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Abstract

The present study aims to compare two different advertising types that are known
to have a significant role on advertising credibility and purchase intentions. The
effects of narrative ads through being-hooked and of expert endorsement through
internalization on the dependent variables were analyzed via empirical research design.
The hypothesized model was tested with the sequential mediation analyses. Besides, the
differences of mediator variables within the scope of ad credibility and buying intentions
were investigated by conducting a series of t-tests. The subjects were exposed to one of
the stimulus ad types composed of either story-based (n=128) or expert endorsement
(n=124) advertising style. The results showed that both the direct effects of narrative
advertising and the mediating effects of being-hooked significantly predicted the
dependent variables. Although almost similar findings were reached for the expert
endorsing and internalization, the mean scores remained behind the narrative ad type.

Keywords: Narrative Ad, Expert Endorser, Being-Hooked, Internalization, Credibility.
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0z

Bu calisma, reklam giivenilirligi ve satin alma niyetleri tizerinde 6nemli rol oynadigi
bilinen iki farkl reklam tiiriinii karsilastirmay1 amaglamaktadir. Oykiileyici reklamlarin
kancalanma etkisi aracilifiyla ve uzman destegini igsellestirme yoluyla bagimh
degiskenler tuzerindeki etkileri ampirik arastirma tasarimi ile analiz edilmistir.
Hipotezleri iceren arastirma modeli, Hayes (2013) tarafindan gelistirilen PROCESS adli
bir SPSS eklentisi lizerinden sirali aracilik analizleriyle test edilmistir. Ayrica, aracilik
degiskenlerinin reklam giivenilirligi ve satin alma niyetleri kapsamindaki farkliliklar:
bir dizi t-testi yapilarak arastirilmistir. Denekler, dykiileyici (n= 127) veya uzman destegi
(n= 124) formatlarindan olusan uyaran reklamlarindan birine maruz birakilmislardir.
Sonuclar hem o6ykiileyici reklamin dogrudan hem de kancalanmanin aracilik etkisinin
bagimli degiskenleri 6nemli Ol¢lide tahmin edebildigini gostermistir. Her ne kadar
uzman onay1 ve i¢sellestirme aracilif1 icin neredeyse benzer bulgulara ulasilmis olsa
da, ortalama puanlar 6yktleyici reklam tiirtiniin gerisinde kalmistir. Sonu¢ béliimiinde
arastirmanin sonuglari, sinirhiliklar ve oykiileyici reklam yaklasiminin farkh etkileri
lizerine yapilabilecek ¢alismalar i¢in 6neriler sunulmustur.

Anahtar Kelimeler: Gykﬁleyici Reklam, Uzman Destegi, Kancalanma, igsellestirme,
Guvenilirlik.
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Introduction

Human life is abundant in stories. We narrate all our experiences, practices, and even
plans as stories no matter how ordinary they are. Because human brain is programmed to
employ stories as being a primary tendency in arranging the facts of our worlds, this is an
innate means of communicating with others. This way of comprehension through stories
certainly include our consumption experiences in a market environment. From this point
of view, advertisers have long been looking for creative and powerful technics to increase
the impacts of the ad and to build trust on consumers.

Many scholars in the advertising field stated that narrativity in ads which stimulate
positive emotions and cognitive reactions cause more favorable ad/brand attitudes (e.g.
Chang, 2009; Escalas, 1998; Green, Brock, and Kaufman, 2004; Padgett and Allen, 1997;
Phillips and McQuarrie, 2010). This can make story-based advertising more persuasive
than any other effort in advertising. Consumers generally evaluate information-intensive
messages cognitively in an argument ad and develop counterargument (Deighton, Romer,
and McQueen, 1989, p. 348). Whereas, the persuasiveness of narrative advertisements
depends on the emotional climate of the story components in which feelings are being
hooked (Escalas, Moore, and Britton, 2004). Hence, individuals who are transported in
the narrative are so immersed that they would likely trust the premises introduced in the
story and they avoid analyzing them critically (Green and Brock, 2000, p. 703). Such an
evaluating process where the counterargument response disappears leads consumers to
develop higher levels of credibility perception towards the narrative ad message (Kim,
Ratneshwar, and Thorson, 2017, p. 286).

However, from a rhetorical theory perspective, the credibility of the source is the vital
priority of the persuasive impact. For that reason, Ethos was placed at the top of the
persuasion triangle that Aristotle mentioned for the first time in his immortal work on
persuasion; Rhetoric. Ethos is virtues that strengthen the sense of authority, correct and
good attitudes, personal abilities related to trust and reassurance (Aristoteles, 2013,
p.40). It covers the speaker’s apparel, speech, behaviors, professional characteristics,
education, experiences, humor, and title (Meyer, 2009, p. 25). In the modern age,
the initial study for the reliability of the source, whose roots go back to Aristotle, was
developed by Hovland and his colleagues. According to the Source Credibility Model
(Hovland, Janis, and Kelley, 1953), the sense of expertness and trustworthiness towards
an endorser can boost the influence of a message. While trustworthiness can be
described as the endorser’s truthfulness, honesty, or believability; expertise refers to the
professional accumulation, experience, or abilities an endorser holds (Erdogan, 1999, p.
298). Studies on the credibility of the ads, proven to have a positive effect on consumers’
cognitive and behavioral intentions (Kim et al., 2017; Yoo and Maclnnis, 2005), have been
mostly based on source-oriented or endorser-oriented. However, its relations between
narrative ads and emotional impact have been handled in a very few researches which
means there is a gap in ad credibility literature. For instance, direct comparisons between
several consequences of narrative ads and expert endorsement ads regarding credibility
development may lead to a notable output.

Although the supreme power of narrative ads has been approved on many advertising
studies, it is evident that utilizing expert endorser has an overriding reputation in
ensuring ad credibility. Therefore, the current study will extend prior related researches
in several ways. Initially, we depict the emotional responses caused by the components
of the narrative ads which constitute close relations with ad credibility. Accordingly, we
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explained the Being Hooked Theory by Escalas and her colleagues (2004) that mediates
narrative-based emotional impact on ad credibility. Thereafter, we focused on the expert
endorser effect which is the second main variable of the study, and its internalization
process as a mediator for ad credibility. Even though numerous researches have tested
the influence of these factors on ad credibility, the present research aims to take these
findings one step further. Previous studies have posited being hooked and internalization
as predictors for the multiple effects of narrative ads and expert endorsements
respectively. Despite that, this is the first effort - as far as we know - that investigates
and compares narrative impact versus expert endorsement empirically in terms
of ad credibility.

Principally, this paper strives for analyzing the influence of narrative ads and expert
endorsements on ad credibility, and behavioral intentions through the mediating roles
of being hooked and internalization process. In the analyses, between-subject results
were obtained through the main and interaction effects of the hypothesized variables.
Based on these findings, the underlying insights of the varied impacts derive from expert
endorsing versus narrative format are also discussed, followed by the argumentation of
the limitations and suggestions for future studies.

Being Hooked by Narrative Ad

Conventional advertising is performed in the form of argumentative, where information
on product or service benefits becomes a promise and supported by product attributes;
but a narrative form simply presents a story (Boller, 1988, p. 3). The ad format, in which
a message of a product or a brand is presented in the story form consisting of a plot,
characters, place, and time components that are constructed with chronological and
causal links, is called narrative advertisement. As stated by Aaker, Stayman, and Hagerty
(1986, p. 366)particularly the characters with whom the viewer can empathize, narrative
ads have all we need to arouse warm feelings towards the ad. The consumer gets “lost”
in the story and develops empathy by experiencing the concerns and feelings of the
characters when a drama in an ad is well performed (Deighton et al., 1989, p. 335).
Accordingly, empathy is a primary emotional reaction that viewers experience when
processing narrative advertising (Chang, 2009, p. 24). Narrative ads offer stories to
consumers leading them to build practical and figurative conclusions in the appraisal of
the ad. Hence, a consumer intuits what it is like to experience the product by witnessing
thoughts, feelings, and behaviors associated with the brand (Padgett and Allen, 1997,
p. 57). This also means that the consumers viewing the ad are affected by the story in
terms of being engaged in the ad or it is possible to state briefly that these consumers are
“hooked” by the ad.

Consumers become hooked by a narrative ad when the components of the ad story such
as a thrilling plot, a commonplace, or the protagonist with whom the consumer may link,
encourages emotional reactions to the ad (Escalas et al., 2004, p. 108). As stated, a story
can draw in or hook consumers, getting them to be involved in what the characters feel and
engage them in the characters’ world. Thus, the superior power of narrative advertising
behind the scene is that it involves consumers in the ad cognitively and emotionally, and
draws them into the advertising story (Chang, 2009, p. 22). With this regard, emotive
response refers to “the extent to which a viewer feels emotionally involved in an ad” (Kim
et al,, 2017, p. 287). Many scholars have associated this dominant impacts of narrative
advertising with some variables such as positive attitudes toward the ad (Deighton et
al,, 1989), product evaluations (Lin and Chen, 2015) and involvement (Wang and Calder,

4 Erciyes iletisim Dergisi | Ocak/January 2021 Cilt/\Volume 8, Sayi/Issue 1, 1-21



Mehmet Safa Gam Hooking Consumers with Stories

2006), reducing counterarguments (Green and Brock, 2000), behavioral intentions
(Johnson, 2012), and advertising credibility (Kim et al., 2017).

Consumers within the effect of narrative ads feel motivated to consider themselves in a
sequence of events while benefiting from the advertised product. This cognitive process
that consumers experience is called “mental simulation”, which Taylor and Schneider
(1989, p. 175) explain as “the imitative representation of a series of events or construction
of hypothetical scenarios”. As in the stories in which we are the main character, consumers
constantly imagine themselves in behavioral scenarios through mental simulation
which turns into a persuasion mechanism (Escalas, 2004, p. 37). In connection with the
cognitive simulation process, Escalas et al. (2004, p. 106) claim that continuous attention
is required to bring emotions in action and allows consumers to be hooked by the ad
which is a result of viewing the ad. They also proposed a model that being hooked acts
as an interface between the individual’s emotional intensity and the narrative structure
of the ad, and that consumers experience this interface when any emotional response
occurs. This can foster an idea that being hooked mediates some of the ultimate goals of
narrative advertising, starting from the creation of advertising credibility to behavioral
intentions. According to Lin and Chen (2015, p. 701), this is because when consumers are
hooked by the ad story, they reveal lower levels of negative cognitive but powerful feelings
responses which make being hooked an important mechanism for desired advertising
goals. Brand evaluations prompted by narrative ads would be more likely in an emotional
rather than a rational nature. Therefore, these emotional reactions to the narrative ads
could mediate the sense of trust towards the source of the message or ad itself.

Expert Endorsement and Ad Credibility

Although it is not as common as the use of celebrity endorsing in advertisements (Biswas,
Biswas, and Das, 2006, p. 17), the expert endorsing increases the credibility of an ad,
mainly because of the increased source reliability (Maddux and Rogers, 1980). Credibility
lies on the attributes in which consumers perceive the source of the message to be an
expert that can be trusted on opinions related to the communication theme (Goldsmith,
Lafferty, and Newell, 2000, p. 43). Correspondingly, the degree to which consumers think
how trustworthy the information in the ads is defined with advertising credibility. In
many studies to date, credibility has been found to have direct relationships with both
advertising and brand attitudes (Hellier, Geursen, Rodney, and John, 2003; Kim et al,,
2017; MacKenzie and Lutz, 1989; Obermiller and Spangenber, 1998; Sutherland, 1982).
Since attitudes toward the ad are considered to have been influenced positively by the ad
credibility, higher credibility of ad messages or sources can enhance additional favorable
responses of the consumers (Kim and Damhorst, 1999, p. 20).

Source trustworthiness and expertise as the aspects of credibility are the main
characteristics in persuading consumers and in influencing attitudes towards ad or/
and brand (Goldsmith et al., 2000, p. 43). Consumer responses to advertising are heavily
influenced by the credibility of the ad and to the extent to which advertising is meaningful
or relevant to them (Yoo and Maclnnis, 2005, p. 1398). From The Source Credibility Model
point of view, consumers are said to have gone through some kind of internalization in
which they admit an impact concerning their values and personal beliefs (Kelman, 1961).
In the internalization process, consumers are influenced by the information coming from
a reliable source, and they change in terms of beliefs, thoughts, attitudes, and behaviors
(Erdogan, 1999). When the endorseris an expert, to putit briefly, viewers will be influenced
by the message if it seems beneficial for their particular problem (Biswas et al., 2006, p.
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19). According to Maddux and Rogers (1980, p. 235), the persuasive power of an expert
source comes from supporting argumentation because internalization is based on the
content of the communication. So it would be befitting to assert that expert endorsements
boost the ad credibility more likely for its increased source trustworthiness. More than
this, it was confirmed that if the promises of an advertised product come from an expert
endorser, the credibility of the ad will be higher than a celebrity endorser’s credibility
who is not perceived as an expert (Biswas et al., 2006, p. 22).Consumers lend an ear to
their perceptions about the reliability and expertise of the brands to evaluate products
and decide whether they tend to purchase (Lafferty, Goldsmith, and Newell, 2002, p. 3).
The brand can support its trustworthiness and overall image with its connotations, just
like the expert endorser in the advertising approach. Because experts can serve to reduce
uncertainty (Mulken and Hornikx, 2011, p. 95), the claims of the brand through expert
endorsers are considered to be reliable facts that can be beneficial in responding the
consumer needs (Wang, 2005, p. 4035). Therefore, the internalization process ensures
consumers to be satisfied with the information they acquired regarding the solution to
the needs. This process also becomes an instrument by which consumers can engage in
the message cognitively and enables developing powerful attitudes towards the ad which
remain for long (Kapitan and Silvera, 2016, p. 559).

The drives for practical information of consumers regarding their own needs or problems
involve them in the internalization process. It can be considered that they achieve this
satisfaction mostly when they meet up with the expert endorser. According to Lafferty and
Goldsmith (1999, p. 110) if consumers believe that the incoming information represents
an accurate position on that problem, they perceive the endorser as an expert and are
more likely to consider the ad favorably which leads a potential purchase of that brand.
As seen, the way consumers evaluate an expert endorser can divert them to a sense of
trust for the ad. Following this, positive brand attitudes and behavioral intentions can
arise. This is the key insight of how the internalization process mediates the influence of
expert endorsers on ad credibility and, so forth.

Method
Main Aims and Hypotheses

Many studies have examined the correlations among ad format preference, credibility
development, and behavioral intentions. However, researches indicating how and
why these outcomes arise among those factors and the power of the indirect effects
are important. This study is carried out to empirically compare being hooked state
and internalization process that mediate the effects of the narrative ads and expert
endorsement on the credibility of the ad. In other words, narrative advertising, which is
highly accepted in terms of emotional responses versus the power of the expert endorser,
which has an indisputable superiority in improving trust, have been investigated. Also, it
should be emphasized that this empirical study varies from similar studies and enriched
them theoretically. Within this context, the principal procedure that characterizes the
study is that the transformation of ad credibility into a predictor which, in turn, mediates
the impact of other mediators on dependent variables. Thus, the correlations were tested
in a holistic approach considering them as a bridge between ad formats and intentions to
buy. The study was also carried out with an empirical procedure and different responses
to ad stimuli made it possible to statistically compare the independent variables. First,
the effects of narrativity have been assessed through the mediators; second, the expert
endorser was analyzed with internalization and credibility; and finally, the effect sizes
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of stimuli were examined in terms of the mean scores and determined which of the
ad made the difference in terms of credibility and intentions. Those were stated in
hypotheses as follows:

H1- The effect of narrative ads on credibility is mediated by being hooked, then ad
credibility mediates the impacts of being hooked on purchase intention.

H2- While expert endorsement leads consumers to internalize the benefits offered in the
ad, internalization mediates the emergence of ad credibility. Then both credibility and
internalization mediate for purchase intentions.

H3- There are statistically significant differences between ad types (narrative versus
expert endorsement) and levels of mediators (low versus high) regarding the development
of advertisement credibility and purchase intentions.

Design and Procedure

A 2x2x2 between-subjects design was exerted in the experiment. The independent
variables were ad type (narrative vs. expert endorser), being hooked (high or low), and
internalization (high or low). Advertising credibility -also a predictor- and purchase
intentions were assigned as dependent variables. Ad type was manipulated to measure the
awareness of the subjects to be used in mediation tests. The being hooked, internalization,
and ad credibility scores were classified as “low” and “high”, by a median split calculation.

A Sequential Mediation Analysis which was stated above as a serial mediation with multi
predictors was conducted to test the H1 and H2. A macro software named PROCESS,
compatible with SPSS, which is available online was used to perform this analysis.
Model-6, constructed by Hayes (2013) was utilized in the present study since the
relevant hypotheses emphasized sequential interactions where indirect effects were
determinatives. In PROCESS, inferences for the statistics is relied on bootstrapping
procedure because of the irregular sampling distributions which make significance
suspicious (Hayes, Montoya, and Rockwood, 2017, p. 77). If a bootstrap CI interval for a
regression coefficient does not include zero, this is a significant mediation of the indirect
effect by that mediator within confidence (Hayes, 2018, p. 13). The PROCESS Model-6 can
be visible in Figure-1 as conceptual and statistical diagrams. This model was performed
by the 95% confidence from the dispersion of the indirect effect estimations within 5,000
bootstrap samples (Zhao, Lynch, and Chen, 2010, p. 202).

e €
1 1
1 1 I 1
Y Y
dy M
M, 1 M2 M, 1 2
a, a, b, b,

~ -9

X » ¥ X >

Figure 1. PROCESS Model-6 Conceptual and Statistical Diagrams (Hayes, 2013).

Participants

Two hundred and fifty-two undergraduate students (145 males, 107 females) in social
sciences departments participated in the study and, randomly assigned to one of the
two experimental groups; narrative group (n=128) and expert endorser group (n=124).
They were told about participation should only be a voluntary basis. First, the subjects
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in the groups were exposed to one of the advertising stimuli. After viewing the ads,
they responded to a questionnaire that includes several items for being hooked, ad
credibility, purchase intentions, internalization, and also rated the manipulation checks
for both ad types.

Stimulus Materials

The toothpaste product category was selected to be used as advertising stimuli. Toothpaste
was picked out specifically for its regular use in the daily routine (Varenne, Petersen, and
Ouattara, 2006). Also, being in the category of health and cosmetics makes a good fit for
product-expert matching (Biswas et al., 2006; Purkey, 2003). Finally, the subjects were
considered to be highly familiar with the toothpaste (Kirtiloglu and Yavuz, 2006) because
it is a product type that can address the concerns about good looking and self-confidence
(Klages, Bruckner, and Zentner, 2004).

The stimulus group incorporated two ads from different brands. First, the ad of a well-
known brand was selected as an expert endorsement format in which the product
is recommended by dentists as an effective solution in whitening and dental caries.
Secondly, the ad of an international brand was appointed as a narrative stimulus. In the
ad, the story of a young girl was presented in a series of events from business interviews
to entrepreneurial success, from romantic relationships in her private life to her marriage.
White smiles were in the focus of all these events.

Measures

All scale items used in the questionnaire form were adapted from English originals to
Turkish. However, in this paper, the item statements in the original language were quoted
for publication exactly as they were. All items were measured with 5-point Likert scales,
defined by strongly disagree (1) and strongly agree (5). Details on measurement tools are
provided in Table 1.

Table 1. Descriptives For Variables in the Study

Manipulation Checks for Narrative Ads M SD a
The ad tells a story 4,35 | 0,94
- - Chang, 2009 0,82
There is a plot in the ad 4,21 | 1,09
Manipulation Checks for Export Endorser M SD o
The endorsers in the ad are expert 3,81 | 1,27
- Lafferty et al., 2005 0,87
The endorsers in the ad are knowledgeable 3,81 | 1,25
Being Hooked Scale Items (Narrative Group Only) M SD o
This commercial did not really hold my attention (-). 2,21 | 1,37
This ad did not draw me in (-). 2,08 | 1,39
This ad really intrigued me. 3,68 | 1,24
If | had seen this ad at home, I’'d have watched the whole thing. 3,51 | 1,46
| could not relate to this commercial (-). Escalas et al.. 2004 2,11 | 1,16 078
This commercial reminded me of feelings I’'ve had in my own life 3,34 | 1,28
| felt as though | was right there in the commercial
S . 3,51 | 1,42
experiencing the same thing.
| would like to have an experience like the
. . 3,15 | 1,55
one shown in the commercial.
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Internalization Scale Items (Expert Endorser Group Only) M SD a
If the endorsers were of a different background, 413 | 110

| would not be influenced by them ’ ’

My personal views and those of endorsers are likely to be similar 4,20 | 1,08

| would prefer this product recommended by these

endorsers because of their background Biswas et al., 2006 | 4,26 | 1,00 | 0,85

My attitude toward this product is primarily based on

the similarities of my values and of the endorsers 411 1.97
What this endorser stands for is important to me 3,88 | 1,115
Ad Credibility Scale Items M SD a
This ad is believable 3,76 | 1,13

- . Cotte, Coulter,
This ad is truthful and Moore, 2005 3,63 | 1,16 | 0,78

This ad is reliable 3,74 | 1,08
Purchase Intention Scale Items M SD a

If | were going to buy this product, | would

consider buying this brand 4,02 | 0,9

Dodds, Monroe, 3,93 | 1,05

The likelihood of purchasing this product is high 0.87
- . and Grewal, 1991 ’

My willingness to buy the product is high 3,81 | 1,27

The probability | would consider buying this brand is high. 3,92 | 1,12

Ethics Committee Approval

Within the framework of the verdict taken in the session by Aksaray Universitesi
Rektorliigii, insan Arastirmalar Etik Kurulu dated 31/08/2020, the present study does
not embrace ethical issues.

Findings
Manipulation Checks

Ensuring that the subjects to process the ad properly in the narrative group, they rated
above items about the ad they were exposed to. The answers given by all subjects to both
questions are quite satisfactory. (“The ad tells a story” M= 4.35 sd=0.94; “There is a plot
in the ad” M= 4.21 sd= 1.09). Similarly, the expert group subjects rated two items about
whether the endorsers in the ad they viewed are perceived to be an expert or not. The
mean scores were above average for this manipulation. (“The endorsers in the ad are
expert.” M=3.81 sd=1,27. “The endorsers in the ad are knowledgeable.” M= 3,81 sd=1,25).

Hypothesis Tests

In testing Hypothesis 1 which stated that the positive effect of the narrative ad on
purchase intentions is mediated by being-hooked and ad credibility, the PROCESS Model
6 was conducted. The results were given in Table 2. First of all, the proposed model in
which narrative ad, being hooked and credibility were predictors for buying intentions
is statistically significant (F(3-124)= 68.775, p< .001). In this study, 95% bias-corrected
estimates and significance intervals of the indirect effects of the variables were evaluated
through the 5000 bootstrap sampling method. Also, the power of the regression model
to explain total variance is about 62% level. As shown in the mediation diagram (Figure
2), the total effect of the narrative ad on purchase intention was significant (c =.68 95%
CI: [.546, 0.814]) and there was a reduction for the direct effect of narrative ad (Bc1=.41,
95% CI: [.243, .536]). The decline for the effect of the independent variable can be
interpreted as an indicator that the predictor variables may have acted as mediators. The
results demonstrated that being hooked (B=0.33, 95% CI: [.160, .464]) and ad credibility
(B=0.36,95% CI: [.230, .499]) mediated the effects of narrative ad on purchase intentions
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(see Table 2 and Figure 2). The indirect effects through being hooked and ad credibility
were significant in a 95% confidence interval excluding zero.

Ad
Credibility

Purchase
Intention

R%=.62

Narrative Ad

Figure 2. Sequential mediation paths and non-standardized coefficients for the narrative impact
on purchase intentions through being hooked and ad credibility. *p < 0.05 **p < 0.01 ***p < 0.001

Table 2. The Mediating Roles of Being Hooked and
Ad Credibility Between Narrative Ad and Purchase Intention

Bootstrapping Samples

95% Confidence Interval
Path B SE t-statistic p-value LLCI ULCI
Total Effect (NA — PI) 0.68 | 0.67 10.03 0.00 0.546 0.814
Narrative ad — Being Hooked 0.38 | 0.67 5.57 0.00 0.242 0.508
Narrative ad — Ad Credibility 0.31 | 0.82 3.99 0.00 0.166 0.493
Being hooked — Ad Credibility 0.28 | 0.09 2.86 0.04 0.086 0.473
Being hooked — Purchase Intention 0.33 | 0.77 4.05 0.00 0.160 0.464
Ad Credibility — Purchase Intention 0.36 | 0.68 5.35 0.00 0.230 0.499
Direct Effect (NA — PI) 0.41 | 0.66 6.08 0.00 0.273 0.536
NA — BH — Purchase Intention 0.12 | 0.30 0.056 0.173
NA — AC — Purchase Intention 0.12 |0.47 Indirect effect(s) 0.049 0.234

of NA on PI:

NA — BH — AC — Purchase Intention | 0.04 | 0.17 0.014 0.068

NA: Narrative Ad; PI: Purchase Intention; BH: Being Hooked; AC: Ad Credibility

When the factors (independent and mediating variables) were evaluated all in conjunction
with the purchase intentions, the direct effect of the narrative impact decreased but still
indicated a significant resistance. Furthermore, the results revealed that ad credibility
(B:=0.36, 95% CI: [.230, .499]) and being hooked (B=0.33, 95% CI: [.166, .493]) directly
effected buying intentions almost equally. Being hooked seems to fuel the possibility of
purchase intentions with ad credibility which means the more emotionally an ad effects
consumers, the more likely behavioral aspects can arise. In other words, being hooked
and ad credibility was found to be crucial predictors for behavioral intentions. Based on
these results, the serial regression-based model seemed to determine that mediating
variables can significantly predict the relationship between narrative ad and purchase
intention. Thus H1 was supported.
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Bi=1.00"" Ad

Credibility

Internalization

Purchase
Intention

Expert
Endorsement

R%= .46

Figure 3. Sequential mediation paths and non-standardized coefficients for the expert
endorsement effect on purchase intentions through internalization and ad credibility.
Hyphenates indicate insignificant paths. 'p < 0.05 “p <0.01 "p <0.001

Likewise, the second hypothesis assuming that ad credibility and internalization
mediate respectively the effects of expert endorsement on purchase intention was
tested through Model 6 (Table 3). It was found that the proposed model was significant
(F(3-120)= 35.139, p< .001), and 46% of the variance could be explained. According to
these results, it seems that internalization mediates the effects of expert endorser for ad
credibility (B=1.00 95% CI: [.511, 1.516]) but not for the purchase will (B=-.23 95% CI:
[-0.620, 0.154]). The direct effect of the path for purchase intentions is insignificant in
95% confidence interval for the upper and lower bounds of bootstrap samples crossing
through zero point. While the internalization process failed to mediate expert endorsing
on intentions, ad credibility achieved mediation between expert endorsement and
purchase intentions within a positive significance excluding zero point (B=0.64, 95% CI:
[0.512, 0.773]). Given that the direct effect of expert endorsement on the intentions to
buy was insignificant (B: 0.17, 95% CI: [-0.153, 0.494]), it is obvious that the purchase
will only be available through ad credibility (B: -0.38, 95% CI: [-0.759, -0.116], see Table
3 and Figure 3). This result represents that neither expert endorser nor internalization
is a significant predictor for buying intentions. In that case, it would be proper to assert
that both variables have anything to do with behavioral intentions directly, but indirectly
through advertisement credibility. Nevertheless, as shown in the path diagram, it seems
possible and significant that expert endorsement ad format can reach the behavioral
intentions through internalization and ad credibility which represents the indirect
effect of expertness on buying will (B=0.52, 95% CI: [0.245, 0.901]). Overall, it should
be noted that expert endorsement and internalization are fundamental and powerful
predictors for ad credibility. Although these two independent variables do not directly
effect purchasing behavior, they have considerable power on ad credibility. In particular,
it is clear how critical an internalized advertising message that contributed to the model
(see Table 3). Even so, since the mediation of internalization failed whereas credibility
mediated to purchase intentions, H2 was partially accepted.
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Table 3. Mediating Roles of Internalization and Ad Credibility on Purchase Intentions.

Bootstrapping Samples

95% Confidence Interval
Path B SE t-statistic p-value LLCI ULCI
Total Effect (EE — PI) * 0.12 0.76 1.62 0.17 -0.272 0.273
Expert Endorsement — Intern. 0.80 0.02 7.69 0.00 0.752 0.863
Expert Endorsement — Ad Cred. -0.59 |0.21 -2.73 0.00 -1.034 -0.165
Internalization — Ad Credibility 1.00 0.25 3.99 0.00 0.511 1.516
Internalization — PI* -0.23 | 0.19 -1.19 0.23 -0.620 0.154
Ad Credibility — PI 0.64 0.06 9.77 0.00 0.512 0.773
Direct Effect (EE — PI) * 0.17 0.16 1.04 0.30 -0.153 0.494
EE — | — Purchase Intention* -0.18 | 0.24 -0.581 0.366
EE — AC — Purchase Intention -0.38 | 0.16 Indirect effect(s) -0.759 -0.116

of EE on PI:

EE — | — AC — Purchase Intention | 0.52 0.16 0.245 0.901

EE: Expert Endorsement, Intern.: Internalization, Ad Cred.: Ad Credibility, PI: Purchase Intention

" Insignificant effects at zero point in Bootstrap CI intervals.

After proving that being hooked, internalization and ad credibility mediate the effects on
purchase intentions, a series of independent sample t-tests were performed to investigate
H3 that questioned the significant differences between the different levels of mediators
(low versus high) and the ad formats (narrative versus expert endorsement). First of all,
a median split was calculated to categorize subjects as “high versus low” in connection
with their internalization and being hooked scores. After performing the median split,
the values were median= 4.20 for internalization and median= 4.00 for being hooked.
Therefore, the subjects below these values were classified as “low” and those with
higher scores were classified as “high”. Comparisons regarding the means of variables
are shown in Table 4.

Hypothesis 3 predicts significant differences among ad type and mediators classified as
high and low. Specifically, the mean scores of the subjects were expected to be higher
when they were exposed to narrative ads than the scores when exposed to expert
endorser ads in terms of ad credibility and potential buys. Accordingly, a significant
difference is predicted in favor of narrative impact in terms of mediator levels which
means emotionally effected consumers are very likely to trust the ad message and become
closer to purchase. As presented in Table 4, the relative superiority of narrative ads was
significant for both ad credibility and purchase intentions.

Table 4. Group Comparisons of Means

Dependent Ad Format* Being Hooked* Internalization*
Variables  Narrative Expert  df t Low  High df t Low  High df t
Ad 4.00 3.56 250 5.23 3.64 4.28 126 4.75 3.08 3.71 122 3.89
Credibility

Purchase

Intentions 4.23 3.41 250 6.11 | 371 465 126 7.15 | 3.38 3.73 120 2.32

* Significant at p < .01

As obvious in the pairwise comparisons, both ad credibility and purchase intentions were
lower when the endorsement was by an expert type than when it was a story-based ad
(MAdCred= 4.00 vs. 3.56, t = 5.23, p< .01; MPurcInt= 4.23 vs. 3.41, t = 6.11, p< .01). The
following t-tests indicated that the main effects of being hooked over ad credibility and
buying intentions were significant for both high-hooked (M= 4.28, t = 4.75 vs. 4.65, t =
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7.15, p< .01, respectively) and low-hooked (M= 3.64, t = 4.75 vs. 3.71, t = 7.15, p< .01,
respectively) consumers. Likewise, significant differences were found at different levels
of internalization in terms of ad credibility and purchase intention. The scores for ad
credibility in low and high internalization conditions were M= 3.08 vs. 3.71, t = 3.89, p<
.01. Finally, scores for purchase intentions in low and high internalization conditions
were M= 3.38 vs. 3.73, t = 2.32, p<.01. Therefore H3 was supported.

Albeit not formally stated in hypothesis, ad credibility and purchase intentions were
almost significantly equal when they were in high-internalization condition (MAdCred=
3.71, MPurcInt= 3.73, p< .01) and in low-hooked condition (MAdCred= 3.64, MPurcint=
3.71, p< .01). (see Table 4). This result may seem unexpected since the expert views
and the rationality of the level of internalization for the health and cosmetic product
category once again lagged behind emotional processing. This can also be considered as
the passivation of the effectiveness of the expert endorser compared to the emotional
power in narrative ads. Finally, t-test results demonstrate that the story-based and expert
endorser type average scores regarding ad credibility and purchase intentions were
among the lower and higher bounds of being hooked and internalization. Accordingly,
to create maximum impact, it is necessary to develop a rational knowledge-oriented
approach for internalization in expert endorsement type; or emotional influence for
being hooked when the ad was designed in a narrative type.

Results and Discussion

Since all the advertising message promises involve some risks for ad credibility, advertising
professionals have benefited from different techniques to increase consumers’ trust levels
towards the ad message. In the modern marketing approach, although it varies according
to product category and target audience, persuading consumers by arousing emotions
has been one of the most distinctive techniques of all. However, specifically for a product
in the health and cosmetics category, expert endorsing is still an important advertising
approach that is frequently used to make the advertising message convincing and lead
consumers to purchase behavior. This paper investigates and compares narrative ads,
as a strong stimulus of emotions that have a significant superiority in the advertising
literature, and expert endorsement ads, which is still used as a strong sales proposal,
through different processes in the focus of ad credibility and purchase intentions. The
experimentally tested model predicted that narrative ads were more effective on ad
credibility and behavioral intentions through the mediation of being hooked than the
internalization mediation in expert endorsing. The outputs reached in the current study
support these hypothesized asserts. Initially, for a health and cosmetics category product
such as toothpaste, an endorsement by a person perceived to be an expert effected the
desired aims indirectly to a remarkable extent. This is a well known and reasonable
advertising tactic due to the nature of the product category and consumer expectations.
However, an inquiry of how effective this approach is and to what extent it has led to
shifts in key goals, such as ad credibility and willingness to buy, without the need for any
mediators can make a significant contribution to the literature. The way to reach this
support may need to compare expert endorsers with the narrative advertising approach.

What the results tell us is that expert endorser, alone and indirectly, is a significant
predictor of ad credibility, while having a limited impact on the purchase intentions.
However, although the effective power coefficient on ad credibility is quite satisfactory, the
performance of the expert endorser on the subjects, surprisingly, fell behind emotional
interaction in terms of both credibility and willingness to buy. But the main focus was
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that narrative advertisement was able to reach the desired outputs with relatively lower
impact coefficients. It can be assumed that the most critical consideration that lies behind
this outcome is to offer consumers, albeit somewhat, an emotional experience. In other
words, by internalizing a message in the ad consumers can get closer to a brand with a
sense of trust and potential buys can be indirectly created. The fact that expert endorsing
did not have any significant direct impact on purchase intentions could be unexpected
considering the prior studies that have provided significant proofs in this field. One
of the superiorities of narrative ads highlighted in the study was the effect of being-
hooked on buying intentions which did not require any mediators like ad credibility.
However, it should be noted that prior studies compared the endorsement types
whether they were a celebrity or non-celebrity or any person perceived to be an expert.
Because this study examines expert endorsement in the focus of advertising credibility,
expertise was compared to a narrative ad that represents an emotional dimension on
credibility development.

On the other hand, the internalization process seems to be not as effective as emotional
hooking for some reason (eg. argument strength, expert character, etc.). Besides, whereas
being-hooked is a mediator that serves both advertising and sales purposes, it has been
observed that the internalization process has an effective power directly on advertising
credibility. Moreover, while being hooked and narrative ads can be a direct predictor
of purchase intentions, an expert endorsement can achieve these goals by creating an
argument and advertising trust that will lead consumers to internalize the message.
However, the indirect effect of expert endorsers appears to be less satisfactory than
narrative advertising. Apart from that, as empirically indicated, the differential effects
of both mediators may be subject to product type as well as to the target audience.
Given these inferences, the theoretical contribution of the current research in which the
underlying predictors incorporated into the relevant processes through an empirical
investigation stands on the direct comparison of two different credibility-oriented
ad types (narrative versus expert) in ensuring advertising and the sales objectives. To
summarize, even though expert endorser perfectly matches with the product type, it may
not always be effective in results. This is specifically crucial to prove that consumers who
react by their feelings to a story-based stimuli leave the logical plane, and make a decision
with their emotions.

Above all, answering the question of why narrative impact, which have relatively lower
effectiveness led to such a big difference on advertising credibility and buying intentions,
would be the most significant inference of the research. Similar questions can be rised
in terms of expertise. What was the reson behind low mean scores while having a high
coefficient of effect? The motives for these responses may be surprisingly caused by a
suppressive perception towards people who are perceived to be an expert, or more
specifically, towards doctors and related materials (white coat, expert terminology,
clinic room, etc.). Gooden, Smith, Tattersall, and Stockler (2001, p. 221) stated that
the hospital setting can be frightening and threatening, reporting that only a third of
patients prefer doctors to wear a white coat. Moreover, in a study conducted on this issue,
whereas younger patients have a tendency to opt for a doctor without a white coat, an
increase in the preference of a white coat appears as they get older (Anvik, 1990, p. 8).
This kind of worry, which started in early childhood, is called the “white coat syndrome”
(Bischof, 1995; Matsui, Cho, and Rieder, 1998). As the subjects of the current study were
recruited among young undergraduate students, it is likely that similar reactions can be
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of any relation with the above considerations. However, analyzing these attitutes towards
experts in future studies may further clarify the subject by linking such an inference to the
current results. The insight we can reach is that if any message from the expert endorser
be internalized, it can really work, but narrativity stands out as a far more convenient and
risk-free advertising approach.

The findings of this paper can provide support for the managerial implications leading a
more comprehensive decision on how to select an ad type for the daily routine health and
cosmetic category product. Although expertise as a source of the message is considered
a top priority for the products in this category, research findings might offer important
cues about product positioning to be made. That is closely connected to decide whether
the advertised product would be perceived as a health or a personal care category or
a symbol of self-confidence and well-being. If the brand prefers to employ an expert
endorser for the advertised product, a message content that creates a health category
perception may work. However; a thrilling story, engaging events and affective characters
to be covered in the ad seem to have the potential to move the brand and product to a
much more desired target.

[t may be quite interesting to think that consumers evaluate the advertised product with
an understanding that will benefit as cosmetic rather than health concerns. Therefore, the
foremost concerns of getting rid of rationally-based dental caries versus looking beautiful
with an emotional impulse seems to be affected more by the story-based emotional
interaction accompanied by an ideal role-model character. Based on these insights, this
study also provides some signals in terms of effecting the way consumers evaluate the
ad and the product. Although the product rationally positions itself within a trustworthy
premise, a sentimental story plot and a charming character can put the health concerns
in the shade of emotional concerns like a good-looking and personal achievement. These
further insights should be examined by a managerial standpoint within the competitive
market environment.

As empirical research, the current study has some limitations in conducting and of its
scope. First, exposing the subjects, gathered unusually in a classroom setting, to an
ad stimulus may have risks causing consumers to view the ads far more reactive than
ordinary circumstances. Moreover, the student sample selected as respondents, although
having a perfect match with the product category, may constitute a disadvantage in
generalizing the results. Also, the results provided from this paper should be evaluated
in a specific perspective for such a low-involvement category in which decision making is
much faster and the level of knowledge of the subjects about the product is neglected. The
present study investigates two advertising types and distinctive potential effects through
a comparison procedure within the scope of ad credibility and purchase intentions.
Forthcoming studies can question further issues within different and high involvement
product categories. For instance, it is more likely that the results would be dissimilar if
selected product from a higher-priced category like an automobile or an airline travel.
In a high-involvement category in which consumers need to think a lot more before
purchasing, the responses of a certain subject group other than the student sample
might offer different insights about the potential effects of narrative ads over other
advertising approaches.
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Tuketicileri Hikayq!erle Kancalamak: Reklam Giivenilirligi ve
Satin Alma Niyeti Uzerine Seri Araci Degigken Analizleri

Mehmet Safa Gam (Asst. Prof. Dr.)

Genigletismis Ozet

Hikayeler yasamin icinde dogan anlatilardir. Insanlar baslarindan geceni, arkadaslarindan
dinlediklerini ne kadar siradan olursa olsun hikayelestirme yoluna giderler. Bu durum,
insanoglunun dogustan gelen bir yatkinligidir. Dolayisiyla hikaye anlatmak anlamanin,
deger katmanin ve baskalariyla iletisim kurmanin dogal bir aracidir. Hikayaler, hayatin her
aninda oldugu gibi tiiketim davranislarini sergiledigimiz pazar ortaminda da markalarla
iliskilerimizin olduk¢a 6nemli bir belirleyicisidir. Pazarlama iletisimi alaninda yapilan
bir ¢cok calismada, marka hikayelerinin ve oykileyici reklamlarin tiiketicilerde olumlu
bilissel ve duygusal tepkileri uyardig: ifade edilmektedir. Bu bakimdan, hikaye anlaticiligi
merkezinde insa edilen pazarlama iletisimi ¢abalarinin ¢ok daha ikna edici bir 6zellik
kazandig1 ve satinalma davranisini tesvik ettigi sdylenebilir.

Pek ¢ok arastirmaci, dykiileyici reklamlarin yaygin etkilerini olumlu reklam tutumlar:
(Deighton vd., 1989), iriin degerlendirmeleri (Lin ve Chen, 2015), markaya iliskin
olumsuz elestirilerin 6nlenmesi (Green ve Brock, 2000), satin alma davranislarinin
tesvik edilmesi (Johnson, 2012) ve reklam giiveni (Kim vd. 2017) gibi sonuglarla
iliskilendirmistir. Tiiketiciler Uriin 6zelliklerine vurgu yapan argiiman reklamlarini,
genellikle bilissel agidan islemeye ve karsit argiimanlar gelistirmeye egilimlidirler
(Deighton vd. 1989, s. 348). Durum bdyleken, oykiileyici reklamlar ikna giiciind,
tiiketiciyi “kancalayan” mesaj yapisindaki duygusal hikaye bilesenlerinden almaktadir
(Escalas vd., 2004). Boylece, hikaye diinyasina tasinan tiiketiciler Oylesine olaylara
kapilir ki, reklamda anlatilanlara glivenir ve onlar1 elestirmekten vazgecer (Green and
Brock, 2000, s. 703). Boylesi bir degerlendirme siireci ise tiiketicileri tiim 6nyargilardan
uzaklastirarak reklama ve markaya giiven duygusuyla yaklasmaya tesvik eder (Kim vd.,
2017, s. 286). Tiiketicilerin hikaye karakterleriyle empati kurmasini saglayan dykiileyici
reklamlar, ortaya c¢ikan sicak duygularin da markaya ve reklama yoénlendirilmesini
olanakli hale getirmektedir (Aaker vd. 1986, s. 366). Bu bakimdan empati duygusu,
tiiketicilerin oykiileyici reklamlar1 degerlendirirken sergiledigi tepkilerin basinda gelir
(Chang, 2009, s. 24). Boylece reklam oykiiselligi, mesajin degerlendirilmesi stirecinde
somut ve duygusal sonuclarin ortaya ¢ikmasini uyaran hikayeleri aktarmis olur. Bu siirec,
ozellikle Uriin ve marka deneyiminden elde edilecek ¢iktilar1 tatminkar bir seviyeye
ylkselten duygusal deneyimlerin elde edilmesini miimkiin kilar. Escalas ve arkadaslari
(2004), tiiketicilerin reklama yonelik duygusal yogunluklarin1 “kancalanma” kavramiyla
aciklar. Ttiketiciler dykiileyici bir reklama maruz kalmalari neticesinde hikayede yasanan
olaylar, tanidik bir mekan ya da karakterlere yonelik duygular tarafindan kancalanarak
reklamin diinyasina cekilirler (Escalas vd., 2004, s. 108) ve bu siire¢ onlarda reklama
yonelik olumlu tutumlarin pekismesine neden olur.

Hikayelerin reklama yonelik giiven duygusunun gelistirilmesi Ulzerinde 6nemli bir
etkisi olmasina ragmen, markalarin bir inlii ya da uzman kisi tarafindan temsil edildigi
durumlarda da reklam giivenilirliginin tesis edildigi bilinmektedir. Kaynak Giivenilirligi
Modeli'nde (Hovland vd., 1953) ifade edildigi haliyle, mesaji aktaran kisiye atfedilen
uzmanlik niteligi ve giivenilirlik algis1 mesajin etkisini artiran bilesenler arasindadir.
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Bu baglamda, giiven duygusu kaynagin gercekligi, diiriistliigli ya da inandiriciligindan
etkilenirken; uzmanlik algis1 mesleki birikim, deneyimler ve yeteneklerden kaynaklanir
(Erdogan, 1999, s. 298). Dolayisiyla tiiketiciler, degerleri ve Kkisisel inang¢lariyla ilgili
bir etkiyi kabul ettikleri bu algisal siirecte karsilastiklar1 uzman kaynag icsellestirerek
ona given duyabilirler (Kelman, 1961). Bu dogrultuda, igsellestirme tiiketicilerin
glvenilebilecek bir kaynaktan c¢ikan enformasyondan etkilenerek bir takim inang,
diisiince, tutum ve davranislarin degisime ugrayacag bir siire¢ olarak degerlendirilir
(Erdogan, 1999). Kisacasi, reklam mesaj1 bir uzman destekgi araciligi ile ulastirilmissa,
tiiketicilerin sorunlarini ¢ézecegine inandiklar: tirtine yonelik tutum gelisimi ¢ok daha
hizli bir sekilde gerceklesmektedir (Biswas et al, 2006, s. 19). Ancak, iriine ya da
markaya yonelik gelisen gliven duygusu reklamda kullanilan uzman kaynaga baglh oldugu
kadar, reklami izleyen tiiketicilerin mesaji i¢sellestirebilemesine de baghdir. Dolayisiyla
icsellestirme stireci, tiiketicilerin sorunun ¢éztimiine iliskin edindikleri bilgilerden siiphe
duymayacak 6l¢lide tatmin olmalarini saglar.

Bu calismada, oykiileyici reklam ve uzman destegi yaklasimlarinin reklam gtivenilirligi
ve davranigsal niyetler tzerindeki etkileri, kancalanma ve ig¢sellestirme stireglerinin
araciligiyla analiz edilmektedir. Arastirma hipotezleri Hayes (2013) tarafindan
gelistirilen PROCESS adli bir makro yazilim ile test edilmistir. Calismaya katilan 252
kisilik bir denek grubu reklam yaklasimlarindan birine maruz birakilmis ve ilgili soru
formlarini doldurmuslardir.

Hipotez testleri sonucunda, oykiileyici reklamlarin reklam giivenirligi ve davranissal
niyetler lzerinde dogrudan etkili oldugu gorilmekle birlikte, kancalanma ve duygusal
sureclerin satinalma davranis1 lizerinde aracilik etkisine sahip oldugu anlasilmistir.
Diger taraftan, reklamda uzman destegi kullanmanin ve icsellestirme siireclerinin
reklam gilivenirligi lizerinde dogrudan etkileri saptanmasina ragmen, satinalma
davranisint dogrudan ve dolayli olarak etkilemedigi sonucuna ulasilmistir. Ayrica,
farkli kancalanma ve ig¢sellestirme skorlarinin da reklam giiveni ve satinalma niyetleri
lizerinde farklilastigi bulgusuna ulasilmistir. Ozetlemek gerekirse, uzman destekgi iiriin
kategorisiyle miilkemmel bir sekilde eslesse de, tiiketici tutum ve davranislari tizerinde
her zaman arzulanan sonuglar ortaya ¢ikmayabilir. Bu durum, tiiketicilerin hikaye temelli
bir uyariciya bilissel diizeyde tepki vermek yerine duygulariyla bir karar verdiklerini
kanitlamak a¢isindan 6nemli gortilmektedir.

Anahtar Kelimeler: Oykiileyici Reklam, Uzman Destegi, Kancalanma, i¢sellestirme,
Gtivenilirlik.
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Abstract

Due to globalization, competitive marketing strategies, and developments in
communication technologies, analyzing consumer behaviors becomes much more
complicated these days. Fundamentally, the most noteworthy factors that affect
consumer behaviors are getting benefits, entertainment, feeling satisfied, and taking
pleasure. Analyzing consumer behaviors and developing new strategies becomes crucial
for companies during the COVID-19 period that turns daily life upside down. This study
aims to investigate if there is a difference between hedonic and utilitarian consumption
behaviors of participants who have a high- and low-level fear of COVID-19. The aims of
former researches that were carried out up to the present were to find reasons and effects
of hedonic consumption. Since this study aims to investigate hedonic and utilitarian
consumption from the perspective of COVID-19 fear, which is an ultimate crisis, this study
differs from other studies. An online questionnaire is selected as the research method
of this study and the sample involves 548 (N=548) individuals. The research showed
that there is a statistically significant difference among participants who have a high and
low level of COVID-19 fear in terms of hedonic and hedonic and utilitarian consumption
behaviors. Research results and limitations are discussed within the context of the
literature.

Keywords: Communication, COVID-19, Utilitarian Consumption, Hedonic Consumption.
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0z

Kiiresellesme, iletisim teknolojilerindeki gelismeler ve ytliksek rekabete dayali pazarlama
stratejilerinden dolay1 giintimiizde tiiketici davranislarini analiz etmek olduk¢a karmasik
bir hale gelmistir. Temel olarak baktigimizda tiiketici davranislarini etkileyen en biiytik
faktorlerin basinda; sagladig1 fayda, eglence, tatmin ve haz oldugu séylenebilir. Bu
kapsamda diinyadaki yasam akisini altiist eden COVID-19 siirecinde tiiketici davranislarini
analiz etmek ve bu ¢ercevede yeni stratejiler gelistirmek firmalar agisindan hayati 6neme
sahiptir. Bu ¢alismanin temel amaci hedonik ve faydaci tiiketim davranislarinin, ytliksek
ve dusiik COVID-19 korkusuna sahip katilimcilar arasinda farklilasiyor olup olmadiginin
arastirlmasidir. Hedonik tliketim davranislan ile ilgili bu zamana kadar yapilan
calismalarda, hedonik tiiketimin sebepleri ve etkileri arastirilmistir. Calismamiz hedonik
ve faydac tiikketimin COVID-19 korkusu gibi biiyiik bir kriz perspektifinde arastirilmasi
acisindan diger calismalardan ayrilmaktadir. Calismada bu ama¢ dogrultusunda veri
toplama yontemi olarak ¢evrimici anket yontemi sec¢ilmis ve 548 (N=548) kisiden olusan
bir orneklem olusturulmustur. Arastirma sonucunda; hedonik ile hedonik ve faydaci
tiilketim davranislarinda, diisiik ve yiiksek COVID-19 korkusuna sahip katilimcilar
arasinda istatiksel olarak anlamli bir fark oldugu belirlenmistir. Aragstirma sonuglar1 ve
sinirhliklar ilgili literatiir perspektifinde tartisilmistir.

Anahtar Kelimler: iletisim, COVID-19, Faydaci Tiiketim, Hedonik Tiiketim.

24 Erciyes iletisim Dergisi | Ocak/January 2021 Cilt/Volume 8, Sayi/Issue 1, 23-36


https://orcid.org/0000-0002-3638-5243
https://orcid.org/0000-0002-7188-235X

Merve Cerci, Murat Seyfi Hedonic and Utilitarian Consumption in COVID-19 Process

Introduction

COVID-19 virus was first seen in December 2019, in China, and then March 2020, in
Turkey. Humanity faced and still facing with an isolation period that has never been
seen in the modern era. As a consequence of this virus, people could not continue their
daily activities such as going out for shopping, handshaking, going out for dinner, and
traveling. After a while, they could continue these activities in a limited manner. This
situation affects not only almost all activities of daily life but also the purchasing activities
of consumers and their intentions. For instance, the lockdowns which are implemented
by the government make people stay at home, thus people provide their essential needs
from the local stores or markets close to their home. However, products that are not
on the shelves of the local stores or markets can be found at online shopping websites.
Therefore, these websites become an alternative for the people in lockdown.

While utilitarian consumption, which is one of the basic concepts of this study, is defined
as a concept that shopping is a sense of mission, hedonic consumption, which is the other
main concept of this study, is defined as an experience which is based on pleasure. The
latter kind of consumption is almost defined as a way to escape from daily life (Babin
, Darden, & Griffin, 1994, p. 646). The main goal of this study is to investigate if there
is a difference between hedonic and utilitarian consumption behaviors during online
shopping among participants who has a high or low level of COVID-19 fear. The other
relatively small goals of this study are to investigate if there is a difference between
hedonic and utilitarian consumption behaviors during online shopping among different
participants who has a semi-high or semi-low level COVID-19 fear.

Nowadays, authorities from all over the world focus more on finding a vaccine that could
be effective against the virus and trying to find new treatment methods that could ease
the symptoms. Therefore, currently, there is no study focusing on the psychological effects
that the virus created over people for now. Considering the human body as a whole, taking
into consideration an individual’s fears and focusing on these fears in researches are as
much crucial as finding a vaccine against the virus. Since there are a few resources both
in our country’s and global literature about COVID-19 and consumer behavior, each study
will be a contribution to the literature.

1. COVID-19 Fear in Covid 19 Qutbreak

COVID-19 was first seen in Wuhan, China in December 2019, and caused 727 thousand
people to die in a period shorter than three months according to Google’s immediate
data. The death rate due to COVID-19 reached 3.6% in China and 1.5% in abroad as of 1st
of March, 2020 (Baud, et al., 2020). There were virus cases in 135 countries on March 14,
2020, which was confirmed by the authorities (WHO, 2020).

Symptoms such as fever, fatigue, coughing, and difficulty in breathing can be seen
approximately 2-14 days after one is infected with the COVID-19 virus (Wang, et al,,
2020). This highly contagious virus causes anxiety, aggressiveness, and fear among
people, which is an expected situation. COVID-19 fear is developed as a result of the
number of deaths, awareness of the number of deaths, the infection possibility of the
virus which cannot be seen, and labeling socially the people who have this virus (Lin,
2020). Therefore, this situation is likely to create soul-shattering remarks on people
all over the world. Researches that have been carried out during the COVID-19 period
are focusing on these fears. For instance, research conducted in Canada indicated that
one-third of the total of 1354 participants were worried about COVID-19 (Institute,
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2020). An online survey conducted in the USA indicated that 56% of the total 808 adults
were worried about the virus and the infectiousness of the COVID-19 across the USA
(Aubrey, 2020).

As a consequence of the struggle against the COVID-19 virus, many governments from all
over the world take unprecedented public policies such as social distance policy, isolation,
and self-lockdown. After the first case was detected in China on December 31, 2019, the
Ministry of Health established the Coronavirus Science Committee on January 10, 2020, in
Turkey. Starting from January 22, 2020, the flights coming from Wuhan, where is the first
case was seen, to Istanbul was canceled and people’s fever was started to be measured in
airports with the help of thermal cameras. Right after this, the Iranian border was closed.
The first coronavirus case was seen on March 11, 2020, in Turkey, and the next day all
schools were suspended. Following this, authorities introduced limitations on public
events. For instance, Friday prayer and other prayers with the community have been
suspended. Treatment of health problems related to surgery and dentistry situations that
are not urgent has been suspended. Civil servants have started a flexible working schedule
as of March 22, 2020. Long-distance buses and planes have been subjected to permission
as of March 28, 2020. All flights going abroad have been suspended. A curfew was
declared for people who are under 20 as of April 4, 2020, and entrance-exit prohibition
started in 30 great municipalities and Zonguldak. Another curfew was declared between
April 17, 2020, at 00:00 and April 19, 2020, at 00:00, which lasted two days in 30 great
municipalities and Zonguldak. During May, this curfew continued on Ramadan eve and
Ramadan on May 23, 24, 25, and 26, 2020, and was implemented in all 81 cities. During
June, curfews were implemented on June 20, 2020, Saturday between 09:00 am and 15:00
in all 81 cities, on June 27, 2020, Saturday between 09:30 am and 15:00, and on June
28, 2020, Sunday between 09:30 am and 18:30. People used local stores and markets for
their essential needs during this pandemic period. However, people used online shopping
websites for products that cannot be found in local stores and markets.

2. Hedonic and Utilitarian Consumption

Nowadays, purchasing a product is not just about satisfying a need, and also it is not
related to the claims that decisions regarding satisfying this need are only rational
decisions. Today, traditional purchasing experience leaves its place to an experience
based on pleasure, entertainment, and satisfaction (Babin, Darden, & Griffin, 1994)
“Hedonic consumption behavior,” which is a term based on pleasure and entertainment,
is defined as a behavior that involves fantasy-driven emotional stimulations (Hirschman
and Holbrook 1982). Consumers with hedonic consumption behavior tend to
consume products by focusing on their symbolic meaning rather than their functional
characteristics (Hirschman & Holbrook, 1982). This term was first studied at the end of
the 1970s. “Separating Perceptual Dimensions from Affective Overtones: An Application
to Consumer Aesthetics” by Holbrook & Huber, (1979) and “Hedonic consumption:
Emerging concepts” by Hirschman & Holbrook, (1982) can be given as examples for the
pioneer studies on this topic.

Hedonic consumption means more than just having a product. It involves emotional
factors such as pleasures, fantasies, dreams, creating images, which are the bases of
hedonism. Since hedonic consumption depends on imagination, it involves the reality
that the consumer defines not the existing reality. Concurrently, the immediate sense
of satisfaction is more dominant than the delayed satisfaction in hedonic consumption.
Therefore, hedonic factors affect directly the consumption processes (Odabasi, 2013, pp.
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115-117) Individuals are going through a hedonic and utilitarian expectation process
in the consumption process. Although these expectations are most of the time seen as
contradicting concepts, many studies are indicating that hedonic and utilitarian values
coexist (Dhar, Wertenbroch, 2000: 60; Saritas, 2018: 38-40). The individual considers
the functions and functionality of the product in utilitarian consumption and s/he behave
rationally rather than emotionally. The goal of utilitarian consumption is to satisfy the
needs of individuals and to help individuals economically. However, dreaming, pleasure,
and entertainment are at the forefront of hedonic consumption. Hedonic consumption
refers to individual experience based on emotions that are far from the economic aspect.
While products like foods, clothes are part of utilitarian consumption; products like custom
design clothes, luxury cars, diamond flowers are part of hedonic consumption. However,
when one is trying to understand if a product is purchased with hedonic or utilitarian
motivation, s/he should decide by checking the consumption motivation (Liu, Lim, Li,
Tan, & Cyr, 2020); (Diefenbach & Hassenzahl, 2011); (Khan, Dhar, & Wertenbroch, 2004).
On the other hand, when hedonic consumption is compared to utilitarian consumption,
some claim that they are opposite of each other. Shopping in utilitarian consumption is
an activity that responsibilities are fulfilled in some way. Consumer focuses on to satisfy
her/his needs with the most appropriate product (Hopkins & Davashish, 1999, p. 280).
Cognition is at the forefront of utilitarian consumption. Values that involve information
such as saving time and economical convenience are part of this consumption (Ryu, Han,
& Jang, 2010, p. 419). There are many studies focusing on people’s tendency towards
hedonic consumption (Arnold & Reynold, 2003); (Hirschman E. , 1893). According to
these researches, reasons for hedonic consumption can be listed as follows; adventurous
shopping, problem reflecting, evasion, innovation, seeking excitement, dreaming, forming
an opinion, making others happy, taking advantage of the opportunities. From these
reasons, one can infer that hedonic consumption is related to many sociological and
psychological factors. A literature review about hedonic consumption shows that studies
have focused on identifying reasons for hedonic consumption. It has been observed
during the literature review that there is no study explaining the effect of crises over
hedonic consumption. Furthermore, hedonic consumption has gained a new perspective
in the online setting and online shopping websites have become a new dynamic field for
hedonic consumption.

The online shopping environment has many advantages in terms of utilitarian
consumption. The first one is the simplicity of shopping. Online shopping provides
utilitarian consumers with the opportunity of shopping for 24/7 without making them
move (Chang & Samuel, 2006, p. 71). Since consumers do not need to go somewhere for
shopping, they can save the time they would spend for traveling (Jensen, 2012, p. 59).
These shopping websites, which can be accessible throughout the day, when compared to
other traditional stores, can provide their customers with a variety of products (Girard,
Korgaonkar, & Sirverblatt, 2003, p. 107). Online shopping also provides options for making
a comparison between the products such as price comparison, warranty comparison,
and ease of use comparison, which are defined with millions (Michael, 2006, p. 52).
Furthermore, online shopping provides an opportunity to make decisions without feeling
the pressure of sale persons, making these decisions by carefully thinking in a socially
isolated environment (Katawetawaraks & Wang, 2011, p. 68). When online shopping is
compared to traditional shopping, online shopping focuses more on the hedonic side of
the shopping experience (Babin, Darden, & Griffin, 1994). Online shopping constantly
focuses on the excitement element of shopping and overflows with ideas (Altulkari
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& Kesari, 2017, p. 24), including periodic sales (sometimes one day, sometimes only
lunchtime), sometimes free sometimes paid courier service regardless of the products’
size and weight, shopping festivals (Black Friday, or special day events of the months),
easiness of tracking new products and current discounts (Arnold & Reynold, 2003).

3. Methodology

The main purpose of this study is to analyze the relationship between fear of the COVID-19
and hedonic & utilitarian consumption behaviors. In this context, the basic hypothesis of
the study: There is a relationship between hedonic & utilitarian consumption behaviors
and fear of the COVID-19 (H,). Another hypothesis of the study is: Both hedonic
consumption behaviors and utilitarian consumption behaviors of participants with high
and low COVID-19 fear are different in online shopping (H,).

Sample

The sample of the study consists of 548 people living in different regions of Turkey.
The age distribution of the participants is as follows: 30 participants are under 18 and
518 participants are between the ages of 18-65. In the study, the convenience sampling
method was chosen, in which only accessible participants were included in the sample
due to time and cost constraints. The convenience sampling method is a method in which
only accessible individuals are included in the sampling and which is used in cases where
there are time-related and budgetary constraints (Gegez, 2015, p. 266).

Instruments

In this study, the Covid-19 fear scale, which is translated into Turkish by Satici, Gocet-
Tekin, Deniz, & Satic1 (2020) was used to determine the fear of Covid-19. The Covid-19 fear
scale consists of 7 items. To determine the hedonic and utilitarian consumer behaviors of
the participants, the hedonic & utilitarian consumption behavior scale which is consists
of 42 items developed by Coskun & Marangoz (2019) was used. The first 32 statements
of this scale measure hedonic consumption behavior (1-32). The last 9 items are aimed at
measuring utilitarian consumption behavior (33-42). In both scales used in the research,
a 5-point Likert scale was used.

Ethics Committee Approval

Within the framework of the verdict taken in the session by Marmara Universitesi Sosyal
Bilimler Arastirma Etik Kurulu dated 26/10/2020, No. 2020/23; the present study does
not embrace ethical issues.

Findings
The demographic characteristics of the participants in the study are shown in Table 1.

Table 1. Demographic Characteristics of the Participants

‘ Frequency ‘ Percentage

Gender

Women 292 53.3%
Man 256 46.7%
Age

Less than 18~ 30 5.5%
18-34 506 92.3%
35-64 12 2.2%
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Frequency Percentage
Income
no personal income 310 56.6%
Less than 1000 TL~ 122 22.3%
1001-2999 TL 78 14.2%
3000-7999 TL 31 5.7%
8.000 TL and above 7 1.3%
Education that is currently in progress
Elementary-High School 312 56.9%
License 209 38.1%
Higher education 27 5.0%
Who do you live with?
Alone 32 5.8%
With parents 480 87.6%
With friends 11 2.0%
Public places (labs, libraries, etc.) 20 3.6%
How often do you do online shopping?
Never 282 51.5%
Rare 100 18.2%
Often 89 16.2%
Sometimes 33 6.0%
Usually 44 8.0%
Did your frequency of online shopping increase during the Covid-19 pandemic?
| strongly disagree 108 19.7%
Disagree 129 23.5%
Undecided 147 26.8%
Agree 96 17.5
Absolutely | agree 68 12.4

According to Table 1, 46.7% of the participants are men (N = 256) and 53.3% (N = 292)
are women. Participants’ ages are between 18 and 64. The highest percentages are
between the ages of 18-34 with 81.8% (N = 448). However, there are 61 participants
under the age of 18 in the study (11.1%). Besides the age variable, 14.2% (N = 78) of
the participants have an income between 1.001 TL and 2.999 TL. While 56.9% of the
participants are undergraduate and graduate students (N = 312), 43.1% (N = 236) are
primary-high school graduates. Among the answers given to the question “How often do
you shop online?” the answer “never” has the highest rate. Its rate is 51.5%. 29.9% of
the participants have chosen the option “I agree and strongly agree” as an answer to the
question “Did your online shopping frequency increase during the Covid-19 pandemic?”

Hypothesis Testing

Two scales were used to test the research hypotheses. Cronbach’s Alpha values were
examined to determine the reliability level of the scales. The test-retest reliability of the
COVID-19 fear scale was a = .82 (Satici, Gocet-Tekin, Deniz, & Satic1,2020) and Hedonic
and Utilitarian Consumption scale was a = .88 (Coskun & Marangoz, 2019). As a result
of the analysis, the Cronbach’s Alpha value of the “Fear of Covid-19” scale is 0.888, and
the “Hedonic & utilitarian consumption behaviors” scale was determined as a Cronbach’s
Alpha = 0.932 in the study. These values are sufficient for the validity and reliability of the
scales. Kolmogorov Simirnov and Shapiro Wilk tests were conducted to determine the
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normality level of the data. Since the results of the tests (sig: 0.000) were significant, the
test was put into non-parametric tests.

H : There is a significant relationship between the Covid-19 Fear and Hedonic & Utilitarian
Consumer Behaviours.

Table 4. The Relationship between the COVID-19 Fear/ Hedonic Consumption/
Utilitarian Consumption/Hedonic and Utilitarian Consumption

Average Average of Average of
ge Average of erage Hedonic and
of Hedonic Utilitarian L
. COvVID-19 . Utilitarian
Consumption Consumption .
Consumption
Average of
]
Spearman’s rho COVID-19 rs 0.378
p 0.000
Average of
Utilitarian rs 0.197 0.101
Consumption
p 0.000 0.018
Average
of Hedonic rs 0.965 0.358 0.413
Consumption
p 0.000 0.000 0.000

According to the results of correlation analysis, it has been determined that there
is a significant relationship between the COVID-19 fear and hedonic consumption
(spearman’s p = 0.000 rs = 0.378) and hedonic & utilitarian Consumption (spearman’s p
=0.000 rs = 0.358).

However, it has been determined that there is no significant relationship between
utilitarian consumption and the COVID 19 fear. It explains approximately 14% (rho’s
square) of the correlation between the COVID-19 fear and hedonic consumption
behaviors. The COVID-19 fear also explains 13% (rho’s square) of the correlation between
hedonic & utilitarian consumer behaviors.

H,: There is a statistically significant difference between consumers with high fear of
COVID-19 and consumers with low fear of the COVID-19 in terms of hedonic, utilitarian, and
hedonic & utilitarian consumption behaviors.

Table 5. Comparison of Covid-19 High and Low Average Scores

Average Average of Average of Average of Hedonic
COVID-19 High/Low of Hedonic g Utilitarian and Utilitarian
. COvID-19 . .
Consumption Consumption Consumption
N 285,00 285,00 285,00 285,00
Mean 2,50 1,76 3,45 2,73
Hiah Std. Deviation 0,67 0,47 0,83 0,58
i
9 Median 2,44 1,86 3,60 2,67
Min. 1,25 1,00 1,30 1,62
Max. 3,97 3,29 4,90 417
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Average Average of Average of Average of Hedonic
COVID-19 High/Low of Hedonic 9 Utilitarian and Utilitarian
. CoviD-19 . .
Consumption Consumption Consumption
N 263,00 263,00 263,00 263,00
Mean 3,09 3,42 3,65 3,22
Lo Std. Deviation 0,75 0,63 0,72 0,66
w
Median 3,00 3,43 3,70 3,14
Minimum 1,34 2,29 1,20 1,67
Maximum 4,69 5,00 5,00 4,64
Table 6. Mann-Whitney Test
. Average of .
Average of Hedonic | .. 0 of COVID-19 | Utilitarian Average of Hedonic and
Consumption . Utilitarian Consumption
Consumption
VA -8,948 -20,148 -2,370 -8,437
p 0,000 0,000 0,018 0,000
<0,001 <0,001

The Mann-Whitney test was applied to determine the difference between the means
of hedonic and utilitarian consumption and the average values of high and low-level
COVID-19 fear. The results of the test are in Table 6 which is given above. This test aims
to investigate whether hedonic and utilitarian consumption behaviors of the participants
with high and low-level COVID-19 fear in online shopping differ. According to the Mann-
Whitney test, which is conducted for this purpose, there is a statistically significant
difference (z = -8.437, p = 0.000) between hedonic consumption behaviors (z = -8.948,
p = 0.000) and hedonic and utilitarian consumption behaviors. The averages of hedonic
and hedonic & utilitarian consumer behaviors revealed that the averages of COVID-19
high and low scores were below 8 standard deviations.

4, Results and Discussion

During the COVID-19 pandemic, the areas where people spend their time, and their
reactions to life have started to change. In many different regions of the world, behavioral
changes have occurred in consumers due to this situation. These changes have affected
people on a wide scale from their lifestyle to their expectations about the product they
buy. Unfortunately, such crises and disasters are neither the first nor the last.

For this reason, analyzing social life and investigating the possible behavior of people until
a solution is found are important research topics for the construction of a sustainable
society. (Baker, Farrokhnia, Meyer, Pagel, & Yannelis, 2020; Donthu & Gustafsson, 2020).
For the research, a sample of 548 participants was studied. These participants are living
in different cities in Turkey and they have different demographic characteristics. The
results of the research show that there is not a significant difference between the impacts
of the COVID-19 fear on consumer behavior in terms of demographic characteristics. In
other words, it has been revealed that there is not a meaningful effect of the demographic
features of the people who have different demographic characteristics in terms of
the COVID-19 fear. Similar results were obtained in the study conducted by Donthu &
Gustafsson (2020) in 13 different sectors.

In today’s modern consumption-oriented world, people are displaying consumption-
oriented behaviors in pursuit of pleasure beyond meeting their needs. In this context, it
has been revealed that hedonic tendencies affect directly consumer behavior (0zdemir
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& Yaman, 2007). In our research, a significant relationship has been found between fear
of COVID-19 and hedonic behaviors. When the studies conducted so far are examined,
it is seen that demographic characteristics reveal significant relationships in hedonic
behaviors (Aydin, 2010). It is observed that the relationship between the pleasure-
oriented consumption trends of consumers and the fear of COVID-19 continues during
the pandemic period. Although demographic features lose their meaning in terms of
consumption in this process, it appears that hedonism is still an important factor affecting
consumption behavior. To explain the relationship between the fear of COVID-19 and
hedonic consumption behaviors more clearly, the scores of consumers with high-level
COVID-19 fear and low-level COVID-19 fear were analyzed with the Mann Whitney test
(H,). As a result, it was determined that there is a statistically significant difference
between hedonic and hedonic & utilitarian consumption behaviors of participants with
low- and high-level COVID-19 fear.

As a conclusion, in hedonic consumer behavior, consumers tend to consume products
by focusing on their symbolic meanings rather than on their functional properties.
Therefore, during the pandemic period, companies need to reveal creative and value-
creating innovations aimed at revealing spiritual values rather than material values that
would appeal to consumer pleasure.

Ethics Committee Approval

Within the framework of the verdict taken in the session by Marmara Universitesi Sosyal
Bilimler Arastirma Etik Kurulu dated 26/10/2020, No. 2020/23; the present study does not
embrace ethical issues.
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1 Kesinlikle katiimiyorum
2. Katilmiyorum

3. Kararsizim

4. Katiliyorum

5. Kesinlikle katilyorum

Koronaviriisten ¢ok korkuyorum.

Koronaviriisti disiinmek beni rahatsiz ediyor.

Koronaviriist diisindiigimde ellerim terliyor.
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Koronovirlse yakalanarak hayatimi kaybetmekten ¢ok korkuyorum.

Sosyal medyada Koronaviris ile ilgili haberleri ve hikayeleri
izledigimde kaygilaniyor ve endiseleniyorum.

Koronaviriise yakalanmaktan duydugum endiseden dolayi uykularim kagiyor. 1

Koronaviriise yakalandigimi disiindiigimde kalp atisim hizlaniyor. 1
Olgek tek boyuttan olusmakta ve ters madde bulunmamaktadir.
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COViD-19 Siirecinde Hedonik ve Faydaci Tiiketim

Merve Gerci (Res. Asst. Ph.D.)
Murat Seyfi (Assoc. Prof. Dr.)

Genigletilmis Ozet

2019 yihi aralik ayinda Cin'in Wuhan kentinde ilk kez goriilen COVID-19 viriisi 3 ay gibi
kisa bir slirede tiim diinyaya yayilarak Google'inin anlik verilerine goére 727.000 insanin
Olimiine sebep olmustur.l Mart 2020 tarihi itibari ile COVID-19 viriisiine bagh 6lim
orani Cin'de%3,6 iken bu oran Cin disinda %1,5’a ulasmistir (Baud vd. 2020). 14 Mart
2020 tarihine gelindiginde ise 135 iilkede viriis vakalan teyit edilmistir (Dilinya Saglik
Orgiitii, 2020).

COVID-19 viriisu ile miicadele kapsaminda diinyanin doért bir yanindaki hiikiimetler
sosyal uzaklik, izolasyon ve kendi kendini karantina gibi daha 6énce benzeri goriilmemis
kamu politikalar1 almak zorunda kalmiglardir (Anderson, vd., 2020). Bu siirecte insanlar
zaruri ihtiyaglarini karsilamak tizere kendilerine en yakin olan marketlere ve bakkallara
gidebilmislerse de bu market ve bakkallarda bulunmayan tiriinlere yonelik ihtiyag¢larini
karsilayabilecekleri tek mecra ¢evrimigi alisveris haline gelmistir.

Cevrimici alisveris mecrast geregi faydaci tiketime yonelik bircok avantaj
barindirmaktadir. Bunlardan ilki alisveris kolayligidir. Cevrimici ahisveris fayda odakh
tiiketiciler icin yerlerinden hi¢ kalmadan giintin her saati erisilebilir bir alisveris imkani
sunmaktadir (Chang ve Samuel, 2006, s. 71). Tiiketiciler alisveris yapmak icin fiziksel
olarak bir yerden baska bir yere tasinmadiklari icin zaman tasarrufu da saglamaktadir
(Jensen, 2012, s. 59). Giintlin her saati erisilebilir bu magazalar, geleneksel magazalar ile
karsilastirildigina ise misterilerine oldukca fazla tirtin cesitliligi sunmaktadirlar (Girarg
vd., 2003, s. 107). Cevrimici alisveris milyonlar ile ifade edilen iiriinlerin arasindan fiyat,
garanti, kullanim kolaylig1 gibi karsilastirmalar: kolaylikla yapma olanagi da sunmaktadir
(Michael, 2006, s. 52). Bunlarin yani sira, sosyal olarak izole bir ortamda bulunmak
alisveris secimlerini satis gorevlisinin baskisini hissetmeden zamana yayarak verme
konusunda da firsatlar saglamaktadir (Katawetawaraks ve Wang, 2011, s. 68).

Cevrimici alisveris, geleneksel aligveris ile karsilastirildiginda, cevrimigi alisveris, alisveris
deneyiminin hedonik yonlerine daha fazla odaklanmaktadir (Babin vd., 1994). Stireli satis
teklifleri (kimi zaman bir giin, kimi zaman 6gle arasi stiresince olmak iizere), boyutu ve
agirligl ne olursa olsun eve kimi zaman ticretsiz kimin zaman ise tlcretli teslimat, alisveris
festivalleri (muhtesem cumalar, her ayin belli giinleri indirimleri gibi), yeni tirtinlerin ve
mevcut indirimlerin takip edilmesinin kolaylig1 (Arnold ve Reynolds, 2003, s. 80) olmak
lizere cevrimici aligveris siirekli heyecan 6gesini odak noktasi olarak tutulan, fikirler ile
dolu bir mecradir (Altulkar ve Kesari, 2017, s. 24).

Bu calismada yararlanilan 2 temel kavramdan biri olan faydaci tiiketim, alisverisin
bir anlamda gorev bilinci ile gerceklestirdigi bir kavram olarak tanimlanirken, diger
bir kavram olan hedonik tiiketim ise, zevk odakli bir deneyimdir. Bu tiiketim adeta
bir eglence bir glinliik hayattan bir kacis olarak tanimlanmaktadir (Babin vd. 1994,
S. 646). Bu ¢alismanin temel amaci; ¢evrimigi alisveriste, hedonik ve faydaci tiiketim
davranislarinin, yiiksek ve diisiik COVID-19 korkusuna sahip katilimcilar arasinda
farklilasiyor olup olmadiginin arastirilmasidir. Calismanin yan amaglari ise ¢evrim ici
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alisveriste hedonik tiiketim davranislarinin ve faydac: tiikketim davranislarinin ayri yari
yuksek ve diisik COVID-19 korkusuna sahip katilimcilar arasinda farklilasiyor olup
olmadiginin arastirilmasidir. Bu ama¢ kapsaminda ¢alismanin 6rneklemini Turkiye’'nin
farkli bolgelerinde yasayan 548 kisi olusturulmustur. Katilimcilarin yas dagilimi 18’den
kigik 30 katilimci ve 18-65 yas arast 518 katilimar seklindedir. Calismada zaman ve
maliyet kisitlarindan dolay1 sadece ulasilabilir olan katiimcilarin 6rnek kapsamina
dahil edildigi kolayda ornekleme yontemi secilmistir. Tesadiifi olmayan ornekleme
yontemlerinden olan kolayda 6rnekleme: zaman ve biitce darligi gibi durumlarda sadece
ulasilabilir bireylerin 6rnekleme dahil edildigi yontemdir (Gegez, 2015, s. 266).

Arastirma kapsaminda katilimcilarin covid-19 korkusunu belirlemek igin Satic1 ve
arkadaslar1 (2020) tarafindan Tiirk¢e’ye ¢evrilen ve 7 maddeden olusan Covid-19 korkusu
6lcegi kullanilmistir. Katilimcilarin hedonik ve faydaci tiiketici davranislarini belirlemek
icin Coskun ve Marangoz (2019) tarafindan gelistirilen 42 madden olusan hedonik ve
faydaci tiiketim davranisi 6lgegi kullanilmistir. Bu 6lgegin ilk 32 ifadesi hedonik tiiketim
davranisini 6l¢gmeye yonelik iken (1-32 maddeler), son 9 ifade (33-42 maddeler) faydaci
tiiketim davranisini 6l¢gmeye yoneliktir. Arastirma kapsaminda kullanilan her iki 6l¢ekte
de 5’li likert 6l¢ek kullanilmistir.

Gunimuzdeki modern tiketim diinyasinda insanlar ihtiya¢larin1 gidermenin 6tesinde
zevk ve haz pesinde tiiketim odakli davranislar sergilemektedir. Bu kapsamda yapilan
arastirmalarda tuketici davranislarini hedonik egilimlerin dogrudan etkiledigi ortaya
cakmistir (Ozdemir ve Yaman, 2007; Dogrul, 2012) Yaptigimiz arastirmada COVID-19
korkusu ile Hedonik davranislar arasinda anlamli bir iliski ¢ikmistir. Bu zamana kadar
yapilan c¢alismalar incelendiginde demografik o6zelliklerin hedonik davranislarda
anlaml iliskileri ortaya ¢ikarken (Aydin, 2010), COVID-19 pandemi siirecinde insanlarin
haz odakl tiikketim egilimleri ile COVID-19 korkusu arasindaki iliski devam ederken
demografik 6zelliklerin anlamini kaybettigi ama haz alma duygusunun hala tiiketim
davranisini etkileyen onemli bir faktor olarak yer aldigi ortaya ¢ikmaktadir. COVID-19
korkusu ile hedonik odakli tiiketim davranislar1 arasindaki iliskiyi daha net agiklamak
icin (H2) Yiiksek COVID-19 korkusuna sahip tiiketiciler ile diisiik COVID-19 korkusuna
sahip tiiketicilerin puanlari mann whitney testi ile analiz edilmistir. Sonug olarak hedonik
ile hedonik ve faydaci tiiketim davranislarin, diisiik ve yliksek COVID-19 korkusuna sahip
katilimcilar arasinda istatiksel olarak anlamli bir fark oldugu belirlenmistir.

Sonug olarak; Hedonik tiiketim davranisinda tiiketiciler, uirtinleri islevsel 6zelliklerinden
daha ¢ok onlarin sembolik anlamlarina odaklanarak tiiketme egiliminde olmaktadirlar.
Bu ylizden pandemi siireglerinde insanlarin hazlarina hitap eden maddi degerlerden
ziyade, manevi degerlerin ortaya c¢ikarilmasi noktasinda firmalarin yaratici ve deger
yaratan yenilikler ortaya koymasi gerekmektedir.

Anahtar Kelimler: letisim, COVID-19, Faydac Tiiketim, Hedonik Tiiketim.
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Abstract

Nowadays, with the emergence of internet concept and its continuous development,
non-governmental organizations have started to use these channels to maintain their
existence and to promote themselves. In this study, it is examined how non-governmental
organizations in developed countries and Turkey use their Twitter accounts. Study covers
a period of six months (from May 1 to October 31, 2019). The universe of this study
consists of all Red Cross organizations in developed countries and Turkish Red Crescent.
The sample of the study consists of Germany, Italy, France, USA, England, Japan and
Canada, which are G7 countries and hold the majority of global wealth. In the scope of the
study, G7 countries and Turkish Red Crescent will be compared. As a result of the review,
it is reached that the Turkish Red Crescent ranks first in the number of posts on Twitter
and uses visual icons like other Red Cross organizations the study. Moreover, similar
to other institutions, Turkish Red Crescent does not go into time and day limitations in
their posts. It can be said that all the NGOs under the study used this medium effectively;
however, the biggest deficiency is that they are not successful in answering the comments
for the posts.

Keywords: Public Relations, Non-Governmental Organizations, Social Media, Twitter, G7
Countries.
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0z

Glunlimtuzde internet kavraminin ortaya ¢ikmasi ve siirekli gelisime ugramasi ile
birlikte sivil toplum kuruluslar1 da varliklarini siirdirmek ve kendilerini tanitmak
icin bu mecralar1 kullanmaya baslamislardir. Bu ¢alismada sivil toplum kuruluslarinin
Twitter hesaplarini alti aylik bir siire icerisinde nasil kullandiklari incelenmistir.
Calismada incelenen kurumlardan elde edilen veriler 1 Mayis- 31 Ekim 2019 tarihlerini
kapsamaktadir. Bu ¢alismanin evrenini gelismis tilkelerin Kizil Ha¢ kuruluslar1 ve Tiirk
Kizilay1 olusturmaktadir. Calismanin 6rneklemini ise kiresel zenginligin biiylk bir
cogunlugun elinde tutan G7 iilkeleri olan Almanya, italya, Fransa, Amerika, Ingiltere,
Japonya ve Kanada olusturmaktadir. Calismanin kapsaminda G7 tilkeleri ile Tiirkiye'nin
Tirk Kizilayr karsilastirilacaktir. Inceleme sonucunda Tirk Kizilayr'nmin Twitter'da
paylasim sayisi1 agisindan ilk sirada geldigi, Paylasimlarini yaparken diger kurumlar gibi
gorsel yontemler kullandigina ulagilmistir. Paylasim yaparken diger kurumlara benzer
olarak zaman ve giin sinirlamasina gitmedigi de ulasilan sonuglardan biridir. Ayrica
calismada yer alan tiim sivil toplum kuruluslarinin paylasimlarina yapilan yorumlara
cevap vermede yetersiz kaldiklar1 6nemli bir eksiklik olarak goriilmiistir.

Anahtar Kelimeler: Halkla iliskiler, Sivil Toplum Kuruluslari, Sosyal Medya, Twitter, G7
Ulkeleri.
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Introduction

With globalization, great changes have been observed in social, political, economic and
cultural fields. In this changing and developing world, internet and new technology
played an important role to create new markets and communication environments. With
the help of social media, institutions begin to reach their target audiences more easily
and rapidly with no time and space constraints. The most important feature that social
media gives to its users is interaction. Therefore social media become one of the most
preferred channels by institutions today (Solmaz & Gorkemli, 2012, p. 183).

Non-governmental organizations are institutions that operate independently from
government in order to address social and political problems in society. Development
of civil society organizations in Turkey started in the 1980’s. Thanks to social media
applications that enable two-way communication such as Facebook and Twitter, non-
governmental organizations nowadays reach society and announce their activities and
give various messages easily (Isik, 2002, p. 73).

The aim of this study is to reveal how non-governmental organizations use social media
applications in terms of public relations. In the study, the shares of the organizations in
their Twitter accounts are analyzed by content analysis method. This study includes data
obtained in the six-month period between May 1 and October 31, 2019. The universe of
the research is all Red Cross institutions in developed countries and Turkish Red Crescent.
The sample of the study consists of G7 countries (namely Germany, Italy, France, United
States of America, United Kingdom, Japan and Canada), which constitute almost 64% of
global wealth and their Twitter messages will be examined and compared with Turkish
Red Crescent. The selection of these institutions is due to the fact that the Turkish Red
Crescent is one of the oldest non-governmental organizations in Turkey, and that there is
too much of the institutions that are equivalent to the Turkish Red Crescent abroad as a
comparison is made.

If the findings obtained in the study are to be explained in general, the Turkish Red
Crescent stands out as the institution that uses the Twitter application the most among
other institutions. In addition, the Turkish Red Crescent made the most shares within the
period of examination. In addition to these, it was found that all institutions benefited
greatly from visual content while creating their Twitter posts. Most of the institutions
prefer working hours and weekdays while sharing. However, it has been found that they
prefer to share messages outside of working hours. This shows that organizations are
not limiting day and time when sharing and using Twitter. It has been observed that the
Turkish Red Crescent’s Twitter account received the most comments in the category of
criticism, while the institution left these criticisms unanswered. Finally, considering the
number of responses given to the comments received by the institutions, it can be said
that they communicate with their users one-way and that the posts they make are only
for information about themselves.

1. Non-Governmental Organizations and Public Relations

Non-governmental organizations (NGOs) are expressed as “voluntary organizations”,
“third sector organizations”, “non-profit organizations” and “non-governmental
organizations” in texts and articles in literature (Gonel, 1998, p. 1). It is defined as the
foundation and union organizations that have requests and opinions similar to each other
and that are formed out of the authority of the governments and administrations, with the
volunteering of the people involved (Aydin, 1998, p. 68). In another definition, it is said
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that non-governmental organization is an organization that is self-producing, voluntary,
self-supporting, and has an autonomous structure from the state (A. Laurie Brand, as
cited in Yildirom M., 2003, p. 227). Most prominent peculiarities of non-governmental
organizations are their non-profit and volunteering-based features. Besides, they have
more flexible structure, independence from the state, a more participatory and pluralistic
quality, more transparent bodies and the public interest oriented structure in general
(Usta, 2006, p. 38). NGOs have a wide scope of target audiences such as suppliers,
employees, supporters, participants of and the affected parties of the campaigns and
activities, media institutions, political actors, local administrators, mass that provides
financial support within the scope of philanthropy and other NGOs (Bozkurt, 2000, p. 28).

Since non-governmental organizations generally operate on a voluntary basis, they are
dependent on individuals for resources. Therefore, the funding masses are essential for
non-governmental organizations to maintain their assets. Since the vast majority of the
employees of the organization work on a voluntary basis, volunteers play an important
role for the organization to continue its activities. When there are no major social
audiences supporting the organization’s activities, the organization’s activities will be
suspended and will expire after a while. Therefore, it is very important to choose the right
target groups that will support the activities of the institution in determining the target
audience. With the experienced public relations staff and the right activities, the target
audience selection will be made in the most correct way for the institutions.

Mass media is one of the most important tools to communicate with people today. The
fact that civil society employees are communicating with the right media channels and
the right media employees will take their institutions a step further, while providing
their audience with information about their activities. In addition, political actors and
local managers will provide a great opportunity for NGOs to announce themselves in
accordance with their position. As with any institution, non-governmental organizations
need substantial financial support to sustain their assets and activities. The audience,
which provides financial support to organizations as part of the donation, is a key point
in ensuring the continuity of these activities. It is a great benefit for organizations to
have organizations in co-operation with other non-governmental organizations that can
provide mutual support to their activities. Civil society organizations will never have
a hard time getting their desired responses from society through experienced public
relations employees and projects that have been presented to the right audience.

The aims of non-governmental organizations with public relations activities differ from
institution to institution. But when a general definition is drawn, the goals they want to
achieve can be listed as follows (Stiliis, 2009, p. 99-100).

1. Identification of internal and external stakeholder groups.

2. To raise awareness of the target audience towards the goals and activities of non-
governmental organizations, and to provide positive attitude and support with
continuous information flow.

3. Raising awareness and activating the public through democratic methods.
4. Increasing the number of members and volunteers.

5. To create a positive perception towards non-governmental organizations in the
public and to maintain this perception.
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6. To get the opinions of the target audience before and after the activities that non-
governtmental organizations will do and do for their purposes.

7. To realize a social problem related to local government mechanisms, which are
among the important denominator groups of non-governmental organizations.

8. To carry out studies that will reflect the pressure group feature on the government
in order to make decisions in favor of a social problem depending on the purpose of
existence of non-governmental organizations.

9. To carry out studies to establish relations with other non-governmental
organizations operating in the national and international arena.

10. To attract the attention of the press for the work of non-governmental
organizations.

11. Improving internal communication and contributing to the formation of corporate
culture.

In another study, the reasons for non-governmental organizations to make public
relations projects are explained as follows (Boztepe, 2014, p. 162):

e Raising awareness.

To create attitude change in people.

Finding public support.

To gain sympathy from members and target audience.
Creating a positive image.

Managing corporate reputation.

When non-governmental organizations manage their public relations activities
successfully, their visibility will increase, then reaching financial resources become more
easily. With these funds, they will be able to undertake more efficient projects and have
the opportunity to benefit more from the general public. Therefore public relations
have special importance for these institutions. However, institutions may not always be
able to manage the public relations process well. Problems faced by non-governmental
organizations in terms of public relations while presenting their activities are divided into
two as internal problems and external problems (Biber, 2006, p. 41). Problems arising
from the institutional structure can be listed as follows (Biber, 2006, p. 53-62):

e Uncertainty of institutional goals.

Uncertainty of general administrative policies.
Insufficiency of internal communication channels.
Insufficient opportunities for managerial participation.
e Autonomy problem.

Civil society organizations have the goals and objectives they want to achieve in short
periods of time (Biber, 2006, p. 53-54). Internal employees and stakeholders may have
trouble recognizing and acting on these objectives in a similar way. From this point of view,
volunteering can damage the motivation and desire of volunteer-based organizations in
the challenges of common purposes. In-house public relations activities and volunteers’
internal family needs to be provided and issues that can arise in the corporate culture
must be corrected. Small problems that can occur in this way can be eliminated without
growth. Moreover, disruptions and gaps in the allocation of duties and competencies
have led to a number of problems. Public relations employees will have a great benefit to
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volunteers and internal employees in the organization to organize training programs to
eliminate administrative problems (Yegen, Keyman, Tol, & Caliskan, 2009, p. 53-54).

Civil society organizations are working together on a voluntary basis people with different
personal characteristics. Organizations may not have a healthy communication with
hierarchy, personality differences, etc. From this point of view, the public relations unit
will positively impact the success of the internal communication process. It will also help
replace vertical communication channels that may exist due to hierarchical structures
with horizontal communication channels (Biber, 2006, p. 53-62; Yegen, Keyman,
Tol, & Caliskan, 2009; Caliskan, Cengiz, & Tol, 2005). In addition, non-governmental
organizations need to communicate with other non-governmental organizations. Public
relations employees will manage the communication process with other institutions in a
positive way for the institutions (Yegen, Keyman, Tol, & Caliskan, 2009, p. 54).

Within non-governmental organizations, different stakeholder groups are held, including
volunteers, members and employees. The requests and desires or recommendations of
these groups must be considered by management. The emphasis on different ideas in
non-governmental organizations is a problem that is addressed as part of public relations
activities. Public relations officers are obliged to convey the opinions of the people
working in the institution to the senior managers and to establish a bridge between the
two groups (Biber, 2006, p. 53-62; Arslan, 2018, p. 8).

Another task expected from non-governmental organizations is to establish a pressure
mechanism using social control mechanisms. The problem of compliance with ethical
principles for activities such as corporate social responsibility and sponsorship in non-
governmental organizations puts legitimacy within a problem. In order to avoid such a
problem in non-governmental organizations, they will need public relations activities
to transfer their activities to people who are doing in public interest and obtain public
approval (Biber, 2006, p. 53-62).

The external problems that can arise in civil society organizations are listed as follows
(Biber, 2006, p. 42-53):

e Negative perceptions for non-governmental organizations.

e Legal barriers to civil society organization.

e Lack of community interest in the work of civil society organizations.
e Media disinterest in the work of civil society organizations.

The fact that some NGOs engaged in unethical activities has led to a negative development
of ideas and thoughts toward these institutions, as it has shaken society’s trust and the
concept of non-governmental organizations has not been established in a full definition
framework (Silahtaroglu, 2004, p. 54). The concept of public relations comes into
effect here. Through an effective public relations process, negative thoughts toward
institutions can be changed significantly. This will lead to a more successful organization
and greater awareness of its activities at home or abroad. The central state structure
and recent political incidents have put in place a number of legal and cultural barriers
to NGO. With the right communication techniques, these barriers can be eliminated
(Biber, 2006, p. 42-53).

Non-governmental organizations carry out activities that concern the general public
on education, health, environment, etc. However, these activities sometimes do not see
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the interest that the community requires. Thanks to public relations, the activities of
institutions will reach more people (Tarhan & Bakan, 2013, p. 30). Through the use of
the right media methods and the power of social media engagement, organizations can
address society as a whole. For non-governmental organizations, it is very important to
reach and promote the wide range of activities they do. From this point of view, mass
media is one of the most appropriate means for organizations to announce their activities.
Civil society organizations may have difficulties in participating in the media due to
limited resources (Deren Van Het Hof, 2014, p. 178). With public relations, organizations
can overcome this problem by using their resources correctly in the media channels and
announcing their activities at the right places to reach their target audience (Biber, 2006,
p. 42-53; Yegen, Keyman, Tol, & Caliskan, 2009).

The number of studies conducted for the purposes of public relations use of non-
governmental organizations in the literature is quite low. The literature has been scanned
in order to determine the goals that non-governmental organizations want to achieve with
public relations. Siiliis has reached out to the fact that non-governmental organizations
primarily focus on external target audience in their public relations activities. The reasons
why non-governmental organizations do not adequately care about public relations
activities are that they are not aware that these activities are needed and that there is not
enough financial and human power available (2009).

Anna Maria Elizabeth found that in his thesis study, the public relations efforts of NGOs
were blocked because they were not public relations employees with sufficient knowledge.
In addition, it was found that only one of the non-governmental organizations used the
two-way symmetrical public relations model. (2001). Boztepe has determined the main
objectives of public relations activities carried out by non-governmental organizations as
establishing and maintaining positive relations with the target audience and funders. It
has come to the conclusion that non-governmental organizations cannot fully utilize their
websites for funding and that these pages need to be improved (2014).

In the next topic, studies in the literature on how non-governmental organizations use
social media for public relations purposes will be examined.

2. Social Media Uses of Non-Governmental Organizations

Establishing and maintaining mutual relations with their target groups are very important
for both finding financial resources and reach volunteered manpower (Greenberg &
MacAulay, 2009, p. 67). Thanks to the new communication technologies, the ability of
NGOs to communicate with volunteers and the media has greatly increased. The new
media has provided them with features such as presenting the contents and activities they
planned to the community, mobilizing stakeholders and establishing meaningful positive
relationships, increasing public trust and being more open in terms of accountability
(Cetinkaya & Yetkin, 2017, p. 265).

Social media, which is a product of new communication technologies, has become a
more preferred medium with its features such as interaction, freedom, speed, feedback
feature and time-saving features, unlike traditional media. From this point of view,
social media and internet technologies have been a very useful alternative environment
for them that have difficulties to show themselves and take part in traditional media.
They create profiles on social media and communicate with the media workers directly
in order to prevent the media from being indifferent while announcing their activities
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and introducing themselves. In addition, social media sites make the communication
within the organization faster and more open to participation. Moreover, they can
reach any audience to their target audience in a very short time with this new media
(Onat, 2010, p. 107-108).

Karaoglu (2016, p. 69-74), listed social media usage purposes of NGOs as providing
information, building a community and mobilizing them. Non-governmental organizations
use media to inform people with different needs about their activities. In addition, they
can find volunteers through social network applications and announce their help to the
general public. With social media usage it becomes easier to create a community. Non-
governmental organizations share social media about donations and aids and try to
enable others to talk about them and create a community. In this way, both donations and
aids will attract more people’s attention and the communities created will provide more
donations. After providing information to audiences, it becomes easier to activate them.

There are previous studies on the use of social media by non-governmental organizations.
In these studies, it is seen that they are trying to reach for what purposes they use social
media and which public relations models they use while using social media. Waters
and Jamal analyzed the Twitter accounts of 27 institutions they selected from the list of
charity 200, based on four models of public relations. The main finding is that institutions
base their posts on their Twitter accounts on a one-way communication process (Waters
& Jamal, 2011). Onat, examined the Facebook and Twitter accounts of non-governmental
organizations, and found that the efforts of institutions to be featured in traditional media
were equal to those in social media. It was concluded that the institutions analyzed aimed
to use the two-way symmetric public relations model in their social media accounts and
partially achieved their goals (2010). Saat¢ioglu, examining the use of social media by
non-governmental organizations in terms of strategic communication, found that the
institution has adopted a two-way communication (2017).

Lovejoy and Saxton examined the Twitter accounts of 100 leading non-governmental
organizations in the United States and found that they use the accounts of the institutions
for information purposes. They found that most of the institutions used Twitter accounts
to provide information about themselves, to promote their institutions, and to mobilize
against the problems in the society. (2012). Kanilmaz, met with 10 volunteers to study the
public relations activities of the Turkish Foundation for Education volunteers (TEGV) and
found that some of the volunteers think that social media practice should be given greater
attention. Volunteers have been found to be a key point for bringing new volunteers to
NGOs, and public relations activity has reached more people through volunteers. The key
findings are that non-governmental organizations should pay attention to their accounts
in social media practices to volunteer (2017). Cetinkaya and Yetkin studied Facebook
and Instagram accounts by three environmentally-based NGOs with a high social media
participation rate, and found that organizations used their social network accounts to
become pressure groups (2017).

Smith, concluded that non-governmental organizations use social media applications to
provide information, create action and community. The information function includes
the institutions to announce the news about them to their target audience. The action
function includes donations, fundraising and voluntary participation in activities.
Community function covers behaviors aimed at establishing dialogue with people
and building a community within a subject (Smith, 2018). Auger, found that non-
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governmental organizations use social media applications to convince people in line with
their own point of view by following a one-way communication process. It also found
out that institutions use their Twitter accounts to express appreciation and appreciation
(Auger, 2013). It was found that non-governmental organizations in China use social
media applications to share information, create community and mobilize resources
(Zhou & Pan, 2016; Gao, 2016; Fu & Zhang, 2019). Seo, Kim and Yang revealed in their
studies that, non-governmental organizations use their social media motivation to
create resources and support the image of the organization. In addition, they found that
online public relations activities should be expanded to include more different types of
media (2009).

3. Method

In this part of the study, Twitter accounts of the Red Cross societies in the G7 countries
and the Turkish Red Crescent will be compared in terms of public relations activities.
The selection of these institutions is due to the fact that the Turkish Red Crescent is one
of the oldest non-governmental organizations in Turkey, and that there is too much of
the institutions that are equivalent to the Turkish Red Crescent abroad as a comparison
is made. The social media accounts of the institutions covered in the study have been
analyzed. The analysis result has been achieved that all institutions are actively using
Twitter accounts. Therefore, the study examined enterprises’ Twitter accounts only.
It was found that the Twitter accounts of the institutions examined in the study had a
lot of followers and shared a lot of messages about themselves. The general views of
the institutions and how actively they use Twitter are discussed in detail in the findings
section. According to the findings of the study, it was seen that the institutions mostly
shared their Twitter posts for informing people about their activities.

Non-governmental organizations’ Twitter accounts are analyzed with content analysis
method. The definition of content analysis is described as numerical analysis of written
or verbal symbols and re-conversion of these numerics to verbal data (Sahin, 2010,
p. 189). Looking at another definition, the most basic process in content analysis is to
combine concepts that demonstrate the same characteristics with each other in a specific
meaning, and to edit and interpret them in a way that readers understand (Yildirim &
Simsek, 2013, p. 259).

The coding table was inspired by the work of, (Yenicikti, 2016) study called “Instagram
as a Public Relations Tool: A Research on 50 Companies Using Social Media” and (Demir,
Tarhan, & Gorkemli, 2019) study called “Public Relations and Social Media in Civil
Society Organizations: Case of Turkish Red Crescent and LOSEV”. The distribution of the
content shared by non-governmental organizations on their Twitter accounts will give
information about the purposes of Twitter usage of the institutions. The content of the
Twitter sharing categories and the content of the comments received by the institutions
were coded in order to obtain an objective result. These coding charts are presented at
the end of the study.

3.1. Subject, Aim, Importance and Research Question of the Research

The subject of this study is to compare the social media accounts of the Red Cross
organizations and the Turkish Red Crescent, one of the oldest NGOs of Turkey. For this
purpose, the sharing contents of the organizations on their Twitter accounts will be
examined and evaluated in the scope of public relations. The main aim is to find answers
to the questions of how non-governmental organizations use Twitter in developed
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countries and whether there are similarities and differences in the usage of this media in
Turkey. With this study, the Red Cross Societies of the G7 countries, which constitute 64%
of the global wealth, and the Turkish Red Crescent’s Twitter accounts will be examined
comparatively. The fact that the Turkish Red Crescent has not previously compared
with the G7 countries Red Cross societies with their Twitter accounts, is a feature that
increases the importance of the study.

It is possible to sort the questions to be assessed under the investigation as follows.

1. What are the general Twitter views of the institutions surveyed in the research?

2. What is the content distribution of messages that organizations surveyed in the
research share on their Twitter accounts?

3. What is the type of visual content used by research surveyed institutions on Twitter
posts?

4. What is the distribution of messages from surveyed institutions on Twitter accounts
based on days and hours of work?

5. What is the content of comments that are posted to Twitter posts by organizations
reviewed under the investigation?

6. What are the different aspects of the institutions examined under the research that
are similar to and differ from the Turkish Red Crescent Twitter account?

3.2. Universe and Sample of the Study and Limitations

The universe of the research is the Red Cross societies of the developed countries and the
Turkish Red Crescent. The sample of the study consists of Germany, Italy, France, America,
England, Japan and Canada, which are known as G7 countries constituting the 64% of net
global wealth. Due to Twitter being in an ever-changing structure, the oldest date shared
by institutions was considered the beginning of the review. The data of the study covers
six months between 01.05.2019 and 31.10.2019.

4. Findings

In this part of the study, the institutions will first be evaluated in terms of the types of
posts, the content of the posts, the distribution of the posts by time and days, the com-
ments on the posts and the responses of the organizations to the posts. Then, all institu-
tions within the scope of the research will be compared with the Turkish Red Crescent.
4.1. General View of the Institutions’ Twitter Accounts

In Table 1 below, the Twitter accounts of all institutions will be evaluated.

Table 1. General View of Institutions Twitter Accounts

Institutions Tweets Followers Followings Corporate Logo | Web Site Link | Lists
Turkey 24.500 832.000 224 J J -
Germany 8.067 103.000 1.480 J J 1
France 19.300 351.000 5.252 J J 38
ltaly 9.379 85,900 731 J J 3
United States 7.403 5.330.000 38.500 J J 3
United Kingdom 30.500 246.000 3.671 J J 11
Japan 1.033 36.700 29 J J -
Canada 14.900 155.000 20.500 J J 12
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In terms of the number of tweets shared, the British Red Cross takes the first place
with 30.500 tweets and the Turkish Red Crescent with 24.500 tweets follows it. The
least tweeted NGO was the Japanese Red Cross with 1.033 tweets. Considering the
number of tweets, it can be said that British Red Cross and Turkish Red Crescent use the
application effectively.

When followers are taken into consideration, American Red Cross comes first with 5.33
million people and Turkish Red Crescent follows it with 832.000. The institution with
the lowest number of followers is determined as the Red Cross of Japan with 36.700.
According to the people followed by the institutions, the American Red Cross made the
most follow-ups with 38.500. The Canadian Red Cross follows it with 20.500 people. The
institutions following the minimum number of people are the Japanese Red Cross with 29
people and the Turkish Red Crescent with the number of 224.

When the institutions’ Twitter accounts are examined, it is seen that each institution
shares their website links in the information section order to allow users to reach
their websites. In addition, the logos of all institutions are used as profile pictures on
their Twitter accounts. This is thought to provide great convenience for users to find
institutions on Twitter.

Finally, the lists shared by the organizations in their profiles are examined. The French
Red Cross shared 38 lists and The Canadian Red Cross shared 12 lists. Also it is found that
Japanese Red Cross and the Turkish Red Crescent don’t have any lists. This is considered
as a deficiency for these two institutions.

4.2. Post Contents of Institutions

In this section, totally 3.011 posts are examined in terms of their contents. The coding
charts of the sharing contents of the institutions is presented at the end of the study. In
addition, the other category of the table focused on the institutions’ share of a political
group, their condemnation messages and one-sentence tweets, such as yes and no.

In the light of the codes, it was seen that the Turkish Red Crescent shared more messages
and content than other institutions in six months. The Canadian Red Cross with 522
shares and the British Red Cross with 442 shares follows Turkish Red Crescent. During
the six-month period, the Japanese Red Cross has the least number of shares (only
73). Interacting with followers play an important role in public relations activities of
institutions. Social media is a good opportunity for NGOs in this respect since they have
limited resources. From this point of view; in terms of the number of Twitter shares in
the six-month period, it can be said that the Turkish Red Crescent uses this media more
effectively when compared with the Red Cross organizations of other countries.

In Table 2 it is seen that the Turkish Red Crescent’s highest share is about informing its
activities (37,4 %). However, it has the least number of sharing in the category called
“the others” and in the “receiving/giving rewards” category with the rates of 0.48%.
The Turkish Red Crescent has no messages on job postings, information sharing about
diseases, information sharing about products, blog posts, and survey categories in the
research period.

The German Red Cross shares most of its activities in the “information category” with a
percentage of 98, and it has the least share in the “survey category” (0.24%). The Italian
Red Cross’s shares are mostly in “activities category” (18.63%) and it has the least share
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in the category called “tbt” (0.24%) for a period of six months. It was observed that the
[talian Red Cross has no shares in the following categories: “information about diseases”,
“survey”, “blog posts” and “the mobile application”.

When the contents of the French Red Cross’s Twitter posts were examined, it is found that
the highest share is made in the “information category” (18.82%) and the least number
of shares are in the following categories with 0,51%: “giving/receiving awards”, “sharing
about the president” and “tbt”. In addition, it is seen that French Red Cross has no sharing

under the “blood donation”, “condolence/good wishes”, “mobile application”, “blog posts”,
“information about the product” and “survey” categories.

“Activity information posts” has the highest share among the other categories in the
American Red Cross’s tweets (18.21%) whereas “education” and “blog” posts are the
least ones with 0,33%. In the six months period, no shares under the following categories

» o« » o«

are seen: “giving/receiving awards”, “conferences/congresses/exhibitions”, “posts about

»n o«

the president”, “visits /interview” and “surveys”.

The British Red Cross has its most posts in the “information category” (21.72%) and least
posts in the “visit/interview category” (0.23%) during the research period. It also has no
sharing in the categories of “receiving/giving awards” and “sharing about the president”.

Table 2a. Twitter Posts Content of the Accounts Reviewed

Post Contents Turkey Germany Italy France
Blood Donation 18 %2,85 3 %0,72 8 %1,89 - %0,00
Information 50 %7,92 30 %7,25 28 %6,60 25 %12,82
Donation 33 %5,23 30 %7,25 3 %0,71 5 %2,56
Activity 70 %11,09 15 %3,62 79 %18,63 16 %8,21
Activity Information 236 %37,40 62 %14,98 49 %11,56 19 %9,74
Special Day Celebration 14 %2,22 11 %2,66 9 %2,12 6 %3,08
News Sharing 56 %8,87 33 %7,97 31 %7,31 5 %2,56
TBT 6 %0,95 3 %0,72 1 %0,24 1 %0,51
Condolences/Good Wishes 9 %1,43 3 %0,72 2 %0,47 - %0,00
Conference/Exhibition 28 %4,44 26 %6,28 60 %14,15 19 %9,74
Sharing About President 45 %7,13 15 %3,62 23 %5,42 1 %.0,51
First Aid 7 %1,11 19 %4,59 12 %2,83 16 %8,21
Corporate Shares 27 %4,28 56 %13,53 45 %10,61 19 %9,74
Visit / Interview 7 %1,11 12 %2,90 6 %1,42 2 %1,03
Receiving/Giving Rewards 3 %0,48 4 %0,97 2 %0,47 1 %0,51
Greeting/Thanks 5 %0,79 11 %2,66 5 %1,18 19 %9,74
Volunteer Shares 4 %0,63 13 %3,14 11 %2,59 9 %4,62
Mobile Application 5 %0,79 5 %1,21 - %0,00 - %0,00
Education 5 %0,79 15 %3,62 22 %5,19 10 %5,13
Job Advertisement - %0,00 14 %3,38 2 %0,47 3 %1,54
Disease Information - %0,00 7 %1,69 - %0,00 7 %3,59
Product Information - %0,00 2 %0,48 11 %2,59 - %0,00
Blog Posts - %0,00 12 %2,90 - %0,00 - %0,00
Survey - %0,00 1 %0,24 - %0,00 - %0,00
Other 3 %0,48 12 %2,90 15 %3,54 12 %6,15
Total 631 %100 414 %100 424 %100 195 %100
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Table 2b. Twitter Posts Content of the Accounts Reviewed

Post Contents United States United Kingdom Japan Canada
Blood Donation 44 %14,57 2 %0,45 4 %5,48 - %0,00
Information 41 %13,58 96 %21,72 4 %5,48 94 %18,01
Donation 5 %1,66 53 %11,99 6 %8,22 9 %1,72
Activity 3 %0,99 33 %7,47 7 %9,59 28 %5,36
Activity Information 55 %18,21 27 %6,11 11 %15,07 82 %15,71
Special Day Celebration 20 %6,62 28 %6,33 1 %1,37 20 %3,83
News Sharing 9 %2,98 4 %0,90 1 %1,37 13 %2,49
TBT 12 %3,97 15 %3,39 1 %1,37 13 %2,49
Condolences/Good Wishes 2 %0,66 8 %1,81 - %0,00 5 %0,96
Conference/Exhibition - %0,00 6 %1,36 4 %5,48 14 %2,68
Sharing About President - %0,00 - %0,00 2 %2,74 4 %0,77
First Aid 30 %9,93 27 %6,11 9 %12,33 101 %19,35
Corporate Shares 3 %0,99 17 %3,85 8 %10,96 8 %1,53
Visit / Interview - %0,00 1 %0,23 - %0,00 - %0,00
Receiving/Giving Rewards - %0,00 - %0,00 1 %1,37 2 %0,38
Greeting/Thanks 11 %3,64 32 %7,24 2 %2,74 14 %2,68
Volunteer Shares 37 %12,25 20 %4,52 3 %4,11 27 %5,17
Mobile Application 13 %4,30 12 %2,71 - %0,00 22 %4,21
Education 1 %0,33 12 %2,71 - %0,00 22 %4,21
Job Advertisement 2 %0,66 8 %1,81 - %0,00 16 %3,07
Disease Information 4 %1,32 4 %0,90 2 %2,74 8 %1,53
Product Information 3 %0,99 4 %0,90 1 %1,37 8 %1,53
Blog Posts 1 %0,33 3 %0,68 - %0,00 - %0,00
Survey - %0,00 19 %4,30 3 %4,11 6 %1,15
Other 6 %1,99 11 %2,49 3 %4,11 6 %1,15
Total 302 %100 442 %100 73 %100 522 %100

When the contents of the Twitter posts of the Japanese Red Cross were analyzed,
the “activity information” category has the highest share with 15.07% and “product
information”, “receiving / giving awards”, “news sharing”, “special day celebration” and
“tbt” categories have the lowest share (1,37%). It has no post about condolence/good
wish, visit/interview, mobile application, training, blog posts and job advertisement
within six months. Finally, Canadian Red Cross has the highest share in the “first
aid” category (19.35%) and he lowest share in “awarding and giving awards” with a
percentage of 0.38%. It has been found that the Canadian Red Cross has no posts in the

“blood donation”, “blog posts” and “visit/interview” categories.

Table 2 also shows that the Turkish Red Crescent generally shares more in four different
categories than other institutions and it is among the top four institutions in terms of the
number of shares in most categories. It is seen that Turkish Red Crescent does not share
on different topics and categories like other institutions. It is observed that G7 countries
made sweepstakes for their own brand products on their Twitter accounts. In order to
attract the attention of the followers and interact with them, the Turkish Red Crescent can
also organize such sweepstakes. In this way, it may attract the attention of its followers,
increase the level of interaction and get the chance to inform users about its products.
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4.3. Analysis of Posts by Content Types

In Table 3 below, the content types that the NGOs prefer to use during six months is
examined. While sharing, institutions can express themselves only in writing, and
differently, they also use visual elements. This section is coded based on the type of
content featured in the posts. Turkish Red Crescent’s prefer to use photos in their content
with a rate of 63.07%. It is seen that the Turkish Red Crescent uses mostly photos and
videos while creating its shares. Only text messages have a rate of 3.01% among all
shares. As shown in Table 3, it was found that the Turkish Red Crescent never included
the gif category of the posts in the six-month period.

When the G7 countries’ NGOs are analyzed it is seen that all of them mostly prefer photo
contents in their messages. The percentages of the these type of messages are as follows:
the German Red Cross 48.79%, the Italian Red Cross 49.76%, the French Red Cross
42.56%, the American Red Cross 69.54%, the British Red Cross 48.87%, the Japanese
Red Cross 72.60%, the Canadian Red Cross 66.09%. Links take the second place after
photos in the German and the Italian Red Crosses with the rates of 31,40% and 29,48%
respectively. However, in the other red cross organizations’ messages, videos took the
second place after photos (Table 3).

Table 3a. Distribution of Posts Shared by Institutions in Twitter

Post Types Turkey Germany Italy France

Photo 398 %63,07 202 %48,79 219 %49,76 83 %42,56
Video 171 %27,10 44 %10,63 81 %19,10 45 %23,08
Text 19 %3,01 34 %8,21 7 %1,65 20 %10,26
Link Sharing 43 %06,81 130 %31,40 125 %29,48 12 %6,15
GIF - %0,00 4 %0,97 - %0,00 35 %17,95
Total 631 %100 414 %100 424 %100 195 %100

Table 3b. Distribution of Posts Shared by Institutions in Twitter

Post Types United States United Kingdom Japan Canada

Photo 210 %69,54 216 %48,87 53 %72,60 345 %66,09
Video 59 %19,54 143 %32,35 14 %19,18 82 %15,71
Text 5 %1,66 49 %11,09 5 %6,85 33 %6,32

Link Sharing 19 %06,29 14 %3,17 1 %1,37 23 %4,41

GIF 9 %2,98 20 %4,52 - %0,00 39 %7,47

Total 302 %100 442 %100 73 %100 522 %100

4.4. Posts by Day and Time

In the tables 4 and 5 below, the shares of the institutions is evaluated according to days
and time during the six-month period. Weekly working hours of the institutions were
researched and daily working hours were determined accordingly. The time settings of
the Twitter application were changed according to the time zone used by the countries in
order to get accurate information while examining the shares of the institutions.

When the shares of all institutions in Tables 4 and 5 are examined in terms of day and
time, a similarity is observed between the Turkish Red Crescent and other institutions.
Most of the messages are sent during weekdays in all organizations and in working hours
in all organizations except for Canadian Red Cross. Canadian Red Cross does not make a
difference in working hours while sharing messages.
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Table 4a. Evaluation of Twitter Posts of the Institutions Reviewed by Day

Sharing Days Turkey Germany Italy France
Weekdays 441 %69,89 343 %82,85 318 %75,00 163 %83,59
Weekend 190 %30,11 71 %17,15 106 %25,00 32 %16,41
Total 631 %100 414 %100 424 %100 195 %100

Table 4b. Evaluation of Twitter Posts of the Institutions Reviewed by Day

Sharing Days United States United Kingdom Japan Canada
Weekdays 270 %89,40 366 %82,81 70 %95,89 425 %81,42
Weekend 32 %10,60 76 %17,19 3 %4,11 97 %18,58
Total 302 %100 442 %100 73 %100 522 %100

Table 5a. Evaluation of Twitter Posts of the Institutions Reviewed by Time

Sharing Hours Turkey Germany Italy France

In Work 408 %64,66 332 %380,19 292 %68,87 161 %82,56
Out of office 223 %35,34 82 %19,81 132 %31,13 34 %17,44
Total 631 %100 414 %100 424 %100 195 %100

Table 5b. Evaluation of Twitter Posts of the Institutions Reviewed by Time

Sharing Hours United States United Kingdom Japan Canada

In Work 202 %66,89 318 %71,95 71 %97,26 276 %52,87
Out of office 100 %33,11 124 %28,05 2 %2,74 246 %47,13
Total 302 %100 442 %100 73 %100 522 %100

4.5. Analysis of Comments

In this section, how many comments have been received and the contents of these
comments are examined for six months and the results are shown in the Table 6 below.
The contents of the categories in this section are explained in the coding schedule at the
end of the study. As additional information, the other category in the table includes hate
speech, slang and abusive content, and deviant speech.

A total of 4238 comments are included in the study within the time period studied. The
institution that receives the most comments is the American Red Cross. This is followed
by the Japanese Red Cross and the Turkish Red Crescent. When Table 6 is examined,
the institutions that received the least comments on their Twitter accounts during
the six-month period are the Italian Red Cross, the French Red Cross and the Germa
Red Cross, respectively.

In the Turkish Red Crescent’s comments, criticism takes first place with a rate of 33.77%
and this is followed by ‘asking questions’ with a rate of 12.47%. In the German Red
Cross’s comments, expressing ideas take the first place with 14.10% takes the first place
and asking questions follow it with 13.46%. Comments aiming to give congratulations
and good wishes have the highest rates with 17.39% and 8.70% respectively in Italian
Red Cross Twitter account: and this organization receives the least comments in the
complaint category with a rate of 1.09%.

When the content of the comments that came to the Twitter account of the French Red
Cross within the six-month period is examined, the most comments were made to express
an opinion with a percentage of 19.38% and ask questions with a percentage of 13.18%.
In the American Red Cross’s Twitter account category of asking questions comes first
with a rate of 19.04% and it is followed by the criticism category with a percentage of
18.91%. The comments for the British Red Cross’s Twitter account are mostly expressing
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ideas (32.70%) and then congratulating (8.89%). According to the findings, it is seen that
thanking category comes first with 21.11% in the Japanese Red Cross’s comments; and
expressing ideas category follows it with 20.46%. Finally, in the Canadian Red Cross’s
Twitter comments, it was observed that the thanking category takes the first place with a
rate of 19.28% and it is followed by the category of expressing ideas with a rate of 18.07%.

Table 6a. Contents of Comments on Posts

Comment Contents Turkey Germany Italy France
Link Sharing 32 %3,53 11 %7,05 4 %4,35 8 %6,20
Request/wishes 30 %3,31 3 %1,92 2 %2,17 6 %4,65
Celebration 9 %0,99 1 %0,64 4 %4,35 3 %2,33
Information 37 %4,08 12 %7,69 6 %6,52 11 %8,53
Tags 89 %9,82 19 %12,18 2 %2,17 9 %6,98
Good Wishes 73 %8,06 7 %4,49 8 %8,70 1 %0,78
Criticism 306 %33,77 16 %10,26 6 %6,52 9 %6,98
Complaint 11 %1,21 5 %3,21 1 %1,09 3 %2,33
Thanking 23 %2,54 17 %10,90 6 %6,52 9 %6,98
Greeting 41 %4,53 9 %5,77 16 %17,39 15 %11,63
Advice 17 %1,88 4 %2,56 2 %2,17 3 %2,33
Emoji 17 %1,88 2 %1,28 8 %8,70 3 %2,33
Expressing an Idea 86 %9,49 22 %14,10 16 %17,39 25 %19,38
Question 113 %12,47 21 %13,46 6 %6,52 17 %13,18
Other 22 %2,43 7 %4,49 5 %5,43 7 %5,43
Total 906 %100 156 %100 92 %100 129 %100
Table 6b. Contents of Comments on Posts
Comment Contents United States United Kingdom Japan Canada
Link Sharing 85 %5,47 12 %3,81 17 %1,85 11 %6,63
Request/wishes 66 %4,24 6 %1,90 40 %4,35 8 %4,82
Celebration 51 %3,28 6 %1,90 13 %1,41 2 %1,20
Information 58 %3,73 7 %2,22 80 %38,71 14 %8,43
Tags 46 %2,96 27 %8,57 33 %3,59 5 %3,01
Good Wishes 60 %3,86 21 %6,67 5 %0,54 6 %3,61
Criticism 294 %18,91 20 %6,35 73 %7,94 2 %1,20
Complaint 47 %3,02 4 %1,27 - %0,00 3 %1,81
Thanking 201 %12,93 38 %12,06 194 %21,11 32 %19,28
Greeting 131 %8,42 28 %8,89 107 %11,64 17 %10,24
Advice 40 %2,57 5 %1,59 48 %5,22 5 %3,01
Emoji 52 %3,34 18 %5,71 34 %3,70 15 %9,04
Expressing an Idea 68 %4,37 103 %32,70 188 %20,46 30 %18,07
Question 296 %19,04 13 %4,13 61 %6,64 13 %7,83
Other 60 %3,86 7 %2,22 26 %2,83 3 %1,81
Total 1555 %100 315 %100 919 %100 166 %100

4.6. Valuation of the Responses to the Comments

In Table 7 below, the number of responses given by the institutions to their comments
and their contents is examined. It can be said that all the NGOs under the study have a
very low rate in responding comments. The numbers of responses are as follows: Turkish
Red Crescent 5, the German Red Cross 4, the Italian Red Cross 1, the French Red Cross 9,
the American Red Cross 9, the British Red Cross 17 and finally the Canadian Red Cross
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12. The Japanese Red Cross did not respond to any of the comments, therefore it is not
included in the Table 7.

Table 7a. The Number of Responses of the Institutions Reviewed to the Comments
Received on their Twitter Accounts and the Contents of the Answers

Respond United United

Contents Turkey Germany Italy France States Kingdom Canada

Information | 5 | %100 | 2 | %50,00 | 1| %100 | 5| %55,56 | 6 | %66,67 | 9 | %52,94 | 7 | %58,33
Appreciation | - | %0,00 | 1 | %25,00 | - | %0,00 | 3| %33,33 | 3| %33,33 | 4 | %2353 | 2 | %16,67
Link Sharing | - | %0,00 | 1 | %25,00 | - | %0,00 | - | %0,00 | - | %0,00 | - | %0,00 | - | %0,00
Photo - 1%0,00 | - | %0,00 | - | %0,00 | 1| %11,11 | - | %0,00 | - | %0,00 | - | %0,00
Sharing

Confirmation | - | %0,00 | - | %0,00 | - | %0,00 | - | %0,00 | - | %0,00 | 1 | %588 | 1 | %8,33
Apologizing | - | %0,00 | - | %0,00 | - | %0,00 | - | %0,00 | - | %0,00 | - | %0,00 | 1 | %833
E;"?;ZZS'”Q - 1%0,00 | - | %0,00 | - | %0,00 | - | %0,00 | -| %0,00 | - | %0,00 | 1 | %8,33
Good Wish | - | %0,00 | - | %0,00 | - | %0,00 | - | %0,00 | - | %0,00 | 3 | %17,65 - | %0,00
Total 5 %100 | 4| %100 | 1| %100 | 9| %100 | 9| %100 | 17| %100 | 12| %100

All these numbers are found very low when compared to number of comments received.
Since social media allows interactive communication, having comments shouldn’t be
enough for organizations, taking into account these comments and replying them should
be in higher rates. In order to have reputation in the eyes of its followers and provide a
more positive image, all the organizations should respond more to the comments received
on their accounts.

Discussion, Conclusion and Recommendations

Today, institutions and organizations adopt the practices and innovations brought by the
new media, unlike traditional media. New media applications have provided institutions
with features such as reaching their target audiences whenever they want, eliminating
time and space limitations, and delivering their activities to the maximum number of
people in a very short time. Thanks to these new media applications, non-governmental
organizations, whose resources are limited, convey their voices and their activities to
many more people at low cost in a short time.

As can be seen in the literature, non-governmental organizations mostly use social media
applications for information, action and community building (Fu & Zhang, 2019; Gao,
2016; Lovejoy & Saxton, 2012; Smith, 2018; Waters & Jamal, 2011; Zhou & Pan, 2016).
In addition to these, although there are studies in the literature that non-governmental
organizations manage social media applications using one-way communication (Waters &
Jamal, 2011; Inauen, Schoeneborn, & Scherer, 2011; Seo, Kim, & Yang, 2009; Nordstrom,
2012), it has been found that they also use them to establish two-way communication in
other studies (Onat, 2010; Thm, 2015; Saat¢ioglu, 2017).

When compared with other institutions examined, the Turkish Red Crescent is the
institution that has the highest number of posts in six months, which means that the
organization is successful in using this media effectively.
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Like the other organizations, Turkish Red Crescent use mostly visual content such as
photos or videos and this can be interpreted that these colorful messages can catch more
attention of the followers, so this may be helpful for the organization to be followed easily.
[tis seen that the Turkish Red Crescent also shares contents on weekends and outside the
working hours, which shows that the institution uses Twitter account without time limit,
and thatis good to establish limitless contact with target groups. The Turkish Red Crescent
has the highest number of comments after the Japan Red Cross, and this shows followers
are active in communicating with the organization. Criticisms and ‘asking questions’ have
the highest percentage when compared to the other types of comments. These can be
interpreted as an opportunity to directly answer the question and solve the problem in
the first hand. Unfortunately, like other organizations under the study, the Turkish Red
Crescent is not successful in replying comments during the period of the study. It can
be interpreted that communication via Twitter is performed by the organization mostly
for informative purpose with one-way communication rather than interaction. However,
informative, clear and honest answers to the comments can be very helpful to create a
positive image. As two-way communication is adopted, a more healthy communication
can be established with all audiences. It has been observed that the Turkish Red Crescent
uses its social media account mostly to convey information to people, to collect donations
and to create a community. In this respect, it has been found that it is similar to the studies
examined in the literature (Fu & Zhang, 2019; Gao, 2016; Lovejoy & Saxton, 2012; Smith,
2018; Waters & Jamal, 2011; Zhou & Pan, 2016; Seo, Kim, & Yang, 2009).

The prominent conclusion for the Canadian Red Cross is that it shares its posts almost
equally in both weekends and weekdays. This shows that the institution uses Twitter
account without time limit. Unfortunately, the Canadian Red Cross followers mostly don’t
receive answers to their comments; this is also a problem for the organization for having
a one-way communication like the Turkish Red Crescent.

Like other institutions, the British Red Cross has shares in its account regardless of the
day and working hours. Again, like all the institutions under the study, interaction to
the comments is found insufficient for this organization. The British Red Cross has the
highest responding number when compared to other NGOs under study. It responded to
17 out of 315 (0.5% only) comments during the study period, and that is very far for an
optimum rate. As seen in other NGOs in the study, the American Red Cross and the Italian
Red Cross actively use their Twitter accounts 7/24 for their posts. The similar problem
of ‘not answering comments’ exists in these organizations, too. One-way communication
problem exists in this interactive medium and interaction with people is almost
never established.

It was found that the French Red Cross mostly shares messages on its Twitter account
during work hours and weekdays. Unlike other institutions, it was observed that this
organization goes to a limitation in terms of day and time while sharing. Like other Red
Cross organizations and the Turkish Red Crescent, the French Red Cross preferred one-
way communication by replying comments adequately. Shares are made for informing
people only and interaction with users are kept to a minimum.

The German Red Cross has no time and day restrictions like most of the institutions
under the study. The German Red Cross responded to four comments that came to its
account within six months. This shows that the institution has adopted a one-way
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communication system like other institutions, and there are problems in mutual
communication with its followers.

Finally, almost all of the posts that the Red Cross of Japan share on Twitter account is
during working hours and on weekdays in the research period. This shows that the
institution has day and time limitations while sharing similar to the French Red Cross and
different from other institutions. The institution did not respond to any of the comments
that came to its shares during the period it was examined. This shows that the institution
adopts a one-way communication and sends messages to its followers for informational
purposes only. The use of the one-way communication process by the institutions has
revealed the same result as the studies in the literature (Waters & Jamal, 2011; Inauen,
Schoeneborn , & Scherer, 2011;Seo, Kim, & Yang, 2009; Nordstrom, 2012). The findings
obtained in the study do not match the findings of Onat, and Ihm in terms of using two-
way communication (Onat, 2010; Thm, 2015; Saatgioglu, 2017).

Social media provides institutions easily updated, cheap, time and place limitless and
interactive medium to communicate with their target groups effectively. This study
investigated Twitter usages of Red Cross organizations in G7 countries (to represent
developed countries) and Turkish Red Crescent. It is seen that all the NGOs under the
study used this medium effectively; however, the biggest deficiency is that they are not
successful in answering the comments for the posts. Criticisms and complaints made
to institutions should be taken into consideration and these can be a great opportunity
for them to understand the audiences and take preventive steps in order to have more
positive image and maintain healthy and sustainable communication.

This study is limited only for six-months period and Twitter accounts only. Including other
NGOs, extending the time period and adding other social media accounts like Facebook
and Instagram, can bring this study forward. By extending the study this way, it can be
possible to have more comprehensive conclusions and recommendations.

References

Arslan, M. L. (2018). Sivil toplum kuruluslarinda géniilliiliik: Sorunlar ve ¢6ziim yollar1.
Kurumsal Yonetim Akademisi.

Aslan, P. (2011). Halkla iliskilerde egilimler: Sosyal medya. (Yayimlanmamais Yiiksek
Lisans Tezi). istanbul: Marmara Universitesi Halkla iliskiler Anabilim Dal.

Auger, G. A. (2013). Fostering democracy through social media: Evaluating diametrically
opposed nonprofit advocacy organizations’ use of Facebook, Twitter, and
YouTube. Public Relations Review, 39, 369-376.

Aydin, U. (1998). Yeni demokrasinin yeni aktorleri: STK'lar. T. Ulas icinde, Merhaba Sivil
Toplum (s. 68). Istanbul: Helsinki Yurttaslar Dernegi Yayin Dizisi 10.

Biber, A. (2006). Sivil toplum érgtlitlerinde halkla iliskiler. Ankara: Nobel Yayinevi.

Bozkurt, 1. (2000). Biitiinlesik pazarlama iletisimi: Halkla iliskiler temelli bir model.
Istanbul: MediaCat Yayinlari.

Boztepe, H. (2014). Kamusal halkla iliskiler. Istanbul: Derin Yayinlari.

Boztepe, H. (2014). Public relations in non-governmental organizations: Use of
corporate web pages as a. Journal of Erciyes Communication, 3(4), 150-168.

Frciyes iletisim Dergisi | Ocak/January 2021 Cilt/Volume 8, Sayi/Issue 1, 37-61 55



Social Media Usage of Non-Governmental Organizations H. Nur Gérkemli, Eda Demir

Caliskan, M. A,, Cengiz, K., & Tol, U. U. (2005, Ekim). Sivil toplum kuruluslari: [htiyaclar ve
sinirliliklar. Yasama Dair Vakif.

Cetinkaya, A., & Yetkin, C. G. (2017). The process of organizations for social benefits
becoming a group of pressure via new. Global Media Journal, 8(15), 259-275.

Demir, E., Tarhan, A., & Gorkemli, H. N. (2019). Public relations and social media in non-
governmental organizations: Case of the Turkish Red Crescent and LOSEV. The
Journal of Institute of Social Sciences(42), 125-141.

Deren Van Het Hof, S. (2014, Haziran). Tiirkiye’de STK’larin Halkla iliskiler deneyimi:
Alg, yaklasim ve uygulamalar. Ankara: Tibitak.

Fu, ]. S, & Zhang, R. (2019). NGOs’ HIV/AIDS Discourse on social media and websites:
Technology affordances and strategic communication across media platforms.
International Journal of Communication, 13, 181-205.

Gao, F. (2016). Social media as a communication strategy: Content analysis of top
nonprofit foundations’ micro-blogs in China. International Journal of Strategic
Communication, 10(4), 255-271.

Gonel, A. (1998). Onde gelen STK lar-Tiirkiye'de sivil toplum kuruluslari. Istanbul: Tiirkiye
Ekonomik Toplumsal Tarih Vakfi Yayinlari.

Greenberg, J., & MacAulay, M. (2009). NPO 2.0? exploring the web presence of
environmental nonprofit organizations in Canada. Global Media Journal, 2(1), 63-
88.

[hm, ]. (2015). Network measures to evaluate stakeholder engagement with nonprofit
organizations on social networking sites. Public Relations Review, 41, 501-503.

Inauen, S., Schoeneborn, D., & Scherer, A. G. (2011). Twitter and its usage for dialogic
stakeholder communication by MNCs and NGOs. Social Media for Social Purposes
(s. 1-42). Denmark: Copenhagen Business School.

Isik, G. (2002). The place and the importance of public relations and communication in
non-governmental organizations: TOBB Case. Journal of Selcuk Communication,
2(2),73-79.

Kanilmaz, A. (2017). Sivil toplum érgiitleri ve halkla iliskiler calismalari: TEGV Ornegi.
Istanbul Aydin Universitesi Dergisi(36), 127-147.

Karaogly, Y. (2016). Sivil toplum kuruluslarinin sosyal medya kullanimi iizerine
karsilastirmali bir inceleme. (Yayimlanmamus Yiiksek Lisans Tezi). Istanbul:
Marmara Universitesi, Halkla iliskiler ve Tanitim Anabilim Dali.

Lovejoy, K., & Saxton, G. D. (2012). Information, community and action: How nonprofit
organizations use social media. Journal of Computer-Mediated Communication(17),
22-31.

Naude, A. E. (2001). Interactive public RELATIONS: The world wide web and South
African NGOs. Interactive Public Relations: The World Wide Web and South African
NGOs. Potchefstroom: Potchefstroom University.

Nordstrom, T. (2012, June). Two-way communication potential of social media in public
relations: Application by environmental NGOs. Jos Willems Award Submission.

56 Erciyes iletisim Dergisi | Ocak/January 2021 Cilt/Volume 8, Sayi/lssue 1, 37-61



H. Nur Gorkemli, Eda Demir Social Media Usage of Non-Governmental Organizations

Okay, A. (2008). How do non-governmental organizations in Turkey make us of public
relations in shopping the public sphere? Example: The field of education. Istanbul
University Faculty of Communication Journal(33), 121-139.

Okay, A., & Okay, A. (2014). Halkla iliskiler kavram ve strateji uygulamalari. Istanbul: Der
Yayinlar1.

Onat, F. (2010). Social media usage as a public relations application: A research on non-
governmental organizations. Journal of Communication Theory and Research(31),
103-121.

Ozdemir, P, & Yamanoglu, M. (2010). An 1nvestigation of dialogical communication
capacities of non-governmental organizations web sites in Turkey. Ankara
University Journal of Social Sciences, 1(2), 3-36.

Saatgioglu, E. (2017). Sivil toplum orgiitlerinin sosyal medya kullanimlari: Greenpeace
Tiirkiye facebook sayfasi 6rnegi. Selcuk iletisim, 10(1), 158-187.

Seo, H,, Kim, ]. Y,, & Yang, S.-U. (2009). Global activism and new media: A study of
transnational NGOs’ online public relations. Public Relations Review, 35, 123-126.

Silahtaroglu, Z. (2004). Avrupa Birligi ve Tiirkiye’de sivil toplum kuruluslar: ve lobicilik
faaliyetleri. Istanbul: istanbul Universitesi Sosyal Bilimler Enstitiisii.

Smith, J. N. (2018). The social network?, Nonprofit constituent engagement through
social media. Journal of Nonprofit & Public Sector Marketing, 30(3), 294-316.

Solmaz, B., & Gorkemli, H. N. (2012). Use of social media as a new communication
tool: The case of Konya Woman Associations. The Journal of Institute of Social
Sciences(28), 183-189.

Siiliis, T. (2009). Sivil toplum orgiitlerinde halkla iliskiler. (Yayimlanmamis Yiiksek Lisans
Tezi). Tekirdag: Namik Kemal Universitesi, Tarim Ekonomisi Anabilim Dalx.

Sahin, C. (2010). Verilerin Analizi. R. Y. Kincal i¢cinde, Bilimsel arastirma yéntemleri.
Ankara: Nobel Yayincilik.

Tarhan, A., & Bakan, 0. (2013). Belediyelerde halkla iliskiler ve vatandas algisi. Konya:
Literaturk Academia.

Usta, S. (2006). Avrupa Birligi'ne giris stirecinde sivil toplum kuruluslari: Sivil toplum,
demokrasi ve gliven. (Yayimlanmamais Yiiksek Lisans Tezi). Konya: Selguk
Universitesi, Kamu Yonetimi Anabilim Dal.

Waters, R. D., & Jamal, ]. Y. (2011). Tweet, tweet, tweet: A content analysis of nonprofit
organizations twitter updates. Public Relations Review(37), 321-324.

Yagmurlu, A. (2011). Public relations and social media practices in public administration.
Journal of Selcuk Communication, 7(1), 5-15.

Yegen, M., Keyman, E. F, Tol, U. U,, & Caliskan, M. A. (2009, Aralik). Tiirkiye’de gonitillii
kuruluslarda sivil toplum kiiltiirii. Ankara: TUBITAK 1001 Arastirma Projeleri.

Yenicikts, N. T. (2016). instagram as a public relations tool: A research on 50 company
use social media. Journal of Selcuk Communication, 9(2), 92-115.

Yildirim, A., & Simsek, H. (2013). Sosyal bilimlerde nitel arastirma yontemleri. Ankara:
Seckin Yayincilik.

Frciyes iletisim Dergisi | Ocak/January 2021 Cilt/Volume 8, Sayi/Issue 1, 37-61 57



Social Media Usage of Non-Governmental Organizations

Yildirim, M. (2003). Civil society and state. C.U Journal of Social Sciences, 27(2), 226-242.

Zhou, H., & Pan, Q. (2016). Information, community, and action on Sina-Weibo: How
Chinese philanthropic NGOs use social media. International Journal of Voluntary
and Nonprofit Organizations, 27, 2433-2457.

Appendices

Appendix-1. Coding Guide of Content Post

Coding Guide

Content of Shares

Explanation

Blood Donation

It includes activities and shares about blood donation.

Information It covers the posts about current natural disasters.
Donation It includes general donations and private donations for a specific region.
Activity It includes the social activities of institutions.

Activity Information

It includes information about periodic or annual activities.

Special Day Celebration

It covers the posts about special days celebrated in the world.

News Sharing

It covers regional, local and international news about institutions.

TBT

It includes the activities of the institutions in the past years.

Condolences/Good Wishes

It covers the posts about famous people or statesmen who passed away.

Conference/Exhibition

It covers the sharing of institutions about seminars,
workshops, fairs, conferences and congresses.

Sharing About President

It covers the posts made about the heads of institutions.

First Aid

It covers the sharing of institutions for first aid information.

Corporate Shares

It covers the annual report of the institutions, public
announcements, partnerships with other institutions.

Visit / Interview

It covers the visits of institutions to other institutions or visits to institutions.

Receiving/Giving Rewards

It includes awards given to institutions or awards
given by institutions to other people.

Greeting/Thanks

It includes congratulations and thank you messages sent to institutions.

Volunteer Shares

It includes the sharing about the benefits provided by
the volunteers working for the institution.

Mobile Application

It covers the shares of institutions about the applications
they have developed for phones.

Education

It includes trainings such as swimming, first aid and
lifeguards provided by institutions to the public.

Job Advertisement

It covers the job postings that organizations make
to find the workforce they need.

Disease Information

It covers informative sharing that institutions make
about infectious or hereditary diseases.

Product Information

It covers the shares about the products that institutions sell for certain fees.

Blog Posts It includes informative blogs written by the employees of the institution.
Survey It covers the surveys shared by institutions to get people’s opinion on a subject.
It includes the political posts of the institutions,
Other .
condemnation posts, one-sentence tweets, etc.
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Appendix-2. Coding Guide of Comment Contents

Coding Guide

Comment Contents

Explanation

Link Sharing

It covers the links left as news, social network or video
under the shares of the institutions.

Request/wishes

It covers the comments made to ask for donations, money and aid from institutions.

It covers the activities of the institutions, trainings and

Celebration comments made to celebrate their special days.
Information It covers the comments aimed at explaining the points that
are not understood in the shares of the institutions.
Tags It covers the comments of people who tag third parties to the posts of institutions.
Good Wishes It covers the cpmrnepts of peop!e wh.o.c.:onvey their good
wishes to the institutions for their activities.
Criticism It covers the comments made about the mistakes seen in the activities of the institutions.
Complaint It covers the comments made to indicate the problems arising on the website
P or the mobile application and the bad behavior of the volunteers.
Thanking It includes comments made to thank for donations and activities.
. It covers the comments made by the institutions as they show
Greeting . : .
an open approach in corporate information they make.
Advice It includes the comments with advice on donations and activities given to institutions.
Emoji It covers the comments posted as emoji to the shares of institutions.

Expressing an Idea

It covers the comments that people think about the activities of the institutions.

Question

It includes comments that include the questions people
ask about the topics they are curious about.

Other

It includes comments that include hate speech, slang ideas, and meaningless words.
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Sivi.l. Toplum Kuruluglarinin Sosyal Medya K_pllanlml:
G7 Ulkelerinin Kizil Haclan ve Tiirk Kizilayi Ornegi

H. Nur Gorkemli (Assoc. Prof. Dr.)
Eda Demir (MSc Student)

Genigletilmis Ozet

Sosyal medya gilintimiizde kurumlar i¢in vazgecilmez bir reklam ve tanitim araci olmus
durumdadir. Sosyal medyanin asil baslangict Web 1.0'in yerini Web 2.0'in almas ile
olmustur. Web 2.0 teknolojisi Web 1.0’dan farkli olarak kullanicilarina aktiflik saglamis ve
yeni cevrimici ortamlar yaratmistir (Aslan, 2011, s. 1-5). Sosyal medya artik glinlimiizde
kisiler tarafindan en ¢ok kullanilan uygulamalardan biri haline gelmistir. Kisiler internet
lizerinden sosyal medya sayesinde birbirleri ile iletisim kurup etkilesime gecebilme
ozelligi kazanmistir. Bu siteler; kullanicilar tarafindan hazirlanan iceriklerin baskalarina
iletilebildigi internet siteleri olarak tanimlanabilir (Yagmurlu, 2011, s. 7). Glinlimiizde
sosyal medya c¢oklu kullanim gibi 6zellikleri icinde barindirmasi sebebiyle kisiler
tarafindan tercih edilmektedir ve bu mecra sayesinde trtnler ve faaliyetler hakkindaki
goruslerini paylasip tartisma ortamlar: yaratabilmektedirler (Okay & Okay, 2014, s. 607).

Konuya sivil toplum kuruluslar: acisindan bakilacak oldugunda, kurumlar genel olarak
goniilliliik esasina dayali faaliyet siirdiirdiiklerinden dolay1 maddi ve manevi kaynaklar
konusunda kisilere bagimli bir yapida bulunmaktadirlar. Bu sebepten dolay1 da sivil
toplum kuruluslarinin yaptiklar1 faaliyetleri ve kendileri hakkinda g¢ikan haberleri
daha kolay, hizli bir sekilde paylasmalari icin sosyal medya uygulamalarini bilingli
ve dogru bir sekilde kullanmalar1 gerekmektedir. Bilinen bir gercektir ki Tirkiye'de
sivil toplum kuruluslarinin faaliyetleri artmis olsa da kurumlar istenilen bir seviyeye
ulagsmakta hala sikint1 ¢ekmektedir (Okay, 2008, s. 125). Kurumlarin bu sikintilarinin
biiyiik oranda giderilmesi i¢in, alaninda uzman halkla iliskiler ve medya ¢alisanlarina
ihtiyag duymaktadirlar. Etkili halkla iligkiler faaliyetleri sayesinde hedef kitlenin ve
toplumun giivenini kazanan sivil toplum kuruluslari, sayginligini arttirabilirler ve
kisilerin sosyal faaliyetlere katiimim biiyiik élciide arttirabilmektedirler (Ozdemir &
Yamanoglu, 2010, s. 5).

Bu ¢alismanin temel amaci sivil toplum kuruluslarinin Twitter uygulamasini halkla iliskiler
acisindan nasil kullandiklarini incelemektir. Calisma kapsaminda kiiresel zenginligin
%64’inu elinde tutan G7 tlkelerinin Kizil Haglar1 ve Tirkiye Tirk Kizilayr kurumlar
01.05.2019 ve 31.10.2019 tarihleri arasinda incelenmistir. Elde edilen bulgular halkla
iliskiler bakis acisindan ele alinmistir. Calismada ilk olarak kurumlarin Twitter hesaplarinin
genel gorinimlerine ve attiklar1 tweet sayilarina bakilmistin Hesaplar incelendiginde
Ingiltere Kizil Hagr'ndan sonra Tiirk Kizilayr’'nin Twitter hesabinda en fazla paylasim yapan
tilkelerden biri oldugu goriilmektedir. Twitter hesabinda diger kurumlar gibi web sitesi
icin bir link bulunmaktadir. Bu da Kkisilerin bilgi almak, bagis yapmak vb. durumlarda web
sitesine kolayca ulasmasini saglamaktadir. Kurumun Twitter hesabinin genel goriiniimiinde
olusan tek eksik diger kurumlarin aksine belirli konularda hig listesinin olmamasidir. Diger
kurumlar ile karsilastirildiginda Tiirk Kizilay: alt1 aylik siire icinde en fazla paylasimi yapan
kurumdur. Bu da sosyal medya hesabini aktif bir sekilde kullandigini gostermektedir.

Kurumlarin paylasimlarina zaman ve giinler agisindan bakildiginda genel olarak mesai
saatleri i¢cinde ve hafta ici glinlerde paylasimlar yaptiklar1 gorilmistiir. Bunun yani
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sira azimsanamayacak derecede hafta sonu ve mesai dis1 paylasimlar1 olduguna da
rastlanmistir. Bu da kurumlarin sosyal medya hesaplarindan biri olan Twitter’t hedef
kitlesine ulasirken zaman ve giin gozetmeksizin 7/24 kullandigin1 gostermektedir.
Kurumlarin hesaplarinda yaptiklari paylasimlara gelen yorumlar kisaca degerlendirilecek
olursa Tiirk Kizilay1 Japonya Kizil Hagcindan sonra alti aylik siirede en fazla yorum alan
kurum olmustur. Bu ise kurumun hesabini takip eden kisilerin kurum ile iletisime
gecmekte herhangi bir sorun yasamadiklarini gostermektedir.

Son olarak kurumlarin paylasimlarina gelen yorumlara verdikleri cevaplar incelenmistir.
Kurumlardan Ingiltere Kizilhag1 alti aylik siire boyunca gelen yorumlarin 17 tanesine
cevap vererek takipcileriyle en ¢ok iletisime gecen kurum olarak ilk sirada yer almaktadir.
Bunu ise 12 yorum ile Kanada Kizil Hag1 takip etmektedir. Tiirk Kizilay1 gelen yorumlarin
sadece 5 tanesine cevap vermistir. Kurumlarin paylasimlarinda ¢ok fazla yorum
bulunmasina karsin yorumlarin ¢ok azina cevap vermeyi tercih ettikleri gorilmiistiir.
Bu ise takipgileri ile iletisim kurarken tek yonlii bir iletisim sisteminin benimsendigini
gostermektedir. Internetin bu kadar gelistigi ve kullanicilarinin etkilesim konusunda
herhangi bir sikint1 yasamadigi gliniimiizde tek yonlii bir iletisim sistemi benimsemenin
kurumlar i¢in dogru bir yaklasim olmayacaktir. Cift yonlii bir iletisimde takipciler yaptigi
yorumlara kurum tarafindan cevaplar geldiginde kendini daha 6nemli hissedebilir ve
kuruma aidiyet daha da gii¢clenebilir. Bu ise kurumlar i¢in olumlu sonuglar doguracaktir.

Kurumlarin yorumlara verdikleri cevap iceriklerinde ise genel olarak bilgilendirme amaci
guttiikleri gorulmustir. Bu konuya halkla iligkilerin dért modeli kapsaminda bakildiginda,
kurumlarin daha ¢ok kamuoyu bilgilendirme modelini benimsediklerine ulasilmigtir.

Sosyal medya uygulamalari kullanicilarina daha etkin bir sekilde iletisim kurma 6zelligi,
daha ucuz ulasim, zaman ve mekandan bagimsizlik, herhangi bir sinir1 olmayan bir ortam
sunmaktadir. Calisma kapsaminda incelenen tiim sivil toplum kuruluslarinin sosyal
medya uygulamasi olan Twitter’1 etkin bir sekilde kullandiklarina ulasilmistir. Fakat
inceleme sonucunda saptanan en biiyiik eksiklik kisilerin yorumlarina cevap verme
konusunda basarisiz olmalaridir. Kurumlar kendilerine yapilan elestirileri, istekleri
ve onerileri degerlendirip goz oniinde bulundurmalidirlar. Bu elestiriler ve onerilere
verilen cevaplar kurumlarin takipgileri karsisinda daha olumlu bir imaj elde etmelerine
yardimci olacaktir.

Ornekleme dahil olan sivil toplum kuruluslarinin Twitter hesaplarinin sadece alt1 aylik
bir siire i¢in incelendigi bu calisma, farkl sivil toplum kuruluslarini dahil ederek, daha
uzun sureyi kapsayan bir zaman diliminde arastirma yapilarak ve Twitter disinda diger
sosyal medya hesaplari degerlendirilerek daha da ileriye gotiiriilebilir.

Anahtar Kelimeler: Halkla iliskiler, Sivil Toplum Kuruluslari, Sosyal Medya, Twitter, G7
Ulkeleri.
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Ozellikle degisim, kriz gibi durumlarda halkla iliskiler ve iletisimin rolii yadsinamaz
bir gergektir. Ancak buna karsin kurumsal degisim esnasinda halkla iligkiler ve iletisim
yaklasiminin gerekliligi bir¢cok kurum tarafindan da g6z ardi edilmektedir. Bu durumdan
yola cikildiginda; ¢ogunlukla isletme, yonetim-organizasyon alaninda ele alinan degisim
yonetimi ve doniisiimci liderlik bu ¢alismada halkla iliskiler ve seffaf iletisim agisindan
ele alinmaktadir. Ayrica dontisiimcu liderlik ve seffaf iletisimin, kurumsal degisimin
yonetilmesinde ve kurumsal glivenin saglanmasindaki rolii de bu ¢alisma kapsaminda ilk
kez birlikte incelenmektedir. Bu arastirmanin amac seffaf iletisim ile kurumsal degisim
yonetimi ve kurumsal giiven olusturma arasindaki iliskiyi ortaya koymaktir. Déntisiimcii
liderler ile ¢calisanlarin kurumsal degisime a¢iklig1 ve kurumsal giiven yaratma arasindaki
iliskiyi test etmek de calismanin bir diger amacidir. Calismanin arastirma kismi
basit tesadifi drnekleme yontemi ile ulasilan 423 kisi ile yapilan anketin verilerine
dayanmaktadir. Bulgular, seffaf iletisimin ve doniisiimci liderligin ve g¢alisanlarin
kurumsal gliveni ile olumlu bir sekilde iligkili oldugunu ve bunun da ¢alisanin degisime
aciklhigini olumlu yonde etkiledigini gostermistir.

Anahtar Kelimeler: Halkla iliskiler, Seffaf Iletisim, Doniisiimcii Liderlik, Kurumsal
Degisim, Kurumsal Guiven.
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Abstract

The role of public relations and communication is an undeniable reality - especially under
the condition of change and crisis. However, after all, the necessity of the approaches
of public relations and communication during the institutional change is ignored by
various institutions. In this sense, change management and transformational leadership
mostly discussed under the sphere of business and management-organization will be
discussed in terms of public relations and transparent communication in this study. The
role of transformational leadership and transparent communication in the management
of institutional change and providing institutional trust, collectively examined for the
first time within the scope of this study. The purpose of this research is to introduce the
relationship between creating institutional trust and management of institutional change
and transparent communication. Another purpose of the study is to test the relationship
between transformational leaders and employees’ openness to corporate change and
creating corporate trust. The research base of the study is based on survey data among
423 people were obtained through the simple random sample method. Results indicate
that transparent communication and transformational leadership is related to the
institutional trust of employees positively so that this affected positively the openness of
employee for the change.

Keywords: Public Relations, Transparent Communication, Transformational Leadership,
Corporate Change, Corporate Trust.
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Girig

Kurumsal degisim, kurumda cesitli uygulama, siire¢ veya politikalarin kismen veya
tamamen degistirilmesi amaciyla yapilan ¢alismalar dizinidir. Degisim ani-planli, reaktif-
proaktif veya mikro-makro boyutlarda gergeklesebilir. Ancak hangi boyutta olursa olsun
degisim, dogas1 geregi her siirecte bir tedirginlik ve belirsizlik ortami yaratmaktadir. Uzun
ya dakisa buzaman diliminde kurumun i¢inde bulundugu bu olumsuz psikolojik atmosferi
yonetmek, calisanlar arasinda giiven telkin etmek, kurumu ve bireyleri degisime tesvik
etmek konusunda kurum liderleri ayr1 bir emek ve ¢aba gostermek durumundadirlar.
Burada katilimci, vizyoner, motivasyonel vb. 6zelliklere sahip déniistimct liderlerin yani
sira, stratejik halkla iliskiler ve seffaf iletisime de bu zorlu yolculugu en verimli sekilde
asmak konusunda 6nemli gorevler diismektedir.

AMA (American Management Association)'in da belirttigi tizere iletisim yoksa
liderlik de olmaz. Iyi yénlendirebilmek icin iyi iletisim kurmak gerekir. 21. yiizyilda
kurumlarina degisim anlaminda yardimci olmak isteyen yoneticilerin, gecen ytzyildaki
meslektaslarindan tamamen farkl bir beceri setine ihtiyaclari1 vardir. Bu bilgi caginda
basar1 icin emir, zorlama ve tehditleri unutup, calisanlarin katilimini ve yaratic
isbirligini saglamak esastir. Degisimin basarisi lidere, etkin yonetime, erken, kapsamli ve
seffaf iletisime baghdir (2019).

Karizma ve vizyon sahibi yoneticiler olarak dénilisiimcii liderler, sadece degisimin
yuriitiilmesi degil ayn1 zamanda c¢alisanlarin motivasyonu artirmak, kuruma karsi baglilik
ve giiven olusturmakla da ytikiimlidurler. Yapilan ¢esitli arastirmalar dontiisiimct liderlik
uygulamalarinin ¢alisanlar tizerinde olumlu sonuglar yarattifini ortaya koymaktadir
(Pawar & Eastman, 1997; Eisenbach, Watson, & Pillai, 1999; Wong & Cummings, 2009;
Bass & Avolio, 2004; Al-Qura’an, 2016). Benzer sekilde kurumsal degisim siirecinde
kurumsal iletisimin ©6nemini tartisan cesitli calismalar da mevcuttur (Johansson
& Heide, 2008; Men & Yue, 2019; Pitt, Murgolo-Poore, & Dix, 2001; Rawlins, 2008;
Vercic¢ & Vokic, 2017).

Ancak Turkiye’de konuyla ilgili bircok calisma genellikle isletme ve organizasyon bazh
ele alinirken o6zellikle halkla iliskiler perspektifinin kullanilmadig1 goézlenmektedir.
Bu durumun diinya genelinde oldugunu savunan Yue, Men ve Ferguson (2019) da bu
eksiklikten yola ¢ikarak halkla iliskiler, seffaf iletisim ve dontiisiimct liderlik ekseninde
degisimi ele almislardir. Bu arastirma da hem Yue, Men ve Ferguson’un ¢alismalarindan
hem de Tiirkiye’de bu kapsamda bir arastirma olmamasindan yola ¢ikilarak hazirlanmistir.
Halkla iligkiler ve seffaf iletisim perspektifiyle degisim yonetimi, dontstimci liderlik ve
calisan glveninin birlikte ele alinmas1 bu calismay1 isletme bazli diger calismalardan
farklilastirmaktadir. Bu ¢alismada kurumsal degisim siirecinde stratejik halkla iliskiler
bakis acisiyla seffaf iletisimin ve doniistimcii liderlerin iletisim rolleri incelenmektedir.
Ayrica degisim sirasinda seffaf iletisim ile ¢alisanlarin degisime ac¢ik olmasi arasinda
nasil bir iliski oldugu da irdelenen bir diger konudur. Kisaca bu ¢alisma kurumsal
degisim sirasinda dontistimct liderler ve seffaf iletisimin ¢alisanlarin degisime a¢ikligi ve
kurumsal giiveni uizerindeki iliskiyi incelemektedir.

Halkla iligkiler ve Seffaf ic iletisim

Bir iletisim yOonetimi olarak halkla iliskiler kurum i¢i ve kurum disi iletisim faaliyetlerini
kurmak ve yonetmekle sorumludur. Giiniimiiz halkla iliskileri, iki yonlii simetrik ve
miikemmel halkla iliskiler modelleri ile daha sik¢a fikir alisverisi, karsiliklilik, aciklik,
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seffaflik ve dengeli degisim cercevesinde bireylerin iletisim ihtiya¢ ve sorunlarina cevap
verme sansina sahiptir.

Grunig’e gore simetrik iletisim modeli, karsilikli olarak uyum c¢ergevesinde
kurumlar ve paydaslar arasinda ¢éziim amach diyalogu savunmaktadir. i¢ iletisim
baglaminda,. Ust diizey liderler de i¢ iletisimin tonunu belirler ve bir kurumun itibarini
sekillendirir. Liderler isle ilgili bilgilerin en giivenilir kaynag1 olarak simetrik iletisim
modeli “giiven, giivenilirlik, aciklik, iliskiler, karsiliklilik, ag simetrisi, yatay iletisim,
geri bildirim, bilgi yeterliligi, calisan merkezli stil, anlasmazlik toleransi1 ve miizakere”
lizerinde durur. Grunig’'e gore bir Orgiitiin i¢ iletisim sistemi, hem miikemmel halkla
iligkilerin gerekli sartin1 hem de miikemmel halkla iliskiler programlarinin bir parg¢asini
olusturur. I¢ iletisim, halkla iliskilerde miikemmelligi saglayan kosullarla ayrilmaz bir
iliski icindedir (Grunig, 2005, s. 557-558). I¢ iletisim sistemi temel olarak ii¢ bilesenden
olusur: kurumsal i¢ iletisim, liderlik ve yatay iletisim. Kurumsal i¢ iletisimi genellikle
iletisim departmani yonetir goriilmektedir (Men & Bowen, 2017).

Etkili liderlik, iletisim olmadan en iist diizeyde calisamaz. iletisim seffaflig1 “dogru, 6nemli
ve yararli” bilginin agiklanmasin gerektirir. iletisimde katihimai seffaflik, calisanlarin bilgi
ihtiyaclarimi karsilamak icgin ilgili bilgileri belirlemeye yonelik orgiitsel bir ¢abadir. Bir
kurulus, calisanlara danismadan ve geri bildirimlerini sormadan, ¢alisanlarin istedigi
ve bilmesi gereken 6nemli ve ilgili bilgileri saglayamaz. Hesap verebilir seffaflik ise hem
olumlu hem de olumsuz bilgilerin iletisime dahil edilmesiyle ilgilidir (Rawlins, 2008).

Kurulan saglikl i¢ iletisim siireci, ¢alisanlarin géziinden kurumun itibar1 ve sayginliginin
insa edilmesi noktasinda da énem arz etmektedir. i¢ iletisim ile yonetimin kurumsal
itibar1 olusturmasini (Seitel, 2016, s. 245) calisanlar1 dinlemek, degisen teknolojilerle
calisanlar1 egitmek icin bilgi alisverisini gelistirmek, yeni bilgi ve becerilerle ¢alisanlar:
yetkilendirmek, duraganligin yerini hareketliligin aldig1 yeni is kiiltiiriine uyum saglamak
gibi farkli faktorlere bagh oldugunu belirtmektedir.

Degisim sirasinda kurumsal iletisim ve liderligin ve ¢alisanlarin degisime karsi tepkilerini
inceleyen ilk ampirik calismalardan biri olarak 6nemli bulgular ortaya koyan Yue, Men
ve Ferguson (2019)’un ¢alismasina gore bilginin, katilimciligin ve hesap verebilirliginin
onemli oldugu seffaf iletisimin calisanlarin degisimler karsisindaki tutumlari lizerinde
biiyiik etkisi bulunmaktadir. I¢ halkla iliskiler perspektifinden kurumsal degisime bakan
soz konusu ¢alisma; i¢ iletisimin degisim sirasindaki giiven ve degisime aciklik tizerindeki
etkisini ortaya koymaktadir. Calismaya gore seffaf iletisim, degisim uygulamasini
kolaylastirmada énemli bir role sahip bulunmaktadir. Iletisim ve degisimi birbirinden
ayrilmaz bir biitiin olarak ele alan Pitt, Murgolo-Poore ve Dix (2001) de etkili iletisimin,
degisim yonetimi uygulamalarinin basarisinda anahtar rol oynadigini vurgulamaktadirlar.
Men ve Yue, (2019) ABD’de ¢alisanlar tizerinde yaptiklari arastirmada simetrik iletisim ve
duyarh liderlik iletisiminin orgiitlerde olumlu bir duygusal kiiltiirii gelistirdigini, degisimi
kolaylastirdigini bulmuslardir. Verci¢ ve Voki¢ (2017) de ig iletisim ve calisan baglhihiginin
siirekli bir sanal ¢evrede birbirini besledigini gérmiislerdir. Ayrica, Rawlins, (2008) seffaf
ic iletisim ile calisanlarin kuruluslara olan giliveni arasinda dogrudan pozitif bir iliski
bulmus, seffaf iletisim sayesinde ¢alisanlarin gliveninin gelistirebilecegini savunmustur.
Johansson ve Heide (2008) ise kurumsal degisimde iletisimin 6nemli rolii olmasina
ragmen, kurumsal degisime halkla iliskiler perspektifi ve iletisim yaklasiminin eksikligine
dikkat gekmektedir.

66 Erciyes iletisim Dergisi | Ocak/January 2021 Cilt/Volume 8, Sayi/Issue 1, 63-85



Gonca Yildinm Halkla lliskilerde Seffaf ic iletisim

Biitiin is surecleri ve is akis1 kurumsal iletisim Oriintlisiine gore diizenlenmektedir
diyebiliriz. Ciinkii bir kurumda islerin baslangicindan bitis noktasina kadar olan stirecte
dikey, yatay ve capraz iletisim oriintiisiiniin saglikl islemesi 6nemli bir olaydir. Biitiin bu
stire¢ ve akis icinde calisanlarin kurumlarina olan giiven ve baghliklan ile isin kaliteli,
zamaninda, verimli ve etkin bir sekilde yapilmasi arasinda dogrudan bir iligki vardir.

I¢ iletisim sistemleri érgiitiin yap1 ve kiiltiiriiniin bir parcasidir ama bu sistemler ayni
zamanda yapiy1 ve Kiiltiirii yaratir. Orgiit ortam, érgiitteki giic sahibi bireylerin érgiitiin
yapy, kultiir ve iletisimini bicimlendirisi tizerinde etkili olur. Ama diger yandan yapy, kiiltiir
ve iletisim de orgiitte kimin gli¢ sahibi olacag: lizerinde ve bir 6rgiitiin kendi ortamini
algilama ve ona tepki gdsterme bicimi iizerinde etkili olur (Grunig, 2005, s. 558). I¢
iletisim sistemleri Grunig’'in de vurguladig tizere kurumsal kiiltiirti, yapiy1 ve gii¢ sahibi
bireyleri yani liderleri sekillendirir. Bu etkilesim karsilikl bir dongii seklinde devam eder.
Liderlerin miikemmel ve simetrik halkla iliskiler ¢ercevesinde seffaf iletisim siirecini insa
etmeleri, astlar1 ile bu boyutta iletisim kurmalari, ¢alisanlarin gerek kurumlarina gerekse
liderlerine giiven duymalari noktasinda 6nem arz etmektedir.

Doniisiimcii Liderlik ve Degisim

Liderlik, kurum c¢alisanlarin1 etkileyerek, ama¢ ve hedeflerin gerceklestirilebilmesi
yolunda onlar1 yonlendirmek ve yonetmektir. Lider ise baskalarini belli bir amag
dogrultusunda davranmaya sevk eden, etkileyen kisidir (Erdogan & Hepkul, 2017, s.
126). Liderlik, bir sosyal etki siireci olarak tanimlanabilir (Parry, 1998).

Bass (1985), liderlerin vizyon yaratarak degisimi tesvik etmeleri gerektigini
onermektedir. Van Knippenberg ve van Leeuwen (2001)’e gore liderlik, insanlar1 ortak
amagclar icin miicadele etme yolunda harekete gecirme sanatidir. Bu nedenle liderlerin,
degisim yoneticileri olarak basarili bir sekilde hareket etmeleri, digerlerini kendilerini
takip etmeye motive edebilmeleri ve degisim yonetimi siireclerinde yetenekli olmalar:
gerekir. Brown ve Eisenhardt (1997), stirekli degisen kurumlarda basarili yoneticilerin
tic temel Ozelligini soyle siralamaktadirlar: Basarili yoneticiler, kapsaml iletisim ve
anlik durum yonetim becerileriyle sorumluluk ve dnceliklerini yerine getirir; gelecege
yonelik arastirmalar yapar, 6grenir; mevcut projelerle gelecekte dngoriilebilir siirecleri
baglayarak ge¢mis-bugiin-gelecek arasinda bir gecis stireci olusturur.

Liderlik alanindaki bazi arastirmalar doniisiimci liderligin rutin olmayan durumlar
icin daha iyi oldugunu, hatta adaptasyon amag¢ oldugunda kuruluslarin déntistimcii
liderle daha basarili olduklar fikrini desteklemektedir. Dontisiimcii, karizmatik ve
vizyoner liderler, donlistim siirecindeki uygun asamada uygun davranislar1 gostererek
kuruluslarindaki statiikoyu basariyla degistirebilirler. Eski yollarin artik ise yaramadiginin
farkina varildiginda, bu liderler gelecege yonelik c¢ekici bir vizyon gelistirme gorevini
tistlenebilirler. Iyi bir vizyon, degisim icin hem stratejik hem de motivasyonel bir odak
saglar ayni1 zamanda bir ilham ve baglilik kaynagidir (Eisenbach, Watson, & Pillai, 1999;
Pawar & Eastman, 1997).

Eisenbach, Watson ve Pillai (1999), yeni bin yilla birlikte kurumsal dontistime odaklanan
dontisiimci, karizmatik ve vizyoner liderlik gibi liderlik modellerinin, is diinyas1 ve
siyasi ortamda oOngoriilen nefes kesen degisiklikler karsisinda kuruluslar icin ¢ok
daha onemli hale gelecegini 6ngérmiislerdir. Kogel (2011, s. 592)’e gore doniisimcu
lider, kurumlar degisime ve yenilenmeye hazirlayip bunu gerceklestiren ve st diizey
performansa ulastiran kisidir. Drucker (2000, s. 85) hizhh bir degisim déneminden
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gecen kurumlarin hayatlarinin devamhiligini, bu kurumlarin degisim liderlerine sahip
olmalarina baglamaktadir. Bass ve Avolio (2004), dontstmci lideri, astlarin tim
bilgi birikimini ve becerilerini ortaya c¢ikaran, motivasyonunu yiikseltmeye c¢alisan,
reformcu, degisimci, yenilikgi, calisanlarin deger yargilarini ve inanclarini degistirebilen
kisiler olarak tanimlamaktadir. Aksarayli (2015) da donistiirtiicii liderligin, icinde
bulundugumuz siirekli degisim caginda, kurumlarda degisimi yonetecek, kurumu ve
is gorenleri degisime adapte edebilecek ve kurumun varhigim siirdiirebilecek liderlik
tipini temsil ettigini belirtmektedir. Kouzes ve Posner (akt. Wong & Cummings, 2009)
dontisiimcti liderligi; siirece meydan okuma, ortak bir vizyona ilham verme, baskalarinin
harekete gecmesini saglama, yolu modelleme ve tesvik etme gibi bes temel davranisla
kavramsallastirirlar. Déntistimsel liderligin ideallestirilmis etki, ideal davranislar, ilham
verici motivasyon, entelektiiel uyarim ve bireysel destek seklinde bes alt boyutunu
tanimlayan Bass (1995, s. 468) yaptig1 calismada, Uist diizey doniisiimct liderlerin ekstra
caba, yaraticilik ve tiretkenlik yaratmak icin takipgilerin beklentilerini asacak sekilde
hareket ettirebilecekleri sonucuna varmistir.

Literatiirde siklikla ele alinan, kurumsal anlamda gelistiren ve kavramsallastiran
Burns (1978), Bass (1985), Nadler (1983), House, Spangler ve Woycke (1991)
gibi yazarlar disinda dontisiimcii liderlerin kisilik, karizma, vizyon, motivasyon vb.
giiclerinin incelendigi ¢ok sayida yeni arastirma eklenmistir. Pawar ve Eastman (1997)
arastirmalarinda degisimi, dontistimct liderligi etkileyen baglamsal bir degisken olarak
entegre etmeye calismiglardir. Sayll ve Tiifek¢i (2008) ¢alismalarinda doniistiriicii
liderlerin, 6rgiitsel degisimi baslatma, slirdiirme ve dondurma noktasinda pozitif etkileri
oldugunu bulmuslardir. Herold, Fedor ve Caldwell (2007) doniisiimci liderligin, iyi
degisim yonetimi uygulamalarinin yani sira, degisime baghlik ile de iliskili oldugunu
bulmuslardir. Al-Qura’an  (2016) bankacilik sektoriinde yaptigi bir arastirmada
dontsumci liderlik boyutlarinin (idealize edilmis etki, ilham verici motivasyon,
entelektiiel uyarim, bireysellestirilmis diisiince ve yetkilendirme) orgiitsel degisim
yonetimini yapisal, teknolojik ve insan diizeyinde etkiledigini gdstermistir.

Dontuisiimctii liderler, takipgilerin amaglara ulasma konusunda gliven duymalarini saglar,
takipgiler icin rol model olur, takipgilerin kendilerini adama diizeylerini ytikseltir (Kocel,
2011). Buradan yola ¢ikarak déntisimci liderligin yenilik¢i, vizyoner, karizmatik
ve etkilesimci yapisinin, calisanlarin kurum iklimine, kiiltiiriine adaptasyonunu
hizlandirmakla birlikte, calisanlarin gelecege dontik degisim programlarina da ayak
uydurmalarinda 6nemli rol oynadiklarini séyleyebiliriz.

Kurumsal Degisim Yonetimi

Degisim, var olan bir durumun, konumun yakin veya uzak bir gelecekte farklilasmasidir.
Artan rekabet kosullar, siirekli gelisen bilgi teknolojileri, her an ortaya ¢ikabilecek kriz
ortamlari, cevresel-dogal faktorlerin zorlamalari, ekonomik ve siyasi sebepler, pazarin
ve sektorin gereklilikleri gibi nedenler kurumlar siirekli bir degisim c¢abasi icine
itmektedir. Yoneticiler, miisteriler, calisanlar, hissedarlar gibi sosyal paydaslar da kurumu
degisime zorlamaktadir. Degisimi yonetebilen kurumlar stirekliliklerini saglarken, ayak
uyduramayanlar ise bir siire sonra yerlerini birakmak zorunda kalmaktadirlar. Clinki
degisime karsi diren¢ gosteren bazi kurumlar bir siire sonra toplumun, calisanlarin talep
ve beklentilerini karsilayamayacaklar1 icin devre dis1 kalmaktadirlar. Bu postmodern
cagda, kurumlar hem diizeni saglamak hem de degisim baslatip siirdiirebilmek gibi
dinamik bir kaosla ugrasmak zorundadir.

68 Erciyes iletisim Dergisi | Ocak/January 2021 Cilt/Volume 8, Sayi/Issue 1, 63-85



Gonca Yildinm Halkla lliskilerde Seffaf ic iletisim

Bouckenooghe, Devos ve Van Den Broeck (2009) etkili degisim yonetimini degisim
iletisiminin kalitesi, katilim, ist ydnetimin orgiitsel degisime karsi tutumu ve denetgilerin
desteginin bir fonksiyonu olarak tanimlamislardir. Kurumsal degisimin devrimci ve/
veya evrimsel bir stire¢ oldugunu savunan Alvesson ve Sveningsson (2016), devrimci
degisim strecini kurumsal iklim, teknolojik altyapi, kurumsal yap, liderlik bicimleri,
insan kaynaklar1 yonetimi gibi biiyiik 6lcekli degisiklikler olarak tanirlarken; evrimsel
degisiklikleri tirtin tasarimindaki degisiklikler, mevcut siirecin, stratejinin iyilestirilmesi
gibi bolim bazli daha dar kapsamli ve operasyonel degisiklikler olarak ele almaktadirlar.
Kocel (2011) kurumlar degisime zorlayan faktorleri kurum ici faktérler (iirtin/
hizmetlerin performansi, ¢alisanlarin talep ve beklentileri, ¢alisma kosullari, yonetim
kadrosu vb.) ve kurum dis1 faktorler (kiiresellesme, artan rekabet, siyasi, ekonomik,
sosyo-kiltirel kosullar, teknolojik gelismeler vb.) seklinde iki sekilde ele almaktadir.
Miller (1998)’a gore de kurumlar1 degisime zorlayan li¢ temel sorun vardir. Bunlar
rekabetci pazar yapisindan kaynaklanan sorunlar, toplumsal-sosyal ¢cevreden kaynaklar
sorunlar ve is gliciinden kaynaklanan sorunlardir.

Bir kurulusta degisiklik yapilmasi zorunlu olabilir veya bir kurulus cevreye veya i¢
gereksinime yanit olarak degisebilir. Degisim gli¢leri birbirine bagimhidir ve kurumlari
bir¢cok yonden etkiler. Son yillarda degisim baskisinin en gii¢lii gériindiigii alanlar 6zellikle
teknoloji, bilgi ve iletisim, rekabet ve sosyal egilimler oldugu sdéylenebilir (Moorehead &
Griffin , 2010). Beck, Briiderl ve Woywode (2008)’in belirttigi lizere degisim girisimleri
arasinda yeni teknolojilerin tanitilmasi, birlesme ve satin almalar, orgiitsel yeniden
yapilandirma, orgiitsel liderlik degisiklikleri, kiiciilme ve isten ¢ikarmalar gibi ¢ok ¢esitli
konular bulunmaktadir.

Her degisimin bir gelisme olmadigini belirten Selvi (2007), degismeler siirdiigli siirece
isletmelerin sorunlara ¢6ziim getirmek icin yeni arayislarda bulunacaklarin1 ve bu
sebeple gelismelerin devam edecegini sdylemektedir. Degisimin olumlu ya da olumsuz
olabilecegini ifade eden Selvi'ye gore, olumlu degisme yontem ve siirecleri daha etkin hale
getirirken, olumsuz degisme dagilmay: ve etkinligin azalmasini tetikleyebilir. Her tiirlii
degisim ve gelismeye acik kurumlar ayni zamanda 6grenen kurumlardir. Bu “acik olma”
durumu da basarili degisim ve gelisimin anahtaridir. Baykal (2019) da calismasinda planh
degisim siireclerinde, ist yonetim desteginin ve calisan desteginin saglanmasinin, detayh
degisim planinin yapilmasinin ve tim paydaslar: tesvik eden bir degisim vizyonunun
olusturulmasinin degisim stirecini kolaylastiran faktorler oldugunu ortaya koymaktadir.
Manning (2012) de degisim yonetiminde basarinin temel unsurlarini stratejik diisiinme,
liderlik, gorev yonetimi, iligkiler ve kaynaklar olarak siralamaktadir.

Kurumlar bazi dénemlerde degisime hazirken bazi donemlerde degisime pek yatkin
degildir. Ozellikle degisimin getirecegi fayda, zararindan daha fazla olacag inanc
yaygin ise degisme meydana gelir. I¢cinde bulunulan ortamdaki tatminsizlik orani,
arzulanan bir alternatifin varligi ve bu alternatifi gerceklestirebilecek bir planinin
olmasi, degisimin gerceklesmesinde Onemli ii¢ faktor olarak kabul edilmektedir
(Ozkalp & Kirel, 2010, s. 442).

Degisime Direnc ve Aciklik

Kurumsal degisim, kurumun mikro ve makro cevresel faktorlere uyumunu saglarken;
kurumlara daha ytiksek verimlilige ulasma, etkililik, alanda yetkinlik, yenilikgilik, calisan
motivasyonu, giiclii is kaynag1 gibi ¢ok farkli arti degerler katmaktir. Planli-plansiz,
reaktif-proaktif, mikro-makro degisim her ne sekilde olursa olsun bireyleri ve kurumlarin

Frciyes iletisim Dergisi | Ocak/January 2021 Cilt/Volume 8, Sayi/Issue 1, 63-85 69



Halkla lliskilerde Seffaf g iletisim Gonca Yildinm

ortamlarini, durumlarin1 kismen veya tamamen farkhlastirir. Ancak her degisim siireci,
sonucu olumlu ya da olumsuz olsun hem kurumlar hem de bireyler i¢in bir belirsizlik ve
tedirginlik donemidir.

Her kurumdaki degisim siireci, o kurumun dogasi, isin yapisi, ¢alisma kiltiirii ve degerleri,
yonetim ve liderlik tarzi ile calisanlarin davranislar1 ve tutumlarindaki farkliliklar
nedeniyle birbirinden farkhidir. Bazilari i¢in degisim memnuniyet, seving ve avantajlar
getirirken, digerleri icin ayni degisiklik aci, stres ve dezavantajlar getirebilir (Abdul
Rashid, Sambasivan, & Abdul Rahman, 2004). Paradoksal olarak kurumlar hem degisimi
destekler hem de direng gosterirler. Degismeye diren¢ dogrudan veya dolayl olabilir.
Dogrudan direncte 6rnegin degisiklik onerilip uygulanmaya konuldugunda ¢alisanlarin
sikayetleri artar, isi yavaslatma hatta grev ve direnisler ortaya ¢ikabilir. Ya da kuruma olan
bagliligin azalmasi, giidiilenme kaybi, hatalarin artmasi gibi anlasilmasi gii¢ dolayl direng
cabalar1 ortaya ¢ikar. Degismeye direnc bireysel, kurumsal veya her ikisinden kaynakl
olabilir (Ozkalp & Kirel, 2010, s. 445).

Calisanlar, alisagelmis diizen ve sistemin degismesi durumunda tepkiler gosterir,
ilk etapta eskiyi devam etmeye calisirlar. Calisanlar icin eger degisim; is glivenini,
aliskanliklarini ve giivenlik duygusunu tehdit ediyorsa, gelirinin azalmasi ile karsi karsiya
ise, calisacagli ortami ve yoneticiyi tanimiyorsa, kullanmasi gereken teknolojiyi bilmiyorsa
kabul edilmesi gii¢ bir olaydir. Ote yandan degisime sadece calisanlar degil kurumlar da
direncg gosterirler. Degisim, yonetimin politikalar ile ¢elisiyorsa, ek bir maliyet getiriyor
ve bunu karsilayacak giicte degilse, kati-kararl igyap sistemlerine sahipse, kaynaklarin
kesilmesi s6z konusu ise degisimi yonetecek bir kadroya sahip degilse, yoneticilerin
gliciinl tehdit ediyorsa kurum kaynakli direnc¢ ortaya c¢ikabilir (Moorehead & Griffin,
2010; Nadler, 1983; Robbins, Millett, & Waters-Marsh, 2008).

Augustsson, Richter, Hasson ve von Thiele Schwarz (2017) arastirmalarinda ¢alisanlarin
degisime niyetli ve psikolojik olarak hazirlikli olma durumlarinda degisimin c¢iktilarinin
daha olumlu oldugunu ortaya koyarken; Appelbaum, Degbe, MacDonald ve Nguyen-
Quang (2015) liderligin birden ¢ok diizeyde girdiyle hareket ettigini ve orgiitsel
sonuglar1 dogrudan etkiledigini, ¢alisanlarin degisim boyunca siirekli olarak tutumlarini
sekillendirdiklerini tespit etmislerdir. Moorehead ve Griffin (2010) degisime direnci
kirma yontemlerini; list yonetimin destek vermesi, tartisma ve uzlagsma ortamlarinin
yaratilmasi, c¢alisanlarin katihimciliginin desteklenmesi, acik bir iletisim yiirtitiilmesi,
degisim c¢abalarina katkida bulunanlarin 6dillendirilmesi, egitim ve yonetim gelistirme
programlarinin sunulmasi seklinde 6nermektedirler.

Dontstmci liderler, olusturduklar: belli bir vizyon cercevesinde, katilim stratejilerini
de kullanarak, ortak bir hedefe yonelik ¢calisma konusunda ¢alisanlarini motive etmede
basarili olabilirler. Ayrica karsilikli yapilan kisisel fedakarliklar da kolektif ¢ikarlara bagh
kalirlar ki bu da istenen kurumsal degisikligi saglayabilir (Yukl, 2018).

Eisenbach, Watson ve Pillai'a (1999) gore liderler, paydaslarinm1 farkli degisim
olasiliklarina ¢ekmek icin onlarin temel ihtiyaclarin1 ve degerlerini dikkate alan c¢ekici
bir vizyon olusturmalidir. Bu vizyon gelistirildiginde ise lider, degisimi uygulamaya
koymalidir. By, liderin ¢alisanlar i¢in zorlu hedefler koydugu ve eski is yapma yollarini
yeniden diisiinmeye motive ettigi bir uyarim yoluyla yapilabilir. Lider, calisanlarin basari
ve biiylime ihtiyaclarina hitap ederek ve degisikligi cekici bulmalarin tesvik ederek
degisimi cerceveler. Degisim siireci donlistimci liderin calisanlarina destek, kogluk ve
rehberlik sagladigi durumlarda ise daha bir kolaylasmaktadir. Déniisiimcii bir liderin
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takim calismasini tesvik ederek bir kiiltiirtin olusturulmasini saglamasi da bu siirecin
kolaylastiricisi olacaktir.

Cahisanlarda Kurumsal Giiven ve Degisim

Bir kurum i¢in alinan herhangi bir karar sadece o kurumu degil ¢alisanlarini da ilgilendirir.
Kararlar ozellikle calisanlarin hayatlarini ve is yapis bigcimlerini etkiliyorsa, ¢calisanlarin
da bu kararlara katilimlar1 saglanmalidir. Calisanlara bir ‘insan’ olduklar1 duygusunu
aktarmak, bu duyguyu onlarda yasatmak, is ortamlarin1 beklenti ve yeteneklerine
uygun hale getirmek, islerini zenginlestirmek kendilerini gilivende hissetmelerini,
kendilerine deger verildigini diisiinmelerini ve mutlu calisan olmalarin1 saglayacaktir
(Pasa, 2002). Bu noktada doniisiimcii liderlerin ve degisim kadrosunun halkla iliskiler
stirecleri ve fonksiyonlar1 dogrultusunda ortaya koyacaklar seffaf iletisim yontemleri
onemli rol oynayacaktir.

Degisimde en 6nemli faktor insan olsa da bu siirecte yonetilmesi gereken en zor unsur
yine insandir. Bu nedenle, degisim silirecinde kurumdaki insanlar1 yonetmek, onlarin
degerleri, tercihleri ve belirli bir faaliyete yonelik tutumlarini ele almak biliyiik bir
zorluktur (Abdul Rashid, Sambasivan, & Abdul Rahman, 2004). Doniisiimct liderlik
genellikle karizmatik liderlige dayanir ve karizmatik liderlik, calisanlar arasinda giiven ve
glivenilirlik gerektirir (Simons, 1999).

Konuyla ilgili literatiir calismalarinda; Bass (1985) astlarin glivenini doniisiimctii liderligin
bir sonucu olarak tanimlamis ve giiveni, karizmatik liderligin ayrilmaz bir bileseni
olarak gostermistir. Kouzes ve Posner (1993) arastirmalarinda, liderlerin yapacaklarini
soyledikleri seyi yaptiklarinda, vaat ettiklerini uyguladiklarinda, eylemleri ile s6zlerinin
tutarhl oldugunda calisanlarin daha ¢ok giivenini kazandiklarini; Bartlett ve Ghoshal
(1995, s. 18), degisimin yonetilmesi i¢in giivenin gerekli oldugunu, ¢linkii risk almak
icin glivenin gerekli oldugunu ve liderlerin kisisel risk almalarinin da orgiitsel degisimin
ayrilmaz bir pargasi oldugunu savunmaktadir. Simons (1999) calismasinda, dontstimci
liderlerin davranigsal biitlinliiklerini devam ettirmelerinin, degisim siirecinde calisan
gliveni ve baglihigin gelistirilmesi i¢in kritik bir 6neme sahip oldugunu gostermektedir.
Devos, Buelens ve Bouckenooghe (2007), calisanlar ve yoneticiler arasindaki giiven
iliskisinin, uygun degisim zamani ve degisim cabalarina katilimin degisim girisimi
basarisinin temelini olusturdugunu; Cook, Yamagishi, Cheshire ve Mashima (2005),
gliven iliskilerinin insasinda risk almanin 6nemli oldugunu; Cai, Loon ve Wong (2018)
ise yonetime duyulan giivenin, hem liderlik tiirleri hem de degisimin kabuli ile iliskili
oldugunu ve dontisiimct liderligin degisimin giivenini ve kabuliinii artirmada daha etkili
oldugunu gostermektedirler.

Dontlistimcii liderler; kurumlarinin vizyonunda, kararlarinda, kiiltiirinde degisim
yaratan, onciilik eden liderlerdir. Kurumsal sistem iginde degisimlerin baslatilmasi
ve sirdirilmesi noktasinda calisanlar arasinda etkilesimci ortamlarin yaratilmasi,
calisanlarin tesvik edilmesi, motivasyonlarinin giliglendirilmesi, kurumsal destek
olusturulmasi, sorunlarin ve belirsizliklerin giderilmesinde liderlerin sundugu giiven
ortamui Kkilit derecede 6nemlidir. Giiven olgusu etkileyici liderler yonetiminde ve saglikli
iletisim iklimi i¢cinde gelisir ve bliyiir. Yue, Men ve Ferguson’a (2019) gore de ¢alisanlar
kurumlarina giivendiklerinde degisimin iyi niyetine de giivenme olasiliklar ytiksek
olacaktir. Kurumsal gliven atmosferi dontlisiimcii liderligin dontsimcii liderligin ve seffaf
iletisimin gliclinlin ortaya ¢iktig1 kilit bir araci gorevi gormektedir.
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Aragtirmanin Amaci ve Onemi

Cesitli sebeplerle degisim yasanmasi, 6niine gecilemez bir gercekliktir. Onemli olan ise bu
degisimin nasil yuritildigi ve yonetildigidir. Hizli gelismelerin yasandig1 21. Yiizyilda
degisimlerin yonetiminde, liderlik modelleri arasinda 6zellikle doniisiimcii liderler 6ne
cikmaktadir. Degisim yonetimi-doniisiimci liderlik; iletisim-d6ntistimct liderlik; iletisim-
kurumsal giliven gibi farkli paradigmalarla karsimiza ¢ikan arastirmalar genelde isletme
ve yonetim odakli olurken; halkla iligkiler ve seffaf iletisim perspektifinden yaklasan bu
calisma bu yoniiyle digerlerinden ayrilmaktadir.

Bu calismanin odak sorunsali, seffaf iletisimin ve donlsiimci liderligin ¢alisanlarin
glivenini ve degisime a¢iklig1 tetiklemedeki etkilerini degerlendirmektir.

Bu arastirmanin birincil amac, seffaf iletisimin kurumsal degisim siirecinde etkili olup
olmadigin1 ortaya koymaktir. Bu dogrultuda seffaf iletisim ile ¢alisanlarin degisime
acikligr ve kurumsal giiven arasindaki iligskiyi ortaya koyabilme amaglanmaktadir. Bu
calismanin ikinci amaci ise dontistimct liderler ile ¢alisanlarin kurumsal degisime a¢iklig1
ve kurumsal gliven yaratma arasinda iliski olup olmadigini ortaya koymaktir. Genel olarak
bu calisma ile kurumsal degisim siirecinde seffaf iletisimin ve doniisiimcii liderlerin
calisanlarin degisime a¢iklig1 ve kurumsal giiveni arasindaki iliski arastirilmaktadir.

Arastirma alani olarak kurumsal degisimi etkileyen faktorler kapsaminda su alt sorulara
yanit aranmaktadir: Kurumlar degisim siirecinde seffaf iletisim kapsaminda calisanlari
icin (katilm, 6nemlilik, hesap verilebilirlik) sorumluluklarini yerine getiriyorlar mi?
Kurumsal degisim stirecinde liderler, ¢calisanlarina déniisiimcti liderligin gerekliliklerini
(ideal etki, entelektiiel tesvik, motivasyon, bireysel destek) aktarabiliyorlar m1? Seffaf
iletisim ve donusiumci liderlik ¢alisanlarin kurumsal giivenini saglayip ve degiseme
acikligini destekliyor mu?

Arastirmanin Yontemi ve Sinirhliklar

Arastirmada veri toplama araci olarak nicel arastirma yontemlerinden anket
kullanilmistir. Calisma sadece Istanbul ili sinirlari icinde yasayan, 6zel kurum ve kamu
kurumlarinda ¢alisanlar ile sinirh tutulmustur. Arastirma 27.04.2020-27.05.2020 tarihleri
arasinda gergeklestirilmistir. Anket 3 kisimdan olusmaktadir. Birinci kisimda demografik
ozellikler, ikinci kisimda seffaf iletisime dair (katilim, 6nemlilik, hesap verilebilirlik) 16
soru, lg¢lincli kisimda dontisiimci liderlige dair (ideal etki, entelektiiel tesvik, bireysel
motivasyon, bireysel destek) 11 soru ve kurumsal giivene dair 6 soru ve degisime aciklik
konusunda 4 soru yer almaktadir. Anket 5’li likert 6lcegine gore diizenlenmistir.

Aragtirmanin Evren ve Orneklemi

Baslangicta ¢alismanin, son bir-iki yil icinde degisim yasamis ya da hala degisim siireci
icinde olan kurumlar nezdinden yapilmasi planlamisti. Ancak Ocak 2020 itibariyle tiim
diinyay1 etkisi altina alan Covid-19 sonrasinda hem kisiselde hem de is diinyasinda koklii
bir degisim yasanmasi, otomatik olarak tiim isletmeleri bir degisim silirecine sokmasi
boyle bir ayrim yapmaya gerek birakmamistir. Calismanin evreni Tiirkiye'de faaliyet
gosteren ozel-kamu kurumu calisanlan iken érneklemi Istanbul’da faaliyet gosteren
kurumlarda ¢alisanlar olarak belirlenmistir. Anketler Google Forms tizerinde hazirlanmig
ve e-mail ve WhatsApp lzerinden basit tesadiifi 6rnekleme yontemi ile calisanlara
gonderilmistir. Toplamda 725 kisiye anket formu gonderilmis ve geri donenen 423 anket
degerlendirmeye alinmistir.
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Arastirmada Kullanilan Olcekler ve Arastirmanin Modeli

Arastirmada Yue, Men ve Ferguson'un (2019), “Bridging transformational leadership,
transparent communication, and employee openness to change: The mediating role of
trust” adli makalelerinde kullandiklar1 6lgek Tiirkceye ve Tirkiye'ye uyarlanmistir. Etik
olarak olgek kullanimi i¢in 6ncesinde Yue ve arkadaslarindan izin alinmistir. Tiirkge
cevirisi yapildiktan sonra Universitede Ingilizce programlarinda egitim veren iki Dr. Ogr.
Uyesi ve Uygulamal Ingilizce Cevirmenlik béliimiinde gorevli bir Dr. Ogr. Uyesi tarafindan
kontroller yapilmis ortak anlagma ile ankete son sekli verilmistir.

Degisim ’ Degisim
siirecinde siirecinde
seffaf iletisgim kurumsal giiven

Degisim

stirecinde Kurumsal
doniistimcii degisime
liderlik acikhik

Sekil 1. Arastirmanin Modeli

Calismanin modeli ise $ekil 1'deki gibi olusturulmustur. Sekil 1'de, degisim siirecinde
hem seffaf iletisimin hem de doniisiimci liderligin kurumsal gliven ve buna bagh olarak
kurumsal degisim ile dogrudan iligkili oldugu bir model ifade edilmistir.

Arastirmanin Hipotezleri
Arastirmanin amaci ve modeli dogrultusunda asagidaki hipotezler olusturulmustur:

H1: Degisim siirecinde seffaf iletisim ile ¢alisanlarin kurumsal giivenleri arasinda olumlu
iliski vardir.

H2: Degisim stirecinde seffaf iletisim ile calisanlarin degisime a¢ik olmasi arasinda olumlu
iliski vardir.

H3: Degisim strecindeki dontisiimcii liderlik ile calisanlarin kurumsal giivenleri arasinda
olumlu iliski vardir.

H4: Degisim silirecindeki doniistimcu liderlik ile calisanlarin degisime agik olmalari
arasinda olumlu iligki vardir.

H5: Degisim siirecinde ¢alisanlarin kurumsal giiveni ile ¢alisanlarin degisime a¢ik olmasi
arasinda olumlu iligki vardir.
Etik Kurul izni

Istanbul Aydin Universitesi Sosyal Bilimler Etik Komisyonu 31/08/2020 tarih ve
2020/7 numarali toplantisinda alinan Kkarar cercevesinde c¢alisma etik a¢idan bir
sakinca icermemektedir.
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Arastirma Verilerinin Analizi ve Bulgular

Toplanan verilerin analizi SPSS 25 ve LISREL programlar: ile yapilmistir. Giivenilirlik
analizleri Cronbach Alpha giivenirlik katsayis1 kullanilarak yapilmis olup, gecerlilik i¢in
ise aciklayici ve dogrulayici faktor analizleri yapilmistir. Ankette yer alan dnermelerin
degerlendirilmesi, 5’li Likert 6l¢ceginde yapilmistir. Hipotez testleri ile birlikte betimleyici
istatistikler kullanilarak degiskenler tanimlanmistir.

Yue, Men ve Ferguson (2019)'un yapmis olduklar1 calismanin gilivenirlik oranlar: seffaf
iletisim icin a = .92,5 dontisiimci liderlik icin a = .84, degisime aciklik icin a = .87 ve
kurumsal giiven icin a =.92 olarak oldukga yiiksek oranlardadir. Bu ¢alismada kullanilan
olceklerden Seffaf iletisim Olcegi’nin Cronbach’s Alpha degeri 0,994; Doniisiimcii Liderlik
Olgegi'nin Cronbach’s Alpha degeri 0,941; Kurumsal Giiven Olcegi’'nin Cronbach’s Alpha
degeri 0,910 ve Degisime Aciklik Olcegi'nin Cronbach’s Alpha degeri 0,740 olarak
bulunmustur. Bu degerler kullanilan 6l¢eklerin giivenilirliginin oldukga yiiksek oldugunu
gostermektedir. Tiirkceye ilk kez uyarlanarak hazirlanan bu 6l¢cek icin bu veriler
onemli gostergelerdir.

Alfa katsayisinin bulunabilecegi araliklar ve buna bagli olarak da 6l¢egin giivenirlik
durumu su sekilde verilmistir: 0 < a < 0,40 ise 6lgek glivenilir degildir, 0,40 < a < 0,60
ise Olgek diisiik giivenilirliktedir,0,60 < a < 0,80 ise dl¢cek olduk¢a glivenilirdir, 0,80 < a <
1 ise 6lgek yiiksek derecede giivenilir bir 6l¢ektir. Buna gore, tiim alt boyutlarin giivenilir
oldugu gériilmiistiir (Ozdamar, 2004, s. 633).

Analiz sonucunda elde edilen uyum iyiligi degerleri asagida yer almaktadir.

Chi-Square/df = 2,97

Estimated Non-centrality Parameter (NCP) = 2550.3

90 Percent Confidence Interval for NCP = (2378.00 ; 2730.09)
Population Discrepancy Function Value (F0) = 6.04

90 Percent Confidence Interval for FO = (5.64 ; 6.47)

Root Mean Square Error of Approximation (RMSEA) = 0.098
90 Percent Confidence Interval for RMSEA = (0.095; 0.10)
Expected Cross-Validation Index (ECVI) = 7.90

90 Percent Confidence Interval for ECVI = (7.49 ; 8.32)
Normed Fit Index (NFI) = 0.96

Non-Normed Fit Index (NNFI) = 0.96

Parsimony Normed Fit Index (PNFI) = 0.89

Comparative Fit Index (CFI) = 0.97

Incremental Fit Index (IFI) = 0.97

Relative Fit Index (RFI) = 0.95

Standardized RMR = 0.059

Goodness of Fit Index (GFI) = 0.90

Tum degerler kabul sinirlar1 (Erkorkmaz, Etikan, Demir, & Ozdamar, 2013) icinde olup
olcegin gecerli oldugu gorulmustir. Alt boyutlarda yer alan boyutlarin uygun sinirlar
arasinda oldugundan olgegin gecerli oldugu goriulmistir. Bu veriler de bu olcegi
kullanarak yapilan arastirmanin dogrulugunu ortaya koymaktadir.

Arastirmada kullanilan 6l¢cegin gecerliligini arastirmak icin ise LISREL programi ile bir
dogrulayici faktor analizi (Tablo 1) yapilmistir.
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Tablo 1. Olcek Gegerlilik Calismasi (Dogrulayict Faktor Analizi / s:seffaf
iletisim, d:dontistiimcti liderlik, g: kurumsal giiven, a:degisime ag¢iklik)
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Halkla lliskilerde Seffaf ic iletisim

Arastirmaya katilanlarin 265’i (%62,6) kadin ve 202’si (%47,8) 35-49 yas arasindadir.
Katilimcilarin 214’ (%50,6) bulunduklar iste 11 yildan fazla ¢alismakta, 206’s1 (%48,7)
tiniversite mezunu ve 332’si (%78,5) 6zel kurumda calismaktadir (Tablo 2).

Tablo 2. Katilimcilarin Tanitici Ozellikleri

Degiskenler (n=423) n %
oo Kadin 265 62,6
Cinsiyet
Erkek 158 37,4
18-24 45 10,6
25-34 128 30,3
Yas
35-49 202 47,8
50-64 48 11,3
1 yildan az 40 9,5
2-5yil arasi 84 19,9
Kidem Durumu
6-10 yil arasi 85 20,1
11 yildan fazla 214 50,6
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Degiskenler (n=423) n %
Lise 33 7,8
. Yiksekokul 31 7,3
Egitim Durumu pra— -
Universite 206 48,7
Lisansustu 153 36,2
. Ozel Kurum 332 78,5
Kurum Tiirii
Kamu Kurumu 91 21,5

Arastirmada katihmcilarin Seffaf Iletisim Olgceginden aldiklar toplam puan ortalamalari
52,96 * 12,47, Donlisimci Liderlik 36,83 * 9,39, Kurumsal Giiven 18,87 + 5,30 ve
Degisime A¢iklik 14,67 *+ 2,54 olarak bulunmustur (Tablo 3).

Tablo 3. Seffaf lletisim, Doniistimcii Liderlik, Kurumsal Giiven
ve Degisime Aciklik Olcekleri Puan Ortalamalart

Olgek Althoyutlari (n=423) Ort =SS Medyan Min-Max
Seffaf iletisim 52,96 + 12,47 55 17 -80
Doénistmcu Liderlik 36,83 + 9,39 38 11-55
Kurumsal Giiven 18,87 + 5,30 19 6-30
Degisime Aciklik 14,67 + 2,54 15 4-20

Arastirmada seffaf iletisim ile ¢alisanlarin kurumsal giivenleri arasinda %74,6'lik
pozitif korelasyon bulunmustur. Korelasyon katsayis1i anlamhidir (p=0,000<0,05),
H1 kabul edilmistir Katilmcilarin seffaf iletisim puanlar arttikca kurumsal giliven
diizeyleri de artmaktadir.

Arastirmada seffaf iletisim ile c¢alisanlarin degisime acik olmasi arasinda %38,2’lik
pozitif korelasyon bulunmustur. Korelasyon Kkatsayis1 anlamhidir (p=0,000<0,05),
H2 kabul edilmistir. Katilimcilarin seffaf iletisim puanlar1 arttikca kurumsal giliven
diizeyleri de artmaktadir.

Arastirmada doniisiimci liderlik ile calisanlarin kurumsal giivenleri arasinda %74,2’lik
pozitif korelasyon bulunmustur. Korelasyon katsayis1i anlamhidir (p=0,000<0,05),
H3 kabul edilmistir Katimcilarin seffaf iletisim puanlar arttikca kurumsal giliven
diizeyleri de artmaktadir.

Arastirmada doénusimctiliderlik ile calisanlarin degisime acik olmalari arasinda %38,4’lik
pozitif korelasyon bulunmustur. Korelasyon Kkatsayis1 anlamhidir (p=0,000<0,05),
H4 kabul edilmistir. Katilimcilarin seffaf iletisim puanlar1 arttikca kurumsal giliven
diizeyleri de artmaktadir.

Arastirmada ¢alisanlarin kurumsal giiveni ile degisime acik olmasi arasinda %35,1’lik
pozitif korelasyon bulunmustur. Korelasyon katsayisi anlamhdir (p=0,000<0,05), H5
kabul edilmistir. Katilimcilarin seffaf iletisim puanlar: arttikca kurumsal giiven diizeyleri
de artmaktadir (Tablo 4).

Tablo 4. Seffaf lletisim, Déniistimcii Liderlik, Kurumsal Giiven ve
Degisime Aciklik Puan Ortalamalari Arasindaki [liski

Seffaf iletisim Doniisiimcii Liderlik Kurumsal Giiven
_— r 0,382 0,384 0,351
Degisime Acikhik
p 0,000 0,000 0,000
. r 0,746 0,742
Kurumsal Giiven
p 0,000 0,000

r=Pearson’s Correlation

76 Erciyes iletisim Dergisi | Ocak/January 2021 Cilt/Volume 8, Sayi/Issue 1, 63-85



Gonca Yildinm Halkla lliskilerde Seffaf ic iletisim

Veriler ve bulgular tiim hipotezlerin kabul edildigini ortaya koymaktadir. Bu da seffaf
iletisimin ve donlisiimci liderligin degisim esnasinda c¢alisanlarin giivenini ve degisime
uyum saglamalarini dogrudan etkiledigini gostermektedir.

Sonuc ve Degerlendirme

Kurumsal ve bireysel degisimin oniline gecilemez oldugu bir ylizyilda yasiyoruz.
Teknolojik yenilikler, rekabet, miisteri talepleri, ulusal-uluslararasi krizler, kiiresellesme,
siyasi, ekonomik ve sosyo-kiltiirel olaylar siirekli bir degisimi kortiklemektedir. Kurumsal
degisimin baslatilmas1 ve yiritilmesindeki bas aktorler ise liderlerdir. Kurumsal
degisimlerin basariya ulasmasinda 21. ytizyilin liderlik anlayisi ¢ercevesinde karizmatik,
gidileyici, entelektiiel, vizyoner, empati sahibi, yenilik¢i 6zellikleri ile donlstimci
liderler 6ne ¢ikmaktadir. Ancak degisimin basariya ulasmasi liderlerin iletisimi nasil ve
ne bicimde kullandiklari ile de yakindan ilgilidir.

Bir yonetim fonksiyonu olarak halkla iliskiler de kurumun her 6nemli politikasinda
oldugu gibi stratejik roliinli 6n plana ¢ikararak her tiirlii degisim projesini yénetmek ve
yonlendirmekle yiikiimliidiir. Bir¢ok fonksiyonu bilinyesinde barindiran halkla iliskiler,
degisim gibi kaotik ve kriz ortamlarinda kurum i¢i ve kurum dis1 saglikl bilgi akisinin
saglanmasinda 6nemli bir géreve sahiptir. Ani ya da planli, her ne boyutta olursa olsun bir
bilinmezlik iceren degisim siirecinde ¢alisanlarin degisime adaptasyonu ve kurumlarina
kars1 olan gilivenlerinin saglanmasi hem yoneticilerin hem de kurumda saglanacak
seffaf iletisimin etkinligi daha once yapilan arastirmalarda oldugu gibi goéz ardi
edilemez bir gercektir.

Degisim yoOnetimi ve onu yOneten dontisimci liderlik literatiirde genelde isletme
bakis agisiyla ele alinirken bu calismada halkla iliskiler perspektifiyle farkli yonden
ele alinmaktadir. Bu ¢alismada 6zellikle degisim asamasinda olan kurumlar arasinda
bir inceleme yapilmasi diistiniiliirken, arastirmanin Covid-19 pandemi silirecine denk
gelmesi ve hem kisisel hem de kurumsal anlamda herkesi bir degisim siirecine sokmasi
nedeniyle ayrim yapmaksizin tiim kurumlar bu kapsamda ele alinmistir. istanbul il
sinirlari icinde 6zel ve kamu kurum ¢alisanlari arasinda yapilan arastirmada ankete cevap
veren 423 Kkisinin degisim siirecinde doniisimci liderlik, seffaf iletisim konusundaki
degerlendirmeleri incelenmistir.

Etkili iletisimin kurumsal degisim literatiiriinde 6nemli fakat az gelismis bir kavram
oldugunu kabul eden Johansson ve Heide (2008), yaptiklar1 akademik taramada
kurumsal degisimle ilgili cok sayida ¢alisma olmasina ragmen iletisim yaklasiminin ¢ok
az ele alindigini belirtirken; Yue, Men ve Ferguson (2019)’un arastirmasi ve Tiirkiye'de
yapilan bu arastirma basarili degisim yonetiminde seffaf iletisimin 6nemi hakkinda ek
kanitlar sunmaktadir. Temel olarak bu alanda ve bu kapsamda yapilan ilk ¢alisma olan
Yue, Men ve Ferguson (2019)’un bulgular1 déntisiimcii liderlik ile ¢alisanlarin kurumsal
giiveni arasinda olumlu ve anlaml bir iliski oldugunu, doniisiimcii liderligin ¢alisanlarin
orgltsel glivenini saglamada olumlu bir rol oynadigini géstermistir. Bu calisma da Yue,
Men ve Ferguson (2019)’un arastirma sonuglarini destekler nitelikte olup déniisiimcii
liderlik ile ¢alisanlarin kurumsal giivenleri arasinda pozitif korelasyon bulunmustur.

Bu sonuc¢ sunu ifade etmektedir; degisim vizyonunu etkili bir sekilde ileten, calisanlarina
kisisel bazda ilgi gosteren, ¢alisanlarina ilham veren, doniisiimcu liderler ¢alisanlarin
kurumsal giivenini artirmaktadir.
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Yue, Men ve Ferguson (2019) hem doniisimci liderlik hem de seffaf iletisim ve
calisanlarin degisime aciklig1 arasinda dogrudan pozitif bir iliski bulamamislardir.
Ancak yapilan bu arastirmada dontisiimct liderlik ile ¢alisanlarin degisime agik olmalar:
arasinda ve seffaf iletisim ile calisanlarin degisime agik olmasi arasinda pozitif korelasyon
bulunmustur. Yue, Men ve Ferguson (2019) seffaf iletisimin c¢alisanlarin kurumsal
glivenini ve calisanlarin degisime acikligini gelistirmeye olumlu etkisi oldugunu ortaya
koymaktadirlar. Bu calismada da seffaf iletisim ile calisanlarin kurumsal giivenleri
arasinda pozitif korelasyon bulunmustur.

Katilimcilarin kurum i¢i artan seffaf iletisim sayesinde kurumlarina daha ytiksek oranda
giiven duyduklar1 goriilmektedir. Ciinkii degisim gibi kaotik durumlarda agik, siirekli ve
net iletisim kurulmasi soylentileri, dezenformasyonu ortadan kaldiracagi i¢in ¢alisanlarin
givenini artirma orani da yiliksek olacaktir. Bu sonu¢ katilimcilik, hesap verebilirlik,
onemlilik ayaklarindan olusan seffaf iletisimin degisim sirasinda giiven gelistirilmesinde
anahtar rol oynadigini gostermektedir. Pitt, Murgolo-Poore ve Dix (2001)’te etkili
iletisimin, degisim yonetiminin basarisinda kilit rol tistendigini ifade etmislerdir.

Yue, Men ve Ferguson (2019) seffaf iletisimin ve dontstmci liderligin kurumsal giiven
yoluyla degisime acik olmada 6nemli ama dolayl etkisi oldugunu gostermistir. Yapilan
bu calismada da ¢alisanlarin kurumsal giiveni ile degisime ag¢ik olmalar: arasinda pozitif
korelasyon bulunmustur. Bu da kurumlarina giiven duyan c¢alisanlarin kurumlarinin
istedigi degisime daha ¢abuk uyum sagladiklarini gostermektedir.

Benzer sekilde Men ve Stacks (2014) seffaf i¢ iletisimin ¢alisan gliveni, kurumsal itibar
ve calisan-organizasyon iliskilerini gelistirmede yapic1 oldugunu ortaya koymustur. Bu
calismanin sonuglari da seffaf iletisimin ¢alisanlarla kaliteli ve saghkli bir iliski kurmada
kritik bir rol oynadigini gostermistir. Degisim siirecinde seffaf iletisim kurarak calisanlari
ile bilgi paylasimi yapan, katihmciligr destekleyen kuruluslarin ¢alisanlarin gilivenini
kazanma olasiiginin ylksek oldugu bu ¢alisma ile bir kere daha gosterilmistir. Soyle
ki kurulan acik, diirtist ve etik iletisim, calisanlar ve kurum arasindaki bilgi boslugunu
kapatip bu stregle ilgili yanlis ve soylenti bilgileri azaltacag: icin ¢alisanlarin kaygi ve
stresini de azaltabilir.

Kurum ici halkla iliskiler perspektifinden bakildiginda, Men ve Stacks’in (2014)
arastirmasi da liderligin 6rgiitiin simetrik ve seffaf iletisimini etkileyerek hem dogrudan
hem de dolayl olarak orgiit-calisan iliskisini olumlu etkiledigini géstermistir. Rawlins
(2008) de seffaf ic¢ iletisim ile ¢alisanlarin kurumsal giivenleri arasinda olumlu bir
iliski oldugunu, seffaf iletisim sayesinde c¢alisanlarin giliveninin giiclendirilebilecegini
tespit etmistir.

Braun, Peus, Weisweiler ve Frey (2013) doniisiimci liderligin, c¢alisanlarin olumlu
tutumlarim1 destekledigini, giiven ve kurumsal memnuniyeti gelistirmeyi tetikledigini
bulmuslardir. Wang, Oh, Courtright ve Colbert (2011) de kurumsal degisim sirasinda,
liderlerin ¢alisanlara duygusal destek verdiklerini dolayisiyla ¢alisanlarin kurulusa karsi
gliven gosterme egiliminde olduklarini bulmuslardir.

Gerek normal is silirecinde gerekse degisim gibi kaotik donemlerde g¢alisanlarin
desteklenmesi, onlarla birlikte hareket edilmesi sadece o anlik islerin yiirtimesini
degil, uzun vadede ¢alisan giivenini, motivasyonu ve bagliligini da etkileyen 6nemli
bir ayrintidir. Thomas ve Velthouse (1990) maddi ve manevi desteklenen ¢alisanlarin
daha yiiksek konsantrasyon, inisiyatif ve dayaniklilik seviyelerine sahip olduklarini ve
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bunun da kurumsal baghlik seviyelerini artirdigin1 6ne stirmiistiir. Baska bir deyisle,
kurumlarindan anlam ve deger duygusu elde eden ¢alisanlarin, kurumlarina daha fazla
baglilik gostermeleri muhtemel gériinmektedir (Avolio, Zhu, Koh, & Bhatia, 2004).

Bir kurumu y6netmek, yonetim politikalarini ¢cizmek ve uygulamak en stratejik pozisyon
olan liderlerin gorevidir. Liderlerin davranislari sadece kurumu degil ¢alisanlarin
da tutum ve davranmislarini dogrudan etkilemektedir. Liderler, vaatlerini yerine
getirdiklerinde, ¢alisanlarina karsi seffaf ve agik olduklarinda ¢alisanlarinin daha ¢ok
glivenini kazandigindan degisim gibi 6nemli siireclerde daha biiytik basar1 getirmektedir.
Degisim sirasinda 0Ozellikle de donlstiimcii liderlerin goésterecegi duygusal bag,
esneklik, anlayis belirsizlik i¢cindeki ¢alisanlarin kendilerini daha giiglii ve desteklenmis
hissetmelerini saglar ki bu da ¢alisanlarin kurumlarina baghliklarini tesvik eder. Sadece
dontisumcii liderler degil seffaf iletisim yontem ve araglar1 da ¢alisanlarin degisime karsi
olumlu tutum, davranis ve giliven yaratiminda pozitif etkiye sahiptir. Men ve Stacks’in
(2014) arastirmalar1 da seffaf i¢ iletisimin ¢alisan gliveni, kurumsal itibar ve g¢alisan-
kurum iliskilerini gelistirmede yapici oldugunu ortaya koymaktadir.

Kurumun lideri ve iletisim yoneticilerinin iyi niyetli ve samimi yaklasimi giliven
olusumunu desteklerken, ¢alisanlarin degiseme karsi algl ve vizyonlarini etkileme ve
dolayisiyla onlara bu siireci sahiplenme giicti de vermektedir. Bu ¢alisma da seffaf iletisim,
calisan giiveni ve degisime tepki arasindaki dogrudan baglantiy1 vurgulayarak arastirma
boslugunu doldurmustur. Ayrica degisim esnasinda gliven ortaminin yaratilmasi
gerekliligi konusunda da istatistiki bulgular sunmaktadir.

Teorik olarak bu ¢alisma bilginin, katilim ve hesap verebilirliginin énemli oldugu seffaf
iletisim ve i¢ halkla iligkiler perspektifinden degisime katkida bulunurken; degisim
sirasindaki giiven ve degisime aciklik tizerindeki etkisiyle de iletisim literatiirtiine katki
sunmaktadir. Calisma ayrica doniistimci liderligin degisim yonetimi esnasinda iletisimin
unsurlariyla nasil etkilesime girdigini gostermektedir.

Nasil gliniimiiz dijital bilgi ve iletisim teknolojileri kullanicilarina esnek, katilimci, seffaf,
erisilebilir ortamlar sunuyorsa, bireyler de is diinyasindan benzer bir iletisim atmosferi
beklemektedir. Dolayisiyla kurum ve halkla iliskiler liderleri etkin ve verimli yonetim
cercevesinde iletisim politikalarinda seffafliga dogru bir degisimi savunmalidirlar.
Calisanlar degisimin nedeni, gereklilikleri, nasil yapilacagi, olasi sonuglar1 konusunda
araliklarla bilgilendirilmelidir. Seffaflik c¢ercevesinde kurumlar simetrik davranis
sergileme konusunda kendilerini gelistirmelidir. Bu ¢alisma da basarili degisim siirecinde
liderlerin ve seffaf iletisimin kritik dneme sahip oldugunu, bu alanda ¢alismalarin
glclendirilmesi gerektigini ortaya koymustur.

Tiirkce literatiir agisindan ele alindiginda bu kapsam ve icerikte bir calisma bir ilki
olusturmaktadir. Bu agidan degerlendirildiginde hazirlanan ¢alisma, mevcut literattirdeki
boslugu doldurmasi agisindan 6nem arz etmektedir. Bu ¢alisma bir 6n arastirma olup, bu
tiir diger arastirmalar i¢in yol gosterici niteliktedir. Bu nedenle yapilacak diger calismalar;
farkl iller, sektorler, hedef kitleler vb. nezdinde daha kapsamli bicimde yeni ¢calismalarla
desteklenmesinde yarar bulunmaktadir.

Calismanin Etik izin Bilgileri

Istanbul Aydin Universitesi Sosyal Bilimler Etik Komisyonu 31/08/2020 tarih
ve 2020/7 nolu toplantisinda alinan karar cercevesinde c¢alisma etik agidan bir
sakinca icermemektedir.
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The Role of Transparent Internal Communication and
Transformational Leadership in Public Relations in
Corporate Change and Corporate Trust Building

Gonca Yildirim (Asst. Prof. Dr.)

Extended Abstract

The dimension of change - either sudden or planned, or proactive or reactive - does
not matter; the change itself is a chaotic, indecisive, uncertain, and complicated process
anyway. Change is a process that requires vision, motivation, support, collaboration.
Therefore, the change management requires specifically the sense of transformational
leadership among many other leadership forms of the 21st century, on the contrary of the
leaders of the last century. While they were managing their institutions and the changes
in them, leaders’ most important weapon is communication. Likewise, in public relations
-which is also a management function- the main issue is communication. However, most
of the studies relating to change management were examined, and it is found out that
they are mostly business-oriented and management-organization-oriented studies, and it
is seen the perspective of public relations is overlooked.

The role of transparent communication and transformational leadership among workers
in the constitution of institutional trust and the openness to change in the change
process are examined in this study issued based on the observations above. The role
of transformational leadership and transparent communication in the management of
change and the constitution of institutional trust, are examined collectively for the first
time within the scope of this study. For this reason, the main problem of this study is
to evaluate the effects of transparent communication and transformational leadership in
catalyzing the trust of employees and openness to change of employees.

The research was planned to be executed among specifically the institutions which are in
a process of change in the very first stage of this study. However, as the research coincides
with COVID-19 and it forces everybody both personally and institutionally to change,
this limitation on the institutions has been removed. Therefore, all the institutions were
examined without distinction in that context. The research base of the study is based on
survey data among 423 people were obtained through the simple random sample method.
The scale used by Yue, Men & Ferguson (2019) in their articles “Bridging transformational
leadership, transparent communication, and employee openness to change: The mediating
role of trust”, is adapted to Turkish and Turkey in this research. Ethically, permission was
obtained from Yue et al. before the usage of scale.

Johansson and Heide (2008), in their academic surveillance, stress that even though
there are variably study concerned institutional change, communication approaches
were ignored. In this regard, this study is held in Turkey and the research of Yue, Men,
& Ferguson, (2019) in America introduces significant findings regarding the importance
of leaders and transparent communication in productive and successful change
management. The results of Yue, Men, & Ferguson, (2019), which are the first studies
held in this field, and this study consistent with each other; and there is a positive
correlation has found between transformational leadership and the institutional trust of
employees. On the contrary of Yue et al,, a direct positive relation has found out between
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both transformational leadership, and transparent communication, and the openness of
employees to change in this study.

Many other various studies in this scope are such as to corroborate these. For instance,
Pitt, Murgolo-Poore & Dix (2001) argue that effective communication has got a key role
in the success of change management; Men & Stacks (2014) argues transparent internal
communication is a constructive factor in the improvement of employee-institution,
institutional reputation and trust of the employee; Rawlins (2008) claims that there is
a positive relation between transparent inner communication and institutional trust
of employees, and it strengthened the trust of employees. Braun, Peus, Weisweiler
& Frey (2013) suggests that transformational leadership improves the trust and
positive emotions of employees; Wang, Oh, Courtright & Colbert, (2011) suggest that
any emotional supports showed by leaders to their employees, affects the trust of
employees positively.

These findings show us that the institutional trust of employees is developed by the
transformational leaders who fairly explain the change process, show intimacy, and give
inspiration to employees. In addition to that, symmetrical and transparent communication
itself also ensures this process to be more reliable by clearing away all the rumors and
erroneous information during the change process which is a chaotic and indecisive
period. Transparent communication with its participation, consider and accountability
features, plays a key role for employees to have trust in their institutions and leaders. It
seems that employees who have got a feeling of trust, are most probable to embrace the
change and the services they have done in the change, and adapting the change.

This study, which is pre-study and significant regard to filling the gap in existing scope, is
a guiding study for other researches that will be made with other paradigms.

Keywords: Public Relations, Transparent Communication, Transformational Leadership,
Corporate Change, Corporate Trust.
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0z

COVID-19 salgin hastahigi 2020 yilinda tiim diinyay1 etkisi altina almistir. Ulkelerin
farkl stratejilerle miicadele ederek en az zararla atlatmay1 amacladigl bu siire¢ global
Olcekte kamuoyunun yakin ilgisine mazhar olmustur. Tiirkiye aldig1 erken tedbirler ve
siki kamu politikalar1 sayesinde Almanya ve Giliney Kore gibi salginla basarili sekilde
savasan llkelerden olmustur. Salginin olusturdugu tehdit ve buna bagh risk unsurlarinin
iletisiminde medya siiphesiz 6nemli bir rol istlenmistir Bunlarin arasinda sosyal
medya giderek artan kullanici sayisi, toplumu ve siyaseti etkileme giicli nedeniyle risk
iletisimi agisindan da calisilmaya deger bir veri kaynagi saglamaktadir. Bu nedenle
mevcut ¢alisma BBC, Deutsche Welle ve Independent’in Tiirkiye temsilciliklerinin Tiirkge
Twitter hesaplarindan 15 Mart-10 Nisan 2020 tarihleri arasinda yapilan Koronavirts
paylasimlarini incelemektedir. Ilgili hesaplardan elde edilen veri onceki risk iletisimi
calismalarinda elde edilen ve COVID-19 salginina 6zgii etkenlerin yer aldig1 bir kodlama
tablosuna gore kodlanmis ve bulgular igerik analizi yontemi ile tahlil edilmistir. Salginin
erken safhalarinda ilgili hesaplardan yapilan paylasimlarin 6nemli bir kisminin topluma
bilgi verme islevini tasirken dikkate deger bir boliminiin de siyasi elestiri amaciyla
yapildiginin gosterilmesi ¢alismanin en 6nemli bulgularindandir.

Anahtar Kelimeler: Koronaviriis, Sosyal Medya, BBC Tiirkge, DW Tiirk¢e, Independent
Tiirkee, Icerik Analizi.
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Abstract

COVID-19 pandemic disease has affected the whole world in 2020. This process, which
countries aim to overcome with the least damage by struggling with different strategies,
has received the attention of public opinion on a global scale. Through early measures and
its robust public policy, Turkey has been one of the most successful countries in fighting
the epidemic, such as Germany and South Korea. The media undoubtedly has played an
important role in communicating the threat posed by the pandemic and the associated
risk factors. Among these, social media provides a data source worth studying in terms
of risk communication due to its increasing number of users and its power to influence
society and politics. Therefore, the present study investigates Twitter messages of the
Turkish accounts of the BBC, the Deutsche Welle, and the Independent shared between
March-10 April 2020. The data obtained from the relevant accounts were coded according
to a coding table obtained in previous risk communication studies and containing factors
specific to the COVID-19 outbreak, and the findings were analyzed by content analysis
method. It is one of the most important findings of the study that while a significant part
of the messages shared by the relevant accounts in the early stages of the pandemic has
the function of informing the society, a remarkable part of them is for political criticism.

Keywords: Coronavirus, Social Media, BBC Tiirkge, DW Tiirkce, Independent Tiirkge,
Content Analysis.
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1. Girig

Cin’in Hubei eyaletinin yonetim merkezi ve en biiyiik sehri Wuhan kentinde ortaya ¢iktig1
iddia edilen COVID-19’un Cin sinirlarini asarak once Avrupa’ya sonrasinda da ABD’ye
yayilmasi, salginin DSO tarafindan pandemi olarak ilan edilmesini kaginilmaz kildi. Olgek
itibariyle kiiresel bir boyut kazanan bu durum, insanlik tarihinin gérdigi en biiyiik kriz
ve tehditlerden birisi olarak degerlendirilmektedir (Kissenger, 2020).

Bu oOlcekteki bir kiiresel salginda sadece devletlerin degil, ulus-listii birliklerin de
miicadelede yetersiz kalmasi gelecekteki tartismalarin yoniini belirlemektedir. Etki
diizeyi sadece saglik alani ile sinirlh kalmayan pandemi siireci, birbirine entegre olan
ekonomi, siyaset ve toplumsal hayati da ciddi sorunlarla yiizlesmek durumunda
birakmistir. Yasanan bu Krizin 6nlimiizdeki stliregte kiiresel doniistimlerin habercisi
olacag ve uluslararasi sistemde 6nemli kirilmalar yaratacagi beklentisi, simdiden yogun
bicimde tartisilmaktadir. Nitekim Diinya Saghk Orgiitii ve AB gibi yapilarin yani sira
kiiresel giic dengesinde basat konumda olan iilkelerin pandemi ile miicadelede basarisiz
olmasi, donlstiim tartismalarinin ne denli ciddi oldugunu gostermektedir. Bu anlamda,
modern diinyanin en biiytik krizlerinden birisi olan pandeminin ne kadar siirecegi ve
ne kapsamda tahribat yasatacagi, donlistimiin niteligini belirleyecek en énemli husustur
(Hanioglu, 2020).

Italya, Ispanya ve Ingiltere gibi Avrupa iilkelerinin yan sira ABD’nin de Koronaviriisle
miicadelede yetersiz kalmasi, glic unsurunun sadece ekonomik ve askeri kapasitelerle
tanimlanamayacag1 tezini glglendirdi (Habermas, 2020). Halihazirda siireci gorece
basarili yiriiten iilkelere bakildiginda, saglik sistemi ve medikal donanim agisindan
uzun yillara dayanan bir strateji ile hareket ettikleri goriilmektedir. Tiirkiye, Gliney Kore
ve Almanya 6rneklerinde oldugu gibi, krizi ciddiye alan ve tedbirler konusunda proaktif
politikalar ortaya koyan iilkeler, bu anlamda basarili sayilmaktadir. Hem toplumsal
alanda uygulanan sosyal izolasyonun hem de devletin kurumsal kapasitesinin basarisi
sonucunda ortaya ¢ikan senkronizasyon, bu iilkelerin pozitif bicimde ayristirilmasini ve
kategorize edilmesini miimkiin kilmaktadir.

Ulkede ilk vakanin tespit edildigi 11 Mart tarihinin ardindan, saghk bakanhiginin ve
hiikiimetin aldig1 6nleyici tedbirler, Tiirkiye'nin pandemi ile su ana kadarki miicadelesinin
pozitif ayrismasini etkileyen hususlardir. Nitekim Tiirkiye siirecin hemen basinda, ilk ve
orta 6gretimin yani sira liniversitelerdeki egitimleri askiya almis, toplu ibadet mekanlari
olan cami ve mescitleri kapatmis, alisveris merkezi ve restoranlara kisitlamalar getirmis,
miize ve oOrenlerin kapatilmasinin yani sira mobilizasyonu asgariye indirme adina
ucuslarin askiya alinmasi gibi bir dizi 6nlem almis ve birgok tilkeye oranla bu tedbirleri
erken tarihlerde gerceklestirmistir.

Yakin gecmisteki kriz tecriibelerini (6rnegin depremler ve siginmaci krizi) sahaya yansitan
Tiirkiye salgin ile ilgili stirecte “kriz iletisimi” noktasinda da basarili bir sinav vermektedir.
Ik vakanin goriildiigii tarihten bugiine, krizi bagarih bicimde ydneten bagta iletisim
Baskanlig1 ve Saglik Bakanligi olmak tzere ilgili biirokrasi kanallari, periyodik olarak
vatandaslari bilgilendirmis ve teskil ettigi bilim kurulu ile de kitlelerin bu konudaki bilgi
ihtiyacini karsilamistir. Bu es zamanl kriz yonetimi, kitleleri dogru bilgi ile bilgilendirdigi
gibi siirecin en az kaygi ile tamamlanmasini ve psikolojik etkileri asgari dlizeye indirmeyi
de hedeflemistir. Tiirkiye’'nin 6zellikle bu siirecte sorunu ele alis sekli ve uyguladigi
kendine 6zgl yontemler (6rnegin filyasyon ¢alismalari), batili medya organlari tarafindan
ara sira takdir edilse de Bati medyasinin Turkiye temsilcileri nezdinde benzer ilgiyi
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gorememis, dahasi takipgilerine i¢ siyasetteki kutuplasma cercevesinden aktarildigl i¢in
onemsizlestirilmistir. Oyle ki siirecin hemen basinda, Tiirkiye’nin viriisle miicadeledeki
yontemini sorunsallastiran haberler, dezenformasyon ve manipiilatif iceriklerin en kaba
bicimlerini bu mecralarda dolasima sokmustur. Bu baglamda, 6zellikle Bat1i medyasinin
Tirkiye’ye iliskin tavri, olgular tizerinden analiz ve icerik lireten bir habercilik dili yerine
imal edilmis algilar ile sekillenen bir pratige yerini birakmaktadir. Hi¢ kuskusuz, inceleme
icin secilen medya organlarinin pandeminin Tiirkiye’deki sertivenine iliskin tavri, sosyal
medya ortamlarinda da karsilik bulmakta ve ortaya cikan etkilesim sonucunda ciddi bir
bilgi kirliligi s6z konusu olmaktadir.

Calismanin odak noktasini uluslararasi basin yayin organlari olan BBC, Deutsche Welle
ve Independent’in Tiirkiye temsilciliklerinin 15 Mart-10 Nisan 2020 tarihleri arasindaki
Twitter hesaplarindan yapilan Koronaviriis paylasimlarindan olusturulan o6zel bir
derlemin karsilastirmali incelenmesi teskil etmektedir. Elde edilen veriler bu ¢alisma i¢in
gelistirilen 6zel bir kodlama yontemi ile belirli kategorilere ayristirilacak ve nihai evrede
icerik analizi yontemi ile ¢éziimlenecektir. Bu ¢alismanin en temel amaci COVID-19
salgininin Tirkiye’de goriilmeye baslamasiyla birlikte sosyal medyada yer bulan ve
giindem olusturan sdylemleri tespit etmek ve bu sdylemlerin igerik analizini yapmaktir.

2. Galismanin Tasarimi

Calismanin temel sorusunu cevaplamak icin elde edilen 6rneklem, Tiirkiye'de faaliyet
gosteren 3 Onemli yabanci basin kurulusunun (BBC, Independent, Deutsche Welle)
Twitter hesaplarinda COVID-19 ile ilgili 1119 paylasimi kapsamaktadir. 2006 yilinda
kurulan ve bir mikroblog platformu olan Twitter zaman icerinde en fazla kullanilan
sosyal medya platformlarindan biri haline geldi (Pew Research Center, 2015). 9.6
milyon kullanicisi ile Twitter, Tiirkiye’de en sik ziyaret edilen ilk 20 sayfa arasinda yer
almaktadir (TranslateMedia, 2020). Makalenin yazildigi tarih (18.04.2020) itibariyle @
bbcturkce’'nin 3,5 milyon, @dw_turkce’nin 617.6 bin ve @Turkishindy’nin 242.2 bin
takipcisi bulunmaktadir. S6z konusu 6rneklemlerin secilmesi, bahse konu mecralarin
Tiirkiye’deki takipg¢i sayilarinin yani sira giindem olusturma agisindan ciddi 6éneme
haiz olmalar1 nedeniyledir. Ilgili hesaplardan yapilan COVID-19 temali paylasimlar bir
arastirmaci tarafindan 6zel bir yazilim kullanilarak toplandi ve tarih siralamasina gore
diizenlendi. Verinin bir kismi (yaklasik 50 Twitter paylasimi) 3 arastirmaci tarafindan
bagimsiz olarak kodlanarak asagida agiklanan kodlama tablosu gelistirildi. Kodlamalarin
erken safhasinda verinin %10’luk kismi ikinci bir arastirmaci tarafindan da bagimsiz
olarak kodlandi. Kodlayicilar arasinda belirli bir tutarlilia erisebilmek icin kodlayici
glivenirligi testi uygulandi. Tutarlihik degerlerinin diisiik oldugu kategoriler yeniden
elden gecirildi ve kategorilerdeki degerlerin ne anlama geldigi daha aciklayici bir sekilde
kodlayiciya aktarildi. Kodlama asamasinda gorev alan kodlayicinin kendi yorumlarini en
aza indirmek icin hangi kategoride hangi degerin ne anlama geldigiyle ilgili kodlayiciya
yazil1 ve s6zll olarak bilgiler verildi.

2.1. Kodlamalar

Kodlamalarin ilk asamasinda indirilen paylasimlar Excel ortaminda kodlama tablolarina
aktarildi. Kodlama tablolar1 arastirma sorusuna uygun olarak hazirlandi ve 6n inceleme
sonrasinda gelistirildi. Kodlama tablosunda yer alan kategorilerin 6nemli bir kismi
daha once yapilan sosyal medya ¢alismalarindan uyarlandi (Lovejoy & Saxton, 2012;
Neiger, Thackeray, Burton, Thackeray, & Reese, 2013; Park, Reber, & Chon, 2016; Park,
Rodgers, & Stemmle, 2013).
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Ik olarak Twitter ozelliklerinin etkilesime etkisini belirlemek iizere basit tanimlayici
degiskenler kodlamada kullanildi. Twitter paylasiminin kendisinin de yer aldig1 her bir
satira, paylasimin hangi hesap tarafindan yapildigl, hangi tarihte yapildig: kag kez tekrar
paylasildig: (retweet) ve begenildigi bilgileri kodlandi. Daha sonra paylasimin odak noktasi
(Toplumla Ilgili ya da Kurumlarla Ilgili) kodland1. Odak noktasi toplumun COVID-19 ile
ilgili bilgilendirmeleri olan paylasimlar ilk gruba, odak noktasi ilgili kurumlarin toplumun
ve bireylerin sagligini ve bilgilendirilmesini hedefleyen paylasimlar ikinci gruba alindi.
Sonraki adimda paylasimlar Lovejoy ve Saxton'nun (2012) yaklasimindan esinlenerek
islevleri acisindan ti¢ gruba ayrildi: bilgi, elestiri ve 6vgi. COVID-19 salgini ile ilgili bilgi
paylasimi yapmay1 amaclayan paylasimlar “bilgi” islevi ile kurumlarin ve kisilerin salginla
ya da etkileri ile ilgili aldig1 ya da almadig1 kararlar1 ve icraatlarini elestiren paylasimlar
“elestiri” islevi ile ve kurumlarin ve kisilerin salginla ya da etkileri ile ilgili aldig1 kararlari
ve icraatlarini 6ven paylasimlar “6vgii” islevi ile kodlandi. Daha sonra her bir grupta yer
alan paylasimlarin géze carpan ilk konusu kodlandi. “Cerceveler” kategorinde konunun
hangi cerceveden ele alindig ile ilgili olarak her bir paylasima “Kamu, Ekonomi, Siyaset
ve Saglik” kodlarindan biri atandi. Son olarak ilgili literatiir ve COVID-19 salgin1 dikkate
alinarak paylasimlarin icerdigi risk algisi etkenleri belirlendi.

Risk iletisimi literatiirii risk bilgisinin nasil islendigini, risk algilarinin nasil
olusturuldugunu ve risk kararlarinin nasil alindigini tanimlayan 4 kuramsal modele
dayanmaktadir. (Covello, 1998; Covello & Sandman, 2001). Bunlar; Risk Algisi
Modeli (Risk Perception Model), Zihinsel Gilrilti Modeli (Mental Noise Model),
Olumsuz Baskinlik Modeli (Negative Domiance Model) ve Giiven Belirleme Modelidir
(Trust Determination Model).

Risk Algis1 Modelinde risk algisinin pek cok duygu tarafindan belirlendigine ve bunlarin
risk alg1 derecesini degistirdigine inanilmaktadir (Covello & McCallum and Pavlova,
1989; Slovic, 1987; Rogers, 1997; Wildavsky & Dake, 1990; Renn, Bums, Kasperson,
Kasperson, & Slovic, 1992). Buna gore korku, endise ve teror duygularini uyandiran
riskler uyandirmayanlara gore daha biiytlik olarak algilanmaktadir (Covello & McCallum
and Pavlova, 1989). Bu duygular, riske dair algilarin 6znel degerlendirmesine yol agarken
bireylerin davranislarini ve s6z konusu tehdide verdikleri cevaplar1 da belirlemektedir
(Guidry, Jin, Caroline, Messner, & Meganck, 2017). Benzer sekilde bilginin islenme
seklinin iletisimi nasil etkiledigiyle ilgili olan Zihinsel Giirtilti Modeli insanlarin stres
altinda bilgiyi nasil islediklerine odaklanmaktadir (Covello & McCallum and Pavlova,
1989). Zihinsel guriilti insanlar tehdit edildiklerini hissettiklerinde ya da ciddi endise
duyduklar1 durumlarda ortaya ¢ikmakta (Glik, 2007; J.Baron, C.Hershey, & Kunreuther,
2000) ve iletisim icin gerekli olan bilgi isleme, karar alma ve hafizaya alma gibi stirecleri
bozmaktadir (G.Cairns, Andrade, & MacDonald, 2013; Covello, Peters, & Wojtecki, 2001;
Glik, 2007). Bu tir olumsuz bilgi isleme stire¢lerinin neden daha baskin oldugunu
aciklamaya c¢alisan Olumsuz Baskinlik Modeli modern psikolojideki merkezi bir
onermeye dayanmaktadir: insanlar kayiplara (olumsuz sonuclara) kazang¢lardan (olumlu
sonuclar) daha fazla 6nem vermektedir (Maslow, 1970). Bu modelin stratejik risk iletisimi
uygulamalari agisindan 6nemi ise olumsuz bir mesajin daha fazla olumlu ve ¢6ziim odakh
mesajla dengelenmesi geregidir (Covello, 1998). Tim risk iletisimi stratejilerinin ortak
noktasi ise giiven duygusuna olan ihtiyactir (Renn, Bums, Kasperson, Kasperson, & Slovic,
1992; P. Slovic, 1999; Peters, Covello, & McCallum, 1997). Gliven Belirleme Modeline gore
kriz durumlarinda etkili iletisimin basaris1 giiven duygusuna baghdir, giiven duygusunun
tesis edilmesi 6nemli bilginin islenmesi ve hatirda tutulmasi ve dolayisiyla tavsiye
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edilen eylemlerin gerceklestirilmesi icin elzemdir (Covello, Peters, & Wojtecki, 2001;
B.]. Reynolds, 2009).

Yukaridaki risk iletisimi literatiirii dikkate alinarak yapilan kodlamalar neticesinde elde
edilen bulgular kodlamalarda yer alan degiskenlerin dagiliminin gosterilmesi i¢in siklik
sonuglari ile incelendi. Ayrica Excel’de pivot tablolar olusturularak kodlama kategorileri
iliskisel olarak da analiz edildi.

Bu calismada elde edilen 6rneklem, COVID-19 ile ilgili paylasimlarin kisith ve erken bir
donemini kapsamaktadir ve bu nedenle diyakronik olarak yapilacak gelecek ¢alismalarla
gelistirilebilir. Ayrica risk iletisimi acisindan bu calismada Tiirkiye’'de temsilcigi bulunan
pek cok yabanci haber ajans arasindan sadece 3 tanesi secilmistir. Ancak BBC, Independent
ve Deutsche Welle hem uluslararasi etkileri agisindan hem de Tiirk¢e hesaplarinin takipgi
sayisi acisindan temsil glict yliksek bir veri seti saglamaktadir.

3. Bulgular

Icerik analizinde calisma icin gelistirilen bir kodlama tablosu (Bkz. Ekler, Tablo 7)
kullanilarak Deutsche Welle Tiirkce, Independent Tiirkge ve BBC Tiirk¢e'nin Twitter
hesaplarindan yapilan COVID-19 salgini ile ilgili 1118 Twitter paylasimi incelend.i.
Paylasimlarin hesaplara gore dagilimi Tablo 1’de gosterilmektedir. Elde edilen bulgular
calismada kullanilan analitik kategorilerin sirasina gore sunulacaktir.

Tablo 1. Verinin Hesaplara Gére Dagilimi

Hesap Paylasim Sayisi

BBC Turkge 404

dw_turkce 326

Turkishindy 388

Genel Toplam 1118
3.1. Etkilesim

Sosyal medya araglari1 kullanicilara kendi aralarinda etkilesim imkani tanimasinin yani
sira kurumlarla da dogrudan diyalog kurabilme imkanini tanimaktadir (McAllister
& Spooner, 2009; Sommerfeldt, Kent, & Taylor, 2012). Teknolojik gelismelerin kriz
iletisimini nasil dontstiirdiiglinii inceleyen ¢alismalarinda Veil, Buehner, ve Palenchar
(2011) tarafindan yeni medya kullanicilarinin “ayni1 anda hem bilgi tiiketicileri hem de
bilgiye katki saglayanlar” olarak adlandirildig1 yukarida ifade edilmisti.

Etkilesimin tespiti konusunda sosyal medyanin iletisim calismalarina énemli bir katki
saglama potansiyeli bulunsa da bu tam anlamiyla gerceklesmis degildir (Alhabash &
Mcalister, 2014; Bortree & Seltzer, 2009; Lovejoy & Saxton, 2012). Twitter, kullanicilarina
diger kullanicilarla etkilesim icin iki secenek sunmaktadir: retweet ve begenme
(favoriting). Bu calismada her bir Twitter paylasiminin etkilesim skoru paylasimin
retweet sayis1 ve begenilme sayis1 toplami ile hesaplanmistir. Etkilesim skoru yiiksek
olan ilk 10 paylasimin hesaplara dagilimi asagidaki tabloda gosterilmektedir.
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Tablo 2. Paylasimlarin Etkilesim Skorlart

Etkilesim

Tweet Hesap Tarih Begeni | Retweet Skoru

Risk algisi

“Turkiye’'de en az 32 milyonun enfekte
olacagi tahmin ediliyor” “Bu 150 bin
ile 600 bin arasinda 6lim demek”

“En a... https://t.co/jIP13NY9EN

dw_turkce | 23.03.2020 | 9808 5781 15589 Tehlike

65 yas Ustl vatandaslara yardim amaciyla
kurulan “Vefa Sosyal Destek”

grubunda gérevli askerler, Van’in Edremit
ilc... https://t.co/mxpvNMyNDz

dw_turkce | 28.03.2020 | 8794 993 9787 Dayanisma

Turk Tabipler Birligi: “Hekimlerden aldigimiz
duyumlar, koronavirlis hastasi sayisinin

3 | aciklanandan daha fazla oldugu yéniinde” bbcturkce | 16.03.2020 | 6900 2700 9600 Guvensizlik
https://twitter.com/bbcturkce/
status/1239539389698650114

“100 kisiye test istiyorsak 1-2’sine yapiliyor”
Turkiye’deki mevcut durumu DW

Turkge’ye anlatan hekimler, hastanel...
https://t.co/Qbf5szdNJk

dw_turkce | 22.03.2020 | 5857 2900 8757 Tehlike

Ankara Blyuksehir Belediye Bagkani

Mansur Yavas, 6grenci evleri ve is

yerlerine Nisan’da fatura yansitiimayacagini...
https://t.co/JTKIoAMgYk

bbcturkce | 28.03.2020 | 4388 710 5098 Dayanisma

Saglik calisanlarina, itfaiyecilere ,
Polislere , Sipermarket ¢alisanlarina
Bizler evde kalirken bizi...
https://t.co/MIo89vkOHc

dw_turkce | 19.03.2020 | 4008 906 4914 Dayanisma

Her hastaneden bir kisi ne kadar test
yapildigini ve sonuglarini biliyor, bilgiler
dogrudan bakanhga génderiliyor....
https://t.co/HVkjshqoeF

dw_turkce | 24.03.2020 | 2919 1370 4289 Guvensizlik

Cerrahpasa Tip Fakiiltesi Patoloji Anabilim
Dali eski Ogretim Uyesi Prof. Dr.

Feriha Oz koronaviriis sebebiyle 87

yas... https://t.co/KwinKLgXT8

bbcturkce | 2.04.2020 3580 562 4142 Tehlike

Tarkiye’'de koronavirls ile nedeniyle
alinan énlemler hizlanirken milyonlarca
insan ise gitmeye devam ediyor.
Evden... https://t.co/RnjVxGmLVh

bbcturkce | 29.03.2020 | 2702 752 3454 Tehlike

Erzurum Valisi: Umreden déndukten
sonra karantinadan kacan 28

kisi Corum’da yakalandi bbcturkce | 17.03.2020 | 2700 638 3338 Onlem
https://twitter.com/bbcturkce/
status/1239951357848715271

10

Etkilesim skorunun diger analitik kategorilerle arasindaki iliskiye gelince, risk algisi
etkenleri acisindan en yiiksek etkilesim skoruna sahip paylasimin “tehlike” algisi
barindirdig1 gorilmektedir. Benzer sekilde 4, 8 ve 9 numarali paylasimlarda tehlike
algis1 baskindir. Bilgi isleme streclerinde olumsuz duygularin neden daha baskin
oldugunu agiklamaya calisan Olumsuz Baskinlik Modeli modern psikolojideki merkezi bir
onermeye dayanmaktadir: insanlar kayiplara (olumsuz sonuclara) kazang¢lardan (olumlu
sonuclar) daha fazla 6nem vermektedir (Maslow, 1970). Bu modelin stratejik risk iletisimi
uygulamalar1 agisindan 6nemi ise olumsuz bir mesajin daha fazla olumlu ve ¢6zim
odakli mesajla dengelenmesi geregidir (Covello, 1998). Yukaridaki tabloda etkilesim
skoru en ytuksek ilk 10 paylasimin dérdinde baskin risk algisinin “tehlike” ve ikisinde
“guvensizlik” oldugu, kalan 4 paylasimda ise olumlu ve noétr risk algisi (dayanisma ve
onlem) bulundugu dikkate alinirsa olumsuz baskinlik modelinin Twitter paylasimlarinda
gecerli oldugu distniilebilir Independent Tiirkce hesaplarindan konuyla ilgili
paylasimlarin diger iki hesaba gore daha az etkilesim skoruna sahip olmasini hesaplarin
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takipci sayilariyla aciklayabiliriz. Zira bu makalenin yazildig tarih (18.02.2020) itibariyle
@bbcturkce’'nin 3,5 milyon, @dw_turkce’nin 617.6 bin ve @TurkishIndy'nin 242.2 bin
takipgisi bulunmaktadir.

3.2. 0dak Noktasi

Bu kategoride Saglik Bakanhgi, Tabipler Odas, icisleri Bakanhgi vb. kurumlarla ilgili
paylasimlar “kurumla ilgili” olarak kodlandi. Odak noktasi toplumun ve bireylerin
sagligini ve bilgilendirilmesini ilgilendiren paylasimlar ise “toplumla ilgili” secenegi ile
kodlandi. Paylasimlarin odak noktasi dagilimina bakildiginda paylasimlarin %61’inin
(n=686) toplumla ilgili, %39'unun (n=432) ise kurumlarla ilgili oldugu anlasilmaktadir.

» Kurumlarla ilgili
= Toplumla ilgili

Sekil 1. Paylasimlarin Odak Noktast Dagilimi

Odak noktasinin hesaplara gore dagilimi asagida gosterilmektedir ve hesaplar arasinda
ciddi bir farklilik yoktur. Bu tabloya gore toplumla ilgili paylasimlara en fazla Independent
Tiirkce’de yer verilmistir. Toplamda %65 oraninda toplumla ilgili tweetlere yer veren
Independent Tiirk¢e’'nin kurumlarla ilgili paylasimlari ise %35 orami ile toplumla ilgili
paylasimlarinin yarisindan daha azdir. Ikinci olarak toplumla ilgili en fazla paylasimda
bulunan hesap BBC Tirkce olmustur. %60 oraninda toplumla ilgili tweet atan BBC
Tiirkce’de toplumla ilgili paylasimlar ve kurumlarla ilgili paylasimlar birbirine daha
yakin bir oran izlemektedir. DW Tiirkge ile BBC Tiirkge birbirine olduk¢a yakin sonuglara
sahiptir. DW Tiirk¢ce hesabindan %59 oraninda toplumla ilgili Tweet atilmistir. Bu kiigiik
oranla aradaki farkin ve toplumla ilgili paylasimlarin en az oldugu hesap DW Tiirkge olarak
tespit edilmistir. Her ne kadar toplumla ilgili paylasimlari kurumlarla ilgili igeriklerinden
daha fazla olsa da aradaki fark diger hesaplara kiyasla daha azdir.

60%; 243 65%;251
59%; 192
40%; 161
I 41%; 134 35%;137
bbcturkce dw_turkce Turkishindy

®m Kurumlarlailgili = Toplumla ilgili

Sekil 2. Paylasimlarin Odak Noktasinin Hesaplara Gére Dagilimi
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3.3. 0dak Noktasi ve islev Arasindaki iliski

Her li¢ hesabin COVID-19 ile ilgili paylasimlarinin odak noktasinin ekseriyetle toplumla
ilgili oldugu agiktir. Bu baglamda toplumun ve bireylerin saghgini ve bilgilendirilmesini
ilgilendiren iceriklerin ortaya konuldugu gortilmektedir. Bu nedenle hesaplarin hem
toplumla hem kurumlarla ilgili paylasimlarinin islevinin biiyiik oranda “bilgi” oldugu
tespit edilmistir. Kurumlarla ilgili paylasimlarda “elestiri” islevine de sik¢a yer verildigi
Sekil 3’ten anlasilmaktadir. Ovgii islevi ise her iki odak noktasi i¢in de oldukea diisiik
bir seviyede kalmistir. Bilgi veren tweetlerin %70’i toplumla, %30’u kurumlarla ilgidir.
Elestirel tweetlerin ise %65’i kurumlarla ilgili, %35'i ise toplumla ilgilidir. Ovgii icerikli
paylasimlarin %56 ile 6nemli bir kisminin kurumlara yonelik oldugu, %44’iiniin ise
toplum hakkinda oldugu goriilmiistiir. Ozetle, hesaplarin toplumla ilgili paylasimlarinda
bilgi islevinin 6n planda oldugu, kurumlar1 konu edinen paylasimlarinda ise bilgi ile
birlikte elestiri islevinin de oldukga yiiksek bir seviyede bulundugu goriilmektedir.

70%; 580
30%; 250
65%; 149
35%; 80
56%; 33 - 44%; 26
Kurumlarla ilgili Toplumla ilgili

W Bilgi mElestiri m Ovgii
Sekil 3. Odak Noktasi ve Islev Arasindaki Iliski

3.4. 0dak Noktasi ve Gergeve Arasindaki iligki

Daha dikkate deger bir bulgu odak noktasi ve gerceve kategorileri karsilastirildiginda
ortaya c¢ikmaktadir. Hesaplarin ilgili Twitter paylasimlari ekonomi, kamu, saglik
ve siyaset olmak tlzere 4 farkli cerceveye gore kodlanmistir. Buna gore toplumla
ilgili paylasimlarin 6nemli bir kisminin saghk ve kamu cercevelerinden ele alindigi
gorilmektedir. Kamuya ait paylasimlarin %73l toplumla %27’si ise kurumlarla ilgilidir.
Saglikla ilgili tweetlerin ise %84l toplumla ve %16’s1 kurumlarla ilgilidir. Yani toplum
sagliginin, salgin kapsaminda alinan idari tedbirlerin ve kamuyu ilgilendiren énlemlerin
on plana c¢ikarildigr gorilmektedir. Odak noktasi kurumlarla ilgili olan paylasimlarin
ise en fazla siyasi cerceveden aktarildiklari gorilmektedir. Siyasetle ilgili paylasimlarin
%80’i kurumlar1 ve yalmzca %20’si toplumu merkeze almistir. Simdiye kadar incelenen
kategorilere gore hesaplarin odak noktasi1 kurumlarla ilgili olan paylasimlarini daha ¢ok
siyasi ¢cerceveden ele aldig1 ve bu paylasimlarda bilgi ve elestiri islevlerinin baskin oldugu
gorulebilir. Toplumla ilgili paylasimlarinin ise kamu yonetimi ve saglikla ilgili konularda
bilgi vermek amaciyla paylasildiklar: goriilmektedir.
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84%; 311
73%; 287
80%; 197
27%; 108
63%; 69 16%; 58 20%; 48
. - 5 |
Kurumlarla ilgili Toplumla ilgili

M Ekonomi mKamu mSaghk o Siyaset
Sekil 4. Odak Noktasi ve Cerceveler Arasindaki Iliski

3.5. islev

Bu calismada COVID-19 ile ilgili paylasimlar islevlerine gore 3 gruba ayrilmistir; elestiri,
ovgi ve bilgi. Tim paylasimlarin islevlerine gore dagilimi asagida gosterilmektedir. Buna
gore incelenen hesaplarin en fazla (%74) bilgi islevi ile kodlanan paylasim ¢esidine
oncelik verdigi goriilmektedir. Bu oranm %21 ile elestiri takip etmektedir. Ovgii ise %5 ile
oldukea diisiik bir seviyede kalmistir.

= Bilgi
= Elestiri
= Ovgil

Sekil 5. Paylagimlarin Islev Dagilimi

Hesaplara gore islevlerin dagilimi asagidaki tabloda yer almaktadir. Tim hesaplarda bilgi
islevi en yogun iken, elestiri islevi ikinci ve 6vgii ticiinci sirada gelmektedir.
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85%; 329
75%;303
61%; 198
33%; 106
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Sekil 6. Paylasimlarin Hesaplara Gére Islev Dagilimi

Bilgi islevinin en yiliksek oldugu hesap Independent Tirkce olarak belirlenmistir.
Independent Tiirk¢e’'nin paylasimlarinin %85’i bilgi islevi ile kodlanirken %13’ elestiri
ve %2’si ovgl icermektedir. BBC Tiirkce’de paylasilan tweetlerin ise %751 bilgi, %18’
elestiri ve %7’si ovgl islevlidir. Tabloya gore DW Tirkce tweetlerinin %61’i bilgi,
%33’l elestiri ve %7’si ovgil agirliklidir. Buna gore elestiri islevi giiden paylasimlarin
en fazla (%33 ile) yer aldig1 hesabin DW_Turkce oldugu gorillmektedir. DW Tiirkce
paylasimlarinin 6nemli bir bdliminde saglik politikalarinin elestirilmesinde Tiirk
Tabipler Birligi'nden alint1 yapilmaktadir. Saghk politikalar ile ilgili alinan kararlardaki
“gec kalmishik” ya da “yanlishk”, asagidaki 6rneklerde gortlecegi tizere elestirinin temel
cercevesini olusturmaktadir:

e “Tiirkiye’de COVID-19 testinde ge¢ kalind1” Tiirk Tabipleri Birligi test konusunda
Saglik Bakanhgi'nin ge¢ kaldigini soyliiyor Uzmanlara gore koronaviriis salgininin
ontline gecilebilmesi icin test yapilan saglik kuruluslarinin artirilmasi sart #COVID19tr
https://t.co/u29Kw8MTil

e Kac saglik personeli hastalia yakaland: Tiirk Tabipleri Birligi'nden Saglik Bakani
Fahrettin Koca’ya Turkiye’de koronavirtse iliskin 19 soru https://t.co/pfoOwaplHv

Elestiri islevli paylasimlarin 6zellikle salginin ekonomik boyutu ve hiikiimetin ekonomi
politikalarina yogunlastig1 asagidaki 6rnek paylasimlarda goriilebilir;

e “Korona gelmeden 6nce de ciddi bir issizlik sorunu vardi. Bu salgin issizlik sorununa
tily dikmis oldu. Mevcut issizlerin yarisi kadar daha yeni issiz beklenebilir” Prof. Dr.
Sayan’a gore Tirkiye salgina issizlik acisindan kotii bir zamanda yakalandi. https://t.
co/rEDVqJ119f

o “Icinde bulundugumuz dénem, biitce agigini diisiinecek bir donem degil maalesef”
“Olagantisti donemlerde devletler elektrik, su, dogalgaz parasi almazlar” #Koronavirts
onlemlerinin maliyeti kamu kaynaklarindan karsilanamaz mi? DW #Haber’de.
https://t.co/60QxRHeb7g

BBC Tiirk¢e'nin elestiri islevli paylasimlar1 da DW Tiirkge ile konu olarak benzerlik
gostermektedir. Saglik, siyaset ve ekonomi baslica elestiri temalarini olusturmaktadir.
BBC Tirkge, sikg¢a iscilerle ilgili haberleri de giindeme getirmis, hem sehirdeki iscilerin
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hem tarim iscilerinin calisma kosullarn ile ilgili konular1 elestirel bir perspektiften
islemistir. BBC Tiirk¢e'nin bahsi gecen konulara dair 6rnek paylasimlar: asagidaki gibidir;

 Tirkiye’deki yogun bakim doktorlari anlatiyor: Koruyucu ekipman sorununun biiyiik
bir kismini astik ama isler ¢igirindan ¢ikmaya baslamis durumda. Diin hayatimda
gecirdigim en kotii glinlerden biriydi. Cok fazla hasta geldi, i¢clerinde geng hastalar da
vardi»https://t.co/qMQlphjm2p

e Koronavirts giinlerinde calismak zorunda olan iscilerin yasadigi problemlerden biri
de ulasim. BBC Tiirkge iscilerin bu donemde yasadig1 sorunlari arastirdi. https://bbc.
in/2XcTuLy https://t.co/iF60CXhg2L

e Tiirkiye’de koronaviriis ile nedeniyle alinan 6énlemler hizlanirken milyonlarca insan
ise gitmeye devam ediyor. Evden ¢alisilmas1 miimkiin olmayan sektorlerdeki isciler ve
esnaf hangi kosullarda ¢alisiyor? https://bbc.in/2yjd4eP

e Tiirkiye ekonomisinin koronaviriis salgininin yarattigi krizle basa ¢ikmasi i¢cin ne
yapilmali? https://t.co/8sNlgdaV3n

Independent Tiirk¢e’de elestirel haberlere daha ¢ok farkli parti baskanlarinin sézleri
araciigiyla yer verildigi anlasimaktadir. Hiikiimet elestirisinin parti baskanlarinca
giindeme getirilmesi Independent Tiirk¢e'nin haberlerine yansimistir. Ayrica sik sik
COVID-19 tedbirleri baglaminda hazirlanan infaz yasa tasarisina dair elestirilere de
rastlanmaktadir. infaz diizenlemesinin adil olmadig ve siyasi suclular1 da kapsamasi
gerektigi, biiyilk oranda HDP’li vekillerin ifadeleriyle haberlestirilmistir. Independent
Tiirkge’de bahsi gecen konulara dair elestiriler asagidaki 6rneklerde gortilebilir:

e Aksener: Kendi vatandasindan para isteyerek zedeledikleri itibari, Avrupa’ya
yardim ederek toplamaya calisiyorlar.
https://twitter.com/TurkishIndy/status/1247391844297854977

o HDP Grup Baskanvekili Bestas: Hayat cezaevine sigmaz, hukukun tstiinligi herkes
icin uygulanmalidir. https://twitter.com/TurkishIndy/status/1247973738831908867

e Tutuklu eski Hakkari Belediye Baskani Hatipoglu’'nun oglu: Annemi koronavirtisten
kaybetmek istemiyorum.
https://twitter.com/TurkishIndy/status/1244000055369043968

Elestiri islevli paylasimlarin tematik dagilimi Sekil 8'de gosterilmektedir. Buna gore
elestiri islevi en fazla siyasi temali iceriklerde 6ne ¢ikmaktadir. BBC Tiirkce ve DW
Tiirkce’'nin elestiri islevli tweetlerinin %52’si siyaset temalidir. BBC Turkge'nin elestirel
tweetlerinin ikinci sirasinda %26 ile saglik temasi, %15 ile kamu ve %?7 ile ekonomi
yer almaktadir. DW Tiirk¢e’'nin ikinci sirasinda ise %22 ile ekonomi, %16 ile saglik ve
%10 ile kamu bulunmaktadir. Independent Tiirk¢e'nin elestirel tweetlerinin %46’s1
siyasetle ilgili, %24'0 saglkla, %18’i ekonomiyle ve %12’si kamuyla alakalidir. Bu
baglamda DW Tirkge'nin salgina dair icerik liretirken en fazla elestiriye yer veren hesap
oldugu ve siyaseti merkeze alan paylasimlarinda yogun sekilde elestirel yorumlara
yer verdigi sdylenebilir.
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Sekil 7. Elestiri Islevli Paylasimlarin Tematik Dagilimi

Elestiri islevli paylasimlarinin 6rnekleri asagida gorselleriyle beraber verilmektedir.

= DW Tirkge @ @dw_turkce - 23s ¥
DW Tiirkge & @dw_turkce - 7 Nis i GO "Maliye Bakani'min 4,5 milyon aileye, biner lira yardim yapilacagini duyurmasi
“Korona tehdidi muhtemelen 3-5 ay icinde gececek ama ne yazik ki Turkiye'deki korkung sadaka yonetimi anlayiginin bir sonucudur”
ozgurluklerimiz Gzerindeki bask, tehdit ve yildirma girisimleri bitmeyecek”
Is¢i 6rgiitlerine gore, igsizlik sigortasi fonu ve adil bir vergilendirme
TBMM'deki yeni infaz diizenlemesinin gazeteciler i¢in daha zor bir donemi sisteminin hayata gecirilmesi gerekiyor
baslatacadi endisesi hakim By

Isciler hukametten kalici ¢&zom istiyor
Tarkiye'de pandemi doneminde gazeteci clmak Tarkiye'de hx:kumet kc})r_ona_wusle mucadele kap_sa_m!nda rne_.cldl yardim
yapilacak aile sayisini 4,5 milyona cikardi. Ancak isci Grgdtleri ve ...

Tarkiye'de koronavirlse iligkin haber ya da paylasimlan nedeniyle cok O

sayida gazeteci hakkinda yasal islem baglatildi. Yeni infaz dizenlemesini... ik

& dw

oo Q 18 1 78 Q 230 &

Gorsel 1. DW Tiirkce’nin Siyaset ve Ekonomi Cercevelerine Dair Elestiri Islevli
Haber Ornekleri: DW Tiirkce, 7 Nisan 2020 ve DW Tiirkge, 10 Nisan 2020
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WY @bbcturkce
HDP Es Baskani Mithat Sancar: iktidar salgini firsat gibi
gaorayor

Tlrk Tabipleri Birligi: Tlrkiye goz gére gdre enfekte hale
getirildi bbc.in/2WTymcZ
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BEME NEWS | TUrkge R

HDP'li bes belediyeye daha kayyum atandi
Icisleri Bakanligi karanyla Halklarin Demokratik Partisi'nin (HDP) Batman
Belediyesi ve Diyarbakirin Silvan, Lice, Ergani ve Egil ilce belediyesi dahil bes ...

& bbc.com
ErulPamn=1

Gérsel 2. BBC Tiirkce'nin Elestiri Islevine Hizmet Eden Twitter Paylagimlari:
BBC Tiirkge, 30 Mart 2020 ve BBC Tiirkce, 23 Mart 2020

Independent Turkish & v
9 Independent Turkish & b4 @Turkishindy

@Turkishindy

* Turkiye'de vaka sayisi arttikca vatandas hastanelere

Gelecek Partisi Genel Baskani Ahmet Davutoglu: basvuruyor

- Turkiye'de isler yanhs gidiyor, yanhs yonetiliyor # Koronaviriis testi yaptirmak isteyenler kuyruk
L ) ) olusturdu

< Simdiye kadar atilan adimlar gecikmeli atilmistir
# Dr. Sadi Konuk EJitim ve Arastirma Hastanesi’'nde
test yaptirmak isteyenlerin olusturdugu kuyruk havadan
gorintilendi

o Sireli ve sinirli sokaga cikma yasaginda teredduit
edilmemeli

independentturkish.com/node/152516

3.6. Cerceve

Bu calismada her bir paylasimin konuyu hangi tematik cerceveden ele aldigi dort
baskin gerceve kullanilarak kodlandi: ekonomi, siyaset, saglik ve kamu. Tim hesaplarda
COVID-19 ile ilgili paylasimlarin konunun ele alinis c¢ergevesine gore dagilimi
Sekil 8'de gosterilmektedir.
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= Ekonomi = Kamu = Saghk = Siyaset

Sekil 8. Paylasimlarin tematik cerceveye gére dagilimi

Sekil 8'de gosterilen dagilima gore paylasimlar agirlikh olarak saglik (%33) ve kamu
(%35) tematik cercevelerinden yapilmaktadir. Yani COVID-19 ile ilgili alinan kararlar,
uygulanan tedbirler ve bireylerin ve toplumun saghigi ile ilgili konular bu paylasimlarin
onemli bir kismini olusturmaktadir. Bununla beraber incelenen hesaplarin tim
paylasimlarinin %22’si siyaset ve %10’u ekonomi ¢cergevesinden yapilmaktadir.

Paylasimlarin tematik cercevesinin hesaplara gore dagilimi Sekil 9'da gosterilmektedir.
Buna gore BBC Tiirkce ve DW Tiirkce hesaplarinda benzer bir dagilim izlenirken
Independent Tiirkce'nin her ikisinden de farklilastigi goriilmektedir. BBC Tiirkce ve DW
Tiirkce’de en yogun kamu cercevesi islenmis, bunu sirasiyla saglk, siyaset ve ekonomi
takip etmistir. BBC Tirkge paylasimlarinin %34’t kamu, %31’i saglik, %27’si siyaset ve
%8’i ekonomi temalidir. DW Tiirk¢e’'nin paylasimlarinin da benzer sekilde %36’s1 kamu,
%?27’si saglik, %23l siyaset ve %14’li ekonomi cercevelerinden yapilmistir. Independent
Tirkce’de ise paylasimlarin tematik olarak en sik %40 oram ile saglik cercevesinden
yapildig1 gorilmektedir. Bu orani sonrasinda %36 ile kamu, %15 ile siyaset ve %9 ile
ekonomi izlemektedir.

40%; 157
34%; 137 36%; 140
31%;125
36%; 118
27%; 111
27%; 87
23%;76
15%; 58
14%; 45
8%; 31 9% 33
bbcturkce dw_turkce Turkishindy

H Ekonomi mKamu mSaghk © Siyaset

Sekil 9. Tematik Cercevelerin Hesaplara Gore Dagilimi
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3.7. Risk Algisi

Bati Nil Viriisii salgininda risk iletisimini inceleyen Covello ve ark. (2001) Kkriz
donemlerinde korku, giivensizlik ve ofke gibi giiclii olumsuz duygularin etkili iletisime
engel oldugunu hatirlatmaktadir. Nitekim COVID-19 gibi yliksek diizeyde belirsizligin
ve endisenin hakim oldugu uluslararasi saglik krizlerinde sosyal medyada dolasan
yaniltict haberler (dezenformasyon) saglikli bir kriz iletisiminin 6niindeki engellerin
basinda gelmektedir. Bu durumlarda risk iletisimi belirsizligi kabul ederek ve giiven insa
ederek topluma deger kazandirabilir (Palenchar and Heath 2007) ve kurumlarin halkla
iliskilerine topluma 6nemli mesajlar1 ulastirmada ve olumsuz duygularla bas edebilmede
ciddi anlamda destek olabilmektedir. Bu ¢alismada COVID-19 paylasimlar: 6 risk algisi
etkeni ile kodlanmis, herhangi bir risk algisina rastlanmayan paylasimlar bos (N/A)
birakilmistir. Buna gore risk algisi etkenlerinin tiim hesaplara gore dagilimi asagidaki
figlirde yer almaktadir.

Umit

1% Givensizlik

P

= Dayanisma = Giivensizlik = Magdurlar ~ N/A = Onlem = Tehlike = Umit
Sekil 10. Risk Algist Etkenlerinin Tiim Hesaplara Gére Dagilimi

Buna gore paylasimlarda en fazla 6ne ¢ikan risk algis1 etmeninin %43 ile “6nlem” oldugu
anlasilmaktadir. Toplumla ya da kisilerle ilgili alinan tedbirleri ilgilendiren paylasimlar
onlem Kkategorisinde degerlendirilmistir. Sonrasinda ise en yiiksek oran %18 ile
“magdurlar” kategorisine aittir. Benzer bigimde risk algisi ile ilgili olarak tehlike (%17) ve
giivensizlik (%8) kategorilerinin de ytliksek oranda oldugu goriilmektedir. Tlim mesajlarin
yalnizca %11’i dayanisma mesaji iletirken %?2’si notr olarak kabul edilmistir. Tiim bunlara
mukabil risk algisi etmenleri agisindan en disiik oran %1 ile limit kategorisindedir.
Bu ac¢idan bakildiginda pandemi déneminde kriz iletisimi agisindan biiylik 6nem arz
eden toplumsal direnci giliclendirecek igeriklerin liretimi olduk¢a diisiik seviyelerde
gerceklesmistir. Sekil 10’da gortilebilecegi lizere oransal agidan giivensizlik ve tehlike
kategorilerinin dayanisma ve limit gibi olumlu mesaj ileten kategorilerden fazla olmasi
dikkate degerdir. Nitekim etkilesim skorunun diger analitik kategorilerle arasindaki
iliskiye yakindan bakildiginda, risk algisi etkenleri a¢isindan en yiiksek etkilesim skoruna
sahip paylasimin “tehlike” algisi oldugundan daha 6nce bahsedilmisti. Asagida risk algisi
etkeni “Onlem” olarak kodlanan 6rnek paylasimlar goriilebilir:

e BBC Tiirkce: Istanbul’da taksi plakasi kisitlamasi  bugiin  basladu
https://t.co/zXDvjHadx8 https://t.co/JLGsx5cbRv
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e Independent Tiirkce: Adalet Bakani Giil: Adliyelerde ve noterlerde nobet sistemine
gecildi. https://twitter.com/TurkishIndy/status/1242216301705248771

e DW Tirkce: “Koronavirus salginina karsi getirilen sokaga ¢ikma kisitlamalari
Istanbul’da: toplu tasima kullanimini1 % 82,7 azald. https://t.co/WKAEECjEvq”

Risk algisinin ikinci sirasinda ise giinliik vaka sayilari, yasamini yitirenlerle ya da hastaliga
yakalananlarla ilgili paylasimlari igeren “magdurlar” bulunmaktadir. Hesaplarin ilgili risk
algisini tasiyan o6rnek paylasimlari asagida yer almaktadir:

e BBC Tiirk¢e: COVID-19 tedavisi i¢cin hastanede bulunan Fatih Terim taburcu edildi.
https://t.co/Owuclgplvc https://t.co/Fpppl5g8eY

e Independent Tiirkge: Saglik Bakani Koca, Bilim Kurulu iiyelerinden birinin
koronaviris testinin pozitif ¢iktigini agikladi. https://twitter.com/TurkishIndy/
status/1246119515429232640

e DW Tirkge: “Tirkiye’de ilk kez #koronaviriis salgin1 nedeniyle bir kisi hayatini
kaybetti Ulkedeki vaka sayis1 da 47’den 98’e yiikseldi... https://t.co/Mu5SEpJWOv”

Uciincii sirada yer alan “tehlike” etkeni ise magdurlarla oldukga yakin bir orana sahiptir.
Salginin neden oldugu korku, endise, tehdit ve tehlike iceren duygularla ilgili paylasimlar
“tehlike” risk algisi olarak kodlanmistir. Bunlarin 6rnekleri ise su sekildedir:

e BBC Tiirkce: Koronaviriis: Hekimler ve saglhik gorevlileri glivenli kosullarda
calisabiliyor mu? https://t.co/e7V78NF2RG”

e Independent Tiirkge: Basak Demirtas: “Personeliyle, tutuklusuyla cezaevindeki
insanlar koronaya terk edilmis durumda” https://twitter.com/Turkishindy/
status/1240422242753736704

e DW Tiirkge: “163 milyar lira biitce a¢ig1 olan Tiirkiye bu krize hazirliksiz yakaland1”
https://t.co/LREVVUfA55”

Dordiincii olarak ise salginin etkilerini hafifletmek icin gosterilen yardimlasmaya dair
paylasimlarin yer aldig1 “dayanisma” gelmektedir Hem Tiirkiye’'nin baska iilkelerle
olan dayanisma adimlarini hem de Tirkiye’de gerceklesen dayanisma ve slreci
kolaylastirma faaliyetlerini iceren paylasimlar bu bashk altinda kodlanmistir. ilgili
ornekler asagidaki gibidir:

o BBC Tiirkce: istanbul Valiligi maddi durumu iyi olmayan 65 yas ve iistii vatandaslara
ulastirilacak 50 bin gida kolisinin yola ¢iktigini agikladi. https://t.co/MEWLFOIUOT

e Independent Tiirkge: BDDK’dan koronavirtis karar1: Kredi 6demelerindeki
gecikmelere esneklik taninacak.
https://twitter.com/TurkishIndy/status/1239958053098840073

e DW Tirkge: Tiirkiye, Libya'ya ve bolgede gorev yapan Tirk egitim, is birligi ve
danisma timlerine de saglik malzemesi gonderdigini agikladi. https://t.co/oYpEIUgnSQ

Sorumlu kurumlarin ya da Kisilerin salginla ilgili agiklama ve icraatlarina duyulan
glivensizligi konu edinilen paylasimlar “gilivensizlik” risk algis1 etmeni olarak kabul
edilmistir. Risk algis1 siralamasinda besinci sirada yer alan “glivensizlik” kategorisine ait
orneklere asagida yer verilmistir:

e BBC Tiirkce: TTB: Aciklanan COVID-19 vaka sayilar1 ve oliim sayilar1 arasinda
paralellik yok. https://t.co/tAWbLZQ2F8 https://t.co/wEoCiFAekK
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e Independent Tiirkce: Kadin Dernekleri Federasyonu Baskani Giilli'den infaz
diizenlemesi tepkisi: Siyasi tweet atan ¢ikamayacak, karisinin yiiziine kezzap atan
cikacak https://twitter.com/Turkishindy/status/1247288221790130176

nn

o DW Tiirkge: “Diinya Saghk Orgiitii’'niin tavsiyesi Tiirkiye’de hice sayild
e Hikiimetin koronaviriisle miicadelede ikinci bilim kuruluna da saglik meslek
orgutlerinden temsilci almamasi tartismalara yol acti. https://t.co/8wCuXaE39W”

6. sirada ise herhangi bir risk algisina rastlanmayan “Notr” paylasimlar bulunmaktadir.
Bunu arada kiiciik bir farkla “iimit” kategorisi takip etmektedir. lgili “limit” icerikli
paylasim ornekleri su sekildedir;

e BBC Tiirkge: Saglik Bakani Fahrettin Koca: 60 yas tlzeri iki hasta iyileserek taburcu
oldu https://bbc.in/2y8N6dS

e Independent Tiirkge: Inonii Universitesi'ndeki plazma tedavisinde olumlu
sonug: Kovid-19 hastasinda iyilesme goriildi. https://twitter.com/TurkishIindy/
status/1248556645212356608

e DW Tiirkce: “Turkiye’de salginin hizinin Mayis sonu gibi azalacagl iimidimiz var ama
kesin yargida bulunmak miimkiin degil” https://t.co/IWQfFO9GwuQ”

Hesaplara gore risk algisi etkenlerinin dagilimi ise asagidaki figlirde gosterilmektedir.
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Sekil 11. Risk algisi etkenlerinin hesaplara gére dagilimi

Bu calismada belirlenen risk algisi etkenleri kiiresel bir salgin saglik sorununda ortaya
cikabilecek etkenlerdir. Bu baglamda 6nlem ve magdurlar ile ilgili etkenlerin fazlalig
olaganken, tehlike ve guivensizlik risk etkenlerinin mevcut krizi daha da derinlestirdigi
soylenebilir. Bu baglamda, ¢alismanin devaminda giivensizlik ve tehlike risk algilarini
iceren her bir hesaptaki ornekler, kriz iletisimi acisindan 6nem arz etmekte ve nelerin
yapil(ma)masi gerektigine dair de ipucglar1 vermektedir.

Sekil 11’e gore BBC Tuirkce %49 orani ile en fazla “6nlem” risk algisi iceren paylasimlara
yer vermistir. Bunu ikinci sirada %18 ile “tehlike” risk algisi takip etmistir. %17 orani ile
lclinci sirada yer alan “magdurlar” risk temasini sirasiyla dayanisma (%10), giivensizlik
(%5), notr (%1) ve tmit (%0,49) takip etmektedir. A¢ik¢a goriilmektedir ki tehlike ve
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guivensizlik gibi olumsuzluk iceren risk algisi etkenleri olumlularla dengelenmemektedir.
Hatta 6rneklerde oldugu gibi 6nlem ve magdurlar risk algisini iceren kimi paylagimlarin da
olumsuz mesajlar ilettigi hesaba katildiginda olumlu mesaj ileten risk algisi etkenlerinin
oraninin oldukea diisiik oldugu séylenebilir.

@ EBBC News Tiirkge € @bbcturkee - 10 Nis ~
R Tirkiye'de #koronaviriis hastalarina bakan yogun bakim doktorlan neler
BBC News Tiirkee & v yasiyor? ,
Ry ©bbcturkee “"Hasta sayimiz artinca depodan 1980, 1985, 1990 yapim, ekrani bile
olmayan, manuel cevirmeli solunum cihazlan cikardik, hangileri calisiyorsa
onlar kullaniyoruz.”

TTB: Agiklanan COVID-19 vaka sayilari ve dliim sayilari

BAEE NEWS | TOrkgE

Tirkiye'de yogun bakim doktorlar koronavirls salgini sirasinda neler ya...
Ankara, [zmir ve Istanbul'daki biyik kamu hastanelerinde gérev yapan li¢
yogun bakim uzmani koronaviris salginiyla beraber neler yasadiklanni ...
& bbc.com

Gorsel 4. BBC Tiirkge’nin Glivensizlik ve Tehlike Risk Algilarina Dair
Ornekleri: BBC Tiirkgce, 8 Nisan 2020 ve BBC Tiirkgce, 10 Nisan 2020

DW Tiirkge’de de benzer bir siralama oldugu gériilmektedir. Ik sirada %37 orani ile
biiyiik farkla 6nlem yer almis, bunu sirasiyla %22 ile tehlike, %14 ile magdurlar, %13
ile givensizlik, %11 ile dayanisma, %?2 ile notr ve %1 ile timit takip etmistir. Giivensizlik
risk algisinin en yogun gorildiigii hesap DW Tiirkge olmustur. Kiiresel salgin gibi ciddi
bir krizde, krizin derinlesmesine neden olacak “glivensizlik” algisinin bu denli 6n plana
cikartilmasi ise dikkate degerdir.

DW Tiirkce €& @dw_turkce - 9 Nis v
@ "Kirli bilgi ortamindan istifadeyle internetin tamamen kontrol altina
alinabilecegi bir Tirkiye'ye dodru hizla ilerliyoruz. Totaliter rejim kendini
DW Tiirkge & @dw_turkce - 8 Nis N acikca gdsteriyor”
@n Saglik Bakanhigi'min Covid-19 slumlerini DSO'niin nerilerine gore
raporlamadigini savunan Turk Tabipleri Birligine gtre, Turkiye'de bazi Koronayla milcadele kapsamindaki yasa paketine sosyal medyanin da

koronavirts kayiplan "dodal 8lim" olarak kayda geciriliyor eklenmesi elestiriliyor

Einstellunoes- INnscagr™a

100 -
[ <]

FacelbBook Google

-

TTB: Bakanlk korona élimlerini dogru raporlamiyor Sosyal medyaya kusatma

Saghk Bakanhdi'min Covid-19 élimlerini Dinya Saghk Orgdtd'nin Tuarkiye'de hukimet koronavirlisle micadele kapsamindaki yeni yasal
dnerilerine gére raporlamadigini savunan Tirk Tabipleri Birligi, bazi ... duzenleme paketine sosyal medya aglarini da dahil etti. Tasan sosyal ...
& dw.com & dw.com

Gorsel 5. DW Tiirkge’nin Giivensizlik ve Tehlike Risk Algilarina Dair
Ornekleri: DW Tiirkge, 8 Nisan 2020 ve DW Tiirkge, 9 Nisan 2020

Independent Tiirk¢e'nin paylasimlarinin diger iki yayin organina gore farklilik gosterdigi
risk algis1 temalarindaki siralamadan anlasilmaktadir. Diger hesaplarda oldugu gibi
birinciligin %43 orani ile “6nlem” algisina ait oldugu listede sirasiyla %22 ile magdurlar,
%11 ile dayanisma, %10 ile tehlike, %8 ile glivensizlik ve %3 ile esit oranlarla notr ve iimit
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algilarini iceren paylasimlar takip etmektedir. Salgin bir hastalik durumu ile ilgili yapilan
paylasimlarin 6nlem, saglik ve dayanisma algilar1 etrafinda yogunlasmasi Independent
Tirkce’yi incelenen diger hesaplardan ayristirmaktadir. Buna mukabil, glivensizlik ve
tehlike gibi kategorilerde Independent Tiirkge'yi diger iki hesaptan ayiran bir husus, her
iki risk algisinin muhalif parti liderleri tarafindan yapilan aciklamalar ile sekillenmis
olmasidir. Pandemi siireci ile ilgili alinan 6nemlerin, elestirilmesinin gerekliligi bir yana
devamli surette yeni bir 6neri ile muhalefet edilmesi ve bu aciklamalarin bu hesapta daha
fazla 6n plana alinmasi dikkat gekmektedir.

Independent Turkish £ v
9 Independent Turkish & v @Turkishindy

@Turkishindy
Turkiye'deki koronavirlis salgininda 3 farkl senaryo:
Haziran sonunda vaka sayisi 3,5 milyonu asabilir

OZEL HABER | Bakanlik 28 Mart'ta 16 dliim duyurdu,
ayni tarihte e-Devlet'teki veriye gére istanbul'da
koronaviriisten 6len sayisi 20

Turkiye'deki koronavirUs salgininda 3 farkl senaryo: Haziran sonunda
Tirkiye'de yeni tip koronavirls (Kovid-19) salginin hizla yayillmasiyla vaka ve 6l
sayilan da artis gosteriyor. Turkiye'de ilk koronavirils vakanin agiklandidi 11 Mart ...

Bakanlik 28 Mart'ta 16 6lim duyurdu, ayni tarihte e-Devlet'teki
Cin'de ortaya ¢ikan ve Turkiye'de de etkisini gosteren koronavirts nedeniyle 11
" 'n bu vana anlik aelismeler. vaka savilan. vapilan testler ve 6lim bilaileri ...

Gorsel 6. Independent Tiirkce’nin Giivensizlik ve Tehlike Risk Algilarina Dair Ornekleri:
Independent Tiirkge, 29 Mart 2020 ve Independent Tiirkce, 26 Mart 2020

& indyturkish.com

COVID-19 salgini ile alinan ve uygulanan tedbirlerle ilgili olan 6nlem risk algisi etkeninin
en sik olmasi ve dayanisma etkeninin de tiim hesaplardaki birbirine yakin dagilimi olumlu
bir bulgudur. Ancak tehlike ve giivensizlik alg1 etkenlerinin timit etkenine baskinlig: risk
algis1 iletisimi acisindan dikkate deger bir olumsuzluk arz etmektedir. Risk bilgisinin
nasil islendigini, risk algilarinin nasil olusturuldugunu ve risk kararlarinin nasil alindigini
tanimlayan risk algis1i modeline gore risk algisinin pek ¢cok duygu tarafindan belirlendigine
ve bunlarin risk alg1 derecesini degistirdigine inanilmaktadir (Covello, Peters, & Wojtecki,
2001; Slovic, 1987; Rogers, 1997; Wildavsky & Dake, 1990; Renn, Bums, Kasperson,
Kasperson, & Slovic, 1992). Buna gore korku, endise ve teror duygularini uyandiran
riskler, uyandirmayanlara gore daha biiyiik olarak algilanmaktadir (Covello, Peters, &
Wojtecki, 2001). Bu duygular, riske dair algilarin 6znel degerlendirmesine yol agarken
bireylerin davranislarini ve s6z konusu tehdide verdikleri cevaplar1 da belirlemektedir
(Guidry, Jin, Caroline, Messner, & Meganck, 2017). Etkilesim kategorisinde en yiiksek
etkilesim skoruna sahip paylasimlarin ‘tehlike’ risk algisi etkenini icerdigini soylemistik.
‘Glivensizlik’ etkeni iceren paylasimlarla birlikle ele alindiginda ‘tehlike’ algisinin
etkilesimin daha yiiksek cikacagi ortadadir. Bu iki etkenin risk iletisiminde saglikh bilgi
isleme ve bununla ilgili karar alma stirecine de tesir ettigi ilgili literatiirde yer almaktadir.
Zira Guiven Belirleme Modeline gore kriz durumlarinda etkili iletisimin basarisi giiven
duygusuna baghdir, giiven duygusunun tesis edilmesi 6nemli bilginin islenmesi ve
hatirda tutulmasi ve dolayisiyla tavsiye edilen eylemlerin gerceklestirilmesi icin elzemdir
(Covello, Peters, & Wojtecki, 2001; Reynolds, 2009).
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4. Sonuc

COVID-19 pandemisi, 2020 yilinin Mart ayinda ilk vakanin goériilmesiyle birlikte
Tiirkiye'’yi etkisi altina almis ve kisa silirede tiim giindemi belirleyen bir konu olmustur.
Siire¢ icerisinde vaka sayisindaki yasanan nispi artis ve hastaligin tedavisinin
belirsizligi, siiphesiz toplumda bir korku ve panik havasinin dogmasina neden olmustur.
Ingiltere’nin siirecin basinda hastaliga karsi dogal bagisiklik yolunu tercih ederek
vatandaslarini korumaya yonelik bir adim atmamasj, Italya ve ispanya’da saglik alt yapisi
ve tedbirlerin yetersizligi nedeniyle 6liim oranlarinin oldukga yiliksek olmasi, ABD’'nin
onlemler konusundaki gevsek tavri ve saglik hizmetlerindeki aksakliklar bu kaygilarin
temelini olusturmustur.

Tirkiye ise tim bu olumsuz o6rneklerin aksine siirecin basindan itibaren salginla en
etkin ve basarili miicadele eden tilkelerden biri olmustur. Gerekli 6nlemlerin zamaninda
alinmasi, saglik sisteminin basarili bir sekilde islemesi, devletin siireci kolaylastirmaya
yonelik ekonomi ve kamu politikalarinin yani sira siire¢ icerisinde uygulanan kriz iletisimi
ile salgin 6nemli 6l¢tide kontrol altina alinmistir. Bir¢ok tilke ile karsilastirildiginda daha
basarili yiritilen bu siire¢ farkli yabanci medya organlarinin Tiirkge servislerinde
oldugu gibi yer almamistir. Bu makale, DW Tiirkge, BBC Tiirkge ve Independent Tiirk¢ce’'nin
15 Mart-10 Nisan 2020 tarihleri arasinda Tiirkiye’de koronaviriis ile ilgili Twitter
paylasimlarinin analizini sunmakta ve verilere dayali bir analiz icermektedir.

Oncelikle hesaplardan paylasilan tweetlerin %61 gibi biiyiik bir kisminin toplumla
ilgili oldugu tespit edilmistir. Kurumlarla ilgili toplam paylasim %39 olmasina ragmen
bu paylasimlari olusturan toplam 432 tweetin 149’u elestiri ve yalnizca 33 tanesi ovgi
icermektedir. Islev olarak bakildiginda da i{i¢ mecra icin incelenen tiim tweetlerin %74’
bilgi verirken %21’i elestiri ve %5’i 6vgl iceren paylasimlara yer vermistir. Elestirinin
en yiiksek oldugu mecra ise DW Tiirkce (%33) olarak tespit edilmistir. Her iic mecra da
hiikiimeti ekonomi, siyaset ve saglik politikalar1 ekseninde elestiren paylasimlara yer
vermistir. Genel olarak stirecle ilgili hiiklimeti vaka ve 6liim sayilarinda seffaf davranmama,
glivenilir bir bilim kurulu olusturmama, infaz yasasi diizenlemesinde adil davranmama,
belediyelerin yardim toplamasina engel getirildigi iddialar1 ve pandemi stireci bahane
edilerek WhatsApp, Youtube gibi internet aracglarinin denetimi noktasinda otoriter bir
egilim gelistirme gibi konu ve iddialar iizerinden elestirmislerdir. BBC Tiirk¢ce’de saglik
personellerinin olumsuz kosullarda c¢alistigi ve salginin boyutunun oldukg¢a ytliksek
oldugu gibi kotlimser senaryolarla birlikte hiikiimetin ekonomi politikalarina ve is¢ilerin
calisma kosullarina dair elestiriler 6n plana ¢ikarken, DW Tiirk¢e salgin déneminde
hapishanelerin durumu ve infaz yasasi diizenlemesinin siyasi suc¢lulara uygulanmamasi
noktasinda elestirilere agirlik vermistir. Ayrica saglik politikalarinda yanhsliklar ve ge¢
alinan kararlar oldugu iddialarini da elestirel bakis acilari ile derinlestirmistir. Elestirinin
en diisiik oldugu Independent Tiirkce, sik sik farkl siyasi figiirlerin hiikiimete yonelik
elestirilerini glindeme getirmistir. Haberlerin kapsami daha ¢ok Tiirkiye’nin bu siireci
yonetmek icin ne gibi tedbirler aldig1 ve ne tiir ¢alismalar yaptigir yoniinde olmustur.
Genel tabloda dikkat ¢eken nokta cezaevlerindeki durum ve infaz yasasi iizerinde ¢ok
duruldugu ve HDP’li siyasetgilerin sdylemlerinin 6ne ¢ikarilmasi olmustur. Zaman zaman
Babacan ve Davutoglu'nun siireg ile ilgili elestirel agiklamalarina da (htikiimetin aldig1
kararlarin yanlis ve yetersiz oldugu) yer veren Independent Tiirk¢e, bu yontiyle BBC
Tiirkge ve Deutsche Welle’den ayrismistir.

Mecralarin paylasimlarinda 6ne c¢ikan bir diger hususa risk algis1 kategorisinde
rastlanmistir. Kodlama i¢in belirlenen toplam 7 farkl risk algisi seceneginden “tehlike”
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ve “glivensizlik” gibi olumsuz duygu ve davranislara neden olabilecek risk algisina hizmet
eden iceriklerin orani dikkat cekmektedir. Risk algisinda en fazla igerik %43 orani ile
“Onlem” ve sonrasinda %18 ile “magdurlar” olarak kodlanmisken bunu sirasiyla tehlike
(%17), dayanmisma (%11) ve giivensizlik (%8) takip etmistir. Umit veren (%1) ve nétr (%2)
olan tweetlerin sayisi ise oldukga diisiik bir seviyede kalmistir. Toplamda kodlanan 1118
tweetin 481 tanesi onlem, 200 tanesi magdurlar, 185’i tehlike, 120’si dayanisma, 93t
guvensizlik, 22 tanesi notr ve 17’si imit olarak kodlanmistir. Yukarida da ifade edildigi
gibi en fazla etkilesim alan tweetler icerisinde giivensizlik ve tehlike kategorilerinin
varligi dikkat cekmektedir. Mecralarin ayri1 ayr1 risk analizlerine bakildiginda en
fazla giivensizlik (%13) ve tehlike (%22) iceren paylasimin DW Tiirkce’ye ait oldugu
belirlenmistir. BBC Tiirkce %18 orani ile tehlike mesaj1 iceren paylasimlara ikinci sirada
en fazla yer veren mecra olmusken bunu %10 ile Independent Tiirk¢e takip etmistir.
Guvensizlik kategorisinde en fazla tweete yer veren DW Tiirkce’yi %8 ile Independent
Tiirkce ve %5 ile BBC Turkge takip etmistir.

Mecralarin ayr1 ayri risk algisi karsilastirmasinda goze ¢arpan orneklere bakildiginda
BBC Tiirk¢e'nin Tiirk Tabipler Birligi agiklamalari 1s181nda vaka sayilarinin agiklanandan
yuksek olduguna dair giivensizlik algisini isledigi goriilmektedir. Ayrica kimligi
belirsiz doktorlarla yapilan réportajlarla yogun bakim servislerinde ekipman sorunun
oldugu ve servislerin hasta yogunlugunu kaldiramadig1 gibi tehlike hissi uyandiracak
paylasimlara da rastlanmaktadir. DW Tiirkce de BBC Tiirkece ile benzer tehlike, korku
ve giivensizlik temalarin1 haberlestirmistir. Saglik Bakanlig1 verilerine dair glivensizlik
iceren mesajlarin paylasimi seffaflik elestirisi ve internet kullanimina dogrudan bir
devlet miidahalesi ile otoriterligin artacag iddialar1 mecranin ana tehlike ve giivensizlik
temalarini olusturmaktadir. Tehlike ve glivensizlige dair risk algisi ise karsilagtirmali
olarak bakildiginda en diisiik Independent Tirkce’de goriilmiistii. Buna mukabil
sik sik HDP, iyi Parti, CHP, Gelecek Partisi ve DEVA Partisi baskanlarinin elestirilerini
paylasan mecra, yayinladii 6zel haberlerle vaka sayilarinda tutarsizlik oldugu
yoniindeki iddialar ile giivensizlik uyandiracak mesajlar1 takipgilerine iletmistir. Resmi
duyurular1 ve onlemleri iletmenin yani sira 6zellikle “Koronaviriise karsi miicadeleyi
en 6n cephede veren hekimler tiikenmek tizere: Ayn1 hekim hem normal hastaya hem
koronavirtislii hastaya bakiyor” gibi “6zel haber” statiisiindeki igerikler ile de oldukca
karamsar bir tablo ¢izmistir.

Nihayetinde giivensizlik ve tehlike tweetleri siire¢ icerisinde krizi yoneten yetkililerin
aciklamalari ile ters diisen ve yetkililerin agiklamalarini kamusal diizlemde tartisilir kilan
aciklamalardir. Bu tip i¢eriklerin tiretilmesi ve sosyal medyada dolasima sokularak ciddi
etkilesim yaratilmasi, kriz iletisimi ve siire¢ yonetimi ac¢isindan risk barindirmaktadir.
Yapic elestirilerde bulunmak ve aksakliklarin diizeltilmesi icin mevcut sorunlara egilmek
basin-yayin araglarinin gorevlerindendir. Ancak pandemi gibi insan saghgini ilgilendiren
bir konuda kiiresel dl¢cekte ciddi olumsuzluklar yasanirken, teyit edilmemis iddialar ve
spekiilasyonlar tizerinden giivensizlik ve tehlike odakl iceriklere agirlik verilmesi, bilgi
kirliligine (infodemi) neden olmakta ve kriz anlarinda toplum saghg icin gerekli olan
otoriteye gluiveni sarsmaktadir.
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Extended Abstract

The COVID-19 pandemic has gripped life globally in 2020. This process, which countries
aim to overcome with the least damage via an effort involving different strategies, has
attracted the attention of global public opinion. Thanks to its swift response to the
pandemic with early measures and a robust public policy Turkey, like Germany and Japan,
has been successful in its fight against the disease. Undoubtedly, the unfolding of the
pandemic, which concerns the whole society, has been at the center of media attention,
both traditional and new, whose primary function of informing the public has been more
significant during the process.

In this study, Twitter messages of Turkish accounts of the BBC, the Deutsche Welle, and
the Independent between March 15 to April 10, 2020, on the coronavirus have been
examined. The retrieved data were analyzed via content analysis and the findings were
compared quantitatively and evaluated in terms of their role in risk communication.

First of all, it has been determined that 61% of the tweets shared from the accounts are
related to society. The total of messages about institutions is 39%, 149 of the 432 tweets
that make up these posts contain ‘criticism’ and only 33 of them contain ‘praise’. In terms
of function, 74% of all tweets examined through three accounts aims to give information,
while 21% included comments containing criticism and 5% praise. The account with
the highest rate of ‘criticism’ content is DW Turkish (33%). All three accounts feature
posts criticizing the government in terms of economy, politics, and health policies.
In general, they criticize the government related to the process, such as not being
transparent as to the number of announced cases and deaths, not establishing a reliable
scientific board, not acting fairly in the regulation of the executive law, allegations that
the municipalities are prevented from collecting aid, and using the process as a pretext
to establish an authoritarian approach to the control of internet tools such as Twitter,
WhatsApp, and YouTube.

Another issue that stands out in the messages of the 3 accounts relates to the risk
perception category. Among 7 different risk perception factors identified for coding, the
rate of content serving the risk perception that causes negative emotions and behaviors
such as “danger” and “insecurity” draws attention. The most frequently coded risk factor
is “precaution” with 43% and then “victims” with 18%, followed by danger (17%),
solidarity (11%), and insecurity (8%). The number of hope (1%) and neutral (2%)
tweets remained at a very low level. Of the 1118 tweets coded in total, 481 were coded
as ‘precaution’, 200 as ‘victims’, 185 as ‘danger’, 120 as ‘solidarity’, 93 as ‘insecurity’, 22 as
‘neutral’, and 17 as ‘hope’. As stated above, the presence of distrust and danger categories
among the most interacted tweets draws attention.
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Looking at the outstanding examples in the comparison of risk perception of different
accounts, it is seen that the BBC Turkish singles out the perception of insecurity. This is
pertinent to BBC tweets arguing that the number of cases is higher than what government
announces, because of the numbers stipulated by the Turkish Medical Association. This
is intensified through interviews with unidentified doctors, who are claiming that there
is a shortage of equipment in intensive care units and the services cannot handle the
patient density, as well as posts that create a sense of danger. The DW Turkish also report
similar themes of danger, fear, and insecurity to those of the BBC Turkish. Distrust of
numbers announced by the Ministry of Health, criticism of transparency, and claims that
authoritarianism will increase with direct state intervention in internet use, constitute
the main themes of danger and mistrust risk factors.

All in all, distrust and danger tweets are statements that contradict the statements of the
authorities managing the crisis in the process and make the statements of the authorities
debatable at the public level. The production of such content and the creation of serious
interaction by circulating it on social media pose risks in terms of crisis communication
and management of the pandemic. While such serious adversities are experienced on a
global scale in processes that concern human health, such as a pandemic, the production of
insecurity and danger-oriented content also undermine the information flow (infodemia)
and trust in authorities.

Keywords: Coronavirus, Social Media, BBC Tiirkge, DW Tiirkce, Independent Tiirkge,
Content Analysis.
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0z

Ingiliz Kiiltiirel Cahsmalar Ekolii'ne gére medya kapitalist sistemin en etkin ideolojik
kurumlarinin basinda gelmektedir. Ideolojik olarak isleyen medya iletilerine kars
bireyler pasif degil, kendi anlamlarini olusturabilme yetilerine sahip 6znelerdir. Bu
calismada bireylerin medyadan aldiklar1 mesaji dogrudan kabul eden pasif izleyiciler
olmadig1 varsayimi ile Halk TV’de 26.04.2019 tarihinde yayinlanan “Medya Mahallesi”
adli haber programinin ekonomi bélimiyle ilgili alimlama analizi yapilmistir. Ekonomi
b6limiiniin sec¢ilme nedeni arastirmanin yapildig: tarihlerde iilke giindeminde ekonomi
ile ilgili konularin biiyiik bir yer tutmasidir. Ornekleme, farkl sosyo-ekonomik ozelliklere
sahip yedi izleyici dahil edilmistir. Arastirma kapsaminda program izleyicilerle birlikte
evlerinde izlenilmis ve ardindan derinlemesine miilakat yapilmistir Programin
izlenilmesinin ardindan katilimcilara programin izleyicilerde biraktigi izlenimleri 6l¢mek
amaciyla onceden hazirlanmis sorular sorularak derinlemesine goriismeler yapilmistir.
Elde edilen sonuglar izleyicilerin medyadan aldiklar1 mesaji dogrudan kabul eden pasif
bireyler olmadig1 varsayimini dogrulamistir. Katilmcilar medya organinin kendilerine
iletmek istedigi mesajin farkindadir. Calisma katilimcilarin medya mesajini alimlamasinda
ideolojik, sosyolojik ve ekonomik konumlarinin etkili oldugunu ortaya ¢ikarmistir.

Anahtar Kelimeler: Gazetecilik, Kiiltiirel Calismalar, ideoloji, Alimlama Analizi.
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Abstract

According to the British Cultural Studies Tradition, the media is one of the most effective
ideological institutions of the capitalist system. As opposed to ideologically functioning
media messages, individuals are not passive but subjects who have the ability to create
their own meanings. In this study, with the assumption that individuals are not passive
viewers who directly accept the message they receive from the media, a reception
analysis has been made regarding the economy section of the news program “Medya
Mahallesi”, broadcast on Halk TV on 26.04.2019. Seven viewers with different socio-
economic characteristics were included in the sampling. Within the scope of the research,
the program was watched at home with the audience and then an in-depth interview was
made. The results obtained confirmed the assumption that audiences are not passive
individuals who directly accept the message they receive from the media. Participants
are aware of the message that the media organ wants to convey to them. The study
revealed that the participants’ perception of the media message was influenced by their
ideological, sociological and economic positions.

Keywords: Journalism, Cultural Studies, Ideology, Reception Analysis.
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Girig

Medya izleyicilerinin alimlama stireglerinin analizine yonelik alimlama ¢alismalari
Stuart Hall'iin kodlama-kodagimi kuramina dayanmaktadir. Ingiliz Kiiltiirel Calismalar
Ekoli’'nilin en 6énemli isimlerinden biri olan Hall medyanin kapitalizmin en etkin ideolojik
kurumlarindan biri oldugunu soyler. Medyanin ideolojik yapilanmasi, hegemonik séylemin
pekismesini beraberinde getirir. Dogallastirilan ideoloji kitle iletisim araglar1 araciligiyla
topluma aktarilir. Medya ideolojik konumunu gizleyerek, dogal ve baglantisiz bir sdylemle
anlamlarin kitleye aktarimini saglarken, egemen giiclerin degerlerini mesrulastirici bir
islev ytklenir. Yine de anlam lizerine gerceklesen miicadele ¢ogu zaman kazananin ve
kaybedenin degisim gosterdigi bir denge icerir. Bu dengede kimi zaman iktidar kimi zaman
da halk sdylemi baskin gelebilir. Modern toplumlarda medya bu dengenin en 6nemli
garantorlerinden biri konumundadir.

Stuart Hall'in ‘kodlama-koda¢imi’ kavrami, medyanin tiim ideolojik isleyisine ragmen,
bireylerin kendi 6ncelikleriyle anlam diinyalarini insa etmesi acisindan 6nemlidir. Hall'e
gore medya merkezlerinden belli bir ideolojiyi gozeterek aktarilan iletiler kimi zaman
yeglendigi sekilde, kimi zaman tartismali kimi zaman da muhalif bir sekilde agimlanabilir.
Yeglenen okumada egemen ideolojinin istedigi sekilde bir kodacimi gergeklestirilirken,
tartismact okuma metnin miizakere edilmesini, hem direnissel hem de uyumsal bir
kodagimini isaret eder. Muhalif okumada ise aktarilan ideolojik mesajin farkinda olan
okurun, bilincli bir sekilde aktarilan mesaji reddi s6z konusudur. Yani egemen ideolojinin
tlim arzusuna ragmen, bireyler kendilerine gonderilen mesajlari yeglendigi sekilde degil,
kendi ideolojileri dogrultusunda agimlayabilirler (Hall, 19994, s. 204).

Bu model o6zellikle televizyondan aktarilan mesajlara siklikla uyarlanmis ve belli
profesyonel ideolojiler ekseninde hazirlanan iletilerin ¢ogu zaman ¢ogul anlamlar
icerebilecegini gozler 6niine sermistir. Medya profosyonelleri ustalikla ideolojik amaglarini
gizleyerek iletilerini gizlemelerine karsin, halk da kendi anlam diinyasinda bu mesajlari
reddedebilme yetenegine sahiptir. “Program yapimcilart izleyicileri belli anlamlari
yeglemeye 6zendirmek igin tiim kodlama beceri, yetenek ve bilgilerini kullanabilirler ama
kod a¢imi edilgin degil, etkin bir siire¢ oldugu icin bu ‘yegleme’ kodlayicilarin iktidarinin
bir giivencesi degil, bir iktidar girisimidir; yani kod agimi sirasinda izleyicinin pazarliga
oturacagi bir tekliftir’ (Mutlu, 1994, s. 220).

Hall'in modeli, 6zellikle televizyon programlarinin toplum tarafindan nasil algilandig:
noktasinda 6nemli ipuglar1 sunar. Giicii kaynaga atfeden bir iletisim modelinden, giicii
hedef kitleye veren bir bakis acisiyla sekillenen modeli, halkin se¢gme 6zgiirliigline vurgu
yapar. Medya metinlerinin toplum nezdinde nasil algilanacaginda esas belirleyici olan
nasil sunuldugu degil, halkin onu nasil algiladigidir. Dolayisiyla metinler her zaman
planlandigindan farkl algilanabilme tehdidiyle karsi karsiyadir.

Bu ¢alismada Halk TV'de 26.04.2019 tarihinde yayinlanan “Medya Mahallesi” adl1 haber
programinin ekonomi béltimdiyle ilgili alimlama analizi yapilmistir. Yedi katilimciyla ayr1
ayr1 gerceklestirilen program seyrinin ardindan katilimcilarin programla ilgili animsama
ve alimlamalarini belirlemek tizere derinlemesine goriismeler yapilmistir. Katiimcilarin
yorumlari, icinde bulunduklari ideolojik, sosyo-ekonomik ve bireysel faktorler ile birlikte
analiz edilmistir. Calismanin kuramsal kismi alimlama arastirmalarinin sik¢a kullanildigi
ingiliz Kiltiirel Calismalar Ekolii ile sinirh tutulmustur. Bu sinirlamanin nedeni medya
metinlerine yonelik bir alimlama analizi olmasidir.
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ingiliz Kiiltiirel Galismalar Ekolii ve Tarihsel Temelleri

Kiiltiirel Calismalar 1964’te Birmingham Universitesi biinyesinde yer alan Cagdas Kiiltiirel
Arastirmalar Merkezi'nde temellenen ve kiiltiiriin yasadigi degisimi sorgulayan bir grup
entelektiielin ¢abalariyla diinyaya yayillmistir. Richard Hoggart, Edward P. Thompson,
Raymond Williams ve Stuart Hall ekoliin en énemli teorisyenleridir. Kiiltiirel ¢alismalar
farkli sosyal bilim disiplinlerinden yararlanarak; kiiltiir izerine ¢alisan bir grup sosyal
bilimcinin birlikteligini isaret eder. Bu ylizden ¢ogu zaman inter-disipliner hatta multi-
disipliner olarak tanimlanmaktadir.

Williams, Kiiltiir ve Toplum kitabinda sosyal bilimcilerin Kkitleleri asagiladiklarini,
dolayisiyla kendileri disindaki bir ‘kiitle’ olarak tanimladiklarina dikkat ¢ekerek su tespiti
yapar: “Kitle olduk¢a komplike bir terimdir. Kendimizi, arkadaslarimizi, is arkadaslarimizi
ve yakin ¢cevremizi kitle olarak gérmeyiz de kitleleri hep ‘digerleri’ olarak tanimlamaktan
hoslaniriz. Kitle sézciigii daima ‘6tekini’ cagristirir. Baska insanlar da bizleri kitle olarak
tanimlarlar. Kitleler diger insanlardir. Aslinda kitleler yoktur, sadece insanlart kitleler
olarak gérme bicimleri vardir” (Williams, 1993, s. 16). Williams’a gore, kiltur siradandir:
Baslangi¢c noktamiz bu olmalidir. Her insan toplulugunun kendine ait sekil, amag ve anlamlari
vardir. Her insan toplulugu bunlari kurumlarda, sanatlarda ve oOgretilerle ifade eder”
(Williams, 1980, s. 4).

Raymond Williams, Ingiliz Kiiltirel Calismalar Ekolii'niin Bati Marksizmiyle; &zellikle
Gramsci, Voloshinov ve Althusser’in diisiinceleriyle iliskilenmesinde son derece 6nemli
bir rol oynamistir. Ornegin “Marksizm ve Edebiyat’ta Gramsci'den hareketle kendi
hegemonya kuraminin ana hatlarini sunmustur (Williams, 1990). Hegemonyanin ve
kitlelerin belirli bir diizene rizalarinin hi¢cbir zaman nihai ve tartisilmaz olmadigini
soyleyen Williams, hegemonik pratiklerin zengin ve celiskili dogalar1 oldugunu
vurgulamistir. Williams'in hegemonya analizi daha sonraki yillarda Hall ve diger isimler
tarafindan gelistirilmistir.

Stuart Hall ekoliin bir diger 6énemli teorisyenidir. ideoloji ve kiiltiir arasindaki iliskiye
odaklanan Hall’e gére Marx'in sinif miicadelesi kavrami, modern toplumlarda yeniden
gozden gecirilmeli ve bagimli siniflarin etkinligi géz ard1 edilmemelidir. “Ekonomi-politik
yaklasiminin anlam i¢in girilen miicadelede sdyleyecek sozii olmadigini” kabul eden Hall’a
gore, bu yaklasimin “ideolojinin toplumsal ézneleri nasil inga ettigi ya da onlari toplumsal
ve siyasal pratiklerle iliskili olarak nasil konumlandirdigina iliskin hicbir fikri yoktur”
(Hall, 1997, s. 95). Hall'a gore, “siradan insanlar kiiltiirel aptallar olmadiklarina gore,
poptiler kiiltiir bicimlerinde kendi hayatlarina iliskin gerceklerin nasil temsil edildiginin
de farkindadirlar” (Ozbek, 1994, s. 89). Hall medya metinlerinin anlamlar iizerindeki
miicadeleyi, kiiltiirel bir miizakere olarak goriir ve kimi zaman giicliiniin, kimi zaman da
zayifin kendi okumalarini yapabilecegini iddia eder. Dolayisiyla kiiltiirel alan da bagimh
siniflarla, egemen siniflarin bir miicadele alanidir ve bu gerilimin hi¢bir zaman mutlak
galibi bulunmamaktadir.

Hall kitle iletisim arastirmalarinda 1940’lh yillardan baslayarak, 1960’lara kadar
egemenligini koruyan “ana akim” Amerikan davranis¢i yaklasimdan “elestirel” yaklasima
gecisin cok onemli bir doniisiim oldugunu vurgular. Hall'a gére ana akim ve elestirel
yaklasim arasinda hem kuramsal bakis acilar1 hem de siyasal tavirlari agisindan derin bir
ucurum vardir. ki yaklasimi birbirinden ayiran en énemli noktalardan biri ise ana akim
yaklasimlar goézlemlenebilir davraniglara ve davranis degisikliklerine odaklanirken; elestirel
yaklasimin odagina ideoloji ve egemen iktidar iliskilerini almasidir (Hall, 1999b, s. 78).

116 Erciyes iletisim Dergisi | Ocak/January 2021 Cilt/\Volume 8, Sayi/Issue 1, 113-128



Hakki Akgiin, Emel Arik ingiliz Killtiirel Calismalar Ekoli ve Medya Mahallesi Haber Programinin Alimlama Analizi

Kiiltiirel Calismalar, kavramlarin anlamlari ve iliskileri tizerinde yogunlasmakta, anlamlari
belirlemeye calismaktadir. insanlar, yalmizca anlam yapilarindan yararlanmamaktadir;
insanlar diinyaya anlam verdikleri ve eylem yaptiklar stirece anlam sistemlerinden,
kiltirel farkhilik modellerinden, semalardan ya da yorum repertuvarlarindan
yararlanmaktadirlar. Bu nedenle birincil olarak yorum, anlam soéylemi ya da yapilari
icin eylemin ya da konusma esaslarinin nasil kullanildig1 arastirilmaktadir. Realite,
insanlarin giinliik yasamlarinda yoneldikleri anlam yorumu ve yorum kurallar ile
ilintilendirilmektedir. Realite insanlar i¢in anlamlar araciligi ile kurulmaktadir. Yasam ve
sosyal etkinlikler, kural olarak isaretleme siirecine bagimlidir; bu anlamlarin, dil sistemi
araciligiyla ortaya konulmasidir (Alver, 2011, s. 244).

Kiiltiirel Gahigmalar ve Medya Analizleri

Kiiltiirel Calismalar Ekolli 6zellikle modern toplumlarda ideolojinin roliinii sorgulamis
ve farkli ideolojik geleneklerin kiltiirel pratikleri nasil olusturdugu tlizerinde durmustur.
Oncesinde izleyiciler ya da okuyucular egemen séylemin etkisinde giidiip-yonetilebilen
bir konumdayken, siradanlig1 ve dogallig1 olumlayan Kiiltiirelciler ile birlikte etkin izleyici
yaklagimi giindeme gelmis ve ¢ogul okumalar kiiltiirel haritada yerini almistir. Ozellikle
Stuart Hall ve ardindan gelen David Morley, Ilen Ang gibi isimler medya ideolojileri yerine
izler kitlenin kendilerine aktarilan mesajlari nasil alimladiklari tizerinde durmuslardir.

70’li yillar boyunca semiyolojinin etkisi ve ideoloji teorisi kiiltiirel ¢alismalarin medya
analizlerindeki yonilinii belirleyen en temel kavramlar olmuslardir. Bu yaklasim, temel
olarak Hall'lin “Encoding/Decoding” modeline dayanir. Kuram, her ne kadar televizyon
diistiniilerek formiilize edilmisse de farkh bir kitle iletisim aracina da uygulanabilir.
Bu teoriye gore, alicilar satir aralarin1 okuyabilir, hatta mesajin amaglanan yo6niinii
tersine dondiiriir ve bozabilir. Hall’a gore, egemen soylemler icinde kodlanan metinler,
izleyici tarafindan tercih edilen anlamin tersi yonde okunabilir (Hall, 2005). Bu makale
merkezin bir¢ok arastirmasini televizyona yonlendirmis ve “etkin izleyici” teorisinin
olusmasini saglamistir. “Bu yaklasim 80°li ve 90’li yillarda medya metinlerinin dizilerde,
romanlarda, haberlerde ve eglence programlarinda anlam olusturma stirecini actklamaya
yonelik ¢calismalarina kaynakhk etmistir. Bu calismalar, hegemonik sdylemin olusmasinda
medyanin oynadigi rolii isaret ederken, ayni zamanda hakim séylemi izleyicilerin hangi
noktalarda zaafa ugratabildigini de gozler 6niine sermektedir” (Casey, Casey, Calvert,
French, & Lewis, 2002, s. 19).

Hall'in makalesinin ampirik acidan ilk sinanmasi ingiliz arastirmac David Morley’in
Nationwide izleyici alimlama 6l¢ciimi ¢alismasiyla gerceklesmistir. Morley ve ardindan
Fiske’in calismalarinda Hall'iin etkisi apacik goriinmektedir. Morley BBC'de yayinlanan
bu haber programinin iki farkli versiyonunu, 29 farklh egitim ve statii diizeyine sahip 2 ile
13 arasi kisiden olusan kii¢iik gruplara seyrettirmistir. Bu calismayla Morley, izleyicilerin
anlam tretimleri ile mevcut kiiltiirel konumlar1 arasindaki baglantiy1 ve 1rk, cinsiyet,
siif gibi kiltiirel faktorlerin tiiketim pratiklerine nasil yansidigini ortaya ¢ikarmaya
calismistir. Calisma Hall'in de gortslerine paralel olarak metnin farkli baglamlarda ayni
sekilde okunamayacag1 varsayimini sinamayi amaclar. Morley’e gore, “iletilen mesajin
izleyici nezdindeki potansiyel anlamlarini anlayabilmek icin izleyicilerin kiiltiirel anlam
haritalarina ihtiyacimiz vardir. Bu harita mesajin gonderildigi cesitli kiilttirel gondergeleri
ve farkli katmanlarda farklilik gésterecek sembolik kaynaklari bize sunar. Bu sayede mesajin
anlam tiretimi ve metin icerisindeki kodlarin izleyiciler tarafindan yorumlanmasi stireci
daha iyi kavranabilir” (Morley, 1986, s. 486). Morley, Hall’'iin ¢calismalarini takip ederek,
izleyicilerin kod a¢im siirecine cesitli faktorlerin etki ettigini ileri siirer. Bu faktorler; sinif,
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cinsiyet, yas, tecriibe, kiiltiirel kimlik ve mesaj alim anindaki konumlanmadir. “Morley’in
calismast sonucunda gériilmektedir ki, grup tiyeleri arasinda 6nemli farkliliklar olmasina
ragmen, metni okuma ve yorumlamada grup ltyeleri arasinda ¢ok az gériis ayriligi ortaya
ctkmistir” (Turner, 1992). Bu da, her metnin farkli baglamlarda mutlaka farkl okunacagi
teorisini mutlak dogrulamayan, fakat izleyicinin de iletisim siirecindeki konumunun
sadece “pasif tiiketici” olmadigini imleyen bir sonugtur. Morley, aktarilan iletilerin
farkl sekillerde kodagimina ugratilabilecegini ve farkli okuma potansiyellerine sahip
oldugunu dile getirmektedir.

Kiiltiirel calismalar igerisinde medya mevcut iktidar iliskileri ve yoneticilerin hegemonya
tesisi icerisinde ele alinmakta olup, metinsel yapilasma, metin igerisinde farkl
soylemlerin tesisi, eklemlenme stiregleri, izleyicinin okuma ve medya icerigini tiiketim
pratikleri gibi konular lizerine odaklanilmaktadir. Kiiltiirel Calismalar’a gelinceye kadar
Marksist elestirel gelenek icerisinde medya metinleri daha ¢ok liretim asamalart ile ilgili
olarak diisiiniilmiis ve hem aracci yaklasim igerisinde hem de ekonomi politik yaklasim
icerisinde bu metinlerin okuyucusu olan birey ve gruplar baslica arastirma konusu
olmamistir (Inal, 1996, s. 43). Kiiltiirel Calismalar’a kadar medya metinlerini alimlayan
kitlenin gli¢siizliigiinden dem vurulmus ve dayatilan ideoloji karsisinda savunmasiz
oldugu varsayilmistir. Kitleye ve kiiltiire ytikledigi anlamla Kiltiirel Calismalar; metnin
esas anlaminin tiiketilme aninda ortaya ¢ikacagini ileri siirmiis ve kitlenin kendi 6zgtr
secimini yapabilme yetisine sahip bireylerden olustugunu imlemislerdir. Kltiirel
Calismalar, medyanin ekonomi politi§ine yogunlasmak yerine medya metinlerinin
ideolojik ve dilsel yapisina ¢ok daha fazla dikkat ¢ekmis; izleyicileri medya karsisinda
pasif bireyler olarak goren anlayisin yerine daha aktif konumda olan bir izleyici anlayisini
ortaya koymustur. Kiiltiirel calismalar gelenegi icinde yapilan bir dizi metin analizi hangi
soylemlerin medya metinlerinde hegemonik ideoloji dogrultusunda yeniden tretildigini
ve hangilerinin muhalif tarzda okunarak ters ¢evrildigini, metin analizleri yoluyla ortaya
cikarmaktadir (Arik, 2004).

Medya Mahallesi Programinin Aimlama Analizi

Calismanin analiz bélimiinde ilk olarak 26.04.2019 tarihinde yayinlanan Medya Mahallesi
adli haber programinin alimlama analizi yapilarak programda iletilmek istenen temel
kodlar degerlendirilmis ve ardindan katilimcilarin programla ilgili farkli kod agimlari
analiz edilmistir.

Aragtirmanin Yontemi

Son yillarda sosyal bilimler alaninda 6n plana ¢ikan alimlama analizi, gondericinin aliciya
ilettigi mesajin kodagimi esnasinda hangi anlamlar baglaminda agimlandigini kesfetmeye
calisan bir arastirma yontemidir. Stuart Hall'in kodlama-kodagimi modelinden
temellenen alimlama analizlerinde, izleyicilerin kendilerine aktarilan iletileri nasil
anlamlandirdiklar1 iizerine durulmakta, izleyici aktif olarak konumlandirilmaktadir.
Hall'in yeglenen, tartismaci ve muhalif olarak tanimladig1 farkli okuma bigimlerini
somutlastirarak ortaya koymayr amaclayan alimlama analizi, izleyicilerin 6zgiin
algilama bic¢imlerini ortaya ¢ikarmasi a¢isindan alana dinamizm kazandiran yontemlerin
basinda gelmektedir.

Alimlama, izleyenlerin medya iletileriyle ilgili yorumlari, kod agimlamalari, okumalari,
anlam turetimleri, algilar1 ya da kavrayislarina isaret eden genel bir kavramdir (Seker,
2009, s. 106). Alimlama analizinde anlamin aktif olarak sosyal aktorler tarafindan
yapilandirildigi diistiniiliir. Bu anlamda igerik, bireylerin belli bir hikayeyi ya da metni nasil
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yorumladiklarini belirlemez. Bilton’a gore anlam tretimi onun tiiketimini gerektirmez
(Bilton vd., 2008). Daha ziyade c¢ok degisik sosyal ve kiiltiirel faktorler yorumlamayi
belirler (Seker & Tiryaki, 2013, s. 201). Jensen ve Rosengren’e gore alimlama analizi,
medya mesajlarini kiiltiirel ve umuma yo6nelik sekilde sifrelenmis sdylemler olarak gortir,
izleyiciler ise anlam tiretiminin vasitalaridir (Jensen & Rosengren, 2005, s. 66). John Fiske
de izleyiciyi kendi anlamlarini iireten bir 6zne olarak goriir ve alimladig1 eylemin yazari
oldugunu ileri stirmektedir (Fiske, 1999, s. 49).

Alimlama analizi geleneksel iletisim arastirmalarinda belli degiskenlerle az ya da ¢ok
diizenli bir bicimde gerceklestigi varsayilan alimlama siirecini, daha karmasik ve etkin bir
siirec olarak kavramsallastirmis, izleyicilerin anlam tiretim silirecinde anlam {iretimine
fiillen katildiginmi belirterek iletisim arastirmalarinin asal kategorisi olarak alimlayicilari
one ¢ikarmistir. Bu sayede alimlama analizi “etkin izler kitle” kavraminin izinden giderek,
izleyicileri medya mesajlarinin tiiketicisi konumundan anlamlarin treticisi konumuna
getirmistir (Mutlu, 1994, s. 20).

Bu calismada okurlarin trettikleri anlamlar1 kesfetmek amaciyla her goériismeciyle
derinlemesine milakat yapilmis ve onlarin iletilen mesajlardan ne anlamlar c¢ikardig:
sorgulanmaya c¢alisilmisti. Calismada izleyicilerin medya metinlerini alimlama ve
animsamalarini tespit etmek icin Halk TV’de yayinlanan Medya Mahallesi adli haber
programinin ekonomi ile ilgili bolimu sec¢ilmistir. Bu konunun secilme nedeni ilgili
donemde Tiirkiye ekonomisinde sorunlarin artmasi ve dolayisiyla iilke giindeminin
yogun olarak ekonomi konularindan olusmasidir. ilgili programin mevcut siyasi iktidara
mubhalif olmasi, ideolojik bir boyutunun bulunmasi ve aktardigi mesajlarin Stuart Hall'un
“kodlama kodag¢imi” kurami ¢ercevesinde farkl sekillerde okunabilme ihtimalinin olmasi
orneklem olarak sec¢ilme gerekgelerini olusturmaktadir.

Adalet ve Kalkinma Partisi hiikumetine muhalif bir yayincilik yapan Halk TV'de
yayinlanan Medya Mahallesi adl1 haber programi ekonominin derinlemesine tartisildigi
bir program oldugu diisiincesi ve bireyin muhalif yayin organlarindaki yayinlar1 nasil
alimladiklarini 6l¢glimlemek amaciyla tercih edilmistir. Medya Mahallesi her sabah saat
11.00’de yayinlanan ve genellikle giindemdeki konular tizerine yayin yapan bir haber
programidir. Programin 26 Nisan 2019 tarihinde yayinlanan boliimi Youtube adli video
izleme sitesinden yedi katilimcinin evlerinde onlarla birlikte izlenmistir. Izleme bittikten
sonra katilimcilarin tiimiiyle bireysel olarak derinlemesine goriisme gerceklestirilmistir.
Ayarca, katihmcilarin kimlik bilgileri, arastirma etigi dogrultusunda metin boyunca
kodlanarak belirtilmistir (Katilimci 1: K1).

Izleme 6ncesinde programda aktarilanlar ile ilgili soru formu olusturulmus, katilimcilarin
programin igerigini animsama ve alimlamasi saptanmaya cahisimistir. Katilimcilara
sorulan gesitli sorularla programi yeniden anlatmalari istenmis, konuk se¢imi, akillarinda
kalan en 6nemli bilgi ve programin aktardig1 mesaj gibi basliklarla programin alimlanma
ve animsanma boyutu analiz edilmistir. Ayrica, Medya Mahallesi programi ve Halk TV’nin
izlenme ya da izlenmeme durumu sorgulanmistir. Katilimcilara tilkedeki ekonomik
durum ile ilgili diisiinceleri, kisilerin ekonomik durumlarindaki degisim ve hiikumetin
ekonomi konusunda “olumlu” veya “olumsuz” icraatlariyla ilgili sorular sorulmustur.
Bu sorularin sorulma nedeni arastirmaya katilan izleyicilerin programi izledikten sonra
urettikleri anlam ile kisisel ekonomik durumlar:1 ve diisiincelerinin uyusma diizeylerini
tespit etmektir. Arastirmaya dahil edilen bireylerin farkli egitim, yas, cinsiyet ve sosyo-
ekonomik gruplardan olusmasina dikkat edilmistir. Katilimcilar, is¢i, memur, turizmci,
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ogrenci, ev hanimi, esnaf ve emekli gibi genis bir meslek grubunu olusturmaktadir.
Egitim duzeyleri ilkokuldan tiniversite egitimine kadar uzanmaktadir. Dort erkek ve ti¢
kadindan olusan katilimcilarin yaslar1 23-59 araligindadir. Katihmcilarin aylik gelirleri
1000 ile 23000TL arasinda degisim gostermektedir. Orneklemin farkl sosyo-demografik
ozelliklere sahip bireylerden olusturulmasinin nedeni izleyicilerin turettigi anlam ile
sosyal konumlar1 arasinda baglanti kurulabilecegi diisiincesidir. Arastirmaya dabhil
edilen katihmcilarin ideolojik ve sosyo ekonomik 6zellikleri asagida yer alan tablodaki
gibidir (Tablo 1):

Tablo 1. Katilimcilarin ideolojik ve sosyo ekonomik ézellikleri

Kod Cinsiyeti Yasi | Egitim diizeyi | Meslegi Aylik geliri ::"(‘;'I“ete
Katiimcer 1 Erkek 37 Universite Turizmci 23000TL Olumsuz
Katiimei 2 Kadin 23 Universite Ogrenci 1000TL Olumsuz
Katiimei 3 Kadin 42 Lise Memur 4300TL Olumsuz
Katiimci 4 Erkek 29 Universite isci 2400TL Olumsuz
Katiimei 5 Erkek 59 Lise Emekli 2000TL Olumlu
Katihmci 6 Erkek 45 Lise Esnaf 3000TL Olumlu
Katihmer 7 Kadin 51 ilkokul Ev Hanimi 3600TL Olumlu

Medya Mahallesi Programinin icerigi

Alimlamanin izleyici ile medya metninin etkilesiminin bir tirtinti oldugu diistincesinden
hareketle bu boliimde izleyici alimlamasinin saghkli olarak o6lglimlenebilemesi icin
Medya Mahallesi adl1 haber programinin alimlama analizi yapilmistir. Program sunucu
Aysenur Arslan’in konuyla ilgili genel bir girisiyle baslamis ve giindemdeki konular
hakkinda konugun gériislerine yer verilmistir. Ulkedeki ekonomik krizin konu edildigi
boliimde Aysenur Arslan konuk olarak Sozcii gazetesi ekonomi yazar1t Murat Muratoglu
ile programi silrdirmiistiir. Muhalefet konumundaki Cumhuriyet Halk Partisi'ne
yakinligi ile bilinen Halk TV’'de yine muhalefete yakinligiyla bilinen S6zcli gazetesinin
ekonomi yazarmmin konuk edilmesi programin nesnelligi ac¢isindan sorgulanmasi
gereken bir unsurdur.

Sunucu Aysenur Arslan programin basinda dolar/Tiirk lirasi kuru ve issizlik rakamlari
gibi ekonomideki “kotii gidisat1” gosteren verileri grafikler halinde izleyiciye sunmustur.
Dolarin Tiirk Lira