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Editorial

Sevda Alankusg
John D.H. Downing

If we use the term media in its narrow sense, meaning mainly print and electronic
media, films etc., history of the “alternative media” (a term pronounced first, and still comes
much more easily to mind when non-mainstream media is the issue, at least in Turkey) goes
back to the second part of the 18th century (Atton, 2002). Otherwise, used in a wider sense as
in John Downing’s work (2001), refering to songs, street theaters, dances, cartoons, satires,
graffiti, carnivals etc., this history could be taken farther, perhaps to ancient times, to the very
first unequal societies where the ruled ones or the have-nots exercised any/some sort of
“resistance” or “opposition”. But if we leave aside the contributing philosophical works of
some authors such as Adorno, Enzensberger, Habermas, Guattari and Deleuze, the attempts at
theorizing and researching the “alternative media” by communication scholars does not have
more than a three decades long history. Although this relatively late interest in the issue is
partly compensated by the growing number of the scholarly works of the mid 2000s from all
around the academia, it is still possible to argue, as Chris Atton does, that alternative/radical
media hardly appear in the dominant theoretical traditions of media research (2002: 7).

Moreover, although there is a live and growing global solidarity and collaboration
between the social movements of counter-publics and their media initiatives, it is striking to
see how the very same disinterest or little interest is still valid in the academia when it comes
to determining communication conferences’ themes and the establishment of the curricula of
the communication/media departments. When it comes to Turkey, the picture is far from
holding much promise, for until quite recently there was almost a total silence or indifference
on the issue, which is seen to be a result of “deliberate political positioning” of the
mainstream academic circles by Koker and Doganay'. But since the reasons for the argued
silence of the Faculty of Communications on alternatives to the mainstream media need a
detalied analysis, we would only like to mention here that, in a country with a stubborn fear of
falling apart, and where there is a long history of supression of the opponent social
movements and their alternate channels, these institutions were hardly proactive in terms of
playing a pioneer role in the democratization process.

This indifference to alternative media was shaken first in 2006 by the Istanbul
International Independent Media Forum, which was the first of its kind, and which brought
independent/alternative media activists in contact with communication scholars within and
outside the country. Not surprisingly, the Forum had been initiated not by an academic
institution but by the co-efforts of the IPS Communication Foundation (IPS Iletisim Vakfi) in
Istanbul, and the Inter Press Service, together with individual contributions of a number of
communication scholars and students. Then, thanks not only to the spark of the Forum, which
was followed by the publication of the Forum’s proceedings, but to the liveliness of the
counter-publics and their continuing struggle to have their own media, the first academic
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works on “alternative media” started to come out only by the end of the first decade of the
2000s.

Now, in Turkey, where publication companies are proud of the numbers of their
translated books, but not enabled yet to let their readers meet with even the very pioneer
books of the field, we have Kurgu Online International Journal of Communication Studies, a
university journal devoting its very first issue to “Imagining the Alternative: The Strategies to
Cope with Mainstream Media Practices”. Therefore as the co-editors of the issue, we believe
that the journal with its renewed identity and its “non-geographical environment” deserves
much appreciation for breaking the significant silence of Turkish academia on the media of
the subjucated, discriminated ones.

The issue that you are holding includes four articles in English and three in Turkish
languages, contributing to different theoretical and performative aspects of the alternatives to
the mainstream media. In his issue-framing-article titled Iletisimsel Olmayan Ortaklar:
Toplumsal Hareket Medyasi Analizi ve Radikal Egitmenler (Uncommunicative Partners:
Social Movement Media Analysis and Radical Educators), John Downing draws our attention
to the absence of interface between educational activities and socially committed media. Thus
we learn that the above mentioned disinterest of the universities regarding alternative media is
not peculiar to Turkey. What Downing suggests is not only an interplay between the
universities and non-mainstream media practioners, but constructive interactions between
media analysis, media activism, media arts, media industry professions and media policy-
makers that forms a pentangle constituting the ‘five corners’ of the media firmament outside
the academy. Drawing our attention to the current mutual depreciation and/or suspicion
among these in general, and even among media studies and media production departments of
the universities in particular, Downing warns us about the profile of our graduates. He argues
that students often graduate with a “gorgeous mosaic in their heads of mutually insulated
knowledges” and that the division of labor between thinkers and doers etched into “our”
social fabric is actively throttling the real potential of media education programs which might
play in fact an important role in creating a mutual dialogue among the five points of the media
compass. Although he refers mainly to the Western mind/practices when he mentions “our”
social fabric, his argument seems to be valid in Turkey, as far as the experiences of critical
media educators there are concerned. Therefore what he points out can be considered as
relevant while re-programming media education in Turkey as well. First, he writes, in media
departments, educators should revise their media praxis so as to kit the students for mutual
dialogue rather than educating them in higher cynicism. Secondly, within a span of only three
or four years at most, and thanks to the technologies banging down our doors, we will not
have any more excuses of not having adequate equipment for film or video, audio, news
production etc. in our departments. Thus, we need to re-cast our still vertical models of
instruction and use collaborative learning techniques.

Additionally, Downing’s article makes an important contribution to the conceptual
problems of scholars who see the non-mainstream media as channels for the unheard voices.
As the reader may have noted, we, as the co-editors of the issue, have avoided fixing a
particular name for the non-mainstream media. Among various headings such as alternative
media, community media, tactical media, counter-information media, participatory media,
social movement media and citizen media, we prefer the latter two. Downing names these
media as social movement media, while Alankus prefers to use Clemenzia Rodriguez’ term,
citizen’s media as she discusses in detal in her article.

In the first part of his article, Downing opens a discussion on the concepts suggested
by different scholars from different perspectives although he settled on the term “social



movement media” in 20087 instead of the term “radical media” that was conceptualized in his
two books published in 1984 and 2001 with titles Radical Media: The Political Organization
of Alternative Communication and Radical Media: Rebellious Communication and Social
Movements respectively, which are still considered worldwide as main reference books on the
topic. While discussing the terms with their pluses and minuses, including “social movement
media” term, he concludes by agreeing with Alfonso Gumucio Dagron whom he criticises as
representing “the iron determination among academics to produce absolute definitions”.
Although all this sounds confusing, according to Downing “it is a direct reflection of these
antropologically polymorphous media forms”.

In the second article titled The Relationship between Democracy and “Other Media”:
An Attempt to Describe the Non—Mainstream Media Environment in Turkey, Sevda Alankus
reaches more or less the same conclusion while discussing the terminology problem within
Turkey’s context. Giving a short and quite recent history of both the Western and Turkish
non-mainstream media scene, the article emphasizes the importance of counter-publics and
the presence of their long silenced channels—including local media—in terms of the
democratization of Turkey’s media environment and the urgent need for a re-regulation of the
media environment for the sake of citizen’s media. Alankus argues that since the terms
developed by different scholars are based upon varying socio-cultural experiences and since
there are insufficient attempts to understand the non-mainstream media of Turkey, and thus
not enough discussion to re-conceptualize the current terms that consider the particular socio-
cultural context of the country, citizen’s media notion, with its flexibility, may explain better
the hybrid and in-between forms of “the other’s media” examples in Turkey. Thus, she
replaces her previously used term of “civil society media™ by citizen’s media being aware of
the criticism raised by different scholars, including Downing, who warns against the term’s
explicit legal connotations®, but leaves the door open to new and better fitting terms.

In her conclusion, Alankus, suggests first, the liberation of the media environment
from its subjugation to those who are economically capable through the creation of public and
civil funds for supporting not-for-profit broadcasts, and secondly, addresses the need for
inter/intra democratization of the current citizen’s media examples, since she criticizes them
for lacking in participatory and grassroots features, and creative initiatives in that regard in
Turkey’s media environment.

In the third article of the Issue (in English), Marisol Sandoval (Salzburg University)
proposes, following Giddens, that we divide approaches to social movement media into
objectivist concepts, focused typically on structural issues, and subjectivist approaches that
stress human agency. She argues that the majority of approaches, beginning from Brecht and
Benjamin, are subjectivist, stressing participation and the democratization of media
production. She focuses also on more recent work by Alfonso Gumucio Dagron, and
Clemencia Rodriguez, which in line with Latin American traditions especially emphasizes the
pivotal role of participation in social movement media.

However, for Sandoval this constitutes a major problem, for at least two reasons. One
is that defining social movement media by their degree of participatory production blurs over
the crucial issue of content: many ultra-rightist organizations have websites with strongly
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participatory features. Another is that this definition blots out the contributions made by
formally organized and adequately funded media that also challenge global injustice, such as
France’s Le Monde Diplomatique or the USA’s Monthly Review. After noting some writers in
the objectivist tradition, Sandoval argues in favor of a dialectical approach drawing on both,
but focusing on critical media content as the pivotal question in assessing whether media are
progressively alternative, rather than their organization or financing.

Kevin Howley is increasingly very well known in the USA and beyond for his
contributions to alternative media research. He has recently followed up his book Community
Media (2005) with a stimulating edited collection, Understanding Community Media (2009).

In this article (in English) Howley addresses classroom teaching about media, and
explores the possibilities for blending research and creative media production, encouraging
students to use some of the digital technologies that are gradually becoming more available to
fresh locations across the planet. He argues for a contextualized and critical media literacy,
which does not mean dismissing the importance of helping students to develop their critical
textual analysis skills, but seeks to add significantly to that process. He hopes to “challenge
the notion [among students] that a media system dominated by commercial interests is either
inevitable or irreversible.”

Howley offers examples of U.S. media productions that he has successfully used in the
classroom — which is to say, to help generate constructive debate, not to hammer his personal
political orthodoxy into his students’ heads. While the specific examples he cites would often
require students to have English-language skills, his descriptions of how he engages with
these materials in his classroom will suggest other productive ways to utilize analogous
materials in other teaching situations.

The forth article in English language is co-authored by Kerem Rizvanoglu, H. Serhat
Giliney and M. Emre Koksalan. The authors explore comparatively Dutch and Turkish web
radio listeners’ modes of using the technology, in order to ascertain whether the different
national cultural patterns hypothesized by some researchers were evident in web radio use by
students of either nationality. Their study used a variety of methods, and drew data from
before their respondents started using web radio, while they were using it, and from the
students’ subsequent reflections on their experience.

They found that a number of distinctive national cultural traits were in evidence, such
as a very nation-based definition of ‘culture’ by Turkish students, and a much more diffuse
definition of the term by Netherlands students. However, they also discovered that these
variations co-existed with an increasingly common and standardized use of the
communication technology as merely a ‘customizable music box’, rather than a means of
engaging with a variety of issues as citizens of a public sphere.

Last two articles of the Issue are also in Turkish. In the first Turkish article titled
Medyada Alternatif bir Hal: Ahali ve Karsit-Kamusalltk (An Alternative Example in the
Media: “Ahali” and its Counter-public), author Cagdas Ceyhan, analyses the monopolization
of the Turkish mainstream media environment that started from the mid of 1960s, but gained
a new phase by the 1980s and completing its horizontal and vertical integration with the
global market by the 2000s. He also gives a brief and recent history of “alternative media,”
and explains their appearances, mainly by the 1980s, with the development of hybrid forms of
resistance of the counter-publics/new social movements in Turkey, drawing our attention to
their globalization as well. He argues that, through the alternative media channels, counter-
publics could express and represent themselves against the dominant publics. In the second
part of his article Ceyhan discusses “the alternative media” theory and concludes by



emphasizing their role in the proliferation of political positions and thus the broadening and
deepening of the democracies. Like the other authors, Ceyhan points out the loose nature of
the alternative media theory, while emphasizing the importance of their organization models
and contents for deserving to be named as “alternative” to the mainstream.

In the research part of his article, Ceyhan, analyses “Ahali” (means “Folk” in Turkish),
a monthly anarchist newspaper published in Ankara, having collected his data through
participant observation and in-depth interviews. He describes Ahali’s production room, gives
us its brief history, and questions the anarchist group members’ self-descriptions, self-
reflections on what they are doing including their comments on the term “alternative,” which
the authors prefer to use for their newspaper. Ceyhan also describes how the group members
narrate their news language and their anarchist news perspective, their news sources, their
work organization and their financial sources. In his conclusion following these narrations of
the Anarchist group, Ceyhan comments on Ahali as an example of alternative media in terms
of its non-hierachical, horizontal relation of the group members, their side efforts to make
money for the survival of the news paper, and their aim to create a different news frame
compared to that of the mainstream media.

The second Turkish article of the Issue, belongs to Mehmet Ozgaglayan and is titled
Ucretsiz Gazeteler: Tiirkiye'de ve Diinyadaki Geligimleri Uzerine Genel bir Degerlendirme
(Free Newspapers: A General Evaluation on Their Development in Turkey and in the World).
In his contribution to the Issue, Ozcaglayan gives us a brief history of and detailed data on
free newspapers that have come to be seen in almost all the metropolitan cities of the World in
recent years. Ozcaglayan questions whether their appearance as a new medium will be an
alternative substitution for the traditional and paid papers and if they are becoming a new
source for the advertisers to reach to the mass audience. In the research part of the article he
focuses on the very first examples of the free papers Gaste and 20dk that were published in
Istanbul in 2008 but had to be closed in the following year. Oz¢aglayan gives quantitative
data regarding their content, advertising venues, and some descriptive information on their
news sources, news framing, reader corners, commentaries. In the content analysis part of the
research, he examines competency, accuracy, neutrality and subject issues of the papers and
their uses of the news language. In the conclusion, upon his findings, He compares both
examples with each other and with the mainstream media in terms of their news numbers and
quality and argues that they need to feed and enrich their news before they can become
alternatives to the paid papers.

To conclude, the co-editors, who believe there is a real need for new research in
different part of the world together with related theoretical discussions in this ignored part of
the communication and media studies, hope Kurgu Online International Journal of
Communication Studies did its part by devoting its first online Issue to “Imagining the
Alternative: The Strategies to Cope with Mainstream Media Practices,” and can inspire
others.
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A Critical Contribution to the Foundations of Alternative Media Studies
Marisol Sandoval

Abstract

This paper is concerned with the question how to conceptualize alternative media. In
alternative media studies, there is no agreement on how alternative media should be
defined. A distinction that is drawn in this paper concerns the question whether the main
aim of alternative media should be to provide critical content and to reach a broad
audience for their media products (objective approach), or if they should aim at opening
up access to media production and at empowering those who are involved in the
production processes (subjective approach). The task for this paper is to define alternative
media in a way that enables them to increase their societal impact and to contribute to
emancipatory societal transformations. Possibilities and limits of alternative media as
emancipatory media are identified. Based on dialectical social theory and critical media
theory I construct an ideal model of alternative media as non-commercial, participatory
and critical media. In taking into account structural constraints under capitalism I argue
that alternative media can hardly realize all of these ideal dimensions. Thus I discuss on
which of these levels alternative media necessarily need to be on the alternative side and
on which they can also make use of mainstream strategies without loosing their
alternative character. Finally 1 confront the ideal-model with an understanding of
alternative media as critical media.

Keywords: critical media theory, alternative media, participatory media, critical media,
emancipatory media

Alternatif Medya Calismalarinin Temellerine iliskin Elestirel Bir Katki
Marisol Sandoval

Ozet

Bu calisma alternatif medyanin nasil kavramsallastirilag1 sorusuyla ilgileniyor. Alternatif
medya caligmalarinda bu medya ortaminin nasil tanimlanmasi gerektigine dair bir
uzlasimdan s6z edemiyoruz. Makalede, alternatif medyanin asil amaci, -elestirel
iceriklerin genis kitlelere ulastirllmasinin saglamasi mi olmali (nesnel yaklagim), yoksa
medya {irtinlerine ulagimin yayginlastirilmas: ve iiretim asamasinda gorev alanlarin
desteklenmesi mi olmali (6znel yaklasim) sorusu irdeleniyor. Caligmanin amaci,
ozgilirlesimci toplumsal doniisiimlere katkida bulunabilecek ve toplumsal etkisi giiclii bir
alternatif medya tanimi yapmaktir. Ayrica alternatif medyanin 6zgiirlesimei bir medya
olarak ne tiir olanaklara ve smirliliklara sahip oldugu da tartisihiyor. Diyalektik sosyal
kurama ve elestirel medya kuramina dayanarak, ideal bir alternative medya i¢in tecimsel
olmayan, katilime1 ve elestirel bir medya modeli insa ediyorum. Kapitalizmin {irettigi
yapisal sinirliliklart da goz Oniine alarak alternatif medyanin biitiin ideallerini
gerceklestirmesinin neredeyse olanaksiz oldugunu ileri siiriiyorum. Bu nedenle tartisilan
diizeylerden hangilerinde alternatif medyanin alternatif olan’in yaninda yer almasi
gerektigini, hangi durumlarda alternatif karakterlerini de yitirmemek kaydiyla anaakim
medyanin stratejilerini de kullanabileceklerini tartisiyorum. Son olarak da alternatif
medyanin bir elestirel medya ideali olarak anlasilmasina neden olan ideal-modele bir
kars1 ¢ikis gelistiriyorum.

Anahtar Kkelimeler: Elestirel medya teorisi, alternatif medya, katilimct medya, elestirel medya,
ozgiirlesimci medya
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A Critical Contribution to the Foundations of
Alternative Media Studies

1. Introduction

Le Monde Diplomatique is a monthly newspaper for international politics that
provides high quality journalism and critical reporting. It is published in 26 languages and
reaches a global audience of 2.5 million people. The newspaper is financed by sales and
advertising and distributed via retail, subscriptions, and as supplement in other newspapers
(Le Monde Diplomatique, 2009). Should Le Monde Diplomatique be considered as
alternative medium?

The answer to this question depends on how alternative media are defined. On the one
hand Le Monde Diplomatique provides critical content, which means that it is alternative at
the level of content. On the other hand it makes use of commercial financing and professional,
non-participatory organization structures, which means that it is not alternative at the level of
organization and production processes.

This example illustrates the importance of engaging in a discussion about how to

define alternative media. This paper will contribute to this task.
An important question in defining alternative media is whether their main aim should be to
provide critical content and to reach a broad audience for their media products, or if they
should mainly try to open up access to media production in order to empower those who are
involved the production processes. This paper is concerned with the question how to
conceptualize alternative media in a way that allows them to contribute to emancipatory
societal transformations. Figuring out possibilities and limits of alternative media as
emancipatory media is the aim of this paper.

The main research questions therefore are:

* What defines alternative media?

* What are emancipatory and transformative potentials of alternative media?

* How can alternative media challenge corporate media power?

* Are alternative media doomed to marginality or can they become important societal forces?

These research questions take into account that alternative media are often confronted
with many problems such as a lack of financial resources, a lack of public visibility, and
therefore a lack of societal impact. Thus, critical media theory should not only look at
theoretical potentials of alternative media but also at ways of how to realize these potentials
within the existing societal conditions.

In order to situate the discussion on alternative media within the wider context of
critical media theory in section 2 I briefly summarize the main arguments of the critique of
capitalist media.

In section 3 I construct a typology of approaches to defining alternative media. I
discuss whether the proposed models can contribute to the advancement of alternative media
as emancipatory societal forces.

In section 4 I propose a model of alternative media that refers to dialectical social
theory and critical media theory. This model takes into account the difficulties of alternative
media production under capitalism and proposes ways of how alternative media can achieve
both, being critical of society, and at the same time avoid marginality in order to actively
contribute to emancipatory societal transformations.
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2. Media between emancipation and repression

Since the beginning of the last century, many critical theorists, ranging from the
Frankfurt School to the critical political economy tradition, have criticised the system of
capitalist mass media. Their critique focuses on two main aspects: the critique of the
commodity form of media (see for example Nicholas Garnham, 2006; Dallas Smythe, 1997)
and the critique of their ideological character (see for example Max Horkheimer and Theodor
W. Adorno, 1947/1977; Leo Lowenthal, 1964; Herbert Schiller, 1997).

Theorists that point at the commodity form of media are concerned with the role of
media as commercial enterprises and their embedment in the overall economy (Smythe, 1997:
438; Garnham, 2006: 212). For Smythe for example the most important question in media
studies is ,,what economic function for capital do they [the media] serve?* (Smythe, 1997:
438).

While Garnham (2006) as well as Smythe (1997) mainly look at the media as
economic actors, theorists like Max Horkheimer and Theodor W. Adorno (1947/1977) are
more concerned with analysing the ideological character of capitalist media. They argue that
the integration of the cultural realm into the system of commodity exchange has as a
consequence that only cultural products that can survive on a capitalist market are produced.
The market mechanism would therefore lead to standardization, identity, and conformity. As
a result consumers are confronted with the permanent reproduction of the existing societal
conditions. This would lead to mass deception, manipulation and uniformity, and eliminate
every idea of resistance (Horkheimer and Adorno, 1947/1997).

These critical media theories are not critical of the media as such but of their role
under capitalism. This means that media could also be used in ways to empower the
oppressed and to foster critical thinking and resistance to the dominative capitalist relations.
Douglas Kellner has pointed at this ambiguity of the media: “Media and computer
technologies are among the most advanced forces of production which are creating a new
global capitalist society which may well strengthen capitalist relations of production and
hegemony, but also contain the potential for democratizing, humanizing and transforming
existing inequities in the domain of class, race and gender. Like most technologies, they can
be used as instruments of domination or liberation, and can empower working people, or they
can be used by capital as powerful instruments of domination” (Kellner, 1997: 1).

Depending on the context of their usage, media have repressive as well as/or
emancipatory potentials. Therefore it is important for critical media theory to criticise those
relations that foster a repressive media usage, and at the same time figuring out possibilities
for realizing emancipatory potentials. The following chapters will contribute to the latter.

3. A typology of alternative media approaches

Typologizing alternative media approaches can help to identify different lines of
argumentation in the discussion on alternative media and to systematically compare the
strengths and shortcomings of different definitions in order to overcome their weaknesses.
Thus, in order to be useful the constructed typology needs to be exhaustive. This means that
that every potential approach to alternative media may be situated within this typology.

An exhaustive typology of approaches to alternative media can be based on Giddens
(1984: xx) distinction between objective and subjective social theories. For him the object are
societal structures, defined as “rules and resources implicated in social reproduction” that “are
stabilized across time and space” (Giddens, 1984: xxxi). The subject is understood as the
“knowledgeable human agent” (Giddens, 1984: xx). Thus, theories that focus on structural
aspects can be termed objective, those that are more oriented towards actors can be termed
subjective.
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In the following this distinction of subjective and objective social theories will be
applied to the realm of alternative media theory. All approaches to alternative media point out
that such media pose an alternative to the dominant system of capitalist mass media. This
means that alternative media negate certain aspects of capitalist mass media. The question,
which aspects alternative media should negate, marks the difference between subjective and
objective alternative media approaches.

Subjective approaches (section 3.1) focus on media actors and the ways they produce
alternative media. They argue that media can have emancipatory societal effects if they
contribute to democratizing the access to media production in order to give ordinary people a
voice. Subjective approaches thus argue for an understanding of alternative media as
participatory media.

Objective approaches (section 3.2) are more oriented towards alternative media
structures. They argue that alternative media can realize their emancipatory potentials by
negating the ideological character of capitalist mass media by providing critical media
content. Media content can be understood as a media structure because it is a durable result of
media production.

In discussing these approaches the central question is whether these two different
concepts of alternative media are suitable for advancing an emancipatory usage of media, not
only in theoretical terms, but also in terms of potential societal impacts and practical political
effectiveness.

3.1 Subjective approaches to alternative media: alternative media as participatory
media

The majority of approaches to alternative media is subjective and focuses on
participation and the democratization of media production. Such subjective ideas about an
alternative organization of the media system can for example be found in the work of Bertolt
Brecht (1932/2000), Walter Benjamin (1934/1996), Hans Magnus Enzensberger (1970/1982),
Nick Couldry (2003), Alfonso Gumucio Dagron (2004), Clemencia Rodriguez (2003), Chris
Atton (2002; 2004; 2008), Kate Coyer (2007), Peter Lewis (1976), Helmut Peissl and Otto
Tremetzberger (2008), and Nicholas Jankowski (2003). In the following I will first outline the
main arguments of this approach (section 3.1.1) and than discuss its suitability for analysing
alternative media and their societal impact (section 3.1.2).

3.1.1 Emancipation through participation: An outline

Bertolt Brecht already in 1932 criticized the usage of the radio as one-sided
distribution apparatus instead of using it as a two sided communication apparatus. Brecht
pointed out that radio technology would be suitable for opening-up access to media
production for everybody (Brecht, 1932/2000: 43). Similarly Walter Benjamin pointed out
that also the press could become a more democratic tool for communication by turning its
readers into writers. In this case the “literary competence” would become “public property”
(Benjamin, 1934/1996: 772). Hans Magnus Enzensberger stressed that in regard to electronic
media the distinction between receiver and transmitter would not exist due to technical
reasons, but be an expression of existing class relations (Enzensberger, 1970/1982: 48).

Brecht’s, Benjamin’s and Enzensberger’s approaches to alternative media can be
considered as subjective because they all stress that the decisive factor for the establishment
of emancipatory media would be the abolition of the distinction between consumers and
producers of media products. Thus their approaches focus on media actors and their
involvement in media production. For them the emancipatory potentials of media arise from
the practices of media producers that is, from the processes of how media are produced
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collectively. Such subjective approaches to alternative media point at participatory production
processes as the central characteristic of alternative media.

Many recent approaches to alternative media pick up this vision of abolishing the
division between producers and consumers of media products in order to establish a more
democratic media system.

So for example for Nick Couldry the main problem with the existing highly
concentrated mass media system is that the majority of people is excluded form media
production. Media concentration would therefore result in a concentration of symbolic power,
which allows commercial mass media to gain “influence over peoples beliefs (barely
articulated) through which we frame the social world” (Couldry, 2003: 43). Therefore for
Couldry the most important task for alternative media is to challenge the highly concentrated
media system and the resulting power of capitalist mass media by challenging the “the
entrenched division of labour (producers of stories vs. consumer of stories)” (Couldry, 2003:
45). Couldry’s approach to alternative is very similar to Brecht’s, Benjamin’s and
Enzensberger’s claim for abolishing the distinction between producer and consumer of media
products. According to Couldry the emancipatory and progressive potential of alternative
media lies in opening up access to media production to a broad public. This would allow
challenging the mass media’s power of naming by confronting the reality constructed by
capitalist mass media with other versions of social reality. The strong emphasis on media
actors that gain back media power by producing alternative media shows the subjective
orientation of this approach.

Also the discourse on community media is widely oriented towards the practices of
media actors. Community media approaches are subjective because their focus is on
participatory access to media production and the empowerment of individuals. Community
media are understood as media that serve a specific geographic community or a community of
interest, and allow non-professionals to actively engage in media production, organization and
management (Lewis, 1976: 61; Jankowski, 2003: 8; Coyer, 2007; KEA, 2007: 1; Peissl and
Tremetzberger, 2008: 3).

Whereas for Couldry as well as for Brecht, Benjamin and Enzensberger participatory
media production is necessary for establishing more democratic media system at the macro-
level, community media approaches stress that participation in the first instance should
contribute to the empowerment of those who are engaged in alternative media production.

This argument is also central in Alfonso Gumucio Dagron’s (2004) and Clemencia
Rodriguez’ (2003) examination of alternative media. For Gumucio Dagron participatory
production processes are at the core of alternative media projects: “In my own view
alternative communication is in essence participatory communication, and the alternative
spirit remains as long as the participatory component is not minimized and excluded”
(Gumucio Dagron, 2004: 48). Although Gumucio Dagron points out that the promotion of
social change is central for alternative media participatory production processes remain their
central characteristics. According to him only participatory media give voice to the voiceless
and are able to support social change by representing “people and not and not only the
economic and political interest of a powerful minority” (Gumucio Dagron, 2004: 47).
Clemencia Rodriguez uses the term citizens media in order to illustrate that alternative media
should assist those who are engaged in the production processes in becoming active citizens:
“Citizens’ media is a concept that accounts for the processes of empowerment,
concientization and fragmentation of power that result when men, women and children gain
access to and reclaim their own media” (Rodriguez, 2003: 190). For Rodriguez the main task
of alternative media is to assist people in living a self-determined life.

Another important representative of a subjective approach to alternative media is Chris
Atton. Besides of participatory production he also stresses the importance of anti-capitalist
and anti-managerialist organization processes. Also for Atton the empowerment through the
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direct involvement in production and organization processes marks the emancipatory potential
of alternative media projects. He points out that alternative media “emphasize the
organization of media to enable wider social participation in their creation, production, and
dissemination than is possible in the mass media” (Atton, 2002: 25). For Atton practicing
prefigurative politics by anticipating the idea of a society beyond capitalism is what makes
alternative media emancipatory (Atton, 2002). But unlike Rodriguez and Gumucio Dargon
he warns against validating “participation as good in itself” (Atton, 2008: 217).

As this outline shows, subjective approaches to alternative media have in common that
they stress the importance of democratizing media production. Alternative media are first and
foremost understood as participatory media. In the next sub-section I will discuss in how far
participation is a suitable criterion for defining alternative media.

3.1.2 Emancipation through participation: A critique

In the 1980s a research group called Comedia strongly criticized an understanding of
alternative media as participatory media. According to Comedia the public marginality of
many alternative media projects would stem form “the absence of a clear conception of target
audiences and of marketing strategies to reach new audiences, the failure to develop necessary
skills in the area of administration and financial planning, and the commitment to an
inflexible model of collectivity as the solution of all organizational problems” (Comedia,
1984: 95). Practicing prefigurative politics would be a central obstacle in gaining public
visibility and societal relevance. The disadvantages of collective organization structures
would be high expenditures of time and resources. According to Comedia alternative media
therefore remain in an “alternative ghetto”. Comedia argues that the main task for alternative
media producers is to create a balance between economic necessity and political goal
(Comedia, 1984: 96). This would include the insight that “capitalist skills as marketing and
promotion can be used to further their political goals” (Comedia, 1984: 101).

In their recent book Chris Atton and James Hamilton stress that the struggle for
obtaining the necessary resources for media production puts alternative media under immense
pressures. They state that the “general political-economic dilemma for any critical project is
that it needs resources with which to work, but those crucial resources are present only in the
very society that it seeks to change or dissolve” (Atton and Hamilton, 2008: 26).

Without money alternative media production rests on the self-exploitation of media
producers, low-cost production techniques and the usage of alternative distribution channels.
This creates problems with continually producing an alternative media product and
difficulties in reaching a broad audience. Gaining public visibility requires financial
resources for producing and distributing media products. Under capitalism it is difficult to
obtain these resources without making use of commercial mechanisms of financing like
selling space for advertisements. Using such capitalist techniques of financing contradicts the
political aims of emancipatory alternative media that are critical of capitalism. But alternative
media are not located outside the capitalist system and therefore are dependent on financial
resources for producing and distribution their products. These resources can hardly be
obtained without making use of commercial mechanisms of financing.

One could argue that with the Internet new possibilities for cheap participatory media
production (Couldry, 2003: 45; Bennett, 2003: 34; Wright, 2004: 90; Atton, 2004; Hyde,
2002: online), for bypassing gate-keepers (Bennett, 2004: 141; Rosenkrands, 2004: 75;
Meikle, 2002: 61) and for reaching a potentially global audience arise (Vegh, 2003: 74;
Meikle, 2002: 60f).

This is certainly true, but at the same time with the Internet another important problem
for alternative media production becomes more evident: Not every media content that is
produced and distributed receives public visibility and is consumed (Wright, 2004: 84; Rucht,
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2004: 53; Curran, 2003: 227). In this context Pajnik and Downing point out that “in the
contemporary world it is not uncommon that being heard is more important than what is being
said. The result is a cacophony of simultaneous monologues leading ultimately to uniformity
and standardization, rather than exchange of ideas between equals” (Pajnik and Downing,
2008: 7).

Thus, giving ordinary people a voice by opening up access to media production is not
enough for a truly democratic media system to emerge. Referring to blogs Christian Fuchs
states: ,,that everyone is in principle able to post political ideas in a blog doesn’t mean that he
or she will be heard and listened to because blogging today takes place in a hierarchical and
stratified society in which public attention can be bought and is controlled by media
corporations and political elites* (Fuchs, 2008: 135).

Also on the Internet political and financial power are essential for gaining public
visibility. Those projects that have the means for advertising their websites (as for example
established capitalist media institutions) have an advantage over those without resources (as
for example many alternative media projects). Participation remains very limited if people can
only talk but are not heard. Therefore the discussion on emancipatory media potentials also
has to consider structural inequalities as a central feature of capitalism.

In the context of the Internet Marcuse’s (1965) concept of repressive tolerance becomes
more apparent than ever before. According to Marcuse tolerance becomes repressive when,
due to the large number of ideas that are available for consumption, critical ideas are tolerated
but immediately subsumed under the ruling ideas. Marcuse states: ,,other ideas can be
expressed, but, at the massive scale of the conservative majority (outside such enclaves as the
intelligentsia), they are immediately 'evaluated' (i.e. automatically understood) in terms of the
public language*, this means that ,,the antithesis is redefined in terms of the thesis* (Marcuse,
1965: 96).

Another problem of an understanding of alternative media as participatory media that
becomes specifically obvious on the Internet is, that participation as such is not necessarily
emancipatory. Participatory organization principles can also be used for advancing repressive
media content. One example is the Internet Forum of the right-wing National Democratic
party of Germany (National Democratic Party of Germany, 2009), which is an extreme right-
wing medium, that is produced in a participatory way. As Richard A. Viguerie and David
Franke (2004) as well as Robert Hillard and Michael C. Keith (1999) illustrate, participatory
production is not only employed for politically progressive, but also for conservative
purposes. In this context Bart Cammaerts points at “the extensive use of the internet (as well
as other media) by non-progressive reactionary movements, be it the radical and dogmatic
Catholic movement, the fundamentalist Muslim movement or the extreme right — post-fascist
—movement” (Cammaerts, 2007; 137).

Nevertheless some representatives of the participatory media approach argue that the
emancipatory effects of alternative media arise from the production process itself (see for
example: Dowmunt and Coyer, 2007; Rodriguez, 2003): “The political nature of alternative
media is often present irrespective of content, located in the mere act of producing”
(Dowmunt and Coyer, 2007: p. 2). But as I have highlighted participation as such is not
necessarily emancipatory. Thus, in my view besides form the lack of public visibility another
problem of defining alternative media as participatory media is, that without referring to the
content of participation it becomes impossible to distinguish between emancipatory and
repressive media usages. As Atton states participation should not be validated “as good in
itself” (Atton, 2008: 217).

The hope that a communication apparatus that abolishes the distinction between
producers and consumers, as Brecht imagined it, automatically leads to a more democratic
and emancipatory media system has to be disappointed. The abolition of the distinction
between media consumers and media producers, as it has been realized on the Internet, is not
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enough for making an emancipatory media system reality. Public visibility is still stratified
through power relations.

According to Gumucio Dagron (2004) and Rodriguez (2003) public visibility is not an
aim for alternative media projects. They stress that the success of alternative media should not
be measured along criteria like scope, number or recipients, or circulation: “anyone asserting
that alternative media are fine but their coverage is to limited geographically or in terms of
users does not understand what alternative media really are” (Gumucio Dagron, 2004: 49).
According to Gumucio Dagron alternative media are successful if they contribute to the
establishment of dialog within a local community or within existing social networks.

This is certainly true for a certain type of alternative media, which aims at local
community building as or at enabling communication between existing social networks such
as social movements or protest groups. In these cases it is important that alternative media are
organized participatory and that every recipient can also become a producer of messages in
order to allow exchange and dialogue.

But one can also think of another type of alternative media that aims at establishing a
counter-public sphere by reporting about topics neglected by capitalist mass media and by
criticizing structures of domination and oppression. Such alternative media need to gain
public attention if they want to be successful in raising awareness and mobilizing for social
struggles. At least such alternative media are dependent on financial resources that often make
necessary commercial financing and restrictions regarding access to media production.

Examples for such a type of media are The New Internationalist, Z Magazine,
Rethinking Marxism, Historical Materialism or Monthly Review. Defining alternative media
as participatory media excludes such oppositional publications although they provide critical
content and contribute to the establishment of a counter public sphere.

As outlined above there are several reasons for arguing that participatory production
processes should not be considered as decisive for the alternative character of media. In
summary, these reasons are:

* Participatory, non-commercial media that reject professional organization processes often
suffer from a lack of resources. This makes it difficult to gain public visibility and to
contribute to the establishment of a broad counter-public sphere, which would be necessary
for raising awareness on the repressive character of capitalism and for supporting radical
social transformation.

* Participatory production processes need not necessarily be emancipatory but can also be
used for advancing repressive purposes.

* Using participatory production processes as decisive criterion for defining alternative media
excludes many oppositional media that provide critical content but make use of professional
organization structures.

The argument that participatory production processes is not a suitable criterion for
defining alternative media does not mean that alternative media should not strive for
employing participatory components in the organizational structure, but that today this is not
always possible to the desired extent.

3.2 Objective approaches to alternative media: alternative media as critical media

In contrast to subjective approaches, objective approaches focus on media content in
defining alternative media. Media content is a durable result of media production and can
therefore be considered as a media structure.

One representative of an objective approach is John Downing. He speaks of alternative
media as radical media that “express an alternative vision to hegemonic politics, priorities and
perspectives” (Downing, 2001: v). Alternative media should establish counter-hegemony,
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report about neglected topics, and criticize oppression: “the role of radical media can be seen
as trying to disrupt the silence to counter the lies, to provide the truth” (Downing, 2001: 16).
For Downing radical media need not necessarily be participatory media. He points out that
sometimes professional organization is important for challenging hegemony: “some forms of
organized leadership are essentially for coordinate challenges to the ideological hegemony of
capital and to put forward credible alternative programs and perspectives” (Downing, 2001:
15).

Downing criticizes an anarchist approach to alternative media: “For anarchism,
however, it has normally been enough to attempt to create little islands of prefigurative
politics with no empirical attention to how these might be expanded into the rest of society”
(Downing, 2001: 72). Establishing an alternative public sphere and reporting about
oppression and the struggles against it for him is more important than the realization of
participatory production processes (Downing, 1995: 250).

Also Tim O’Sullivan has given a definition of alternative media that is oriented
towards media content. He describes alternative media as “forms of media communication
that avowedly reject or challenge established and institutional politics, in the sense that they
all advocate change in society, or at least a critical reassessment of traditional values”
(O’Sullivan, 1995: 10).

Graham Meikle points at several aspects that mark critical media content: “Stories that
address complexity rather than reducing it to a good guys/bad guys schema. Stories that
stimulate discussion and debate rather than constructing conflict, stories that go beyond a
spurious objectivity and recognise their writer’s responsibility to strengthen civic discourse
and involve community members in coverage issues which affect them* (Meikle, 2002: 100).
In my view focusing on media content is more useful than pointing at participatory production
processes, because it offers an objective criterion for defining alternative media. As I have
outlined in the proceeding chapter, participatory production can be used for progressive as
well as for repressive ends. Therefore a more objective criterion, like critical media content,
is necessary for deciding upon the repressive or emancipatory character of media. This
objective criterion is also important for my dialectical approach to alternative media, which I
will outline in the next section.

4. A dialectical approach to alternative media

In this chapter I will outline my understanding of alternative media, which is based on
dialectical social theory. A dialectical approach to alternative media tries to overcome the
dualism between subjective and objective approaches. In a first step I will introduce a model
of ideal-typical alternative media (section 4.1). This ideal-typical model can function as vision
for organizing alternative media. But due to structural constraints under capitalism it is not
always realizable to the desired extent. Thus in a second step I will argue for using minimum
requirements for defining alternative media (section 4.2).

4.1 An ideal-typical model of alternative media

My approach to alternative media is based on a dialectical model of the media system,
that is on the assumption of a dialectical relationship between media actors and media
structures. This means that media structures enable and constrain the action of media actors,
who again through their actions shape the media structures.

The actors of the media system are producers and consumers of media products.
Media structures in the sense of insitutionalized relationships (Giddens, 1984: xxxi) for
example are institutions, technologies, media content, or the economic form of media
products.
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The decisive question in defining alternative media is how A) alternative media
structures and B) alternative media actors differ from those of capitalist mass media:

A) Alternative media structures: Critical media theory has shown that capitalist mass
media are repressive because of two interconnected aspects: their commercial character on the
one hand, and their ideological character on the other hand (see section 2). Thus if alternative
media want to negate the repressive capitalist media system they should be non-commercial
instead of commercial and provide critical content instead of ideologies.

B) Alternative media actors: In alternative media theory it is stressed that alternative
media differ from capitalist mass media because they open up access to media production to a
broad public and try to abolish the distinction between media producers and media
consumers, so that a prosumer (Toffler, 1980) emerges (see section 3.1.1).

Ideal-typical alternative media realize all of these dimensions: They are non-
commercial, provide critical content and are produced in a participatory way (see figure 1):

Capitalist Mass Media System Ideal-typical Alternative Media System
MEDIA STRUCTURE

NON-
CRITICAL
COMMERCIAL W&, MEDIA

MEDIA | CONTENT
PRODUCT

MEDIA
PRODUCT AS
COMMODITY

CRITICAL
PROSUMER

MANY
CONSUMERS

MEDIA ACTORS

Fig. I A model of capitalist mass media vs. an ideal model of alternative media

The model of capitalist mass media and ideal-typical alternative media that is shown

in figure 1 is dialectical because it shows that through the production process subjective
knowledge of media producers becomes objectified into media products. The subjective
knowledge turns into an objective structure that is media content. The structure as objective
media content again becomes subjectified through the process of reception, that is the
objective media products turns into subjective knowledge. This shows that the actor and the
structural level do not form completely separated unities but encroach upon each other.
The comparison in figure 1 contains a strict dichotomy between capitalist mass media and
ideal-typical alternative media. But since alternative media production today takes place
under the conditions of a capitalist society the ideal model cannot be realized to the desired
extent.

In chapter 3.1.2 I have criticized those models of alternative media that exclusively
focus on exercising prefigurative politics and collective organization practices and therefore
often fail in reaching an audience for their media products. This means that under capitalism
non-commercial, participatory, and collective organization can often only be sustained at the
cost of financial resources, continuity, public visibility and societal impact. Gaining public
visibility under capitalism requires financial resources for producing and distributing media
products. Realizing an ideal model of alternative media would presuppose different societal
conditions. It would require that people have enough time, skills, and resources for not only
consuming but also producing media content and that the necessary technologies for media
production are freely available. Alternative media that try to realize the ideal model to the full
extent therefore are likely to fail in reaching a broad audience. But reaching a broad audience
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would be necessary if alternative media want to contrast the ideologies produced by capitalist
mass media with critical reporting. Only in doing so they have a chance to contribute to
critical awareness raising regarding the dominative and oppressive character of capitalism.
Critical awareness is a necessary precondition for critical actions and the resistance against
capitalism.

Under capitalism the ideal model of alternative media is likely to fail. Thus, the strict
dichotomy between capitalist mass media and alternative media has to be set off. Instead, I
argue for defining minimum requirements for speaking of an alternative medium.

4.2 Minimum requirement for defining alternative media

For several reasons, which I have outline above, I argue that in order to be successful
in advancing progressive political aims, alternative media may depend on employing some
elements of capitalist techniques of media production. Alternative media can make use of
capitalist structures and at the same time criticize them. Herbert Marcuse has in this context
spoken of “working against the established institutions, while working in them” (Marcuse,
1972: 55).

In my view the minimum requirement for speaking of alternative media should be
critical media content. This means that also commercial and non-participatory media can be
understood as alternative as long as they produce and distribute critical media content. As
soon as ideological content in standardized form is produced and distributed one can no
longer speak of an alternative medium (see table 1).

Capitalist mass media Ideal alternative media
¢ | Economic form of Media product as Non-commercial media
,_g 2 | media products commodity product
o 2 .
£ | Content of media . .
= & Ideological content and Critical content
» | products
Critical
< » | Consumers Many consumers nsumer
5 8 e Critical
(VI 31 . .
g Critical Prosumer
= < | Producers Few producers
producers

Table 1: characteristics of alternative media
. This dimension is necessarily NOT A QUALITY of an alternative medium

This dimension is A NECESSARY QUALITY of an alternative medium
This dimension is A POTENTIAL, but not a necessary QUALITY of an alternative medium

At the actor level table 1 shows that media need not necessarily abolish the distinction
between media producers and media consumers for being alternative. Here, the minimum
requirement for speaking of an alternative medium is that media producers produce critical
media content.

At the structural level table 1 shows that the economic form of media products
(commercial vs. non-commercial) should not be considered as decisive for the alternative
character of media. Here, the minimum requirement for speaking of an alternative medium is
critical content. As soon as ideological content is produced a medium is no longer alternative.
Many critical political economists have argued that it is hardly possible to at the same time
employ commercial mechanisms of financing and to be critical at the level of media content.
Commercial financing would necessarily lead to ideological content because it would create
dependences on the market and on their financiers (see for example Garnham, 2006; Smythe,
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1997; Knoche, 2003; Herman and Chomsky, 1988). I argue that the relationship between
economic form and media content should not be understood as deterministic causality.

Nevertheless, alternative media that employ commercial mechanism of financing are
constantly endangered of being subsumed under the interest of their financers. For Atton and
Hamilton the “key dilemma” for alternative media therefore is “whether or not to rely on
advertising” (Atton and Hamilton, 2008: 26). It certainly is a difficult but very important task
for alternative media to maintain independence at the level of content. If they fail in doing so
and their political aims get lost their alternative character vanishes. The concept of “working
against the established institutions, while working in them” (Marcuse, 1972: 55) is always
accompanied by he danger of getting subsumed under the interest of the established
institutions. But at the same time it is often the only chance to step out from marginality and
to become politically effective.

It certainly would be desirable that alternative media could do without commercial
financing. Karl Marx considered the independence from market mechanisms as crucial for a
free press: “The primary freedom of the press lies in not being a trade” (Marx, 1842: 71). But
under the existing societal conditions commercial financing often is the only way for
overcoming marginality. As Marcuse pointed out counterinstitutions “have long been an aim
of the movement, but the lack of funds was greatly responsible for their weakness and their
inferior quality. They must be made competitive. This is especially important for the
development of radical, ‘free’ media” (Marcuse, 1972: 55).

In summary alternative media can be understood as media that try to contribute to
emancipatory societal transformation by providing critical media content. A decisive
question therefore is: What exactly does critical media content mean?

A definition of critical media content can refer to the definition of critique given by
Karl Marx: “The criticism of religion ends with the teaching that man is the highest essence
for man — hence, with the categoric imperative to overthrow all relations in which man is a
debased, enslaved, abandoned, despicable essence” (Marx, 1844: 385).

Critical theorists like Max Horkheimer (1937/1992), Herbert Marcuse (1937/1992),
Theodor W. Adorno (1969) have advanced this notion of critique. In summary Marxist
critique departs form the critique of capitalist relations and societal contradictions. The
objects of critique are all kinds of domination. The critique consists in the negation of
repressive societal conditions, and aims at a society without domination and oppression in
which all human beings can live a self-determined life.

Critical media content can therefore be understood as content that criticizes all forms
of oppression and domination, and keeps up the vision of a reasonable and self-determined
society that can be achieved through social struggles.

In this sense alternative media as critical media realize what Marx intended the press
to be: “the public watchdog, the tireless denouncer of those in power, the omnipresent eye, the
omnipresent mouthpiece of the people’s spirit that jealously guards its freedom” (Marx, 1849:
231). For Marx “it is the duty of the press to come forward on behalf of the oppressed in its
immediate neighbourhood” and “to undermine all the foundations of the existing political
state of affairs” (Marx, 1849: 234).

I propose a model of alternative media that pursue radical criticism at the level of
content but are not necessarily alternative at the level of economic product form and
production processes.

This definition of alternative media, which uses critical content as minimum
requirement, has the following main advantages compared to an understanding of alternative
media as participatory media:

* It does not exclude oppositional media that make use of commercial mechanisms of
financing. Commercial financing allows alternative media to maintain financial stability,
which makes it easier to continually produce high-quality media products and to gain public
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visibility. Thus, such a definition can help alternative media to overcome marginality and to
reach broader publics. This does not mean that alternative media that do not reach a broad
audience should not be considered as alternative but that such media can probably not
effectively contribute to the development of a critical counter-public sphere, which is
essential for critical consciousness building.

* Using critical content as decisive criterion for defining alternative media allows
distinguishing clearly between repressive and emancipatory media usages.

Several examples illustrate that, despite of compromises, it is realizable for alternative
media to at the same employ commercial financing, and remain critical at the content level.
The canadian journal Adbusters for example is financed by donations and sales and has a paid
circulation of about 120.000. Adbusters is critical of capitalism, supports social movements
and calls for political activism. Through critical reporting the journal wants to contribute to
“topple existing power structures and forge a major shift in the way we will live in the 21st
century” (Adbusters, 2009). The bimonthly journal Mother Jones has a paid circulation of
250.000 and is financed by donations, sales and advertising. It aims at supporting social
change by critical reporting and investigative journalism (Mother Jones, 2008). These two
publications have in common that they use mainstream distribution channels and have an
appealing design. This makes them more accessible for a broad audience.

The argument that commercialism and critical content are not mutually exclusive is
also supported by Bailey’s, Cammaerts’ and Carpentiers’ analysis of the commercial Muslim
minority magazine Q-News: “The case of Q-News indicates that commercialism does not
necessarily undermine critical journalism” (Bailey, et al., 2008: 94). Rodney Benson
conducted a content analysis of 4 Californian alternative Newsweeklies (LA Weekly, New
Times LA, San Francisco Bay Guardian, SF Weekly) that are entirely financed by sales and
advertising. The study showed that especially the San Francisco Bay Guardian is critical of
capitalism and reports on political activism. Benson concludes: “This study has called into
question the common research assumption that commercialism, especially advertising,
necessarily undermines the critical, oppositional stance of the press. Although relying on
advertising to a greater extent than U.S. daily newspapers, many urban newsweeklies offer
news and views ignored by the mainstream media, as well as encouraging passionate
democratic debate and, in some cases, active political involvement” (Benson, 2003: 124).

5. Conclusion

In the introduction I posed the question whether Le Monde Diplomatique should be
considered as alternative medium. Although Le Monde Diplomatique is a commercial
newspaper and restricts access to media production I argue that it should be understood as
alternative because it questions ruling ideas, criticises domination and is partial for the
oppressed, provides detailed analyses of topics neglected by capitalist mainstream media,
considers causes and not only effects. That is Le Monde Diplomatique provides critical
content.

Of course Le Monde Diplomatique does not represent the ideal type of alternative

media. This would require negating capitalist mass media not only at the level of content, but
also at the level of economic product form (non-commercial media products) and production
processes (participatory production processes). As I have pointed out, realizing this ideal
model of alternative media would require societal conditions that are not realized today.
If alternative media want to avoid marginality and to be able to contribute to emancipatory
societal transformations they rely on financial resources for producing and distributing their
products. Since this can require employing commercial means of financing and restricting
access to media production I have argued that critical content should be considered as
minimum requirement in defining alternative media.
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Alternative media that are critical at the content level can show that under the existing
societal conditions the realization of the entire potentials of individuals and of society is
constantly suppressed. In doing so they can challenge false consciousness and contribute to
critical awareness raising.

Critical consciousness allows to question domination and to imagine an alternative
society without oppression, and therefore is a precondition for critical political actions: “Thus,
the break through the false consciousness may provide the Archimedean point for a larger
emancipation—at an infinitesimally small spot, to be sure, but it is on the enlargement of such
small spots that the chance of change depends” (Marcuse, 1965: 111).
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In this study, free newspapers which have been seen almost all the metropolitan
cities of the world in recent years are analyzed with their development in the
world and in Turkey. After a brief definition and historic development of the free
papers, the issues currently voiced on whether these new media are developing as
a substitute for the traditional paid papers; an alternative way for the advertisers to
reach the mass audience that paid ones have been losing for the last ten years; and
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Ucretsiz Gazeteler:

Tiirkiye ve Diinya'daki Gelisimleri Uzerine Genel Bir Degerlendirme

Giris

Yaklasik son on yillik bir dénem iginde, diinyanin belli basli metropollerinde ¢ok
sayida licretsiz gazete yiiksek tiraj ve erisim oranlariyla okuyucuyla bulusmus; gazetecilikte
her zaman i¢in 6nemli bir giice sahip olan geleneksel gazeteler ise yine ayni dénem iginde
neredeyse her Bati lilkesinde 6nemli dl¢tide tiraj ve okur kaybina ugramistir.

Gazete pazari ve medya ekonomisi agisindan yeni bir kategori olusturan iicretsiz
gazeteler, bigcim, format, okuyucu kitlesi, dagitim kanallar1 ve reklam satis1 agisindan daha
onceden denenmemis yeni bir is modeli olarak da kendilerini kanitlamaya baslamislardir.

Ucretli gazetelerin bu anlamdaki “basaris1”, iicretli gazete tirajlarinin, iicretsiz
gazetelerin ortaya cikistyla beraber diisme egilimine girdigi; ilicretsiz gazetelerin iicretli
gazeteleri ikame ettigi degerlendirmesine de yol agmaktadir. Diinya g¢apinda ticretli ve
licretsiz tiim gazetelerin tirajlarina birlikte bakildiginda (rakamlar alt alta yazilip
toplandiginda) bu yaklasim ve yorumlar dogru gibi goriinse de, dikkatten kacan bazi noktalari
burada ayrintili bir sekilde degerlendirebilmek i¢in, iicretli gazetelerden onceki ve sonraki
donemi, licretli ve licretsiz gazetelerin tirajlar1 agisindan karsilastirmak gerekmektedir. Bu
karsilagtirma ayn1 zamanda, gazete pazarinin iicretsiz gazetelerin heniiz olmadig1 bir donemde
aslinda nelerden, nasil etkilendigini; licretsiz gazetelerin gercekten de iicretli olanlar1 ikame
edip etmedigini; hangi ekonomik ve sosyal etmenlerin iicretli gazete tirajlarinin diismesine ve
bunun yaninda, iicretsiz gazetelerin yiikselisine neden oldugunu diisiinmeyi ve tartismay1 da
kolaylastiracaktir.

Ucretsiz gazetelerin iicretlileri ikame edip etmedigi konusu tartisilirken, ézellikle son
birkac yildir kiiresel ekonomik krizin bir sonucu olarak, tek gelir kaynagi reklam satis1 olan
iicretsiz gazeteler bundan fazlasiyla etkilenmis ve {icretli gazetelerde goriilen gazete kapatma,
iflas ve tiraj kayiplari, {icretsiz gazeteler icin de gegerli olmaya baslamistir. Bu anlamda,
iicretsiz gazetelerin, medya ekonomisi i¢inde karli bir girisim mi, yoksa her an patlayip yok
olacak bir “balon” mu oldugunu degerlendirmek ve ficretsiz gazetelerin bu anlamdaki
sorunlarin1 da tartismak yararli olacaktir. Ayn1 zamanda, licretsiz gazetelerin biiylik tiraj
kayiplar1 yasayan geleneksel ana akim medyaya bir alternatif olusturup olusturmadigini da
degerlendirmek gerekmektedir. Calismada yine bazi iilkelerde geleneksel gazetelerle de
rekabet edebilen ve bir model degisimine yol acan {icretsiz gazetelerin is modeli lizerinde de
durulacaktir.

Diinya’da bu gelismeler olurken {icretsiz gazetelerin iilkemizdeki seriivenini de
incelemek bu calismay1 destekleyecek ve bu yondeki arastirmalara katki saglayacaktir. Bu
yiizden, Tiirkiye’de sadece Istanbul’da okuyucu ile tanisan ve yaklasik bir yil gibi oldukca
kisa bir siire yayimda kalabilen {icretsiz gazeteler Gaste ve 20dk.’ya da bu ¢alisma icinde ayr1
bir béliim agilmis, bu gazeteler belirli bir zaman dilimi i¢inde takip edilerek igerik analizleri
yapilmustir.

Boyle bir arastirma icin yeterli kaynak bulmanin sorun olmasi, ¢alismay1 siirlayan bir
etken de olmaktadir. Ucretsiz gazetelerin heniiz yaklasik on yillik bir gegmise sahip yeni bir
ara¢ olmasi yliziinden, iicretsiz gazeteler iizerine yapilmis fazla arastirma bulunmamaktadir.
Bu alandaki calisma ve aragtirmalar kavramsal olmaktan ¢ok tanimsaldir; yapilmis
arastirmalar da cogunlukla 2001°den giinlimiize daha ¢ok bu gazetelerin ilk ortaya ciktigi
Kuzeybat1 Avrupa’daki aragtirmact ve akademisyenlere aittir. Bu konuda yapilmis arastirma
ve akademik makaleler degerlendirildiginde, Bakker ve Picard’in c¢alismalar1 6n plana
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cikmaktadir. Ucretsiz gazetelerin gelistirdikleri is modelini degerlendiren So ve Lee’nin
arastirmasi da yine bu baglamda dikkat c¢ekmektedir. Bu calismada, o6zellikle iicretsiz
gazetelerin Diinya’daki gelisim siirecleri, sz konusu akademisyenlerin arastirmalarindan da
yararlanilarak degerlendirilecektir.

1. Tanim

Ucretsiz gazetelerin ortaya ¢ikisiyla birlikte, “gazete” tamimi iizerinde hararetli
tartismalar yapilmaya baglanmistir. Aslinda, hem farkli iilkelerin kendi idari yapilari ve
medya sektorlerinde, hem de medya ile ilgili uluslararasi iligkiler ve platformlarda zaten
“gazete” terimi i¢in, (teknik anlamda) iizerinde anlasilmis, net bir tanim bulunmazken,
iicretsiz gazetelerin yayginlagsmasiyla birlikte ayni sorun onlar i¢in de gecerli olmustur. Oysa
medya ekonomisi ve pazari agisindan dnemli bir olgu olan iicretsiz gazetelere dogru bir tanim
getirmek, bu gazetelerin hem reklamverenin, hem de kamu ve 6zel sektoriin genelde gazeteler
icin belirledigi standartlar1 karsilayip karsilamadigini gérmek ve onlarin ne sekilde kategorize
edilecegini belirlemek agisindan 6nemli olmaktadir.

Bu yondeki resmi tamimlar, gazetelerin yasal ve idari olarak ne sekilde
degerlendirilecegine yonelik olup, yine resmi karar verme mekanizmalarinin ¢alismalarini
diizenlemek amagli olmaktadir. Ornegin A.B.D.’de, iizerinde hemfikir olunan ve konuyu
yasal bir zemine oturtmak agisindan gelistirilen tanima gore gazete, “genellikle kagit
formunda, belirli genel bir tiraj hedefleyen ve kisa araliklarla basilan, mevcut olay ve
gelismeler hakkinda bilgi veren ve genel ilgi konusu haberleri iceren bir yayim” olarak
degerlendirilmektedir. (4 Op. Attys.Gen. 10 ve Black’s Law Dictionary’den aktaran Picard,
2001, 167).

Ulusal ve uluslararas: istatistik kurumlar1 ve vergi daireleri, yine idari bir tasarruf
gelistirmenin yaninda, mali, idari ve iktisadi olarak kamu ve 0Ozel sektore gelismeleri
raporlayabilmek ve medya sektoriinii diger sektorlerden ayirabilmek i¢in bazi tanimlar
gelistirmek durumunda kalmislardir. Ornegin, Avrupa Toplulugu, ekonomik verileri
degerlendirebilmek i¢cin medya sektoriindeki iiretim istatistiklerine yonelik NACE (General
Industrial Classification of Economic Activities: Ekonomik Faaliyetler Genel Endiistriyel
Siiflandirmasi) gibi belirli siniflandirmalara gitmistir. Ancak bu tiir siniflandirmalar i¢inde
bile, gazeteleri kitap, dergi ve diger reklam malzemesinden ayirt etmek igin gelistirilen
tanimlar harig, direkt olarak gelistirilen bir tanim bulunmamaktadir. Avrupa Toplulugu’nun,
PRODCOM' ile gelistirdigi endiistriyel iiriinler simflandirmasi bu konuda daha ozel ve
ayrintili olmakla birlikte, gazetelere yonelik kategorilerde ficretli ve flicretsiz gazeteler
arasinda (gazete, dergi ve periyodik yayimlari istatistiki veri acisindan siniflandirmak haric)
bir ayrima gidilmemistir. Bu siiflandirma icinde de gazete, dergi ve periyodik yayimlar
arasinda, haftada 4 kereden fazla yayimlananlarla, bunun disinda siirelerle yayimlananlar
arasinda bir kategori ve ayrica reklam materyali i¢in de bir kategori bulunmaktadir. (Eurostat,
PRODCOM and NACE Rev. 1 nomenclatures’den aktaran Picard, 2001: 167).

Gazetelere yoOnelik tanimlamalar i¢inde onlarin statiilerini belirleyebilmek amaciyla
(ve hangi yayimlarin indirimli posta tarifelerinden yararlandirilabileceklerine yonelik olarak)
posta idareleri tarafindan gelistirilen bazi ayrimlar ve tanimlar da yapilmustir. Ornegin
Fransa’da gazete tanimi, indirimli posta dagitim tarifesi i¢in bir yeterlilik unsuru olarak
kullanilmakta; gazetenin, “kamuoyunca genel bir ilgi goéren, diizenli olarak yayimlanan,
licretsiz veya bir piyasa fiyatina sahip olan, en az iicte bir editoryal icerik tasiyan ve brogiir
veya katalog bi¢iminde olmayan bir yayim olmasi” gerekmektedir (Santini, 1990’dan aktaran
Picard, 2001: 167). Birlesik Devletler Posta Servisi (United States Postal Service) tanimina
gore gazetenin, “belirli araliklarla yayimlanan, toplam icerigin ortalama en az yiizde yirmi
besi editoryal ve yayimin tirajinin yiizde elliden fazlasinin ticretli olmas1” gibi kriterlere sahip
olmas1 gerekmektedir (Public Law 233, 65 Stat. 672, aktaran Picard 2001: 168).
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Parlamentolar ve diger yasal/idari birimler de idari tedbir, mali destek ve vergi amaglh
tanimlar gelistirmislerdir. Bunlar genellikle siyasi gereksinimler ve kararlara dayanmaktadir.
Avusturya’da, gazete tanimi genel basin siibvansiyonlari (general press subsidies) igin kabul
edilebilirlik 6l¢iitii olarak degerlendirilmekte ve buna gore giinliikk ve haftalik gazeteler i¢in
yilda en az 50 kere (daha sonra 41 olarak degistirilmistir) yayimlanmak, ticretli tiraja dayalt
olmak, en az iki tam zamanli gazeteci calistirmak, siyasi, sosyal, genel ve kiiltiirel
enformasyon saglamak olarak belirlenmistir (Bundegesetz vom 2. Juli 1975 .ber die F.rderung
der Presse und Bundegesetz vom 2. Juli 1975 .ber die Aufgaben, Finanzierung, und
Wahlwerbung politischer Parteien. Wein’ den aktaran Picard, 2001: 168).

Hollanda’da, bir devlet kurulusu olan Basin Kredi Fonu (Press Loan Fund:
Bedrijfsfonds voor de Pers) gazete uygunluk kosulu olarak belirli sayida haber, analiz, yorum
ve farkli konularda geri plan (background) enformasyon igerigine sahip olma, diizenli ve en
az aylik bir zaman araliginda yayimlanma ve istihkak icin genel kamuoyu bilgisine sunulma
gibi 6zellikler tasimalidir.

Gazete sektoriindeki sivil toplum kuruluslar tarafindan da farkli amaglara yonelik
olarak 6zel tanimlar gelistirilmistir. Bu tanimlar hangi tiir yayimlarin veya sirketlerin 6zel bir
birlik veya federasyona iiye olabileceklerini belirlemek icin kullanmilmaktadir. Ornegin, bazi
kuruluglar tyelik icin giinliik gazete veya giinliik olmayan gazete gibi ayrimlar sart
kosmaktadirlar. Buna yonelik getirilen tanimlar da farklilhik gostermekte; Ornegin, giinliik
gazete, haftada {i¢ gilinden fazla, bes giin veya yedi giin yayimlanma sartiyla
degerlendirilebilmektedir. Bazi birlikler (association), sadece giinliikk gazeteleri temsil
ederken, bazilar1 da giinliik olmayanlar1 kapsamaktadir. Yine, bazilar1 sadece licretli gazeteleri
kapsarken, digerleri iicretsiz gazeteleri temsil etmektedir. Ornegin, Paris’teki Diinya Gazeteler
Birligi (World Association of Newspapers), “giinlik”, “giinlik olmayan” ve “licretsiz
gazeteler” gibi kategoriler kullanmaktadir (World Press Trends, 2000’den aktaran Picard,
2001: 168). Avrupa Gazete Yayimcilar1 Birligi (The European Newspaper Publishers
Association), ginliik gazeteleri ilgi alan1 ve ulusal birliklere iiye olan kuruluslar bazinda
tanimlamaktadir. (www.enpa.be).

Tiraj denetlemeye yonelik tanimlar da, gazetelerin okuyucu biyiikligii hakkinda
dogru ve gilivenilir veri arayist i¢inde olan reklamverenlerin taleplerini karsilamak amaciyla
konulmustur. Gazetelerin bu anlamdaki denetimi ile ilgili olarak kullanilan en 6énemli tanim
“Ucretli tiraj” (paid circulation) ifadesidir. Bu tanim, tiim gazeteleri - bedelsiz (unpaid) veya
licretsiz (free); satilmayan veya indirimli satilan olsun- tanimaktadir. Denetim kuruluslari,
(indirimli bir fiyatla satilan gazetelerin) indirim miktarlarinin, bedelli veya bedelsiz tiraj
olarak hesaplanmasini diizenleyen kurallar da getirmektedirler. Tiraj Denetim Biirosu ABC
(the Audit Bureau of Circulations) ve ilgili kuruluslar, diinya ¢apinda dicretli tiraj kavramini
gelistirmislerdir.

Bazi denetim kuruluslari, bedelsiz gazete dagitimini da denetlemektedirler. Bu tiir
kuruluslar, hedef okuyucuya dagitimi yapilan gazete sayisini da raporlamaktadirlar. Bunlarin
arasinda en etkili olanlar, Amerika Birlesik Devletleri’ndeki Verified Audit Circulation Corp.
(www.verifiedaudit.com), Kanada’daki Canadian Community Newspapers Association
(www.ccna.ca/vcaudit/#about), ve Britanya’daki ABC’dir. ABC, iicretsiz gazeteler ve diger
basili malzemeyle ilgili, ticretsiz dagitim denetim sertifikas1 olarak tanimlanan bir veri de
sunmaktadir. (Picard, 2001: 168)

Gazetelerin tamimina yonelik farkli degerlendirmelerden ¢ikan sonuca bakildiginda,
licretsiz gazeteler, tam tanimiyla “licretsiz dagitimi yapilan giinliik gazeteler” olarak
degerlendirilmektedir. Bazi {ilkelerdeki resmi ve Ozel tamimlara baghh olarak, farkli
siibvansiyonlardan ve haklardan yararlanmak veya iiyelik kazanmak anlaminda uygun
(eligible) olsun veya olmasin, aslinda bu gazeteler de kendilerini “gazete” olarak sunmakta;
genis bir okur kitlesi ve reklamveren tarafindan yine “gazete” olarak degerlendirilmekte ve
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yonetim kadrolarina bakildiginda da geleneksel gazete yoneticilerince yonetildikleri
goriilmektedir. (Picard, 2001: 168)

Tiirkiye’de de licretli gazeteler icin ilgili yasalar, yonetmelikler ve meslek orgiitleri
tarafindan gelistirilmis ayr1 bir tanimlama hentiz bulunmamaktadir.

Basin Yasasi’nda (2004), genel anlamda gazeteler ve basin sektorii i¢in basilmis eser,
yayum, yayin (stireli, yaygin stireli, bolgesel siireli, yerel siireli, siiresiz), yayimci, basimct gibi
tanimlar getirilmistir. Ancak 6zellikle basilmis eser tanimi, “yayin” ile herhangi bir matbaada
basilmus bir “is” arasindaki ayrimi net bir sekilde agiklayamamaktadir.’

Basin Ilan Kurumunun, kendi mevzuati i¢inde, dzellikle resmi ilanlarin yer alabilecegi
gazete standartlarii belirlemek icin gelistirdigi tanimlar, “Gazetelerin Vasiflar1 ve
Ozellikleri” baghig altinda genisce yer almaktadir.’

2. Tarihge

Gazetelerin tarihi gelisim siirecine bakildiginda iicretsiz gazetelerin aslinda yeni bir
olgu olmadig1 goriilmektedir. Endiistri Devrimi’nin baslangicindan itibaren ‘free sheets”
adiyla tiretilen ve dagitimi yapilan bir mecra olarak adi1 gegmekteydi. Bunlarin ¢cogu (simdi
oldugu gibi o donemlerde de) haftalik olarak yayimlanmaktaydi ve yerel ekonomiyi
destekleyen bir reklam/ilan platformuydu; aym1 zamanda daha ¢ok yerel topluluklara yonelik
haber ve hizmetlere de yer vermekteydi. Yine gliniimiizde {icretsiz dagitilan, ancak yerel veya
uluslararasi higbir haber igerigi tasimayan, sadece alis-verisi, tiiketimi gelistirme amagl bu tiir
yerel “gazeteler” bir¢ok ililkede mevcuttur, ancak bunlar ¢aligmada iizerinde durulan iicretsiz
gazetelerle karistirilmamalidir.

Bircok {iilkede gazete tarihi incelendiginde, ¢ok kisa siireler i¢inde yayim hayatini
siirdiiren iicretsiz gazetelere rastlanmaktadir; Ornegin, Hollanda’da Eindhoven sehrinde 1983
yilinda yayima baslayan bir gazete faaliyetini ancak {i¢ hafta siirdiirebilmis ve daha sonra
kapanmistir (Van den Plasse, 1999: 100°den aktaran Bakker 2002a). Bu caligmada
degerlendirilecek nitelikte olanlar arasinda bir ilk olarak, the General-Anzeiger fiir Liibeck
und Umgebung ad1 6n plana cikmaktadir. 1882°de ailesi Iskogya kokenli olan Charles
Coleman tarafindan kurulan ve Almanya’nin kuzeyindeki Liibeck sehrinde haftada iki kere
cikan bir ilan gazetesiyken, 1885’ten itibaren giinliik olarak yayimlanmaya baslamis, hem
ticretli hem de {icretsiz olarak yayimlanan karma bir model gelistirmistir. Giliniimiizde hala
yayimdadir, ancak ticretli olarak yayimlanmaktadir. Gazetenin {icretsiz yayimina ne zaman
son verdigine yonelik net bir bilgi, gazetenin web sitesinde de yer almamaktadur.*

[1k {icretsiz giinliik gazeteler arasinda adi gegen bir baska gazete de, Walnut Creek’tir.
Bugiin ad1 artik Contra Costa Times olarak degistirilmistir ve 1960’lardan beri de iicretli
olarak yayimlanmaya devam etmektedir. 1955 yilinda New York City’de kurulan ve {icretsiz
haftalik gazetelerin ilk 6rneklerinden biri olan The Village Voice (kisaca Voice olarak bilinir),
icerigi ve arastirmaci gazeteciligi yaninda, kentin kiiltlir ve sanat atmosferini yansitmasiyla da
saygin bir yere oturmus, iic Pulitzer 6diilii almistir. Yakin zamanda yayimlanan iicretsiz
gazetelere Avrupa’daki ilk Orneklerden biri olan Birmingham Daily News, Ingiltere’de
1984°de yayimlanmaya baslamis ve hafta i¢i glinler 300.000 haneye dagitilarak, oldukga genis
bir okuyucu kitlesine ulasmstir. Ozellikle 1995°den itibaren ABD ve Avrupa’nin diger
tilkelerinde yayginlasmaya baslayan {icretsiz gazetelere, Palo Alto Daily News (ABD,
Kaliforniya’da) ve daha sonra diinyanin bir¢ok iilkesinde iicretsiz gazete yayimlamaya
baslayacak olan Isve¢’li Metro International’mn aym adla amlan gazetesi Metro, Isveg,’te
yayima baslayarak katilmistir (Yazar, 2008: 138-139).
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3. Ucretsiz Gazetelerin Gelisimi

Ucretsiz gazeteler yukarida da belirtildigi gibi, “yeni” degildirler. Ancak ge¢miste
giinliik degildiler, geleneksel ticretli giinliikk gazetelerden ¢ok farkli bir igerige sahiptiler ve
cogunlukla derinlemesine ve farkli bir haber icermeyen cemiyet gazeteleri seklinde
yayimlanmaktaydilar. 1990’larda, oldukca yeni bir medya formati ve is modeli yiikselmeye
baslamis; 6zellikle Metro Avrupa’da birgok iilkede yayimlanmaya basladiktan sonra kamuoyu
ve akademik g¢evrelerin ilgisini ¢ekmistir.

Metro, 1995 Subat’inda Stockholm’de yayim hayatina basladiginda oldukca basit,
ancak daha Onceden denenmemis bir is modeli gelistirmisti: “Dagitim ve abonelik
maliyetlerinden tasarruf et, haber ajanslarindan saglanan haberlere odaklan, az sayida
calisan istihdam et ve ozellikle metro ve diger toplu tasim aglarinda yolculuk eden insanlarin
ellerine bu bos zamanlarinda okumalar: i¢in bir tabloid gazete tutustur.” (Bakker, 2008a:
13). Metro, bir yil i¢inde tlicretli gazetelere gore daha ucuz bir maliyetle, yiiksek tiraja ve
(reklamveren icin oldukc¢a cazip bir demografik grup olusturan) geng, egitimli, sehirli bir
okuyucu kitlesine ulasarak 6énemli bir gelisme gostermistir.

Geleneksel gazete modeli, ekonomisini gazete satis ve reklam geliri iizerine kurmus;
ev ve gazete bayilerine yonelik genis bir dagitim agiyla okuyucuya ulasmay1 hedeflemistir.
(Picard ve Brody, 1998’den aktaran Picard, 2001: 167). Ucretsiz gazeteler bu is modelini
reddederek reklam gelirlerine ve dagitima dayali yeni bir model gelistirmisler, bu amagla
metropollerdeki (anakent) toplu ulagim sistemlerinde ve civarinda licretsiz bir dagitim agi
kurmuslardir.

Metro’nun 1995°de Isveg’teki basarisiyla birlikte, yayimcilar diinya ¢apinda benzer
formatta T{cretsiz gazeteler cikarmaya baslamistir. Bu siire¢le birlikte, 1997°de Cek
Cumhuriyeti ve Finlandiya ve 1998’de Almanya ve Macaristan’in ardindan, 1999 yilina
gelindiginde Avrupa’nin on {iilkesinde {icretsiz gazeteler okuyucuya ulagmis; izleyen yillarda
da, Londra’dan Santiago’ya, Montreal’den Singapur’a ve Boston’dan Atina’ya ve Istanbul’a
birgok sehir bu tiir gazetelerle tamgmstir. Ucretsiz gazeteler, dagitim ydntemlerinden dolay1
(ve Avrupa Birligi’nin rekabetci yayim endiistrileri sayesinde) mevcut gazete pazarina yeni
bir rekabet ve maliyet avantaji da getirmistir. (Picard, 2001: 167)

2009 yili basinda degerlendirilen 2008 verilerine gore, Diinya’da 58 iilkede toplam
yaklasik 44 milyon tiraja sahip 238 {icretsiz gazete yayimlanmaktaydi (Bkz. Tablo 1). Buna
gore, diinya gazete tirajinin yiizde 7,4’linii ticretsiz gazetelere olugturmaktaydi.

Tablo 1 - Ucretsiz Gazetelerin Gelisimi, (Kaynak: Bakker, 2008a)

Yillar | Ulkeler Gazete Sayisi Tiraj (000)
1995 2 2 231
1996 2 2 249
1997 4 5 558
1998 6 7 918
1999 13 30 2.891
2000 24 64 7.566
2001 29 82 10.043
2002 32 85 12.596
2003 32 99 14.674
2004 37 127 18.073
2005 43 161 24.634
2006 51 225 35.861
2007 56 247 41.511
2008 58 238 44.014




Mehmet Oz¢aglayan

Diinya iicretsiz gazete pazart ic¢inde Onde gelen kuruluslardan olan Metro
International, diinya tlicretsiz gazete tirajinin yiizde 20’sine sahiptir. Ortaklariyla beraber
yayimladiklar {icretsiz gazeteler de degerlendirildiginde bu oran, yilizde 24’e ¢ikmaktadir.
Diinya capinda 19 iilkedeki 119 sehirde (bunlarin 41°1 bir milyondan fazla niifusa sahiptir), 15
ayrt dilde yayimlanan 58 ayr1 gazete ve toplam 8 milyon tiraj ile 17 milyon 400 bin
okuyucuya ulagmaktadir. Bu okuyucularin yiizde 72’si calisan niifusu temsil ederken, yilizde
69’u 40 yasin altinda, yiizde 48’1 kadin ve yiizde 46’s1 da iiniversite egitimi almistir (Metro
International, Annual Report 2008). Bu Ozellikleriyle iicretsiz gazetelerin hedef Kkitlesi,
reklamveren i¢in de oldukea cazip bir demografik grup olmaktadir.

Son yillarda ticretli gazeteler Uzakdogu ve Asya’nin bir boliimii hari¢ neredeyse her
gazete pazarinda (market) tiraj kaybederken, 6zellikle 2000’11 yillarin ortalarina kadar iicretsiz
gazeteler onemli sayida okuyucuyu g¢ekebilmislerdir (Balding, 2007). Geleneksel gazeteler
geng okuyucuyu kendilerine ¢gekmekte sorunlar yasarken, iicretsiz gazetelerin bu yas grubuna
erisimde olduk¢a basarili oldugu da goriilmektedir. Bunda, iicretsiz gazetelerin en 6nemli
dagitim noktalarint olusturan sehir i¢indeki toplu ulasim noktalarini daha ¢ok 50 yasin
altindaki geng ve calisan niifusun kullanmasi da etkili olmaktadir.

Ancak yine de, gen¢ okurlarin Ozellikle tcretli gazeteleri tercih etmemelerinin
nedenini, onlarin artik habere, bilgiye ve “eglenceye” erismek i¢in ¢ok fazla secenege sahip
olduklarin1 g6z Oniinde bulundurarak degerlendirmek daha dogru olacaktir; iicretsiz
gazetelerin sayica ve tiraj olarak artmalar1 anlaminda degil. Bu konu, ilerleyen boliimlerde
ayrica degerlendirilecektir.

Bu calismada daha ayrintili olarak degerlendirilen Avrupa gazete pazarinda, 2000’li
yillarin ortalarina gelindiginde 1995’¢ kiyasla dagitimi yapilan daha fazla gazete
bulunmaktaydi. Avrupa’da iicretsiz gazeteler yaklasik son on yil i¢inde ortaya ¢ikmis ve
2007°de yiizde 25’den fazla pazar payina sahip olmuslardir. Arastirma sonuglarina gore, bu
gazetelerin okunduguna ve bunun yaninda, okurun ayni zamanda iicretli gazeteleri de
okuduguna ve gazete pazarma yeni okurlarin katildigma dair kanit bulunmaktadir. Ornegin,
Belgika’da toplam gazete okuyuculariin yiizde 7°si (370,000) ve Hollanda’da bir milyondan
fazla okuyucu (niifusun yiizde 8’1) sadece iicretsiz gazete okumaktadir. Yine Avrupa’nin dort
iilkesinde ticretli gazeteden ¢ok flicretsiz gazete dagitilmakta, 12’den fazla iilkede en cok
okunan gazeteler yine iicretsiz gazeteler olmaktadir (Bakker, 2008b).

4. Ucretli Gazetelerin Temel Ozellikleri ve Geleneksel Gazetelerden Farkh Yonleri
4.1 Medya Ekonomisi A¢isindan Farkhhiklar

Ucretsiz gazeteler, iicretli olanlar gibi ikili bir {iriin piyasas1 iginde yer almakta, okura
icerigi pazarlarken, yine ayni1 okuru da reklam verenlere pazarlamaktadirlar.

Ucretli ve {icretsiz gazeteler arasindaki esas farklilik, tiiketicinin zaman ve ilgisini
parayla degil de igerikle degistigi icerik pazarinda (content market) meydana gelmektedir. Bu
farkliliga ragmen, “zaman” ve “ilgi” i¢in rekabet, tek basina onu bir pazar (piyasa) haline
getirmekte ve bu da iicretsiz giinliik gazeteleri tipkir iicretli olanlar gibi bu ikili piyasaya
yerlestirmektedir. Okurlarin (gazete okumaya ayiracaklari) zamani elde etmek (kazanmak)
icin iicretsiz giinliik gazeteler, o okurlarin ihtiyag ve beklentilerini karsilamak zorundadirlar.
Bunu da iki 6nemli okur gereksinimine hizmet ederek yerine getirmektedirler: Birincisi, cok
sayida insanin ¢alisma ve/veya diger giinliik etkinlikler icin ise, okula, vb. gidip gelirken
yolculuklart sirasinda zamanlarini doldurmaya yardime1 olmaktadirlar. ikincisi, bu insanlarin
kendi cevrelerindeki diinyada neler olup bittigine dair temel enformasyon (bilgi-haber)
ihtiyacina cevap vermektedirler. Ucretsiz giinliik gazeteler de bunu, okurlarina gazete okumak
icin harcayacaklar1 belirli bir siire harig, (o da genellikle bir metro treninde, otobiiste veya
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tramvayda hi¢cbir sey yapmadan sadece oturarak gegirilen bir zaman olmaktadir), onlara
herhangi bir bedel ddetmeden, maliyetsiz bir sekilde yerine getirmektedirler.

Benzer sekilde, ticretsiz giinliik gazeteler reklam verenlerin kitlesel okur/izleyici (mass
audience) taleplerine de hizmet etmektedirler. Bir¢ok kitle iletisim aracinin, ticretli gilinliik
gazeteler basta, okur/izleyici kaybettigi bir ortam ve zamanda reklamverene, reklam iletilerine
daha fazla zaman ve ilgi gosteren “tutsak izlerkitle” (captive audience) sunarak, bu hizmeti
yerine getirmektedirler.

Ucretsiz gazetelerin okurlarina bakildiginda, hedef kitlenin iicretli gazetelerinkilerden
farkli oldugu goriilmektedir. Gazetelerin potansiyel okuyucular1 piyasadaki okur-yazar
niifustur ve bu da kendi icinde {i¢ 6nemli alt gruba ayrilmaktadir (Sekil 1).

Birinci grup, gazete okuma aligkanlig1 olan, diizenli bir sekilde gazete okuyan ve
cevrelerindeki diinyada olan-biteni anlayabilmek ve kararlarim1 verebilmek icin diizenli bir
sekilde bilgi-enformasyon gereksinimi i¢inde olan temel okuyucu kitlesidir. Ikinci grup,
aslinda bilgi-enformasyon gereksinimi olan ancak, gazetelere zaman ve para vermeye pek
istekli olmayan, dolayisiyla ara-sira okuyanlardan olugmaktadir. Son grup ise, okuma-yazma
bilmesine karsin, gazete okuma aligkanligi olmayan ve gazeteleri onlara zaman ve para
harcamak konusunda yeteri kadar ilging bulmayanlardan olugsmaktadir. (Picard, 2001: 168-
169)

Sekil 1 — Gazetelerin Potansiyel Okuyucu Kitlesi

Ucretsiz Gazetelerin Temel Hedef Kitlesi

' DiizenliOlarak Oku{lanlar Arasira Okuyanlar Hi¢ Okumayanlar

Ucretli Gazetelerin Temel Hedef Kitlesi

Okuryazar Niifus

Kaynak: Robert G. Piccard (2001). “Strategic Responses to Free Distribution Daily Newspapers” The International Journal on
Media Management. Vol. 3 No. lll. s. 169.

Ucretli gazeteler, geleneksel olarak kendi ekonomisi ve is modelleri agisindan, diizenli
gazete okuma aligkanlig1 olan okurlar1 hedeflemekte ve daha sonra da ara-sira okuyanlardan
okuyucu kazanmaya calismaktadirlar. Ucretsiz gazeteler ise esas olarak, ara-sira okuyanlar
ve bazi devamli okuyanlarla hi¢ okumayanlar1 hedeflemektedirler. Bu tiir (bu kategorilerdeki)
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okuyucuyu ¢ekmek i¢in de, cabuk okumak igin tasarlanan kisa haber dykiileri olugturmaya
yonelik bir editoryal profil yaratmaktadirlar. igeriklerini doldurmak igin haber ajanslarindan
aldiklar1 haberlere agirlik vermekte, sadece ulusal ve uluslar arasi haberlere genel bir bakis
sunmaya yonelmektedirler. Tipik olarak yerel eglence, televizyon ve spora agirlik verme ve
kamusal yasama odaklanmama egilimindedirler; ayrica, iicretsiz gazetelerde yerel olarak
iretilmis makaleler de oldukca sinirl1 bir yer tutmaktadir.

Ucretsiz giinliik gazetelerin reklam vereni de iicretlilerden farklilik gdstermektedir.
Ucretsiz gazetelerin reklam verenleri arasinda bugiin igin genelde biiyiik perakende firmalart
yer almamaktadir ve bu anlamda reklamverenleri iicretli gazetelerin sehir ilaveleri ve
alternatif haftalik dergilerindekilere benzemekte, bunlar da ¢ogunlukla, kuliip ve sinemalar,
kiiciik perakendeciler, miizik ve video diikkanlar1 olmaktadir. Ucretsiz gazeteler, seri ilanlara
cok az yer vermekte veya hi¢ vermemekte; yer verdiklerinde de bu ilanlar tipik olarak arkadas
bulma veya kisisel hizmetlerle ilgili olmaktadir.

Okur ve reklam pazarlarindaki bu farkliliklarindan dolayz, ticretli ve ticretsiz gazeteler
tam anlamiyla ayni pazarlarda faaliyet gostermemekte, ancak bu pazarlarin farkli kesimlerine
hizmet vermektedirler.

Sonug olarak, iicretsiz gazetelerin ticretli olanlar {izerinde pazar etkileri sanildig1 kadar
“dramatik” olmamistir. Bununla beraber, bazi etkiler vardir ve bunlar da bdlgelere, lilkelere
gore degisim gostermektedir. Bircok pazarda, {icretli gazetelerin {icretsizlerin ortaya ¢ikisiyla
birlikte yasadiklar tiraj kayb1 ylizde 2’den az olmustur. Kayiplar, gazete okuma aliskanligi
daha az olan ve gazete aboneliginden veya devamli gazete satin almaktan kaginan
okuyuculardan gelmistir. Reklam agisindan bakildiginda ise, {icretli gazetelerin iicretsizlere
kaptirdigi reklam kayiplart yiizde 1°den azdir. Bu kaybin ¢ok az olmasinin nedeni, yukarida
da belirtildigi gibi, licretsiz gazetelerin esas reklamverenlerinin tlicretli giinliik gazetelerin esas
reklam verenlerinden oldukg¢a farkli olmasidir. (Picard, 2001: 169)

4.2. Is Modelleri A¢isindan Farkhihiklar

Ucretsiz gazetelerin is modeli, “dagitima dayali gazetecilik” (distribution-driven
journalism) modeli olarak da adlandirilmaktadir. Bu model, geleneksel gazete pazarindaki
yaklasik yiiz yillik “igerige dayali gazetecilik” (content-driven journalism) modeline karsi
yeni bir gazete yOnetim sistemi ve Orgilitlenmesi getirmektedir. Dagitim, licretsiz gazete is
modelinin temelini olugturmakta ve {licretsiz gazetelerin tiim faaliyetleri i¢inde belirleyici bir
rol oynamaktadir. (So ve Lee, 2007: 1)

Bu modelde, dagitim kanali, hedeflenen okur kitlesinin demografik o6zellikleri ve
biiylikligiine gore oOnceden segilmekte ve bu okur potansiyeli de reklam gelirine
doniistiiriilmektedir. Ucretsiz gazete igerik ve formati da yukaridaki boliimlerde genisce
aciklandigr gibi, dagitim ortaminin gazete okuma deneyimine ve bu ortamda erisilen okurun
demografik 6zellikleri ve beklentilerine uygun olarak gelistirildiginde, is modeli basarili bir
sekilde uygulanabilmektedir.

Dagitima dayali model birkag farkli 6zellige sahiptir: Modelin en onemli 6gesi,
(icerigin en Onemli 68e oldugu geleneksel gazetelerden farkli olarak) dagitim agina biiyiik
onem verilmesidir. ikincisi, dogal hedef kitlesini geng, kentli, orta smiftan ve ortalamanin
{izerinde bir ise ve maasa sahip kesimin olusturmasidir. Ugiinciisii, icerigin “farkli seylerin iyi
bir karigim1” olmasidir. Bu gazete, modern bir goriinimiinde ve okurlarin giinliik yasam
ritmine uygun olmalidir. Bilgilendirici, bir sekilde ciddi, ancak ilging ve okunmasi kolay
olmali; sansasyonel ve politik olmamalidir. Dordiinciisti, format “okur dostu” olmalidir.
Besincisi, reklamlar1 orta sinifa yonelik olmali ve belirli, taninmis, 6nde gelen markalari
icermelidir. Altincisi, licretsiz gazetelerin iletileri gorlis ve fikirlerle dolu olmaktan ziyade,
daha ¢ok enformasyon saglamak olmalidir; kendini toplumun doérdiincii kuvveti olarak
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konumlandiran bir egilimde olmamalidir. Yedincisi, licretsiz gazete pazarina daha diisiik bir
baslangi¢ maliyetiyle girmesi goreceli olarak daha kolaydir (So ve Lee, 2007: 22).

Ucretsiz gazeteler biitiin bu ozellikleriyle, geleneksel iicretli gazete pazariyla hem
rekabet eden, hem de onu tamamlayan bir model gelisimine ve degisime yol agmakta; genel
anlamda gazete pazari i¢inde ancak, geleneksel gazetelerin “igerik” iizerine kurulan modelinin
disinda bir pazarda, “dagitim pazar1” icinde kendine yer bulmaktadirlar. Ucretsiz gazeteler,
gelistirdigi bu yeni modelle geleneksel gazete pazarinda kendine yeni bir alan yaratip bir
anlamda “ana akima” tagindikc¢a, gazete pazari da bir model degisimine dogru gitmektedir.

Onceki béliimlerde de belirtildigi gibi, dagitim, okur profili ve reklam stratejisi ile
birlikte iicretsiz gazetelerin iy modelinin omurgasini olustururken, icerik ve format bu is
modeli i¢inde daha edilgin bir rol oynamaktadir. Geleneksel gazetelerden farkli olarak
licretsiz gazeteler “icerige dayali” bir is modeli gelistirmemislerdir. igerikleri ve formatlari
daha ¢ok, toplu ulagimi kullanan genclerin ve (liiks tiiketim potansiyeli olan bu okur grubunu
hedefleyen) reklamverenlerin beklenti ve ihtiyaglarini karsilamak durumundadir.

Yiiksek satin alma giiciine sahip insanlar reklamverenler i¢in her zaman cazip bir
kitledir. Ucretsiz gazetelerin yéneticileri de bu yiizden dagitim aglarmi gogunlukla bu
insanlara sabah ise gidis saatlerinde ulagmak {izerine kurmuslardir. Ciinkii, biiyiik kentlerdeki
niifus her ne kadar kendi i¢inde (demografik ozellikleri itibariyle) boliinmiis de olsa,
degismeyen bir 6zelligi hemen her yerde aynidir: kentli niifusun biiyiik bir boliimiiniin ise
gidis-gelis giizergahlar1 6zellikle metro ve banliyo trenleri olmaktadir. Bu yiizden, bu kitleye
licretsiz gazeteleri, toplu ulagim sistemleri ve baglanti noktalar lizerinde, 6zellikle ise gidis-
gelis saatlerinde dagitarak erismek onemlidir. Burada dagitim noktalar1 yaninda, dagitimin
zamanlamasi da énem kazanmaktadir. Ucretsiz gazeteler, hedef okurlarin ellerine sabah ise
gidis saatlerinde ulastirilmalidir. Bu siire i¢inde, yogun bir mesaiye sahip olan gencg
profesyoneller bu toplu ulagim sistemlerini kullanmakta ve bu gazeteleri okumaya egilimli
olmaktadirlar.

Bu gazetelerin ¢cogu kisa, okunmasi kolay, renkli ve ¢esitlilik arz eden haberleri,
tabloid formatta okura sunmakta, genel igerik 20 dakika icinde okunacak sekilde
tasarlanmaktadir. Okurlar ilk sayfadan son sayfaya cabuk bir sekilde haber, kdse yazisi,
magazin, teknoloji, spor, eglence, film, sanat haberleri, oyun, bulmaca ve televizyon
programlar1 hakkinda bilgi sahibi olmaktadir. Bu sekilde karisik igerikli bir gazete okumanin
okura, televizyon kanallarim “zaplamaya” ve Internet’te gezinmeye benzer bir deneyim
yasattig1 da sOylenebilir. Bu deneyim, biiyiik kentlerdeki toplu ulagim hatlarin1 kullanarak ise
gidenlerin taleplerine de uygun diismektedir: ise giden insanlarin uzun makaleleri okuyacak
zamanlar1 yoktur. Sadece haberi, kisa ve “taze” yorumlari okuma istegi duymaktadirlar, uzun
yorumlara ve derinlemesine haber dykiilerine degil. Ise giderken kisa yolculuklar: sirasinda,
giivenilir bir kaynaktan alacaklari kisa ve 6zlii haber ve yorumlara ihtiya¢ duymaktadirlar. Bu
ylizden, lcretsiz gazeteler okurlarin bu beklentilerine uygun olarak tarafsiz, objektif ve
gerceklere dayanan kisa ve 6zIlii haber ve yorum sunmak durumundadir. Bunu, medyadaki
seks ve siddetten uzak, “temiz” bir editoryal icerikle de desteklemektedirler. Is modelleri
onlar1 geng, kentli, meslek sahibi bir kitleyi ve yliksek kaliteli, pahali reklami sayfalarina
cekmek iizerine kuruldugu siirece, icerikleri de yukarida Ozetlenen kaliteyi yakalamak ve
korumak durumundadir. (So ve Lee, 2007: 16).

Maliyet yapilar1 da geleneksel gazetelerden farklhidir. Ucretli gazeteler genis bir yazi
isleri kadrosuna gereksinim duyduklari i¢in, insan kaynagi masraflar1 oldukga yiiksektir.
Ucretsiz gazeteler ise, modelleri igerikten ¢ok, dagitima odaklandig1 igin, editoryal masraflari,
toplam masraflarmin sadece yaklasik yiizde onunu kapsamaktadir. Ornegin, diinyanin énemli
is ve finans merkezlerinde biri olan Hong Kong’daki {i¢ {icretsiz giinliikk gazetenin baski ve
dagitim maliyetleri (kagit, miirekkep, dagitim ve promosyon dahil) yilizde 50 ile yiizde 70
arasinda bir yer tutmaktadir. (So ve Lee, 2007: 16)
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Bu ylizden, hemen hemen tiim {icretsiz gazeteler is modelleri i¢inde diisiik bir yatirim
ve faaliyet maliyeti ongdrmekte, baski makineleri {izerine de yatirim yapmayarak baski ve
dagitim i¢in dis kaynaklar1 kullanma ve kiralama yoluna gitmektedirler. Maliyetler dikkatli
bir sekilde kontrol edilmekte, haber ve magazin Oykiileri gazete disindaki ajans ve
kaynaklardan saglanmaktadir. Ucretsiz gazeteler geleneksel gazetelere gdre ¢ok daha az
saylda insan istihdam etmekte ve bunun sadece yarisim1 yazi isleri kadrosu olusturmaktadir.
Bu gazetelerde c¢alisan gazetecilerin ¢ogu okurlar1 ile aymi yaslardaki genglerden
olusmaktadir. Ornegin, Hong Kong’daki AM 730’un yaz1 isleri kadrosunun yiizde 90’1 kirk
yasin altindadir. Bu ekip geng, yaratict ve geleneksel gazetelerdeki meslektaslarina kiyasla
daha diisiik bir maasla ¢alismaya hayir demeyen genclerden olusmaktadir (So ve Lee, 2007:
17).

Kurumsal kaynak mekanizmalari, {icretsiz gazetelerin ortaklarindan, kardes
sirketlerden ve ana sirketten ne tiir kaynak ve destek alabileceklerini de belirlemektedir. Igerik
paylasimi, calisilan alanlarin, biiro, is makineleri, vb. paylasimi ve kurumsal destek gibi
etkiler, bu gazetelerin icerik stratejisi, maliyet yapisi ve reklam geliri kaynagi kullanimina
onemli bir katki da saglamaktadir. Tiirkiye’de Dogan yayin Grubu’nun ¢ikardigi 20 dk. buna
ornek gosterilebilir.

Tablo 2 ve Sekil 2 iicretsiz gazetelerin yukarida agiklanan is modelindeki temel
ozelliklerin etkilesimini ve dinamiklerini gostermektedir. Bu ¢er¢evenin olusumunda dagitim
kanali belirleyici bir rol oynamaktadir; gazete, dagitim kanallarini belirleyerek reklam veren
icin cazip okuyucuyu 6nceden se¢mekte ve buna bagli olarak da zaman i¢inde yiiksek kaliteli
reklamvereni kendine ¢ekmektedir. Bu etkilesim zinciri de, igerik stratejisini, formati, maliyet
yapisim ve kurumsal kaynak mekanizmasim belirlemektedir. Ucretli gazetelerde editoryal
icerik ne tiir okuyucuya ve reklama yonelebileceklerini belirlerken, dagitima dayali model
daha farkl bir yaklagimla, editoryal icerige daha az para harcama ve dogru bir dagitim sistemi
kurarak daha fazla para (reklam geliri anlaminda) kazanmay1 hedeflemektedir.

Tablo 2 - Dagitima Dayah Modelle Icerige Dayali Modelin Karsilastirilmasi

Dagitima Dayali Model icerige Dayali Model

Gelir Kaynagi Reklam Geliri Reklam, bayi satiglari, abonelik

- Kiiglik yazi isleri kadrosu

-Baski ve bazi igerikte dis -Blytik yazi isleri kadrosu

-Kendi baski tesislerini kullanma

Maliyet Yapisi kaynak kullanimi ; .
. . -Baski ve personel (icretleri
-Baski ve dagitim temel maliyet .
temel maliyet unsurlari
unsurlari

-Dustik sinerji olasiligl
-Pazara girmek igin yiksek
baslangic yatirimi

-Ana sirketle ve/veya ulastirma
Kaynak Mekanizmasi operatorleriyle sinerji
-Kiguk baslangig yatirimi

-Daha yash

-Nufus dagilhimi

-Gazete turtne (elit/kitle) bagh
-Erkek okur agirlig

-Geng, kentli, daha iyi egitimli
Miisteri -Calisan, daha yiksek gelir
-Cinsiyet dengesi

-Cogunlukla toplu ulasim

. sistemleri -Bayi satislari
D Kanal : . . .
agitim Kanal -Insanlarin yogunlastig bazi -Abonelik
noktalar ve konutlar
i(,‘erik Stratejisi -Basit, kisa, 6z -Kapsamli, hacimli ve
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-Enformasyon temelli

-Hizl tiiketime gore hazirlanmis
-Haber toplama kaynagi diger
medya

derinlemesine

-Haber ve yorum birlikte

-Uzun sureli tiketim ve
paylasim

-Yerel haber toplamada
cogunlukla kendi muhabirlerini
kullanma

Format Sitili

-Tabloid, kigik
-Daha segici ve etkin reklam
araci

-Bliytk boy, kalin

-Okur igin iyi, ancak
reklamveren beklentilerini her
zaman tam karsilayamayabilir

Kaynak: So ve Lee, 2007: 11.

Sekil 2 - Dagitima Dayah Gazetecilik Modelinde Bilesenler Arasindaki Miskiler

Dagitim

Reklam
Geliri

icerik ve
Format

Maliyet
Yapisi

Kurumsal

Kaynak

{k

Kaynak: So ve Lee, 2007: 12.

4.3. Big:im, Icerik ve Editoryal Acidan Farklhihklar
Ucretsiz gazeteler, licretlilere gore daha az sayfa sayisina sahiptir ve genelde daha az
haber sunmaktadir; ¢ogunlukla tabloid veya daha kiiclik formatta basilmakta; okuyucuya

Mekanizmasi
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ticretli gazeteler kadar zengin ve farkli bir igerik sunmamakta; siyaset ve uluslararasi iliskiler
alaninda daha az haber yer almaktadir.

Biiyiik bir ¢ogunlugu sadece hafta ici giinler (Pazartesi’den Cuma’ya) yayimlanip,
dagitilmakta, hafta sonlar1 yayimlanmamaktadir. Yaz tatili doneminde, o6zellikle Giliney
Avrupa’da bircok ticretsiz gazete toplu olarak yayimlarina ara vermektedir.

Bununla beraber, Isveg, Italya, Izlanda ve Hollanda’da hafta sonlari ¢ikan iicretsiz
gazeteler de vardir. Daha kiigiik formatlar da bulunmakla birlikte, tabloid (kiigiik gazete) en
yaygin formattir. 11k yillarda, iicretsiz gazeteler esas olarak toplu tasim sistemlerinde: metro,
tren, otobiis, havaalanlar1 ve vapurlarda dagitilmaktaydi. Ucretsiz gazeteler arasinda rekabet
artikga, aligveris merkezleri, iiniversiteler, postaneler, park yerleri, hastaneler, benzin
istasyonlar1, lokantalar ve aligveris yerlerine yakin toplu tasim noktalar1 gibi alternatif dagitim
noktalar1 da kullanilmaya baglanmistir. Danimarka, Hollanda, isvicre ve izlanda gibi bazi
iilkelerde de evlere dagitim yapilmustir ve hala yapilmaktadir (izlanda). (Bakker, 2002b: 182)

Ucretsiz gazetelerde yer alan haber igeriginin onemli bir kismi, ajans haberlerine
dayanirken, iicretli gazeteler kendi haber kaynaklari ve kadrolart ile orijinal igerik
tiretebilmektedirler.

Ucretsiz gazetelerde ¢alisan gazeteci sayis1 daha azdir ve deneyim olarak daha genc
bir kadro ile ¢calismaktadirlar. Ornegin Metro International 2006 yilinda toplam 500 gazeteci
ile 20 tilkede, 70 gazete yayimlayabilmistir. (Metro International, Annual Report 2007)

Bunlarin yaninda, licretsiz gazetelerdeki haber sayisi, aslinda tiicretli gazetelerden az
degildir. Eksik olan, kdse yazilar1 ve yorum yazilariyla, derinlemesine haber sunumu ve
analizidir. Ucretli gazetelerin yayim formati, giiniimiizdeki geng niifusun online gazetelerdeki
gazete okuma aligkanliklarina uygundur: Haber bashiginin altinda kisa ve 6z bir sekilde
sunulmus haber icerigi. Gazeteleri Internet ortamindan takip eden okuyucunun da aslinda
bekledigi bu sekilde, bir bakista gérebilecegi bir igeriktir. “Online okuyucu haberi okumaktan
cok “taramaktadir” (scanning); ilgi duydugu bir haberi gérdiigiinde de onun icerigine
yonelmektedir” (Foust, 2005: 144). Ucretsiz gazete okuyucularinin énemli bir boliimiinii geng
niifusun olusturdugu gercegi de gdz O6niinde bulunduruldugunda, bu gazetelerin is modelinin
ve okuyucuya erisim hedeflerinin dogru ve gercekei oldugu soylenebilir.

4.4. Ucretli ve Ucretsiz Gazetelerin Giiclii ve Zayif Yénleri:

-Ucretli Gazeteler:

Giiclii yonleri: Diizenli bir okuyucu kitlesine ve gii¢lii bir yerel icerige sahip olmalari,

taninmislik, giincel gelismeler ve diinya olaylar1 {izerine analiz ve yorumlara ¢ok genis

bir sekilde yer vermeleri, perakende pazari ve seri ilanlar i¢in birincil mecra konumuna
sahip olmalari.

Zayif yonleri: Ucretli olmalar1 ve okunmalarinin daha zor olmasi.

Bunun yaninda, iicretli gazetelerin kendi okurlarini, arasira okuyanlar ve hi¢ okumayanlarin
iicretsiz gazetelerin diizenli okuyucular1 olmalar1 sayesinde zamanla arttirma sans1 da vardir
ve mevcut yayim yapilarini yine kendilerinin destekleyecegi bir iicretsiz gazete ile
degerlendirerek her zaman kullanma olanagina sahiptirler. Elbette ki, ara-sira gazete satin alan
okurlar1 ve potansiyel reklam payinin bir kismini iicretsiz gazetelere kaptirma tehdidiyle de
karsilasabilirler.

-Ucretsiz gazeteler:

Giiclii yonleri: Kolay erigim, iicretsiz olmalari, kolay okunabilmeleri, her giin ¢ok

sayida kisiye ulasabilmeleri ve onlar tarafindan okunmalari, i¢inde yer alan

reklam/ilanlarin toplu ulagim araglarindaki bir¢ok reklamdan daha etkili olmasi.

Zayif yonleri: Orijinal icerige sahip olmamalar1 veya ¢ok az olmalari, sinirh yerel

haber ve sinirl1 bir dagitim ag.

Ucretsiz gazeteler, ara-sira okuyanlara diizenli bir sekilde erisim i¢in yeni olanaklar sunmakta,
hi¢ okumayanlar1 okuyanlara déniistiirmekte ve yeni reklam satislar1 yaratmaktadirlar. Ucretli
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gazetelerin iicretsiz iirlinlerinin, eklerinin ve toplu ulasim araglarinda (sistemlerinde) son
zamanlarda goriilmeye baslayan sayisal yayinciligin tehdidiyle karsilasabilirler. (Picard, 2001:
170)

5. Geleneksel Gazetelerin Tiraj Kaybinda, Ucretsiz Gazetelerin Etkisi

Ucretsiz Gazetelerin gercekten iicretli gazetelerin tiraj kaybima ve sayica azalmasina
neden olup olmadigini daha iyi analiz edebilmek icin bu gazetelerin ortaya ¢ikisindan 6nceki
donemlere bakmakta yarar vardir.

Ucretli gazetelerin goriilmeye basladigi 1990’larin ortalartyla, hem say1 hem de tiraj
olarak 6nemli bir gelisme gosterip zirve yaptiklart 2000°lerin ortalarina kadarki yaklasik on
yillik bir donemde, licretli ve licretsiz gazetelerin tirajlart incelendiginde ilk bakista ortaya
sOyle bir goriinlim ¢ikmaktadir: 1995 ve 2006 yillar1 arasinda 6zellikle Avrupa’da ticretli
gazeteler 14 milyon tiraj kaybi yasarken, ilicretsiz gazetelerin tiraji 28 milyondan fazla
artmistir. Yine Avrupa’da 2007 yilina gelindiginde (yaklasik son 11-12 yillik donem iginde),
licretsiz gazetelerin toplam pazar pay1 yilizde 25’in lizerine ¢ikmistir (Bakker, 2008b).

Boyle bir karsilastirmayr Diinya c¢apinda degerlendirebilmek icin yeterli verinin
olmayist ve bu yonde yapilmis simirli sayida arastirmanin daha c¢ok Avrupa iilkelerini
kapsamasi; bunun yaninda, Diinya {icretsiz gazete pazarinin iigte ikisine yine Avrupa’nin
sahip olmasi nedeniyle buradaki karsilagtirma, {icretli ve iicretsiz gazetelerin Avrupa’daki
tirajlariyla, licretsiz gazetelerin gelisim siireci birlikte degerlendirilerek (ve Ozellikle 1995-
2006 yillar1 arasi dikkate alinarak) yapilmustr.’

Tablo 3, Avrupa’daki 17 iilkenin mevcut iicretsiz gazete sayilar1 ve pazar paylarini
gostermektedir.® Ucretsiz gazete tirajlar1 2006°da biiyiik bir gelisim gdstermistir. 2005 ile
kiyaslandiginda, Avrupa’da yilizde 68’lik bir tiraj artis1 goriilmiis; ancak, 2007’deki biiylime
yiizde 13 ile daha sinirl olmustur (Bakker, 2008b).

Tablo 3 - Ucretsiz Gazetelerin Avrupa’daki Gelisim Siireci (1995-2006)

Ulkeler Ik Yayim Tarihi Pazar Pay1 (%) | Gazete Sayisi (2006)
Isvec Subat 1995 28 4
Finlandiya Nisan 1997 10 2
Cek Cumbhuriyeti Temmuz 1997 38 4
Macaristan Eylil 1998 19 1
Britanya Mart 1999 12 9
Hollanda Haziran 1999 19 4
Isvicre Aralik 1999 34 6
Ispanya Subat 2000 55 32
Italya Temmuz 2000 46 9
Belcika Ekim 2000 14 1
Yunanistan Kasim 2000 27 4
Polonya Kasim 2000 14 2
Avusturya Mart 2001 26 5
Izlanda Nisan 2001 81 2
Danimarka Eylil 2001 62 11
Fransa Subat 2002 24 8
Portekiz Kasim 2004 36 3

Kaynak: Bakker, 2008b
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Asagidaki degerlendirmede, Avrupa’daki tilkeler dort farkli boliime ayrilarak
incelenmistir: Kuzey Avrupa (Isveg, Finlandiya, Danimarka, izlanda ve Norveg); Orta Avrupa
(Britanya, Avusturya, Almanya, Liiksemburg, Isvicre, Hollanda ve Belgika), Dogu Avrupa
(Cek Cumbhuriyeti, Macaristan ve Polonya) ve Giiney Avrupa (Ispanya, Yunanistan, italya,
Fransa ve Portekiz). Ucretsiz gazeteler, Almanya’da sadece 1998-2001 arasinda, (500 bin tiraj
ve ylizde 2’lik bir pazar payi ile) ve Liiksemburg’da 2007’ ye kadar goriilmiisken, Norveg’te
iicretsiz gazete bulunmamaktadir. Giiney Avrupa’da da Portekiz, ilk iicretsiz gazeteleri 2004
sonlarinda gérmeye baglamistir.

Bu iilkeler arasindaki ayrim yalnizca cografik anlamda degil, okuma aligkanliklarina
gore de degerlendirilmistir. Kuzey iilkelerinde okuma aligkanligi daha yayginken, Giliney
Avrupa’da bu oran diismektedir. Dogu Avrupa’da ise Polonya ve Macaristan, Cek
Cumhuriyeti’ne gore daha diisiik bir okuma oranina sahiptir (Bkz. Tablo 4). Tablo 4’te erisim
verisinin sadece 2001 ve 2002 yillarin1 kapsayacak sekilde degerlendirilmesinin nedeni, daha
sonraki yillarda okunma oranlari ile ilgili verilerde bazen biitiin gazetelerin (iicretsiz olanlar
dahil) kullanilmaya baglanmis olmasidir. Bu yiizden burada sadece iicretli gazete okunma

oranlar1 gosterilmistir.
Tablo 4 - Avrupa’da Giinliik Gazete Erisim Oranlar1 2001-2002 (%)

Ulkeler Erisim (%)
Isvec 88.0
Finlandiya 86.0
Norvec 86.0
Izlanda 80.5
Almanya 71.3
Danimarka 74.5
Isvicre 73.1
Hollanda 66.1
Liiksemburg 63.5
Britanya (Ulusal)* 50.4
Belgika 50.0
Cek Cumhuriyeti 50.3
Italya 40.1
Ispanya 37.4
Portekiz 37.0
Polonya 31.7
Fransa 314
Macaristan 30.1
Yunanistan 18.2

*Britanya’da yerel gazete okunma orani % 31,1°dir. Yerel ve ulusal gazetelerin birlikte okunmasindan dolay1
toplam okunma orani1 yukaridaki tabloda yiiksek ¢ikmustir.

Kaynak: World PressTrends (2002, 2003) aktaran Piet Bakker, 2008b.

5.1. Ucretli Gazete Tirajlar

Avrupa’da 1995 ile 2006 arasinda iicretli giinliikk gazetelerin tiraji ortalama yiizde 14
azalmis; Almanya ve Britanya gibi iki biiylik pazarda diisiis daha da dramatik olmustur:
Almanya’da yiizde 17 ve Britanya’da ylizde 19. En {istte yer alan diger bes pazar biraz daha
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iyi bir performans gdstermis; Fransa’da tiraj yiizde 12, italya’da yiizde 7 diiserken, Ispanya’da
ylizde 3 ile daha hafif bir diisiis yasanmistir. Britanya ve Almanya’nin yaninda, Hollanda,
Danimarka, Yunanistan ve Liikksemburg ortalamanin iizerinde bir diisiis yasarken, Avusturya,
[rlanda ve Portekiz’de tiraj artis1 goriilmiistiir. Polonya, Cek Cumhuriyeti ve Macaristan’da
icretli tirajda biiyiik bir diislis goriilirken, Dogu Avrupa’daki diger iilkeler (tiraj verisi
degerlendirilen bu donem siiresince birkag yil icin eksik oldugundan) tabloda yer almamistir.
Bu iilkelerdeki tiim veri degerlendirildiginde her yil yiizde 1-2’lik bir azalma egilimi
goriilmektedir (Bakker 2008b). Ayn1 donemde, 6zellikle Orta Avrupa ve Dogu Avrupa’da
daha biiyiik bir tiraj kayb1 yasanmistir. (Bkz. Sekil 3)

Sekil 3 — 21 Avrupa Ulkesindeki Ucretli Gazete Tiraji (1996-2006)

120,000

100,000

Kaynak: (Bakker, 2008b)

5.2.

Ucretsiz Gazetelerin Yiikselisi

Dogu Avrupa

Kuzey Avrupa

Orta Avrupa

Glney Avrupa

JiUL

Avrupa’da tcretsiz glinlik gazetelerin tiraji, 1995’te 231 bin iken, 2000 yilinda 5,5
milyona ve 2006’da 26 milyona; 2007 sonunda ise, 31 iilkede 133 gazete 338 baski (edition)
ile 28 milyona yiikselmistir (Bkz. Tablo 5).

Tablo 5 - Ucretsiz Gazetelerin Avrupa’daki Gelisim Siireci (1995-2007)

Yillar | 1995 | 1996 | 1997 | 1998 | 1999 | 2000 | 2001 | 2002 | 2003 | 2004 | 2005 | 2006 | 2007

’(1353; 231 | 249 | 558 | 918 | 2.711 | 5.542 | 8.071 | 8.851 | 8.768 | 11.109 | 15.400 | 26.280 | 28.862
Ulkeler 2 2 10 14 17 16 16 19 24 29 31
Say1 2 2 16 29 35 35 40 63 81 129 133
Baski 4 3 25 46 61 70 83 128 200 313 338

Kaynak: Bakker, 2008b.
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1998’de yavas bir baslangi¢ doneminden sonra Avrupa’da biiyiime 1999°da baslamis ve 2001
yilindaki ekonomik durgunluk doénemine kadar devam etmistir. Tirajlar 2003’e kadar sabit
kalmis, ancak daha sonra tekrar hizla ytikselmistir. (Bkz. Sekil 4)

Sekil 4 — Avrupa’daki Ucretsiz Gazeteler (1995-2006: Tiraj, Ulke ve Gazete Sayis)
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Not: Sol eksen, lilke ve gazete sayilarini; sag eksen, tiraji gdostermektedir.

Kaynak: Piet Bakker, 2008b.

Kisa bir siirede, yayima baslayan gazete sayis1 licretli gazetelerin ¢iktig1 iilke
sayisindan ¢ok daha hizli artmaya baglamistir. Bu gelisme s6z konusu iilkelerde, ayni
zamanda lcretli gazeteler arasindaki rekabetin arttigina da isaret etmekteydi. Aslinda rekabet
birgok tilkede gortilityordu, ¢iinkii 2006 yil1 itibariyle Belgika, Macaristan, Baltik iilkeleri ve
Sirbistan hari¢ Avrupa’da bir licretsiz gazete tekeli bulunmamaktaydi.

Avrupa’da iicretsiz gazetelerin toplam pazar pay1 2006 yilinda ylizde 24’e ulagmustir.
Bu pay, Almanya’da yiizde 1 ile Izlanda’da yiizde 80 arasinda degismektedir. 2006°da iic
iilkede hafta ici giinlerde, iicretliden ¢ok iicretsiz gazete yayimlanmaktaydi. Portekiz de
2007°de bu gruba dahil olmustur. Yine Avrupa pazarinda, Yunanistan, Hirvatistan, Letonya,
Portekiz, Fransa, Isvigre, Slovenya ve Isveg¢’te iicretsiz gazeteler en yiiksek tiraja sahip
gazeteler olmustur. Sirbistan ve Rusya’da licretli gazete tirajlariyla ilgili bir bilgi
olmadigindan, bu tilkelerde pazar paylar1 hesaplanamamustir.

6. Ucretsiz Gazetelerin ikame Etkisi

Kuzey Avrupa’da iicretsiz gazeteler ilk olarak, daha &nce de belirtildigi gibi Isveg,
Stokholm’de 1995°te ¢ikmaya baglamistir. Stokholm’deki tiraj zaten 1995°ten dnce diismeye
baslamis ve azalma 1996°da hiz kazanmist1 (Bakker, 2008b). Ucretsiz gazetelerin sayis1 ve
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tiraj1 artmasina ragmen, iicretli gazetelerin tiraji yiizde 1-2’lik bir oranla diismeye devam
etmis ve 2001 ile 2004 arasinda sabit bir diizeyde kalmis; daha sonraki iki yilda kiigiik bir
azalma goriilmiistiir. Finlandiya’da da benzer bir gelisme goriilmiistiir. Ucretsiz gazeteler
heniiz yokken diisiik bir oranda azalma goriilmiisse de izleyen donemde ek bir azalma tespit
edilmemistir.

Ucretsiz gazetelerin daha yiiksek bir pazar paymna sahip oldugu iilkelerden
Danimarka’daki goriiniim biraz daha farkli olmus, ¢iinkii azalma diger iki lilkeye gore daha
yiiksek seyretmistir. Ancak, iicretsiz gazetelerin olmadigi donemde de iicretli gazete
tirajlarinda azalma goriilmekteydi. Sonug olarak, bir ikame etkisi varsa bu da ¢ok diisiik bir
oranda olmustur. Izlanda’da ise, baslangicindan itibaren {icretsiz gazetelerin yiiksek bir pazar
payina sahip olmas1 ve iicretli gazetelerin dnemli Olciide tiraj kaybi yasamasiyla daha farkli
bir goriiniim ortaya ¢ikmustir. Bu gériiniime bakilarak Izlanda’da ikameden s6z etmek
miimkiindiir. Ucretsiz gazetelerin olmadig1 Norveg’te (iicretli) gazete tirajlari, 6zellikle son
dort yilda daha fazla olmak iizere diisiis gostermistir.

Dogu Avrupa’ya bakildiginda ise 6zellikle Cek Cumhuriyeti ve Polonya’da {icretli
gazete tirajlarindaki ani degisimler yliziinden goriintli biraz bulaniklagmakta; yine de, iicretsiz
gazetelerden dolayi tiraj azalmasi olduguna dair net bir gosterge bulunmamaktadir. Burada
degerlendirilen {i¢ iilkede de ilicretsiz gazetelerden once de, iicretli gazete tirajlarinda 6nemli
bir azalma s6z konusu olmustur.

Orta Avrupa daha kararli bir goriiniim vermistir: Hollanda ve Isvicre’de, iicretli
gazetelerin pazara dahil olmasindan sonraki ilk {i¢ yil icinde neredeyse hi¢ azalma olmamus,
ancak son yillarda 6nemli bir azalma goriilmiistiir. Belgika’da ikinci ve tigiincii yillarda bir
ikame etkisinden soz edilebilse de, sonraki yillarda bunun daha az oldugu goézlenmistir.
Britanya’da bir etki varsa da, bu daha geg, besinci ve altinci yillarda goriilmiistiir. Avusturya
verisinin yorumlanmasi, lcretli gazete tirajlarinin kararsiz bir goriiniim sergilemesinden
dolay1 daha zor olmustur. Ancak, yine de iki yil i¢cinde 700 binden fazla bir tiraj kaybinin
nedeni, 150 binlik (o da denetlenmemis) bir tiraja sahip olan licretsiz gazete U-Exrpess’e
atfedilemez (Bakker 2008b). Almanya ve Liiksemburg verisi, iicretsiz gazetelerin olmadigi
tilkelerin de ticretli gazete tirajlarinda diisiis yagsadigini gostermistir.

Giiney Avrupa’da da Tcretsiz gazetelerin tirajlar iizerinde Onemli bir etkisi
goriilmemistir. Ucretsiz gazetelerin yiiksek bir pazar payma sahip oldugu iilkelerden
Ispanya’da hicbir etki goriilmezken, Yunanistan’da iicretli gazetelerin, iicretsiz gazetelerin
¢ikisindan sonra daha iyi bir performans gosterdikleri gdzlenmistir. Italya’da iicretli ve
iicretsiz gazeteler arasinda fark edilebilir bir etki goriilmezken, Fransa’da 2002’de bir azalma
s6z konusu olmustur ve azalma son iki yilda az bir oranda artis da gostermistir. Ucretli gazete
tirajlarindaki ani hareketlerden dolay1r Portekiz verisini anlamlandirmak kolay olmamakla
birlikte, ikame olduguna dair ikna edici bir kanit da bulunamamustir.

Avrupa’daki biitlin iilkeler bir arada degerlendirildiginde ortaya tutarli, uyumlu bir
tablo ¢ikmaktadir: Ucretli gazete tirajlarinda, tirajlarin hemen hemen sabit kaldigi 2001 yili
harig, her yil ylizde 1-2’lik sabit bir azalma s6z konusu olmustur. Ancak bu azalma, yillara
gore farklilik gosteren {licretsiz gazete tirajlarindaki artigtan etkilenmis goziikmemektedir.
(Bkz. Sekil 5)

Sekil 5 — 21 Avrupa Ulkesindeki Ucretli/Ucretsiz Gazete Tirajlar
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Kaynak: Bakker, 2007.

Eldeki veri degerlendirildiginde ikamenin oldugu tek iilke olarak izlanda g&riilmiistiir.
Danimarka, Hollanda, Isvi¢re’nin yaninda biraz da Belgika ve Fransa’da iicretsiz gazetelerin
cok az diizeyde bir etki yarattigina yonelik gostergeler de vardir, ancak bu da ¢ok az diizeyde
kalmigtir. Dogu Avrupa’daki veriden de ikameye yonelik bir sonug¢ c¢ikarmak miimkiin
goriinmemektedir.

Bunun yaninda, iicretsiz gazetelerin hi¢ bulunmadigi pazarlarda da gazete tirajlari
diismektedir; bu yiizden o iilkelerde ikameden s6z edilemeyecegine gore, licretsiz gazetelerin
ticretlilerin tirajlarinin diismesine neden oldugunu ve giderek onlarin yerini aldigini (bugiin
icin) sdylemek de dogru olmayacaktir.

Mevcut veri degerlendirildiginde, Ticretsiz gazetelerin toplam tirajinin tcretli
gazetelerin toplam tiraj kaybindan ¢ok daha yiiksek oldugu da goriilmektedir ki; bu da, iicretli
ve lcretsiz gazetelerin birlikte okunmasimin veya sadece iicretli gazetelerin okunmasinin
ikameden daha yaygin oldugunu gostermistir. Okuyucu sayist agisindan pazar kaybi ¢ok
diisiik diizeyde kalirken, esas rekabet ve bir ol¢iide de ikame, reklam pazarinda olugsmaktadir.
Amerikan Basin Enstitiisii’niin (American Press Institute) 2006’ daki raporuna (N2 Newspaper
Next; the Transformation Project) gore, licretsiz gazetelerin iicretlileri ikame etmesinin heniiz
alt diizeyde oldugu, ancak bunun giderek artacag belirtilmektedir (Bakker, 2008b).

Yapilan siirli sayida arastirma ve eldeki veri, iicretsiz gazetelerin, iicretlileri ikame
etmesinin heniiz s6z konusu olmadigini gosterirken, ortaya cikan tablo aslinda iicretsiz
gazetelerin ¢ogunlukla kendi aralarinda rekabet ettiklerini ve mevcut licretsiz gazetelerin
okuyucu sayisinin, pazara yeni gazeteler girdik¢ce azalmakta olduguna isaret etmektedir. (Bu
konu izleyen boliimlerde daha genis degerlendirilecek ve tartisilacaktir). Bazi iilkelerde,
ikamenin ¢ok az diizeyde olduguna yonelik veri mevcutsa da, genelde ikame oldugunu
destekleyecek net bir veri ve bu yonde bir arastirma heniiz bulunmamaktadir. Bunun yaninda,
konu yeni oldugu i¢in, yine uzun donemli gelismeler heniiz arastirilamamistir.
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Diger medya tiirleri i¢in de ikame olduguna yonelik bir veri yoktur. Geleneksel yayin
medyast ve yeni elektronik medyanin ikameden c¢ok birbirini tamamlamasi s6z konusudur.
Medya tarihi iizerine yapilan aragtirmalar da her zaman gdstermistir ki, medya aslinda
tamamen ortadan kalkmamakta, sadece fonksiyonu ve kullaniminda bir degisim gecirmesi s6z
konusu olmaktadir.

Bu konuda bir baska tartisma, ticretsiz gazetelerin iicretliler i¢in bir tehdit olusturup
olusturmadig: iizerine yapilmaktadir. Ucretli gazetelerin arkasindaki biiyilk medya
gruplarinin, iicretsiz gazetelerin ortaya ¢ikmasinin kendi gazetelerinin tiraj kayiplari iizerinde
onemli bir rol oynadigma yonelik degerlendirmeleri de vardir; ancak, iicretli gazetelerden
onceki veri degerlendirildiginde bu sav da gegersiz kalmaktadir. Ornegin, Avrupa’nin en
yiiksek tirajli gazetesi olan Almanya’daki Bild Zeitung’un yayimcist Alex Springer’in bir
sozciisii, “Ucretsiz gazetenin olmadig1 her giin, iyi bir giindiir” demistir. Avrupa’nin ikinci en
bliylik gazetesi olan The Sun’in sahibi Rupert Murdoch, gazetesinin iicretsiz giinlik gazete
Metro’yla olan rekabetinde 30-40 binlik bir tiraj kaybi tahmini yapmistir (Bakker, 2008b).
Tam da bu noktada, iicretsiz gazetelerin ortaya ¢ikmadigi doneme bakildiginda, “licretsiz
gazetesiz gecen glinlerin iy1 giinler” oldugunu sdyleyen Alex Springer’in Bild Zeidung’unun
1995°deki 4.5 milyonluk tiraji, 2006’da 3.7 milyona gerilemisti ve bu déonemde heniiz iicretsiz
gazetelerin rekabeti yoktu. The Sun ise, Britanya’da {icretsiz gazeteler heniliz pazara
girmemisken, (1995°teki 4.1 milyondan, 1999°daki 3.6 milyona) yarim milyon okurunu
kaybetmis ve daha sonraki 7 yillik déonemde de bir yarim milyonluk tiraj kaybi daha
yasamistir. (Bakker, 2008b)

Kuramsal diizeyde degerlendirildiginde de, ticretsiz gazetelerin ortaya cikisi ve
yiikselisiyle, licretli gazetelerin sorunlar1 arasinda dogrudan bir iliski oldugunu gdsteren net
bir veri bulunmamaktadir. Bir iliski kurulacaksa, bu da {icretsiz gazetelerin daha dnce gazete
okumayan okuyuculart ¢ektigi olmalidir ki, aslinda bu durum toplam gazete okur sayisini
yukar1 ¢eken olumlu bir gelisme olarak degerlendirilmelidir.

Ortaya ¢ikan genel tablo, ticretli gazetelerin tiraj ve sayica azalmalar1 konusunda baska
etkenlerin aranmasi gerektigini gostermektedir ve burada ilizerinde durulmasi gereken asil
nokta da budur. Avrupa ve A.B.D.’de okur sayilar1 azalmaktadir, ¢linkii gen¢ okuyucular
yaglilarla esit derecede gazete okuma egiliminde degillerdir. 35 yasin altindaki okuyucularin
yiizdesi neredeyse her Bati iilkesinde azalmaktadir (WAN World Press Trends, 2007). Geng
insanlarin neden gazete okumadigi farkli nedenlere dayanabilir, fakat mobil hizmetlerin
yayginlagmasi, televizyon, bilgisayar oyunlari, cep telefonlar1 ve Internet gibi yeni ortam, arag

ve “eglence” kaynaklarmin giderek artan kullaniminin burada 6nemli bir rol oynayabilecegi
de degerlendirilebilir (ki bu da ayr1 bir aragtirma konusudur).

Ucretsiz gazetelerin (tiraj anlamindaki) basarisi igin baska agiklayici nedenlerden de
sOz edilebilir. Burada, iicretli gazetelerin yiiksek maliyeti bir rol oynayabilir ve bu anlamda
bir ikame s6z konusu olabilir. Tekil gazete satislarinin (single copy sales) pay1 da burada
onemlidir; bir gazete satin almak, yillik aboneligi sona erdirmekten daha ucuz ve kolaydir. Bir
baska yon de, dagitim bi¢imidir, iicretsiz gazetelerin evlere dagitilmasi ikameyi kolaylastirir.
Yine, eger licretsiz gazetenin igerigi tlicretli olan kadar zenginlesirse ikame ¢ok daha
muhtemeldir.

Ucretli gazete fiyatlarinin ve abonelik bedellerinin yiiksek oldugu fiilkelerde,
gazetelerin izledigi fiyat politikasi, dagitim faktorleri ve igerik de, licretli gazetelerin okur
kaybetmesinde 6nemli bir rol oynayabilmektedir. Ornegin, Danimarka, Avrupa’nin en yiiksek
gazete fiyatlarina sahip {ilkesidir. Danimarka’da evlere iicretsiz olarak dagitimi yapilan ve
ticretli gazetelere ciddi bir alternatif olarak ortaya ¢ikan Nyhedavisen’in (yazi isleri miidiirii
olan David Trads, Danimarka’dan Avusturya’ya kayak tatiline giden iki yetigkinin
harcayacagi para 702 dolarken, Danimarka’daki ticretli bir gazetenin (Politiken), yillik
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abonelik bedelinin 703 dolar olmasinin, okura ciddi bir maliyet getirdigini belirtmistir.
(2007).

Ormnegin, izlanda’da iicretsiz gazeteler, iicretli gazetelerle karsilastirilabilecek kadar
zengin bir igerikle ve kapsamli olarak (80 sayfadan fazla), haftanin yedi giinli baskentte ve
cevre bolgelerde evlere dagitilmaktadir. Bu gelismelerin bir sonucu olarak, 2006 yilinda
licretsiz gazetelerin Danimarka’da pazar pay: yiizde 62 ve Izlanda’da yiizde 81 olmustur
(Bakker, 2008b).

Ucretli gazetelerin gelisimi ile iicretli olanlarmn tiraj kaybr arasinda bir ikame iligkisi
s6z konusu degilse, bu sonug {icretsiz gazetelerin iicretli olanlar tarafindan daha once
erisilmemis bir okuyucu kitlesi buldugunu gostermektedir ki, bu ¢alismada degerlendirilen
Avrupa iilkelerindeki veri de aslinda bunu dogrulamaktadir. Ucretsiz gazeteler, iicretlilere
gore “daha hafif” bir haber igerigine sahip olmasina ragmen okuyucu bulabilmektedir ve
iicretsiz gazeteleri okuyanlar arasindaki 6dnemli bir kitleyi de, iicretsiz gazeteler disinda hig
gazete okumayanlar olusturmaktadir. Bu durumu, gazete pazarindaki degisimi okur etkisi
acisindan daha net bir sekilde belirleyebilmek icin gelistirilen, “ikame/birikim”
(substitution/cumulation) modeli {izerinden degerlendirerek agiklamak yararl olacaktir.”

Gazete pazarina yeni bir ‘gazete’ (6rnegin licretsiz bir gazete) girdigi zaman, yeni iiriin
okur potansiyeli a¢isindan dort farkl etki yaratabilmektedir:

- Ucretli gazete okurlari, (ara sira bu iicretsiz gazeteyi de okumakla birlikte), gazete
okuma davranislarin1 degistirmemekte, esas olarak alistiklar1 ticretli gazeteleri
okumaya devam etmekteler;

- Okurlar, yeniyi eskiye tercih etmekteler (ikame/substitution); daha o6nce okuduklari
gazeteleri birakarak bu yeni iiriinii okumaya baglamaktalar; ¢iinkii “format ve igerik
olarak birbirlerinin olduk¢a benzeri” oldugunu diisiinmekteler, (Picard, 1989, s.
30’dan aktaran, Bakker, 2002a);

- Okurlar her iki iiriinii de okuyabilmekteler (birikim/cumulation: Cumulation: Ucretli
ve licretsiz gazeteleri birlikte okumak);

- Uriin, (daha 6nce hi¢ gazete okumayan) yeni okurlar ¢ekebilmektedir.

Daha onceki boliimlerde verilen ticretli ve iicretsiz gazeteler arasindaki farkliliklar ve
yine Sekil 1°deki modelin de yorumlanmasiyla, iicretsiz gazete okurlarini, ikame/birikim
modeliyle kisaca ii¢ kategoriye ayirmak miimkiindiir:

Hig gazete okumayip, simdi sadece licretsiz gazeteleri okuyanlar (substitution);
Hem ticretli hem de iicretsiz gazeteleri okuyanlar (cumulation);
Gecgmiste hig ticretli gazete okumayanlar (yeni okurlar)

Okur etkisi acisindan, kisa vadede yukaridaki gelismeler ortaya ¢ikabilirken, uzun
vadede ise licretsiz ve licretli gazete (her ikisini birden) okuyanlar, sadece ticretli veya licretsiz
gazete okumaya ydnelebilmektedir. Ote yandan, “yeni okurlar” zamanla iicretli gazeteye de
yonelebilmektedir. Bu gelisme de iicretli gazetelerin yeni okurlar kazanmasina yol
acmaktadir. “Yeni medyanin (medium) yeni kullanicilar ¢ekmesi beklenen, dogal bir
gelismedir. Londra’daki Metro’nun okurlariin yaris1 daha 6nce hi¢ gazete okumayanlardan
olusmaktadir.” (4rnoud ve Peyrégne, 2002’ den aktaran Bakker, 2002b, s.184)

Ornegin, Associated Newspapers yonetimi Londra’da yayimladiklan iicretsiz gazete
Metro’nun, ayn1 grubun tcretli gazeteleri Evening Standard ve Daily Mail’in satiglarin
gelistirdigini ve kayiplarinin  minimum diizeyde oldugunu ifade etmistir. Associated
Newspapers idari miidiiriic Mike Anderson, “Evening Standard’i Metro’nun iginde satiyoruz
ve ertesi gliniin Daily Mail’i i¢in licretsiz satin alma kuponu veriyoruz” demektedir. Bu
capraz promosyon (cross-promotion) ile yaym grubunun gazetelerinden the Daily Mail’in
Cumartesi niishas1 ve The Mail’in Pazar giinii yayimlanan niishasina daha fazla okuyucu
cekilmektedir. Anderson, Metro okuyucularinin gazeteyi bes is giinlinlin yaklasik tigtinde
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okudugunu soyleyerek, “Diger iki giin onlarin gazetelerimizden bir digerini satin almalarini
istiyoruz” demektedir (Anderson ve Grant, 2000).

Metro, okuyucularini ayni yayim grubuna ait gazetelerin hafta sonu niishalarina
yonlendirmek anlaminda 6zellikle faydali olmustur; clinkii Metro sadece hafta ici gilinlerde
yayimlanmaktadir. Yayim giinlerindeki bu farkliliktan dolay1 ticretli ve licretsiz gazeteler bir
dereceye kadar hafta i¢i rekabet etseler de hafta sonu boyle bir rekabet olmadigindan, iicretsiz
gazeteler araciligiyla, hafta ici gilinlerde iicretli gazete almayanlari hafta sonu gazetelerine
yonlendirmek dogru bir yayim ve reklam pazarlama etkinligi olabilmektedir. Boylece iicretsiz
gazeteler, devamli gazete almayan okuyucuyu, Pazar giinleri daha kapsamli ve bol sayfali,
aynt zamanda ilaveleriyle birlikte ve icinde ¢ok miktarda reklam/ilana yer verilerek
yayimlanan gazeteleri satin almaya yonlendirmek amaciyla kullanilabilmektedir.

Ucretsiz gazetelerin ortaya cikistyla birlikte 6zellikle Avrupa’da karsilasilan sorunlar
su sekilde 6zetlenebilir:

Ekonomik sorunlar:

Okurlar; yeni ve mevcut firmalar i¢in is modelleri; rekabet; tiraj; yeni ise baglamanin

oniindeki engeller; reklam ve pazarlama;

Hukuki sorunlar:

Adil rekabet; karteller; ‘metro’ iinvanini tagima veya ‘gazete’ ifadesini kullanma

hakki; Avrupa Birligi liyesi olmayan firmalarin yayim yapma, yayimci firmaya sahip

olma hakki; otoriteler ve toplu tasim sistemlerinin adil/hakkaniyetli olmayan
uygulamalari; (Bakker, 2002a)

Cevre sorunlari:

Ucretsiz gazetelerin okunduktan sonra atilmasimin getirdigi kirlilik ve bunun sonuglari;

bu gazetelere kagit saglayabilmek i¢in ¢ok sayida agac kesilmesi; aga¢ ve orman

kaybu.

7. Ucretsiz Gazetelerin, Basarih ve Basarisiz Yonleri

Ucretsiz gazetelerin iicretli olanlar1 ikame edip etmedigi konusunu her iki modelin
tirajlar1, is modelleri ve medya ekonomisi acgisindan degerlendirdikten sonra, aslinda ticretli
gazetelerin de ozellikle kiiresel ekonomik krizin 2007°den baslayarak tiim diinyay1 sarsan
sonuglarindan ne sekilde etkilendigini ve bunun nedenlerini de burada degerlendirmek yararlt
olacaktir. Ucretsiz gazeteler, medya ekonomisi agisindan dogru bir is modeli midir? Ciro ve
karlilik anlaminda basarili olabildiler mi? Son yillarda neden say1 ve tiraj olarak onlar da
kayiplar yasamaya basladilar? Ucretsiz gazeteler varliklarin1 devam ettirebilecekler mi? Bu
sorularin yanitlar1 bu boliimde agiklanmaya ¢aligilacaktir.

Diinyada yaklasik 60 iilkede 240’a ulasan sayilar1 ve giinde toplam 44 milyonluk
tirajlartyla {icretsiz gazeteler gelip gecici bir olgu olmadiklarini kanitlamiglardir. Tiraj ve
okunurluk anlaminda ficretsiz gazeteler medya endiistrisinde gercekten ‘“basarili” bir is
modelidir. Ancak, ciro ve karlilik anlaminda ortaya ¢ikan tablo oldukga farkli bir goriiniim
sunmaktadir. Simdiye kadar ¢ikan 320 gazetenin dortte biri kapanmis durumdadir. Diinya
licretsiz gazete pazarinin lideri Metro International sadece, (licretsiz gazetelerin hem say1 ve
tiraj, hem de erisim/okunurluk oranlariyla zirve yaptigl) 2006 yilinda kar edebilmistir
(Bakker, 2008a).

Diinya’da {icretsiz gazetelerin {icretlilere gore daha ¢ok okundugu nadir iilkelerden
Ispanya’daki dort ulusal iicretsiz gazeteden iicii para kaybetmektedir. Londra’daki iicretsiz
aksam gazetelerinden ikisi birbirleriyle girdigi kiyasiya rekabetten zararla cikmiglardir.
Danimarka’da {icretsiz gazetelerin 2006’da 11 olan sayisi, 2008’de dorde diismiis ve
bunlardan {icii de para kaybetmektedir. Biitlin bu gelismeler ve sonuglari, licretsiz gazetelerin
sektore yeni okurlar kazandiran ve gelir getiren yeni bir tiir gazetenin ve is modelinin

22



Mehmet Oz¢aglayan

sunulmast mi, yoksa her an patlayip yok olabilecek bir balon mu oldugu sorusunu akla
getirmektedir.

Ucretsiz gazetelerin ¢ikisinda ve yiikselisinde ©nemli bir kilometre tasi olan
Metro’nun Isveg’te baslayarak gelisen “basari dykiisii” yukarida kisaca 6zetlenmisti. Ancak
bu basar1 dykiisii ¢cok uzun bir zaman ge¢gmeden sona ermeye basladi. Metro’nun Britanya,
Arjantin, Isvigre ve Polonya’da kapandi; Cek Cumbhuriyeti ve Finlandiya baskilari satildi.
Metro International’m Temmuz 2009°da aciklanan ikinci ¢eyrek ekonomik faaliyet
raporunda, reklam kayiplarindan dolayi karlilikta yiizde 83’liikk azalma yasandig: belirtilmistir
(The Business Times, 2009). Metro International’1in 2009un ilk alt1 ayindaki net zarari, 18.9
milyon Euro olmus; satiglar1 2008’e gore yilizde 25 azalmistir (Newspaper Innovation, 2009b)

Diger yayimcilar da benzer deneyimler yasadilar; Metro UK (Associated Newspapers)
ve Isvigreli Swiss 20 Minuten (Tamedia) ilk yillarinda basarili bir ¢ikis yakalarken, ¢ogu
yayimct onlar kadar sanshi degildi 2008’de geri kalan 240 gazetenin ylizde 70’1 para
kaybediyordu. (Bir¢ok yayimci tiim yayimlari i¢in ayri bir veri iiretmediginden, bu noktada
simdilik kesin bir rakama ulagma olanagi bulunmamaktadir) (Bakker, 2008a).

Yaz aylar genelde iicretsiz gazeteler i¢in verimli bir ddnem olmamakla birlikte, 2009
Haziran’1 Avrupa’daki licretsiz gazeteler i¢in tiim zamanlarin en kotlii donemi oldu: 2008 yili
sonuyla kiyaslandiginda, {licretsiz gazete tirajlar1 ylizde 14 diislis gosterdi. Tirajlar, 2008
yilinda da 2007’ye kiyasla ylizde 5’lik bir oranla ilk defa diislis gostermisti. Avrupa’da
2009’un ilk yarisinda, 14 gazete (46 baski) kapatildi. Bu rakam 2008’de 27 gazete (65 baski)
olarak kayitlara ge¢misti.

Amerika’da tirajlar licretsiz gazetelerin ortaya ¢ikisindan beri ilk defa (yilizde 5’lik bir
oranla) diisiis gosterdi. Asya’da ise tirajlar hala artmakta.

Diinya’da ticretsiz gazete tirajlar1 Haziran 2009°da, 2008 sonuna kiyasla yiizde 9’luk
bir diisiis yasadi. 2008’de yiizde bir oraninda kii¢iik bir yiikselme s6z konusuydu (Newspaper
Innovation, 2009a).

Tiraj ve gazete sayisindaki azalmadaki temel neden, bu gazetelerin biiylik bir
cogunlugunun son birkag yil i¢inde yayima baslamalar1 ve is modelleri i¢inde heniiz bu kadar
kisa bir siirede para kazanma beklentisi bulunmamasidir. 1995°ten itibaren {icretsiz
gazetelerin tirajlar1 her yil -ortalama yiizde 60°lik bir biiylime orani ile artmistir (bkz. Tablo
1). Yine de bu biiylime ayn1 dogrultuda olmamis: 1999 ve 2000°de, tiraj yiizde 250’den fazla
artmis, ancak 2001’°deki ekonomik durgunluk déneminde biiylime yavaslayarak once yiizde
33 ve 2003’te de yilizde 13 olarak kaydedilmistir. Daha sonra yeniden hiz kazanmis, 2006’da
yaklagik yiizde 50’ye yiikselmistir. 2004 ve 2006 arasinda ise tiraj, yiizde 18’den ylizde 36’ya
iki misli artmigtir. 2007°de biiyiime orani yiizde 16’ya diismiis ve 2008’in ilk alt1 ayinda da,
tirajlar ylizde 6’dan fazla artmamistir. (Bakker, 2008a)

Gazeteler ve ozellikle iicretsiz gazeteler, tilketim mallarina yonelik reklam gelirlerine
bagimliliklarindan dolay1 ekonomik degisimlerin yikici etkilerine kars1 zayiftirlar. Bu iicretsiz
gazete modelinin sorunlu bir zemine oturdugu anlamina gelmemektedir, ancak bu, yayimcinin
bagka bir gelir kaynagina sahip olmamasi durumunda, ekonomik durgunluga kars1 tek basina
ayakta biraz zor kalabilecegi anlamina gelmektedir. 5 ve 20 milyon Euro arasindaki ¢ikis
maliyetleri ve {i¢ ile yedi y1l arasinda degisen (ki ¢ogunlukla {i¢ yildan fazla) kar-zararin esit
olma noktasina (break-even point) gelme siirecinden dolayi, yayim hayatlarina devam
edebilmek i¢in “yayimcilarin ceplerinin fazlasiyla dolu olmasi” gerekmektedir. (Bakker,
2008a)

Daha onceki boliimlerde yer alan Tablo 1’in gosterdigi bir bagka nokta da, toplam
tirajin bir doyma noktasina ulagsmakta olmasidir. 2008’in ilk alt1 ayindaki yiizde 6’lik bir
biliyiime ile tirajda tiim zamanlarin en diisiik biiylime oranina ulasilmistir. Daha gelismis
piyasalardaki detayli bir arastirma bu goriisii desteklemektedir. Daha Once sozii edilen
Danimarka buna bir 6rnektir: 11°den 4’e inen gazete sayis1 ve ayn1 donemde yilizde 30 azalan
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tiraj. Ancak, Isvec, Cek Cumhuriyeti, Ispanya ve Italya’da da gazete sayisi ve tiraji azalmstir.
Yine de tiim piyasalarda benzer bir durum goriilmemistir. Britanya, Hollanda, Hong Kong ve
izlanda’da iicretsiz gazete tirajlar1 en az bes yil diizenli bir biiyiime gdstermistir. (Bakker,
2008a)

Ucretsiz gazetelerin gelistirdigi modellerden ii¢ii, “6gleden sonra gazeteleri”, “spor
gazeteleri” ve “evlere dagitimi yapilan gazeteler”, ekonomik olarak taginmasi en zor olanlar
gibi goriinmektedir. “Ogleden sonra gazeteleri”, dagitim sorunlari yasamus, okurlar daha
yorgun ve muhtemelen giin i¢inde online olarak haberleri okumusken ve sabah gazeteleri de
hala ortaliktayken, onlarla rekabet etmek durumunda kalmuslardir. Isveg, Almanya, Ispanya,
Italya, Hollanda, Danimarka, Isvicre, Sili ve Singapur’da iicretsiz 6gleden sonra gazeteleri
kapanmistir. Aslinda, toplamda licretsiz gazetelerin ylizde 25’1 yayimlarini durdurmusken,
Agustos 2008’e gelindiginde “6gleden sonra” (afternoon) gazetelerinin neredeyse yarist
kapanmis durumdaydi. Fransa, Hirvatistan, Isvigre, Britanya, Ukrayna, Arjantin, Sili,
Avusturya, Israil ve Kore’de iicretsiz 6gleden sonra gazeteleri hala yayimlanmaktadir.
(Bakker, 2008a)

Spor gazeteleri ise reklamverenleri ¢ekmekte sorunlar yasamaktadir. Sporla ilgilenen
cok sayida erkek mevcut olmasina ragmen, reklamverenlerin biiyiik bir bolimii bu kitleyle
ilgili goriinmemekte, ilgilendiklerinde de biitgelerini daha ¢ok sponsorluk ig¢in
kullanmaktadirlar. Ispanya, Italya, Almanya ve Portekiz’de spor gazeteleri cogunlukla bir yil
i¢inde iflas etmislerdir.

Evlere dagitimi yapilan iicretsiz gazeteler, ikame edici 6l¢iide ilk olarak cografi ve
iklim 6zelliklerinden dolay1 toplu ulasimin yetersiz oldugu bir iilke olan izlanda’da kullanild.
Bu model daha sonra Danimarka, Amerika Birlesik Devletleri, Cek Cumhuriyeti, Hollanda ve
Isvigre’de uygulandi. Danimarka’da bu modeli uygulayan gazetelerden biri (Dato)
kapanirken, digerleri (24timer, Nyhedsavisen) evlere dagitimi durdurdular. Yine Cek gazetesi
kapanirken, the Examiner (A.B.D.), .CH (isvigre) ve De Pers (Hollanda) gibi gazeteler evlere
dagitimi azalttilar. Bu modelin maliyeti, gazete basma okur sayisinin diisiik olmasinin
yaninda, iicretli gazetelerin dagitim maliyetine yaklagiyordu; toplu ulagim aglar1 {lizerinde
elden dagitilan iicretsiz gazetelerin gazete basina okuyucusu iki ile dort arasinda degisirken,
evlere dagitilanlarda bu oran bir okurdan daha az olabilmektedir.

Biitlin bunlara ragmen iicretsiz gazetelerin en biiyiik sorunu, ekonomik durgunluk ve
doymus piyasalardan ¢ok kendi “basarilar” gibi goriinmektedir. Calismada daha onceki
boliimlerde verilen Tablo 1, biiylimeyi sadece tirajla degil, licretsiz gazetelerin yayimlandigi
iilkeler ve yayimlanan gazete sayilariyla da gostermektedir. Tablo 1’de de gorildiigi gibi, ilk
dort yi1l (1995-1998), gazete sayilari, lilke sayilarina esitti, her piyasada “tekel” goriiniimii
vardi. 1999°da 13 iilkede 27 olan gazete sayisi, 2003’te 32 iilkede 96’ya ve 2006’da 50 iilkede
200’e yiikseldi. Ucretsiz gazetelerin ¢ogu yalnizca metropollerde yayimlandigindan, rekabet
dramatik bir sekilde artmis oldu. Kore’nin baskenti Seul’de sekiz gazete rekabet etmekte;
Italya’da bircok 6nemli pazarda bes gazete bulunmakta; yine Ispanya, Portekiz, Hollanda,
Isvicre, Fransa ve Danimarka’da dort gazete rekabet etmektedir. Izlanda, Andora, Makedonya
ve Liikksemburg gibi kiigiik iilkelerde bile {licretsiz gazetelerin rekabeti s6z konusudur.
Aslinda, licretsiz gazete tekeli ¢ok nadiren goriilmektedir ve asagida 6rnekleri verilen yogun
rekabetin sonucu da licretsiz gazete pazari i¢in yikict olmaktadir. Ayrica, reklamverenler de
“bu rekabeti sevmekte” ve bunu gazetelerden daha yiiksek indirimler alabilmek icin bir baski
arac1 olarak kullanmaktadirlar. isveg, Ispanya, Italya, Hollanda ve Danimarka gibi iilkelerde,
bu indirim oranlariin ylizde 90’a kadar ¢iktig1 bildirilmektedir (Bakker 2008a)

Ucretsiz gazete pazarinda, bir veya iki {icretsiz gazete para kazanabilirken, dért veya
daha fazla gazete, iicretli gazeteler de dahil, herkesin sikintiya girecegi bir sekilde piyasayi
bozabilmektedir. Metro International’in finans miidiiri Anders Kronborg, “...rekabet
basladiginda birinci veya ikinci sirada kalmak onemli; eger bir veya iki numara degilseniz,
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cekilmelisiniz” demektedir. “Reklamverenler belirli bir sehirdeki ilk sirada yer alan gazeteye
reklam vermeyi tercih ediyorlar, digerlerini de giderek azalan gelir havuzlar: i¢in kendi
aralarinda kavga etmeye terk ediyorlar.” (Pfanner, 2009).

Bir iicretsiz gazete pazari “kalabaliklastiginda” ne olduguna dair en carpict Ornek,
belki de 2006-2008 arasinda yasanan “biiyiik Danimarka gazete savas1” olmustu. Dagsbrun,
(izlanda kékenli bir medya sirketi), 2006°da radikal bir yaklasimla Danimarka’ya geldi ve
Nyhedsavisen isimli bir gazete c¢ikardi. Gazete toplu ulasim aglarinda degil, binlerce eve
icretsiz dagitiliyordu. Buna cevap olarak mevcut ticretsiz gazeteler de kendi dagitim
hizmetlerini baglattilar. Ayrica, ticretli gazeteler de kendi pazar paylarin1 koruyabilmek i¢in
kendi ticretsiz “tlirevlerini” ¢ikardilar. Danimarka’da {icretsiz gazetelerin tiraj1 iki milyonun
iizerine ¢ikt1 ve llkenin her yerinde posta kutulari gazetelerle doldu, Danimarka’da simdi
sadece 3 iicretsiz gazete kaldi, bunlardan ikisi Metro International’m. Ucretsiz gazete tiraji
600 binin altina diistii ve tlcretli gazete yayimcilar1 simdi “yaralarin1 sarmaya calisiyorlar.”
(Pfanner, 2009).

Teoride, kar etme sans1 minimal diizeyde oldugunda kimse {icretsiz gazete ¢ikarmak
istemez, ancak pratikte, bu durum bir sekilde farkli olabilmektedir. Cogunlukla gazete
pazarina hakim olan yayimcilarin piyasayr korumak, kendi kontrollerinde tutabilmek igin
“bozucu” (spoiler) olarak derhal yayima soktuklar1 ¢ok sayida licretsiz gazete bulunmaktadir.
Yukarida agiklandig1 gibi, Danimarka’da énde gelen her iki yayimei, izlandali bir yayimci
iicretsiz bir gazete i¢in planlarii agikladiginda, derhal evlere dagitimi yapilan kendi iicretsiz
gazetelerini yayimladilar. Almanya’da Axel Springer yayin grubu iicretsiz gazete Schibsted’e
kars1 1999°da bir “bozucu” ¢ikardi ve bu konuda herhangi yeni bir tesebbiise karsi aynisini
tekrar yapabilecegine dair tehditte bulundu. Yine, Fransa, Hollanda, Sili, Amerika Birlesik
Devletleri, Italya ve Sili’de de bozucular yayimlandi. (Bakker, 2008a)

Metro UK’nin (Associated Newspapers) yayima baslamasi1 Metro International’in
Londra’da yayima baslamasini onlemek i¢in atilmis kasith bir denemeydi. Ancak, sonug
beklendigi gibi olmadi ve Associated kendini “sancak gemisi” the Daily Mail’in piyasadaki
konumunu sarsmadan para kazanirken buldu. Bu saskinliktan uyandiktan sonra, yayimci
Metro’yu piyasada tutmaya ve bu yeni markalarini rakiplerine kars1 korumaya karar verdi. Bu
ylizden, Murdoch kendi {icretsiz gazetesini ¢ikarmak istediginde, Associated buna hemen
Standard Lite’yi ¢ikararak (gazetenin ismi daha sonra London Lite olarak degistirilmistir)
cevap vermistir. Tabii ki bu girisim, Murdoch’u thelondonpaper’t ¢ikarmaktan
alikoymamistir. Sonugta, her iki aksam gazetesi de simdi {icretli rakipleri the Evening
Standard gibi para kaybetmektedirler (Bakker, 2008a).

Buraya kadar yukarida aciklanmaya caligilan {icretli ve iicretsiz gazetelerin tiraj ve
reklam geliri kayiplarini ve bu konudaki neden-sonug iliskisini, bu boliimii kapatirken, medya
ekonomisinin kurallar1 ve isleyis mekanizmalarini g6z Onilinde bulundurarak izleyen
boltiimlerle birlikte anlamaya ¢alismak yararl olacaktir:

8. Gazeteler ve Medya Ekonomisi

Gazeteler yapilart geregi, yiiksek sermaye gereksinimi, yiiksek sabit maliyetler,
yiiksek tiretim maliyetleri, yiiksek dagitim maliyetleri, yiiksek ilk say1 maliyetleri ve diisiik
reklam maliyetlerine sahip araglardir.

Medya firmalari, ekonomideki degisim siireclerine karsi 6zellikle hassastirlar ve bu
yondeki degisimden fazlasiyla etkilenirler. Degisimin etkilerini, hem iletisim {iriin ve
hizmetlerinin satiglarinda, hem de reklam satiglarinda gérmek miimkiindiir. Ayrica,
gazetelerin reklam gelirleri ve tirajlar1 yaninda, pazar paylarin1 da biiyiik olgiide artirma
yetenegi sinirhidir. Internet ve miiltimedya (¢oklu ortam) sayesinde gelirlerini arttirmalar
miimkiindiir ve bu yonde biiylime potansiyeli simdilik giiclii goriinmektedir.
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Basili kitle iletisim araglarinin ¢ok kisa bir 6mrii vardir. Giinliik gazete okundugu anda
Omriinii tamamlar. Ekonomik c¢alkantilar, mevcut reklam destegi ve miktar1 yaninda,
tiiketicilerin gazete ve dergi gibi araglar1 satin alma kararlarini da etkiler. Ekonomideki ve
ekonomik etkinliklerdeki degisim, medya ve iletisim firmalarimin sagladigi hizmetlerin
tiiketiminin yaninda, medya ve iletisim iirlin ve hizmetlerinin liretim ve satiglarini da etkiler.

Basim-yayim sektorii, kaliteli insan giicline gereksinim duyar. Bu da girdi
maliyetlerini artiran bir faktordiir. Dagitim maliyetleri ¢ok yiiksektir; ¢ok genis bir cografyaya
hizli ve giiclii bir dagitim ag1 kurmay1 gerektirir. Geleneksel Basin, elektronik yayimciligin
getirdigi yeni firsatlarin tehdidi ile de kars1 karstyadir. (Picard, 2002)

8.1. Reklamlarin Medya Ekonomisindeki Yeri ve Etkisi

Ureticilerin ve perakendecilerin (reklamverenlerin) medyadaki reklamlarinin gogu,
kendi iiriinlerine dikkat ¢ekmek, satiglarin1 artirmak, iiriin sadakati ve marka degeri yaratmak
gibi daha genis plandaki ¢abalarinin bir parcasidir. Reklamverenlerin medyaya olan talebi de,
temelde onlarin {irlinlerini tiiketen genis kitleye, yani izleyicilere, okurlara, dinleyicilere
ulagma yoniinde olmaktadir.

Reklamcilik, mal ve hizmetlerin tiiketimini arttirmak icin tasarlanmis bir tanitim ve
pazarlama etkinligi olarak, esas itibariyle Endiistri Devrimi ile birlikte ortaya c¢ikmustir.
Endiistri Devriminden sonra mal ve hizmetlerin gelismesiyle birlikte reklamcilik, bu iiriinleri
dagiticilara ve perakendecilere tanitmak amaciyla kullanilmaya baslandi.

Daha onceki donemlerde, ticari anlamda alim-satimi yapilan mallarin agirligini,
hammaddeler olusturuyordu. Az sayida satici, zaten alicis1 hazir ve talebi hi¢ dliigmeyen bu
siirlt sayidaki iirlin i¢in, yeni potansiyel miisteri kazanmaya ve dogal olarak da reklama,
gereksinim duymuyordu. Mallarin miktar1 artip, iiriinler arasinda fark ve ¢esitlilik goriilmeye
baslayinca, reklam da dogrudan tiiketicinin ilgisini cekme ve seceneklerini etkileyip belirleme
anlaminda genis kitlelere yoneltildi. (Picard, 2002)

Giiniimiizde reklamlar, hem tiiketiciye, hem de ticari piyasalara yonelik olarak ¢ok
genis bir yelpazedeki bir¢ok farkli iiriin ve hizmetin tanitimini yapmaya olanak saglamaktadir.
Bu anlamda medya, reklamverenin genis kitlelere ulagmasinda 6nemli bir aractir; bu isleviyle
de, reklamveren ile (medyanin tiiketicisi olan) okur, dinleyici, izleyici arasinda koprii islevi
gormektedir. Bu “koprii”, okuyucuyu ¢eken medya igerigiyle olusturulur ve reklamverenin de
boylece okuyucuya ulagmasini saglar. (Picard, 2002)

Geleneksel Ticari Medya, bugiinkii is modellerini reklam gelirleri {izerine kurmustur;
gelirlerinin ¢ok 6nemli bir boliimiinii (% 75-80 oraninda) reklamdan elde etmektedir.
(Ucretsiz gazeteler ise tamamen reklama bagimlidirlar, gelirlerinin tamamimn1 reklam
satigindan kazanmaktadirlar.) Bunun yaninda, reklam verenler de medyanin farkli haber,
enformasyon ve eglence iletileriyle en genis okur/izleyici/dinleyici kitlesinin ilgisini ¢ekip, bu
ilginin belirli hedef kitle ve cografi bolgeler 6zelinde degerlendirilip kendisine hizmet olarak
sunulmasini ister ve buna ihtiyac duyar.

Bu yiizden medya, hem izlerkitleyle, hem de reklamverenlerle giiclii ve kalic iligkiler
kurmak ve bu iliskileri korumak durumundadir. Medyada okur/izleyici biiyiikliigii ile reklam
reytingleri arasinda 6nemli bir iligki vardir. Ciinkii reklam verenler her zaman daha biiyiik
kitlelere ulasmak isterler ve bu anlamda daha fazla 6deme yapmaya istekli olurlar. Her ne
kadar reklamverenin talebini etkileyen baska faktorler olsa da, okur/izleyici biiyiikligii,
genelde reklam yeri ve siiresinin fiyatlandirilmasinda temel faktor olarak goriiliir (Picard,
2002: 124, 134).
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9. Ucretsiz Gazeteler ve Alternatif Medya

Ucretsiz gazetelerin (yukarida genis bir sekilde aciklandigi ve tartisildign gibi)
geleneksel gazete pazarina yeni ve alternatif bir model getirmenin yaninda, anaakim medyaya
da alternatif bir ara¢ olup olmadigini degerlendirmek yararl olacaktir.

Mutlu, alternatif medyayi:

“Yerlesik ve kurumsallagmuis siyaseti (toplumda degisimi savunma veya en azindan geleneksel
degerlerin elestirisi anlaminda) acik¢a reddeden veya ona meydan okuyan kitle iletisim
bicimleri” olarak tanimlamakta; bunlarin, “parlamenter oydasma ve tartismalarin
tammlanmis suirlart disinda kalan siyasal ve toplumsal ogretileri temsil etmek suretiyle
geleneksel iletisim ara¢larina karsit bir konum aldiklarint” belirtmektedir (1995: 35).

Alternatif medya geleneksel ana akim medyanin karsisinda bir konumda
degerlendirildiginde, ana akim medyanin topluma sundugu iletilerle, kendi iletisim ve toplum
paradigmasini elestirel olarak degerlendirmeksizin, sosyal, siyasi ve ticari sistemin istikrarini
amagladigi soylenebilir (Mutlu, 2005: 37).

Alternatif medya, anaakim medyayla negatif bir iliski icinde ve onun karsit1 olarak
tanimlandiginda, alternatif medyanin bi¢imlendigi bu sosyal baglam, ‘alternatif medya’
kavraminin ayrilmaz bir pargasi olmaktadir. Dolayisiyla alternatif medya, iletileriyle mevcut
toplumsal sistemi tutma ve stirdiirme, kitleleri siyasal, kiiltiirel, biligsel ve ekonomik
baglamlarda kontrol ve yonetme gereksinimiyle (Erdogan ve Alemdar, 2005: 47) ortaya ¢ikan
anaakim sdylemden farkli bir ideoloji, temsil ve soylem de sunmaktadir.

Alternatif medyaya yonelik yaklasimlar incelendiginde, medyanin bu anlamdaki
islevini degerlendiren dort temel yaklagimdan s6z edilebilir. Bu yaklagimlara gore alternatif
medya: topluma hizmet etmek; ana akim medyaya alternatif olmak; sivil toplumun bir parcasi
olmak ve farkli fikirleri, gruplari, toplumsal platformlar1 bir araya getiren heterojen bir yap1
olusturmak (rhizomatic media) gibi islevlere sahip olmalidir (Bailey, vd. 2007: 5).

Alternatif medya yine anaakim medyanin karsisinda bir konuma yerlestirildiginde,
zamanin belirli bir noktasinda ‘alternatif’ olarak belirlenen bir seyin, zamanin bir baska
noktasinda “ana akim” olarak tanimlanabilecegi de g6z Oniinde bulundurulmalidir. Bu
ylizden, en azindan bugiinlin sartlar1 icinde alternatif ve ana akim medyanin belirleyici
ozelliklerini degerlendirmek anlaminda asagidaki gibi bir ayrim gelistirilebilir:

Ana akim medya:

Biiyiik o6lgekli bir kurum yapisina sahiptir; homojen bir izlerkitleye yonelik yayin
yapmaktadir;

Devlet kurulusu veya ticari sirket olarak faaliyet gdstermektedir;

Dikey (veya hiyerarsik olarak) yapilanmis, profesyonellerin ¢alistigi kuruluslardir;

Hakim sdylemin ve temsilin tastyicist medyadir.

Alternatif medya:

e Kiiciik 6l¢ekli bir kurum yapisi; 6zel topluluklara, gruplara, 6zellikle dezavantajl
gruplara yonelik bir igerik, farkliliklara saygili bir yayin yapmaktadir;

e Devlet ve piyasadan bagimsizdir;

e Yatay (veya hiyerarsik olmayan bir sekilde) yapilanmistir; demokratiklesme ve
cogulculuk cercevesi i¢inde izlerkitlenin erisim ve katilimini kolaylastirmaya izin
vermektedir;

e Hakim olmayan (hatta hegemonyaya karsi) sOylem ve temsile sahiptir, kendini
temsilin 6nemini vurgulayan medyadir (Bailey, vd. 2007: 18).

Alternatif medya, kurumsal ve igerik bakimindan anaakim medyaya bir alternatiftir.
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Kurumsal diizeyde, alternatif medyanin varligi, aslinda medyanin devlet ve piyasadan
bagimsiz olabilecegini de gostermektedir. Biiylik 6lgekli anaakim medya daha fazla piyasaya
yonelik olma egilimindeyken, alternatif medya (devlet ve 6zel sektor disinda) “ligiincii sektor’
olmanin medya kuruluslari i¢cin hala bir secenek olabilecegini de gostermektedir. Bu
yaklasim, medya kuruluglarimin i¢ yapilanmasi iizerine de uygulanabilir. Daha yatay bir
yaptya sahip olan alternatif medya, alternatif bir kurumsal 6rgiitlenme bi¢imi ve daha dengeli
bir yonetim yapisinin da mevcut olabilecegini gostermektedir.

Igerik diizeyinde, alternatif medya yine ana akim medyadan farkl1 bir ideoloji, temsil
ve soylem sunabilmektedir. Bu farklilik, farkli sosyal grup ve topluluklarin yiiksek diizeyde
katilimina, yerel Kkiiltiirlerin sdylemlerine, etnik azinliklara, sicak siyasi tartismalara
sunumlarinda genis bir sekilde yer verme anlamina da gelmektedir. Bu 6zelligi alternatif
medyaya, toplumsal hareketlerin, azinliklarin, alt/kars1 kiiltlirlerin seslerine yer vermesi ve
onlarin kendilerini temsil etmelerine yardimci olmasi, toplumsal seslerin ¢esitliligini temsil
ederek, daha farkl bir igerik yaratilmasi olanagi da saglamaktadir.

Ana akim medya ise, farkli “elitlere” yonelme egilimindedir. Ornegin, ana akim
medya haberlerinde, baz1 durumlarda hiikiimet kaynaklar1 lehine yayin yapabilmektedir; yine
biiyiik reklamverenlerin ¢ikarlarina aykiri yayinlardan bilingli olarak uzak durabilmektedir.
Chomsky, bu yilizden anaakim medyayi, “elit medya” ve “giindem-belirleyen” (agenda-
setting) medya olarak da tanimlamaktadir (1997).

Ancak alternatif medyanin, kii¢iik ol¢ekli ve bagimsiz olusu, yatay oOrgiitlenmis
kurumsal yapisi, hakim sdylem ve temsili reddeden igerigi onun icin bir dezavantaj da
olmakta; mali ve kurumsal istikrar saglamasini zorlagtirmaktadir. Bu bazen ¢ok yanlis bir
sekilde, alternatif medyanin profesyonel olmayan, yetersiz ve biiyilik izlerkitleye erigmede
basarisizz oldugu gibi degerlendirmelere de yol acabilmektedir. Yine bu yaklagim, alternatif
ve hegemonya karsiti medyayr ‘marjinal’ bir konumda degerlendirmeye; yine ana akim
medyayr da toplumsal yasamin tiim fonksiyonlarin1 kapsayacak bir ara¢ olarak
degerlendirmeye de gidebilmektedir (Bailey, vd. 2007: 20).

Yukarida hem {icretsiz gazeteler, hem de alternatif medya i¢in agiklanan tanim, konum
ve Ozellikler degerlendirildiginde, licretsiz gazeteleri anaakim medyanin karsisinda bir arag
olarak degerlendirmek bugiin i¢cin miimkiin goriinmemektedir. Eger burada bir ‘alternatif’ten
s0z edilecekse, bu da yine daha dnce belirtildigi gibi, licretsiz gazetelerin gazete pazari iginde
yeni bir model olarak alternatif olmalaridir, yukarida degerlendirilen anlamda ‘alternatif
medya’ olarak degil. Yine burada iicretsiz gazetelerin medya ekonomisi i¢indeki “igerik
pazar1” disinda bir model ve is anlayis1 getirdikleri tekrarlanabilir. Ancak onlarin bu “pazar-
dis1” 6zelligi, onlar1 genel anlamda gazete pazari disinda tutmamaktadir. Ucretsiz gazeteler,
gelistirdikleri i modeli ile ayn1 pazarin bir bagka pargasini olusturan “dagitim pazari” iginde
kendilerini gelistirmeyi siirdiirmektedirler. Boylelikle, iicretsiz gazeteler hem anaakim
medyanin bulundugu pazarda yer aldigi ve onlarla ekonomik anlamda rekabet ettigi, hem de
gazete pazari igin getirdikleri bu yeni is modeli ve yonetim anlayisiyla (bugiiniin sartlart
icinde degerlendirildiginde), anaakim medyanin ve onun tasidigi sistemin giderek ayrilmaz bir
pargasi olabileceklerini de gostermektedirler.

10. Tiirkiye’de Ucretsiz Gazeteler

Tiirkiye’de iicretsiz gazetelerin ilk Ornekleri Istanbul’da 2008 yili Subat ayinda
yayimlanmaya bagslamistir. Her ikisi de “tabloid” (kii¢lik gazete) formatta olan (ve hafta ici
giinler yalnizca Istanbul’da, &zellikle toplu ulasim agi iizerinde ve duraklarda dagitilan
iicretsiz gazetelerden) “Free Press” tarafindan yayimlanan Gaste’nin 11 Subat 2008 ve Dogan
Yayincilik AS tarafindan yayimlanan 20 dk.’nin 21 Subat 2008 tarihlerinde baslayan yayim
hayatlar1 oldukc¢a kisa siirmiis; Gaste, 20 Subat 2009 ve 20 dk. 16 Mart 2009 tarihlerinden
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itibaren yayimlarina son vermislerdir. Ilerleyen béliimlerde her iki gazete hakkinda genel bir
degerlendirme ve igerik analizine yer verilecektir

10.1. Gaste

Free Press Iletisim A.S. tarafindan yayimlanan Tiirkiye’deki ilk iicretsiz gazete Gaste,
(Metro grubunda uzun yillar ¢alisan Pelle Anderson’un danigman ve sirketin yiizde 5 payima
ortak bir yonetici olarak kurulus asamasinda yardimci oldugu) diinyadaki érneklerine yakin
bir format ve is modeliyle yayim hayatina baslamistir. Ilk giinlerde 32 olan sayfa sayis1 daha
sonra 28, 24 ve son olarak da 20’ye indirilmig; 500 bin olarak baslayan tiraj ise, dnce 300 bin
ve daha sonra da 250 bine gerilemistir. Gaste baslangigta i¢erigini tamamen Anadolu Ajansi
haberlerinden olusturuyordu. Zamanla diger ajanslarin haberlerine yer verdigi gibi, kendi yaz1
isleri ve muhabir kadrosunu da olusturmus; yiiksek bask1 sayisi ve iyi orgiitlenmis dagitim ag1
yaninda, i¢erik ve tasarimi ile de diinyadaki benzerlerine yakin bir goriintii ¢izmistir.

Gaste daha yayima baslamadan 6nce medyada Adalet ve Kalkinma Partisi (AKP)’de
yoneticilik ve Bagbakan Recep Tayyip Erdogan’a danigmanlik yapan Ciineyt Zapsu tarafindan
cikarilacag1 sdylenmeye baslanmis; daha sonra kardesi Aziz Zapsu’nun sahibi oldugu iddia
edilmigse de, Gaste yayima bagladiktan sonra kiinyesinde bu isimlere rastlanmamistir. Gazete
yoneticilerinden ve Free Press ortaklarindan Ahmet Pandir (Zapsu’larin kuzeni), Gaste’nin
sahipleri arasinda Ciineyt Zapsu’nun olmadigini, Aziz Zapsu’nun destek verdigini, Aziz
Zapsu’nun oglu Omer Zapsu’nun gazetede ¢alistigini belirmis ve esas sermayedarn Singapur
kékenli Nimova Holding oldugunu sdylemistir.®

Ahmet Pandir 6zetle,

Gaste’nin B1/B2 sosyo-ekonomik statii ile Al arasinda bir hedef kitleye yoneldigini;

Ik giinlerde 1100 dagitim elemaniyla baslayip daha sonra bu say1y1 600’e indirdiklerini;
Ozellikle yerel haber sikintis1 yasadiklarii; Istanbul haberi ve Istanbul’la ilgili icerik
olusturabilmek icin 6 serbest (freelance) gazeteci istihdam ettiklerini;

Gaste’in 25’1 yaziisleri olmak iizere toplam 65 c¢alisan1 bulundugunu (dagitim gorevlileri
harig); 6-7 reklam sayfas1 ile maliyetlerini karsilayabilecegini, bunun iizerindeki reklam geliri
ile de kendisini gelistirebilecegini;

Istanbul Belediyesi ile bir baglarmin olmadigim, hatta Gaste yaymma basladiktan sonra
(belediye gorevlilerinin bunun bir gazete degil de, bir brosiir oldugu ve izin alinmadan
dagitildig1 yanilgistyla Istanbul’un birgok bolgesinde) gazetenin dagitim elemanlarma engel
oldugunu;

Daha once boyle bir gazete yayimlanmadigi i¢in baglangigta 6zellikle dagitim sirasinda ve
algilanma konusunda sorun yasadiklarini da ifade etmistir.

10.2. 20 dk.

Dogan Yaymn Holding’e ait “Hiirriyet” gazetesi Yazi Isleri Miidiirii Emre Iskegeli’nin
sorumlulugunda yayin hayatina baslayan 20dk, Dogan Grubu biinyesinde kurulan yeni bir
organizasyon tarafindan baglangicta 32 sayfa ve 300 bin adet olarak basilip dagitilmistir. Daha
sonra sayfa sayis1 28, 24 ve 20 sayfaya indirilmis, kent ve diinya giindeminden olusan bir
haber igerigini, derin analizlere girmeden okura sunmustur.

‘Evinizin gazetesi degil’ sloganiyla A¢ikhava reklamlarinda tanittimina baglanan 20dk
ile farkli bir konumlandirma stratejisi izlenmis, gerek tirlin igerigi, gerekse hedef kitle
secimiyle Posta’dan Hiirriyet’e grubunun diger gazetelerine dogrudan rekabet iiretilmemeye
calisilmustir. Ingiliz tabloid gazete igerigine gdrece yakin, daha ¢ok “magazin” ve fotograf
kullanimiyla “kolay okunan” bir yayim sunulmustur.
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Dogan Yayin Holding’in Gaste’ye karsilik cikardigi 20dk. icerik ve baski kalitesi
acisindan Gaste kadar zengin olmamakla birlikte, yeni okurlar kazanma, &zellikle Istanbul’da
toplu ulasimda kaybedilen zaman i¢inde insanlarin gazete okuma aligkanligi edinmelerine
yardimc1 olmak anlaminda elbette 6nemli bir adim olmustur.

Her iki gazeteye yonelik genel bir degerlendirme sonug boliimiinde verilecektir.

10.3. Ucretsiz Gazetelerde icerik °

Ucretsiz gazetelerde haberler, genel anlamiyla yakin ¢evrede olup bitenin, kisa ve
fotografli bir sekilde sunulmasi, yerel yonetimlerin ¢alismalarinin okuyucuya, vatandasin
sorun ve diislincelerinin de yerel yoneticilere aktarilmasi seklinde olusturulmustur. Haberin
yant sira ilanlar, duyurular ve reklamlar yer almistir.

Gaste

1. Sayfada 6nemli haberlerden anonslara yer verilmistir. Gaste’nin birinci sayfas1 sol
iist kosede her giin hava durumu; Diger sayfalarda Tiirkiye, Diinya, Istanbul, Ekonomi,
Teknohayat, Saglik ve Yemek, Fokus, Rehber (istanbul’da kiiltiir sanat olaylar1 ve etkinlik
programlari), Okur-yazar, Spor, Eglence-bulmaca, TV ve aralarda yer alan reklam sayfalari
bulunmaktaydi.
K&se yazar: Mehmet Akin, metin yazari-editor, “ters diisiinceler”, 6 sayfa, Istanbul

Tablo 6 - Gaste Reklam icerigi:

Tarih Sayfa Reklam Sayfasi
17 Mart 2008 28 7
18 Mart 2008 28 7
19 Mart 2008 28 7
20 Mart 2008 28 7
21 Mart 2008 28 6,5
24 Mart 2008 28 7
25 Mart 2008 28 6,5
26 Mart 2008 28 6,5
27 Mart 2008 28 7
28 Mart 2008 28 5,5
31 Mart 2008 28 7
1 Nisan 2008 28 7
2 Nisan 2008 28 7
3 Nisan 2008 28 7
4 Nisan 2008 28 6
7 Nisan 2008 28 6,5
8 Nisan 2008 28 5,5
9 Nisan 2008 28 5,5
10 Nisan 2008 28 5
11 Nisan 2008 28 4,5
14 Nisan 2008 28 5
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15 Nisan 2008 28 5

16 Nisan 2008 24 3,5

17 Nisan 2008 24 3,5
TOPLAM 24 GUN ORTALAMA 27,6 ORTALAMA 6

Not: Bir aylik siire igerisinde reklam orani ortalama % 22’dir

20 dk

20dk’nin birinci sayfasinda giiniin 6nemli gelismesi spot bilgiler olarak yer almustir.
Manget genelde iilkenin genel giindemiyle iligkili olusturulmustur. Bazi giinler, Istanbul
merkezli haberler birinci sayfada manset olmustur. Spor ve magazin olaylar1 manset olmus ve
birinci sayfada yer bulmustur. Gazetenin son sayfast genelde reklama ayrilmistir. Gazetenin
orta sayfalar1 magazine ayrilmis ve biiyiik fotograflar kullanilmistir. Gazetenin sayfalarinin
yarisindan fazlast TV, Sinema, burglar, bulmaca, “teknohayat”, saglik ve yemek, spor ve
eglence haberlerine ayrilmistir. Bir sayfa basindan segilen kose yazarlarina ayrilmis; diger
sayfalarda da Istanbul konulu haberlerle sergi, tiyatro, esnaf, trafik, adliye vb. haberlere yer
verilmistir. Diinya’dan haberler ve fotograflar da her giin kullanilmistir.

Tablo 7 - 20 dk. Reklam icerigi:

Tarih Sayfa Reklam Sayfasi
17 Mart 2008 32 2
18 Mart 2008 32 3
19 Mart 2008 32 2
20 Mart 2008 32 3
21 Mart 2008 32 3
24 Mart 2008 32 3
25 Mart 2008 28 4
26 Mart 2008 32 3
27 Mart 2008 32 3
28 Mart 2008 28 3
31 Mart 2008 28 35
1 Nisan 2008 32 4.5
2 Nisan 2008 28 3.5
3 Nisan 2008 32 5
4 Nisan 2008 32 4.5
7 Nisan 2008 32 5
8 Nisan 2008 32 6
9 Nisan 2008 32 6
10 Nisan 2008 32 9.5
11 Nisan 2008 32 6
14 Nisan 2008 32 7.5
15 Nisan 2008 32 7
16 Nisan 2008 32 6.5
17 Nisan 2008 32 8
TOPLAM 24 GUN ORTALAMA 31 ORTALAMA 4
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10.3.1. Ucretsiz Gazetelerde Haber Icerigi

Haber icerigi asagidaki tabloda ayrintili olarak gdsterilmistir

Tablo 8 - Gaste ve 20dk. Haber Icerigi
Haber Kaynaklari

Haber icerigi her iki gazetede de, kendi muhabirleri/yazarlari, haber ajanslari ya da cesitli internet
kaynaklari, yerel yonetimler ile sirketlerin basin biltenleri ve okuyucu e-postalarindan elde edilmistir.

Haber Ajanslarindan Yararlanma

En onemli haber kaynaklarini haber ajanslari
olusturmustur. En o6nemli haber kaynagi
Anadolu Ajansi’dir; Reuters da, onemli bir
kaynak olarak kullaniimistir.

Gaste

Ug-dért muhabirin ismiyle haberler ¢ikmakla
birlikte, en 6nemli haber kaynaklari Anadolu
Ajansi ve Dogan Haber Ajansi’dir. Daha ¢ok

20dk. yayin grubunun magazin haber agindan
faydalandigi soylenebilir. Reuters ve AP kaynakl
haber ve fotograflara da yer verilmistir.

Kendi Kaynaklarindan Haber Derleme

Her iki gazetede de, Haber Merkezi adiyla yapilan haberler cogunluktadir; Muhabirler gérev yapmis
ve Ozel haber ¢alismalarinda muhabir isimleri yer almistir. Bazi internet sitelerinden derlenen
haberler veya duyurular da kisa olarak verilmistir.

Okur Yazilarina Yer Verme

Gaste Okuyuculardan gelen yazilara “Okur-yazar” baslikli bélimde, bir
sayfa olarak yer ayirmistir.

Okur yazilarinin yer aldigi sayfa bulunmamaktadir. Genelde Dogan
20dk. grubunun kose yazarlarinin yazilarindan derlenen yazilar bir sayfa
olarak verilmistir. Farkli yazarlarin yazilarina da yer verilmistir.
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Haberin Verilis Tarzi

Haberlerin yansiz olarak, dogru bilgileri iceren, anlasilir sekilde yazilmis, gerekli kontrolleri yapilimis,
muhabirin ve editériin ya da yayin kurumunun gorisini ve yorumunu icermeyen sekilde
dizenlenmis olmasi gerekmektedir.

Gaste

20dk.

Haberleri bu baglamda kontrolleri yapilmis ve yorumsuz olsa da,
yayinlanan haberlerin ¢ogunlukla belediye ¢alismalarini anlatan ve
olumsuzluklari g6z ardi eden bir tarzda olustugu gozlenmistir.

20 dk. haberlerinde dikkati ceken en 6nemli unsur, haber 6gesinin
goz ardi edilerek magazinlestirme boyutunun o6ne cikariimasi
olmustur. Bu cercevede, birinci sayfada ve diger sayfalarinda
“kadin bedeni” de sik¢a kullanilmistir. Haber tarzi, grubun Posta
gazetesiyle birebir 6rtismektedir. Haber, eglence, spor, sinema ve
reklam yayinlari gazetenin temel icerigini olusturmus; fotograflar
genelde biiyiik boy kullanilmistir. AKP iktidarina karsi ve iBB’nin
¢alismalarina karsi bir muhalefet havasi gorilse de, Dogan
Grubu’'nun diger gazeteleriyle kiyaslandiginda bunun ¢ok az
oldugunu goérilmistir. ilk giinlerde sadece Dodan Grubu’ndan
reklam alabilirken, zamanla reklam alimlarinin arttigi gérilmustar.
Ana sayfada fotograflar biyik boy kullanilirken, ayni sayfada
genellikle 4-5 haber yer almistir.

Muhabir adi ya da ajans adi belirtilmesi

Haber, olay yerine giderek bilgi toplayan ve bu bilgileri tarafsiz ve yorum katmadan oldugu gibi yazan
bir muhabir tarafindan kaleme alinir. Haberlerde muhabir adinin belirtilmesi, hem muhabiri taltif
etme, hem de kimin yazdigini okura bildirmek bakimindan oldukca yararlidir. Ajans haberlerinde ise
muhabir adi kullanilmamakta, haberin ajans mahregli oldugu belirtilmektedir.

Gaste
20dk.

Bu kurala uyulmaktadir.
Bu kurala uyulmaktadir.

Fikir ve kése yazilarinin orijinalligi ya da kopyalanmasi

Haber, yorum icermeyen yazilardir. Ancak habercilikte, habere yonelik yorum yapma ve okuru farkl
acilardan aydinlatma ve fikir beyan etme geregi bulunmaktadir. Bu nedenle gazetelerde, dergilerde
kose yazilari ve televizyonlarda yorum programlari yayinlanmaktadir. Fikir yazarlari, muhabirler gibi
istihdami gerektiren ya da telif usuli yazan kisiler olmasi nedeniyle bir maliyeti bulunmakta ve
Ucretsiz gazeteler fikir yazarlari istihdami yerine, tanitim yazilarina agirlik vermektedir.

Gaste
20dk.

Bir kose yazari vardir.
Kose yazari yoktur.
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10.3.2. Tiirkiye’de Yayimlanan Ucretsiz Gazetelere Yonelik icerik Analizi'®
Arastirma kapsaminda; bu gazetelerin 17 Mart — 17 Nisan 2008 tarihleri arasindaki

sayilar1 izlenmis; elde edilen bulgular, icerik analizi i¢in gelistirilen formatlara uygun olarak
yeniden degerlendirilerek asagidaki tabloda gdsterilmistir.

Tablo 9 - Gaste ve 20dk. Gazetelerinin icerik Analizi

ICERIK

A. YETKINLIK Gaste | 20dk.
Sayfalarin iceriginden sorumlu olan kisi belli
. Hayir Hayir
mi?
Gazetenin amaglarinin/yayin politikasinin
o Hayir Hayir

tanimlandigi bir sayfa var mi?
Sayfalar haber amacina uygun mu? Evet Evet
Gazetenin mesrulugunu gosterecek ibare

. Evet Evet
mevcut mu? (kiinye)
Gazetenin baska bir yayim sekli var mi?
. I Evet Evet
(internet gibi)
Gundem takip ediliyor mu? Evet Evet
Haber yogunlugu (ana sayfada yayimlanan 10 10
haberlerin sayisal adedi olarak)
Haber Ozetlerini tek sayfada gorebilme Evet Evet
Haberlerin tirlerine gore gruplandiriimasi Evet Evet
Kisisel yazilarin yazarlari belirtilmis mi? Evet Evet

B. DOGRULUK Gaste | 20dk.

Haber kaynaklarinin belirtilmesi Evet Evet
Haber ajanstan mi aliniyor? Evet Evet
Haber baska kaynaklardan dogrulanabilir
. . Evet Evet
ozellikte mi?
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Haberlerin editoryal islemden gegcmis izlenimi
Evet Evet
var mi?
Haber, gramer, hece ve yazim hatalarindan
Evet Evet
arindirilmis mi?
Yazarlarin uzmanhgi ve konuya yetkinligi 5 5
(profesyonelligi)
C. YANSIZLIK Gaste 20 dk.
Ana sayfada reklam kullanim yogunlugu 0 0
(sayisal adet)
Haber icerigi, reklam ve yorum yazilarindan
. Evet Evet
kolaylikla ayrilabiliyor mu?
Yorum yazilari agik olarak gosterilmis mi? Evet Evet
D. KAPSAM Gaste 20 dk.
Haber kaynaklarina iliskin sayfalara baglanti
Evet Evet
var mi?
Ozel / arastirma dosyalarina yer verme Hayir Hayir
Bilgilendirme amacli yazilar var mi? Evet Evet
Haber disi konulara yer verme (Hobi, oyun,
- Evet Evet
bulmaca, vb. bolimler var mi?)
Anket, test vb. okur katilimina yénelik
Evet Evet
olanaklar
E. HABER YAZIM KURALLARI VE DiL KULLANIMI | Gaste 20 dk.
Haberler, yazim kurallarina uygun yazilmis mi? | Evet Evet
Haberlerin yapisi dogru ve acik anlamaya
Evet Evet
uygun mu?
Gramer kullanimi dogru mu? Evet Evet
Noktalama isaretleri dogru mu? Evet Evet
imla hatalari var mi? Hayir Hayir
Uzun ve eksik paragraflar var mi? Hayir Hayir
Haber tiim detaylari ile veriliyor mu? Hayir Hayir
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Haber; Baslik-spot (haber 6zeti)-haber metni
L Evet Evet
olarak verilmis mi?

Sonuc¢

Picard, lcretli gazete yonetici ve patronlarnin, licretsiz gazeteleri ciddi bir rakip
olarak gormeleri ve onlara karsi stratejiler liretmeleri gerektigini, bunun i¢in de Oncelikle
(licretsiz gazetelerin zayif olduklari) haber, icerik ve analiz gibi konularda iicretli gazetelerin
kendilerini daha da gelistirmeleri gerektigini belirtmektedir (2001: 172).

Picard’in bu goriisii bir de tersinden bakarak degerlendirilirse, yani licretsiz gazeteler,
geleneksel {icretli gazetelere karsi zayif olduklar igeriklerini zenginlestirip, {icretliler
kalitesine tasirlarsa, okurun goziinde daha giivenilir, daha saygin bir yere oturmazlar mi? Bu
yoniiyle, licretlilere karsi daha saglam bir alternatif olusturmazlar m1? Zaman i¢inde bu yonde
de gelismeler beklenebilir.

Gazete piyasasina licretsiz gazeteler ilk girmeye basladiginda, iicretli gazete pazarina
hakim olan biiyiik oyuncular, temel bir strateji belirlemekte ge¢ kaldilar. Yapmalar1 gereken,
bu yeni rakiplerini yok etmek veya onlarin Oniinii kesmek mi, yoksa daha oOnceden
goremedikleri veya ihmal ettikleri bu yeni piyasaya katilarak onun nimetlerinden yararlanmak
mi1 olduguna bir an dnce karar vermek olmalrydi.

Bu ylizden bircok iilkede, licretsiz gazete tanimindan, Metro isminin kullanim
haklarina, toplu ulagim noktalarinda hangi gazetenin dagitim hakkina sahip olacagina kadar,
cok sayida dava acilmus; iicretli gazetelerin karsisina hi¢ para kazanamayacagi bilinmesine
ragmen c¢ok sayida “bozucu” (spoiler) c¢ikarilmig, bu yikict rekabet sonunda da hem
geleneksel gazeteler, hem de iicretsiz gazeteler zararl ¢ikmistir.

Simdiye kadar yayima baglamis olan tiim {icretsiz gazetelerin dortte birinin kapanmis
olmas1 ve geri kalan tahmini yilizde 70’inin de hala “kirmiz1 1s1ikta” oldugu bir is modeli
sorunlu goriinmektedir. Ancak, halen yayimdaki mevcut gazetelerin yaridan fazlasinin
2004’te veya daha sonra ¢ikarildiklarini; yayimcilarin ¢ogunun ilk yillarda para kazanmayi
pek beklemediklerini de unutmamak gerekmektedir. Dolayisiyla, kar etmeyen tlicretsiz gazete
sayisinin yiksek olmasii bir de bu acidan degerlendirmek dogru olacaktir. Yine, ticretli
gazetelerin neredeyse Bati’daki tiim piyasalarda zemin kaybetmesi ve sayilar1 gederek artan
gazete okumayanlarin demografik profilinin reklamverenler i¢in hala cazibesini korumasi, bu
is modelinin Oniinde aslinda hala firsat oldugunu da gostermektedir. Bir¢ok iilkede televizyon
hala en 6nemli bir ara¢ olarak varligini siirdiirtirken, giderek artan miktarda reklam parasi
online’a yonelmektedir. Her iki ara¢ da, (basin ve televizyon) bu bdliinmeden yara almakta
gibi goriinmektedir. Ozellikle, basili medya ve gazeteler sabit bir zaman dilimi i¢inde online
mecralara 6nemli 6l¢iide okur kaybedebilirler. Bu noktada, okur profili agisindan reklamveren
icin oldukea cazip bir reklam satis potansiyeli tasiyan iicretsiz gazetelerin, kiiresel ekonomik
krizin olumsuz etkilerinin atlatilmasiyla birlikte yeniden yiikselise gegmeleri de beklenebilir.

Bu c¢alismanin smirli kalan yonlerini ve bunun nedenlerini de burada kisaca
degerlendirmek yararl olacaktir. En 6nemli sinirlayici 6zellik, iicretsiz gazetelerin igerigine
yoneliktir. Bu yonde niteleyici arastirmalar sinirli kaldigindan, igerik hakkinda yeterli bilgiye
sahip olmak simdilik kolay degildir.

Ikincisi, okuyucunun iicretsiz gazetelere nasil yaklastig1, onlar1 nasil degerlendirdigine
yoneliktir. Okur bu gazetelerin igerige giiveniyor mu? Bu icerik, okurun haber alma, haberdar
olma gereksinimini karsilayabiliyor mu? Yine okurun sosyal ve politik gelisimine katkida
bulunuyor mu? Bu gazetelere okurun yaklagimi olumlu mu, yoksa olumsuz mu?
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Gazeteler her zaman i¢in, topluma genis bir haber, bilgi ve fikir sunan, toplumun farkl
kesimlerine ve toplumda yer alan farkli gruplara hizmet veren bir platform, bir ara¢ olarak
degerlendirilmislerdir. Onemleri okurun, yani toplumdaki bu farkli kesimlerinin karsisina,
farkli isimde ¢ok sayida gazete ile ¢ikmalari, siyasete ve modern toplumlar ilgilendiren her
tirli sosyal ve ekonomik gelismeye sayfalarinda genisgce yer vermeleriyle de baglantilidir.
Ucretli gazetelerin tirajlarindaki azalma, bir yoniiyle gazetelerin toplumsal etkilerinin de
azalmasi olarak yorumlanabilir. Ucretsiz gazetelerin zaman iginde, geleneksel gazetelerin
topluma sundugu bu igerigi verip veremeyecegi, onlarla ayni rolii oynayip oynayamayacaklari
ise heniliz ¢cok net degildir. Bu calismada sadece tiraja yonelik bir karsilastirma yapilmus,
ticretli ve licretsiz gazeteler medya ekonomisi, is modelleri ve temel 6zellikleri acilarindan
degerlendirilmeye ve karsilastirilmaya ¢alisilmustir. Ucretsiz gazetelerin iceriklerine ve okur
tepkisine yonelik arastirmalarin da yapilmasi gerekmektedir.

Ucretsiz gazetelerin Tiirkiye’deki seriivenine bakildiginda ise, Gaste’nin yayim
hayatinda kaldig1 yaklasik bir yillik siirecte siyasi mesajlar vermekten kagindigi, sehir
haberleri ve Istanbul’la ilgili 6zgiin konular bulup degerlendirdigi, baski kalitesi ve icerigi ile
(medya sektoriindeki diger gazetelerle kiyaslandiginda) Tiirkiye’de bir ilk ve yeni bir is
modeli olarak dikkat c¢ektigi sOylenebilir. Yoneticileri ile yapilan yiiz yiize goriigmeden
edinilen izlenimlerden biri de, Gaste’nin BIAK (Basim Izleme Arastirmalari Komitesi), Basin
Konseyi gibi ilgili kurumsal baglantilarin kurulmasi i¢in gerekli olan bir yillik yayim siiresini
doldurduktan sonra, karl1 bir fiyatla satilacag: yoniindeydi. Ileride belki baska bir isimle ve
farkl1 bir sermaye ve sahiplik yapisi ile bu gazeteyi yeniden yayin hayatinda gérmek de
olasidir.

Dogan Yayin Holding, Tirkiye’deki medya sektoriinde yeni ve daha onceden
denenmemis bir is modeliyle piyasaya giren bu “yeni oyuncuya”, (kendi faaliyet alaninda
oynanmaya baglanan bu yeni oyunun disinda kalmamak adina katildig1 zaten ¢ok acik olan)
20 dk.’y1 devreye sokarak cevap verme gereksinimi duymustur. Nitekim Gaste yayimina son
verdikten kisa bir siire sonra da 20 dk. yayim hayatindan cekilmistir. Icerik ve baski kalitesi
baglaminda Gaste kadar olmasa da, okuyucuya ficretsiz ve elden ulastirilan; gazete okuma
aligkanlig1 olmayan, gazete satin almayan, ise giderken toplu ulagim araglarinda uzun zaman
gecirmek zorunda kalan genis kitlelere “en azindan bir gazete okuma deneyimi” sunmasi
acisindan yararli bir adim olmustur. Ayrica, Dogan Yaymn Holding, 20 dk. ile (medya
ekonomisinin kurallar1 geregi) kendi alaninda, kendisi disindaki bir girisime ayni hamleyle
cevap vererek, “oyunun kurallarimi” dogru oynadigini gostermistir. 20 dk. bu anlamda,
caligmanin yukaridaki boliimlerinde agiklanan ‘bozucu’lara benzemektedir.

Sonug olarak, iicretsiz gazetelerin Istanbul’da genis kitlelerin haber alma ve tiiketme
aligkanliklarina yeni bir boyut getirdigi; hi¢ gazete okumayanlar ile ara sira okuyanlar ve
parayla gazete satin almak istemeyenler i¢in (icerikleri iicretli gazeteler kadar kapsaml
olmamakla birlikte) habere ulagsmalarinda yeni bir olanak sunduklar1 sdylenebilir.

Her iki gazetenin de profesyonel haber yayimcilig1 yaptiklari, haber yayimina gerekli
0zeni gosterdikleri, haberlerin editoryal bir siireci takip ettigi gézlemlenmistir.

Reklam gelirleri ile ayakta kalabilen bu formattaki gazetelerin Tiirkiye’de bir ilk
olmalarindan dolay1r heniiz tam olarak benimsenemedikleri ve reklamveren i¢in cazip bir
reklam mecrast olamadiklar1 goriilmekte; aldiklar1 reklamlarin tekrarinin fazla olmasi, bu
reklamlarin ticretsiz yayinlandiklar1 izlenimi vermektedir. Diinya’da 6zellikle son on yillik
stire¢ igerisinde reklam veren i¢in yeni bir mecra olarak degerlendirilmeye baslayan iicretsiz
gazetelerin, Tirkiye’de yasayabilmeleri icin gerekli ve yeterli reklam gelirlerine heniiz
ulasamamalari, ayrica 2008-2009 yillarinda kiiresel mali krizin Tiirkiye’yi de etkilemesi,
kacinilmaz olarak yayim hayatlarina son vermelerine yol acan nedenler olmustur.

Ucretsiz gazete sahipligi incelendiginde, bu gazetelerin arkasinda yine ana akim
medya gibi, “piyasanin biiyiilk oyuncular’” olan, biiyiik medya gruplar goriilmektedir.
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Ekonomilerini sadece reklam satiglar1 lizerine kuran iicretsiz gazetelerin bu hassas
yapilarindan dolay1 her zaman i¢in, reklamverene cazip bir mecra olma sorunlar1 vardir. Cok
sayida okuru kendilerine ¢ekecek bir yayim politikalar1 gelistirmeleri uzun zaman alacak bir
stirectir. Bu kadar uzun bir siirecte ayakta kalabilmek i¢in, 6nemli bir maddi kaynaga ve
destege sahip olmalar1 gerekmektedir ki, bu da sadece biliyilk medya gruplarinin
kaldirabilecegi bir yiiktiir.

Yukarida da belirtildigi gibi heniiz okur beklentisi ve bu gazetelerin igerigine yonelik
ayrintili aragtirmalarin, analizlerin eksikligi s6z konusudur. Dolayisiyla, bu gazetelerin ana
akim medyaya alternatif bir yayim gelistirmeleri i¢in okur beklentisi, reklamveren beklentisi
ve yayimcilarin beklentileri arasinda nasil bir iliski kurulacagina yonelik bir analiz
yapabilmek icin, su anda yeterli veri yoktur. Ucretsiz gazetelerin olduk¢a yeni bir ara¢ olmast,
ekonomisini sadece reklam gelirleri iizerine kurmus olmasi (kiiresel ekonominin su anda
icinde bulundugu sorunlarla birlikte diisiiniildiigiinde), simdiden uzun dénemli sonuglara
iliskin detayli yorumlar yapmay1 zorlastiran bir diger etken olmaktadir.

Ayrica, Ozellikle geng okurlarin kagittan, online ve mobil ortamlara yonelmeleri,
kagida basili gazetelerin ne kadar omrii kaldigimi da bir tartisma konusu yapmaktadirlar.
Zaman iginde geleneksel gazetelerin kendilerini tamamen elektronik ortama tagimalariyla,
kagida basili gazetenin reklamverenle yapilacak entegre reklam satis anlagmalari
dogrultusunda {icretsiz olarak dagitilmalar1 giindeme gelebilir. Bu noktada licretsiz gazeteler,
dagitim bigimleri, erisim oranlar1 ve hedef kitleleri agisindan, 6zellikle bliyiik sehirlerdeki
geng, egitimli ve tiiketim potansiyeli olan okurla reklamvereni bulusturan bir platforma
dontstiiriilebilir. Ancak, ekonomisini bdyle bir zemine oturtacak iicretsiz gazetelerin, ana
akim medyaya alternatif bir ara¢ olabilmeleri ise bugiin i¢in pek olas1 goziikkmemektedir.

Gazete pazari, licretsiz gazeteler “anaakima” tasindikc¢a bir model degisimine dogru
gitmektedir. Ikinci nesil iicretsiz gazeteler daha yeni ortaya ¢ikmakta olduklarindan bu
degisimin gazeteciligin gelisimi {izerindeki tam etkisini yorumlamak simdilik kolay
olmamaktadir. Gelecek yillarda, {icretsiz gazetelerin diinya ¢apinda gelismeye devam etmesi
beklenebilir. Gazetecilik alanindaki bilim insanlari i¢in bu gazetelerin ilerideki is modelleri ve
performanslarini takip etmek ve bu yeni gazete modelinin getirecegi sosyal etkileri ve
degisimi incelemek daha ayrintili degerlendirmeler yapilmasini kolaylastiracaktir.

Son Notlar:

' 19 Aralik 1991 tarih ve 3924/91 sayili Konsey Yonetmeligi geregi Avrupa Birligine iiye iilkeler sanayi
tiretimine iligkin verileri yonetmelikte belirtilen esaslar dogrultusunda ve "Avrupa Toplulugunda Sanayi
Uriinleri Listesi - SUL” (List of Products of European Community - PRODCOM) siniflamasi ile toplamak ve
EUROSTAT"a iletmek zorundadir.

* Ayrintili bilgi igin bkz. Basin Kanunu; http://www.tgc.org.tr/mevzuat_basinyasasi.html (Son erisim tarihi:
19/09/2009).

3 Ayrmtili bilgi igin bkz. Basin ilan Kurumu Mevzuati, 2009; http:/www.bik.gov.tr/mevzuat.html (Son erisim
tarihi: 19/09/2009)

4 Daha ayrmtil bilgi igin bkz. http:/www.luebecker-nachrichten.de/index/unternehmen/historie/cronik.html ve
http://www.newspaperinnovation.com/index.php/2009/08/11/the-oldest-free-daily-in-1885/ (son erigim tarihi: 12
Agustos 2009).

° Bu aragtirmada iicretli ve iicretsiz gazetelerin 1995-2006 arasindaki tiraj gelisimi, iicretli gazetelerden onceki
ve sonraki yillar dikkate alinarak ve ozellikle Bakker’in yaptig: tiraja yonelik arastirmalardan yararlanilarak
degerlendirilmistir. Baz1 iilkeler eksik veri nedeniyle degerlendirilmeye alinmamustir. Bu calisma icinde ilgili
iilkelerdeki tirajlarla ilgili tablolara fazla yer kaplayacagi i¢in yer verilememistir. Daha ayrintili bilgi i¢in bkz.
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Piet Bakker. The Simultaneous Rise and Fall of Free and Paid Newspapers in Europe. Journalism Practice,
(Ekim 2008). Cilt: 2, (Say1: 3), 427-443.

® Degerlendirilen iilkeler, iicretsiz gazetelerin 2005 yilindan énce ¢ikmaya basladigi ve 2006 yili itibariyle yiizde
on gibi Onemli bir pazar payi alabildigi {ilkelerle sinirlanmis; bazi {ilkeler yetersiz veri nedeniyle
degerlendirmeye alinmamustir.

’ Burada substitution: ikame; yeni bir gazetenin, eskinin yerini almasi ve cumulation: yeni gazetenin eskisiyle
birlikte okunmasi; eski gazetenin yeni olanin etkisiyle az okunmasi bir yana, her ikisinin de birlikte okunmaya
devam etmesi anlaminda degerlendirilmelidir.

¥ Marmara Universitesi, Sosyal Bilimler Enstitiisii, Genel Gazetecilik Doktora Programi, 2007-2008 ders yili
Bahar déneminde, “iletisim Yonetimi ve Medya” dersi kapsaminda, 22 Mayis 2008 tarihinde, Ucretsiz gazeteler
ve Gaste'yi degerlendirmek i¢in diizenlenen semine davetli olarak katilan Gaste yoneticileri Ahmet Pandir ve
Rumet Serhat tarafindan yapilan sunumdaki veri ve bilgilerden 6zetlenmistir. Pandir, “Gastenin ismi ile ilgili
yorumlara ise, “kendilerinin ¢ok sayida isim saptadiklarini, daha sonra bunu 12’ye indirdiklerini, gerekli
miiracaat yapilirken yanlislikla en alttaki secenegin gazetenin kurumsal adi olarak kayitlara gegmis oldugunu
gordiiklerini; gazetenin tiim hazirliklar: tamamlandig1 ve yeni bir miiracaatla zaman kaybetmemek i¢in Gaste ad1
ile devam etme karari aldiklarin1 da eklemistir.

? Ucretsiz gazeteler Gaste ve 20 dk. ile ilgili igerik analizi, Marmara Universitesi, Sosyal Bilimler Enstitiisii,
Genel Gazetecilik Doktora Programi’nda 2007-2008 ders yil1 Bahar déneminde, “iletisim Y6netimi ve Medya”
dersi kapsaminda, doktora dgrencileri Yalgin Yilmaz ve Yusuf Ozkir tarafindan 17 Mart-17 Nisan 2008 tarihleri
arasindaki inceleme ve degerlendirme sonucu yapilan, yayimlanmamis aragtirmanin bir boliimiinii igermektedir.

' Giircan ve Batu, 2002°deki degerlendirme 6lgiitlerinden yararlanilarak gelistirilmistir. Ayrmtili bilgi igin bkz.
http://inet-tr.org.tr/inetconf8/bildiri/97.doc (Son erisim tarihi, 12/08/2008)
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Abstract

This research investigates the intercultural web radio user experience of university students
from Turkey and Netherlands. It is based on an original conceptual framework which
combines a set of cultural value orientations derived from the literature of cultural
anthropology and factors that determine the formation of radio cultures in these countries.
The proposed conceptual framework is used to explicate the data provided by a three-step
qualitative analysis of user experience: pre-experience, experience and post-experience.
Different data collection instruments such as background questionnaire, think-aloud
procedure, post-experience questionnaire and semi-structured interview are employed in the
study. Findings suggest the notion that though some differentiating practices are observed at
user experience level, the understanding and use of the web radio seems to be transformed
towards a standardized listening practice.

Keywords: Culture, Web, Radio, Cultural Variables, User Experience

Herkes icin Radyo?
Tiirk ve Hollandal Ogrencilerin Web Radyo

Kullanic1 Deneyimleri iizerine Kiiltiirlerarasi bir Arastirma
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Dr. H. Serhat Giiney
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Ozet

Bu calisma Tirkiyeli ve Hollandali tiiniversite Ogrencilerinin kiiltiirleraras1 web radyo
kullanict deneyimini incelemektedir. Arastirmamiz, antropoloji literatiiriiniin sundugu
kiiltiirel degerler ve radyo kiiltiirliniin gelisim siireglerine dayanan karsilikli bagintili iki
degisken seti etrafinda sekillenen bir kavramsal analiz cercevesi lizerine kurulmustur.
Onerilen bu kavramsal analiz ¢ercevesi ise ii¢ asamadan olusan (deneyim oncesi, deneyim
ve deneyim sonrasi) ¢coklu yontemli bir niteliksel arastirma siirecinden elde edilen verilerin
yorumlanmasinda kullanilmistir. Sonug olarak, 6zellikle kullanict deneyimi diizeyinde
karsimiza ¢ikan bazi ayirt edici pratiklere ragmen, web radyo kullanimi ve kavranisinin,
radyonun Kkisisellestirilebilinir bir miizik kutusu olmakla nitelendigi bir dinleme
aliskanligina dogru yoneldigi ortaya ¢ikmaktadir.
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K. Rizvanoglu, H. S. Gliney, & M. E. Kéksalan

Radio for All?
An Intercultural Study on the Web Radio User Experiences of Turkish and
Dutch Students'

INTRODUCTION

Today Internet technology, which facilitates many aspects of the computer-mediated
communication, is widely articulated around the concept of “electronic democracy”. By providing a
horizontal communication opportunity, the Internet has the potential of creating public spaces,
arenas for the free engagement of citizens in deliberation and public debate. This evokes hopefully
the view of Enzensberger on the emancipatory use of media - decentralized, linking many to many,
fostering interactivity, collectively produced and actively used, promoting collective mobilization
(Enzensberger, 1974: 113). The Internet, on the other hand, as the first mass medium providing the
qualities of instant dissemination, worldwide reach, and customization, offers an attractive
opportunity for the media industries to augment their competitiveness in the increasingly crowded
media marketplace (Ren and Chan Olmsted, 2004:6). This dualism provokes a vital question with
respect to the future and the potentials of computer mediated communication: Is web based media
developing towards a sphere of expression in which different experiences all over the world meet
and distinctive cultural characteristics are represented or towards a standardized media use in which
the dissimilarities are melt in the same pot?

To shed light on this issue we examine the use of web radio as a communication tool by two
different informant groups of university students from strictly distinguishable countries (Turkey and
the Netherlands) with respect to both cultural characteristics and the development of the radio
cultures. More specifically, we seek to identify cultural differences associated with web radio by
performing a intercultural comparison of user experience. To our knowledge, there are only a very
limited number of user-centered researches that focuses directly on the user experience provided by
the web radio medium. Moreover, in order to make an in-depth analysis on intercultural web radio
experience, our research builds on a conceptual framework, which combines two interrelated
variable sets. Adopted from the anthropology literature, the first set is defined by Hofstede (1980),
which compares similarities and differences between two cultures. The second set conceptualizes
the factors that determine the formation of radio culture in these countries. Developed by the
correlation of two sets, the proposed conceptual framework is used to interpret the data derived
from the qualitative analysis. We collected data by adopting a multi-method approach and
employing various data collection techniques. Specifically, we use a three step procedure —pre-
experience, experience and post-experience-, which is based on an analytical approach developed
along successive studies describing experience as a subjective, constructive, holistic and spatio-
temporal phenomenon (Dewey, 1934; McCarthy and Wright, 2004, Vyas and Van der Veer, 2004).

The remainder of this paper is organized as follows. Next section outlines the theoretical
background of the conceptual framework and briefly summarizes the relevant literature. Section
three outlines the methodology, followed by the findings, discussion and conclusions.

THEORITICAL BACKGROUND
Culture and Cultural Value Orientations

There are various definitions for the term ‘culture’ especially in the field of cultural
anthropology. Hofstede’s definition, underlining the notion of common experience, supports our
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research approach: "Culture is always a collective phenomenon, because it is at least partly shared
with people who live or lived within the same social environment, which is where it is learned"
(Hofstede, 1996: 5). According Kroeber and Parsons (1958), culture is transmitted and created
content and patterns of values, ideas and other symbolic meaningful systems as factors in the
shaping of human behavior and the artifacts produced. Similarly, Triandis (1972) states that cultural
experience is expressed in objective artifacts. Both definitions suggest that the way people view the
world around them is expressed in cultural products such as paintings, books, folklore and clothing.
In this sense, besides the radio listening experience at the other end of the communicative
interaction continuum lies the radio production which can also be defined as a cultural artifact.

It is difficult to measure culture and its effects, but ‘cultural value orientations’ or ‘cultural
variables’ as identified in anthropological research can be used to classify and evaluate different
cultural groups. In intercultural research, cultural orientations such as those developed by Hofstede
(1980), Trompenaars (1993) and Hall (1959) can be used to offer a detailed description of the
cultural background of the groups involved, predict users’ behaviours, develop a protocol for
communication with each of the cultural groups, evaluate understanding in terms of cultural
orientations and finally match findings and responses with participants’ expected behaviour (Evers,
1999: 332). Between 1978-80, Hofstede identified four dimensions and rated 53 countries including
Turkey and the Netherlands on indices for each dimension. The dimensions he offered are as
follows (Evers 1999, Simon 2001, Marcus and Gould, 2000): Power Distance refers the extent to
which everyone in a society (particularly the less powerful) accepts the unequal distribution of
power. This translates into the importance of information about status and organizational structure.
Uncertainty Avoidance deals with how societies accommodate high levels of uncertainty and
ambiguity in the environment. These cultures search for a certain structure, which makes events
clearly interpretable and predictable. Members of the low uncertainty avoidance cultures, on the
other hand, tend to have fewer problems with taking risks, and exploring the unknown.
Individualism and Collectivism describes the way in which cultures perceive the role of the
individual in a group. In collectivistic cultures, the interest of the group comes before that of the
individual and people prefer working and making decisions in groups rather than to be represented
by an individual with decisive power. Masculinity and Femininity focuses on the traditional
assignment to masculine roles of assertiveness, competition, and toughness, and to feminine roles of
orientation to home and children, people and tenderness (Hofstede, 1980).

Hofstede’s cultural orientation values for Turkey and the Netherlands are shown in Table 1.
These values indicate that there are significant differences between the two cultures at each
variable.

Table 1 Cultural Orientation in Turkey and the Netherlands

Netherlands Turkey
Power Distance 38 66
Individualism 80 37
Masculinity 14 45
Uncertainty Avoidance 53 85

Source: (Marcus and Gould, 2000: 452)
Evolution of Radio Culture in Turkey and the Netherlands

A thorough investigation of radio history in Turkey and the Netherlands reveals three major
phases in the evolution of radio culture: public broadcasting, diversification, and commercialization
(see Figure 1). We discuss the distinct characteristics of these phases subsequently.

By following the model offered by BBC, public radios affected the radio broadcasting
systems in European countries until the early 1990s to a considerable extent (Mutlu, 1999: 24;
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Dunaway, 2002: 69). Although the European Public Broadcasters have common principals, there
are some differences between the countries in terms of organizational structures and degree of
autonomy (political, financial, and productional). For example, the relationship between political
control/accountability and broadcaster independence has been organized differently throughout
Europe (Blumler, 1992:13) underlines the distinctions between the public broadcast systems due to
three forms of organization with respect to their engagement in politics: (i) formally autonomous
system-as in Britain though also in Ireland and Sweden, (ii) politics-in-broadcasting systems as in
Germany, Denmark and Belgium, and (iii) politics-over-broadcasting systems as in Greece and
Italy and France in the past (Kelly, 1984: 73). The Turkish public broadcast system can be
considered as a mixture of the last two categories, whereas the Dutch broadcasting system is mostly
known as an exception in Europe and cannot be incorporated into any distinctive category.

The specificity of the Dutch system depends on the ‘pillarisation’ of its society, according to
which the social structure was being divided into various social-religious groups (Van der Wurff,
2004: 222; McQuail, 1992: 96). This structure also determines the implementation of the pluralism
in a way that the term is being interpreted as a connation of vertical pluralism, which refers the
pluriformity of the society instead of unity (Wieten, 1979: 172). Therefore, the Dutch public
broadcasting system is made up of a collection of individual, independent and member-based
broadcasting organizations instead of a single broadcasting organization as in most of European
countries, where the public broadcasting systems have tended to develop as part of the centralizing
and homogenizing apparatus of the state (Daalmeijer, 1993: 101; Cormack, 1993: 101).

Contrary to both Western European and the Dutch systems, Turkish public broadcasting,
including the ten years ‘private wireless’ period, was shaped under the strict supervision of the state
(Kejanlioglu, 1998: 42). Therefore, the Turkish system cannot be understood without referring to its
centralist and national character. Certainly, also in Europe and in USA, the radio had an important
role on the construction of the ‘nation’ and its everyday life until 1950s (Crisell, 1997; Hilmes,
1997). Nevertheless, as distinct from Western versions, Turkish public radio had taken over an
additional mission, which can be described as ‘westernization’. With a repressive/paternal
character, which implied many prohibitions, public radio tried to zeroize the social memory in order
to erase the former cultural identity, which has been usually in conflict with modern formations
(Ahiska, 2005: 30). It is obvious that the state-oriented character of the public broadcaster caused
also the ‘politization’ of the radio across the political challenges of next years. Such that, the
‘partisan’ radio of the 1950s was one the justifications of the military coup in 1960 (Taser, 1969:
86). The politics-over-broadcasting form of radio always kept the debates on the autonomy of the
system alive. Throughout the period in which the system was shaken up by military coups and
interventions, the protectionist, state-oriented structure of radio has been transformed into an
intrusive form in which the paternalism and the politicization existed in conjugation with each
other. It was the peculiarities of the system, which have determined the conditions of a prohibitive,
partial, formal, standard and distant radio culture until the privatization of the radio sphere. Another
major factor that had an important role on the embodiment of radio culture in Europe was the
evaluation of alternative forms of communication. As a result of this evaluation, decentralized
small-scale media projects emerged. This movement was strongly related with the need of setting
the communication process beyond the realm of mass communication, “where the communication
process is addressed not only in representative terms (‘for people’), but in participatory terms as
well (‘from the people’)” (Vatikiotis, 2004: 4). According to Hollander (1992), decentralization was
an identical element of these alternative radio projects which took part along anti-authority and anti-
imperialism while refusing the domination by political, cultural, ethnic, and communicative
orthodoxies. Concordantly, beginning from 1950s public radio began to be threatened by pirates
throughout Europe. The basic presumption of uniformity in audience, stated Dunaway, “one nation,
one broadcasting service” was challenged (Dunaway, 2002: 69). This movement pushed the
existing broadcasting systems to be diversified in decentralized small-scale media projects. The
process acquired a dualist character in time: the emergence of commercial radios and evolution of
community radio concept. With its decentralized structure, it was the Dutch system, which
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generated the most number of community-oriented local radios in Europe (Prehn, 1992: 254).

Contrary to European experience, Turkish system was being diversified in only one
direction: commercialization. In this period of privatization, the radio sphere was entirely organized
as a market place (Topuz, 1990: 133). In this sense, the diversification in Turkish system implied
the elimination of the concept of public service instead of the creation of a free sphere for
‘voiceless’, whom public radio never takes into consideration. That is why the Turkish privatization
was mostly described as a model with many microphones dispersing the same voice (Duran, 2000:
25). Thereby in Turkey, a non-compliant and inordinate commercial radio culture has resulted from
this sudden and monolithic privatization, which brought along an eclectic popular culture depending
on magazine and entertainment. This period also represented the emergence of a new radio
language, which was more familiar than that of the former radio distant and formal. Mostly
interpreted as a fictive familiarity, this pragmatic strategy of giving people what they want was
being constructed under a crossbred format radio identity (Cankaya, 1997). Contrary to Turkish
privatization, especially in the Netherlands, commercialization was relatively a long-term process,
which lasted according to a controlled changeover towards the protection of public interest.
However, that is not to say that commercial broadcasters in Europe do not threaten public
communication. Nowadays, radio industry is being mostly organized to answer personal needs in a
customizable way rather than to address shared interests. Despite the huge expansion in radio
activity emerged by the necessity to feed such fragmented, individual demands, commercial stations
fail to maintain a real diversity in radio listening experience (Hendy, 2000: 65), as they committed
and unfortunately seem to set a bad example for independent media experiences (Dunaway, 2002:
73).

Figure 1 Evolution of radio culture in the Netherlands and Turkey

NETHERLANDS TURKEY
Decentralized Centralized
PUBLIC Pillarisation Unity
BROADCASTING Voluntary self control Repressive paternal — politicized
Not national National
Activist-adversative Not adversative
DIVERSIFICATION Beyond mass communication Under mass communication
Community based-pluralistic Commercial oriented
Reformulation of public communication Elimination of public communication
Controlled Non-compliant/inordinate
COMMERCIALISATON Individualistic Familiar
Regulations toward protection of public interest | Regulations toward protection of state

User Experience Research

The term “user experience” is associated with a wide range of meanings. However, a
definite theory of experience does not exist. According to Forlizzi and Battarbee’s (2004: 262)
extensive literature review on user experience different models and theoretical approaches can be
grouped in three categories:(i) product-centered models that provide applications for design
practice, (i1) user-centered models that help designers and developers to understand the potential
users, and (iii) interaction-centered models that explore the role of products in bridging the gap
between designer and user. In this last category, approaches from a number of disciplines are
melted in one pot. For example, the philosopher John Dewey has been instrumental in helping
designers understand the qualitative and definitive aspects of experience (Desmet, 2002; Dewey,
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1980). Based on Dewey (1934), McCarthy and Wright (2004) and Vyas and Van der Veer (2006;
138) describe experience as a subjective, constructive, holistic and spatio-temporal phenomenon.

Experience as a “subjective” phenomenon is concerned with the values and meanings
products bring through technology to users’ lives. Experience as a “constructive” phenomenon is
reflexive and recursive (Wright et al., 2003). During their interaction with technology, users do not
engage in experience as a ready-made entity, but they actively construct the experience using their
interpretation. Experience as a “holistic” phenomenon argues the 'totality' of users’ interaction with
the system. Experience as a “spatio-temporal” phenomenon indicates that experience can be best
understood in real use, i.e., in the actual practice that may have social, political or cultural
significance. According to Wright et al. (2003), all types of experience have a spatio-temporal
thread (Wright et al., 2003).

This approach leads us to the impact of culture on user experience. A vast number of studies
employing cultural variables focus on cultural differences in user experiences (Evers, 1999; Choong
and Salvendy, 1998; Marcus and Gould, 2000; Bourges-Waldegg and Scrivener, 2000; Dam et al.,
2005) and show that the expectations, attitudes, and understanding towards an interface differ
between users of different cultural and national backgrounds. Evers (1999) points out to a gap in
previous intercultural research: Findings are mostly based on self- reported quantitative data rather
than actual observation of user behavior.

Web radio literature seems to predicate the same gap. Previous studies on web radio (Potter,
2003; Lind and Medoff, 1999; Ren and Chan-Olmsted, 2004; Pitts and Harms, 2003; McClung,
2001; Murphy and Rayho, 1997; Murphy, 1999; Moody et al., 2003) also adopt a quantitative
approach and collect data through surveys. The interest of media marketplace and the radio industry
for the interactive potential of web radio seems to lead the studies in the field. Researchers restrict
their studies to initiatives undertaken by commercial radio stations on the web (Van Selm et al.
2003). By mainly focusing on Web radio as a medium for audience interaction, the research of Van
Selm et al. (2003) can be defined as a break from the mainstream in radio research in which they
illustrated how web technology was used to facilitate interaction between a web radio programme
and its listeners.

CONCEPTUAL FRAMEWORK: RADIO CULTURE AND CULTURAL EXPERIENCE

In intercultural studies, referring only to cultural value orientations may not be enough to
provide the solid basis alone for a detailed analysis of the user experience (Ess and Sudweeks,
2005). As mentioned in the review above, cultural value orientations can be referred to explain user
attitudes observed. However, media use is a complicated process, which is shaped by various socio-
political and cultural factors. Moreover, user diversities increasingly shift and change, especially as
the globalization leads to new "third" identities that represent complex and shifting hybridizations
of earlier cultural patterns (Ess and Sudweeks, 2005). Specific expressions and phenomena of
online media use might be more appropriately and fruitfully examined through alternative
frameworks of cultural analysis that go beyond Hofstede. Therefore, it is assumed that an in-depth
investigation towards the evolution of the medium can provide an additional basis for the analysis
framework. In this sense, this framework is proposed to provide a more complementary explanation
of cultural characteristics, which allows us to analyze the web radio user experience in a
intercultural study.

From the viewpoint that both radio listening and radio production are cultural experiences;
we can state that there is reciprocity between the radio culture and the overall cultural experience.
Indeed, in both countries, we observe an apparent correlation between the variables concerning the
formation of radio cultures and the cultural variables of anthropology literature. This correlation
shows that the variables offered by anthropology literature match substantially the factors
determining the differences between the evolution of radio culture in the Netherlands and Turkey.
Accordingly, the conceptual framework is developed by combining two interrelated variable sets
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(see Figure 2).

Figure 2 Conceptual Framework: Radio Culture and Cultural Experiences
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The framework provides us reference points for the analysis of web radio experiences. We
mainly focus on differences and similarities in experiences of users from different cultural origins
with presumably different radio cultures. Specifically, we seek to identify to what extent web radio
experience differs due to (1) the cultural origin and (2) the radio culture of the users.

In this study, it is expected that the findings should also reveal the differences that the
conceptual framework presented.

METHODOLOGY

Many researchers point out the difficulty of gathering reliable data on intercultural user
experience. Social sciences research tradition demands various methods for investigating cultural
issues. From the point of anthropology, exploring cultural experiences demands long-term
observation-based field studies. However, through a vast number of user-centered studies on
interactive environments, human-computer interaction research can provide various methodological
instruments for collecting data by means of a structured procedure (Preece et al., 2000)
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Procedure

As one of our focal constructs is web radio usage we collected user experience data in three
major stages according to description of experience adopted (see section four): pre-experience,
experience and post-experience.

The “pre-experience” stage included the background questionnaire, which provides
information on respondent’s demographics, computer-Internet experience and usage frequency,
cultural background and radio listening experience. In the subsequent “experience” stage, we
employed observation-based methods of data collection to gain better insight in intercultural user
experience. An unstructured task was designed in a way that the participants could interact with a
web radio site without any limitations. The participants were asked to navigate in “role-playing
model” and all the navigation was directly observed and recorded on a structured observation sheet
by the researcher. During the observation, additional data was collected by “think aloud” procedure
and a flash-based software, which recorded all the mouse movements as the respondent browsed the
web radio site. The final “post-experience” stage included a post-experience questionnaire and a
semi-structured debriefing interview. In the post-experience questionnaire, the participants were
asked to describe their overall experience with the web radio they just used by choosing from a list
of factors and to motivate their choices. The questionnaire was developed by the personal meaning
construct technique that allowed subjects to come-up with meanings associated with the technology
in an easy and usable manner (Kelly 1955). Specific adjectives were chosen to represent the
variables in the conceptual framework. Asking the likes and dislikes of the participants about the
site and a final evaluation of their web radio experience in their overall radio experience, the
interview provided complementary findings.

The study was conducted in English, as the official language of the chosen web site was
English. All participants could speak advanced level of English fluently. The intercultural findings
were mainly evaluated qualitatively with simple complementary quantitative data, as qualitative
research methods allow the researcher to delve deeper into contextual issues in investigating the
user behavior and understanding in their particular social and cultural context (Evers, 1999).

Sample and Research Web Radio Site

Having opposing aspects in the context of both cultural variables and radio culture, the
national cultures included in this research were Turkish and Dutch. In addition to that, the lack of
intercultural user experience and media sociology research on Turkish and Dutch culture was one of
the important reasons for the choice of this sample. Turkish sample included 15 participants
whereas Dutch sample included 14 participants. Aged between 23-24, all the participants were
senior or graduate students of social science faculties in Turkey and the Netherlands with an
average computer and Internet experience. By attempting to control for individual differences in
computer experience and education level, differences in user experience can be attributed to cultural
orientations and radio cultures.

The web radio chosen for this study was TUN3R ( http://www.tun3r.com ) (see Figure 3).
TUN3R is a US originated web radio site, which enables access to more than 2000 web radio
stations from all over the world. TUN3R shows Internet stations, represented by small tiles on a
dial, which are generated from the homepage screen shots of the stations. TUN3R is a virtual
AM/FM dial complete with an orange tuning needle. Simply by dragging the needle around the dial,
the user can instantly hear reduced audio samples from hundreds of stations around the world.
Besides giving access to a big number of web radio sites, the ludic interface of TUN3R based on an
analogous radio metaphor seems to be a distinctive aspect among other major radio portals. FAQ

page in TUN3R web site points out to this aspect (TUN3R, 2008):
TUN3R actually feels like a real physical radio tuner. It's fun to play with, and
encourages serendipity. Our goal is to connect listeners to new Internet radio 'stations' in
a fun, interactive way. We'd like to recapture some of idle pleasure provided by tuning
an analog radio dial. We also believe that the process of finding radio stations is part
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science and part randomness.
In a way, TUN3R can be considered as a first attempt for the embodiment of the future projections
on web radio, which aims to redefine the web radio experience by re-offering a well-known
traditional analogous radio listening experience through wireless and ubiquitous hand-held devices.

Figure 3 TUN3R web radio site

RESULTS

We start by summarizing the main findings following the order that the study was
conducted. A detailed analysis of these findings using the conceptual framework is provided in the
discussion section.

Experience Before Use: Pre-Experience Stage

At this stage, a background questionnaire was used to collect data on demographics,
computer-Internet experience and usage frequency and cultural background of the users. Besides
the findings on these issues that are already briefly presented in the sample section above, this
questionnaire also provided data about the everyday radio listening experience of the users and their
opinions and expectations towards the radio medium. Although the participants have different
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cultural origins and radio experiences, no dramatic differences can be found between their
responses.

Participants in both groups have 10-15 years of radio listening experience, but they do not
seem to be dedicated radio listeners. The frequency of radio listening for both groups is 3-4 days
per week. Both groups prefer to listen to the radio alone at home and on the way. All participants
listen to the radio through FM/AM channels whereas only half of the participants in both groups are
also users of web radio. This ratio seems to reflect the statistics concerning the radio listeners.
According to Bridge Ratings LLC, by 2008 the number of monthly web radio listeners is around
146 millions whereas the number is around 280 millions for terrestrial radio listeners (Bridge
Ratings LLC, 2007). It was also found out that “Playlist” was considered as an indispensable tool in
web radio technology.

Participants in both groups considered ‘“entertainment” function as most important.
“Information” seemed to be the second most important function chosen. This finding is consistent
with the responses given to the question asking the users to evaluate their radio listening experience
through communicative interaction. Participants defined their experience mostly as “pleasurable”
and “informative”. However, the responses given to these questions also revealed a slight
difference. Besides the most important functions mentioned by both groups like “entertainment”
and “information”, the Dutch participants also associated the radio with “education”. On the other
hand, “culture” and “recreation” were the frequently observed functions in the Turkish sample. This
observation reveals that the expectations of the Dutch participants are shaped by an alternative
model of public based participatory radio culture. In this sense, the responses of the Turkish
responses seem to reflect the experience of a radio culture, which is transformed from a
protectionist, state-oriented structure to a non-compliant and inordinate commercial one that
depends on an eclectic popular culture of magazine and entertainment. Findings in following stages
also provide support for this idea.

(13

Experience During Use: Task Execution Stage

In the task-based actual usage stage, the participants were asked to navigate freely in the
web site till they thought they had enough information about the site. Participants in each group
explored the site for an average of 12,5 minutes, which is reasonable for such a portal. Although a
common significant navigation approach can be observed in both groups, the two cultural groups
showed different behavioral aspects during the navigation.

During the task analysis, a common significant pattern dominated the navigation and hence,
the overall experience. This pattern was the persistent effort to access to music as fast as possible. It
was obvious that all the participants reduced the function of the medium to a music box. The main
goal for both groups was to listen to the music that they demanded: “/ want some music please
(NL1)”. In order to achieve this goal all the participants employed the search engine and playlist
tools found in the website. However, in case of a failure, each group showed different attitudes,
which resulted in distinctive navigation approaches.

Mostly attracted by the ludic interface of the website, which employed an analogous radio
metaphor, Turkish participants were very involved in exploring the website, even if they were not
able to achieve the goal of listening to music. It was obvious that they liked the idea of using a
needle to tune among different radio stations that are represented with little tiles: “7o play with the
orange needle is just like tuning a radio station. Very amusing!” (TR3). Although they expressed
negative opinions about the functionality of the website, these statements did not result in user
frustration and abandonment of the website. Contrarily, they were observed to be persevering for
exploring and understanding the services presented in the website. However, this approach resulted
in an unstructured task execution. It was observed that Turkish participants mostly adopted a “trial
and error approach” that is based on random operations rather than definite strategies: “I’'m tryin’
out, just clickin’ randomly” (TR15). Mainly focusing on the graphical elements rather than the
textual elements in the website, this approach mostly resulted in a disorganized and unstructured
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navigation.

On the other hand, Dutch participants were observed to adopt a structured navigation, which
was based on an analytical strategy including definite steps. In order to access to music, most of the
participants preferred to use textual content at first. They read the “3 easy steps info” to use TUN3R
which led them to the “search” tool. If they failed to access to music, they tried alternative help
tools like FAQ. They seemed to be irritated by the metaphorical interface features like the tuning
needle: “It’s really annoying that you have to drag the needle so far from one station to another...
It’s too much work, to keep searching for the station you like” (NL7). They seemed to be more
interested in aspects like efficiency, speed, functionality, etc. Therefore, different from Turkish
participants, the experience proposed by TUN3R led them to frustration and abandonment of the
website. They simply preferred not to deal with such a flawed system at all. “/’m done with this site.
I'didn’t understand the point of this website” (NL14). “If  was on my own, I wouldn’t use this site”
(NL11). These negative opinions brought detailed critics and even proposal of some revisions on
the design and functionality of the interface. The critics focused on the demand for a more
controlled and usable website with a simple layout and definite choices: “It’s not user-friendly in
my opinion, it’s not really fast. I would prefer a website that gives results when you enter
something” (NL2).

Finally, we found out that most of the participants in both groups did not pay any attention
to the interactive features such as blog, e-mail and newsletter in TUN3R during the navigation. It
can be stated that the effort for reaching music instantly dominated the navigation and resulted in
the ignorance of alternative tools of interaction.

Experience After Use: Post Experience Stage

In the last stage, the participants were asked to describe their overall experience with
TUNB3R using a multi-choice questionnaire listing several factors. The participants were also asked
to indicate the reasons for their choices. The final semi-structured interview provided a validity
check for the data collected.

Both groups described their overall experience with TUN3R as “customizable”. The
participants justified this statement by referring to customizable aspects of TUN3R, which could
satisfy various user needs and demands. These aspects were defined as playlist and favorites
options, language and gender filters in the search tool and a huge database of international web
radio stations. “Addressing any personal taste” with these features was a dominant and significant
argumentation for both groups: “Very customizable, you can decide everything. It’s very personal
and adaptive to your own taste” (NL12).

Both groups also described their experience with TUN3R as “innovative”. However,
argumentations in these two groups differed in terms of expectations towards an “innovative”
medium and understanding of the term “innovative”. Overlapping with the findings in the previous
stage, it was evident that Turkish participants emphasized the “tuner” metaphor, which provided a
ludic experience as an innovative feature. Also the ability to easily manipulate the listening activity
seems to support this opinion: “The page is innovative, because it gives the possibility to find
manually the station which you want according to your music taste” (TR4). On the other hand, the
interest of Dutch participants towards TUN3R went along with a critical approach, which evaluated
the innovative aspect of the medium from a distance. Despite the fact that they were open to
innovative features, they preferred to evaluate these features through the communicative needs.
This analytical and critical approach corresponded to the findings in the previous task analysis
stage: “I think it is innovative, but not very user friendly yet” (NL4).

As a significant pattern, Turkish participants associated “common cultural and national
values” factor with their interaction with the site. The opportunity presented in the website for
accessing to web radio stations that broadcasted in different languages other than English and music
from different countries was the reason for this association. These tools were considered as the
utilities, which enabled to discover different national values and cultures and even the relations
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between different cultures. They evaluated TUN3R as a medium that highly valued
multiculturalism. “The existence of different music and language underlines the importance of
different cultures. You can discover different values and cultures” (TR6). The emphasis on the
national and cultural identity seemed to unveil the importance given to the protection of the national
values by the Turkish participants.

Final debriefing interview in this stage enabled to re-evaluate all the data collected in the
previous stages. The findings were consistent with the ones in the previous stages and showed that
web radio experience for both groups was dominated by the will to access music as easy and fast as
possible. Reducing the function of web radio to a customizable music box, all the participants
appraised the individualistic use of the medium. Differences in the findings for both groups
appeared to repetitive. Having been attracted by the “tuner” metaphor, the user experience of the
Turkish group was shaped by an achievement-based trial and error approach. Contrarily, Dutch
participants mostly valued a controlled user experience in which the medium provided a
schematized, clear and simple navigation. As a last repetitive finding, the opportunity to discover
different languages and music of different cultures was emphasized as a positive aspect that
enriched the user experience.

DISCUSSION

In this section we discuss the findings of this study using the conceptual framework
developed earlier. It was found that there are distinct cultural differences concerning the attitudes in
web radio experience, which can be explained by referring to both radio culture and cultural value
orientations. However, above all, there is a common approach that dominates the overall web radio
listening experience for all the participants and leads us to evaluate these differences as minor
findings at the user experience level. Firstly, the differences observed in web radio user experience
will be evaluated using the two variable sets. This analysis will then be followed by a detailed
discussion on the observed dominant pattern in overall experience.

Differences in Web Radio User Experience

Inordinate-Masculinity and Unity-Power Distance

It was strongly evident that Turkish participants appreciated the ludic aspects of the
graphical user interface based on an analogous tuner metaphor. Despite the negative opinions
expressed during the navigation about the functionality of the site, the needle and the dial used to
tune between different web radio stations encouraged the participants towards exploring the site
ambitiously. In contrast with the findings on Dutch sample group, the predictions of the owners of
TUN3R towards offering fun and serendipity while connecting listeners to new Internet radio
stations, seemed to work for Turkish group. The random use provided in TUN3R enabled to
recapture the idle pleasure provided by tuning an analog radio dial: “The needle is a good idea.
This is just like a former radio, but this time with stations from all over the world” (TRS8), “It’s
amusing to use such a metaphor. You 're clicking and here comes the station. I also liked the needle.
To move it is cheerful” (TR10). However, the pleasure fed by the randomness proposed, brought
along an unstructured navigation based on a goalless trial and error approach. This finding can be
interpreted by referring to the non-compliant and inordinate commercialization dominating the
broadcasting area in Turkey in recent years. The disorganized structure, which is formed by an
eclectic entertainment culture depending on magazine and speculation, seem to influence the
approach of the Turkish participants towards the web radio site.

This statement can also be investigated through the meaning constructed upon the term
“innovative”. Tuner metaphor of the website was evaluated as “innovative” by nearly all the
Turkish participants. However, it was observed that they preferred to define the term “innovative”
through a subjective and abstract context rather than an objective and functionalist point of view.
Positive statements about the innovative aspects of the site mostly included expressions like “nice,
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aesthetic, chic, etc.” Surrounded by a standard broadcast of private commercial radios based on
format concentration and a limited number popular songs, the tools and strategies of the site seemed
to provide a so-called new experience for the participants: A customizable listening experience that
can be shaped by personal preferences. In the context of media use, this approach can be interpreted
as a result of a disorganized and uncontrolled private radio sphere, which is far away from serving
to diverse demands and expectations through communicative interaction. This approach can also be
associated with the “unity” and “centralist” character of Turkish radio culture, which was shaped
under the strict supervision of the state. As discussed in previous sections, the protectionist state-
oriented structure of Turkish radio sphere showed prohibitive, partial, formal, standard and distant
aspects until the privatization of the radio sphere. However, rather than enabling an alternative
model of public-based participatory radio culture, privatization brought along the organization of
the sphere towards a market place which can be described as a model with many microphones
dispersing the same voice. The approach of Turkish participants seemed to reflect this structure.
“Innovative” and “diverse” features in TUN3R were associated with the potential to satisfy
subjective demands rather than the pluralism and the opportunity to enable the emergence of free
initiatives.

The repressive/paternal character of Turkish public broadcast system, which was committed
to create and preserve the national identity, can be referred for explaining the emphasis of Turkish
participants on “national and cultural values” during the evaluation of TUN3R. Turkish participants
idealized TUN3R as it provided access to discover different music and cultures: “You can find
different radios from other countries. This gives the opportunity to discover different cultures. You
can find national music” (TR6). Moreover, the ability to search for Turkish web radio stations was
also appreciated: “There is the Turkish language option in the search tool. This is very important
for me. I can make a search in my native language” (TR4), “When I saw the name of my country on
a page, I feel very happy” (TR11). However, these expressions are not limited to a focus on the
presence of Turkish identity in this site. Defining national and cultural values as original values that
should be conserved, a protectionist attitude seems to emerge against oppressive cultures, which
can be considered as an outcome of nationalist point of view. However, in some participants, the
emphasis on national and cultural values seemed to reflect a different approach, which is something
more extraverted. In this context, the emphasis on “national” becomes a curiosity about “the other”,
which is a powerful reference for “self-defining” especially in nationalist cultures: “The site reflects
national values. This is a positive characteristic for me. You can find the values of different
countries and cultures” (TR15).

In contrast with the Turkish group who defined “culture” as a structure peculiar to national
character, Dutch participants seemed to consider it as a sum of produced or shared values.
Therefore, Dutch participants did not express concepts like “national value, identity, culture, etc.”
Even if the opportunity to access music from different countries were valued, internationalism was
the concept that became prominent in the expressions.

Besides the discussion held through the differences in radio cultures of both countries,
possible explanations for these attitudes could be made by referring to the cultural variable scores
from the relevant literature. According to Dam et al. (2005), achievement of tasks is important in
masculine cultures. Therefore, web features like games are highly appreciated among the members
of these cultures. The significant interest on the tuner metaphor and the preference of a randomized
navigation based on a persistent trial and error approach can be associated with the high masculinity
score of Turkish participants. In addition to that, the emphasis of Turkish participants on national
values can be associated with their power distance variable. The Turkish high power distance score
and resulting respect for authority could perhaps play a role here.

Controlled - Individualistic

In every stage of the study, Dutch participants expressed their demands for a controlled and
structured use of the medium. Aspects like simple structure and easy navigation with clear clues
were mentioned as basic requirements of functionality in such a medium. Departing from a rational
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point of view, it was stated that the medium should provide the content in a logical and clear
system. This approach was crystallized in their navigation strategies. The relation established with
the site was shaped due to first impressions they had about the site. Dutch participants searched for
concrete, rational and pragmatic reasons in order to continue to use the site. If not provided,
resulting frustration easily led the participants to the abandonment of site. This schematized media
use which seemed utterly contradictory with the use of Turkish group, was interpreted as a code in
radio culture that was defined by a rational and systematic use: A controlled radio listening practice
in which the listeners are really aware of what they want and what they can expect without any
reservations. The radio sphere in the Netherlands, which was organized to enable the public
communication for different communities of interest by excluding an inordinate media structure and
use, seemed to shape this practice.

Similar to Turkish participants, Dutch participants also evaluated the TUN3R interface as
innovative. However, the meaning constructed around the term “innovative” seemed to differ when
compared to Turkish sample. Rather than evaluating the innovative aspects through a subjective
conceive for a new experience, they critically preferred to interrogate these aspects by the extent
that the new medium answered their expectations. This approach can be associated with a radio
culture comprising a wide range of alternative media experiences, which is developed through
communicative needs emerging in the society.

The cultural variable scores of the Netherlands can be employed to interpret these findings.
Dutch participants’ serious and analytical approach to the given task and their casual and confident
manner during the navigation could be associated with their high individualism score. In
individualist cultures personal initiatives are encouraged for decision making. The findings that are
in contradiction with the findings of the Turkish sample above could also be interpreted by the low
scores of Dutch culture at masculinity and power distance variables. The demands of the Dutch
participants for simple and clear navigation corresponded to the uncertainty avoidance variable.
Cultures with high uncertainty avoidance score search for a certain structure, which makes events
clearly interpretable and predictable. As Marcus and Gould stated (2000), members of such cultures
expect for simple and clear metaphors, limited choices, restricted amounts of data and redundant
cues like color to reduce ambiguity. However, according to the previous literature Dutch culture
presents a low score on this variable. Therefore it was found out that this attitude deviated from the
cultural variable scores proposed by the literature. In this sense, it should be noted that it may not be
always possible to identify a clear one-on-one match between cultural value scores and observed
behavior.

Radio as a Customizable Music Box

Findings support the notion that both groups identified the web radio medium with the
music function. Despite the differences in attitudes observed during the navigation, which can be
explained through the variables derived from the radio cultures and cultural anthropology literature,
it was strongly evident that all the expectations pointed out the reducement of the medium to a
simple music box A very strong demand for accessing to music, which would address a personal
need, dominated the overall experience: “I expect uninterrupted music from web radio” (TR9). It is
obvious that this significant pattern emphasized a subjective and individualistic experience
provided by the recent emergence of web radio medium, which seems to be rooted in the
technological development of the medium. In the last years, there seems to appear a tendency in the
radio industry towards providing various options for personal preferences. The developments in
web technology carried out this tendency to an advanced level by enabling the establishment of
various web radios that were equipped with tools for customization. The occasional structure of the
classical radio based on definite playlists created by DJs was evolved into a more audience-centered
structure, which enabled the listener to create his own playlists and listen to uninterrupted music.
By proposing a customizable experience, this strategy determined the expectations towards the
radio medium, which resulted in the discredit of classical radio:
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When I want to listen to something, I expect to find it instantly. The moment I push the
play button, the medium I use should give me the music that I want. Radio is an
unpredictable medium. I don’t like this kind of listening (TR2).

In the Internet it is quite easy to find the music you like. You just click on it and hear
the song just in a couple of seconds... On the radio, there is a lot of talking and the
news, I don’t like that. The pleasure for me is music (NL11).

Each new web radio medium contributed to this overall experience by offering new features
for customization. The expectations of the participants towards web radio set forth the variety of
these features experienced in different web radio media: “It should be more individualizing and
customizable. For example it would recognize my music taste and make recommendations. I also
want to see my favourites in the site” (TR14).

It is evident that in the expanding radio market, developing strategies to offer a wide range
of customizable content for each listener segment, even for each individual if possible, seemed to be
a sine qua non for any media organization. This strategy revives a new identity conceptualization,
which can be defined around the term “self-entrepreneurship” (Rose, 1999: 190-191)Such a strategy
in radio industry, despite all the cultural differences, draws interest at a global level, but also results
in the quantitative augmentation of choices, which can be described around the metaphor of
“supermarket”, rather than a real diversity: “I¢ is very good to be able to access to a lot of radios.
This is just like a supermarket. You can buy yoghurt while you have aimed to buy detergent” (TR3).

Furthermore, despite the assertion that customizable structure of web radio presented a rich
listening experience, it was contrarily observed to confine it to a monolithic/standardized one. The
findings showed that none of the participants paid any attention to the interactive features in
TUN3R. Both groups had the intention to use the medium as an isolated private space, which
excluded any interaction and only supported the music listening activity. It can be stated that the
customizable features in web radio medium lead the participants to ignore the interactivity and
participation potential of web radio, rather than using the medium as a meeting point in which
different experiences could be shared.

CONCLUSION

Despite the variations in cultures and the distinctions in radio cultures as proposed by the
previous literature, this study concludes that the use and understanding of the web radio seems to be
pressing towards a standardized listening practice. Our results indicate that web radio seems to
transform the listening habits towards a common experience, although distinctive practices are
evident at user experience level.

To explain the observed differences we developed a conceptual framework by using
variables derived from the formation process of radio cultures and cultural variable scores derived
from previous literature of cultural anthropology. The findings show that observed attitudes were
mostly in line with expectations derived from the proposed framework. However, as the findings on
the attitudes of Dutch sample indicate, it may not be always possible to identify a clear one-on-one
match between each cultural value score and observed attitude. Even so, concerning the difficulty
of measuring the effect of culture, it should be noted that existing, original measurement
instruments in the literature can still preferably be used to compare results.

The impact of an overarching global web culture based on an individualistic and
customizable use implies the risk of eliminating the cultural differences in radio listening
experience. However, as a customizable ‘music box’, which offers a multi-choice music database to
the listeners all over the world, commercial web radio services cause today an illusion of diversity.
The huge expansion in radio activity seems to remain quantitative rather than qualitative in that the
intention of maximizing the capacity of individuals to choose is seen as leading the way to a
competitive market place: A market place, which allows the emergence of the most cost-effective
delivery of the most ‘preferred’ radio services such as advanced music search engines, playlists in
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embedded players, pod cast technology and etc. Therefore, web radio seems to move towards a
globalized pattern of production while increasingly serving fragmented and individual aspirations.

To summarize, the study can be seen as an attempt towards a better understanding of the
socio-cultural use of the web radio medium through a conceptual framework. The study also
assesses the applicability of an observation-based methodology derived from human-computer
interaction literature as a method to evaluate intercultural web radio experience in a media
sociology study. For the purpose of this study, the methods were found adequate. However,
generalization of the results of this study should be made with caution, as the study was conducted
with a limited number of participants. Future research should involve larger user groups from
different cultures. Moreover, further examination of web radio experience including both the
implementation and listening practices is required.



K. Rizvanoglu, H. S. Gliney, & M. E. Kéksalan

BIBLIOGRAPHIE
Ahiska, M. (2005). Radyonun Sihirli Kapisi, Garbiyatcilik ve Politik Oznellik. Istanbul: Metis.

Blumler, J.G. (1992). Public Service Broadcasting before the Commercial Deluge. In Jay G.
Blumler (Ed.). Television and the Public Interest, pp. 63-82, London: Sage.

Bourges-Waldegg, P., Scrivener S. A. R. (2000). Applying and Testing an Approach to Design for
Culturally Diverse User Groups. Interacting with Computers, Elsevier, 13(2): 111- 126.

BridgeRatings LLC. (2007). Digital Media Growth Projections.
http://www.bridgeratings.com/press_08.15.,07-digitalprojectionsupd.htm.

Cankaya, O. (1997). Diinden Bugiine Radyo Televizyon. Istanbul: Beta .

Choong, Y.-Y. and Salvendy, G. (1998) Design of Icons for use by Chinese in mainland China,
Interacting with Computers, Special Issue: Shared values and shared interfaces, 9(4): 417-430.

Cormack, M. (1993). Problems of Minority Language Broadcasting: Gaelic in Scotland. European
Journal of Communication, 8: 101-117.

Crisell A, (1997). An Introductory History of British Broadcasting. London: Routledge.

Daalmeijer, J. (2004). Public Service Broadcasting in the Netherlands. Trends in Communication.
12(1): 33-45.

Dam, N. V., V. Evers ve F. Arts. (2005). Cultural User Experience Issues in E-Government:
Designing for a Multi-Cultural Society. In Van den Besselaar, P. ve S. Koizumi. (Ed.). Digital
Cities 3: Information Technologies For Social Capital-Cross Cultural Perspectives.
Http://Hcs.Science.Uva.Nl/Usr/Evers/Dameversarts.Pdf .

Desmet, P. (2002). Designing Emotions. (Unpublished Doctoral Dissertation), T/U Delft, the
Netherlands.

Dewey, J. (1934). Art as Experience. New York: Perigree.

Dunaway, D. (2002). Community Radio at the Beginning of the 21 Century: Commercialism vs.
Community Power. In Jankowski, N.W. (Ed.). Community Media in the Information Age-
Perspectives and Prospects, pp. 63-82, Cresskill, New Jersey: Hampton Press INC.

Duran, R. (2000). Apoletli Medya, istanbul: Belge.

Enzensberger, H. M. (1974). The Consciousness Industry: on Literature, Politics and the Media,
New York: Seabury.

Ess, C., and Sudweeks, F. (2005). Culture and Computer-Mediated Communication: Toward New
Understandings. Journal of Computer-Mediated Communication, 11(1), article 9.
http://jcmc.indiana.edu/voll 1/issuel/ess.html.

Evers, V. (1999). intercultural Aspects of The Human Computer Interface. Unpublished Doctoral
Dissertation. Britain: Open University.


http://www.bridgeratings.com/press_08,15,07-digitalprojectionsupd.htm
http://hcs.science.uva.nl/Usr/Evers/Dameversarts.Pdf
http://jcmc.indiana.edu/vol11/issue1/ess.html

K. Rizvanoglu, H. S. Gliney, & M. E. Kéksalan

http://staff.science.uva.nl/~evers/pubs/Cite%20report%201999.pdf .

Forlizzi J. and Battarbee, K. (2004). Understanding Experience in Interactive Systems. Proceedings
of the 5th Conference on Designing Interactive Systems, pp.261-268.

Hall, E. (1959). The Silent Language, New York: Doubleday.
Hendy, D. (2000). Radio in the Global Age, Cambridge: Polity press.

Hilmes, M. (1997). Radio Voices: American Broadcasting (1922-1952), Minneapolis: University
of Minnesota Press.

Hofstede, G. (1980). Culture's Consequences: International Differences in Work-Related Values.
Beverly Hills, California: Sage Publications.

Hofstede, G. (1996). Cultures and Organisations: Software of the Mind. New York: McGraw-Hill.

Hollander, E. (1992). The Emergence of Small Scale Media. In Jankowski et al(Ed.). The people’s
voice: Local radio and television in Europe, pp. 7-15, London: John Libbey.

Kejanlioglu, B. (1998). 1980’lerden 90’lara Tiirkiye’de Radyo-Televizyon Yayinciligi. Birikim,
110: 108-113.

Kelly, M. (1984). Influences on Broadcasting Policies for Election Coverage. In Blumler, J.G.
(Ed.). Communicating to Voters: Television in the First European Parliamentary Elections, pp.65-
82, London, Beverly Hills AND New Delhi: Sage.

Kelly, G. (1955). The Psychology of Personal Constructs, 1(2), London, UK: Routledge.

Kroeber, A. L., Kluckhohn, C. (1954). A Critical Review of Concepts and Definitions of Culture.
New York: Random House.

Lind, R.A. and Medoff, N.J. (1999). Radio stations and the World Wide Web. Journal of Radio
Studies, 6(2), 203-221.

Marcus, A. and E. W. Gould. (2000). User-Interface Design: Cultural Dimensions and Global Web
Interactions, Interactions. 7(4): 32-46.

McCarthy, J. and Wright, P. (2004). Technology as Experience. Cambridge, MA: MIT-Press.

McClung, S.R. (2001). College Radio Station Web Sites: Perceptions of Value and Use. Journalism
& Mass Communication Educator, 56(1): 62-73.

McQuail, D. (1992). The Netherlands: Freedom and Diversity under Multichannel Conditions. In
Jay G. Blumler (Ed.). Television and the Public Interest, pp. 96-111, London: Sage.

Moody A., Greer J. and Linn T. (2003). Public Radio Station Web Sites and Their Users, Journal of
Radio Studies, 10(2): 255-263.

Murphy, R. and Rayho, M. (1997). Characteristics of Radio Stations on the Web: A Pilot Study.
Paper Presented at the meeting of the Broadcast Education Association, Las Vegas, NV.


http://staff.science.uva.nl/%7Eevers/pubs/Final%20thesis%20and.pdf

K. Rizvanoglu, H. S. Gliney, & M. E. Kéksalan

Murphy, R. (1999). Determining the Value of Radio Station Web Sites: An Exploratory Study.
Unpublished Doctoral Dissertation, University of Tennesee: Knoxville.

Mutlu, E. (1999). Televizyon ve Toplum, Ankara: TRT Basim ve Yayim Midiirligii.

Pitts, M. J. and Harms, R. ( 2003). Radio Website as a Promotional tool, Journal of Radio Studies.
10 (2): 270-282.

Potter R. (2002). Give People What They Want: Content analysis of FM radio station homepages.
Journal of Broadcasting and Media, 46 (2): 169-394.

Prehn, O. (1992). From Small Scale Utopianism to Large Scale Pragmatism. In N. W. Jankowski
and al. (Ed.). The People’s Voice: Local Radio and Television in Europe, pp.247-268, London:
John Libbey.

Ren, W. and Chan-Olmsted, M. (2004). Radio Content on the World Wide Web: Comparing
Streaming Radio Stations in the United States. Journal of Radio Studies, 11(1): 6-25.

Rose, N. (1999). Powers of Freedom: Reframing Political Thought, Cambridge: Cambridge
University Press.

Simon, S. J. (2001). The Impact of Culture and Gender on Web Sites: An Empirical Study. The
Data Base for Advances in Information Systems. 32(1): 18-37.

Taser, C. (1969). Radyonun Organizasyonu ve Ozerkligi, Ankara: TRT Basili Yayinlari.
Triandis, H.C. (Ed.) (1972). The Analysis of Subjective Culture, New York: Wiley.
Topuz, H. and al. (1990). Yarinin Radyo Televizyon Diizeni, TUSES & ILAD Ortak Yayin.

Trompenaars, F. (1993). Riding the Waves of Culture, London: Nicholas Brealey Publishing.

TUN3R (May 2008). FAQ: Frequently Asked Questions, www.tun3r.com .

Van der Wurff, R. (2004). Supplying and Viewing Diversity. European Journal of Communication
19(2): 215-237.

Van Selm M., Jankowski N. W. and Kleijn B.(2003). Dutch Web Radio as a Medium for Audience.
In A. Crisell (Ed.). More Than a Music Box: Radio Cultures and Communities in a Multi-Media
World, pp. 265-282, New York: Berghahn Books.

Vatikiotis, P. (2004). Communication Theory and Alternative Media. Westminster Papers in
Communication and Culture, 1(2): 4-29.

Vyas D. and van der Veer G. C. (2006). Conceptual Issues: Experience as Meaning: Some
Underlying Concepts and Implications for Design. Proceedings of the 13th European conference on
Cognitive Ergonomics: Trust and Control in Complex Socio-Technical Systems ECCE '06,
Switzerland, pp. 81-91.

Wieten, J. (1979). Media Pluralism: the Policy of the Dutch Government, Media, Culture &
Society, I: 171-180.


http://www.tun3r.com/

K. Rizvanoglu, H. S. Gliney, & M. E. Kéksalan

Wright. P., McCarthy, J. and MeekiSon, L. (2003). Making Sense of Experience, in M. Blythe (Ed.)
Funology — From usability to enjoyment, pp.43-53, The Netherlands: Kluwer Academic Publishers



Kurgu Online International Journal of Communication Studies, vol. 1,
October 2009

Radio for All?
An Intercultural Study on The Web Radio User
Experiences of Turkish and Dutch Students

Kerem Rizvanoglu, Asst. Prof. Dr.
H. Serhat Giiney, PhD
M. Emre Koksalan, PhD
Abstract

This research investigates the intercultural web radio user experience of university students
from Turkey and Netherlands. It is based on an original conceptual framework which
combines a set of cultural value orientations derived from the literature of cultural
anthropology and factors that determine the formation of radio cultures in these countries.
The proposed conceptual framework is used to explicate the data provided by a three-step
qualitative analysis of user experience: pre-experience, experience and post-experience.
Different data collection instruments such as background questionnaire, think-aloud
procedure, post-experience questionnaire and semi-structured interview are employed in the
study. Findings suggest the notion that though some differentiating practices are observed at
user experience level, the understanding and use of the web radio seems to be transformed
towards a standardized listening practice.
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Ozet
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Radio for All?
An Intercultural Study on the Web Radio User Experiences of Turkish and
Dutch Students'

INTRODUCTION

Today Internet technology, which facilitates many aspects of the computer-mediated
communication, is widely articulated around the concept of “electronic democracy”. By providing a
horizontal communication opportunity, the Internet has the potential of creating public spaces,
arenas for the free engagement of citizens in deliberation and public debate. This evokes hopefully
the view of Enzensberger on the emancipatory use of media - decentralized, linking many to many,
fostering interactivity, collectively produced and actively used, promoting collective mobilization
(Enzensberger, 1974: 113). The Internet, on the other hand, as the first mass medium providing the
qualities of instant dissemination, worldwide reach, and customization, offers an attractive
opportunity for the media industries to augment their competitiveness in the increasingly crowded
media marketplace (Ren and Chan Olmsted, 2004:6). This dualism provokes a vital question with
respect to the future and the potentials of computer mediated communication: Is web based media
developing towards a sphere of expression in which different experiences all over the world meet
and distinctive cultural characteristics are represented or towards a standardized media use in which
the dissimilarities are melt in the same pot?

To shed light on this issue we examine the use of web radio as a communication tool by two
different informant groups of university students from strictly distinguishable countries (Turkey and
the Netherlands) with respect to both cultural characteristics and the development of the radio
cultures. More specifically, we seek to identify cultural differences associated with web radio by
performing a intercultural comparison of user experience. To our knowledge, there are only a very
limited number of user-centered researches that focuses directly on the user experience provided by
the web radio medium. Moreover, in order to make an in-depth analysis on intercultural web radio
experience, our research builds on a conceptual framework, which combines two interrelated
variable sets. Adopted from the anthropology literature, the first set is defined by Hofstede (1980),
which compares similarities and differences between two cultures. The second set conceptualizes
the factors that determine the formation of radio culture in these countries. Developed by the
correlation of two sets, the proposed conceptual framework is used to interpret the data derived
from the qualitative analysis. We collected data by adopting a multi-method approach and
employing various data collection techniques. Specifically, we use a three step procedure —pre-
experience, experience and post-experience-, which is based on an analytical approach developed
along successive studies describing experience as a subjective, constructive, holistic and spatio-
temporal phenomenon (Dewey, 1934; McCarthy and Wright, 2004, Vyas and Van der Veer, 2004).

The remainder of this paper is organized as follows. Next section outlines the theoretical
background of the conceptual framework and briefly summarizes the relevant literature. Section
three outlines the methodology, followed by the findings, discussion and conclusions.

THEORITICAL BACKGROUND
Culture and Cultural Value Orientations

There are various definitions for the term ‘culture’ especially in the field of cultural
anthropology. Hofstede’s definition, underlining the notion of common experience, supports our

! This paper is realized with the support of Galatasaray University Research Projects Fund by the coordination of Assist.
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research approach: "Culture is always a collective phenomenon, because it is at least partly shared
with people who live or lived within the same social environment, which is where it is learned"
(Hofstede, 1996: 5). According Kroeber and Parsons (1958), culture is transmitted and created
content and patterns of values, ideas and other symbolic meaningful systems as factors in the
shaping of human behavior and the artifacts produced. Similarly, Triandis (1972) states that cultural
experience is expressed in objective artifacts. Both definitions suggest that the way people view the
world around them is expressed in cultural products such as paintings, books, folklore and clothing.
In this sense, besides the radio listening experience at the other end of the communicative
interaction continuum lies the radio production which can also be defined as a cultural artifact.

It is difficult to measure culture and its effects, but ‘cultural value orientations’ or ‘cultural
variables’ as identified in anthropological research can be used to classify and evaluate different
cultural groups. In intercultural research, cultural orientations such as those developed by Hofstede
(1980), Trompenaars (1993) and Hall (1959) can be used to offer a detailed description of the
cultural background of the groups involved, predict users’ behaviours, develop a protocol for
communication with each of the cultural groups, evaluate understanding in terms of cultural
orientations and finally match findings and responses with participants’ expected behaviour (Evers,
1999: 332). Between 1978-80, Hofstede identified four dimensions and rated 53 countries including
Turkey and the Netherlands on indices for each dimension. The dimensions he offered are as
follows (Evers 1999, Simon 2001, Marcus and Gould, 2000): Power Distance refers the extent to
which everyone in a society (particularly the less powerful) accepts the unequal distribution of
power. This translates into the importance of information about status and organizational structure.
Uncertainty Avoidance deals with how societies accommodate high levels of uncertainty and
ambiguity in the environment. These cultures search for a certain structure, which makes events
clearly interpretable and predictable. Members of the low uncertainty avoidance cultures, on the
other hand, tend to have fewer problems with taking risks, and exploring the unknown.
Individualism and Collectivism describes the way in which cultures perceive the role of the
individual in a group. In collectivistic cultures, the interest of the group comes before that of the
individual and people prefer working and making decisions in groups rather than to be represented
by an individual with decisive power. Masculinity and Femininity focuses on the traditional
assignment to masculine roles of assertiveness, competition, and toughness, and to feminine roles of
orientation to home and children, people and tenderness (Hofstede, 1980).

Hofstede’s cultural orientation values for Turkey and the Netherlands are shown in Table 1.
These values indicate that there are significant differences between the two cultures at each
variable.

Table 1 Cultural Orientation in Turkey and the Netherlands

Netherlands Turkey
Power Distance 38 66
Individualism 80 37
Masculinity 14 45
Uncertainty Avoidance 53 85

Source: (Marcus and Gould, 2000: 452)
Evolution of Radio Culture in Turkey and the Netherlands

A thorough investigation of radio history in Turkey and the Netherlands reveals three major
phases in the evolution of radio culture: public broadcasting, diversification, and commercialization
(see Figure 1). We discuss the distinct characteristics of these phases subsequently.

By following the model offered by BBC, public radios affected the radio broadcasting
systems in European countries until the early 1990s to a considerable extent (Mutlu, 1999: 24;
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Dunaway, 2002: 69). Although the European Public Broadcasters have common principals, there
are some differences between the countries in terms of organizational structures and degree of
autonomy (political, financial, and productional). For example, the relationship between political
control/accountability and broadcaster independence has been organized differently throughout
Europe (Blumler, 1992:13) underlines the distinctions between the public broadcast systems due to
three forms of organization with respect to their engagement in politics: (i) formally autonomous
system-as in Britain though also in Ireland and Sweden, (ii) politics-in-broadcasting systems as in
Germany, Denmark and Belgium, and (iii) politics-over-broadcasting systems as in Greece and
Italy and France in the past (Kelly, 1984: 73). The Turkish public broadcast system can be
considered as a mixture of the last two categories, whereas the Dutch broadcasting system is mostly
known as an exception in Europe and cannot be incorporated into any distinctive category.

The specificity of the Dutch system depends on the ‘pillarisation’ of its society, according to
which the social structure was being divided into various social-religious groups (Van der Wurff,
2004: 222; McQuail, 1992: 96). This structure also determines the implementation of the pluralism
in a way that the term is being interpreted as a connation of vertical pluralism, which refers the
pluriformity of the society instead of unity (Wieten, 1979: 172). Therefore, the Dutch public
broadcasting system is made up of a collection of individual, independent and member-based
broadcasting organizations instead of a single broadcasting organization as in most of European
countries, where the public broadcasting systems have tended to develop as part of the centralizing
and homogenizing apparatus of the state (Daalmeijer, 1993: 101; Cormack, 1993: 101).

Contrary to both Western European and the Dutch systems, Turkish public broadcasting,
including the ten years ‘private wireless’ period, was shaped under the strict supervision of the state
(Kejanlioglu, 1998: 42). Therefore, the Turkish system cannot be understood without referring to its
centralist and national character. Certainly, also in Europe and in USA, the radio had an important
role on the construction of the ‘nation’ and its everyday life until 1950s (Crisell, 1997; Hilmes,
1997). Nevertheless, as distinct from Western versions, Turkish public radio had taken over an
additional mission, which can be described as ‘westernization’. With a repressive/paternal
character, which implied many prohibitions, public radio tried to zeroize the social memory in order
to erase the former cultural identity, which has been usually in conflict with modern formations
(Ahiska, 2005: 30). It is obvious that the state-oriented character of the public broadcaster caused
also the ‘politization’ of the radio across the political challenges of next years. Such that, the
‘partisan’ radio of the 1950s was one the justifications of the military coup in 1960 (Taser, 1969:
86). The politics-over-broadcasting form of radio always kept the debates on the autonomy of the
system alive. Throughout the period in which the system was shaken up by military coups and
interventions, the protectionist, state-oriented structure of radio has been transformed into an
intrusive form in which the paternalism and the politicization existed in conjugation with each
other. It was the peculiarities of the system, which have determined the conditions of a prohibitive,
partial, formal, standard and distant radio culture until the privatization of the radio sphere. Another
major factor that had an important role on the embodiment of radio culture in Europe was the
evaluation of alternative forms of communication. As a result of this evaluation, decentralized
small-scale media projects emerged. This movement was strongly related with the need of setting
the communication process beyond the realm of mass communication, “where the communication
process is addressed not only in representative terms (‘for people’), but in participatory terms as
well (‘from the people’)” (Vatikiotis, 2004: 4). According to Hollander (1992), decentralization was
an identical element of these alternative radio projects which took part along anti-authority and anti-
imperialism while refusing the domination by political, cultural, ethnic, and communicative
orthodoxies. Concordantly, beginning from 1950s public radio began to be threatened by pirates
throughout Europe. The basic presumption of uniformity in audience, stated Dunaway, “one nation,
one broadcasting service” was challenged (Dunaway, 2002: 69). This movement pushed the
existing broadcasting systems to be diversified in decentralized small-scale media projects. The
process acquired a dualist character in time: the emergence of commercial radios and evolution of
community radio concept. With its decentralized structure, it was the Dutch system, which
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generated the most number of community-oriented local radios in Europe (Prehn, 1992: 254).

Contrary to European experience, Turkish system was being diversified in only one
direction: commercialization. In this period of privatization, the radio sphere was entirely organized
as a market place (Topuz, 1990: 133). In this sense, the diversification in Turkish system implied
the elimination of the concept of public service instead of the creation of a free sphere for
‘voiceless’, whom public radio never takes into consideration. That is why the Turkish privatization
was mostly described as a model with many microphones dispersing the same voice (Duran, 2000:
25). Thereby in Turkey, a non-compliant and inordinate commercial radio culture has resulted from
this sudden and monolithic privatization, which brought along an eclectic popular culture depending
on magazine and entertainment. This period also represented the emergence of a new radio
language, which was more familiar than that of the former radio distant and formal. Mostly
interpreted as a fictive familiarity, this pragmatic strategy of giving people what they want was
being constructed under a crossbred format radio identity (Cankaya, 1997). Contrary to Turkish
privatization, especially in the Netherlands, commercialization was relatively a long-term process,
which lasted according to a controlled changeover towards the protection of public interest.
However, that is not to say that commercial broadcasters in Europe do not threaten public
communication. Nowadays, radio industry is being mostly organized to answer personal needs in a
customizable way rather than to address shared interests. Despite the huge expansion in radio
activity emerged by the necessity to feed such fragmented, individual demands, commercial stations
fail to maintain a real diversity in radio listening experience (Hendy, 2000: 65), as they committed
and unfortunately seem to set a bad example for independent media experiences (Dunaway, 2002:
73).

Figure 1 Evolution of radio culture in the Netherlands and Turkey

NETHERLANDS TURKEY
Decentralized Centralized
PUBLIC Pillarisation Unity
BROADCASTING Voluntary self control Repressive paternal — politicized
Not national National
Activist-adversative Not adversative
DIVERSIFICATION Beyond mass communication Under mass communication
Community based-pluralistic Commercial oriented
Reformulation of public communication Elimination of public communication
Controlled Non-compliant/inordinate
COMMERCIALISATON Individualistic Familiar
Regulations toward protection of public interest | Regulations toward protection of state

User Experience Research

The term “user experience” is associated with a wide range of meanings. However, a
definite theory of experience does not exist. According to Forlizzi and Battarbee’s (2004: 262)
extensive literature review on user experience different models and theoretical approaches can be
grouped in three categories:(i) product-centered models that provide applications for design
practice, (i1) user-centered models that help designers and developers to understand the potential
users, and (iii) interaction-centered models that explore the role of products in bridging the gap
between designer and user. In this last category, approaches from a number of disciplines are
melted in one pot. For example, the philosopher John Dewey has been instrumental in helping
designers understand the qualitative and definitive aspects of experience (Desmet, 2002; Dewey,
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1980). Based on Dewey (1934), McCarthy and Wright (2004) and Vyas and Van der Veer (2006;
138) describe experience as a subjective, constructive, holistic and spatio-temporal phenomenon.

Experience as a “subjective” phenomenon is concerned with the values and meanings
products bring through technology to users’ lives. Experience as a “constructive” phenomenon is
reflexive and recursive (Wright et al., 2003). During their interaction with technology, users do not
engage in experience as a ready-made entity, but they actively construct the experience using their
interpretation. Experience as a “holistic” phenomenon argues the 'totality' of users’ interaction with
the system. Experience as a “spatio-temporal” phenomenon indicates that experience can be best
understood in real use, i.e., in the actual practice that may have social, political or cultural
significance. According to Wright et al. (2003), all types of experience have a spatio-temporal
thread (Wright et al., 2003).

This approach leads us to the impact of culture on user experience. A vast number of studies
employing cultural variables focus on cultural differences in user experiences (Evers, 1999; Choong
and Salvendy, 1998; Marcus and Gould, 2000; Bourges-Waldegg and Scrivener, 2000; Dam et al.,
2005) and show that the expectations, attitudes, and understanding towards an interface differ
between users of different cultural and national backgrounds. Evers (1999) points out to a gap in
previous intercultural research: Findings are mostly based on self- reported quantitative data rather
than actual observation of user behavior.

Web radio literature seems to predicate the same gap. Previous studies on web radio (Potter,
2003; Lind and Medoff, 1999; Ren and Chan-Olmsted, 2004; Pitts and Harms, 2003; McClung,
2001; Murphy and Rayho, 1997; Murphy, 1999; Moody et al., 2003) also adopt a quantitative
approach and collect data through surveys. The interest of media marketplace and the radio industry
for the interactive potential of web radio seems to lead the studies in the field. Researchers restrict
their studies to initiatives undertaken by commercial radio stations on the web (Van Selm et al.
2003). By mainly focusing on Web radio as a medium for audience interaction, the research of Van
Selm et al. (2003) can be defined as a break from the mainstream in radio research in which they
illustrated how web technology was used to facilitate interaction between a web radio programme
and its listeners.

CONCEPTUAL FRAMEWORK: RADIO CULTURE AND CULTURAL EXPERIENCE

In intercultural studies, referring only to cultural value orientations may not be enough to
provide the solid basis alone for a detailed analysis of the user experience (Ess and Sudweeks,
2005). As mentioned in the review above, cultural value orientations can be referred to explain user
attitudes observed. However, media use is a complicated process, which is shaped by various socio-
political and cultural factors. Moreover, user diversities increasingly shift and change, especially as
the globalization leads to new "third" identities that represent complex and shifting hybridizations
of earlier cultural patterns (Ess and Sudweeks, 2005). Specific expressions and phenomena of
online media use might be more appropriately and fruitfully examined through alternative
frameworks of cultural analysis that go beyond Hofstede. Therefore, it is assumed that an in-depth
investigation towards the evolution of the medium can provide an additional basis for the analysis
framework. In this sense, this framework is proposed to provide a more complementary explanation
of cultural characteristics, which allows us to analyze the web radio user experience in a
intercultural study.

From the viewpoint that both radio listening and radio production are cultural experiences;
we can state that there is reciprocity between the radio culture and the overall cultural experience.
Indeed, in both countries, we observe an apparent correlation between the variables concerning the
formation of radio cultures and the cultural variables of anthropology literature. This correlation
shows that the variables offered by anthropology literature match substantially the factors
determining the differences between the evolution of radio culture in the Netherlands and Turkey.
Accordingly, the conceptual framework is developed by combining two interrelated variable sets
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(see Figure 2).

Figure 2 Conceptual Framework: Radio Culture and Cultural Experiences
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The framework provides us reference points for the analysis of web radio experiences. We
mainly focus on differences and similarities in experiences of users from different cultural origins
with presumably different radio cultures. Specifically, we seek to identify to what extent web radio
experience differs due to (1) the cultural origin and (2) the radio culture of the users.

In this study, it is expected that the findings should also reveal the differences that the
conceptual framework presented.

METHODOLOGY

Many researchers point out the difficulty of gathering reliable data on intercultural user
experience. Social sciences research tradition demands various methods for investigating cultural
issues. From the point of anthropology, exploring cultural experiences demands long-term
observation-based field studies. However, through a vast number of user-centered studies on
interactive environments, human-computer interaction research can provide various methodological
instruments for collecting data by means of a structured procedure (Preece et al., 2000)
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Procedure

As one of our focal constructs is web radio usage we collected user experience data in three
major stages according to description of experience adopted (see section four): pre-experience,
experience and post-experience.

The “pre-experience” stage included the background questionnaire, which provides
information on respondent’s demographics, computer-Internet experience and usage frequency,
cultural background and radio listening experience. In the subsequent “experience” stage, we
employed observation-based methods of data collection to gain better insight in intercultural user
experience. An unstructured task was designed in a way that the participants could interact with a
web radio site without any limitations. The participants were asked to navigate in “role-playing
model” and all the navigation was directly observed and recorded on a structured observation sheet
by the researcher. During the observation, additional data was collected by “think aloud” procedure
and a flash-based software, which recorded all the mouse movements as the respondent browsed the
web radio site. The final “post-experience” stage included a post-experience questionnaire and a
semi-structured debriefing interview. In the post-experience questionnaire, the participants were
asked to describe their overall experience with the web radio they just used by choosing from a list
of factors and to motivate their choices. The questionnaire was developed by the personal meaning
construct technique that allowed subjects to come-up with meanings associated with the technology
in an easy and usable manner (Kelly 1955). Specific adjectives were chosen to represent the
variables in the conceptual framework. Asking the likes and dislikes of the participants about the
site and a final evaluation of their web radio experience in their overall radio experience, the
interview provided complementary findings.

The study was conducted in English, as the official language of the chosen web site was
English. All participants could speak advanced level of English fluently. The intercultural findings
were mainly evaluated qualitatively with simple complementary quantitative data, as qualitative
research methods allow the researcher to delve deeper into contextual issues in investigating the
user behavior and understanding in their particular social and cultural context (Evers, 1999).

Sample and Research Web Radio Site

Having opposing aspects in the context of both cultural variables and radio culture, the
national cultures included in this research were Turkish and Dutch. In addition to that, the lack of
intercultural user experience and media sociology research on Turkish and Dutch culture was one of
the important reasons for the choice of this sample. Turkish sample included 15 participants
whereas Dutch sample included 14 participants. Aged between 23-24, all the participants were
senior or graduate students of social science faculties in Turkey and the Netherlands with an
average computer and Internet experience. By attempting to control for individual differences in
computer experience and education level, differences in user experience can be attributed to cultural
orientations and radio cultures.

The web radio chosen for this study was TUN3R ( http://www.tun3r.com ) (see Figure 3).
TUN3R is a US originated web radio site, which enables access to more than 2000 web radio
stations from all over the world. TUN3R shows Internet stations, represented by small tiles on a
dial, which are generated from the homepage screen shots of the stations. TUN3R is a virtual
AM/FM dial complete with an orange tuning needle. Simply by dragging the needle around the dial,
the user can instantly hear reduced audio samples from hundreds of stations around the world.
Besides giving access to a big number of web radio sites, the ludic interface of TUN3R based on an
analogous radio metaphor seems to be a distinctive aspect among other major radio portals. FAQ

page in TUN3R web site points out to this aspect (TUN3R, 2008):
TUN3R actually feels like a real physical radio tuner. It's fun to play with, and
encourages serendipity. Our goal is to connect listeners to new Internet radio 'stations' in
a fun, interactive way. We'd like to recapture some of idle pleasure provided by tuning
an analog radio dial. We also believe that the process of finding radio stations is part



http://www.tun3r.com/

K. Rizvanoglu, H. S. Gliney, & M. E. Kéksalan

science and part randomness.
In a way, TUN3R can be considered as a first attempt for the embodiment of the future projections
on web radio, which aims to redefine the web radio experience by re-offering a well-known
traditional analogous radio listening experience through wireless and ubiquitous hand-held devices.

Figure 3 TUN3R web radio site

RESULTS

We start by summarizing the main findings following the order that the study was
conducted. A detailed analysis of these findings using the conceptual framework is provided in the
discussion section.

Experience Before Use: Pre-Experience Stage

At this stage, a background questionnaire was used to collect data on demographics,
computer-Internet experience and usage frequency and cultural background of the users. Besides
the findings on these issues that are already briefly presented in the sample section above, this
questionnaire also provided data about the everyday radio listening experience of the users and their
opinions and expectations towards the radio medium. Although the participants have different
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cultural origins and radio experiences, no dramatic differences can be found between their
responses.

Participants in both groups have 10-15 years of radio listening experience, but they do not
seem to be dedicated radio listeners. The frequency of radio listening for both groups is 3-4 days
per week. Both groups prefer to listen to the radio alone at home and on the way. All participants
listen to the radio through FM/AM channels whereas only half of the participants in both groups are
also users of web radio. This ratio seems to reflect the statistics concerning the radio listeners.
According to Bridge Ratings LLC, by 2008 the number of monthly web radio listeners is around
146 millions whereas the number is around 280 millions for terrestrial radio listeners (Bridge
Ratings LLC, 2007). It was also found out that “Playlist” was considered as an indispensable tool in
web radio technology.

Participants in both groups considered ‘“entertainment” function as most important.
“Information” seemed to be the second most important function chosen. This finding is consistent
with the responses given to the question asking the users to evaluate their radio listening experience
through communicative interaction. Participants defined their experience mostly as “pleasurable”
and “informative”. However, the responses given to these questions also revealed a slight
difference. Besides the most important functions mentioned by both groups like “entertainment”
and “information”, the Dutch participants also associated the radio with “education”. On the other
hand, “culture” and “recreation” were the frequently observed functions in the Turkish sample. This
observation reveals that the expectations of the Dutch participants are shaped by an alternative
model of public based participatory radio culture. In this sense, the responses of the Turkish
responses seem to reflect the experience of a radio culture, which is transformed from a
protectionist, state-oriented structure to a non-compliant and inordinate commercial one that
depends on an eclectic popular culture of magazine and entertainment. Findings in following stages
also provide support for this idea.

(13

Experience During Use: Task Execution Stage

In the task-based actual usage stage, the participants were asked to navigate freely in the
web site till they thought they had enough information about the site. Participants in each group
explored the site for an average of 12,5 minutes, which is reasonable for such a portal. Although a
common significant navigation approach can be observed in both groups, the two cultural groups
showed different behavioral aspects during the navigation.

During the task analysis, a common significant pattern dominated the navigation and hence,
the overall experience. This pattern was the persistent effort to access to music as fast as possible. It
was obvious that all the participants reduced the function of the medium to a music box. The main
goal for both groups was to listen to the music that they demanded: “/ want some music please
(NL1)”. In order to achieve this goal all the participants employed the search engine and playlist
tools found in the website. However, in case of a failure, each group showed different attitudes,
which resulted in distinctive navigation approaches.

Mostly attracted by the ludic interface of the website, which employed an analogous radio
metaphor, Turkish participants were very involved in exploring the website, even if they were not
able to achieve the goal of listening to music. It was obvious that they liked the idea of using a
needle to tune among different radio stations that are represented with little tiles: “7o play with the
orange needle is just like tuning a radio station. Very amusing!” (TR3). Although they expressed
negative opinions about the functionality of the website, these statements did not result in user
frustration and abandonment of the website. Contrarily, they were observed to be persevering for
exploring and understanding the services presented in the website. However, this approach resulted
in an unstructured task execution. It was observed that Turkish participants mostly adopted a “trial
and error approach” that is based on random operations rather than definite strategies: “I’'m tryin’
out, just clickin’ randomly” (TR15). Mainly focusing on the graphical elements rather than the
textual elements in the website, this approach mostly resulted in a disorganized and unstructured
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navigation.

On the other hand, Dutch participants were observed to adopt a structured navigation, which
was based on an analytical strategy including definite steps. In order to access to music, most of the
participants preferred to use textual content at first. They read the “3 easy steps info” to use TUN3R
which led them to the “search” tool. If they failed to access to music, they tried alternative help
tools like FAQ. They seemed to be irritated by the metaphorical interface features like the tuning
needle: “It’s really annoying that you have to drag the needle so far from one station to another...
It’s too much work, to keep searching for the station you like” (NL7). They seemed to be more
interested in aspects like efficiency, speed, functionality, etc. Therefore, different from Turkish
participants, the experience proposed by TUN3R led them to frustration and abandonment of the
website. They simply preferred not to deal with such a flawed system at all. “/’m done with this site.
I'didn’t understand the point of this website” (NL14). “If  was on my own, I wouldn’t use this site”
(NL11). These negative opinions brought detailed critics and even proposal of some revisions on
the design and functionality of the interface. The critics focused on the demand for a more
controlled and usable website with a simple layout and definite choices: “It’s not user-friendly in
my opinion, it’s not really fast. I would prefer a website that gives results when you enter
something” (NL2).

Finally, we found out that most of the participants in both groups did not pay any attention
to the interactive features such as blog, e-mail and newsletter in TUN3R during the navigation. It
can be stated that the effort for reaching music instantly dominated the navigation and resulted in
the ignorance of alternative tools of interaction.

Experience After Use: Post Experience Stage

In the last stage, the participants were asked to describe their overall experience with
TUNB3R using a multi-choice questionnaire listing several factors. The participants were also asked
to indicate the reasons for their choices. The final semi-structured interview provided a validity
check for the data collected.

Both groups described their overall experience with TUN3R as “customizable”. The
participants justified this statement by referring to customizable aspects of TUN3R, which could
satisfy various user needs and demands. These aspects were defined as playlist and favorites
options, language and gender filters in the search tool and a huge database of international web
radio stations. “Addressing any personal taste” with these features was a dominant and significant
argumentation for both groups: “Very customizable, you can decide everything. It’s very personal
and adaptive to your own taste” (NL12).

Both groups also described their experience with TUN3R as “innovative”. However,
argumentations in these two groups differed in terms of expectations towards an “innovative”
medium and understanding of the term “innovative”. Overlapping with the findings in the previous
stage, it was evident that Turkish participants emphasized the “tuner” metaphor, which provided a
ludic experience as an innovative feature. Also the ability to easily manipulate the listening activity
seems to support this opinion: “The page is innovative, because it gives the possibility to find
manually the station which you want according to your music taste” (TR4). On the other hand, the
interest of Dutch participants towards TUN3R went along with a critical approach, which evaluated
the innovative aspect of the medium from a distance. Despite the fact that they were open to
innovative features, they preferred to evaluate these features through the communicative needs.
This analytical and critical approach corresponded to the findings in the previous task analysis
stage: “I think it is innovative, but not very user friendly yet” (NL4).

As a significant pattern, Turkish participants associated “common cultural and national
values” factor with their interaction with the site. The opportunity presented in the website for
accessing to web radio stations that broadcasted in different languages other than English and music
from different countries was the reason for this association. These tools were considered as the
utilities, which enabled to discover different national values and cultures and even the relations
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between different cultures. They evaluated TUN3R as a medium that highly valued
multiculturalism. “The existence of different music and language underlines the importance of
different cultures. You can discover different values and cultures” (TR6). The emphasis on the
national and cultural identity seemed to unveil the importance given to the protection of the national
values by the Turkish participants.

Final debriefing interview in this stage enabled to re-evaluate all the data collected in the
previous stages. The findings were consistent with the ones in the previous stages and showed that
web radio experience for both groups was dominated by the will to access music as easy and fast as
possible. Reducing the function of web radio to a customizable music box, all the participants
appraised the individualistic use of the medium. Differences in the findings for both groups
appeared to repetitive. Having been attracted by the “tuner” metaphor, the user experience of the
Turkish group was shaped by an achievement-based trial and error approach. Contrarily, Dutch
participants mostly valued a controlled user experience in which the medium provided a
schematized, clear and simple navigation. As a last repetitive finding, the opportunity to discover
different languages and music of different cultures was emphasized as a positive aspect that
enriched the user experience.

DISCUSSION

In this section we discuss the findings of this study using the conceptual framework
developed earlier. It was found that there are distinct cultural differences concerning the attitudes in
web radio experience, which can be explained by referring to both radio culture and cultural value
orientations. However, above all, there is a common approach that dominates the overall web radio
listening experience for all the participants and leads us to evaluate these differences as minor
findings at the user experience level. Firstly, the differences observed in web radio user experience
will be evaluated using the two variable sets. This analysis will then be followed by a detailed
discussion on the observed dominant pattern in overall experience.

Differences in Web Radio User Experience

Inordinate-Masculinity and Unity-Power Distance

It was strongly evident that Turkish participants appreciated the ludic aspects of the
graphical user interface based on an analogous tuner metaphor. Despite the negative opinions
expressed during the navigation about the functionality of the site, the needle and the dial used to
tune between different web radio stations encouraged the participants towards exploring the site
ambitiously. In contrast with the findings on Dutch sample group, the predictions of the owners of
TUN3R towards offering fun and serendipity while connecting listeners to new Internet radio
stations, seemed to work for Turkish group. The random use provided in TUN3R enabled to
recapture the idle pleasure provided by tuning an analog radio dial: “The needle is a good idea.
This is just like a former radio, but this time with stations from all over the world” (TRS8), “It’s
amusing to use such a metaphor. You 're clicking and here comes the station. I also liked the needle.
To move it is cheerful” (TR10). However, the pleasure fed by the randomness proposed, brought
along an unstructured navigation based on a goalless trial and error approach. This finding can be
interpreted by referring to the non-compliant and inordinate commercialization dominating the
broadcasting area in Turkey in recent years. The disorganized structure, which is formed by an
eclectic entertainment culture depending on magazine and speculation, seem to influence the
approach of the Turkish participants towards the web radio site.

This statement can also be investigated through the meaning constructed upon the term
“innovative”. Tuner metaphor of the website was evaluated as “innovative” by nearly all the
Turkish participants. However, it was observed that they preferred to define the term “innovative”
through a subjective and abstract context rather than an objective and functionalist point of view.
Positive statements about the innovative aspects of the site mostly included expressions like “nice,
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aesthetic, chic, etc.” Surrounded by a standard broadcast of private commercial radios based on
format concentration and a limited number popular songs, the tools and strategies of the site seemed
to provide a so-called new experience for the participants: A customizable listening experience that
can be shaped by personal preferences. In the context of media use, this approach can be interpreted
as a result of a disorganized and uncontrolled private radio sphere, which is far away from serving
to diverse demands and expectations through communicative interaction. This approach can also be
associated with the “unity” and “centralist” character of Turkish radio culture, which was shaped
under the strict supervision of the state. As discussed in previous sections, the protectionist state-
oriented structure of Turkish radio sphere showed prohibitive, partial, formal, standard and distant
aspects until the privatization of the radio sphere. However, rather than enabling an alternative
model of public-based participatory radio culture, privatization brought along the organization of
the sphere towards a market place which can be described as a model with many microphones
dispersing the same voice. The approach of Turkish participants seemed to reflect this structure.
“Innovative” and “diverse” features in TUN3R were associated with the potential to satisfy
subjective demands rather than the pluralism and the opportunity to enable the emergence of free
initiatives.

The repressive/paternal character of Turkish public broadcast system, which was committed
to create and preserve the national identity, can be referred for explaining the emphasis of Turkish
participants on “national and cultural values” during the evaluation of TUN3R. Turkish participants
idealized TUN3R as it provided access to discover different music and cultures: “You can find
different radios from other countries. This gives the opportunity to discover different cultures. You
can find national music” (TR6). Moreover, the ability to search for Turkish web radio stations was
also appreciated: “There is the Turkish language option in the search tool. This is very important
for me. I can make a search in my native language” (TR4), “When I saw the name of my country on
a page, I feel very happy” (TR11). However, these expressions are not limited to a focus on the
presence of Turkish identity in this site. Defining national and cultural values as original values that
should be conserved, a protectionist attitude seems to emerge against oppressive cultures, which
can be considered as an outcome of nationalist point of view. However, in some participants, the
emphasis on national and cultural values seemed to reflect a different approach, which is something
more extraverted. In this context, the emphasis on “national” becomes a curiosity about “the other”,
which is a powerful reference for “self-defining” especially in nationalist cultures: “The site reflects
national values. This is a positive characteristic for me. You can find the values of different
countries and cultures” (TR15).

In contrast with the Turkish group who defined “culture” as a structure peculiar to national
character, Dutch participants seemed to consider it as a sum of produced or shared values.
Therefore, Dutch participants did not express concepts like “national value, identity, culture, etc.”
Even if the opportunity to access music from different countries were valued, internationalism was
the concept that became prominent in the expressions.

Besides the discussion held through the differences in radio cultures of both countries,
possible explanations for these attitudes could be made by referring to the cultural variable scores
from the relevant literature. According to Dam et al. (2005), achievement of tasks is important in
masculine cultures. Therefore, web features like games are highly appreciated among the members
of these cultures. The significant interest on the tuner metaphor and the preference of a randomized
navigation based on a persistent trial and error approach can be associated with the high masculinity
score of Turkish participants. In addition to that, the emphasis of Turkish participants on national
values can be associated with their power distance variable. The Turkish high power distance score
and resulting respect for authority could perhaps play a role here.

Controlled - Individualistic

In every stage of the study, Dutch participants expressed their demands for a controlled and
structured use of the medium. Aspects like simple structure and easy navigation with clear clues
were mentioned as basic requirements of functionality in such a medium. Departing from a rational
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point of view, it was stated that the medium should provide the content in a logical and clear
system. This approach was crystallized in their navigation strategies. The relation established with
the site was shaped due to first impressions they had about the site. Dutch participants searched for
concrete, rational and pragmatic reasons in order to continue to use the site. If not provided,
resulting frustration easily led the participants to the abandonment of site. This schematized media
use which seemed utterly contradictory with the use of Turkish group, was interpreted as a code in
radio culture that was defined by a rational and systematic use: A controlled radio listening practice
in which the listeners are really aware of what they want and what they can expect without any
reservations. The radio sphere in the Netherlands, which was organized to enable the public
communication for different communities of interest by excluding an inordinate media structure and
use, seemed to shape this practice.

Similar to Turkish participants, Dutch participants also evaluated the TUN3R interface as
innovative. However, the meaning constructed around the term “innovative” seemed to differ when
compared to Turkish sample. Rather than evaluating the innovative aspects through a subjective
conceive for a new experience, they critically preferred to interrogate these aspects by the extent
that the new medium answered their expectations. This approach can be associated with a radio
culture comprising a wide range of alternative media experiences, which is developed through
communicative needs emerging in the society.

The cultural variable scores of the Netherlands can be employed to interpret these findings.
Dutch participants’ serious and analytical approach to the given task and their casual and confident
manner during the navigation could be associated with their high individualism score. In
individualist cultures personal initiatives are encouraged for decision making. The findings that are
in contradiction with the findings of the Turkish sample above could also be interpreted by the low
scores of Dutch culture at masculinity and power distance variables. The demands of the Dutch
participants for simple and clear navigation corresponded to the uncertainty avoidance variable.
Cultures with high uncertainty avoidance score search for a certain structure, which makes events
clearly interpretable and predictable. As Marcus and Gould stated (2000), members of such cultures
expect for simple and clear metaphors, limited choices, restricted amounts of data and redundant
cues like color to reduce ambiguity. However, according to the previous literature Dutch culture
presents a low score on this variable. Therefore it was found out that this attitude deviated from the
cultural variable scores proposed by the literature. In this sense, it should be noted that it may not be
always possible to identify a clear one-on-one match between cultural value scores and observed
behavior.

Radio as a Customizable Music Box

Findings support the notion that both groups identified the web radio medium with the
music function. Despite the differences in attitudes observed during the navigation, which can be
explained through the variables derived from the radio cultures and cultural anthropology literature,
it was strongly evident that all the expectations pointed out the reducement of the medium to a
simple music box A very strong demand for accessing to music, which would address a personal
need, dominated the overall experience: “I expect uninterrupted music from web radio” (TR9). It is
obvious that this significant pattern emphasized a subjective and individualistic experience
provided by the recent emergence of web radio medium, which seems to be rooted in the
technological development of the medium. In the last years, there seems to appear a tendency in the
radio industry towards providing various options for personal preferences. The developments in
web technology carried out this tendency to an advanced level by enabling the establishment of
various web radios that were equipped with tools for customization. The occasional structure of the
classical radio based on definite playlists created by DJs was evolved into a more audience-centered
structure, which enabled the listener to create his own playlists and listen to uninterrupted music.
By proposing a customizable experience, this strategy determined the expectations towards the
radio medium, which resulted in the discredit of classical radio:
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When I want to listen to something, I expect to find it instantly. The moment I push the
play button, the medium I use should give me the music that I want. Radio is an
unpredictable medium. I don’t like this kind of listening (TR2).

In the Internet it is quite easy to find the music you like. You just click on it and hear
the song just in a couple of seconds... On the radio, there is a lot of talking and the
news, I don’t like that. The pleasure for me is music (NL11).

Each new web radio medium contributed to this overall experience by offering new features
for customization. The expectations of the participants towards web radio set forth the variety of
these features experienced in different web radio media: “It should be more individualizing and
customizable. For example it would recognize my music taste and make recommendations. I also
want to see my favourites in the site” (TR14).

It is evident that in the expanding radio market, developing strategies to offer a wide range
of customizable content for each listener segment, even for each individual if possible, seemed to be
a sine qua non for any media organization. This strategy revives a new identity conceptualization,
which can be defined around the term “self-entrepreneurship” (Rose, 1999: 190-191)Such a strategy
in radio industry, despite all the cultural differences, draws interest at a global level, but also results
in the quantitative augmentation of choices, which can be described around the metaphor of
“supermarket”, rather than a real diversity: “I¢ is very good to be able to access to a lot of radios.
This is just like a supermarket. You can buy yoghurt while you have aimed to buy detergent” (TR3).

Furthermore, despite the assertion that customizable structure of web radio presented a rich
listening experience, it was contrarily observed to confine it to a monolithic/standardized one. The
findings showed that none of the participants paid any attention to the interactive features in
TUN3R. Both groups had the intention to use the medium as an isolated private space, which
excluded any interaction and only supported the music listening activity. It can be stated that the
customizable features in web radio medium lead the participants to ignore the interactivity and
participation potential of web radio, rather than using the medium as a meeting point in which
different experiences could be shared.

CONCLUSION

Despite the variations in cultures and the distinctions in radio cultures as proposed by the
previous literature, this study concludes that the use and understanding of the web radio seems to be
pressing towards a standardized listening practice. Our results indicate that web radio seems to
transform the listening habits towards a common experience, although distinctive practices are
evident at user experience level.

To explain the observed differences we developed a conceptual framework by using
variables derived from the formation process of radio cultures and cultural variable scores derived
from previous literature of cultural anthropology. The findings show that observed attitudes were
mostly in line with expectations derived from the proposed framework. However, as the findings on
the attitudes of Dutch sample indicate, it may not be always possible to identify a clear one-on-one
match between each cultural value score and observed attitude. Even so, concerning the difficulty
of measuring the effect of culture, it should be noted that existing, original measurement
instruments in the literature can still preferably be used to compare results.

The impact of an overarching global web culture based on an individualistic and
customizable use implies the risk of eliminating the cultural differences in radio listening
experience. However, as a customizable ‘music box’, which offers a multi-choice music database to
the listeners all over the world, commercial web radio services cause today an illusion of diversity.
The huge expansion in radio activity seems to remain quantitative rather than qualitative in that the
intention of maximizing the capacity of individuals to choose is seen as leading the way to a
competitive market place: A market place, which allows the emergence of the most cost-effective
delivery of the most ‘preferred’ radio services such as advanced music search engines, playlists in
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embedded players, pod cast technology and etc. Therefore, web radio seems to move towards a
globalized pattern of production while increasingly serving fragmented and individual aspirations.

To summarize, the study can be seen as an attempt towards a better understanding of the
socio-cultural use of the web radio medium through a conceptual framework. The study also
assesses the applicability of an observation-based methodology derived from human-computer
interaction literature as a method to evaluate intercultural web radio experience in a media
sociology study. For the purpose of this study, the methods were found adequate. However,
generalization of the results of this study should be made with caution, as the study was conducted
with a limited number of participants. Future research should involve larger user groups from
different cultures. Moreover, further examination of web radio experience including both the
implementation and listening practices is required.
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In this study, free newspapers which have been seen almost all the metropolitan
cities of the world in recent years are analyzed with their development in the
world and in Turkey. After a brief definition and historic development of the free
papers, the issues currently voiced on whether these new media are developing as
a substitute for the traditional paid papers; an alternative way for the advertisers to
reach the mass audience that paid ones have been losing for the last ten years; and
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Ucretsiz Gazeteler:

Tiirkiye ve Diinya'daki Gelisimleri Uzerine Genel Bir Degerlendirme

Giris

Yaklasik son on yillik bir dénem iginde, diinyanin belli basli metropollerinde ¢ok
sayida licretsiz gazete yiiksek tiraj ve erisim oranlariyla okuyucuyla bulusmus; gazetecilikte
her zaman i¢in 6nemli bir giice sahip olan geleneksel gazeteler ise yine ayni dénem iginde
neredeyse her Bati lilkesinde 6nemli dl¢tide tiraj ve okur kaybina ugramistir.

Gazete pazari ve medya ekonomisi agisindan yeni bir kategori olusturan iicretsiz
gazeteler, bigcim, format, okuyucu kitlesi, dagitim kanallar1 ve reklam satis1 agisindan daha
onceden denenmemis yeni bir is modeli olarak da kendilerini kanitlamaya baslamislardir.

Ucretli gazetelerin bu anlamdaki “basaris1”, iicretli gazete tirajlarinin, iicretsiz
gazetelerin ortaya cikistyla beraber diisme egilimine girdigi; ilicretsiz gazetelerin iicretli
gazeteleri ikame ettigi degerlendirmesine de yol agmaktadir. Diinya g¢apinda ticretli ve
licretsiz tiim gazetelerin tirajlarina birlikte bakildiginda (rakamlar alt alta yazilip
toplandiginda) bu yaklasim ve yorumlar dogru gibi goriinse de, dikkatten kacan bazi noktalari
burada ayrintili bir sekilde degerlendirebilmek i¢in, iicretli gazetelerden onceki ve sonraki
donemi, licretli ve licretsiz gazetelerin tirajlar1 agisindan karsilastirmak gerekmektedir. Bu
karsilagtirma ayn1 zamanda, gazete pazarinin iicretsiz gazetelerin heniiz olmadig1 bir donemde
aslinda nelerden, nasil etkilendigini; licretsiz gazetelerin gercekten de iicretli olanlar1 ikame
edip etmedigini; hangi ekonomik ve sosyal etmenlerin iicretli gazete tirajlarinin diismesine ve
bunun yaninda, iicretsiz gazetelerin yiikselisine neden oldugunu diisiinmeyi ve tartismay1 da
kolaylastiracaktir.

Ucretsiz gazetelerin iicretlileri ikame edip etmedigi konusu tartisilirken, ézellikle son
birkac yildir kiiresel ekonomik krizin bir sonucu olarak, tek gelir kaynagi reklam satis1 olan
iicretsiz gazeteler bundan fazlasiyla etkilenmis ve {icretli gazetelerde goriilen gazete kapatma,
iflas ve tiraj kayiplari, {icretsiz gazeteler icin de gegerli olmaya baslamistir. Bu anlamda,
iicretsiz gazetelerin, medya ekonomisi i¢inde karli bir girisim mi, yoksa her an patlayip yok
olacak bir “balon” mu oldugunu degerlendirmek ve ficretsiz gazetelerin bu anlamdaki
sorunlarin1 da tartismak yararli olacaktir. Ayn1 zamanda, licretsiz gazetelerin biiylik tiraj
kayiplar1 yasayan geleneksel ana akim medyaya bir alternatif olusturup olusturmadigini da
degerlendirmek gerekmektedir. Calismada yine bazi iilkelerde geleneksel gazetelerle de
rekabet edebilen ve bir model degisimine yol acan {icretsiz gazetelerin is modeli lizerinde de
durulacaktir.

Diinya’da bu gelismeler olurken {icretsiz gazetelerin iilkemizdeki seriivenini de
incelemek bu calismay1 destekleyecek ve bu yondeki arastirmalara katki saglayacaktir. Bu
yiizden, Tiirkiye’de sadece Istanbul’da okuyucu ile tanisan ve yaklasik bir yil gibi oldukca
kisa bir siire yayimda kalabilen {icretsiz gazeteler Gaste ve 20dk.’ya da bu ¢alisma icinde ayr1
bir béliim agilmis, bu gazeteler belirli bir zaman dilimi i¢inde takip edilerek igerik analizleri
yapilmustir.

Boyle bir arastirma icin yeterli kaynak bulmanin sorun olmasi, ¢alismay1 siirlayan bir
etken de olmaktadir. Ucretsiz gazetelerin heniiz yaklasik on yillik bir gegmise sahip yeni bir
ara¢ olmasi yliziinden, iicretsiz gazeteler iizerine yapilmis fazla arastirma bulunmamaktadir.
Bu alandaki calisma ve aragtirmalar kavramsal olmaktan ¢ok tanimsaldir; yapilmis
arastirmalar da cogunlukla 2001°den giinlimiize daha ¢ok bu gazetelerin ilk ortaya ciktigi
Kuzeybat1 Avrupa’daki aragtirmact ve akademisyenlere aittir. Bu konuda yapilmis arastirma
ve akademik makaleler degerlendirildiginde, Bakker ve Picard’in c¢alismalar1 6n plana
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cikmaktadir. Ucretsiz gazetelerin gelistirdikleri is modelini degerlendiren So ve Lee’nin
arastirmasi da yine bu baglamda dikkat c¢ekmektedir. Bu calismada, o6zellikle iicretsiz
gazetelerin Diinya’daki gelisim siirecleri, sz konusu akademisyenlerin arastirmalarindan da
yararlanilarak degerlendirilecektir.

1. Tanim

Ucretsiz gazetelerin ortaya ¢ikisiyla birlikte, “gazete” tamimi iizerinde hararetli
tartismalar yapilmaya baglanmistir. Aslinda, hem farkli iilkelerin kendi idari yapilari ve
medya sektorlerinde, hem de medya ile ilgili uluslararasi iligkiler ve platformlarda zaten
“gazete” terimi i¢in, (teknik anlamda) iizerinde anlasilmis, net bir tanim bulunmazken,
iicretsiz gazetelerin yayginlagsmasiyla birlikte ayni sorun onlar i¢in de gecerli olmustur. Oysa
medya ekonomisi ve pazari agisindan dnemli bir olgu olan iicretsiz gazetelere dogru bir tanim
getirmek, bu gazetelerin hem reklamverenin, hem de kamu ve 6zel sektoriin genelde gazeteler
icin belirledigi standartlar1 karsilayip karsilamadigini gérmek ve onlarin ne sekilde kategorize
edilecegini belirlemek agisindan 6nemli olmaktadir.

Bu yondeki resmi tamimlar, gazetelerin yasal ve idari olarak ne sekilde
degerlendirilecegine yonelik olup, yine resmi karar verme mekanizmalarinin ¢alismalarini
diizenlemek amagli olmaktadir. Ornegin A.B.D.’de, iizerinde hemfikir olunan ve konuyu
yasal bir zemine oturtmak agisindan gelistirilen tanima gore gazete, “genellikle kagit
formunda, belirli genel bir tiraj hedefleyen ve kisa araliklarla basilan, mevcut olay ve
gelismeler hakkinda bilgi veren ve genel ilgi konusu haberleri iceren bir yayim” olarak
degerlendirilmektedir. (4 Op. Attys.Gen. 10 ve Black’s Law Dictionary’den aktaran Picard,
2001, 167).

Ulusal ve uluslararas: istatistik kurumlar1 ve vergi daireleri, yine idari bir tasarruf
gelistirmenin yaninda, mali, idari ve iktisadi olarak kamu ve 0Ozel sektore gelismeleri
raporlayabilmek ve medya sektoriinii diger sektorlerden ayirabilmek i¢in bazi tanimlar
gelistirmek durumunda kalmislardir. Ornegin, Avrupa Toplulugu, ekonomik verileri
degerlendirebilmek i¢cin medya sektoriindeki iiretim istatistiklerine yonelik NACE (General
Industrial Classification of Economic Activities: Ekonomik Faaliyetler Genel Endiistriyel
Siiflandirmasi) gibi belirli siniflandirmalara gitmistir. Ancak bu tiir siniflandirmalar i¢inde
bile, gazeteleri kitap, dergi ve diger reklam malzemesinden ayirt etmek igin gelistirilen
tanimlar harig, direkt olarak gelistirilen bir tanim bulunmamaktadir. Avrupa Toplulugu’nun,
PRODCOM' ile gelistirdigi endiistriyel iiriinler simflandirmasi bu konuda daha ozel ve
ayrintili olmakla birlikte, gazetelere yonelik kategorilerde ficretli ve flicretsiz gazeteler
arasinda (gazete, dergi ve periyodik yayimlari istatistiki veri acisindan siniflandirmak haric)
bir ayrima gidilmemistir. Bu siiflandirma icinde de gazete, dergi ve periyodik yayimlar
arasinda, haftada 4 kereden fazla yayimlananlarla, bunun disinda siirelerle yayimlananlar
arasinda bir kategori ve ayrica reklam materyali i¢in de bir kategori bulunmaktadir. (Eurostat,
PRODCOM and NACE Rev. 1 nomenclatures’den aktaran Picard, 2001: 167).

Gazetelere yoOnelik tanimlamalar i¢inde onlarin statiilerini belirleyebilmek amaciyla
(ve hangi yayimlarin indirimli posta tarifelerinden yararlandirilabileceklerine yonelik olarak)
posta idareleri tarafindan gelistirilen bazi ayrimlar ve tanimlar da yapilmustir. Ornegin
Fransa’da gazete tanimi, indirimli posta dagitim tarifesi i¢in bir yeterlilik unsuru olarak
kullanilmakta; gazetenin, “kamuoyunca genel bir ilgi goéren, diizenli olarak yayimlanan,
licretsiz veya bir piyasa fiyatina sahip olan, en az iicte bir editoryal icerik tasiyan ve brogiir
veya katalog bi¢iminde olmayan bir yayim olmasi” gerekmektedir (Santini, 1990’dan aktaran
Picard, 2001: 167). Birlesik Devletler Posta Servisi (United States Postal Service) tanimina
gore gazetenin, “belirli araliklarla yayimlanan, toplam icerigin ortalama en az yiizde yirmi
besi editoryal ve yayimin tirajinin yiizde elliden fazlasinin ticretli olmas1” gibi kriterlere sahip
olmas1 gerekmektedir (Public Law 233, 65 Stat. 672, aktaran Picard 2001: 168).
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Parlamentolar ve diger yasal/idari birimler de idari tedbir, mali destek ve vergi amaglh
tanimlar gelistirmislerdir. Bunlar genellikle siyasi gereksinimler ve kararlara dayanmaktadir.
Avusturya’da, gazete tanimi genel basin siibvansiyonlari (general press subsidies) igin kabul
edilebilirlik 6l¢iitii olarak degerlendirilmekte ve buna gore giinliikk ve haftalik gazeteler i¢in
yilda en az 50 kere (daha sonra 41 olarak degistirilmistir) yayimlanmak, ticretli tiraja dayalt
olmak, en az iki tam zamanli gazeteci calistirmak, siyasi, sosyal, genel ve kiiltiirel
enformasyon saglamak olarak belirlenmistir (Bundegesetz vom 2. Juli 1975 .ber die F.rderung
der Presse und Bundegesetz vom 2. Juli 1975 .ber die Aufgaben, Finanzierung, und
Wahlwerbung politischer Parteien. Wein’ den aktaran Picard, 2001: 168).

Hollanda’da, bir devlet kurulusu olan Basin Kredi Fonu (Press Loan Fund:
Bedrijfsfonds voor de Pers) gazete uygunluk kosulu olarak belirli sayida haber, analiz, yorum
ve farkli konularda geri plan (background) enformasyon igerigine sahip olma, diizenli ve en
az aylik bir zaman araliginda yayimlanma ve istihkak icin genel kamuoyu bilgisine sunulma
gibi 6zellikler tasimalidir.

Gazete sektoriindeki sivil toplum kuruluslar tarafindan da farkli amaglara yonelik
olarak 6zel tanimlar gelistirilmistir. Bu tanimlar hangi tiir yayimlarin veya sirketlerin 6zel bir
birlik veya federasyona iiye olabileceklerini belirlemek icin kullanmilmaktadir. Ornegin, bazi
kuruluglar tyelik icin giinliik gazete veya giinliik olmayan gazete gibi ayrimlar sart
kosmaktadirlar. Buna yonelik getirilen tanimlar da farklilhik gostermekte; Ornegin, giinliik
gazete, haftada {i¢ gilinden fazla, bes giin veya yedi giin yayimlanma sartiyla
degerlendirilebilmektedir. Bazi birlikler (association), sadece giinliikk gazeteleri temsil
ederken, bazilar1 da giinliik olmayanlar1 kapsamaktadir. Yine, bazilar1 sadece licretli gazeteleri
kapsarken, digerleri iicretsiz gazeteleri temsil etmektedir. Ornegin, Paris’teki Diinya Gazeteler
Birligi (World Association of Newspapers), “giinlik”, “giinlik olmayan” ve “licretsiz
gazeteler” gibi kategoriler kullanmaktadir (World Press Trends, 2000’den aktaran Picard,
2001: 168). Avrupa Gazete Yayimcilar1 Birligi (The European Newspaper Publishers
Association), ginliik gazeteleri ilgi alan1 ve ulusal birliklere iiye olan kuruluslar bazinda
tanimlamaktadir. (www.enpa.be).

Tiraj denetlemeye yonelik tanimlar da, gazetelerin okuyucu biyiikligii hakkinda
dogru ve gilivenilir veri arayist i¢inde olan reklamverenlerin taleplerini karsilamak amaciyla
konulmustur. Gazetelerin bu anlamdaki denetimi ile ilgili olarak kullanilan en 6énemli tanim
“Ucretli tiraj” (paid circulation) ifadesidir. Bu tanim, tiim gazeteleri - bedelsiz (unpaid) veya
licretsiz (free); satilmayan veya indirimli satilan olsun- tanimaktadir. Denetim kuruluslari,
(indirimli bir fiyatla satilan gazetelerin) indirim miktarlarinin, bedelli veya bedelsiz tiraj
olarak hesaplanmasini diizenleyen kurallar da getirmektedirler. Tiraj Denetim Biirosu ABC
(the Audit Bureau of Circulations) ve ilgili kuruluslar, diinya ¢apinda dicretli tiraj kavramini
gelistirmislerdir.

Bazi denetim kuruluslari, bedelsiz gazete dagitimini da denetlemektedirler. Bu tiir
kuruluslar, hedef okuyucuya dagitimi yapilan gazete sayisini da raporlamaktadirlar. Bunlarin
arasinda en etkili olanlar, Amerika Birlesik Devletleri’ndeki Verified Audit Circulation Corp.
(www.verifiedaudit.com), Kanada’daki Canadian Community Newspapers Association
(www.ccna.ca/vcaudit/#about), ve Britanya’daki ABC’dir. ABC, iicretsiz gazeteler ve diger
basili malzemeyle ilgili, ticretsiz dagitim denetim sertifikas1 olarak tanimlanan bir veri de
sunmaktadir. (Picard, 2001: 168)

Gazetelerin tamimina yonelik farkli degerlendirmelerden ¢ikan sonuca bakildiginda,
licretsiz gazeteler, tam tanimiyla “licretsiz dagitimi yapilan giinliik gazeteler” olarak
degerlendirilmektedir. Bazi {ilkelerdeki resmi ve Ozel tamimlara baghh olarak, farkli
siibvansiyonlardan ve haklardan yararlanmak veya iiyelik kazanmak anlaminda uygun
(eligible) olsun veya olmasin, aslinda bu gazeteler de kendilerini “gazete” olarak sunmakta;
genis bir okur kitlesi ve reklamveren tarafindan yine “gazete” olarak degerlendirilmekte ve
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yonetim kadrolarina bakildiginda da geleneksel gazete yoneticilerince yonetildikleri
goriilmektedir. (Picard, 2001: 168)

Tiirkiye’de de licretli gazeteler icin ilgili yasalar, yonetmelikler ve meslek orgiitleri
tarafindan gelistirilmis ayr1 bir tanimlama hentiz bulunmamaktadir.

Basin Yasasi’nda (2004), genel anlamda gazeteler ve basin sektorii i¢in basilmis eser,
yayum, yayin (stireli, yaygin stireli, bolgesel siireli, yerel siireli, siiresiz), yayimci, basimct gibi
tanimlar getirilmistir. Ancak 6zellikle basilmis eser tanimi, “yayin” ile herhangi bir matbaada
basilmus bir “is” arasindaki ayrimi net bir sekilde agiklayamamaktadir.’

Basin Ilan Kurumunun, kendi mevzuati i¢inde, dzellikle resmi ilanlarin yer alabilecegi
gazete standartlarii belirlemek icin gelistirdigi tanimlar, “Gazetelerin Vasiflar1 ve
Ozellikleri” baghig altinda genisce yer almaktadir.’

2. Tarihge

Gazetelerin tarihi gelisim siirecine bakildiginda iicretsiz gazetelerin aslinda yeni bir
olgu olmadig1 goriilmektedir. Endiistri Devrimi’nin baslangicindan itibaren ‘free sheets”
adiyla tiretilen ve dagitimi yapilan bir mecra olarak adi1 gegmekteydi. Bunlarin ¢cogu (simdi
oldugu gibi o donemlerde de) haftalik olarak yayimlanmaktaydi ve yerel ekonomiyi
destekleyen bir reklam/ilan platformuydu; aym1 zamanda daha ¢ok yerel topluluklara yonelik
haber ve hizmetlere de yer vermekteydi. Yine gliniimiizde {icretsiz dagitilan, ancak yerel veya
uluslararasi higbir haber igerigi tasimayan, sadece alis-verisi, tiiketimi gelistirme amagl bu tiir
yerel “gazeteler” bir¢ok ililkede mevcuttur, ancak bunlar ¢aligmada iizerinde durulan iicretsiz
gazetelerle karistirilmamalidir.

Bircok {iilkede gazete tarihi incelendiginde, ¢ok kisa siireler i¢inde yayim hayatini
siirdiiren iicretsiz gazetelere rastlanmaktadir; Ornegin, Hollanda’da Eindhoven sehrinde 1983
yilinda yayima baslayan bir gazete faaliyetini ancak {i¢ hafta siirdiirebilmis ve daha sonra
kapanmistir (Van den Plasse, 1999: 100°den aktaran Bakker 2002a). Bu caligmada
degerlendirilecek nitelikte olanlar arasinda bir ilk olarak, the General-Anzeiger fiir Liibeck
und Umgebung ad1 6n plana cikmaktadir. 1882°de ailesi Iskogya kokenli olan Charles
Coleman tarafindan kurulan ve Almanya’nin kuzeyindeki Liibeck sehrinde haftada iki kere
cikan bir ilan gazetesiyken, 1885’ten itibaren giinliik olarak yayimlanmaya baslamis, hem
ticretli hem de {icretsiz olarak yayimlanan karma bir model gelistirmistir. Giliniimiizde hala
yayimdadir, ancak ticretli olarak yayimlanmaktadir. Gazetenin {icretsiz yayimina ne zaman
son verdigine yonelik net bir bilgi, gazetenin web sitesinde de yer almamaktadur.*

[1k {icretsiz giinliik gazeteler arasinda adi gegen bir baska gazete de, Walnut Creek’tir.
Bugiin ad1 artik Contra Costa Times olarak degistirilmistir ve 1960’lardan beri de iicretli
olarak yayimlanmaya devam etmektedir. 1955 yilinda New York City’de kurulan ve {icretsiz
haftalik gazetelerin ilk 6rneklerinden biri olan The Village Voice (kisaca Voice olarak bilinir),
icerigi ve arastirmaci gazeteciligi yaninda, kentin kiiltlir ve sanat atmosferini yansitmasiyla da
saygin bir yere oturmus, iic Pulitzer 6diilii almistir. Yakin zamanda yayimlanan iicretsiz
gazetelere Avrupa’daki ilk Orneklerden biri olan Birmingham Daily News, Ingiltere’de
1984°de yayimlanmaya baslamis ve hafta i¢i glinler 300.000 haneye dagitilarak, oldukga genis
bir okuyucu kitlesine ulasmstir. Ozellikle 1995°den itibaren ABD ve Avrupa’nin diger
tilkelerinde yayginlasmaya baslayan {icretsiz gazetelere, Palo Alto Daily News (ABD,
Kaliforniya’da) ve daha sonra diinyanin bir¢ok iilkesinde iicretsiz gazete yayimlamaya
baslayacak olan Isve¢’li Metro International’mn aym adla amlan gazetesi Metro, Isveg,’te
yayima baslayarak katilmistir (Yazar, 2008: 138-139).
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3. Ucretsiz Gazetelerin Gelisimi

Ucretsiz gazeteler yukarida da belirtildigi gibi, “yeni” degildirler. Ancak ge¢miste
giinliik degildiler, geleneksel ticretli giinliikk gazetelerden ¢ok farkli bir igerige sahiptiler ve
cogunlukla derinlemesine ve farkli bir haber icermeyen cemiyet gazeteleri seklinde
yayimlanmaktaydilar. 1990’larda, oldukca yeni bir medya formati ve is modeli yiikselmeye
baslamis; 6zellikle Metro Avrupa’da birgok iilkede yayimlanmaya basladiktan sonra kamuoyu
ve akademik g¢evrelerin ilgisini ¢ekmistir.

Metro, 1995 Subat’inda Stockholm’de yayim hayatina basladiginda oldukca basit,
ancak daha Onceden denenmemis bir is modeli gelistirmisti: “Dagitim ve abonelik
maliyetlerinden tasarruf et, haber ajanslarindan saglanan haberlere odaklan, az sayida
calisan istihdam et ve ozellikle metro ve diger toplu tasim aglarinda yolculuk eden insanlarin
ellerine bu bos zamanlarinda okumalar: i¢in bir tabloid gazete tutustur.” (Bakker, 2008a:
13). Metro, bir yil i¢inde tlicretli gazetelere gore daha ucuz bir maliyetle, yiiksek tiraja ve
(reklamveren icin oldukc¢a cazip bir demografik grup olusturan) geng, egitimli, sehirli bir
okuyucu kitlesine ulasarak 6énemli bir gelisme gostermistir.

Geleneksel gazete modeli, ekonomisini gazete satis ve reklam geliri iizerine kurmus;
ev ve gazete bayilerine yonelik genis bir dagitim agiyla okuyucuya ulasmay1 hedeflemistir.
(Picard ve Brody, 1998’den aktaran Picard, 2001: 167). Ucretsiz gazeteler bu is modelini
reddederek reklam gelirlerine ve dagitima dayali yeni bir model gelistirmisler, bu amagla
metropollerdeki (anakent) toplu ulagim sistemlerinde ve civarinda licretsiz bir dagitim agi
kurmuslardir.

Metro’nun 1995°de Isveg’teki basarisiyla birlikte, yayimcilar diinya ¢apinda benzer
formatta T{cretsiz gazeteler cikarmaya baslamistir. Bu siire¢le birlikte, 1997°de Cek
Cumhuriyeti ve Finlandiya ve 1998’de Almanya ve Macaristan’in ardindan, 1999 yilina
gelindiginde Avrupa’nin on {iilkesinde {icretsiz gazeteler okuyucuya ulagmis; izleyen yillarda
da, Londra’dan Santiago’ya, Montreal’den Singapur’a ve Boston’dan Atina’ya ve Istanbul’a
birgok sehir bu tiir gazetelerle tamgmstir. Ucretsiz gazeteler, dagitim ydntemlerinden dolay1
(ve Avrupa Birligi’nin rekabetci yayim endiistrileri sayesinde) mevcut gazete pazarina yeni
bir rekabet ve maliyet avantaji da getirmistir. (Picard, 2001: 167)

2009 yili basinda degerlendirilen 2008 verilerine gore, Diinya’da 58 iilkede toplam
yaklasik 44 milyon tiraja sahip 238 {icretsiz gazete yayimlanmaktaydi (Bkz. Tablo 1). Buna
gore, diinya gazete tirajinin yiizde 7,4’linii ticretsiz gazetelere olugturmaktaydi.

Tablo 1 - Ucretsiz Gazetelerin Gelisimi, (Kaynak: Bakker, 2008a)

Yillar | Ulkeler Gazete Sayisi Tiraj (000)
1995 2 2 231
1996 2 2 249
1997 4 5 558
1998 6 7 918
1999 13 30 2.891
2000 24 64 7.566
2001 29 82 10.043
2002 32 85 12.596
2003 32 99 14.674
2004 37 127 18.073
2005 43 161 24.634
2006 51 225 35.861
2007 56 247 41.511
2008 58 238 44.014
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Diinya iicretsiz gazete pazart ic¢inde Onde gelen kuruluslardan olan Metro
International, diinya tlicretsiz gazete tirajinin yiizde 20’sine sahiptir. Ortaklariyla beraber
yayimladiklar {icretsiz gazeteler de degerlendirildiginde bu oran, yilizde 24’e ¢ikmaktadir.
Diinya capinda 19 iilkedeki 119 sehirde (bunlarin 41°1 bir milyondan fazla niifusa sahiptir), 15
ayrt dilde yayimlanan 58 ayr1 gazete ve toplam 8 milyon tiraj ile 17 milyon 400 bin
okuyucuya ulagmaktadir. Bu okuyucularin yiizde 72’si calisan niifusu temsil ederken, yilizde
69’u 40 yasin altinda, yiizde 48’1 kadin ve yiizde 46’s1 da iiniversite egitimi almistir (Metro
International, Annual Report 2008). Bu Ozellikleriyle iicretsiz gazetelerin hedef Kkitlesi,
reklamveren i¢in de oldukea cazip bir demografik grup olmaktadir.

Son yillarda ticretli gazeteler Uzakdogu ve Asya’nin bir boliimii hari¢ neredeyse her
gazete pazarinda (market) tiraj kaybederken, 6zellikle 2000’11 yillarin ortalarina kadar iicretsiz
gazeteler onemli sayida okuyucuyu g¢ekebilmislerdir (Balding, 2007). Geleneksel gazeteler
geng okuyucuyu kendilerine ¢gekmekte sorunlar yasarken, iicretsiz gazetelerin bu yas grubuna
erisimde olduk¢a basarili oldugu da goriilmektedir. Bunda, iicretsiz gazetelerin en 6nemli
dagitim noktalarint olusturan sehir i¢indeki toplu ulasim noktalarini daha ¢ok 50 yasin
altindaki geng ve calisan niifusun kullanmasi da etkili olmaktadir.

Ancak yine de, gen¢ okurlarin Ozellikle tcretli gazeteleri tercih etmemelerinin
nedenini, onlarin artik habere, bilgiye ve “eglenceye” erismek i¢in ¢ok fazla secenege sahip
olduklarin1 g6z Oniinde bulundurarak degerlendirmek daha dogru olacaktir; iicretsiz
gazetelerin sayica ve tiraj olarak artmalar1 anlaminda degil. Bu konu, ilerleyen boliimlerde
ayrica degerlendirilecektir.

Bu calismada daha ayrintili olarak degerlendirilen Avrupa gazete pazarinda, 2000’li
yillarin ortalarina gelindiginde 1995’¢ kiyasla dagitimi yapilan daha fazla gazete
bulunmaktaydi. Avrupa’da iicretsiz gazeteler yaklasik son on yil i¢inde ortaya ¢ikmis ve
2007°de yiizde 25’den fazla pazar payina sahip olmuslardir. Arastirma sonuglarina gore, bu
gazetelerin okunduguna ve bunun yaninda, okurun ayni zamanda iicretli gazeteleri de
okuduguna ve gazete pazarma yeni okurlarin katildigma dair kanit bulunmaktadir. Ornegin,
Belgika’da toplam gazete okuyuculariin yiizde 7°si (370,000) ve Hollanda’da bir milyondan
fazla okuyucu (niifusun yiizde 8’1) sadece iicretsiz gazete okumaktadir. Yine Avrupa’nin dort
iilkesinde ticretli gazeteden ¢ok flicretsiz gazete dagitilmakta, 12’den fazla iilkede en cok
okunan gazeteler yine iicretsiz gazeteler olmaktadir (Bakker, 2008b).

4. Ucretli Gazetelerin Temel Ozellikleri ve Geleneksel Gazetelerden Farkh Yonleri
4.1 Medya Ekonomisi A¢isindan Farkhhiklar

Ucretsiz gazeteler, iicretli olanlar gibi ikili bir {iriin piyasas1 iginde yer almakta, okura
icerigi pazarlarken, yine ayni1 okuru da reklam verenlere pazarlamaktadirlar.

Ucretli ve {icretsiz gazeteler arasindaki esas farklilik, tiiketicinin zaman ve ilgisini
parayla degil de igerikle degistigi icerik pazarinda (content market) meydana gelmektedir. Bu
farkliliga ragmen, “zaman” ve “ilgi” i¢in rekabet, tek basina onu bir pazar (piyasa) haline
getirmekte ve bu da iicretsiz giinliik gazeteleri tipkir iicretli olanlar gibi bu ikili piyasaya
yerlestirmektedir. Okurlarin (gazete okumaya ayiracaklari) zamani elde etmek (kazanmak)
icin iicretsiz giinliik gazeteler, o okurlarin ihtiyag ve beklentilerini karsilamak zorundadirlar.
Bunu da iki 6nemli okur gereksinimine hizmet ederek yerine getirmektedirler: Birincisi, cok
sayida insanin ¢alisma ve/veya diger giinliik etkinlikler icin ise, okula, vb. gidip gelirken
yolculuklart sirasinda zamanlarini doldurmaya yardime1 olmaktadirlar. ikincisi, bu insanlarin
kendi cevrelerindeki diinyada neler olup bittigine dair temel enformasyon (bilgi-haber)
ihtiyacina cevap vermektedirler. Ucretsiz giinliik gazeteler de bunu, okurlarina gazete okumak
icin harcayacaklar1 belirli bir siire harig, (o da genellikle bir metro treninde, otobiiste veya
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tramvayda hi¢cbir sey yapmadan sadece oturarak gegirilen bir zaman olmaktadir), onlara
herhangi bir bedel ddetmeden, maliyetsiz bir sekilde yerine getirmektedirler.

Benzer sekilde, ticretsiz giinliik gazeteler reklam verenlerin kitlesel okur/izleyici (mass
audience) taleplerine de hizmet etmektedirler. Bir¢ok kitle iletisim aracinin, ticretli gilinliik
gazeteler basta, okur/izleyici kaybettigi bir ortam ve zamanda reklamverene, reklam iletilerine
daha fazla zaman ve ilgi gosteren “tutsak izlerkitle” (captive audience) sunarak, bu hizmeti
yerine getirmektedirler.

Ucretsiz gazetelerin okurlarina bakildiginda, hedef kitlenin iicretli gazetelerinkilerden
farkli oldugu goriilmektedir. Gazetelerin potansiyel okuyucular1 piyasadaki okur-yazar
niifustur ve bu da kendi icinde {i¢ 6nemli alt gruba ayrilmaktadir (Sekil 1).

Birinci grup, gazete okuma aligkanlig1 olan, diizenli bir sekilde gazete okuyan ve
cevrelerindeki diinyada olan-biteni anlayabilmek ve kararlarim1 verebilmek icin diizenli bir
sekilde bilgi-enformasyon gereksinimi i¢inde olan temel okuyucu kitlesidir. Ikinci grup,
aslinda bilgi-enformasyon gereksinimi olan ancak, gazetelere zaman ve para vermeye pek
istekli olmayan, dolayisiyla ara-sira okuyanlardan olugmaktadir. Son grup ise, okuma-yazma
bilmesine karsin, gazete okuma aligkanligi olmayan ve gazeteleri onlara zaman ve para
harcamak konusunda yeteri kadar ilging bulmayanlardan olugsmaktadir. (Picard, 2001: 168-
169)

Sekil 1 — Gazetelerin Potansiyel Okuyucu Kitlesi

Ucretsiz Gazetelerin Temel Hedef Kitlesi

' DiizenliOlarak Oku{lanlar Arasira Okuyanlar Hi¢ Okumayanlar

Ucretli Gazetelerin Temel Hedef Kitlesi

Okuryazar Niifus

Kaynak: Robert G. Piccard (2001). “Strategic Responses to Free Distribution Daily Newspapers” The International Journal on
Media Management. Vol. 3 No. lll. s. 169.

Ucretli gazeteler, geleneksel olarak kendi ekonomisi ve is modelleri agisindan, diizenli
gazete okuma aligkanlig1 olan okurlar1 hedeflemekte ve daha sonra da ara-sira okuyanlardan
okuyucu kazanmaya calismaktadirlar. Ucretsiz gazeteler ise esas olarak, ara-sira okuyanlar
ve bazi devamli okuyanlarla hi¢ okumayanlar1 hedeflemektedirler. Bu tiir (bu kategorilerdeki)
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okuyucuyu ¢ekmek i¢in de, cabuk okumak igin tasarlanan kisa haber dykiileri olugturmaya
yonelik bir editoryal profil yaratmaktadirlar. igeriklerini doldurmak igin haber ajanslarindan
aldiklar1 haberlere agirlik vermekte, sadece ulusal ve uluslar arasi haberlere genel bir bakis
sunmaya yonelmektedirler. Tipik olarak yerel eglence, televizyon ve spora agirlik verme ve
kamusal yasama odaklanmama egilimindedirler; ayrica, iicretsiz gazetelerde yerel olarak
iretilmis makaleler de oldukca sinirl1 bir yer tutmaktadir.

Ucretsiz giinliik gazetelerin reklam vereni de iicretlilerden farklilik gdstermektedir.
Ucretsiz gazetelerin reklam verenleri arasinda bugiin igin genelde biiyiik perakende firmalart
yer almamaktadir ve bu anlamda reklamverenleri iicretli gazetelerin sehir ilaveleri ve
alternatif haftalik dergilerindekilere benzemekte, bunlar da ¢ogunlukla, kuliip ve sinemalar,
kiiciik perakendeciler, miizik ve video diikkanlar1 olmaktadir. Ucretsiz gazeteler, seri ilanlara
cok az yer vermekte veya hi¢ vermemekte; yer verdiklerinde de bu ilanlar tipik olarak arkadas
bulma veya kisisel hizmetlerle ilgili olmaktadir.

Okur ve reklam pazarlarindaki bu farkliliklarindan dolayz, ticretli ve ticretsiz gazeteler
tam anlamiyla ayni pazarlarda faaliyet gostermemekte, ancak bu pazarlarin farkli kesimlerine
hizmet vermektedirler.

Sonug olarak, iicretsiz gazetelerin ticretli olanlar {izerinde pazar etkileri sanildig1 kadar
“dramatik” olmamistir. Bununla beraber, bazi etkiler vardir ve bunlar da bdlgelere, lilkelere
gore degisim gostermektedir. Bircok pazarda, {icretli gazetelerin {icretsizlerin ortaya ¢ikisiyla
birlikte yasadiklar tiraj kayb1 ylizde 2’den az olmustur. Kayiplar, gazete okuma aliskanligi
daha az olan ve gazete aboneliginden veya devamli gazete satin almaktan kaginan
okuyuculardan gelmistir. Reklam agisindan bakildiginda ise, {icretli gazetelerin iicretsizlere
kaptirdigi reklam kayiplart yiizde 1°den azdir. Bu kaybin ¢ok az olmasinin nedeni, yukarida
da belirtildigi gibi, licretsiz gazetelerin esas reklamverenlerinin tlicretli giinliik gazetelerin esas
reklam verenlerinden oldukg¢a farkli olmasidir. (Picard, 2001: 169)

4.2. Is Modelleri A¢isindan Farkhihiklar

Ucretsiz gazetelerin is modeli, “dagitima dayali gazetecilik” (distribution-driven
journalism) modeli olarak da adlandirilmaktadir. Bu model, geleneksel gazete pazarindaki
yaklasik yiiz yillik “igerige dayali gazetecilik” (content-driven journalism) modeline karsi
yeni bir gazete yOnetim sistemi ve Orgilitlenmesi getirmektedir. Dagitim, licretsiz gazete is
modelinin temelini olugturmakta ve {licretsiz gazetelerin tiim faaliyetleri i¢inde belirleyici bir
rol oynamaktadir. (So ve Lee, 2007: 1)

Bu modelde, dagitim kanali, hedeflenen okur kitlesinin demografik o6zellikleri ve
biiylikligiine gore oOnceden segilmekte ve bu okur potansiyeli de reklam gelirine
doniistiiriilmektedir. Ucretsiz gazete igerik ve formati da yukaridaki boliimlerde genisce
aciklandigr gibi, dagitim ortaminin gazete okuma deneyimine ve bu ortamda erisilen okurun
demografik 6zellikleri ve beklentilerine uygun olarak gelistirildiginde, is modeli basarili bir
sekilde uygulanabilmektedir.

Dagitima dayali model birkag farkli 6zellige sahiptir: Modelin en onemli 6gesi,
(icerigin en Onemli 68e oldugu geleneksel gazetelerden farkli olarak) dagitim agina biiyiik
onem verilmesidir. ikincisi, dogal hedef kitlesini geng, kentli, orta smiftan ve ortalamanin
{izerinde bir ise ve maasa sahip kesimin olusturmasidir. Ugiinciisii, icerigin “farkli seylerin iyi
bir karigim1” olmasidir. Bu gazete, modern bir goriinimiinde ve okurlarin giinliik yasam
ritmine uygun olmalidir. Bilgilendirici, bir sekilde ciddi, ancak ilging ve okunmasi kolay
olmali; sansasyonel ve politik olmamalidir. Dordiinciisti, format “okur dostu” olmalidir.
Besincisi, reklamlar1 orta sinifa yonelik olmali ve belirli, taninmis, 6nde gelen markalari
icermelidir. Altincisi, licretsiz gazetelerin iletileri gorlis ve fikirlerle dolu olmaktan ziyade,
daha ¢ok enformasyon saglamak olmalidir; kendini toplumun doérdiincii kuvveti olarak
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konumlandiran bir egilimde olmamalidir. Yedincisi, licretsiz gazete pazarina daha diisiik bir
baslangi¢ maliyetiyle girmesi goreceli olarak daha kolaydir (So ve Lee, 2007: 22).

Ucretsiz gazeteler biitiin bu ozellikleriyle, geleneksel iicretli gazete pazariyla hem
rekabet eden, hem de onu tamamlayan bir model gelisimine ve degisime yol agmakta; genel
anlamda gazete pazari i¢inde ancak, geleneksel gazetelerin “igerik” iizerine kurulan modelinin
disinda bir pazarda, “dagitim pazar1” icinde kendine yer bulmaktadirlar. Ucretsiz gazeteler,
gelistirdigi bu yeni modelle geleneksel gazete pazarinda kendine yeni bir alan yaratip bir
anlamda “ana akima” tagindikc¢a, gazete pazari da bir model degisimine dogru gitmektedir.

Onceki béliimlerde de belirtildigi gibi, dagitim, okur profili ve reklam stratejisi ile
birlikte iicretsiz gazetelerin iy modelinin omurgasini olustururken, icerik ve format bu is
modeli i¢inde daha edilgin bir rol oynamaktadir. Geleneksel gazetelerden farkli olarak
licretsiz gazeteler “icerige dayali” bir is modeli gelistirmemislerdir. igerikleri ve formatlari
daha ¢ok, toplu ulagimi kullanan genclerin ve (liiks tiiketim potansiyeli olan bu okur grubunu
hedefleyen) reklamverenlerin beklenti ve ihtiyaglarini karsilamak durumundadir.

Yiiksek satin alma giiciine sahip insanlar reklamverenler i¢in her zaman cazip bir
kitledir. Ucretsiz gazetelerin yéneticileri de bu yiizden dagitim aglarmi gogunlukla bu
insanlara sabah ise gidis saatlerinde ulagmak {izerine kurmuslardir. Ciinkii, biiyiik kentlerdeki
niifus her ne kadar kendi i¢inde (demografik ozellikleri itibariyle) boliinmiis de olsa,
degismeyen bir 6zelligi hemen her yerde aynidir: kentli niifusun biiyiik bir boliimiiniin ise
gidis-gelis giizergahlar1 6zellikle metro ve banliyo trenleri olmaktadir. Bu yiizden, bu kitleye
licretsiz gazeteleri, toplu ulagim sistemleri ve baglanti noktalar lizerinde, 6zellikle ise gidis-
gelis saatlerinde dagitarak erismek onemlidir. Burada dagitim noktalar1 yaninda, dagitimin
zamanlamasi da énem kazanmaktadir. Ucretsiz gazeteler, hedef okurlarin ellerine sabah ise
gidis saatlerinde ulastirilmalidir. Bu siire i¢inde, yogun bir mesaiye sahip olan gencg
profesyoneller bu toplu ulagim sistemlerini kullanmakta ve bu gazeteleri okumaya egilimli
olmaktadirlar.

Bu gazetelerin ¢cogu kisa, okunmasi kolay, renkli ve ¢esitlilik arz eden haberleri,
tabloid formatta okura sunmakta, genel igerik 20 dakika icinde okunacak sekilde
tasarlanmaktadir. Okurlar ilk sayfadan son sayfaya cabuk bir sekilde haber, kdse yazisi,
magazin, teknoloji, spor, eglence, film, sanat haberleri, oyun, bulmaca ve televizyon
programlar1 hakkinda bilgi sahibi olmaktadir. Bu sekilde karisik igerikli bir gazete okumanin
okura, televizyon kanallarim “zaplamaya” ve Internet’te gezinmeye benzer bir deneyim
yasattig1 da sOylenebilir. Bu deneyim, biiyiik kentlerdeki toplu ulagim hatlarin1 kullanarak ise
gidenlerin taleplerine de uygun diismektedir: ise giden insanlarin uzun makaleleri okuyacak
zamanlar1 yoktur. Sadece haberi, kisa ve “taze” yorumlari okuma istegi duymaktadirlar, uzun
yorumlara ve derinlemesine haber dykiilerine degil. Ise giderken kisa yolculuklar: sirasinda,
giivenilir bir kaynaktan alacaklari kisa ve 6zlii haber ve yorumlara ihtiya¢ duymaktadirlar. Bu
ylizden, lcretsiz gazeteler okurlarin bu beklentilerine uygun olarak tarafsiz, objektif ve
gerceklere dayanan kisa ve 6zIlii haber ve yorum sunmak durumundadir. Bunu, medyadaki
seks ve siddetten uzak, “temiz” bir editoryal icerikle de desteklemektedirler. Is modelleri
onlar1 geng, kentli, meslek sahibi bir kitleyi ve yliksek kaliteli, pahali reklami sayfalarina
cekmek iizerine kuruldugu siirece, icerikleri de yukarida Ozetlenen kaliteyi yakalamak ve
korumak durumundadir. (So ve Lee, 2007: 16).

Maliyet yapilar1 da geleneksel gazetelerden farklhidir. Ucretli gazeteler genis bir yazi
isleri kadrosuna gereksinim duyduklari i¢in, insan kaynagi masraflar1 oldukga yiiksektir.
Ucretsiz gazeteler ise, modelleri igerikten ¢ok, dagitima odaklandig1 igin, editoryal masraflari,
toplam masraflarmin sadece yaklasik yiizde onunu kapsamaktadir. Ornegin, diinyanin énemli
is ve finans merkezlerinde biri olan Hong Kong’daki {i¢ {icretsiz giinliikk gazetenin baski ve
dagitim maliyetleri (kagit, miirekkep, dagitim ve promosyon dahil) yilizde 50 ile yiizde 70
arasinda bir yer tutmaktadir. (So ve Lee, 2007: 16)
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Bu ylizden, hemen hemen tiim {icretsiz gazeteler is modelleri i¢inde diisiik bir yatirim
ve faaliyet maliyeti ongdrmekte, baski makineleri {izerine de yatirim yapmayarak baski ve
dagitim i¢in dis kaynaklar1 kullanma ve kiralama yoluna gitmektedirler. Maliyetler dikkatli
bir sekilde kontrol edilmekte, haber ve magazin Oykiileri gazete disindaki ajans ve
kaynaklardan saglanmaktadir. Ucretsiz gazeteler geleneksel gazetelere gdre ¢ok daha az
saylda insan istihdam etmekte ve bunun sadece yarisim1 yazi isleri kadrosu olusturmaktadir.
Bu gazetelerde c¢alisan gazetecilerin ¢ogu okurlar1 ile aymi yaslardaki genglerden
olusmaktadir. Ornegin, Hong Kong’daki AM 730’un yaz1 isleri kadrosunun yiizde 90’1 kirk
yasin altindadir. Bu ekip geng, yaratict ve geleneksel gazetelerdeki meslektaslarina kiyasla
daha diisiik bir maasla ¢alismaya hayir demeyen genclerden olusmaktadir (So ve Lee, 2007:
17).

Kurumsal kaynak mekanizmalari, {icretsiz gazetelerin ortaklarindan, kardes
sirketlerden ve ana sirketten ne tiir kaynak ve destek alabileceklerini de belirlemektedir. Igerik
paylasimi, calisilan alanlarin, biiro, is makineleri, vb. paylasimi ve kurumsal destek gibi
etkiler, bu gazetelerin icerik stratejisi, maliyet yapisi ve reklam geliri kaynagi kullanimina
onemli bir katki da saglamaktadir. Tiirkiye’de Dogan yayin Grubu’nun ¢ikardigi 20 dk. buna
ornek gosterilebilir.

Tablo 2 ve Sekil 2 iicretsiz gazetelerin yukarida agiklanan is modelindeki temel
ozelliklerin etkilesimini ve dinamiklerini gostermektedir. Bu ¢er¢evenin olusumunda dagitim
kanali belirleyici bir rol oynamaktadir; gazete, dagitim kanallarini belirleyerek reklam veren
icin cazip okuyucuyu 6nceden se¢mekte ve buna bagli olarak da zaman i¢inde yiiksek kaliteli
reklamvereni kendine ¢ekmektedir. Bu etkilesim zinciri de, igerik stratejisini, formati, maliyet
yapisim ve kurumsal kaynak mekanizmasim belirlemektedir. Ucretli gazetelerde editoryal
icerik ne tiir okuyucuya ve reklama yonelebileceklerini belirlerken, dagitima dayali model
daha farkl bir yaklagimla, editoryal icerige daha az para harcama ve dogru bir dagitim sistemi
kurarak daha fazla para (reklam geliri anlaminda) kazanmay1 hedeflemektedir.

Tablo 2 - Dagitima Dayah Modelle Icerige Dayali Modelin Karsilastirilmasi

Dagitima Dayali Model icerige Dayali Model

Gelir Kaynagi Reklam Geliri Reklam, bayi satiglari, abonelik

- Kiiglik yazi isleri kadrosu

-Baski ve bazi igerikte dis -Blytik yazi isleri kadrosu

-Kendi baski tesislerini kullanma

Maliyet Yapisi kaynak kullanimi ; .
. . -Baski ve personel (icretleri
-Baski ve dagitim temel maliyet .
temel maliyet unsurlari
unsurlari

-Dustik sinerji olasiligl
-Pazara girmek igin yiksek
baslangic yatirimi

-Ana sirketle ve/veya ulastirma
Kaynak Mekanizmasi operatorleriyle sinerji
-Kiguk baslangig yatirimi

-Daha yash

-Nufus dagilhimi

-Gazete turtne (elit/kitle) bagh
-Erkek okur agirlig

-Geng, kentli, daha iyi egitimli
Miisteri -Calisan, daha yiksek gelir
-Cinsiyet dengesi

-Cogunlukla toplu ulasim

. sistemleri -Bayi satislari
D Kanal : . . .
agitim Kanal -Insanlarin yogunlastig bazi -Abonelik
noktalar ve konutlar
i(,‘erik Stratejisi -Basit, kisa, 6z -Kapsamli, hacimli ve
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-Enformasyon temelli

-Hizl tiiketime gore hazirlanmis
-Haber toplama kaynagi diger
medya

derinlemesine

-Haber ve yorum birlikte

-Uzun sureli tiketim ve
paylasim

-Yerel haber toplamada
cogunlukla kendi muhabirlerini
kullanma

Format Sitili

-Tabloid, kigik
-Daha segici ve etkin reklam
araci

-Bliytk boy, kalin

-Okur igin iyi, ancak
reklamveren beklentilerini her
zaman tam karsilayamayabilir

Kaynak: So ve Lee, 2007: 11.

Sekil 2 - Dagitima Dayah Gazetecilik Modelinde Bilesenler Arasindaki Miskiler

Dagitim

Reklam
Geliri

icerik ve
Format

Maliyet
Yapisi

Kurumsal

Kaynak

{k

Kaynak: So ve Lee, 2007: 12.

4.3. Big:im, Icerik ve Editoryal Acidan Farklhihklar
Ucretsiz gazeteler, licretlilere gore daha az sayfa sayisina sahiptir ve genelde daha az
haber sunmaktadir; ¢ogunlukla tabloid veya daha kiiclik formatta basilmakta; okuyucuya

Mekanizmasi
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ticretli gazeteler kadar zengin ve farkli bir igerik sunmamakta; siyaset ve uluslararasi iliskiler
alaninda daha az haber yer almaktadir.

Biiyiik bir ¢ogunlugu sadece hafta ici giinler (Pazartesi’den Cuma’ya) yayimlanip,
dagitilmakta, hafta sonlar1 yayimlanmamaktadir. Yaz tatili doneminde, o6zellikle Giliney
Avrupa’da bircok ticretsiz gazete toplu olarak yayimlarina ara vermektedir.

Bununla beraber, Isveg, Italya, Izlanda ve Hollanda’da hafta sonlari ¢ikan iicretsiz
gazeteler de vardir. Daha kiigiik formatlar da bulunmakla birlikte, tabloid (kiigiik gazete) en
yaygin formattir. 11k yillarda, iicretsiz gazeteler esas olarak toplu tasim sistemlerinde: metro,
tren, otobiis, havaalanlar1 ve vapurlarda dagitilmaktaydi. Ucretsiz gazeteler arasinda rekabet
artikga, aligveris merkezleri, iiniversiteler, postaneler, park yerleri, hastaneler, benzin
istasyonlar1, lokantalar ve aligveris yerlerine yakin toplu tasim noktalar1 gibi alternatif dagitim
noktalar1 da kullanilmaya baglanmistir. Danimarka, Hollanda, isvicre ve izlanda gibi bazi
iilkelerde de evlere dagitim yapilmustir ve hala yapilmaktadir (izlanda). (Bakker, 2002b: 182)

Ucretsiz gazetelerde yer alan haber igeriginin onemli bir kismi, ajans haberlerine
dayanirken, iicretli gazeteler kendi haber kaynaklari ve kadrolart ile orijinal igerik
tiretebilmektedirler.

Ucretsiz gazetelerde ¢alisan gazeteci sayis1 daha azdir ve deneyim olarak daha genc
bir kadro ile ¢calismaktadirlar. Ornegin Metro International 2006 yilinda toplam 500 gazeteci
ile 20 tilkede, 70 gazete yayimlayabilmistir. (Metro International, Annual Report 2007)

Bunlarin yaninda, licretsiz gazetelerdeki haber sayisi, aslinda tiicretli gazetelerden az
degildir. Eksik olan, kdse yazilar1 ve yorum yazilariyla, derinlemesine haber sunumu ve
analizidir. Ucretli gazetelerin yayim formati, giiniimiizdeki geng niifusun online gazetelerdeki
gazete okuma aligkanliklarina uygundur: Haber bashiginin altinda kisa ve 6z bir sekilde
sunulmus haber icerigi. Gazeteleri Internet ortamindan takip eden okuyucunun da aslinda
bekledigi bu sekilde, bir bakista gérebilecegi bir igeriktir. “Online okuyucu haberi okumaktan
cok “taramaktadir” (scanning); ilgi duydugu bir haberi gérdiigiinde de onun icerigine
yonelmektedir” (Foust, 2005: 144). Ucretsiz gazete okuyucularinin énemli bir boliimiinii geng
niifusun olusturdugu gercegi de gdz O6niinde bulunduruldugunda, bu gazetelerin is modelinin
ve okuyucuya erisim hedeflerinin dogru ve gercekei oldugu soylenebilir.

4.4. Ucretli ve Ucretsiz Gazetelerin Giiclii ve Zayif Yénleri:

-Ucretli Gazeteler:

Giiclii yonleri: Diizenli bir okuyucu kitlesine ve gii¢lii bir yerel icerige sahip olmalari,

taninmislik, giincel gelismeler ve diinya olaylar1 {izerine analiz ve yorumlara ¢ok genis

bir sekilde yer vermeleri, perakende pazari ve seri ilanlar i¢in birincil mecra konumuna
sahip olmalari.

Zayif yonleri: Ucretli olmalar1 ve okunmalarinin daha zor olmasi.

Bunun yaninda, iicretli gazetelerin kendi okurlarini, arasira okuyanlar ve hi¢ okumayanlarin
iicretsiz gazetelerin diizenli okuyucular1 olmalar1 sayesinde zamanla arttirma sans1 da vardir
ve mevcut yayim yapilarini yine kendilerinin destekleyecegi bir iicretsiz gazete ile
degerlendirerek her zaman kullanma olanagina sahiptirler. Elbette ki, ara-sira gazete satin alan
okurlar1 ve potansiyel reklam payinin bir kismini iicretsiz gazetelere kaptirma tehdidiyle de
karsilasabilirler.

-Ucretsiz gazeteler:

Giiclii yonleri: Kolay erigim, iicretsiz olmalari, kolay okunabilmeleri, her giin ¢ok

sayida kisiye ulasabilmeleri ve onlar tarafindan okunmalari, i¢inde yer alan

reklam/ilanlarin toplu ulagim araglarindaki bir¢ok reklamdan daha etkili olmasi.

Zayif yonleri: Orijinal icerige sahip olmamalar1 veya ¢ok az olmalari, sinirh yerel

haber ve sinirl1 bir dagitim ag.

Ucretsiz gazeteler, ara-sira okuyanlara diizenli bir sekilde erisim i¢in yeni olanaklar sunmakta,
hi¢ okumayanlar1 okuyanlara déniistiirmekte ve yeni reklam satislar1 yaratmaktadirlar. Ucretli
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gazetelerin iicretsiz iirlinlerinin, eklerinin ve toplu ulasim araglarinda (sistemlerinde) son
zamanlarda goriilmeye baslayan sayisal yayinciligin tehdidiyle karsilasabilirler. (Picard, 2001:
170)

5. Geleneksel Gazetelerin Tiraj Kaybinda, Ucretsiz Gazetelerin Etkisi

Ucretsiz Gazetelerin gercekten iicretli gazetelerin tiraj kaybima ve sayica azalmasina
neden olup olmadigini daha iyi analiz edebilmek icin bu gazetelerin ortaya ¢ikisindan 6nceki
donemlere bakmakta yarar vardir.

Ucretli gazetelerin goriilmeye basladigi 1990’larin ortalartyla, hem say1 hem de tiraj
olarak 6nemli bir gelisme gosterip zirve yaptiklart 2000°lerin ortalarina kadarki yaklasik on
yillik bir donemde, licretli ve licretsiz gazetelerin tirajlart incelendiginde ilk bakista ortaya
sOyle bir goriinlim ¢ikmaktadir: 1995 ve 2006 yillar1 arasinda 6zellikle Avrupa’da ticretli
gazeteler 14 milyon tiraj kaybi yasarken, ilicretsiz gazetelerin tiraji 28 milyondan fazla
artmistir. Yine Avrupa’da 2007 yilina gelindiginde (yaklasik son 11-12 yillik donem iginde),
licretsiz gazetelerin toplam pazar pay1 yilizde 25’in lizerine ¢ikmistir (Bakker, 2008b).

Boyle bir karsilastirmayr Diinya c¢apinda degerlendirebilmek icin yeterli verinin
olmayist ve bu yonde yapilmis simirli sayida arastirmanin daha c¢ok Avrupa iilkelerini
kapsamasi; bunun yaninda, Diinya {icretsiz gazete pazarinin iigte ikisine yine Avrupa’nin
sahip olmasi nedeniyle buradaki karsilagtirma, {icretli ve iicretsiz gazetelerin Avrupa’daki
tirajlariyla, licretsiz gazetelerin gelisim siireci birlikte degerlendirilerek (ve Ozellikle 1995-
2006 yillar1 arasi dikkate alinarak) yapilmustr.’

Tablo 3, Avrupa’daki 17 iilkenin mevcut iicretsiz gazete sayilar1 ve pazar paylarini
gostermektedir.® Ucretsiz gazete tirajlar1 2006°da biiyiik bir gelisim gdstermistir. 2005 ile
kiyaslandiginda, Avrupa’da yilizde 68’lik bir tiraj artis1 goriilmiis; ancak, 2007’deki biiylime
yiizde 13 ile daha sinirl olmustur (Bakker, 2008b).

Tablo 3 - Ucretsiz Gazetelerin Avrupa’daki Gelisim Siireci (1995-2006)

Ulkeler Ik Yayim Tarihi Pazar Pay1 (%) | Gazete Sayisi (2006)
Isvec Subat 1995 28 4
Finlandiya Nisan 1997 10 2
Cek Cumbhuriyeti Temmuz 1997 38 4
Macaristan Eylil 1998 19 1
Britanya Mart 1999 12 9
Hollanda Haziran 1999 19 4
Isvicre Aralik 1999 34 6
Ispanya Subat 2000 55 32
Italya Temmuz 2000 46 9
Belcika Ekim 2000 14 1
Yunanistan Kasim 2000 27 4
Polonya Kasim 2000 14 2
Avusturya Mart 2001 26 5
Izlanda Nisan 2001 81 2
Danimarka Eylil 2001 62 11
Fransa Subat 2002 24 8
Portekiz Kasim 2004 36 3

Kaynak: Bakker, 2008b

14



Mehmet Oz¢aglayan

Asagidaki degerlendirmede, Avrupa’daki tilkeler dort farkli boliime ayrilarak
incelenmistir: Kuzey Avrupa (Isveg, Finlandiya, Danimarka, izlanda ve Norveg); Orta Avrupa
(Britanya, Avusturya, Almanya, Liiksemburg, Isvicre, Hollanda ve Belgika), Dogu Avrupa
(Cek Cumbhuriyeti, Macaristan ve Polonya) ve Giiney Avrupa (Ispanya, Yunanistan, italya,
Fransa ve Portekiz). Ucretsiz gazeteler, Almanya’da sadece 1998-2001 arasinda, (500 bin tiraj
ve ylizde 2’lik bir pazar payi ile) ve Liiksemburg’da 2007’ ye kadar goriilmiisken, Norveg’te
iicretsiz gazete bulunmamaktadir. Giiney Avrupa’da da Portekiz, ilk iicretsiz gazeteleri 2004
sonlarinda gérmeye baglamistir.

Bu iilkeler arasindaki ayrim yalnizca cografik anlamda degil, okuma aligkanliklarina
gore de degerlendirilmistir. Kuzey iilkelerinde okuma aligkanligi daha yayginken, Giliney
Avrupa’da bu oran diismektedir. Dogu Avrupa’da ise Polonya ve Macaristan, Cek
Cumhuriyeti’ne gore daha diisiik bir okuma oranina sahiptir (Bkz. Tablo 4). Tablo 4’te erisim
verisinin sadece 2001 ve 2002 yillarin1 kapsayacak sekilde degerlendirilmesinin nedeni, daha
sonraki yillarda okunma oranlari ile ilgili verilerde bazen biitiin gazetelerin (iicretsiz olanlar
dahil) kullanilmaya baglanmis olmasidir. Bu yiizden burada sadece iicretli gazete okunma

oranlar1 gosterilmistir.
Tablo 4 - Avrupa’da Giinliik Gazete Erisim Oranlar1 2001-2002 (%)

Ulkeler Erisim (%)
Isvec 88.0
Finlandiya 86.0
Norvec 86.0
Izlanda 80.5
Almanya 71.3
Danimarka 74.5
Isvicre 73.1
Hollanda 66.1
Liiksemburg 63.5
Britanya (Ulusal)* 50.4
Belgika 50.0
Cek Cumhuriyeti 50.3
Italya 40.1
Ispanya 37.4
Portekiz 37.0
Polonya 31.7
Fransa 314
Macaristan 30.1
Yunanistan 18.2

*Britanya’da yerel gazete okunma orani % 31,1°dir. Yerel ve ulusal gazetelerin birlikte okunmasindan dolay1
toplam okunma orani1 yukaridaki tabloda yiiksek ¢ikmustir.

Kaynak: World PressTrends (2002, 2003) aktaran Piet Bakker, 2008b.

5.1. Ucretli Gazete Tirajlar

Avrupa’da 1995 ile 2006 arasinda iicretli giinliikk gazetelerin tiraji ortalama yiizde 14
azalmis; Almanya ve Britanya gibi iki biiylik pazarda diisiis daha da dramatik olmustur:
Almanya’da yiizde 17 ve Britanya’da ylizde 19. En {istte yer alan diger bes pazar biraz daha
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iyi bir performans gdstermis; Fransa’da tiraj yiizde 12, italya’da yiizde 7 diiserken, Ispanya’da
ylizde 3 ile daha hafif bir diisiis yasanmistir. Britanya ve Almanya’nin yaninda, Hollanda,
Danimarka, Yunanistan ve Liikksemburg ortalamanin iizerinde bir diisiis yasarken, Avusturya,
[rlanda ve Portekiz’de tiraj artis1 goriilmiistiir. Polonya, Cek Cumhuriyeti ve Macaristan’da
icretli tirajda biiyiik bir diislis goriilirken, Dogu Avrupa’daki diger iilkeler (tiraj verisi
degerlendirilen bu donem siiresince birkag yil icin eksik oldugundan) tabloda yer almamistir.
Bu iilkelerdeki tiim veri degerlendirildiginde her yil yiizde 1-2’lik bir azalma egilimi
goriilmektedir (Bakker 2008b). Ayn1 donemde, 6zellikle Orta Avrupa ve Dogu Avrupa’da
daha biiyiik bir tiraj kayb1 yasanmistir. (Bkz. Sekil 3)

Sekil 3 — 21 Avrupa Ulkesindeki Ucretli Gazete Tiraji (1996-2006)

120,000

100,000

Kaynak: (Bakker, 2008b)

5.2.

Ucretsiz Gazetelerin Yiikselisi

Dogu Avrupa

Kuzey Avrupa

Orta Avrupa

Glney Avrupa

JiUL

Avrupa’da tcretsiz glinlik gazetelerin tiraji, 1995’te 231 bin iken, 2000 yilinda 5,5
milyona ve 2006’da 26 milyona; 2007 sonunda ise, 31 iilkede 133 gazete 338 baski (edition)
ile 28 milyona yiikselmistir (Bkz. Tablo 5).

Tablo 5 - Ucretsiz Gazetelerin Avrupa’daki Gelisim Siireci (1995-2007)

Yillar | 1995 | 1996 | 1997 | 1998 | 1999 | 2000 | 2001 | 2002 | 2003 | 2004 | 2005 | 2006 | 2007

’(1353; 231 | 249 | 558 | 918 | 2.711 | 5.542 | 8.071 | 8.851 | 8.768 | 11.109 | 15.400 | 26.280 | 28.862
Ulkeler 2 2 10 14 17 16 16 19 24 29 31
Say1 2 2 16 29 35 35 40 63 81 129 133
Baski 4 3 25 46 61 70 83 128 200 313 338

Kaynak: Bakker, 2008b.
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1998’de yavas bir baslangi¢ doneminden sonra Avrupa’da biiyiime 1999°da baslamis ve 2001
yilindaki ekonomik durgunluk doénemine kadar devam etmistir. Tirajlar 2003’e kadar sabit
kalmis, ancak daha sonra tekrar hizla ytikselmistir. (Bkz. Sekil 4)

Sekil 4 — Avrupa’daki Ucretsiz Gazeteler (1995-2006: Tiraj, Ulke ve Gazete Sayis)

160 30,000
140 4
.+ 25,000
120 4
-+ 20,000
100 - |
80 4 - 4 15,000
60 4
-+ 10,000
-+ 5,000
-0
Te] =] ~ @ [=] =] - 2] [} - 3 = ~
(=] [=;] [=;] (=] [=;] (=] (=] (=] (=] Q (=] (=] (=]
(=] [=] [=] on [=] (=] [=] [=] (=] [=] [=] (=) [=]
— — — — — 2t o~ 3] 2’ o~ ™ o™ ™
Ulkeler mmmm— Gazeteler Tiraj AAAA

Not: Sol eksen, lilke ve gazete sayilarini; sag eksen, tiraji gdostermektedir.

Kaynak: Piet Bakker, 2008b.

Kisa bir siirede, yayima baslayan gazete sayis1 licretli gazetelerin ¢iktig1 iilke
sayisindan ¢ok daha hizli artmaya baglamistir. Bu gelisme s6z konusu iilkelerde, ayni
zamanda lcretli gazeteler arasindaki rekabetin arttigina da isaret etmekteydi. Aslinda rekabet
birgok tilkede gortilityordu, ¢iinkii 2006 yil1 itibariyle Belgika, Macaristan, Baltik iilkeleri ve
Sirbistan hari¢ Avrupa’da bir licretsiz gazete tekeli bulunmamaktaydi.

Avrupa’da iicretsiz gazetelerin toplam pazar pay1 2006 yilinda ylizde 24’e ulagmustir.
Bu pay, Almanya’da yiizde 1 ile Izlanda’da yiizde 80 arasinda degismektedir. 2006°da iic
iilkede hafta ici giinlerde, iicretliden ¢ok iicretsiz gazete yayimlanmaktaydi. Portekiz de
2007°de bu gruba dahil olmustur. Yine Avrupa pazarinda, Yunanistan, Hirvatistan, Letonya,
Portekiz, Fransa, Isvigre, Slovenya ve Isveg¢’te iicretsiz gazeteler en yiiksek tiraja sahip
gazeteler olmustur. Sirbistan ve Rusya’da licretli gazete tirajlariyla ilgili bir bilgi
olmadigindan, bu tilkelerde pazar paylar1 hesaplanamamustir.

6. Ucretsiz Gazetelerin ikame Etkisi

Kuzey Avrupa’da iicretsiz gazeteler ilk olarak, daha &nce de belirtildigi gibi Isveg,
Stokholm’de 1995°te ¢ikmaya baglamistir. Stokholm’deki tiraj zaten 1995°ten dnce diismeye
baslamis ve azalma 1996°da hiz kazanmist1 (Bakker, 2008b). Ucretsiz gazetelerin sayis1 ve
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tiraj1 artmasina ragmen, iicretli gazetelerin tiraji yiizde 1-2’lik bir oranla diismeye devam
etmis ve 2001 ile 2004 arasinda sabit bir diizeyde kalmis; daha sonraki iki yilda kiigiik bir
azalma goriilmiistiir. Finlandiya’da da benzer bir gelisme goriilmiistiir. Ucretsiz gazeteler
heniiz yokken diisiik bir oranda azalma goriilmiisse de izleyen donemde ek bir azalma tespit
edilmemistir.

Ucretsiz gazetelerin daha yiiksek bir pazar paymna sahip oldugu iilkelerden
Danimarka’daki goriiniim biraz daha farkli olmus, ¢iinkii azalma diger iki lilkeye gore daha
yiiksek seyretmistir. Ancak, iicretsiz gazetelerin olmadigi donemde de iicretli gazete
tirajlarinda azalma goriilmekteydi. Sonug olarak, bir ikame etkisi varsa bu da ¢ok diisiik bir
oranda olmustur. Izlanda’da ise, baslangicindan itibaren {icretsiz gazetelerin yiiksek bir pazar
payina sahip olmas1 ve iicretli gazetelerin dnemli Olciide tiraj kaybi yasamasiyla daha farkli
bir goriiniim ortaya ¢ikmustir. Bu gériiniime bakilarak Izlanda’da ikameden s6z etmek
miimkiindiir. Ucretsiz gazetelerin olmadig1 Norveg’te (iicretli) gazete tirajlari, 6zellikle son
dort yilda daha fazla olmak iizere diisiis gostermistir.

Dogu Avrupa’ya bakildiginda ise 6zellikle Cek Cumhuriyeti ve Polonya’da {icretli
gazete tirajlarindaki ani degisimler yliziinden goriintli biraz bulaniklagmakta; yine de, iicretsiz
gazetelerden dolayi tiraj azalmasi olduguna dair net bir gosterge bulunmamaktadir. Burada
degerlendirilen {i¢ iilkede de ilicretsiz gazetelerden once de, iicretli gazete tirajlarinda 6nemli
bir azalma s6z konusu olmustur.

Orta Avrupa daha kararli bir goriiniim vermistir: Hollanda ve Isvicre’de, iicretli
gazetelerin pazara dahil olmasindan sonraki ilk {i¢ yil icinde neredeyse hi¢ azalma olmamus,
ancak son yillarda 6nemli bir azalma goriilmiistiir. Belgika’da ikinci ve tigiincii yillarda bir
ikame etkisinden soz edilebilse de, sonraki yillarda bunun daha az oldugu goézlenmistir.
Britanya’da bir etki varsa da, bu daha geg, besinci ve altinci yillarda goriilmiistiir. Avusturya
verisinin yorumlanmasi, lcretli gazete tirajlarinin kararsiz bir goriiniim sergilemesinden
dolay1 daha zor olmustur. Ancak, yine de iki yil i¢cinde 700 binden fazla bir tiraj kaybinin
nedeni, 150 binlik (o da denetlenmemis) bir tiraja sahip olan licretsiz gazete U-Exrpess’e
atfedilemez (Bakker 2008b). Almanya ve Liiksemburg verisi, iicretsiz gazetelerin olmadigi
tilkelerin de ticretli gazete tirajlarinda diisiis yagsadigini gostermistir.

Giiney Avrupa’da da Tcretsiz gazetelerin tirajlar iizerinde Onemli bir etkisi
goriilmemistir. Ucretsiz gazetelerin yiiksek bir pazar payma sahip oldugu iilkelerden
Ispanya’da hicbir etki goriilmezken, Yunanistan’da iicretli gazetelerin, iicretsiz gazetelerin
¢ikisindan sonra daha iyi bir performans gosterdikleri gdzlenmistir. Italya’da iicretli ve
iicretsiz gazeteler arasinda fark edilebilir bir etki goriilmezken, Fransa’da 2002’de bir azalma
s6z konusu olmustur ve azalma son iki yilda az bir oranda artis da gostermistir. Ucretli gazete
tirajlarindaki ani hareketlerden dolay1r Portekiz verisini anlamlandirmak kolay olmamakla
birlikte, ikame olduguna dair ikna edici bir kanit da bulunamamustir.

Avrupa’daki biitlin iilkeler bir arada degerlendirildiginde ortaya tutarli, uyumlu bir
tablo ¢ikmaktadir: Ucretli gazete tirajlarinda, tirajlarin hemen hemen sabit kaldigi 2001 yili
harig, her yil ylizde 1-2’lik sabit bir azalma s6z konusu olmustur. Ancak bu azalma, yillara
gore farklilik gosteren {licretsiz gazete tirajlarindaki artigtan etkilenmis goziikmemektedir.
(Bkz. Sekil 5)

Sekil 5 — 21 Avrupa Ulkesindeki Ucretli/Ucretsiz Gazete Tirajlar
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Kaynak: Bakker, 2007.

Eldeki veri degerlendirildiginde ikamenin oldugu tek iilke olarak izlanda g&riilmiistiir.
Danimarka, Hollanda, Isvi¢re’nin yaninda biraz da Belgika ve Fransa’da iicretsiz gazetelerin
cok az diizeyde bir etki yarattigina yonelik gostergeler de vardir, ancak bu da ¢ok az diizeyde
kalmigtir. Dogu Avrupa’daki veriden de ikameye yonelik bir sonug¢ c¢ikarmak miimkiin
goriinmemektedir.

Bunun yaninda, iicretsiz gazetelerin hi¢ bulunmadigi pazarlarda da gazete tirajlari
diismektedir; bu yiizden o iilkelerde ikameden s6z edilemeyecegine gore, licretsiz gazetelerin
ticretlilerin tirajlarinin diismesine neden oldugunu ve giderek onlarin yerini aldigini (bugiin
icin) sdylemek de dogru olmayacaktir.

Mevcut veri degerlendirildiginde, Ticretsiz gazetelerin toplam tirajinin tcretli
gazetelerin toplam tiraj kaybindan ¢ok daha yiiksek oldugu da goriilmektedir ki; bu da, iicretli
ve lcretsiz gazetelerin birlikte okunmasimin veya sadece iicretli gazetelerin okunmasinin
ikameden daha yaygin oldugunu gostermistir. Okuyucu sayist agisindan pazar kaybi ¢ok
diisiik diizeyde kalirken, esas rekabet ve bir ol¢iide de ikame, reklam pazarinda olugsmaktadir.
Amerikan Basin Enstitiisii’niin (American Press Institute) 2006’ daki raporuna (N2 Newspaper
Next; the Transformation Project) gore, licretsiz gazetelerin iicretlileri ikame etmesinin heniiz
alt diizeyde oldugu, ancak bunun giderek artacag belirtilmektedir (Bakker, 2008b).

Yapilan siirli sayida arastirma ve eldeki veri, iicretsiz gazetelerin, iicretlileri ikame
etmesinin heniiz s6z konusu olmadigini gosterirken, ortaya cikan tablo aslinda iicretsiz
gazetelerin ¢ogunlukla kendi aralarinda rekabet ettiklerini ve mevcut licretsiz gazetelerin
okuyucu sayisinin, pazara yeni gazeteler girdik¢ce azalmakta olduguna isaret etmektedir. (Bu
konu izleyen boliimlerde daha genis degerlendirilecek ve tartisilacaktir). Bazi iilkelerde,
ikamenin ¢ok az diizeyde olduguna yonelik veri mevcutsa da, genelde ikame oldugunu
destekleyecek net bir veri ve bu yonde bir arastirma heniiz bulunmamaktadir. Bunun yaninda,
konu yeni oldugu i¢in, yine uzun donemli gelismeler heniiz arastirilamamistir.
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Diger medya tiirleri i¢in de ikame olduguna yonelik bir veri yoktur. Geleneksel yayin
medyast ve yeni elektronik medyanin ikameden c¢ok birbirini tamamlamasi s6z konusudur.
Medya tarihi iizerine yapilan aragtirmalar da her zaman gdstermistir ki, medya aslinda
tamamen ortadan kalkmamakta, sadece fonksiyonu ve kullaniminda bir degisim gecirmesi s6z
konusu olmaktadir.

Bu konuda bir baska tartisma, ticretsiz gazetelerin iicretliler i¢in bir tehdit olusturup
olusturmadig: iizerine yapilmaktadir. Ucretli gazetelerin arkasindaki biiyilk medya
gruplarinin, iicretsiz gazetelerin ortaya ¢ikmasinin kendi gazetelerinin tiraj kayiplari iizerinde
onemli bir rol oynadigma yonelik degerlendirmeleri de vardir; ancak, iicretli gazetelerden
onceki veri degerlendirildiginde bu sav da gegersiz kalmaktadir. Ornegin, Avrupa’nin en
yiiksek tirajli gazetesi olan Almanya’daki Bild Zeitung’un yayimcist Alex Springer’in bir
sozciisii, “Ucretsiz gazetenin olmadig1 her giin, iyi bir giindiir” demistir. Avrupa’nin ikinci en
bliylik gazetesi olan The Sun’in sahibi Rupert Murdoch, gazetesinin iicretsiz giinlik gazete
Metro’yla olan rekabetinde 30-40 binlik bir tiraj kaybi tahmini yapmistir (Bakker, 2008b).
Tam da bu noktada, iicretsiz gazetelerin ortaya ¢ikmadigi doneme bakildiginda, “licretsiz
gazetesiz gecen glinlerin iy1 giinler” oldugunu sdyleyen Alex Springer’in Bild Zeidung’unun
1995°deki 4.5 milyonluk tiraji, 2006’da 3.7 milyona gerilemisti ve bu déonemde heniiz iicretsiz
gazetelerin rekabeti yoktu. The Sun ise, Britanya’da {icretsiz gazeteler heniliz pazara
girmemisken, (1995°teki 4.1 milyondan, 1999°daki 3.6 milyona) yarim milyon okurunu
kaybetmis ve daha sonraki 7 yillik déonemde de bir yarim milyonluk tiraj kaybi daha
yasamistir. (Bakker, 2008b)

Kuramsal diizeyde degerlendirildiginde de, ticretsiz gazetelerin ortaya cikisi ve
yiikselisiyle, licretli gazetelerin sorunlar1 arasinda dogrudan bir iliski oldugunu gdsteren net
bir veri bulunmamaktadir. Bir iliski kurulacaksa, bu da {icretsiz gazetelerin daha dnce gazete
okumayan okuyuculart ¢ektigi olmalidir ki, aslinda bu durum toplam gazete okur sayisini
yukar1 ¢eken olumlu bir gelisme olarak degerlendirilmelidir.

Ortaya ¢ikan genel tablo, ticretli gazetelerin tiraj ve sayica azalmalar1 konusunda baska
etkenlerin aranmasi gerektigini gostermektedir ve burada ilizerinde durulmasi gereken asil
nokta da budur. Avrupa ve A.B.D.’de okur sayilar1 azalmaktadir, ¢linkii gen¢ okuyucular
yaglilarla esit derecede gazete okuma egiliminde degillerdir. 35 yasin altindaki okuyucularin
yiizdesi neredeyse her Bati iilkesinde azalmaktadir (WAN World Press Trends, 2007). Geng
insanlarin neden gazete okumadigi farkli nedenlere dayanabilir, fakat mobil hizmetlerin
yayginlagmasi, televizyon, bilgisayar oyunlari, cep telefonlar1 ve Internet gibi yeni ortam, arag

ve “eglence” kaynaklarmin giderek artan kullaniminin burada 6nemli bir rol oynayabilecegi
de degerlendirilebilir (ki bu da ayr1 bir aragtirma konusudur).

Ucretsiz gazetelerin (tiraj anlamindaki) basarisi igin baska agiklayici nedenlerden de
sOz edilebilir. Burada, iicretli gazetelerin yiiksek maliyeti bir rol oynayabilir ve bu anlamda
bir ikame s6z konusu olabilir. Tekil gazete satislarinin (single copy sales) pay1 da burada
onemlidir; bir gazete satin almak, yillik aboneligi sona erdirmekten daha ucuz ve kolaydir. Bir
baska yon de, dagitim bi¢imidir, iicretsiz gazetelerin evlere dagitilmasi ikameyi kolaylastirir.
Yine, eger licretsiz gazetenin igerigi tlicretli olan kadar zenginlesirse ikame ¢ok daha
muhtemeldir.

Ucretli gazete fiyatlarinin ve abonelik bedellerinin yiiksek oldugu fiilkelerde,
gazetelerin izledigi fiyat politikasi, dagitim faktorleri ve igerik de, licretli gazetelerin okur
kaybetmesinde 6nemli bir rol oynayabilmektedir. Ornegin, Danimarka, Avrupa’nin en yiiksek
gazete fiyatlarina sahip {ilkesidir. Danimarka’da evlere iicretsiz olarak dagitimi yapilan ve
ticretli gazetelere ciddi bir alternatif olarak ortaya ¢ikan Nyhedavisen’in (yazi isleri miidiirii
olan David Trads, Danimarka’dan Avusturya’ya kayak tatiline giden iki yetigkinin
harcayacagi para 702 dolarken, Danimarka’daki ticretli bir gazetenin (Politiken), yillik
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abonelik bedelinin 703 dolar olmasinin, okura ciddi bir maliyet getirdigini belirtmistir.
(2007).

Ormnegin, izlanda’da iicretsiz gazeteler, iicretli gazetelerle karsilastirilabilecek kadar
zengin bir igerikle ve kapsamli olarak (80 sayfadan fazla), haftanin yedi giinli baskentte ve
cevre bolgelerde evlere dagitilmaktadir. Bu gelismelerin bir sonucu olarak, 2006 yilinda
licretsiz gazetelerin Danimarka’da pazar pay: yiizde 62 ve Izlanda’da yiizde 81 olmustur
(Bakker, 2008b).

Ucretli gazetelerin gelisimi ile iicretli olanlarmn tiraj kaybr arasinda bir ikame iligkisi
s6z konusu degilse, bu sonug {icretsiz gazetelerin iicretli olanlar tarafindan daha once
erisilmemis bir okuyucu kitlesi buldugunu gostermektedir ki, bu ¢alismada degerlendirilen
Avrupa iilkelerindeki veri de aslinda bunu dogrulamaktadir. Ucretsiz gazeteler, iicretlilere
gore “daha hafif” bir haber igerigine sahip olmasina ragmen okuyucu bulabilmektedir ve
iicretsiz gazeteleri okuyanlar arasindaki 6dnemli bir kitleyi de, iicretsiz gazeteler disinda hig
gazete okumayanlar olusturmaktadir. Bu durumu, gazete pazarindaki degisimi okur etkisi
acisindan daha net bir sekilde belirleyebilmek icin gelistirilen, “ikame/birikim”
(substitution/cumulation) modeli {izerinden degerlendirerek agiklamak yararl olacaktir.”

Gazete pazarina yeni bir ‘gazete’ (6rnegin licretsiz bir gazete) girdigi zaman, yeni iiriin
okur potansiyeli a¢isindan dort farkl etki yaratabilmektedir:

- Ucretli gazete okurlari, (ara sira bu iicretsiz gazeteyi de okumakla birlikte), gazete
okuma davranislarin1 degistirmemekte, esas olarak alistiklar1 ticretli gazeteleri
okumaya devam etmekteler;

- Okurlar, yeniyi eskiye tercih etmekteler (ikame/substitution); daha o6nce okuduklari
gazeteleri birakarak bu yeni iiriinii okumaya baglamaktalar; ¢iinkii “format ve igerik
olarak birbirlerinin olduk¢a benzeri” oldugunu diisiinmekteler, (Picard, 1989, s.
30’dan aktaran, Bakker, 2002a);

- Okurlar her iki iiriinii de okuyabilmekteler (birikim/cumulation: Cumulation: Ucretli
ve licretsiz gazeteleri birlikte okumak);

- Uriin, (daha 6nce hi¢ gazete okumayan) yeni okurlar ¢ekebilmektedir.

Daha onceki boliimlerde verilen ticretli ve iicretsiz gazeteler arasindaki farkliliklar ve
yine Sekil 1°deki modelin de yorumlanmasiyla, iicretsiz gazete okurlarini, ikame/birikim
modeliyle kisaca ii¢ kategoriye ayirmak miimkiindiir:

Hig gazete okumayip, simdi sadece licretsiz gazeteleri okuyanlar (substitution);
Hem ticretli hem de iicretsiz gazeteleri okuyanlar (cumulation);
Gecgmiste hig ticretli gazete okumayanlar (yeni okurlar)

Okur etkisi acisindan, kisa vadede yukaridaki gelismeler ortaya ¢ikabilirken, uzun
vadede ise licretsiz ve licretli gazete (her ikisini birden) okuyanlar, sadece ticretli veya licretsiz
gazete okumaya ydnelebilmektedir. Ote yandan, “yeni okurlar” zamanla iicretli gazeteye de
yonelebilmektedir. Bu gelisme de iicretli gazetelerin yeni okurlar kazanmasina yol
acmaktadir. “Yeni medyanin (medium) yeni kullanicilar ¢ekmesi beklenen, dogal bir
gelismedir. Londra’daki Metro’nun okurlariin yaris1 daha 6nce hi¢ gazete okumayanlardan
olusmaktadir.” (4rnoud ve Peyrégne, 2002’ den aktaran Bakker, 2002b, s.184)

Ornegin, Associated Newspapers yonetimi Londra’da yayimladiklan iicretsiz gazete
Metro’nun, ayn1 grubun tcretli gazeteleri Evening Standard ve Daily Mail’in satiglarin
gelistirdigini ve kayiplarinin  minimum diizeyde oldugunu ifade etmistir. Associated
Newspapers idari miidiiriic Mike Anderson, “Evening Standard’i Metro’nun iginde satiyoruz
ve ertesi gliniin Daily Mail’i i¢in licretsiz satin alma kuponu veriyoruz” demektedir. Bu
capraz promosyon (cross-promotion) ile yaym grubunun gazetelerinden the Daily Mail’in
Cumartesi niishas1 ve The Mail’in Pazar giinii yayimlanan niishasina daha fazla okuyucu
cekilmektedir. Anderson, Metro okuyucularinin gazeteyi bes is giinlinlin yaklasik tigtinde

21



Mehmet Oz¢aglayan

okudugunu soyleyerek, “Diger iki giin onlarin gazetelerimizden bir digerini satin almalarini
istiyoruz” demektedir (Anderson ve Grant, 2000).

Metro, okuyucularini ayni yayim grubuna ait gazetelerin hafta sonu niishalarina
yonlendirmek anlaminda 6zellikle faydali olmustur; clinkii Metro sadece hafta ici gilinlerde
yayimlanmaktadir. Yayim giinlerindeki bu farkliliktan dolay1 ticretli ve licretsiz gazeteler bir
dereceye kadar hafta i¢i rekabet etseler de hafta sonu boyle bir rekabet olmadigindan, iicretsiz
gazeteler araciligiyla, hafta ici gilinlerde iicretli gazete almayanlari hafta sonu gazetelerine
yonlendirmek dogru bir yayim ve reklam pazarlama etkinligi olabilmektedir. Boylece iicretsiz
gazeteler, devamli gazete almayan okuyucuyu, Pazar giinleri daha kapsamli ve bol sayfali,
aynt zamanda ilaveleriyle birlikte ve icinde ¢ok miktarda reklam/ilana yer verilerek
yayimlanan gazeteleri satin almaya yonlendirmek amaciyla kullanilabilmektedir.

Ucretsiz gazetelerin ortaya cikistyla birlikte 6zellikle Avrupa’da karsilasilan sorunlar
su sekilde 6zetlenebilir:

Ekonomik sorunlar:

Okurlar; yeni ve mevcut firmalar i¢in is modelleri; rekabet; tiraj; yeni ise baglamanin

oniindeki engeller; reklam ve pazarlama;

Hukuki sorunlar:

Adil rekabet; karteller; ‘metro’ iinvanini tagima veya ‘gazete’ ifadesini kullanma

hakki; Avrupa Birligi liyesi olmayan firmalarin yayim yapma, yayimci firmaya sahip

olma hakki; otoriteler ve toplu tasim sistemlerinin adil/hakkaniyetli olmayan
uygulamalari; (Bakker, 2002a)

Cevre sorunlari:

Ucretsiz gazetelerin okunduktan sonra atilmasimin getirdigi kirlilik ve bunun sonuglari;

bu gazetelere kagit saglayabilmek i¢in ¢ok sayida agac kesilmesi; aga¢ ve orman

kaybu.

7. Ucretsiz Gazetelerin, Basarih ve Basarisiz Yonleri

Ucretsiz gazetelerin iicretli olanlar1 ikame edip etmedigi konusunu her iki modelin
tirajlar1, is modelleri ve medya ekonomisi acgisindan degerlendirdikten sonra, aslinda ticretli
gazetelerin de ozellikle kiiresel ekonomik krizin 2007°den baslayarak tiim diinyay1 sarsan
sonuglarindan ne sekilde etkilendigini ve bunun nedenlerini de burada degerlendirmek yararlt
olacaktir. Ucretsiz gazeteler, medya ekonomisi agisindan dogru bir is modeli midir? Ciro ve
karlilik anlaminda basarili olabildiler mi? Son yillarda neden say1 ve tiraj olarak onlar da
kayiplar yasamaya basladilar? Ucretsiz gazeteler varliklarin1 devam ettirebilecekler mi? Bu
sorularin yanitlar1 bu boliimde agiklanmaya ¢aligilacaktir.

Diinyada yaklasik 60 iilkede 240’a ulasan sayilar1 ve giinde toplam 44 milyonluk
tirajlartyla {icretsiz gazeteler gelip gecici bir olgu olmadiklarini kanitlamiglardir. Tiraj ve
okunurluk anlaminda ficretsiz gazeteler medya endiistrisinde gercekten ‘“basarili” bir is
modelidir. Ancak, ciro ve karlilik anlaminda ortaya ¢ikan tablo oldukga farkli bir goriiniim
sunmaktadir. Simdiye kadar ¢ikan 320 gazetenin dortte biri kapanmis durumdadir. Diinya
licretsiz gazete pazarinin lideri Metro International sadece, (licretsiz gazetelerin hem say1 ve
tiraj, hem de erisim/okunurluk oranlariyla zirve yaptigl) 2006 yilinda kar edebilmistir
(Bakker, 2008a).

Diinya’da {icretsiz gazetelerin {icretlilere gore daha ¢ok okundugu nadir iilkelerden
Ispanya’daki dort ulusal iicretsiz gazeteden iicii para kaybetmektedir. Londra’daki iicretsiz
aksam gazetelerinden ikisi birbirleriyle girdigi kiyasiya rekabetten zararla cikmiglardir.
Danimarka’da {icretsiz gazetelerin 2006’da 11 olan sayisi, 2008’de dorde diismiis ve
bunlardan {icii de para kaybetmektedir. Biitlin bu gelismeler ve sonuglari, licretsiz gazetelerin
sektore yeni okurlar kazandiran ve gelir getiren yeni bir tiir gazetenin ve is modelinin
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sunulmast mi, yoksa her an patlayip yok olabilecek bir balon mu oldugu sorusunu akla
getirmektedir.

Ucretsiz gazetelerin ¢ikisinda ve yiikselisinde ©nemli bir kilometre tasi olan
Metro’nun Isveg’te baslayarak gelisen “basari dykiisii” yukarida kisaca 6zetlenmisti. Ancak
bu basar1 dykiisii ¢cok uzun bir zaman ge¢gmeden sona ermeye basladi. Metro’nun Britanya,
Arjantin, Isvigre ve Polonya’da kapandi; Cek Cumbhuriyeti ve Finlandiya baskilari satildi.
Metro International’m Temmuz 2009°da aciklanan ikinci ¢eyrek ekonomik faaliyet
raporunda, reklam kayiplarindan dolayi karlilikta yiizde 83’liikk azalma yasandig: belirtilmistir
(The Business Times, 2009). Metro International’1in 2009un ilk alt1 ayindaki net zarari, 18.9
milyon Euro olmus; satiglar1 2008’e gore yilizde 25 azalmistir (Newspaper Innovation, 2009b)

Diger yayimcilar da benzer deneyimler yasadilar; Metro UK (Associated Newspapers)
ve Isvigreli Swiss 20 Minuten (Tamedia) ilk yillarinda basarili bir ¢ikis yakalarken, ¢ogu
yayimct onlar kadar sanshi degildi 2008’de geri kalan 240 gazetenin ylizde 70’1 para
kaybediyordu. (Bir¢ok yayimci tiim yayimlari i¢in ayri bir veri iiretmediginden, bu noktada
simdilik kesin bir rakama ulagma olanagi bulunmamaktadir) (Bakker, 2008a).

Yaz aylar genelde iicretsiz gazeteler i¢in verimli bir ddnem olmamakla birlikte, 2009
Haziran’1 Avrupa’daki licretsiz gazeteler i¢in tiim zamanlarin en kotlii donemi oldu: 2008 yili
sonuyla kiyaslandiginda, {licretsiz gazete tirajlar1 ylizde 14 diislis gosterdi. Tirajlar, 2008
yilinda da 2007’ye kiyasla ylizde 5’lik bir oranla ilk defa diislis gostermisti. Avrupa’da
2009’un ilk yarisinda, 14 gazete (46 baski) kapatildi. Bu rakam 2008’de 27 gazete (65 baski)
olarak kayitlara ge¢misti.

Amerika’da tirajlar licretsiz gazetelerin ortaya ¢ikisindan beri ilk defa (yilizde 5’lik bir
oranla) diisiis gosterdi. Asya’da ise tirajlar hala artmakta.

Diinya’da ticretsiz gazete tirajlar1 Haziran 2009°da, 2008 sonuna kiyasla yiizde 9’luk
bir diisiis yasadi. 2008’de yiizde bir oraninda kii¢iik bir yiikselme s6z konusuydu (Newspaper
Innovation, 2009a).

Tiraj ve gazete sayisindaki azalmadaki temel neden, bu gazetelerin biiylik bir
cogunlugunun son birkag yil i¢inde yayima baslamalar1 ve is modelleri i¢inde heniiz bu kadar
kisa bir siirede para kazanma beklentisi bulunmamasidir. 1995°ten itibaren {icretsiz
gazetelerin tirajlar1 her yil -ortalama yiizde 60°lik bir biiylime orani ile artmistir (bkz. Tablo
1). Yine de bu biiylime ayn1 dogrultuda olmamis: 1999 ve 2000°de, tiraj yiizde 250’den fazla
artmis, ancak 2001’°deki ekonomik durgunluk déneminde biiylime yavaslayarak once yiizde
33 ve 2003’te de yilizde 13 olarak kaydedilmistir. Daha sonra yeniden hiz kazanmis, 2006’da
yaklagik yiizde 50’ye yiikselmistir. 2004 ve 2006 arasinda ise tiraj, yiizde 18’den ylizde 36’ya
iki misli artmigtir. 2007°de biiyiime orani yiizde 16’ya diismiis ve 2008’in ilk alt1 ayinda da,
tirajlar ylizde 6’dan fazla artmamistir. (Bakker, 2008a)

Gazeteler ve ozellikle iicretsiz gazeteler, tilketim mallarina yonelik reklam gelirlerine
bagimliliklarindan dolay1 ekonomik degisimlerin yikici etkilerine kars1 zayiftirlar. Bu iicretsiz
gazete modelinin sorunlu bir zemine oturdugu anlamina gelmemektedir, ancak bu, yayimcinin
bagka bir gelir kaynagina sahip olmamasi durumunda, ekonomik durgunluga kars1 tek basina
ayakta biraz zor kalabilecegi anlamina gelmektedir. 5 ve 20 milyon Euro arasindaki ¢ikis
maliyetleri ve {i¢ ile yedi y1l arasinda degisen (ki ¢ogunlukla {i¢ yildan fazla) kar-zararin esit
olma noktasina (break-even point) gelme siirecinden dolayi, yayim hayatlarina devam
edebilmek i¢in “yayimcilarin ceplerinin fazlasiyla dolu olmasi” gerekmektedir. (Bakker,
2008a)

Daha onceki boliimlerde yer alan Tablo 1’in gosterdigi bir bagka nokta da, toplam
tirajin bir doyma noktasina ulagsmakta olmasidir. 2008’in ilk alt1 ayindaki yiizde 6’lik bir
biliyiime ile tirajda tiim zamanlarin en diisiik biiylime oranina ulasilmistir. Daha gelismis
piyasalardaki detayli bir arastirma bu goriisii desteklemektedir. Daha Once sozii edilen
Danimarka buna bir 6rnektir: 11°den 4’e inen gazete sayis1 ve ayn1 donemde yilizde 30 azalan
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tiraj. Ancak, Isvec, Cek Cumhuriyeti, Ispanya ve Italya’da da gazete sayisi ve tiraji azalmstir.
Yine de tiim piyasalarda benzer bir durum goriilmemistir. Britanya, Hollanda, Hong Kong ve
izlanda’da iicretsiz gazete tirajlar1 en az bes yil diizenli bir biiyiime gdstermistir. (Bakker,
2008a)

Ucretsiz gazetelerin gelistirdigi modellerden ii¢ii, “6gleden sonra gazeteleri”, “spor
gazeteleri” ve “evlere dagitimi yapilan gazeteler”, ekonomik olarak taginmasi en zor olanlar
gibi goriinmektedir. “Ogleden sonra gazeteleri”, dagitim sorunlari yasamus, okurlar daha
yorgun ve muhtemelen giin i¢inde online olarak haberleri okumusken ve sabah gazeteleri de
hala ortaliktayken, onlarla rekabet etmek durumunda kalmuslardir. Isveg, Almanya, Ispanya,
Italya, Hollanda, Danimarka, Isvicre, Sili ve Singapur’da iicretsiz 6gleden sonra gazeteleri
kapanmistir. Aslinda, toplamda licretsiz gazetelerin ylizde 25’1 yayimlarini durdurmusken,
Agustos 2008’e gelindiginde “6gleden sonra” (afternoon) gazetelerinin neredeyse yarist
kapanmis durumdaydi. Fransa, Hirvatistan, Isvigre, Britanya, Ukrayna, Arjantin, Sili,
Avusturya, Israil ve Kore’de iicretsiz 6gleden sonra gazeteleri hala yayimlanmaktadir.
(Bakker, 2008a)

Spor gazeteleri ise reklamverenleri ¢ekmekte sorunlar yasamaktadir. Sporla ilgilenen
cok sayida erkek mevcut olmasina ragmen, reklamverenlerin biiyiik bir bolimii bu kitleyle
ilgili goriinmemekte, ilgilendiklerinde de biitgelerini daha ¢ok sponsorluk ig¢in
kullanmaktadirlar. Ispanya, Italya, Almanya ve Portekiz’de spor gazeteleri cogunlukla bir yil
i¢inde iflas etmislerdir.

Evlere dagitimi yapilan iicretsiz gazeteler, ikame edici 6l¢iide ilk olarak cografi ve
iklim 6zelliklerinden dolay1 toplu ulasimin yetersiz oldugu bir iilke olan izlanda’da kullanild.
Bu model daha sonra Danimarka, Amerika Birlesik Devletleri, Cek Cumhuriyeti, Hollanda ve
Isvigre’de uygulandi. Danimarka’da bu modeli uygulayan gazetelerden biri (Dato)
kapanirken, digerleri (24timer, Nyhedsavisen) evlere dagitimi durdurdular. Yine Cek gazetesi
kapanirken, the Examiner (A.B.D.), .CH (isvigre) ve De Pers (Hollanda) gibi gazeteler evlere
dagitimi azalttilar. Bu modelin maliyeti, gazete basma okur sayisinin diisiik olmasinin
yaninda, iicretli gazetelerin dagitim maliyetine yaklagiyordu; toplu ulagim aglar1 {lizerinde
elden dagitilan iicretsiz gazetelerin gazete basina okuyucusu iki ile dort arasinda degisirken,
evlere dagitilanlarda bu oran bir okurdan daha az olabilmektedir.

Biitlin bunlara ragmen iicretsiz gazetelerin en biiyiik sorunu, ekonomik durgunluk ve
doymus piyasalardan ¢ok kendi “basarilar” gibi goriinmektedir. Calismada daha onceki
boliimlerde verilen Tablo 1, biiylimeyi sadece tirajla degil, licretsiz gazetelerin yayimlandigi
iilkeler ve yayimlanan gazete sayilariyla da gostermektedir. Tablo 1’de de gorildiigi gibi, ilk
dort yi1l (1995-1998), gazete sayilari, lilke sayilarina esitti, her piyasada “tekel” goriiniimii
vardi. 1999°da 13 iilkede 27 olan gazete sayisi, 2003’te 32 iilkede 96’ya ve 2006’da 50 iilkede
200’e yiikseldi. Ucretsiz gazetelerin ¢ogu yalnizca metropollerde yayimlandigindan, rekabet
dramatik bir sekilde artmis oldu. Kore’nin baskenti Seul’de sekiz gazete rekabet etmekte;
Italya’da bircok 6nemli pazarda bes gazete bulunmakta; yine Ispanya, Portekiz, Hollanda,
Isvicre, Fransa ve Danimarka’da dort gazete rekabet etmektedir. Izlanda, Andora, Makedonya
ve Liikksemburg gibi kiigiik iilkelerde bile {licretsiz gazetelerin rekabeti s6z konusudur.
Aslinda, licretsiz gazete tekeli ¢ok nadiren goriilmektedir ve asagida 6rnekleri verilen yogun
rekabetin sonucu da licretsiz gazete pazari i¢in yikict olmaktadir. Ayrica, reklamverenler de
“bu rekabeti sevmekte” ve bunu gazetelerden daha yiiksek indirimler alabilmek icin bir baski
arac1 olarak kullanmaktadirlar. isveg, Ispanya, Italya, Hollanda ve Danimarka gibi iilkelerde,
bu indirim oranlariin ylizde 90’a kadar ¢iktig1 bildirilmektedir (Bakker 2008a)

Ucretsiz gazete pazarinda, bir veya iki {icretsiz gazete para kazanabilirken, dért veya
daha fazla gazete, iicretli gazeteler de dahil, herkesin sikintiya girecegi bir sekilde piyasayi
bozabilmektedir. Metro International’in finans miidiiri Anders Kronborg, “...rekabet
basladiginda birinci veya ikinci sirada kalmak onemli; eger bir veya iki numara degilseniz,
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cekilmelisiniz” demektedir. “Reklamverenler belirli bir sehirdeki ilk sirada yer alan gazeteye
reklam vermeyi tercih ediyorlar, digerlerini de giderek azalan gelir havuzlar: i¢in kendi
aralarinda kavga etmeye terk ediyorlar.” (Pfanner, 2009).

Bir iicretsiz gazete pazari “kalabaliklastiginda” ne olduguna dair en carpict Ornek,
belki de 2006-2008 arasinda yasanan “biiyiik Danimarka gazete savas1” olmustu. Dagsbrun,
(izlanda kékenli bir medya sirketi), 2006°da radikal bir yaklasimla Danimarka’ya geldi ve
Nyhedsavisen isimli bir gazete c¢ikardi. Gazete toplu ulasim aglarinda degil, binlerce eve
icretsiz dagitiliyordu. Buna cevap olarak mevcut ticretsiz gazeteler de kendi dagitim
hizmetlerini baglattilar. Ayrica, ticretli gazeteler de kendi pazar paylarin1 koruyabilmek i¢in
kendi ticretsiz “tlirevlerini” ¢ikardilar. Danimarka’da {icretsiz gazetelerin tiraj1 iki milyonun
iizerine ¢ikt1 ve llkenin her yerinde posta kutulari gazetelerle doldu, Danimarka’da simdi
sadece 3 iicretsiz gazete kaldi, bunlardan ikisi Metro International’m. Ucretsiz gazete tiraji
600 binin altina diistii ve tlcretli gazete yayimcilar1 simdi “yaralarin1 sarmaya calisiyorlar.”
(Pfanner, 2009).

Teoride, kar etme sans1 minimal diizeyde oldugunda kimse {icretsiz gazete ¢ikarmak
istemez, ancak pratikte, bu durum bir sekilde farkli olabilmektedir. Cogunlukla gazete
pazarina hakim olan yayimcilarin piyasayr korumak, kendi kontrollerinde tutabilmek igin
“bozucu” (spoiler) olarak derhal yayima soktuklar1 ¢ok sayida licretsiz gazete bulunmaktadir.
Yukarida agiklandig1 gibi, Danimarka’da énde gelen her iki yayimei, izlandali bir yayimci
iicretsiz bir gazete i¢in planlarii agikladiginda, derhal evlere dagitimi yapilan kendi iicretsiz
gazetelerini yayimladilar. Almanya’da Axel Springer yayin grubu iicretsiz gazete Schibsted’e
kars1 1999°da bir “bozucu” ¢ikardi ve bu konuda herhangi yeni bir tesebbiise karsi aynisini
tekrar yapabilecegine dair tehditte bulundu. Yine, Fransa, Hollanda, Sili, Amerika Birlesik
Devletleri, Italya ve Sili’de de bozucular yayimlandi. (Bakker, 2008a)

Metro UK’nin (Associated Newspapers) yayima baslamasi1 Metro International’in
Londra’da yayima baslamasini onlemek i¢in atilmis kasith bir denemeydi. Ancak, sonug
beklendigi gibi olmadi ve Associated kendini “sancak gemisi” the Daily Mail’in piyasadaki
konumunu sarsmadan para kazanirken buldu. Bu saskinliktan uyandiktan sonra, yayimci
Metro’yu piyasada tutmaya ve bu yeni markalarini rakiplerine kars1 korumaya karar verdi. Bu
ylizden, Murdoch kendi {icretsiz gazetesini ¢ikarmak istediginde, Associated buna hemen
Standard Lite’yi ¢ikararak (gazetenin ismi daha sonra London Lite olarak degistirilmistir)
cevap vermistir. Tabii ki bu girisim, Murdoch’u thelondonpaper’t ¢ikarmaktan
alikoymamistir. Sonugta, her iki aksam gazetesi de simdi {icretli rakipleri the Evening
Standard gibi para kaybetmektedirler (Bakker, 2008a).

Buraya kadar yukarida aciklanmaya caligilan {icretli ve iicretsiz gazetelerin tiraj ve
reklam geliri kayiplarini ve bu konudaki neden-sonug iliskisini, bu boliimii kapatirken, medya
ekonomisinin kurallar1 ve isleyis mekanizmalarini g6z Onilinde bulundurarak izleyen
boltiimlerle birlikte anlamaya ¢alismak yararl olacaktir:

8. Gazeteler ve Medya Ekonomisi

Gazeteler yapilart geregi, yiiksek sermaye gereksinimi, yiiksek sabit maliyetler,
yiiksek tiretim maliyetleri, yiiksek dagitim maliyetleri, yiiksek ilk say1 maliyetleri ve diisiik
reklam maliyetlerine sahip araglardir.

Medya firmalari, ekonomideki degisim siireclerine karsi 6zellikle hassastirlar ve bu
yondeki degisimden fazlasiyla etkilenirler. Degisimin etkilerini, hem iletisim {iriin ve
hizmetlerinin satiglarinda, hem de reklam satiglarinda gérmek miimkiindiir. Ayrica,
gazetelerin reklam gelirleri ve tirajlar1 yaninda, pazar paylarin1 da biiyiik olgiide artirma
yetenegi sinirhidir. Internet ve miiltimedya (¢oklu ortam) sayesinde gelirlerini arttirmalar
miimkiindiir ve bu yonde biiylime potansiyeli simdilik giiclii goriinmektedir.
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Basili kitle iletisim araglarinin ¢ok kisa bir 6mrii vardir. Giinliik gazete okundugu anda
Omriinii tamamlar. Ekonomik c¢alkantilar, mevcut reklam destegi ve miktar1 yaninda,
tiiketicilerin gazete ve dergi gibi araglar1 satin alma kararlarini da etkiler. Ekonomideki ve
ekonomik etkinliklerdeki degisim, medya ve iletisim firmalarimin sagladigi hizmetlerin
tiiketiminin yaninda, medya ve iletisim iirlin ve hizmetlerinin liretim ve satiglarini da etkiler.

Basim-yayim sektorii, kaliteli insan giicline gereksinim duyar. Bu da girdi
maliyetlerini artiran bir faktordiir. Dagitim maliyetleri ¢ok yiiksektir; ¢ok genis bir cografyaya
hizli ve giiclii bir dagitim ag1 kurmay1 gerektirir. Geleneksel Basin, elektronik yayimciligin
getirdigi yeni firsatlarin tehdidi ile de kars1 karstyadir. (Picard, 2002)

8.1. Reklamlarin Medya Ekonomisindeki Yeri ve Etkisi

Ureticilerin ve perakendecilerin (reklamverenlerin) medyadaki reklamlarinin gogu,
kendi iiriinlerine dikkat ¢ekmek, satiglarin1 artirmak, iiriin sadakati ve marka degeri yaratmak
gibi daha genis plandaki ¢abalarinin bir parcasidir. Reklamverenlerin medyaya olan talebi de,
temelde onlarin {irlinlerini tiiketen genis kitleye, yani izleyicilere, okurlara, dinleyicilere
ulagma yoniinde olmaktadir.

Reklamcilik, mal ve hizmetlerin tiiketimini arttirmak icin tasarlanmis bir tanitim ve
pazarlama etkinligi olarak, esas itibariyle Endiistri Devrimi ile birlikte ortaya c¢ikmustir.
Endiistri Devriminden sonra mal ve hizmetlerin gelismesiyle birlikte reklamcilik, bu iiriinleri
dagiticilara ve perakendecilere tanitmak amaciyla kullanilmaya baslandi.

Daha onceki donemlerde, ticari anlamda alim-satimi yapilan mallarin agirligini,
hammaddeler olusturuyordu. Az sayida satici, zaten alicis1 hazir ve talebi hi¢ dliigmeyen bu
siirlt sayidaki iirlin i¢in, yeni potansiyel miisteri kazanmaya ve dogal olarak da reklama,
gereksinim duymuyordu. Mallarin miktar1 artip, iiriinler arasinda fark ve ¢esitlilik goriilmeye
baslayinca, reklam da dogrudan tiiketicinin ilgisini cekme ve seceneklerini etkileyip belirleme
anlaminda genis kitlelere yoneltildi. (Picard, 2002)

Giiniimiizde reklamlar, hem tiiketiciye, hem de ticari piyasalara yonelik olarak ¢ok
genis bir yelpazedeki bir¢ok farkli iiriin ve hizmetin tanitimini yapmaya olanak saglamaktadir.
Bu anlamda medya, reklamverenin genis kitlelere ulagmasinda 6nemli bir aractir; bu isleviyle
de, reklamveren ile (medyanin tiiketicisi olan) okur, dinleyici, izleyici arasinda koprii islevi
gormektedir. Bu “koprii”, okuyucuyu ¢eken medya igerigiyle olusturulur ve reklamverenin de
boylece okuyucuya ulagmasini saglar. (Picard, 2002)

Geleneksel Ticari Medya, bugiinkii is modellerini reklam gelirleri {izerine kurmustur;
gelirlerinin ¢ok 6nemli bir boliimiinii (% 75-80 oraninda) reklamdan elde etmektedir.
(Ucretsiz gazeteler ise tamamen reklama bagimlidirlar, gelirlerinin tamamimn1 reklam
satigindan kazanmaktadirlar.) Bunun yaninda, reklam verenler de medyanin farkli haber,
enformasyon ve eglence iletileriyle en genis okur/izleyici/dinleyici kitlesinin ilgisini ¢ekip, bu
ilginin belirli hedef kitle ve cografi bolgeler 6zelinde degerlendirilip kendisine hizmet olarak
sunulmasini ister ve buna ihtiyac duyar.

Bu yiizden medya, hem izlerkitleyle, hem de reklamverenlerle giiclii ve kalic iligkiler
kurmak ve bu iliskileri korumak durumundadir. Medyada okur/izleyici biiyiikliigii ile reklam
reytingleri arasinda 6nemli bir iligki vardir. Ciinkii reklam verenler her zaman daha biiyiik
kitlelere ulasmak isterler ve bu anlamda daha fazla 6deme yapmaya istekli olurlar. Her ne
kadar reklamverenin talebini etkileyen baska faktorler olsa da, okur/izleyici biiyiikligii,
genelde reklam yeri ve siiresinin fiyatlandirilmasinda temel faktor olarak goriiliir (Picard,
2002: 124, 134).
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9. Ucretsiz Gazeteler ve Alternatif Medya

Ucretsiz gazetelerin (yukarida genis bir sekilde aciklandigi ve tartisildign gibi)
geleneksel gazete pazarina yeni ve alternatif bir model getirmenin yaninda, anaakim medyaya
da alternatif bir ara¢ olup olmadigini degerlendirmek yararl olacaktir.

Mutlu, alternatif medyayi:

“Yerlesik ve kurumsallagmuis siyaseti (toplumda degisimi savunma veya en azindan geleneksel
degerlerin elestirisi anlaminda) acik¢a reddeden veya ona meydan okuyan kitle iletisim
bicimleri” olarak tanimlamakta; bunlarin, “parlamenter oydasma ve tartismalarin
tammlanmis suirlart disinda kalan siyasal ve toplumsal ogretileri temsil etmek suretiyle
geleneksel iletisim ara¢larina karsit bir konum aldiklarint” belirtmektedir (1995: 35).

Alternatif medya geleneksel ana akim medyanin karsisinda bir konumda
degerlendirildiginde, ana akim medyanin topluma sundugu iletilerle, kendi iletisim ve toplum
paradigmasini elestirel olarak degerlendirmeksizin, sosyal, siyasi ve ticari sistemin istikrarini
amagladigi soylenebilir (Mutlu, 2005: 37).

Alternatif medya, anaakim medyayla negatif bir iliski icinde ve onun karsit1 olarak
tanimlandiginda, alternatif medyanin bi¢imlendigi bu sosyal baglam, ‘alternatif medya’
kavraminin ayrilmaz bir pargasi olmaktadir. Dolayisiyla alternatif medya, iletileriyle mevcut
toplumsal sistemi tutma ve stirdiirme, kitleleri siyasal, kiiltiirel, biligsel ve ekonomik
baglamlarda kontrol ve yonetme gereksinimiyle (Erdogan ve Alemdar, 2005: 47) ortaya ¢ikan
anaakim sdylemden farkli bir ideoloji, temsil ve soylem de sunmaktadir.

Alternatif medyaya yonelik yaklasimlar incelendiginde, medyanin bu anlamdaki
islevini degerlendiren dort temel yaklagimdan s6z edilebilir. Bu yaklagimlara gore alternatif
medya: topluma hizmet etmek; ana akim medyaya alternatif olmak; sivil toplumun bir parcasi
olmak ve farkli fikirleri, gruplari, toplumsal platformlar1 bir araya getiren heterojen bir yap1
olusturmak (rhizomatic media) gibi islevlere sahip olmalidir (Bailey, vd. 2007: 5).

Alternatif medya yine anaakim medyanin karsisinda bir konuma yerlestirildiginde,
zamanin belirli bir noktasinda ‘alternatif’ olarak belirlenen bir seyin, zamanin bir baska
noktasinda “ana akim” olarak tanimlanabilecegi de g6z Oniinde bulundurulmalidir. Bu
ylizden, en azindan bugiinlin sartlar1 icinde alternatif ve ana akim medyanin belirleyici
ozelliklerini degerlendirmek anlaminda asagidaki gibi bir ayrim gelistirilebilir:

Ana akim medya:

Biiyiik o6lgekli bir kurum yapisina sahiptir; homojen bir izlerkitleye yonelik yayin
yapmaktadir;

Devlet kurulusu veya ticari sirket olarak faaliyet gdstermektedir;

Dikey (veya hiyerarsik olarak) yapilanmis, profesyonellerin ¢alistigi kuruluslardir;

Hakim sdylemin ve temsilin tastyicist medyadir.

Alternatif medya:

e Kiiciik 6l¢ekli bir kurum yapisi; 6zel topluluklara, gruplara, 6zellikle dezavantajl
gruplara yonelik bir igerik, farkliliklara saygili bir yayin yapmaktadir;

e Devlet ve piyasadan bagimsizdir;

e Yatay (veya hiyerarsik olmayan bir sekilde) yapilanmistir; demokratiklesme ve
cogulculuk cercevesi i¢inde izlerkitlenin erisim ve katilimini kolaylastirmaya izin
vermektedir;

e Hakim olmayan (hatta hegemonyaya karsi) sOylem ve temsile sahiptir, kendini
temsilin 6nemini vurgulayan medyadir (Bailey, vd. 2007: 18).

Alternatif medya, kurumsal ve igerik bakimindan anaakim medyaya bir alternatiftir.
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Kurumsal diizeyde, alternatif medyanin varligi, aslinda medyanin devlet ve piyasadan
bagimsiz olabilecegini de gostermektedir. Biiylik 6lgekli anaakim medya daha fazla piyasaya
yonelik olma egilimindeyken, alternatif medya (devlet ve 6zel sektor disinda) “ligiincii sektor’
olmanin medya kuruluslari i¢cin hala bir secenek olabilecegini de gostermektedir. Bu
yaklasim, medya kuruluglarimin i¢ yapilanmasi iizerine de uygulanabilir. Daha yatay bir
yaptya sahip olan alternatif medya, alternatif bir kurumsal 6rgiitlenme bi¢imi ve daha dengeli
bir yonetim yapisinin da mevcut olabilecegini gostermektedir.

Igerik diizeyinde, alternatif medya yine ana akim medyadan farkl1 bir ideoloji, temsil
ve soylem sunabilmektedir. Bu farklilik, farkli sosyal grup ve topluluklarin yiiksek diizeyde
katilimina, yerel Kkiiltiirlerin sdylemlerine, etnik azinliklara, sicak siyasi tartismalara
sunumlarinda genis bir sekilde yer verme anlamina da gelmektedir. Bu 6zelligi alternatif
medyaya, toplumsal hareketlerin, azinliklarin, alt/kars1 kiiltlirlerin seslerine yer vermesi ve
onlarin kendilerini temsil etmelerine yardimci olmasi, toplumsal seslerin ¢esitliligini temsil
ederek, daha farkl bir igerik yaratilmasi olanagi da saglamaktadir.

Ana akim medya ise, farkli “elitlere” yonelme egilimindedir. Ornegin, ana akim
medya haberlerinde, baz1 durumlarda hiikiimet kaynaklar1 lehine yayin yapabilmektedir; yine
biiyiik reklamverenlerin ¢ikarlarina aykiri yayinlardan bilingli olarak uzak durabilmektedir.
Chomsky, bu yilizden anaakim medyayi, “elit medya” ve “giindem-belirleyen” (agenda-
setting) medya olarak da tanimlamaktadir (1997).

Ancak alternatif medyanin, kii¢iik ol¢ekli ve bagimsiz olusu, yatay oOrgiitlenmis
kurumsal yapisi, hakim sdylem ve temsili reddeden igerigi onun icin bir dezavantaj da
olmakta; mali ve kurumsal istikrar saglamasini zorlagtirmaktadir. Bu bazen ¢ok yanlis bir
sekilde, alternatif medyanin profesyonel olmayan, yetersiz ve biiyilik izlerkitleye erigmede
basarisizz oldugu gibi degerlendirmelere de yol acabilmektedir. Yine bu yaklagim, alternatif
ve hegemonya karsiti medyayr ‘marjinal’ bir konumda degerlendirmeye; yine ana akim
medyayr da toplumsal yasamin tiim fonksiyonlarin1 kapsayacak bir ara¢ olarak
degerlendirmeye de gidebilmektedir (Bailey, vd. 2007: 20).

Yukarida hem {icretsiz gazeteler, hem de alternatif medya i¢in agiklanan tanim, konum
ve Ozellikler degerlendirildiginde, licretsiz gazeteleri anaakim medyanin karsisinda bir arag
olarak degerlendirmek bugiin i¢cin miimkiin goriinmemektedir. Eger burada bir ‘alternatif’ten
s0z edilecekse, bu da yine daha dnce belirtildigi gibi, licretsiz gazetelerin gazete pazari iginde
yeni bir model olarak alternatif olmalaridir, yukarida degerlendirilen anlamda ‘alternatif
medya’ olarak degil. Yine burada iicretsiz gazetelerin medya ekonomisi i¢indeki “igerik
pazar1” disinda bir model ve is anlayis1 getirdikleri tekrarlanabilir. Ancak onlarin bu “pazar-
dis1” 6zelligi, onlar1 genel anlamda gazete pazari disinda tutmamaktadir. Ucretsiz gazeteler,
gelistirdikleri i modeli ile ayn1 pazarin bir bagka pargasini olusturan “dagitim pazari” iginde
kendilerini gelistirmeyi siirdiirmektedirler. Boylelikle, iicretsiz gazeteler hem anaakim
medyanin bulundugu pazarda yer aldigi ve onlarla ekonomik anlamda rekabet ettigi, hem de
gazete pazari igin getirdikleri bu yeni is modeli ve yonetim anlayisiyla (bugiiniin sartlart
icinde degerlendirildiginde), anaakim medyanin ve onun tasidigi sistemin giderek ayrilmaz bir
pargasi olabileceklerini de gostermektedirler.

10. Tiirkiye’de Ucretsiz Gazeteler

Tiirkiye’de iicretsiz gazetelerin ilk Ornekleri Istanbul’da 2008 yili Subat ayinda
yayimlanmaya bagslamistir. Her ikisi de “tabloid” (kii¢lik gazete) formatta olan (ve hafta ici
giinler yalnizca Istanbul’da, &zellikle toplu ulasim agi iizerinde ve duraklarda dagitilan
iicretsiz gazetelerden) “Free Press” tarafindan yayimlanan Gaste’nin 11 Subat 2008 ve Dogan
Yayincilik AS tarafindan yayimlanan 20 dk.’nin 21 Subat 2008 tarihlerinde baslayan yayim
hayatlar1 oldukc¢a kisa siirmiis; Gaste, 20 Subat 2009 ve 20 dk. 16 Mart 2009 tarihlerinden
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itibaren yayimlarina son vermislerdir. Ilerleyen béliimlerde her iki gazete hakkinda genel bir
degerlendirme ve igerik analizine yer verilecektir

10.1. Gaste

Free Press Iletisim A.S. tarafindan yayimlanan Tiirkiye’deki ilk iicretsiz gazete Gaste,
(Metro grubunda uzun yillar ¢alisan Pelle Anderson’un danigman ve sirketin yiizde 5 payima
ortak bir yonetici olarak kurulus asamasinda yardimci oldugu) diinyadaki érneklerine yakin
bir format ve is modeliyle yayim hayatina baslamistir. Ilk giinlerde 32 olan sayfa sayis1 daha
sonra 28, 24 ve son olarak da 20’ye indirilmig; 500 bin olarak baslayan tiraj ise, dnce 300 bin
ve daha sonra da 250 bine gerilemistir. Gaste baslangigta i¢erigini tamamen Anadolu Ajansi
haberlerinden olusturuyordu. Zamanla diger ajanslarin haberlerine yer verdigi gibi, kendi yaz1
isleri ve muhabir kadrosunu da olusturmus; yiiksek bask1 sayisi ve iyi orgiitlenmis dagitim ag1
yaninda, i¢erik ve tasarimi ile de diinyadaki benzerlerine yakin bir goriintii ¢izmistir.

Gaste daha yayima baslamadan 6nce medyada Adalet ve Kalkinma Partisi (AKP)’de
yoneticilik ve Bagbakan Recep Tayyip Erdogan’a danigmanlik yapan Ciineyt Zapsu tarafindan
cikarilacag1 sdylenmeye baslanmis; daha sonra kardesi Aziz Zapsu’nun sahibi oldugu iddia
edilmigse de, Gaste yayima bagladiktan sonra kiinyesinde bu isimlere rastlanmamistir. Gazete
yoneticilerinden ve Free Press ortaklarindan Ahmet Pandir (Zapsu’larin kuzeni), Gaste’nin
sahipleri arasinda Ciineyt Zapsu’nun olmadigini, Aziz Zapsu’nun destek verdigini, Aziz
Zapsu’nun oglu Omer Zapsu’nun gazetede ¢alistigini belirmis ve esas sermayedarn Singapur
kékenli Nimova Holding oldugunu sdylemistir.®

Ahmet Pandir 6zetle,

Gaste’nin B1/B2 sosyo-ekonomik statii ile Al arasinda bir hedef kitleye yoneldigini;

Ik giinlerde 1100 dagitim elemaniyla baslayip daha sonra bu say1y1 600’e indirdiklerini;
Ozellikle yerel haber sikintis1 yasadiklarii; Istanbul haberi ve Istanbul’la ilgili icerik
olusturabilmek icin 6 serbest (freelance) gazeteci istihdam ettiklerini;

Gaste’in 25’1 yaziisleri olmak iizere toplam 65 c¢alisan1 bulundugunu (dagitim gorevlileri
harig); 6-7 reklam sayfas1 ile maliyetlerini karsilayabilecegini, bunun iizerindeki reklam geliri
ile de kendisini gelistirebilecegini;

Istanbul Belediyesi ile bir baglarmin olmadigim, hatta Gaste yaymma basladiktan sonra
(belediye gorevlilerinin bunun bir gazete degil de, bir brosiir oldugu ve izin alinmadan
dagitildig1 yanilgistyla Istanbul’un birgok bolgesinde) gazetenin dagitim elemanlarma engel
oldugunu;

Daha once boyle bir gazete yayimlanmadigi i¢in baglangigta 6zellikle dagitim sirasinda ve
algilanma konusunda sorun yasadiklarini da ifade etmistir.

10.2. 20 dk.

Dogan Yaymn Holding’e ait “Hiirriyet” gazetesi Yazi Isleri Miidiirii Emre Iskegeli’nin
sorumlulugunda yayin hayatina baslayan 20dk, Dogan Grubu biinyesinde kurulan yeni bir
organizasyon tarafindan baglangicta 32 sayfa ve 300 bin adet olarak basilip dagitilmistir. Daha
sonra sayfa sayis1 28, 24 ve 20 sayfaya indirilmis, kent ve diinya giindeminden olusan bir
haber igerigini, derin analizlere girmeden okura sunmustur.

‘Evinizin gazetesi degil’ sloganiyla A¢ikhava reklamlarinda tanittimina baglanan 20dk
ile farkli bir konumlandirma stratejisi izlenmis, gerek tirlin igerigi, gerekse hedef kitle
secimiyle Posta’dan Hiirriyet’e grubunun diger gazetelerine dogrudan rekabet iiretilmemeye
calisilmustir. Ingiliz tabloid gazete igerigine gdrece yakin, daha ¢ok “magazin” ve fotograf
kullanimiyla “kolay okunan” bir yayim sunulmustur.
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Dogan Yayin Holding’in Gaste’ye karsilik cikardigi 20dk. icerik ve baski kalitesi
acisindan Gaste kadar zengin olmamakla birlikte, yeni okurlar kazanma, &zellikle Istanbul’da
toplu ulasimda kaybedilen zaman i¢inde insanlarin gazete okuma aligkanligi edinmelerine
yardimc1 olmak anlaminda elbette 6nemli bir adim olmustur.

Her iki gazeteye yonelik genel bir degerlendirme sonug boliimiinde verilecektir.

10.3. Ucretsiz Gazetelerde icerik °

Ucretsiz gazetelerde haberler, genel anlamiyla yakin ¢evrede olup bitenin, kisa ve
fotografli bir sekilde sunulmasi, yerel yonetimlerin ¢alismalarinin okuyucuya, vatandasin
sorun ve diislincelerinin de yerel yoneticilere aktarilmasi seklinde olusturulmustur. Haberin
yant sira ilanlar, duyurular ve reklamlar yer almistir.

Gaste

1. Sayfada 6nemli haberlerden anonslara yer verilmistir. Gaste’nin birinci sayfas1 sol
iist kosede her giin hava durumu; Diger sayfalarda Tiirkiye, Diinya, Istanbul, Ekonomi,
Teknohayat, Saglik ve Yemek, Fokus, Rehber (istanbul’da kiiltiir sanat olaylar1 ve etkinlik
programlari), Okur-yazar, Spor, Eglence-bulmaca, TV ve aralarda yer alan reklam sayfalari
bulunmaktaydi.
K&se yazar: Mehmet Akin, metin yazari-editor, “ters diisiinceler”, 6 sayfa, Istanbul

Tablo 6 - Gaste Reklam icerigi:

Tarih Sayfa Reklam Sayfasi
17 Mart 2008 28 7
18 Mart 2008 28 7
19 Mart 2008 28 7
20 Mart 2008 28 7
21 Mart 2008 28 6,5
24 Mart 2008 28 7
25 Mart 2008 28 6,5
26 Mart 2008 28 6,5
27 Mart 2008 28 7
28 Mart 2008 28 5,5
31 Mart 2008 28 7
1 Nisan 2008 28 7
2 Nisan 2008 28 7
3 Nisan 2008 28 7
4 Nisan 2008 28 6
7 Nisan 2008 28 6,5
8 Nisan 2008 28 5,5
9 Nisan 2008 28 5,5
10 Nisan 2008 28 5
11 Nisan 2008 28 4,5
14 Nisan 2008 28 5
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15 Nisan 2008 28 5

16 Nisan 2008 24 3,5

17 Nisan 2008 24 3,5
TOPLAM 24 GUN ORTALAMA 27,6 ORTALAMA 6

Not: Bir aylik siire igerisinde reklam orani ortalama % 22’dir

20 dk

20dk’nin birinci sayfasinda giiniin 6nemli gelismesi spot bilgiler olarak yer almustir.
Manget genelde iilkenin genel giindemiyle iligkili olusturulmustur. Bazi giinler, Istanbul
merkezli haberler birinci sayfada manset olmustur. Spor ve magazin olaylar1 manset olmus ve
birinci sayfada yer bulmustur. Gazetenin son sayfast genelde reklama ayrilmistir. Gazetenin
orta sayfalar1 magazine ayrilmis ve biiyiik fotograflar kullanilmistir. Gazetenin sayfalarinin
yarisindan fazlast TV, Sinema, burglar, bulmaca, “teknohayat”, saglik ve yemek, spor ve
eglence haberlerine ayrilmistir. Bir sayfa basindan segilen kose yazarlarina ayrilmis; diger
sayfalarda da Istanbul konulu haberlerle sergi, tiyatro, esnaf, trafik, adliye vb. haberlere yer
verilmistir. Diinya’dan haberler ve fotograflar da her giin kullanilmistir.

Tablo 7 - 20 dk. Reklam icerigi:

Tarih Sayfa Reklam Sayfasi
17 Mart 2008 32 2
18 Mart 2008 32 3
19 Mart 2008 32 2
20 Mart 2008 32 3
21 Mart 2008 32 3
24 Mart 2008 32 3
25 Mart 2008 28 4
26 Mart 2008 32 3
27 Mart 2008 32 3
28 Mart 2008 28 3
31 Mart 2008 28 35
1 Nisan 2008 32 4.5
2 Nisan 2008 28 3.5
3 Nisan 2008 32 5
4 Nisan 2008 32 4.5
7 Nisan 2008 32 5
8 Nisan 2008 32 6
9 Nisan 2008 32 6
10 Nisan 2008 32 9.5
11 Nisan 2008 32 6
14 Nisan 2008 32 7.5
15 Nisan 2008 32 7
16 Nisan 2008 32 6.5
17 Nisan 2008 32 8
TOPLAM 24 GUN ORTALAMA 31 ORTALAMA 4
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10.3.1. Ucretsiz Gazetelerde Haber Icerigi

Haber icerigi asagidaki tabloda ayrintili olarak gdsterilmistir

Tablo 8 - Gaste ve 20dk. Haber Icerigi
Haber Kaynaklari

Haber icerigi her iki gazetede de, kendi muhabirleri/yazarlari, haber ajanslari ya da cesitli internet
kaynaklari, yerel yonetimler ile sirketlerin basin biltenleri ve okuyucu e-postalarindan elde edilmistir.

Haber Ajanslarindan Yararlanma

En onemli haber kaynaklarini haber ajanslari
olusturmustur. En o6nemli haber kaynagi
Anadolu Ajansi’dir; Reuters da, onemli bir
kaynak olarak kullaniimistir.

Gaste

Ug-dért muhabirin ismiyle haberler ¢ikmakla
birlikte, en 6nemli haber kaynaklari Anadolu
Ajansi ve Dogan Haber Ajansi’dir. Daha ¢ok

20dk. yayin grubunun magazin haber agindan
faydalandigi soylenebilir. Reuters ve AP kaynakl
haber ve fotograflara da yer verilmistir.

Kendi Kaynaklarindan Haber Derleme

Her iki gazetede de, Haber Merkezi adiyla yapilan haberler cogunluktadir; Muhabirler gérev yapmis
ve Ozel haber ¢alismalarinda muhabir isimleri yer almistir. Bazi internet sitelerinden derlenen
haberler veya duyurular da kisa olarak verilmistir.

Okur Yazilarina Yer Verme

Gaste Okuyuculardan gelen yazilara “Okur-yazar” baslikli bélimde, bir
sayfa olarak yer ayirmistir.

Okur yazilarinin yer aldigi sayfa bulunmamaktadir. Genelde Dogan
20dk. grubunun kose yazarlarinin yazilarindan derlenen yazilar bir sayfa
olarak verilmistir. Farkli yazarlarin yazilarina da yer verilmistir.
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Haberin Verilis Tarzi

Haberlerin yansiz olarak, dogru bilgileri iceren, anlasilir sekilde yazilmis, gerekli kontrolleri yapilimis,
muhabirin ve editériin ya da yayin kurumunun gorisini ve yorumunu icermeyen sekilde
dizenlenmis olmasi gerekmektedir.

Gaste

20dk.

Haberleri bu baglamda kontrolleri yapilmis ve yorumsuz olsa da,
yayinlanan haberlerin ¢ogunlukla belediye ¢alismalarini anlatan ve
olumsuzluklari g6z ardi eden bir tarzda olustugu gozlenmistir.

20 dk. haberlerinde dikkati ceken en 6nemli unsur, haber 6gesinin
goz ardi edilerek magazinlestirme boyutunun o6ne cikariimasi
olmustur. Bu cercevede, birinci sayfada ve diger sayfalarinda
“kadin bedeni” de sik¢a kullanilmistir. Haber tarzi, grubun Posta
gazetesiyle birebir 6rtismektedir. Haber, eglence, spor, sinema ve
reklam yayinlari gazetenin temel icerigini olusturmus; fotograflar
genelde biiyiik boy kullanilmistir. AKP iktidarina karsi ve iBB’nin
¢alismalarina karsi bir muhalefet havasi gorilse de, Dogan
Grubu’'nun diger gazeteleriyle kiyaslandiginda bunun ¢ok az
oldugunu goérilmistir. ilk giinlerde sadece Dodan Grubu’ndan
reklam alabilirken, zamanla reklam alimlarinin arttigi gérilmustar.
Ana sayfada fotograflar biyik boy kullanilirken, ayni sayfada
genellikle 4-5 haber yer almistir.

Muhabir adi ya da ajans adi belirtilmesi

Haber, olay yerine giderek bilgi toplayan ve bu bilgileri tarafsiz ve yorum katmadan oldugu gibi yazan
bir muhabir tarafindan kaleme alinir. Haberlerde muhabir adinin belirtilmesi, hem muhabiri taltif
etme, hem de kimin yazdigini okura bildirmek bakimindan oldukca yararlidir. Ajans haberlerinde ise
muhabir adi kullanilmamakta, haberin ajans mahregli oldugu belirtilmektedir.

Gaste
20dk.

Bu kurala uyulmaktadir.
Bu kurala uyulmaktadir.

Fikir ve kése yazilarinin orijinalligi ya da kopyalanmasi

Haber, yorum icermeyen yazilardir. Ancak habercilikte, habere yonelik yorum yapma ve okuru farkl
acilardan aydinlatma ve fikir beyan etme geregi bulunmaktadir. Bu nedenle gazetelerde, dergilerde
kose yazilari ve televizyonlarda yorum programlari yayinlanmaktadir. Fikir yazarlari, muhabirler gibi
istihdami gerektiren ya da telif usuli yazan kisiler olmasi nedeniyle bir maliyeti bulunmakta ve
Ucretsiz gazeteler fikir yazarlari istihdami yerine, tanitim yazilarina agirlik vermektedir.

Gaste
20dk.

Bir kose yazari vardir.
Kose yazari yoktur.
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10.3.2. Tiirkiye’de Yayimlanan Ucretsiz Gazetelere Yonelik icerik Analizi'®
Arastirma kapsaminda; bu gazetelerin 17 Mart — 17 Nisan 2008 tarihleri arasindaki

sayilar1 izlenmis; elde edilen bulgular, icerik analizi i¢in gelistirilen formatlara uygun olarak
yeniden degerlendirilerek asagidaki tabloda gdsterilmistir.

Tablo 9 - Gaste ve 20dk. Gazetelerinin icerik Analizi

ICERIK

A. YETKINLIK Gaste | 20dk.
Sayfalarin iceriginden sorumlu olan kisi belli
. Hayir Hayir
mi?
Gazetenin amaglarinin/yayin politikasinin
o Hayir Hayir

tanimlandigi bir sayfa var mi?
Sayfalar haber amacina uygun mu? Evet Evet
Gazetenin mesrulugunu gosterecek ibare

. Evet Evet
mevcut mu? (kiinye)
Gazetenin baska bir yayim sekli var mi?
. I Evet Evet
(internet gibi)
Gundem takip ediliyor mu? Evet Evet
Haber yogunlugu (ana sayfada yayimlanan 10 10
haberlerin sayisal adedi olarak)
Haber Ozetlerini tek sayfada gorebilme Evet Evet
Haberlerin tirlerine gore gruplandiriimasi Evet Evet
Kisisel yazilarin yazarlari belirtilmis mi? Evet Evet

B. DOGRULUK Gaste | 20dk.

Haber kaynaklarinin belirtilmesi Evet Evet
Haber ajanstan mi aliniyor? Evet Evet
Haber baska kaynaklardan dogrulanabilir
. . Evet Evet
ozellikte mi?
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Haberlerin editoryal islemden gegcmis izlenimi
Evet Evet
var mi?
Haber, gramer, hece ve yazim hatalarindan
Evet Evet
arindirilmis mi?
Yazarlarin uzmanhgi ve konuya yetkinligi 5 5
(profesyonelligi)
C. YANSIZLIK Gaste 20 dk.
Ana sayfada reklam kullanim yogunlugu 0 0
(sayisal adet)
Haber icerigi, reklam ve yorum yazilarindan
. Evet Evet
kolaylikla ayrilabiliyor mu?
Yorum yazilari agik olarak gosterilmis mi? Evet Evet
D. KAPSAM Gaste 20 dk.
Haber kaynaklarina iliskin sayfalara baglanti
Evet Evet
var mi?
Ozel / arastirma dosyalarina yer verme Hayir Hayir
Bilgilendirme amacli yazilar var mi? Evet Evet
Haber disi konulara yer verme (Hobi, oyun,
- Evet Evet
bulmaca, vb. bolimler var mi?)
Anket, test vb. okur katilimina yénelik
Evet Evet
olanaklar
E. HABER YAZIM KURALLARI VE DiL KULLANIMI | Gaste 20 dk.
Haberler, yazim kurallarina uygun yazilmis mi? | Evet Evet
Haberlerin yapisi dogru ve acik anlamaya
Evet Evet
uygun mu?
Gramer kullanimi dogru mu? Evet Evet
Noktalama isaretleri dogru mu? Evet Evet
imla hatalari var mi? Hayir Hayir
Uzun ve eksik paragraflar var mi? Hayir Hayir
Haber tiim detaylari ile veriliyor mu? Hayir Hayir
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Haber; Baslik-spot (haber 6zeti)-haber metni
L Evet Evet
olarak verilmis mi?

Sonuc¢

Picard, lcretli gazete yonetici ve patronlarnin, licretsiz gazeteleri ciddi bir rakip
olarak gormeleri ve onlara karsi stratejiler liretmeleri gerektigini, bunun i¢in de Oncelikle
(licretsiz gazetelerin zayif olduklari) haber, icerik ve analiz gibi konularda iicretli gazetelerin
kendilerini daha da gelistirmeleri gerektigini belirtmektedir (2001: 172).

Picard’in bu goriisii bir de tersinden bakarak degerlendirilirse, yani licretsiz gazeteler,
geleneksel {icretli gazetelere karsi zayif olduklar igeriklerini zenginlestirip, {icretliler
kalitesine tasirlarsa, okurun goziinde daha giivenilir, daha saygin bir yere oturmazlar mi? Bu
yoniiyle, licretlilere karsi daha saglam bir alternatif olusturmazlar m1? Zaman i¢inde bu yonde
de gelismeler beklenebilir.

Gazete piyasasina licretsiz gazeteler ilk girmeye basladiginda, iicretli gazete pazarina
hakim olan biiyiik oyuncular, temel bir strateji belirlemekte ge¢ kaldilar. Yapmalar1 gereken,
bu yeni rakiplerini yok etmek veya onlarin Oniinii kesmek mi, yoksa daha oOnceden
goremedikleri veya ihmal ettikleri bu yeni piyasaya katilarak onun nimetlerinden yararlanmak
mi1 olduguna bir an dnce karar vermek olmalrydi.

Bu ylizden bircok iilkede, licretsiz gazete tanimindan, Metro isminin kullanim
haklarina, toplu ulagim noktalarinda hangi gazetenin dagitim hakkina sahip olacagina kadar,
cok sayida dava acilmus; iicretli gazetelerin karsisina hi¢ para kazanamayacagi bilinmesine
ragmen c¢ok sayida “bozucu” (spoiler) c¢ikarilmig, bu yikict rekabet sonunda da hem
geleneksel gazeteler, hem de iicretsiz gazeteler zararl ¢ikmistir.

Simdiye kadar yayima baglamis olan tiim {icretsiz gazetelerin dortte birinin kapanmis
olmas1 ve geri kalan tahmini yilizde 70’inin de hala “kirmiz1 1s1ikta” oldugu bir is modeli
sorunlu goriinmektedir. Ancak, halen yayimdaki mevcut gazetelerin yaridan fazlasinin
2004’te veya daha sonra ¢ikarildiklarini; yayimcilarin ¢ogunun ilk yillarda para kazanmayi
pek beklemediklerini de unutmamak gerekmektedir. Dolayisiyla, kar etmeyen tlicretsiz gazete
sayisinin yiksek olmasii bir de bu acidan degerlendirmek dogru olacaktir. Yine, ticretli
gazetelerin neredeyse Bati’daki tiim piyasalarda zemin kaybetmesi ve sayilar1 gederek artan
gazete okumayanlarin demografik profilinin reklamverenler i¢in hala cazibesini korumasi, bu
is modelinin Oniinde aslinda hala firsat oldugunu da gostermektedir. Bir¢ok iilkede televizyon
hala en 6nemli bir ara¢ olarak varligini siirdiirtirken, giderek artan miktarda reklam parasi
online’a yonelmektedir. Her iki ara¢ da, (basin ve televizyon) bu bdliinmeden yara almakta
gibi goriinmektedir. Ozellikle, basili medya ve gazeteler sabit bir zaman dilimi i¢inde online
mecralara 6nemli 6l¢iide okur kaybedebilirler. Bu noktada, okur profili agisindan reklamveren
icin oldukea cazip bir reklam satis potansiyeli tasiyan iicretsiz gazetelerin, kiiresel ekonomik
krizin olumsuz etkilerinin atlatilmasiyla birlikte yeniden yiikselise gegmeleri de beklenebilir.

Bu c¢alismanin smirli kalan yonlerini ve bunun nedenlerini de burada kisaca
degerlendirmek yararl olacaktir. En 6nemli sinirlayici 6zellik, iicretsiz gazetelerin igerigine
yoneliktir. Bu yonde niteleyici arastirmalar sinirli kaldigindan, igerik hakkinda yeterli bilgiye
sahip olmak simdilik kolay degildir.

Ikincisi, okuyucunun iicretsiz gazetelere nasil yaklastig1, onlar1 nasil degerlendirdigine
yoneliktir. Okur bu gazetelerin igerige giiveniyor mu? Bu icerik, okurun haber alma, haberdar
olma gereksinimini karsilayabiliyor mu? Yine okurun sosyal ve politik gelisimine katkida
bulunuyor mu? Bu gazetelere okurun yaklagimi olumlu mu, yoksa olumsuz mu?
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Gazeteler her zaman i¢in, topluma genis bir haber, bilgi ve fikir sunan, toplumun farkl
kesimlerine ve toplumda yer alan farkli gruplara hizmet veren bir platform, bir ara¢ olarak
degerlendirilmislerdir. Onemleri okurun, yani toplumdaki bu farkli kesimlerinin karsisina,
farkli isimde ¢ok sayida gazete ile ¢ikmalari, siyasete ve modern toplumlar ilgilendiren her
tirli sosyal ve ekonomik gelismeye sayfalarinda genisgce yer vermeleriyle de baglantilidir.
Ucretli gazetelerin tirajlarindaki azalma, bir yoniiyle gazetelerin toplumsal etkilerinin de
azalmasi olarak yorumlanabilir. Ucretsiz gazetelerin zaman iginde, geleneksel gazetelerin
topluma sundugu bu igerigi verip veremeyecegi, onlarla ayni rolii oynayip oynayamayacaklari
ise heniliz ¢cok net degildir. Bu calismada sadece tiraja yonelik bir karsilastirma yapilmus,
ticretli ve licretsiz gazeteler medya ekonomisi, is modelleri ve temel 6zellikleri acilarindan
degerlendirilmeye ve karsilastirilmaya ¢alisilmustir. Ucretsiz gazetelerin iceriklerine ve okur
tepkisine yonelik arastirmalarin da yapilmasi gerekmektedir.

Ucretsiz gazetelerin Tiirkiye’deki seriivenine bakildiginda ise, Gaste’nin yayim
hayatinda kaldig1 yaklasik bir yillik siirecte siyasi mesajlar vermekten kagindigi, sehir
haberleri ve Istanbul’la ilgili 6zgiin konular bulup degerlendirdigi, baski kalitesi ve icerigi ile
(medya sektoriindeki diger gazetelerle kiyaslandiginda) Tiirkiye’de bir ilk ve yeni bir is
modeli olarak dikkat c¢ektigi sOylenebilir. Yoneticileri ile yapilan yiiz yiize goriigmeden
edinilen izlenimlerden biri de, Gaste’nin BIAK (Basim Izleme Arastirmalari Komitesi), Basin
Konseyi gibi ilgili kurumsal baglantilarin kurulmasi i¢in gerekli olan bir yillik yayim siiresini
doldurduktan sonra, karl1 bir fiyatla satilacag: yoniindeydi. Ileride belki baska bir isimle ve
farkl1 bir sermaye ve sahiplik yapisi ile bu gazeteyi yeniden yayin hayatinda gérmek de
olasidir.

Dogan Yayin Holding, Tirkiye’deki medya sektoriinde yeni ve daha onceden
denenmemis bir is modeliyle piyasaya giren bu “yeni oyuncuya”, (kendi faaliyet alaninda
oynanmaya baglanan bu yeni oyunun disinda kalmamak adina katildig1 zaten ¢ok acik olan)
20 dk.’y1 devreye sokarak cevap verme gereksinimi duymustur. Nitekim Gaste yayimina son
verdikten kisa bir siire sonra da 20 dk. yayim hayatindan cekilmistir. Icerik ve baski kalitesi
baglaminda Gaste kadar olmasa da, okuyucuya ficretsiz ve elden ulastirilan; gazete okuma
aligkanlig1 olmayan, gazete satin almayan, ise giderken toplu ulagim araglarinda uzun zaman
gecirmek zorunda kalan genis kitlelere “en azindan bir gazete okuma deneyimi” sunmasi
acisindan yararli bir adim olmustur. Ayrica, Dogan Yaymn Holding, 20 dk. ile (medya
ekonomisinin kurallar1 geregi) kendi alaninda, kendisi disindaki bir girisime ayni hamleyle
cevap vererek, “oyunun kurallarimi” dogru oynadigini gostermistir. 20 dk. bu anlamda,
caligmanin yukaridaki boliimlerinde agiklanan ‘bozucu’lara benzemektedir.

Sonug olarak, iicretsiz gazetelerin Istanbul’da genis kitlelerin haber alma ve tiiketme
aligkanliklarina yeni bir boyut getirdigi; hi¢ gazete okumayanlar ile ara sira okuyanlar ve
parayla gazete satin almak istemeyenler i¢in (icerikleri iicretli gazeteler kadar kapsaml
olmamakla birlikte) habere ulagsmalarinda yeni bir olanak sunduklar1 sdylenebilir.

Her iki gazetenin de profesyonel haber yayimcilig1 yaptiklari, haber yayimina gerekli
0zeni gosterdikleri, haberlerin editoryal bir siireci takip ettigi gézlemlenmistir.

Reklam gelirleri ile ayakta kalabilen bu formattaki gazetelerin Tiirkiye’de bir ilk
olmalarindan dolay1r heniiz tam olarak benimsenemedikleri ve reklamveren i¢in cazip bir
reklam mecrast olamadiklar1 goriilmekte; aldiklar1 reklamlarin tekrarinin fazla olmasi, bu
reklamlarin ticretsiz yayinlandiklar1 izlenimi vermektedir. Diinya’da 6zellikle son on yillik
stire¢ igerisinde reklam veren i¢in yeni bir mecra olarak degerlendirilmeye baslayan iicretsiz
gazetelerin, Tirkiye’de yasayabilmeleri icin gerekli ve yeterli reklam gelirlerine heniiz
ulasamamalari, ayrica 2008-2009 yillarinda kiiresel mali krizin Tiirkiye’yi de etkilemesi,
kacinilmaz olarak yayim hayatlarina son vermelerine yol acan nedenler olmustur.

Ucretsiz gazete sahipligi incelendiginde, bu gazetelerin arkasinda yine ana akim
medya gibi, “piyasanin biiyiilk oyuncular’” olan, biiyiik medya gruplar goriilmektedir.
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Ekonomilerini sadece reklam satiglar1 lizerine kuran iicretsiz gazetelerin bu hassas
yapilarindan dolay1 her zaman i¢in, reklamverene cazip bir mecra olma sorunlar1 vardir. Cok
sayida okuru kendilerine ¢ekecek bir yayim politikalar1 gelistirmeleri uzun zaman alacak bir
stirectir. Bu kadar uzun bir siirecte ayakta kalabilmek i¢in, 6nemli bir maddi kaynaga ve
destege sahip olmalar1 gerekmektedir ki, bu da sadece biliyilk medya gruplarinin
kaldirabilecegi bir yiiktiir.

Yukarida da belirtildigi gibi heniiz okur beklentisi ve bu gazetelerin igerigine yonelik
ayrintili aragtirmalarin, analizlerin eksikligi s6z konusudur. Dolayisiyla, bu gazetelerin ana
akim medyaya alternatif bir yayim gelistirmeleri i¢in okur beklentisi, reklamveren beklentisi
ve yayimcilarin beklentileri arasinda nasil bir iliski kurulacagina yonelik bir analiz
yapabilmek icin, su anda yeterli veri yoktur. Ucretsiz gazetelerin olduk¢a yeni bir ara¢ olmast,
ekonomisini sadece reklam gelirleri iizerine kurmus olmasi (kiiresel ekonominin su anda
icinde bulundugu sorunlarla birlikte diisiiniildiigiinde), simdiden uzun dénemli sonuglara
iliskin detayli yorumlar yapmay1 zorlastiran bir diger etken olmaktadir.

Ayrica, Ozellikle geng okurlarin kagittan, online ve mobil ortamlara yonelmeleri,
kagida basili gazetelerin ne kadar omrii kaldigimi da bir tartisma konusu yapmaktadirlar.
Zaman iginde geleneksel gazetelerin kendilerini tamamen elektronik ortama tagimalariyla,
kagida basili gazetenin reklamverenle yapilacak entegre reklam satis anlagmalari
dogrultusunda {icretsiz olarak dagitilmalar1 giindeme gelebilir. Bu noktada licretsiz gazeteler,
dagitim bigimleri, erisim oranlar1 ve hedef kitleleri agisindan, 6zellikle bliyiik sehirlerdeki
geng, egitimli ve tiiketim potansiyeli olan okurla reklamvereni bulusturan bir platforma
dontstiiriilebilir. Ancak, ekonomisini bdyle bir zemine oturtacak iicretsiz gazetelerin, ana
akim medyaya alternatif bir ara¢ olabilmeleri ise bugiin i¢in pek olas1 goziikkmemektedir.

Gazete pazari, licretsiz gazeteler “anaakima” tasindikc¢a bir model degisimine dogru
gitmektedir. Ikinci nesil iicretsiz gazeteler daha yeni ortaya ¢ikmakta olduklarindan bu
degisimin gazeteciligin gelisimi {izerindeki tam etkisini yorumlamak simdilik kolay
olmamaktadir. Gelecek yillarda, {icretsiz gazetelerin diinya ¢apinda gelismeye devam etmesi
beklenebilir. Gazetecilik alanindaki bilim insanlari i¢in bu gazetelerin ilerideki is modelleri ve
performanslarini takip etmek ve bu yeni gazete modelinin getirecegi sosyal etkileri ve
degisimi incelemek daha ayrintili degerlendirmeler yapilmasini kolaylastiracaktir.

Son Notlar:

' 19 Aralik 1991 tarih ve 3924/91 sayili Konsey Yonetmeligi geregi Avrupa Birligine iiye iilkeler sanayi
tiretimine iligkin verileri yonetmelikte belirtilen esaslar dogrultusunda ve "Avrupa Toplulugunda Sanayi
Uriinleri Listesi - SUL” (List of Products of European Community - PRODCOM) siniflamasi ile toplamak ve
EUROSTAT"a iletmek zorundadir.

* Ayrintili bilgi igin bkz. Basin Kanunu; http://www.tgc.org.tr/mevzuat_basinyasasi.html (Son erisim tarihi:
19/09/2009).

3 Ayrmtili bilgi igin bkz. Basin ilan Kurumu Mevzuati, 2009; http:/www.bik.gov.tr/mevzuat.html (Son erisim
tarihi: 19/09/2009)

4 Daha ayrmtil bilgi igin bkz. http:/www.luebecker-nachrichten.de/index/unternehmen/historie/cronik.html ve
http://www.newspaperinnovation.com/index.php/2009/08/11/the-oldest-free-daily-in-1885/ (son erigim tarihi: 12
Agustos 2009).

° Bu aragtirmada iicretli ve iicretsiz gazetelerin 1995-2006 arasindaki tiraj gelisimi, iicretli gazetelerden onceki
ve sonraki yillar dikkate alinarak ve ozellikle Bakker’in yaptig: tiraja yonelik arastirmalardan yararlanilarak
degerlendirilmistir. Baz1 iilkeler eksik veri nedeniyle degerlendirilmeye alinmamustir. Bu calisma icinde ilgili
iilkelerdeki tirajlarla ilgili tablolara fazla yer kaplayacagi i¢in yer verilememistir. Daha ayrintili bilgi i¢in bkz.
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Piet Bakker. The Simultaneous Rise and Fall of Free and Paid Newspapers in Europe. Journalism Practice,
(Ekim 2008). Cilt: 2, (Say1: 3), 427-443.

® Degerlendirilen iilkeler, iicretsiz gazetelerin 2005 yilindan énce ¢ikmaya basladigi ve 2006 yili itibariyle yiizde
on gibi Onemli bir pazar payi alabildigi {ilkelerle sinirlanmis; bazi {ilkeler yetersiz veri nedeniyle
degerlendirmeye alinmamustir.

’ Burada substitution: ikame; yeni bir gazetenin, eskinin yerini almasi ve cumulation: yeni gazetenin eskisiyle
birlikte okunmasi; eski gazetenin yeni olanin etkisiyle az okunmasi bir yana, her ikisinin de birlikte okunmaya
devam etmesi anlaminda degerlendirilmelidir.

¥ Marmara Universitesi, Sosyal Bilimler Enstitiisii, Genel Gazetecilik Doktora Programi, 2007-2008 ders yili
Bahar déneminde, “iletisim Yonetimi ve Medya” dersi kapsaminda, 22 Mayis 2008 tarihinde, Ucretsiz gazeteler
ve Gaste'yi degerlendirmek i¢in diizenlenen semine davetli olarak katilan Gaste yoneticileri Ahmet Pandir ve
Rumet Serhat tarafindan yapilan sunumdaki veri ve bilgilerden 6zetlenmistir. Pandir, “Gastenin ismi ile ilgili
yorumlara ise, “kendilerinin ¢ok sayida isim saptadiklarini, daha sonra bunu 12’ye indirdiklerini, gerekli
miiracaat yapilirken yanlislikla en alttaki secenegin gazetenin kurumsal adi olarak kayitlara gegmis oldugunu
gordiiklerini; gazetenin tiim hazirliklar: tamamlandig1 ve yeni bir miiracaatla zaman kaybetmemek i¢in Gaste ad1
ile devam etme karari aldiklarin1 da eklemistir.

? Ucretsiz gazeteler Gaste ve 20 dk. ile ilgili igerik analizi, Marmara Universitesi, Sosyal Bilimler Enstitiisii,
Genel Gazetecilik Doktora Programi’nda 2007-2008 ders yil1 Bahar déneminde, “iletisim Y6netimi ve Medya”
dersi kapsaminda, doktora dgrencileri Yalgin Yilmaz ve Yusuf Ozkir tarafindan 17 Mart-17 Nisan 2008 tarihleri
arasindaki inceleme ve degerlendirme sonucu yapilan, yayimlanmamis aragtirmanin bir boliimiinii igermektedir.

' Giircan ve Batu, 2002°deki degerlendirme 6lgiitlerinden yararlanilarak gelistirilmistir. Ayrmtili bilgi igin bkz.
http://inet-tr.org.tr/inetconf8/bildiri/97.doc (Son erisim tarihi, 12/08/2008)
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Abstract

This paper is concerned with the question how to conceptualize alternative media. In
alternative media studies, there is no agreement on how alternative media should be
defined. A distinction that is drawn in this paper concerns the question whether the main
aim of alternative media should be to provide critical content and to reach a broad
audience for their media products (objective approach), or if they should aim at opening
up access to media production and at empowering those who are involved in the
production processes (subjective approach). The task for this paper is to define alternative
media in a way that enables them to increase their societal impact and to contribute to
emancipatory societal transformations. Possibilities and limits of alternative media as
emancipatory media are identified. Based on dialectical social theory and critical media
theory I construct an ideal model of alternative media as non-commercial, participatory
and critical media. In taking into account structural constraints under capitalism I argue
that alternative media can hardly realize all of these ideal dimensions. Thus I discuss on
which of these levels alternative media necessarily need to be on the alternative side and
on which they can also make use of mainstream strategies without loosing their
alternative character. Finally 1 confront the ideal-model with an understanding of
alternative media as critical media.

Keywords: critical media theory, alternative media, participatory media, critical media,
emancipatory media

Alternatif Medya Calismalarinin Temellerine iliskin Elestirel Bir Katki
Marisol Sandoval

Ozet

Bu calisma alternatif medyanin nasil kavramsallastirilag1 sorusuyla ilgileniyor. Alternatif
medya caligmalarinda bu medya ortaminin nasil tanimlanmasi gerektigine dair bir
uzlasimdan s6z edemiyoruz. Makalede, alternatif medyanin asil amaci, -elestirel
iceriklerin genis kitlelere ulastirllmasinin saglamasi mi olmali (nesnel yaklagim), yoksa
medya {irtinlerine ulagimin yayginlastirilmas: ve iiretim asamasinda gorev alanlarin
desteklenmesi mi olmali (6znel yaklasim) sorusu irdeleniyor. Caligmanin amaci,
ozgilirlesimci toplumsal doniisiimlere katkida bulunabilecek ve toplumsal etkisi giiclii bir
alternatif medya tanimi yapmaktir. Ayrica alternatif medyanin 6zgiirlesimei bir medya
olarak ne tiir olanaklara ve smirliliklara sahip oldugu da tartisihiyor. Diyalektik sosyal
kurama ve elestirel medya kuramina dayanarak, ideal bir alternative medya i¢in tecimsel
olmayan, katilime1 ve elestirel bir medya modeli insa ediyorum. Kapitalizmin {irettigi
yapisal sinirliliklart da goz Oniine alarak alternatif medyanin biitiin ideallerini
gerceklestirmesinin neredeyse olanaksiz oldugunu ileri siiriiyorum. Bu nedenle tartisilan
diizeylerden hangilerinde alternatif medyanin alternatif olan’in yaninda yer almasi
gerektigini, hangi durumlarda alternatif karakterlerini de yitirmemek kaydiyla anaakim
medyanin stratejilerini de kullanabileceklerini tartisiyorum. Son olarak da alternatif
medyanin bir elestirel medya ideali olarak anlasilmasina neden olan ideal-modele bir
kars1 ¢ikis gelistiriyorum.

Anahtar Kkelimeler: Elestirel medya teorisi, alternatif medya, katilimct medya, elestirel medya,
ozgiirlesimci medya
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A Critical Contribution to the Foundations of
Alternative Media Studies

1. Introduction

Le Monde Diplomatique is a monthly newspaper for international politics that
provides high quality journalism and critical reporting. It is published in 26 languages and
reaches a global audience of 2.5 million people. The newspaper is financed by sales and
advertising and distributed via retail, subscriptions, and as supplement in other newspapers
(Le Monde Diplomatique, 2009). Should Le Monde Diplomatique be considered as
alternative medium?

The answer to this question depends on how alternative media are defined. On the one
hand Le Monde Diplomatique provides critical content, which means that it is alternative at
the level of content. On the other hand it makes use of commercial financing and professional,
non-participatory organization structures, which means that it is not alternative at the level of
organization and production processes.

This example illustrates the importance of engaging in a discussion about how to

define alternative media. This paper will contribute to this task.
An important question in defining alternative media is whether their main aim should be to
provide critical content and to reach a broad audience for their media products, or if they
should mainly try to open up access to media production in order to empower those who are
involved the production processes. This paper is concerned with the question how to
conceptualize alternative media in a way that allows them to contribute to emancipatory
societal transformations. Figuring out possibilities and limits of alternative media as
emancipatory media is the aim of this paper.

The main research questions therefore are:

* What defines alternative media?

* What are emancipatory and transformative potentials of alternative media?

* How can alternative media challenge corporate media power?

* Are alternative media doomed to marginality or can they become important societal forces?

These research questions take into account that alternative media are often confronted
with many problems such as a lack of financial resources, a lack of public visibility, and
therefore a lack of societal impact. Thus, critical media theory should not only look at
theoretical potentials of alternative media but also at ways of how to realize these potentials
within the existing societal conditions.

In order to situate the discussion on alternative media within the wider context of
critical media theory in section 2 I briefly summarize the main arguments of the critique of
capitalist media.

In section 3 I construct a typology of approaches to defining alternative media. I
discuss whether the proposed models can contribute to the advancement of alternative media
as emancipatory societal forces.

In section 4 I propose a model of alternative media that refers to dialectical social
theory and critical media theory. This model takes into account the difficulties of alternative
media production under capitalism and proposes ways of how alternative media can achieve
both, being critical of society, and at the same time avoid marginality in order to actively
contribute to emancipatory societal transformations.
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2. Media between emancipation and repression

Since the beginning of the last century, many critical theorists, ranging from the
Frankfurt School to the critical political economy tradition, have criticised the system of
capitalist mass media. Their critique focuses on two main aspects: the critique of the
commodity form of media (see for example Nicholas Garnham, 2006; Dallas Smythe, 1997)
and the critique of their ideological character (see for example Max Horkheimer and Theodor
W. Adorno, 1947/1977; Leo Lowenthal, 1964; Herbert Schiller, 1997).

Theorists that point at the commodity form of media are concerned with the role of
media as commercial enterprises and their embedment in the overall economy (Smythe, 1997:
438; Garnham, 2006: 212). For Smythe for example the most important question in media
studies is ,,what economic function for capital do they [the media] serve?* (Smythe, 1997:
438).

While Garnham (2006) as well as Smythe (1997) mainly look at the media as
economic actors, theorists like Max Horkheimer and Theodor W. Adorno (1947/1977) are
more concerned with analysing the ideological character of capitalist media. They argue that
the integration of the cultural realm into the system of commodity exchange has as a
consequence that only cultural products that can survive on a capitalist market are produced.
The market mechanism would therefore lead to standardization, identity, and conformity. As
a result consumers are confronted with the permanent reproduction of the existing societal
conditions. This would lead to mass deception, manipulation and uniformity, and eliminate
every idea of resistance (Horkheimer and Adorno, 1947/1997).

These critical media theories are not critical of the media as such but of their role
under capitalism. This means that media could also be used in ways to empower the
oppressed and to foster critical thinking and resistance to the dominative capitalist relations.
Douglas Kellner has pointed at this ambiguity of the media: “Media and computer
technologies are among the most advanced forces of production which are creating a new
global capitalist society which may well strengthen capitalist relations of production and
hegemony, but also contain the potential for democratizing, humanizing and transforming
existing inequities in the domain of class, race and gender. Like most technologies, they can
be used as instruments of domination or liberation, and can empower working people, or they
can be used by capital as powerful instruments of domination” (Kellner, 1997: 1).

Depending on the context of their usage, media have repressive as well as/or
emancipatory potentials. Therefore it is important for critical media theory to criticise those
relations that foster a repressive media usage, and at the same time figuring out possibilities
for realizing emancipatory potentials. The following chapters will contribute to the latter.

3. A typology of alternative media approaches

Typologizing alternative media approaches can help to identify different lines of
argumentation in the discussion on alternative media and to systematically compare the
strengths and shortcomings of different definitions in order to overcome their weaknesses.
Thus, in order to be useful the constructed typology needs to be exhaustive. This means that
that every potential approach to alternative media may be situated within this typology.

An exhaustive typology of approaches to alternative media can be based on Giddens
(1984: xx) distinction between objective and subjective social theories. For him the object are
societal structures, defined as “rules and resources implicated in social reproduction” that “are
stabilized across time and space” (Giddens, 1984: xxxi). The subject is understood as the
“knowledgeable human agent” (Giddens, 1984: xx). Thus, theories that focus on structural
aspects can be termed objective, those that are more oriented towards actors can be termed
subjective.
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In the following this distinction of subjective and objective social theories will be
applied to the realm of alternative media theory. All approaches to alternative media point out
that such media pose an alternative to the dominant system of capitalist mass media. This
means that alternative media negate certain aspects of capitalist mass media. The question,
which aspects alternative media should negate, marks the difference between subjective and
objective alternative media approaches.

Subjective approaches (section 3.1) focus on media actors and the ways they produce
alternative media. They argue that media can have emancipatory societal effects if they
contribute to democratizing the access to media production in order to give ordinary people a
voice. Subjective approaches thus argue for an understanding of alternative media as
participatory media.

Objective approaches (section 3.2) are more oriented towards alternative media
structures. They argue that alternative media can realize their emancipatory potentials by
negating the ideological character of capitalist mass media by providing critical media
content. Media content can be understood as a media structure because it is a durable result of
media production.

In discussing these approaches the central question is whether these two different
concepts of alternative media are suitable for advancing an emancipatory usage of media, not
only in theoretical terms, but also in terms of potential societal impacts and practical political
effectiveness.

3.1 Subjective approaches to alternative media: alternative media as participatory
media

The majority of approaches to alternative media is subjective and focuses on
participation and the democratization of media production. Such subjective ideas about an
alternative organization of the media system can for example be found in the work of Bertolt
Brecht (1932/2000), Walter Benjamin (1934/1996), Hans Magnus Enzensberger (1970/1982),
Nick Couldry (2003), Alfonso Gumucio Dagron (2004), Clemencia Rodriguez (2003), Chris
Atton (2002; 2004; 2008), Kate Coyer (2007), Peter Lewis (1976), Helmut Peissl and Otto
Tremetzberger (2008), and Nicholas Jankowski (2003). In the following I will first outline the
main arguments of this approach (section 3.1.1) and than discuss its suitability for analysing
alternative media and their societal impact (section 3.1.2).

3.1.1 Emancipation through participation: An outline

Bertolt Brecht already in 1932 criticized the usage of the radio as one-sided
distribution apparatus instead of using it as a two sided communication apparatus. Brecht
pointed out that radio technology would be suitable for opening-up access to media
production for everybody (Brecht, 1932/2000: 43). Similarly Walter Benjamin pointed out
that also the press could become a more democratic tool for communication by turning its
readers into writers. In this case the “literary competence” would become “public property”
(Benjamin, 1934/1996: 772). Hans Magnus Enzensberger stressed that in regard to electronic
media the distinction between receiver and transmitter would not exist due to technical
reasons, but be an expression of existing class relations (Enzensberger, 1970/1982: 48).

Brecht’s, Benjamin’s and Enzensberger’s approaches to alternative media can be
considered as subjective because they all stress that the decisive factor for the establishment
of emancipatory media would be the abolition of the distinction between consumers and
producers of media products. Thus their approaches focus on media actors and their
involvement in media production. For them the emancipatory potentials of media arise from
the practices of media producers that is, from the processes of how media are produced
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collectively. Such subjective approaches to alternative media point at participatory production
processes as the central characteristic of alternative media.

Many recent approaches to alternative media pick up this vision of abolishing the
division between producers and consumers of media products in order to establish a more
democratic media system.

So for example for Nick Couldry the main problem with the existing highly
concentrated mass media system is that the majority of people is excluded form media
production. Media concentration would therefore result in a concentration of symbolic power,
which allows commercial mass media to gain “influence over peoples beliefs (barely
articulated) through which we frame the social world” (Couldry, 2003: 43). Therefore for
Couldry the most important task for alternative media is to challenge the highly concentrated
media system and the resulting power of capitalist mass media by challenging the “the
entrenched division of labour (producers of stories vs. consumer of stories)” (Couldry, 2003:
45). Couldry’s approach to alternative is very similar to Brecht’s, Benjamin’s and
Enzensberger’s claim for abolishing the distinction between producer and consumer of media
products. According to Couldry the emancipatory and progressive potential of alternative
media lies in opening up access to media production to a broad public. This would allow
challenging the mass media’s power of naming by confronting the reality constructed by
capitalist mass media with other versions of social reality. The strong emphasis on media
actors that gain back media power by producing alternative media shows the subjective
orientation of this approach.

Also the discourse on community media is widely oriented towards the practices of
media actors. Community media approaches are subjective because their focus is on
participatory access to media production and the empowerment of individuals. Community
media are understood as media that serve a specific geographic community or a community of
interest, and allow non-professionals to actively engage in media production, organization and
management (Lewis, 1976: 61; Jankowski, 2003: 8; Coyer, 2007; KEA, 2007: 1; Peissl and
Tremetzberger, 2008: 3).

Whereas for Couldry as well as for Brecht, Benjamin and Enzensberger participatory
media production is necessary for establishing more democratic media system at the macro-
level, community media approaches stress that participation in the first instance should
contribute to the empowerment of those who are engaged in alternative media production.

This argument is also central in Alfonso Gumucio Dagron’s (2004) and Clemencia
Rodriguez’ (2003) examination of alternative media. For Gumucio Dagron participatory
production processes are at the core of alternative media projects: “In my own view
alternative communication is in essence participatory communication, and the alternative
spirit remains as long as the participatory component is not minimized and excluded”
(Gumucio Dagron, 2004: 48). Although Gumucio Dagron points out that the promotion of
social change is central for alternative media participatory production processes remain their
central characteristics. According to him only participatory media give voice to the voiceless
and are able to support social change by representing “people and not and not only the
economic and political interest of a powerful minority” (Gumucio Dagron, 2004: 47).
Clemencia Rodriguez uses the term citizens media in order to illustrate that alternative media
should assist those who are engaged in the production processes in becoming active citizens:
“Citizens’ media is a concept that accounts for the processes of empowerment,
concientization and fragmentation of power that result when men, women and children gain
access to and reclaim their own media” (Rodriguez, 2003: 190). For Rodriguez the main task
of alternative media is to assist people in living a self-determined life.

Another important representative of a subjective approach to alternative media is Chris
Atton. Besides of participatory production he also stresses the importance of anti-capitalist
and anti-managerialist organization processes. Also for Atton the empowerment through the
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direct involvement in production and organization processes marks the emancipatory potential
of alternative media projects. He points out that alternative media “emphasize the
organization of media to enable wider social participation in their creation, production, and
dissemination than is possible in the mass media” (Atton, 2002: 25). For Atton practicing
prefigurative politics by anticipating the idea of a society beyond capitalism is what makes
alternative media emancipatory (Atton, 2002). But unlike Rodriguez and Gumucio Dargon
he warns against validating “participation as good in itself” (Atton, 2008: 217).

As this outline shows, subjective approaches to alternative media have in common that
they stress the importance of democratizing media production. Alternative media are first and
foremost understood as participatory media. In the next sub-section I will discuss in how far
participation is a suitable criterion for defining alternative media.

3.1.2 Emancipation through participation: A critique

In the 1980s a research group called Comedia strongly criticized an understanding of
alternative media as participatory media. According to Comedia the public marginality of
many alternative media projects would stem form “the absence of a clear conception of target
audiences and of marketing strategies to reach new audiences, the failure to develop necessary
skills in the area of administration and financial planning, and the commitment to an
inflexible model of collectivity as the solution of all organizational problems” (Comedia,
1984: 95). Practicing prefigurative politics would be a central obstacle in gaining public
visibility and societal relevance. The disadvantages of collective organization structures
would be high expenditures of time and resources. According to Comedia alternative media
therefore remain in an “alternative ghetto”. Comedia argues that the main task for alternative
media producers is to create a balance between economic necessity and political goal
(Comedia, 1984: 96). This would include the insight that “capitalist skills as marketing and
promotion can be used to further their political goals” (Comedia, 1984: 101).

In their recent book Chris Atton and James Hamilton stress that the struggle for
obtaining the necessary resources for media production puts alternative media under immense
pressures. They state that the “general political-economic dilemma for any critical project is
that it needs resources with which to work, but those crucial resources are present only in the
very society that it seeks to change or dissolve” (Atton and Hamilton, 2008: 26).

Without money alternative media production rests on the self-exploitation of media
producers, low-cost production techniques and the usage of alternative distribution channels.
This creates problems with continually producing an alternative media product and
difficulties in reaching a broad audience. Gaining public visibility requires financial
resources for producing and distributing media products. Under capitalism it is difficult to
obtain these resources without making use of commercial mechanisms of financing like
selling space for advertisements. Using such capitalist techniques of financing contradicts the
political aims of emancipatory alternative media that are critical of capitalism. But alternative
media are not located outside the capitalist system and therefore are dependent on financial
resources for producing and distribution their products. These resources can hardly be
obtained without making use of commercial mechanisms of financing.

One could argue that with the Internet new possibilities for cheap participatory media
production (Couldry, 2003: 45; Bennett, 2003: 34; Wright, 2004: 90; Atton, 2004; Hyde,
2002: online), for bypassing gate-keepers (Bennett, 2004: 141; Rosenkrands, 2004: 75;
Meikle, 2002: 61) and for reaching a potentially global audience arise (Vegh, 2003: 74;
Meikle, 2002: 60f).

This is certainly true, but at the same time with the Internet another important problem
for alternative media production becomes more evident: Not every media content that is
produced and distributed receives public visibility and is consumed (Wright, 2004: 84; Rucht,
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2004: 53; Curran, 2003: 227). In this context Pajnik and Downing point out that “in the
contemporary world it is not uncommon that being heard is more important than what is being
said. The result is a cacophony of simultaneous monologues leading ultimately to uniformity
and standardization, rather than exchange of ideas between equals” (Pajnik and Downing,
2008: 7).

Thus, giving ordinary people a voice by opening up access to media production is not
enough for a truly democratic media system to emerge. Referring to blogs Christian Fuchs
states: ,,that everyone is in principle able to post political ideas in a blog doesn’t mean that he
or she will be heard and listened to because blogging today takes place in a hierarchical and
stratified society in which public attention can be bought and is controlled by media
corporations and political elites* (Fuchs, 2008: 135).

Also on the Internet political and financial power are essential for gaining public
visibility. Those projects that have the means for advertising their websites (as for example
established capitalist media institutions) have an advantage over those without resources (as
for example many alternative media projects). Participation remains very limited if people can
only talk but are not heard. Therefore the discussion on emancipatory media potentials also
has to consider structural inequalities as a central feature of capitalism.

In the context of the Internet Marcuse’s (1965) concept of repressive tolerance becomes
more apparent than ever before. According to Marcuse tolerance becomes repressive when,
due to the large number of ideas that are available for consumption, critical ideas are tolerated
but immediately subsumed under the ruling ideas. Marcuse states: ,,other ideas can be
expressed, but, at the massive scale of the conservative majority (outside such enclaves as the
intelligentsia), they are immediately 'evaluated' (i.e. automatically understood) in terms of the
public language*, this means that ,,the antithesis is redefined in terms of the thesis* (Marcuse,
1965: 96).

Another problem of an understanding of alternative media as participatory media that
becomes specifically obvious on the Internet is, that participation as such is not necessarily
emancipatory. Participatory organization principles can also be used for advancing repressive
media content. One example is the Internet Forum of the right-wing National Democratic
party of Germany (National Democratic Party of Germany, 2009), which is an extreme right-
wing medium, that is produced in a participatory way. As Richard A. Viguerie and David
Franke (2004) as well as Robert Hillard and Michael C. Keith (1999) illustrate, participatory
production is not only employed for politically progressive, but also for conservative
purposes. In this context Bart Cammaerts points at “the extensive use of the internet (as well
as other media) by non-progressive reactionary movements, be it the radical and dogmatic
Catholic movement, the fundamentalist Muslim movement or the extreme right — post-fascist
—movement” (Cammaerts, 2007; 137).

Nevertheless some representatives of the participatory media approach argue that the
emancipatory effects of alternative media arise from the production process itself (see for
example: Dowmunt and Coyer, 2007; Rodriguez, 2003): “The political nature of alternative
media is often present irrespective of content, located in the mere act of producing”
(Dowmunt and Coyer, 2007: p. 2). But as I have highlighted participation as such is not
necessarily emancipatory. Thus, in my view besides form the lack of public visibility another
problem of defining alternative media as participatory media is, that without referring to the
content of participation it becomes impossible to distinguish between emancipatory and
repressive media usages. As Atton states participation should not be validated “as good in
itself” (Atton, 2008: 217).

The hope that a communication apparatus that abolishes the distinction between
producers and consumers, as Brecht imagined it, automatically leads to a more democratic
and emancipatory media system has to be disappointed. The abolition of the distinction
between media consumers and media producers, as it has been realized on the Internet, is not
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enough for making an emancipatory media system reality. Public visibility is still stratified
through power relations.

According to Gumucio Dagron (2004) and Rodriguez (2003) public visibility is not an
aim for alternative media projects. They stress that the success of alternative media should not
be measured along criteria like scope, number or recipients, or circulation: “anyone asserting
that alternative media are fine but their coverage is to limited geographically or in terms of
users does not understand what alternative media really are” (Gumucio Dagron, 2004: 49).
According to Gumucio Dagron alternative media are successful if they contribute to the
establishment of dialog within a local community or within existing social networks.

This is certainly true for a certain type of alternative media, which aims at local
community building as or at enabling communication between existing social networks such
as social movements or protest groups. In these cases it is important that alternative media are
organized participatory and that every recipient can also become a producer of messages in
order to allow exchange and dialogue.

But one can also think of another type of alternative media that aims at establishing a
counter-public sphere by reporting about topics neglected by capitalist mass media and by
criticizing structures of domination and oppression. Such alternative media need to gain
public attention if they want to be successful in raising awareness and mobilizing for social
struggles. At least such alternative media are dependent on financial resources that often make
necessary commercial financing and restrictions regarding access to media production.

Examples for such a type of media are The New Internationalist, Z Magazine,
Rethinking Marxism, Historical Materialism or Monthly Review. Defining alternative media
as participatory media excludes such oppositional publications although they provide critical
content and contribute to the establishment of a counter public sphere.

As outlined above there are several reasons for arguing that participatory production
processes should not be considered as decisive for the alternative character of media. In
summary, these reasons are:

* Participatory, non-commercial media that reject professional organization processes often
suffer from a lack of resources. This makes it difficult to gain public visibility and to
contribute to the establishment of a broad counter-public sphere, which would be necessary
for raising awareness on the repressive character of capitalism and for supporting radical
social transformation.

* Participatory production processes need not necessarily be emancipatory but can also be
used for advancing repressive purposes.

* Using participatory production processes as decisive criterion for defining alternative media
excludes many oppositional media that provide critical content but make use of professional
organization structures.

The argument that participatory production processes is not a suitable criterion for
defining alternative media does not mean that alternative media should not strive for
employing participatory components in the organizational structure, but that today this is not
always possible to the desired extent.

3.2 Objective approaches to alternative media: alternative media as critical media

In contrast to subjective approaches, objective approaches focus on media content in
defining alternative media. Media content is a durable result of media production and can
therefore be considered as a media structure.

One representative of an objective approach is John Downing. He speaks of alternative
media as radical media that “express an alternative vision to hegemonic politics, priorities and
perspectives” (Downing, 2001: v). Alternative media should establish counter-hegemony,
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report about neglected topics, and criticize oppression: “the role of radical media can be seen
as trying to disrupt the silence to counter the lies, to provide the truth” (Downing, 2001: 16).
For Downing radical media need not necessarily be participatory media. He points out that
sometimes professional organization is important for challenging hegemony: “some forms of
organized leadership are essentially for coordinate challenges to the ideological hegemony of
capital and to put forward credible alternative programs and perspectives” (Downing, 2001:
15).

Downing criticizes an anarchist approach to alternative media: “For anarchism,
however, it has normally been enough to attempt to create little islands of prefigurative
politics with no empirical attention to how these might be expanded into the rest of society”
(Downing, 2001: 72). Establishing an alternative public sphere and reporting about
oppression and the struggles against it for him is more important than the realization of
participatory production processes (Downing, 1995: 250).

Also Tim O’Sullivan has given a definition of alternative media that is oriented
towards media content. He describes alternative media as “forms of media communication
that avowedly reject or challenge established and institutional politics, in the sense that they
all advocate change in society, or at least a critical reassessment of traditional values”
(O’Sullivan, 1995: 10).

Graham Meikle points at several aspects that mark critical media content: “Stories that
address complexity rather than reducing it to a good guys/bad guys schema. Stories that
stimulate discussion and debate rather than constructing conflict, stories that go beyond a
spurious objectivity and recognise their writer’s responsibility to strengthen civic discourse
and involve community members in coverage issues which affect them* (Meikle, 2002: 100).
In my view focusing on media content is more useful than pointing at participatory production
processes, because it offers an objective criterion for defining alternative media. As I have
outlined in the proceeding chapter, participatory production can be used for progressive as
well as for repressive ends. Therefore a more objective criterion, like critical media content,
is necessary for deciding upon the repressive or emancipatory character of media. This
objective criterion is also important for my dialectical approach to alternative media, which I
will outline in the next section.

4. A dialectical approach to alternative media

In this chapter I will outline my understanding of alternative media, which is based on
dialectical social theory. A dialectical approach to alternative media tries to overcome the
dualism between subjective and objective approaches. In a first step I will introduce a model
of ideal-typical alternative media (section 4.1). This ideal-typical model can function as vision
for organizing alternative media. But due to structural constraints under capitalism it is not
always realizable to the desired extent. Thus in a second step I will argue for using minimum
requirements for defining alternative media (section 4.2).

4.1 An ideal-typical model of alternative media

My approach to alternative media is based on a dialectical model of the media system,
that is on the assumption of a dialectical relationship between media actors and media
structures. This means that media structures enable and constrain the action of media actors,
who again through their actions shape the media structures.

The actors of the media system are producers and consumers of media products.
Media structures in the sense of insitutionalized relationships (Giddens, 1984: xxxi) for
example are institutions, technologies, media content, or the economic form of media
products.
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The decisive question in defining alternative media is how A) alternative media
structures and B) alternative media actors differ from those of capitalist mass media:

A) Alternative media structures: Critical media theory has shown that capitalist mass
media are repressive because of two interconnected aspects: their commercial character on the
one hand, and their ideological character on the other hand (see section 2). Thus if alternative
media want to negate the repressive capitalist media system they should be non-commercial
instead of commercial and provide critical content instead of ideologies.

B) Alternative media actors: In alternative media theory it is stressed that alternative
media differ from capitalist mass media because they open up access to media production to a
broad public and try to abolish the distinction between media producers and media
consumers, so that a prosumer (Toffler, 1980) emerges (see section 3.1.1).

Ideal-typical alternative media realize all of these dimensions: They are non-
commercial, provide critical content and are produced in a participatory way (see figure 1):

Capitalist Mass Media System Ideal-typical Alternative Media System
MEDIA STRUCTURE

NON-
CRITICAL
COMMERCIAL W&, MEDIA

MEDIA | CONTENT
PRODUCT

MEDIA
PRODUCT AS
COMMODITY

CRITICAL
PROSUMER

MANY
CONSUMERS

MEDIA ACTORS

Fig. I A model of capitalist mass media vs. an ideal model of alternative media

The model of capitalist mass media and ideal-typical alternative media that is shown

in figure 1 is dialectical because it shows that through the production process subjective
knowledge of media producers becomes objectified into media products. The subjective
knowledge turns into an objective structure that is media content. The structure as objective
media content again becomes subjectified through the process of reception, that is the
objective media products turns into subjective knowledge. This shows that the actor and the
structural level do not form completely separated unities but encroach upon each other.
The comparison in figure 1 contains a strict dichotomy between capitalist mass media and
ideal-typical alternative media. But since alternative media production today takes place
under the conditions of a capitalist society the ideal model cannot be realized to the desired
extent.

In chapter 3.1.2 I have criticized those models of alternative media that exclusively
focus on exercising prefigurative politics and collective organization practices and therefore
often fail in reaching an audience for their media products. This means that under capitalism
non-commercial, participatory, and collective organization can often only be sustained at the
cost of financial resources, continuity, public visibility and societal impact. Gaining public
visibility under capitalism requires financial resources for producing and distributing media
products. Realizing an ideal model of alternative media would presuppose different societal
conditions. It would require that people have enough time, skills, and resources for not only
consuming but also producing media content and that the necessary technologies for media
production are freely available. Alternative media that try to realize the ideal model to the full
extent therefore are likely to fail in reaching a broad audience. But reaching a broad audience
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would be necessary if alternative media want to contrast the ideologies produced by capitalist
mass media with critical reporting. Only in doing so they have a chance to contribute to
critical awareness raising regarding the dominative and oppressive character of capitalism.
Critical awareness is a necessary precondition for critical actions and the resistance against
capitalism.

Under capitalism the ideal model of alternative media is likely to fail. Thus, the strict
dichotomy between capitalist mass media and alternative media has to be set off. Instead, I
argue for defining minimum requirements for speaking of an alternative medium.

4.2 Minimum requirement for defining alternative media

For several reasons, which I have outline above, I argue that in order to be successful
in advancing progressive political aims, alternative media may depend on employing some
elements of capitalist techniques of media production. Alternative media can make use of
capitalist structures and at the same time criticize them. Herbert Marcuse has in this context
spoken of “working against the established institutions, while working in them” (Marcuse,
1972: 55).

In my view the minimum requirement for speaking of alternative media should be
critical media content. This means that also commercial and non-participatory media can be
understood as alternative as long as they produce and distribute critical media content. As
soon as ideological content in standardized form is produced and distributed one can no
longer speak of an alternative medium (see table 1).

Capitalist mass media Ideal alternative media
¢ | Economic form of Media product as Non-commercial media
,_g 2 | media products commodity product
o 2 .
£ | Content of media . .
= & Ideological content and Critical content
» | products
Critical
< » | Consumers Many consumers nsumer
5 8 e Critical
(VI 31 . .
g Critical Prosumer
= < | Producers Few producers
producers

Table 1: characteristics of alternative media
. This dimension is necessarily NOT A QUALITY of an alternative medium

This dimension is A NECESSARY QUALITY of an alternative medium
This dimension is A POTENTIAL, but not a necessary QUALITY of an alternative medium

At the actor level table 1 shows that media need not necessarily abolish the distinction
between media producers and media consumers for being alternative. Here, the minimum
requirement for speaking of an alternative medium is that media producers produce critical
media content.

At the structural level table 1 shows that the economic form of media products
(commercial vs. non-commercial) should not be considered as decisive for the alternative
character of media. Here, the minimum requirement for speaking of an alternative medium is
critical content. As soon as ideological content is produced a medium is no longer alternative.
Many critical political economists have argued that it is hardly possible to at the same time
employ commercial mechanisms of financing and to be critical at the level of media content.
Commercial financing would necessarily lead to ideological content because it would create
dependences on the market and on their financiers (see for example Garnham, 2006; Smythe,

11



Marisol Sandoval

1997; Knoche, 2003; Herman and Chomsky, 1988). I argue that the relationship between
economic form and media content should not be understood as deterministic causality.

Nevertheless, alternative media that employ commercial mechanism of financing are
constantly endangered of being subsumed under the interest of their financers. For Atton and
Hamilton the “key dilemma” for alternative media therefore is “whether or not to rely on
advertising” (Atton and Hamilton, 2008: 26). It certainly is a difficult but very important task
for alternative media to maintain independence at the level of content. If they fail in doing so
and their political aims get lost their alternative character vanishes. The concept of “working
against the established institutions, while working in them” (Marcuse, 1972: 55) is always
accompanied by he danger of getting subsumed under the interest of the established
institutions. But at the same time it is often the only chance to step out from marginality and
to become politically effective.

It certainly would be desirable that alternative media could do without commercial
financing. Karl Marx considered the independence from market mechanisms as crucial for a
free press: “The primary freedom of the press lies in not being a trade” (Marx, 1842: 71). But
under the existing societal conditions commercial financing often is the only way for
overcoming marginality. As Marcuse pointed out counterinstitutions “have long been an aim
of the movement, but the lack of funds was greatly responsible for their weakness and their
inferior quality. They must be made competitive. This is especially important for the
development of radical, ‘free’ media” (Marcuse, 1972: 55).

In summary alternative media can be understood as media that try to contribute to
emancipatory societal transformation by providing critical media content. A decisive
question therefore is: What exactly does critical media content mean?

A definition of critical media content can refer to the definition of critique given by
Karl Marx: “The criticism of religion ends with the teaching that man is the highest essence
for man — hence, with the categoric imperative to overthrow all relations in which man is a
debased, enslaved, abandoned, despicable essence” (Marx, 1844: 385).

Critical theorists like Max Horkheimer (1937/1992), Herbert Marcuse (1937/1992),
Theodor W. Adorno (1969) have advanced this notion of critique. In summary Marxist
critique departs form the critique of capitalist relations and societal contradictions. The
objects of critique are all kinds of domination. The critique consists in the negation of
repressive societal conditions, and aims at a society without domination and oppression in
which all human beings can live a self-determined life.

Critical media content can therefore be understood as content that criticizes all forms
of oppression and domination, and keeps up the vision of a reasonable and self-determined
society that can be achieved through social struggles.

In this sense alternative media as critical media realize what Marx intended the press
to be: “the public watchdog, the tireless denouncer of those in power, the omnipresent eye, the
omnipresent mouthpiece of the people’s spirit that jealously guards its freedom” (Marx, 1849:
231). For Marx “it is the duty of the press to come forward on behalf of the oppressed in its
immediate neighbourhood” and “to undermine all the foundations of the existing political
state of affairs” (Marx, 1849: 234).

I propose a model of alternative media that pursue radical criticism at the level of
content but are not necessarily alternative at the level of economic product form and
production processes.

This definition of alternative media, which uses critical content as minimum
requirement, has the following main advantages compared to an understanding of alternative
media as participatory media:

* It does not exclude oppositional media that make use of commercial mechanisms of
financing. Commercial financing allows alternative media to maintain financial stability,
which makes it easier to continually produce high-quality media products and to gain public
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visibility. Thus, such a definition can help alternative media to overcome marginality and to
reach broader publics. This does not mean that alternative media that do not reach a broad
audience should not be considered as alternative but that such media can probably not
effectively contribute to the development of a critical counter-public sphere, which is
essential for critical consciousness building.

* Using critical content as decisive criterion for defining alternative media allows
distinguishing clearly between repressive and emancipatory media usages.

Several examples illustrate that, despite of compromises, it is realizable for alternative
media to at the same employ commercial financing, and remain critical at the content level.
The canadian journal Adbusters for example is financed by donations and sales and has a paid
circulation of about 120.000. Adbusters is critical of capitalism, supports social movements
and calls for political activism. Through critical reporting the journal wants to contribute to
“topple existing power structures and forge a major shift in the way we will live in the 21st
century” (Adbusters, 2009). The bimonthly journal Mother Jones has a paid circulation of
250.000 and is financed by donations, sales and advertising. It aims at supporting social
change by critical reporting and investigative journalism (Mother Jones, 2008). These two
publications have in common that they use mainstream distribution channels and have an
appealing design. This makes them more accessible for a broad audience.

The argument that commercialism and critical content are not mutually exclusive is
also supported by Bailey’s, Cammaerts’ and Carpentiers’ analysis of the commercial Muslim
minority magazine Q-News: “The case of Q-News indicates that commercialism does not
necessarily undermine critical journalism” (Bailey, et al., 2008: 94). Rodney Benson
conducted a content analysis of 4 Californian alternative Newsweeklies (LA Weekly, New
Times LA, San Francisco Bay Guardian, SF Weekly) that are entirely financed by sales and
advertising. The study showed that especially the San Francisco Bay Guardian is critical of
capitalism and reports on political activism. Benson concludes: “This study has called into
question the common research assumption that commercialism, especially advertising,
necessarily undermines the critical, oppositional stance of the press. Although relying on
advertising to a greater extent than U.S. daily newspapers, many urban newsweeklies offer
news and views ignored by the mainstream media, as well as encouraging passionate
democratic debate and, in some cases, active political involvement” (Benson, 2003: 124).

5. Conclusion

In the introduction I posed the question whether Le Monde Diplomatique should be
considered as alternative medium. Although Le Monde Diplomatique is a commercial
newspaper and restricts access to media production I argue that it should be understood as
alternative because it questions ruling ideas, criticises domination and is partial for the
oppressed, provides detailed analyses of topics neglected by capitalist mainstream media,
considers causes and not only effects. That is Le Monde Diplomatique provides critical
content.

Of course Le Monde Diplomatique does not represent the ideal type of alternative

media. This would require negating capitalist mass media not only at the level of content, but
also at the level of economic product form (non-commercial media products) and production
processes (participatory production processes). As I have pointed out, realizing this ideal
model of alternative media would require societal conditions that are not realized today.
If alternative media want to avoid marginality and to be able to contribute to emancipatory
societal transformations they rely on financial resources for producing and distributing their
products. Since this can require employing commercial means of financing and restricting
access to media production I have argued that critical content should be considered as
minimum requirement in defining alternative media.
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Alternative media that are critical at the content level can show that under the existing
societal conditions the realization of the entire potentials of individuals and of society is
constantly suppressed. In doing so they can challenge false consciousness and contribute to
critical awareness raising.

Critical consciousness allows to question domination and to imagine an alternative
society without oppression, and therefore is a precondition for critical political actions: “Thus,
the break through the false consciousness may provide the Archimedean point for a larger
emancipation—at an infinitesimally small spot, to be sure, but it is on the enlargement of such
small spots that the chance of change depends” (Marcuse, 1965: 111).
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This essay examines a variety of approaches to teaching about and with alternative
media across a media studies curriculum. I locate this discussion in the context of
ongoing debates surrounding the theory and practice of critical media literacy
(Kellner and Share, 2005; Lewis and Jhally, 1998). The essay proceeds with
examples of teaching (with) alternative media in two courses: an introductory media
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Ozet

Bu makalede, alternatif medyaya iliskin ve alternatif medya ile egitimi tartisan cesitli
yaklagimlar, medya c¢alismalari miifredati g¢ercevesinde incelemektedir. Caligmamda,
elestirel medya okuryazarliginin kuramina ve uygulamasina dair siire giden tartigsmalari
(Kellner ve Share, 2005; Lewis ve Jhally, 1998) ele aliyorum. Calismanin devaminda,
ayrica alternatif medyanin ders ortaminda nasil ele alinabilecegi ve derste alternatif
medya kullanimima dair iki ayr1 6rnek de yer aliyor. Bunlardan birincisi medya
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Teaching (With) Alternative Media

In May 2007, MediaChannel—the web-based clearinghouse of news analysis and media
criticism co-founded by journalists Danny Schecter and Rory O’Connor—featured a short video
produced by group of undergraduate students at DePauw University." Shot in a mock-
documentary style reminiscent of VH-1’s Behind the Music, the video features interview footage
with, and original music performed by, a student composer. The video aims to alert viewers to
the detrimental impact of radio payola on creative expression and independent artists.

Another group of students submitted their work to Adbusters—the Canadian nonprofit
magazine “concerned about the erosion of our physical and cultural environment by commercial
forces.” In a sly appropriation of the AOL Instant Messenger (AIM) icon, students filled the
familiar AIM Buddy icon with dozens of corporate logos. A comment on the commercialization
of our physical, psychological, and social space, the graphic elegantly illustrates how we
consume, and are consumed by, advertising messages.

Like their classmates, these students were asked to develop a public service
announcement (PSA) related to a topic in contemporary media studies. The assignment was the
finale to a semester-long investigation into what communication scholar Robert McChesney
(2004) describes as “the problem of the media.” Part academic analysis, part call to action,
McChesney’s work champions the cause of media reform. In addition to reading McChesney’s
lucid critique of the relationship between the economic and regulatory structure of the U.S.
media system and the content produced by this system, the course made extensive use of news
reports, consumer alerts, independent video, web sites and other forms of “alternative media”
(Atton, 2002; Downing, 2001). In doing so, the course introduced students to heretofore-
unknown channels of public communication that provide opinion, analysis and perspective of the
sort rarely seen or heard in mainstream media.

Conversely, the PSA assignment encouraged students to create “alternative media” of
their own. Using a variety of technical resources across campus (e.g., audio and video
production gear, computer workstations and graphic design software) students developed
promotional campaigns related to ongoing media reform efforts." The assignment called for
students to not only design and produce the PSAs, but to implement a distribution plan that
included campus as well as external media outlets.” To put it in the vernacular of media
activists, this assignment encouraged students to “Be The Media.”

This essay examines a variety of strategies for teaching (with) alternative media. I begin
with a brief discussion of the concept of critical media literacy—the core principle behind an
approach to media education that promotes media activism and reform. Following this, I discuss
the pedagogical value of alternative media in two distinct settings: an introductory media studies
course and a video production class." Throughout, I argue that integrating alternative media into
the communication studies curriculum stimulates students’ imagination by providing a
mechanism for understanding and coping with mainstream media practices.

Critical Media Literacy: Making Distinctions in Media Education

There is no shortage of academic literature extolling the value of media literacy
(Masterman, 1985/2001; McCall, 2007; Potter, 1998; Sholle and Denski, 1994). In recent years,
regional teacher-training programs with an explicit focus on media literacy, such as the New
Mexico Media Literacy Project and the Media Education Lab at Temple University, have
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become commonplace. At the national level two organizations, the Alliance for a Media Literate
America (AMLA) and the Action Coalition of Media Educators (ACME), work with various
constituencies around the country to promote and support media education.

And yet, despite growing numbers of parents, teachers, academics and policy makers
who have come to recognize the importance of media education, the United States lags far
behind other English speaking countries in integrating media literacy into school curricula
(Kellner and Share, 2005). Ironically, the most formidable obstacle to media education in this
country may be the conceptual and philosophical differences among media literacy advocates
themselves. ¥ Lewis and Jhally (1998) characterize these differences in terms of “textual” versus
“contextual” approaches to media literacy. The distinction between “textual” and “contextual”
approaches can be summed up as follows.

Textual approaches to media literacy focus primarily on teaching students to be critical
consumers of media messages. Through deconstruction and semiotic analysis, textual
approaches to media literacy seek to enhance student comprehension of the communicative
strategies and techniques used to construct media messages. In a related fashion, this approach
encourages students to make aesthetic judgments regarding media form and content.
Occasionally, students develop their analytic skills through hands-on media production.

In contrast, contextual approaches to media literacy emphasize the relationship between
media and democratic notions of citizenship. Specifically, contextual approaches consider media
texts as but one of several foci for analysis, interpretation, and evaluation. This is not to suggest
that contextual approaches dismiss the importance of textual analysis to media literacy. Rather, a
contextual approach to media literacy examines the media text in relation to the conditions of its
production and reception.

Adopting this broader perspective, media literacy takes up questions of political economy
of the media industries and explores media’s role in the circulation of meaning within society. In
this way, a contextual approach to media literacy encourages students to not only analyze the
voices, values, and interests present in media texts, but also to consider whose voices, values,
and interests are excluded from media texts, and why. Thus, a contextual approach to media
literacy foregrounds questions of power, control, and authority exercised within and through
media culture. As Lewis and Jhally argue, “It is not enough to know that [media texts] are
produced, or even how, in a technical sense, they are produced. To appreciate the significance of
contemporary media, we need to know why they are produced, under what constraints and
conditions, and by whom” (Lewis and Jhally, 1998: 110). As we shall see, this attention to
questions of authorship and the limits and constraints that shape media texts is especially
valuable in terms of media production pedagogy.

With this in mind, I use the phrase “critical media literacy” throughout this essay to
signal this crucial distinction between media literacy of the sort that focuses rather narrowly on
cultivating sophisticated ways of “reading” media messages (textual approach) and a broader
perspective that highlights the socially constructed, and therefore highly political character of
media culture (contextual approach). Taking up the sociopolitical dimensions of media
messages, critical media literacy asks students to question the consequences of a
commercialized, profit-oriented media system; to challenge the economic, political and
institutional arrangements of such a system; and to realize their capacity to confront, challenge,
and change their media environment (Torres and Mercado, 2006).

In contrast to textual critiques, then, a contextual approach to media literacy promotes
structural reform of the current media system through education and activism. As Lewis and
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Jhally note, “This approach undoubtedly has political consequences. Just as political education
allows citizens to think more critically and constructively about politics, media literacy can
provide people with the wherewithal for thinking about the limits and possibilities of media
systems” (Lewis and Jhally, 1998: 113). Inasmuch as it encourages students to consider the
possibilities of a media system that is not predicated on capital accumulation, critical media
literacy is an emancipatory practice. That is to say, critical media literacy goes beyond
demystifying media processes and techniques to challenge the notion that a media system
dominated by commercial interests is either inevitable or irreversible. In what follows, I describe
some strategies for using alternative media in support of the goals and objectives of critical
media literacy.

Alternative Media in the Classroom

Theories of the press and its relationship to democratic principles are among the central
concerns taken up by introductory coursework in media studies. The challenges of teaching this
material are twofold. First, a significant number of students enrolled in this lower level course
aspire to careers in the field of journalism. The demand for “practical” skills and insights
oftentimes overshadows student interest in theoretical perspectives on the role of the press in
democratic societies. Second, is a more general student apprehension toward theory. Students
find it difficult to discern, let alone appreciate, the relevance of theory to their everyday lives.

Teaching with alternative media is an effective means of overcoming these pedagogical
challenges while simultaneously exposing students to information and perspectives that
illuminate, rather than obscure, the decisive role media play in creating a citizenry capable of
democratic self-governance. For example, Independent Media in a Time of War (2003)
produced by the Mohawk Independent Media Center (IMC), illustrates democratic theories of
the press in an accessible and engaging fashion."

McChesney (2004) identifies three functions of the press in a democratic society. First,
the press should serve as a watchdog of the powerful. Second, the press should ferret out truth
from lies. Third, the press should provide a diverse range of opinion on matters of the public
interest. Following a detailed discussion of McChesney's democratic theory of the press, we
screen Independent Media in a Time of War featuring award-winning journalist Amy Goodman.
I instruct students to “read” this half-hour video through the lens of the theoretical framework
McChesney provides. Invariably, I find that students are more comfortable and better prepared
to discuss the implications of democratic theories of the press following Ms. Goodman’s critique
of mainstream media coverage of the U.S. led invasion of Iraq."

For instance, Goodman challenges corporate media’s subservience to the Bush
administration during the Iraq War. Goodman calls attention to how closely U.S. reporting
followed the administration line during the lead-up to the war and questions the breathless
enthusiasm field reporters and network correspondents exhibited during the “Shock and Awe”
campaign that launched the invasion. Likewise, Goodman’s assessment of the practice of
“embedded reporting” points up the banality and naked jingoism of these dispatches from the
frontlines in Iraq. As elsewhere, the video producers illustrate Goodman’s critique with “found
footage” of news reports, press briefings and the like. Upon viewing what is in essence an
“illustrated lecture,” students were sympathetic to Goodman’s critique. In terms of McChesney's
theoretical framework, Independent Media in a Time of War vividly demonstrates that the fourth
estate failed in its historic mission as a “watchdog” to the powerful.
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The video is equally effective in revealing mainstream media’s inability, or unwillingness
to be more precise, to discern truth from spin, half-truths and out right falsehoods: the second
function of the press in democratic societies. Acting as “stenographers to power,” to use David
Barsamian’s (1992) useful phrase, the corporate press did little to independently verify the
administration’s claims regarding weapons of mass destruction (WMD). Similarly, the virtual
absence of images of civilian casualties, combined with hi-tech, graphic representations of so-
called “smart bombs,” obscured the human cost of modern warfare.

Goodman’s comparative analysis of press coverage of CNN International, which featured
images of Iraqi civilian casualties, and the sanitized version of the war presented by CNN for
domestic consumption reveals the extent to which the American people were purposefully misled
by the U.S. press corps. Revealing corporate media’s complicity in aiding and abetting the Bush
administration’s deceptions, Goodman’s analysis underscores the vital role the press should
have, but failed to play in ferreting out truth from lies. The point that reporting of this sort
distorts the role of the press in democratic societies was not lost on students. Class discussions
underscored the consequences such shoddy reporting has had for both the American and Iraqi
people.

What resonated most with students, however, was Goodman’s suggestion that the
practice of embedding reporters, if it is to be at all taken seriously, should also include journalists
embedded in hospitals, at military funerals, and in the peace movement. Citing a study
conducted by the media watchdog group Fairness and Accuracy in Reporting (FAIR) Goodman
notes how thoroughly mainstream media marginalized dissenting opinions on the war (Rendell
and Broughel, 2003). Here, Goodman observes corporate media’s exclusive reliance on “official
sources” and its virtual blackout of the peace movement. Students found Goodman’s argument
that corporate media failed to provide a diverse range of opinion on the wisdom and legality of
the Iraq invasion compelling and persuasive.

This is not to suggest, however, that all students respond favorably to Goodman’s
critique. As often happens when using examples from the alternative press—documentary film
and video, investigative reports, opinion pieces, or critical analyses—some students resist
perspectives that are unapologetically out of step with “conventional wisdom.” Of course, such
reactions are completely understandable, given how narrowly corporate media frame important
public policy debates, such as the invasion and subsequent occupation of Irag.*™

Nevertheless, in the face of resistance to material of this sort, I ask students to reflect
upon the diversity of their news and information sources. Here, a political economic analysis
helps students begin to understand why independent journalism matters and how it differs from
news, opinion and analysis produced and disseminated by corporate media. In the course of
these discussions, I also make it clear that as citizens in a democracy it is in our own self interest
that we have access to and make use of a variety of news sources: corporate as well as
independent, local as well as national, foreign as well as domestic.

Production Pedagogy

Production pedagogy is most effective when it leverages students’ formidable knowledge of, and
pleasures with, television form and content. Here, then, my production classes make extensive

use of examples culled from corporate media. Doing so is essential for deconstructing television
production codes and conventions. Within the framework of critical media literacy, however,



Kevin Howley

this is but the first step toward a far more nuanced appreciation of the cultural politics of
television.

That is to say, critical media literacy informs production pedagogy inasmuch as it builds
upon the central tenets of textual analysis—with its attention to the constructed character of all
media forms—and foregrounds the myriad ways in which television form and content are deeply
implicated in social learning, the social construction of reality, and the broader struggle over
meaning. Equally important, with its emphasis on activism and civic engagement, critical media
literacy encourages students to use their newfound production skills in the public interest.

Critical media literacy not only teaches students to learn from media, to resist
media manipulation, and to use media materials in constructive ways, but is also
concerned with developing skills that will help create good citizens and that will
make individuals more motivated and competent participants in social life
(Kellner and Share, 2005: 372).

Independent video and other forms of alternative media are particularly well suited to this task.
In the context of media production coursework, judicious use of alternative media has the
potential to transform student perceptions not only of the media, but also of themselves and
others as historical actors and agents of social change.

On this score, This Is What Democracy Looks Like (1999) is a real eye opener for student
video makers. A collaboration between the Seattle IMC and Big Noise Films, This Is What
Democracy Looks Like is an unflinching account of the demonstrations that led to the collapse of
the World Trade Organization (WTO) meetings in Seattle, Washington, November 1999. *
From the standpoint of production pedagogy, the video is significant for a number of reasons.

First, the feature-length video features footage recorded by over 100 independent media
producers. This represents a formidable technical, aesthetic and logistical achievement. For
students who are often disillusioned with group work, This Is What Democracy Looks Like
reveals the advantages of collaborative projects and work habits. That is to say, no single
filmmaker or television news crew would have been able to capture the “Battle of Seattle” with
the sense of immediacy as hundreds of independent media activists had done. This Is What
Democracy Looks Like inspires students to work in a collective fashion, sharing skills and
expertise among working groups and lending assistance on each other’s projects. Participatory
production processes—Ilong recognized as a catalyst for individual and collective development™
—are ideally suited to critical media literacy and its emphasis on collaborative practices and
social change.

Second, This Is What Democracy Looks Like underscores a valuable insight of critical
media literacy alluded to earlier: namely, that social, economic and political context enables as
well as constrains cultural production. In one particularly telling sequence, a mainstream
television news report states that Seattle police have not used tear gas or concussion grenades in
their dealings with demonstrators. This report is directly contradicted by footage recorded by
independent videographers of police hostility, including the use of lethal force against peaceful
protesters. How and why corporate media ignored or otherwise de-emphasized the police riot in
Seattle, while over-emphasizing limited vandalism that did take place in the downtown business
district, are rich discussion points that get production students thinking critically about the role of
news workers and organizations in the interpretation of historical reality.
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Moreover, for students who look at their own work and are disappointed because it falls
short of the standards of commercial media they are so accustomed to, alternative media
demonstrate that so-called “non-professionals” can produce high-caliber video using consumer
grade equipment. Equally important, activist video underscores the strength of a “hyper-local”
approach to student media. All of which is to say that in strictly technical terms students cannot
possibly compete with commercial media outlets. Nor should they. Students’ busy schedules,
lack of production experience, and relative freedom to pursue projects unencumbered by
expectations of financial reward provide a very different context for media production than those
of their “professional” counterparts.

Put differently, recognizing how media production in an educational setting provides a
distinctive set of limits and possibilities can be liberating for student producers. In the absence
of the economic prerogatives and institutional constraints that confront commercial media
producers, student media makers are free to address issues and concerns that are typically
ignored or marginalized by mainstream media (Huesca, 2002). This insight helps cultivate a
sense of public service that is sorely lacking in a media system predicated on capital
accumulation. Thus, using alternative media in the production classroom reaffirms the
importance of putting people before profits—a valuable lesson for all students, especially those
who aspire to work in the media industries.

Conclusion

Assuming an explicit, oppositional stance to mainstream media, alternative media
routinely interrogate the implications of private ownership and control of the media system on
democratic values and practices. Insulated from the logic of the marketplace, alternative media
also provide a valuable public service, one that promotes cultural diversity, civic engagement
and participatory democracy—especially for individuals, groups and communities routinely
marginalized by mainstream media. Finally, alternative media are palpable expressions of
individual and collective agency in confronting media power (e.g., Couldry and Curran, 2003).
Organized around the idea that our media system should serve the public interest, independent,
grassroots, and nonprofit media organizations represent a viable alternative to corporate media
culture. Herein lies the value of alternative media in realizing the goals and objectives of critical
media literacy.

In saying this, I do not want to underestimate the resistance some students exhibit toward
alternative media. For instance, students are quick to point out that alternative media are biased
and often take up advocacy positions. While I do not deny any of this, I remind students of
media literacy’s core principle: all media are social constructions and therefore incomplete and
subjective interpretations of reality. Further, critical analysis of mainstream media reveal their
own set of biases—attitudes and perspectives that have been naturalized over time but which,
nonetheless, serve to reinforce or legitimate existing relations of power.

Finally, for students, especially those aspiring media workers, who think I am conflating
pedagogy with proselytizing I assure them that my goal is far more modest. That is, my teaching
is not intended to get them to think as I do. Rather, my aim is to get students thinking critically
about media power. To that end, I use the following metaphor to capture my intentions: Critical
media literacy is akin to walking around with a stone in your shoe. It won’t hurt or kill you, but
it will bother you just enough that you won’t be able to ignore it for long.
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Notes

' DePauw University is a liberal arts institution in Greencastle, IN. These students were enrolled
in one of two sections of Media, Culture, and Society (COMM 233) I taught in Spring 2007.

' The media reform issues addressed in these campaigns were: commercialization, low power
FM (LPFM), net neutrality, radio payola, and fake news.

"' Campus media included the student newspaper, radio station and close-circuit television
channel. External media included Adbusters, FreePress, MediaChannel, Prometheus Radio, and
Savethelnternet.com, among others.

V' Space constraints prohibit me from discussing the use of alternative media in other media
studies course work. Elsewhere, I have discussed the use alternative media in the context of
television criticism.

V' There are, of course, additional factors that account for the present state of media education in
the U.S.: the effects of the No Child Left Behind program and other vestiges of the “standards
movement” that stifle pedagogical innovation; the encroachment of corporate interests on
teaching materials, course content and extracurricular programming; and the lack of formal
media literacy programs in college and university departments of education, to name but a few.

VU Independent Media in a Time of War is available through the Media Education Foundation--
one of the premier producers/distributors of educational resources that critically examine media
institutions, practices and behaviors.

Vi1 Based on observations I have made using this video in tandem with McChesney’s “The

Problem of the Media” in three sections of Media, Culture & Society (COMM 233).

VI For more on corporate media’s effect on limiting the terms of policy debates see Chomsky
& Herman (1988) and Cohen & Solomon (1993).

™ This Is What Democracy Looks Like is available for purchase through the co-producers’

website: http://www.thisisdemocracy.org/. For more on the Seattle IMC and the IMC movement
see Kidd (2003).

* For a book-length treatment of participatory video see White (2003).
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Abstract

Commercialization of media context and oligopolistic structure of media ownership made
it difficult for components of society which have been under pressure to represent
themselves in public sphere. These pieces of society, who are not represented within the
globalizing media, started to create alternative media with their own organizational
patterns and content against the mainstream media. The collective movement culture,
which is made visible by the new social movements within the globalization wave after
the1980’s, had effects on the content and the organization practices of the alternative
media. Alternative media created an counter public sphere in which the unrepresented
could be represented against the dominant public sphere. In Turkey, especially after the
1980’s, public sphere was open to different voices. This diversity made it possible for the
alternative media that expresses itself in a different way. In this study, monthly anarchist
newspaper “Ahali”, which is published by a group of anarchist people from Ankara
through the circle of in Istanbul, analyzed from the perspective of working practices and
potential of counter public sphere.

Keywords: Alternative media, anarchism, counter public sphere, public sphere, Ahali

Medyada Alternatif Bir Hal: ‘AHALI’ ve Karsit Kamusalhk

Cagdas Ceyhan

Ozet

Medya ortaminin ticarilesmesi ve medya miilkiyetinin az sayida kisinin elinde
toplanmasi, ekonomik sosyal olarak baski altindaki toplum kesimlerin kamusal alanda
temsilini zorlagtirmistir. Kiiresellesen medya ortaminda temsil edilemeyen toplum
kesimleri, kendi seslerini duyurabilmek icin. anaakim orgiitlenme yapilari ve igerikleriyle
anaakim medyaya karsit, alternatif medyalar olusturmaya baslamislardir. 1980’li
yillardan sonra kiiresellesme dalgasiyla beraber yeni toplumsal hareketlerin ortaya
cikardigr kolektif hareket kiiltiirii alternatif medyanin igerigini ve Orgiitlenisini
etkilemistir. Alternatif medya hakim kamusal alanin kargisinda temsil edilemeyenlerin
temsil edilebildigi karsit bir kamusal alan olusturmustur. Tiirkiye’de ise oOzellikle
1980’lerden sonra kamusal alan farkli seslere a¢ilmaya baslamigtir. Bu ¢esitlilik anaakim
medyaya kars1 kendini farkli sekilde ifade eden alternatif bir medyanin olusumuna da 6n
ayak olmustur. Calismada anaakim medyanin dagitim ve {iretim iligkileri disinda yer alan
Ankarali bir grup anarsistin Istanbul’daki arkadaslariyla beraber c¢ikardiklari aylik
Anargist Ahali gazetesi calisma iliskileri ve karsit kamusallik potansiyeli agisindan
incelenmistir.
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Abstract

Commercialization of media context and oligopolistic structure of media ownership made
it difficult for components of society which have been under pressure to represent
themselves in public sphere. These pieces of society, who are not represented within the
globalizing media, started to create alternative media with their own organizational
patterns and content against the mainstream media. The collective movement culture,
which is made visible by the new social movements within the globalization wave after
the1980’s, had effects on the content and the organization practices of the alternative
media. Alternative media created an counter public sphere in which the unrepresented
could be represented against the dominant public sphere. In Turkey, especially after the
1980’s, public sphere was open to different voices. This diversity made it possible for the
alternative media that expresses itself in a different way. In this study, monthly anarchist
newspaper “Ahali”, which is published by a group of anarchist people from Ankara
through the circle of in Istanbul, analyzed from the perspective of working practices and
potential of counter public sphere.

Keywords: Alternative media, anarchism, counter public sphere, public sphere, Ahali

Medyada Alternatif Bir Hal: ‘AHALI’ ve Karsit Kamusalhk

Cagdas Ceyhan

Ozet

Medya ortaminin ticarilesmesi ve medya miilkiyetinin az sayida kisinin elinde
toplanmasi, ekonomik sosyal olarak baski altindaki toplum kesimlerin kamusal alanda
temsilini zorlagtirmistir. Kiiresellesen medya ortaminda temsil edilemeyen toplum
kesimleri, kendi seslerini duyurabilmek icin. anaakim orgiitlenme yapilari ve igerikleriyle
anaakim medyaya karsit, alternatif medyalar olusturmaya baslamislardir. 1980’li
yillardan sonra kiiresellesme dalgasiyla beraber yeni toplumsal hareketlerin ortaya
cikardigr kolektif hareket kiiltiirii alternatif medyanin igerigini ve Orgiitlenisini
etkilemistir. Alternatif medya hakim kamusal alanin kargisinda temsil edilemeyenlerin
temsil edilebildigi karsit bir kamusal alan olusturmustur. Tiirkiye’de ise oOzellikle
1980’lerden sonra kamusal alan farkli seslere a¢ilmaya baslamigtir. Bu ¢esitlilik anaakim
medyaya kars1 kendini farkli sekilde ifade eden alternatif bir medyanin olusumuna da 6n
ayak olmustur. Calismada anaakim medyanin dagitim ve {iretim iligkileri disinda yer alan
Ankarali bir grup anarsistin Istanbul’daki arkadaslariyla beraber c¢ikardiklari aylik
Anargist Ahali gazetesi calisma iliskileri ve karsit kamusallik potansiyeli agisindan
incelenmistir.
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Medyada Alternatif Bir Hal: ‘AHALI’ ve Karsit Kamusallik'

GIRIS

Medya, toplumsal bi¢cimlenmenin ii¢ diizeyinin (ekonomik, ideolojik, politik) farkli
Olgeklerde iktidarla kesistigi ayricalikli bir konumda yer almaktadir. Dolayisiyla medyanin
icerigi ve trettigi yapt hakim tretim bigimi ile iliskileri ve bu iliskiler dogrultusunda
toplumsal yapiyla kurdugu etkilesim igerisinde anlagilmalidir. Medyanin toplumsal yapiyla
kurdugu iligski tiretim iligkileri kavrami iizerinden anlasilmaya calisildiginda medyadaki
sahiplik yapist anahtar bir kavram olarak 6ne ¢ikmaktadir.

Medyanin sahiplik yapis1 diinyada ve Tiirkiye’de 1980’11 yillarin bagindan itibaren bir
dizi dramatik degisime ugramistir. Diinyada iletisim sektoriinde yogunlagsma ve finansal
hareketler hiz kazanmistir. Devletin iktisadi roliiniin azaltilmasi gerektigini ifade eden
neoliberalizmin temel ekonomik ve siyasi ¢ergevesini sundugu bu degisim iletisim alaninda:
“Devletlerin elindeki kamu kuruluslarinin 6zel kesime satilmasi, kamu yayincilig1r yapan
kurumlarin yaninda ticari 6zel yayimcilara da izin verilmesi veya farkli sermaye kesimlerinin
olusturdugu konsorsiyumlarin yeni 6zel yayincilik kurumlar i¢in ihaleye girmeleri yoluyla
goriiniir hale gelmistir” (Geray, 2003: 74).

Kiiresel ticari medya ortaminin olusumuna giden doniisiim siirecinde kamu hizmeti
yayinciliin tasfiyesi doniisiimiin ilk evresini olustururken sahiplik yapisindaki degisim ve
yogunlasma ise doniisiimiim ikinci ve kurumsallagsma evresini olusturmustur. Kiiresel ticari
medyanin 6nii hem ulus devlet i¢indeki diizenlemelerle hem de Diinya Ticaret Orgiitii (DTO)
ve Diinya Bankasi (DB) gibi ulus 6tesi kuruluslarin diizenleyicilikleri ile ag¢ilmistir. Kiiresel
bir piyasa yaratmaya yarayan bu diizenlemeler, daha sonra yerini piyasanin kendi mantigina
birakmistir. Medya sektoriinde sirketler holdinglesme yoluna gitmislerdir. Yine medya
endustrisinde farkli sektorlerin farkli iletisimsel etkinlikleri gergeklestirdigi bir orgiitlenmeden
tek ve tiimlesik bir pazar yapilanmasina gecilmistir.

Tiirk medyast da diinya ekonomisinin izledigi bu rotanin diginda kalmamistir. 1960’11
yillarda endiistrilesmeye baslayan Tiirk Basimi 1965-1980 yillar1 arasinda endiistrilesmesini
tamamlamig, 1980°li yillardan sonraysa yatay ve dikey biitliinlesme evrelerini tamamlamistir
(Adakli, 2001; Sonmez, 1996). 2000’11 yillarla beraber Tiirkiye’deki hakim medya gruplari
kiiresel medya devleriyle isbirligi yapmaya baslamuslardir. Isbirligi esit bir ortakliktan ¢ok
kiiresel medya devleriyle eklemlenme yoniinde ve kiiresel medya devlerinin yerellesmelerine
on acacak sekilde olmustur. Bu doniistimiin olumsuz etkisini en fazla medya calisanlari
hissetmis medyadaki emek siiregleri ve istihdam politikalarinin niteligini medya calisanlari
aleyhine doniistiirmiistiir Tiirk medya ortamindaki doniisiimiin medya igeriklerine de etkisi
olumsuz olmustur. Medya {iriinleri artan bir bi¢cimde ticarilesmis, haberler tabloidlesme ve
magazinellesme egilimi icerisine girmislerdir.

Medya ortaminin gittikge ticarilesmesi, radikal seslerin farkli toplumsal kurtulus
itopyalarinin kamusal tartismadan diglanmasina yol agmistir. Anaakim medya hi¢ olmadig:
kadar giicliilerin ve zenginlerin olmustur. Sesleri duyulamayan toplum kesimleri ise anaakim
medyada temsil edilebildiklerinde kendi dilleri ve kendi gerceklikleriyle degil, giicliiler ve
zenginlerin anlamlandirma haritasina gore temsil edilmektedirler. Dolayisiyla giicliilerin
medyasinda emekgiler, koyliiler, escinseller, kadinlar, Kiirtler, savas karsitlari, ¢evreciler
mitolojik bir koétiiliigiin ve yasadigimiz sorunlarin nedeni olarak karsimiza ¢ikmaktadir.

! Alan arastirmam boyunca dostluklarini, yardimlarmni tiim samimiyetleriyle gsteren Ahali’nin giizel
¢ocuklarina ve titopyalarina, ¢alismama ilham veren papatya kokulu tren yolculuguna, zarif destegini hi¢
esirgemeyen Incilay Cangtz’e ve Erhan Akargay’a tesekkiirii borg bilirim.
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Ancak kiiresellesmenin etkisi her sosyal olgu gibi ¢ift yonlii olmustur. Bir yandan
diinya daha 6nce hi¢ olmadig1 kadar ticarilesme olgusuyla kars1 karsiya kalirken diger yandan
yeryiizliniin her yerinde kiiresellesmenin disladig1 toplum kesimleri niceliksel olarak artmistir.
Kamusal alandan diglanan biiyiiyen yiginlar daha iyi bir hayat i¢in diinyay1 doniistiirme
amaclar i¢in, diinya tarihinde so6zii dinlenen 6zneler olabilmek ve seslerini duyurabilmek i¢in
kendi medyalarini yaratmaya ¢alismaktadirlar.

Ozellikle 1980’1 yillardan sonra simif siyasetinin azalan etkisi melez direnis formlarini
ortaya ¢ikarmistir. Kiiresellesme dalgasiyla beraber yeni toplumsal hareketlerin ortaya
cikardigr kolektif hareket kiiltiirii yeni melez formlarla beraber c¢esitlenmis, sermayenin
kiiresellesmesine karsit alternatif bir kiiresel diinya tahayyiilii yaratmistir. Bu yeni toplumsal
hareketler temsili mekanizmalar1 ve iktidar1 reddetmekte, anti hiyerarsik anti otoriter orgiitsel
yapilariyla hayalini kurduklar1 yeni diinyaya yonelik bir doniistimii giindelik yasantilarinda
baslatmaktadirlar. Tam da bu 6zellikleri dolayisiyla kiiresellesmenin yaratigi yeni ‘otekilik’
kategorileri ve onlarin yeni miicadele formlarin yolu alternatif medyayla kesisir. Bu yeni
toplumsal hareketler kendi medyalarin1 olusturarak hakim kamusallia karsi temsil
edilemeyenlerin karsit kamusunu yaratmaktadirlar. Bu karsit kamu yalmzca igerik
iiretiminden olusmamakta ayni zamanda, kolektif eylem ve dogrudan eylem pratikleriyle de
kiiresellesmenin olumsuz etkilerine karsi fiili bir direnis cephesi goérevini gormektedir.
Alternatif medya yeni toplumsal hareketlerle bir sebep sonug iliskisinden ziyade diyalektik bir
iligki icerisindedir. Anti hiyerarsik, ticari olmayan, toplulugun ¢ikarina orgiitlenisi, ortaklasa
karar alma ve dogrudan demokrasinin gegerli olusu yeni toplumsal hareketlerin orgiitlenme
felsefesiyle ortiismektedir. Ote yandan bu yeni karsit kamular iletisim teknolojilerinin
yarattig1 olanaklarla beraber sinirlari asan kiiresel bir hal de almigtir. Alternatif medya yerelin
sorununu kiiresel diizleme tasimaktadir. Brezilya’daki Topraksiz Kdyliiler, Arjantin’deki
Barikatcilar, Danimarka’daki Anarsistler, Giiney Afrika’da gecekondularda yasayanlar artik
yalnizca kendi cografyalarini ilgilendirmemekte, diinyanin bir baska yerindeki bir muhalifi de
etkileyebilmektedir.

Alternatif medya, literatiirde topluluk medyasi, anaakima kars1 alternatif medya, sivil
toplum medyasi, radikal medya gibi farkli basliklar altinda siniflandirilmaya c¢alisilmistir
(Bailey vd, 2008; Downing, 2001; Rodriguez, 2001). Bu siniflandirmalarin kesistigi temel
nokta, alternatif medyanin anaakim medyadan farkli olan katilime1 ve anti otoriter
organizasyon yapisi ve anaakim medyada gérmeye alisik olmadigimiz aktdrler ile onlarin
sorunlarinin iceriginde yer almasi olarak saptanmaktadir. Dolayisiyla alternatif medya hem
kendi orgiitlenisi hem de kullandig1 dil ve ele aldig1 sorunlar agisindan da karsit kamusalligin
mecrasidir.

Tiirkiye’de ise alternatif medyanin tarihi i¢in 1960’11 yillarin sonunda goriiniir hale
gelen devrimci yayinlar baglangig noktasi olarak ele alinsa da mubhalif ve sol bir basin
geleneginden likinci Mesrutiyet yillarindan itibaren s6z edilebilinir. 1980 sonrasi ise
Tiirkiye’de hem sol hareketin baskilandigi, hem de neoliberalizmin iilkenin ekonomik ve
siyasi glindemi artan bir sekilde belirledigi bir donemin baslangici olmustur. 1980’11 yillarda
siif eksenli sosyalist soldan zorunlu ya da goniillii kopus, Tiirkiye’de muhalif kamusal alanin
cesitlenmesine yol agmistir. Feminist hareket, ¢cevreci hareket, Kiirt hareketi, anarsist hareketi,
ogrenci hareketinin anti otoriter orgiitlenmeleri (Ogrenci Koordinasyonu 1990’larin ikinci
yarisinda anti-otoriter yapist ve farkli eylem bigimiyle Tiirkiye 6grenci hareketi tarihinde
kendine parlak bir yer edinmeyi bagarmistir). Bu ¢esitlilik anaakima kars1 farkli sekilde ifade
eden alternatif bir medyanin olusumuna da 6n ayak olmustur.

Bu c¢alismada anaakimin medyanin dagitim ve iretim iligkileri disinda yer alan
Ankarali bir grup anarsistin Istanbul’daki arkadaslariyla beraber cikardiklari aylik Anarsist
Ahali gazetesi ¢alisma iliskileri, alternatif kamusallik yonlerinden incelenmeye calisilmigtir.
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Ahali gazetesinin bu calisma i¢in sec¢ilmis olmasinin sebebi ise tezin hazirlandig1 sirada
diizenli olarak yayimlanan tek anarsist gazete olmasi, igeriginde haber metinlerine yer
vermesi ve anaakima alternatif bir igerige sahip olmasidir. Gazetenin diizenli olarak
yayimlanmasi ve haber iiretiminin yapiliyor olmasi, gazetenin g¢alisma iliskilerinin, haber
iretim pratiklerinin goézlenebilmesini saglamistir. Calismanin kuramsal kisminda sirasiyla
alternatif medya ile ilgili literatiir ele alinarak alternatif medyanin organizasyon ve igerik
olarak anaakim medyadan farklilasan yonleri iizerinde durularak alternatif medya- karsit
kamusallik arasindaki iliskinin niteligi agimlanmaya ¢alisilacaktir. Calismanin ikinci kisminda
ise alternatif medya Ornegi olarak Ahali gazetesinin kendini anlamlandirma dizgesi,
organizasyon iligkileri ve gazetenin liretim siireci etnografi yontemi araciligiyla anlagilmaya
caligilarak, alandan elde edilen veriler 1s18inda karsit bir kamusallik yaratip yaratmadigi
sorusuna cevap aranacaktir.

Alternatif Medyayr Tamimlamak

Alternatif medya kavrami alanla ilgili pek ¢ok arastirmaci i¢in bile hala bir dizi kafa
karigikligini cagristirmaktadir. Uzunca bir slire anaakim medya kurumlarina ve onun
tiriinlerine odaklanan iletisim arastirmalari (Fenton, 2006: 305) anaakim olmayan medyay1 ve
irlinlerini ¢alismalarina konu etmemislerdir. Alternatif medyay1 ele alan ¢aligmalar farkli
diizeylerde farkli siniflandirmalara tabi tutulmustur. Ilk grup alternatif medyay1 detayli bir
sekilde agiklamaya ¢alisan, alternatif medyanin koklerine, ekonomik kaynaklarina ve program
cesitlerine bakan ve alternatif medyay: iletisimsel bir olgu olarak gérmemize saglayan
biitiinliiklii ¢alismalardir. Tkinci gruptaki ¢alismalar ise alternatif medyanin 6nemini iletisim
stireci ve demokrasi i¢inde aciklayanlardir. Bailey vd. (2008) siniflandirmalarinda alternatif
medyay1 c¢esitlilik ve iligkisellik kavramlar1 aracilifiyla agiklamaktadirlar. Farkli teorik
cercevelerin alternatif medyanin ¢esitli yonlerini vurguladigini ifade eden Bailey vd. (2008)
coklu teorik bir bakis acistyla alternatif medyayr ele alan dort bakisin bir birlesimini
saglamaya ¢alismislardir:

Topluluga hizmet eden

Anaakim medyaya kars1 alternatif olarak alternatif medya
Alternatif medyayi sivil topluma baglamak

Rhizome (sarmasik)(kok-govde) olarak alternatif medya.
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Tablo 1. Dort teorik bakisin pozisyonu

Medya merkezli Toplum merkezli
Topluluk medyasinin
ozerk kimligi Bakis I:
(Ozcu) Topluluga hizmet
Bakis IlI:

Sivil toplumun

bir pargasi
Topluluk medyasi Bakis II: Bakis IV:
kimliginin diger
kimliklerle olan Anaakima karsi Rhizome
iliskisi alternatif

Kaynak: Bailey, Olga Guedes, Bart Cammaerts ve Nico Carpanteir. Understanding
Alternative Media, McGraw Hill: Open University Press, 2008, s. 7.

Ote yandan alternatif medya ile ilgili ¢alismalarin biiyiik bir kismi alternatif medyanin
anaakimdan farki tizerine odaklanir. Alternatif medya genellikle anaakim medya tarafindan
temsil edilmeyen muhaliflere temsil saglamasi ve sosyal, siyasal reformun taraftarlig: ile
tanimlanmistir (Haas, 2004: 115). Alternatif medyayla ilgili kuramsal ¢aligmalar i¢in milat
noktas1 olarak John Downing’in 1984 tarihli Radical Media (Radikal Medya) calismasi
alinmaktadir. Downing, bu ¢alismasinda radikal medyay1 kars1 enformasyon kurumlari olarak
ve gelisimsel giiclin aktorleri olarak gostermistir (Haas, 2004: 116). Downing ‘Radikal
Medya’nin 1984 tarihli baskisinda alternatif medyay1 yayincilik ve basilt iirlinlerle sinirlar.
Downing’e gore radikal medyay1 alternatif kilan sosyal ve politik degisim i¢in sahip oldugu
potansiyeldir. Downing’in bakiginin temel ilgisi radikal medyanin birlikte hareket ve politik
biling kazandirma potansiyeline iligkindir. Downing her ne kadar 1984 tarihli ¢aligmasinda
radikal medyay1 basili ve yayincilik iirlinleriyle kisitlasa da kitabinin 2001 tarihli gdzden
gecirilmis baskisinda radikal medya formlarini genisletir: 18. ve 19 yy. isci sarkilari,
grafitiler, sokak tiyatrolari, posterler alternatif medya iiriinleri olarak nitelenir. Downing’e
gore alternatif medya yalnizca ne sdyledigiyle degil nasil organize olduguyla da
farklilagsmaktadir. Dolayisiyla alternatif medya;

“1) Radikal medya katilimcilarini sosyal hayatin ¢coklu gergekligini vurgulama yoniinde tesvik
etmelidir

2) Partizan olabilir ama asla bir partiye ya da elit bir azinliga ait olmamalidir

3) Sosyalligi ve yaraticiligiyla kurumlar iizerinde olmalidir

4) Prefigiliratif olmalidir (Burada kastedilen gelecege yonelik bir tasarimin daha o6tesinde
sosyalist prensiplerin simdiden hayatin i¢inde uygulanabilmesidir)” (Downing, 1984: 17).
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Downing (1984; 2001) Alman Kluge ve Negt’den aldigi karsit-kamu kavramini
radikal medya teorisinin ic¢ine yerlestirir. Karsit kamu, karsi hegemonik anlatilarin kendini
ifadelendirme alan1 haline gelebilir. Downing alternatif medyanin karsit kamuyu dolasima
soktugu fikirlerle olusturdugunu sdylemekle beraber karsit kamunun yarattigi atmosfer
sayesinde de radikal medyanin var olabilecegini belirtir. Downing radikal medyay1 sosyal
hareket medyas1 olarak tanimlamistir ve sosyal hareketlerle iliskiselligi icinde teorik bir
gergeveye oturtmustur.

Alternatif yayimlar ilk defa 1970’1i yillarda Kraliyet Komisyonu’nun ilgisini ¢ekmistir
(Harcup, 2003: 376). Kraliyet Basin Komisyonu ise alternatif basini su sekilde tanimlamustir:

“1) Alternatif bir basin kurulusu toplumda azinlikta kalan fikirlerle ilgili olmali
2) Toplumdaki yaygin inanglara karsi olmali
3) Yaygin gazetelerde géormedigimiz haberlere sahip olmali” (Atton, 2002: 12).

Kraliyet Basin Komisyonu alternatif basinin énemini iki nedene dayandirmustir: lk
olarak azinlik haklarinin bakiglarinin = kanunsuzca sayilmadan yayinlanmasi basin
Ozgirliigiiniin kalbindeki bir sorun olarak nitelendirilmistir; ikinci olarak ise demokratik
toplumlarda basmin goérevinin fikirleri en genis sekli ile dolasima sokmak oldugu ifade
edilmistir (Kraliyet Komisyonu’ndan akt. Harcup, 2003: 358). Alternatif yayinlar konusunda
giincellenen bir bibliyografya olan Alternatives in Print (Basimda Alternatifler) ise alternatif
medya yayincilar i¢in su ol¢iitleri siralamistir:

“1) Yayinci ticari olmamali, amaci kardan ¢ok gozettigi fikirlerin yayilmasi olmalidir

2) Yaymnin amaci sosyal sorumluluk ya da yaratict ya da her ikisinin olast bir birlesimi
olmalidir

3) Yayini ¢ikaranlar kendilerini alternatif olarak tanimlamalidir” (Atton, 2002).

Alternatif medya Key Concepts in Communication and Cultural Studies (iletisim ve
Kiiltiirel Calismalarda Anahtar Icerikler) isimli ¢alismada alternatif medyanm kurumlari ve
politikalarina meydan okuyarak, toplumda degisimin taraftarligin1 yaptigin1 ve geleneksel
degerlerin elestirel bir bicimde yeniden degerlendirildigini belirtmistir (O’sullivan, vd. 2000:
10). Yine bu ¢aligsmada alternatif medyanin parlamenter rejimin disindaki, bastirilan siyasal ve
sosyal fikirleri tartigmaya actigi da vurgulanmistir. O’sullivan ise alternatif medyay1
kurumlarin politikalarinin reddi, degerlerin elestirel bir degerlendirmesi, toplumsal degisim
taraftarlig1 olarak tanimlar. Yine O’sullivan’a vd (2000) gore alternatif medya olmazsa olmaz
iki unsura sahip olmalidir: Demokratik ve paylasimei iiretim ve yeni igeriklerin kesfi. Traber,
O’sullivan’a vd (2000) benzer bi¢imde alternatif medyanin amacini daha esit sosyal ve
kiiltiirel degisime aracilik etmek olarak ifade eder. Traber’a gore taraftar medyasi (advocacy
media) ve taban medyas1 (grassroot media) alternatif medyanin iki yiizlidiir. Taraftar medyas1
anaakim medyadan farkli haber konularina ve alternatif sosyal aktdrlere sahiptir. Taban
medyasi ise siradan insanlarin dogrudan katilimi ve siradan insanlarin kendi haberleri sonucu
olusur. Daha ¢ok kiiciik topluluklarin (community) aralarinda ¢ikardig: iiriinler bu grubun
icine dahil edilebilir. Chomsky’e gore ise alternatif medya biiyiik medya tekellerinin ve
devletin kontrolii disinda yurttas kontroliindeki medyadir (Atton, 2002: 10-14).

Latin Amerika’da yapilan aragtirmalara ve alternatif medya Orneklerine odaklanan
Rodriguez (2001) alternatif medyanin iletisim siirecini demokratiklestiren 6zelliklerine
odaklanmigtir.  Alternatif medyanin ¢esitlilik ve heterojenliginin iletisim siirecinin
demokratiklestirilmesi i¢in yaratti§i potansiyel Latin Amerika’da yapilan caligmalarda 6n
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plana ¢ikarilmistir. Rodriguez, Downing gibi bagimsiz medyanin ancak siradan insanlarin
katilm1 ve yetkilendirilmesiyle ortaya cikabilecegini vurgular. Rodriguez’in Mouffe’a
gonderme yaparak yurttasin liberalizmdeki gibi belirli haklarin pasif alicis1 ve yasalarin
korumasindan hoslanan kisi olmadigini ifade eder. Laclau ve Mouffe’nin radikal demokrasi
tasarimin1 kullanarak yurttasligin eylemlerdeki aktif katilimimin kendi kimliklerini, sosyal
yetkilendirilmelerini/giiclendirilmelerini yeniden sekillendirdigini ve giicli iirettigini soyler
(Rodriguez, 2001: 19). Rodriguez yurttas medyast kavramini kullanarak yurttas medyasinin
icerdigi referans noktalarina dikkat ¢eker.

“flk olarak kurumsallasmis medya ortaminin doniisiimii icin aktif bir diizeltme
istegiyle yurttaslik kolektivite tarafindan harekete gegirilir. ikinci olarak yurttas medyasi
sosyal kodlara, mesru kimliklere, kurumsallasmis sosyal iliskilere kars1 koyar. Ugiincii olarak
bu iletisim pratikleri toplulugun yetkilendirilmesini igerir, bu nokta doniisiimiin ve degisimin
imkanliligini igerir” (Rodriguez, 2001: 20).

Dargon’da (2004) Birinci ve Ugiincii diinya arasindaki iletisim esitsizliklerine
gonderme yaparak alternatif medyayi {i¢iincii medya olarak isimlendirmistir. Ugiincii medya
kapitalist diinyanin ulus 6tesi 6zel sektoriin elindeki birinci medyadan da komiinist ve solcu
politik partilerin finanse ettigi ikinci medyadan da farkhdir. Ugiincii medyanm politik
partilerle organik bir iligkisi yoktur ama toplumsal hareketlerin eti ve kemigidir.

Couldry ise alternatif medyayr medya giiciine karst bir meydan okuma olarak
degerlendirir (Atton, 2007: 4). Couldry, Bourdieu’dan aktardigi sembolik gii¢ kavramini
kendi alternatif medya kavramsallastirmasinin igine yerlestirir. Sembolik giic kavramindan da
yararlanarak Couldry, alternatif medyay1 daha genis bir kapsamda, giindelik hayat pratiklerine
ilisik bir halde hakim medyanin giiciine, sembolik sinirlarina ve hiyerarsilerine karst koyan bir
giic olarak ele alir (Vatikiotis, 2004: 19). Couldry’e gore alternatif medyanin medya giiciine
meydan okumasi yalnizca medya iriinlerinin pratiginde olmak zorunda degildir. Kendi
medyasini yaratmadan da siradan insanlar varliklarini kaydederek ortak duyunun siradan
insanlar ve medyatik kamu alanlarinda meydana gelen olaylar olarak ayrilmasina meydan
okuyabilir (Atton, 2007: 20). Latin Amerikali iletisimcilere benzer bir bigimde alternatif
medyanin karst dengeleyici yoniine dikkat ¢eken Couldry’e gore medyanin kendisi mekanda
organize olmus sosyal bir siirectir. Boylece diger tiirden sosyal siirecler, medyanin tiretiminin
daha fazla kapsayict ve demokratik formlart meydan okuyabilir. Bu meydan okumayla
alternatif medya anaakim medyanin geleneksel temsillerine zit gerceklikleri insa edebilir
(Atton, 2007: 21).

Alankus (2008) alternatif medyanin ¢ok farkli isimlerle adlandirildigint vurgulayarak
alternatif medyay1 kiiresel medya ortamini temel alarak tartisir. “Otekilerin medyas1” adi
altinda kavramsallastirdig alternatif medyay1 liberal demokrasi anlayisiyla yetinmeyip, bagka
bir demokrasi arayisinin pesinden gidenler icin olmazsa olmaz bir “besinci giicli”
olusturdugunu vurgular. Oteki medyanin, karsit kamular, radikal demokrasi ve yeni toplumsal
hareketlerle olan iliskisellikleri i¢inde sinirlar1 ve imkanliliklarini tartisir.

Alternatif medyay1 ele alan c¢alismalarda alternatif medya farkli boyutlariyla
degerlendirilmistir. Alternatif medya kavramsallagtirmalari birbirlerinden ¢ok farkli olmasina
ve alanin smirlarin belirsizligine ragmen ortak noktalara da sahiptir. Alternatif medya
anaakima kars1 iki temel boyut {izerinden tammlanmstir. Orgiitlenme ve ekonomik yapst ile
icerik. Kiiresel ticari medyanin hiyerarsik ve dikey oOrglitlenme yapisina karsi alternatif
medyanin organizasyon yapist yatay ve kolektif iligkilerden olusmaktadir. Kar giidiisiiyle
hareket edilmemektedir. Orgiitlenme yapisimn katihmciliga ve demokratik iliskilere agik
olusu tretilen icerigin muhalifligini de saglamaktadir. Alternatif medyanin icerigini
sekillendiren temel giidiiler ise sosyal degisimden yana olmak, baski altindaki gruplarin sesi
olmak, alternatif bir kamusallik yaratmak olarak degerlendirilmektedir. Ote yandan
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demokratik iligkilere sahip olusu ve muhalif icerigi alternatif medyanin yeni toplumsal
hareketler, radikal demokrasi, hegemonya, sivil toplum kavramlartyla beraber anilmasina yol
acmistir. Radikal demokrasi yeni toplumsal hareketlerle beraber otekilerin sesinin demokratik
bir platformu olarak goriilmesine ragmen alternatif medya bu kavramlarin 6tesine
tagsmaktadir. Alternatif medya bizzat politik degisimin devrimci yoOniinii de tarihte temsil
etmistir (Streitmatter, 2001; Kessler, 1984; Hamilton, 2000; Downing, 2001; 1984).

Alternatif Medyanin Uretim Boyutu

Alternatif medyay1 anaakim medyaya kars1 alternatif kilan belirleyici 6zelliklerinden
biri de sahip oldugu ekonomik orgiitlenis ve caligma iligkileridir. Alternatif medyanin dagitim
ve dolasim boyutu ise alternatif medya karsit kamusallik iliskisinin tartisildigi boyutu
olusturmaktadir. Alternatif medya organizasyonlarmin zayif noktasini finansal problemler
olusturmaktadir. 1960’l1 ve 1970°li yillarda alternatif basin para yardimlarla ayakta
durmustur. Yardimlarin baslica iki bi¢imi vardi: miizik isi ve kendi kendini isletme. Miizik isi
alternatif basinin kendine fon saglama yollarindan biriydi bunun yan1 sira abonelik gelirleri
siirlt da olsa alternatif basinin gelecekle ilgili planlar yapmasini saglayan finansal giivenceler
saglamisti. Ote yandan reprographic tekniklerin ve fotokopi imkaninin ortaya g¢ikmasi
ozellikle fanzinlerin iiretimini arttirmis ve igeriklerini ¢esitlendirmistir (Atton, 2002: 38).
Alternatif basinin sosyal hareketlerle birlikte varolusu calisma iliskilerinin  de
profesyonellikten uzak sekillenmesine yol agmistir. Insanlar gazete igin ¢ok az iicret alarak ya
da hi¢ ticret almayarak caligmaktadirlar (Atton, 2002: 36). Atton’in Spurrly’in kolonyal
gazetecilik calismasindan hareketle gelistirdigi native reporting (katilimci haber yazimi)
kavrami alternatif medyanin c¢alisma pratikleri icinde dnemli bir yer tutmaktadir (Atton ve
Wickenden, 2005: 349). Native reporter (/katilimct muhabir/haberci) alternatif medyada
okuyucu ve igerik arasindaki yakin ve hiyerarsik olmayan iliskilerin yarattig1 bir sonugtur
(Atton, 2003: 269). Okuyucu ve yazar arasinda hiyerarsik olmayan iligkilerin kapsami bu ikili
ayrimi (yazar-okuyucu) birbirinin i¢inde eriterek native reporter (katilimc1 muhabir/haberci)
aktivist-gazeteci gibi yeni melez formlar yaratmaktadir (Atton, 2003: 269). Ote yandan
Atton’1n (2002) vurguladigr gibi alternatif medyada elitlere ait olmayan haber kaynaklarinin
kullanim1 haber kaynaginin izleyici ile dogrudan iliski kurdugu platformlart da
olusturmaktadir. Bu tip bir haber yapma bi¢imi alternatif medyanin politik raporlariyla ilgili
pratiklerinin belirgin bir kismint olugturmakta; uluslararasi, radikal haber ajanslarinin agik
yayin stratejileri indymedia gibi katilimcilardan, siyasal aktivistlerden, taniklardan gelen
haberlere giivenmektedir (Atton ve Wickenden, 2005: 349).

“Alternatif medyada aktivistler muhabir olarak yer alir, yazarin politik konumu
gazetecilik becerilerinden daha 6nemlidir. ikinci olarak kaynak ve muhabir arasindaki smir
bulaniktir kaynak ve muhabir melez bir formdur kaynak ve muhabir birdir. Ugiincii olarak {iye
olunan mubhalif organizasyonlar haber Oykiileri i¢in segilen kaynaklar1 belirler” (Atton ve
Wickenden, 2005: 349).

Ozellikle Ingiltere’de radikal topluluk medyas1 gii¢ iliskileri disinda konumlanan
siradan vatandasin kendi haklarin1 6grendigi kendi Oykiilerini ve sorunlarini ilk elden
tanimladig1 bir siirecin 6znesi olmustur (Atton ve Wickenden, 2005: 350). Alternatif medya
kuruluglar1 serbest piyasanin disinda kalmaya caba gostererek anaakim medya tarafindan
marjinalize edilmektedir. Ancak alternatif medya marjinal gruplarin ve sesi duyulamayanlarin
medyaya girisini cesaretlendirerek karsit kamusal bir alamin yaratilmasma katkida
bulunmaktadir. Alternatif medyaya topluluk medyas1 géziinden bakan Rodriguez (2001) ise
topluluk medyasini yalnizca karsit bir enformasyon giicii olarak ele almaz; Rodriquez’e gore
(2001) topluluk medyas1 ayn1 zamanda siradan insanlarin kendi kiiltlirlerinin sembollerini ve
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dillerini de kullanmalarina olanak saglayan bir giictiir.  Rodriguez’in ornek verdigi
Kolombiyali grevci kadinlar gii¢ iligkilerini tersine g¢evirerek yaptiklari videolarla kendi
Oykilerinin kurarak gii¢c rollerini degistirmis ve kurumsallagmis lider rollerine meydan
okumuglardir (Rodriguez’den akt. Atton ve Wickenden. 2005: 350). Harcup (2005) alternatif
medyanin gazetecilik pratikleri {izerine yaptig1 alan arastirmasinda katilimcilarin dort temaya
sahip olduklarini1 vurgulamistir:

Haberin iiretilmesinde daha fazla ¢oklu beceri (greater multiskilling)

Haber kaynaklarini farkli bir sekilde siralama

Etik bir boyut olarak haber kaynaklariyla fakli bir iligki bigimi

Yeni degerlerin olusturulmasi olarak iyi bir hikdye yaratilmasi ilgili farkl fikirler

Daha fazla beceriye sahip olma alternatif medya kurumlarinda herkesin her isi yaptigi
anlamina gelmektedir. Anaakimin tersine igerikte ve {retimin teknik diizeyinde bir
kurumsallasma s6z konusu degildir. Harcup’un ayni ¢alismasi haber kaynaklariyla kurulan
farkli siralamadaki iliskinin altin1 ¢izer. Alternatif medyanin etik anlayist da anaakimdan
farkli olarak kurulmaktadir. Harcup’un arastirmasinin katilimcilarindan biri etik anlayislarinin
giinlik pratiklerini nasil etkiledigini agiklarken diiriistlilk kelimesinin koktenci dnemini
vurgulayarak goriisme yaptigi kisilerin alintilarini sik sik kontrol ettigini ve alintilart hangi
niyetle kullanacaginin agikladigini ifade etmektedir (Harcup, 2005: 367). Haber degeri olarak
ise anaakim medyanin degerlerinden farkli olarak muhalif bir bakis agist1 6n plana
cikmaktadir: Harcup’un c¢aligmasinda goriistiigli alternatif medya calisanlarindan bir
katilimcinin dedigi gibi: ‘Baska tiirlii sesleri genellikle duyulmayan insanlara ses vermesine
yardimci olmak igin bir vaat. Ornegin bunun bir muhabir olarak anlam evsiz insanlarla sosyal
hizmet memurlarindan 6nce konusmak’ (Harcup, 2005: 367).

Katilim ve kontrol boyutlar: alternatif medyanin organizasyon boyutunu etkileyen iki
temel unsurdur. Pek ¢ok alternatif medya yayminda kolektif organizasyonun belirli bir tarzi
kullanilmaktadir. Ancak alternatif medya yaymlarinin organizasyon yapilarin odagini
olusturan karar alma siirecleri bazi zorluklara ve gerilimlere de katlanmaktadir. Taraflarin
rizastyla olusan idaresi zor karar alma siirecinin gerilimi ¢ekirdek bir grup olan diizenli
yazarlar ve editoryal kolektifin iiyeleri ile daha gecici fakat genis bir grubu olusturan
katilimcilar arasindadir (Atton, 2002: 99). Downing (1984) alternatif medyanin yatay
orgiitlenmesinin, editoryal ve iiretimle ilgili kararlarin kolektif olarak alinmasinin hakim is
yapma bicimine kars1 da bir 6rnek oldugunu vurgular. Downing’e gore kendini yOneten
medyanin kendi farkindaligi kolektifin iiyelerinin yansimalarindan gecer, kendini ydneten
medya Orgiitsel kararlar etkileyen kiiltiirel ve politik kosullara kars1 hassastir.

Atton’da (2002) kendini yoneten medyanin karar alma siireclerinin farkli bi¢imlerde
ortaya cikabildigini vurgular. Ilk olarak ¢ekirdek bir grubun karar alma siirecini kontrolden
ziyade koordine ettigi daha duragan organizasyonlar olan Do or Die, Squall gibi yayinlardir.
Bu yayinlarda karar alma siirecine katilmak isteyenlerin cekirdek gruba iiye olmalari
gereklidir. Green Anarchy gibi kimi yayinlar ise kontrolsiiz, hiyerarsik olmayan ve agik aglari
sayesinde haber toplama ve yazi yazma islevlerini yerine getirmektedir, karar alma siireci ise
yerel aglar tarafindan gergeklestirilmektedir. Cekirdek grup sadece editoryal isleve sahiptir
(Atton, 2002: 101).

Kontrol ve katilm arasindaki iliskiyi agiklayan bir diger kavramsallastirma
Dickinson’a aittir. Dickinson’in kavramsallastirmasi alternatif medyanin ¢alismasinin kuralli
ve kuralsiz olmak iizere iki tiirlii motivasyon tarafindan yonlendirildigini vurgular. Bu iki
motivasyon lretim siirecinde birbirinden ayr1 sekilde degil i¢ ige var olmakta, farkli kisilerden
ziyade tek kiside toplanmaktadir. Kuralsiz motivasyon yaratici enerjiyi ortaya cikarirken
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kuralli motivasyon ise sayfa tasarimi, dagitim, iiretim gibi planl aktiviteler i¢in gereklidir
(Dickinson 1997°den akt. Atton, 2002: 100).

Karsit Kamusal Bir Mecra Olarak Alternatif Medya

Kamusal alan kavrami alternatif medyanin var olusu ve amacliligi i¢in oldukga verimli
bir kavramsal zemin sunmaktadir. Habermas’a gore kamusal alan fikri, ‘kamusal ilgi konusu
olan ya da ‘ortak yarar’ a dair meseleleri tartismak tizere toplanmis bir 6zel kisiler (private
persons) kavraminin govdesine dayanir (Fraser, 2005: 106). Habermas’in kamusal alan1 6zel
alanin bir parcasi olarak tasarlamasi: 1) Habermas’in temel karsitlig1 6zel olan ile siyasal olan
arasinda kurdugunu 2) dar anlamda 6zel olanin alani ile kamusal arasindaki ayrimi ise bir
karsitlik olarak goérmedigini gostermektedir (Alankus, 1995: 32). Habermas’a (2005) gore
kamusal akil yiiriitme bilincini, 6zgiil olarak ¢ekirdek ailenin mahremiyet alaninin kamuyla
baglantili 6znelliginden dogan 06zel tecriibeler yonlendirir. Habermas’in kamusal alan
tasavvuru i¢inde 6zel yasam alan1 mal dolagimi ve toplumsal emegin alani ile ¢ekirdek ailenin
alan1 ve siyasal kamudan olugmaktadir. Kamusal otoritesinin alan1 da genis anlamiyla
devletin/siyasetin alan1 ve dar anlamda yiiriitmeyi temsilen saray olarak ikiye ayrilmaktadir
(Alankus, 1995: 32).

“Kamusal alan, kamu erkiyle sinirli. Simdilik saray1 buna dahil ediyoruz. Esas
kamu da 6zel alanda yer aliyor; ¢ilinkii bu kamu 6zel sahislarin olusturdugu bir
kamu. Bu nedenle 6zel sahislara ayrilmis olan alanda 6zel alanla kamu arasinda
ayrim gozetiyoruz. Ozel alan, dar anlamda burjuva toplumunu, yani mal
dolasimi ve toplumsal emek alanin1 kapsiyor; mahremiyet alaniyla aile de ona
dahil. Siyasal kamu, edebi kamudan c¢ikiyor; kamuoyu yoluyla toplumun
ihtiyaglarin1 devlete iletiyor” (Habermas, 2005: 97-98).

Arendt, Habermas gibi siyasal ve 6zel’kamusal ayrimindan yanadir. Arendt’in (1994)
kamu terimini kullanim1 birbiriyle yakindan iligkili ancak iki farkl goriingiiye isaret eder:

“Bu goriingiilerden birincisinde, terim kamu alaninda goziiken her sey herkes
tarafindan goriilebilir ve duyulabilirdir ve miimkiin olan en genis acikliga
sahiptir anlamina gelir. Ikincisi ‘kamu’ terimi, i¢inde 6zel olarak bize olandan
ayr1, hepimiz i¢in ortak bir diinyay1 ifade eder. Ancak bu diinya, insanlarin
tizerinde hareket ettikleri sinirlt bir mekani ve organik yasamin genel durumunu
olusturan yeryliizii ya da dogayla ayn1 degildir. Daha ¢ok insan eseri bir diinyada
birlikte yasayanlar arasinda olup biten meselelerle oldugu kadar, insan elinden
cikma seylerle insani yapintiyla ilintilidir” (Arendt, 1994: 74- 75).

Arendt, kimliklerin kamusal alanda s6z ve eylem igerisinde belirlendigini diisiiniir,
0zel alan Habermas’ta oldugu gibi 6zel alan kamusal alana g¢ikan bireyin kimliklerinin
belirlendigi yer degildir (Alankus, 1995: 35). Alankus’un da (1995) ifade ettigi gibi Habermas
icin esas olan kamusal alanin ve 6zel alanin devlet karsisinda korunmasiyken Arendt i¢in ise
esas sorun kamusal alanin 6zel olan karsisinda korunmasidir.

Habermas’in Kamusalligin Yapisal Doniisiimii’'ndeki liberal kamusal alan tasavvuru
farkli kamular1 g6z ardi etmesinden dolayr elestirilmistir. Plebyen kamusalligin farkinda
olmasina ragmen Habermas, plebyen kamusallig1 6rnek aldigir burjuva kamusunun bir tiirii
olarak ele alir. Buna karsin Kamusalligin Yapisal Doniisiimii’niin 6nsoziinde plebyen
kamusalligiin 6zgiirlestirici potansiyelinin farkinda oldugunu gosterir:
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“...burjuva kamusunun 6zgiirlestirici potansiyelinin yeni bir toplumsal baglamda
serpilip gelismesini sagladig1 i¢in bundan daha fazla bir seydir” (Habermas,
2005: 19).

Kiiltirel ve siyasal agidan diglanmis topluluklarin olusum halinde kamunun
cogullasmasima yol actigimin farkinda olan Habermas’ta sorunlu nokta Ozbek’in ifade ettigi
gibi evrensel esitlik ve 6zgiirliikk sdylemini kullanarak hakim liberal kamusal alanin sinirlarini
genisletme ve doniistiirme ya da yikma miicadelesi i¢ginde olan &teki siif, cinsiyet, 1tk ve
siyasi goriiglerinin liberal kamusal alanin olusturucu ve doniistiiriicii sonuglarin1 geregince
islemeyerek goz ardi etmesidir (Ozbek, 2005: 67).

Kluge ve Negt de ‘Kamusal Alan ve Tecriibe’ isimli ¢alismalarinda Habermas’in
burjuva kamusalliginin ¢eliskilerinin zaman i¢inde ¢ikmadigini kamusal alanin olusum
stirecinde zaten mevcut oldugunu ifade ederler:

“Soyutluk i¢indeki genellik ilkesi aslinda, bir kenara koymaya calistig1 liberal
kapitalist piyasanin evrensellestirici egiliminden daha ¢ok insani ya da daha ¢ok
demokratik degildir. Boylece burjuva kamusunun genel iradeyi temsil ettigi
iddiasi, ta basindan beri gii¢lii bir dislama mekanizmasi olarak ¢alisir” (Kluge ve
Negt’den 1993 akt. Ozbek 2005: 83).

Kluge ve Negt’in burjuva kamusal alanini elestirdikleri diger bir noktaysa burjuva
kamusalliginin yasamin en 6nemli iki alanini diglamasidir.

“Endiistriyel aygitin timi ile ailedeki toplumsallasma. Bu yorumlara gore,
kamusal alan, sézde toplumun biitlinlinii temsil etmemesine ragmen toziindi,
herhangi bir yasama baglamin1 6zgiil olarak ifade etmeyen bir alandan alir”
(Kluge ve Negt, 2005: 136).

Kluge ve Negt’in karsit kamu kavrami iiretim ve tiikketim baglamlar1 iginde
temellenmektedir. Proleter kamusal alan nosyonunu 1980°li yillarda terk ettikten sonra Kluge
ve Negt, ‘Tarih ve Inat’ta acikca goriildiigii gibi ortak ve genellestirilmis tek bir karsit
kamunun kapsayamayacagi denli dagilmig bir etkinlik zenginliginin ortaya ¢iktigindan
bahsederler (Hansen 2005: 172). Fraser (2005) da yapisal tahakkiim ve bagimlilik iligkileri
icinde olan esitsiz toplumsal gruplarda bagimli olanlarin kendi c¢ikarlarimi dile getirme ve
savunma yeteneklerinin, kapsayict tek kamusal alan i¢inde azalacagimi vurgular. Fraser’da
alternatif/karsit kamular1 bagimli toplumsal grup tiyelerinin kendi kimlik, ¢ikar ve ihtiyaclar
hakkinda muhalif yorumlari formiile etmelerine izin veren karsit-sdylemler tiireterek
yaydiklart birbirilerine paralel sOylemsel alanlara isaret ettigi icin madun karsit kamular
(subaltern counterpublics) olarak adlandirir. Feminist karsit kamusunu 6rnek veren Fraser bu
kamusal alan i¢inde feminist kadinlarin cinsiyetgilik, ¢ift vardiya (¢ift somiirii), ‘cinsel taciz’
ve ‘koca, flort ve tanidik tecaviizii’ gibi terimlerin de arasinda oldugu, toplumsal gercekligi
tarif eden yepyeni terimler kesfettigini ve bu tiir bir dille silahlanmis olarak ihtiyaglarini ve
kimliklerini yeniden bi¢imlendirdigini resmi ve kamusal alandaki dezavantajlar1 azalttigini
ifade eder (Fraser, 2005: 118).

Hansen’in (2005) belirttigi gibi 1970’11 yillar genis tarihsel akimlar arasinda bir gegis
donemi olmus, bir set olusturmustur. Ogrenci hareketi, akademik 6zgiirliik ve sivil haklar
hareketleri, c¢evreci, escinsel ve feminist hareketler burjuva kamusalliginin sinirlarlarini
genisletmistir.1968’in devami niteligindeki yeni toplumsal hareketler her tiirden iletisim
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aracini kullanarak siyaseti dar anlamda iktidarin elden gecirilmesi amaciyla sinirlandirmayip,
giindelik yasamin doniisiimiinii hedeflemislerdir. Yeni toplumsal hareketler 6zellikle 1970’11
ve 1980’li yillarda kendi alternatif iletisim araglarina da sahip olarak medya ve hakim
sOylemler karsisinda alternatif bir sdylemin temsilciligini tistlenmislerdir (Alankus, 1995: 90).
Alternatif bir kamusal alan fark edilebilir derecede ilk kez Bati Almanya’daki anti niikleer
harekette ve hareketin brosiirlerinde, kitaplarinda ve dergilerinde goriiniir olmugtur (Downing,
2001: 29). Ancak alternatif/karsit kamularin tarihi daha eskilere dayanir. 19. ylizyilin baginda
Ingiltere’de kapitalist diizenin mesrulugunu sorgulayan radikal basin ortaya ¢ikmus ve isci
siifini ilgilendiren farkli bir kamusalligin temsilcisi olmusglardir.

“19. yiizyilin baglarinda giiclii ve etkili olan radikal basin(in)... Habermas’in
iddia ettiginin tersine tarafli burjuva basinin karsisinda ayni sekilde tarafli olan
alternatif goriislerin kendisini ifade edebildikleri bir ara¢ olarak onemli islev
gordiikleri belirtilmelidir” (Alankus, 1995: 67).

Alternatif medya ve alternatif/karsit kamusallik arasindaki iligki yalnizca s6z ve eylem
alaninda degil alternatif medyanin dagitim ve mekansal boyutuyla da ilgilidir. Atton, 1990’11
yillarda alternatif medyanin dagitimsal kullanim kavramiyla alternatif bir kamusal alan
olusturdugunu belirtir. Dagitimsal kullanim, tiretim ve dagitim alaninda biricik bir sekilde
alternatif bir kamusal alan gelistirilmesi fikrine dayalidir. Buna goére dagitim
merkezsizlestirilecek ve liretim diizeyindeki kontrolden feragat edilecekti (Atton 2002: 43).
Alternatif yayincilarin dagitim stratejileri karsit telif hakki (anti copyright) ve acik dagitima
dayaniyordu. Karsit Telif Hakk stratejisinde pek c¢ok alternatif dergi ve gazete olabildigince
genis bir kesime ulasmak i¢in materyallerinin serbest dolasimi i¢in okuyucularini
cesaretlendirmistir. Amaglari ticari olmadigi siirece okuyucular dokiimanlar: istedikleri kadar
kopya etmekte serbesttiler (Atton, 2002: 42). Hakim Bey ve Bob Black gibi iki taninmis
anarsist entelektiielin yazdiklarinda oldugu gibi muhalif toplumsal hareketlerin entelektiielleri
olarak kabul edilen kisilerin yazilan telif hakki 6denmeksizin yayimlanabiliyordu. Pek c¢ok
yayin bunlar1 tekrar tekrar telif hakki 6demeksizin basip ¢ogaltabilmistir (Atton, 2002: 42-43).
Acik dagitim stratejisini ise ilk kez anarsist Counteer Information dergisinde uygulamistir,
okuyucularii kendi igeriklerini ihtiya¢ duyduklar1 kadar yeniden basabilecekleri konusunda
cesaretlendirmistir (Atton, 2002: 44). Do or Die, Earth First gibi bazi ¢evreci yayinlar da
okuyucularina yaymlarin1 ¢ogaltabileceklerini sdylemislerdir. Sch News ise web sitesine
gazetenin PDF formatini koymustur (Atton, 2002: 45).

1980’11 yillarda alternatif dagitim aglar1 kurulmaya baslanmis, alternatif kitapgilar
olusmustur Atton (2002) gore 1990’11 yillarda ise DS44, Slabo-Concrete gibi anarsist dagitim
aglar yalnizca dagitimla ilgilenmemisler, vejetaryen kafeler, bagimsiz plakcilarla yarattiklar
aglar sayesinde alternatif bir kamusal alan olugmasina da onciiliik etmislerdir.

1990’11 yillarda ise alternatif medyanin alternatif/karsit kamusalligina {igiincii bir tiir
olarak bilgi diikkanlar1 (infoshoplar) eklenmistir. Atton’in (2002) belirttigi gibi anarsist bir
olgu olarak infoshoplar alternatif enformasyonun yayildigi yerler olmuslardir. Dodge (1998)
da bilgi diikkanlar koklerinin Bat1 Avrupa’daki punk ve anarsist harekete dayandigini ifade
eder. Ote yandan infoshoplar alternatif yayinlarin dagitildigi ve alternatif yayinlarin iiretilmesi
icin gerekli teknik imkénlarin (fotokopi, masa) saglandigi yerler, anaakim yayinlarin
kuralarimin ve geleneklerinin disinda yasayan alternatif elestirel mekanlar olmuslardir (Atton,
2002). Bilgi diikkanlar1 iki ana bicimde faaliyet gostermislerdir. ilk bicim alternatif bir
kiitliphane olarak olusan alternatif basinin satis ve dagitim noktasi olan infoshoplardir. Bilgi
diikkanlarinin ikinei bi¢imi ise alternatif, kiiltiirel, ekonomik ve politik aktivitelerin yapildigi
daha genis mekanlardir. Edinburgh Otonom Merkezi (Autonomous Centre of Edinburgh) bu
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tiir infoshoplarin bilinen 6rneklerinden biridir. Burada radikal topluluklar toplanmakta, radikal
basin ve radikal yayinlara ulasilabilmekte underground kasetler ve tisortler bulunmaktadir
(Atton, 2002). Amerika’da ise alternatif kiitliphanelerin ve bilgi diikkanlarinin melez bigimleri
de yer almaktadir. North Corolina’da 1991°de kurulan The Alternative Reading Room
(TARR) bunlardan biridir. TARR kendini sosyal ve ¢evresel problemlerin ilerici ¢oziimlerine
adamustir. 250 tane radikal sol ve sag dergiye abonedir, video ve kitap koleksiyonu dolagima
aciktir, yine materyallerin fotokopileri iicretsizdir (Winters, 2001: 15). Bilgi diikkanlar1 yeni
toplumsal hareketlerin kolektif hareketinin gobeginde yer alan aglar olarak varlik
gostermislerdir. Yaraticilik, kendine giiven ve meydan okuma edimlerinin ortaya ¢iktigi yerler
olmuglardir. Bilgi diikkanlart alternatif/karsit kamular olarak alternatif medyanin bir
parcasidirlar, hem yatay iletisimin gergeklestigi hem de farkli fikirlerin dolasima sokuldugu
Habermas’in bahsettigi hakim tekil kamusalligin disindaki mekanlardir. Yarattiklar: yeni bir
kiiltiir ve giindelik yasamin doniistiirticii pratikleriyle de aym1 zamanda bir eylem alamidir.
Alternatif basin kendi iiretildigi mekanlarla beraber alternatif bir kamusalli§in hem fiziksel
hem biligsel mekani haline gelmekte ve karsit hegemonik bir medya ve yasama projesinin
ipuclarini vermektedir.

Son olarak vurgulanmasi gereken bir nokta da iletisim teknolojilerindeki yeniliklerin
dev medya tekellerini yarattigi gibi piyasanin egilimlerine aldirmayan karsit kamusalliklar
olusturdugudur. Dyer ve Witheford’un (2004) ifade ettigi gibi insanlar yeni teknolojileri
parasiz enformasyon saglamak ya da iletmek, ticari miilkiyet haklarina aldirmadan ¢ogaltmak,
aktarmak, drneklemek ve yeniden diizenlemek i¢in kullanmaktadir. Siber uzaydaki bu egilim
1990’11 yillarda ortaya c¢ikan infoshoplarin olusturdugu kamusalliga benzer o6zellikler
tasimaktadir. Ote yandan internette olusan ag aktivizmi haber gruplari ve toplumsal aktivizme
adanmis bagimsiz aglar seklinde ortaya cikmaktadir. Internetin sagladigi olanakliliklar
sayesinde toplumsal sorunlar kiiresel bir diizeyde yeni bir kamusalligin i¢ine taginmaktadir.

Arastirmanin Yontemi Uzerine

Tiirkiye’de alternatif medyaya bir 6rnek olarak anarsist aylik haber fikir ve yorum
gazetesi Ahali’yi inceleyen bu ¢alisma etnografik vurgulu bir ¢alismadir. Etnografi yontemi,
Ergtl’iin (2007) ifade ettigi gibi, insanlar1 kendi giindelik yasamlar1 igerisinde dinleme ve
onlar1 kendi kiiltlirlerini iiretirken (ve yeniden-iiretirken) gozlemleme edimidir. Etnografin
dogrudan giinliilk yasama ve verili kurallar dizgesine katilarak yaptig1 goézlemler sonucunda
0zglin bir kuram olusturma amaci onu makro bir yaklagimi degil, bireyi kendi kiiltiirel
ekolojisi icinde anlamaya ¢alisan mikro yaklasimlari benimsemesini gerektirir (Ergiil, 2007).
Etnografik vurgulu bu ¢alismada veri toplama teknigi olarak katilimc1 gézlem, derinlemesine
goriisgme ve alanda tutulan notlardan yararlanilmistir. Ahali gazetesinin Ankara’daki
biirosunda saat 10- 18 arasinda yedi giin boyunca besinci sayinin iiretim siireci gézlemlenmis;
gazetedeki goniillillerle beraber habere gidilmistir. Gozlemci olarak katilimci bir bigimde
Ahali gazetesinin giinliikk rutinlerine ve kurduklar iliskilere katilinmistir. Alanda tutulan
notlarda Emerson vd. (2005) belirttigi gibi insanlari, sahneleri ve diyaloglar1 aragtirmaci
kisisel tecriibeleri ve reaksiyonlariyla beraber tasvir etmektedir. Ahali gazetesinin okuyucusu,
yazari (aktivist), tasarimcisi toplam 9 kisi ile derinlemesine goriismeler yapilmistir. Goriisiilen
kisilere gergek isimlerinden farkli isimler konulmustur. Alintilar bu isimler iizerinden
yapilmistir.

Goriismeler hazirlanan goriisme formu 1518inda yapilmistir. Goriisme formu, goriisme
sliresince goriismecinin basvuracagi bir kontrol araci olarak kullanilmstir.
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Yar1 yapilandirilmis agik uglu sorularin yer aldigi goriisme formunda;

Kendilerini alternatif olarak tanimlayip tanimlamadiklari

Ahali gazetesinin organizasyon yapisi

Ahali gazetesinin dagitim ve {iretiminin nasil gergeklestirildigi

Haber toplama ve yazma pratiklerinin nasil oldugu

Politika ve habercilik iligkilerini nasil kurduklar

Yasamlarini nasil stirdiirdiikleri gibi

Alternatif kamusallik olusturup olusturmadiklari

Okuyucularinin kimler olduklar1 gibi temel sorularla Ahali gazetesinin ekonomik ve
organizasyonel yapisi ile yaratmaya c¢alistiklar gazetecilik kiiltiirii anlagilmaya ¢aligilmigtir.

BULGULAR VE DEGERLENDIRME
Ahali’nin Oykiisii ve Grubun Betimlenmesi

Ahali kendisini anarsist olarak nitelendiren orgiitlii anarsist bir hareketin yayinidir. Bu
calismanin aragtirma asamasinda heniiz bes say1 ¢ikmis gazete, mottosunun altinda kendisini
‘aylik haber ve fikir’ gazetesi olarak tanimlamaktadir (Ahali, Ocak 2008). Gazetenin ilk sayis1
Ocak 2008 tarihinde ¢ikmistir ancak kurulus Oykiisii daha eski; 2007 nin sonbaharinin Ekim
aymda gazetenin 6n hazirlik siireci baglamis. Gazeteyi ¢ikarma projesi olan ekip uzun siiredir
birbirini taniyor ve hazirlik siirecini su sekilde anlatiyorlar:

“15 giinliik gazete ¢ikarmak gibi bir hedefimiz vardi. Bizim o hedef hala var. Bir
yerde 15°e diisiirdiik 3 ay falan hazirlik yaptik ve Ocak 2008 gibi ilk sayisini
cikardik. Hazirlik siirecinde yani denemeler yaptik, yazilar yazmaya calistik,
yani iste bilirsin baskalariyla konustuk. Bu konuda (uzun) ihtisasi olan ya da iste
sosyal olan simniflarda kafasi daha mesgul olan arkadaslarimiz bu konularda
caligma yapacaklar. Teorik olarak boyle bir ¢calisma yaptik ”

Gazete ¢ikarma fikriyle beraber biiro, incesu’dan Kizilay’in merkezine tasinmus.
Simdilik biironun Ahali gazetesine ait olduguna dair herhangi bir tabela olmasa da ilerleyen
aylarda boyle bir tabela koymay1 diisiintiyorlar.

Ankara biirosunda gazeteyi yaklasik 25-30 kisiden olusan anarsist aktivist bir grup
cikarmaktadir. Gazeteyi ¢ikaran grup iiniversite 0grencileri ve {iniversite mezunu, grubun
biiyiik bir kism1 Dil Tarih Cografya Fakiiltesi’nde okumaktadir. Gilindelik hayatlari, politik
eylemlilikleri ve gazete ¢ikarma pratikleri temelinde anarsizm olan ortak bir diinya goriisiiniin
belirleyiciliginde sekillenmektedir. Habere bakislarindaki ortak nokta ise sOylenmeyeni
sOyleyebilmek olarak ifade edilmektedir. SOylenmeyeni sOylerken kullandiklar1 en giiclii
teorik arag¢ anarsist felsefedir. Grup i¢in ‘haber’, gercegin anarsist bir perspektifle sunulmasi
anlamina gelmektedir. Gazeteyi cikaran 20’li yaslardaki gen¢ anarsistler ayni zamanda
anarsist politik bir orgiitliiliiglin aktivistleridir. Gazete ¢ikarma faaliyeti bu politik olusumun
eylemlilik alanini da olusturur.

Ahali Gazetesi’nin Mekani

Ahali gazetesinin Ankara biirosu Mithatpasa’da 7 katl1 bir ishaninin en son katinda yer
almakta ve ishani, Kizilay’da yer alan Mithatpasa kopriisiiniin Sihhiye’ye dogru giden
tarafinda bulunmakta. Binada kalanlar birahaneleri ve sol muhalif tiirkii evleriyle iinli
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Sakarya Caddesi’ne de komsular. Ahali goniilliileri gazeteyi ¢ikarmadan 6nce Ankara’nin
Incesu semtinde kiraladiklar1 bagka bir mekan olmasina ragmen gazete ¢ikarmaya basladiktan
sonra buraya tasindiklarimi ifade ediyorlar: “Sehir merkezinde, daha once bagska bir
mekanimiz vardi. Incesu da ama c¢ok kullamigh degildi”. Binada Ahali gazetesinin yerini
belirten herhangi bir tabela ya da isim yok. Binada ayrica Ingilizce kursu ve iiniversiteye
hazirlik kurslari ile agikdgretim kurslar da var.

Biironun tamamu iki oda ve bir mutfaktan olusuyor. Mekanlar arasinda hiyerarsik bir
ayrisma yok. Foucault’un belirttigi gibi mekan bir iktidarin alani ya da kabi i¢in mecazdir;
genellikle kisitlayan bazen olus stireglerini 6zgiirlestiren bir alandir (Foucault’dan aktaran
Harvey, 1999: 239). Ahali goniillileri mekanin anarsizan tasarimi ile kapitalizme ickin
1sboliimii ve onun mekansal disavurumlarini ters yiiz etmeyi amaglar gibiler. Daha genis olan
oda kafe olarak kullanilmakta, gazete biirosu ayni zamanda kafe olarak da varligini
siirdiirmekte. Duvarda beyaz bir kagitta cay, meyve suyu, kahve ve tost fiyatlar1 yazili.
Gazetenin goniilliileri mekanin ruhsatin1 Sah Mat kitapgist olarak aldiklarini ifade ediyorlar.
Kapida ya da pencerelerde mekanin kafe olarak kullanildigina dair herhangi bir tabela da yok.
Kafe olarak kullanilan kismin ad1 da Sah Mat. Sah Mat yazisi iceride kafe ve calisma odast
olarak kullanilan odalarin duvarlarin yazilmis. Alt alta ve A harfi ortak ve anarsinin A’s1
seklinde Sah Mat ismi yazimiyla anarsizme gonderme yapmakta ve disaridan gelen biri i¢in
grubun kimligini gostermekte.

Mekan temelde islevine gore ikiye ayrilmis, ayrim tamamiyla kullanimla ilgili ve
islevsel goziikiiyor. Biiroda hiyerarsik bir mekansal ayrisma yok. Genis olan oda kafe, sohbet
ve dinlenme i¢in kullanilirken; daha dar olan ve igerisinde kitaplarin bulundugu oda toplanti
odasi olarak kullanilmakta. Biiroda bilingli bir tercih olarak yalnizca iki masa var. Kisilere
0zel masalarin olmayisi bireysellesmis calisma pratiklerinden uzak durulmaya g¢alisildigini
gosteriyor. Grubun hepsinin etrafinda sohbet ettigi biiyiilk bir masanin disinda iizerinde
bilgisayarin oldugu kii¢iik bir masa bulunuyor ve bu masa yalnizca ‘is’ i¢in, yani haber yazimi
icin ortaklaga kullaniliyor. Biiylik sayilabilecek toplanti masasi ve anarsist bir kitaplik da bu
odada yer aliyor. Biiylik olan odada ise bir kanepe, 4 tane kiigiik masa ve sandalyeler mevcut.
Her iki oda da anarsist illiistrasyonlar ve posterlerle kapli. Posterlerin ilizerinde yazan yazilar
ve resimler ise sunlar: Active Resistance (aktif direnis), etno disko (etnik disko), Samash the
State (devleti ez), polislerin oniinde iki tekerlekli bisikletini g¢eviren bir palyaco posteri, eli
sopali kiiciik bir kiz arkasinda kara bir kedi, zafer isareti figiirlinlin arkasinda “6zgiirliik
itaatsizlikle baslar” yazili bir poster, “yikmanin ilk adimi var etmemektir” yazan bir baska
poster, Ispanya i¢ savasinin anarsist savascilarindan Durutti’nin bir portresi, ayn1 zamanda
gazetenin de logosu olan CNT’li eli kara bayrakl anarsist kadinin portresi®.

Su parasini ddeyemediklerinden dolay1 biiroda sular akmiyor. Ilerleyen giinlerde
Internet baglantis1 da parayr ddeyemedikleri icin kesiliyor. Biiroda zaman zaman film
gosterimleri ve seminerler de diizenleniyor. Dolayisiyla mekanin kendisi gazetenin
goniilliileri tarafindan ortak bir isin yapildigi bir mekansalligin Gtesinde giindelik hayatin
tiretildigi bir mekan olarak da tasavvur ediliyor. Toplumsal iligkilerin iiretiminin 6n kosulu
olan, giindelik iligkileri de biinyesinde tasiyan mekansal pratik Lefebvre’nin belirttigi gibi
maddi yeniden iiretim acisindan insanlarin bilgi birikimlerini islevsel kiliyor ve
anlamlandirma stireglerini kapsiyor (Peet’den aktaran Dogan, 2007: 19). Biiro bu yaniyla
politik faaliyet ve gazete ¢ikarma faaliyetinin bir arada yiiriitiildiigii, fikirlerin hem tartisildig:
hem dolasima sokuldugu alternatif/karsit bir kamusallik olusturuyor. Cok az sayida kitap¢ida
goriilebilen pek ¢ok alternatif yayin mekanin kiitiiphanesinde yer aliyor. Bu alternatif yayinlar

? CNT ispanya i¢ savasi sirasindaki anarsist bir sendika olan Anarsist Emek Konfederasyonu’nun kisaltmasidir.
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ise sunlar: Roll, Express gibi liberal sola hitap eden yayinlar ve Mecmua, Toplumsal Ekoloji,
Miilkstizler gibi farkli anarsist bakislara sahip dergi ve fanzinlerin farkli sayilar.

Ahali gazetesinin mekam kullanimi Ingiltere’deki bilgi diikkanlarina benzese de 6zgiin
farkliliklara sahip. Ilk olarak bir gazete ¢ikarmak igin gerekli malzeme oldukg¢a az. Mekan
farkli gruplara agik olsa da daha ¢ok Ahali gazetesi ¢evresinin okuyuculari, gontlliileri ve
aktivistleri tarafindan kullanilmakta. Mekanin politik bir ama¢ i¢in kullanilmasi1 giindelik
hayatin ve politik hayatin bir arada iiretilmesine yol agiyor. Dolayisiyla mekanin yeniden
tiretimi esnasinda dogallastirdigimiz politik olan ve giindelik olan arasindaki sizofrenik ayrim
yok. Dolayisiyla gazete c¢ikarma isi mekdnin yeniden iiretiminin en Onemli parcasini
olusturuyor.

Alternatif miyiz? Farkh Kavramlar, Karisik Kafalar

25-30 kisilik ¢ekirdek bir grubun cikarmaya calistifi Ahali gazetesi aktivistleri
kendilerinin anaakim medyadan farkli olarak gérmekteler. Ancak yayinlarini alternatif olarak
tanimlama konusunda fakl fikirlere sahipler. Gazeteyi ¢ikaran ekip anarsist bir bakis agisiyla
alternatif kavraminin anlamini sisteme ickin olarak degerlendirmektedir. Kendilerini tahayytil
ettikleri yer sisteme digsal dolayisiyla sisteme alternatif degildir. Boylesi bir algilayista
anarsist olmalar1 kadar anarsist orgiitli bir politik faaliyetin aktivistleri olmalarinin da etkili
oldugu diisiiniilebilir. Arastirma kapsaminda goriisiilen kisiler oldukca politize olmus
kisilerdir. Kendi anlam dizgelerini kendi kurduklari kavramlarla tanimlamak istegine
sahiptirler. Goriismelerimizde, ideolojik bir savas alani olan dilde hamlelerini kendi
inisiyatifleri ig¢inde gerceklestirmek ister goéziikkmiislerdir. Grup alternatif medya olup
olmadiklarna dair ortak bir kanaate sahip degildir. Grubun {iyelerinin alternatif bir medya
mecrast olmak ile ilgili sahip olduklar1 farkli farkli yorumlara karsin; ortaklastiklar1 nokta
anaakim medyanin disinda bir gazetecilik faaliyeti yiiriittiikleri diislincesini paylasmalaridir.

Ferhat, anaakim medyaya karsi temel motivasyonlarinin daha iyi bir diinya ya da
diizeni degistirmek ve hayati, giindelik hayata doniistiirebilmek oldugunu kabul etmekle
beraber daha ¢ok pratik yaptiklarinin 6nemini vurgulamakta. Nisan ay1 igerisinde Antalya‘da
Akdeniz Universitesi'nde yasanan saldirty1 rnek vererek anaakim medyanin gérmediklerini
vurgulamanin ve sezmenin gazeteyi hazirlarkenki asil motivasyonlarindan biri oldugunu dile
getirmektedir:

“Dil Tarih’te olan olaylar, Antalya’da olan olaylar kimse bunlar1 yazmadi. S6yle
bir onceligim oluyor genel geger medyanin, gegerli olan medyanin, ¢cok satan
medyanin ya da ¢ok izlenen medyanin bahsetmedigi haberler var. Onlar1 (haber)
yapiyoruz kendimizce. Onlara da oOncelik verilmeli. Su goézden kagiriliyor
diyecek ¢cok dnemli ama kimse bir sey sdylemiyor. Biz sdyleyelim ama madem
bir amacimiz var biz bahsetmeye baslayalim. Sezgiden kastim buydu.”

Berkay ise gazete ¢ikarma isini “soyleyecek sozlerini soyledikleri, alternatif bir sey
yaptiklari bir is” olarak ele alir:

“Benim sOyleyecek soziim vardi. Zaten burada hepimizin soyleyecek bir sozii
oldugu i¢in bir aradayiz, bunu da su medya igerisinde, su sistemin dayattig isleri
kendi c¢ikarlar1 dogrultusunda sekillendirdigi medya igerisinde seyler
sOylememiz miimkiin degil. Alternatif seyler yapmamiz gerekiyordu ve... Kendi
medyamizi yaratmamiz gerekiyordu.”
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Ancak alternatif tanimina itirazi var:

“Ana akima alternatif bunlar hani bazen muglak kalabiliyor bu tanimlar. Biz
alternatifiz kesinlikle ana akima kars1 alternatifiz. Anaakimin karsisindayiz
zaten. Alternatifligi de barindiriyor icinde ama tamamen karsisindayiz ana
akimin. Hani var olan ve var olmasi gerektigi sdylenen o akimlarin hepsinin
karsisindayiz.”

Erhan ise alternatif kelimesini sevmemektedir:

“...alternatif kelimesini ¢ok fazla sevmiyorum. Ahali’nin alternatifi olmasin
sevmiyorum. Ahali olacaksa ilk segenek olsun, ikinci secenek olmasin.
Giliniimiizdeki medya ile diger tabiriyle anaakim medya ile kiyaslandiginda,
ondan ¢ok daha uzak bir ¢izgide oldugu kesin.”

Ulas da kendilerini “alternatif olarak degil kendilerini disarida var etmeye ¢alisan bir yap1”
olarak tanimlamaktadir. Boran ise alternatifi sisteme oldukga i¢sel tanimlayarak Radikal
gazetesinin alternatif olarak tanimlanabilecegini vurgular.

Olusturucu Kimlik: Anarsist Olmak

Ahali gazetesini ¢ikaran grubun niteligini olusturan ortak 6zellik gazeteyi c¢ikaran
goniillillerin kendilerini anarsist olarak tanimlamalaridir. Gazetenin anarsist kimligi farkl
anarsizmler arasinda da har¢ gorevi gormekte ve ortak bir is tanimini olusturmaktadir.
Anarsist olmak grubun diger sol-sosyalist ¢evrelerle olan ayrimini gosteren kalin bir ¢izgi
anlamina sahiptir. Grup kendi terminolojisi iginde sol sosyalist ¢evreleri solcu, kendilerini ise
anarsist olarak tanimlamaktadir:

“Kendimizi soldan c¢ok farkli gormiiyoruz sonugta. Muhalif insanlariz.
Solcularla ortak yanlarimiz da var, farkli yanlarimizda var.”

Grup tarafindan paylasilan ortak bir tahayyiil ise gazete ¢ikarma faaliyetinin somut bir
anarsist pratik olarak ele alinmasidir. Onlara gére gazete ayni zamanda anarsist-devrimci
miicadelenin de aracidir. Boylelikle anarsizm insanlara da tanmitilmis olmaktadir. Gazete
cikarma ve anarsist politika iiretme pratikleri birbirinden ayri faaliyetler olarak degil bir
aradalik icinde diisiiniilmektedir ve aracin bizatihi kendisinin amag¢ olarak kavrandigi one
striilebilir.

“Biz asag1 yukar1 ayni kitaplari, ayn1 dergileri okuyarak benzer seyleri yaparak
birbirimizi bulduk, benzer eylemde, bir eylemde, meydanda bulusarak,
bulunarak birbirimizi bulduk ama daha 6nce bir dil yaratmak, iislup yaratmak
iste ifade etme dilini kazanmak anarsistler daha once kendini ifade etmekten
higbir zaman ¢ekinmedi, anarsistim demekten de pek ¢ogumuzun asagi yukari
boyle goriisleri var ve iste iyi araclar1 almak, olmasi1 gerekiyor.”

Grup i¢inde Ahali gazetesi anarsist bir deneyim olarak goriilmekte ve bitmesi
istenmemektedir. Anarsist olmak, grup kimliginin temel olusturucu 6gesi olarak kendiliginden
on plana ¢ikmaktadir. Ahali gazetesinin orgiitlenisi ve ¢alisma bi¢imi anarsist diinya goriisline
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dayanmakta; farkli anarsizmlere ragmen gazete anarsist olan herkese acik olarak
nitelendirilmektedir: “Anarsist olan herkesin yazabilecegi bir yer burasi. Ayrima gerek yok”.

Gazete okuyucuyla bagini da anarsist kimligi tlizerinden kurmaktadir. Gazeteye
sosyalist birinin haber gonderebilecegini ancak bir fikir yazisi yazacaksa bu kisinin politik
olarak anarsist olmasi1 gerektigi vurgulanmaktadir. Gazeteye farkli kisilerin yazabilmesinin
tek Olgiiti “anarsist olmaktir”. Ciinkii gazete, c¢ikaranlar tarafindan her tiirden anarsistin
gazetesi olarak goriilmektedir. Ancak anarsizm tanimi olabildigince genis tutularak
ulagilabilecek kitle de fazlalastirlmaya calisilmaktadir. Tam da bu noktada farkli
anarsizmlerin gazeteyi c¢ikaranlar tarafindan vurgulanmamasi oldukc¢a anlamlidir ¢iinkii
gazetenin kendisini anarsist bir semsiye olarak tasarlamasi, farkli anarsist akimlarin takipgisi
okuyucular1 gazetenin Ortiik bir bigimde ¢izdigi anarsist miicadele giindemine tagimasini
kolaylastiracak, bizzat anarsizmin kendisi farkli anarsizmleri en genis miisterekte bulusturan
bir harg olacaktir.

“Bizim olusturdugumuz bir ayirim yok. Sunlar okuyucudur. ‘Bunlar bizdendir,
bunlar sizden degildir (gibi) Sami(mi) bir sekilde bahsettim. insanin insana
insanin dogaya, insanin hayvana tahakkiimii kalkmasi (gerektigine inanan
herkesin gazetesidir). Diinyanin bu hale gelmesinin (sorumlusu) iktidardir. Buna
kars1 olan herkesin gazetesidir.”

Ahali, fikir birligi i¢inde oldugu anarsizmin olumlu ve olumsuzlayici hedef ve
amaglarina uygundur. Cantzen’e gore anarsizmin olumsuzlayict hedefleri temel nitelikleri
sunlardir:

“Egemenlik, otorite ve tahakkiim bi¢imleriyle iktidar ve yOnetimin her bigimde
ortadan kaldirilmasi; oncelikle devlet egemenliginin ve tahakkiimiin tasfiye
edilmesi, ekonomik alanda somiiriiniin ortadan kaldirilmasi, bigiminde
ozetlenebilir... Oteki insanlarin kendi yasamlarm belirleme ve gelistirmelerine
zarar vermeyecek sinirlar i¢cinde kalmak kosuluyla bireyin kendini gelistirmesi
ve yasamin belirlenmesi; toplumun adem-i merkeziyetci bir tarzda alttan iiste
dogru oOrgiitlenmesi; ekonomi alaninda kendini yoOnetme ve ekonomik
kararlarinin bireysel diizlemde belirlenmesidir” (Cantzen, 2000: 43).

Anarsist olmak ve anarsistlere ulasabilmek amaci grubun temel 6nceligidir. Bu ag¢idan
Ahali’nin goniillilleri kendilerini sézcii olarak da gérmektedirler. Dolayisiyla anarsist kimlik
yazilan yazilarin, se¢ilen haberlerin, haber dilinin ve gazetenin Orgiitlenmesinin de
temellendigi 6z olarak ortaya ¢ikmaktadir. Anarsizm tanimi kapsayici ve genis tutulmasina
ragmen grubun bazi sinirlar1 oldugu da vurgulanmaktadir:

“IIk bir iki saymmizda yeni yazilarin1 yaymlanmak iizere 6ncelikli olarak bize
gonderen kisiler olmustu. Makaleleri daha yaygin dagitimi olan uzun yillardir
yaymlanan dergilerde c¢ikan kisilerdi bunlar. Aralarindaki kavramsal felsefi
anlagsmazliklar1 biliyorduk. Yazilarin Ahali’de yayinlanmasi séz konusu
oldugunda bu tartisma bizimle hig ilgisi olmayan bir boyuta vardi. Uslup
sertlesti. Bizimse, entelektiiel yeterlik belgesi ya da ona benzer bir sey
dagitmadigimizi, Radikal Iki gibi bir yayin olmadigimizi anlatmamiz biraz
zaman aldi. Sonugta bu kisilerin tartismasi forumlarda ve mail listelerinde siirdii.
Pek de bir yere varilamadi. Bu anlamda Ahali’nin o siralarda bir polemik
platformuna donmemesi 6nemliydi.”
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Anarsist Bir Dil Yaratmak

Haber iiretim siirecinde grubun paylastigi ortak amag, haber dilinde anarsist bir
baglamin ve perspektifin olusturulamaya calisilmasidir. Dolayisiyla gazetenin dili ve igerigi
anaakim medyanin karsisinda kurgulanmaktadir. Gazetenin dili ve igerigi anaakima karsi
olarak kurgulanirken, hedef anarsist bir bakis a¢isi yaratabilmek olarak ifade edilmektedir.
Anarsist bakis acis1 gazetenin segtigi konu basliklarin1 da etkilemekte gazeteyi sol-sosyalist
cevrelerin yayinlarindan da ayr1 kilmaktadir:

“Sol c¢evreler higbir zaman escinsellerin sorunlarina ve o harekete Onem
vermezler. Sonra ekolojiye yeterince yer vermezler. Farkliliklarimiz su bence,
daha yerel orgiitlenmelerin haberini yapmaya galistyoruz. Mahalle orgiitleri,
kiigiik olusumlar, alternatif tiyatrolar, alternatif medya, kara haber seyi var
mesela ekoloji, arka sayfalarda, mesela gazetenin arka sayfasinda, alternatif
medyadan roportajlar vardr ilk sayida ikinci sayfada kara haber vardi.
Izmir’deki ekoloji sosyal ekoloji haberi vardi. Mersin’de mahallede yapilan
sinemanin haberi vardi. O haberleri yapmaya ¢alisiyoruz iste”

Tam da bu noktada anarsizmin kendisi, anaakim medyada alisik oldugumuz séylem ve
icerigi ters yiiz eden ve yeniden insa eden bir temel bir etken olarak karsimiza g¢ikiyor.
Gazeteyi ¢ikaran goniilliiler anarsist kimlikleri dolayisiyla anaakimin medyanin disinda olma
niyeti giitmeden kendiliginden anaakim karsisinda yer aliyorlar. Bu durumu en iyi Ferhat
ifade ediyor:

“Biz asag1 yukar1 ayni kitaplar1 ayni1 dergileri okuyarak benzer seyleri yaparak
birbirimizi bulduk, benzer eylemde bir eylemde, meydanda bulusarak, bulunarak
birbirimizi bulduk ama daha 6nce bir dil yaratmak, lislup yaratmak gerekiyor.
Anarsistler daha once kendini ifade etmekten higbir zaman c¢ekinmedi,
anarsistim demekten de. Pek ¢ogumuzun asagi yukar1 boyle goriisleri var ve iste
iyi aracglarinin da, olmasi gerekiyor. Anarsistler diinyada olan biteni kendi
dilleriyle degerlendirebilirler.”

Gazeteyi ¢ikaran goniilliiler yaptiklari ise hayati bir 6nem atfediyorlar: “Biz yasamsal
anlamda da bir siireci hazirliyoruz. Buradaki haberlerde onun iizerinde sekilleniyor” Anarsist
birikimi kullandiklar1 6zellikle vurgulaniyor:

“Birikimlerimizi kullaniyoruz hepimiz bdyle ya da analizi yapiyoruz ama
anarsist soylem ya da iste anarsist karst durus ya hem elestirel bakmaya
basladigin anda senin kafanda olusuyor”

Gazeteyi c¢ikaranlar i¢in haber dilinde kullanilan anarsist perspektif, haberin arka
planinin anarsist teoriyle yorumlanmasi anlamina geliyor. Anarsist perspektif ise “toplumun
bakisinda bir degisiklik yaratmak™ olarak dile getiriliyor. Anarsist bir dil yaratma iddias1 bir
tiir olarak haberin algilanisin1 da farklilastiriyor. Gazetenin goniilliilleri anaakim medyada
cikan yazilar1 kendi perspektifleriyle teorik olarak zenginlestirip yorum katarak yaptiklar
haberler i¢in “yaz1” ifadesi kullaniyorlar. Bahsedilen SN 1K’ya gore yapilan bir haber degil,
olay ve yorumun yan yana yer aldigi daha serbest bir yazim teknigidir. “Yaz1” yazarken
nesnel olmadiklari, anarsist olduklar1 icin anarsist perspektifi ‘yazilarina’ yansittiklar
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goriisme yapilan kisiler tarafindan ifade ediliyor. Amaglar1 nesnel bir habercilikten ¢ok
tarafgirliklerini gostermek olarak nitelendirilebilir. Bu durum 19. yiizyilda Amerika’da
yayimlanan anarsist gazetelerinin egilimleriyle benzerlik tagimaktadir.

Anarsist Bir Dil icin Anarsist Haber Kaynaklar

Grup tarafindan Anarsist haber kaynaklari, anarsist siteler, muhalif siteler, arkadaslar,
yabanci anarsist siteler, giinliik gazeteler ve kendileri olarak belirtiliyor. Ote yandan anaakim
gazete ve televizyonlardan takip edilen haberlerin de ‘anarsist bir bakis agisiyla’ dengelenerek
yeniden yazildigini alandaki gozlemlerin sonucu goriiyorum. Kisisel iliskiler de haber kaynag:
olarak kullanilabiliyor. Ornegin Akdeniz Universitesi’nde yasanan fagist” saldir1 Ferhat’in bir
arkadasindan dinlenerek haberlestirilmis. Tuzla’da tersane is¢ilerine destek verilmesi igin
yapilan eylem ise eyleme katilan Ahali istanbul biirosu tarafindan haberlestirilmisti. Haber
kaynagi olarak Ahali Istanbul gosterilmis.

Gazeteye farkli sehirlerdeki okuyuculardan, kendini gazeteyi takip eden Orgiitsiiz
anarsistlerden, grupla tanigsarak kendini Ahali ¢cevresinde tanimlamaya baslayan anarsistlerden
haber metinleri gelmektedir.(Bursa ve Kocaeli’deki kendini Ahali ¢evresinden tanimlayan
anarsistler haberlerini Bursa Ahali ve Kocaeli Ahali olarak gondermektedirler) Ahali gazetesi
kendi belirledigi giindemi izleyerek vicdani ret, kadin tutsaklar® gibi konularda da roportajlar
yapmaktadir. Roportaj yapilan kisiler ortaklasa belirlenmektedir. Gazetede yalnizca haber yer
almamakta; anarsizmi tanitan yazilar da yer almaktadir ve bu yazilarin bir kismi bilinen
anarsistlerin ¢evirileriyken bir kismi da Giin Zileli gibi taninmig anarsistlerin yazilaridir. Bu
yazilar i¢in herhangi bir telif iicreti 6denmemektedir. Gazetede cevirileri yapan Erhan
kaynaklarini su sekilde agiklar:

“Cevirileri genelde internetten takip ediyorum. Diger {ilkelerdeki; diger
sehirlerdeki yazi ve makaleleri takip ediyorum. Diger dergileri internet
iizerinden takip ediyorum. Iste belli baslh yazarlari segiyorum. Yiiz yazi
okuyorsam onunu sec¢iyorum. Bunlari okuyorum kendi giindemimize uygunsa
bunlarin bir-iki tanesini se¢iyorum. Bunlarin hangilerinin ¢evrilecegini birlikte
tartistyoruz. Birini segip gazeteye yolluyoruz.”

Osman ise gittigi bir eylem haberini yazdigini ancak haberi oldugu gibi degil teorik bir
arka plan katarak hazirladigini ifade etmektedir.

“Ekoloji ile ilgili bir arkadas yazilar yazdi teorik biz, iistiine, eylem oldu
birbirini tamamlayan biitiin siireci anlatan (bir haber yaptik). Surada eylem oldu,

surada biri sunu soyledi gibi degil de diger dnceki sayilarda oldugu gibi teorik”

Berkay da gazeteye yazi yazarken nelere dikkat ettigini su sekilde agiklamaktadir:

3 “Fagist saldirr’, tiniversitelerde yasanan saldirilar1 anaakim medyanin sag sol catigmasi seklinde magdur olani
ustaca gozden kacgirarak cercevelendirdigi haber diline karsi, Ahali’nin haberlerinde ve giindelik hayatinda
kullandigi bir tanim. Yazar da bu tanima katiliyor.

* Gazete tutsak kavramim siyasi faaliyetlerinden dolay1 cezaevinde yatan insanlar i¢in kullanmaktadir. Anaakim
medyanin kullandig1 hiikiimlii ya da mahkiim kavrami yerine tutsak kavramini kullanimi resmi tanimlarin ¢izdigi
cergeveye karsi politik bir karst koyusun dilsel disavurumu da gostermektedir.
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“Hani belli bir hizadan olmasina dikkat ediyorum. Yazilarin gevsek olmamasina
dikkat ediyorum ozellikle. Yazi benim kontrolimde olmali. Alip basmi
gitmemeli, farkli bir seyler anlatma durumunda olmamali.”

Yine de gazete anarsist haber kaynaklarin1 kendi yaratmak ve diger anarsist gruplarla
daha siki iliskiler gelistirmek zorundadir. Bu sikintinin temel nedenlerinden birinin
Tirkiye’deki anarsist hareketinin Bati’ya gore oldukca yeni olmasina, sol-sosyalist hareketin
kimi pratiklerinin hala muhalif ¢evrelerde etkili olmasina baglanabilir. Zileli’nin (2007) ifade
ettigi gibi 1980’lerin baslarindaki ilk anarsist niivelerin, faaliyetlerin ve yayinlarin
Tiirkiye’den de once ozellikle 12 Eyliil darbesinden kacarak Almanya’ya siginan Tiirk ve
Kiirt kokenli siyasi gogmenler igcinde ¢ikmistir. 1980’lerin ilk yarisinda, dogrudan anarsist
olmamakla birlikte liberter ¢evreler Yeni Olgu ve Akintiya Karst Dergisi cevrelerinde
toplanmustir (Zileli, 2007: 1162). Ancak anarsist hareket hiyerarsik bir yapinin karakteristik
ozelliklerini tasiyan Tirkiye sol hareketi i¢in olduk¢a yeni bir olgudur ve i¢inde bulundugu
sol c¢evrenin kimi sendromlarina da sahiptir, heniiz toplumsal bir hareket olarak
nitelendirilemeyecek denli de yenidir (Zileli, 2007:1167-1168).

Giindelik Hayatin Anarsist Yeniden Uretimi: Gazete Hazirlamirken

Anaakim medyadakinden farkli bir ¢aligma ortaminin kurulmasi genellikle anaakim
medyaya karsit olma iddiasindan kaynaklanirken Ahali’deki ¢aligma yasami temelde anarsist
prensipler ilizerinden sekillenmistir. Gazetenin aktivistleri i¢in anarsist olmak kapsayict bir
kimlik olarak anaakima karsit bir c¢alisma yasaminin kurulmasmi kendiliginden
gerektirmektedir. Anarsist olmanin gerektirdigi pek cok gereklilik bir yandan da anaakima
karsit alternatif bir medyanin 6zellikleriyle oOrtiismektedir. Ancak Ahali goniilliileri temel
niyetlerinin bu olmadigin1 vurgulamaktadirlar. Calisma prensipleri ve gazetenin iiretim siireci
anarsist bir giindelik hayat kurma pratiginin de en canli pargasini olusturmaktadir.

Haberlere kimin gidecegine merkeziyet¢i bir bicimde dnceden karar verilmemektedir.
Her seyden Once bu karar1 verecek bir yetkili gazetenin organizasyon semasindan yer
almamaktadir. Habere kimin gidecegi goniilliiliik esasina gore belirlenmektedir. Berkay bu
durumu sdyle agiklar:

“Higbir hiyerarsik yapilanmamiz yok bizim. Hepimiz vasfimiz dogrultusunda
sorumluluklarimiz1 paylasiriz. Mizanpaj bilen bir arkadasimiz varsa mizanpajini
yapiyor. Fotograf ¢ekmesini bilen bir arkadasimiz varsa fotograf ¢ekiyor. Kendi
siireglerimizi tanidigimiz kendi motivasyonumuzu iyi bildigimiz i¢in dyle bir
sorumluluk altyoruz. O 6l¢iide sorumluluk altyoruz “

Ahali gazetesinin goniilliileri cogu 6grenci oldugu i¢in bos vakitlerinin de biiylik bir
kismini biiro olarak kullandiklar1 mekanda gegirmektedirler. Dolayisiyla 6zel alanla is yagami
arasindaki alanlar belirsizdir. Isin kendisi giindelik yasamin 6zel alanini da kapsamaktadir.
Her seyden Once gazeteyi ¢ikaranlar profesyonel is arkadasi degil ayni politik amact
benimseyen hem bir politik grup hem bir arkadas grubudur. Zaman dizgesinin kapitalist
iretim bi¢cimi disinda calisanlarin kendi tercihiyle esneklestirilmesi, hiyerarsik olmayan yatay
bir oOrgilitlenme modelinin uygulanmaya c¢alisilmasi ise yabancilasmayr da ortadan
kaldirmaktadir. Ornegin gazete galisanlar1 hep bir arada olduklari igin toplant: igin 6zel zaman
dilimleri ayrilmamaktadir:
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“Birlikte oldugumuz her an bizim i¢in bir toplantidir. Biiro da olur. Gittigimiz
herhangi bir kafe de, bir bar da olabiliyor. Sokakta yiiriidiiglimiizde de toplant:
yapabiliyoruz”

Gazete i¢in almman kararlar ortak bir sekilde alinmaktadir. Ahali goniilliileri karar
alimirken zaten siirekli goriistiiklerini, o an kim biiroda varsa karar tartistiklarini, oy ¢oklugu
degil oybirligi ile karar aldiklarini ifade ediyorlar. Bu konuda simdiye kadar bir sorun
yasanmamis. Her ne kadar ¢ogu yapilan gazete isinin tiim asamalarma hakim olduklarim
sOylese de, tiim vaktini gazetede geciren Ferhat isin isleyisi hakkinda en fazla bilgiye sahip
olan kisi. Ancak gozlem yaptigim giinler boyunca Ferhat her konuda oldukca miitevazi
davranarak, kendine ait bir iktidar alan1 olusturmaktan Ozellikle ka¢indi. Gazetenin diizenli
islerde calisan 3 goniilliisiinden biri olan Halil hiyerarsiyi ne kadar engellemeye, kismaya
caligsalar da belli 6l¢iide var olmak zorunda oldugunu vurguluyor. Buna karsin gozlem
yaptigim zaman diliminde Halil’in dogal olarak 6ne ¢ikan baskin bir karakter oldugu da goze
carpryordu. Kimi kararlar1 kendisi veriyordu. Basaran’in da (2008) belirttigi gibi hiyerarsik
olmadan orgiitlenirken karsimizdaki en biiyiik engel diinyadaki devasa giic odaklar1 degil,
kendimizizdir.

Ahali gazetesi anarsist bir hareketin pargast olarak yalnizca Ankara’dan
olusmamaktadir. Ahali gazetesinin bir de Istanbul’da biirosu mevcuttur. Her ne kadar gazete
Ankara’da basilsa da, Istanbul ve Ankara arasinda haber ve insan akisinda bir devamlilik soz
konusudur. Gézlem yaptigim bir hafta boyunca Karya ve Boran Istanbul’dan Ankara’ya
gelmisti. Vurgulanmasi gereken insanlararasi hareketliligin merkezi bir kararla degil kisisel
inisiyatiflerle gerceklestirildigidir. Ferhat, Istanbul ve Ankara arasinda bir uzlasma
yaratabildiklerini belirtmektedir: “Calismanin icinde olan herkes soziinii soyleyebilir.
Konsensiis yaratilir. Esglidiimii saglamak ig¢inse birbirimizi olabildigince ¢ok gdérmeyecek
isleri birlikte yapmaya calisiyoruz. Yani is boliimii yerine is birligi ilkesiyle hareket etmeye
calisiyoruz.  Sehirlerarasi rotasyonu gerekli gormiiyoruz. Ama diger schirlerdeki
arkadaslarimizi olabildigince sik gérmeye ¢alistyoruz.”

Gondilliik temeline dayanan ve hiyerarsi igermeyen orgiitlenmelerdeki en 6nemli sorun
hobi niyetine ise girilmesidir (Basaran, 2008: 65). Ahali gazetesinde bu durumun iistesinden
giindelik yasami beraber paylasarak asilmaktadir. Anarsist politika tiretmek, gazete ¢ikarmak
ve beraber vakit ge¢irmek birbirinden ayri1 yasam alanlarinin gereklilikleri olarak degil bir
aradalik i¢inde kurgulanmaktadir. Karya anarsist olmasma ragmen diizenli bir i sahibi
olabilmeyi gazetenin ve biironun faaliyetlerine daha fazla maddi katki yapmasimi
saglayabilecegi i¢in istedigini ifade etmektedir. Gazete ¢alisanlar1 bos vakitlerini de bir arada
gecirmektedir. Ortak para toplanarak biironun ihtiyaglart karsilanmaktadir. Toplanan para
onceden belirlenmemekte; herkes ekonomik giicline gore katkida bulunmaktadir. Gazete
cikarma iginin giindelik yagamin yeniden {liretiminde kapsadigi alan1 gdsteren en giizel 6rnek
gazetenin sloganinin nasil ortaya ¢iktigina iligkindir. Gazetenin adi belirlenirken Ahali
kelimesi hem anarsizme bir gonderme olarak hem de bir araya gelen insanlar olarak iki
anlamda birden kullanilmistir. Sira gazetenin sloganini belirlemeye geldiginde ise barda
oturduklar1 bir aksam herkes kafasina geleni sdyler ve anonim bir sekilde ‘Yeryiizii Bir
Biitiindiir Boliinemez’ slogani ortaya ¢ikar. Herkesin ve kimsenin olan anonim bir slogan.
Gazeteye haber yapilirken ya da bir yazi hazirlanirken redaksiyon sirasinda yazilar ve
haberler tartigilmakta, yazarin digsinda kisiler tarafindan da yazarin rizasiyla eklemeler
yapilabilmektedir. Gazetenin redaksiyonuna okuyucular da yardimci olabilmektedir.
Gazetenin okuyucusu olarak kendini tanimlayan Ozgiil’iin anlatimiyla;
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“Hi¢ kimse kendi himayesi altina alinmiyor, isteyen herkes yazisim
gonderebiliyor, okunabilecek yerler okunuyor, diizeltilebilecek yerler varsa bir
sekilde diizeltiliyor.”

Ayrica yaz1 yazmak grup dinamikleri tarafindan tesvik edilmektedir. Berkay’in ifade ettigi
gibi;

“Herkesi yazmaya Ozendirmeye calistyoruz. Sen sunu yaz degil. Sen sunu
yazabilirsin. Yazmayi diisiiniir miisiin? O ay yazmasa, bir sonraki ay ve haberde
geliyor arkadasiniz. Ben yazamiyorum ama yardim edebilirim ya da su kadarini
yazdim tamamlar misiniz?”

Uygar da gazeteye gelen yazilari nasil degerlendirdiklerini su sekilde anlatmaktadir:

“Yazilar burada toplanir. Disardan gelen yazilar i¢in e-mail adresimizi
veriyoruz. E-mail adresimize geliyor. Onlarin hepsinin ¢iktisini aliyoruz. Burada
herkes yazilar1 okur. Yirmi, yirmi bes kisi, kag kisi varsa biiroda. Sonra onlarin
bir degerlendirilmesi yapilir. Herkes kendi goriisiinii soyler. Herkes kendince
eksik ve tutarli buldugu yerleri sdyler. Bunu yazan kisiye iletiyoruz. Boyle boyle
seyler gordiilk. Ne diyorsun bu konuda. Ben bunu savunuyorum derse
yayinltyorduk. Ortak bir tartigmada bir sekilde degerlendiriyorduk.”

Uygar’in ifade ettigi gibi editoryal siire¢ kolektif bir sekilde gergeklestirilmektedir,
ayr1 bir uzmanlagsma s6z konusu degildir, herkes yazar ve herkes editordiir. Gazete ¢ikarmak
aynt zamanda biironun her isinde ortak olmak demektir. Yemek ve temizlik beraber
yapilmaktadir.

“Biz ¢ok koca koca partilerin yaptig1 seyi biz bir iki anarsist olarak yapiyoruz.
Kirasini, aidatlarini, hepsini biz cebimizden Odiiyoruz. Temizligini, yemek
yemesini bir arada yapiyoruz.” (Berkay)

Gazetenin ortaklaga yapilmayan tek isi mizanpajidir. Bu konuda sorumluluk
tamamiyla bir kisinin tizerindedir. Gazetenin besinci sayisinin hazirlanmasi i¢in ilgili kisinin
Istanbul’dan gelmesi beklenmektedir ve mizanpaji yapan grup iiyesi bu durumdan rahatsiz
olmamaktadir. Gazete ¢ikmaya baslamadan once kendilerine bir yaym kurulu kurmalari
tavsiye edilmis ama o bu durumun profesyonellesmeye yol agacagi i¢in reddettiklerini dile
getirmektedirler:

“Bir yayin kurulu ile igler daha kolay ytiriir diyorlar. Biz baktik ki olmuyor bu is
niye. Ciinkii baska tiirlii getirdik meseleyi buraya kadar. Yayin kurulu biraz
profesyonellesmek anlamina gelir. Tabii bunlari tartisabiliriz. Siire¢ yayin
kurulunu da gerektirebilir, profesyonel arkadaslar da gerektirebilir, daha
profesyonel bir takim seyler de gerektirebilir ama sakincalar1 ve rahatsiz ettigi
noktalar daha fazla.” (Boran)

Yatay Orgiitlenme

Hiyerarsiye karsi olan anarsist Ahali gazetesi yatay olarak orglitlenmistir. Gazetenin
islemesi icin gereken Orgiitlenme ve Ahali gazetesi ¢evresinin anarsist politik projesi anarsist
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ilkelere gore kurulurken isleri yoneten herhangi biri yoktur. Herkes sorumluluguna ve
yetenegine gore islere talip olmaktadir. Gazetenin ilk sayilarindan baglayarak gorev boliisiimii
yapilmistir. Gazetenin ilk iki sayisinda goze carpan “Ahali’nin Giindemi”, “Memleket
Ahalisi”, “Simirsiz Ahali”, “Ahali’nin Kara Cocuklari’nin Giindemi” gibi sayfalar goniilliilerin
ilgisine gore paylastirilmistir. Ikinci sayisindan sonraki son ii¢ sayida gazetenin sayfalar ele
alian konulara gore ayrilmamistir. Gazete i¢in tiim kararlar ortaklasa alinmaktadir:

“Gazeteyle 1ilgili her hangi birimiz, bir eksiklik gorliyorsak, biitiin
arkadaglarimizin bir araya gelmesini istiyoruz. Kim geliyorsa geliyor. Geliyoruz
bir araya herkes fikrini sdyliiyor. Iste ben sunu diisiiniiyorum, ben sunu
diisinliyorum. Bir anlamda ikna oluyoruz. Birbirimizi ikna ediyoruz. Zaten oy
coklugu birligiyle. Kimseyi disarida birakmayacak sekilde uzlasiyoruz. Bir
noktada bulusuyoruz, diinya goriislerimiz ayni oldugu i¢in bir¢ok sorunu
hepimiz biliyoruz.”

Erhan da ‘istedigin siirece dahil olmak’ olarak ifade etmektedir gazetenin
orgiitlenisini. Berkay da anaakimin medyanin hiyerarsik 6rgiitlenmesinin ¢liriimeyi getirdigini
ifade eder:

“Kesinlikle hiyerarsi yok. Hepimizin kendi motivasyonu var. Yapacagimiz
islerin farkindayiz. Anaakimin aslinda getirdigi profesyonellesme belli bir
clirlimiisliigii de getiriyor bize.”

Berkay kendileri i¢in bdyle bir ihtimalin de uzak oldugunu diisiinmektedir:

“Bu arkadaslarla uzun zamandir beraber calisiyoruz. Ahali gazetesi Ocak’tan
beri ¢ikan bir gazete olabilir ama daha 6nceden de beraber calisiyoruz. Boyle bir
ihtimalin olacagini diistinmiiyorum.”

Gazete profesyonellik ideolojisinden uzak olarak hazirlanmaktadir. Ahali goniilliileri
icin aslolanin giindelik hayat ve iiretimin ortaklastirilmasidir. Ferhat gorev dagilimini
meziyetlere gore yaptiklarini ve haber yaziminin profesyonel kodlariyla ilgilerinin olmadigini
belirtmektedir:

“Kendimizce 5n 1k gibi hi¢ konusmadik aramizda ama mutlaka zikretmisizdir.
Belki de elestirel bakiyorsan zaten yapilan haberin nasil yapildigini bilirsin agagi
yukar1 arka plani, diline, sdylemine bir de kendince sdyleme meziyetleri nedir,
radyo, internet, kose yazarlar tek tek kafamizda birileri var.”

Osman da gazetede her isi yaptigin1 vurgular:

“Yaz1 yaziyorum, onun disinda, hazirlama siirecinde, yazilarin edit edilmesi,
mizanpaj sirasinda da yardim edilmesi gibi isleri de yapryorum.”

Uygar da yatay orgiitlenmeyi savunduklarini soylemektedir:

“Sonugta biz hiyerarsik bir yapilanmaya karsiyiz. Biraz yatay orgiitlenmeyi
savunuyoruz. Karar verme mekanizmasinda boyle isliyor.”
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Boran da tasarimci olarak goziikkmesine ragmen gazete i¢in her seyi yaptigini
sOylemektedir. Bagkasi i¢in ¢alismak zorunda olmamak ve birlikte ¢aligmak iizere anlagsmak,
dayanigmak, Ozgiirliigiin yaratilmasinin ve iktidara karsi savunulmasinin da aracidir (Diiz,
2007: 34-35). Ahali gazetesinin yatay Orgiitlenisi ve karar alma siireglerinin dogrudan
demokratik mekanizmalarin isletilmesiyle gerceklestirilmesi gazeteyi anaakim gazetelerden
ayirmakta; anarsist bir gazete ¢ikarma pratigi anarsist Orgiitlenme ilkeleri dogrultusunda
gergeklestirilebilmektedir.

Finansman: Anarsistlerin de Ge¢cinmesi Gerek

Gazetenin finansmani gazeteyi ¢ikaranlarin kendi aralarinda topladiklari aidatlar,
gazetenin ¢ikmasi icin yaptiklar1 ortak giiniibirlik igler ve gazetenin satislarindan gelen
gelirlerle saglanmaktadir. Gazetenin finansmani yalnizca gazeteyi c¢ikarmak igin gereken
paray1 degil, blironun kirasi, apartmanin aidati, su ve elektrik parasini da kapsamaktadir.
Gazetenin devamlilifi mekanin, dolayisiyla mekanin maddi ihtiyaglarimin da diizenli olarak
karsilanmasina baghdir. Gazetenin maddi ihtiyaglarin1 karsilamak i¢in yapilan en O6nemli
islerden ikisi dershane sinavlarinda topluca gézetmenlik ve igportaciliktir:

“Dershanede gozetmenlik yapiyoruz ya da birlikte pazarda c¢orap camasir da
satiyoruz finanse etmek i¢in. Tezgahtarlik, isportacilik.”

Ayrica diizenli gelire sahip 3 arkadaglar1 gazetenin finansmaninin saglanmasinda
gorece daha diizenli gelir kaynaklar1 olarak one ¢ikmaktadirlar. Erhan hem geg¢inmek hem
gazeteye katki saglamak icin barlarda garson olarak calismaktadir. Boran geg¢inmek ve
gazeteye katki saglamak i¢in sokak miizisyenligi yaparken Karya gecinmek ve gazeteye katki
saglamak i¢in marketlerde stant hostesligi yaptigini1 sdylemektedir. Gazetenin tiim giderleri
aylik 1.400 YTL’yi bulmaktadir ve bunun 650 YTL’si mekanin kirasidir. Gozlem yaptigim
giinlerde biironun sular1 faturayr 6demediklerinden dolay1 kesilmisti. Biironun kafe olan
kisminda da para kazanamiyorlardi. 11k bir iki aydan sonra gelenlerden ¢ay parasi almay1
birakmislardi. Finansman yoniinden sorun yasadiklarini belirtmelerine ragmen finansmani
saglayamadiklarindan dolay1r herhangi bir kesintiye ugramamuislardi. Kesintiler daha ¢ok
iniversitelerde catigsmalarin artti§1 donemlerde gazeteyle fazla ilgilenmemekten olmustu.

Goniillii Dagitim Aglari: Sehirlerden Anarsistler

Ahali gazetesi her sayr ortalama 1000-1500 niisha basilmaktadir. Gazetenin tiim
niishalart parayla satilmamakta, bir kismi bedava dagitilmaktadir. Burada amaglanan
gazetenin tanitilmasi ve kendini anarsizme yakin hisseden insanlara ulasabilmektir. Berkay
gazeteyi ‘Universitelerde, eylem alanlarinda ve okullarda’ sattiklarini sdylemektedir. Gazete
sehir disina ise kargoyla, okuyucular1 ya da arkadaglari araciligiyla da gonderilmektedir.
Farkli sehirlerde anarsizme ilgi duyan kisiler o sehirlerdeki kitapcilara gazeteyi
birakmaktadirlar.

“Sivas-Kangal’da kendini anarsist olarak tanimlayan insanlar var ya da bize
yakin hissediyorlar ve bizim yayinit merak ediyorlar. Gazeteyi satabileceklerini
sOyliiyorlar. Telefon ediyorlar gonderiyoruz.”

Karya da gazeteyi kendi yakinindaki marketlere birakarak dagitima yardimeci
olmaktadir. Anaakim gazetelerin dagitildigr bir dagitim aginda yer almak konusunda ise



Cagdas Ceyhan

gazeteyi ¢ikaranlar farkli fikirlere sahiptirler. Berkay ve Ozgiil i¢in gazetenin marketlerde,
bakkallarda goriilmesi anarsizmin taninmasi i¢in olumlu bir durum olabilir. Boran da yaygin
dagitim icinde yer almalarinin sorun olmayacagimi ¢iinkii igeriklerinin farkli oldugunu
vurgulamaktadir. Berkay ise sermayenin i¢inde bulundugu her yapiya karsi durmaktadir.
Reklam alinmasi konusunda ise hepsinin ortak fikri kabul edilemez oldugudur c¢ilinkii bu
durum gazetede sermayenin temsil edilmesi anlamina gelmektedir. Onlar Berkay’in ifade
ettigi gibi ‘emege deger bigilemeyecegine’ inanmaktadirlar. Gazetenin dagitimiyla ilgili
belirgin bir baskiyla bugiine kadar karsilasiimamis. Birkag kez {liniversitelerde gazete satarken
iiniversitenin giivenlik elamanlar1 tarafindan rahatsiz edilmisler.

Bizim I¢in Haber: ‘Soylenmesi Gereken’

Ahali’deki goniilliiler i¢in haber kavrami, yaratmaya calistiklar1 anarsist giindem ve
{ilkenin giindemi olarak iki farkli agidan ele alinmaktadir. Ulkenin giindemini ilgilendiren
konular, gazete ve televizyondan takip edilmekte, bu haberlere ‘anarsist yorum’ katilarak
yeniden haber-yorum seklinde kendilerinin ‘yazi’ dedigi tiirde yazilmaktadir. Anarsist
giindem ve radikal muhalefetin giindemi ise bizzat alana giden goniilliilerin topladig: bilgiler
dogrultusunda haberlestirilmektedir. Anarsist giindem yaratilmaya calisilirken bilinen
anlamda haberin toplandig1 ve yazildig1 gazetecilik yapilmaktadir. Uygar bir haber
deneyimini su sekilde aktarir:

“(Novamed) grevi ile ilgili; bir okulda sempozyum vardi. Novamed grevinde
bulunan kadinlar, bizim okulda konusmuslardi. Ben oradaki toplantiya
katilmisgtim. Oradaki izlenimlerimi yazdim. Kadinlarin kendi agizlarindaki
konugmalarini dinledim oradaki greve katilan insanlar geldiler nasil siiregten
gectiklerini  anlattilar. O konusmalarin  degerlendirilmesini  yaptim.
Deneyimlerini anlattilar. Onunla ilgili haber yaptim.”

Uygar belirlenmis bir giindeme bagli kalmadan toplantiya katilarak haberi kendine
inisiyatif vererek hazirlamistir. Haber, giindelik hayatin icinde kendiliginden gelismistir.
Grevin mubhalif ¢evreleri ilgilendirmesi toplantiya Ahali agisindan haber degeri katmustir.
Boran ise haber anlayiglarinin anaakim medyadan nasil farklilastiginin altin1 ¢izmektedir:

“Haber giindelik yagamin detaylar1 arasinda sanirim. Yani anaakim medya i¢in
haber politikadir. Bizim i¢in sanirim 6nemli detaylar haber niteligi tasir. Bizim
ilgi alanlarimiz, yoldaslarimizin ilgi alanlar1 bizim i¢in daha ¢ok haber oluyor,
sisteme kapitalizme iktidara bu sekilde saldirmak gerekiyor.”

Net bir haber tanimina sahip olamamakla beraber muhalif ve vicdani sezgilerinin
onlara neyin haber oldugunu gosteren bir pusula olduguna inanmaktadirlar:

“Mesela soyle bir 6nceligim oluyor su da geliyor aklima genel gecer medyanin,
gegerli olan medyanin, ¢ok satan medyanin ya da ¢ok izlenen medyanin
bahsetmedigi haberler var... Onlara da dncelik verilmeli. Su gézden kagiriliyor
diyecek, cok dnemli ama kimse bir sey sdylemiyor. Biz sdyleyelim ama madem
bir amacimiz var biz bahsetmeye baslayalim. Sezgiden kastim buydu.”

Gazetenin goniilliileri haber secimindeki anaakimin Oncelik vermedigi konularin
amaglartyla ilgili oldugunu diisiiniiyorlar: Ferhat i¢in haber, ‘s6ylenmesi, yapilmasi gereken,
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duyurulmasi gereken, adaletsizlik, bu tiir sosyal konular’dir. Ozgiil de haberin anarsist-yorum
oldugunu ifade etmektedir. Ulas i¢inse haber ‘bir sorunun insanla baglamasi’ demektir.

SONUC

Bu calismada alternatif bir yayin olarak Ahali gazetesinin ¢alisma iligkilerinin hakim
kamusalliga karsi ne tiir diren¢ noktalar1 gelistirdigi, kendi alternatif kamusalligini yaratip
yaratmadig1 anlagilmaya calisilmigtir. Ahali gazetesinin Ankara biirosunda gegirilen 1 hafta
boyunca yapilan katilimc1 gézlem, alanda tutulan notlar ve derinlemesine goriismelerle Ahali
gazetesini ¢ikaran geng anarsistlerin anlam diinyas1 anlagilmaya ¢alisilmistir.

Alana girer girmez karsilastigim ilk sasirtici sonug alternatif medyay1 anlamlandirirken
kullandigimiz farkli referans gerceveleri olmustu. Ahali gazetesini ¢ikaran geng anarsistler,
alternatif kelimesini diizen i¢inde bir alternatiflik olarak algiliyorlardi. Anaakim medyadan
farkli olduklarini kabul etmelerine ragmen, alternatif dolayisiyla alternatif medya kavramini
da kendilerine giydirilen bir giysi olarak algiliyorlardi. Anaakim medyadan farkli konular1 ve
temsil edilmeyenleri sayfalarina tasidiklarini, olaylara egemen bakis acisinin disinda
baktiklarin1 sdylemelerine ragmen, bu karsith@in alternatif olarak sinirlandirilamayacagini
vurguluyorlardi. Tam da bu noktada alternatif medya teorileri ¢alismada ele alinan grup ve
irlinleri i¢in hem yarattiklar1 gercekligin somut bir ¢ergevesini sunmakta hem de grubun
niyetleri ve kendilerini algilayislar1 agisindan asilmasi gereken bir smir olarak ortada
durmaktadir.

Gazeteyi kuran anarsistler gazeteyi alternatif medyanin mecrasi olarak
cikarmadiklarini, devrimci bir arag olarak tahayyiil ettiklerini ifade etmislerdir. Grubun bu
niyeti Downing’in radikal basina atfettigi birlikte hareket ve politik biling kazandirma
vurgusuyla uyumludur. Gazete kendisini hazirlayanlarca anarsist-devrimci bir politika
yapmanin somut araci olarak goriilmektedir. Gazetenin igerigini ve orgiitlenisini farkli kilan
temel neden anarsist olmak olarak belirtilmektedir. Gazete anaakim medyaya kars1 alternatif
medyanin liretim, finans ve icerik boyutlarina sahip olmasina ragmen; hedeflerini toplumda
var olan demokratik tartisma ortamini radikallestirecek bir unsur olarak gérmemekte, politik
bir aktor olarak grup devrimci (anarsist bir ifadeyle sosyal devrim) bir doniisiimden yana tavir
koymaktadir. Gazetenin ¢ikis amacini ve radikal potansiyelini degerlendirmek i¢in Dargon’un
(2004) ifade ettigi tiglincii medya kavrami daha dogru bir adres olarak goriinmektedir; {igiincii
medyanin politik partilerle organik bir iliskisi yoktur ama toplumsal hareketlerin eti ve
kemigidir. Ote yandan yurttas medyasi, radikal demokrasi ve yeni toplumsal hareketler gibi
kavramlarin grubun politik terminolojisiyle hi¢ de uyumlu olmadig1 belirtilmelidir. Grubun
tahayyiilinde bu kavramlar liberal demokrasiler i¢inde is goéren ve sistemin kendini
iyilestirmesinde rol alan araclar olarak goriilmektedirler. Dolayisiyla alternatif medya teorileri
ve alternatif medya pratikleri arasindaki cografyalara, siyasi kiiltlirlere -kimi zaman grup
dinamigine- gore degisen kirilma noktalar1 ortaya ¢ikmaktadir. Bati cografyasi disinda yer
alan bir iilke olarak Tiirkiye alternatif medya pratikleri agisindan alternatif medya teorilerini
zenginlestirecek kimi unsurlar1 siyasi kiiltiiriiniin 6zgiinliikleri icerisinde barindirmaktadir.
Ozellikle Tiirkiye’de sol-sosyalist akimlarin yeni toplumsal hareketlerle aralaria mesafe
koyma arzusu, farkliliklarini ideolojik oldugu kadar nihai amaglar1 yoniinden de ayirisi, yaymn
pratiklerine de yansimaktadir. Ahali bir yandan anarsist bir hareket olarak mevcut sosyalist
orgiitlenme -yukaridan asagiya- iliskilerinin elestirisini sunarken kolektivite, yatay
orgiitlenme, hiyerarsik olmayan esnek orgiitlenme, dogrudan eylem ilkesiyle ve is yapma
pratikleriyle Atton’un Alternative Media (2002) kitabinda tanimladigi yeni toplumsal
hareketler ve medyalarinin iiretim pratikleriyle uyumlu olmanin Gtesinde tam anlamiyla
cakismaktadir. Ote yandan grup Tiirkiye’deki sol-sosyalist akimlarin yeni toplumsal
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hareketlerle arasina mesafe koyma arzusunu sonuna kadar paylasmaktadir. Anarsizm gazeteyi
cikaran kisilerce yeni toplumsal hareketlerden ilham alan siyasi bir proje olmaktan ziyade
yeni toplumsal hareketlerin oOrgilitlenme ve eylem ilkelerinin ilham perisi olarak
algilanmaktadir. Ahali grubu icin bu kirilma noktast hayatidir. Olusturucu kimlik anarsizm
iizerinden ifadelendirmekte dolayisiyla kimligin olustugu bu siyasi diizey politik bir
amacliligi, sinirlarin sistemin degil anarsizmin belirledigi bir yonde tanimlamaktadir.
Anarsist olmanin ve anarsist bir hayat yaratma tahayyiiliiniin gazeteyi ¢ikaran grubun
tiim sosyal iliskilerini belirledigi sOylenebilir. Tam da bu noktada anarsist olmak gazetenin
icerigi ve ¢alisma iliskilerinin belirlendigi temel referans g¢ergevesini olusturmaktadir. Bu
noktada calisma iligkileri ve {iriiniin igerigi literatiirdeki alternatif medya tanimiyla
cakismaktadir. Anarsizmin hiyerarsisiz ve anti otoriter ¢alisma prensipleri, anaakima karsi
alternatif medyanin Orgiitlenis  Ozellikleriyle Ortiismektedir. Gazetenin ayirt edici
unsurlarindan biri de alternatif bir medya yaratmak i¢in yola ¢ikmamis bir politik grubun
liriinii olmasidir, Rodriguez’in (2001) ifade ettigi kurumsallasmis medya ortaminin doniigiimii
icin aktif bir diizeltme istegi yurttaslik ve kolektivite tarafindan harekete gecirilmemektedir.
Aksine grubun iiyeleri sahip olduklar1 politik bilingten hareketle toplumsal doniisiim igin
mubhalif potansiyeli harekete gecirmeye ¢alismaktadirlar. Toplumda sesi duyulmayanlara ses
verebilmenin Otesinde bizzat o sesin kendisinin siyasi bir programin dogrultusunda
sekillendirilmesi de politik bir miicadele insa etme acisindan gerekli goriilmektedir.
Katilimciligin sinirlart esnek bir bigimde politik hat (anarsist olamayanlarin yazamayacagi
gibi) tarafindan smirlandirilmaktadir. Dolayisiyla gazete esnek politik bir Orgiitlenmenin
kendini ifade etme, farkli anarsistlere ve muhaliflere ulagsma araci olarak degerlendirilebilir.
Anarsizmin olusturdugu kimlik tanimi, giindelik yasami ve goniilliilerin giindelik
yasamiin ayrilmaz bir parcasi olan gazete ¢ikarma faaliyetini belirlemektedir. Uzamin
kendisi toplumsal bir iligki olarak ele alinirsa grubun giindelik yasantisin1 devam ettirdigi
mekanlarda (yasadiklar evler, biirolar, ortak gidilen barlar) kurulan sosyal iligkiler zamanla
sosyal iliskilerin kendisini ve mekani politiklestirmektedir.”. Ote yandan politik olarak
baslayan bir iligki zamanla sosyal iliskilere de doniisebilmektedir. Bir diger 6nemli noktaysa
gazete c¢ikarma pratiginin giindelik yasamin bir parcasi olarak hayata gecirilmesidir. Bu
yoniiyle gazete c¢ikarma faaliyeti ayni zamanda anarsist bir giindelik hayat tasavvurunun
iiretime doniik yoniini olusturmaktadir. Gazete ¢ikarma profesyonel bir is olarak degil grubun
kimlik baglarim1 giliglendiren gilindelik ayni zamanda politik bir eylem olarak ortaya
cikmaktadir. Gazete ¢ikarmanin giindelik yasamin bir pargasi olarak goriilmesi, ayni zamanda
hakim kamusalligin disinda kurulan kolektif ve dayanismaci iliskilere ait alternatif/karsit bir
kamusallik ortaya ¢ikarmaktadir. Bu iligkilerin {iretim diizeyinde belirginlesmesi gilindelik
hayat1 ve isin kendisini birbirinin iginde eriterek hakim kamusalligin dayattig ikili zaman
kavrayisini da (is ve gilindelik hayat arasindaki sizofrenik ayrim) ters yiiz etmektedir.
Alternatif/karsit kamusallik alternatif medyanin hem sonucu hem sebebidir ve alternatif/karsit
kamunun izinin siiriilecegi noktalar ise gazetenin organizasyon yapisi ve is yapma -iiretim-
pratikleridir. Atton’un (2002) bahsettigi bilgi diikkdnlarina benzer sekilde Ahali’de de
somutlanan mekan kullanimi alternatif/karsit kamusalligin fiziksel uzamin olusturmakta ama
fiziksel uzamin insa ettigi toplumsal, politik insalar bireylerin giindelik hayat pratiklerinde
somutlanarak ortak vakit gecirilen (evler, barlar, kitapgilar, kafeler) baska bagka mekanlara
tagsmaktadir ve siirekli hale gelmektedir. Alternatif/karsit kamusalligin bir pargasi olarak
mekan kullanimi da “anarsizan” bir bicimde sekillenmistir, mekanlar hiyerarsik bir
siniflandirmaya gore degil islevine gore bdliimlenmistir. Mekanin dolayisiyla toplumsal

> Bu ¢alismada toplumsal uzamin politik uzama doniismesine iliskin farkindaligima ilham veren Oliver
Marchart’a tesekkiirii borg bilirim.
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iliskilerin i¢ ice gecen bu doniisiim siireci giindelik hayatin anarsizan bir bigimde {iretilmesine
yol a¢maktadir. Grubun hem iginde nefes alip hem icine nefes verdigi alternatif/karsit
kamusalligin yaratilmasi temel olarak ardi ardina olmayip yan yanaliklarla devam eden iki
stire¢ tizerinden anlasilabilir. Politik yakinlik {izerinden baglayan insani iliskiler (ilkin derin
bir ideolojik bagliliktan ¢ok aymi politik ilgilere ve diinyay1 anlamaya yonelik benzer bakis
acilarma sahip arkadasliklar kast ediliyor) ortak politik bir ¢izginin daha kesin ifadelerle
tanimlanmasiin ardindan (burada bu anarsizm) acgik bir bicimde politiklesmektedir. Bu
politik diizlemin yarattig1 giindelik hayatin gereklilikleri is yapma pratiklerinde ortaya
¢ikmaktadir. Is yapma pratikleri hem giindelik hayatin hem alternatif kamusalligin devamini
saglayacak somut iirliniin ortaya c¢ikmasi anlamina gelmektedir. Ahali goniilliileri i¢in
isimlerini tasiyan gazete dolayisiyla Ahali alternatif bir medya {iriinii olmanin O6tesinde
alternatif bir kamusalligin yazi1 ve fotografla oriilmiis sonucu, devamlilik garantisi anlamina
da gelmektedir.

Anarsist olmak hiyerarsik olmayan iiretim iliskilerini zorunlu kilmaktadir. Gazeteyi
cikaran grup olabildigince katilime1 ve kolektif bir iiretim siireci insa etmeye calismaktadir.
Gazetenin Orgiitsel yapisi igerisinde isboliimii hiyerarsik olarak degil, goniilliiliikk ve karsilikl
sorumluluk ilkeleri etrafinda olusturulmaya calisilmaktadir. Gazetenin bir genel yayin
miidiirli, editérii ve muhabiri yoktur. Haberlere kimin gidecegi goniillik esasina gore
belirlenmekte, ¢ogu zaman haber metinleri birden fazla kiginin katkisiyla tanimlanmaktadir.
Yalnizca teorik yazilarda goniilliiler ilgilerine gore olan konular1 yazmaktadirlar. Gazetede
yer alacak haberlerin ve yazilarin segilmesi ise ortak olarak belirlenmektedir. Haber iiretimi
tiim stirecleriyle kolektif bir ¢abanin {irlinli olarak ortaya ¢ikmaktadir. Gazetenin goniilliileri
yatay Orgiitlenmeyi savunmaktadir. Bu yoniiyle gazete anaakim gazetelerin hiyerarsik ve
otoriter orgiitlenmelerinin tam karsisinda yer almaktadir. Ancak {istiinde 6zellikle durulmasi
gereken nokta gazetenin orgiitlenis ve i yapma pratiklerinin anaakim medyaya alternatif olma
niyetiyle yapilmamasidir. Gazetenin orgiitlenisi ve iiretim pratigi anarsist olmanin zorunlu ve
ahlaki sonucudur. Gazeteyi ¢ikaran grubun kendisini alternatif olarak kabul etmemesi de bu
yonde ele almmalidir. Alternatif kavrami Ulag’in ifade ettigi gibi “sisteme ickin” bir
durumdur. Alternatif kelimesinin bu sekilde tanimlanmasi teorinin verdigi donanimla alana
giden arastirmaci i¢in de kafa karistirici ve ezber bozucu bir karst ¢ikistir. Diinyadaki
ornekleriyle benzerliklere, kimi noktalarda tam bir cakigmaya sahip olmasina ragmen kendini
alternatif olarak tamimlamayan bir medyaya yine de alternatif denmeli midir? Burada
karsimiza ¢ikan sorun kafamizda hakikatle ilgili tasarladiklarimizin yalnizca hakikate iliskin
ipuclar1 sunmasidir, dolayistyla hakikatin kendisi arastirmaci ve arastirma konusunun
karsilikli etkilesimine dayanan sonugta tam olarak olmasa da yaklasik olarak kavranabilecek
bir siire¢ olarak ele almmalidir. Oncelikle grubun alternatif kelimesine iliskin duyduklart
irpertinin kokenini toplumsal olarak olmasa da politik olarak kendilerini sistemin tam
anlamiyla disinda konumlanmis toplumsal devrimci tasavvurlarinda aramak gereklidir. Bu
anarsist tasavvur alternatif olmanin teoride karsimiza ¢ikan gerekliliklerini yaratirken ayni
anda alternatif kavramina da karsi ¢ikmanin en somut nedenini olusturmaktadir. Alternatif
medyaya iligkin bu calismanin diglimlendigi ironi alternatif kelimesinin arastirmaci ve
arastirilanin zihninde sahip oldugu referanslarda gizlidir. Daha alana girer girmez bir Kundera
romani ‘Saka’ciliginda karsima ¢ikan alternatif kavraminin ¢evresinde dolanan ironik durum
icin verebilecegim en yaklasik cevap alternatif kelimesini karsit kamu kavramiyla bir arada
kullanmak, bazi zamanlarda alternatif kelimesini karsit kamu lehine goz ardi edebilmek
olacaktir. Alternatif terimini medyayla beraber kullandigimizda terimin baglamini karsit kamu
kavramina yaklastirabilir bizzat onun karsit kamu kavraminin ortasina bir yerlere
yerlestirebilirsek alternatif teriminin yarattigi ironiyi alt edebiliriz. Alanda goriistigiim
aktivistlerle-anarsistlerle onlarin yasayan benimse gozleyen olarak gercekligin ortak tanimina
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ulagabildigimiz nokta hakim kamusal iliskilerin disinda kurduklar1 giindelik hayat1 ve gazete
cikarma pratiklerini karsit kamu olarak tanimladigimiz anlarda olmustur. Zira karsit kamu
zihinlerimizde ortak bir bicimde sistemin ¢izdigi bir dairede ama sisteme ait hi¢gbir unsuru
barindirmayan olabildigince 6zerk ve sitemin ¢izdigi sinirlara yeni ve daha adil bir daire adina
meydan okuyan cagrisimlara sahiptir. Meydan okumasmin kaniti1 da kendine ait uzamda
yarattig1 giindelik hayattir.

Son olarak bu g¢alismanin basligr icin grubun ¢ikardigi gazeteyi tanimlarken yine
alternatif kelimesini kullanacagim ama alanda gecirdigim giinlerden sonra kullandigim
‘alternatif ®* kelimesi sisteme igkin bir yerden degil tribiinlerin o ¢ok sevdigim yaraticiliginda
somutlandig1 gibi ‘alayma’ diyen bir yerde karsit kamularin diinyamiz i¢in bir umut oldugu
yerden baglayacak.

® Belki de alternatif medya yerine karsit medya kavramum kullanmayt tercih etmeliyiz.
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Abstract

While the research literature on alternative media, participatory media, tactical media,
social movement media, continues to expand and explore this significant realm of
public communication, it tends at the present time to be very heavily analytical. This is
vital work but, I will argue, insufficient to meet the social and economic demands of the
day. A quite frequent absence in this research literature is, equally, attention to the
interface between educational activities and socially committed media. It is as though
thinking about media and thinking about education had been placed in solitary
confinement, albeit in neighbouring cells. These issues demand urgent attention. The
paper will focus principally on the potential in colleges and universities, but not only in
those educational contexts, for constructive interactions from all ‘five corners’ of the
media firmament. These are, in no special order, media analysis, media activism, media
arts, media industry professions and media policy-makers. There are moments and
places of overlap between one or more of these, but too often, there are not. Sadly,
although people and groups in this pentangle are deeply concerned with media
communication, they rarely talk with each other, despite some progress in this direction
within the current media reform movement in the USA.

Iletisimsel Olmayan Ortaklar: Toplumsal Hareket Medyasi

Analizi ve Radikal Egitmenler
Prof. Dr. John D.H. Downing

Ozet

Literatiirde alternatif medya (alternative media), katilimc1 medya (participatory media),
taktik medya (factical media), toplumsal hareket medyas1 (social movement media)
lizerine aragtirmalar kamusal iletisimin bu 6nemli alanini agiklamaya ve kesfetmeye
devam ederken, ayni zamanda agirlikli olarak analitik olmaya da bir hayli egilimlidir.
Bu hayati bir is fakat ben giiniimiiziin toplumsal ve ekonomik talepleri karsilamadaki
yetersizligini ele alacagim. Egitim etkinlikleri ve toplumsal olarak adanmis medya
arasindaki kesisim noktasinin bu arastirma literatiiriinde oldukga sik goriilen bir eksiklik
olmas1 ayni derecede dnemlidir. Her ne kadar egitim ve medya komsu hiicreler olsa da
hiicre hapsine yerlestirilmistir. Bu sorunlar acil ilgi gerektiriyor. Bu sunum ¢ogunlukla
iniversitelerin ve yliksekokullarin (colleges) potansiyellerine odaklanacaktir, fakat
caligma bunlara yalnizca egitimle ilgili baglamlarda degil, medyanin kabul edilen
kurumsallagsmis dayanaginin bes kdsesinden yapici bir etkilesimle de odaklanacaktir.
Bunlar ‘bes kose’ 6zel olmayan bir siralamayla medya analizi, medya sanatlari, medya
aktivizmi, medya endiistrisi profesyonelleri ve medyanin politika yapicilaridir. Bunlarin
bir ya da daha fazlasi arasinda ortiistiikleri yerler ve anlar vardir fakat gogunlukla
ortiismezler. Ne yazik ki bu bes koseli yildizdaki medya iletisimiyle derinden ilgili
insanlar ve gruplar birbirleri ile nadiren konusurlar, buna karsin, Amerika Birlesik
Devletleri’ndeki giincel medya reformu hareketi icerisinde bu yonde bazi ilerlemeler
gerceklesti.
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Iletisimsel Olmayan Ortaklar: Toplumsal Hareket Medyas1 Analizi ve Radikal
Egitmenler'

Giris: Baz1 tammmlar

Temel gorevim bazilarinin digital medya ¢aginda medyanin uzun kuyrugunu (cf. also
National Allience for Media Arts and culture 2004) neyin tanimladigini ele almak, diger bir
deyisle ¢esitli bagliklar altinda giden medyay1: alternatif medya (alternative media), yurttas
medyasi (citiziens 'media), topluluk medyas1 (community media), taktik medya (tactic media),
bagimsiz medya (independent medya), counteer-information media (karsit bilgi medyast),
katilimec1 medya (participatory media), liglincii sektor medyasi (third sector media), toplumsal
hareket medyasi(social movement media). Bu tanimlarin her biri kendi artilarin1 ve eksilerini
tasir.

Bu nedenle tek bir perspektiften “ alternatif ” medya tamamiyla soniik bir tasarim,
clinkii her sey icin bir sey alternatif, ancak Chris Atton’un goriis acisindan ise terimin
fazlasiyla belirsizligi bize gilindelik kiiltiirel pratiklerinin alternatif medya formlarinin sira dist
cesitliligi ile nasil yayildigini kabul etmemiz yoniinde tesvik eder (Atton, 2001).

“Yurttas” medyasi kavramiyla Clemencia Rodriguez kiiltiirel
yurttasligin/vatandaghigin kuvvet alanini kabul eder (Rodriguez, 2001); bununla beraber
kitlesel miilteci hareketleri ve belgelenmeyen emek goc¢li doneminde yurttas kelimesinin
medyada kullanilabilmesi i¢in sozciik agikca yasal ¢cagrisimlarindan ayristirilmis olmali.

Ellie Rennie topluluk medyasi (Rennie, 2006) kavramini kullanarak bir hayli etkili bir
ornek gelistirdi; fakat bana goére, bu terim hala topluluk kelimesinin ima ettigi puslu-
iyimserlikten dolay1 tekin degil.

“Taktik medya” internet aktivisti ve yazar Geert Lovink (2002, 268) tarafindan tercih
edilen bir kavram, buna ragmen onun terime ait agiklamasi nerdeyse karsit bir tanimdir.

“[taktik medya]” kasten kaygan bir terimdir, beklenmedik ittifaklara dayali
gecici uzlasma bolgeleri yaratmak igin bir aragtir... Hackerlar, sanatcilar,
elestirmenler, gazeteciler ve aktivistler... Taktik medya hareketliligi ve hizi
korur.”

Bu durumlarda daha sonra post-modernite kavraminin gercek analitik itici giice sahip
oldugu yerde, ‘taktik medya’ Hakim Bey’in Gegici Otonom Bolgeleri tasarimi ile senkronize
bir sekilde ileriye yonelen ve kanal agan siliphesiz kendi ayaklar1 {izerinde duran bir kavram.
Eger herhangi birini post-modern goriiniimlii Amsterdam’in Sosyal Demokrat yonetimi ile
korkuttuysam oOziir dilerim bu tam anlamiyla zamanin ruhuna uygun olmayabilir, fakat bu
alandan bir adim 6teye gidersek Lovink’in kavrami eskime riskiyle kars1 karsiya kalir.

Bagimsiz medya terimi Herman ve Chomsky tarafindan sirketlesmemis, devlete ait
olmayan, dinsel olmayan yeni medyalar1 ifade etmek i¢in tercih edilir. Terim Oncelikli olarak
retoriksel motivasyona sahiptir, yani siklikla iddia edilen uyusmazlik, 6zellikle ABD’de tam

' Farkli versiyonlar;, Media, Communication and Humanity Conference (Medya, iletisim ve Beseriyet
Konferansi), London School of Economics and Political Sciences, 21-23 Eyliil 2008; 4’iincii Conferéncia
Brasileira de Midia Cidadd, University of Pernambuco, Recife, 16-18 Kasim 2008; The Global Fusion
Communication Research Conference (Kiiresel Iletisimi Birlesimi Arastirma Konferansi), Ohio University,
Atina’da 31 Kasim- 2 Ekim 2008’de sunuldu.
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ozgirliige ve bagimsizliga sahip medyalarin liberal kapitalist politikalarin haber medyasi
oldugudur. Buraya kadar ¢ok iyi; bununla birlikte Herman ve Chomsky’deki ortiik haber
onyargist dogrudan haberle ve gazetecilik ile ilgisi olmadigindan kavramin bir dizi taban
medyasinin tiimii ve kiiltiirel ifade bi¢imi i¢in kullanilmasini 6nler.

‘Karsit-bilgi medyasi’ ge¢ donem Pio Baldelli (1977) ¢ikishh hala bilginin haberin
esanlamlis1 olarak kullanildigi, haberin gazetecilik alaninin ¢ok i¢inde c¢ercevelendirildigi
yerde oldukga giincel bir kavramdir. Siiphesiz hegemonik haber kaynaklar1 ve deneysel
kesinliklerdeki araliklar1 ve bosluklar1 doldurmak énemli bir amag; biiyiik bir savas ve ekoloji
hakkindaki haberleri art arda gostermek gibi. Ancak taban tabana zit bilgiden daha fazlasina
ve giindemin bilgi stratejisinin dikte ettigi cevap gerekliliginden ziyade radikal bir yeniden
cer¢evelendirmeye ihtiyacimiz var.

‘Katilimer medya * kavrami yogun olarak kiiresel Giiney kalkinma projeleri ve onun
orijinal tasarimi anlaminda bu projelerden etkilenen insanlarin ¢ergevelendirilmesinde ve daha
sonra ilerlemenin degerlendirilmesinde kullanildi (Mefalopolus 2003). Bu stratejinin sonuglari
medyanin tiim tiirlerinin nasil bir iliskisellik icinde olmasi gerektiginin Oncelik sirasini
diizenler, diger bir deyisle yukaridan asagiya iletisim stratejilerinin geri doniilmez bir sekilde
tersine ¢evrilmesidir. Aligkanliklar retorikten daha zor Oliir ve pratikte katilimci terimi
cogunlukla bir ileri bir geri seklinde kalkinma yoneticileri ve onlarin RFP belgeleri arasinda
bos yere dolanan bir kavram haline gelir.

“Ugiincii Sektér Medyas1”, medyanin goniillii toplumsal eylem alanmi ifade eder,
terim zaman zaman Avrupa’li tartigmalarda kullanilmigtir. Her ne kadar, giincel kullanimiyla
olmasa da Avrupa Parlamentosu’nun Avrupa’da Topluluk Medyasi Raporu’nda (Avrupa
Parlamentosu, 2008) ima edilmistir. Siyaset temelli terim esas olarak bu medyanin nasil
olmadigimi diger bir deyisle medya yelpazesinde ticari olmayan, hiikiimetlerce ve kurumlarca
fonlanmayan oldugunu tanimlar.

Benim tercih etme egiliminde oldugum kavram ise ‘Toplumsal Hareket Medyasi’dir’
(Downing, 2008). Mademki dayanak noktasi olarak toplumsal hareketlerdeki bu medya
projeleri biiyiik ve kiiciik, yapict ve baskici, tiimiiniin yukarisinda, Oyleyse herhangi bir
toplumsal hareketle i¢tenlikli ya da ¢ok fazla bir baglantis1 olmayan papaz dergilerinden cami
biiltenlerine, zinelerden fan web sitelerine kii¢iik 6l¢ekli medyanin engin ¢oklugunun varligi
kabul edilmelidir.

Bu noktada, video yapicisi, yazar, sair sinema tarih¢isi ve medya aktivisti Alfonso
Gumucio Dagron ’'un (2004) akademisyenler arasindaki, tanimlamalar1 da net olarak
yapilmamis olan sosyal gercekligin kesin tanimlarini iiretmek i¢in var olan keskin kararlilik
hakkindaki umutsuz ¢igliklarina katilmamak elde degil. Buna ilaveten, temel bir gergeklik de
bu medyay1 sinirlanmanin anaakim medyay1 tanimlamaktan ¢ok daha zor oldugunu kabul
etmemizi gerektiriyor, anaakim medyanin bigimleri, tiirleri organizasyon yapilart ile
karsilastirma yapmak bu medyalarin tanimlarini sinirlandirtyor. Oyleyse drtiisen ve her zaman
eksikligi ¢ekilen tanimlarda patinaj yapmam siirpriz olmamali. Bunlar antropolojik bigimli
medya formlarinin dogrudan yansimalaridir.

Simdiki on yilin baglangicina degin medya projelerinin her biri -cogunlukla kiiclik
Olcekli, siklikla gegici, neredeyse her zaman ya tamamiyla fonlanmis ya da tamamiyla
fonlanmamis- esasinda konvensiyonel (geleneksel) medya arastirmalarinin menzilindeydi.
Kiictik 6lgekli medya niifuzlu medyayla karsilastirildiginda, ¢ok daginik ¢ok dokunakli ve
tiimii aragtirmalarin degerli enerjilerini harcamak i¢in biitiiniiyle ¢ok kiigtiktii.

Bu senaryo bu alanda daha fazla basilan yayimlar, daha fazla basilan aragtirmalar (pek
cogu kitap uzunlugunda) ve her yil bu tiir medyaya adanmis konferanslarin olusumuyla — the
OurMedia\ Nuestros Medios konferansi (Bizim Medyamiz Konferansi) Amerika Birlesik
Devletleri, ispanya, Kolombiya, Brezilya, Hindistan, Avustralya ve Gana’da bulusmalarin
gerceklestirdi- fark edilebilir derecede degisti. On yilin ortalarina gelindiginde sosyal
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paylasim (social networking) olarak anilan Youtube, Myspace, Facebook gibi siteler ve geri
kalanlar1, aragtirmanin bu bolgesine akla yatkin bir sekilde son vererek ge¢mise siiriikledi.

Soru simdi memnun olmali m1 olamamali m1 meselesidir. Hizla medya arastirmalari
ailesine agilan yeni saglikli dogmus ¢ocugu sampanya kirarak kutlamali miyi1z? Yoksa
alternatif olarak Ingiliz elestirel medya ¢alismalarinin alanimiz igin verimli saman adamimin
(¢carpik konum anlaminda kullanilmis) vakti ¢oktan gegmis dogum kontrol hapin1 m1 medya
aragtirmalarina i¢irmeliyiz

Sanirim ikisi de degil. Tartigmay1 tamamen farkli bir noktaya c¢ekmek istiyorum.
Konferans basligi olan “insanlik” ve panel bashigi olan “stratejik eylem” kelimesini
arastirmamizin ve Ogretimimizin toplumsal sonuglarinin yiikiimliiliiklerini gostermek ig¢in
konuya katiyorum. Bu c¢erceveden tartismama Toplumsal Hareket Medyasi’nin Iletisim ve
Medya Calismalar1 programlarinin igerisindeki yaygin giincel yapilandirilmasindan devam
etmeyi planltyorum. Bunlar, benin bakis agima gore dnemli kirik (fay) hatlar1 ya da satirlar.

Bes Noktah Yildiz

Yogun olarak akademi disindaki medya sorunlariyla ilgili bir bes noktali yildiz
Oneriyorum. Alfabetik siralamayla bunlar: Medya aktivistleri, medya analistleri, medya
sanatc¢ilar, medya endiistrisi profesyonelleri, medya politika yapicilaridir. Gergekte medya
egitmenleri ve analistleri ya da endistri temelli analistler, ya da hiikiimet temelli
aragtirmacilar olarak bir arada kullanilirlar. Bir anligina besgende kalmama izin verin.

Bu bes noktali yildiz (besgen) hakkinda siklikla siiphe derecesinde goze ¢arpan ve, -
daha da kotiisii- medya alanindaki bu noktalar arasindaki ortak deger yitimidir. Medya
endiistrisi profesyonelleri gozlerini medya caligmalarina dondiiriir ve medya c¢alismalarina
iltifatlarin1 (burada iltifat kelimesiyle aralarindaki anlasmazligi kastetmek amaciyla ironi
yapiumigstir) sunarlar. Medya aktivistleri gozlerini ikisine de ¢evirir, eger ikisinden herhangi
biri ilgi gosterirse, iltifatlar sunulmustur. Medya sanatgilart ¢ogu zaman medya aktivistlerine
estetik Oncesi olarak bakarlar ve karsiliginda medya aktivistlerince tim dikkatini kendine
yonelten seckinler olarak tanimlanirlar, buna karsin her iki medya da akademisyenlerinin
genellikle aslinda ¢ok onemli seyler lizerinde calismadigi konusunda hemfikirdirler. Bazi
medya politika yapicilar1 onlar1 diger geyrekten (%25) goriinliyor kabul eden kullanish
girdinin eksikliginden yakinirlarken, 6teki medya politika yapicilar basitce sirket girdilerine
giivenir ve islerine devam ederler. Her iki sekilde de medya politika yapicilart medya
analistlerine benzer, goriiniiste ¢ogunlukla hor gérme ve giivensizlik besgenin igindeki tek
yaygin ve gecerli iletisim yoludur.

Bu ayrimlar hala kusursuz bir sekilde akademide kendilerini yeniden iiretmeye
egilimlidir, Gazetecilik Calismalari hararetle kendini Iletisim Calismalari’nin yarattig
kirlilige kars1 korurken, bu ayrimlar kendilerini yalnizca Medya Calismalar1 ve Medya
Uretiminin ayr1 oldugu yerlerde degil cogu kez sosyal bilimler ve sanatin ayrildig1 yerlerde ya
da ABD yani sinema caligmalarinin ve retorik ¢alismalarmin Liberal Sanatlar oldugu yerde
yeniden iiretmeye egilimlidir. Cesitli tiirlerde medya politika yapicilarinin ve medya
analistlerinin beraber olduklar1 yerlerde bile ¢cogu kez biri ya da digerine kaynaklarin esit
olmayacak bir sekilde boliistiiriilecegine iliskin artan bir siiphe ve korku vardir. Kit kaynaklar
icin rekabet olamadiginda umutsuzca animasyonda/medya ekonomisinde/gazetecilikte/film
tarihinde birisine ihtiya¢ duyariz ve i¢ iliskilerin dost¢a ve saygili oldugu zamanlarda bile
miifredat karakteristik olarak analitik ve medya yapimi dersleri olarak siralidir, fakat bu
flortiin ve gilincel evliligin 6tesine gidecek herhangi giiglii bir yol aranmaz.

Derin koklere sahip bir sendrom. Emegin diisiiniirler ve isi yapan kimseler olarak
boliimlemesi tarihimiz ve toplumsal fabrikalarimizin dokusuna kazinarak, medyadan daha
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fazla eylemlerimizi etkilemektedir. Richard Sennet’in son kitabt The Craftsman’da
(Zanaatkar) yazdig1 gibi (Sennett, 2008: 11).

“Tarihin, pratik ve teori, teknik ve anlatim, zanaat¢1r ve sanatgi, yapici ve
kullanic1 ayrimlarinda ¢izdigi fay hatlar1 modern toplumun katlandig: tarihsel
mirastir.”

Bugiin bu ayrimlar medya alaninda bes nokta arasindaki yiizeysel bir diyalogdan ¢ok
etkin bir sekilde medya egitim programlarinin i¢ ice imkanliliginin bogazini sikryor.

Bu medya programlari i¢in nadir bir sorun degildir. Glen Adamson’in siirtikleyici
analizi zanaat ve sanat arasindaki iliski hakkinda diisiinmeye devam ederken asla medya
liretimi ve bu nedenle nadiren tartisilan kolektif medya pratikleriyle ile ugrasmiyor, gercek
yaratict isciler ve yalniz zanaat ireticileri arasinda nasil koklesmis asilmaz i¢giidiiler
kuruldugunu bir bastan bir basa gegerek gosteriyor.

Howard Risatti’yi Theory of Craft’ (Risatti, 2007) kitabinda bahsettigi sanat, zanaat ve
dizayn arasindaki temel farkliliklar1 siiflandirmaya calistigi yorucu c¢abalarinda ve
calismakta olan deneyimli bir beynin zekasini fark etmek i¢in bireysel bir sanatginin veya
zanaat¢inin medya liretimindeki kolektif gergcekliginin 6tesine gegmekteki basarisizligini takip
etmek zorunda degiliz (Risatti, 2007).

Cogu forumdaki katilimcinin kafasini sallayip ayrilmasina ve ne yapiyor oldugunu
merak etmelerine ragmen biz medya egitmenleri 6zellikle bircok ornekle farkli ilgileri ve
eylemleri birbirleriyle karsilastiran bir forum saglayabilmekte hiinerliyizdir. Karsilikli
diyalogun aydinlatici potansiyeli bu gibi neredeyse notr alanlarda bile yine de vardir ve
medya programlarinin olanaklarini ciddi karsilikli angajmami -en azindan kendileri ve
Ogrencilerinin ilgileri i¢in- cesaretlendirememis olmalart bu misyonun bir basarisizligidir.
Tabii ki bilginin bu degisimi toplumsal ilgiler tarafindan parcalanmis bazilar1 siiphesiz
birbirleriyle uyumsuz olacaktir. Ama bu is yapmamak i¢in bir haber ve sebep degildir.
Karsilikl kiskancgliklara egilimli tarihin suratinda genis ve can alici bir giindem ugusurken,
giderek biiyliyen ABD’deki Medya Reform hareketinde radikal bir egitim giindemi agiga
cikiyor.

Aslinda bu hareketin pargalari, gerci baslangicta bu analizi yazdigimda fark
etmemistim, yaklasik yirmi yil 6nce Kanadali medya arastirmacisi Marc Roboy tarafindan
ileri siiriildii’. Daha sonra bagimsiz ve giiclii demokrasinin erisimini genisletmek arzusu
icinde olanlarin ve medya konulariyla ilgilenenlerin giiclerini bes alanda birlestirmeleri
gerektigini onermistir: Elestirel medya analizi, medya okuryazarlig1 egitimi, 6zerk medyanin
olusumu, annaakim medyadaki yapici insiyatiflerin desteklenmesi, medya politika yapimina
ilgi (Raboy 1991: 169-171).

Toplumsal Hareket Medyasi ve Radikal Medya Egitmenleri

Bu sunumun son kisminda radikal medya egitiminin baslangicta gdzden gegirdigim
yalnizca bir goriiniimiine, yani toplumsal hareket medyasi aktivizmi ile medya egitmenleri
arasindaki potansiyel kesisim noktalarina yogunlagmak istiyorum.

Ilk nokta: Medya egitmenlerinin sik goriilen kotii bir huyu: — ilk tas1 ben de atamam-
Ogrenciler medya praksisini ¢dziimleyici ve serimleyici yollarla agiga vurulmasini baslangicta
g6z alic1 bir bi¢imde sok edici bulabilirler fakat 6grencilerin ¢ogunlukla yiiksek sinizm iginde
egitilme ve yurttag olmaktan ziyade disarida alet cantasi olarak pasifize edilme riski vardir.

? Zanaatin Teorisi (C.N.)
* Marc Raboy’un dikkatimi ¢eken ¢alismasina tesekkiirlerimi sunarim
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ikinci nokta: Pek ¢ok medya ¢aligmalar1 programlari belki de film ve video yapim,
ses yapim veya ogrenci haberleri yapimi i¢in donanimli siniflara ulasmanin disinda bir sey
saglamazken, sdylemeye bile hi¢ gerek yoktur ki her birimizin kucaklarindaki laptoplar ile
bizler arastirma yapabiliriz, liretim yapabiliriz, onlar1 yayina ya da basima hazirlayabiliriz, ses
ve grafikler yaratabiliriz ve bunlart bizim dilimizden anlayan ve bizimle baglantis1 olan
herkese ulastirabiliriz.

Tabii bu siirekli gidip gelen elektrik saglayicilar1 ve eski bilgisayarlara sahip ¢ok
sayidaki insan1 yukarida bahsettigimiz seyleri yapmaktan alikoyar, ancak yine de giderek
bunu gergeklestirebilenlerin sayist artmaktadir. Phone teknolojileri gelistik¢e daha cogumuz
laptoplar kadar bu teknolojiyi de kullaniyor olacak. Son zamanlarda yapilan The Horizon
Report (New Media Consortium 2008)* 300 adli bir rapora gére 300 kadar egitimle ilgili
organizasyon- taban etiketli video ve grup aglari, egiticiler, mobil ag saglayicilar1 ve bilgi
diizenleyicileri olarak kapilarimizi ¢almasina iki y1l gibi bir zaman kaldi. Ug ya da dort yil
sonra ise giderek su anki egitim sistemlerini yeniden sekillendirecek yatay bigimler
gorecediz’.

Tabii bu ayn1 zamanda su da demek olacak ki zengin tilkelerde ve belli bash kentlerde
medya programlart profesyonel olmayan ya da aha alt profesyonel yapim (prodiiksiyon)
calismalarinda ya da medya art calismalari programlar1 ile bir baglantisi olmayan medya
programlar1 yapim (prodiiksiyon) kurslari vermeye baslayacak. Birka¢ zamandir verilmekte
olan yaratict reklamcilik programlar1 bu sdyledigimiz seyler i¢cin miikemmel bir 6rnek
olusturmaktadir. Daha farkli Ornekleri de bulunmaktadir. En temel egitim acisindan
bakildiginda bile, onlarin bu medya dersi ¢alismalari, bu programlardaki 6grencilerin bu
dersin olmadig1 durumdan daha iyi yani biitiin duyularin1 kullanarak ve akici diislinme ve
konusmalarini saglayacaktir. Ideal olan1 bazilarinin da hem pahali da olmayan ama onlari
medya siirecinin i¢sel dayanaklar sayilacak, yardimci pargalar1 olan senaryo yazimi ve yapim
(prodiiksiyon) yonetimi dersleri gibi farkli dersler almalaridir.

Burada sdylenecek bagka seyler de var. Biraz daha radikal (yeni fikirlere acik
anlaminda asirilik degil) medya egiticileri ve analistleri i¢in bu analiz ve pratik baglantisi
toplumsal hareket medyas1 yetileri, deneyleri ve deneyimlerinin birden artmasi demektir.
Sahip oldugumuz medya sistemleri ile baglantiniz varsa burada biraz hiz kesmek,
nefeslenmek gerekir. Eger artik cevreyle ilgili sorunlar, irk, etnisite, cinsiyet, sinif, aclik,
savas, gibi konular1 konugmaktan sikildiysaniz resmi olarak da gozlerinizi agik tutmaktan
etrafa bu sorunlara olan dikkatten muaf sayilirsiniz.

Medya egiticileri olarak &nceligimiz 13. yy Ingiltere’si Magna Carta ve Forest
Charter’in Global Etkisi isimli ¢alismanin sahibi Peter Linebaugh adli tarih¢inin katkilariyla
da sekillenmesi gerekir. Ciinkii Krallar ve toprak sahiplerine kars1 ger¢ek haklar1 ortaya
koydu. Linebaugh (Linebaugh 2008: 279) “Sozlesmelere bagvurarak tekrar eden ortak hak
iddialarinin yaklasik sekiz ylizyilda nasil olustugunu ve simdi de gecekondu gezegenin yasak
bolgelerindeki kapali kapilar ardindaki topluluklarina direnme hakkini nasil sagladigini
vurgular. Yine onceliklerimizden biri, isinde oldukca tecriibeli sayilabilecek siyaset kuramcisi
Sheldon Wolin ‘in Democracy Incorporated (Sirket Demokrasisi) (Wolin 2008), adli
caligmasindan yararlanmaktir. Bu caligmada modern politika tarihi politik felsefenin de
yardimiyla Birlesik Devletler’in son zamanlardaki tehlikeli tutumunu anlatan tepetaklak
totaliterizme dogru gidisi enine boyuna tartigmaktadir. Amerikan rejimi i¢in soyle bir tarif
yapmaktadir: “Toplama kamplar1 yapmadan bunu basarmak konusunda, ortak bir ideoloji
zorlamasia girmeden, zaten giivenlerini ya da bunu yapabilme yetilerini kaybetmis olan
otoriteye karsi gelenlere bir zor uygulamadan elindeki tiim gilicii hi¢ gostermeden ama
tiimiiyle kullanmak Amerikan rejiminin bir dehasidir” (Wolin 2008: 57). Bu daha sonralar1

4 Yatay Rapor (Yeni Medya Ortakliklar) (C.N.)
> Bu rapora dikkatimi geken meslektasim Dr. Angela Aguayo’ya tesekkiirlerimi sunarim.



John D.H. Downing

Bertram Gross tarafindan Amerika konusunda yazilacak bir kitapta da benzer sekilde dile
getirilmistir. Friendly Fascism “Arkadasca Fasizm” (Gross 1980). Wolin Amerika’ya
yogunlagsmistir ancak Beyaz Rusya’dan Burma’ya kadar Blair, Berlusconi, Sarkozy, Putin, Hu
da bu baglamda despot rejimler arasinda anilabilirler. David Harvey’in diyalektik iitopyaciligi
tartisig1  Spaces of Hope® (Harvey 2000) da goz oniinde bulundurulmas: gereken
kaynaklardan biridir.

Yapisal olarak da gergek egitim, sanat ve yetenekler ve analiz baglantisinin nice 6zel
tarihi 0rnekleri de bir taraftan goz oniine alinmalidir. Sadece iki 6rnek verecegim: Biri April
Masten’in 1850-1880 (Masten 2008) arasi Sanat Hareketi Birligi’'nin bir¢ok profesyonel
kadin sanatcisi ile ilgili calismada tanimlanmaktadir. Bu artistler Who New York’s Cooper
Union da aldiklar1 egitimden sonra gazetelerde, bir dizi magazinde, kitap basiminda, tasarim
ve diger sahalarda ressam, tasarimei, illlistratdr, oymaci, renk sanatgisi ve sanat 0gretmeni,
olarak gorev yaptilar. Hareketin Ingiltere’nin John Ruskin’inden etkilenen felsefesi giinliik
medya kullanim ile sergilenmek icin iiretilen sanat arasindaki ve analizle pratik arasindaki
boslugu kapamakti.

Ikinci Ornegim ise 1918-1945 tarihleri arasinda Merkez Avrupa’daki Kolaj
Hareketi’dir. ~ Matthew Witkovsky 'nin Fotograflart (Witkovsky 2007), o zamanlar t
Washington’daki Ulusal Sanat Galerisi’nde sergilenen, kolaj fotograf¢iligi sergisinde ve
Edingburg’daki Modern Isko¢ Sanat Miizesi’ndeki sergilerde ozellikle 3. ve 7. bdliimlerde
sanatcilarin, medya analistlerinin, egitimcilerin ve Toplumsal Hareket Medyasi’nin bir araya
geldigi carpict projeler bulunmaktadir. Bunlar ¢ok iyi bilinen olan Berlin Dada ve
Bauhaus’dan tutun da daha az bilinen Polonya sehirlerindeki ¢esitli Blok gruplar1 Pragdaki
The Devétsil Grubu, Bratislava’daki Brno and Ceske Budéjowice, Belgrad’da Uygulmali
Sanat Okulu’nda (SUR) bulunan The Zenit Grubu 'na kadar siralanmaktadir. Foto muhabirligi
bu uluslararas1 hareketin en 6nemli digavurumlarindan biriydi.  John Heartfield'in the
Arbeiter Illustrierte Zeitung igin olan ¢alismasi gelmis gecmis en iyi orneklerden biridir.
Fakat bu 25 yilda Merkez Avrupa’da bir¢ok aktivite bunlara drnek verilebilir.

Iki ciimleyle 6zetlemek gerekirse

—Yaygin siyasi hareketsizligin Bush ve Cheney’i selamlayan klonlarinin ve
hayranlarimin karsisinda medya programlarimiz yalnizca medyanin parcalanmasii degil
yaratimini da i¢cermelidir.

—Ve programlarimizin boyutlarinin ticari medya iretiminin Oncelikleri ve
hegemonyasi tarafindan yaparak 6grenme (learning by doing) olarak damgalandig: yerde,
gorevimiz 6grencilerimiz igin “yapici sizofreni” gelistirme, siirekli elestirel zihinsel mesafeyi
ve degisim Ozlemini engelleyen ticari oyunda ayakta kalma gerekliliginde oyunu
oynayabilecek becerileri tesvik etme yoniinde olmalidir.

Cev: Cagdas Ceyhan’

% David Harvey’in Spaces of Hope kitabi Umut Mekanlar1 olarak 2008 yilinda Metis Yayinlari tarafindan
Zeynep Gambetti’nin gevirisiyle yayimlanmustir. (C.N.)

" Ceviride zorlandigim paragraflarda yaptigi hayati yardimlaridan dolay1 Nurcan Parlakyildiz’a, son
diizeltmeleri yapan Mehmet Gonen’e ve oda arkadagim Aytug Sentiirk’e tesekkiir ederim. (C.N.)
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The Relationship between Democracy and “Other Media”: An attempt to describe the non—
mainstream media environment in Turkey*

I would like to begin by reminding to you the black and white picture of the global media
environment which works against the interests of the disadvantaged segments of the world. On
the one hand, we see the mainstream media, which has become more vertically and diagonally
monopolized than ever, and on the other hand, we see “non-mainstream media” which are known
with the names such as “independent media,” “radical media,” “alternative media,” “radical
alternative media,” “community media,” and “citizen media”, “social movement media” in
related theoretical studies, but here they will be temporally called as “the other media” until I
attempt to re-name it through the end of this paper. All these define a media, which is the means
of counter—globalization and/or; the media of those who are discriminated against and are not
treated equal; who are looking for a different world, and who try to grow their own horizontal,
non-hierarchical communication networks to voice up. But I have to add right away that the
global media scene includes many intermediate colors and cannot be understood simply
“mainstream media” on the one side, and “other media” on the other side in a sort of dualistic
picture, since there are some media that are in between the two and are so hybrid that they would
not fit into either group. Nevertheless, the important thing is that; in the current global media
environment, the voice of the hegemonic majorities are heard more than the voice of the have-
nots and the voice of those who are discriminated against because of their ethnic, religious,
sexual, cultural etc. identities.

Since we are critical with the mainstream media and since we have gathered here under
the slogan of “another communication is possible,” my presentation will focus on “dark” and/or
“grey tones” of the above photograph. I will try to explain the importance and the possibilities of
the other media in the global context and then I will further focus on the “Turkey frame” of the
photograph and attempt to clarify it. My aim is to open to discussion on the obstacles and
opportunities presented by the new global media environment with a new—"“radical”—
understanding of democracy within the context of Turkey assuming that it is impossible to
comprehend the new global media scene by ignoring the role of the other media.

I may sound too optimistic, but this is my argument: the importance and effectiveness of
the “other media” is on the rise. It is argued that while mainstream media was claiming to be the
“fourth power” with a role of supervision on behalf of the public, it has become a center of power
for itself, thus, the other media constitutes a sine qua non “ﬁf‘[h-power”1 for those who do not
settle for the current liberal democracies that leans against the mainstream media and who look
for a different democracy. So, I argue that there is need for a different communications, and a
different media for a different democracy. But here, in this paper my focus will be on
democratization of the mass media, but not on communication in wide sense, although it is a
very important and mostly ignored issue when democratization of political and public life is
discussed. However, before I carry on with my argument, I would like to draw your attention to

29 ¢ 2% ¢

" This paper presented in Istanbul International Independent Media Forum, organized by Independent
Communication Network (www.bianet.org) and held between 3-5 November 2006. Turkish version is published in
Forum’s Proceedings Book titled as “Bagka bir iletisim Miimkiin” The English version translated for the e-book of
“Another Communication is Possible”. This article is the slightly changed version of English edition of the paper.

! The “Fifth power” notion belongs to Ignacio Ramonet, the Chief Editor of Le Monde Diplomatique, and I am
quoting it from an article titled “Another communication” by Ertugrul Kurkcu published in Radikal Iki (29 October
2006).


http://www.bianet.org/
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some examples that prove that “the importance and effectiveness of the media that fall outside
mainstream media is on the rise”.

“Other media”: From where to where?

The “other media” is as old as social opposition. If I use the word “media” with its wide
meaning “other media”” always existed as a result of the need by those who have been suffering
from discrimination based on class, ethnicity and religion; those who have been excluded from
the public and political arena; and those who have been unable to have their voices heard. On the
other hand, if the narrow meaning of the word “media” is used, and if the radical newspapers
published by the British labor class starting from the second half of the 18th century is taken as a
basis; the “other—-media” has a history of at least two centuries (Atton, 2002: 2). However, the
other media I would like to focus on here is, the media with its narrow meaning.

To make a long story short, in the second half of the 19th century, thanks to the
industrialization and colonization, the development, which accompanied the West to become the
economic—political center of the world, was the rise of the media as an industry branch. As a
direct consequence of this, the mainstream media positioned itself on the side of the hegemonic.
Although the media in the West went under the control of the international capital during this
period, it continued to carry on with its mission, that was construction of the national identity
through imposing standard national language within the defined the national-borders—to a
certain extent until the 1980s. However because of this characteristic of the mainstream media,
the alternative media stepped in as a vehicle for those, who were not represented by the nation-
wide media, to have their voices heard. As a matter of fact, the 1970s were the golden years for
the media of those who emerged with important experiences from the new—left political climate
of 1968s and with new identities such as — environmentalists, feminists, ethnic identities, and
moreover, those who had redefined their relations with the media. With the beginning of 1980s,
the effects of the new-right wing politics on the radio and television broadcasts, and the
deregulation and privatization waves, caused the “other” type of media found especially in
wealthy geographies of the world and in Latin American countries, and which are known by the
names as “underground media”, “community media”, “parallel media,” “alternative media,” and
“radical alternative media” to be unable to cope with —like the media that does public broadcasts—
the competition of the commercial media. In this way, these examples of the other media, which
had found a place at the margins of the media environment and in financial difficulties, began to
cease to exist one by one. Those that continued their existence, either became marginalized, or
became a part of the mainstream media by losing their specificity or radicalism of content, as
many of their characteristics began to be incorporated by the commercial media. The specificity
of the other media in the 1980s was the zines’. Zines were the extension of the fanzines being
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* I am using the word “media” here in its widest sense and in a way that ranges from the jokes “that make fun of”
those in power; to the grotesque carnivals of the middle ages in the West, mentioned in Bakhtin’s book; from the
graffiti that turned political again in the climate of the 1968s; to songs, street theaters, to those who circulate their
messages using the mass communications technologies (for this use, see J. Downing, 2001), however, the media I
will focus on in this presentation, will be the media in its narrow sense; i.e. newspapers, radio, television, Internet.

3 Tt is difficult to give a definition that has been agreed on about the Zines. This word, in essence, is being used to
define the printed materials the sub—culture groups published and distributed by using cheap technologies such as
photocopy machines, and where everyone could be both the writer and the reader; the “editor” and the “publisher”,
with the aim of communicating among themselves. However, with the 2000s, and with the relative cheapening of the
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nourished by the subcultural groups that were gathered around the groups making Punk music,
starting from the end of the 1970s. The main herald of the revival of the “other media” was the
birth of the media of new social movements of environmentalist and anarchist nature in the 1990s
in the West (Atton, 2001: 80-81). Another example of the other media during the same period
was the oppositional media of the Eastern European countries, known as Samizdat. Samizdat
flourished under the political climate of the Eastern European countries and played a very
important role in encouraging the opposition to organize and take action at the time of the
collapse of the “socialist’ political regimes in Eastern Europe by the end of 1980s (Downing,
2001:354-387). Now, since the 2000s, we are able to talk about the new—golden age of the other
media that are the good example of glocalization® of the media of those who are in opposition/in
resistance to the hegemonic as it is case with the Indymedia as the initiative of many online news
sites in horizontal/loose relation with one another.

The new—golden age of “alternative media”: 2000s

There are important differences between the other media of the 2000s—and the
movements that are trying to gain publicity through this media—and those of the 1970s. This
difference arises from the changes in the collective subjects of the counter—public spheres. And
there is another important point to remind; the characteristics gained in the 1990s by the revival
in the public sphere, which had began in the mid 1970s, and whose subject was “new social
movements”, owes a lot to the developments of the new media technologies. Or, maybe it would
be better to say that the new—social movements and the new media transformed and grew
stronger together, with the convergence of especially the internet and the mobile telephone
technology, its relative cheapening and its becoming widespread. Here I would like to clarify my
argument more through asking some questions: What was the difference between the “new social
movements”, which were struggling at the margin of national-public sphere, but then glocalized
and earned a trans—national bargaining power, and the old social movements? And how effective
was the “other media” in enabling this difference to come into being? Or, in other words, if, as I
just argued, there always were counter—publics and their (other) media which served as their
voice, then what are the differences of the ones we have today? Based on my first
argument/question, I will first try and explain what the counter—publics of the public sphere are,
or what the “new—identities” scattered among these counter—publics are. Meaning, thus, that [ am
taking a distinction between “old counter-identities” and “new counter-identities” based on a
distinction between “old—identities” and “new— identities.” >

The old counter/oppositional-collectivities presented people with identity clothes that
were too tight. And those, who tried to wrap these identities around themselves, found the
solution in throwing out these clothes, which were tore already to ribbons. Instead, they put on
“new identities” that deserve to be described as “rainbow’ because of their color and patterns (or
they renewed/re-defined their “old ones”).

Probably, the best example to the breaking up of the old identities is the dissolution of the
Socialist identity, which marked a class—based state of belonging for themselves, and it being

Internet technology, e-zines are now on the rise (Atton, 2002: 54-79). For the zines in Turkey, see Altay Oktem,
Genel Kiiltiirden, Kenar Kiiltiire 101 Fanzin, Istanbul: Ithaki, 2002.

* Term of glocalization belongs to....... although I am using here with a slight different meaning.

> I am making the distinction between “old and new identities" by referring to Stuart Hall (1991).
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replaced by the new feminist, environmentalist, ethnic/cultural minority etc. identities.® Because
the Socialist identity or class—based identity, at least as in a way it was constructed—exactly like
the “national” identity it opposes—was an identity that was too tight on people; that
homogenized the individuals and that put their other differences behind the class identity, even if
it did not always disregard them. However, today, we are very well aware that, the inequalities
that we want to struggle against are (were) not only class— based; the “class” identity, which has
been constructed by being loaded with an ontological privilege is tight enough to be able to
struggle against the inequalities that we face in the form of sexual, ethnic, religious, cultural etc. ’

In the meantime, the result of the new or renewed identities’ struggle to gain publicity,
participation and legitimacy was to diversification and pluralization of the national public spheres
by infiltration of the counter-publics through its cracks, although they were tried to keep in
“cohesion” through the uses of every kind of forceful and persuasive techniques, and they gained
their “visibility” and “activity” to a great extent by 1) rendering it impossible for the mainstream
media, which had ignored them for years, to disregard them; 2) creating their own media. But the
relationship between these counter—subjects of the public sphere, called “new—social
movements,” and the media, was/is very different from the relationship between the old identity
movements and the media®. For the old identity movements, media—as the name implies—was a
vehicle.” On the contrary, the new—social movements have the characteristic of a “media” or they
turned themselves into a media but a “counter—media”. The new social movements or the new
identity movements (feminist movements, the identity movements of ethnic and cultural
minorities, gay and lesbian movements, counter—globalization movements, and environmentalist,
anarchist, and pacifists)'® are movements that render themselves a media. Or that are media—
familiar movements. This is what I mean; these movements build their presence, sustainability,
and actions on “visibility”. Accordingly, while on the one hand, they were putting the mainstream
media in a position that they cannot ignore themselves, and on the other hand, they use their own
media for a very creative publicity and visibility or simply they turned themselves into a media.
In this sense, there is a sine qua non relationship between new social movement and the media as
John Downing discusses in his book (2001) and his several articles. Here is my argument: If it
wasn’t for the mainstream media, and if the Green Peace movement was not so media—familiar, it
would not have become so prevalent and, for example, affect the Bergama villagers in Turkey (by
becoming glocalized), and render them similarly media—familiar, visible and effective. I will give
two negative examples as well: if the media was not so mainstream and accessible, there would

® I mean the breaking down of the socialist/class based identities that remain outside the “socialist” political regimes.
Although there is a connection between the both that took place in Socialist and Capitalist blocs, the breaking down
of the first in the former ones had other reasons as well.

" For example, for the first time in Turkey a left-wing political movement/party “The Freedom and Democracy
Movement/Party” included the groups that define themselves environmentalist, homosexuals, feminists etc.

8 For a theoretical contribution to the notion of “new social movements”, see Mellucci, 1996.

’ The “old identity” movements were, without a doubt, using the media —from graffiti to their underground
newspapers — for their struggle. However, these, to a great extent, had the characteristic of being the voice of “elite”
within those opposition/counter movements. And these elite were usually “white,” middle—class and male. Thus, the
disappearance or alteration of the other—media examples with the 1980s cannot be explained merely through the
new-right policies, speedy monopolization and privatization, in short, through economic reasons. Another reason
would be insistence of some of these media on structures that gave the privilege of speaking on behalf of others only
to “some” although this is against by definition how an alternative media should be working.

1% In fact, neo—fascist and fundamentalist movements should also be added into this list. Although the latter seems
like “religion” based, and thus “old” identity, it has something in common with the aforementioned. And that is, the
fact that it is “media—familiar” and that is why I say “there would be no September 11 if there was no media.”
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probably be no Al- Qaida. There would be no September 11 attacks, and even the suicide
bombers!'' However, to be able to better explain the relationship between the new social
movements and the rise of their “other—media”, I will seek the help of another notions; the notion
of globalization and/or glocalization.

The two faces of Globalization and Counter—Publics/Media

“Globalization,” as a notion that has began to become a buzz word in the last 25 years in
everyday life, whether we like it or not, or find tens of definitions of it from different
perspectives, is in fact, as old as human history. It just gained acceleration in 1990s. In its most
“neutral” definition, it means that shrinking of the world through distanciation of the time and
space (Giddens, 1990). And what causes this shrinkage is the circulation in unprecedented quality
and quantity of capital, ideologies, people and information due to the developments in access and
communications technologies —which interests us more here (Appadurai, 1990). And this has two
faces that complement each other (Robertson, 1990); inequalities and discrimination are
increasing in number and becoming diverse, due to the characteristic of globalization, which
enables capital and human fluidity in an unprecedented way. For example, there is an increase in
exploitation of migrants and illegal workers; women and child labor; women and child
prostitution. And the ethnic and cultural minorities, who make up the cheap labor, continue not
only to face class—based discrimination, but also racial, political and cultural discrimination. But
parallel to this, the new—social movements that comprise of those, who are faced with such
inequalities and discrimination, form the counter—publics, due to the new possibilities provided
by globalization or the ideology, information and technology fluidity that gave rise to
globalization. Through these new possibilities, these new—social movements meet with similar
movements in other geographies, have one foot on the local and the other on the global, and form
the counter—publics with “glocal”'? characteristic. For this reason, now it is possible to talk about
global counter—public spaces or the presence of global non—governmental organizations. As |
have said before, the emergence of the environmentalist movements in Turkey and their relation
with other environmentalist movements is an example to this. The May (grand)mothers of
Argentina, first of all have an effect, and then a symbolic support, in turning the relatives of the
missing into Saturday Mothers in Turkey...The emergence and politization of the Gay and
Lesbian Movement in Turkey, and the support they get from similar movements in other
countries, such as the Bursa Walks that took place recently, is another example to
this...Politization of especially the Kurdish movement and other ethnic groups in Turkey have
both local and global dimensions is again one example. Finally, the Global Peace and Justice

"' The target of the September 11 attacks was to destroy of the Twin Towers of the World Trade Center (thus to
destroy two important symbols of the U.S.A. and the “New World Order”) and to create an absence in the New York
skyline. This is an indicator that these attacks were planned with the aim of turning itself into a media. And let’s also
remember that after an aircraft hit the first tower, the global news channels started live broadcasts from the scene. So
we were able to watch the attack on the second tower “live”. In my opinion, another reason the September 11 attacks
became a turning point for the U.S.A and the world (in terms of West—East relations), was that they were planned as
a “visual festival” and that the U.S.A would have to respond with a similar “visual festival”. And it is unfortunate
that this “visual war” is still going on at the all corner of the world (such as, in Iraq, in Istanbul — the attacks on the
Synagogue, the British Consulate, the HSBC Headquarters— in London metro bombing).

2 For the usage of the notion, see Robertson, 1990.
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Coalition (Kiiresel BAK), which opposes the invasion of Iraq, and its coordinated activities,
which “bring together” the anti—war activists through various protests, is another example.

Therefore, one of the consequences of globalization, in terms of the easier, cheaper and
faster circulation of ideologies, people and information in larger masses, and in terms of the
shrinking of distances and time, has been to strengthen not only the dominant/hegemonic, but
also the oppositional by enabling it to act beyond its nation. In other words, the counter—publics,
be it through the media, or be it through face to face encounters, are now able to act together in a
global solidarity. And these encounters are happening through the other media, which is
multiplying horizontally and spreading like a network, as well as through the mainstream
media."” Following this evaluation, I can go back to the question that I asked at the beginning of
my paper, and try to answer it: “why is the other—-media important?”” The answer to this question
rests partly in the evaluation I just made and here other reasons follow.

The other media is important, because...

Freedom of thought and expression are among the basic human rights. The only way to
speak about other basic rights, and to fight for them, is to have these basic rights and freedoms.
And exactly for this reason, they are of the rights that are violated the most. Those who enjoy
exercising these rights usually are the “white”, prosperous and heterosexual men. And they have
a mainstream media that they can express themselves through. Because for the mainstream
media, the “others” do not have a news value. For the other to have a news value means, s/he
should either transfer into a higher class or ethnicity (then became “whiten’), or should change
his/her gender as it is case with some of the celebrities in Turkey. Or she should fall victim to
“tradition” or “honour crimes”; not just a few but tens of them should commit suicide like the
women from Batman; hundreds of them should die in an earthquake or flood; or should die
because of torture or hunger strike; should be “captured dead”; should be “a martyr”; should
“commit theft at a young age”; should be the perpetrator of the crime that is called “murder by
the glue—sniffing children”; should be gathered from the streets in the middle of the winter so that
s/he does not freeze to death, and then should be left to go back to the streets etc. Therefore, the
“others” need an “other” media to be able to become the subject of news before they die, kill,
freeze to death, get beaten, get tortured, and in fact, so that these things do not happen to them.
As a matter of fact, today, the migrants, refugees, those who are an ethnic or religious minority in
their own land or in Diaspora, the homeless, those who are faced with racial, sexual etc.
discrimination, in short, the “others,” are becoming able to communicate with each other,
supporting each other and are sharing experiences that would facilitate their lives a bit, through
the other—media. Do just these “others” need a different media than the mainstream one? In fact,
no. Those, who are not at a disadvantaged situation (in terms of poverty/wealth, social class,
gender, cultural identities etc), but who do not want to consume the “mediocre” also need
“alternative” media. The mainstream media, which has rating, circulation and audience concerns,
always present the average, grasps and reproduces the standard taste, and supposes that the
listener, viewer, reader is of average intelligence. So, those, whose taste, political preferences and
special interests are a bit towards the end of the spectrum, need the other media besides the

" For my previous discussions over the globalisation literature and the possibilities
globalization provides for the counter—publics/localization, see Alankus, 2000a.
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mainstream, which reproduces the mediocre in every sense.'* Who else needs the other media or
an alternative to the mainstream media?: The migrants/expatriates, who have been displaced
because of political and economical reasons of globalization, temporary and/or illegal workers,
political refugees, as well as the “wealthy” people, who are constantly or at times, traveling:
People falling into this category are businesspeople who have breakfast in one country and dinner
at another, or “tourists,” who escape the cold weather of the north and spend some seasons in
hotels or houses they buy in different countries to take advantage of the sun in the south.

Today, there is something that brings together all these people. And, if I have to repeat,
that is their need for the “alternative” media. People are always in need of getting news no matter
for what reason. And naturally, they want to find out what is going on starting first with their
immediate surroundings. Accessing news and keeping informed about the surroundings, give
people the feeling that they can control their surroundings, that they are not alone, that they have
a say on their lives, and that they belong to a place or places. Without a doubt, nowadays, the
character of the “sense of belonging” has changed quite a bit. The “place” does not strictly have a
geographical meaning anymore. The sense of place does not anymore only define the attachment
or the state of belonging to the immediate surroundings. In other words, the place we feel a state
of belonging to, does not necessarily have to be the place we live in. Or the places we feel a state
of belonging to, are not unique or the one and only anymore.

Under these conditions, a German couple who has came to Alanya in Turkey to spend the
winter in their house there, would feel the need to be informed about both, Alanya, and their
home town in Germany. The situation is not different for other people, who have moved to other
places for various reasons and in various dimensions. For example, a construction worker in
Kazakhstan, a person from Diyarbakir who lives in Istanbul, a soldier from Mersin who serves in
Turkish troops in Afghanistan, a worker from Elmadag in Belgium, a student from Izmir in the
U.S.A. The common need of all these people, who have moved to other places for different
reasons, is the need to get information about the places that they feel a state of belonging to —so
that they can feel secure, so that their life becomes easier, so that they don’t feel lonely, etc. And
for the same reason, they do not only need to get news, but they also need to be entertained, and
to be informed. And as I said earlier, such people need “alternative” media, besides the
mainstream media, which present the average people with standard information, news and
entertainment. They actually need the “alternative” media even more than they need the
mainstream ones. Beyond this point, I can look at the question “why is alternative—media
important and necessary” from a more macro conceptual framework and move towards another
discussion; I can argue that a “democracy,” which I believe is the best political regime ever no
matter what its problems and shortcomings may be, “cannot improve without the presence of
alternative media.” Then, right now, I have to focus on the relationship between democracy and
the other/alternative media.

' Here, I am not talking about the media examples named “thematic media,” or “narrow broadcasting” we encounter
as “products” intended for special cultural consumption or special hobbies (such as MTV, Sailing Channel, History
Channel, Extreme Sports, etc...), which the media moguls create in an attempt to increase the number of their
consumers. | am talking about the media, which is “other” due to its content, organization, capital structure, format,
etc... For example, A¢ik Radyo (Open Radio) or Bugday Dergisi (Wheat Magazine), Git Dergisi (Go Magazine) in
Turkey.
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The Relationship between (Radical) Democracy as a Project and “Other Media”

Many things have been written and said about the role of media for democracies. The best
known of these is the Liberal media approach, which argues that the role of the media is to
supervise the power of the law making (parliament), law enforcement (government) and
judiciary, and thus, is to act as the guardian of public interests. This approach also advocates that
the media should be exempt of all regulations and control so that it can fulfill this duty and act
independent of the government and political power. This approach also says that the functioning
of the media should be shaped by the dynamics of the market. However, with the monopolization
of the national and international media, and the transformation of media corporations into
important national/international capital corporations, the media is no longer a watchdog of the
public interest, but its own interests, since it has become a political as well as an economical
power/interest center (Curran, 2002). Exactly for this reason, a commercial media organization
can only be expected to support democratization, as long as this does not impede on its own
interests, and chiefly to reproduce status quo. By the way, as you can all guess, there is no place
for a public broadcasting or not—for—profit broadcasting approach in the liberal democracy and
media theory —in consistence with the liberal economic approach. Moreover, this approach does
not discuss the possibility that those that cannot survive in the market will one be one disappear
and the media environment will become mono. For this reason, when trying to understand the
relationship between media and democracy, we have to follow an other democracy approach rater
than the Liberal arguments put. Some scholars found such an approach in the theoretical
discussions by German writer Jurgen Habermas in his book called “The Structural
Transformation of the Public Sphere” (1997)."> Following criticisms, Habermas had reviewed his
thoughts and his influence still continues in the field.

In summary, there are two versions of this theoretical discussion. Those who are close to
his thoughts, think of the public sphere, which is somewhere between the civilian space and the
state space, as an area of common good and consensus reached after critical and rational
negotiations on public issues. The important point here is that this public deliberation can only be
made through, or via the media. But the current situation of the same media —as criticized by
Habermas— is obvious. Consequently, those, who follow this approach, criticize the media, and
especially the commercial media for the characteristics it has gained. And the solution is seen to
be the restructuring of the public service broadcasting.'® What’s wrong with this approach is not
the fact that the current situation of the media is being criticized and public service broadcasting
is proposed as an alternative. The real problem is that the public sphere has been envisaged as a
homogenous space stripped of differences, where everyone can equally and without
discrimination participate in. It has also been envisaged as a place which, in a suitable media
environment, can reach a “common good” through “common intelligence”. Consequently,
democracy has been envisaged as a consensual democracy. However, according to a second
group of theoretical discussion, the public sphere, which as Habermas claims, emerged in the
West with bourgeoisie and then disappeared or turned to be a “pseudo” public sphere, was never
a homogenous, comprehensive space where everyone had equal opportunity to express

"> Habermas reviewed these discussions for the English edition of the book and the book has influenced the approach
of many communications theorists. For a very comprehensive study in Turkish, which criticizes Habermas about the
public sphere, but which compiles the theoretical discussions that stand close to his paradigm, see Ozbek, 2004.

' For the model James Curran has suggested by putting the public service media in the center and positioning social
market sector, private sector, professional sector and civic sector around it, see Curran, 2002: 217-247.
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themselves and where everyone participated in without being discriminated based on his/her
differences and inequalities. It is neither the ideal that has to be sought. Public sphere, even in its
most “ideal” form in the 18th century, was a space, where the voices of the hegemonic were
dominant at the expense of the appeasement of the voices of others. As a matter of fact, therefore,
even the democracies that are believed to be the most advanced are “white and wealthy male”—
centered. Therefore, the “consensus” which is believed to be reached through public negotiations,
or the “social consent,” the mainstream media reproduces, all tell about a hegemony that has been
established at the expense of those who have been excluded from the public sphere. This
approach is problematic as long as it envisages a “monolithic” and “unique” public sphere
cleared of agonisms, after looking at the existing democracies and seeing there only a
fragmanted/cacaphonic sphere created by the counter—publics and their media by which
everybody speaks and nobody listens. We thus have to seek a democratic project, which takes the
antagonistic situation of the public spheres, which arises from the fact that those discriminated
against, the unequal, the oppressed and those who are prevented from expressing themselves, and
their counter—publics are gaining visibility and negotiation power, as an input data. But this
project should also consider the antagonistic “nature” of the public sphere by its very definition.
It should also be taken into consideration that the public sphere today, as it was before, is
increasingly also the space of complex social relations which cannot be simply defined through
double contrasts such as poor and wealthy, white and black, women and men. It is also the space
of parallel- publics, where identities meet from time to time, intercept, clash, but survive without
touching one another.

Finally, if I have to underline my earlier resolution, the new—collective identities of public
sphere, or the counter publics of the new social movements, have gained an unprecedented
bargaining power that puts pressure on the hegemony of the nation-state. In other words, we can
speak of (a) global public sphere to the extent that we can speak of a global civil society.
(Lipschutz, 2005; and Sparks, 2005). Consequently, the national public spheres are now spaces,
where opposing/parallel publics with one foot on the local and the other foot on the global,
encounter,
collide, intercept, interact and create a connection. And I believe the best example to what [ am
trying to say is the meeting that took place under the “International Independent Media Forum”
and brought together the representatives of the independent media and those who write about the
alternative/independent media. The two—day meeting took place under the slogan that “Another
communication is possible.” In summary, this new form of the public sphere and the current
situation of the media environment that completes it, render it necessary to look at the media—
democracy relationship from a different point of view.

Radical Democracy, Agonistic Public Space and Other Media

The Radical Democracy project envisages a public space based upon the publics, that are
not defined as fixed and essentialist but as a space of identities that are re-constructed through
constantly rebuilt differences. Again it assumes a public space that is a place where agonistic
relationships cannot turned into the antagonistic ones; not based on consensus, but on dissensus
that functions within the ethics of “being responsible towards the other.”'” On the other hand, the

'7 The Radical Democracy approach is, in many ways, different from Habermas’s democracy approach, which moves
with the idea of a public sphere, where the critical-mind reaches an agreement through negotiating. While Habermas
makes an emphasis on consensus at the expense of discarding differences, Laclau and Mouffe make an emphasis on
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Radical Democracy approach, which we  have to see as a never—ending project; gives us the
opportunity to rebuild the theory of how the pluralism and agonism in the public sphere can be
improved “in journalism” and “through journalism” (Carpentier and Cammaerts, 2006: 972).
Postponing the discussion of the first part of this issue to the end here I have to mention only that
radical democracy can only be brought about through the pluralism created by the “other media”
environment, which has become the channel of the excluded identities and anti—hegemonic
views, in a way to balance the mainstream media of the hegemonic. Do liberal democracies, with
their present shape (at least in terms of the other media environment) have the potential to evolve
into radical democracies? Or, in other words; is the presence of other media and counter—publics
enough for such a transformation? The easy and immediate response would be to say that it is not
enough. However, to be clearer on this issue, I would have to focus on two subjects: the
characteristic of mainstream and other or alternative media environment(s) and how these media,
as one of the channels of radical democratic project, are structured.'® However, beyond this point,
I will seek to focus on the media environment(s) in Turkey and the structuring of the other media.
I will also make some comparisons with the examples from other countries that I am familiar
with.

Mainstream and Other Media Environment in Turkey and Democratization

For quite some time now, and luckily, in Turkey, we are no longer limited to a roughly
two—centered media environment made up of the commercial media and the media, which is said
to be doing public service broadcasting. Let’s remember: If we leave aside the relative diversity
of the print media, we had to make do with radio and television broadcasts that were under the
control of the government for many years similar to many other developing countries, except a
very brief period of relative autonomy. This was a broadcasting approach that belittled the society
and its taste, that decided on behalf of us what we had to like and dislike, that played local songs
with the very same Istanbul (imposed) accent on the Izmir radio and on the Hakkari radio under
the name of doing local broadcast. In short, it was an approach that tried to clothe us with the
one—piece nation—state identity, that ignored all kinds of accent, dialect and language differences,
and that commanded the “standard language” of this identity. Also, unfortunately, because the
grass roots civil society mobilization was not strong enough, we never encountered a serious
attempt to break the “state monopoly” being carried out under the guise of public broadcasts.
Moreover, although the print media is expected to be relatively “freer”, due to the penal laws that
limited freedom of expression and the clauses of the media law, the print media, which were
representing the political, ethnic, cultural, sexual differences had difficulty in surviving. There
were only a few newspapers in languages other than Turkish, which were targeting the very small
Christian community. Let aside electronic publishing, or the ethnic (Muslim) groups (such as
Kurds, Circassians, Georgians, or Laz) other than the Christian Communities like the Greeks and
the Armenians, who are regarded as minorities according to the Treaty of Lausanne to publish

dissensus, saying that politics will always be the arena of clashes between differences, and that ultimate consensus
impossible. Thus, these two approaches are paradigmatically different since—as Mouffe says—they “come from a
different point of view and lead to different points of view.” Moreover, Mouffe, does not like to use the public sphere
concept and to make a distinction between her use and Habermas’s use, she uses prefers the term “public space”, and
again to point to the amplitude of public spaces, she also prefers to use the term in its “plural” form (Carpentier and
Cammaerts, 2006: 973-974)

' For a study, in which, being inspired by Mouffe, the question has been laid as such and discussed, see Carpentier,
Lie, Servaes, 2003.
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newspaper/magazines in their own mother tongues, there were times after the 1980 military coup
when they could not even name their children in their mother tongues or speak in their mother
tongues on the streets. Despite this fact, for a very long time, there were no pirate radio/TV
broadcasts of political, anarchist nature in Turkey as like the examples that we used to see in
other developing/developed countries. I do only remember secretly listening to TKP’nin Sesi
(illegal Turkish Communist Party’s radio station) during that period and how “pirate” that was, is
open to question...Then, as you know, the 1990s began and we had a boom of first, commercial
television channels, and then radio stations. Between 1990-1994 and until the re-regulatory law
in 1994, the frequencies were being distributed unchecked'®. Did this create plurality and
diversity? If we are to look at the television channels, no. When the first excitement of having
more channels to watch, starting to discuss issues that were formerly regarded as taboo, and
seeing program formats we had never seen before on the television abated, we realized that, in
fact, this did not create pluralism, but instead, only proliferation. With radios, the situation was a
bit different... We faced a scene more in line with the tendency in the rest of the world. After all,
radio was not a means for the wealthy like the television. It was a more suitable means for the
different publics to have their voices heard and thus, there was an attempt to use it for that
purpose. However, for exactly that reason, the radios were declared “pirate.” Although
televisions were exactly in the same situation, they were not closed down, as it happened to the
radio stations. In fact, it is curious; according to a definition of pirate broadcasts, all of them
including the television channels (since there has been no legal allocation of frequencies) are still
“pirates.” Moreover, the re-regulatory broadcasting law in Turkey has another characteristic: it is
not possible for non—commercial groups, non—governmental organizations, and municipalities to
do radio/TV broadcasts. Accordingly, despite the existence of counter—publics in Turkey, when
we look for the type of media I have called the “other—-media” until now, we can only find them
among the local radios which are expected to be commercial—if we, of course, leave aside the
print media. In other words, there is no broadcast media example in Turkey, which would be
equal to the type of media called alternative media, community media/radio, minority media,
ethnic media, radical media or independent media, and which has the characteristic of not being
commercial. Although, with the rise of Internet technologies, this type of media has become more
various, more accessible, more creative and more effective in the rest of the world. This is the
main reason I have been calling the media, which I view as the voice of the counter—publics, as
“other/different media” instead of using one of the names that are mentioned at the beginning of
the paper.

Now, I will look at the names and definitions of the media of counter—publics in related
theoretical studies, and try to give a clearer answer to the question of what those in Turkey should
be called. Through this, I will also be able to suggest a new notion to replace the “other/different
media” notion I have been using to define the non—mainstream media. First let’s look at the
definition of radical alternative media by John Downing: According to his definition, being
closely connected with the social movements, radical alternative media are the media of the
counter— hegemonic publics that have a project about changing the world. Downing places
importance of the characteristic of this type of media, which questions the political and
hegemonic processes, and which enables the people to believe in its own transformative power.
However, he makes a distinction between being “partisan” and being “political” media.
Downing’s definition is a broad definition since he considers the street theater or performing art
of the new social movements as types of radical alternative media as well. Is there such a media

' For broadcasting/publishing politics in Turkey, see Kejanlioglu, 2005
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in Turkey? If we take it from the wider meaning, there is a lot. If we take it from the narrower
meaning, there is little, because the “partisans” are more in number, compared with the
“political” ones. However, Downing’s definition is criticized because of being very wide and
because of his over emphasis on these media’s direct relations with the social movements.
Besides, it is argued that its content (being a political project aimed to change the world) would
not be adequate to make it radical and alternative (Atton, 2002:9-18). Thus, there are some
researchers who claim that in order to name a media as “radical alternative”, every stage of its
processes should be radical and alternative. But they are also being criticized for narrowing down
extensively the definition of radical alternative media and for excluding the other counter-media
experiences that we come across usually in the hybrid forms (Atton, 2002: 27-29). I am not for
such narrow definitions that lead to the exclusion of important experiences. Meanwhile,
definitions of Carpentier et al for “alternative media” are;

e “_.small-scaled and one, which respects differences by speaking to specific communities,
disadvantaged groups,

e _independent of state and market,

e _organized horizontally, and one, which enables the access and participation of the audience within
the framework of democratization and pluralism,

e _one, which gives the opportunity to individuals to express themselves, and one, which is based on
the non—dominant (anti— hegemonic to a great extent) discourse and representations” (2003: 56).

Another example for the other media is the “community media”: The examples that first
come to mind are the not—for—profit media that is based on and that targets ethnic, religious,
cultural communities, or communities as small as a single neighborhood, and that functions with
that community’s support and membership. It includes a very wide range of media from the
“mini—-FM” movement in Japan, to the radios with a range of only a couple of villages in India, to
the radios of the indigenous people in Latin America, to the radios of the Turks living in the
Netherlands, to the media examples of various sub—culture groups. Regardless of the
characteristic of the community it is based on, the community media examples should be
independent of the state and the market and should encourage the participation. We can often see
examples of community media that turn their members into the “media” itself, and do away with
the distinction the traditional media make between the “producer of the message,” and the
“consumer.” At times when this is not done, the media, which claim to be opponent, can form a
media example where the anti-hegemonic communities’ elite—i.e the educated, wealthy, “white”
men again—speak on behalf of the rest. Meanwhile, while one of the reasons of the low numbers
of radio examples, which can be defined as “other media”, is the fact that they are commercial,
the other reason is because they fail in enabling participation.

Within this framework, the difference between the community media and the radical
alternative media is that the latter is based on a movement, while the first —whether politicized
or not —is based on an ethnic, religious, cultural community. In other words, the latter puts an
emphasis on counter—publics, on more loosely organized, or not organized, possibly temporary
groups. The first points at a community, a semi—organized or fully—organized structure where the
connection between the members is stronger. However, it is no longer a condition to share the
same geography to be a community. Today the notion of “community” can be used to define
those who share an interpretative community and thus it is possible to extend the definition of
community media, as it is possible to extend the definition of community (Carpentier, Lie and
Servaes, 2003: 54). But this extended notion of community media to the extend that it makes an
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emphasis on participatory and horizontal (non-hierarchical) structures, intercepts with radical
alternative media definition, or even renders the definition unnecessary.

Before discussing whether it is positive or negative to define the community media in a
narrow or wide sense, | would like to try and answer whether or not there is a community media
in Turkey in both senses of the community. The same situation applies here. According to certain
criteria, there is a community media in Turkey. According to others, there isn’t. If we are to
disregard the criterion of being non—commercial, we can consider the local commercial Alevite,
Kurdish, Islamic local radio channel and televisions, as community media in the narrow or
traditional sense. However, within the framework of this example, we have to disregard a second
criterion; which is the criterion of “participation.” because the media examples that fit into the
“radical alternative media” definition, like those that fit into the “community media” definition
rarely embrace participation that does away with the distinction between the producer and the
consumer of the message in a way to abolish professionalism. In other words, it is difficult to find
a counter/alternative media example in Turkey that puts pressure on the separation between the
source/sender of the message and receiver of the message; let alone one that eliminates that
separation of the traditional model of communication. As far as I know, there are only a few
initiatives in this regard. One of them is the Ugan Siipiirge’s (Flying Broom) project known as the
“Local Women Reporters Network,” which enables women to become local reporters after a
certain training period.”” However, it is not possible to view the Ugan Siipiirge experience as a
community media example since it has more the characteristic of “alternative media.” (Koker,
1996: 23—44). And let me add; when we use the “community” notion in its wider sense to cover
the interpretative publics, rather than its narrower sense, which refers the traditional-based
religious, ethnic communities no matter how modern their structures are, there are no such
examples among radio and television channels in Turkey. In brief, we encounter neither
community nor alternative radical media examples among even local radio and television stations
in Turkey, which would fit exactly into one or the other definitions I summarized above. Instead,
we are faced with hybrid media forms, which carry one or a couple of the characteristics of each
one, or which bring together the characteristics of more than one model. We have even examples
that proof it is a mistake to see the differences between mainstream media and the other/non-
mainstream media as a contrast®’. In that case, are there specific historic, cultural, sociological
conditions in Turkey that give rise to these hybrid forms? Separately, is it a disadvantage to have
these hybrid forms? Or are encountering with these hybrid forms not exceptional, but simply the
typical?

* The “Local Women Reporters’ Network” project began in March 2003 in 8 pilot cities (Antalya, Canakkale,
Diyarbakir, Eskisehir, Mersin, Samsun, izmir and Gaziantep). Four more cities were added to the project in 2004
(Adiyaman, Van, Mardin, Sanlurfa). The target is to reach 81 provinces and get the women in all provinces to
produce news for this network. For information on this project, you may refer to Selen Dogan’s article titled “The
Story of Ugan Siipiirge ‘Local Women Reporters Network’ or ‘Live is News’” in the book named “Women Rights
Focused Reporting” which is the second book of the BIA Rights Reporting series.

I An example of this began in the Radikal Newspaper as I was reviewing this speech. Radikal Newspaper started
handing over the authority of being the chief editor of Radikal to the intellectuals/artists in Turkey, starting with
Nobel prized author Orhan Pamuk. (Turkey)
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Why aren’t there examples of alternative/radical, independent media or community media
in Turkey?

In Turkey, the counter—publics and ethnic, religious, cultural collectivities have
unprecedentedly increased in number since the mid 1980s, became demanding and gained
strength by learning to act glocally. However, they cannot create permanent counter-media
examples that could become alternatives for the mainstream media. This is mainly because they
were/are not coming from grassroot but instead, they were/are elite initiatives of ethnic, cultural
minorities/communities or political movements. This also explains why the existing examples
have very short lives. For example, in the last years, the examples of the feminist media in
Turkey, which tried to exist under many difficulties, have one by one disappeared. Despite the
entire creative struggle by the Pazartesi Dergisi (Monday Journal) to overcome the financial
difficulties, it can only be published with intervals. The most important reason for this the fact
that it has no rooted support behind it coming from the base supporters. The situation is not
different with radios. For example, there are no women’s radios except Radiopink (104.2), which
began broadcasts on 8 March 2006. Moreover, as far as I know, Radiopink has no intention or
aim to become the alternative voice for women. ICN/BIA (Independent Communication
Network, www.bianet.org)) is trying to overcome the shortcoming in this respect to a certain
extent. It produces programs prepared from a woman’s perspective and presents them to local
radios. But it is not easy to say that the local radios have taken advantage of this adequately and
that, with BIA’s pioneer role, the “woman’s voice” is being heard more besides the dominant
“man’s voice.” For this reason, one cannot stop thinking whether there would be less number of
women committing suicide in Batman if there was a women’s radio station aimed at
strengthening women and one, which was embraced by its local woman audience. Secondly,
despite all demands and struggles, there still is no legal amendment to allow the political parties,
non—governmental organizations, municipalities or the communities in Turkey that reflect the
multi—cultural, multi-lingual, multi-religious structure of Turkey, to do radio and television
broadcasts. Nor can the media, which is commercial but not—for—profit, and especially the
community media cannot benefit from public funds. I believe this is because of the Turkish
Republic’s lack of trust in the state’s citizens—and actually in itself—with a reflex it inherited
from the division of the Ottoman Empire (Gole, 1993). As a result of this, the local media in
Turkey, which can potentially provide for pluralism in the media environment to an e certain
extent, is faced with the dilemma of either becoming a “bad” imitation of the mainstream media,
or not being able to resist the vertical monopolization tendency, selling its frequencies to media
monopolies and disappearing within the nation-wide media. In the meantime, only the local
newspapers and radios with a “partisan” characteristic, or those that rely on publics that are
organized to a certain extent, can stand on their feet even though they don’t make profits. The
radios in organic relation with leftist groups and Kurdish community radios can be given as
examples for the first. Radios supported by various Islamic circles/societies and Alevite
communities can be examples for the second. However, the radios mentioned above are faced
with all kinds of political pressures because of their identities, are closed down, and become the
subject of criminal investigations. In summary, this special situation caused by the re—regulatory
law in Turkey, is both an obstacle and not an obstacle for the existence of the “alternative” media
when radios and televisions are the case. Because, even the most controlling, anti—-democratic
political regimes contain some cracks that allow for leakages. Therefore, it is possible to claim
that the mere presence of counter-media examples, that are able to leak through the cracks in
Turkey as in other countries with similar conditions, are very important, as one of the channels of
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“the war of position” —to use Gramsci’s notion— fought for democratization and pluralism®*. are
allowed to the Kurdish is still far from being plural and democratic although during the last
couple of years there are important changes in However, still, I have to say that the current
situation is inadequate even for pluralism in a liberal sense, let alone a radical democratic
transformation in the political and media environment. To explain the reasons for this, I have to
move away from these determinations of the general characteristic of the counter/alternative
media environment, and focus on how these hybrid— “alternative” media examples are structured.
But still I will not offering a single comprehensive name to this type of media in Turkey.
However, I have to add that the difficulties in choosing words to define and explain the
other media in Turkey do not arise only from particular historical, political and cultural
conditions of the country. This also has to do with facing in general with the hybrid media forms
in the developing countries. It also has to do with development of the related academic studies
mainly in the West and their ethno-centric focuses, besides their lack of agreement on definitions.
Thus, I believe that a conceptual quest must continue for not disregarding the differences between
the mainstream media and non-mainstream media; and also for highlighting importance of the
power that the “others” gained through their media as channels for their anti-hegemonic struggle.
Then, what kind of a theoretical framework do we need to understand the relationship between
the alternative/other media and democracy? And the answer is this: we need an approach that
considers the diversity of the media environment and the specificity of the different structuring
within that environment (Carpentier, Lie, Servaes 2003: 66; Carpentier and Cammaertz, 2006).*
Additionally, an approach that explains neither mainstream and the other media in a dichotomic
relation nor cloud their differences reducing the political importance of the second. Such an
approach can be found in the theoretical openings of the “citizens’ media” notion that is
developed by Clemencia Rodriguez upon Chantal Mouffe’s definition of “citizenship”.
Rodriguez uses the term in a way that would include all the different and lived experiences of all
the alternative media practices. In this way, she proposes a notion that places importance on all
“citizen” initiatives that would provide for the democratization of the media environment by
taking into account all their specifications instead of squashing them within essentialist
definitions (Vatikiotis, 2004: 21). By using the term she means a citizenship that intervenes in the
present media environment with the aim of transforming it, that contests present social codes,
legitimate identities and institutionalized social relations, and that uses all communications

22 Since the first publication of this paper some radical changes happened in Turkey’s media environment. TRT
(state controlled public service broadcasting institute), that had started to put two hours programs in Kurdish,
Circassian, Arabic, Bosnian ethnic minority languages since 2004, set the Channel 6 in 2008 that broadcasts 24 hours
in Kurdish and now openings of the new TRT television channels in Arabic and Armenian are planned. It is also look
like soon, local commercial radio and televisions will be allowed to broadcast in ethnic languages, although right
now, they are allowed to put only four hours programming in a week for the radios and two hours for the televisions
in these “local” languages with the condition of having subtitles in Turkish.

 The writers whom I cite, expand the “community media” notion to such an extent that, there is almost no need for
other related notions. But on the other hand, by combining together the Radical Democracy theory by Mouffe and
Laclau, and the Rhizome theory by Deleuze and Guattari, they propose a different model. In this model, the
community media work in relation with more than one non—governmental movement/organization, and by which all
become connected with each other. Thus, model points out the importance of the rhizomatic net between, and, the
joint strength of different democratic struggles. Besides, role of the other—media, including the community media, in
radical democratic transformations are determined and importancy of relations of the other media with the
mainstream media are emphasized. Accordingly, their model introduces an alternative for the situation, where it is
alleged that the other—media retires into itself or ghettoized creating an environment where those who speak and
listen are the same. For a mention of the Rhizome theory by Deleuze and Guattari, within the context of radios,
please see the Introduction of the 5th book (Radio and Radio Broadcasting)
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practices to strengthen the communities/publics besides a media that is the outcome of such
citizenship. And behind this, lies a quotidian understanding of politics, which questions and tries
to transform the power relations in every aspect of life and turns every inch of it into a case of
intervention through calling help of the media (Rodriguez, 2001: 34-35). Therefore, there is a
need for “citizen’s media” out as initiative of active citizens, and become a channel of “war of
positions” for a radical democratic transformation. Now one last question:

Is it possible to consider the non-mainstream media in Turkey as “citizen’s media”?

In my opinion, comparing with the others, citizen’s media notion both has the advantage
of being enough flexible to explain the hybrid and in-between forms of the media examples in
Turkey and also has the advantage of emphasizing the differences between the other media and
the mainstream media. However, still, this should not hold us back from saying that media of the
counter—publics in Turkey, has to improve in three important aspects that may even influence and
change the mainstream media. It is because, the other media examples which I may call by now
on as “citizen’s media”;

1. fail to provide opportunities for participation of the audience or their respective
publics/communities (and thus they are not embraced by the people enough).

2. are weak in developing participative—democratic models that demolishes the hierarchy in their
own inner organizations.

3. are not willing to engage in horizontal networks that would enable them to be in relation with each
other and strengthen like an ivy/rhizome (and this is somewhat because they have to have a
commercial characteristic).

By all means, these —as I tried to briefly explain above— may have certain causes arising
from the history and culture of the country. However, if the expansion and deepening of
democracy —as Wasco and Mosco argue— requires pluralism and democratization through and
within the media (quoted in Carpentier and Cammaertz, 2006: 969), I will say that two things
need to urgently change in Turkey. First of all, to allow citizen’s media for pushing radical
democratic transformations, necessary conditions for not—for—profit broadcasts need to be created
and thus, the media environment will be liberated from the dominance of those that are
economically capable. Only by this way can we attain the required pluralism and thus
democratization through the media. And for that —maybe this is a dream— there is need for a
political willpower that does not regard the media of the others as a “(potential) separatist
enemy”’, and that does not disregard or oppress differences in opinion for the sake of consensus.
And second, steps need to be taken for inter/intra media democratization, that open channels for
participation of the citizens and thus, even if when they do not have grassroots feature, they will
be embraced by their audiences. In fact, the second is easier, since it is up to “us”. It is also more
urgent, since a more democratized and embraced media would exert pressure for democratization
through the media. In any case, the anti— democratic characteristics of the system are not always
obstructive. They sometimes incite creative solutions and Turkey’s media environment needs
these creative initiatives more than ever.
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The Rise of China’s Media Supermarket:
An Appraisal of Cultural Imperialism’s Relevance
to the Chinese TV Industry

YU SHI
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This essay examines a series of online narratives by a group of Chinese TV
professionals. Through their eyes, this analysis seeks to reveal the impact of
commercialization on Chinese television in terms of programming, genres, formats, and
content themes. Also, | evaluate their attitudes toward commercialization as expressed
in their online narratives which reveal their interpretive limits. While many of them
condemn the commercial symptoms of Chinese television, they paradoxically embrace
commercialization as the destined, inevitable path for the development of Chinese
television. Factors that set boundaries to the professionals’ interpretive agency are
identified, including the global influence of the neoliberal capitalist ideology; the Chinese
party-state’s ideology of developmentalism; the professionals’ own elite social
perspective; and a propaganda-weary popular mood in post-communist China. | argue
that these interpretive limits, as well as the constraining factors, are indicative of the
prevalence of the neoliberal capitalist ideology in China, and therefore prove the
continued pertinence of scholars’ concern over corporate cultural imperialism. Finally,
this essay concludes with a theoretical discussion of an implosive mode of corporate
cultural homogenization, which is globally conditioned, but often foregrounds the
domestic forces of a country as solely responsible for their “domestic” cultural sphere,
and therefore frees global media corporations from the charges of cultural imperialism.

Asian television industries have experienced dramatic changes in the past 17 years as it
responded to the globalizing forces represented primarily by U.S.-based transnational media corporations
(TNMCs). The changes occurred across multiple areas, ranging from media policy, technology, institutional
structure, and professional practices to program content and formats. The arrival of Rupert Murdoch’s
Hong Kong-based satellite broadcaster Star TV in 1991, for instance, has prompted many defensive Asian
governments to adopt market-friendly media policies in an effort to commercialize their own TV systems
(Chan & Ma, 1996), which spawned a range of national and transnational commercial ventures such as
Zee TV in India, MEASAT Broadcast in Malaysia, SCV in Singapore, MBC in South Korea, and TVB in Hong

Yu Shi: szyl@psu.edu
Date submitted: 2008-04-24

Copyright © 2008 (Yu Shi). Licensed under the Creative Commons Attribution Non-commercial No
Derivatives (by-nc-nd). Available at http://ijoc.org.



1200 Yu Shi International Journal of Communication 2(2008)

Kong. As Long (1995) contends, Asia has transformed from a highly regulated, state-owned television
environment to a dynamic test bed where global, transnational, and national (often government-affiliated)
media interests compete for audiences.

These changes in the Asian television landscape set the tone for China’s media reform. Chinese
television started to strive for financial autonomy in the early 1980s as the party-state cut off media
subsidies. The early 1990s marked Chinese media’s “plunge into the deep ocean of commercialism” (Lee,
He & Huang, 2006, p. 598). In October 2002, the 16" Party Congress, anticipating intensified
international competition as a result of China’s accession to the World Trade Organization, officially
endorsed a market-driven “culture industry” (Zhao, 2008). Furthermore, to energize China’s
undercapitalized and poorly managed TV stations, the State Administration of Radio, Film, and Television
(SARFT) and the Department of Commerce announced in November 2004 that foreign companies could
form joint ventures with Chinese stations, especially in the area of producing films and TV dramas.?

For Chinese television, these policy changes bring both opportunities and competition as they
enable Chinese media practitioners to establish transnational affiliations to broaden and reorganize the
domestic market. These transnational affiliations are indicative of, in Zhao and Schiller’'s words (2001),
the reintegration of China’s political economy with transnational capitalism. Chinese intellectuals predict
that, in less than eight years, foreign and private investments will comprise up to 50% of the entire
Chinese TV industry (Changshun Shi, 2005). Moreover, as a result of both the state’s calculated
admission and transnational broadcasters’ proficiency in “gray distribution”® that goes beyond approved
landing cities, 31 transnational satellite channels have broken into the Chinese market and 30 million
Chinese households can receive their programs (Ventani, 2005).% These channels include CETV (AOL Time
Warner), Phoenix Satellite Television (News Corp.), Star TV (News Corp.), BBC (British Broadcasting
Company), CNBC (U.S. Cable Network), etc.

Excited and worried at the same time by the global integration, the Chinese government, like
their Asian counterparts, considers that the best strategy is to encourage a rapid growth of commercial
broadcasting while maintaining a solid control of the commercialization process. Since the 1980s, the
government has redefined its broadcasting units as commercial enterprises, consolidating them into major
media corporations, and selectively opened certain venues to foreign investments and domestic private

1 Meanwhile, foreign capital is restricted from investing in and operating news media, broadcasting
networks, and other core communication venues. See Zhao (2008, p. 178) for details.

2 Strategies used include: 1) acquiring landing rights in some provinces, but rebroadcasting from there to
restricted areas with the help of local agents; 2) becoming joint venture content producers and
packaging foreign content into “time-blocks” with the help of local production partners. The time-blocks
are then sold to a particular channel from where they are further syndicated across a number of
affiliated channels in various TV markets; and 3) leasing airtime, through a majority-owned advertising
company, on a satellite channel in a certain province from where the block is syndicated across other
provinces.

3 Pietro Ventani is a Hong Kong-based consultant providing strategic solutions to transnational media

investors in the Asian-Pacific region.
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capital (Hu, 2003; Zhao, 2008). Taking advantage of the policy reform, the Chinese TV industry now has
18 broadcasting groups (Zhao, 2008), 302 stations at national, provincial, and municipal levels that offer
1,279 cable/satellite channels to 1.3 billion viewers.* This mega-size industry produced about 2,250,000
hours of programming and broadcast nearly 12.6 million hours in 2005 alone, according to Professor
Xiaopu Zhou (2006) from Renmin University of China. Moreover, a new satellite, ChinaSTAR9, was
launched June 9, 2008, and brought 47 additional channels into this already fierce competition.

In particular, China Central Television (CCTV), the authoritative station created as the
mouthpiece for the Chinese Communist Party, now has transnational and domestic advertising as its main
source of funding (Zhao, 2008) and has quickly grown into a multi-channel broadcaster with 18 channels.
CCTV also displays its transnational ambition as it reaches out to Chinese diasporic groups worldwide
through CCTV-4 (a Chinese-language, international channel) and as it targets a more general world
audience through CCTV-9 in English, CCTV-E in Spanish, and CCTV-F in French.®

Against the backdrop of Chinese television’s structural reform and rapid growth, this essay
analyzes a group of Chinese TV professionals’ narratives from an Internet forum called TV Criticism. The
analysis seeks to reveal, through their eyes, the impact of commercialization on Chinese television in
terms of programming, genres, formats, and content themes. This group of TV practitioners is both
excited and worried by the rapidly commercializing Chinese television. As | collect and collate their online
narratives, several symptoms of current Chinese television emerge, symptoms that scholars have largely
connected to commercialization. Meanwhile, | evaluate the TV practitioners’ attitudes toward
commercialization as expressed in their online narratives. | argue that their attitudes are quite complex
and often contradictory. Although they mostly share a deep concern over the commercial symptoms of
Chinese television, they fail to pinpoint the commercial logic as the root cause of these symptoms. Their
overall attitude toward the commercial model is paradoxically positive. This, on a theoretical level, is
indicative of the continued relevance of the cultural imperialism critique, which argues that a crucial
incursion of cultural imperialism is the spread of the commercial model and the neoliberal ideology, both
of which delimit cultural agents’ imagination of alternative paths for media development (Herman &
McChesney, 1997; D. Schiller, 1996; H. Schiller, 1991). Finally, following in the footsteps of previous
scholars (Artz, 2003; Chakravartty & Zhao, 2008; D. Schiller, 1996; Sinclair, 1990; Zhao, 2003, 2008), |
argue that the nation-centric perspective of the cultural imperialism thesis needs to be revised in light of
the rapidly changing global media landscape, where the Chinese television industry and many other
emerging, transnational/national media enterprises join the traditional U.S.-based TNMCs to become the
driving force of a cultural imperialism whose receiving end is the global working class and cultural
minorities.

4 There are also more than 700 county stations offering over 1,000 local channels, according to Zhou
(2006).
5 The channel information is from CCTV’s Web site: http://www.cctv.com/default.shtml



1202 Yu Shi International Journal of Communication 2(2008)

Cultural Imperialism Thesis Revisited

One focus of the cultural imperialism tradition has been the uneven flows of media in forms of
advertising, news, films, and TV programs from Western countries to the rest of the world (Beltran, 1978;
Boyd-Barrett, 1980; Guback, 1984; Nordenstreng & Varis, 1974). This focus, and by extension the whole
cultural imperialism thesis with its concern over the homogenizing power of Western programming and
consumer ideologies, has attracted much criticism that is based on studies of audience interpretations or
regional productions by culturally peripheral countries. The critics contend that foreign content does not
have unmediated impact on local audience members (Ang, 1985; Katz & Liebes, 1986; Tracey, 1985);
that audiences often prefer culturally proximate content over imported programs and they display diverse,
complex responses and interpretations (Straubhaar, 1991, 2007); and that the existence of geolinguist
regions limits the global appeal of Western cultures, but gives advantages to regional media players
(Sinclair, Jacka & Cunningham, 1996). In addition, the nation-centric perspective of the cultural
imperialism thesis has induced revisionist works that highlight cultural diversity and fragmentation, but
unsettle the assumption that cultures are geographically isolated and internally homogenous (Tomlinson,
1991).

As much debate revolves around the influence of Western (primarily U.S.) programs and the
values and lifestyles coded in them, scholars who value the cultural imperialism tradition remind us that
media imperialism functions on different levels, and the uneven flow of content is only one of their
concerns. In addition, foreign investment, spread of the commercial media system, and cultivation of
consumerism among global audiences are all indicators of media imperialism and cultural homogenization
(Boyd-Barrett & Xie, 2008; Chadha & Kavoori, 2000; D. Schiller, 1996; Lee, 1980; Sreberny-Mohammadi,
1997). Homogenization also happens via genre dominance, for example, the dominance of soap operas,
talk shows, and reality shows around the world. Straubhaar (2007) reveals that imported U.S. genres
impose effective boundaries on local productions, and that their underlying consumption messages are
often replicated in local programs. Meanwhile, the rising trend of licensing and ex/importing commercially
successful program formats, such as Who Wants to Be a Millionaire, The Apprentice, and American ldol,
leads scholars to warn us that the flow between countries of genres, formats, or patterns of creating
programming is more troublesome than the uneven flow of content in the current global media
environment (Morley, 2006; Straubhaar, 2007). The most crucial incursion of media imperialism, as
cultural imperialism theorists highlight, is the increasing dominance of the commercial media system and
the spread of the U.S. model as the evolutionary model that defines the path of media development in
other countries, which ultimately brings these countries into the orbit of interest of dominant powers
(Herman & McChesney, 1997; H. Schiller, 1991). Thus, the analytical center of the cultural imperialism
thesis, as Dan Schiller (1996) poignantly argues, lies in the “changing forms and processes of an
emergent global capitalism” that quickly absorbs the communication systems of many developing
countries to nourish “the supranational domination” (p. 89) by a few transnational cultural giants.

Mindful of the different layers of the cultural imperialism thesis, this essay appraises the thesis’
explanatory power, particularly in relation to the influence of the commercial media system in China. The
deregulation and commercialization happening in other Asian countries’ television systems, as described at
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the beginning of the essay, illustrate the growing power of the U.S. model around the world. What is
special with China is that the country, as a self-claimed socialist party-state, has an anti-capitalist legacy
and is often seen as one of the most restrictive governments when it comes to admitting cultural products
and values from the capitalist West. Therefore, studying the commercialization process of Chinese
television and its consequent TV phenomena can potentially generate strong empirical evidence that
shows the continuing pertinence of the cultural imperialism critique of the global trend toward media
commercialization.

Many previous studies have actually focused on China, a unique nation-state whose reform
processes have been challenging the traditional dichotomies of authoritarian vs. market-oriented, and
socialist vs. capitalist. These dichotomies, as well as many seemingly contradictory structural policies,
institutional rules, professional practices, and popular attitudes observable in China’s
media/communication systems, as Zhao (2003, 2008) comprehensively and effectively demonstrates,
need to be interpreted from a transnational cultural imperialist perspective (or a “transcultural political
economy perspective” in Zhao's words). Such a perspective interprets the intricacies of China’s
commercialization process against the backdrop of the country's reintegration into global capitalism,
considering the ruling status of its authoritarian, bureaucratic, and capitalist power bloc and this power
bloc’'s promotion of the neoliberal capitalist ideology, along with its suppression of leftist discourses.
Against this backdrop, the friction between foreign media groups and the Chinese party-state, which is
often cited as an example of the global-local antagonism, is largely inter-capitalist rivalry. As Dan Schiller
(2005, 2008) summarizes, the Chinese party-state and the country's emerging urban middle class actually
share an agreement with transnational capitalists — that China’s national economy should be bound
comprehensively to the vicissitudes of a transnational market system. Only the terms and conditions of
this process of integration — not the process itself — are objects of negotiation and conflict. The neoliberal
capitalist ideology, as these scholars and many others (Chin, 2003; Hu, 2003; Pan, 2005) prove, has
indeed taken root in China.

To contribute to this growing body of evidence of China’s negotiated submission to the
transnational capitalist cultural imperialism, this essay examines Chinese TV practitioners’ diagnoses of
Chinese television as it goes through commercialization and their own attitudes toward commercialization.
As scholars search for new theoretical approaches and models — for example, the model of asymmetrical
interdependence by Straubhaar (2007); the critical cultural transnationalist approach by Kraidy (2002,
2005); and the transcultural political economy approach by Zhao (2003) and Chakravartty & Zhao (2008)
— | hope this study can help tease out the critical insights of the cultural imperialism thesis that can be
carried into the theorization of new models and approaches. After all, the thesis’ primary concern over
issues of power is something that academic inquiries should not quickly move beyond, especially when
contesting arguments — for instance, those about active audience receptions, hybrid cultural
experiences/identities, continued regulation by local governments, and growing local or regional exports—
are not only extensively documented and acknowledged but also tactically appropriated by corporate
discourses to paint transnational media capitalism as a “progressive force,”
328).

as Kraidy cautions (2002, p.



1204 Yu Shi International Journal of Communication 2(2008)

The Online Forum

The global trend of media deregulation and commercialization, as well as Chinese television’s own
structural reform, has certainly altered the mentality and practices of Chinese TV professionals. It has
shaped their attitudes toward foreign content, formats, and the commercial logic at large, and ultimately
influenced the programs they produce. It has also elevated elite media professionals to a vested interest
group or “the cultural component of the ruling bloc” (Zhao, 2008, p. 82) that uses its political linkage to
the party-state for financial gains. Yet, this overall condition does not mean that these professionals
experience the structural changes and class re-formation without negotiations, or that they absolutely
agree with one another regarding the commercial drive or the social function of Chinese television. Rather,
they negotiate not only with the party line, but also with one another, or even with themselves. Some of
them have quickly and happily jumped on the commercial bandwagon, while others hold onto their lofty
socialist ideals as they start to critically evaluate the performance of Chinese television and its role in
society. In July 2002, CCTV launched an online forum, TV Criticism,® to provide an interactive platform for
Chinese scholars, audience members, and TV workers to analyze the status of Chinese television, identify
its developmental trends and socio-cultural impacts, and explore potential remedies for its defects. This
forum showcases the very discursive negotiations described above.

Instead of analyzing each and every posting in the forum, including those by media scholars and
TV viewers, | interpreted only the articles by producers, editors, journalists, anchormen/women, and some
broadcasting units’ executive officers and strategic planners, i.e., the narratives of the professionals. |
focused on the articles revolving around the following two topics: 1) Chinese television’s structural
changes — the extent of government control and commercialization — and the impacts of these changes
on programs and on media cultures at large; and 2) the influence of the U.S. model and its commercial
strategies and professional practices. Overall, | analyzed 59 online postings by 64 TV professionals from
12 major stations in China.” The earliest posting dates back to July 25, 2002, while the most recent is on
August 27, 2006. The professionals under analysis all display a certain level of self-reflectivity by, for
instance, participating in the forum of TV Criticism. However, their comments do not always exhibit a
critical perspective, contrary to what is suggested by the forum's title. Actually, as many as 24 online
articles indicate a welcoming stance by the authors toward media commercialization, although the rest 35
articles reveal the authors’ concerns over the negative impacts of commercialization. For my analysis, the
latter group of articles helps to identify the commercial symptoms developing in Chinese television, while
the former group, especially the narratives of commercial success, helps to illustrate the commercial
symptoms in Chinese television.®

8 The forum is accessible at http://www.cctv.com/tvguide/tvcomment/index.shtml
7 Since this forum is initiated and maintained by CCTV, the majority of its articles are by professionals
from CCTV.

Although this body of data provides much insight into Chinese TV practitioners’ professional agency and
their attitudes toward commercialization, it does have limits. Given the prevalence of neoliberalism in
China’s current political economic system, and the professionals’ own long-term practice of using

“politically correct” talks as their discursive means to negotiate the institutional constraints (Pan & Lu,
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In the first section below, | synthesize the current problems in Chinese television through the
eyes of its professionals. The second section examines the solutions presented by some of them as a
result of their daily negotiations with transnational influences and Chinese television’s own structural
changes. By analyzing their diagnoses of Chinese television, | explore their interpretive strengths and
limits. 1 argue that they have discursively embraced the commercial model, although many of them
condemn the commercial symptoms and are always searching for ways to glocalize imported materials
and to “reinvigorate the Chinese culture with the best of world civilization,” to use the words of Ziyang
Zhang, Director of CCTV International. Finally, in the last section, | contend that Chinese television’s
commercialization provides empirical evidence for the continued relevance of cultural imperialism scholars’
concern over the spread of commercial television and the neoliberal capitalist ideology. Meanwhile, the
transformation of Chinese television, along with the development of many other “local” and culturally
“peripheral” media systems, requires us to modify the nation-centric view of the cultural imperialism
tradition. As China’s ruling bureaucratic capitalists, who possess both political and economic power (Lee et
al., 2006; D. Schiller, 2005; Zhao, 2003, 2008), join force with TNMCs to build a media industry in China
that benefits them both, they lucidly illustrate that cultural imperialist forces are often consolidated in a
transnational manner.

Commercial Symptoms of Chinese Television

The TV professionals’ online narratives identified or illustrated several symptoms emerging in the
newly commercialized Chinese television, symptoms that scholars have attributed to commercialization.

The Rise of Entertainment

Entertainment programs proliferated exponentially in Chinese television since the early 1990s. As
Xie and Tang (2006) reveal in the 2006 Report of Chinese TV Entertainment, in the early 1990s, there
were only a few entertainment shows in China made and broadcast solely by CCTV such as Zongyi Daguan
and The Spring Festival Gala. Yet, by 2005, Chinese television offered 254 entertainment news programs,
272 game shows, 982 reality shows, 148 talk shows, 709 variety shows, 2,767 galas, and more than 800
other entertainment programs made and broadcast by various stations. These shows are creating a huge
entertainment bubble that engage Chinese viewers with star-studded guest lists and chic, urban visual
styles. Many of the programs adapt foreign formats. CCTV's Happy Game is an adaptation of Who Wants
to be a Millionaire; its Ultimate Challenge is the Chinese version of The Apprentice; Phoenix’s Talk with
LuYu is modeled on Oprah; Hunan Satellite’s Super Girls follows American Idol, to name a few. To put the

2003), it is questionable whether those who cheered the commercial logic online did so without any
doubts, and on the other hand, whether those who did express their criticisms were being exhaustive. A
different set of data, such as interviews, may generate more nuanced and contradictory discourses from
the professionals. Meanwhile, |1 also believe that if, indeed, some of them were practicing “political
correctness” online and appeared less critical of the neoliberal makeover than they wanted to be, this
very practice makes evident how popular and powerful the transnational neoliberal capitalism is in China
as it is legitimized and internalized by the party-state.
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popularity of these shows into perspective, Dream China 2005, an adaptation of American Idol by CCTV,
received 500 million votes in its seven-day live broadcast and set off a star-making cultural movement
with similar programs such as Hunan Satellite’s Super Girls. Such a phenomenon illustrates the current
global predominance of talk shows, game shows, and reality shows, formats that work well with newly
commercialized networks and stations around the world, as Straubhaar (2007) asserts.

Such a rapid rise of entertainment in Chinese television induces many questionable cultural
phenomena.® For instance, in relation to talk shows, Min Song, a producer from Beijing TV, reveals on TV
Criticism that, among the over 100 talk shows in China, most are copycats of previously successful ones
and few display memorable qualities. As these shows rely more and more on celebrities and social elites
for high ratings, Song cautions that images and voices of everyday people will be marginalized or
completely eliminated on these shows. Other problems associated with talk shows include their lack of
sincere, meaningful conversations and their use of tacky tricks, such as teasing celebrity guests to an
inappropriate extent until they cry on TV, or probing their private lives to satisfy audience voyeurism.
Yongyuan Cui, a well-known host of one of the pioneering talk shows in China, Tell It As It Is, reveals that
many shows, in order to attract viewers, plant respondents in their live audience to ensure that dramas
can be produced when needed. Such an absence of honesty and spontaneity, according to Cui, debases
the professional ethics of talk shows and the ethics of Chinese television at large.

While Song and Cui are particularly concerned about talk shows, a collective sense of anxiety
over the general socio-cultural impact of TV entertainment emerges from as many as 19 of the online
postings. The professionals contend that the chic, metropolitan style of many entertainment programs
(especially TV galas), their promotion of high-end lifestyles, and their creation of a blind, crazy fan culture
are nurturing materialist values, numbing viewers’ social nerves, and diverting their attention from real-
life issues. These criticisms resonate with the concerns of cultural imperialism theorists. As Lee Artz
(2003) contends, consumerist entertainment reduces thought to pleasure and reflection to escape.
Through entertainment, Chinese television has “caught up with mainstream American television, both in
form and in its ideological and cultural role in society,” that is, to create “a morality play of unity and
stability” (Zhao, 2008 p. 86). Ziyang Zhang of CCTV International, one of the high-ranking professionals
who seeks to balance the economic imperatives of Chinese television with its socialist legacy, issues a call
online for limiting the making and broadcasting of such flashy galas, and for devoting more financial and
human resources to programs with cultural meanings and service functions.

As noted, not all the narratives exhibit a critical view. Some stories of commercial success
illustrate the very symptoms that are of concern to others.*® One of the symptoms vividly illustrated is the
rise of infotainment at the expense of hard news. For example, Yonggiang Li, the producer of Global
Information Billboard (a brand-name show of CCTV-2), proudly shares online his experience of financial
success in an article titled “Style Matters: TV News Programs’ Unconventional Techniques.” An advocate

® Fourteen articles under analysis share this view.
1% Twenty-four online articles under analysis fall into this category.
I All the articles posted online are written in Chinese. | translated their titles and content for this essay.
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for commercial television, Li doesn’'t regard the intrusion of soft news as problematic. He claims that
“news should have an entertaining aspect.” He credits the success of his show to its stylistic innovations,
including: 1) presenting news in a billboard format, a format commonly used in entertainment programs;
2) softening serious news by story-lining the event and constructing characters out of the people involved;
and 3) collaborating with businesses to create “news events” to be broadcast by the show, such as the
Award Ceremony of the 2004 Chinese Billboard of Automobiles. Besides Li, many professionals from
CCTV-2 must also welcome, or at least accommodate, entertainment. Together they contribute to an
ironic fact that the most recognizable shows (Happy Game, Luck 52, and 6+1) broadcast by this news and
information channel are all entertainment programs in nature. Li further reveals in the article that the
channel is planning a late-night infotainment show that resembles The Tonight Show with Jay Leno or Late
Night with David Letterman. As he reflects, the global trend toward entertainment has surely produced its
Chinese breed. A similar tabloidization of news is observed and criticized by Thussu (2007) in reference to
the Indian news culture under the influence of Murdoch’s Star News. According to Thussu, India’s
contemporary news culture demonstrates an obsessive interest in glamour, celebrity cultures, and flashy
presentational styles. Given what is suggested by Li’'s article, such a criticism appears applicable to CCTV-
2, a leading news channel in China that sets the benchmark for provincial and municipal broadcasters.

Crime, Romance, Violence, and Luxury: The Selling Themes in TV Dramas

Other than news and entertainment, serial dramas constitute another major component of
Chinese television. Unlike a U.S. television series that might span several years, a Chinese drama series
usually has a pre-determined number of episodes (ranging from 20 to 60) and a self-contained storyline.
In 2006 alone, a total number of 1,477 drama series and 184,971 episodes were made and broadcast in
mainland China, according to China TV Rating Yearbook and Directory (Wang, 2007). As 13 of the online
narratives indicate, a major problem with such a huge production is its low quality and lack of thematic
diversity; crime, violence, and romance dominate the storylines of these dramas. Director Jinlin Luo sadly
reflects online that it is the commercial logic that dictates the success of the above themes, as well as the
failure of stories that are experimental, artistic, or avant-garde. Specifically, as Hu (2003) explains, under
the commercial logic, successful content, themes, or formats created by one TV station in China often
spawn a larger number of imitations by other stations, making the TV Ilandscape increasingly
homogenous.

A disturbing issue in the production of the above themes, according to five online articles, is the
disrespect for history. When some dramas adapt historical events or borrow historical settings, facts are
twisted for the convenience of violent, romantic, or sensational plots. Time-sensitive cultural practices and
customs are represented in irresponsible manners, and historical settings are altered, sometimes to the
extent that viewers could mistake the story as contemporary if the actors and actresses were not wearing
costumes. There are dramas that seek to stay true to commonly accepted historical facts. Yet, without
plots being sensationalized by violence or romance, for instance, they suffer low audience ratings.
Meanwhile, as Haibo Lu (Dean of the Department of Television, the Chinese Central Academy of Theatre)
criticizes, many fictional dramas, which only use historical settings for plot convenience, don’t identify
themselves as fictional, leaving it to the viewers to differentiate facts from fabrications. This, Lu argues,
degrades the educational value of television, especially in relation to young viewers. Moreover, under the
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dictate of audience ratings, even “red classic” dramas, which adapt stories from communist revolutionary
literature, were once twisted and spiced up, resulting in a “less-than-dignified” representation of the
party’s revolutionary history and its heroes, which led the SARFT to tighten its censorship over “red
classic” dramas, as Zhao (2008) notes.

Another disturbing issue identified in TV Criticism is that many TV dramas’ projection of high-end
urban lives and luxurious public/private settings misrepresent the material realities of many Chinese TV
viewers.'? When Producer Xiongbiao Ye talks about his successful drama series, The Promise of Destiny,
which revolves around the lives of several high school students going through China’s nationwide college
entrance exam, he admits that, although this drama distances itself from the thematic clichés of crime,
violence, and romance, it suffers from one weakness: its inattention to China’s large number of high
school students in underdeveloped rural areas. This series is questioned for showing main characters living
in big, lavishly decorated houses, which achieves visual pleasure at the expense of realism in the eye of
common viewers. As Xu (2007) criticizes, TV shows that attract audience through a display of luxury
embody and reinforce the increasingly visible class division in Chinese society as they reaffirm the
privilege of the urban elite and entice the desire of aspiring groups. Similar shows are also identified by
Oliveira (1993) with reference to Brazilian television, where TV Globo is catering only to the upper 20% of
the population. Oliveira argues that glamorous programs, although produced by local media professionals,
play a role similar to that of U.S. imports. They serve as political pacifiers. The fictional, classless, and
luxurious world created by many Chinese TV dramas is evidently capable of fulfilling this political function.
Indeed, under the dominant framework of neoliberalism, the party-state has translated its media’s motto
of “serving the masses” into identifying target audiences and serving their needs, while effectively
marginalizing the anti-capitalist voice of the new left and the urban/rural poor (Pan, 2005; Zhao, 2008).

Overall, such a massive production and distribution of drama series in Chinese television that only
centers on a limited number of themes is, indeed, troublesome. Homogenized TV representations cultivate
homogenized values, which in contemporary China seem to breed a collective desire for consumption,
disrespect for history, and an unconsciousness of social disparity. It is not surprising that many concerned
TV professionals share the view that the TV culture in contemporary China is engineered by two devils:
commercials and dramas, as Peng Xiao, a journalist of Shenzhen TV, notes online.

Serious Programs Under Threat

As the commercial logic determines the rise of entertainment, it simultaneously dictates the
diminishment of educational and informational programs, including long-form documentaries, one-episode
dramas, and programs that appreciate non-commercial, folk and high cultures (Straubhaar, 2007). Such a
commercial symptom and its Chinese manifestation can find a vivid illustration in the online narrative by
Baiming Zhang, a strategic planner from CCTV and also an advocate for commercial reform.®* Zhang
proudly describes online how CCTV-1 (a general channel that enjoys an authoritative position in Chinese
television) reversed its downward momentum in audience rating by sidelining educational programs.

12 Ten articles under analysis share this concern.
1 Similar examples can be found in 14 other online articles analyzed here.
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As Zhang describes, CCTV-1 started facing serious competition in 2002 from provincial and
municipal channels, especially during the second half of its daily primetime. Its rating from 8:00 to 9:00
p.m., a designated slot for drama series, was a solid 14.59%. Yet, once the channel switched to non-
entertainment shows after 9:00 p.m., the rating dropped to less than 8%. In reaction, CCTV-1 radically
changed its primetime schedule in 2004 by expanding the drama slot to two hours, and then following it
with other popular — primarily entertainment — shows borrowed from other CCTV channels. The new
schedule also consolidated five suffering documentary programs into one and assigned it a late-night slot
of 11:26 p.m.* This rescheduling in 2004 increased the channel’s profit by 700 million RMB (about US$94
million), as Zhang claims.

Scheduling is only one source of challenge. Programs dedicated to documentaries also face
serious issues at the level of production. Many of these programs, due to financial constraints, largely
depend on private production teams/companies for supplying content and for access to international
imports, as revealed by Ding Tian, the producer of CCTV-12's documentary — Heaven, Earth, Human.
Unfortunately, according to Guang Chen, a journalist of CCTV’'s news center, some private producers
prioritize visual impacts over aesthetic values, and entertaining materials over thought-provoking themes.
Guang Chen’s online narrative documents an interesting interaction between Zhen Chen, the producer of
CCTV-1's brand-name documentary The Everyday Lives of Everyday People, and his contracted
documentary maker. When asked by the producer why his episodes lacked a common theme and an in-
depth exploration of the issues under discussion, the contractor replied: “Today’s viewers don’t care about
meanings, themes, or any heavy-handed materials. All they want is entertainment.” This leads the
producer to conclude that a major threat to quality documentary-making in China comes from its
unprofessional private production teams who lack a humanistic and scientific mindset to make
documentaries that can hold their own against the onslaught of entertainment.

Besides documentaries, other programs under threat in contemporary Chinese television are
those about newly released books, folk arts, ancient literary forms such as prose and poems, etc., as the
professionals reflect in 12 online postings. CCTV-10’s Off the Shelves, a TV book club, only has unpopular
weekly slots: 1:00 a.m. and 10:50 a.m. on Tuesdays and 10:00 p.m. on Mondays. However, when these
marginalized shows are evaluated for their performance by decision makers, their audience ratings are
compared with those of entertainment programs. As a result, they often end up further marginalized or
even taken off the air. Sometimes an entire channel gets marginalized (CCTV’s rural channel) or even
abandoned (CCTV’s western channel dedicated to the less-developed western region), as Zhao (2008)
observes.

In short, since the late 1990s, Chinese TV professionals have been witnessing and/or been
actively involved in making major changes to Chinese television that include: a quick proliferation of
various entertainment shows across channels and stations; a rise of infotainment and celebrity cultures; a
mass production of TV dramas dominated by a few themes; and a marginalization of educational

 The show is called Witness. As of March 20, 2008, the show is scheduled at 1:21 a.m., proving that it is
further marginalized since the 2004 rescheduling.
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programs, such as documentaries and TV book clubs. These issues deeply upset some self-reflective TV
professionals. The next section focuses on their critical comments, revealing their interpretive strengths
and limits.

TV Professionals’ Interpretative Limits

As mentioned, the professionals who posted online comprise an internally heterogeneous
community. Some embrace the U.S.-inspired commercial changes without a critical pause; some are more
self-reflective as they observe many undesirable changes that violate their socialist vision for television;
and, finally, a third group of professionals are still developing their stance on this issue and are constantly
negotiating the tension between the commercial pressure and their own professional ideals. This section
focuses on the last two groups and their 35 online postings as their questions and negotiations not only
illustrate their critical agency, but, more importantly, point to the structural constraints that have largely
erased their critical edge. Meanwhile, I choose not to analyze the first group of professionals in this
section, because their pro-market discourse online®> — suspected of being unauthentic under the pressure
to toe the neoliberal party line — figures as straightforward evidence of the power and influence of the
transnational neoliberal capitalism on both the structural and the professional levels in China.

In response to the aforementioned commercial symptoms, the latter two groups of professionals
start probing why proliferated channels fail to bring about high-quality programming and diversity in
genres, formats, content, and viewpoints. They attempt to identify causes and offer solutions. Yet, despite
their disapproval of the commercial symptoms, most of their online articles treat commercialization as an
inevitable path, which | argue proves the prevalence of the neoliberal ideology in China. This dominant
ideology, inscribed as the party line, may have limited how critical these professionals were willing to be of
the commercial logic in an open forum such as TV Criticism. More importantly, it constrains their
imagination of and exploration for alternative developmental models for Chinese television. As they
constantly compare their own programs and professional practices to those of their U.S. counterparts, the
benchmark status of U.S. television is consolidated in their minds. Before discussing their interpretive
limits, let’s first look at the causes and solutions identified by them, which, | contend, stay mostly on
professional and institutional levels, but avoid unsettling the party line of commercialization.

Causes and Solutions

A main reason identified by the professionals for homogenous programming across channels and
stations is the explosion of channel capacity in recent years, which increased the demand for content at
such a fast pace that TV producers are often too busy filling their air time to think of building unique
identities.® Under this condition, adapting existing formats and copycatting successful genres become
convenient and inexpensive strategies that lead to the dominance of entertainment genres, such as game
shows, talk shows, and reality shows. Qiangjun Wang, a CCTV producer, criticizes online that Chinese
thematic channels — despite their claimed focus on economics, news, entertainment, or sports — heavily

1% gsee footnote 10 for the number of articles displaying such a discourse.
16 Twenty-one online postings share this view.
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overlap with one another. As a result, channel capacity, as well as financial and human resources, gets
wasted, and diversity becomes a myth.

Meanwhile, stations need to buy programs from or subcontract production tasks to private
companies, especially in the case of TV dramas and documentaries, since their own financial and human
resources can no longer sustain the in-house production for so many channels. Unfortunately, the private
production teams often do not possess professional skills and are guided primarily by commercial values,
as demonstrated previously by the exchange between a CCTV documentary producer and his contractor.
According to Hong Yin and Ruxue Ran (2002), journalism professors at Tsinghua University, the mode of
production of Chinese television is still preindustrial. In many cases, subcontracted producers are given a
limited amount of money or forced to raise funds themselves, which compels them to hire cheap labor
instead of professional talents at the expense of quality.

Even in the areas of news and inexpensive entertainment shows, where in-house production still
dominates, many stations, due to personnel shortages, have to hire outside talent, who, sometimes, turn
out to be without much talent.’” For instance, Yading Zou, a senior editor of CCTV, comments online that
many of these outside hires have little knowledge/experience needed to harness the visual language of
television. Their work often conveys ambiguous messages. Meanwhile, many professional producers,
themselves, have yet to catch up with the fast pace of channel expansion; their news or entertainment
shows are little more than lousy patchworks of materials borrowed from elsewhere. Overall, ambiguous
channel positioning, production outsourcing, and in-house personnel’s own ineffective response to
technological advancement are the main causes cited by the professionals in TV Criticism for the quality
and diversity issues in Chinese television.

Along with this diagnosis, the professionals propose, or are already implementing, several
solutions. The first involves launching new thematic channels, consolidating the individual identities of
existing ones, and focusing on niche broadcasting.'® CCTV is the pioneering station to implement this
solution. It launched several thematic channels in the past five to six years, including CCTV-8 for dramas,
CCTV-9 for 24-hour news, CCTV-10 for science and education, CCTV-15 for children’s programs, CCTV-
2008 for the Olympics, etc.

The underlying logic of this solution is that once entertainment, news, drama series, and
educational programs secure their independent domains with autonomous financial and human resources,
separate productions, and different target audiences, they will thrive individually and coalesce into a
mosaic of genres, formats and viewpoints. Following this design, programs with cultural, educational
values and service functions will be able to preserve a space for themselves. Meanwhile, entertainment
shows and drama series can continue their quest for commercial success with clearer channel identities

7 A total number of 17 articles show the professionals’ dissatisfaction with both private and in-house
production teams.
8 As many as 23 online articles present this as a solution.
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® reflects online that

and dedicated airtime. Yunhong He, a producer of CCTV-10 Science and Education,*
the viability of this channel depends on its clear positioning and continuous focus on an audience group
that shares similar educational backgrounds, aesthetic values, and worldviews. Such a positioning also
shapes the channel’s production and broadcasting behaviors. Channels without identities, the producer

warns, will be colonized.

CCTV’s Associate Editor-in-Chief, Yusheng Sun, even expects thematic channels to address the
issue of social representation in Chinese television. Sun criticizes online that China has a rural population
of 900 million and the world’s largest population of senior citizens. Both groups are increasingly
marginalized in a TV culture that caters to young viewers and develops an urban bias. He asserts that
thematic channels designed primarily for these two groups can solve the problem. Yet, he also predicts
that these channels won’'t come into being until China’s commercializing television satisfies its craving for
growth and profit through programs with high audience ratings. | contend that Sun's confidence in
thematic channels and niche broadcasting, shared by others in the TV industry, points to their interpretive
limits when it comes to the implications of the commercial logic for TV cultures. | will return to this
criticism later.

As to the problem of low-quality productions, the professionals feel that they don’t have direct
control over the quality of private production teams, and they expect the market to eliminate unqualified
ones naturally through competition.?® Yet, a strong call for professionalism of in-house employees
emerges from their narratives. Specific measures include: raising the bar when hiring outside talents and
subjecting this temporary workforce to regular evaluation and training; collaborating with media-related
university programs to ensure a long-term supply of trained professionals; and setting up a mechanism
for internal evaluation, through which low-quality, low-rating shows will be removed and unqualified long-
term employees will be fired. Many of these measures have already been put into action, the professionals
note. Their call for professionalism, however, goes beyond the above qualitative measures. The
professionalism that they invoke in 11 online postings gauges not only how qualified a producer or a news
anchor is, but also how much his/her knowledge base and skill sets are conducive to the commercial
blueprint. Peng Xiao of Shenzhen TV, for instance, highlights online Chinese television’s urgent need for
professional sectors and personnel who specialize in designing and marketing new genres, formats, and
channels. The key issue here is how to create, make, and sell, not just TV shows, but also the brand
names of the shows and the recognizability of their affiliated channels.

Interpretive Limits

19 CCTV-10 was created in 2001 to prevent shows with educational and scientific themes from being
homogenized. According to Baiming Zhang, a strategic planner of CCTV, CCTV-10, in its first two years,
quickly consolidated its identity and established brand names for shows, such as Exploration &
Discovery, People, and Story.

20 Eighteen online articles express this view.
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A closer look at the TV professionals’ proposed remedies reveals their interpretive limits. Despite
their disapproval of the commercial symptoms of Chinese television, their solutions — having separate
thematic channels for serious content and entertainment; improving the quality of the production teams;
and professionalizing all sectors of the TV industry, etc. — tackle only professional, technological, and
institutional issues, and are far from addressing the root cause of the symptoms: the commercial logic and
its insatiable desire for high audience ratings. Few of the professionals (except one)?* who posted online
explicitly connect these symptoms to the commercial root or suggest any structural remedies that follow a
non-commercial path. To the contrary, they display a positive attitude to the commercial model. Their
collective prediction, as indicated online, is that as Chinese television and its market become as mature as
those of the U.S., China’s TV culture will naturally grow out of this phase of silly entertainment, debased
values, and sensational themes. As noted, even senior practitioners such as CCTV’s Sun, exhibit
confidence online in commercial niche channels to serve China’s rural population and senior citizens, who
hold very limited purchasing power and, hence, little value in the eyes of domestic and international
advertisers.

Professionals, like Sun, fail to challenge the commercial logic that, in the long run, will keep
differentiating Chinese viewers along class lines and marginalizing the poor. What will happen to the
thematic channels (if ever realized) for serious content and unprivileged groups, if they keep needing
cross-channel subsidies and cannot compete with those showing brand-name game shows and TV
dramas? If CCTV’s marginalization of the rural channel and the current conditions of U.S. television can
tell us anything, it is that professional, technological, and institutional improvements, albeit desirable,
cannot, in the long run, preserve the service functions of television or guarantee representations of the
unprivileged. Through their online comments, many professionals like Sun demonstrate their sense of
social responsibility and their continued belief in the socialist ideals that television should “serve the
people,” and that good programs should have aesthetic values, social conscience, and moral powers. Yet,
their narratives also indicate their confusion as to how to realize these ideals within a commercial system,
if not their unwillingness to challenge the commercial logic in public. In other words, the commercial logic
and its manifestations in government ideologies, structural policies, and social relations in contemporary
China set boundaries to how the professionals, as cultural agents, should think, work, and criticize. | now
turn to these boundary-setting factors.

Boundary Setting

A wide range of changes that have happened to China’s communication systems and its entire
economy have proven that China has been reintegrated into global capitalism. Forces behind this
reintegration include transnational corporate capital, the bureaucratic capitalists within the Chinese party-
state, and an elite group of business investors, managers, professionals, and consumers directly
benefitting from this reintegration process (D. Schiller, 2005; Hu, 2003; Zhao & Schiller, 2001; Zhao
2003, 2008). As this reintegration proceeds, the ideology of global capitalism, which regards the market
as the means of organizing economic and social lives (Herman & McChesney, 1997), prevails in China.

21 Yongyuan Cui, the former host of Tell It as It Is.
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Thus “market” and “commercialization” become the myths, particularly in China’s media system. The
myths, as shown above, have been evading the critical evaluation of many Chinese TV professionals. As
Chadha and Kavoori (2000) contend, the power of Western corporations is demonstrated not only through
their control of global flows of media content, but also through their ability to transmit commercial values
and shape the developmental path and the organizational model of the media systems in many developing
countries. Regarding China’s media system, as Shi (2005) asserts, global media have been functioning as
a significant driving force for the system’s on-going reform, which aims to make Chinese media more
capital-oriented within the limits sanctioned by the party-state’s official and increasingly capitalist
ideology.

This global capitalist atmosphere, | argue, conditions Chinese TV practitioners’ ideological
mindset and confines their professional creativity. Many of them not only treat the commercial model as
benign and inevitable, as shown above, but also look up to U.S. television as their developmental goal and
hope to learn from its successful experience. As Wenhua Zhang of CCTV-4 reports online, CCTV-4, a news
channel, went through the biggest reform in the channel’s history in 2002 by modeling itself after CNN.
The channel built a 24-hour information assembly line and an open platform, which resembles CNN’s
newsroom, where journalists, editors, producers, and news anchors share a large open space that
accelerates information flow and unifies production standards. In another online article, Shuping Chen of
CCTV’s Center for Children and Adolescents, explains that the Chinese cartoon industry needs to learn
from Disney and expands its market share through a synergy of cartoon studios, toy
manufacturers/retailers, and theme parks. A variety of other commercial techniques/practices of U.S.
television are also adopted by Chinese professionals: running promos for channels to enhance their
recognizability; concentrating resources on developing brand-name shows similar to Fox’s American ldol
or CNN’s Anderson Cooper 360°; and creating TV personalities who retain loyal audience groups similar as
Oprah does for The Oprah Winfrey Show. Pan and Lu (2003) made a similar observation that many
professional improvisations by Chinese journalists are inspired by Western professionalism. The above
evidence speaks to the cultural imperialism critique that, within the contemporary global environment,
TNMCs (many U.S.-based) are both the source of influence behind the seemingly domestic media reforms
in many developing countries and the architect of these reforms. Considering the evidence, we certainly
cannot assume that the nature and the specificities of a developing country’s media industry purely result
from the choices made by its domestic forces.

From another perspective, however, domestic forces do matter. In the Chinese context, the
Chinese party-state’s strategic implementation of media commercialization and its official discourse of
“developmentalism” constitute the second structural factor that confines the critical agency of TV
professionals. The party-state is currently the only structural force powerful enough to keep Chinese
television’s pursuit for profit under check and to preserve its service functions by redistributing resources
among different media units. However, the party-state’s interventions so far are only to ensure that
cultures and values produced by this commercial mechanism do not threaten the bureaucratic capitalist
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status quo. It guards itself more against domestic leftist ideas/protests than against foreign capital. Its
commitment to public service television is as unreliable as its definition of such television as suspicious.??

In fact, through global reintegration and commercialization, the party-state, itself,
metamorphoses into a post-Communist, bureaucratic-authoritarian regime that combines power and
money (D. Schiller, 2005; Lee et al., 2006; Zhao, 2003). This regime, with its monopoly of the economy,
benefits from the booming business opportunities presented by TV commercialization. More importantly,
through leveraging its regulatory power, the party-state is able to gain a “commanding height” over
foreign media groups and incorporate the market mechanisms into its existing media system, which
guarantees its own media organs and interest groups a lion’s share of the profit brought by
commercialization (Zhao, 2008). Even more desirable to the party-state is that the TV industry’s
prosperous flare and its entertainment content, created by the commercial mechanism, conveniently
envelop Chinese viewers in a blissful bubble where existing social problems look less threatening. If
commercialization and global reintegration can benefit the party-state in so many ways, no wonder it has
been preaching “developmentalism” to its people, including the TV professionals, and painting
commercialization — not only of media, but also of the entire economy — as the destined path for China’s
future. In other words, the neoliberal domestic atmosphere engineered by the party-state explains, from
another perspective, why the TV professionals under discussion mostly fail to think and speak outside the
commercial box.

Apart from the transnational capitalist ideology and the neoliberal orientation of the Chinese
party-state, China’s communist history of direct media monopoly and strict control of everyday cultures
sets up a contrast, against which commercial, “independent” media appear more desirable to many TV
professionals and ordinary viewers.?® Such desirability complicates their view of the changing TV system.
From their perspective, the rapid growth of TV stations, channels, and genres/formats under
commercialization provide them with a larger space to cultivate and practice their professional skills and to
learn from their foreign counterparts. Moreover, the commercial model grants them a certain degree of
autonomy from the strict control of the party-state. Although they still cannot produce and broadcast
programs that challenge the status quo, they are now able to diversify their markets, funding sources, and

22 The party-state is not giving up its ideological control. It is not committed to building a democratic
public sphere. Chinese media’s service functions are still defined within the limits set by the party-state,
since the media industry still owes its legitimacy to the ruling regime. For instance, under the current
party discourse of social harmony, TV should be informative, but not to the extent of revealing
information that could potentially stir up left-wing protests or facilitate coalition building among
workers.

2 In contrast to the media organs monopolized by the communist party, commercial media do have their
democratizing impacts. Yet this does not mean that the commercial model is purely democratic. The
undemocratic impacts of the commercial model are the very focus of this paper. What we are witnessing
in China is that the mode of media control has shifted from a political monopoly to a joint control by
political and commercial forces. Both forces’ commitment to a true democratic public sphere is
questionable.
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programming in the name of serving viewers and surviving commercial competitions (Sun, 2007). Some
even seek to push the boundaries of the party-media system by devising non-routine practices in local
domains and by tapping into the party-state’s desire to soften its ideological messages (Pan, 2005; Pan &
Lu, 2003). Considering the larger maneuvering space between the professionals and the party line that is
enabled by commercialization, it's no wonder that the professionals under analysis express a quite positive
view toward the commercial logic.

More importantly, as scholars criticize (Hu, 2003; Pan, 2005; Zhao, 2008), these media
professionals, especially the elite strata consisting of bureaucrats and managers of the party-state media,
are deeply implicated in the commercialization process as a vested interest group. The most telling
evidence of the party-state’s co-optation of these professionals is found in their personal biographies and
job titles, as many of them are cross-appointed as both top-ranking media officials and administrators or
policy makers within the party-state. Media commercialization and consolidation have brought them
unprecedented opportunities to enrich themselves (Zhao, 2003, 2008). Thus, they are reluctant to
unsettle the party-state’s current political economic structure for the sake of social justice and political
democracy. Meanwhile, the lower strata among the professionals also realize that their job security and
material rewards depend both on their respect for political boundaries and on their willingness to soften
their oppositional edge (Pan, 2005). Therefore, considering the professionals’ implication in media
commercialization, what they have said of China’s commercial television in TV Criticism (its commercial
symptoms and institutional or professionals remedies), as well as what they have self-censored
consciously or unconsciously (the negative impacts of the neoliberal ideology and the need for an
alternative reform scheme), all attest to the power and influence of the globalizing neoliberal capitalism in
China.

Finally, the socio-historical contrast between China’s communist history of cultural indoctrination
and its current commercial, “open” cultural environment preconditions Chinese TV viewers’ opinions and
viewing choices, which, in turn, influence the attitudes and practices of the professionals. Viewers are
extremely weary of party ideology that, before the reform era, had politicized almost every aspect of
human life and preached austerity, self-denial (Xu, 2007), and self-sacrifice, while keeping the majority of
the population under poverty. In contrast, the consumer ideologies of pleasure, individualism, and self
reliance appear quite empowering for the Chinese public. For the younger generation that grew up in the
1980s and 1990s, “the ‘correct’ political line seems less relevant than entertainment and lifestyle
information” (Lee et al., 2006, p. 584). Thus, the Chinese public — at least those who have a voice —
displays an overall positive view or at least some tolerance of the rise of entertainment in Chinese
television because, to a certain extent, silly laughs can nurture their propaganda-weary social psyche and
potentially cultivate an anti-authoritarian grassroots culture. Also, within the commercialized television
system, they enjoy being served — although commercial services have limits and actually hinder the rise
of a true public sphere in the long run — and having some power to decide the success or failure of a
program, power they were long denied as pupils of party dogmas. This popular mood, | contend, may
have strengthened many TV professionals’ belief in the commercial model.

The widespread influence of the neoliberal ideology, China’s global reintegration orchestrated by
the party-state, the TV professionals’ own implication in this process, and a propaganda-weary popular



International Journal of Communication 2 (2008) The Rise of China’'s Media Supermarket 1217

mood in post-communist China have delimited the professionals’ interpretations of the commercial model.
The first three factors attest to the capitalist triumph in China and in its media, while the last factor
illustrates how China’s particular socio-political history has left a vacuum where the neoliberal ideology
can grow and emerge as the counterpart to the failed communist cause. Whether the professionals are
able to recognize and criticize commercialism thoroughly , both in private and in public, depends on a
drastic reorientation of China’s political philosophy, which is not likely to occur in the near future as the
party-state has become ‘the world’s biggest holding company” that is also authoritarian in nature
(McGregor, 2007).

Cultural Imperialism — Programs, Formats, and System Models

To conclude the above analysis, | would like to go back to the idea that cultural imperialism, as it
happens in relation to China, needs to be analyzed at multiple levels. First, on the level of direct
broadcasting, as mentioned earlier, many transnational channels in China are still subject to government
regulations (Chin, 2003; Curtin, 2005; Zhao, 2008) and rely on “gray distributions” (Ventani, 2005).
Second, on the level of program/format importation, the market share and the cultural influence of
imports in China are compromised by the Chinese viewers’ preference for domestic productions over
foreign ones (Wang, 2007) and by government regulations as well. The current regulations state that “all
imports must get the approval from the relevant supervising department, and that no TV station can
broadcast imported programs for more than 25 percent of its total programming” (Yan, 2000, p. 515).2*

Ziyang Zhang, Director of CCTV International (a unit responsible for gate-keeping CCTV’s
importation), reveals online the unit’s standards for selecting foreign imports: they should not conflict with
or show disrespect for Chinese traditions, values, and customs; they should not contain stereotyped
representations of China and the Chinese people; and they should not carry messages that discriminate
against other developing or underdeveloped countries. Even after obtaining official approval, foreign
imports, especially foreign formats, often go through a local makeover. Many professionals reflect online
that local reproductions that blatantly clone foreign formats rarely appeal to Chinese viewers and hold
little value in the global market.?® In short, U.S.-based globalizing formats and programs do not enjoy
predictable, “authentic” re-presentations in China. The end results are a variety of hybridized programs by
Chinese TV professionals. Along with the hybrid artifacts produced by TNMCs (Chalaby, 2006), these

24 Official importation in recent years no longer monopolizes Chinese viewers’ consumption of foreign
content, since many foreign films, TV series, and documentaries are illegally accessible online or
through pirated DVDs. Yet viewers watching underground content are primarily young, urban, educated,
and computer-savvy. Older generations and the rural poor, who make up the majority of the viewing
population, still depend on official importation for foreign content if they are interested in it.

2% Due to space limitations, | will not discuss the glocalizing practices narrated in TV Criticism. In general,
the professionals’ strategies include: re-editing or cutting “improper content;” showing the programs as
they are, but offering a “proper” interpretive framework for viewers; fusing imported formats with
Chinese cultural elements; adapting the format — for example, its tempo — to fit the viewing habits of
Chinese viewers, etc.
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hybridized programs, on the one hand, demonstrate the vitality of receiving cultures and the agency of
local media workers, but, on the other hand, they avert our attention from the issue of power (Kraidy,
2005). As Kraidy cautions, hybridity is the product not only of human agency, but also of power. Thus,
scholars need to evaluate the context and intentionality of its production to engage the issue of power.

| agree with Kraidy that interrogating the context of hybridity is an effective way to bring the
issue of power back into our theoretical discussions. Meanwhile, as the Chinese case demonstrates,
another effective way to engage the issue of power is to look at cultural homogenization that happens
within individual countries as these countries take up the commercial model, internalize the neoliberal
capitalist ideology, and precondition the cognitive and the ideological dimensions of local media
practitioners, who, either on purpose or in complicity, participate in the replication of media consumerism
in local settings. This media consumerism is characterized by rampant entertainment, political apathy,
erosion of service television, and marginalization of audience groups who have little purchasing power.
Such cultural homogenization happening within a country, or “internal imperialism,” as it is termed by
Oliviera (1993), is a phenomenon with which | now start the following theoretical discussion.

What is Chinese Television Telling Us?

The conceptualization of cultural homogenization, as it happens between culturally bounded
nation-states and on the level of program or format flows, reaches its theoretical limits when scholars
consider active audience negotiations, hybrid cultural productions (both by U.S.-based TNMCs and by
national/local institutes), and the postcolonial phenomenon of cultural fragmentation and diversity
(Appadurai, 1990). However, it is crucial to caution against a mode of cultural homogenization that
happens within individual countries as a result of their adoptions, albeit in various manners, of the
commercial media system. This implosion of commercial cultural values is happening in China and appears
to be a common theme underlying the media development of a number of countries around the world (I
will elaborate on this later). It is to this observation that many cultural imperialism scholars’ earlier
criticisms (Herman & McChesney, 1997; Oliveria, 1993; D. Schiller, 1996; H. Schillar, 1991) prove to be
continuously relevant and insightful.

To understand this implosive mode of cultural homogenization, we need to challenge two
assumptions: 1) nation-states are internally homogenous; and 2) the development of their individual
national media systems is entirely domestic in origin and free from transnational influences. As Kraidy
(2005) argues, countries labeled as “local” in the global cultural exchange should not be perceived as
holistic or free of internal power exercises. Instead, individual nation-states are often fragmented,
consisting of political, economic elites, the poor and the marginalized, and many groups who fall in the
middle of the spectrum. In terms of China, the previous communist regime becomes more and more
capitalist in nature. Its ruling bloc now is comprised of the bureaucratic capitalist party-state,
transnational corporate capitalists, and an emerging urban upper-middle class (Lee et al., 2006; D.
Schiller, 2005; Xu, 2007; Zhao, 2003, 2008). To sustain itself, this ruling group now appeals to the
masses through the rhetoric of developmentalism, nation-building, and patriotism, while using coercive
measures to suppress the voice of the new left, the working class, and the rural poor (Pashupati, Sun, &
McDowell, 2003; Zhao, 2008). Its regulation of foreign capital is to guarantee its monopoly of the Chinese
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media market before TNMCs colonize it without the participation of its own bureaucratic capitalist elites.
The friction between TNMCs and the party media organs, considered against the strengthening linkage of
China’s political economy to the global capitalist system, is indeed evidence of an “intercapitalist rivalry”
(Zhao, 2008, p.180). In other words, the policies and practices of this bureaucratic capitalist party-state
regarding foreign capital have a clear economic, rather than ideological, purpose.

Evidence found in the online narratives indicates that it is the party-state, representing the
interests of its neoliberal elites, that officially embraces the global capitalist ideology and treats
marketization as the destined path for Chinese television. It is the party-state that prescribes media
commercialization as the strategy to compete with TNMCs. It is also the party-state that, through co-
optation or repressive measures, delimits the agency of Chinese media professionals. Even though the
party-state constantly preaches that television should serve the masses, as scholars reveal (Fung, 2006;
Shi, 2005), it sees no problem allowing its television industry to collaborate with global media forces such
as Viacom (MTV) to, for example, construct an apolitical youth culture that is primarily based on
entertainment and consumption. It also sees no problem exchanging favors with these global media
forces. For instance, AOL Time Warner and News Corp. are allowed to broadcast to China’s southern city
of Guangzhou, as long as these two TNMCs carry China’s own programming (CCTV-9) to U.S. cable
systems (D. Schiller, 2005). As the neoliberal elite group further secures their control of the party-state
and steers it away from its socialist legacy, we will see more of these economic collaborations, but less
ideological antagonisms. In other words, the development of Chinese television tells us that a country’s
national media system may not function in a national spirit — serving its masses, for example — and that
its outline and features result from the globally interconnected processes of media production, distribution,
and consumption. What we see in China is domestic neoliberal elites joining forces with global media
corporations to control the Chinese media market (although not without negotiations) and creating a
culture of entertainment and consumption that is defined by rowdy and low-quality programs, a rise of
infotainment, and a lack of thematic diversity. Such a culture suppresses the discussions of gender, class,
and religious inequalities and averts attention from serious social issues such as inflation, pollution,
unemployment, expensive housing, inadequate health care, etc. Indeed, as Dan Schiller (1996, p. 98)
criticizes, “It was in the social separation of domestic elites, and their incorporation into the structures of
transnational capitalism, that the threat of cultural industry was, literally, localized.” A nation-centric view,
on the other hand, which presupposes the homogeneity of the local and its disconnection or even
opposition to the global, surely fails to notice this transnational collaboration (Zhao, 2003, 2008).

Besides Zhao and D. Schiller, many other scholars have also been promoting a less nationally
centric view of media globalization. Sinclair (1990) criticizes a nationalized distortion of world media
industries. Morris (2002) contends that scholars’ focus on the national/ethnic identity of a media system
overlooks the cultural heterogeneity within the nation or ethnic group. H. Schiller (1991) argues that new
cultural domination is less American than multinational and corporate. The TNMCs, according to Artz
(2003), seek surrogates in local settings and differentiate global audiences along class lines rather than
geographic boundaries. |1 share these scholars’ non-nation-centric view of transnational media
interactions. This view doesn’t regard the nation-state as irrelevant, not so especially in relation to China,
where the party-state still actively exercises its regulatory power to absorb the market system into its
authoritarian regime. Rather, this non-nation-centric view allows us to better trace the contour of this
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globally conditioned, but more implosive mode of cultural homogenization that I have been illustrating
with the case of Chinese television.

This mode of commercial cultural homogenization is globally conditioned, because it is the
powerful TNMCs that have been cultivating a worldwide neoliberal environment of deregulation and
marketization, which inspires or generates various commercial media systems in developing countries.
Meanwhile, this mode of homogenization is also implosive, because once a country’s media system
internalizes the commercial model, it homogenizes cultural values from within, where the country’s own
domestic forces appear solely responsible for the transformation, while the powerful TNMCs appear
innocent of the cultural imperialism charges.

Under this mode of cultural homogenization, the newly commercialized media systems and the
powerful TNMCs operate under the same commercial logic and replicate each other’s commercial values,
although, from a national or ethnic perspective, their individual media cultures may be very different and
their strategies of commercial operation may be highly diverse. They also marginalize unprivileged groups
in similar ways and display similar transnational (sometimes global) ambitions and capacities. The newly
commercialized media industries may one day grow into (some already are) mini-TNMCs, which share
interests with traditional media giants and can be viewed as imperialist by groups and individuals who do
not benefit from the processes of commercialization and globalization. In other words, the dichotomy of
the U.S. vs. the rest can no longer capture the nuances of the current corporate cultural imperialist
warfare, which happens more often between two camps: the first includes the global working class and
various culturally marginalized groups; and the second is represented by TNMCs and their local replicas
around the world.

The changes and growth of South Korea’s and Brazil’s media industries can further illustrate the
above argument. Scholars (Chan & Ma, 1996; Jin, 2007; Shim, 2006) show that, since the early 1990s,
South Korea’s media industry, in its response to the increasing influence of U.S.-based TNMCs, went
through a rapid commercializing process. It consolidated its own media enterprises and has been actively
emulating the strategies/techniques of these TNMCs. It quickly emerged as a regional production center
and increased its exporting of content ninefold between 1997 and 2004, selling soap operas, animations,
entertainment shows, and documentaries to other Asian countries. Its penetration in Mainland China,
Taiwan, Hong Kong, Vietnam, and Japan led Financial Times to comment that “Korean creative industries
are staging their own version of cultural imperialism by expanding into neighboring Asian markets” (Ward,
2002). Meanwhile, the commercial drive of South Korea’s media industry generates concerns similar to
the ones raised in this essay, for example, concerns over the erosion of the Korean public service media in
the name of national interests and global competitiveness (Shim, 2006).

Brazil's Globo is another widely studied regional media corporation that has a significant influence
in Latin America and an increasing presence in Europe (Biltereyst & Meers, 2000) through its famous
telenovelas. Yet scholars (Herman & McChesney, 1997; Oliveira, 1993; H. Schiller, 1991) assert that
telenovelas reproduce commercial values and reflect the hegemonic power of the consumer logic, despite
their incorporation of Brazilian folk cultures. Thus, the transnational popularity of telenovelas should not
be treated as a successful resistance to corporate cultural imperialism. Rather, the experience of Globo
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demonstrates the corporate incursion into a relatively autonomous media system, leading it to emulate
not only the commercial model, but also the commercial strategies of producing, distributing, and
marketing (Lopez, 1995). Furthermore, Globo is now actively developing transnational corporate
strategies to gain direct control of or at least participate in foreign broadcasting in countries such as Italy,
Portugal, Spain and the United States (Biltereyst & Meers, 2000).

Other regional media corporations that require critical examination include Zee TV in India,
Televisa in Mexico, RTL in Germany, Orbit in Bahrain, etc. In addition, China’'s CCTV, as its commercial
drive and transnational vision indicate, surely does not want to be left behind in this race and probably will
surface as another influential TNMC in Asia. These growing forces both negotiate and collaborate with
traditional media powers. Their collective actions, | argue, may induce cultural hybridity, but it is a
hybridity that, nonetheless, cultivates similar desires for consumption and delimits the cultural space
where mass viewers could develop alternative consciousness.
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