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Dergimizin 50. Sayisi Hakkinda,

istanbul Universitesi iletisim Fakiiltesi Hakemli Dergisi’nin 50. sayisi ile, alana yénelik
yeni akademik ¢alismalari sizlerle paylasmanin gururunu yasiyoruz. Dergimize énceki
dénemlerde oldugu gibi bu dénemde de bir¢cok ¢alisma ulasmis ve yayimlanmasi uy-
gun bulunan yedi ¢calisma editérler kurulu, hakem ve yazarlarimizin titiz ¢alismalari
neticesinde 2016 yilinin okumakta oldugunuz ilk sayisini olusturmustur. Bu sayimizda
yer alan dérdii ingilizce olmak iizere yedi arastirmayi sizlere kisaca tanitmak isteriz.

And Algiil ve Cem S. Siitcii “Kitlesel Olaylarla ilgili Haberlerin Sosyal Medyaya Yansimalari
Uzerine Bir Analiz” baslikl calismalarinda kisilerin kitlesel olaylar ile ilgili sosyal medyadaki
haber paylasimi aliskanliklarinin yillar icerisinde nasil bir degisim gésterdigini irdelemis-
lerdir. 2012 ve 2013 yillarinda gergeklestirdikleri tarama sonuglarini karsilastiran yazarlar
haber kaynadinin yani sira haber paylasiminin da énemli bir faktér olarak ele alinmasi
gerektigini ortaya koymuslardir. Bir diger alan arastirmasi ise Alev Aslan tarafindan kale-
me alinan “Tiirkiye Yazili Basininda Avrupa Birligi Haberleri: 21 Ocak 2014 Briiksel Zirvesi”
baslikli calismadir. AB-Tiirkiye iliskilerinin Tiirkiye yazili basininda nasil sunuldugunun aras-
tinldigi yazida Ocak 2014 Avrupa Birligi zirve déneminde basina yansiyan haberler icerik
analizi teknigi kullanilarak irdelenmis ve kayda deder sonuclara ulasiimistir.

“The Media Relations Field in Public Relations: Evaluations of Relationship Mainte-
nance Strategies by Turkish Media Professionals” baslikli ingilizce calismada Hatun
Boztepe Taskiran Tiirk medya profesyonelleri perspektifinden medya profesyoneli
- halkla iliskiler uygulayicisi iliskilerinde, iliski sirdiirme stratejilerinin etkisini ortaya
koymayi amaglamistir. Arastirmaci 181 medya profesyoneli ile gerceklestirdigi ¢calisma
sonucunda basta aciklik stratejisi olmak lizere, sirasiyla olumluluk, teminatlar ve gérev
paylasimi stratejilerinin dnemini ortaya koyan bulgulara ulasmistir. 50. sayinin bir di-
ger ingilizce calismasi ise Tudce Ertem Eray’in “Perception of Public Relations Students
Towards Work-Life Conflict: A Study of Istanbul University Public Relations and Adver-
tising Students” baslikli arastirma yazisidir. Eray, halkla iliskiler grencilerinin is-yasam
catismasina yénelik algilarini degerlendirebilmek igin Jiang ve Shen’in (2015: 132) gii-
venirlik ve gegerliligi saptanmis olan soru formunu istanbul Universitesi iletisim Fakiil-
tesi Halkla iliskiler ve Tanitim Béliimii 6grencilerine uygulamis ve elde ettigi bulgular:
énceki arastirmalar i1siginda degerlendirerek 6nemli tespitlere ulasmistir.

Emel Ozdora Aksak ve Sirin Atakan Duman’in ortak ¢alismasi olan “How A Turkish Bank
Uses Corporate Social Responsibility to Construct its Identity? A Case Study” baslikli
ornek olay ¢alismasinda yazarlar Garanti Bankasi érneginde 6rgiit kimligi insasinda
kurumsal sosyal sorumluluk faaliyetlerinin roliinii ve bunun kurumsal iletisim yoluyla
paydaslara nasil aktarildigini incelemislerdir. “Human Rights Reflections of Istanbul
University Faculty of Communication Students: A Comparative Analysis of Changes
in Perception After Gezi Protests” baslikli arastirmada ise Ersin Turan 7 yil arayla ger-
ceklestirdigi calismalara dayanarak iiniversite gencliginin insan Haklari konusundaki
algilarini degerlendirmistir.



Bu sayimizin son makalesi “Sanal Basin Odalarinin Kullanimi Uzerine Bir Arastirma:
Fortune 500 Tiirkiye Ornedi” baslikl Ezel Tiirk’iin arastirma calismasidir. Yazar Pettig-
rew ve Reber’in (2010) calismasini Tiirkiye 6rnedinde tekrar ederek, sanal basin oda-
larinin gazetecilerle diyaloga dayali iletisimini incelemis ve bu alanda gelecege dair
umut verici bazi bulgulara erismistir.

Dergimiz, sizlerin dederli katiimlariyla, iletisim Bilimleri alanindaki akademik ¢alisma-
lari yayinlamaya devam etmektedir. Bilimsel veri tabanina sagladiginiz katki ile, ge-
lecek sayilarimizin olusumunda da desteklerinizi bekledigimizi hatirlatmak isteriz. Bir
sonraki sayimizda gtincel akademik paylasimlarinizla bulusmak (lzere.

Prof. Dr. Niliifer SEZER
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KIiTLESEL OLAYLARLA iLGiLi HABERLERIN
SOSYAL MEDYAYA YANSIMALARI UZERINE BiR ANALiz

And ALGUL"
Cem S. SUTCU™

0z

Bireyin giindelik hayatinin ayrilmaz pargasi haline gelen Sosyal Medya, haber mecrasi (izerinde de et-
kili olmaktadir. Bu durum iletisim alanina yeni ag¢ilimlar getirdigi gibi haber aliskanliklarini da degistir-
mektedir. Ote yandan, Sosyal Medyada paylasilan haberlerin dogruluduna ve gercedi yansittidina dair
tartismalar mevcuttur. Yapilan literatiir incelemesine gére, haber kaynadi ve haber igerigi baglaminda
Sosyal Medyada haber paylasiminin yillara gére nasil bir dedisim iginde olduguna dair karsilastirmali
analizine rastlaniimamistir. Calismada, haber kaynagi ve igeriginin Sosyal Medyadaki haber paylasimi
tizerinde nasil bir etkisi oldugu zaman dediskeni lzerinden ele alinmaktadir. Arastirmamizin amaci, iki
farkli yilda katiimcilarin haber paylasimi ve haber icerigi baglaminda Sosyal Medyadaki haber paylasimi
aliskanliklarinin nasil bir degisim gésterdigini karsilastirmali olarak ortaya koymaktir. Bu yéniiyle ¢alisma
diger benzer Sosyal Medya ¢alismalardan ayrilmaktadir. Yapilan arastirmada nicel arastirma yéntemleri
kullanilmistir. 2012 ve 2013 yillarinda, toplam 2348 (iniversiteli katilimciyla kiime érneklemesi metodu
kullanilarak yiiz yiize anket yapilmistir. Veriler niceliksel olarak, istatistiksel analizlere tabii tutulmustur.
Arastirma kapsaminda, 2012 yilinda 6grenciler sadece ‘haber kaynadi’ faktériine 6nem verirken, 2013 yi-
Iinda yapilan anket ¢calismasinda gériilmdiistiir ki, ‘haber kaynadi’nin yaninda ‘haber paylasimi’ da 6nemli
bir faktor olarak ortaya ¢cikmaktadir. Bu bulgu, insanlarin kitlesel olaylari Sosyal Medyada takip ederken
paylasimlarini da arttirdigini géstermektedir.

Anahtar Kelimeler: Haber Kaynadi, Haber igeridi, Sosyal Medyada Haber Paylasimi

AN ANALYSIS OF THE REFLECTIONS OF NEWS
ABOUT SOCIAL INCIDENTS ON SOCIAL MEDIA

Abstract

Social Media, which has become an integral part of the everyday life of individuals, is also influential on
the news media. This development not only introduces new expansions to the field of communication
but also changes the news habits. Furthermore, there are discussions about the accuracy of the news
shared on Social Media and its reflection of reality. There is no comparative analysis of how news sharing
on Social Media underwent change by year in the context of how news was delivered. How Social Media
affects news source overtime is addressed in this research. The aim of the research is to comparatively
reveal how participants’ habits of news sharing on Social Media changed in the context of news sharing
and news content in two different years. By this aspect, the study is distinguished from other similar So-
cial Media studies. Quantitative research methods were applied in the research performed. Face-to-face
surveys were made with a total of 2,348 university students in 2012 and 2013 by using the method of
cluster sampling. The data was quantitatively subjected to statistical analyses. Within the scope of the
research, the students only attached importance to the factor of ‘news source’ in 2012, whereas in the
survey carried out in 2013, it was seen that ‘news sharing’ also turned out to be a significant factor be-
sides the ‘news source’. This finding demonstrates that people also increase the things they share while
following mass events on Social Media.

Keywords: News Source, News Content, News Sharing on Social Media
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A. Algiil & C. S. Siitcii / Kitlesel Olaylarla ilgili Haberlerin
Sosyal Medyaya Yansimalari Uzerine Bir Analiz

GIRIS

Bireyin gilindelik hayatinin, ayrilmaz parcasi haline gelen Sosyal Medya, haber mecrasi
Uzerinde de etkili olmaktadir. Sosyal Medyanin yayginlasmasinin, haber kurumlarinin
vayin yapma bicimi, kullanicilarin haber aliskanliklari ve dolayisiyla haber paylasimlari
Uzerinde etkileri oldugu gorulebilmektedir. Sosyal Medyanin haber icerigi paylasimi ve
yayihminda etkili aktor haline geldigine isaret edilmektedir (Olmstead et al., 2012). Buna
ilaveten, haber sitesi kullanici trafiginin saglanmasinda Sosyal Medya platformlarinin
o6nemine dikkat ¢ekilmektedir (Anderson & Caumont, 2014; McGee, 2014). Ortaya ¢ikan
durum, medya kurumlari agisindan da yeni acilimlar getirmektedir. Kullanicilarin haber-
le olan iliskisini degistirmektedir. Bir arastirmada Universite genclerinin, haber ve bilgi
edinmede en ¢ok kullandigi medyanin sirasiyla internet, Sosyal Medya ve televizyon old-
ugunu belirtmektedir (Balci & Bekiroglu, 2014: 205). Sosyal Medyada haber kaynaginin
editoryal denetimine tabi olmamasi, kullanici kimliklerindeki belirsizlikler, kaynagin ¢cok
katmanli olabilmesi gibi nedenler dolayisiyla, Sosyal Medyada haber kaynagi hakkinda
tartismalar mevcuttur. Sosyal Medyada haber paylasimi konusu yeni oldugundan dolayi
haber paylasiminin ne yonde gelistigine dair pek ¢alisma bulunmamaktadir. Kullanicilarin
tercih ettikleri haber icerikleri konusunda ise, net bilgiye ulasmak zordur.

Calismamizin konusu, 2012 ve 2013 yillari arasinda kitlesel olaylarin haber kaynagi ve
haber icerigi baglaminda Sosyal Medyadaki haber paylasimina etkisidir. Bu baglamda
katihmcilarin Sosyal Medyada haber kaynagina, haber paylasimina ve haber icerigine
verdigi 6nemin nasil degistigi, kitlesel olaylarin Sosyal Medyadaki paylasimlari arttirip
arttirmadigi arastirilmistir.

Haber Kaynagi, Haber icerigi ve Haber Paylasimi iliskisi

internet altyapisi bilgi akisi ve dzgiir paylasima dayandigindan, bilgi kaynagi olarak
diger teknolojilerden farkhlasmaktadir. Ozgiir olma hissi ve begenilenin paylasimi, yan-
lis, kotlye kullanma potansiyelinin artmasina neden olabilmektedir. Diger kitle iletisim
araglarinda oldugu gibi yanlis ve koéti kullanimin 6nline gegmek igin editoryal siirece tabi
olma, biyiik ¢capli kullanilan ortam igin imkansiz gibi gérinmektedir. Basili medyanin in-
ternet ortamindaki yansimalari ise, basili medyadaki ayni filtreleme sirecini galistirarak,
olusturduklari, paylastiklari bilgilerin bir kismini internette dolasima sokmak seklinde ol-
maktadir. Editoryal veya bir filtreleme sirecinin gerceklestirilmesi ise, 6zellikle de ¢ok
sayida kullanicinin yogun kullanimiyla olusan Sosyal Medya ortaminda giiglesmektedir.

Sosyal Medyada haber kaynagi ile ilgili literatlr arastirmalarinin ¢ogunlugu, geleneksel
ile yeni medyadaki haber kaynaginin karsilastirmali incelemesi lzerine odaklanirken,
konunun genellikle medya glivenilirligi kapsaminda ele alindigi gorilmektedir (Flanagin
& Metzger, 2000: 515; Kim & Johnson, 2009: 283; Mehrabi, Abu Hassan & Ali, 2009: 136;
Mackay & Lowrey, 2011: 40-41). Ancak kullanicilarin gilivenilirlik algisi kapsami disinda
kaynak hakkindaki gérisleri ve haber paylagimlari da 6nem arz etmektedir.

Bireyler, mesaj icerigini, medyayi, kaynagin glvenilirlik 6zelligine gore degerlendird-
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igi icin, edindikleri haberleri belirlenebilen, taninan kaynaktan almak istemeleri gesitli
arastirmalarla ortaya konmaktadir (Hovland & Weiss, 1951; Jacobson, 1969; Flanagin
& Metzger, 2000, Johnson & Kaye, 2004). Yeni iletisim ortamlarinda haber ise, haber
siteleri, Sosyal Medya vb. gibi farkli kaynaklardan ¢ok katmanli ve farkli olarak alinabildigi
icin, kullanicr agisindan haber kaynagi ve edinilen haberin paylasimda bulunup bulunul-
mamasi ikilem yaratabilmektedir.

Rosengard ve arkadaslarinin gerceklestirmis oldugu calisma, 6grencilerin Sosyal Medya
araciligiyla haber aldiklarini ancak haberlerin dogrulugunun teyidi icin baska internet
kaynaklarina basvurduklarini ortaya koymaktadir (2014: 120). Cevirimici haber kaynak-
lari Gzerine gerceklestirilen baska bir calisma, teknoloji de dahil olmak lzere, iletisim
icindeki tum elemanlarin kaynak olarak degerlendirilebilecegini belirtmektedir (Sundar
& Nass, 2001). 2004 yilinda Giiney Kore genel secimleri 6ncesi, 249 katilimciyla siyasetle
ilgilenen internet kullanicilarinin, ortamdan edindigi siyasi bilgiyi geleneksel medyayla
karsilastirdigi calismada, siyasi bilgi bakimindan ¢evirimici medyanin giderek artan dere-
cede glivenilir ve 6nemli kaynaklar haline geldigi, siyasi bilgi bakimindan bagimsiz haber
portallarinin geleneksel medya ve bunlarin ¢evirimici karsiliklarina gére daha givenilir
goruldiguni belirtmektedir (Kim & Johnson, 2009).

Sosyal Medyada haber paylasimi, giindelik hayat ve iletisim agisindan 6nem arz etme-
ktedir. Yogun olarak kullanilan Sosyal Medya, haber tretim ve yayilimina katiim imkani
saglamaktadir. Ancak Sosyal Medyada haber paylasimini etkileyen faktorlerin neler old-
ugu konusunda kesin bulgular mevcut degildir. Yapilan literatiir incelemesi kapsaminda
yillara gore Sosyal Medyada haber kaynagi, haber icerigi ve haber paylasimlarinin nasil
bir degisim icinde olduguna dair karsilasirmali analize rastlanmamistir. Sosyal Medy-
anin degisim icinde oldugu belirtilmekte ve gozlemlenebilmektedir. Ancak szl edilen
degisimin nasil gerceklestigine dair karsilastirmali degerlendirmelerin olmamasi, belir-
tilen degisimleri s6zel ifadelerden 6teye gotlirememektedir.

Onemli veya ilging haberlerin Sosyal Medya araciligiyla paylasilmasi, Sosyal Medyada bi-
reylerin haber paylasim ve tiiketimlerini etkiledigini gdstermektedir. Ozellikle Arap Baha-
ri 6rneginde gorildigl Uzere, siyaset gibi 6nemli konulardaki herhangi bir haber, Sosyal
Medya araciligiyla birka¢ dakika icinde tiim diinya tarafindan konusulur hale gelebilme-
ktedir. Sadece siyaset degil, deprem veya tsunami gibi herhangi bir afetle ilgili glincel
haberlerin paylasimi da benzer duruma 6rnek olusturmaktadir. Ayrica g¢evirimici haber
medyasi, afetle ilgili haberlerin detaylarini yayinlayarak yardim amacli afet toplulugunun
olusturulmasini saglamaktadir (Kodrich & Laituri, 2005). Bu durum Sosyal Medyanin
haber Gretim ve yayilimini destekledigini gostermektedir. Yapilan bir arastirma, internet
kullanicilarinin %37’sinin Sosyal Medya lzerinden haberlerin Uretilmesi, yorumlanmasi
ve yayllimina katki sagladigini belirtmektedir (Purcell vd., 2010: 2). Sosyal Medya’nin
gazeteleri nasil etkiledigi ve haberlerin Twitter’dan yayilmasi tGzerine gercgeklestirilen bas-
ka bir arastirma ise, gazete haberlerinin yayiliminin hizlanmasinda Twitter’in 6nemine
vurgu yaparken, Sosyal Medyayi gazeteler icin gelecekte var olmak isteyecekleri ortam
olarak degerlendirmektedir (Sttci & Bayrakgi, 2014).
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Paylasim sikhgi kullanicilarin ilgi alanlarini yani hangi konularin dikkatlerini ¢ektigini gos-
termektedir. Konunun dikkat gekiciligi; izleyicilerin ortami nasil degerlendirdigini yonlen-
diren faktor olarak degerlendirilebilir. internet mecrasinda, medyasinda yeni olan kulla-
nicilar, ortamda bulunan bilginin degerlendirilmesinde zorluk yasabilirler. Bu nedenle,
kullanicilarin kullanim siireleri, daha 6nceki kullanim veya baska bir Sosyal Medya alanini
kullanma deneyiminin olmasi, haber kaynagi, haber icerigi ve haber paylasiminin yillara
gore nasll bir degisim icinde oldugunu gostermesi agisindan énemli goriilmektedir. So-
syal Medyada haber kapsaminda yapilan literatiir incelemesinde, haberin kaynagi, haber
paylasimi, haber medya kullanimi, kullanima bagli olarak deneyim, haber igerik tiru
konularinin 6nplana giktig goralmustir.

AMAC VE YONTEM

Arastirmanin amaci, Universite 6grencileri 6rnekleminde, haber kaynagl ve haber
iceriginin Sosyal Medyadaki haber paylasimi Gzerinde nasil bir etkisi oldugunun vyillara
gore karsilastirmali incelemektir. Bu nedenle 2012 ve 2013 yillarinda, rastgele 6rnekleme
metoduyla 2348 Universiteli 6grencinin yer aldigi, 24’ Sosyal Medyada haber kaynagi,
haber icerigi ve haber paylasimini ortaya koymaya yonelik; 14’i de demografik 6zellikleri
olmak tzere toplam 38 soruluk anket ¢alismasi uygulanmistir. Verilerin analizinde, SPSS
17 istatistik programi kullanilarak 6ncelikle tanimsal istatistikler hesaplanmis, daha sonra
anketin gtvenilirlik analizi yapiimistir.

Arastirma sorusu, 2012 ve 2013 yillari arasinda kitlesel olaylarin haber kaynagi ve haber
icerigi baglaminda Sosyal Medyadaki haber paylasimina etkisi var midir?’ seklinde ifade
edilebilir.

ilgili literatiir incelemesi sonucuna goére su hipotezler olusturulmustur:
Hipotez 1: Yillara gore Sosyal Medyada haber kaynaginin 6nemi degismektedir.
Hipotez 2: Yillara gore Sosyal Medyada haber paylasiminin 6nemi degismektedir.
Hipotez 3: Yillara gore Sosyal Medyada haber iceriginin 6nemi degismektedir.

Hipotez 4: Kitlesel olaylar Sosyal Medyadaki paylasimlari arttirmaktadir.

Anket sorularinda, daha 6nceki arastirmalarda ele alinan, haber kaynagi, haber icerigi,
haber paylasimi ve medya kullanimini iceren maddeler ele alinmistir. Birinci asamada
yapilan glvenilirlik testi sonucunda 2012 yil icin bltin sorular analiz edildiginde Cron-
bach’s Alpha degeri 0,526, 2013 yiliicin Cronbach’s Alpha degeri 0,381 ¢ikmistir. Bu dlistik
degerler, anketin glvenilirligini arttirmak i¢in bazi sorularin gikarilmasini gerektirilmistir.
Bu nedenle 2012 yih i¢in doérdiincl, besinci ve altinci, yani haber paylasimiyla ilgili (ig¢
soru) sorular analizden gikartilmistir. Test tekrar uygulandiginda 2012 yili i¢in Cronbach’s
Alpha degerinin 0,788 ¢iktigl gbzlemlenmistir. Elde edilen Alpha degeri, calismanin yeter-
ince glivenilir oldugunu géstermektedir.
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Mevcut degiskenler lzerinde faktor analizi yapilmig?, 2012 ve 2013 yillari arasinda yapi-
lan galisma igin asagidaki iki faktor tespit edilmistir:

e 2012 yilinda (F1) Sosyal Medyada haber kaynaginin 6nemi faktori.

e 2013 yilinda (F1) Sosyal Medyada hem haber kaynaginin nemi hem de (F2) haber
paylasiminin 6nemi faktord.

2012 yilinda katihmcilarin sadece haber kaynagi faktériine 6nem veriyor iken, 2013 yilin-
da yapilan anket calismasinda haber kaynaginin yaninda haber paylasimi faktériiniin de
onemli bir faktor olarak ortaya ¢iktigi tespit edilmistir.

Verilen cevaplarin demografik analizinde sunlar gorilmastdir:

2012 yihinda katihmcilarin %50,8’i kadin, %48,7’si erkektir. 2013 yilinda katihmcilarin
%48’i kadin, %52’si erkektir. 2012 yilindaki katihmcilarin %77,6’s1 Universite 6grencisi,
%12,6’s1 Universite mezunu, %4,4°U lisanslstl egitim dizeyine sahiptir. 2013 yilindaki
katihmcilarin %80,7’si Universite 6grencisi, %12’si liniversite mezunu, %3,4’U lisansstu
egitim dlizeyine sahiptir. 2012 yilinda katihmcilarin %90,2’si bekar, %7,7’si evli, %2,1’i
bosanmis, 2013 yilinda katilimcilarin %90,8’i bekar, %8,6’s! evli'dir.

2012 yili igin katilimcilarin yas ortalamasi 23,88 (Standard Sapma= 6,072). 2013 yili igin
katilimcilarin yas ortalamasi 22,74 (Standard Sapma= 4,838). Yillara gore yas ortalamalari
(Sekil 1: ... ve Sekil 2: ...), 2012 ve 2013 yillarinda ayni yas gruplariyla yapilmis bir calisma
gergeklestirildigini gostermektedir.

2012 yilinda haber kaynaginin énemi konusunda katilimcilarin yas gruplari arasinda
anlamli fark tespit edilmemistir (p= 0,922). Ancak 2013 yilinda hem haber kaynaginin
onemi hem de haber paylasiminin 6nemi konularinda yas gruplari arasinda anlamli
fark tespit edilmistir. 2013 yilinda 19-25 yas grubundaki katihmcilarin haber kaynaginin
o6nemi konusunda diger yas gruplarina gore daha olumlu distindigu gorilmektedir (p=
0,000). Yine 2013 yilinda 19-25 yas grubundaki katihmcilarin haber paylasiminin 6nemi
konusunda diger yas gruplarina gére daha olumlu distindtgi goralmektedir (p= 0,000)
(Sira Ortalamasi Haber Kaynagi 18 ve alti= 845,10, Sira Ortalamasi Haber Kaynagi 19-20=
969,17, Sira Ortalamasi Haber Kaynagi 21-25= 1020,14, Sira Ortalamasi Haber Kaynagi
26 ve Ustli= 877,95, Sira Ortalamasi Haber Paylasimi 18 ve alti= 218,90, Sira Ortalamasi
Haber Paylasimi 19-20= 238,28, Sira Ortalamasi Haber Paylasimi 21-25= 256,57, Sira
Ortalamasi Haber Paylasimi 26 ve Usti= 184,15). Baska bir ifadeyle, 18 yas ve altinda-
ki katihmcilarin haber paylasiminin 6nemi konularinda diger yas gruplarina gére daha
olumsuz distindikleri gorilebilmektedir. Bu bulgu, Sosyal Medyada haber konusunun
neden Universite gencleri acisindan ¢alisiimasi gerekliligini ortaya koymaktadir.

Belirlenen faktorler bakimindan, yukarida yiizdelik degerleri verilen bitiin demografik
ozellikler arasinda karsilastirmalar dérdinct bolimde yer almaktadir. Bu analizler Ko-
relasyon Analizleri, Mann-Whithey, Kruskal Wallis, Spearman ve Kolmogorov-Smirnov
Testleridir.
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BULGULAR
Karsilastirmali Analiz Bulgularindan su sonuglar elde edilmistir:

Sosyal Medyada kaynagi belli olmayan haberlere glivenirim 6nermesinin, 2012 yilinda
%70,9 oranla, 2013 yilinda %84,9 oranla olumsuz cevaplandigi, Sosyal Medyada
gordigim ‘Taksimde patlama oldu’ gibi bir haberi, kaynagi belli olmasa bile paylasirim
o6nermesinin, 2012 yilinda %63,1 oranla, 2013 yilinda %80,3 oranla olumsuz cevap-
landigi, kaynagi belli bir haberi sadece basligina bakip icerigini okumadan paylasirim
Onermesinin 2012 yilinda %69,6 oranla, 2013 yilinda % 81,5 oranla olumsuz cevaplandigi
gorilmektedir. Sosyal Medyada haber kaynaginin énemiyle ilgili her ¢ soruya verilen
cevaplarda yillara gore olumsuz artis oraninin ortaya ¢ikmasinin nedeni, Sosyal Medya
kullanicilarinin haber kaynaginin givenilirligine daha fazla 6nem vermeye baslamasi
olarak degerlendirilebilir.

2012 yilinda haber kaynaginin 6nemi konusunda katihmcilarin yasadiklari yerler arasin-
da anlamh fark tespit edilmemistir (p= 0,139). 2013 yilinda haber kaynaginin énemi
konusunda katihmcilarin yasadiklari yerler arasinda anlamli fark tespit edilmistir (p=
0,001). Yurtta kalanlarin haber kaynaginin énemi konusunda diger gruplara gore daha
olumsuz disundukleri gorilmektedir (Sira Ortalamasi Yurt= 884,39, Sira Ortalamasi
Akraba ile birlikte= 965,18, Sira Ortalamasi Ebeveyn ile birlikte= 960,73, Sira Ortalamasi
Ayri ev (tek basina)= 934,80, Sira Ortalamasi Ayri ev (arkadasla)= 1057,44). Bu bulgunun,
ayni ortami slrekli paylasmak zorunda kalan insan gruplari arasinda sik¢a rastlanan bir
durum olarak agiklamak mimkindir. Ayni mekani paylasan bireylerin olaylar hakkinda
duyduklari dogru, yanhs haberler (ayrica ¢ok fazla sayida spekiilasyon olmasi), haber kay-
nagl konusunda olumsuz diisiinmesine neden olabilmektedir.

Yukarida belirtilen bulgular isiginda, yillara gére Sosyal Medyada haber kaynaginin 6nemi
degismektedir hipotezi kabul edilmektedir (Hipotez 1).

Buna ilaveten kaynagi belli bir haberi sadece basligina bakip igerigini okumadan pay-
lasirim 6nermesinin 2012 yilinda % 69,6 oranla, 2013 yilinda %81,5 oranla olumsuz cev-
aplanmasi, Sosyal Medya kullanicilari agisindan haber kaynagi kadar haber igeriginin de
onem kazanmaya basladigini, haber igerik tercihlerinde bulunuldugunu géstermektedir.
Yillara gore haber paylasim iceriklerine bakildiginda, yakin cevre, evcil/hayvan, doga, se-
vilen muzik, sevilen film, karikatir, komik, eglenceli, gezi ve seyahat, kar amaci gitmey-
en gevreci aktivist, kdse yazisi, teknoloji, magazin, spor, ekonomi haber resim ve video-
larinin bir 6nceki yila gore paylasilma oranlarinda degisme olmadigi veya disls oldugu
goriliirken, siyaset haber resim ve videolarinin bir 6nceki yila gére paylasilma oranlarin-
da artis oldugu gorulmektedir. (Tablo 1: 12 ve Tablo 2: 12). Siyasi mesajlarin internet
yoluyla yayilimina baktigimizda internet kullanicilarinin internetteki siyasal bilgi kaynak-
larini geleneksel medyadaki karsitlarina gére daha degerli bulduklari belirtilmektedir
(Johnson & Kaye, 1998). Bu sebeple yogun siyasal toplumsal olaylarin yasandigi 2012 ve
2013 yillarinda, siyaset haber resim ve videolarinin paylasim oranlarindaki artisin nedeni
olarak bu gosterilebilir.




istanbul Universitesi iletisim Fakiiltesi Dergisi, 2016/1 50 1-14

Yukarida belirtilen bulgular 1siginda, yillara gére Sosyal Medyada haber igeriginin 6nemi
degismektedir hipotezi kabul edilmektedir (Hipotez 3).

Sosyal Medyada bir haberi paylasmadan énce bunun bir kisi veya kurumun lehine veya
alehine yapilip yapilmadigina dikkat ederim 6nermesine verilen cevaplarda bir artis old-
ugu gorilmektedir (Tablo 3A: 13). Sosyal Medyada yaptigim bir paylasimin ashinda bir
sirketin reklami olmasinin sonradan anlasilmasi beni lizer 6nermesine verilen cevap-
larda bir artis oldugu gorilmektedir (Tablo 3B: 13). Sosyal Medyada haber paylasirken
kendi gorisiime yakin gazetelerin veya yazarlarin haberlerini kullanmayi tercih ederim
6nermesine verilen cevaplarda bir artis oldugu goriilmektedir (Tablo 3C: 13).

Haber paylasiminin 6nemi kapsaminda, yillara gore meydana gelen yiizde artislari, pasif
Sosyal Medya kullanicilarinin aktif kullaniciya déniismesi ve bunlara yenilerinin eklen-
mesi sonucunu gostermektedir. Bunun da Sosyal Medya kullanim ve paylasiminda artis
yasanmasina neden oldugunu séylemek mimkiindur. Konuyla ilgili diger istatistikler de
benzer sonuglari ortaya koymaktadir (Koca, 2013).

2012 yilinda haber kaynaginin 6nemi konusunda katilimcilarin egitim gordikleri sehirl-
er arasinda anlamh fark tespit edilmemistir (p= 0,345). Ancak 2013 yilinda haber pay-
lasiminin 6nemi konusunda katihmcilarin egitim gordikleri sehirler arasinda anlamli fark
tespit edilmistir (Sira Ortalamasi Okul istanbul ici= 957,34, Sira Ortalamasi Okul istanbul
disi= 1036,66, p= 0,034). istanbul disinda egitim gorenler, istanbul iginde egitim géren-
lere gore, haber paylasiminin 6nemi konusunda daha olumlu dustndukleri gorilmek-
tedir. Yillara gore kullanilan paylasim ag verileri bu bulgulari desteklemektedir. Sosyal
Medyay! kullanim oranlarinda Twitter’in yildan yila 6nemli artis gosterdigi sdylenebilir
(Tablo 4: 14).

En sik hangi paylasim agini kullanirsiniz sorusuna verilen cevaplari yillara gore
karsilastirdigimizda %30,7’den %41,1’e artisla Twitter’da oldugu gorilmektedir. Kul-
lanilan ve en sik kullanilan paylasim agi sorusu se¢eneklerinde Linkedin ve Google Plus
gibi secenekler olmasina karsin yillara gére bu ag tercihlerinde disis yasandigi ve Twit-
ter’in en yliksek oran artisina sahip olmasiyla dnplana ¢iktigi gériilmektedir. Bu noktada
Twitter’in 140 karakterden olusan kisa metinlerle iletisime imkan vermesi, mobil ciha-
zlarda kullanilmaya uygun olmasi, hashtag gibi 6zellikleriyle paylasimlari kolaylastirmasi,
takip etme/takip edilme mantigiyla bir olaya/kavrama katilim veya tepki gostermeyi
saglamasi (Sutcl & Aytekin, 2013: 1865), Facebook gibi diger sosyal aglardan daha farkli
kullanici kitlesi olmasini saglamistir.

Arastirmanin yapildigi yillar itibariyle, tespit edilen bu artisin toplumun genelini ilgilen-
diren ve geleneksel kitle iletisim araglarinda da sinirli sekilde yer almis kitlesel olaylarla il-
gili olmasi muhtemeldir. Daha 6nceki yilda, haber paylasimi konusunda sadece izlemekle
yetinen pasif kullanicilarin, 2013 yilinda aktif olmasi ve bunlara yenilerinin eklenmesini
sagladigi gorilmektedir.

2012 yilinda haber kaynaginin 6nemi konusunda katiimcilarin egitim durumlari arasinda
anlamli fark tespit edilmemistir (p= 0,689). Ancak 2013 yilinda hem haber paylasiminin
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onemi hem de haber kaynaginin énemi konusunda katihmcilarin egitim durumlari
arasinda anlamli fark tespit edilmistir. 2013 yilinda haber kaynaginin 6nemi konusunda
Universitelilerin diger egitim gruplarina gére daha olumlu dusindikleri gérilmektedir
(p=10,000). Yine 2013 yilinda haber paylasiminin 6nemi konusunda tniversiteli 6grencile-
rin diger egitim gruplarina gére daha olumlu distndukleri goriilmektedir (p= 0,000) (Sira
Ortalamasi Haber Kaynag Lisansiistii= 1184,56, Sira Ortalamasi Haber Kaynagi Universi-
te 6grencisi= 997,47, Sira Ortalamasi Haber Kaynagi ilkégretim= 506,50, Sira Ortalamasi
Haber Kaynagi Ortadgretim= 686,01, Sira Ortalamasi Haber Kaynagi Universite Mezunu=
883,73, Sira Ortalamasi Haber Paylagimi Lisansiistii= 245,42, Sira Ortalamasi Haber Pay-
lasimi Universite Ogrencisi= 251,26, Sira Ortalamasi Haber Paylagimi ilkégretim= 117,50,
Sira Ortalamasi Haber Paylasimi Ortadgretim= 166,68, Sira Ortalamasi Haber Paylagimi
Universite mezunu= 174,80).

2012 yihinda haber kaynaginin 6nemi konusunda katilimcilarin ikamet ettikleri yakalar
arasinda anlamh fark tespit edilmemistir (p= 0,173). Ancak 2013 yilinda haber pay-
lasiminin 6nemi konusunda katiimcilarin ikamet ettikleri yakalar arasinda anlaml fark
tespit edilmistir (p= 0,048). Avrupa yakasinda oturanlarin, Anadolu yakasinda oturan-
lara gore, haber paylasimina daha 6nem verdigi goriilmektedir (Sira Ortalamasi Anado-
lu Yakasi= 197,32, Sira Ortalamasi Avrupa Yakasi= 221,25). Ornegin, 2013 yilinda mey-
dana gelen ‘Gezi Olaylar’’nin agirlikli olarak Avrupa yakasinda gerceklesmesi arasindaki
baglantiyl desteklemektedir.

2012 yilinda haber kaynaginin dnemi konusunda katilimcilarin medeni durumlari arasin-
da anlamli fark tespit edilmistir (p= 0,030). Bosanmislarin, evli ve bekarlara gore haber
kaynaginin 6nemi konusunda daha olumlu distindigu gorilmektedir (Sira Ortalamasi
Bosanmislar= 231,25, Sira Ortalamasi Evli= 143,86, Sira Ortalamasi Bekar= 185,71).
2013 yilinda hem haber kaynaginin 6nemi konusunda hem de haber paylasiminin 6nemi
konusunda katilimcilarin medeni durumlari arasinda anlamli fark tespit edilmistir (sirasiy-
la p= 0,024, p= 0,000). Bekarlarin haber paylasiminin 6nemi konusunda diger medeni
hal gruplarina gore daha olumsuz diisindtgi gérilmektedir (Sira Ortalamasi Haber Kay-
naginin Onemi Bekar= 867,76, Sira Ortalamasi Haber Kaynaginin Onemi Evli= 986,00, Sira
Ortalamasi Haber Kaynaginin Onemi Bosanmislar= 1013,73, Sira Ortalamasi Haber Pay-
lasiminin Onemi Bekar= 166,35, Sira Ortalamasi Haber Paylasiminin Onemi Evli= 243,05,
Sira Ortalamasi Haber Paylasiminin Onemi Bosanmislar= 328,67).

Yukarida belirtilen bulgular 1s18inda, yillara gore Sosyal Medyada haber paylasiminin
onemi degismektedir hipotezi kabul edilmektedir (Hipotez 2).

Katilimcilar arasinda 2012 yilinda haber kaynaginin énemli oldugu disiincesi mevcut
iken, 2013 yilinda ise bir farklilik ortaya ¢ikmistir. 2013 yilinda haber kaynaginin énemi
yaninda, katihmcilar haber paylasiminin 6nemine de vurgu yapmislardir. Bu durumun
sebeplerinden birinin, o donemde Turkiye’nin giindemini olduk¢a mesgul eden ‘Gezi
Olaylar’ oldugu soylenebilir. ‘Gezi Olaylari’ sirasinda giinlik aktif Turkiye’deki Twitter
kullanici sayilari ve Twitter Mesaj — Zaman Grafigi, donem itibariyle Sosyal Medyaya 6zel-
likle de, Twitter’a yogun ilgi duyuldugunu gostermektedir (Banko ve Babaoglan, 2013:
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18-20). ‘Gezi Olaylar’ndan 6nce Turkiye’de atilan giinlik tweet sayisi 10 milyon civarin-
da iken, olaylar sirasinda bu sayi glinlik 24 milyona ¢ikmistir. Yasaklardan sonra atilan
gunlik tweet sayisi 5,2 milyondan, 7,5 milyona ¢ikmistir. (“Twitter yasak dinlemedi..”,
2014). Yine donem itibariyle, ‘Gezi Olaylari’nin Twitter kullanici sayisini 2 milyondan, 10
milyona cikardigi belirtiimektedir (Kural, 2013; Oztiirk, 2013). Lokasyon itibariyle yapilan
karsilasirmada haber paylasiminin 6nplana gikmasi yaninda Avrupa yakasinda ikamet
eden Universite 6grencilerinin haber paylasiminin 6nemi konusunda daha olumlu gorus
bildirmeleri de 6nemli bir bulgu olarak tespit edilmistir.

Yukarida belirtilen bulgular i1siginda, kitlesel olaylarin Sosyal Medyada paylasimlari art-
tirdigi hipotezi kabul edilmektedir (Hipotez 4).

Son olarak, 2012 yihnda katihmcilar paylasim aglarinda yonettikleri hesap sayisini %52,2’si
bir, %24,6's1iki, %11,5’i ¢ olarak belirtmistir. 2013 yilinda katihmcilar paylasim aglarinda
yonettikleri hesap sayisi %57,1’i bir, %21’i iki, %10’u Ug¢ olarak belirtmistir. Kullanicilarin
birden fazla hesap kullaniyor iken, tek bir hesabi kullanmaya baslamasi paylasim aglarin-
dayasanan degisime isaret etmektedir. internetin daha 6nceki dénemlerinde kullanicilar
kimliklerini saklamakta, kullanici kimlikleri, takma isimler (nick name) vasitasiyla zaman
zaman bilinebilmekte, ¢cogu zaman ise bilinememekteydi. Ancak gorsel ve isitsel
medyanin sosyal aglarin icinde yer almasi, kullanicilarin kimligi konusundaki endiselerini
biraz daha gidermis gibi gérinmektedir. Clinkl Sosyal Medya kullanicilari, kendilerine ait
bilgileri, kendi istekleri dogrultusunda video, resim ve metin formatlarinda sinirli veya
sinirsiz dolasima sokmaktadir. Bu bakimdan da kimlik kullanim anlayisinda degisme old-
ugunu soylemek miamkindir. Bu anlayisin yansimasi olarak, kullanicilarin takma isimli
bircok kullanici hesabindan, gercek isimli bir kullanici hesabina yénelme egiliminde old-
uklari séylenebilir. Ayrica, 6zellikle Facebook, Google ve Twitter gibi sosyal aglar, kisilerin
sahte isimlerle hesap agmalarini engelleyecek cesitli 6nlemler almaktadirlar.

TARTISMA VE SONUC

Haber mecrasinin Sosyal Medya igine dahil olmasiyla, kitlesel olaylarla karsilasan kul-
lanicilarin Sosyal Medyadaki paylasimlari artmaktadir. Sosyal Medya, giinimizin hizli
ve yaygin iletisim ihtiyacina cevap verebilen ortamlar olarak karsimiza ¢ikmaktadir. Bu
durum, habere anlik ulasma ve paylasma ihtiyaci hisseden bireyler igin bu ortamlari
geleneksel kitle iletisim ortamlarina gére daha cazip hale getirmektedir. Bu ortamlarin
temel 6zelligi, hizla yayilabilmeleri nedeniyle paylasilan haberlerin geleneksel ortamlar-
dakilere gore editoryal bir slizgecten gecirilmeden paylasilabiliyor olmalaridir.

2012 yihinda katihmcilar sadece haber kaynaginin 6nemi faktoriine 6nem veriyor iken,
2013 yihinda haber kaynaginin yaninda habere katilarak haber paylagimina da énem
vermesi, yillara gére Sosyal Medya kullaniminda meydana gelen degisimi gozler 6niine
sermekte ve Sosyal Medya kullanicisinin nasil bir degisim iginde oldugunu géstermekte-
dir. Yine yillara gore paylasim aglarinda yonetilen hesap sayilarindaki artis, kullanicilar
acisindan gerceklesen degisimi gostermektedir. Diger agidan arastirma bulgulari kitlesel
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olaylarin Sosyal Medyadaki paylasimlari nasil arttirdigini géstermektedir. Toplumsal olay-
larla birlikte Sosyal Medya kullanimi, haber kaynagi, haber igerigi ve haber paylasiminin
onemini 6nplana gikarirken, ortamin alternatif bir medyaya dénlismesine neden olmak-
tadir. Sosyal Medy neminin arttigini gostermektedir.

ENDNOTES

1 Elde edilen KMO degerleri sorularin faktér analizine uygun oldugunu dogrulamaktadir (2012
icin KMO= 0,705, Bartlett’s Test of Sphericity p= 0,000, 2013 icin KMO= 0,613, Bartlett’s Test of
Sphericity p=0,000).
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TABLOLAR VE SEKILLER

Tablo 1: Sevilen Bir Filmin Videosunu Paylagma istatistigi

Sevilen Bir Filmin Videosunu
Hig Paylasmam Arasira Paylasirim Siksik Paylagirim
2012 2013 2012 2013 2012 2013
%13,2 %14 %37,2 %30,6 %25,8 %21,5

Tablo 2: Siyaset Haber Resim ve Videolarini Paylagsma istatistigi

Siyaset Haber Resim ve Videolarini
Hic Paylagsmam Nadiren Paylagirim Arasira Paylasirnm
2012 2013 2012 2013 2012 2013
%26,8 %30,2 %21,6 %24,1 %26,8 %20,5
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Tablo 3: Haber Paylagiminin Yillara Gore Dagilimi istatistigi

A. Sosyal Medya Bir Haberi Pay-

lasmadan Once Bunun Bir
Kisi veya Kurumun Lehine
veya Alehine Yapilip Yapil-
madigina Dikkat Ederim.

B. Sosyal Medyada Yaptigim
Bir Paylasimin Aslinda Bir
Sirketin Reklami Olmasinin
Sonradan Anlasiimasi Beni
Uzer.

G

Sosyal Medyada Haber Pay-
lasirken Kendi Gorisime
Yakin Gazetelerin veya
Yazarlarin Haberlerini Kullan-
may! Tercih Ederim.

2012

2013

2012

2013

2012

2013

%53,6

%58,5

%49,2

%55,1

%57

%62,1

Tablo 4: Yillara Gore Paylasim Agi Kullanim istatistikleri

Twitter kullanicilarinin orani

Facebook kullanicilarinin

orani

Youtube kullanicilarinin orani

2012

2013

2012

2013

2012

2013

%53,1

%70,3

%83,8

%89

%69,8

%71

Sekil 1: 2012 Yili Katilimci Yag Ortalamasi
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Sekil 2: 2013 Yili Katilimci Yas Ortalamasi
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TURKIYE YAZILI BASININDA AVRUPA BiRLiGI HABERLERI:
21 OCAK 2014 BRUKSEL ZiRVESi
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(o)1

Avrupaliligin ve dolayisiyla Batilihgin buglinkii ifadesi olarak gosterilebilecek olan ‘Avrupa Birligi’, kurul-
dugu giinden bu yana kendisi ile ortaklik kurmak isteyen Tiirkiye icin gegmisten bugtine siirdiiriilen ¢ag-
daslasma ve Batililasma ¢abasinin adeta dogal bir devami olarak gériilmistiir. Bu noktadan hareketle,
‘Batililasma’ kavrami isiginda Tiirkiye-Avrupa Birligi (AB) iliskilerini ele alan bu ¢alismada séz konusu ilis-
kilerin yazili basinda nasil sunulduguna dair bir degerlendirme yapiimistir. Ocak 2014 Avrupa Birligi zirve
déneminde basina yansiyan haberlerin incelendigi bu metin kapsaminda, AB-Tiirkiye iliskilerinin Tiirkiye
yazili basininda nasil sunuldugu sorulmus ve bu soruyu yanitlamak igin 6rneklem olarak segilen Cumhu-
riyet, Hurriyet, Posta, Sabah ve Star gazetelerinin ikiser haftalik yayinlari icerik analizi teknigi kullanilarak
incelenmistir. Bu inceleme yapilirken haber sayisi, hangi basliklarin kullanildigi, haberlerde kullanilan
aktérler/ haberlerde konusanlarin kimler oldugu ve son olarak hangi sézciiklerin en ¢ok sayida kullanil-
digina bakilmistir. Arastirma sonucunda, Avrupa Birligi'nin basinda daha ¢ok ‘aragsal bir (st merci’, ‘bir
degerler silsilesi’ ya da ‘ulasiimasi gereken bir ideal’ biciminde temsil edildigi sonucuna varilmistir. Bu
sonucun yani sira, siyaset bilimcilerin dile getirdikleri ‘Avrupa Birligi'ne Tiirkiye’de bir i¢ politika meselesi
olarak basvuruldugu’ fikriyatini destekleyen bulgular bu ¢alismada da ortaya ¢ikmistir.

Anahtar Kelimeler: Avrupa Birligi, Tiirkiye, Yazili Basin

NEWS ON EUROPEAN UNION IN TURKEY’S PRINT MEDIA:
21TH JANUARY 2014, BRUSSELS SUMMIT

Abstract

The European Union (EU), which can be seen as a sign of being European and relatingly western, has
been considered as a natural continuation of modernization and westernization efforts by Turkey, the
country that desires to become a partner since its foundation. In this study, the way Turkey-EU relations
are presented in press media has been evaluated in the light of ‘westernization’ concept. The question
raised is how Turkey-EU relations are presented in Turkish press media and to answer this question,
newspapers such as Cumhuriyet, Hirriyet, Posta, Sabah and Star are analyzed for two weeks including
the time of European Union Summit in 2014. The technique used is content analysis and number of the
news, the headlines given, the actors used, and the words that are most frequently used are examined.
As a result of this study, it has been found out that European Union is presented as a ‘higher authority’,
‘a set of values’ or ‘an ideal target to be reached’. Furthermore, conclusions like the fact that European
Union is considered as an issue of internal Turkish politics are also reached.
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GiRiS

19. yuzyil -Osmanli Déneminde- baslayan (Lewis, 1955: 155; Mardin, 1991: 71; Ortayli,
2007) ve Turkiye Cumhuriyeti’nin kurulusuyla siirdirilen Batililasma, 6nceleri askerialan-
da ilerlemelerle varlik gosterirken, sonraki yillarda hukuktan egitime kadar genisleyen
bir alanda ortaya ¢ikmistir. ‘Batt’” ¢ogu zaman bir tir ilerleme, ¢cagdaslasma imgesi olarak
ulasilmasi gereken bir hedef biciminde anlamlandiriimistir. Avrupalihigin ve dolayisiyla
Batihligin bugiinki ifadesi biciminde gosterilebilecek olan ‘Avrupa Birligi’ kuruldugu giin-
den bu yana kendisi ile ortaklik kurmak isteyen Tirkiye icin gegmisten bugtine slirdiirtilen
cagdaslasma ve Batililasma ¢abasinin adeta dogal bir devami olarak gorilmistr.

Avrupa’ya atfedilen bu degerler giinimiizde basinda yer alan haberlerde acik bir bicimde
gorilebilmektedir. Batiya atfedilen degerlerin yazili basinda strdirildigi temel 6ner-
mesinden hareket eden bu ¢alisma, Avrupa Birligi’nin medyada nasil temsil edildigi soru-
sunu yanitlamaya odaklanmaktadir.

1959’dan glnimuze devam eden Tirkiye-AB/AET iliskileri, yasanan inisli ¢ikish stre-
ce ragmen, neredeyse hicbir zaman kopma asamasina gelmemistir. Hatta iliskiler kimi
donemlerde oldukga yakinlagsmistir. Bu yakinlasma donemlerinden biri olan 2004 AB
zirvesi’ basinin hi¢ de yeni olmayan bir aliskanhg ile tipki 1995’te Gliimriik Birligi kara-
ri ve 1999’da Helsinki Zirve siirecinde (Erhan & Arat, 2003: 97) oldugu gibi Turkiye AB
tyeligine kabul edilmis gibi yansitiimis ve gercekte oldugundan ¢ok daha olumlu bir hava
yaratilmistir. AB’ye girmenin Tirkiye’'ye saglayacagi yararlar ve Turkiye halkini bekleyen
parlak gelecek, ekonomik verilerle desteklenerek bir nevi renkli bir ‘Avrupa Birligi riiyasl’
olarak yazili ve gorsel basinda genis bir yer bulmustur.

Esasen tarihsel gegmise bakildiginda da ‘Avrupa riyasi’nin yeni bir imge olmadigi gori-
lecektir. Avrupa Birligi’nin basinda temsili (izerine daha 6nce yapilmis olan galismalarda
(Durna, 2004; Gencel Bek, 2004; Kejanhoglu & Tas, 2009) AB’yi tanimlama konusunda
gazetelerin kullandigi birtakim ortak imgeler tespit edilmistir. Bu imgelerin birkaci su se-
kilde siralanabilir: ‘Batililasma’, ‘cagdaslasma’, ‘muasir medeniyetler seviyesine erisme’.
Bu calismalarin timi ‘basinda Avrupa Birligine dair bazi imgelerin sabitlenmis oldugu’
kanaatini dile getirmistir.

AB-Turkiye iliskilerine odaklanan akademik calismalar bazi noktalarda birbirleriyle or-
tismekle birlikte bazi hususlarda ise farkliliklar sergilemektedir. Avrupa Birligi haberleri
cercevesinde ortaya ¢ikan ‘Avrupa’ ve ‘Tirkiye’ imgelerine dair Durna ‘Kose Yazilarinda
Avrupa Birligi tartismalari: Helsinki zirvesi 1999’ (2004) adli makalesinde Turkiye basini-
nin “self-oryantalist” (2004: 42) oldugunu séylemektedir. Kejanhoglu ve Tas ise (2009:
42) anlatiyr kuranin baskin olarak ‘Avrupa’ oldugunu diisiinmektedirler. ikili calismalarin-
da Avrupa Birligi-Turkiye iliskisinin karsiliklihgini kabul etmekle birlikte esitler arasinda
gerceklestigini reddetmislerdir. Bunun yani sira Tutal’dan hareketle Avrupa ve Tirkiye
arasindaki iliski bicimini karsilikl ama esit olmayan “sevgi-nefret” olarak (2009: 42) ta-
nimlamiglardir.

AB-Tirkiye iliskileri stratejik gerekliliklerden kaynaklanan bir iliski bigimidir. Tarihsel ola-
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rak da ne birbirinden tamamen kopabilen ne de tam anlamiyla bir araya gelebilen bir ilis-
ki olarak stirdlrGlmustir. Bu yaklasma-kaginma hali tamamen donem ve kosullara bagli
olarak kimi zaman gliclenmis, kimi zamansa zayiflamistir. Avrupa Birligi-Turkiye iliskileri;
SSCB’nin ¢okiisiinden, Yunanistan’in AB Uyeligi kabulline ya da glinlimiizde Suriyeli mil-
tecilerin durumuna kadar ¢ok sayida degiskenden etkilenen ve “esitler arasinda olmayan
stratejik bir birliktelik” olarak adlandirilabilir.

Yukarida bahsedilen temel 6nermeler 1s1ginda bu calisma, basinin Turkiye-AB iliskilerini
gliniimuzde nasil degerlendirdigini ortaya koyarak, yeni bir durum tespitinde bulunmayi
amaclamaktadir. Ancak bunu yapmadan dnce Avrupa/Avrupa Birligi ve Turkiye iliskileri-
nin gelisim cizgisinden bahsedilecektir.

Avrupa Birligi ve Tiirkiye

Turkiye’de Batililasma aslinda Osmanli’dan gelen bir aliskanlikla daha ¢ok yukaridan asa-
giya sirdiriilen bir iliski bigimi olmustur. Onceleri askeri alanda yetersizliklerden kay-
naklanan Batililasma ydnelimi sonralari 6zellikle hukuk, maliye ve egitim alanlarinda da
kendisini gdstermistir. ilk ddnemde Avrupa’da yasanan gelismelere cok duyarli olmayan
Osmanl daha sonra burada ortaya cikan gelismelerin askeri Ustinlik yarathgini fark
ederek hizla Avrupa’daki gelismeleri takip etme ihtiyaci duymus ve bir anlamda Osman-
Il Devleti’nin bekasini diistinerek Batililasmayi yukaridan asagiya dayatmaci bir bicimde
sirdirmustiar. Ayni aliskanligin Cumhuriyet doneminde de devam ettirildigini séylemek
yanlis olmayacaktir.

Nihayet Avrupa’nin bir devami olarak ortaya ¢ikan AB’ye de ayni diislinsel yapi ile yak-
lasilmis ve Erhan ve Arat’in da belirttikleri gibi Tlirkiye’nin Batililasma ¢abasi Avrupa En-
tegrasyon hareketine katilmada hi¢ degismeyen siyasal bir neden olarak hep var olmus-
tur (2003: 96). Delanty, Avrupa’nin bir kimlik olarak tabandan ziyade daha ¢ok tavandan
gelen ve cogunlukla entelektiiel ve siyasi sinifin ideolojisi oldugunu soyler (Yurdusev,
1997: 57). Avrupaliligin ve onun bugiinki ifadesi olan Avrupa Birligi icin de benzer seyleri
sdylemek miimkindur. Avrupa Birligi de daha ¢ok tabandan degil tavandan gelen ve belli
gruplarin lehine isleyen bir siireg olarak ortaya ¢ikmaktadir. Turkiye’de de AB ¢ogu zaman
entelektieller tarafindan desteklenmekte ve gerek kendisini mesru kilmak isteyenlerce,
gerekse bir takim giic odaklarina karsi koymak isteyenlerce bir i¢ politika araci olarak
sikhkla basvurulmaktadir.

Turkiye-AB iligkilerinin tarihsel gelisimine bakilacak olursa; Turkiye’nin, ilk adi AKCT olan
Avrupa Birligi'ne Adnan Menderes Hiikimeti déneminde -31 Temmuz 1959'da- Roma
Antlagmasi’'nin 238. maddesi uyarinca “ortak Uye” (associate member) olmak lizere bas-
vurdugu gorullr. Bu basvuru sonrasinda 12 Eylil 1963 tarihinde imzalanan Turkiye ile
AET arasinda ortaklik kurulmasini 6ngéren Ankara Anlasmasi geregince, AET ile Turki-
ye arasinda GUmruk Birligi'nin hayata gegcirilmesi ve ardindan Tiirkiye’nin AET’ye tam
tyeliginin gergeklestirilmesi 6ngoriilmistir. Anlagmaya gore Turkiye ile AET arasindaki
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ortakhk iliskisi “hazirlik”, “gegis” ve “son donem” olmak Ulzere {i¢ asamali bir takvime
baglanmistir (Késtekli, 1999: 38; Bulag, 2001: 28).

1979 yili sonunda Turkiye’de hikimet degisikligi olmus ve iktidara gelen Adalet Partisi
azinlik Hakimeti, AET ile iliskilerin canlandiriimasina 6nem vermistir. 12 Eyliil 1980’de
Turk Silahli Kuvvetleri’nin yonetime el koymasi ve TBMM'yi feshetmesi sonucunda ise
Tlrkiye-Topluluk iliskileri yeni bir doneme girmistir (Karluk, 1996: 398).

Turkiye-AB iliskilerinde bir diger donim noktasi da 17 Nisan 1987 yilinda yasanmis ve
Turkiye AT’ye tam Uyelik basvurusunda bulunmustur (Glimrikgl, 1999: 74). Tam Uyelik
bu asamada gerceklestiriliememistir ancak Glimrik Birligi yolundaki ¢alismalar ivme ka-
zanmistir. Turkiye Buyik Millet Meclisi’nin 13 Aralik 1995 tarihinde Gimrik Birligi’nin
tamamlanmasi ile ilgili karari onaylamasinin ardindan Ortaklik Konseyi 1 Ocak 1996 tarihi
itibariyle AB ile Tirkiye arasinda Gumrik Birligi’'ni yurtrlige koymustur. Boylece 1963
tarihli Ankara Anlasmasi ile 6ngorilen gecis stireci, AB ile Tirkiye arasinda Gumrik Birli-
gi’'nin ylrlrluge girmesiyle tamamlanmis ve tam lyelik ile sonuglanmasi 6ngorilen nihai
siirece girilmistir (Aydogan, 2005: 181; Tekeli & ilkin, 2000: 546).

29 Haziran 1997 tarihli ortaklk konseyi toplantisinda AB’nin, Turkiye’nin tam lye olabi-
lecegini bir kez daha onaylamasinin ardindan Avrupa Komisyonu’ndan Tirkiye'nin tam
tyeligi ile ilgili yeni bir gors hazirlamasi talep edilmistir. Avrupa Komisyonu 16 Temmuz
1997’de agikladigi ‘Agenda 2000’ baslikli raporunda, birtakim siyasi ve ekonomik gerek-
celerle, Turkiye’yi AB’nin bir sonraki genisleme siirecinin disinda birakmistir. Soguk Savas
sonrasi inisli ¢cikish bir grafik cizen AB- Turkiye iliskileri, 10- 11 Aralik 1999 Helsinki’'de ya-
pilan Avrupa Konseyi Zirvesi’nde Tirkiye’nin AB’ye adaylik statlsinin resmi olarak kabul
edilmesiyle farkl bir boyut kazanmistir.

1959 yilinda AET’ye ortaklik basvurusunda bulunan Tirkiye, 1987’de tam Uyelik basvu-
rusunda bulunmus ve 1999 Helsinki Zirvesi ile adaylik statlisini resmilestirmis, bu vesi-
leyle diger aday Ulkelerde oldugu gibi reformlarin desteklenmesi ve tesvik edilmesi ama-
ciyla, mali yardimlari da igeren katilim dncesi- stratejiden faydalanmaya hak kazanmistir.
Aday Ulke statlist higbir dnkosula bagh olmaksizin kabul edilen Tiirkiye, diger aday Glke-
lere agik olan tim birlik programlarina aktif olarak katilabilecek, katilim stiresince AB ile
diger aday lyeler arasindaki tim toplantilara istirak edebilecektir. AB mali yardimlarinin
koordine edilebilmesi icin tek bir cati olusturacaktir. Tiirkiye’nin AB’ye katilim slrecinin
temellerini olusturacak olan Cergeve Yonetmelik ve Katilim Ortakligi Belgesi sirasiyla 26
Subat ve 8 Mart 2001 tarihlerinde AB tarafindan kabul edilmistir (Ulger, 2003: 91). Tuirki-
ye’nin AB’ye katilm slirecinde kat ettigi ilerleme, Ulusal Programda belirlenen éncelik ve
hedefler 1s1ginda 2001 yili igerisinde ivme kazanmistir.

Turkiye tarafindan reform ¢abalari siirerken AB de lizerine disen yukimlulikleri yeri-
ne getirmeye baslamistir. Tirkiye'nin AB programlarina katilimi ve mali yardim igin tek
cergeve olusturulmasi yolunda birtakim adimlar atilmig, Tlrkiye’nin 2002 yili itibariyle
Cergeve Anlagmasi’nin tamamlanmasi ile birlikte diger aday ulkelerin faydalandig
haklara sahip olmasinin yolu agilmigtir. 14- 15 Aralik 2001 tarihinde Laeken’de yapilan
Avrupa Birligi Zirvesi’'nde, Turkiye ile katilim muzakerelerinin baslatiimasi olasiligi en Ust
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dizeyde ilk defa telaffuz edilmistir. Tlrkiye’nin diger aday ulkeler gibi Avrupa’nin ge-
lecegi igin Konvansiyon’a katilmasi kararlastiriimistir. Boylelikle Turkiye’nin Avrupa’nin
geleceginin bir parcasi oldugu kabul gérmistiir (Ulger, 2003: 91).

6 Ekim 2004 tarihinde yayinladigi Tiirkiye ilerleme Raporu’nda Avrupa Komisyonu, Tiirki-
ye’nin siyasi kriterleri gerekli 6lctide karsiladigini belirterek, Birlige katiim muizakereleri-
nin baslatilmasi 6nerisinde bulunmustur. 17 Aralik 2004 Briiksel Zirvesi’nde Avrupa Kon-
seyi, Turkiye’nin Kopenhag Kriterlerini tatmin edici bir sekilde yerine getirdigine kanaat
ederek, 3 Ekim 2005 tarihinde Tirkiye ile katiim mizakerelerinin baslatilmasi kararini
almistir.

12 Haziran 2006 Luksemburg gorismeleri Turkiye acisindan olumsuz gecmistir (Erhan,
2006: 181). Bu dénemde Ek Protokole uyulmadigi gerekcesiyle AB Tirkiye ile iliskileri
yavaslatmistir. iliskilerde yeniden dinamizm kazanmak isteyen hiikiimet ise sézlii olarak
AB’ye limanlari acabilecegine dair bir teklifte bulunmustur. Ancak AB bu teklifi resmi bul-
mayarak giindemine almamistir. Sonrasinda 11 Aralik 2006’da Turkiye ile sekiz basligin
durdurulmasi yoninde karar alinmis ve zirveye Turkiye'nin katiliminin gerekli olmadigini
bildirmistir.

Turkiye-AB iliskisi 2000li yillarin ilk doneminde olumlu bir cercevede ilerlerken 2000’li
yillarin ikinci yarisi itibari ile AB’ye yonelen gli¢li destekte bir gerileme yasanmistir (Balci,
2013: 11). Bu gerilemenin gesitli sebepleri vardir. Ancak baslica dort sebebini Oguzlu su
sekilde siralamaktadir: “Arap Bahari” olarak adlandirilan siireg neticesinde dis politikada
Turkiye’nin bulundugu cografyanin lideri olma gayesine yonelmesi; hiikiimetin ilk do-
nemde daha gii¢ll bir bicimde sarildigi AB siirecine, ilerleyen yillarda 6ncelik vermemesi;
2008 finansal krizi ile Bat1 disi aktérlerin -Batil kuruluslarin vadettigi ekonomik cazibeyi
kaybetmesiyle- Batiya olan ilgilerini kaybetmeleri ve son olarak 2008 mali krizi ile birlikte
Batinin da kendi i¢ meselelerine (ekonomik, sosyal ve siyasi sorunlarini ggzme) yonelmesi
(Oguzlu, 2015). Tum bu bahsedilen konjonktirel gelismeler Tirkiye'nin AB ile iliskilerinde
ciddi bir gerilemeye yol agmistir.

Ancak son dénemde Suriye meselesi ve ortaya ¢ikan miilteci krizi gibi nedenlerle AB ve
Turkiye iliskilerinin stratejik gerekgelerle tekrar ivme kazandigi séylenebilir.

AMACG VE YONTEM

Ocak 2014 Avrupa Birligi zirve déneminde basina yansiyan haberlerin AB-Turkiye ilig-
kilerinin Turkiye yazili basininda nasil sunulduguna dair belirlenen amag ve makalenin
yontemi asagidaki alt basliklarda yer almaktadir.

Amag

Bu calisma, basinda yer alan haberlerde ‘Batililasma’nin bir devami olarak goriilen AB’ye
dair sabitlenmis olumlu imgelerin Gretildigi temel varsayimindan hareket etmektedir. Bu
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temel varsayim cgergevesinde ¢alisma, Turkiye-AB iliskilerini basinda nasil yer buldugu
sorusuna odaklanmaktadir.

Bu cercevede asagidaki sorulara yanit aranmaktadir.
1. ABzirve sireci llke capinda yayinlanmakta olan gazetelerde nasil yer almistir?
Haberler hangi temalari icermektedir?

Haberlerde ortaya ¢ikan basliklar nelerdir?

Haber sayisi ne kadardir?

2
3
4. Haberlerde basvurulan haber kaynagi hangisidir?
5
6. Avrupa Birligi’ne hangi degerler atfedilmektedir?
7

Avrupa Birligi ve Tirkiye arasindaki iliskilerde belli bir hiyerarsiden s6z edile-
bilir mi?

Yontem

Betimsel Yontemle yapilan bu ¢alismada, amag bolimiinde belirtilen sorularin yanitlan-
masinda icerik analizi teknigine basvurulmustur. icerik analizi XX. yiizyil basinda, Colum-
bia Gazetecilik Okulu’nun gazetelerin nicel analizlerine dair yapmis olduklari galismalarla
ortaya c¢iktigl yaygin bir kabuldir (Bilgin, 2006: 3). Berelson, igerik analizini iletisimin be-
lirgin iceriginin objektif, sistematik ve niceliksel tanimlarini yapan bir arastirma teknigi
(as cited in Gokge, 2006: 35) olarak tanimlar. Metin icerigi toplama ve analiz etme teknigi
oldugu icin gazetelere dair analiz yapmada etkin bir yontemdir.

Toplumsal davraniglar Gzerinde herhangi bir etki sergilemeyen bir arastirma tiiri olan
icerik analizi tekniginde, nesnel, sistematik ve nicel tanimlamalar yer alabilmektedir. Bu
tanimlamadan yola gikilarak olusturulan Kodlama/ degiskenler listeleri EK 1’de yeralmak-
tadir. Listede haberlerin kategorilendirilmesi Degisken 1 (D1) olarak ifade edilmistir. Bu
degiskenin alt degiskenleri ise ‘haber/kése yazisi dagilimi, haber baslklari/ mansetler,
aktorler/haberlerde konusan kimseler, haberlerde 6ne c¢ikan sézciikler’dir. Haberlerde
One ¢ikan sozcuklerin kategorilendirilmesi ise Degisken 2 (D2) olarak ele alinmistir. Bu
degiskenin alt degiskenleri ise ‘HSYK, demokrasi ve hukukun GstUnl{ig, algi operasyonu,
yargl bagimsizhig, yargi icinde 6rgiitlenme, AB uyardi, AB destekledi, AB ikna oldu’ olarak
belirlenmistir.

Evren ve Orneklem

Ulusal diizeyde yayin yapan tim gazeteler ¢alismanin evrenini olusturmaktadir. Calis-
manin drneklemi ise bu evren igerisinden secilen Cumhuriyet, Hiirriyet, Posta, Sabah
ve Star gazeteleridir. Bu gazetelerin segilmesinde yiksek tiraja sahip gazeteler olma-
lari ve farkli siyasal yonelimleri temsil etmeleri 6nemli bir etken olarak géz onlinde
bulundurulmustur.
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Gazetelerin sirketleri ve sahiplikleri hakkinda bilgi vermek gerekirse: Cumhuriyet gazetesi
sirket adi Yeni Giin Haber Ajansi BY AS’dir ve sahibi Cumhuriyet Vakfi'dir (¢ok ortakli); Sa-
bah gazetesi sirket adi Turkuvaz Rd. TV Gaz. ve Yay. AS.dir, sahipligi Ahmet Calik’a aittir;
Hiirriyet gazetesi sirket adi Hirriyet Gazetecilik ve Matbaacilik A.S., sahibi Dogan gru-
budur; Posta gazetesi sahibi Dogan Gazetecilik A.S.; Star gazetesi sirket adi Star Medya
yayincilik A.S.dir. Farkl sahipliklerin yani sira farkli perspektiflerde yer alma halleri konu-
ya farkli toplumsal kesimleri temsil eden gazetelerin nasil baktigini karsilastirma olanagi
saglamasi agisindan énemlidir.

Orneklemin incelenmesi ve Coziimlenmesi

Bu gazetelere ait yayinlar 21 Ocak 2014 tarihi dikkate alinarak (bir hafta dncesi ve bir haf-
ta sonrasi) toplam on dort giin olmak lzere incelenmistir. Bu amacla, gazetelerin ge¢mis
sayllari arsivden alinarak bu tarihlerde ¢ikan AB haberleri taranmis ve kategorik olarak si-
niflandiriimistir. Gazete metinleri haber ya da kdse yazisi olarak kategorilendirilmis ve ka-
car adet haber yayinlandigi not alinmistir. Hazirlanan kategorik tablo sdyledir: haberlerin
basliklari, kimlerin konusmalarindan alintilar yapildigi, bu konusmalarin icerigi, haberle-
rin tonu, kacinci sayfada yer aldiklari, hangi sézcuklerin kullanildigl. Bu kategorilendirme
araciligiyla verilerin sistematik hale getirilmesi saglanmistir.

BULGULAR

Calismanin bu béliminde; Avrupa Birligi haberlerinin Cumhuriyet, Hiirriyet, Posta, Sa-
bah ve Star gazeteleri lGzerinden gercgeklestirilen icerik analizi verileri detayh olarak yer
almaktadir.

Haber / Kése yazisi dagihimi

Arastirma neticesinde bahsedilen iki haftalik donemde toplam seksen dort AB igerikli
metne ulasiimistir. Bu metinlerin elli iki tanesi haber iken, otuz bir tanesi kdse yazisi ve
bir tanesi roportajdir. Seksen dort tane AB haberinin gazetelerde oransal olarak dagilimi
% 21.4 Cumhuriyet, % 27.4 Hiirriyet, %7.14 Posta, %16.6 Sabah ve % 27.4 Star gazetesi
biciminde gergeklesmistir. En fazla sayida AB haberi Star gazetesinde yer alirken, Star ga-
zetesini sirasi ile Hiirriyet, Cumhuriyet, Sabah ve son olarak Posta gazeteleri takip etmistir
(toplam haber igin bkz. Tablo 1: 29, haber/kdse yazisi dagilimi igin bkz. Tablo 2: 29).

Haber Bagliklari

Haber basliklari incelendiginde Cumhuriyet,Hiirriyet,Posta, Sabah ve Star gazetelerinin
Avrupa Birligi konusunu birbirlerinden farkh degerlendirdiklerine dair genel bir veriye
ulasmak mimkin olmustur.

Cumhuriyet gazetesi haber basliklarinda genellikle Basbakan Erdogan’in Briksel’i
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hukumetin hakhhgina ikna etmeye ¢alistigl ancak Briksel’in Basbakan Erdogan’i Turki-
ye’de suirdUrilen hiikiimet politikalari konusunda uyardigi ve Turkiye’nin gidisatini takip
ettigi mesajlari yer almistir (Tablo 3: 29-32).

Bu basliklardan bazilari soyle siralanabilir:

Bagbakan Erdogan, Briiksel’de yargi bagimsizligina golge disirmediklerini savuna-
cak AB'yi ikna ¢abasi-20 Ocak 2014

Britksel’in mesaji net, Erdogan’a Briiksel Mesajlari ‘Yolsuzluklari Ortme, Yargiya
Mudahale Etme’, ‘Avrupa Fatihi’ Briiksel’de-21 Ocak 2014

Erdogan’a bagimsiz yargi uyarisi AB yakin izlemede, Erdogan’a AB uyarisi, ‘Yargi
bagimsizligi tartisiimaz’, ‘Briksel’de hirsiz var’- 22 Ocak 2014

Hiirriyet gazetesi haber basliklari daha ¢ok ‘AB lyeligi’ konusunda israrci olmanin énemi
Uzerinde dururken, AB’nin Turkiye'yi destekledigini vurgulamistir. Gazetenin basliklarinda
farkli yaklagimlarin yer buldugunu séylemek mimkiindir. Bu baglklarin bazilari soyledir:

HSYK yasasi AB’ye uymali- 14 Ocak 2014

Destek ve uyari- 22 Ocak 2014

AB’den Uyari Hukukun GstinlGgu ilkesine uyun- 22 Ocak 2014
AB, Tiirkiye’deki komployu gordii- 23 Ocak 2014

Bagbakan, Avrupa’ya ‘paralel devlet’i anlatiyor- 23 Ocak 2014
Ne varsa yine AB’de var- 24 Ocak 2014

Posta gazetesinde kullanilan basliklari daha fazla Turkiye i¢ politikasina yonelmistir.
Basliklarda yargi bagimsizligi, adalet gibi konularada agirlk kazanmistir. Bu egilim asagi-
daki baglklarda da gordlebilir:

‘HSYK konusunda giincelleme yaptik’- 22 Ocak 2014
Basbakan’a agik mektup: Adalet borglusunuz- 24 Ocak 2014
Birikmis notlar- 25 Ocak 2014

Sabah gazetesinde yer alan basliklar daha ¢ok AB’nin Turkiye’yi her konuda destekledigi
yonindedir. Sabah gazetesi, zirve dncesi 20 Ocak 2014 haberinde yer alan ‘Briiksel Poli-
sinde Erdogan Telasl’ baslikli metinde Erdogan’in AB zirvesine katiliminin Briiksel igin cok
onemli bir gelisme oldugu vurgusu yapilmistir (Tablo 3: 27-30).

Sabah gazetesi haber basliklarindan bazilari séyledir:

Briiksel Polisinde Erdogan Telasi, “AB’deki uygulamalari tek tek masaya koyariz”
-20 Ocak 2014

‘Bu oyun bozulacak’-21 Ocak 2014

iYi NIYETIMiZ SOMURULDU BASBAKAN ERDOGAN BRUKSELDE PARALEL YAPIYI
ANLATTI, AB’ye Suriye mesaji: Artik bir adim atin, ‘Saylan, Sener ve Sik davalarinda
uyardik’, AVRUPA BIiRLIGI’NiN KALBINDE NET MESAJ: “Yiiritme ve yasamay! yargl
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yok farz edemez’, ‘Rumlar Ada’yi temsil edemez’, ‘Paralel yapidan Avrupa Birligi de
rahatsiz oldu’-22 Ocak 2014

Star gazetesi haber basliklari daha ¢ok i¢ politikada ortaya gikan gelismelerde hiilkiimetin
haklihgina AB’nin ikna oldugu vurgusunu tasimistir. Star gazetesinde yer alan bazi kése
yazilarinda ise AB Uyeligi konusunda israrct olmanin anlamh olmadigl yoniinde cesitli
icerikler oldugu gorulmistir. Bu basliklarin bazilari asagida gorilebilir:

‘Algi Operasyonu’ Turkiye’de tutmadi- 16 Ocak 2014
‘Bu oyun bozulacak’-21 Ocak 2014

iYi NiYETIMiZ SOMURULDU BASBAKAN ERDOGAN BRUKSEL’'DE PARALEL YAPIYI
ANLATTI- 22 Ocak 2014

Ananas devleti kurdurmayacagiz- 22 Ocak 2014

Yeni bir “Turk ytzyili” igin strateji belgesi- 22 Ocak 2014
Paralel yapiyt AB de anladi- 23 Ocak 2014

Paralel yapiy1 6grenen AB de ¢ok rahatsiz oldu-23 Ocak 2014

Kimler Konustular, Neler Soylediler

Gazetelerin hangi aktorlerin sozlerine yer verdigi, bu sdylemleri hangi baglamlarda ele
aldiklari da AB-Tiirkiye konusunun nasil ele alindigina dair bir veri olusturmaktadir. Bu
baglamda Cumhuriyet gazetesinde yayinlanan AB haberinden yalnizca bir tanesinde
Tlrkiye’den bir temsilcinin sozlerine yer verildigi, diger haberde ise Avrupa Birligi’'nden
Turkiye’ye yonelen mesajlarin haberlere tasindigi gorilir. Yapilan haberlerin igerikleri
Avrupa Birligi temsilcilerinin Turkiye'yi “yargiya miidahale etmeme, hukukun GstinlUgi-
nd tanima ve erkler ayrimina saygl duyma konusunda uyardigi yonundedir (Tablo 4: 32).

Cumhuriyet gazetesi haberlerinde sozlerine yer verilen aktorler ve sdylemleri su sekil-
dedir:

(20 Ocak 2014, Disisleri Bakani Ahmet Davutoglu) AB'yi ikna edecegiz; (21 Ocak
2014, Karma Parlamento Komisyonu Esbaskani Flautre) “Yargiya miidahaleden
kaygiliyiz. Yolsuzluklarin Gzerini 6rtmeyin”; (21 Ocak 2014, Karma Parlamento Ko-
misyonu Esbaskani Flautre) “Yargiya miidahaleden kaygiliyiz. Yolsuzluklarin Gzerini
ortmeyin”; (22 Ocak 2014, Avrupa Parlamentosu Baskani Schulz) “Hukukun Gstiin-
[Ggl korunmali. Erklerin bagimsizligina midahale edilmemeli”; (22 Ocak 2014, AB
Konseyi Baskani Rompuy ile Komisyon Baskani Barroso) “Turkiye’deki gelismeleri
yakindan izlediklerini, sonuglari analiz ederek bir degerlendirme yapacaklarini be-
lirtti”.
Hiirriyet gazetesi haberlerinde hem AB yetkililerinin hem Tirk yetkililerin sozlerine yer
verilmistir. Bu haber metinleri icerisinde Basbakan Erdogan’in Diinayayi suriye konusun-
da uyarmasi ve Disisleri Bakani Davutoglu’nun Avrupa’da yapilanlarin dikkate alinarak

Turkiye’deki stireclerin ilerletilecegi yoniindeki bazi séylemleri gazete metinlerinde yer
almistir (Tablo 5: 33).
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(14 Ocak 2014, AB Genislemeden Sorumlu Komiser Stefan Fule)“Degisiklikler ka-
bul edilemeden 6nce AB mevzuatina uygun olmasini saglamak amaciyla yetkililere
danigilmali”, (21 Ocak 2014, Disiseleri Bakani Davutoglu) “Avrupa’da nasil oluyor
diye masaya koyariz.”, (21 Ocak 2014, Basbakan Erdogan), “Dlinya televizyonlarda
az 6nce Suriye’deki vahseti izledi. Briiksel’'den sesleniyoruz. Ey diinya Suriye’ye kar-
si sessiz mi kalacagiz?...”, (21 Ocak 2014, Basbakan Erdogan) “Hukukun GstUnlugu
noktasinda bir problem yoktur.”

Posta gazetesi haber metinleri icerisinde Hiirriyet gazetesinde oldugu gibi hem AB yetki-
lilerinin hem de Turk politikacilarin sozleri yer almistir (Tablo 6: 33).

(16 Ocak 2014, Stefan File (AB Genislemeden Sorumlu Komiser) “Yarginin bagim-
sizhgi 6nemli”, (22 Ocak 2014, Basbakan Erdogan) “HSYK’nin yapisini referandumla
degistiren de bu hikiimet. Reform siireci igerisinde glincelleme yapihr.”

Sabah gazetesi incelendiginde, haberin cogunda Turkiye temsilcilerinin soylemlerine yer
verildigi, daha az sayida haberde ise AB temsilcilerinin sdylemlerinin haberlere tasinmis
oldugu gorilecektir. Bu sdylemler incelendiginde Tirkiye temsilcilerinin soylemlerine
yer verilen haberlerde basat aktoriin Basbakan Erdogan oldugu gorilecektir. AB temsilci-
si olarak yalnizca Rompuy (AB Konseyi Baskani) ve Barroso’nun (AB Komisyonu Baskani)
konusmalarina yer veren Sabah gazetesi her iki siyasetcinin Basbakan Erdogan’i hakli bul-
dugu, Turkiye'yi destekledikleri ve HSYK diizenlemesinin Tirkiye'nin i¢ meselesi oldugu
yoniinde mesajlarini haberlerine tasimis ve bu baglamda hikiimet politikalarinin AB’den
destek aldig1 baglaminda bir haber sunumu yapmistir (Tablo 7: 34).

Sabah gazetesi haberleri su sekildedir:

(20 Ocak 2014, Disisleri Bakani Davutoglu) “AB’deki uygulamalari tek tek masaya
koyariz”; (21 Ocak 2014, Bagbakan Erdogan) “17 Aralik girisiminin basarisiz oldu-
gunu belirten Basbakan Erdogan, Turkiye'ye karsi olumsuz algi olusturmak isteyen
ihanet sebekelerinin oyunlarinin bozulacagini soyledi”; (22 Ocak 2014, Basbakan
Erdogan) “Yasadisi yollarla edinilen delillerle masumiyet karinesini hice sayip suglu
havasi estiriyorlar”, “Turkiye’de kuvvetler ayrihgiyla ilgili bir sorunumuz yok. Yargi
tarafsizliktan saparsa sorun olur”; (22 Ocak 2014, AB Konseyi Baskani Rompuy)
HSYK dizenlemesi Turkiye’'nin i¢ meselesi. Siyasi analiz yapma durumunda degiliz.
Mevzuati degerlendiririz; (22 Ocak 2014, AB Komisyonu Baskani Barroso) Erdo-
gan’dan samimi yanit aldik. Tirkiye yalniz degil. Her zaman destege haziriz; (22
Ocak 2014, Basbakan Erdogan) “Gliney Kibris, adanin hepsini temsil edemez. Bu
muktesebata aykiridir”; (23 Ocak 2014, Basbakan Erdogan) “Paralel yapiyi AB yet-
kililerini 6rnekleriyle anlattim, ikna oldular.”

Star gazetesi haberleri hem AB yetkililerinin hem de Tirk yetkililerin sozleri yer almis ve
AB ile Turkiye'nin pek ¢ok konuda mutabik kaldigi ve AB’nin i¢ gelismeler konusunda Tir-
kiye’yi anlayarak Turkiye’den yana bir tavir takinacagi yénunde sdylemlere yer verilmistir
(Tablo 8: 35).

(14 Ocak 2014,Basbakan Yardimcisi Aring) “AB’den daha demokrat olsun istedik,
ne kadar safmigiz!”, (18 Ocak 2014, AB Birligi Baskani ve Bagsmizakereci Mevlit
Cavusoglu) “AB’ye Uyelikte ABD desteginden hig siphemiz yok.”, (22 Ocak 2014
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AB Komisyonu Baskani Barroso ) “iliskilerimiz cok giizel siiriiyor. Agik, samimi bir
sohbet oldu. Bu Tiirkiye'nin i¢ meselesidir.”, (22 Ocak 2014, Basbakan Erdogan)
“Paralel devlet yapilanmasina miisaade etmeyecegiz. Ananas devleti kurdurtma-
yacagiz.” (22 Ocak 2014, Schulz) “HSYK Turkiye’nin i¢c meselesi. Bagsbakan icten ve
samimi... Erdogan beni ¢ok etkiledi.”

Haber Metinlerinde One Cikan Sozciikler

Haber metinleri incelendiginde en sik kullanilan sézctiklerin; HSYK, demokrasi ve huku-
kun UstlnlGgl, algl operasyonu, yargl bagimsizligi, yargi icinde orgitlenme, AB uyardi,
AB destekledi/ AB ikna oldu bigciminde oldugu tespit edilmistir.

Tum gazeteler ortak bir bicimde HSYK ve demokrasi ve hukukun GstlinlGgi ifadelerini kul-
lanmiglardir. Ancak bir siralamaya gitmek gerekirse ‘HSYK’ s6zcligli en ¢ok kullanandan
en az kullanana sirasiyla soyledir: Hirriyet, Cumhuriyet, Sabah, Star, Posta. ‘Demokrasi’
ve ‘hukukun GstlinlGgl’ sozclikleri yine en goktan en aza sirasiyla: Cumhuriyet, Hiirriyet
ve Posta, Sabah ve Star gazetelerinde kullanilmistir. AB’nin Tirkiye'ye tavri Cumhuriyet
gazetelesinde daha olumsuz bir cercevede sunulurken, Sabah ve Star gazetesi tersi bi-
c¢imde daha olumlu bir tablo ortaya koymuslardir. Hiirriyet ve Posta gazeteleri ise her iki
icerigi taslyan haberlere de yer vermistir (haberlerde 6ne gikan sdzciklerin dagilimi icin
Tablo 9: 35).

TARTISMA VE SONUC

Turkiye’nin Avrupa ile kurumsal, siyasal ve ekonomik bir birliktelik kurma amacinin kék-
lerinin Turk Batihlasma tarihi kadar eski oldugu dislincesinden yola ¢ikan bu galisma,
Batililagmanin giinimiizdeki devami olarak gériilen streclerden biri olarak AB konusuna
egilmis ve AB’nin Turkiye medyasinda nasil temsil edildigini ortaya koymaya g¢alismistir.

Arastirma sonuglarina bakildiginda daha 6nceki yillarda haber basliklarinda yer alan “AB
firsat1”, “AB treni” (Durna, 2004: 27; Gencel Bek, 2004: 246) gibi ifadelerin 2014 yilinda
neredeyse hi¢ yer almadigl, ic meselelere iliskin muhalif ve iktidar séylemlerinin karsilikli
yer buldugu gorulmstir. Haberlerde daha ¢ok gazetelerin Turkiye’de yasanmakta olan i¢
meseleler isiginda AB konusunun ele aldigi gérilmustir. Aslinda Tiirkiye’de AB konusun
bir i¢ politika meselesi haline getirilmesi yeni bir davranis degildir. Erhan ve Arat, Tlrkiye
icin AB’nin bir i¢ politika meselesi olarak kullanilmasinin ANAP hikiimetinden kalan ve
sonrasinda da surdirulen bir aliskanlik oldugunu séylerler (2003). Bu cercevede AB, icer-
de ortaya ¢ikan problemlerin aktarildigi bir ‘Ust mercii’ ya da hilkimetin aldigi kararlarin
onaylatilmasinda ve mesruiyet kazandirilmasinda basvurulan bir ‘list mercii’ biciminde
haberlere konu olmustur. Dolayisiyla AB’yi anlamlandirmada hem mesruiyet kazanmaya
calisanlarin hem de AB Kopenhag kriterlerini vurgulayanlarin ortak bir paydada bulustuk-
lari soylenebilir. Bu durum ayni zamanda Kejanlioglu ve Tas’in, basinin ‘Turkiye’yi Avrupa
gozl ile gorme’ cabasi tasidiklari tespitini (2007: 47) destekleyen bir veridir.

icerik analizinden elde edilen veriler degerlendirildiginde tiim gazetelerin benzer bir bi-
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¢imde Turkiye karsisinda iktidar sahibi aktor olarak AB’yi konumlandirdiklarini, AB’yi bir
degerler silsilesi olarak gordiklerini ve onun tarafindan onaylanmayi ya da kinanmayi
onemsedikleri sdylenebilir. Calismada goériinmektedir ki Tirkiye basini, AB siirecini de-
gisen baglamlara gore kendi penceresinden haberlestirebilmektedir. Butiin bu siiregte
neredeyse tum gazeteler AB yanlisidir, ancak ortaya konulan hikayeler iceride yasanan
olaylar baglaminda birbirinden farklilasmaktadir.

incelemelerde ortaya cikan bir diger sonug, dnceki calismalarda ortaya ¢ikan basinin ‘de-
mokratiklesme’ konusundan ziyade ekonomik konulara vurgu yaptigi tespitinin 2014 yili
icin bUyik oranda degistigidir. 2014 yilinda yapilan AB haberlerinde en ¢ok lzerinde du-
rulan konular demokrasi ve yarginin bagimsizhgi gibi meseleler olmustur.
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Tablo 1: Toplam Haber

Cumbhuriyet Hiirrriyet Posta Sabah Star Toplam
Sayr | Oran Sayi Oran Sayi Oran Sayi Oran Sayi Oran Sayi Oran
(%) (%) (%) (%) (%) (%)
Toplam |18 |21.4 23 274 |6 714 |14 16.6 23 |274 |84 |100
Haber
Tablo 2: Haber/Kése Yazisi Dagilimi
Haber/ Cumbhuriyet Hiirriyet Posta Sabah Star Toplam
kose yazisi
dagilimi Sayl | Oran Sayl | Oran Sayl | Oran Sayi Oran Sayl | Oran Sayr | Oran
(%) (%) (%) (%) (%) (%)
Haber 13 |25 12 [23.07 |3 5.7 10 192 |14 |27 52 | %100
Kése Yazisi | 5 16.12 1 [354 |3 9.6 3 9.6 9 29 31 | %100
Diger/ - - - - - - 1 100 - - 1 %100
Roportaj
Tablo 3: Haber Basliklari/Mansetler
Haber Basliklar1 / Mansetler
Tarih Cumhuriyet Gazetesi
14 Ocak 2015 AB’den Uyari “Briksel ile Uyumlu Olun”
15 Ocak 2015 ‘insallah AB’den &nce Japonya’
16 Ocak 2014 ‘Bize yutturulacak seyler degil, okumamiz yazmamiz var’
Gl AB dedi Erdogan sert ¢ikti
18 Ocak 2014 ‘AB igin iyimseriz’
18 Ocak 2014 Avrupa Konseyi: Turkiye yargl bagimsizhigi igin beklenenin tam tersini yapiyor.
Demokrasi tehlikede
18 Ocak 2014 Erdogan’a Briiksel'de Kopenghag Kriterleri hatirlatilacak
ilk derse doniis
18 Ocak 2014 Economist’ten AB elestirisi ‘Erdogan tehlikeye atiyor’
20 Ocak 2014 Bagbakan Erdogan, Briiksel'de yargi bagimsizligina golge diisirmediklerini sa-
vunacak AB'’yi ikna gabasi
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21 Ocak 2014

Briiksel’in mesaji net

21 Ocak 2014

Erdogan’a Briiksel Mesajlari ‘Yolsuzluklari Ortme, Yargiya Miidahale Etme’

21 Ocak 2014

‘Avrupa Fatihi’ Briksel'de

22 Ocak 2014

Erdogan’a bagimsiz yargi uyarisi AB yakin izlemede

22 Ocak 2014

Erdogan’a AB uyarisi

22 Ocak 2014

‘Yargl bagimsizhigi tartisiimaz’

22 Ocak 2014

‘Briksel’de hirsiz var’

23 Ocak 2014

Briksel’de Riya Yarigi

24 Ocak 2014 Erdogan’in ‘ikna ettim’ dedigi Briiksel’de tansiyonun yiikseldigi ortaya ¢ikt
‘Tly uguran’ sozler

24 Ocak 2014 Briiksel Cephesinde Yeni Bir Sey Yok

Tarih Hiirriyet Gazetesi

14 Ocak 2014 HSYK yasasi AB’ye uymali

16 Ocak 2014 AB’ye ben dogmadan adaydiniz

18 Ocak 2014 Aman dikkat

20 Ocak 2014 Adalet Sorunu

20 Ocak 2014 Avrupa’da nasil oluyor diye masaya koyariz

21 Ocak 2014

Sahsin gorundr ritbe-i akli eserinde

21 Ocak 2014

Ey diinya sessiz mi kalacagiz

22 Ocak 2014

Destek ve uyari

22 Ocak 2014

AB’den Uyari Hukukun Gsttnligu ilkesine uyun

22 Ocak 2014

Paralelleri AB’ye nasil anlatti?

23 Ocak 2014

AB, Tiirkiye’deki komployu gérdi

23 Ocak 2014

Bagbakan, Avrupa’ya ‘paralel devlet’i anlatiyor

23 Ocak 2014

Erdogan’in Bati ile diyalogunun yeni giindeni: Fethullah

23 Ocak 2014

AB KOMPLOYU GORDU

24 Ocak 2014 Kiligdaroglu ikna oldugunu AB yetkilileri agiklasin
24 Ocak 2014 Ne varsa yine AB'de var

24 Ocak 2014 Turkiye'ye konusmak Avrupa’ya konusmak

24 Ocak 2014 2014 yili demokratiklesme yili olacakmis

24 Ocak 2014 Birak AB Agiklasin

25 Ocak 2014

AB'’ye paralel

25 Ocak 2014

“AB ikna oldu” demeleri iyidir
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Tarih Posta Gazetesi

16 Ocak 2014 AB’den yargi ve yolsuzluk mesaji

18 Ocak 2014 Tayyip Erdogan siirpriz yapabilir

21 Ocak 2014 JANDARMAYI| DA KULLANDILAR

22 Ocak 2014 ‘HSYK konusunda gtincelleme yaptik’

24 Ocak 2014 Bagbakan’a agik mektup: Adalet borglusunuz

25 Ocak 2014 Birikmis notlar

Tarih Sabah Gazetesi

16 Ocak 2014 ‘Algi Operasyonu’ Tiirkiye'de tutmadi

18 Ocak 2014 AB’DE HER ULKEDE FARKLI HSYK VAR

20 Ocak 2014 Briiksel Polisinde Erdogan Telasi

20 Ocak 2014 “AB’deki uygulamalari tek tek masaya koyariz”

21 Ocak 2014 ‘Bu oyun bozulacak’

22 Ocak 2014 iYi NiYETIMiz SOMURULDU BASBAKAN ERDOGAN BRUKSEL'DE PARALEL
YAPIYI ANLATTI:

22 Ocak 2014 AB’ye Suriye mesaji: Artik bir adim atin

22 Ocak 2014 ‘Saylan, Sener ve Sik davalarinda uyardik’

22 Ocak 2014 AVRUPA BIRLIGI’NIN KALBINDE NET MESAJ: ‘Yirriitme ve yasamayi yargl yok
farz edemez’

22 Ocak 2014 ‘Rumlar Ada’yr temsil edemez’

23 Ocak 2014 ‘Paralel yapidan Avrupa Birligi de rahatsiz oldu’

25 Ocak 2014 Briksel ziyareti ve gergeklesmemis temenniler

25 Ocak 2014 AB-Turkiye zirvesi sonrasi garesiz kalanlar

28 Ocak 2014 Fasillar devam etmeli

Tarih Star Gazetesi

14 Ocak 2014 Bagbakan Yardimcisi Aring, denetlenemeyen tek kurumun yargi olduguna dik-
kat cekti

14 Ocak 2014 AB’den daha demokrat olsun istedik, ne kadar safmisiz!

15 Ocak 2014 Turkiye, Avrupa Birligi projesinin alternatifi olabilir

15 Ocak 2014 Uzakdogu ile AB’den 6nce serbest ticarete gegecegiz

16 Ocak 2014 Fiberde altyapi ticreti AB’den ucuz

18 Ocak 2014 AB'ye lyelikte ABD desteginden hig stiphemiz yok

19 Ocak 2014 Onlar ortak bir pazar tye olsak kag yazar?

20 Ocak 2014 “Yeni Avrupa” denemesi basarili olabilir mi?

20 Ocak 2014 AB, Ui¢ devre ve bugiin

20 Ocak 2014 AB yanlilari yeni yasaya isyan etti

21 Ocak 2014 Coskulu karsilama
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21 Ocak 2014

Bes yil aradan sonra AB’ye ivme kazandirma ziyareti

21 Ocak 2014

Goruguyor olmak kendi bagina 6nemli

21 Ocak 2014

AB Tahran’a uygulanan yaptirimlari gevsetti

22 Ocak 2014

Ananas devleti kurdurmayacagiz

22 Ocak 2014

Yeni bir “Tirk ylzyili” igin strateji belgesi

22 Ocak 2014

HSYK Turkiye’nin i¢c meselesi Bagbakan igten ve samimi

23 Ocak 2014

Paralel yapiyi AB de anladi

23 Ocak 2014

Paralel yapiy1 6grenen AB de ¢ok rahatsiz oldu

23 Ocak 2014

Pennsylvania Avrupa kitasinda degil

23 Ocak 2014

Yeni bir beyin firtinasi

24 Ocak 2014

Bu kriz de demokratiklesme paketiyle asilacak

24 Ocak 2014

istikametimiz Avrupa Birligi

Tablo 4: Aktorler/Haberlerde Konusan Kimseler (Cumhuriyet gazetesi)

Tarih Gazete Kim Konusuyor Ne Soyliiyor

20 Ocak 2014 Cumhuriyet Disisleri Bakani Ahmet AB'yi ikna edecegiz
Davutoglu

21 Ocak 2014 Cumhuriyet Karma Parlamento Komis- “Yarglya midahaleden kaygiliyiz. Yol-
yonu Esbaskani Flautre suzluklarin Gzerini 6rtmeyin”

21 Ocak 2014 Cumhuriyet Karma Parlamento Komis- “Yarglya midahaleden kaygiliyiz. Yol-
yonu Egbagkani Flautre suzluklarin tGzerini 6rtmeyin”

22 Ocak 2014 Cumhuriyet Avrupa Parlamentosu Bas- “Hukukun Gsttnltgi korunmali. Erk-
kani Schulz lerin bagimsizligina midahale edilme-

meli”

22 Ocak 2014 Cumhuriyet AB Konseyi Bagskani Rom- Turkiye'deki gelismeleri yakindan iz-
puy ile Komisyon Bagkani lediklerini, sonuglari analiz ederek bir
Barroso degerlendirme yapacaklarini belirtti.
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Tablo 5: Aktorler/Haberlerde Konusan Kimseler (Hiirriyet gazetesi)

Tarih Gazete Kim Konusuyor Ne Soyliiyor
14 Ocak 2014 Hiirriyet Stefan File (AB Ge- “Degisiklikler kabul edilemeden énce AB
nislemeden Sorumlu mevzuatina uygun olmasini saglamak
Komiser) amaciyla yetkililere danisilmali.”
21 Ocak 2014 Hiirriyet Disiseleri Bakani Davu- “Avrupa’da nasil oluyor diye masaya ko-
toglu yariz.”
21 Ocak 2014 Hiirriyet Basbakan Erdogan “Dlinya televizyonlarda az 6nce Suriye’de-
ki vahseti izledi. Briiksel'den sesleniyoruz.
Ey diinya Suriye’ye karsi sessiz mi kalaca-
g1z?..”
21 Ocak 2014 Hiirriyet Bagbakan Erdogan “Hukukun Gstunligl noktasinda bir prob-

lem yoktur.”

Tablo 6: Aktdrler/Haberlerde Konusan Kimseler (Posta gazetesi)

Tarih Gazete Kim Konusuyor Ne Soyliiyor
16 Ocak 2014 Posta Stefan File (AB Ge- “Yarginin bagimsizligi 6nemli.”
niglemeden Sorumlu
Komiser)
22 Ocak 2014 Posta Basbakan Erdogan “HSYK’nin yapisini referandumla degistiren

de bu hiikiimet. Reform siireci igerisinde
giincelleme yapihr.”
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Tablo 7: Aktorler/Haberlerde Konusan Kimseler (Sabah gazetesi)

Tarih

Gazete

Kim Konusuyor

Ne Soyliiyor

20 Ocak 2014

Sabah

Disisleri Bakani Davu-
toglu

“AB’deki uygulamalari
tek tek masaya koyariz”

21 Ocak 2014

Sabah

Bagbakan Erdogan

“17 Aralik girisiminin
basarisiz oldugunu belir-
ten Basbakan Erdogan,
Turkiye'ye karsi olumsuz
algi olusturmak isteyen
ihanet sebekelerinin
oyunlarinin bozulacagini
soyledi”

22 Ocak 2014

Sabah

Bagbakan Erdogan

“Yasadis! yollarla edini-
len delillerle masumiyet
karinesini hige sayip
suglu havasi estiriyor-
lar”“Turkiye’'de kuvvet-
ler ayriligiyla ilgili bir
sorunumuz yok. Yargi
tarafsizliktan saparsa
sorun olur”.

22 Ocak 2014

Sabah

Rompuy (AB Konseyi
Bagkani)

(HSYK dluzenlemesi)
Turkiye’nin i¢ meselesi.
Siyasi analiz yapma du-
rumunda degiliz. Mevzu-
at degerlendiririz.

22 Ocak 2014

Sabah

Barroso (AB Komisyonu
Bagkani)

Erdogan’dan samimi
yanit aldik. Turkiye yalniz
degil. Her zaman deste-
ge haziriz.

22 Ocak 2014

Sabah

Bagbakan Erdogan

“gliney Kibris, adanin
hepsini temsil edemez.
Bu miktesebata ayki-
ridir”.

23 Ocak 2014

Sabah

Bagbakan Erdogan

“Paralel yapiyi AB yetkili-
lerini 6rnekleriyle anlat-
tim, ikna oldular.”
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Tablo 8: Aktorler/Haberlerde Konusan Kimseler (Star gazetesi)

Tarih Gazete Kim Konusuyor Ne Soyliiyor

14 Ocak 2014 Star Basbakan Yardimcisi | “AB’den daha demokrat olsun istedik, ne
Aring kadar safmigiz!”

18 Ocak 2014 Star AB Birligi Baskani ve | “AB’ye Uyelikte ABD desteginden hig stip-
Bagmizakereci Mevllt | hemiz yok.”
Cavusoglu

22 Ocak 2014 Star Barroso (AB Komisyonu | “iliskilerimiz ¢ok giizel suirtiyor. Acik, sami-
Baskani) mi bir sohbet oldu. Bu Tirkiye’nin i¢ me-

selesidir.”

22 Ocak 2014 Star Basbakan Erdogan “Paralel devlet yapilanmasina misaade
etmeyecegiz. Ananas devleti kurdurtma-
yacagiz.”

22 Ocak 2014 Star Schulz “HSYK Tlrkiye’nin i¢ meselesi. Bagbakan ig-
ten ve samimi... Erdogan beni ¢ok etkiledi.”

Tablo 9: Haberlerde One Cikan Sozciikler (Cumhuriyet/Hiirriyet/Posta/Sabah/Star)

Haberler- | Cumhuriyet | Hiirriyet Posta Sabah Star TOPLAM

de One

Cikan

Sozciikler | sayl | oran | sayl | oran | sayl | oran | sayl |oran | sayi oran | sayl oran
(%) (%) (%) (%) (%) (%)

HSYK 21 26.5 29 36.7 7 9 12 15.1 10 12.6 79 %100

Demok- 28 42.4 16 24.2 16 24.2 4 6.06 2 3.03 66 %100

rasi ve

hukukun

Gstunlagu

Algiope- | - - - - - - 2 100 - - 2 %100

rasyonu

Yargi ba- 27 58.6 11 23.9 2 4.34 6 13.04 | - - 46 %100

gimsizhg

Yargiigin- | - - 16 41.02 | - - 12 30.7 11 28.2 39 %100

de orgut-

lenme

ABuyardi |5 45.4 6 54.5 - - - - - - 11 %100
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AB des-
tekledi

AB ikna
oldu

- - 11 423 |- - 7 26.9 8 30.7 26

%100

EK 1: Kodlama/ Degiskenler Listeleri

D1: Haberlerin Kategorilendirilmesi

1.

2
3.
4

Haber/ kose yazisi dagilimi
Haber basliklari/ mansetler
Aktorler/ haberlerde konusan kimseler

Haberlerde 6ne ¢ikan sozclkler

D2: Haberlerde 6ne gikan sozciikler kategorilendirilmesi

HSYK
Demokrasi ve hukukun Gstiinltg

Algi operasyonu

Yargi bagimsizhgi

Yargi icinde orgilitlenme
AB uyardi

AB destekledi

AB ikna oldu
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THE MEDIA RELATIONS FIELD IN PUBLIC RELATIONS:
EVALUATIONS OF RELATIONSHIP MAINTENANCE STRATEGIES
BY TURKISH MEDIA PROFESSIONALS

Hatun BOZTEPE TASKIRAN"

Abstract

It is known that in the early years of its emergence as a profession the public relations field was ap-
proached as media relations. Today, public relations has reached a scope that cannot be evaluated as
media relations only; however, when observed in terms of the contemporary public relations approach
in which a relational paradigm comes to prominence, it is seen that the media relations field has main-
tained its importance. This study aims to present the effect of relationship maintenance strategies on
media professional - public relations practitioner relationships from the perspective of Turkish media
professionals. Research was conducted among 181 media professionals. The findings indicate that
media professionals tend to evaluate the openness strategy as the most effective strategy in terms of
positive relationships between public relations practitioners and media professionals, followed by the
strategies of positivity, assurances and sharing of tasks. This research also indicates that networking is
considered as having the least, nearly neutral effect on relationship maintenance strategy.

Keywords: Media Relations, Relationship Maintenance Strategies, Media Professional — Public Relations
Practitioner Relationships

HALKLA iLiSKiLERDE MEDYAYLA iLiSKiLER ALANI VE TURK MEDYA
PROFESYONELLERININ iLiSKi SURDURME STRATEJILERINE YONELIK
DEGERLENDIRMELERi UZERINE BiR ARASTIRMA

6z

Halkla iliskilerin ortaya ¢iktigi ilk yillarda medyayla iliskiler olarak ele alindigi bilinmektedir. Gliniimiizde
halkla iliskiler sadece medyayla iliskiler alani olarak degerlendirilemeyecek bir kapsama ulasmistir; ancak
iliskisel paradigmanin 6n plana ¢iktigi cagdas halkla iliskiler yaklasimi agisindan bakildiginda da medyayla
iliskiler alaninin sahip oldugu énemi korumayi basardigi gériilmektedir. Halkla iliskilerin; kurumlar ile gesitli
hedef kitleleri arasindaki iliskilerin tesis edilmesi, gelistirilmesi ve sirdiirtilmesine odaklanan stratejik bir
yénetim fonksiyonu olarak tanimlanmasini saglayan iliskisel paradigma, diger tiim hedef kitlelerle oldugu
gibi medyayla olan iliskilerin de cesitli stratejiler dogrultusunda yénetilmesini 6nermektedir. Tiirk medya
profesyonelleri perspektifinden medya profesyoneli - halkla iliskiler uygulayicisi iliskilerinde, iliski stirdiirme
stratejilerinin etkisini ortaya koymayr amaglayan ¢alismada, 181 medya profesyonelinin dahil oldugu bir
arastirma gergeklestirilmistir. Arastirma dogrultusunda, medya profesyonellerinin olumlu halkla iliskiler
uygulayicisi — medya profesyoneli iliskisi agisindan agiklik stratejisini en etkili strateji olarak degerlendird-
iklerine; agiklik stratejisini sirasiyla olumluluk, teminatlar ve gérev paylasimi stratejilerinin takip ettigine
yénelik bulgulara ulasiimistir. Arastirma ile ag olusturma stratejisinin ise en az ve nétre yakin etkiye sahip
iliski stirdiirme stratejisi olarak kabul edildigi sonucuna ulasiimistir.

Keywords: Medyayla lliskiler, iliski Siirdiirme Stratejileri, Medya Profesyoneli—Halkla iliskiler Uygulayicisi
lliskileri
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H. Boztepe Taskiran / The Media Relations Field In Public Relations:
Evaluations Of Relationship Maintenance Strategies By Turkish Media Professionals

INTRODUCTION

When the historical development process of the public relations discipline is examined,
it is seen that it was primarily defined as media relations and the public relations success
of organizations was based on obtaining reflection in the media. From the functional
perspective that dominated in the early years of public relations, the most prominent
relationship in terms of organizations and their target audiences was between public
relations practitioner and media member with primary importance placed on the organ-
izational messages appearing in the media.

Within the scope of the public relations discipline that has since expanded to include
many specialty fields, it is understood that this field has reached a structure that can-
not be defined only as media relations; nevertheless media relations maintained its
importance in public relations. With the relational paradigm that is supported by the
co-creation perspective prominent in contemporary public relations approaches, organ-
izations’ relationships with all their target audiences besides media gained importance,
and consensus is built towards the requirement that public relations cannot be consid-
ered within the narrow scope of media relations only. The media have maintained their
importance in terms of the relational paradigm as a target audience that organizations
must develop a relationship with and as having an important role in reaching other tar-
get audiences.

The relational paradigm suggests that relationships of organizations with different types
of target audiences must be managed strategically in accordance with the reciprocity
principle. Along with the paradigm becoming dominant in the field of public relations in
recent years, public relations is defined in discussions as the management of relation-
ships; public relations became positioned as a management function that establishes,
develops and maintains relationships between an organization and its target audiences
strategically. Relationship management underlines that process through forming and
maintaining positive and long-term relationships between organizations and their tar-
get audiences. To achieve this they must apply a number of strategies, and these rela-
tionships between organizations and target audiences must be managed according to
the strategies. When viewed from this aspect it can be said that, in terms of successful
relations between an organization and the media as a main target audience, it is of key
importance for public relations practitioners to manage relationships with media em-
ployees in accordance with relationship maintenance strategies, which can be listed as,
openness, positivity, sharing of tasks, networking and assurances.

In order for successful and positive relationships to be developed between an organ-
ization and media, public relations practitioners have the important role of acting as
bridges in the relationships between public relations practitioners, the organization and
the media. When public relations practitioners manage media relations through learn-
ing media employees’ relational requirements and expectations, positive relationships
between the organization and media are established. In addition, in order to establish
successful media relations, public relations practitioners need information about what
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media professionals consider to be important in their relationships with an organization
and public relations practitioners and what they consider necessary for positive relation-
ships.

The study sought information concerning how relationships between public relations
practitioners and media employees must be managed from the relational paradigm per-
spective, as well as evaluations of media employees’ relationship maintenance strate-
gies. Within the scope of the study, which aims to determine the importance that media
professionals place on relationship maintenance strategies and which applications in the
scope of which strategies have a positive effect on people, the research was conducted
among individuals working in the media. The study sought to establish in accordance
with the findings, some results that can be directive for public relations practitioners
that need to establish positive and long-term relationships with media professionals.

Management of Mutual Interdependence and Mutual Benefit Relationships in Public
Relations: The Media Relations Field

Media relations, which can be expressed as communicating with journalists, experts and
editors from newspapers, magazines, radio, television and internet-based communica-
tion environments in local, national, international and sectoral levels (Fawkes, 2004: 3),
are defined by relationships that organizations constitute with journalists, editors and
analysts (Khodarahmi, 2009: 536). At the present time, in addition to public relations
being a management function that moves within a very large field toward organizations’
strategic targets, media relations is also one its most important fields (Goksel, 2010:
114).

Media relations within the public relations field defines the mutual interdependence
and mutual benefit relationships between organizations and media as sides of these
relationships. Public relations, which stays in the position of a representative in the re-
lationships of organizations with media, needs media in order for an organization to be
apparent for all target audiences through organizational content appearing in media.
Media, as the other side of the relationship, need information originating from public
relations due to the obligation of producing news. Because of this, it is possible to con-
sider relationships between public relations practitioners and media employees as being
interdependent and mutually beneficial.

Wilcox, Ault and Agee argue that journalists and public relations practitioners need each
other, media are obliged to obtain ideas and materials from public relations sources, and
public relations practitioners depend on media as an area to exhibit and present their
stories (1997: 241). Media’s need of public relations, which originates from their need
for news sources, is the factor that bases media’s relations with public relations practi-
tioners on mutual dependence. The main benefit obtained from their relationships with
public relations practitioners and organizations is resources that would meet the need
for news and for information that qualifies as news.
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Today, as the media struggle to meet their need for news and fill in the deficit in the daily
news, the news and information furnished by public relations professionals holds an im-
portant role (Yayinoglu, 2013: 78); Public relations practitioners act as advance reporters
providing journalists information they need in their work (Supa & Zoch, 2009: 3). Media
relations, which positions public relations as a function that supports media profession-
als, defines an organization-public relationship type that can be benefited by both media
employees and public relations practitioners as two parties of the relationship.

The fact that organizations also depend on collaboration and the good intention of vari-
ous communication tools like newspapers, radio, television and local magazines (Crable
& Vibbert, 1986: 242) illustrates the necessity of media for public relations practitioners.
In addition to being a target audience with which public relations professionals must es-
tablish positive relationships, media serve a mediating role by transmitting organization-
al contents to other target audiences. Public relations practitioners depend on media to
transmit organizational contents to a broad range of target audiences.

Organizations as units of the economic system depend on news media to strengthen
their reputations among their target audiences and so contribute to their capacity to
maintain their activities and reach their shareholders. Another reason why organizations
need news media lies in the distribution of some kinds of information that can fail to
evoke trust if transmitted directly by the organization itself and if it cannot be experi-
enced directly through consumption or interaction (Einwiller et al., 2010: 302). Bring-
ing organizational content to target audiences via media has a place in public relations
based on the fact that target audiences accept as news the messages served them by
media and consider it to be more trustworthy than content shared directly by the organ-
ization. According to this perspective, media professionals are gatekeepers that evaluate
information transmitted to them as newsworthy and, if deemed worth publishing, pres-
ent it to target audiences.

The term “gatekeeping” proposed by Kurt Lewin has been interpreted for news process
by David Manning White. According to White’s gate keeping model, journalists have their
own role in gathering, shaping, and transmitting news items (Shoemaker & Vos, 2009:
11-16). Gatekeeping theory suggests that media members have influence on the gather-
ing and selection of news items. Particularly at the news selection stage some events and
cases are ignored (Isik, 2014: 89), and others are reported as news. Journalists decide
which information is newsworthy and such information is shaped by gatekeepers and
presented to a wide range of target audiences via the mass media.

Public relations practitioners see journalists as a target audience, a tool to reach other
wider audiences and as gatekeepers that represent and meet their informational needs
(Baskin et al., 1997: 196). Also on this point, is the question of when public relations
information reaches gatekeepers and, after being filtered by media workers, gets pub-
lished. In this regard public relations can play an active role in deciding when the or-
ganizational contents will be transmitted to gatekeepers and through which media it
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should be presented to target audiences and can thus be somewhat directive in terms
of planning.

Media relations is an active process that has, to a limited extent, some control regarding
public relations practitioners’ messages that they want to transmit to target audiences,
timing of the messages, source of the information and the effect of the subject pre-
sented on the media agenda (Zoch & Molleda, 2006: 280). Agenda-setting and framing
theories are worth examining as theories that provide the control situation that public
relations possesses through the aspect of organizational contents planning on media
placement and reaching the target mass in a timely manner.

According to the agenda-setting theory, components on the media agenda that attract
attention affect factors in the target public’s agenda (Carrol & McCombs, 2003: 36-37).
The theory points out that information originating from public relations taking part in the
media agenda means that it will take place on the targeted public’s agenda. From this
perspective, public relations can play an active role in bringing organizational content
and a wide range of target audiences together through having some power of control.

Framing theory points out that it is more possible for information that originates from
public relations that has been prepared appropriately to the expectations and needs of
media to gain approval of gatekeepers and thus reach a broad range of target audiences.

Framing theory suggests that practitioners that have a command of media processes can
frame stories toward journalists most effectively, and that hence an affinity would occur
between story expectations of the journalist and practitioners’ presentation of informa-
tion, therefore increasing the possibility that the information will appear in the media.
Many studies have exhibited the success of public relations practitioners in influencing
the media agenda and the public agenda with public opinion. And the rate of news that
emerges from the relationship that public relations presents or that journalists have with
practitioners increases from 25 to 80 percent inferentially (Sallot & Johnson, 2006: 83).
The agenda-setting and framing theories reveal that public relations takes the position
of a news source by creating content that can enter the media agenda and the public
agenda. Along with public relations being a news source for media, it is not possible to
say that all information originating from public relations sources will enter the media. In
order for organizational content to appear in the media the information originating from
public relations must be newsworthy.

With regard to the newsworthiness of public relations content can be approached with-
in the scope such important items as a new product, an important newly established
connection, high-level assignment, improved and developing results, a basic campaign
or project, research findings, acquisition or merger, employees reaching success such as
fund-raising for charity (Bland Theaker & Wragg, 2005: 66-67). Transmitting newsworthy
information to media increases the possibility of placing organizational content, whereas
non-newsworthy information means a loss of time for both public relations practitioners
and media employees and can affect media relations negatively.
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The Media Relations Field from the Perspective of the Relational Paradigm

It is well known that in the early years of the emergence of public relations the approach
taken was within the narrow scope of establishing relations with the media rather than
as a strategic management function, and therefore journalism talents had priority. Nota-
bly, in that era relationships with other target audiences were ignored and only relation-
ships with media were focused on. Hence public relations were seen as media relations,
and public relations were practiced only by people with journalist backgrounds who
placed extreme importance on the amount of media exposure obtained as the measure
of success of public relations. This determination also applies to the development of
public relations in Turkey. In the first years of public relations practice, it is seen that pub-
lic relations practitioners were experienced journalists and in general public relations
was considered to be media relations.

During the first years of the discipline when the functional perspective was the accepted
discipline, the focal point was the application of techniques in the production of strate-
gic organizational messages. From this functional perspective, the main relationship of
interest was between public relations practitioner and with an emphasis on journalism
techniques and production techniques (Botan & Taylor, 2004: 651-652). Later, as the
process of development of public relations brought changes, the functional perspective
started to lose validity; public relations attracted interest with its broad range of appli-
cation and scope of various branches of expertise. After the importance that public re-
lations has as a strategic management function gained understanding, a transition from
functional perspective to co-creation perspective occurred.

The co-creation perspective which is valid for the current contemporary public relations
approach and relational paradigm (Botan & Taylor, 2004), in addition to underlining the
importance that media relations have in public relations, emphasizes that organizations’
relationships with their target audiences other than media must be managed strategical-
ly. In terms of the relational paradigm, the media relations field, which has maintained
the importance it held since the early years of public relations, contacts with the same
points as the co-creation perspective, shares the same values and has been dominant in
recent years. The relational paradigm, by carrying public relations beyond the status of
only a media relations field, considers media as a target audience that must be related to
and a tool to reach other target audiences such as investors, shareholders, raw material
/ service providers, consumers, and the public and public institutions.

The co-creation perspective and relational paradigm, having brought to the fore propos-
als regarding the positioning of media relations in public relations, generated important
changes in the structure of public relations that go beyond measuring public relations’
success through the amount of reflection in media. Today, the success of public relations
and the value it adds to an organization is evaluated in accordance with the contribution
it makes to the quality and effect of relationships between the organization and its vari-
ous target audiences including media.

Media relations lost the importance it had in the past from the perspective of the rela-

42




istanbul Universitesi iletisim Fakiiltesi Dergisi, 2016/I 50 37-58

tional paradigm that brought about a consensus based on the concept that public re-
lations’” major aim is to establish and develop relationships between organizations and
their target audiences (Watson & Noble, 2005: 185). The relational paradigm abolishes
the misconception that media relations meets the scope of public relations completely,
and considers media relations as an expertise and application field of public relations.
When viewed from this perspective, it can be said that, along with the aforementioned
changes, the relationships between the organization and media or between public re-
lations practitioners and media have maintained their importance from the early years
when the public relations field emerged up to current times when the relational para-
digm has become dominant.

Evaluation of Relationship Maintenance Strategies with Regard to Media Relations

The important place of the media from past to present in public relations underlines the
fact that organizations must have positive relationships with media workers. In order to
establish positive relationships with media and manage successful media relations, pub-
lic relations practitioners and media professionals both must have positive perception
and evaluations toward each other as two parties in a relationship.

According to Len-Rios, Hinnat and Park, it has been conventional wisdom for many years
that journalists perceive themselves as the opponent party in their relationships with
public relations practitioners; this estimation positions public relations practitioners as
people who want to obtain free promotion and who pose an obstacle in front of the me-
dia (2009: 57). Media employees having this negative perspective, which can stem from
this kind of estimations toward public relations practitioners, constitute a problem in the
establishment of successful and positive relationships with media.

Since the late 1990s, use of the relationship concept has increased in public relations
research (Coombs & Holladay, 2015: 689) and management of relationships between
organizations and their target audiences has gained importance.

An academic perspective has come into prominence that emphasizes the central fo-
cus of public relations should shift from communication to relationship management
(Willis, 2015: 681). The relational paradigm, which views public relations as a strategic
management function that focuses on establishment, development and maintenance
of relationships between organizations and their various target audiences, attaches im-
portance to media as a target audience with which organizations are obliged to develop
positive and long-term relationships.

Waters, Lindall and Morton, who mention that public relations is developed as a disci-
pline that gravitated towards relationship management, state there are indications that
the relationship management principles affects the way that parties of the relationship
perceive each other and the way they communicate with each other, and this applies to
media relations as well (2010: 243-244). According to the contemporary public relations
approach applied at present, it is an unarguable and admitted reality that organizations’
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relationships with their target audiences must be managed strategically. Organizations’
basing their relationships with their target audiences on specific strategies enables es-
tablishment, maintenance and development of long-term positive relationships with
target audiences and additionally gains an abstract positive value such as obtaining the
support and consent of their target audiences, thus providing a positive image and rep-
utation perception.

Developing and maintaining relationships between organization and target audience is
a goal for organizations that seek long-term, stable and satisfactory relationships with
their target audiences (Ki & Hon, 2008: 5). Organizations that succeed in developing
long-term relationships based on trust, understanding, good intention and tolerance can
gain important support at a high level that can contribute to their said organizational
goal and strategies. When viewed with regard to organization — media relations, it can be
said that media relations originate an important collaboration where both organization
and media can benefit.

Relationship maintenance strategies that come into play in order for organizations to
develop long-term and positive relationships with their target audiences have the po-
tential to develop long-term relationships if the organizations refer to them in manage-
ment of their relationships with their target audiences and act accordingly. Relationship
maintenance strategies are adapted to the public relations discipline with the relational
approach echoing interpersonal relations literature. Relationship maintenance strate-
gies that are effective in management of relationships between organizations and their
target audiences including media can be listed as positivity, openness, sharing of tasks,
networking and assurances.

Grunig and Huang elaborate on these strategies, which bear a resemblance to public
relations strategies, are necessary in order to maintain interpersonal communication
relationships: positivity (efforts that render the relationship enjoyable for both parties),
openness (clarifying opinions and feelings), assurances (dependence and love), net-
working (having common friends) and sharing of tasks (sharing responsibilities, having
common responsibilities) (2000: 36). Looking from the perspective of the relational ap-
proach that has become established in public relations, involving a focus on mainte-
nance of long-term positive relationships between the organization and its target audi-
ences, it becomes apparent that relationship maintenance strategies that form a base
for successful management of interpersonal relations, would provide perspective and
reflection on the management of relationships between organizations and their target
audiences in public relations.

Relationship management strategies, which are seen as indicators for producing desired
quality relationship outcomes (Ki & Hon, 2008: 6), can be further defined as follows:

The first relationship maintenance strategy is positivity. Positivity can be defined as par-
ties of the relationship being satisfied with the relationship, having a positive attitude
toward the other side of the relationship and positive evaluations over the course of
events in the relationship. Positivity takes a critical role in the inclination toward main-
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tenance of both interpersonal relations and relationships between organizations and
their target audiences. Relationships in which the parties carry a negative viewpoint are
not possible to maintain at length. Negative evaluations towards relationships generally
emerge when one side thinks that other side does not invest in the relationship, does
not channel enough time and energy, does not benefit from the relationship, and the
expenditures in the relationship are more than the earnings and rewards to be gained
from the relationship.

The positivity strategy, which includes positive feedback, acting cheerfully, being polite
in communication, pleasing the target audiences and avoiding criticism of the other side
(Hung, 2004: 266), plays a strategic role in establishing positive relationships between
organizations and their target audiences.

The openness strategy, which emphasizes clarity between parties throughout the rela-
tionship, calls for a sharing of feelings and opinions with each other in a precise manner.
When this strategy is applied to relationships between an organization and its target
audiences, both sides are open to communication and it emphasizes that organizations
must share their decisions and applications. Likewise organizations exhibiting the ten-
dency to openly share remarks, suggestions and demands related to organizational deci-
sion, policy and activities with other organizations may also fall within the scope of this
strategy.

Public relations define trust, collaboration, satisfaction, the ability of control and dialog
as the main properties and underline them, because without these, relationship be-
tween the organization and its target audiences regresses. As it contains a high-level
investment, trust becomes more important in long-term relationships. Trust decreases
only because of a crisis or is eroded due to the perception of negative organizational
behavior. Also in these cases, clarity becomes important for the rebuilding of trust as
a critical relational property and the makings of collaboration between an organization
and its target relationships. Transparency provides an array of output that is beneficial in
terms of structuring a relationship. As with the building of trust so transparency can be
seen as essential in the management of a relationship that supports accountability, col-
laboration, cooperation and mutual understanding (Jahansoozi, 2007: 399). Decisions,
applications and policies that fit openness and transparency matter for relationships
based on trust between organizations and their target audiences. When relationships
are constructed on the basis of the principle of transparency, mutual trust by parties of
the relationship would reach to its highest level._In situations where relationships are
impaired for various reasons, the critical role of transparency comes to the agenda for
the rebuilding of trust between the parties.

Public relations practitioners acting according to the strategy of openness in their rela-
tionships with media employees, place great importance on transmitting information
about the organization clearly and intelligibly. Also, in response to requests from media
workers, supplying them with information in a way that would meet their expectations
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and in the direction of the openness principle can be evaluated within the scope of the
strategy of openness.

An organization can gain an important advantage towards being proactive in its media
plans and can become an active partner with media in long-term relationships if they
adopt a clear approach toward questions from the media and act honestly (Varghese &
Rahman, 2014: 275). This result can indicate the extent to which the openness strategy
has been applied in relationships between a public relations practitioner and a media
target.

The sharing of tasks, which is among relationship maintenance strategies, points to a
situation of two parties sharing duties and undertaking responsibilities jointly. It also re-
veals that the sharing of tasks strategy matters with regard to maintaining interpersonal
relationships. While some duties are carried out by one of the partners, carrying out an-
other duty is the other party’s responsibility. With regard to long-term relationships and
maintainability of relationships, joint sharing of duties and taking equal responsibility is
important.

Ledingham and Bruning, state that public relations is a two-stage process in principle;
these stages are (1) organizations focusing on relationships with their target audiences
and (2) actualizing relationship related to activities and programs that would establish
organization — public relationships with the main public members. Through this process,
communication’s role in building relationship is clarified. Organization must deal with
behaviors that target audiences would benefit from as much as behaviors that would
benefit the organization (2000: 66). Public relations practitioners must not only act
through the organizational perspective in their relationships with media professionals,
but also consider media members’ relational necessity and expectations and fulfill their
part in the relationship.

Networking, one of the relationship maintenance strategies, can be expressed as parties
of the relationship having common acquaintances and friends. According to this strate-
gy, relationship parties being in the same network and having common acquaintances
are important with regard to dependence on a relationship and maintenance of a rela-
tionship.

Another of the relationship maintenance strategies is assurances. Assurances can be
described as parties in relationships showing their willingness towards actualizing their
promises. Relationships are generally shaped based on the parties’ expectations from
the relationship and from each other, and in cases where there are expectations regard-
ing an understanding about a possible establishment of relationship to start up. At the
establishment stage of relationships, the parties provide assurances to each other about
their expectations that will be met. When there emerges mutual trust and belief be-
tween parties of the relationship towards assurances to be fulfilled, a tendency to start
relationships emerges as well.
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AIM AND METHODOLOGY

It is known that media hold a distinct importance in public relations as they are among
the main target audiences that organizations must develop positive relationships with,
and have the role of mediator in reaching other target audiences. The media relations
field, which has safeguarded from past to future its importance in public relations, is
examined from the relational paradigm perspective in this study. Relationships between
public relations practitioners and media professionals are approached as a form of re-
lationship in which the mutual dependence and mutual benefit factors come to prom-
inence. Through this study, an attempt has been made to determine to what degree
relationship maintenance strategies, which are suggested by the relational paradigm to
organizations in order for them to establish positive and long-term relationships with
their target audiences and to develop existing relationships, affect relationship manage-
ment between public relations practitioners and media employees.

The aim of this study, by conducting research within its scope, is to determine the effect
of various efforts appropriate to relationship maintenance strategies on the relation-
ships between public relations practitioners and media employees and to evaluate the
relationship management strategies aimed at media employees. Based on the research
conducted, it is further aimed to reach findings that would determine which applica-
tions toward which relationship maintenance strategies they find most effective in their
relationships with public relations practitioners and hence to uncover some data that
can serve as guidance for public relations practitioners who need to establish positive
relationships with media.

Another result that the research aims to reach is to reveal whether media employees’
evaluations towards relationship maintenance strategies are differentiated by the fol-
lowing variables: whether or not they had worked previously in the public relations field
and whether or not they fell within the scope of communication sciences in terms of
education field.

The following questions are established as the basis of the research aimed according to
the aforementioned goals:

RQ1: Do Turkish media professionals find relationship maintenance strategies effective
for a positive public relations practitioner — media professional relationship?

RQ2: Which relationship maintenance strategies do Turkish media professionals find
more effective for a positive public relations practitioner — media professional relation-
ship?

RQ3: Does the effect that relationship maintenance strategies have on positive public re-
lations practitioner — media professional relationship, differ according to Turkish media
professional having work experience in the field of public relations?

RQ4: Does the effect that relationship maintenance strategies have on positive public re-
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lations practitioner — media professional relationships differ according to Turkish media
professionals’ education field being within the field of communication sciences?

After deciding that data needed in accordance with the purposes of the research can be
obtained through the survey method, a survey form was designed. In the form, in addi-
tion to the questions regarding demographical properties including gender, age and ed-
ucational status of the media employees participating in the survey, there are questions
asking if their education field is within the scope of communication sciences or not, if
they worked in the field of public relations before or not, duration of their work in media,
whether they work in the field of public relations synchronously with journalism and the
position they hold in the media. In addition, by using Likert-type scale 5 statements for
each maintenance strategy, which means that 25 statements in total are prepared with-
in the scope of the study, media professionals were asked to specify the level of their
agreement with the statements.

In the study, convenience sampling, a type of non-random sampling, was used. Non-ran-
dom sampling can be used when the researcher does not have an example list that con-
tains all the elements in the population all the time and when some of the elements
of the population are impossible to reach, when the population that is planned to be
studied is too broad, like a country’s population (Boke, 2009: 122). Convenience sam-
pling is one of the non-random sampling methods that can be stated as including people
that the researcher thinks can be included within the sample of the study, and can be
reached.

By having the survey form online, a mail that contains a link to the form was sent to
media members. In the study, in which 181 out of approximately one thousand media
members were invited at certain intervals in the period that includes the months of May
and June, all participants’ answers were put to evaluation, as there were no problems
encountered. It is known that the sample’s power to represent the population would
increase if more media employees had participated in the study. Accordingly, the main
limitation of the study can be said to be all of those media professionals who were sent
the survey forms but did not respond despite a reminder mail sent at regular intervals.
At the evaluation stage of the research, by applying coding to survey forms that gain
feedback, the forms were prepared for processing. The coded data were computerized
using SPSS program and with frequency analysis; data analysis was analyzed by referenc-
ing total average tables.

When measuring the reliability level of statements regarding relationship maintenance
strategies that can be effective in relationships of media professionals with public rela-
tions practitioners, it is determined that it has a high incidence of reliability (Cronbach’s
a =,955).

FINDINGS

78 of 181 media members that responded to the survey (43.1%) are women and 103 are
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(56.9%) men. Examining the distribution of individuals who participated in the study, it
is seen that 26% (47 people) are in the 18-28 age range, 45.9% (83 people) age 29-39,
18.2% (33 people) age 40-50, 7.7% (14 people) age 41-61 and 2.2% (4 people) over age
62.

One of the media members who participated in the study (0.6%) is a primary school grad-
uate, 17 (9.4%) are high school graduates, 34 (18.8%) have associate degrees, 87 (48.1%)
have bachelor’s degrees and 42 (23.2%) have postgraduate level education. While 71.8%
(130 people) of media members stated that their education is within the scope of com-
munication sciences, 28.2% (51) responded that their education is not within the scope
of communication sciences.

Distribution of 181 media members, who answered the survey, in terms of media they
work in is as follows:

47 people (26%) agency, 45 people (24.9%) newspaper, 36 people (19.9%) magazine, 35
people (19.3%) internet journalism, 16 people (8.8%) radio and 36 people (19.9%) tele-
vision. The survey form is arranged for multi-field choice, as media members can work
in more than one media.

46.4% (84 people) of media members who are included to the study stated that they
work in the news field, 18.2% (33 people) in sports field, 17.1% (31 people) in economics
field, 22.7% (41 people) in culture and arts field, 13.8% (25 people) in healthcare field,
13.3% (24 people) in entertainment field and 16.6% (30 people) in another field. Again,
as media members can work in more than one media field, the form is arranged for
multi-field choice.

When we examine the distribution of media members that answered the survey accord-
ing to their time period in journalism, it is seen that 6 people (3.3%) have .journalism
experience of 0-1 years, 22 people (12.2%) 1-3 years, 28 people (15.5%) 3-5 years, 35
people (19.3%) 5-7 years, 22 people (12.2%) 7-10 years and 68 people (37.6%) are jour-
nalists for more than 10 years.

While 17.7% of media members that joined the study (32 people) stated that they were
working in the field of public relations concurrently with journalism and 82.3% (149 peo-
ple) stated that they were not working in the field of public relations concurrently with
journalism. When we look at the distribution of the period of working time in the field of
public relations of media members that work in the field of public relations concurrently,
it is seen that 3 people (1.7%) were working in the field of public relations together with
journalism for O to 1 years, 6 people (3.3%) 1 to 3 years, 9 people (5%) 3 to 5 years, 8
people (4.4%) 5 to 7 years, 4 people (2.2%) 7 to 10 years, 2 people (1.1%) 10 or more
years. While 35 of 181 media members that answered the survey (19.3%) stated they
had worked in public relations before, 146 (80.7%) stated that they did not have work
experience in public relations.

Itis seen that 39 of the media members that contributed to the research (21.5%) are ser-
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vice managers, 24 (13.3%) work in the editorial office, 21 (11.6%) are writers, 75 (41.4%)
are reporters, 4 (2.2%) are interns and 18 (9.9%) fill other positions in the media.

After the questions, which aim to reveal distributions according to various demograph-
ical variables among the media members respondents to the survey form, the partici-
pants were asked to state their level of agreement to a series of statements regarding re-
lationship maintenance strategies as 1=Strongly disagree, 2=Disagree, 3=Neither agree
not disagree, 4=Agree, 5= Strongly agree.

It is seen that media employees’ evaluations of statements within the scope of the posi-
tivity, openness, sharing of tasks and assurances strategies, which are designed to reveal
the effect that these strategies may have on the relationship between public relations
practitioners and media professionals, are quite close. It is seen that media professionals
think that efforts convenient to the aforesaid strategies have a positive effect on their
relationships with public relations practitioners. It is determined that the sharing of tasks
strategy has somewhat less effect than the other strategies, yet they thought that it did
affect relationships positively. In order to better understand media employees’ evalua-
tions of strategies that they think have a positive effect on their relationships with pub-
lic relations practitioners, averages of agreement to statements regarding each strategy
can be taken and the case of strategies having a positive effect on relationships from
the perspective of media employees can be revealed. The evaluation average by media
professionals about statements regarding the positivity strategy having a positive effect
on relationships with public relations practitioners is 4.24; the average for the strategy
of openness is 4.31; the average for the sharing of tasks strategy is 3.96, and the average
for the assurances strategy is 4.16.

According to the research findings, it is noted that media employees evaluate networking,
which is another relationship maintenance strategy, to be less effective than the other
strategies in their relationships with public relations practitioners. It is seen that media
employees evaluate relationship management applications within the scope of this strat-
egy as having a lower or nearly neutral effect on their relationships with public relations
practitioners. It is determined that the average of the degree of agreement of media em-
ployees to the statements within the scope of networking is 2.91 (Table 1: 54-56).

In the last stage of analysis of the data set, which was obtained by processing the sur-
vey forms with the SPSS program, an analysis was conducted regarding whether media
members’ evaluations towards relationship maintenance strategies differ according to
whether or not they are also working in public relations. After observing that most of
the values obtained as a result of the test conducted are as p>0.05, it is precipitated that
the evaluations of statements do not differ according to the condition of working in the
field of public relations. The following statements do indicate a significant difference in
groups in case of working in the field of public relations in the past:

e |t is found that evaluations towards the statement, “Media employees obtaining
information they need from public relations practitioners to meet their need of
news affects the relationship positively” differentiates according to the situation of
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working in the field of public relations previously (p<0,05). While the average, which
shows the degree of agreement to this statement of media members who worked
in the field of public relations previously is 4.09, the average of agreement to this
statement among media member who did not previously work in public relations is
3.62.

e Itis found that evaluations of the statement, “public relations practitioners’ organ-
izing events that bring together all media members they are in contact with, affects
the relationship positively” differentiates according to the situation of working in
the field of public relations before (p<0.05). While the average that shows the de-
gree of agreement of media members that worked in the public relations field be-
fore is 3.31, average of agreement to the statement of media members who did not
previously work in the field of public relations is 2.64.

e Itis found that evaluations of the statement, “Public relations practitioners’ know-
ing people that media members know and are in touch with them, affects the rela-
tionship positively” differentiates according to the situation of having worked in the
field of public relations before (p<0.05). While the average that shows the degree
of agreement to the statement of media members who worked in the field of public
relations before is 3.11, the average of agreement to the statement of media mem-
bers who did not work in the field of public relations before is 2.55.

It is seen that values obtained as a result of the analysis conducted towards revealing
whether or not having an educational background in communication sciences affect the
evaluations towards relationship maintenance strategies are p>0.05 and it is concluded
that evaluations of statements did not differentiate according to educational field being
related to communication.

DISCUSSION AND CONCLUSION

It is worth noting that in the years when the public relations discipline emerged the
media relations field was focused upon and the discipline was defined as media rela-
tions. With reinterpretation of the public relations discipline with its expanding scope
that includes new fields of expertise and contemporary approaches, it has reached a
dimension that cannot be defined as media relations only.

The field of media relations guarded its importance with regard to the relational para-
digm, which has come into prominence in the public relations discipline in recent years
and presents public relations as a discipline that focuses on establishment of positive
relationships between organizations and their target audiences and on the strategic
management of relationships. The paradigm suggesting that organizations must manage
their relationships with their target audiences in accordance with strategies known as
relationship maintenance strategies, considers media as a main target audience that
organizations must develop relationships with.
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Relationship maintenance strategies, which are positivity, openness, sharing of tasks,
networking, assurances, may be directive in the establishment and maintenance of pos-
itive relationships between organizations and media professionals. In the study, which
aimed to reveal evaluations by Turkish media professionals towards relationship main-
tenance strategies, a research was conducted aiming at determining to what degree
relationship maintenance strategies affect relationships between media professionals
and public relations practitioners.

In line with the findings obtained from the research, the openness strategy is seen to
be accepted as the most effective strategy with regard to public relations practitioner —
media professional relationships, It is concluded from the research that Turkish media
professionals think that management applications that fit the openness strategy have
the most positive effect on their relationships with public relations practitioners. The
openness strategy is followed by positivity, assurances and sharing of tasks strategies, re-
spectively. It is determined that the networking strategy, which can be defined as media
professional and public relations practitioners having social networks and common ac-
quaintances in the same networks, is accepted as the least effective strategy by Turkish
media professionals in their relationships with public relations practitioners.

The aforesaid findings are important and instructive. They can develop an understanding
of which applications within the scope of which strategies media professionals accept as
the most effective in management of relationships of public relations practitioners with
media. Media professionals find that a clear communication style and efforts that are in
keeping with the transparency principle are relatively effective with regard to positive
relationships with public relations practitioners. Turkish media professionals also consid-
er effective for positive relationships public relations practitioners’ adopting a creative
approach, applying the positivity strategy in their relationships with media professionals.
Another strategy media professionals consider effective for public relations — media rela-
tionships is the development of their trust and confidence by public relations practition-
ers through assurances presented to them that their relational needs and expectations
would be met in the process of relationship. In management of relationships, where
mutual benefit and interdependency between media professionals and public relations
practitioners come to the fore, Turkish media professionals attach importance to public
relations practitioners being aware of their responsibilities and exhibiting efforts that are
appropriate for the sharing of tasks strategy.

It has been concluded from the research findings that evaluations of media professionals
towards relationship maintenance strategies mostly do not differentiate according to the
variable of having worked previously in the field of public relations. This finding shows
that the needs and expectations that emerge in relationships between media members
and public relations practitioners do not differ according to the working conditions of
the field of public relations. In addition, another finding obtained through the research
shows that the positive effect of relationship management strategies on the relation-
ships of media professionals with public relations practitioners does not differ according
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to the variable of education field being within the scope of communication sciences. On
the basis of this finding it can be said that evaluations of relationship maintenance strat-
egies would not show an alteration based on the media professional’s education field.

In examining the effect of relationship maintenance strategies on Turkish media profes-
sionals’ relationships with public relations practitioners from their perspective, the find-
ings revealed a number of results that have the characteristic of a guide for public rela-
tions practitioners. It is necessary for public relations practitioners who want to establish
positive relationships with media professionals to carry out efforts that are appropriate
to the strategies of openness, positivity, assurances and sharing of tasks, among which
openness occupies first place in the management process of relationships with media.
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Table 1: Evaluations of Statements Regarding Relationship Maintenance Strategies

Stan-
Evaluations of Statements Regarding Relationship Maintenance Avera- | dard 5
Strategies ge Deviati-

on

Public relations practitioners’ being conciliation-ba-
sed in their relationships with media employees 4.12 .927 181
affects the relationship positively.

Public relations practitioners that prepare materials
originating from public relations considering media
members’ requirements in their relationships with

media employees affects the relationship positively.

4.29 .887 181

Positivity Public relations practitioners’ managing their rela-
Strategy tionships with media employees based on mutual
understanding and good intention in a way that 4.26 .846 181

would pay attention to demands and expectations of
both sides affects the relationship positively.

Average:

424 In cases of possible conflicts in the relationships

between public relations practitioners and media
employees, public relations practitioners’ acting in 4.17 .879 181
a constructive way to overcome the problem with
minimum loss affects the relationship positively.

Public relations practitioners’ adopting an approach
towards establishment of trust in their relationships
with media employees affects the relationship posi-
tively.

4.37 .895 181

Public relations practitioners’ presenting in a clear
and understandable way to media employees infor-
mation related to the organization they represent
affects the relationship positively.

4.35 910 181

Media employees’ being able to reach the public
relations practitioner when they need to affects the | 4.49 .867 181
Openness relationship positively.

Strategy Public relations practitioners’ not hiding negative

information they know about the organization they | 3.97 1.098 181
represent affects the relationship positively.

Average: Public relations practitioners’ acting according to
431 the principles of honesty and transparency in their
relationships with media employees affects the rela-
tionship positively.

4.44 .908 181

Meeting the demands of information coming from
media employees by public relations practitioners in
a way that meets the expectations affects the relati-
onship positively.

4.31 .865 181
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Sharing of
Tasks Stra-

tegy

Average:
3.96

Public relations practitioners’ being aware that they
are dependent on media employees in order for the
information about the organization they serve to ap-
pear in the media and managing their relationships
according to this affects the relationship positively.

4.13

972

181

Media employees’ obtaining information they need
from public relations practitioners to meet their
news needs affects the relationship positively.

3.71

975

181

Public relations practitioners’ acting in accordance

with the public benefit principal, knowing that they
are one link in the chain of information, affects the
relationship positively.

4.01

901

181

Public relations practitioners’ being aware of their
responsibility to supply the necessary information
for media employees to write news based on accura-
cy and truth affects the relationship positively.

3.94

.982

181

Public relations practitioners’ knowing that media
and public relations need each other for success in
management of relationships with media employees
affects the relationship positively.

4.01

931

181

Networking
Strategy

Avera-
ge:2.91

Media employees’ having acquaintances in common
with the public relations practitioners that they are
in contact with affects the relationship positively.

2.81

1.182

181

Public relations practitioners’ organizing events
bringing together all media members that they are
in contact with, affects the relationship positively.

2.77

1.164

181

Media employees’ receiving from surrounding acqu-
aintances positive information regarding the public
relations practitioners they are in contact with affe-
cts the relationship positively.

2.99

1.072

181

Public relations practitioners’ organizing events
where senior staff of the organization and media
employees can come together affects the relations-
hip positively.

3.33

1.033

181

Public relations practitioners’ knowing people that
media members know and being in touch with them
affects the relationship positively.

2.66

1.171

181
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Public relations practitioners’ holding to promises
that they have made to media employees affects the | 4.30 .895 181
relationship positively.

Public relations practitioners’ being aware of the ne-
eds of media employees and acting in order to meet | 4.17 .847 181
these needs affects the relationship positively.

Public relations practitioners’ showing that they

Assurances

Strategy want to maintain a long-term relationship with the 3.69 .909 181
media members affects the relationship positively.

Average: Public relations practitioners’ presenting an image

4.16 of the organization they represent by sharing all
the information needed in a complete and correct 4.25 .824 181
manner to media employees affects the relationship
positively.

Public relations practitioners’ giving the impression
that they can be reached by the media employees
at any time they need to affects the relationship
positively.

4.40 .874 181
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PERCEPTION OF PUBLIC RELATIONS STUDENTS TOWARDS WORK-LIFE CONFLICT: A
STUDY OF ISTANBUL UNIVERSITY PUBLIC RELATIONS AND ADVERTISING STUDENTS

Tugce ERTEM ERAY"

Abstract

It is suggested that very stressful environments and long working hours are among the most significant
aspects according to persons who want to start their careers in the field of public relations. It is also
thought that this condition reflects the typical perception of majority of public relations students to-
wards working. Students must be prepared for busy schedules and long working hours when they start
a full time job in the field of public relations, which is growing rapidly. Taking this into consideration, in
their study, Jiang and Shen (2015: 132) researched the perception of public relations students towards
work-life conflict. These authors have been contacted with the intention of adapting their research to
Turkey because of the limited number of research that presents work-life conflict perception of public
relations students. The questionnaire, which is shared as a result of the interviews, and reliability and
validity of which is determined, was applied to the students of Istanbul University, Faculty of Communi-
cation, Department of Public Relations and Advertising. As a result of the research, it was determined
that expectations of students towards work-life conflict is at a reasonable level, the support they expect
from their supervisors is at a high level, and their expectations related to family-supportive organization-
al work environment are at a reasonable level. In addition to this, supervisory support and family sup-
portive organizational work environment were perceived to be instrumental in reducing behavior-based
work-life conflict.

Keywords: Conflict, Work-Life Conflict, Public Relations Students

HALKLA iLiSKILER OGRENCILERININ iS-YASAM CATISMASINA YONELiK ALGISI:
iSTANBUL UNIVERSITESI HALKLA iLiSKiLER VE TANITIM BOLOMU OGRENCILERI

UZERINE BiR ARASTIRMA

06z

Halkla iliskiler alaninda ise baslamak isteyenlerin karsilarina ¢ikan en énemli unsurlar arasinda ¢ok stres-
li bir ¢evre ve uzun g¢alisma saatlerinin oldugu belirtilmektedir. Bu durumun ayni zamanda ¢ok sayida
halkla iliskiler 6Grencisinin sahip oldugu ise yénelik tipik algiyi da yansithdi diisiiniilmektedir. Ogren-
cilerin hizli bir sekilde biiyiiyen halkla iliskiler alaninda tam zamanli bir ise girdiklerinde yogun ¢alisma
temposu ve uzun ¢alisma saatlerine hazirlikli olmalari gerekmektedir. Bu durumu géz éniinde bulun-
durarak gergeklestirdikleri ¢alismada Jiang ve Shen (2015: 132) halkla iliskiler 6grencilerinin is-yasam
catismasina yénelik algilarini arastirmislardir. Tiirkiye’de halkla iliskiler 6grencilerinin is-yasam ¢atisma
algisini ortaya koyan ¢alismalarin yok denecek kadar az olmasi dolayisiyla yazarlarla ¢alismalarinin
Tiirkiye’ye uyarlanmasi igin iletisime gegilmistir. Gergeklestirilen gériisme neticesinde paylasilan, giive-
nirlik ve gecerliligi saptanmis olan soru formu, istanbul Universitesi iletisim Fakiiltesi Halkla iliskiler ve
Tanitim Bélimii 6grencilerine uygulanmistir. Arastirma neticesinde égrencilerin is-yasam ¢atismasina
yénelik beklentilerinin makul diizeyde olduguna, yéneticilerinden bekledikleri destegin yliksek seviyede
olduguna ve aileyi destekleyici kuruluslara yénelik beklentilerinin makul diizeyde olduguna ulasiimistir.
Bununla birlikte yéneticilerin destedi ile aileyi destekleyen kuruluus gevresinin davranis temelli is-yasam
catismasini azalttigi diistiniilmektedir.
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INTRODUCTION

In today’s business world, work-life conflict is considered to be a significant issue, the
interest in the conflicts between work and life fields has gradually increased and individ-
ual’s conflicts between work and life domains are addressed in current studies.

The studies focus on the resulting effects of when individuals’ responsibilities at the
workplace and responsibilities in their individual or family lives come together. In ad-
dition to pointing out that there is evidence which suggests that making an effort for
the satisfaction of demands at work and living areas increase physical and psychological
health, it is also emphasized that this involves important challenges. More specifically,
it is suggested that demands from work and life domains are incompatible at least to a
certain extent for the majority of workers, and it is observed that this condition leads to
work-life conflict in general terms (Reynolds, 2005: 1313). Communication technologies
also make it more possible for workers to stay connected to their work outside the office.
In their study, Boswell and Olson-Buchanan (2007) suggest that use of communication
technologies by workers outside the work hours, is related to work-life conflict because
this condition increases the interaction between work and life.

It is also possible to find studies on work-life conflict or work-family conflict in recent
years in Turkey. In his study, Anafarta (2011) researched the relationship between work
satisfaction and work-life conflict and life-work conflict, and suggested that health
workers experience work-life conflict more compared to life-work conflict, and work-
life conflict has an effect on work satisfaction. Zincirkiran and Mete (2014: 103), car-
ried out a study in order to determine a significant relationship between workaholism
and work-family conflict, and suggested that there may be a conflict between the work
and family lives of workaholic individuals. Similarly, in their study, Pekdemir and Kogoglu
(2014: 309) emphasized that there is a relationship between workaholism and work-life
balance, and stated that there are differences in work-life balance in terms of gender and
age. Male individuals experience work-life conflict more compared to female individuals,
and participants within 26-35 age range have a better balance compared to participants
who are at the age of 46 and above. Dursun and istar (2014: 127) suggest that work-fam-
ily life conflict has a negative effect on the life and work satisfaction of female workers.
Korkmaz and Erdogan (2014: 541) claim that work-life balance increases organizational
commitment, and organizational commitment increases employee satisfaction although
it doesn’t have a significant effect on employee satisfaction directly.

In the national literature, the relationship between conflict and public relations is not as
highly regarded as in the international literature. Thus, it can be stated that it is difficult
to find studies which focus on the concept of conflict in the field of public relations in
Turkey. Moreover, when the recent studies on work-life conflict in Turkey are reviewed,
it is possible to observe that these studies mostly focus on employees. This study differs
from other studies since it presents how university students who will start their work ca-
reer, perceive work-life conflict. In addition, this study can be evaluated as a contribution
to the field of public relations due to its emphasis on public relations students.
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Although the concept of conflict is defined in various ways in literature, the concept of
conflict mentioned in this study, refers to the conflict, which is experienced when a bal-
ance cannot be achieved between an individuals’ roles.

The Concept of Work-Life Conflict

The capability of achieving balance between role expectations at work and in domestic
life is considered as an issue and it affects individuals constantly. Both work and house
factors prevent individual from achieving an effective balance between expectations at
work and home, and they also lead to conflicts between these two domains. The fact
that individuals have different roles lead to different role expectations. Although these
roles are take place in different areas of individual’s life, boundaries of these areas can-
not prevent the effects of certain roles on what the individual experiences in other areas
(Schmidt, 2011: 1-4). Therefore, it can be suggested that role expectations in work life
have an effect on individual’s other roles, and these effects can be both positive and
negative. From the perspective of different roles, it can be said that role expectations in
work and life domains affect each other mutually, and this effect can lead to conflicts.

In literature, work-life conflict is defined as one form of the conflict between roles. It
is stated that it occurs when role pressures from work and family environment are not
compatible with each other in some aspects (Jiang & Shen, 2013: 4). It is suggested that
in addition to the fact that the expectations of both domains conflict with each other,
it is also difficult to meet both expectations at the same time (Noor & Maad, 2008; 94).
When individuals start a career, they become responsible for role expectations at work,
and because of the mismatch between the responsibilities at work and outside of work,
individuals try to look for ways to establish balance. When individual cannot establish
a balance between the role expectations of two domains, conflict occurs (Zincirkiran &
Mete, 2014: 105). Conflict occurs if two or more elements of pressure emerge simulta-
neously, and individual’s adaptation to one of these roles makes it difficult to adapt to
the other role. Individual has to fulfill the requirements of two or more roles at the same
time, and ignores one of them due to several reasons (Pekdemir & Kogoglu, 2014: 314).
Therefore, it can be suggested that work-life conflict occurs when employees have more
than one role in their work and life domains, and when there is a mismatch between
these roles.

The concept is addressed in the context of two aspects, namely, work-life and life-work.
While a conflict occurs due to problems reflected from work to life in work-life conflict,
conflicts occur due to problems reflected from life to work in life-work conflict (Frone et
al., 1992: 728). This is interpreted as the fact that work-life conflict can be bi-directional,
and it can appear in both domains simultaneously (Knecht et al., 2011: 2). It is stated
that studies on the subject suggest that life-work conflict is experienced more (Frone et
al., 1992: 728). From this point of view, this study addresses the concept in the context
of work-life aspect.
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Types of Work-Life Conflict

Work and life domains demand resources such as time and energy, and since these re-
sources are limited, participation in both domains may lead to conflicts between roles
(Knecht et al., 2011: 1). This phenomenon, which is called work-life conflict, is subject to
a triple classification by Greenhaus and Beutell (1985) and three types of work-life con-
flicts, namely time, strain and behavior based, are suggested in literature.

Time-based conflict is considered to be the most frequent type of work-life conflict. It
occurs when individual spends the time which is needed for responsibilities outside the
work, at work. It consists of excessive working hours and program conflicts, which lead
to excessive role load (Jiang & Shen, 2013: 5). In this conflict type, the determining factor
is expressed as time, and it is stated that the time an individual allocates to the activity
related to the role, reduces the time allocated to other roles, thereby preventing the
participation in these roles (Zincirkiran, 2013: 87). Time-based conflict may occur in two
ways. It may occur when time pressures related to a role makes it impossible to physi-
cally meet the expectations of the other role. Alternatively, it may occur when meeting
the demands of a role physically causes mental preoccupation in the other role (Ozen &
Uzun, 2005: 131).

Strain-based conflict occurs when experiences which cause stress in work life makes
it difficult for the individual to fulfil his/her roles in work area (Jiang & Shen 2013: 5).
It is known that stress factors in work life causes symptoms of stress such as anxiety,
fatigue, depression, apathy and mental strain. It is suggested that strain-based conflict
is associated with fatigue/mental strain aspects, and occurs when the tension individual
experiences in a role affects the performance of other role (Greenhaus & Beutell, 1985:
80). It is stated that sources of strain-based conflict are uncertainty and/or conflicts in
work role, excessive role load, low level of leader support and ease of interaction, phys-
ical and psychological work demands, rate of changes in work environment, stress in
communication, level of concentration expected in the work and commitment to work.
Particularly, high level of commitment to a work makes it difficult to meet the expecta-
tions of the second role (Ozen & Uzun, 2005: 132; Carlson & Kacmar, 2000: 1033, 1034).
It is suggested that disputes in the family are associated with work-family conflict and
supportive attitudes of partners protect each other from high level of work-family con-
flict (Greenhaus & Beutell, 1985: 81).

On the other hand, behavior-based conflict occurs when roles expected from the em-
ployees at work conflict with the roles they play in their personal lives. It is stated that
behaviors which are appropriate outside the work environment, such as emotional sen-
sitivity, are inappropriate and dysfunctional when used in work life. Likewise, behaviors
related to management such as authority, ambition, power, objectivity are meaningful
in work environment, but considered inappropriate at home (Jiang & Shen, 2013: 6).
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Supervisory Support and Family Supportive Organizational Work Environment From a
Perspective of Work-Life Conflict

According to many scholars, individuals have to work for long hours, which affects work-
life balance negatively, and the real problem in work-life conflict is the fact that their
commitment to cause unwillingness to have a good time in their social lives. It is suggest-
ed that one of the most significant aspects which causes conflict in people’s professional
lives is the fact that they are an individual, a member of the family (Pekdemir & Kogoglu,
2014: 315). Work-life conflict not only affects the personal happiness and life satisfaction
of employees, but also their level of work stress, job satisfaction and organizational com-
mitment to a great extent, which is also important for the organizations they work for.
For this reason, it is emphasized that conflicts must be managed effectively (Efeoglu &
Ozgen, 2007: 238). It can be suggested that that many organizations aim to reduce work-
life conflict by creating family supportive programs. For instance, Ko¢ Holding aims to
increase the satisfaction of employees of Ko¢ Group and strengthen their commitment
to the organization through various activities conducted with the personnel and social
responsibility projects within the scope of Ko¢-MyFamily program. Kog¢ Group organizes
sports organizations, training programs for employees working within the body of Ko¢
Group Sports Club Association and their families (KOC, 2015). It is stated that imple-
menting such programs in real terms depends especially on the decisions of supervisors.
When companies organize such programs, some supervisors may not approve the initia-
tives of employees. If such programs or regulations cannot be carried into effect, indi-
viduals can still create this type of arrangements with their supervisors. Research indi-
cate that support from supervisors decreases the stress employees experience at work,
supervisors can provide suggestions to their employees about how conflicting demands
can be resolved in areas inside and outside of the work, and help them to find a middle
course when individual interests and corporate benefits conflict (Jiang & Shen, 2013: 7,
8). Therefore, it can be suggested that family supportive programs of organizations and
the approach of top management have an important role in work-life conflict. Also, the
fact that supervisors support their employees independently from their organizations
shows that they have a significant effect on reducing work-life conflict.

AIM AND METHODOLOGY

Aim and method of the study, which address types of work-life conflict, supervisory sup-
port and family supportive organizational environment within the framework of work-
life conflict are given below.

Aim
This study aims to present the perception of public relations students towards work-life

conflict. Within the framework of this aim, the study seeks answers to the following
questions:

1. How do public relations students perceive work-life conflict at their future full-time
employment in Turkey?
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2. How do public relations students perceive the relationship between future supervi-
sory support and what are they expecting their levels of time-based, strain-based,
and behavior-based work-life conflict will be?

3. How do public relations students perceive the relationship between their future
family-supportive organizational work environment and their anticipated levels of
time-based, strain based, and behavior-based work-life conflict?

Method

The scale developed by Jiang and Shen (2015) was used to determine the perceptions of
public relations students in Turkey towards work-life conflict. In this context, questioning
technique was used within the framework of survey method.

Population and Sample

Population of the study was determined as students who continue their studies at Public
Relations and Advertising Department in Turkey, and sub-universe of the study consisted
of students who continue their studies at Public Relations and Advertising Departments
of state universities within the boundaries of Istanbul. Within the scope of this sub-uni-
verse, sample of the study consists of students of one of the well-established universities
of Turkey, Istanbul University, Faculty of Communication, Public Relations and Advertis-
ing Department.

Data Collection Tool

Jiang and Shen’s (2015) scale, which is adapted to Turkish, was used within the scope
of this study. Within the scope of the research, the questionnaire applied to public rela-
tions students, consists of seven questions including open-ended questions. The salary
question was excluded from the questionnaire since it is not appropriate to question the
salary of people in Turkey in social and technological terms. Therefore, the questionnaire
used in this research consists of six questions. In the 1st and the 2nd question, gender
and age of participants were asked respectively, and their grade was asked in the 3rd
question. 7-point Likert scale (1-Strongly Disagree, 7-Strongly Agree) was used for the
answers of other questions. 4th question aimed to collect data about public relation
students’ expectations related to work-life conflict. Within this framework, three state-
ments related to each type of work-life conflict were given, and students were expected
to express their level of agreement to nine statements in total. They were asked to state
their level of agreement to a statement about the support they expect from their super-
visors in 5th question, and grade 5 statements about supportive organizational environ-
ment expectations in the 6th question.

The questionnaire was translated by the author into Turkish, and preliminary test of the
form, which was prepared in order to determine functional statements, was conducted
with the participation of public relations students. Cronbach’s Alpha value calculated for
reliability test was above the suggested value in general for five statements related to
organizational environment, with 0.85 for nine statements related to expected work-life
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conflict, 0.89 for statements determined for expected supervisory support, and 0.78 for
five statements related to expected family-supportive organizational work environment.
Although Cronchbach’s Alpha value is 0.70 and more in general, Nunnall (1974) suggests
0.70 as the lowest limit. Questions, validity and reliability of which were determined by
a preliminary study, were applied to the sample that consisted of 326 public relations
students.

Procedure

Questionnaire was submitted to 2015-2016 academic year Public Relations and Adver-
tising Department students of Istanbul University, Faculty of Communication, who were
considered to represent Public Relations and Advertising students in Istanbul. Raw data
collected through surveys were transferred to computer. First of all, descriptive statistics
related to the data set, which will constitute the basis of the analysis, are explained. In
the second phase, mean values of the scales were determined, and their validity and
reliability were questioned. In the third phase, confirmatory factor analysis was applied
to research questions, and answers to research questions were sought with regression
analysis. In the process of finding answers to research questions, SPSS and LISREL soft-
ware were used and findings were evaluated with Microsoft Word and Excel programs.

FINDINGS

326 students in total participated in the research. When gender distribution of public
relations students who participated in the research was examined, it was observed that
57.4%, that is 187 of students were female, whereas 42.6%, that is, 139 of students
were male. 49.4% of students (161 persons) consist of persons in 18-20 age group while
40.8% of them (133 persons) consist of persons 21-23 age group and 9.8% of them (32
persons) consist of persons in 24-> age group. 25.2% (82 persons) of public relations stu-
dents who participated in the research, were first grade students, 32.5% of them were
(106 persons) were second grade students, 22.7% of them (74 persons) were third grade
students, and 19.6% of them (64 persons) were final year students.

Descriptive statistics of data are reported in order to answer the first question of the re-
search. In Table 1, Table 2 and Table 3, perception of public relations students towards
work-life conflict in their future works is presented. When work-life conflict expectations
of public relations students towards their future works were analyzed, it was observed
that their statements centre around ‘Somewhat agree’ and ‘Somewhat disagree’ options.
The highest value in the scale is ‘My work will keep me from my family activities more
than | would like” statement with 4.54 mean value. The lowest value is ‘Behavior that will
be effective and necessary for me at work would be counterproductive at home’ state-
ment with 3.45 mean value. When public relations students’ statements related to their
expectations from their supervisors were analyzed, it was observed that their statements
centered around ‘Strongly agree’ and ‘Somewhat agree’. Therefore, it can be suggested
that students expect support from their supervisors when they start their career. The high-
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est value in the scale is ‘1 hope my future supervisor will accommodate me when | have
personal business to take care of’ statement with 6.19 mean value. Statements of public
relations students related to their expectations towards family supportive organizational
environment centre around ‘Neither agree or disagree’ and ‘Somewhat disagree’ state-
ments. Based on these statements, it can be suggested that public relations students do
not have a lot of expectations for a family supportive organizational environment for the
present. The highest value in the scale is ‘My future employer should believe that work is
the primary priority in a person’s life’ statement with 3.99 mean value.

To explore whether there existed any gender and class differences, one-way ANOVA was
conducted. While expectations of the students related to time-based conflict are in the
first place (M = 4,38, SD = 1,52), this is followed by expectations of strain-based conflict
(M = 3,76, SD = 1,50). This is followed by behavior-based conflict, which is a lower level
(M = 3,48, SD = 1,49). However, ANOVA did not reveal any significant gender differences
(time-based conflict: F = 0,61, p = 0,43; strain-based conflict: F = 0,33, p = 0,56; behav-
ior-based conflict: F = 2,98, p = 0,08). On the other hand, ANOVA revealed significant
class differences (time-based conflict: F = 4,45, p = 0,04; strain-based conflict: F = 5,100,
p = 0,02; behavior-based conflict: F = 5,225, p = 0,002). When groups with significant dif-
ferences in their mean values were analyzed, it was observed that students in the third
and final grade have more expectations related to all three work-life conflicts compared
to first grade students.

In the research, there are three statements for each work-life conflict, and 9 state-
ments in total related to expected work-life conflict. Cronbach’s Alpha value calculated
for reliability test was above the suggested value in general, with 0.83 for time-based
conflict, 0.77 for strain-based conflict and 0.74 for behavior-based conflict. Cronbach’s
Alpha value calculated for the reliability test of 5 statements, which were determined
for expected supervisory support, was 0.82. Cronbach’s Alpha value calculated for the
reliability test of 5 statements, which were determined for expected family supportive
organizational work environment, was 0.88, and it was observed that values are above
the suggested value in general.

Factor loads determined for expected work-life conflict, expected supervisory support
and expected family-supportive organizational work environment statements. Results
of the confirmatory factor analysis are given in Table 4, Table 5 and Table 6 respectively.
The extent, to which the model explains the obtained data after the research, is deter-
mined with goodness of fit indexes. While there are many ‘goodness of fit indexes’, the
most important ones are taken into consideration in the study (Byrne, 2010; Hooper et
al., 2008; Schermelleh-Engel et al., 2003; Schumaker & Lomax, 2010; Meydan & Sesen,
2011). As a result of the obtained data, measurable model overall had the following ac-
ceptable data-model fit: Chi Square = 340,31 (df = 142), x2/df = 2,39, RMSEA = 0,065, GFI
=0,90, AGFI =0,87, CFI=0,93, IFI =0,93, TLI (NNFI) =0,92, PGFI = 0,67, SRMR = 0,051. Fit
values reported for the model indicate that model provides a statistically acceptable fit.
Therefore, it can be suggested that any changes on the model is not necessary.
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Hierarchical regression analysis was performed in order to evaluate the relationship be-
tween the resulting factors. With this method, determining the relationship between
student’s future supervisory support and time-based, strain-based, behavior-based
work-life conflict expectations was aimed. The same analysis was applied in order to
determine the relationship between family supportive organizational work environment
and time-based, strain-based, behavior-based work-life conflict expectations.

The first model explains the relationship between behavior-based, time-based and
strain-based work-life conflict and future supervisory support perceptions of public rela-
tions students. 5% of the change in dependent variable is explained with behavior-based,
time-based and strain-based work-life conflict variables. It is observed that expected
behavior-based, time-based and strain-based work-life conflict variable (F (3,322=5,248)
p<0,005) is significant. Tolerance and VIF values were checked in order to test multi-
collinearity problem between the factors. That tolerance value is below 0.10, and VIF
value is above 10, suggest that there is a multicollinearity problem (Pallant, 2010). Tol-
erance and VIF values in the coefficients table, show that there is not a multicollinearity
problem (expected time-based work-life conflict: Tolerance=0,666, VIF=1,502; expected
strain-based work-life conflict: Tolerance=0,672, VIF=1,749; expected behavior-based
work-life conflict: Tolerance=0,772, VIF=1,295). When beta values and significance lev-
els were analyzed as the last factors, for work-life conflict, Beta=-0,097, Sig.=0,148; for
strain-based work-life conflict, Beta=0,660, Sig.=0,363; for behavior-based work-life con-
flict, Beta=-0,202, Sig.=0,001. Therefore, it is seen that only expected behavior-based
work-life conflict variable is significant. Thus, it can be said that public relations students’
perceptions about future supervisory support are negatively related to what they are
expecting their levels of behavior-based work-life conflict will be.

Second model explains the relationship between students’ perceptions about their fu-
ture family-supportive organizational work environment and their anticipated levels
of behavior-based, time-based and strain-based work-life conflict. 3% of the change
in dependent variable is explained with behavior-based, time-based and strain-based
work-life conflict variables. It is observed that expected behavior-based, time-based
and strain-based work-life conflict variable (F(3,322=3,415) p<0,005) is significant. Tol-
erance and VIF values in the coefficients table, show that there is not a multicollinearity
problem (expected time-based work-life conflict: Tolerance=0,666, VIF=1,502; expected
strain-based work-life conflict: Tolerance=0,672, VIF=1,749; expected behavior-based
work-life conflict: Tolerance=0,772, VIF=1,295). When Beta values and significance levels
were analyzed as the last factors for work-life conflict, Beta=0,038, Sig=0,574; for strain-
based work-life conflict, Beta=-0,034, Sig.=0,641; for behavior-based work-life conflict,
Beta=0,177, Sig.=0,005. Similar to the first model, it is seen that only expected behav-
ior-based work-life conflict variable is significant also in this model. Therefore, it can be
said that public relations students’ perceptions about their future family supportive or-
ganizational environment relate negatively to their anticipated levels of behavior-based
work-life conflict.
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DISCUSSION AND CONCLUSION

The fact that business world has started to address work-life conflict as a significant issue
is also reflected into current studies. Individuals’ efforts to fulfill their responsibilities at
the work place and their responsibilities in their personal and family lives bring along
certain physical and psychological challenges. It is observed that studies which deter-
mine such situations are generally intended for employees. In this study the focus was
on the perceptions of university students, who will start their careers, towards work-life
conflicts. Work-life conflict was addressed based on three categories: time, strain and
behavior based conflict.

Within this framework, it was determined that public relations students have work-life
conflict expectations for their future works at a reasonable level. It can be suggested
that this is because students haven’t started their career yet. When students’ work-life
conflict expectations for their future works are analyzed, it can be suggested that they
expect confronting time-based conflicts more compared to strain-based and behav-
ior-based conflicts. Hence time-based conflict is considered to be the most frequent type
of work-life conflict in the literature as well. On the other hand, it was figured out that
students expected support from their future supervisors. Especially when they have per-
sonal business to take care of they expected accommodation from their future supervi-
sor. Individuals and employees generally expect support from supervisors and the same
goes for students who have not even started working. It was observed that the level of
their family-supportive organizational work environment expectations is not very high.
This may be due to the fact that students do not live in the same city with their parents.
It can also be suggested that not being married is a factor that makes family supportive
organization expectations not a priority.

It was determined that students’ expectations related to work-life conflict do not differ
according to gender, but students have differences according to their grades. Therefore,
it can be suggested that students approach to their careers further as they pass on to
higher grades, and there are differences in their perceptions towards work-life conflict
also in these expectation categories. Recent studies about work-life conflict in Turkey
show that gender does matter. However, in this study, gender difference do not affect
the results. It is possible to say that gender does not have an effect on the results since
female students do not have to take the responsibilities of the family they have to handle
according to the Turkish society, nor they are aware of the gender discrimination they
will witness in work.

It was determined that the correlation between the support they expect from their fu-
ture supervisors and their expectations related to work-life conflict is very low. On the
other hand, it was determined that it had a significant relationship only with behav-
ior-based work life conflict among work-life conflict categories. As a result of the anal-
ysis, it was determined that expectations related to behavior-based conflict decreases
when the support expected by students from their supervisors increases. In this sense,
while it is implied that students have expectations from their future supervisors, it can
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be suggested that as this expectation increases, expectations related to behavior-based
conflict, one of the work-life conflict categories, decreases. Therefore, students think
that if they are supported by their supervisors, conflicts they confront between the roles
they play in their work life and roles they play in their personal lives will decrease. Al-
though students think that they mostly confront time-based conflict, they do not place
an importance on the relationship between time-based conflict and expected supervi-
sory support. In other words, the fact that time is a deterministic factor in conflict still
applies even though support by supervisors is existent. This may be due to the possibility
that students think they have more control over their time. However, students place
importance on the relationship between supervisory support and behavior-based con-
flict. Therefore it can be stated that behavior-based conflict type has the most expected
support from their supervisory because they think that if they are supported by their
supervisors, behavior-based conflict will decrease.

It was also determined that the relationship between students’ expectations related to
family supportive organizational work environment, and expectations related to work-
life conflict is very low. On the other hand, a significant relationship was determined be-
tween expectations related to family supportive work environment and behavior-based
conflict. When expectations related to family-supportive work environment increase,
expectations related to behavior-based conflict, one of the work-life conflict categories
decrease. Therefore, students think that the conflicts they confront between the roles
they play in their work lives and the roles they play in their personal lives decrease when
they work family supportive organizations.

Students dwell on the relationship behavior-based conflict and the support they expect
from their future supervisors and family supportive organizations is more compared to
other work-life conflict types. Although time-based conflict is the most frequent type
of work-life conflict, students place importance on behavior-based conflict within the
frame of its relationship with other factors. This may be due to the fact that students
have not started working yet. They have not experienced the pressure of stress and time
management issues, either.

On the other hand, it can be suggested that since the study was conducted only in one
city and at one university participants have similar social conditions and they are study
within the same education system. Therefore different conclusions may be drawn if the
study is conducted in different cities, at different state universities and private universi-
ties. It is recommended to expand the scope of the study in this sense, and conduct the
study in different cities and at different universities.
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TABLES
. . Std.
Table 1: Expected Work-Life Conflict at Future Jobs Mean ..
Deviation
My'vs./c_)rk will keep me from my family 454 1798
activities more than | would like.
The time | must devote to my job will
L . o 4.41 1.711
keep me from participating equally in household responsibilities.
| will have tc? miss family activities due to the - 419 1.747
amount of time | must spend on work responsibilities.
When | get home from work | will often be too frazzled
L . . A e 3.83 1.851
to participate in family activities/responsibilities.
| will often be so emotionally drained when | get home
L L . 3.68 1.794
from work that it will prevent me from contributing to my family.
Due to all the pressures at work, sometimes when | come
. . . 3.77 1.786
home | will be too stressed to do the things | enjoy.
The problem-solving behaviors | use in my job will not
- . 3.5 1.929
be effective in resolving problems at home.
Behavior that will be effective and necessary for me at work
. 3.45 1.712
would be counterproductive at home.
The behaviors | perform that make me effective at work will
3.51 1.849
not help me to be a better daughter/son at home.
Table 2: Expected Supervisory Support Mean S
FEXP P ¥ Supp Deviation
| hope my future supervisor will be
. 5.89 1.4
supportive when | have a work problem.
| hope r'qy future superwslor will be fair in 6.13 1359
responding to employees’ personal needs.
| hope my future supervisor will accommodate me when
| have personal business to take care of, for example, 6.19 1.255
medical appointments, etc.
| hope my future supervisor will be understanding when
. 5.98 1.36
| talk about personal issues that affect my work.
| hope my future supervisor will really care about the effects that 575 1.546

work demands have on my personal and family life.
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. . . . Std.
Table 3: Expected Family Supportive Organizational Work Environment | Mean Deviation
My future employe_r should belle\ie t.hat work 399 1.997
is the primary priority in a person’s life.
My future employer should think that long hours
L ) . 3.26 1.922
inside the office are the way to achieve advancement.
My future employer should believe that employees who are
highly committed to their personal lives cannot be highly 3.23 1.918
committed to their work.
My future employer should believe that individuals who take
. . . 2.82 1.977
time off to attend to personal matters are not committed to their work.
My future employer should assume that the most productive
. . . 3.13 2.005
employees are those who put their work before their non-work life.
Table 4: Results of Measurement Model: Expected Work-Life Conflict Factor Loadings
Factor
Factor Indicator Load-
ings
My work will keep me from my family 0.77
activities more than | would like.
Expected Time-Based The time | must devote to my job will
Work-Life Conflict keep me from participating equally in household responsi- 0.82
bilities.
| will have to miss family activities due to
; e 0.77
the amount of time | must spend on work responsibilities.
When | get home from work | will often be too frazzled 0.82
to participate in family activities/responsibilities.
Expected Strain- | will often be so emotionally drained when | get home
Based from 0.81
Work-Life Conflict | work that it will prevent me from contributing to my family.
Due to all the pressures at work, sometimes when | come 061
home | will be too stressed to do the things | enjoy. '
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The problem-solving behaviors | use in my job will not be 0.69
effective in resolving problems at home. '

Expected Behav-
ior-Based
Work-Life Conflict

Behavior that will be effective and necessary for me at work

0.80
would be counterproductive at home.

The behaviors | perform that make me effective at work will

0.66
not help me to be a better daughter/son at home.

Table 5: Results of Measurement Model: Expected Supervisory Support Factor Loadings

Factor
Factor Indicator Load-
ings
| hope my future supervisor will be
. 0.69
supportive when | have a work problem.
I hope my future supervisor will be fair 081
in responding to employees’ personal needs. '
Expected | hope my future supervisor will accommodate me
Supervisory | when | have personal business to take care of, 0.86
Support for example, medical appointments, etc.
I hope my future supervisor will be understanding when 0.85
| talk about personal issues that affect my work. '
I hope my future supervisor will really care about the 0.80
effects that work demands have on my personal and family life. ’

Table 6: Results of Measurement Model: Expected Family-Supportive Organizational Work Envi-
ronment Factor Loadings

Factor Indicator Factf)r
Loading
My future employer should believe that 045
work is the primary priority in a person’s life. '
My future employer should think that long hours 0.68

inside the office are the way to achieving advancement.

famEi)I(p—(:EtEdort— My future employer should believe that employees who
yivepp are highly committed to their personal lives cannot be highly 0.77

. committed to their work.
organizational

work environ- | My future employer should believe that individuals who
ment take time off to attend to personal matters are not committed to 0.78
their work.

My future employer should assume that the most productive
employees are those who put their work before their non-work 0.77
life.
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HOW A TURKISH BANK USES CORPORATE SOCIAL RESPONSIBILITY
TO CONSTRUCT ITS IDENTITY? A CASE STUDY
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Abstract

Based on institutional theory, this article aims to understand the corporate social responsibility (CSR)
agenda, organizational identity construction, and how both are communicated. To achieve this goal, the
study focuses on Garanti Bank’s organizational identity and CSR agenda to develop a deeper understand-
ing of the role of CSR in identity construction and in gaining legitimacy. The researchers analyzed Garanti
Bank’s corporate website and social media accounts (Facebook and Twitter) in addition to conducting
qualitative in-depth interviews with communication and CSR managers. By engaging in a thematic con-
tent analysis, the authors aim to understand how Garanti Bank defines its identity, shows its legitimacy,
develops a CSR agenda, and communicates all of these attributes to stakeholders. The study results
reveal that ‘technology’ and ‘being first’ are instrumental themes in how the bank positions itself and in
gaining a competitive identity. On the other hand, themes related to ‘CSR’ and ‘being ethical’ are instru-
mental in gaining a moral organizational identity. The results underline CSR initiatives’ role in construct-
ing a competitive, legitimate and moral organizational identity. The thematic content analyses indicated
that for Garanti Bank, CSR is one of the most crucial identity themes, and thus it is communicated via all
organizational communication channels.

Keywords: Organizational Identity, Corporate Social Responsibility, Legitimacy

TURK BANKALARI KiMLiK iNSASINDA KURUMSAL SOSYAL SORUMLULUGU
NASIL KULLANIYOR? BiR VAKA ANALizi

0Oz

Bu ¢alismanin amaci, kurumsal kurama dayanarak érgiit kimligi insasinda kurumsal sosyal sorumlu-
luk faaliyetlerinin rolii ve kurumsal iletisim yoluyla paydaslara nasil aktarildigini anlamaktir. Calismada
Garanti Bankasi’nin kurumsal sosyal sorumluluk etkinliklerinin 6rgtit kimligi insasindaki rolii ve érgiit
mesruiyetine katkisi anlasiimaya ¢alisilmaktadir. Bu kapsamda, Garanti Bankasi’nin sosyal medya he-
saplari (Facebook ve Twitter) ile kurumsal web sitesi incelenmis, ilaveten iletisim ve kurumsal sosyal
sorumluluk yéneticileri ile derinlemesine gériismeler gerceklestirilmistir. Tematik icerik analizi yéntemi
kullanilarak Garanti Bankasi’nin kurumsal sosyal sorumluluk faaliyetlerinin, kurumsal kimlik ile érgtt
mesruiyetine etkisi ve kurumsal iletisim yoluyla paydaslara nasil aktarildigi incelenmistir. Calisma
sonuglari, Garanti Bankasi’nin ‘teknolojik olma’ ve ‘ilk olma’ temalarini vurgulayarak kendini konum-
landirdigini ve rekabetci bir kimlik insa ettigini géstermistir. Ote yandan, ‘kurumsal sosyal sorumluluk’
ve ‘etik olma’ temalarinin ahlaki kimlik kazanmaya katki sagladigi anlasiimistir. Calisma sonuglari ku-
rumsal sosyal sorumluluk faaliyetlerinin rekabetgi, mesru ve etik bir 6rglitsel kimlik insasindaki 6nemli
roliinii ortaya koymaktadir. Kurumsal web sitesi, sosyal medya hesaplari ve gergeklestirilen derinlemes-
ine gériisme analizi sonuglarindan, Garanti Bankasi i¢in kurumsal sosyal sorumluluk temasinin en 6nemli
kimlik temalarindan biri oldugu ve tiim 6rglitsel iletisim kanallari ile aktarildigi anlasiimistir.
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INTRODUCTION

Business ethics is becoming an issue of greater concern globally (Guillén, Melé & Mur-
phy, 2002). However, the influence of local context and understanding how ethics are
showcased and corporate social responsibility (CSR) is implemented in different coun-
tries is important to this global knowledge base. As Jamali and Neville (2011) proposed,
itis important to understand CSR by analyzing organizational pressures and relationships
in a local institutional context to reveal the real potential for CSR in a country. In fact,
understanding business-society relations in various national contexts (Siltaoja & Onki-
la, 2013) may enhance our understanding of CSR at the global level. In line with these
studies, the current study aims to generate a deeper understanding of the CSR field in
Turkey’s banking sector by analyzing one bank through a case study and presenting the
findings about identity construction and the influence of CSR initiatives from a develop-
ing-country perspective.

Guided by institutional theory, this paper aims to understand the CSR agenda, organi-
zational identity construction, and how both are communicated. It aims to achieve this
goal by focusing on one of Turkey’s largest banks, Garanti Bank. Institutional theory is
commonly used in organizational research as it helps reveal the processes behind or-
ganizational decision making and as well as the institutional environment’s influence on
these processes (Wooten & Hoffman, 2008). The role of CSR in establishing a legitimate
identity has been investigated in general in previous studies, but the current study fo-
cuses on a specific bank’s organizational identity and CSR agenda in order to develop
a deeper understanding of the role of CSR in identity construction and in gaining legit-
imacy. The study includes an analysis of Garanti Bank’s corporate website and social
media accounts (Facebook and Twitter), in addition to the results of qualitative in-depth
interviews with the bank’s communication and CSR managers. By engaging in a thematic
content analysis, the authors aim to understand how one of the largest Turkish banks
defines its identity, shows legitimacy, develops a CSR agenda, and finally, communicates
these identity attributes to stakeholders.

The next section includes an overview of the literatures on institutional theory, organiza-
tional identity, legitimacy, CSR, and communication. The methodology section outlines
the research methods and techniques used during the online research and qualitative
interviews. The results and discussion sections provide the research findings and the
conclusion section discusses the implications of the research. The paper ends with impli-
cations for practitioners and suggestions for future research. The theoretical background
elaborates the major studies that contribute to the literatures on organizational identi-
ty, corporate social responsibility and its communication, and the interaction between
them.

Institutional Theory and Organizational Identity
Olins (1989) suggested that identity is a total of all organizational activities, products/
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services, and communication efforts. Identity has also been defined as “an organiza-
tion’s distinctive character discernible by those communicated values manifest in its ex-
ternally transmitted messages” (Aust, 2004: 523). Organizations continuously construct
their identities through the activities they engage in and communicate them to their
stakeholders. Therefore, organizational communication is critical for organizational iden-
tity construction and communicating that to the relevant parties, as well as for gaining
legitimacy as an ethical and moral institution. Establishing a moral identity, especially
through the effective communication of socially responsible practices, enhances an or-
ganization’s legitimacy and may also help the firm gain a competitive advantage.

Being perceived as a missionary organization may also enhance a firm’s position in an
industry. Ozen and Kiski (2009: 306) proposed that some organizations undertake a
missionary role by transferring “modern production technologies, product designs, or-
ganizational structures and practices” from western countries to developing countries
(Ozen & Berkman, 2007). Such firms act as a catalyst for initiating modern practices in
a country, accept them as an indispensable quality of their identities (Ozen & Kiiskii,
2009), and often engage in discretionary CSR initiatives intrinsically.

Institutional theory suggests that organizations, especially those active within the same
industry, become isomorphic and start to resemble one other by imitating each other’s
actions, including in CSR initiatives (Matten & Moon, 2008). In fact, once an organization
or a few organizations in the same industry engage in a certain activity, competitors or
other industries follow them to adapt to the emerging institutional context (DiMaggio &
Powell, 1983). For example, institutional or industry pressures have a strong influence on
organizations’ CSR activities. As argued by Jamali and Neville (2011: 604), organizations
tend to engage in CSR initiatives in “institutional environments where the economy is
strong, and this probability increases (or is mediated) in the presence of relevant state
regulations, active advocacy or NGO groups and a strong normative discourse supportive
of CSR”. These arguments are reflected in Garanti Bank’s CSR activities; the firm has a
strong CSR agenda, focusing on supporting national development and ensuring that its
CSR initiatives result in a differentiation within Turkey’s banking field.

Corporate Social Responsibility and its Communication

Communication scholars study CSR to determine its influence on how stakeholders view
organizations and evaluate their legitimacy. Heath (2006) underlined the close relation-
ship between organizational legitimacy and CSR, and argued that communicating organ-
izational values is important for fostering legitimacy. Corporate social responsibility has
been defined as “the commitment to improve community well-being through voluntary
business practices and contributions of corporate resources” (Kotler & Lee, 2005: 3).
McWilliams and Siegel (2001) highlighted CSR’s role in advancing the social good by ex-
ceeding minimum legal regulation requirements, which, for example, may not go far
enough in protecting workers or the environment.
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In other words, corporate social responsibility involves changing the notion that the in-
terests of organization are solely profit based. Due to the need to positively define their
role in society, organizations now feel stakeholder pressure to integrate economic, legal,
ethical, and discretionary responsibilities in their business activities (Carroll 2004; Mar-
golis & Walsh; 2003; Lichtenstein et al. 2004; Lindgreen et al. 2009; Maon et al. 2010).
Bhattacharya and Sen (2003) suggested that CSR has a positive influence on consum-
er-company identification. Hsu (2012) also proposed that a strong CSR strategy may help
create positive customer attitudes towards an organization, strengthen favorable per-
ceptions, and result in positive financial outcomes. Maon, Lindgreen, and Swaen (2010:
33) suggested that due to CSR’s influence on an organization’s long-term success, firms
integrate CSR into their strategies, use it to position themselves in the market, and even
“gain a reputation as a leader in sustainable practices”. Corporate social responsibility
can also be a tool to support governments in areas where they cannot provide services
or there are gaps (Amaeshi et al., 2006; Frynas, 2005), and can also be used to “respond
to issues of high national prominence” (Kurokawa & Macer, 2008: 6). Due to its increas-
ing importance, CSR is more of a focus in business practices and in the literature (Kotler
& Lee 2005; McWilliams et al. 2006; Lamberti & Noci 2012). Factor, Oliver and Mont-
gomery (2013) indicated that CSR’s diffusion and institutionalization has turned it into
an important research area.

Corporate social responsibility is also an important component of a firm’s public relations
strategy, supporting positive stakeholder relationships. Organizations must pay atten-
tion to stakeholder demands if they aim to be known as ethical and acting responsibly
(Grunig, 2006). However, effective communication of a firm’s CSR activities is required
to meet these goals, and thus CSR initiatives make up an important component of the
organizational identity construction process. Communicating CSR initiatives, and thus
organizational values, is important to developing sustainable relationships with stake-
holders. Organizations communicate how they respond to issues with social and envi-
ronmental implications to ensure legitimacy (Gray et al., 1995, Deegan, 2002). Siltaoja
and Onkila (2013: 369) referred to CSR reporting as “a societal legitimacy quest” and “a
communicative action,” that helps “define the role of societal actors for the achievement
of CSR”.

AIM AND METHODOLOGY

In accordance with the arguments proposed in literature which is presented in the previ-
ous section, this study aims to understand the following research questions:

RQ 1: What is the extent and content of organizational identity and CSR communication
on the corporate website of Garanti Bank?

RQ 2: What is extent and content of organizational identity and CSR communication on
the social media accounts of Garanti Bank?
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RQ 3: How do Garanti Bank’s communication and CSR managers perceive the firm’s or-
ganizational identity and CSR?

RQ 4: What is the role of CSR in constructing a legitimate organizational identity for
Garanti Bank?

This study tries to reveal the potential interaction among organizational identity, CSR,
and organizational legitimacy constructs through a single-case methodology. Studying
one case allows for using several data sources, such as document analysis, observations,
and interviews (Marshall & Rossman, 1995), to achieve an in-depth analysis. As a case
study covers “both the phenomenon and its context, yielding a large number of poten-
tially relevant variables” (Yin, 2002: 48), it is an appropriate methodology to understand
theoretical constructs and their interactions with each other. Selecting a single-case or
multiple-case methodology depends on the study objectives.

Garanti Bank was chosen as the case to be investigated because it has several distinctive
characteristics. Previous research on the eight largest Turkish banks revealed that Garan-
ti Bank heavily emphasizes CSR initiatives in constructing its identity, and that the bank is
one of the most effective users of social media (Ozdora-Aksak & Atakan-Duman, 2015).
Garanti Bank’s CSR initiatives are quite profound in terms of their variety and scope.
For example, the Bank has been supporting education through its Ogretmen Akademisi
Vakfi (Teachers Academy Foundation), supporting art and culture through its SALT mod-
ern art center initiatives, supporting jazz music through Garanti Caz Yesili (Garanti Jazz
Green) initiatives, various sponsorships in basketball and volleyball, nature initiatives in
partnership with World Wildlife Foundation (WWF) and various energy and sustainabil-
ity projects. The firm, which was established in 1946, currently has 995 branches, em-
ploys close to 20,000 employees, serves approximately 13,000,000 customers, and has
total assets of almost 260 billion Turkish Liras. Details about Garanti Bank are presented
in Table 1

This interpretive research makes use of secondary and primary data to understand Ga-
ranti Bank’s identity construction process and the contribution of CSR activities to this
process. Interpretive research is a type of qualitative research that investigates mean-
ing creation and construed realities to reveal people’s perceptions and interpretations,
which in turn influence how they create, enact, or interpret reality. Interpretive research
also explores roles and responsibilities (Patton, 2002). Following the methodology used
by Matten and Moon (2008), the researchers analyzed CSR initiatives easily identified
on Garanti Bank’s website and social media accounts, as well as those reported in qual-
itative interviews with five communication and CSR managers. Such activities included
activities or programs that were “voluntarily and deliberately designed or developed to
either proactively fulfill a perceived responsibility toward society or to more reactively
comply with the expressed expectations of the different stakeholders of the corpora-
tion” (Matten & Moon, 2008: 608).

Increasing Internet use has pushed organizations to share more information online about
their operations and CSR activities. The website analysis included a thematic analysis of
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the textual data from the “About Us”, “History”, “Mission and Vision”, and “Corporate
Social Responsibility” sections of Garanti Bank’s website which entailed the analysis of
15073 words, 9148 of which was solely dedicated to CSR information. The social media
analysis included a thematic analysis of 228 Facebook posts and 164 Twitter tweets dur-
ing a four month period between March and July. The data collected from the websites
and social media was copied onto a separate word processing document and analyzed
qualitatively to develop a thematic understanding of Garanti Bank’s identity construction
and its CSR initiatives. The qualitative interviews provided primary data for the study and
allowed the authors further insight into Garanti Bank’s identity construction process and
unveil the motivations behind the firm’s engagement in various CSR initiatives and the
decision-making processes behind them.

The qualitative interviews with managers were an important component of this research
as they helped understand the identity construction and CSR decision-making processes
from within the organization. Factor, Oliver, and Montgomery (2013: 143) stressed the
importance of understanding managers’ perceptions of CSR in order to unveil “predic-
tions about the future spread of CSR norms and practices”. The research used purposive
sampling to interview a total of 5 CSR and communication managers whose identities
have been concealed for confidentiality purposes. A semi-structured interview guide,
provided in the table, was prepared in light of the business, organization, and commu-
nication literatures. This short interview guide comprised three main sections, the first
focusing on the definition and conceptualization of organizational identity, the second
on the definition of CSR, CSR decisions, and understanding their significance for the or-
ganization, and the third on the communication of CSR initiatives online. The questions
aimed to tackle issues related to Garanti Bank’s organizational identity construction and
corporate principles as well as CSR’s importance for the organization’s stakeholders and
the organization as a whole. In addition, questions related to budgetary allocations for
different CSR initiatives, decision-making processes or organizational motivations, social
programs and projects, and tailoring CSR programs according to needs and trends in the
country were integrated into the interview guide to reveal the bank’s CSR and communi-
cation decision-making structures.

The interview guide was shared with the managers in advance to provide some guide-
lines about the research topics and questions and to receive final approval for the inter-
views. This step was followed by a teleconference to discuss the interview questions.
The interviews took place at the Garanti Bank headquarters in Istanbul. The interviews
were conducted in Turkish, the analysis was done in Turkish and the emerging themes
and related quotes were later translated by the researchers into English and their accu-
racy was checked with a native English speaker. While the guide provided direction for
the interviews, it also allowed for flexibility around the question sequence, wording,
and the emergence of new points and topics. The interviews were audio recorded and
later transcribed for detailed analysis, which focused on revealing common patterns and
looking for saturation in answering questions. Different answers or viewpoints were also
noted and included in the analysis to reveal major themes. The transcripts were first
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coded separately by the two researchers through pre-readings and detailed readings to
allow for an independent interpretation of the findings, as suggested by Lindgreen and
co-authors (2010), with the aim of revealing major themes emphasized by the manag-
ers. The coded themes were then merged and grouped into similar categories by the
researchers together to identify the main identity and CSR themes highlighted during
the interviews. Following Long and Driscoll’s (2008) approach to coding, the authors
allowed alternative code values to emerge from the text and discussed and integrated
new themes if necessary.

FINDINGS

The first research question aimed to reveal the extent and content of organizational
identity and CSR communication on Garanti Bank’s corporate website. The study results
show that the bank’s most-emphasized themes for identity construction in its organiza-
tional communication channels (both on the website and on social media) are ‘technolo-
gy’, ‘being first’ (in many areas related to banking and CSR), and ‘corporate social respon-
sibility’. (See Table 2 for the emerging themes from the website, Facebook, Twitter, and
interview content analyses. These themes also answer research questions 1, 2, and 3).
The themes that emerged from the website analysis are ‘technology’, ‘CSR’, ‘being first
and a leader’, ‘sustainability’, ‘innovation and creativity’, ‘quality’, ‘customer orientation’,
‘collaboration’, ‘equal opportunity’, and finally, ‘being a strong bank’. The four most-em-
phasized themes are ‘technology’, ‘being first’, ‘being a leader’ (which relate to being
strong and competitive), and ‘CSR’ (which is more related to establishing a moral iden-
tity).

The second research question focused on the extent and content of Garanti Bank’s or-
ganizational identity and CSR communication on its social media accounts. The results
revealed that Garanti Bank utilizes the same set of themes in its social media communi-
cation as it does on its website to support and replicate its main identity elements. This
result indicates that the bank embraces a carefully planned, coherent, and consistent
identity-communication strategy. One of the managers explained the bank’s identity
strategy in this way: “What we try to do in our social media communication is to reflect
Garanti Bank’s technologically advanced, pioneering, innovative, and strong organiza-
tional identity.... This is a very important component of our communication.”

The third research question aimed to identify communication managers’ perceptions
of Garanti Bank’s organizational identity and CSR activities. The qualitative interviews
allowed for detailed elaboration of why certain themes emerge from the analysis. In-
terviewees suggested that in its communication, Garanti Bank highlights non-economic
outputs, such as CSR and sustainability, as a strong moral identity element: “We don’t
define CSR as merely a grouping of certain activities.... For us, it means integrating repu-
tation and risk management into all the non-financial activities of the bank.” The themes
also stress economic and competitive outputs such as being a leader and a strong bank,
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as well as technology and core banking functions. One interviewee underlined Garanti
Bank’s efforts to be first: “Our bank is known for doing [things first]. Our goal is to be
a bank that does things first, values its customers, makes customers’ lives easier, uses
technology well, and be a pioneer....”

The interviewees also underlined Garanti’s philanthropic conceptualization of CSR by
referring to its explicit initiatives in arts and culture and education areas. One manager
said that the bank defines “CSR as the proactive engagement...in social issues such as
human rights, community benefit[s], and employee support, basically supporting var-
ious stakeholder groups.” The managers also suggested that resilience is an important
concept in determining Garanti’s CSR initiatives: “There is a word we use constantly:
resilience. Being able to get out of various crises, not just financial ones, safely. Being
able to stand on our own feet. Because we are not simply an institution that provides
financial services to its customers, but one that has managed to create a larger impact.
That’s how you remain strong in many areas.”

The fourth research question examined the role of CSR initiatives in constructing a le-
gitimate organizational identity for Garanti Bank. As noted earlier in this paper, institu-
tional theory suggests that organizations within the same industry are often subject to
similar institutional pressures therefore, once a few organizations within an industry are
involved in certain activities, others follow these pioneers and adapt these activities as a
result of isomorphic dynamics (DiMaggio & Powell, 1983). As Matten and Moon (2008)
suggested, such isomorphism can also been seen in organizational CSR initiatives.

Garanti Bank promotes itself as an industry leader in regards to the content and extent of
its CSR agenda. The interviews indicated that Garanti defines itself as a CSR pioneer and
proudly implements various CSR initiatives in many areas, which have been mimicked by
other banks. Organizations implement environmental, social, ethical, and responsible
practices to support their roles in society (Lichtenstein et al. 2004; Lindgreen et al. 2009;
Maon et al. 2010) and to construct a moral identity. For example, Garanti Bank supports
the Teachers’ Academy Foundation (TAF; Ogretmen Akademisi Vakfi), an organization
that trains teachers and thus addresses a local social need in the area of education.

Another interesting finding from the interviews was perceptions about sponsorships.
Compared to the bank’s support of the TAF, which the managers feel effectively reflects
the organization’s identity, they view their major sponsorships in sports more like adver-
tising — more strategic and directed towards increasing public awareness. The managers
also stated that they regard CSR initiatives as a risk-aversion tool, which may help protect
the organization from reputational damage, especially during crisis situations: “[W]e use
CSR as a tool to manage reputation and risk.”

DISCUSSION AND CONCLUSION

The study results underline CSR initiatives’ role in constructing a competitive, legitimate
and moral organizational identity. The website, social media, and interview thematic
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content analyses indicated that for Garanti Bank, CSR is one of the most crucial identi-
ty themes, and thus it is communicated via all organizational communication channels.
Jones and co-authors (2007) highlighted that an organizational culture based on trans-
parent and altruistic values (Maon, Lindgreen, & Swaen, 2010) may help create a strong
basis for developing and implementing CSR initiatives (Swanson, 1999; Maon, Lindgreen,
& Swaen, 2010).

Garanti Bank has constructed a strong and coherent organizational identity via its com-
munication channels by heavily emphasizing the themes ‘technology’, ‘CSR’, and ‘being
first’. The ‘technology’ and ‘being first’ seem to serve to construct a competitive identity,
aiming to help the bank gain a high rank within the banking industry. On the other hand,
themes related to CSR such as ‘sustainability’, ‘collaboration’, ‘equal opportunity’, and
‘fairness’, serve to construct a moral identity. As Carroll (1979) highlighted, such initia-
tives are based on ethical and philanthropic responsibilities and aim to contribute to
community development.

In their study on Turkish banks, Ozdora-Aksak and Atakan-Duman (2015) put forward
that organizations utilize five major theme categories to construct two types of identi-
ties. — ‘Future orientation’ (technology, innovation, etc.), ‘superiority’ (being first, being
a leader, etc.), ‘extensive impact and development’ (sustainability, growth, etc.), and
‘core banking functions’ (profitability, productivity, quality, etc.) are instrumental in
constructing a competitive identity (Ozdora-Aksak & Atakan-Duman, 2015). However,
themes related to ‘being ethical’, such as ‘CSR’, ‘sustainability’, ‘equal opportunity and
fairness’, and ‘openness’ are instrumental in constructing a moral identity (Ozdora-Aksak
& Atakan-Duman, 2015). It can be proposed that while a strong competitive identity may
enhance an organization’s competitive position intra-industry, a strong moral identity
may shed a positive light on the organization in regards to external stakeholders. Based
on this argument, Ozdora-Aksak & Atakan-Duman developed a theoretical conceptual
model about identity inclination (Figure 1).

Ozen and Kiiskii’s (2009), above-noted ‘missionary role’ can be viewed as another orga-
nizational identity category. Garanti Bank’s most-emphasized themes, ‘technology’ and
‘being first’, are in line with the missionary organizational identity, which also values con-
tribution to community and national development as one of its important social goals.
Art- and culture- related CSR initiatives (such as Garanti Bank’s SALT Modern Arts Centers
located in Istanbul and Ankara and Jazz Green Music Festival) enhance this missionary
organizational identity. Garanti Bank regards community development, especially in so-
cial areas, as an important organizational mission.

The study results and the interviews with communication and CSR managers reveal that
coherent and consistent identity communication is crucial for a firm’s identity construc-
tion. As important as a competitive identity is for organizations, a moral and/or mission-
ary identity may help enhance a firm’s social standing and prestige of organizations, even
leading to acquiring a competitive edge, especially in a developing-country setting. As
highlighted in the literature, in order to internalize CSR priorities into an organization’s
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long-term strategy and decision-making structures, a firm needs to adapt a value-driven
approach rather than a profit-driven approach (de Woot, 2005; Maon et al., 2010).

While this single-case study was interpretive in nature and aimed to uncover the identity
construction of a specific organization (Garanti Bank), to reveal a pattern in banks’ iden-
tity construction processes in Turkey, future studies need to embrace a multiple-case
methodology and increase the number of cases analyzed. A comparative cross-cultural
approach could be adopted to uncover the influence of national institutional contexts
on CSR decision-making structures and as well as their influence on identity construc-
tion. As identity construction is a multi-level construct that can be studied from multiple
viewpoints, an internal employee survey and/or an external customer survey could help
reveal differing perspectives on organizational identity and assess the influence of CSR
on a firm’s constructed identity.
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TABLES AND FIGURES
Table 1: Garanti Bank in Numbers

Key Information and Indicators

Year of establishment 1946
Shareholding structure

Dogus Group 24.2256 %

BBVA (Banco Bilboa Vizcaya Argentaria S.A.) 25.0100 %

Other partners 50.7644 %
Number of branches

Number of domestic branches 995

Number of branches abroad 11

Total number of branches 1.006
Total number of employees 19.427
Total number of customers 13.272.821
Total assets 259.8 billion TL
Equity capital 27.4 billion TL
Total deposits 141.1 billion TL
Net income 953.4 million TL

Average daily transaction volume (2014)

303.2 million US Dollars

Market value (2014)

17.044 million US Dollars

Source: Data collected from Garanti Bank’s corporate website. https://www.garantiinvestorrela-
tions.com/tr/finansal-bilgiler/detay/Kisaca-Garanti/390/1796/0, Retrieved on 04.05.2015.

Table 2: Emerging Themes from Garanti Bank’s Website, Facebook, Twitter, and Qualitative

Interview Content Analyses

Themes from the website Themes from Facebook & Themes from the inter-
Twitter views
Technology Technology Technology
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CSR CSR CSR

Being first Being first Being first

Being a leader Being a leader Sustainability
Sustainability Sustainability Innovation/Creativity
Innovation/Creativity Customer focus

Product & service quality
Customer focus
Collaboration/Partnership
Equal opportunity/Fairness

Being a strong bank

Table 3: Identity Inclination According to Theme Category

CSR Theme Categories Constructed Identity

Future Orientation N
Competitive

Extensive Impact & Development .
Identity

Superiority
Core Business Functions

Being Ethical
* CSR
*  Openness
e  Equal Opportunity & Fairness

Moral

Identity

Source: Adopted from Ozdora-Aksak, E. & Atakan-Duman, S. (2015). The online presence of
Turkish banks: Communicating the softer side of corporate identity. Public Relations Review,
41(1), 119-128.

Table 4: Interview Questions
1. How do you define the concept of organizational identity?
2. Could you define Garanti Bank’s organizational identity for us?

3. What makes your organization different than its competitors? What are its major character-
istics?

4. Could you talk about Garanti Bank’s corporate social responsibility activities?
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According to you, what is the influence of Garanti Bank’s CSR activities on its identity con-
struction?

Who makes Garanti Bank’s CSR activity decisions?
What do you think about the interaction between organizational identity and CSR in general?
Who decides on the content of your corporate website?

What do you think about the use of social media for identity construction and communica-
tion?

Who determines and manages the content of Garanti Bank’s social media accounts, including
Facebook and Twitter? How often are they updated?
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HUMAN RIGHTS REFLECTIONS OF ISTANBUL UNIVERSITY
FACULTY OF COMMUNICATION STUDENTS:
A COMPARATIVE ANALYSIS OF CHANGES IN PERCEPTION AFTER GEZi PROTESTS

Ersin TURAN

Abstract

The central theme of this study is the level of knowledge and understanding of Human Rights concepts held
by students in the Istanbul University Faculty of Communication. In keeping with the students’ education on
media and communication subjects, a sample survey was conducted in order to determine the extent to which
the students have acquired a command of Human Rights discourses and, as communicator candidates, what
kind of perceptions they hold regarding the scope of this subject within Turkey and in the world. Further, in
order to deepen the research the results were compared to those of a similar study conducted 7 years earli-
er. The Human rights discourse is developing in the Political Science, Law and Women’s Studies fields and it
seems to be extending to nearly all the social science disciplines. However, in the eyes of the youth the image
of Human Rights in Turkey appears not to have developed in a positive direction. This article therefore can
and should be assessed as a comparison of Human Rights perceptions of the generation before Gezi and
the university youth after Gezi. However, the study universe observes, within the frame of Human Rights
concepts, the possible cultural and social changes that can occur among Turkish university students studying
in the same university and having relatively the same education. Additionally, the young people in this study
universe have their own observations about the Gezi protests, in part because of the close distance between
the Faculty of Communication and Taksim.

Keywords: Human Rights in Turkey, Academic Studies in Human Rights, Gezi Protests

iSTANBUL UNIVERSITESI iLETiSiM FAKULTESI OGRENCILERININ YANSITTIKLARI iNSAN
HAKLARI KAVRAMLARI: GEZi PROTESTOLARI ONCESi VE SONRASI DEGISEN BAKISIN
KARSILASTIRMALI BiR ANALIZzi

0Oz

insan Haklari kavramlarinin neler oldugu ve bu kavramlar isiginda; istanbul Universitesi iletisim Fakiilte-
si égrencilerinden olusan bir 6rneklemde, bu kavramlari ne diizeyde anladiklari ¢alismanin konusunun
ana temasini olusturmaktadir. Ayrica 6§rencilerin okuduklari iletisim Fakiiltesi egditimine uygun olarak
medya ve iletisim alanindaki insan Haklari séylemlerine ne diizeyde hdkim olduklari, bu séylemleri ne
diizeyde takip ettikleri ve iletisimci adaylari olarak Tiirkiye'de ve diinyada bu konu kapsaminda nasil
bir algilari oldugunu belirlenmeye ¢alisildi. Bu asamada, 7 yil dncesinde yapilmis olan ¢alismayla
kiyaslanmasiyla; arastirmaya derinlik kazandirmak ve bilimselligin tekrarlanabilirligini géstermek
amaglanmustir. Siyaset, Hukuk ve Kadina yénelik alanlarda gelisen insan Haklari séylemleri toplumsal
olan her alanda konusulmaya baslamis géziikmektedir. Elbette bu gelismeler isiginda bile Tiirkiye’de
insan Haklari hakkinda bir ilerleme imaji genclik nezrinde pozitif bir gelisime ugramamustir. Makale, bu
nedenlerle de Gezi 6ncesi kusak ile Gezi sonrasi iiniversite gencliginin insan Haklari algi karsilastirmasi
da olarak dederlendirilebilir ki degerlendirilmesi de gerekir. Ancak ¢alisma evreni ayni okulda okuyan ve
ayni egitime sahip, Tiirk tniversite gengleri arasinda meydana gelebilecek kiiltiirel ve sosyal degisimlerin
neler oldugunu insan Haklari kavrami cercevesinde karsilastirmaya tutarak gézlemlemektedir. Ayrica bu
calisma evrenimizin gengleri, iletisim fakiiltesinin Taksim’e yakin konumu nedeniyle Gezi protestolarina
baglaminda su veya bu sekilde kendi gézlemlerine sahip olmaktadiriar.

Anahtar Kelimeler: Tiirkiye’de insan Haklari, insan Haklari Konusunda Akademik Calismalar, Gezi Pro-
testolari
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GIRIS

The Gezi Park protests in our country, one among a series of social movements in the
world that begin with Egypt and one that was to claim its place in history, caused de-
bates among all relevant and irrelevant social environments. Human Rights concepts
constituted the basis of these debates. During this process it was observed that, while
each of the parties considered that they were in the right, contradictions arose when
they criticized parties in other countries that were in the same position as themselves.
The primary purpose of this study is not to explain the Gezi Protests. It was planned as
a survey-based study in which the results would be compared with a similar study pub-
lished in 2006, “Human Rights in the Agenda of the University Youth”. However, in view
of the fact that the student profile is expected to change over a period of seven years,
it was decided to wait before undertaking the new study in order to prevent repetition
of student participants in the survey and carry out a study with a new university gener-
ation. At the time that we decided to again test the approach of the youth on Human
Rights Concepts, the Gezi Protests had taken its place as a social movement that had
increased interest in Human Rights and left its distinct mark on the period; hence it could
not be excluded. In conducting the survey, in order not to distract attention, care was
taken to avoid digressing from questions common to both studies - with the exception of
one or two additional questions that mention the Gezi Protests. These have been left out
of the assessment but if repeated in a future study will be comparable.

In 2013, environmentalists conducted protests and pitched their tents in Gezi Park in
an attempt to demonstrate their opposition to the structural changes, stop the public
works that were going on and gain time before a court decision on the dispute. Police
action to hinder this passive resistance with disproportionate force in front of the media
and TV cameras sparked bigger and bigger protests, which turned into mass demon-
strations against stiff and uncompromising discourses of the government of then-Prime
Minister Recep Tayyip Erdogan. In the face of increasingly rough police tactics, public
participation in the country grew among the larger masses. It was a period that brought
about various Human Rights discussions regarding the toughness of the police interven-
tion. The Gezi Protests became an important political breaking point. Opponents ver-
sus government supporters began to base their criticisms on Human Rights concepts.
The most important effect of this period is that the people were exposed to intense
information regarding Human Rights concepts by both media and social media. During
this phase, public authority vanished in the touristic area between Taksim and Besiktas.
Three groups seized the lack of authority and formed a rebel zone where provocateurs
as well as marginal groups were also free to circulate. The course continued with the
government’s call for its own voters to go into the streets for Rabia demonstrations. The
protests that started when construction vehicles entered Gezi Park for destruction on
May 27th ended with a police intervention on June 15th (“Gezi Parki Protestolari,” n.d.).

This article therefore can and should be assessed as a comparison of Human Rights per-
ceptions of the generation before Gezi and the university youth after Gezi. However,
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the study universe observes, within the frame of Human Rights concepts, the possible
cultural and social changes that can occur among Turkish university students studying
in the same university and having relatively the same education. Additionally, the young
people in this study universe have their own observations about the Gezi protests, in
part because of the close distance between the Faculty of Communication and Taksim.

Human Rights Concepts/Terminology

Human Rights have undergone various differentiations in the national and international
literature. The primary ones are described as follows:

Classic Human Rights, or Protective Human Rights: These are individual rights and free-
doms that protect the individual from the power and authority of the state and that
cannot be overturned by the state. These rights can be called ‘Negative Rights’. Classic
Human Rights limit the powers of rulers in favor of the individual and protect the people.
The first examples in history were the declarations of rights in the Magna Carta, the 1787
Constitution of the United States and the 1791 French Constitution (Kara, 2012: 57-63).

Separation of Individual Rights and Collective Rights: This concept represents rights that
take in a much larger incorporated (nation) or unincorporated (public) collective struc-
ture. The biggest criticism regarding it argues that collective rights cannot exist unless
there are individual rights. However, it is possible to say that the right of self-determina-
tion (droit a l'auto-détermination) in this context has benefited people referred to in Ar-
ticles 1/2 of the UN Charter, who are mostly the colonial peoples of Africa and Oceania.
Indeed, the UN General Assembly’s decision No. 1514 dated 14 December 1960 bears
the title “Declaration on the Granting of Independence to Colonial Countries and Peo-
ples”. Article 6 of the Charter closes all the doors to change of the borders. According to
the article, any attempt targeting the national independence and territorial integrity of a
country is incompatible with UN law (“Her Tirld Irk Ayrimciliginin...,” 2015).

Separation of Human Rights and Civil Rights: This separation finds its source in the Au-
gust 20, 1789 French Declaration of the Rights of Man and Citizen, according to which
human rights are birthrights and citizenship or civil rights are present at a rate regulated
by positive law. Today, this separation has lost its validity because human rights are se-
cured internationally at the present time (Tezcan et al., 2004: 16-21):

Separation of Rights of Protection, Demand and Participation: According to the
classification made by German lawyer Georg Jellinek, it is triple separation as
rights of protection, claim rights and right of participation:

Separation of Formal Rights and Actual Rights (Freedoms): A doctrine whose
source is found in Marxism, it was presented by Marx as an alternative to the
rights that he described as classic human rights of liberalism, or formal rights. This
concept represents such rights as the right to have a job, to have a respectable life
of real liberation from social exploitation.

Quinary Separation as Individual, Political, Social, Economic, and Cultural Rights
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and Duties: This separation was based on the international agreement on Econom-
ic, Social and Cultural Rights among UN member states that had been introduced
in the UN General Assembly decision dated December 16, 1966. This concept
penned by AKAD shows the similarities found in the 1961 Constitution of Turkey
and the contents of this international agreement on civil rights (Tezcan et al., 2004:
16-21).
Separation of Human Rights as First, Second, and Third Generation Rights: First
Generation Human Rights are considered as the rights regulated by Articles 1-21
of the Universal Declaration of Human Rights and rights acquired in the historical
process. The main ones are: right to life, privacy of domicile, private property, free-
dom of conscience and religion, political rights, the right to privacy, etc.

Second Generation Rights are economic, social and cultural rights. For instance,
the right to science, the right to art, the right to education, etc.

Third Generation Human Rights were first put forward by Karel Varsak after the
Second World War. It covers subjects such as sharing of the revenue to be obtained
from ocean bottoms, Antarctica, outer space and the moon. It takes the human
values as global, i.e., the right to peace, the right to food, right to communication,
the right of self-determination, the right to receive humanitarian assistance, and
environmental rights.

AlM AND METHODOLOGY

Aim

As noted above, human rights and studies in this field globally generally parallel those in
our country. The Gezi Park resistance and protests have now become a part of history.
Considerable documents, articles and publications about human rights violations were
produced during this period. It is assumed in this study that there is a perceptual change
in the ‘Human Rights’ values of the youth in the current period. Based on this assump-
tion, the aim was to compare the results of a Human Rights survey conducted prior to
the Gezi Protests and the results of a survey carried out during and after the protests and
to assess the perspective on Human Rights.

After 2006, aside from the socio-political developments in Turkey, new developments
occurred that affected young people and societies across the world. The most important
topic is the prominence of the social media that came to the forefront in this period.
With devices in almost everyone’s hands that had not only telephone but also comput-
er capability with Internet, connection developed at lightning speed without time and
place limitations. The reason why such new developments emerged in the social events
of the recent period is absence of time and place limitation on the Internet and all chan-
nels of communication -even on regime-controlled TV and radio channels and news-
papers-, causing such breakthroughs as protester groups’ getting organized on Twitter,
photo sharing over Instagram and video sharing over Youtube The world behaved like a
single social group on the Internet. Of course, it can be presented either as an innovative
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social development or as a way of spreading, with terrifying effect, manipulations, disin-
formation and especially, actions of war on societies. Twitter was launched on March 26,
2006, in the year when our reference survey was carried out. Instagram was created on
October 6, 2010 and Pinterest, which lets people socialize through their interest areas, in
March 2010. Humanity had thus obtained the possibility to get and spread information
over a single channel and make it possible for even the smallest ideological group to
have the space to be heard.

In Turkey, after a one-party government was elected in 2001, economic stabilization and
a political single-voice environment were established. When working with a generation
that can remember the crisis period in 2006, we can say that, the youth in the 2013
study grew up in a single party political system and whatever their political preferences
are, their critical view is oriented to this one-party government. In light of these devel-
opments, it follows that there is a new generation that thinks it cannot make itself be
heard and whose Human Rights perceptions have been molded through these social me-
dia tools. Based on the data obtained from in this study, we will try to identify possible
future changes and developments.

Within the framework of this general aim, answers to the following questions were
sought with the pre-test, post-test comparison model:

1) In your opinion, which newspapers among the Print Media publish the most on
the ‘Human Rights

Discourse’?

2) In your opinion, which television channels among the Broadcast Media cover
the ‘Human Rights

Discourse’ the most?

3) Which subjects in Turkey have been submitted to the European Court of Human
Rights? Would you

give examples you know?
4) Do you know the websites that report on Human Rights subjects?
5) Do you know of any non-governmental organizations active on Human Rights?

6) In your opinion, which radio channels among the Broadcast media cover ‘Hu-
man Rights Discourse’

the most?
7) In your opinion, in which fields are the subject of Human Rights discussed?

8) In your opinion, what are the first three countries in which human rights were
protected?

9) In your opinion, what are the top three countries in which human rights are
violated?

10) What do you pay attention to when evaluating the truth in a piece of news?
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Methodology

The study has been carried out among the students of Istanbul University Faculty of
Communication using the survey method and two-stage modeling. The students were
asked 20 open-ended questions with multiple choice and one-word answers. Not all the
guestions asked in the survey were used in this article. The common questions that had
been evaluated in the first article published in 2006 were evaluated comparatively in this
study. Other questions will be assessed for use in an additional study. In 2006, the survey
was applied to 132 students of which 78 were male and 54 were female; and in 2014,
the survey was made on 230 students of which 104 were male, 4 were non-specifiers
and 122 were female.

In the study, very different answers occur because of the knowledge variability of the
individuals. The first three pieces of data that were mentioned most in replies to cer-
tain questions were subjected to tabular and interpretive assessment, without which it
would otherwise be difficult to make a judgment from the plethora of information.

FINDINGS

The findings will be given according to the research questions as below.

Which newspapers among the Print Media publish the most on the ‘Human Rights
Discourse’?

The students name 37 different publications. Those that were named 3 or more times
are subjected to ordering and comparison. According to the agenda of the students, the
Sézcii, Cumhuriyet and Hiirriyet newspapers published the most about Human Rights.
Data in Figure 1 (...) indicate that S6zcii received 55 votes, Cumhuriyet 50, Hiirriyet 35,
Radikal 34, Birgiin 24, Milliyet 19, Aydinlik 18, Sol 16, Evrensel and Karsi 9, Sabah, Taraf
and Zaman 6, HaberTiirk and Ozgur Giindem 5, Aksam and Posta 4, Akit, Azadiya Welat,
Yeni Safak and Yurt 3 votes. When we evaluated the first three newspapers in terms of
gender, the women considered Hiirriyet as more prone to writing about human rights.
There are two-three person variables for Sézcii and Cumhuriyet (Figure 1: 103).

It was observed that the Radikal newspaper had lost its lead to Sézcii, falling back to 4th
place (Turan & Mavnacioglu, 2006: 159). Nevertheless, this regression of Radikal spans
the student body of the Istanbul University Faculty of Communication; whereas Radikal
was selected the best newspaper of 2013 in the “TOP 2013 Awards” held for the eighth
time in 2014 by the Galatasaray University Business Club and awarded in 31 different
fields. Radikal author Clineyt Ozdemir received the best columnist award. Radikal Edi-
torial Coordinator Muhittin Danis, who accepted the award, made a speech on Human
Rights and Gezi in the name of the newspaper saying (“2013’Un en iyi...,” 2014):

Ali ismail Korkmaz was beaten to death last year during Gezi protests in Eskise-
hir. The Eskisehir governor said that Korkmaz was beaten by his friends. However,
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Radikal was a close follower of the event and revealed the images of police beat-
ings. This year, again, Berkin Elvan, who was shot in the head with a gas canister,
lost his life. In three different applications made to the institutions of the state, it
was stated that there were no images about the day of the event. However, we
have reached the first images about the day of the event yesterday. We will be a
close follower of this event as well. As the Radikal family, we are dedicating this
award primarily to Ali Ismail Korkmaz and Berkin Elvan and to our 8 young people
who lost their lives in the Gezi protests.

Galatasaray University had elected Radikal as the top newspaper in 2012 as well.

Which television channels among the Broadcast Media cover the ‘Human Rights Dis-
course’ the most?

A total of 44 television channels were named in the survey. The rankings presented in
the figures include those channels that were mentioned by three or more students. Ac-
cording to the results, taking the first three channels as base, the entire ranking of the
former study, which was NTV, CNNTurk and Kanal D, changed with the exception of
CNNTurk (Turan & Mavnacioglu, 2006: 160-161).

The results of the second study, undertaken in the first months of 2014, show that Halk-
TV took the lead, CNNTurk maintained its position and Ulusal Kanal took the third place
from Kanal D. In the new ranking, NTV and Kanal D dropped back to 4th and 5th places,
respectively. Data were based on the following tally of votes: Halk TV 63, CNNTurk 36,
Ulusal Kanal 30, NTV and Kanal D 18, FoxTV, 12, Art1 Bir 9, Star and IMC TV 8, BBC 7, ATV
6, CNN International 5, Samanyolu, Habertiirk and Yol 4, Hayat, Show TV, TRT, El-Cezire
and Sokak TV 3. Evaluating in terms of gender, we can say that Halk TV made it to the top
thanks to the women with 35 votes, compared to the men with 28 votes (Figure 2: 103).

Which subjects in Turkey have been submitted to European Court of Human Rights?
Could you give examples you know?

While the three leading ECHR agenda subjects named were ‘Turban’ (religious head-
scarf), ‘Torture’ and ‘Leyla Zana’ (parliamentarian) in the reference study (Turan &
Mavnacioglu, 2006: 163), the murder of Hrant Dink, the Roboski case and, again, the
headscarf issue cases remained in the knowledge store of students in the current study.
The case of President of Turkey Abdullah Gil's wife Hayriinnisa Gul (wearing a head-
scarf), which ranked 5th, is placed in the awareness ranking. When it is evaluated within
the “Turban” category, it can be said that the turban issue is known among today’s youth
as the first ECHR case (Figure 3: ...). Leyla Zana was remembered by one person and lost
recognition as an ECHR case. Data were formed according to the votes as follows: Hrant
Dink 13, Robosky and Headscarf 10, Abdullah Ocalan 9, Hayriinnisa Giil 8, Torture and
Ergenekon Prisoners 7, Ugur Kaymaz 6, Madimak 4, Armenian Genocide, Press Com-
mission, Dersim and Long Detentions 3. In general, we can say that the rate of response
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from 230 people is low. The headscarf is on the agenda of the women with 6 votes and
Hrant Dink is another prominent subject with 8 votes of men (Figure 3: 104).

Do you know the websites actively reporting about on Human Rights?

In the study, significant changes are observed on this subject in the comparison with
the recent period. It can be said that website names made progress in terms of diver-
sity and numbers, but website recognition has not improved even though our young
people spend much more time on the Internet. However, in addition to bianet.org, the
twitter and change.org sites which were named for the first time in the second study
have ranked among the top three. In addition, ihd.org, which had been mentioned in
the former study, was not named at all. The websites by votes are as follows: Change.
org 7, Twitter.com 4, Bianet 3, T24.com 2; receiving 1 vote each were ANF, Sendika.org,
Facebook, imza.la, UNICEF, Radikal, Amnesty.org, Mazlumder.org and iHH. Change.org
came first with 6 votes by women. The sparse number of responses to this question from
among 230 people surveyed may be interpreted as an indication that young people do
not use Internet on this or similar subjects. The sparsity of answers does not allow an
evaluation over gender (Figure 4: 104).

Twitter’s coming to the forefront as a website active in the field of Human Rights is
an important social perception. The youth have stated that Twitter, a platform of free-
dom of expression, is itself a website active on Human Rights. This reveals the website’s
position in the social perception while it was active in the period when the study was
being carried out. The website was banned by TIB (the Telecommunications Ministry)
according to a decision of the Istanbul Chief Public Prosecutor’s Office, dated 20.03.2014
(“Twitter gece yarisi...,” 2014). The ban was removed on April 2nd, 2014 as a result of
an agreement between Twitter executives and the government. The removal of this ban
was welcomed in Europe as well (“Avrupa’dan ilk Yorum...,” 2014).

Do you know of any non-governmental organizations active on Human Rights?

In this study, the names of 43 non-governmental organizations were written by the stu-
dents. Among these, fan groups and football teams such as Carsi, Geng Fenerliler and
Fenerbahge were ranked apart from NGOs. The NGOs with 3 or more mentions were
enumerated in the figures. While Amnesty International ranked first, the same organi-
zation is seen as third in the former study. The Human Rights Association (IHD) dropped
back from first to second place (Turan & Mavnacioglu, 2006: 161). Although the num-
ber of participants was increased from 132 to 230 in the second study, the number of
respondents to the question decreased and the recognition of 37 people in the first
study dropped to 20 in the second study. Regarding Amnesty International, there was an
increase in recognition from 2 to 21 people. We can say that women led in mentioning
Amnesty. Another positive development on this question is that 43 different NGOs as
compared to 4 in the first study were mentioned. The votes are as follows: Amnesty In-
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ternational 21, iHD 20, UNICEF 17, Mor Cati 13, MazlumDer 8, ECHR 7, IHH Humanitarian
Relief Foundation 6, Turkey Human Rights Foundation and LGBT Solidarity Association 5,
UNESCO, UN and WHO 4 (Figure 5: 105).

In your opinion, which radio channels among the Broadcast media cover ‘Human
Rights Discourse’ the most?

The results from this question show that Best FM moved to the lead from its former 6th
position. It can be said that over the course of 7 years the other two radio channels in the
top three, A¢ik and Ozgiir, still use the human rights discourse and did not lose the rec-
ognition of the students. 24 different radio channels were named in the study, whereas
12 were named by the students in the former study (Turan & Mavnacioglu, 2006: 161).
Thus, it would not be wrong to say that the radio era is not over. The vote results were
as follows: Best FM and Ac¢ik Radio 5, Ozgiir and Yon Radio 4, Show Radio 3. With the
rise in mobile phones ownership, radio recognition has increased as well. Although the
channel most mentioned among 230 people was not preferred by more than 5 people,
this should not be interpreted as meaning the young people do not listen to radio. We
asked about radio channels in terms of their human rights discourses. Therefore the only
conclusion to make is that radio channels do not carry out a mission for the sake of social
education or raising awareness. (Figure 6: 105).

In your opinion, in which fields are the subject of Human Rights discussed?

Human Rights discourse is used in 40 different fields according to the students, whereas
in the previous study, 4 different fields were focused on, which is an interesting develop-
ment in itself: the votes were as follows: Press 59, NGOs 42, Universities 23, Parliament
7. The answer parameter used in the previous study (Turan & Mavnacioglu, 2006: 166)
was developed and more detailed data acquired; the top votes in the second study are
as follows: Politics 43, Law 34, Women'’s Rights 24, Policy 20, Freedom of Expression 16,
Social Life 12, Social Security and War 11, Racism, Education and Children 9, Economy
and Social Media 8, Press 6, Right to Live 5, Religion and the Homeless 4, the Right to
Privacy, Health and International Relations 3 (Figure 7: 106). In brief, the issue of Human
Rights has gained a foothold in our lives as a discourse that is progressively more under-
stood and used. Politics is an area that the men indicated interest in (27 votes) whereas
the areas of Law (24) and Women'’s Rights (15) come to the forefront among the women
(Figure 7: 106).

In your opinion, what are the first three countries in which Human Rights were pro-
tected?

According to the students, Turkey has dropped back to 15th place in Human Rights pro-
tections, receiving 14 votes from among 203 respondents. Turkey received only 1 vote
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from among the women. This result, along with the results from the following ques-
tion, points to the situation of women in the society. In the eyes of the youth, Turkey,
which was 13th in the previous study, appears to have regressed in the ranking of coun-
tries in which Human Rights are protected (Turan & Mavnacioglu, 2006: 167). France
has dropped back to 10th place compared to the previous study, with Sweden, Switzer-
land and France at top ranking. The vote results are as follows; Norway 80, Sweden 71,
Switzerland 66, England 56, Holland 41, Germany 36, USA 33, Canada 25, Denmark 24,
France 22, Finland 22, Japan 7, Australia 6, Belgium 5, Turkey, North Korea, New Zealand
and Cuba 4, Syria, Italy and Uruguay 3 (Figure 8: 106).

In your opinion, what are the top three countries in which human rights are violated?

In the previous study Turkey and Iran were second and third on the list and maintained
their places while Iraq has dropped back from first to fourth place. According to the ob-
servations of participants in the present study, Syria is the country where Human Rights
violations are experienced the most. The votes are as follows: Syria 97, Turkey 86, Iran
68, Iraq 39, Palestine 26, Saudi Arabia 22, China 20, Egypt and Afghanistan 19, USA 18,
Russia 17, North Korea and India 13, England and Israel 10, Somalia 8, Nigeria 5, Pakistan
4 and Ukraine 3. If we take a look at the status of Turkey from the viewpoint of the wom-
en, we see that Turkey received more votes from women than men: 48 votes by women
placed Turkey among the countries where human rights are violated. In evaluating this
situation, the fact that equality and human rights for women have not developed ideally
should be considered and raises cause for concern, even if proportionately speaking the
survey participants have the family and social opportunities for the right to education
and sufficient social rights in the future (Turan & Mavnacioglu, 2006: 168) (Figure 9: 107).

What do you pay attention to when evaluating the truth in a piece of news?

In a different study, it was documented that university students have a different con-
sciousness level in trusting as well as seeing social media as news source. The proportion
of the students who stated they believe in news sources on the Internet remained at
9%. 51% of this student population stated that they follow the news through the In-
ternet and 41% stated that they can evaluate the news (GlUndiz & Pembecioglu, 2013:
330-331). In the present study, the aim of this question is to determine how students,
specifically those receiving education in communication, evaluate all types of news they
encounter through the print, visual or social media. Here it can be said that the media
organization and the identity of the writer are regarded as the first factors in perceiving
truth in the news. As for social media, the position of the source is important for ver-
ification. The importance of the ideological environment in making evaluations can be
seen from this study. The votes are as follows: The Author 113, Media Organization 150,
Reflection on the Social Media 86, Compliance with My Ideology 63 (Figure 10: 107). In
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addition, they were asked to write “Other” options, which can be viewed in Table 1 (108)
(Turan & Mavnacioglu, 2006: 168).

DISCUSSION AND CONCLUSION

In this study, an attempt has been made to measure the importance of values that are
shaping the social life of the youth. Ranking Human Rights terminologies according to
known categories in the literature produces a scientific measure of the degree to which
these concepts have developed and been internalized by the society. As the most impor-
tant indicator in this regard, the university youth are the target of the study. The aim is
to examine the extent to which the new generation has been affected by technological
developments that have brought about increased access to information, social network-
ing and cultural changes in Turkey and the world in recent years, and as a result, whether
students’ perceptions on Human Rights have changed. In order to determine whether or
not such change has taken place, it was thus decided to use the comparison method to
undertake a study similar to a previous study of a group of Istanbul University Faculty of
Communication students of similar age and cultural environment. The main reason why
we did not include here an evaluation of different questions asked in this study and the
resulting data was to not create confusion. We also believe that further understanding
can be gained when the resulting data are compared with a similar future study. By
including participants who are enrolled in a specified professional education category,
similar comparison studies can be more easily conducted in future. Research studies
with students in different professional education groups can provide ideal comparison
populations for research on consciousness regarding Human Rights. As development
and education levels increase among the Turkish population over time, so, too is the
concept of universal Human Rights being learned and integrated. At every educational
level, measuring degrees of social education and seeing the positive reflections of its
results is an observation process extending over time. The time that was required for
maturation of this study is expected to pave the way for the future studies as well. Ac-
celeration in communications and the rapid increase in technological developments and
their integration into the social life are factors that trigger change but cannot go beyond
that. In order to measure the change, more of these types of studies are needed.

In view of the data findings from the first study, it was concluded that the fields in which
Human Rights are discussed are limited and are learned about through the press (Tur-
an & Mavnacioglu, 2006: 172-173). Based on the present study results, it can be said
that the students hear and learn about the concept of Human Rights mostly in Political,
Law and Women-oriented applications. They evaluate these with their observations in
the fields of politics, social life and freedom of expression, respectively. Although these
fields are different from each other, their common characteristic is the fact that without
taking an active role and making their individual observations, they could not see or hear
the discourses in these fields. In sum, for the students of 7 years earlier, Human Rights
was a phenomenon that they encountered in the media, civil society organizations and,
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most importantly, in the university environment they were connected to; whereas today
it has turned into a discourse they can hear and talk about in every area of their lives. It
can be said that Human Rights are part of their lives.

As a result of the education generation difference between the two compared student
groups and the important structural changes that Turkey has experienced during that
period, the study brings a perspective to social change although there is no obvious
approach in this direction. A careful researcher in light of different data could bring dif-
ferent interpretations based on the working content on social changes together with
the data in this study. The ‘Human Rights’ concept constituting the foundation of the
guestions asked in the study is an unchangeable value with established laws. Although
these values have transformed into a standard through international agreements, since
the beginning of humanity they have existed under the concepts of Ethics and Morality
and function principally as an unchangeable landmark. Inasmuch as decades ago in ac-
cordance with the regulations and legal order of the society at the time, a concept of a
“wrong” within the context of Human Rights was not applicable as being wrong, it can
become a subject of debate and be regarded as having been wrong in humanistic con-
science. As the levels of education and social perception increase over time, so it takes
time for the birth of an environment allocated by law to become mature for application.
“Human Rights” can therefore be accepted as one of the most important values that can
serve as a reference point when analyzing changing dynamics in a society. In this connec-
tion, it may be postulated that as future generations are educated in human rights and
civil rights and absorb these principles, the people’s overall education and development
levels will rise. In light of the data, in order for our development level to raise it is time
to recognize that the existence of advanced consciousness has started to be realized and
is to be expected.

In the global world order, protection of Human Rights through laws and increased level
of consciousness of this approach in the society are acknowledged as an indicator of
development level. Social peace emerges within an increasingly high tolerance environ-
ment and, necessarily, with the support of just Human Rights laws that are established
and take root in the society. The students’ being the most important segment of the
society, to know the development of their perceptions of Human Rights concepts and
their structural perception also means to understand the perception level of individuals
who, as future workers in the media, have the potential to direct the perceptions of the
society itself.

While this study was being prepared for publication; Radikal which started publication
in 1996 announced its decision to cease publication with its issue is dated 28 June 2014.
The newspaper had been shown as one of those giving the most coverage to discours-
es about human rights. It took first place in the previous study that is the comparison
reference of this study, but dropped back to 4th place according to the current study.
Yet Radikal maintains its place as an important publication in the history of the Turkish
press. As the newspaper is the first newspaper in Turkey to pass completely to digital
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life, it seems logical to ask whether the reduction in recognition by the students could
be evaluated as the footsteps of this transformation, although without a detailed study
it is not yet a valid question.

Another observation that may emerge from our study concerns Human Rights for wom-
en, which is felt to have remained in the background. We observe that when rights are
mentioned, more egalitarian countries orient more attention toward women especially
women’s image. For Turkey in this regard, it is essential to becoming a contemporary
society that women become secure both legally and socially.

As the definitions of Human Rights as ‘First Generation Rights’ was given voice in the
previous study, it is possible to evaluate in terms of knowledge accumulation what the
participants in the second study mentioned about Second and Third Generation Rights.
Briefly, continuous interaction between media, social media and social structure is tak-
ing place. This situation certainly carries both positive and negative sides, but based on
the study data it can be said that people have become conscious and been affected posi-
tively concerning Human Rights. It appears that when people are evaluating the actuality
of the news, they trust their personal perceptions in light of realistic data and a sense of
trust rather than acting according to directions (ldeology). The feeling of confidence in
the reliability of news source and the personality of the author are particularly impor-
tant as demonstrated in this study in which all the participants, as future workers in the
media, have adopted the reliable media-author combination as their model. Despite all
the social developments and increase in welfare level, based on the fact that Turkey has
a long road ahead within the scope of Human Rights, the desire to witness more positive
improvements in the data in future studies is an expectation of our scientific identity.
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Figure 1: Human Rights Discourse in Print Media
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Figure2: Human Rights Discourse in TV
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Figure 3: Subjects in European Court of Human Rights
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Figure 4: Human Rights Discourse in Websites
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Figure 5: Non-Governmental Organizations active on Human Rights
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Figure 7: Fields That the Subject of Human Rights Are Discussed
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Figure 8: First Three Countries in Which Human Rights Are Protected

80

~I
iy

80 1

70

60

50

40 1

30 1

20

10 1

/

0 . T :

Norwav Sweden Switzerland

108




istanbul Universitesi iletisim Fakiiltesi Dergisi, 2016/1 50 91-110

Figure 9: First Three Countries in Which Human Rights Are Violated
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Figure 10: Evaluating the Truth
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Table 1: The Answers Given by Students to the Question “What is Truth in Your Opinion?”

| pay attention to the form of presentation, language and discourses.

Different ideologies are found in different publications about the same news

Every media organization publishes in accordance with its own policy. Rightness or wrongness
is left to one’s own free and logical thinking.

Being a part of the truth

Whether or not it shows us everything until no questions remain in my mind. | want to see
what | want to see, not what they want to show.

Personal accumulations (historical - psychological)

Scientific researches

In my opinion, the filter that establishes the truthfulness or incorrectness of a news comes
after the opinions of all sides are expressed.

| do not just stick to a single media organization concerning a subject

| do not think there is completely true or false information in any of them. | think that every
organization translates things according to their own values framework.

Past events

Clearly, no matter how much we pay attention, we still do not know what to believe.

A piece of news is either true or false. Where both true and false news are broadcast no media
ethics can be mentioned.

Supporting documentation sources, etc.

Neutral nature of true facts

Ethical value

Compliance with scientific norms

Objectivity

If the news source is trustworthy and reliable, and if the factuality of the news is proven.

Being objective

| pay attention to the relation of the news to the reality and its objectivity. (it depends on re-
strictions imposed)

If a news in the media was not formed in accordance with an ideology, we can say that it is
true. Objectivity is quite difficult now for media organizations.

| check, i.e, is it beneficial or harmful for human rights or the society, and to what extent does
it reflect the truth?

| do not look at it as true or false. | always approach with suspicion. If | see the convincing
proof myself, then | believe.

By analyzing the same news in different organizations giving similar data

If the media organization is reliable and does not worship an ideology, | find the news reliable.

If the information given is true. Verifiability of its truthfulness from different sources.

| compare with the other news sources.

110




istanbul Universitesi iletisim Fakiiltesi Dergisi, 2016/1 50 111-137

DOI: 10.17064/iiiifhd.48830

SANAL BASIN ODALARININ KULLANIMI UZERINE BiR ARASTIRMA:
FORTUNE 500 TURKIYE ORNEGI

Ezel TURK*

Oz

Yeni iletisim teknolojilerindeki gelismeyle birlikte halkla iliskiler uygulamalari sanal ortama tasinirken
halkla iliskiler alaninin 6nemli bir pargasi olan basinla iliskilere yonelik uygulamalar da sanal ortama
tasinmistir. Ayni sekilde gazeteciler de bilgi toplama stireglerinde sanal ortamlara yénelmisler ve islerini
internet lizerinden yiiriitmeye baslamislardir. Kurumlarin kendi web siteleri araciligiyla gergeklestirdik-
leri iletisimin 6nemli bir pargasi olan gazetecilerle iliskilerin ele alindigi bu ¢alisma, Pettigrew ve Re-
ber’in (2010) ¢alismasinin bir tekrari niteliginde olup sanal basin odalarinin gazetecilerle diyaloga dayali
iletisimin incelendigi bir Tiirkiye drnegi sunmaktadir. Bu dogrultuda Pettigrew ve Reber’in ¢calismanin
sorulari temel alinip ayni sorular Tiirkiye’deki kurumlar igin arastirilmis ve gazetecilerle diyaloga dayali
iliskilerin saglanip saglanmadiginin belirlenmesi amaglanmistir. Ayrica Amerika ile Tiirkiye karsilastir-
masini da amaglayan bu ¢alismada aradaki benzerliklerin ve farkliliklarin ortaya konmasi hedeflen-
mistir. Ayni zamanda gittikge yayginlasan sosyal medya araglarinin web sitelerine entegre edilmesine
yénelik de veriler elde edilmeye ¢calisiimistir. Fortune 500 Tiirkiye’de yer alan 500 kurumun ilk 50 sirada
yer alan kurumlarin web sitelerindeki basina yénelik icerikler, icerik analiziyle incelenmistir. Bulgular
kurumlarin web lizerinden yiiriitiilen diyalogun unsurlarini gazetecilere yénelik olarak etkin bir sekil-
de hala kullanamadiklarini géstermistir. Amerika’daki kurumlarin gazetecilerle diyalogu giiclendirecek
web site bilesenleri konusunda énde olduklari ve internetin son dénem ézelliklerini kullanmada daha
iyi olduklari ortaya ¢ikmustir. Diger yandan Tiirkiye’deki kurumlarin, gliniimiiziin en revagta olan sosyal
medya araglarinin web sitelerine entegrasyonuna yénelmis olduklari gériilmiis ve bu durum umut vaat
edici bir gelisme olarak degerlendirilmistir.

Anahtar Kelimeler: Halka liskiler, Diyalog, Sanal Basin Odalari

A RESEARCH UPON VIRTUAL PRESS ROOMS USAGE:
FORTUNE 500 TURKEY SAMPLE

Abstract

Corporations have started to utilize the web for their media practices while public relations practices have been
moved onto the web with the development of new communications technologies. It is the same for the jour-
nalists as they have turned towards the web environments to gather news. This study has examined Fortune
500 Turkey’s corporations’ use of corporate web sites to communicate with journalists and their use of dialogic
components on the web sites press rooms. The study is a kind of repetition of Pettigrew and Reber’s studly, thus
the aim, which is also the same, is to try to reveal how dialogic communications is handled by corporations
for their public relations practices in Turkey. Moreover, a comparison between corporations in America and in
Turkey is made in order to reveal similarities and differences in public relations practises of these corporations.
The study also seeks to reveal whether corporations have started to integrate social media tools onto their cor-
porate web sites. Thus, top 50 web sites from Fortune 500 Turkey companies were analysed accordingly with a
content analysis. Results revealed that corporations have not been able to utilize dialogic components of web
sites effectively in order to communicate dialogically with journalists. Corporations in America are better than
the ones in Turkey in terms of web site components that will strengthen dialogic communication with journal-
ists and in terms of use of internet’s features. However, it promises hope to see that corporations in Turkey have
started to integrate the most popular social media tools of today onto their web sites.
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GIRIS

Gelisen teknolojiyle birlikte dijitallesmenin giderek artmasi, internetin yogun bir bigim-
de kullanimini da kaginilmaz hale getirmistir. Bu degisim gazetecilerin bilgi toplama asa-
masinda ¢evrimici ortama yonelmelerine neden olurken, halkla iliskiler uygulamalarinin
da cevrimici ortama tasinmasina neden olmustur. Boylece kurumlarin basinla iliskileri
de degisime ugramis ve internet ortamina tasinmistir (Yoo & Kim, 2013: 534). Basinla
iliskilerin modern uygulamalari yeni medya teknolojilerinin ortaya ¢ikmasi ve gelisme-
siyle birlikte sekil degistirmeye baslamistir (Supa & Wilson, 2013: 5). Sanal ortamin ve
sosyal medya gibi diger internet ortamlarinin sundugu olanaklarla birlikle halkla iliskiler
faaliyetleri cevrimici ortamlara tasinmistir. Boylece halka iliskiler uygulayicilari internetin
sundugu araglardan faydalanmaya baslamislardir.

Gunumuz halkla iliskiler alaninin 6nemli bir unsuru olan basinla iliskilerin internet orta-
minda yirGtidlmesi ve kurumlarin web sitelerinde bilgi edinmek isteyen gazeteciler icin
bilgi kaynagi olusturulmasi oldukca 6énemlidir (Hill & White, 2000: 40; Wilson & Supa,
2013: 1). Cinki gazeteciler haber toplamada 6ncelikli olarak givenilir bir bilgi kaynagi
oldugu icin kurumun kendi web sitesine yonelmektedirler. Ayrica web siteleri gazetecile-
re, bulunduklari yerden ve istedikleri zaman istedikleri kaynaklara ulasma imkanini sag-
lamaktadir (Hachigian & Hallahan, 2003). Dolayisiyla kurum web sitelerinin gazetecilerin
her tarli bilgiye erisimini saglayacak yapida tasarlanmis olmasi gerekmektedir.

Kurumsal web site icerikleri olusturulurken tim hedef kitleleri dikkate alinmali ve farkli
turdeki icerikler temin edilmelidir. Finansal konularla iliskili basin icerikleri yatirimcilarin
yani sira basin mensuplari icin de yararh bir kaynak olacaktir. Ayni sekilde metinsel bir
icerigin yaninda grafiklerin de olmasi haber medyasinin bilgi ihtiyacini dogrudan karsi-
layacaktir (Esrock & Leichty, 1999: 464). Hedef kitlenin ihtiyacina gére sunulan icerikler
web sitesinin kullanimini ve aranilan bilgiye en kisa stirede ulasiimasini saglayacakdir.

Web siteleri araciligiyla kurumsal bilgi ve kurum kimliginin sunulmasi, iletisim olanaklari-
nin genisletilmesi ve basina yonelik iceriklerin olusturulmasi; basinla iliskilerin kolaylas-
tirlmasini saglamaktadir. Glinimuizde artik kurumlarin neredeyse tamami internette var
olmakta ya da var olmaya ¢alismaktadir. Satislarini arttirmak, itibari gliclendirmek ya da
hedef kitlelerine daha fazla bilgi sunmak igin internet tGzerindeki varliklarini olusturmaya
ve daha da gii¢clendirmeye calismaktadirlar.

Kurumlarin hedef kitleleriyle iliskilerinde dnemli bir yere sahip olan gazetecilerle iletisi-
min web siteleri izerinden de gerceklesmesi gerekmektedir. Kurumlarin web {izerinde
gerceklestirdikleri iletisimin gazetecilere yonelik olarak ele alindigi bu ¢alisma, bir tekrar
niteliginde olup Pettigrew ve Reber’in (2010) sanal basin odalarinin gazetecilere yonelik
kullanimini ve gazetecilerle diyaloga dayal iliskileri inceledikleri arastirmalarinin Tirki-
ye ornegidir. Pettigrew ve Reber’in ylruttigl bu ¢calisma, diyalog bilesenleri agisindan
web sitelerinin gazetecilerle olan iletisimini inceledigi igin secilmistir. Calismanin sorulari
temel alinip ayni sorular Turkiye’deki kurumlar igin arastiriimis ve gazetecilerle diyaloga
dayali iligskilerin saglanip saglanmadiginin belirlenmesi amaglanmistir. Ayrica Amerika ile
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Turkiye karsilagtirmasini da amaglayan bu ¢alismada aradaki benzerliklerin ve farkhhkla-
rin ortaya konmasi hedeflenmistir.

Fortune 500 Turkiye listesinde yer alan ilk 50 kurumun web sitelerinin basin odalarindaki
icerikler incelenerek gazetecilerle diyaloga dayali iliskilerin kurulmasina yonelik uygula-
malarin tespit edilmesi amacglanmistir. Pettigrew ve Reber’in tekrari olan bu ¢alismada;
sanal basin odalarinin gazetecilere yonelik diyalog temelli halkla iliskiler amach kullani-
miyla ilgili verilere ulasiimaya calisilmis ve Tirkiye ornegi ile karsilastirmaya gidilmistir.
Bunun yani sira sosyal medya araglarinin web sitelerine entegrasyonuna yonelik de veri-
ler elde edilmeye calisilarak Pettigrew ve Reber’in arastirmasi genisletilmis ve calismaya
yeni bir boyut eklenmistir.

Diyalog Temelli iletisim ve Halkla iliskiler

Diyalog teorisi Habermas’in kamusal alan (public sphere) kavrami Gzerine kurulmustur.
Habermas kamusal alani sivil toplumun yeri olarak yani bireylerin kendi aralarinda si-
yaset gibi konulari tartistigi bir alan olarak gérmektedir ve bu da kamuoyunun rasyonel
olusumuna olanak tanimaktadir (Roper, 2005: 71). Bir halkla iliskiler teorisi olarak ise di-
yalog diisiincesinin Pearson’a dayandiriimasi gerekmektedir. Clinki halka iliskilerin gerek
teori ve gerek uygulamasinda etik bir cerceve cizmeye calisarak bunun ancak diyalogla
saglanabilecegini belirtmistir. Etik bir halkla iliskiler uygulamasi igin 6nemli olan sey ise
monologlu ilkelere sahip olmaktan ¢ok diyaloglu bir sisteme sahip olmaktir (Kent & Tay-
lor, 2002: 23). Diyalog teorisi iletisim asamasina odaklanarak kurum ile paydaslar arasin-
daki etkilesimde halkla iliskiler uygulayicilarina yardimci olmaktadir.

Kent ve Taylor (2002), diyaloga dayal halkla iliskiler teorisinin ilkelerini 6ne siirerek diya-
log temelli iletisimi agiklamaya ¢alismislardir. Buna gore bu bes ilkenin birincisi karsililik
yani kurum ve hedef kitlelerin ayrilmaz bir bicimde birbirine baglh olduklarinin farkinda
olunmasidir. ikinci ilke olan yakinlik, hem kuruma hem de hedef kitleye kendilerini il-
gilendiren konularda danisiimasi gerektigini ifade etmektedir. Burada karar verme asa-
masinda danisilan tarafin karar almadaki etkisi ve 6nemi ortaya ¢ikmaktadir. Kurumlar
acisindan diyaloga dayali yakinlik, hedef kitleyi ilgilendiren konularda onlara danigiimasi
anlamina gelmektedir. Hedef kitleler icinse, kurumlara karsi taleplerini dile getirmede
istekli olmalari anlamina gelmektedir. Yakinlk ilkesi aslinda hedef kitlelerle etkilesi-
mi ifade etmektedir. Uglincii ilke olan empati; giiven, anlayis ve destegi beraberinde
getirmektedir. Empati tiim taraflarin tartismaya katkida bulunmasini ve 6nemli oldukla-
rinin farkina varmalari gerektigini ifade etmektedir. Empatik kurum ve hedef kitle iliskile-
rinin olmasi iletisim uygulamalarinin da basaril bir sekilde yiritilmesini saglamaktadir.
Dordiinci ilke olan risk; gercekten diyalog icerisinde olmak igin her iki tarafin da risk al-
masi gerektigi anlamina gelmektedir. Diyalog temelli iletisim; aniden ve hazirliksiz olarak
ortaya c¢ikan, beklenmedik sonuglara olanak tanimaktadir. Diyaloga dayah halkla iliskiler
teorisinin sonuncusu olan kararhlik ilkesi; iletisime katilan tim taraflarla samimi ve di-
rist bir diyaloga vurgu yapmaktadir.
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Web Araciligiyla Gergeklesen Diyalog Temelli iletisim

internet geleneksel halkla iliskiler faaliyetlerinin uygulanmasina olanak tanirken ayni
zamanda kurumlarla hedef kitleleri arasindaki iliskilerin gelistiriimesinde yeni firsatlar
da saglamaktadir. Bunlardan biri de kurumlarin hedef kitleleriyle diyalog kurmasini ko-
laylastirmasi ve diyalogu daha da gelistirmesidir (Yamanoglu & Ozdemir, 2010:6). Bugiin
internetin sundugu olanaklar sayesinde kurumlar hedef kitlelerine daha kolay ulasabil-
mekte ve diyalog kurabilmektedir.

Kent ve Taylor (1998), internet ve web siteleri araciligiyla diyalog temelli iletisimin sag-
lanmasi ve diyaloga dayali iliskilerin insa edilmesine yonelik birtakim temel ilkelerin ol-
dugunu belirtmislerdir. 2003 yilindaki calismalarinda ise hedef kitlelere yonelik icerik ve
tasarim acisindan web sitelerinde olmasi gereken bu 6zellikleri daha da gelistirmislerdir
(Kent & Taylor, 2003):

1. Diyalog dongustiniin yaratiimasi ve interaktiflik: Diyalog donglisi hedef kitlenin
kurumlari sorgulamasina olanak tanimakta ve daha da 6nemlisi kurumlarin sorula-
ra, problemlere ve gosterilen ilgiye cevap vermelerini saglamaktadir (Kent & Taylor,
1998). Diyalog dongisl “interaktiflik” yoluyla saglanmaktadir. Web sitesinin inte-
raktiflik kategorisi kapsaminda iletisim bilgileri, haber ve sohbet forumlari, siteye
tyelik gibi alt kategorileri yer almaktadir.

2. Etkili bir web sitesi igin icerik ve bilginin basta basin olmak lizere tim hedef
kitlelere yonelik olmasi ve hepsi igin yararli olmasi gerekmektedir. Sitelerin ziya-
ret edilme nedeni ziyaretgilere halihazirda deger tasiyan bir seyler sunmasindan
kaynaklanmaktadir. Bu 6zellik diyalog iliskisinin temelini olusturmaktadir, ¢linki
kamu ve hedef kitle yararli ve glvenilir bilgi elde etmek igin kurulusun sitesine
guvenmektedir (Kent & Taylor, 1998). Halkla iliskiler departmanina ait iletisim bil-
gileri, basin biltenleri ve temel veriler, basin odasi, basinda ¢ikan haberler, indiri-
lebilir grafik, resim ve video, elektronik basin igerikleri, arastirilabilir arsiv, haberler
ve duyurular gibi alt kategorileri kapsamaktadir.

3. Web siteleri yeniden ziyaret edilmeyi saglamalidir. Bir Web sitesini daha fazla zi-
yaretginin ziyaret etmesi ve tekrar ziyaret etmesi igin diizenli olarak giincellenmesi
gerekmektedir (Kent & Taylor,1998). Gazetecilere yonelik en son, en glincel bilgi ve
geri bildirimi saglama ihtiyacinin bilincinde olunmasi gerekmektedir. Ana sayfada
kurum veya Uriin hakkinda bilgi, basina yonelik linklerin hemen yiiklenmesi ve ba-
sina yonelik igeriklerin glincel olmasi gibi alt kategorilerden olusmaktadir.

4. Web sitelerinin ara yuizu kullanimi kolay olmalidir. Sitelerin bir alandan diger ala-
na dogru kullanimi kolay olmaldir (Kent &Taylor, 1998). Kullanim kolaylig; sitenin
kolay bir sekilde gorintiilenmesi, arama motoru gibi alt kategorileri icermektedir.
Kisith bir zamanda bilgi arastirmak zorunda olduklari igin, gazeteciler igin sitelerin
kullanisli olmasi 6zellikle Gnemlidir.

5. Web siteleri, tasarimlariyla ziyaretgileri sitede tutmaldir. Kent ve Taylor (1998)
linklerin kurulusun sitesinden baska sitelere yénlendirmemesi gerektigini belirt-
mislerdir. Gazeteciler igin de bilgi ne kadar dogru, uygun ve kisa sirede ulasilabilir
olursa, daha az glivenilir bilgi bulabilecekleri diger sitelere yonelmeleri de o kadar
az olasidir. Web siteleri tasarimlarinda etkinlik takvimi, sikga sorulan sorular (FAQ)
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ve sorular-cevaplar (Q&A), galeri ve fotograflar, fiziki adres gibi alt kategorileri
icermektedir.

Diyalog, iletisimin en 6nemli teorik yapilarindan biridir (Kent & Taylor, 1998: 324-25). He-
def kitlelerle etkili ve iyi iliskiler kurmak icin gerekli olan unsurun diyalog oldugunu 6ne
siren Kent ve Taylor’a gore; web tabanli iletisimde diyalog donglist yaratilamazsa, bu
yeni teknolojiler sadece tek yonli iletisimin kuruldugu birer arag olarak ya da yeni bir tiir
pazarlama araci olarak kullanilmaktan 6teye gidemeyecektir. Diyaloga dayali bir iletisim
stratejisine sahip olunmasi; basin mensuplari da dahil kurumun tim hedef kitlelerinin
memnun edilmesi ve onlari olumlu yonde etkilemesi olanagini saglayacaktir. Newhagen
ve Rafaeli (1996: 4-6), diyalog iletisiminin yani sira internet zerinden yirutilen iletisi-
min &nemli unsurlarindan biri olarak interaktifligi dne siirmektedir. interaktiflik ifadesiyle
kast edilen sey ise “iletisimin kendisi (izerine ne derecede geri yansidigl, gecmise cevap
verdigi ve gecmisten beslendigidir”. Bu cercevede ele alindiginda internet iletisimi faz-
lasiyla interaktif bir yapiya sahiptir ve diyalog iletisimini de gliclendirmektedir. Clinki
geribildirim dongisl ya eszamanli olarak ya da ¢ok az bir gecikmeyle (es zamanl olma-
yan sekilde) gerceklesmektedir. Boylece kurumla hedef kitlesi arasinda karsilikli iletisim
imkani yaratilmaktadir (Flew, 2002: 22). Gazetecilerle de internet lzerindeki diyalog
dongusi icerisinde, interaktif ve karsilikh bir iletisim kurma imkani ortaya ¢ikmaktadir.

Kurumlarla gazeteciler arasindaki iletisimi saglamak ve diyalogu glgclendirmek igin inter-
netin nasil kullanildigini inceleyen pek ¢ok arastirma bulunmaktadir. Bu arastirmalarin
vardiklari ortak sonug ise web sitelerinin interaktif ve diyalog temelli iletisimin ilkelerini
yeteri kadar yerine getirmedigi ve gazetecilerle olan iliskilerde halkla iliskiler uygulama-
larinin amagladiklari hedefler dogrultusunda tam olarak gerceklesemedigi yénindedir
(Pettigrew & Reber, 2010; Kirat, 2007; Seltzer & Mitrook, 2007; Jo & Yungwook, 2003;
Duke, 2002; Taylor, Kent, & White 2001; Hill & White, 2000; White & Raman, 1999;
Esrock & Leichty, 1999; Kent & Taylor, 1998). Oysaki internet ¢evrimici halkla iliskiler uy-
gulamalari igin interaktif bir iletisim ortami sunarak halkla iliskiler uygulayicilarinin daha
etkin bir sekilde faaliyetlerini siirdiirmesini saglamaktadir.

Kurumlarin web sitelerinin, basin ve diger hedef kitleleriyle iliskisini inceleyen ilk ¢alis-
malardan biri olan Esrock & Leichty’nin (1999) calismasina gore, web sitelerinin biyuk
bir kismi basin odalari gibi iceriklerle gazetecilerin ihtiyaglarina yonelik hizmet etmekte-
dir. Ancak web sitelerinin buyik bir eksiklik olarak arama motorunun ve basinla iliskiler
icin yetkili bir ismin ve iletisim bilgilerinin olmadigi saptanmistir. Web sitelerinin biyik
bir cogunlugu basin biltenlerini yayinlamakta fakat yetkili kisinin ismini ve iletisim bilgi-
lerini basin biltenlerine dahil etmemektedir. Buradaki basin biltenlerinin; basin men-
suplari igin degil de farkli kitlelerin ihtiyacina gore, 6érnegin finansal odakli gruplar igin,
olusturulmus olabilecegi sonucuna varmak mimkuindur.

Web sitelerinde basin biiltenlerinin yayinlanmasi basinla iliskileri gliclendirmede 6nemli
bir etken olarak gorilmektedir (Duke, 2002). Callison’in (2003) gazetecilere yonelik yi-
rattigu arastirmasinda da ortaya kondugu gibi gazeteciler; arastirmalarinda ve basin bul-
tenlerine ulasmada web sayfalarini tercih etmektedirler. Bunun nedeni de gazetecilerin
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web siteleri Gizerinden g¢ok az bir cabayla, istedikleri basin biiltenlerine ulasabilmeleridir.
Ancak sadece basin biiltenlerinin yayinlanmis olmasi, basina yonelik igeriklerin yeterli
bir sekilde sunuldugu anlamina gelmemektedir. Hem basin biiltenlerinin igerisine hem
de basin odasinda, halkla iliskiler uygulayicisinin veya basinla iliskilerden sorumlu yetkili
kisinin dogrudan kendisine ulasilabilecek iletisim bilgilerinin yer almasi gerekmektedir.
Bilgi toplama ve basin biiltenlerine erisimin yani sira gazeteciler, kendilerine gerekli bil-
gileri aktarabilecek yetkili isimleri bulmak igin de internete basvurmaktadirlar (Settles,
1996: 211). Bu nedenle internetin sundugu araglardan biri olan web sitelerini; kurumsal
bilginin paylasiimasi ve basinla iliskilerin gelistiriimesi icin temel bir arag olarak gérmek
ve kullanmak gerekmektedir. Ancak bu sekilde kurum ile gazeteciler arasinda bir bitiin-
lik olusturmak miimkiin olacaktir (Oztiirk et al., 2007).

Hachigian ve Hallahan (2003); bazi kistaslara gore gazetecilerin web site iceriklerinin ka-
litesini degerlendirdiklerini ortaya ¢cikarmistir. Bunlarin basinda kaynagin glvenilirligi ve
inanirhigi ile web sitesinin icerik degeri ve yeterliligi gelmektedir. Basin biltenlerinin glin-
cel olmasi, kuruma ait bilgilerin dogru ve yeterli olmasi gerekmektedir.

Pettigrew ve Reber (2011: 422-424), on gazeteciyle goriserek kurumsal web sayfalarinin
gazetecilerle diyalogu gelistirmeye yonelik unsurlara sahip olup olmadigini arastirmistir.
Gazetecilerin hepsi halkla iliskiler uygulayicilariyla iletisime gececekleri zaman kurumsal
web sitelerinden yararlandiklarini ve bunun icin de sanal basin odasini ziyaret ettiklerini
belirtmistir. Gazeteciler kurumsal web sitelerinde en ¢ok halkla iliskiler uygulayicisinin
iletisim bilgilerini, kurum tarihi gibi kurumsal bilgileri, finansal sunumlar ve raporlari, ha-
ber arsivlerini ziyaret etmektedirler. Ayrica halka iliskiler uygulayicisiyla etkilesim iceri-
sinde olmak icin de web sitelerine yonelmektedirler.

internet ve web sitelerinin yani sira son dénemde sosyal medyanin, halkla iliskiler uygu-
layicilarinin ve gazeteciler arasindaki iletisimin saglamasina yonelik yiratulen daha yeni
calismalara bakildigindaysa hem halkla iliskiler uygulayicilarinin ve hem de gazetecile-
rin bu yeni ortama yénelmeye basladiklari ancak uygulamada hala web sitelerini tercih
ettikleri gortilmektedir. Basinla iliskilerde sosyal medyanin énemli bir etkisi olmadigini
diisiinen gazetecilerin ve halka iliskiler uygulayicilarinin, sosyal medya araglarini yaygin
bir sekilde kullanmadiklari gorilmektedir. Gazeteciler bir yandan haber toplamada hala
web sitelerini tercih ederken diger yandan bu yeni mecralara karsi da olumlu bir tutum
sergilemektedirler. Ayni sekilde web siteleri de sosyal medya entegrasyonuna yénelmeye
baslamis ve en azindan bir sosyal medya aracini sitelerine dahil etmislerdir (Yo & Kim,
2013; Wilson & Supa, 2013; Stassen, 2010; Lariscy et al., 2009). Her iki tarafin da birbir-
leriyle etkilesim ve iletisme gecmek icin sosyal medyayi kullanmamalarinin sebebi heniz
cok yeni bir mecra olmasi ve giinliik is hayatlarinin bir pargasi olarak etkin bir sekilde
kullanmaya baslamamis olduklarini gbstermektedir.

Turkiye’de de internetin 6zellikle de web sitelerinin halkla iliskiler ve taniim amach ola-
rak kullanimi Gzerine birgok calisma yapilmistir. Gerek halkla iliskiler ajanslarinin internet
kullanimi Gzerine yapilan ¢alismalar olsun (Okay & Pelenk, 2006; Gligdemir, 2003; Gliz,
2006) gerekse web sayfalarinin halkla iliskiler ve tanitim amach kullanimi tizerine yapilan
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¢alismalar olsun (Okay & Gligdemir, 2009; Vural & Coskun, 2006; Okay & Canpolat, 2006;
Oztiirk & Ayman 2007), hepsi halkla iliskilerin internet kullanimi Gizerine odaklanmistir.
Halkla iligkiler ajanslarinin, sirketlerin ve kurulusglarin internet kullaniminin yani sira be-
lediyeler, hastaneler gibi kamu kuruluslarinin halkla iliskiler amagli internet kullanimina
yonelik arastirmalar da bulunmaktadir (Tarhan, 2007; Yurdakul & Oksiiz, 2007; Solmaz
& Gorkemli, 2012; Boztepe & Kamgil, 2014). Fakat kurumsal web sitelerindeki igerigin
gazetecilerin kullanimina yonelik aragtirmalar az sayida ya da yetersiz kalmaktadir.

Turkiye’de benzer konularda yirutilen arastirmalardan olan Tirkiye’nin en begenilen
ilk 22 sirketinin web sitelerinin incelendigi bir calismada, agirlikli olarak basin biltenleri
arsivi ve fotograflar gibi basin haber tiretim strecinde kullanabilecek bilgilerinin yer al-
dig1 tespit edilmistir. Bu kurumlarin web sitelerinde farkli kamulara yonelik enformasyon
sagladiklari ve interaktif bir ortam olusturmak i¢in uygulamalarin bulundugu sonucu or-
taya citkmistir (Sayimer, 2006). Bir baska calismada, web sayfalarinin halkla iliskiler ve
tanitim agisindan verimli ve etkili kullanihp kullanilmadigi ortaya konmustur. Kurumlarin
web sitelerini bilgi vermede ve kurum kimligini yansitmada basaril bir bicimde kullan-
diklari gérilmustir. Fakat halkla iliskiler ve taniim calismalarina yonelik faaliyetlere ¢cok
az yer verdikleri ve yeteri dnemi géstermedikleri gdrilmustir (Oztiirk & Ayman, 2007).

Tirkiye’deki halkla iliskiler ajanslarina yénelik 2006’da yiiriitiilen bir calismada, TUHID’in
(Turkiye Halkla iliskiler Dernegi) internet sitesinde kayitli 52 halkla iliskiler kurulusu oldu-
gu ancak 23 tanesinin internet sitesinin bulundugu saptanmistir. Bu sitelerden de 16’sina
erisilmistir ve onlardan da 8'inin basin odasi menusi oldugu gorilmustir (Okay & Pe-
lenk, 2006). Halkla iliskiler kuruluslarinin bircogunun internet sitesi bulunmamasi, web
sitesi olanlarin da gazetecilere yonelik basin odasi meniisiiniin olmamasi internetin gaze-
tecilere yonelik olarak etkin bir bicimde kullaniimadigini géstermektedir.

Gerek halkla iliskiler ajanslari, gerek kamu ve 6zel sektor kuruluslarina ait web siteleri-
nin oncelikli amaclari arasinda kurum tanitimi yapmak oldugu gorilmektedir. Ajanslar,
kurumlar, kuruluslar; web sitelerini daha ¢ok tanitim amach ve hedef kitlelerle iletisim
kurmak icin kullanmaktadir (Gligdemir, 2003; Okay & Canpolat, 2006; Vural & Coskun;
2006). Ancak dis hedef kitlelerden biri olan medyaya 6zellikle de gazetecilere yonelik
bilgilerin, biltenlerin ve gorsellerin saglanmadigi, daha ¢ok genel bir ¢ergevenin esas
alinarak genel hedef kitleye yonelik web site iceriklerinin olusturuldugu gorilmektedir
(Okay & Canpolat, 2006).

Web sitelerinde basinla iliskilerin 6nemli bir yeri oldugu gz 6niinde bulundurularak ana
sayfada “Basin Odasl!” icerigi olusturulmali ve sadece buraya tiklayarak ihtiyaglarini kar-
silayacak tiim igeriklere erismeleri saglanmalidir (Kent & Taylor, 2003: 16). Gazetecilere
basili olarak gonderilen basin biltenleri, basina yénelik olusturulmus bu hizmet igerisin-
de de yayinlanmali ve daha eski tarihli biultenleri arastirma olanagi sunan basin arsivleri
olusturulmalidir. Basin arsivleri gazetecilerin kurumla ilgili bulmak istedikleri daha dnceki
bilgilere ulagsmalarini kolaylastiracagi gibi (Okay & Okay, 2002: 126), ¢cok daha kisa si-
rede aradigi biltenlere erismesini saglayacaktir. Basin biltenleri dijital olarak (e-bilten
seklinde) hazirlanip web sitesi icerigine dahil edilmeli ve biltenin sonuna yetkili kisinin
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e-posta adresi ve konuyla ilgili sayfaya ulasilacak adresler, linkler eklenmelidir (Strobbe
& Jacobs, 2005: 290).

Turkiye’de gazetecilerin bilgi gereksinimlerinin ve arama davranislarinin degerlendirildigi
bir arastirmada (Onal, 2008); 31 ulusal giinliik gazetede gdrev yapan 217 gazetecinin bilgi
gereksinimleri, bilgi kaynaklarini ve bilgi merkezlerini kullanma amaglari saptanmaya ¢a-
lisilmistir. Yeni teknolojilerle birlikte gazetecilerin bilgi toplama ve bilgiye erisim sekilleri
degisim gostermistir. Neredeyse tiim gazeteciler ¢cevrimici ortamlardaki bilgi kaynaklari-
ni kullanmaktadir ve bilgi ve belgelere hizli erisim imkani 6n plana ¢ikmaktadir. Giincel
haberlere ilgili kaynaktan ve orijinal belgeye ulasarak elde etmeye c¢alistiklari ve internet
Gzerinden acik arsivlere ve kurumsal bilgiye erismeye yoneldikleri tespit edilmistir.
Ayrica iletisim ve haberlesme saglamak da interneti kullanim amaclarinda 6n plana
cikmistir. Gazeteciler hizl, dogru ve kolay bir sekilde habere erismek istemektedirler. Bu
dogrultuda islerini yiritebilmek adina teknolojideki gelismelerden faydalanma cabasi
icinde olduklari gorilmustr.

110 basin mensubu tzerinde gerceklestirilen baska bir alan arastirmasinin bulgularina
gore (Tarhan, 2013); web siteleri dizenli olarak glincellendigi takdirde gazetecilerin bilgi
kaynagi olarak siteleri daha sik kullanabilecegi saptanmistir. Gazeteciler kurumsal web
sitelerini zaman ve maliyet tasarrufu saglamasi agisindan tercih ettiklerini belirtmislerdir.
Ayni zamanda web sitelerindeki bilgiyi glvenilir olarak gordikleri ve kurumsal itibara
sahip olan kurumlarin web sayfalarini bilgi kaynagi olarak daha sik ziyaret ettiklerini dile
getirmislerdir. Basin bultenlerinin web siteleri Gzerinden sunulmasi, haber yapim siire-
cinde gazetecilere zaman tasarrufu saglamasi agisindan faydal olarak degerlendirilmistir.
Bu arastirma da daha Onceki arastirmalar gibi gazetecilerin yeni iletisim teknolojilerini
kullanmada istekli oldugunu goéstermistir.

AMAC VE YONTEM
Amag

Kurum ve gazeteciler arasindaki iliskilerin web siteleri Gzerinden incelendigi bu ¢alis-
mada; basin odasi igeriklerinin diyalog unsurlar gercevesinde ortaya konmasi ve halkla
iliskilerin 6nemli bir parcasi olan basinla iliskilere yonelik gazetecilerle diyaloga dayah
iliskilerin saglanip saglanmadiginin belirlenmesi amacglanmistir. Sanal basin odalarinin
gazetecilerle diyalog temelliiliskilerin kurulmasini arastirdiklari igin Pettigrew ve Reber’in
(2010) galismasinin benzeri niteliginde olan bu ¢alismada, Turkiye 6rnegi tzerinden
gidilmesi hedeflenmistir. Bu dogrultuda; evreni temsil etme yeterliligini sagladigi ve za-
man sinirlamasi oldugu icin Fortune 500 Turkiye listesinde yer alan ilk 50 kurum segilmis
ve gevrimici basin odasi icerikleri incelenmistir.

Kurumlarin kendi web siteleri lizerinden basinla diyaloga dayali iliski kurmaya ve bu ilis-
kileri sirdiirmeye yonelik uygulamalarinin tespit edilmesi amaglanarak Tiirkiye 6rnegiile
Pettigrew ve Reber’in Amerika 6rneginin karsilastiriimasi ve uygulamadaki benzerliklerle
farkliliklarin ortaya konmasi hedeflenmistir. Fortune 500 listesindeki kurumlarin web
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sayfalarinin ve basin odalarinin incelendigi Amerika 6rnegi ile Fortune 500 Tirkiye
listesinde yer alan Turkiye’deki kurumlarin bir karsilastiriimasi yapilarak, kurumsal web
sayfalari ve buradaki basin odalarinin gazetecilere yonelik olarak diyalog temelli halkla
iliskiler amagl kullanimindaki benzerlikler ve farkliliklar ortaya konmaya g¢alisilmistir.

Tirkiye 6rneginin ortaya konmasi ve Amerika 6rnegi ile karsilastirmanin yapilmasini he-
defleyen amaclarin yani sira, sosyal medyaya yonelik bir yan amag da calismaya dahil
edilmistir. GUnimdizin en yaygin kullaniimaya baslanan sosyal medya araglarinin web
sitelerine entegre edilmesine yonelik de veriler elde edilmeye ¢alisilarak arastirma gelis-
tirilmis ve yeni bir boyut eklenmistir.

Kent ve Taylor (1998)'in kurumsal web sitelerinin hedef kitleleriyle diyaloga daya-
I iliskiler olusturmaya yonelik calismasindan yola c¢ikarak Pettigrew ve Reber’in kendi
calismalarinda ortaya koyduklari arastirma sorularindan dérdi temel alinarak ayni soru-
lar Turkiye’deki kurumlarin web siteleri icin sorulmustur. Calismanin temel sorularindan
biri ve Pettigrew ve Reber’in calismasindan alinarak ortaya konulan alt sorular sunlardir:

1. Tirkiye’deki Fortune 500 listesinde yer alan kurumlar, web sitelerini ve sitelerindeki
basin odalarini gazetecilerle diyalog temelli iliskiler kurmak amaciyla kullanmakta
midir?

a- Web sitelerindeki basinla iliskiler sayfalarinin pargasi olarak Turkiye’deki Fortune
500 sirketleri, hangi iliski insa etme diyalog bilesenlerine sahiptirler?

b- Bu web siteleri gazeteciler agisinda kolay kullanim 6zelliklerine sahip midir?

c- Bu web siteleri gazetecilerin ilk Once siteyi ziyaret etmelerini saglamak i¢in hangi
yontemleri/araglari kullanmaktadir?

d- Bu web siteleri gazetecilerin siteyi ileride tekrar ziyaret etmelerini saglamak igin
hangi yontemleri kullanmaktadir?

Calismanin Gg temel sorusundan diger ikisi de sunlardir:

2. Turkiye ornegi ile Pettigrew ve Reber’in Amerika 6rneginin arasinda uygulamada
benzerlikler ve farkhhklar var midir?

3. Turkiye’deki bu kurumlar sosyal medya ortamlarinin web sitelerine entegrasyonunu
saglamiglar midir?

Yontem

Kurumlarin web siteleri aracihgiyla gergeklestirdikleri iletisimin gazetecilere yonelik ola-
rak ele alindigi bu galisma igin, Kent ve Taylor’un (1998) diyaloglu iliskiler ilkelerine da-
yanan Pettigrew ve Reber’in (2010) gergeklestirdikleri alan arastirmasi yontemi ve igerik
analizi teknigi kullanilmistir. Benzer niteligi tasiyan bu ¢alismanin li¢ temel sorusundan il-
kine ait alt sorularin aynisi bu galisma igin kullaniimis ve icerik analizine tabi tutulmustur.
icerik analizi icin evreni temsil etme yeterliligini sagladigi ve zaman sinirlamasi oldugu
icin Fortune 500 Turkiye’nin ilk 50 kurumunun web siteleri, 26 Ekim-2 Kasim 2015 tarih-
leri arasinda ziyaret edilip kodlanmistir.
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Pettigrew ve Reber (2010) galismalarini, Kent ve Taylor’in (1988) ortaya koydugu ilkelere
dayandirmistir. Buna gére Kent ve Taylor’un (1998) web sitelerinin diyaloga dayali iliski-
ler olusturulmasi igin gelistirdikleri diyalog déngusd, bilginin kullanisliligi, sitelerin yeni-
den ziyaret edilebilirligi, sitelerin kullanim kolayliligi ve ziyaretgilerin sitede kalmasinin
saglanmasina yonelik ilkeler kodlanmistir. Ayrica Pettigrew ve Reber; Callison’un (2003)
¢alismasini genisletmisler ve RSS besleyicileri, bloglar, podcastlar, video gibi daha yeni
teknolojileri de kodlamiglardir. Béylece bu daha yeni teknolojik igerikler de kodlanmistir.

Callison’un (2003) calismasindaki kodlama yonergelerinin tersine, bu calismadaki “Hak-
kimizda” ya da “Sirket Bilgisi” sayfalarinin sagladigi bilgiye de bakilmis ve bu sayfalarda
yer alan bilgiler de kodlanmistir. Basin biiltenleri, finansal sunumlar ya da gazeteciler icin
yararli olabilecek diger icerikler “Yatirimai iliskileri” sayfasinda acik bir sekilde gorili-
yorsa, bu icerikler de var olarak kodlanmistir. Ancak bu tarz bilgiler sitenin “Hakkimizda”
ya da “Yatirimci iliskileri” kisminin temel sayfasinda degil de daha i¢ sayfalarina gémiil-
miisse o zaman bu icerikler var olarak kodlanmamistir. Ayrica bu kodlamalar esnasinda
“tiklama” sayilarina da bakilmis ve ana sayfadan basin odasina kag¢ tiklama ile ulasildigi
da kodlanmistir. Ayrica basin odalarinin olup olmadigina bakilirken dért dakikaya kadar
arastirma siiresi verilmis ve bu sire icerisinde basin odasi bulunamamissa o web sitesi
terk edilmistir. Clink{ gazeteciler icin zaman 6nemli oldugu icin ¢ok kisas slirede ihtiyac-
lari olan bilgiye erisebilmeleri gerekmektedir. Bu nedenle belirli bir siire icerisinde basin
odasl tespit edilemeyen web siteleri terk edilerek kodlamaya dahil edilmemistir.

Calismanin ikinci sorusu igin icerik analizinden elde edilen bulgular dogrultusunda Turki-
ye ve Amerika kurumlari arasinda bir karsilastirmaya gidilmistir. Uygulamada kurumlarin
web sitelerinin arasinda benzerlik ve farkliliklar tespit edilmeye ¢alismistir. Arastirmanin
son sorusu i¢in de 6zellikle son birkag yildir yaygin bir sekilde kullanilmaya baslanmis olan
sosyal medya araclarinin web sitelerine entegrasyonuna yénelik bir kodlama arastirmaci
tarafindan eklenmistir. Boylece sosyal medya araglarinin web sitelerine dahil edilip edil-
medigi ve hangi sosyal medya araglarinin dncelikli olarak sitelerde yer aldigi kodlanmistir.

Evren ve Orneklem

Arastirmanin evrenini Fortune Dergisi’nin 2015 yili icin resmi web sitesinde yayim-
ladigl “Fortune Tilrkiye En Blyik 500 Sirket” (Fortune Turkiye, 2015) listesindeki
finansal kurumlar ve holding sirketleri digindaki tim sektérleri kapsayan ve satis cirola-
rina gore Turkiye’nin en biytik 500 kurumu olusturmaktadir. Orneklemin gergevesi
ise 20 Ekim 2015’te Fortune 500 Turkiye'nin resmi web sitesinde yer alan Turkiye'deki
Fortune 500 kurumlarinin siralanmis listesinden alinan ilk 50 kurumdan olusmaktadir. Bu
liste, imalat/Uretim, perakende/satis, teknoloji, enerji, hizmet saglayici, insaat ve bilisim
sektorlerini kapsamaktadir.

Sinirhiliklar

Bu c¢alismanin bazi sinirhliklari bulunmaktadir ve bunlardan ilki Fortune 500 Turkiye'de
incelenip elde edilen bulgularin daha kiiglik sirketlere genelebilirligi Gzerinedir. Fortune
500 Tirkiye listesinde yer alan Tiirkiye’nin 6nde gelen kurumlarinin, en yeni teknolojileri
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ve iletisim tekniklerini kullanmada onci olduklari var sayilmaktadir. Daha kiigiik ve daha
yeni sirketlere yonelik yurutiilecek bir ¢alisma bu sirketlerin iletisim teknolojilerini daha
genis capta kullanmakta olduklarini ortaya gikarabilir.

BULGULAR

Kodlanmis 50 siteden sekizinin basin igin tasarlanmis bir alani bulunmamaktadir ya da
dort dakika icerisinde bulunamamistir ve boylece o siteler terk edilmistir. Bir sitenin basin
odasi linki hata vermistir, baska bir kurumun da web sitesi agcilmamistir; bu nedenle bu si-
teler de kodlama disinda birakilmistir. Oranlar geri kalan 40 web sitesi icin olusturulmus-
tur. 36 (%90) site ana sayfada dogrudan bir baslikla (“Basin Odasi/Merkezi”, “Haberler”,
“Duyurular”, “Medya lliskileri”, “Medya”, “E-Biilten” gibi) basin odasina link vermistir.
Dort site (%10) de basin odalari ya da basin alanlarini baska bir etiket altinda sitelerin-
de bulundurmaktadir. Bunlar genellikle “Hakkimizda” bélimiinde ya da “Kurumsal Bilgi”
kisminda bulunmaktadir. Tablo 1 basin alanlarinin dagilim yerlerini géstermektedir.

Basin odalari baska bir etiketle ana sayfada olsalar bile yedi (%18) site basin biiltenlerine
veya basin igin yararl bilgilere erismek icin iki ya da daha fazla tiklama gerektirmektedir.
28 (%70) site ana sayfada genel bir arama motoruna sahiptir bdylece gazetecinin ihtiyaci
olan bilgiyi sitede aramasina olanak saglamaktadir.

Arastirmanin Birinci Sorusuna Yonelik Bulgular: Turkiye’deki Fortune 500 listesinde yer
alan kurumlar, web sitelerini ve sitelerindeki basin odalarini gazetecilerle diyalog temelli
iliskiler kurmak amaciyla kullanmakta midir?

Fortune 500 Tiirkiye Web Sitelerinin iliski insa Etme Bilesenleri: Arastrmanin birinci
sorusunun ilk alt sorusu gazetecilerle kurum arasindaki diyalogu gliclendirecek olan web
site bilesenleri Gzerinedir. Tablo 2 6lgiilen diyalog bilesenlerinin frekanslarini gdstermek-
tedir. incelenen 40 sitenin 15’i (%38) gazetecilere finansal raporlarin, faaliyet raporlarinin
veya tanitim tlriindeki akici videolarin (stream video) goriintilenmesi imkanini sunmak-
tadir. Akici videolar ile kast edilen videolarin akisidir. Onceleri ¢ok uzun siiren videolarin
izlenme siiresi, bu yeni streaming teknolojileri sayesinde ¢ok daha kisa siirelere inmistir.
Bdylece videolarin binlerce kisi tarafindan ayni anda hizli bir sekilde izlenebilmesi saglan-
maktadir (Stream Video, 2013). Higbir kurumun sitesinde gazetecilere kurumun halkla
iliskiler personeliyle konusabilmesi igin gercek zamanh “chat” 6zelligi ve podcast 6zelli-
gi bulunmamaktadir. Higbir site blog 6zelligine sahip olmamakla birlikte sadece bir site
kendi bloguna yonelik bir link icermektedir. Fakat blog icerigi Grtin kullanicilarina yonelik
oldugu icin kodlamaya dahil edilmemistir. RSS besleyicileri ise sadece 7 sitede (%18) yer
almaktadir.

Gazeteciler icin iceriklerin Kullanim Kolayhéi Ozellikleri: Arastirmanin ikinci alt sorusu
basin odalarindaki belirli igerikler tzerinedir. Halka iliskiler uygulayicilarinin isimleri sa-
dece alt (%15) sitede bulunmustur, bunlarin ikisi de ajans adi ile birlikte yer almaktadir
ve sadece dordiinln (%10) kendi ismiyle yer alan kisisel e-posta adresleri bulunmaktadir.
Ancak higbir uygulayicinin cep telefonu numarasi verilmemistir Halkla iliskiler birimine
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ait dogrudan telefon numaralari ve e-posta adresleri ise 9 sitede (%23) yer alirken, sade-
ce li¢ (%9) sitede halkla iliskiler birimi igin faks numaralari bulunmaktadir. 35 (%88) site-
de de genel ofis numarasi ve 36 (%90) sitede fiziki adres bilgileri mevcuttur. Son 30 giinde
yayinlanan basin biltenleri 13 (%30) sitede gordlirken, son yedi glin iginde glincellenmis
basin biltenleri yedi (%18) sitede goriilmustir. Bazi sitelerde yer alan basin biltenlerinin
de tarih bilgisi olmadigi tespit edilmistir. 11 (%28) site basin bilteni arama motoru iger-
mektedir. Uriin bilgisi, kurumsal ve finansal bilgiler, logolar, brosiirler gibi indirilebilir her
tlrl dosya 22 (%55) sitede bulunmustur. Kurum profilinin yer aldigi site sayisi 16 (%40)
iken, kurum tarihi ya da kurucu bilgisinin yer aldigi site sayisi 32 (%80)’dir. Yoneticilerin
biyografileri 18 (%45) sitede yer alirken yoneticilerin mesajlari 11 (%28) sitede yer al-
maktadir. Tablo 3 bu kategoride 6lgiilen tiim bilesenlerinin frekanslarini géstermektedir.

Gazetecileri ilk Olarak Siteleri Ziyaret Etmeye Tesvik Eden Yontemler ve Araglar: Ugiinci
alt arastirma sorusu icin gazetecilerin basin odalarini ziyaret etmelerine tesvik eden site
bilesenlerine bakilmistir. Alti site (%15) basin mensuplarina siteye kayit olmayi izin ver-
mekte ve 15 (%38) site bazi tir igerikleri ya da tGglincii sahis haberleri (gazete veya temel
bir haber kaynagindan alinan gazete kupiiri gibi) sunmaktadir. En az 3 ay geri giden basin
bilteni arsivleri 16 (%40) sitede gorilmistir. Sitelerin yarisi da son birkag yilin tim basin
biltenlerini icermektedir. Bazi sitelerin basin biltenlerinde ise tarih ve giincelleme bilgisi
yer almamaktadir. Ana sayfada Urlin bilgisi, glincel haberler, kurumdan bilgiler gibi duyu-
rular ve 6nemli bilgileri paylasan site sayisi ise 32 (%80)dir.

Tekrar Ziyaret Etmeyi Tegvik Eden Yéntemler: Son alt arastirima sorusu kapsaminda si-
tenin gazeteciler tarafindan gelecekte tekrar ziyaret edilmesine yonelik ozellikler agisin-
dan web siteleri incelenmistir. Sadece yedi (%18) site gazetecilerin siteyi tekrar ziyaret
etmelerini saglayan iceriklerden basin biltenlerini son 7-10 giin arasinda yayinlanmistir.
Finansal sunumlar, GrGn lansmanlari, aylik veya yillik raporlar gibi gelecek etkinliklerin
takvimini iceren site sayisi dort (%10)’tlr. Higbir site, gazetecileri siteyi tekrar ziyaret et-
meleri icin “bookmark” yani siteyi sik kullanilanlara ekleme imkanina sahip degildir. Yine
sadece dort (%10) site acik bir ifadeyle gazetecileri glincellemeleri takip etmeye davet
etmektedir.

Arastirmanin ikinci Sorusuna Yénelik Bulgular: Tiirkiye drnegi ile Pettigrew ve Reber’in
Amerika 6rneginin arasinda uygulamada benzerlikler ve farkhiliklar var midir?

Basin odalarinin bulunduklari yerler karsilastirildiginda; her iki ilkedeki kurumlarin web
siteleri, agirlikh olarak ana sayfada basin odalarina yer verdikleri gériilmektedir. Ayrica
Amerika’daki kurumlar “Yatirimer iliskileri” basligi altinda da basin odalarina yer verirken
Turkiye’de higbir kurum bu baslik altinda basin odasina yer vermemistir.

Amerika ornegindeki kurumlarla Tirkiye 6rneklemindeki kurumlar arasinda en belirgin
farkhhk geribildirim olanaklarinda gorilmektedir. Turkiye’deki kurumlarin yarisi (%53)
iletisim formlari veya “bize yazin” gibi gesitli baslklarla hem site lizerinden hem de ga-
zetecilere geri bildirim olanaklari sunarken Amerika’daki kurumlarin sadece %19’u bu
imkani saglamaktadir. Amerika’daki kurumlarin yarisindan fazlasi (%60) gazetecilere fi-
nansal raporlarin, faaliyet raporlarinin veya tanitim tirindeki akici videolarin (stream vi-
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deo) goriintilenmesi imkanini sunarken, Turkiye'deki kurumlarin sadece %38'’i videolari
yayinlamaktadir. Amerika’daki siteler hizli akan videolarin yani sira gergek zamanl video-
lara erisim imkani da sunmaktadir. Gergek zamanli videolari canli videolarin yayinlanmasi
seklinde tanimlamak miumkundur. Canli bir sekilde akan videolarin gergek zamanh video
olarak degerlendirmek mimkiindir. Ayrica gergek zamanli videolar iki yonlu video ara-
malarina ya da video konferans 6zelliginde de sahiptir (Real-time Video, 2015).

Web sitelerindeki icerikleri kolay kullanim 6zellikleri agisindan incelendiginde (Bkz. Tablo
7), basin bultenlerinin en fazla 30 giinlik olarak giincel bir sekilde yer almasi ve basin
bilteni arama motorunun olmasi konusunda Amerika’daki kurumlarin Tirkiye'dekilerine
gore cok daha 6nde oldugu goriilmektedir. En fazla 30 glnlik giincel basin bultenleri-
ne Amerika’daki kurumlarin neredeyse tamami (%92) sahipken, Turkiye’deki kurumla-
rin sadece Ugte biri (%30) sahiptir. Halkla iliskiler uzmanina ait iletisim bilgilerine sahip
oranlarinda yine Amerika’daki kurumlarin Tlrkiye’deki kurumlara gére 6nde oldugu go-
ralmektedir. Yoneticilerin biyografileri, fotograflari, kurumun tarihi ve kurucusuyla ilgili
kurumsal bilgilerin sunulmasi agisindan her 6érneklem grubundaki sitelerde benzer oran-
lar ortaya ¢ikmaktadir.

Gazetecilerin basin odalarini ziyaret etmeye tesvik eden site bilesenlerine bakildiginda
gazetecilere kurumun sitesine kayit olmalarini saglayan Gyelik formatinin her iki 6rnek-
lem grubu i¢in de benzer oldugu gérilmustir. Amerika’daki kurumlarin orani %10 iken
Turkiye'deki kurumlarin orani %15’tir. Bazi tir icerikleri ya da lglinci sahis haberleri (ga-
zete veya temel bir haber kaynagindan alinan gazete kuplirl gibi) sitelerinde yayinlama
oranlarinda ¢ok buyuk farklilk goriilmemekte ve Amerika’daki kurumlar igin %57, Tir-
kiye’deki kurumlar igin %38 seklindedir. Bir diger unsur olan basin biltenlerini iceren
en az Ug ay geri giden basin biilteni arsivlerine sahiplik oranlarinda ¢ok biyiik bir fark
oldugu goérilmektedir. Amerika’daki kurumlarin %93’G basin bilteni arsivine sahipken
Turkiye’'deki kurumlarin sadece %401 arsive sahiptir. Sitelerin ana sayfalarinda Uriin bil-
gisi, gtincel haberler, kurumdan bilgiler gibi Gnemli bilgileri paylasma oranlari ise; Ame-
rika’daki kurumlarin %93’U Turkiye’deki kurumlarin %80’i seklinde oldugu ve aralarinda
onemli bir farkin olmadigi gériilmektedir.

Gazetecilerin web sitelerini gelecekte tekrar ziyaret etmeleri yoniinde gerekli iceriklerin
saglanip saglanmadigina bakildiginda (Bkz. Tablo 8) basin biltenlerinin son yedi ile on
giin icinde yayinlanmis olmasi unsuruna gére Amerika’daki kurumlarin %66, Turkiye'deki
kurumlarin sadece %18 oldugu gorilmektedir. Finansal sunumlar, Girin lansmanlari, aylik
veya yillik raporlar gibi gelecek etkinliklerin takvimini iceren Amerika érnegindeki sitele-
rin orani %62 iken Tirkiye drnegindeki sitelerin orani ise sadece %10’dur. Gazetecilerin
siteyi tekrar ziyaret etmeleri icin isaretleme (bookmark) yani sitenin sik kullanilanlara ek-
leme 6zelligine sahip olmasi agisindan incelendiginde; Amerika’daki kurumlarin sadece
%5’i bu 6zellige sahipken Turkiye’deki kurumlarin higbirisinin bu 6zellige sahip olmadigi
gorilmektedir.

Arastirmanin Uglincii Sorusuna Yonelik Bulgular: Tirkiye’deki bu kurumlar sosyal
medya ortamlarinin web sitelerine entegrasyonunu saglamislar midir?
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Sosyal medya ortamlarinin web sitelere entegrasyonuna bakildiginda ise en yaygin
olarak kullanilan iki sosyal medya ortami 6n plana ¢ikmaktadir. Facebook ve Twitter’in
sitelerin yarisina (%50) dahil edildigi ve bu iki sosyal medya aracinin sitelerde birlikte
yer aldigi gorilmustir. Bu araglarin kullanimi ise daha ziyade “takip etme” ve “igerigin
paylasilmasi” yoniindedir. Cogunlukla ana sayfada bulunan bu sosyal medya ortamlari-
nin web sitelerine entegrasyonun saglanmaya ¢alisildigi ancak basin odalarinda gazeteci-
lere yonelik etkin bir sekilde bu ortamlarin kullanilmadigi tespit edilmistir. Siteler tarafin-
dan daha az tercih edilen diger sosyal medya ortamlari ise YouTube, LinkedIn, google +,
Instagram’dir. Sosyal medya araglarini sitelerinde en fazla kullanan ise %30’luk bir oranla
perakende satig sektoriiniin oldugu goriilmektedir.

TARTISMA VE SONUC

Pettigrew ve Reber’in (2010) calismasini Turkiye 6rnegi tizerinden bir tekrar ¢alismasi
olan bu arastirmada; Fortune 500 Turkiye listesindeki ilk 50 kurumuna ait web sitelerinin;
daha 6nceki calismalarda incelenen web siteleriyle benzer 6zellikler kaydederek (Seltzer
& Mitrook, 2007; Okay & Canpolat, 2006) gazetecilerle diyalogu giiclendirecek 6zelliklere
yeteri kadar sahip olmadiklari gériilmustir. Web siteleri diyalog temelli iletisim ilkelerine
yeteri kadar sahip olmadiklari icin halka iliskiler uygulayicilarinin amagladiklari hedeflerle
kurumsal web sitelerinin icinde barindirdig diyaloga dayali iliski insa etme potansiyeli
arasinda bir bosluk bulunmaktadir.

Diger yandan Pettigrew ve Reber’in Amerika Fortune 500 listesindeki kurumlarla Turki-
ye'deki kurumlara yonelik yapilan karsilastirmada Amerika’daki kurumlarin daha énde
olduklari ve gazetecilerle iliski insa etmeye ve diyalogu glclendirmeye yonelik ilerleme
kaydettikleri gérilmektedir. Tiirkiye 6rnegindeki kurumlarin higbirisinde ‘chat’ ve blog
ozelliginin olmamasi, RSS besleyicilerinin ise sadece birka¢ sitede olmasi kurumlarin
Amerika 6rnegindeki kurumlara gore teknolojinin ve internetin tim o6zeliklerinden daha
az yararlandiklarini gdostermektedir. Diger yandan 6ne c¢ikan olumlu bir farkhlik ise geri
bildirim olanaklarina Turkiye’deki kurumlar tarafindan daha fazla yer verilmis olmasidir.

Web sitelerindeki iceriklerin gazeteciler igin kolay kullanilabilir olmasinin basinda ¢ok az
bir vakit harcayarak basin odasina erisilmesi gelmektedir. Bu nedenle dort dakika igeri-
sinde basin odasi bulunamadigi icin iki web sitesi terk edilmis ve kodlanmamistir. Buna
karsin basin odasi sitelerin biyik bir cogunlugunda (%90) agik¢a belirtiimekte ve ana
sayfada dogrudan bir baslikla yer almaktadir. Gazetecilerin aradiklari biltenlere hizl bir
sekilde erisebilmesini saglayan basin bilteni arama motoruna sitelerin sadece dortte bi-
rinin sahip oldugu gorilmustir. Gazeteciler kurumsal web sitelerinde en ¢ok halkla ilis-
kiler uygulayicisinin iletisim bilgilerini arastirdiklari icin (Pettigrew & Reber, 2011); onlar
icin kolayhk saglayan halkla iliskiler uygulayicisinin isimleri ve iletisim bilgilerinin, Esrock
ve Leichty’nin (1999) calismasina paralel olarak ¢ok az sitede yer aldigl, bazilarinda ise
halkla iliskiler ajansinin iletisim bilgilerinin oldugu saptanmistir.

Gazeteciler igin iceriklerin kolay bir sekilde kullanilabilmesine etki eden bir diger site
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icerigi de basin biltenlerinin en fazla 30 glinlik olarak glincel bir sekilde yer almasi-
dir. Amerika’daki kurumlarin Turkiye’dekilere gére bu konuda ¢ok daha 6nde oldugu
gorulmektedir. Amerika’daki kurumlarin neredeyse tamami en fazla 30 gunlik guincel
basin biltenlerine sahipken bu oran Tirkiye’deki kurumlar igin cok diistikttir. Amerika’da-
ki kurumlarla kiyaslandiginda Turkiye’deki kurumlarin ¢ok azinda halkla iliskiler uzma-
ninin iletisim bilgilerinin yer almasi, Glkemizde buna yeteri kadar 6nem verilmedigini
gostermektedir. Kurumlarin halkla iliskiler uzmanlarinin iletisim bilgilerini internet orta-
minda paylasmak istememeleri kurum politikasiyla iliskili olabilecegi dustinilmektedir.
Ote yandan bu bilgilerin paylasilmasi gazetecilerin daha kisa siire icinde ve dogrudan
halkla iliskiler uzmanina ulagmasini saglayacag i¢in kurum agisindan olumlu bir durum
olusturacaktir. Kullanim kolaylhgi saglayan bir diger site icerigi de kurum yoneticilerine ait
biyografilerin, fotograflarin, kurumun tarihi ve kurucusuyla ilgili bilgilerin site igerisinde
yer almasidir. Hem Amerika 6rneklemindeki kurumlarin hem de Turkiye’deki kurumlarin
bu bakimdan benzerlik gésterdigi ve bu igeriklerin sunulmasina yeterince énem verdik-
leri gorilmektedir.

Gazetecilerin bilgi toplarken, ilk olarak kurumlarin kendi web sitelerini ziyaret etmele-
rinin saglanmasina yonelik site icerikleri incelendiginde; U¢ ay geriye giden arsivler 16
sitede gbdzlenmis ve pek ¢cogunun basin biiltenlerinin son birkag yila kadar geri gittigi
gorilmustur. Birkag sitedeki basin biiltenlerinin ise lizerinde herhangi bir tarihe rastlana-
mamistir, bu nedenle glincel olup olmadiklari anlasilamamistir. Sitelerin blylk bir kismi
basin bilteninden ziyade sirket ya da (irlin ve hizmetler hakkinda duyurular ve haberler
seklinde iceriklere sahiptir. Bazi sitelerin basin bilteni arsiv anlayisinin “basindaki haber-
lerin arsivi” olarak algilandigi ve basinda yer almis haber iceriklerinin arsivliendigi dikkat
cekmistir.

Amerika ve Turkiye ornegi karsilastirildigindaysa basin biltenlerini iceren en az lg ay
geri giden basin bilteni arsivlerine sahiplik agisindan iki 6rneklem grubundaki kurumlar
arasinda ¢ok buyuk bir fark oldugu gorilmektedir. Tirkiye’deki kurumlarin sadece bir
kisminin basin bilteni arsivine sahip olmalari, buna yeteri kadar 6nem vermediklerini
gostermektedir. Gazetecilere kurumun sitesine kayit olmalarini saglayan Gyelik forma-
tinin ve sitelerin ana sayfalarinda Grin bilgisi, glincel haberler, kurumdan bilgiler gibi
onemli bilgilerin sunulmasi bakimindan her iki 6rneklem grubu benzerlik gostermektedir.

Gazetecilerin gelecekte de web sitelerini ziyaret etmelerinin saglanmasi icin web site-
lerinde yer alan bilgiler incelendiginde; Fortune 500 Tirkiye listesindeki kurumlara ait
web sitelerinin, 6nceki ¢alismalarla benzerlik gésterdigi (Yurdakul Oksiiz, 2007; Okay &
Pelenk, 2006; Okay & Canpolat, 2006) ve basin biltenlerini glincellemede iyi olmadiklari
gorilmektedir. Kurumlarin sadece %18’i son 7 ile 10 glin arasinda yayinlanan basin bil-
tenlerine sahiptir. internet gibi hizh bilgi akisinin oldugu bir ortamda “modasi ge¢mis”
cevrimici bilgilerin yer almasini (Lordan, 1999: 16) kabul edilebilir bir unsur olarak
gormek mumkin degildir. Gazetecilere yonelik olusturulan iceriklerin eski tarihli olmasi
ve dizenli olarak glincellenmemesi, gazetecilerin o web sitesini haber ve bilgi toplama
kaynag olarak ziyaret etmesini engelleyecektir. Ozellikle ana sayfada ve basin odasinda
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glincel olmayan bilginin bulunmasi gazeteciler igin olumsuz bir durum olmaktadir. Ga-
zetecilerin gelecekte de web sitesini ziyaret etmesi ve bdylece web sitesinin onlar igin
cekici hale getirilmesi ve surekli takip edilebilir olmasi igin web sitelerinin giincel bilgiler
sunmasi gerekmektedir. Bununla birlikte yayinlanan igeriklerin en son glincellendigi tarih
de belirtilmelidir.

Basin bltenlerinin giincel olmasi, finansal sunumlar, triin lansmanlari, ayhk veya yillik
raporlar gibi gelecek etkinliklere ait takvimlerin sunulmasi agisindan web sitelerini gele-
cekte de gazeteciler tarafindan ziyaret edilmeye tesvik edilmesi noktasinda Amerika’daki
kurumlarin 6nde oldugu gorilmektedir. Siteyi sik kullanilanlara ekleme 6zelligine (bo-
okmark o6zelligi) Amerika’daki web sitelerinin ¢ok azi sahipken; Turkiye’deki kurumlarin
hicbirisinin bu 6zellige sahip olmamasi, internetin sundugu bu 6zellikten yeteri kadar
veya hi¢ faydalaniimadigini gostermektedir.

Web sitelerinin sosyal medya entegrasyonu acisindan incelenen ¢alismalarda oldugu gibi
(Yoo & Kim, 2013: 539-540; Zerfass & Melanie, 2014: 90), en az bir sosyal medya aracinin
Fortune 500 Tirkiye kurumlarinin sitelerinde oldugu gorilmustir. En yaygin olarak kulla-
nilan sosyal medya araglari arasinda ise Facebook ve Twitter gelmektedir. Onlari da You-
Tube, LinkedIn, Instagram gibi sosyal medya ortamlari takip etmektedir. Gittikgce yaygin-
lasmakta olan sosyal medya araclarinin web sitelerine dahil edilmeye baslanmis olmasi
ve bu ortamlarda da etkilesimin saglanmaya calisilmasini kurumlar agisindan umut edici
olarak degerlendirmek miimkiindiir. iki yonlii iletisime imkan taniyan yapisiyla sosyal
medyanin, gazetecilerle kurum arasindaki diyalogu giclendirmede ve iliski insa etmede
o6nemli bir arag olarak kullanilmasi olanakli gériinmektedir.

Teknolojinin her giin gelisen araglari kurumlar tarafindan heniiz tam anlamiyla benim-
senmemistir. Kurumlar; gazetecilerle diyalogu giclendirecek chat, blog ve podcast gibi
internetin sundugu olanaklardan yeteri kadar yararlanmamaktadir. Diger yandan son
yillarin oldukga revacgta olan sosyal medya ortamlarinin web sitelerine dahil edilmeye
baslanmasi olumlu bir gelisme olarak gérmek mimkindur. Sosyal medyanin, kurumla
gazeteciler arasindaki iliskileri insa etmede ve diyalogu gliclendirmede etkin bir sekilde
kullanilmasi gerekmektedir. Gazetecilerle stirekli bir diyalog icerisinde olmak da, gazete-
cilerin web sitelerini bilgi edinmede daha giivenilir kaynaklar olarak gérmelerini sagla-
yacaktr.

Hem gazetecilerin hem de halkla iliskiler uygulayicilarinin, diyaloglu iliskiler kurmak
adina sanal ortami ve sosyal medyayi 6nemli bir arag olarak daha fazla kullanacaklari
umulmaktadir. Bu dogrultuda gelecekteki ¢alismalarda sosyal medyanin, hem kurumlar
tarafindan hem de gazeteceler tarafindan iletisim ve etkilesim araci olarak kullaniminin
daha detayh ele alinmasi gerekmektedir. Ayrica gelecek arastirmalar icin Turkiye'deki
sektorlere yonelik olarak web sitelerinin diyalog unsurlarinin daha detayh bir arastirma-
sinin yapilmasi gerekmektedir. Belirli bir sektor tGzerine odaklanmis gazetecilerin, web
sitelerinde daha fazla diyalog unsurlarini tercih edip etmedigini arastirmak sektoérler ara-
sindaki degerlendirmeleri yapmak adina faydali olacagi distiniilmektedir.
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TABLOLAR

Tablo 1: Basin Alanlarinin Dagihm Yerleri

Basin Odasi Yeri Frekans Tiim sitelerin ylzdesi
Sirket Ana sayfasi 36 90
“Hakkimizda” ya da “(sirket adi) Hakkinda 2 5
“Kurumsal Bilgi” 2 5

40 100

Toplam
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Tablo 5: Basin Alanlarinin Dagilim Yerlerine Gore Karsilagtiriimasi

Basin Odasi Yeri Fortune 500 Amerika Fortune 500 Tirkiye ( yiizde)
Sirket Ana sayfasi 73 90
“Yatirimci iliskileri” bélimiinde 13 0

“Hakkimizda” ya da

“(sirket adi) Hakkinda” 12 5
“Kurumsal Bilgi” 2 5
“Sirketimiz” ya da “Firmamiz” >1 0
Daha fazla bilgi >1 0
Toplam 100 100

Tablo 6: Web Sitelerindeki Diyalog Bilegenlerinin Karsilagtiriimasi

Site Bileseni Fortune 500 Amerika Fortune 500 Tirkiye ( yiizde)
Akici (stream) video 60 38

Gergek zamanli videolara erisim 42 0

RSS besleyicileri 39 18

Geribildirim olanaklari 19 53

Podcast 16 0

Bloglar 7 0

Gergek zamanli “chat” 6zelligi >1 0
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Tablo 7: Gazeteciler igin igerigin Kolay Kullaniminin Karsilastiriimasi

Site Bileseni Fortune 500 Amerika Fortune 500 Tiirkiye ( yiizde)
Glncel basin bulteni (son 30 guin) 92 30
indirilebilir her tiirlii igerik 85 55
Kurum profili 77 40
Genel ofis telefonu 75 88
Yonetici biyografisi 74 45
Finansal sunumlar 74 48
Kurum tarihi/kurucusu 73 80
Felsefe/ misyon 71 75
Glincel basin bilteni (son 7 giin) 66 18
Yoneticilerin fotograflari 62 68
Halkla iligkiler uzmaninin adi 57 15
Hi uzmaninin dogrudan telefon numarasi 51 23
Kisisel e-posta adresler 39 10
Basin bilteni arama motoru 45 28
Basin igin genel e-posta adresi 51 23
Uriin fotograflari 36 38
Fiziki adres 18 90
Mesajlar 16 28
Faks numaralari 13 8
Cep telefonu numaralari 4 0

Tablo 8: Gazetecileri Tekrar Ziyaret Etmeyi Tesvik Eden Yontemler

Site Bileseni Fortune 500 Amerika Fortune 500 Tiirkiye ( yiizde)
7-10 guinlik basin biltenleri 66 18
Etkinlik takvimi 62 10
“Bookmark” 6zellig 5 0
Yeniden ziyaret etmeye davet etmek 4 10
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iSTANBUL UNIVERSITESI iLETiSiM FAKULTESi DERGISi
YAZI TESLIM VE YAYIN KURALLARI

1. iletisim Fakiiltesi Dergisi, istanbul Universitesi iletisim Fakiiltesi’nin alti aylik periyotlarla yayin-
lamis oldugu, akademik ve bilimsel nitelikli hakemli bir dergidir.

2. Dergimize yayinlanmak tzere gonderilen ¢alismalarin daha 6nce baska bir yayin organinda
yayinlanmamis olmasi ya da yayinlanma asamasinda bulunmamasi gerekmektedir. Ancak bu ku-
ral; toplanti, sempozyum veya kongre gibi etkinliklerde bildiri olarak sunulmus ancak basiima-
mis calismalar igin gegerli degildir. Ayrica yiiksek lisans ve doktora tezlerinden Uretilmis, 6zet
niteligindeki calismalar istanbul Universitesi lletisim Fakiiltesi Dergisi'ne kabul edilmemektedir
(27.3.20009 tarihli yayin kurulu karari).

3. Calismalar, A4 boyutundaki kagidin bir ylziine, Gst, alt, sag ve sol taraftan 2,5 cm. bosluk bira-
kilarak, 10 punto harf karakterleriyle, Times New Roman fontu kullanilarak ve Word 6.0 veya daha
izeri bir kelime islemciyle yazilmalidir. Satir aralik 6lgisi olarak 1,5 aralik 6lgtist kullaniimalidir.

4. Calismalar 4500 - 8250 sozcik arasinda olmali ve sayfa numaralari sayfanin altinda ve ortada
yer almalidir.

5. Yazar/yazarlarin adlari calismanin bashginin hemen altinda saga bitisik sekilde verilmelidir. Ayri-
ca yildiz dipnot seklinde (*) yazarin unvani, kurumu ve e-posta adresi sayfanin en altinda dipnotta
belirtiimelidir.

6. Calismalar, 5 niisha halinde sunulmalidir. ilk niishada yazar/yazarlarin adlari verilmeli, diger 4
nlsha ise ad belirtiimeden A4 ¢ikt seklinde ve CD’ye kaydedilmis olarak elden yahut posta yolu ile
teslim edilmelidir. Ayrica yazarlar asagidaki dergi elektronik posta adresine ¢alismalarini elektronik
formatta yollamahdirlar.

7. Giris boliminden 6nce 180-200 sozciik arasinda galismanin kapsamini, amacini, ulasilan
sonuglari ve kullanilan yéntemi kaydeden yabanci dilde (ingilizce, Aimanca veya Fransizca) 6z yer
almalidir. Ayrica yabanci dildeki 6ze yazildigi dilde baslik eklenmelidir. Yabanci dillerdeki ¢calisma-
lara ise Tiirkge 6z hazirlanmalidir. Oz altinda ¢alismanin icerigi hakkinda bilgi veren yabanci dilde
(ingilizce, Almanca veya Fransizca) ve Tiirkge {i¢ anahtar sézciik yer almalidir.

8. Calismalarin baslica su unsurlari icermesi gerekmektedir: Baslik, Tirkge 6z ve anahtar kelimeler;
yabanci dilde baslik, 6z ve anahtar kelimeler; boliimler, son notlar ve kaynaklar.

9. Calismanin giris bélimii “1. GIRIS” seklinde belirtiimelidir. Alt béliimler her bdliim icinde bélim
numarasi kullanilarak, “1.1”, “1.2” seklinde numaralandiriimalidir. Arastirma yazilarinda sorunsa-
lin betimlendigi ve ¢alismanin éneminin belirtildigi GIRIS bélimiini “AMAC VE YONTEM”, “BUL-
GULAR”, “TARTISMA VE SONUC”, “SON NOTLAR” “KAYNAKLAR” ve “TABLOLAR VE SEKILLER” gibi
bolumler takip etmelidir. Derleme ve yorum yazilari igin ise, galismanin 6neminin belirtildigi, so-
runsal ve amacin somutlastirildigi “GiRiS” bélimiiniin ardindan diger béliimler gelmeli ve ¢calisma
“TARTISMA VE SONUC”, ”SON NOTLAR”, “KAYNAKLAR” ve “TABLOLAR VE SEKILLER” seklinde biti-
rilmelidir.

10. Calismalarda tablo, grafik ve sekil gibi gostergeler ancak galismanin takip edilebilmesi agisindan
gereklilik arz ettigi durumlarda, numaralandirilarak, tanimlayici bir baslik ile birlikte “KAYNAKLAR”
boliminden sonra verilmelidir. Demografik 6zellikler gibi metin iginde verilebilecek veriler, ayrica
tablolar ile ifade edilmemelidir.




Yazi Teslim ve Yaym Kurallar

11. Yayin kurallarina uygun olarak hazirlanan yazilar asagida belirtilen posta adresine génderilmeli
va da elden teslim edilmelidir. Yurt disindan gonderilecek ¢alismalarin posta disinda, elektronik
posta ile de yollanmasi gerekmektedir.

12. Yayinlanmak tizere gdnderilen makalelerin tim niishalarina bir kapak sayfasi konulmalidir. Bu
kapak sayfasinda; makalenin tam adi, yazar veya yazarlarin baglh bulunduklari kurum ve unvanlari,
kendilerine ulasilabilecek adresler, cep, is ve faks numaralari ve e-posta adresleri yer almalidir.

13. Yazarin makalesinin yayinlanmasina izin verdigine dair imzal bir belgenin makale ile birlikte
gonderilmesi gerekmektedir. Gonderilecek belgenin metni su sekilde olmalidir:

istanbul Universitesi Rektorliigii,
Universite Yayin Komisyonu Baskanhgi’na,

istanbul Universitesi Rektorliigii tarafindan basilacak olan iletisim Fakiiltesi Dergi-

si’nin .... sayisinda bulunan “..........cccceeriiiinnne! ” baglikli makalemin Universiteler Yayin Yonet-
meligi hiikiimlerine gore basilmasina miisaade ediyorum.
Unvan, Adi/Soyadi
imza
14. Kurallar dahilinde dergimize yayinlanmak tizere génderilen galismalarin her tlrlt sorumlulugu
yazar/yazarlarina aittir.

15. Yayin kurulu ve hakem raporlari dogrultusunda yazarlardan, metin tizerinde bazi diizeltmeler
yapmalari istenebilir.

16. Yayinlanmasina karar verilen ¢alismalarin, yazar/yazarlarinin her birine istekleri halinde dergi
gonderilir.

17. Dergiye gonderilen galismalar yayinlansin veya yayinlanmasin geri génderilmez.

18. Yayin kurulu tarafindan yayinlanmasi uygun bulunan makalelerin telif hakki istanbul Universite-
si iletisim Fakiiltesi’ne aittir; baska bir yerde yayinlanamaz. Yazarlara telif ticreti 5denmez.
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KAYNAK GOSTERIMI

1. istanbul Universitesi iletisim Fakiiltesi Dergisi yazim kurallari ve kaynak gésterme bigimleri igin
2010 tarihli APA (American Psychological Association) Yayin Kitap¢igi’ni temel alir. Daha fazla bilgi
icin bkz.:

American Psychological Association. (2010). Publication manual of the American Psychological
Association (6th ed.). Washington, DC: APA.

2. Tum gondermeler metin iginde sirasiyla yazarin soyadi, tarih ve gerekiyorsa sayfa numaralari
yazilarak (Soyad, tarih: sayfa araligi) seklinde verilmelidir. Ayni kaynaklara yapilan géndermelerde
de bu yontem uygulanmali ve ‘a.g.e/, ‘ibid., ‘op. cit.” gibi kisaltmalar kullaniimamalidir. Yayin tarihi
olmayan eserler igin “tarih yok” anlaminda ‘n.d.” kisaltmasi kullanilir.

3. Yazarin adi metinde gegmiyorsa ve kitaba atif yapiliyorsa, yazarin soyadi ve tarihi verilmelidir
(Homans, 1962), (Sartori, n.d.) gibi.

4. Yazarin adi metinde gecmiyor ve belli sayfalarin verilmesi s6z konusuysa, yazarin soyadi, tarih ve
sayfa numaralari verilmelidir. (Booker, 1994: 84), (Sartori, n.d.: 25-30) gibi.

5. Yazarin adi metinde gegmiyor ve birbirini takip etmeyen sayfalar s6z konusuysa, yazarin soyadi,
tarih ve sayfa numaralari ayri ayri verilmelidir. (Teber, 2013: 195, 203) gibi.

6. Yazarin adi metinde gegiyorsa ve kaynaklar béliminde bu yazarin bir eseri mevcutsa tarih ve
sayfa numarasi verilir (2004: 175) gibi.

7. iki yazarli ggndermelerde her iki yazarin da soyadi yazilarak verilmelidir (Alemdar & Erdogan,
1994: 139) gibi.

8. Yazarlar ikiden fazlaysa ilk yazarin soyadindan sonra ‘ve digerleri’ anlaminda ‘et al., ibaresi kul-
lanilmahidir (Christians et al., 1993: 115) gibi.

9. Birden fazla kaynaga yapilan gdndermeler noktali virgiille ayrilmalidir (inceoglu, 1994: 152; Ak-
tan, 1992: 117; Bilginer, 1998: 73) gibi.

10. Bir yazarin ayni tarihli birden gok ¢alismasi kaynaklarda yer aliyorsa, bu galismalari birbirinden
ayirt etmek icin “a,b,c,...” ibareleri kullaniimali ve bu kullanim gerek metin iginde kaynak gosterme
sirasinda gerekse kaynaklar boélimunde yer almalidir (Ortayh, 1983a: 998) (Ortayh, 1983b: 135)
gibi.

11. ikincil kaynaktan alint yapiliyorsa kaynak listesinde ikincil kaynak belirtilmelidir. Metinde oriji-
nal kaynak belirtildikten sonra parantez iginde ‘as cited in’ ibaresi kullanilarak ikincil kaynak verilir.

“Miller’in sosyal adalet tanimina gore... (as cited in Lister, 2007: 12)” gibi.

12. Metin igindeki alintilar igin ¢ift tirnak kullaniimalidir. 40 kelimeyi asan alintilar, tirnak isaretleri
kullanilmadan girintili paragrafta ve ana metne gore bir kiiglik punto ile verilmelidir. Alinti iginde
vurgulanan sozcikler ise tek tirnak ile verilmelidir. Kitap, film isimleri gibi 6zel nitelemeler italik
harfler ile, yazarin vurgu yapmak istedigi sdzciikler ise tek tirnakla belirtiimelidir.

13. Metin iginde numaralandirilan notlar metnin sonunda, numara sirasina gore ve kaynaklar bo-
limiinden hemen 6nce verilmelidir.
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KAYNAKLARIN DUZENLENMESI

Tek Yazarl Kitap
Kejanliogli, D. B. (2004). Tiirkiye’de Medyanin Déniisiimii. Ankara: imge Kitabevi Yayinlari.
iki Yazarh Kitap
Elden, M. & Bakir, U. (2010). Reklam Cekicilikleri Cinsellik, Mizah, Korku. istanbul: iletisim
Yayinlari.

ok Yazarli Kaynak

Bora, A., Erdogan, N., Bora, T., Ustiin, i. (2013). “Bosuna mi Okuduk?” Tiirkiye’de Beyaz Yakali
Issizligi. istanbul: iletisim Yayinlari.

Ceviri Kitap

Sennett, R. (2011). Ten ve Tas Bat1 Uygarliginda Beden ve Sehir (T. Birkan, Trans.). istanbul: Metis
Yayinlari. (Original work published 1996).

Derleme Kitaptan Makale/Bélim

Turk, H. B. (2011). Hegemonik Erkek(lik) ve Kalturel Temsil: ‘Cirkin Kral, Kurtlar Vadisi'nde Yura-
yor’. In i. Erdogan (Ed.), Medyada Hegemonik Erkek(lik) ve Temsil (163-211). istanbul:

Kalkedon Yayinlari.

Hakemli Dergiden Makale

Ozdemir, E. (2012). Umit Unal Sinemasinda Ulusal Alegori. Sinecine Sinema Arastirmalari Dergisi,
3(2), 35-79.

Dergiden Alint

Késtepen, E. (February, 2009). isgalleri izlerken Savas Filmi Yapmak. Altyazi Aylik Sinema Dergisi,
81, 48-53.

Gazeteden Alinh
Yazarh:

Sazak, D. (1997, June 4). Medyada Yeni Stratejiler. Milliyet, 17.

Yazarsiz:
Parental attitude key to healthier drinking habits. (2009, October 1). The Australian, 3.
Yayinlanmamis Tez

Yildiz, G. (2011). Diinyada ve Tiirkiye’de Baris Gazeteciligi Kavraminin Degisimi ve Doniisiimii
(Unpublished Ph.D. thesis). istanbul Universitesi Sosyal Bilimler Enstitiisi, Turkiye.
Bildiri
Kuruoglu, H. (2011). Tiirk Sinemasinda Degisen Komedi Anlayisi. In O. Barli & D. Tellan (Eds.),

Atatiirk Universitesi lletisim Fakiiltesi Giilmenin Arkeolojisi ve Medyada Mizah Olgusu (709-
735). Erzurum: Atatiirk Universitesi iletisim Fakiiltesi.
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internette Yayinlanan Makaleler

DOI Atanmis Makale:

West, A. (2011). Reality television and the power of dirt: metaphor and matter. Screen, 52(1), 63-
77. doi:10.1093/screen/hjq050

DOI Atanmamis/Ucretsiz Erisime Sahip Makale:

Haigh, M. M., Dardis, F. (2012). The Impact of Apology on Organization — Public Relationships and
Perceptions of Corporate Social Responsibility. Public Relations Journal, 6(1). Retrieved from
http://www.prsa.org/Intelligence/PRJournal/Documents/2012HaighDardis.pdf

Web Sayfasi/Blog Génderisi:

Bordwell, D. (2013, June 18). David Koepp: Making the world movie-sized [Web log post]. Re-
trieved from http://www.davidbordwell.net/blog/page/27/

Gazeteden Alinta (Yazarh):

Ozgiiven, F. (2011, October 13). Bienal kiyisindan sehre bakmak. Radikal. Retrieved from http://
www.radikal.com.tr/yazarlar/fatih_ozguven/bienal_kiyisindan_sehre_bakmak-1066167

Gazeteden Alinti (Yazarsiz):

The top films at the North American box Office. (2013, October 13).Reuters. Retrieved from
http://www.reuters.com/article/2013/10/13/boxoffice-chart-idUSL1INOI30A520131013

Sozluk:

Occupy movement. (2014). In Encyclopedia of social media and politics. Washington, DC: CQ
Press. Retrieved from http://search.credoreference.com/content/entry/cqpresssomedpol/
occupy_movement/0

Ansiklopedi:

Friend, C. (n.d.). Social Contract Theory. In J. Fieser, B. Dowden (Eds.), Internet Encyclopedia of
Philosophy. Retrieved June 28, 2014 from http://www.iep.utm.edu/soc-cont/

Wikipedia, vb.:
Post-structuralism. (n.d.). Retrieved July 14, 2013 from Wikipedia The Free Encyclopedia: http://
en.wikipedia.org/wiki/Post-structuralism

Gorsel-isitsel Medya

Filmden Alinti:

Demirkubuz, Z. & Botassi, L. (Producers), Demirkubuz Z. (Director). (2006). Kader [Motion pictu-
re]. istanbul: D Yapim Reklamcilik ve Dagrim A.S.

Miizik Kaydi:
Baba Zula. (2005). Gerekli Seyler. On Duble Oryantal [CD]. istanbul: Rh Pozitif Miizik Yapim.

Youtube, vb.:

ChallengingMedia. (2006, October 4). Representation & the Media: Featuring Stuart Hall [Video
file]. Retrieved from https://www.youtube.com/watch?v=aTzMsPqssOY
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ISTANBUL UNIVERSITY FACULTY OF COMMUNICATION JOURNAL
ARTICLE SUBMISSION AND PUBLISHING INSTRUCTIONS

1. Faculty of Communication Journal, published by Istanbul University Faculty of Communication,
is a six monthly academic and scientific peer-reviewed journal.

2. The studies that will be submitted to be published in Istanbul University Faculty of Communi-
cation Journal must be scientific and original work written in Turkish, English, French or German
tackling with issues on communication or with issues that have an interdisciplinary relation with
communication. The studies that will be submitted to our journal to be published can be neither
previously published nor currently in publication process in any media. But this rule does not apply
to the unpublished studies that have been already submitted as a paper to activities like conven-
tions, symposiums or conferences.

3. The studies should be printed on one side of an A4 paper using 2.5 cm margins from right, left,
bottom and top using 10 size letters, Times New Roman font and Word 6.0 or a higher word pro-
cessing software. A line spacing of 1.5 should be used.

4. The studies should contain between 4500 and 8500 words and the page numbers must be at
the bottom and in the middle.

5. The name(s) of author(s) should be given just beneath the title of the study aligned to the right.
Also the degree, the institute and the e-mail of the author must be specified on the bottom of the
page as a footnote marked with an asterisk (*).

6. Five copies of the studies should be submitted. On the first copy the name(s) of the author(s)
should be specified, other copies should be delivered without the name(s). The studies should be
saved on a CD or DVD disk.

7. Before the introduction part, there should be an abstract between 180 and 200 words written in
Turkish and a foreign language (English, German or French) summarizing the scope, the purpose,
the results of the study and the methodology used. Also a title in the language that it has been
written should be added to the abstract which is in the foreign language. An abstract in Turkish and
in the foreign language should be prepared for studies written in a foreign language. Underneath
the summaries, three keywords that inform the reader about the content of the study should be
specified in Turkish and in a foreign language (English, German or French).

8. The studies should contain mainly these components: Title, abstract and keywords; title, sum-
mary and keywords in a foreign language; sections, footnotes and references.

9. The introduction part of the research articles should be followed by parts such as “Purpose and
Methods”, “Results”, “Discussion and Conclusion”, “Footnotes” and “References”. For compilation
and commentary articles, the article should start with the “Introduction” part, where the purpose
and the method is mentioned, followed by the other parts and the study should be finished with
“Discussion and Conclusion”, “Footnotes”, “References” and “Tables and Figures” parts.

10. Tables, graphs and figures can be given with a number and a defining title if and only if it is
necessary to follow the idea of the article. Otherwise features like demographic characteristics can
be given within the text.

11. The studies that have been prepared according to the publishing instructions should be mailed
to the following address or must be delivered by hand. The articles submitted from abroad should
be sent by email as well.

12. All the copies of the articles which have been sent to be published should have a cover page.

145




Article Submission and Publishing Instructions

On this cover page, the full name of the article, the titles and the institutions of the author(s),
their communication addresses, cell phone, business phone and fax numbers and their e-mail
addresses should be indicated.

13. A document of consent for the publication of the author’s article should be signed and sent
with the article. The document should be written as the example:

To Istanbul University Presidency,
University Editorial Commission Presidency,

| permit my article titled “..................... ” included in number .... of Faculty of Communication
Journal which will be published by Istanbul University Presidency to be published according to
the Intercollegiate Publishing Statute rules.

Title, First Name/Last Name

Signature

14. The rights of the articles that are submitted to our journal to be published, belongs to the
author(s).

15. The author(s) can be asked to make some changes in their articles due to peer reviews.
16. A copy of the journal will be sent to each author of the accepted articles upon their request.

17. The studies that were sent to the journal will not be returned whether they are published or
not.

18. Publication rights belong to Istanbul University Faculty of Communication and they cannot be
published anywhere else. The authors will not be paid for the rights of their article.
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REFERENCES:

1. All references should be specified in the text using the last name of the author, the year and if
necessary the page number in this order (last name, year:page). The same convention should be
used for the references to the same source, abbreviations like “loc.cit.”, “ibid.”, “op.cit.” shouldn’t
be used. For works with no publishing date, “n.d.” abbreviation can be used, meaning: no date.

2. If the author’s name isn’t mentioned in the text, and there is a reference to the book, then the
last name of the author and the year should be specified like (Homans, 1962), (Sartori, n.d.)

3. If the author’s name isn’t mentioned in the text and specific pages should be referred, then the
last name of the author, the date and the page numbers should be specified like (Homans, 1962:
175), (Sartori, n.d.: 25-30)

4. If the author’s name isn’t mentioned in the text, then the last name of the author, the date and
the page numbers should be specified individually like (Homans, 1962: 175,233).

5. If the author’s name is mentioned in the text and if the work of the author is present in the
references section, the date and the page number are specified like (2004: 175).

6. References with two authors should be specified using the last names of both authors like
(Alemdar and Erdogan, 1994: 139).

7. If the authors are more than two, after the last name of the first author, the expression “et. al”
meaning “and others” (et alia in Latin) should be used like (Christians et al., 1993: 115).

8. References to more than one source should be separated by semi colons like (inceoglu, 1994:
152; Aktan, 1992: 117; Bilginer, 1998: 73).

9. If there exists more than one work of an author with the same date in the references, expressi-
ons “a,b,c” should be used to distinguish them from each other and this usage should be adhered
to in the references in the text and in the references section like (Ortayli, 1983a: 998) (Ortayl,
1983b: 135).

10. If a direct quotation is not taken from a study but only the idea is referred, then the last name
of the author and the date of the study is specified in parentheses like

According to inceoglu (1994).......
................. inceoglu (1994)...........

11. Any quotes in the text should be inside double quotation marks. Quotes extending more than
40 words should be written as an indented paragraph in a smaller font size than the main text
without using any quotation marks. The emphasized words in the quotes should be specified using
single quotation marks. Proper names such as names of books or films should be written using
italic letters, the words authors want to emphasize should be given inside single quotation marks.

12. References to internet should include the author(s), the institution or page name, and the date
of access to the website if the construction date of the website is not available like (DIE, 2006);
(Kellner, 2006).

13. The notes numbered in the text should be placed according their numerical order just before
the references section.
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REFERENCES LIST — EXAMPLES BY RESOURCE TYPE

Book with One Author

Rose, G. (2012). Visual Methodologies: An Introduction to Researching with Visual Materials.
London, UK: Sage Publications.

Book with Two Authors

Bordwell, D. & Thompson, K. (2011). Minding Movies: Observations on the Art, Craft, and Busi-
ness of Filmmaking. Chicago, IL: University of Chicago Press.

Book with Multiple Authors

Longhurst, B., Smith G., Bagnall, G., Crawford, G., Ogborn, M., Baldwin, E., McCracken, S. (2008).
Introducing Cultural Studies. New York, NY: Routledge.

Translated Book

Bourdieu, P. (2010). Distinction A Social Critique of the Judgement of Taste (R. Nice, Trans.). Oxon,
UK: Routledge. (Original work published 1984).

Chapter/Work in an Edited Book

Bassett, C. (2006). Cultural Studies and New Media. In G. Hall & C. Birchall (Eds.), New Cultural
Studies: Adventures in Theory (220-237). Edinburgh, UK: Edinburgh University Press.

Article from a Peer-Reviewed Journal

Webster, J. G. (2005). Beneath the Veneer of Fragmentation: Television Audience Polarization in a
Multichannel World. Journal of Communication, 55(2), 366-382.

Magazine Article

Sabin, R. (August, 2008). The perils of strip mining. Sight and Sound The International Film Maga-
zine, 18(8), 24-27.

Newspaper Article

With Author:
Browne, R. (2010, March 21). This brainless patient is no dummy. Sydney Morning Herald, 45.

No Author:
Parential attitude key to healthier drinking habits. (2009, October 1). The Australian, 3.

Unpublished Thesis/Dissertation

Ni, L. (2006). Exploring the Value of Public Relations in Strategy Implementation: Employee Rela-
tions in the Globalization Process (Unpublished Ph.D. thesis). University of Maryland, Mary-
land, USA.

Conference Paper/Proceedings

Strombaéck, J. & Luengo, O. G.. (2006). Framing and Election News Coverage in Spain and Sweden.
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In E. Yiiksel (Ed.), 4th International Symposium Communication in the Millennium (75-86).
Eskisehir, Turkey: Anadolu University.

Online Articles

Articles with DOI Assigned:

West, A. (2011). Reality television and the power of dirt: metaphor and matter. Screen, 52(1), 63-
77. doi:10.1093/screen/hjq050

Article with no DOI Assigned/Freely Available Online:

Haigh, M. M., Dardis, F. (2012). The Impact of Apology on Organization — Public Relationships and
Perceptions of Corporate Social Responsibility. Public Relations Journal, 6(1). Retrieved from
http://www.prsa.org/Intelligence/PRJournal/Documents/2012HaighDardis.pdf

Web Page/Blog Post:

Bordwell, D. (2013, June 18). David Koepp: Making the world movie-sized [Web log post]. Retrie-
ved from http://www.davidbordwell.net/blog/page/27/

Newspaper Article (with author):

Sullivan, M. (2014, July 28). It’s Time to Push Back When Government Controls the Message. The
New York Times. Retreived from http://publiceditor.blogs.nytimes.com/2014/07/28/its-ti-
me-to-push-back-when-government-controls-the-message/

Newspaper Article (no author):
The top films at the North American box Office. (2013, October 13). Reuters. Retrieved from
http://www.reuters.com/article/2013/10/13/boxoffice-chart-idUSL1INOI30A520131013

Online Reference Work

Online Dictionary:

Occupy movement. (2014). In Encyclopedia of social media and politics. Washington, DC: CQ
Press. Retrieved from http://search.credoreference.com/content/entry/cqpresssomedpol/
occupy_movement/0

Online Encyclopedia:

Friend, C. (n.d.). Social Contract Theory. In J. Fieser, B. Dowden (Eds.), Internet Encyclopedia of

Philosophy. Retrieved June 28, 2014 from http://www.iep.utm.edu/soc-cont/
Wiki:

Post-structuralism. (n.d.). Retrieved July 14, 2013 from Wikipedia The Free Encyclopedia: http://
en.wikipedia.org/wiki/Post-structuralism

Audiovisual Media
Motion Picture/Video/DVD:

Bernstein, R., Rae, D., Loader, K. (Producers), Taylor-Wood, S. (Director). (2010). Nowhere Boy
[Motion picture]. UK: Icon Film Ltd.
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Song/Music Recording:
Baroness. (2009). Jake Leg. On Blue Record [CD]. Upper Darby, PA: Relapse Records.
Youtube video:

ChallengingMedia. (2006, October 4). Representation & the Media: Featuring Stuart Hall [Video
file]. Retrieved from https://www.youtube.com/watch?v=aTzMsPqssOY
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