece hem etiketin paylasildigi hesabin agda merkezi bir kanaat onderi
olarak konumlanmasi hem de verilmek istenen mesaj dijital trendlere de uyumlu bir sekilde
yapllandinimasi sosyal medyadaki kullanicilar tarafindan ilgi gormus ve paylasilmistir.

Tartigma

Bir halkla iliskiler araci olan etkinliklerin sosyal medyadaki yansimalarinin merak edildigi bu
calismada TEKNOFEST izmir etkinligi incelenerek; X platformuna yansimalari, anahtar aktorler,
ag yapisl, kullanici etkilesimleri ve ortaya ¢ikan temalar aktariimistir. Ayrica calismanin arastirma
sorulari burada yanitlanmistir.

Ik olarak “TEKNOFEST izmir etkinliginin X platformuna yansimasi baglaminda 6ne ¢ikan
temalar nelerdir?” sorusuna yanit aranmistir. TEKNOFEST izmir adinda olusan kimelerde
benzer temalari yayan koprii gérevinde aktorler meveuttur. TEKNOFEST izmir etkinliginde hedef
kitlelerin gogunlugunu olusturan geng kitle Gzerinde populer olabilecek hashtagler kullaniimis ve
etkinlikle hedef kitle arasinda guglu bag kurulmak istenmistir. Gerceklesen bu etkinligin X
platformuna yansimalarinda milli ve yenilik¢i teknoloji vizyonunun, genc¢ kusagi hedefleyen
mesajlarin guglu bir sekilde aktarildigi tespit edilmistir. Dolayisiyla ¢alismada kullanici baglarinin
ortak temalar ve mesajlar Uzerinden yaratilabilecegi tespit edilmistir. Bulgular, sosyal medyada
etkinlik iletisiminin yalnizca mesaj Uretimiyle sinirli kalmayip; tematik soylemlerin stratejik olarak
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yonetilmesi gereken bir iletisim pratigine dontstugunu gostermistir. Agda kopru rolu Ustlenen
dugumler tarafindan etkinlik mesajlarinin farkli kimeler arasinda dolasima sokulmasi, halkla
iliskiler faaliyetlerinde mesaj yayiliminin ag icindeki kilit aktorler araciligiyla genisleyebildigini
ortaya koymustur. Ayrica sosyal medyanin halkla iliskiler uygulamalarinda gortnurlik
sunmasinin yani sira hedef kitleyle ortak bir anlam kurulmasina aracilik eden bir roll soz
konusudur. Castells (2010) c¢alismasinda dijital cagda iletisimin ag yapilari Uzerinden
gerceklestigini aktarmistir. Nitekim halkla iligkiler literaturtinde de dijital ortamlardaki iletisim
faaliyetlerinin kurum ve hedef kitlesi arasindaki etkilesimi ve diyalogu gelistirecegi ifade
edilmistir (Grunig, 2009). Bu galismanin bulgularini yapilan diger calismalarla karsilastirmak
mimkundur. Ozer ve Koker (2025) TOGG markasina yonelik yapmis olduklari arastirmada
benzer sonuclara ulasarak ulusal ve kultdrel mesajlarin cogunlukla genis katihm ve destek
aldigini ortaya koymustur. Pino vd. (2018) Facebook gonderileri Uzerinde yaptiklari bir
arastirmada etkinlikler ile ilgili verilmek istenen mesajin ana temasinin kullanici etkilesimlerini
onemli Olgcude etkiledigini ortaya koymuslardir. Ayrica kullanicilari gevrimici ortamlarda
etkileyecek mesajlarin yerel gelenekler lzerine konumlanan mesajlar oldugunu belirterek
Facebook'un etkinliklerin tanitiminda onemli bir arag oldugu sonucunu vermiglerdir.

Diger taraftan “#teknofestizmir aginda hangi yapisal nitelikler kesfedilmistir?” sorusuna yanit
aranmistir. Festival etkinliginin sosyal medyada meydana getirdigi agin yapisi incelendiginde
literatlrdeki diger calismalarla benzerlik gostermistir. ilk olarak, #teknofestzimir aginda
baglantisiz kullanicilar yer almaktadir. Ardindan agin grafik yogunlugunun disuk oldugu ifade
edilebilir. Buna benzer bir ad yapisi “topluluk kimeleri” olarak adlandiriimaktadir. izole
kullanicilarin orani agin genel yapisi itibariyle gorece dusuktur. Birbirlerine bagli kuguk kumeler
kendini gosterebilir. Konferans, kongre, sosyal ve kilturel etkinlikler benzer ag modelini sergiler
(Himelboim vd., 2017). Diger taraftan topluluk kimeleri genelde popdler konular etrafinda
olusturulur ve etkili kullanicilar bu tarz ag yapilarinin merkezinde bulunur (Batool vd., 2022).
#teknofestizmir agi da benzer bir yapida karsimiza ¢gikmis ve etkili kullanicilar bu agda merkezde
konumlanmistir. TEKNOFEST izmir agi; izole kullanicilara sahip ancak agin genel yapisinda
dustk oranda, populer ve benzer konular etrafinda bir araya gelen ve agin merkezinde etkili
aktorlerin bulundugu bir topluluk kimesini andirmaktadir. Agin merkezinde konumlanan etkili
aktorler etkinlik soyleminin dolagimini yonlendirmistir. Bunun yani sira izole kullanicilarin varhgi
neticesinde hedef kitlelerin esit dizeyde etkilesim igerisinde olmadi§l ifade edilebilir. Halkla
iliskiler acisindan degerlendirildiginde, dijital iletisim ortamlarinda etkinlik iletisiminin sadece
genis kitlelere erismek igin degil, farkli katiim duzeylerine sahip bireylerin de anlasiimasini
gerektiren stratejik bir iletisim sureci oldugu ifade edilebilir. Halkla iliskiler literaturt , dijital
iletisim ortamlarinin hedef kitleler ile kurumlar arasinda etkilesim ve diyalogsal iletisim kurma
olanaklarini artirdigini ortaya koymaktadir (Kent ve Taylor, 1998).

Son olarak “TEKNOFEST izmir agindaki merkezi aktorler hangi ozellikleri tasimaktadir?”
sorusuna odaklaniimistir. TEKNOFEST izmir aginda yliksek merkeziyet skorlarina sahip farkli
profillerde olan aktorler kesfedilmistir.  Bunlar arasinda makro influencer olarak
niteleyebilecedimiz vatandas profilleri, devlet baskani ve teknoloji sirketi baskani dnde gelen
aktorlerdendir. Ozellikle bulunduklari kiimelerde merkez konumundaydilar ve bilgi akiginin,
etkilesimin ve mesajlarin tonunu bu kullanicilar belirlemistir. Bu durum halkla iliskiler acisindan
degerlendirildiginde, sosyal medyada kurumsal mesajlarin yalnizca kurumdan hedef kitleye
dogru giden bir iletisim surecinden ziyade, farkli aktorler tarafindan mesajlarin dolasima
sokuldugunu gostermistir. Ozellikle iletisim literatiriinde kanaat onderligi yaklasimi, mesajlarin
ag icinde kilit konumdaki aktorler araciliiyla iletildigini ortaya koymaktadir. Jilkova (2018),
etkinlikler araciligiyla tuketicilerin ilgisini ceken mesajlar olusturulabilecegini aktarmistir. Ayrica
etki gucu yuksek kullanicilarin aktardigr mesajlarin daha olumlu duygular yarattigini aktarmistir.
Laurell ve Bjorner (2018) kullanici tarafindan yaratilan icerikleri toplamis ve analiz etmislerdir.
Yaptiklari arastirmada festivallerle ilgili sosyal medya ortaminda onemli miktarlarda etkilesim
yaratildigini ve festivalin gerceklestigi alanlara da etkilesimi artirdigini ortaya koymustur. Benzer
sekilde bu calismada, TEKNOFEST izmir etkinliginin oldugu donemde X platformundaki
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etkilesimlerin yogunlugu, ortaya ¢ikan agin yapisi ve festivalin gergeklestigi bolgedeki ilgi sosyal
ag analiziyle ortaya koyulmustur.

Sosyal medyanin bir halkla iliskiler araci olarak etkinliklerle olan baglantisi, 6Gnemi ve etkisi bu
arastirma sonucuyla ortaya koyuldugu gibi literaturle ve yapilan calismalarla uyumluluk
gostermektedir. Calismada tercih edilen sosyal ag analizi yontemi, halkla iligkiler disiplinin
onceledigi konulardan olan hedef kitlelerle iliskileri, etkilesim yollari ve dinamikleri nicel olarak
gortndr kilmustir. Halkla iliskiler, hedef kitleleriyle olusturdugu ya da olusturacagi iletisim
sUreclerini stratejik ve etkili bir sekilde yonetmek ister. Sosyal ag analizi ydntemiyle bir nevi hedef
kitleleriyle arasindaki iletisim mesafesini kisaltabilecek icgoruler sunulmustur. Clnkd kurumlar
etkinliklerinin  dijital ortamlara nasil yansidigini  bilmek ister, kanaat onderleri olarak
adlandirabilecegimiz agdaki aktorlerin tespiti ile bilgi akisinin yollarini aramaktalar. Ayrica
tematik kiimelerin kesfi gibi ag icinde olusan topluluklarla ilgili detaylar da kullanilan yontem
araciliiyla aktariimistir. Son olarak halkla iligkiler stratejilerinin buytk veri odakli bir anlayisla
olusturulmasi ve/veya revize edilmesinin dnemini aktarmanin gerekli oldugu dusunulmustur.

Sonug ve oneriler

Ag-baglantili oldugumuz ginumuzde bireylerin dGnemli bir cogunlugu sosyal medya ortamlarinda
fikirlerini, gorUslerini ve kendi igeriklerini yaratmaktadirlar. Bu acidan bakildiginda kurumlar,
markalar, organizasyonlar vb. taraflar planlayacaklari etkinlikle ilgili dnceledikleri hedef kitlelerini
gevrimigi ortamlarda toplu halde bulma firsatina sahiptirler. Ozellikle, etkinlikle ilgili etkilesimler,
bunlarin izlenmesi ve yonetilmesi sosyal medyanin dogasi itibariyle mumkun hale gelmektedir.
TEKNOFEST izmir etkinliginin sosyal ag analiziyle incelendigi bu c¢alisma, sosyal medyanin
etkinligin genis cevrelerce duyurumunda onemli bir rolt oldugunu buyuk veri odakli yaklasimla
ortaya koymustur.

TEKNOFEST 6zelinde gergeklestirilen bu calismayla alan uygulayicilarina oneriler getirilmistir:

= Halkla iligkiler araci olarak etkinlikler yoluyla kurum ve kuruluslar, markalar,
organizasyonlar sosyal medyada mesajlarini aktarmalari onemli icgordler kazandirir.
Ayrica etkinliklerin bilinirligi saglanabilir.

» Halkla iliskiler profesyonelleri, etkinlikle ilgili sosyal medya ortamlarinda alacagi
aksiyonlarla, ornegin birlikteligin one ciktigi unsurlar Uzerinden verilecek net mesajlar,
kurumlarin hedef kitleleriyle olan duygusal bagini kuvvetlendirebilir.

Sosyal ag analizi yontemiyle TEKNOFEST izmir aginda kesfedildigi gibi etki glict yiksek kisilerle
yaplilacak igbirlikleri, etkinlikleri dlizenleyen taraflarin daha genis ve farkli kitlelere eriserek daha
buyuk etkiler yaratmasi saglanabilir.

» Bu calismada kesfedilen makro influencer gibi etkileyiciler tespit edilerek; marka
profesyonelleri etkinliklerde verilmek istenen mesajlari gok daha genis kullanici kitlelerine
iletebilirler.

» Agdaki merkezi kullanicilar farkli sosyal segmentlere yonelik bilgi ve deger aktariminda
bu kisiler kritik rol oynar. Buna benzer sekilde, duzenlenecek olan etkinliklerde sosyal
medya Ozelinde verilmek istenen mesajlar farkli sosyal katmanlara merkezi aktorler
araciligiyla aktarilabilir ve farkindalik saglanabilir.

Popduiler bir arastirma alani olan sosyal medyada, etkilesim kaliplarinin tespiti ve karmasik veri
setlerinden anlamli i¢goruler elde edilmeye c¢alisiilmasi bu calismayl o6zgin kildigi
dustndlmektedir. GUnumuzun veri yogun ortamlarinda gesitli sosyal medya araglarinda
yapilacak benzer ¢alismalarla bir halkla iliskiler araci olarak etkinlik yonetimiyle ilgili arastirmalar
literatirde zenginlik yaratabilir.

Cikar ¢catigmasi

“Sosyal medyada etkinlik yonetimi: Teknofest izmir'in ag analizi” baslikli makalemin herhangi bir
kurum, kurulus, kisi ile mali ¢ikar ¢catismasi yoktur.
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Finansman
Bu arastirma icin dis finansman destegi alinmamistir.
Yazar katkilan

Yazar 1 (Cevat Sercan OZER): Kavramsallastirma; Yontem; Arastirma/inceleme; Veri
duzenleme; Bigimsel analiz; Ozgln taslak yazimi; Yazim—gozden gegirme ve duzenleme;
Gorsellestirme.

Yazar makalenin yayimlanan son halini okumus ve onaylamistir.

Veri erigilebilirligi

Veriler, makul talep dzerine temin edilebilir.

Etik kurul onayi ve katilimci onami

Uygulanamaz. Bu ¢alisma insan katilimci veya insan verisi icermemektedir.
Yapay zeka (YZ) araglarinin kullanimi

Bu makalenin hazirlanmasinda dil dizenleme ve stil iyilestirme igin yapay zeka destekli arag
(ChatGPT, Deepl) kullaniimistir. Yapay zeka araglar, ampirik verileri olusturmak veya
degistirmek, analitik sonuglar uUretmek veya calismanin temel bulgularini ve sonuglarini
sekillendirmek icin kullaniimamistir. TUm yapay zeka c¢iktilar, igerigin buttnlugu, 6zgunltgu ve
dogrulugundan tam olarak sorumlu olan yazarlar tarafindan incelenmis ve dogrulanmistir.

Aciklama

Bu calismanin ilk hali 29-30 Temmuz 2024 tarihinde izmir'de dizenlenen 1. Uluslararasi Veri
Analitigi Kongresi'nde sozIU bildiri (0zet metin) olarak sunulmustur.
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