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Dergimizin 61. Sayisi Hakkinda,

Connectist ekibi olarak, on iki ayri arastirma makalesi ile 61. sayimizi sizlere sunmanin hazzini yasiyoruz.
Bu sayinin makalelerinin tanitimina gegmeden 6nce, bir sonraki sayimizdan itibaren icerik cesitliligine giderek
‘arastirma makaleleri’ ve ‘derleme calismalarin’ yani sira ‘kisa degerlendirme yazilarini’ da gelecek sayilarimizda
sizlerin begenisine sunacagiz. Ayrica yurtdisindaki meslektaslarimizin katkilarinin yani sira Fakilte hocalarimizi
da sayi editorii olarak gérmeye devam edecegiz.

Bu sayimizda yazarlarimizdan Glilten Adali Aydin ve Siikrii Aydin “8 Mart Diinya Emekg¢i Kadinlar Giinii
Temali Reklamlarda Femvertising Stratejisinin Kullanimi Uzerine Bir Arastirma” baslikli calismalarinda femvertising
stratejisinin Turkiye'deki reklamlarda ne derece karsilik buldugunu Diinya Emekgi Kadinlar Glinii cercevesinde
irdelemislerdir. Zeynep Aksoy, Ozden Gékdemir ve M. ilgi Semin ise “The Role of Community-based Health Practice
on the Improvement of Healthcare Students’ Communication, Empathy and Perception of the Elderly: A Qualitative
Study at [zmir University of Economics” baglikli ingilizce arastirma makalelerinde izmir Ekonomi Universitesi'nde
yurutulen toplum temelli bir saghk uygulamasini odak grup gorlsmeleriyle degerlendirmis; 6grencilerin
kisilerarasi iletisim, yash algisi gibi konulardaki kazanimlarini ortaya koymuslardir. Zeynep Cetin ve Miray Oz6zen
Danaci “Exploring the Effect of Mobbing in Vocational Secondary Schools on Teacher Performance” isimli ingilizce
makalelerinde kadin 6gretmenlerin erkek 6gretmenlere kiyasla daha c¢ok psikosiddete maruz kaldigini ve
psikosiddetin en cok kidemi diisiik 6gretmenler tizerinde uygulandigini tespit etmislerdir.

Ozgiil Dagh ise “The Role and Importance of Integrated Marketing Communications in Advertising: The
Perceptions and Evaluations of Advertising Industry” bashkli calismasinda Biitiinlesik Pazarlama iletisimi kavraminin
tarihini ve reklam sektoriindeki karsiligini irdelemektedir. “The Correlation between Social Media Use and Cyber
Victimization: A Research on Generation Z in Turkey” bashkl ingilizce calismalarinda Murat Erdogdu ve Murat
Kogyigit, 390 sosyal medya kullanicisi ile cevrim¢i ortamda gerceklestirdikleri arastirmayla ‘siber magduriyet
diizeyleri’ konusunda kaydadeger bulgulara ulasmislardir. Elif Korap Ozel, Sadiye Deniz ve Siikran Pakkan isimli
arastirmacilar ise“Cocugu ‘Haber'den Silmek: Cocuk Haberlerinde Gazetecilik Etigi icin Yeni Bir Firsat Olarak Unutulma
Hakki" baglikli arastirma makalelerinde ¢cocuk haberlerinin unutulma hakki kapsaminda silinmesi olgusunaiiliskin
40 gazetecinin bakis acisini derinlemesine miilakat teknigiyle ortaya koymuslardir. Burcu Oksiiz ve Tevhide Serra
Gorpe'nin “Perceptions of Senior Public Relations Practitioners Toward Academics and Public Relations Academics
in Turkey” isimli ingilizce arastirma yazilarinda, uygulayicilarin, halkla iliskiler akademisyenlerine iliskin fikir ve
algilarina gerceklestirdikleri 20 yari yapilandiriimis goriisme ile ulasmislardir

“Inter-Media Agenda Setting between Twitter and News-Websites: A Case Study of The Turkish President’s Visit
to Pakistan" isimli calismalarinda Abdul Rehman Qaisar ve. Saqib Riaz Pakistan'daki farkli kitle iletisim araclarinin
politik giindemi belirleme konusundaki etkilesimlerini Turkiye Cumhurbaskan'in Pakistanl ziyareti stirecinde
incelemislerdir. “Content Structure of University Radio Stations in Turkey As Part of Their Broadcast Policy” isimli
ingilizce arastirma yazilarinda Firat Tufan, Sedat Kékat ve Zeynep Ekin Bal Tiirkiye'deki tiniversite radyolarinin pek
cok gerekge ile icerik tiretimi konusunda sorunlar yasadigini gézler éniine sermislerdir. Oshan Ulusan ve izlem
Kanli ise, “2020 KKTC Cumhurbaskanligi Secimlerinde Sosyal Medyada Yayinlanan Siyasal Reklam Videolari Uzerine
Gostergebilim ve S6ylem Céziimlemesi” baslikli arastirma yazilarinda Kuzey Kibris Tirk Cumhuriyeti'ndeki siyasal
iletisim dilinin ¢6ziimlemesine katki saglayacak 6nemli bulgulara ulasmiglardir.

“Gizli Sayilar, Harriet ve Diismanlarin En lyisi Filmlerinde Bell Hooks ve Stuart Hall'un Gériisleriyle Siyahi Kadin
Temsillerinin Okunmasi” isimli calismada Gul Yasarturk ilgili filmlerdeki siyah kadin karakterlere dair yerlesik
stereotiplerin devamhligini ve kadin karakterlerin 6zne konumunu sorgulamistir. Bu sayinin son calismasi
ise, Oznur Yiiksek Vergiveren'in “An International Approach to Speechwriting and Speechwriters: A Qualitative
Study” baslikli arastirma calismasidir. Arastimaci on farkli Glkeden yazarlara ulasarak glinimiiz konusma metin
yazarligina dair 6nemli tespitlere ulasmistir.

Dergimiz, sizlerin degerli katilimlariyla, iletisim Bilimleri alanindaki akademik calismalari yayinlamaya devam

etmektedir. Bilimsel veri tabanina sagladiginiz katki ile, gelecek sayilarimizin olusumunda da desteklerinizi
bekledigimizi hatirlatmak isteriz. Bir sonraki sayimizda giincel akademik paylasimlarinizla bulusmak UGzere,

Prof. Dr. Aysen AKKOR GUL

Bas Editor



About the 61t issue,

The Connectist team is pleased to present this 61 issue of the istanbul University Journal of Communication
Sciences, containing 12 original research articles.

Before introducing the studies in this issue, we would like to announce that to increase the content diversity
of Connectist, we will also accept short reviews as well as research articles and review articles beginning with
our next issue. In addition to the contributions of our colleagues abroad, we will continue to use our faculty
professors as issue editors.

In this issue we present the following articles: Giilten Adal Aydin and Siikrii Aydin examine the degree
to which femvertizing strategies are reflected in International Working Women's Day advertisements in Turkey
in “A Study on Femvertizing Strategy in Advertisements with the Theme of International Working Women’s Day!
Based on the results of focus-group discussions, Zeynep Aksoy, Ozden Goékdemir, and M. ilgi Semin evaluate
the effectiveness of a community health program conducted at izmir University of Economics in “The Role of
Community-based Health Practice on the Improvement of Healthcare Students’ Communication, Empathy, and
Perception of the Elderly: A Qualitative Study at izmir University of Economics,'in which the authors reveal progress
by students in subjects such as interpersonal communication and perception of the elderly. In “Exploring the
Effect of Mobbing in Vocational Secondary Schools on Teacher Performance,’ Zeynep Cetin and Miray Ozézen
Danaci find that female teachers are more exposed to mobbing than male teachers and that teachers with lower
seniority suffer most from mobbing.

Ozgiil Dagli examines the history of the concept of integrated marketing communication and its
counterpart in the advertising industry in “The Role and Importance of Integrated Marketing Communications in
Advertising: Perceptions and Evaluations of Advertising Industry! In “The Correlation between Social Media Use and
Cyber Victimization: A Research on Generation Z in Turkey,” Murat Erdogdu and Murat Kogyigit report significant
findings based on their online research.

Elif Korap Ozel, Sadiye Deniz, and Siikran Pakkan present the perspectives of 40 journalists concerning the
vanishing of a child from the news within the scope of the right to be forgotten through in-depth interview
techniques in “Deleting a Child from the News: The Right To Be Forgotten as an Opportunity for Journalistic Ethics.
In “Perceptions of Senior Public Relations Practitioners toward Academics and Public Relations Academics in
Turkey,” Burcu Oksiiz and Tevhide Serra Gérpe report practitioners’ ideas and perceptions of public relations
academics based on 20 semistructured interviews.

Abdul Rehman Qaisar and Saqgib Riaz examine the interactions of different mass media in Pakistan in
setting the political agenda during the Turkish President’s visit to Pakistan in “Inter-Media Agenda Setting
between Twitter and News Websites: A Case Study of the Turkish President’s Visit to Pakistan! In “Content Structure
of University Radio Stations in Turkey as Part of Their Broadcast Policy,” Firat Tufan, Sedat Kokat, and Zeynep Ekin
Bal reveal that university radios in Turkey have problems producing content for many reasons. In “Discourse and
Semiotic Analysis of the Political Campaign Videos Broadcast on Social Media in the 2020 Presidential Elections Held
in the Turkish Republic of Northern Cyprus,’ Oshan Ulusan and izlem Kanli report important findings that should
contribute to the analysis of the language of political communication in the TRNC.

Gul Yasarturk questions the continuity of established stereotypes of black female characters in films and
the position of female characters in “Reading Representations of Black Women in the Films Hidden Figures, Harriet
and the Best of Enemies through the Views of Bell Hooks and Stuart Hall." Finally, in “An International Approach
to Speechwriting and Speechwriters: A Qualitative Study,” Oznur Yiiksek Vergiveren reports significant findings
concerning speechwriting today based on the results of responses from speechwriters in ten countries.

Before bringing this introduction to a close, let me remind everyone that it is through your most valued

support and participation that our journal can continue to publish academic studies in communications
sciences. We look forward to appearing before you once again with our 62nd issue.

Prof. Dr. Aysen AKKOR GUL

Editor- in-Chief



Dergimizin 61. Sayisi Hakkinda,

istanbul Universitesi iletisim Fakdiltesi hakemli dergisi Connectist'in 61. sayisi ile alana ydnelik yeni akademik
calismalar sizlere sunmanin mutlulugunu yasiyoruz. 1991 yilinda baglayan ve akademik alana katkilarini
Connectist adiyla glinimiize dek araliksiz strdiren dergimiz, bu yil 30. yihni tamamlamanin hakli gururunu
yasamaktadir. iletisim bilimi alaninin tiim disiplinlerinde yapilan 6zgiin arastirmalari Haziran ve Aralik aylarinda
olmak tizere yilda iki defa yayimlayan akademik siireli yayin olarak bilimsel katkiyr her sayisinda artirmak baslica
hedefini olusturmaktadir. Toplumsal dizen, modernlesme, kamusal alan, demokratiklesme, esitlik, sinifsizlik
anlayislar, firsat esitligi, kosullarda esitlik, 6zguirluk, sivil toplum, kimlik degiskenligi, cogulculuk, toplumsal birlik,
ulus-devlet, yurttas etigi, cokkilturlilik, coketniklilik, medya, yeni medya vb. konular cercevesinde iletisim
sorunsalinin incelenis tarzlarindaki cesitlilik bir anlamda derginin temel itici gliciinl olusturmaktadir.

iletisim ile toplumlarin gelistirdikleri ¢dziimler arasinda kosut bir iliskinin bulundugu agiktir. Her toplumun,
iletisimsel gtincel yasaminda karsilastiklari sorunlar icin kendilerine gore gelistirdikleri ¢c6ziim yollari, bu yollara
uygun da 6rgutlenis bicimleri bulunmaktadir. Bunun icindir ki, tarihten glinimuize kadar gecen stirenin herhangi
bir déneminde tek tir bir iletisim bicimi ya da diizeninden séz etmek olasi degildir. Toplumlarin yapilanmasina
gore farklilasan ¢6ziim yollari oraninda farkli iletisim diizeyleri ile karsilagiimaktadir. Bugiin modern demokrasiler
icin iletisim secenekleri gercek secenekler durumuna gelmistir. iletisimin bu kadar yaygin ve etkin kullanilmasinin
yaninda‘dzgdirliik'le iliskisinin de bu kadar 5nem kazandigi gliniimuzde bireyi salt'homo economicus’ya da‘homo
politicus’ olarak degil,"homo communicatus’ olarak da degerlendirmek kaginilmazdir.

Ancak kani aciklama, goris bildirme ve elestirme etkinliklerindeki 6zglrlugin tim 6nemine karsin, bilgi
toplumu ¢aginda olgulara erismeden demokrasinin etkili bir bicimde islemesinin olanakli olamayacagi agiktir.
Demokrasinin basarili bir bicimde isleyebilmesi, yurttaslarin ortak kiltiirel, toplumsal, siyasal ve ekonomik
konulari tartisabildikleri bir ‘kamusal alanin bulunmasina baghdir. Bu alan igerisinde toplum igin nem tasiyan
konularin 6zgurce tartisildigr cesitli kurumlar yer alir. Connecist de bu kurumlar arasinda yerini almistir ve her
gecen sayida da bu islevini gu¢lendirmektedir.

Bilindigi Uzere, dlizen degisikligi tartismalarinin gegcmisi 1960l yillara uzanir. Ayni zaman dilimi icerisinde
diinyanin tartismaya basladigi bir de ‘ortam degisimi’ tartismasi vardir. Oyle ki, biiyiik bir ortam degisikligi
yasamaktayiz; icinde yasadigimiz ve birbirimizden haberdar olmamizi saglayan ‘ortam’ gittikce hizlanarak
degismektedir. Gliniimiiziin gercekligi iste burada yatmaktadir: iletisim ortami degisirken kurumlar ve
kurumlararasi iliskiler de degismektedir. Dolayisiyla demokratik gelisim icin unum ac singulum [bir ve tek]
zorunlu kosul iletisim 6zgiirliigii‘dur. Dergimizin 61. sayisinda da bu kosula katki saglayacak nitelikte on dort
makalenin yayima hazirlanmasi stirecinde yogun emek harcayan calisma ekibimize ve de katkida bulunan tim
hakemlerimize en kalbi tesekkurlerimizi iletiyor, makaleleri onurla sizlerin keyifli okumalariniza sunuyoruz.

Son s6z olarak, dergimizde bu sayisi ile birlikte yeni bir calisma modeli gelistirilmistir; her sayida Fakultemizin
farkli alanlarinda calisan iki Ogretim Uyesinin Alan Editéri olarak Editér Kurulu'nda gérev almalari planlanmistir.

Bilimin ve demokrasinin gelisimine katkiyr artirmak amaciyla ilk bu sayida uygulanan bu model bundan sonraki
sayllarla da strdirilecektir.

61. Sayi Alan Editorleri
Prof. Dr. Emine YAVASGEL

Prof. Dr. Ugur GUNDUZ



About the 61t issue,

We are pleased to announce that the 61 issue of Connectist: Istanbul University Journal of Communication
Sciences has been published. The journal is almost 30 years old and this issue thus holds a special meaning for
us. Connectist has contributed to the field of communication since 1992. Connectist is a scholarly peer-reviewed
journal that is published biannually in June and December. The journal has become a forum for presenting
original research as well as powerful discussions about various topics of contemporary communication, such as
current problems related to the public sphere, democratization, identity, and multiculturalism; social media; new
communication technologies; and the transformation of traditional media and cultural industries.

A strong relationship between communication and the manner in which societies find solutions to various
problems is evident. Throughout history, various problem-solving capacities of societies have created diverse
patterns of communication. Currently, the means of communication have diffused into every aspect of life,
thus becoming inextricable from the problem of freedoms more than ever. Therefore, we need to rethink the
individual as homo communicatus.

The effective functioning of democracies depends on the availability of reliable information sources and
means for free speech and discussion. A public sphere where citizens can discuss cultural, social, political, and
economic issues is imperative. Some institutions within this sphere play a crucial role in the foundation and
maintenance of democratic discussions. Connectist is proudly among these institutions.

Similar to the structural transformations of the 1960s, we are currently experiencing significant changes,
including the medium through which we communicate with each other. Institutions and inter-institutional
relations also conform to this change. One may deduce that the only condition for democracy is freedom of
communication. We are proud to present 14 articles in this 61 issue of Connectist that contribute to this goal. We
are most grateful to our journal team and peer-reviewers for their valuable contributions to the articles.

We also wish to inform you that Connectist has adopted a new working model in this issue. We have begun

to welcome two guest editors from our faculty for each issue. We hope this model will help foster academic
collaboration and co-operation.

Guest Editors of the 61 Issue
Prof. Dr. Emine YAVASGEL

Prof. Dr. Ugur GUNDUZ
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Reklam toplumsal degisimlere paralel olarak degisen, doénlsen bir olgudur
ve toplumu etkiledigi gibi ayni zamanda toplumsal hareketlerden de
etkilenmektedir. Feminizm hareketinin toplumsal alandaki kazanimlari medya
temsillerindeki sorunlarin giderilmesi icin de bir firsat olarak gorulmektedir.
Son yillarda buyuk markalar tarafindan kullanilan ve ilhamini feminizmin hak
arayisindan alan femvertising stratejisinin 8 Mart Diinya Emekgi Kadinlar Gini’'niin
anlam ve 6nemini reklamlara yansitmada basvurulan 6nemli bir strateji oldugu
distintilmektedir. Bu stratejinin reklamlarda nasil kullanildigi, hangi temalarin 6n
plana cikarldigi ve buradan hareketle reklamlarda yeniden uretilen toplumsal
cinsiyet kaliplarinin gecirdigi degisimi ortaya koymak bu calismanin ana amacidir.
Bu amag dogrultusunda, arastirma kapsaminda 2021 yilinda yayinlanan, 8 Mart
Diinya Emek¢i Kadinlar Guna temal reklamlar incelenmistir. Amach érneklem
yonteminin kullanildigi calismada arastirma sorularina icerik analizi yontemi ile
cevap aranirken; reklamlarda femvertising 6gelerinin kullanimi tematik analiz
ile incelenmektedir. Analiz sonucunda incelenen reklamlarda kadinlarin giiciine,
cesaret ve basarilarina, kadinlara verilen degere, kadinin calisma hayatindaki
yerine, istihdam oranlarina odaklanildigi; dahasi esitlik, adil is bdlim,
onyargilarin yikimi, geleneksel cinsiyet rollerinin donustimi gibi olgularin
on plana c¢ikarldigr goérulmektedir. Yapilan arastirma ile reklamlar aracihgiyla
yeniden iretilen toplumsal cinsiyete iliskin kalip yargilarin yine reklamlar yoluyla
donusturilebilecegi sonucuna varilmistir.

Anahtar Kelimeler: Reklam, femvertising, toplumsal cinsiyet, kadin, 8 Mart

Diinya Emekgi Kadinlar Glinu

ABSTRACT

Advertising is a changing phenomenon that evolves in parallel with social
changes, that is, advertising is influenced by social movements as much as it
influences society. The gains achieved by feminist movements in the social sphere
provide opportunities for addressing problems in media representation. Scholars

observed that advertising frequently uses the femvertising strategy, which is
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inspired by the struggle for women'’s rights and employed
by major brands in recent years, to address and celebrate
the original meaning and importance of the International
Working Women’s Day (IWWD) every March 8. The main
objective of this study is to elucidate the use of this
strategy in advertisements, to determine which elements
are highlighted, and, from this viewpoint, to clarify the
manner through which gender stereotypes reproduced by
advertisements are changing the trends in femvertising.
In line with this objective, we analyzed advertisements
published in 2021 along the theme of INWD. We employed

the purposive sampling technique and content analysis

indicate that the advertisements accentuate and highlight
women’s power, female courage, and success in terms of
the value given to women, the place of women in the labor
market, employment rates. Moreover, these advertisements
present various objectives, such as equality, fair division of
labor, destruction of prejudices, and the transformation
of traditional gender roles. The study concluded that
gender stereotypes transmitted and reproduced through
advertisements could be subverted and transformed by
increasing the visibility of various issues related to women's
rights and by creating awareness for viewers.

Keywords: Advertising, femvertising, gender, women,

method and examined the use of elements related to the March 8 International Working Women'’s Day

femvertising strategy according to category. The results

EXTENDED ABSTRACT

Although International Working Women’s Day (IWWD) originated from women'’s
struggle for rights and equiality, it is deviating from its actual political origins and is
evolving into an occasion of celebration and gift-giving as result of the influence of
popular culture. Mass media plays a significant role in this phenomenon by
decontextualizing special days, such as international holidays and civil awareness days,
through advertisements to initiate a consumption frenzy. For example, the advertising
industry has reduced IWWD, which is celebrated every March 8, to a promotional tool
similar to any other special event. In particular, many brands approach consumers with
advertisements specific to this day. In addition, advertising has experienced several
changes in parallel with social transformations, that is, it is reciprocally influenced by
social movements. In this regard, the gains achieved by feminist movements in the
social sphere provide opportunities to address problems in media representation. The
femvertising strategy, which is inspired by the struggle for women'’s rights and utilized
by major brands in recent years, is frequently employed to address and celebrate the
original meaning and importance of this particular day in advertising. Against this
background, the study analyzes the use of the femvertising strategy in advertisements
published in 2021 under the theme of IWWD. Investigating and analyzing the most
recent advertisement samples from 2021 is important for obtaining the most up-to-
date advertisement texts that employ the femvertising strategy, which is a relatively
new phenomenon globally, to elucidate its nature and effects. In addition, focusing on
ads themed under IWWD without making sectoral differentiation is preferable. In this
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manner, the understanding of the emergence point of the strategy in connection with
the feminist movement can be enhanced. Moreover, its reflections can be perceived
more conveniently in terms of implementation. This study employed the purposive
sampling technique and content analysis method. Furthermore, it analyzed the use of
elements related to the femvertising strategy in advertisements based on the following
categories:

- criticizing gender stereotypes or reversing gender stereotypes;
- emphasizing women'’s employment or seeking equality;

« using different skills about being a woman;

- using language that supports the natural aspects of women;

- supporting woman-empowerment projects/sponsorship;

- destroying prejudices;

« promoting equal division of labor.

Moreover, this study intends to elucidate the manner in which IWWD-themed
advertisements utilize the femvertising strategy and to delineate the semantic and
formal features of this distinct form of advertisement. Adopting the qualitative research
design, this study prioritizes media channels most effectively used by advertising to
reach its consumer base in terms of sample selection. In this context and given the
results of previous research, advertisements broadcasted on television and those that
reach consumers via social media/video-sharing sites, such as YouTube, were included
in the sampling. Thus, the study presents the following research questions:

1) In their advertisements, how do brands describe being a woman?

2) Do advertising texts subvert the discourse on gender stereotypes?

3) Compared to the results of the previous studies, is there a change in the
common understanding of gender roles?

4) Do advertisements promote gender equality?

5) How is the femvertising strategy utilized in advertisements?

6) Which elements of the femvertising strategy are included in the advertisements?

The results indicate that the selected advertisements accentuated and highlighted
women’s power, female courage, and success, as well as the value given to women and
their place in the labor market, employment rates, and objectives (e.g., equality, fair
division of labor, destruction of prejudice, and the transformation of traditional gender
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roles). Furthermore, a significant result of the study is IWWD-themed advertisements
position women in the public sphere instead of domestic spaces, as previously practiced.
In their working life, women are depicted as successfully performing nearly all types
of professions in the sample advertisements. In terms of voice-overs or off-voices used
in advertisements, the female voice was used in three-quarters of the sample. This ratio
is relatively striking compared with the results of previous studies that focused on the
relationship between gender and advertising. Although efforts to prove the existence
and worth of women in every field are seemingly blowing the winds of change on
advertising texts, the rate of using the female voice for voice-overs is an important
parameter for understanding the change and transformation being undertaken by
advertising. This study found slogans and hashtags for advertisements adopted
supportive language based on values, such as equality; women'’s power; criticism of
prejudices; and support and empowerment for women. Alternatively, the study observed
that several brands commemorate this day with a broad definition, such as“Women'’s
Day,"which deviates from class inequality and determination instead of the expression
“International Working Women'’s Day,” which is a day for remembering the labor struggle
of working-class women. The study concludes that previous gender stereotypes
transmitted and reproduced through advertisements could be subverted and
transformed by enhancing the visibility of various problems related to women’s rights
and creating awareness for viewers.
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GIiRIS

Reklam bombardimani altinda bulunan tiiketicilere ulasmak icin markalar pazarda
kiyasiya bir miicadele vermektedir. Markalar, tiketicilerin zihninde kiicticiik de olsa bir
yer bulabilme, stirdirdlebilir bir iletisim kurma amaciyla glindemi yakindan takip ederek
reklam stratejilerinde kullanmayi tercih ederler (Gegit & Ayaz, 2018, p. 520). Markalar
acisindan tiiketicinin ilgisini cezbetme ve farkindalik olusturma icin 6zel giinler bigilmis
kaftan olarak goriilmektedir. Bu arastirmanin konusu olan 8 Mart Diinya Emekgi Kadinlar
GUnu deicinde yasadigimiz popduler kiltirtn etkisiyle bir anma giiniinden bir kutlama
gliniine evrilen 6zel glinlerden biridir. Cikis noktasindan uzaklasarak, anlam ve 6nemine
deginilmeksizin medyada kadinlara hediye alinmasi gereken bir giin olarak lanse edilen
8 Mart Diinya Emekgi Kadinlar Glinii'nlin asil amaci kadinlarin hak ve adalet arayislarina
katki sunabilmektir (Adali-Aydin & Aydin, 2018).

Feminizmin yiikselisiyle birlikte daha fazla glindeme gelen toplumsal cinsiyet tartismalari,
son donemde toplumsal hareketlerin de etkisiyle lizerine sikca tartisilan bir alan haline
gelmistir. Kadinlar arasinda yiikselen 6zfarkindalik ve artan 6zgtirliik talepleri toplumsal
alanda farkli mecralarda goriiniir olmustur. Feminizmin tarihsel seyrine bakildiginda
kadinlar icin bicilen toplumsal cinsiyet rolleri ve kadinlarin maruz kaldigi tahakkim bicimleri
ve ataerkil diizen farkli bakis acilariyla elestirilmistir. Shulamith Firestone, kadinlarin
tahakkimiine iliskin analizlerinin elestirel temeline kadinin annelik 6zelligini koymus;
Christine Delpy kadin emeginin ev-ici emek olarak gaspini, Adrienne Rich zorunlu
heteroseksuelligi, Susan Brownmiller eril siddeti —6zellikle de tecaviizii- ataerkinin varliginin
ve yeniden Uretiminin kaynagi olarak gérmuslerdir (Walby, 1989, p. 218).

Kadinlarin tahakkiimii ve reklamlar arasindaki iliskinin en somut haliyle Betty
Friedanin (2013) beyaz Anglo-Sakson orta siniftan kadinlara hitap eden feminist yaklagimi
ile ortaya koyuldugunu séylemek mumkiinddr. Friedan, en temelde iyi bir es, her ise
yetisebilen anne gibi ataerkil toplum tarafindan kadina dikte edilen geleneksel rollerin
kadinlarda dogurdugu mutsuzluk ve bosluk duygusunu ve 6zellikle kitle iletisim araglar
yoluyla bu durumun surekli yeniden uretilmesini elestirmistir. Nitekim, 1950'li ve 60’li
yillarda beyaz esya reklamlari, kadinlarin tim kimligini ev hanimi ve anne roliine
esitleyen, kadinlari evde calismaya baglayan sembolizmle yukltdydir. Friedan'in o zamanlar
reklamlarda tasvir edilen “mutlu ev kadini” mitini ortadan kaldirmasi, kimi zaman ikinci
dalga feminist hareketin baslangici olarak kabul edilir. 19. ve 20. ylzyilin baslarindaki
ilk feminist dalganin siyasi, yasal ve oy haklariyla ilgili maddi kaygilar ve meseleler
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etrafinda seferber edildigi yerde, 1960’larin ve 1970’lerin ikinci dalgasi, kamusal alanda
karsilasilan cinsiyetcilik, stereotiplestirme, kadinlarin medyada ve 6zellikle reklamlarda
temsili gibi kiltiirel meselelere egilmistir.

Bu egilimin 6ne ¢ikan isimlerinden biri, kadinlara yonelik ylizden fazla reklam gorselini
inceledigi gostergebilimsel calismasi ile reklamlarda ideoloji, anlam ve temsil konularina
odaklanan Judith Williamson (2001) olmustur. Williamson calismasinda evliligin, doganin
ve arzularin, reklamcilar tarafindan kadinsilik ve dolayisiyla kadinlari temsil etmek icin
kullanilan baskin gosterenler oldugunu ve bdylece kadinlarin stereotiplestirilmis,
parcalanmis ve tek boyutlu temsillere indirgendigini tespit etmistir.

Toplumsal cinsiyete iliskin stereotiplerin reklamlardaki egemenligi Erving Goffman’in
Gender Advertisements (1976) adli calismasinin da odagini olusturmustur. Goffman,
sistematik icerik analizleri yoluyla, reklamlarda kadin ve erkek arasinda keskin farkliliklarin
oldugunu gostermistir. Kadinlar cok daha siklikla sehvetli bir tarzda ve edilgenligi
cagnistirarak temsil edilirken, Goffman’in“islevler hiyerarsisi” olarak adlandirdigi durumun
bir sonucu olarak, erkekler mesgul olduklari faaliyetler araciligiyla daha sik otorite veya
uzmanlik konumlarinda tasvir edilmislerdir (1987, p. 32).

Bu tuirden elestiriler karsisinda reklamcilik sektori degisen tiiketici degerlerinin nabzini
tutabilmek ve hedef kitlesine dogru mesajlarla ulasabilmek icin yeni arayislara girmistir.
Reklam metinlerinde kurgulanan toplumsal cinsiyet kaliplarini ters yiiz etme yolunda biiyiik
markalar tarafindan diinya genelinde -Dove’un Evolution kampanyasi (2006) gibi- adimlar
atilmistir. Toplumu degistirme giictine sahip oldugu gibi toplumsal gelismelerden de
etkilenmeye oldukga acik bir alan olan reklam, femvertising stratejisi ile toplumsal cinsiyet
tartismalarina yeni yanitlar aramaktadir (Akestam, Rosengren, & Dahlen, 2017, p. 795).

Toplumsal alanda feminist hareketlerin daha goriintir olmasi ve kadinlarinisgtictine
katilim oranlarinin artmasina bagl olarak alim gliclerinin de artmasiyla birlikte, markalar
toplumsal cinsiyet esitligi konularinda daha fazla caba gosterir ve reklam kampanyalarinda
kadinlarin toplumsal konumlarini destekleyici ve gliclendirici mesajlara siklikla yer verir
hale gelmislerdir. Zaman icerisinde kadin ve kadinligin reklamlarda temsilleri ddnlstime
ugrayarak onceleri edilgen, seksi, anag, fedakar, mikemmel es ve anne gibi ataerkil
kadin temsilleri yerini gliniimiz reklamlarinda aktif, glicll, bedeniyle barisik, 6zgtveni
yuksek, basarili, kariyer odakli, ekonomik glice sahip, kendi hayatinin kontrollind elinde
tutan, bagimsiz ve 6zgir kadin temsillerine birakmaya baslamistir (Sener, 2019, p. 146).
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‘Kadinlar Giinii’ reklamlarina odaklanan calismalar (Summak & Oztiirk, 2018; Adali-
Aydin, 2018; Erbas, 2018; Cilingir-Uk, 2019; Sener, 2019; Tapan, 2020) son yillarda
literatlirde yerini alsa da s6z konusu calismalarin 6zel glinleri tiketim kulturd ile
hediyelesme ekseninde inceledikleri gorilmustir. Markalarin 6zel glinleri firsat bilerek
daha fazla tiiketime yonlendirmesine odaklanan pek ¢ok calisma (Adali-Aydin, 2015;
Akgil & Varinli, 2017; Dilek, 2018; Sahin & Acar, 2018; Bakir & Bazarci, 2020; Bayazit,
2020; Unalan & Sesen, 2020) olmasina karsin herhangi bir 6zel giinii belli bir strateji
dahilinde geleneksel kaliplarin yikilmasi icin kullanan bir calismaya rastlanmamistir.
Femvertising akimina bagli olarak reklamlarda degisime ugrayan toplumsal cinsiyet
stereotiplerini incelemesi bu ¢alismanin 6zglin yanidir. Bu baglamda yeni bir strateji
olan femvertising ile reklamlarda kullanilan kadin stereotiplerinde meydana gelen
degisimin 6zel glinlerden biri olan 8 Mart Diinya Emekg¢i Kadinlar Glinli perspektifinden
incelenmesi alan icin degerli gorilmektedir.

Ozel Giinler ve Reklam iliskisi: 8 Mart Diinya Emekgi Kadinlar Giinii

Popdler kiltiriin de etkisiyle tiiketim potansiyeline sahip ‘6zel gtinler’ reklamlar
araciligiyla popdilerlestiriimekte ve bir tiiketim donemi olarak kurgulanmaktadir (Adali-
Aydin, 2015). Toplumsal yasamda 6zel glinlerin 6nemi hizla artmaktadir. Her yil 6zel
glinlerin tarihleri yaklastikca, tiiketicilerin zihinleri 6zel glnleri kutlayan reklam mesajlari
ile dolup tasmaktadir. Tliketiciler, 6zel glinler ile bag kurmakta her gecen giin bu glinleri
daha da 6nemsemektedirler (Akgiil & Varinli, 2017, p. 3). Son yillarda popdiler kiiltiiriin
de etkisiyle reklam ve pazarlama calismalarinda potansiyel bir alan olarak gorilen 6zel
glinlerin hem markalar hem de tiiketiciler icin dneminin gitgide arttigi sdylenebilir
(Bakir & Bazarci, 2020, pp. 63-64). Bu durum tiiketicilerin 6zel glinlere ve hediyelesmeye
her gecen yil daha da duygusal baktiklarinin ve harcamalari lizerinde bu giinlerin etkili
oldugunu gostermektedir (Dilek, 2019, p. 177).

Medyanin, siyasi aktorlerin, kamuoyunun giindemi takip edilerek reklam mesajlari
olusturuldugu g6z 6niine alindiginda 6zellikle bir pazarlama stratejisi olarak 6zel glinler
markalar icin kagirilmamasi gereken firsat olarak degerlendirilmektedir. Bu dogrultuda
markalar glinler dncesinden bu glinlerin Gnemini anlatan reklam mesajlari tasarlamakta
ve topluma kutlama rittiellerini dayatmaktadir (Sahin & Senttirk, 2018, p. 699).

Toplumsal yasam icinde herhangi bir olay veya nedene bagli olarak ortaya ¢ikmis ve
zamanla kiiresellesmenin de etkisiyle genis kitlelere yayilmis 6zel giinlerin duygusal bir
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temele dayanmasi ve her yil 6nemini kaybetmeden tekrarlaniyor olusu, markalarin
strdurulebilirlik kriterleri bakimindan bu gtinlere iliskin medya mesajlarina ézel bir Snem
vermelerine sebep olmaktadir. Ozel giinlerin ilk ciktiklart dénemden farkli olarak tiiketime
yonelik yeni anlamlar kazandidi ve s6z konusu yeni anlamlarin tliketici duygularinin
kullanimi ile marka imajina ve dolayli olarak da satislarina etki ettigi tespit edilmistir.
Ortaya ¢ikis amag ve anlamindan uzaklasmis olan 6zel giinler, giinlimiiziin post-modern
tiiketim toplumunda, isletmelerin dagilan imajlarini toplamak, tiiketici géziinde deger
kazanmak ve daha fazla kar saglamak amaciyla girisimlerde bulundugu bir sektor haline
gelmistir. Markalar, bu amaclara hizmet ederken de televizyonda yayinlanan reklam ve
kampanyalari etkin bicimde kullanmaktadirlar (Ceber, 2019, pp. 384-385).

icinde yasadigimiz tiiketim toplumunda reklamlarin giindelik hayattaki islevleri her
gecen gun degismekte ve donlismektedir. Birincil amaci isletme ve markalarla ilgili
mesaj iletme olan reklamlar, gliniimiizde bunun 6tesinde bir islev edinerek, kurumun
kendi giindeminin disinda, tiketicinin glindelik hayatindaki giindemleri ile de ilgili
hale gelmeye baslamistir. Markalar tiiketici icin 6nemli olan giinlerde 6zel reklam
mesajlari tasarlayarak hem markanin hedef kitlesi ile bag kurmasini kolaylastirmakta
hem de markanin ideolojik olarak durusunu ortaya koymasina yardimci olmaktadir
(Cilingir-Uk, 2019, p. 2). Bu minvalde 8 Mart Diinya Emekci Kadinlar Giiniinde femvertising
stratejisi ile hazirlanan reklamlar da benzer sekilde hem markalarin hedef kitlesi ile
etkilesimini hem de toplumsal cinsiyet algilarina iliskin toplumun genel goristni
etkilediginden bu stratejinin reklamlarda nasil kullanildiginin, hangi 6gelerin 6n plana
ciktiginin tespit edilmesi 6nem tasimaktadir.

Markalar cogu zaman 6zel guinlerde, reklam mecrasini kullanirken tiiketicilerin degisen
istek ve deg@erleri dogrultusunda yaratici gorsel ve dilsel 6geler kullanarak bambagska
yaklasimlarla tlketicinin ilgisini canli tutmanin pesindedir. Bu durum reklamlarin satis
rakamlarina ivme kazandirmasinin yani sira, marka imajini olumlu insa edebilmesi agisindan
onemlidir (Bayazit, 2020, p. 1177). Bu agidan bakildiginda incelenen reklamlarda toplumsal
yasamdaki gelismeler ve degisimlere paralel olarak, kadinlarin feminizm ile kazanimlarinin
onemsendigi, kadin tiketicilerin reklamlarda geleneksel rollerin disinda var olmak
isteklerine bir yanit olarak femvertising stratejisinin kullanildigi diistintilmektedir.

Dilinya Emekgci Kadinlar Glini'niin tarihi, tekstil iscisi kadinlarin devam etmekte olan

grevleri sirasinda, calisma kosullarinin iyilestirilmesi ve kadinlara esit haklar icin 1857'de
New York’ta 8 Mart glinii ylriylis yapmalarina dayanmaktadir. Bu yirlyusiin anisina
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50 yil sonra, 15.000 kadinin katihmiyla daha iyi licret, calisma saatlerinin kisaltilmasi ve
oy hakkiicin 8 Mart 1907'de New York'ta bir anma yurlylsii daha yapilmis, kadin isciler
greve gitmislerdir. 20.000'lerin isyani olarak bilinen bu grev, Kasim 1909'dan Subat
1910'a kadar siirerek ilk uzun kadin grevi olarak tarihte yerini almistir. Bu grevden bir
yil sonra isciler ve isveren arasinda ¢itkan anlasmazliklar artarak devam etmis ve 140
kadin isci hayatini kaybetmistir. Birlesmis Milletler Genel Kurulu'nda 1977 yilinda her
Uye Ulke kendi tarihi ve geleneklerine uygun olarak her yilin herhangi bir gliniinii Kadin
Haklari ve Uluslararasi Baris Gilinii olarak kabul etmesini kararlastirmistir (Kurtoglu,
2015, pp. 80-85). BM'in kutlama icin herhangi bir giin belirtmemesine karsin kutlamalar
icin tim dlinyada 8 Mart tarihinde mutabik kalinmistir. Tim diinyada oldugu gibi
Turkiye'de de her yil bir 6zel glin olarak Kadinlar Gln{, emek ve esitlik temalarindan
uzak olarak markalar tarafindan cesitli promosyonlarla anma 6zelliginden uzak bir
alisveris ritiieli seklinde kutlanmaktadir (Summak & Oztiirk, 2018, p. 119).

ilk etapta isci direnisi olarak ortaya cikan Diinya Emekci Kadinlar Giinii, erkeklerle
esit sosyal ve siyasal haklara sahip olmak icin miicadele alani haline evrilirken savas
karsiti eylemlerle birleserek Ui¢ temel lizerinde ylikselmistir. Kapitalist diizene karsi
baslatilan bir eylem olarak ortaya ¢ikan bu 6nemli gliniin, glinimizde bu amaclarini
yerine getirip getiremedigi tartisma konusudur (Erden & Kog, 2017, p. 49).

Kadin haklari icin verilen miicadeleye adanmis bir giin olarak 8 Mart Emekgci Kadinlar
GUNnU 6zinde esitlik ve emek tasimakta, kadinlarin ataerkil sistem icinde hak ettikleri
kazanimlari elde edebilmek icin farkindalik olusmasi adina belirlenmis bir anma giintidr.
Zamanla tiketim kulttrinin de etkisiyle bu 6nemli ve 6zel giin anlamlarindan deger
kaybederek kadinlara cicek dagitilan bir gline donustiriimustir. Reklamcilikta 6ne
¢ikan femvertising akiminin Diinya Emekgci Kadinlar Giinii temali reklamlara yansimasiyla
birlikte kadinlarin ugruna savastiklari degerlere yeniden dikkat cekilerek, glintin anlam
ve dnemine dair toplumda bir farkindalik yaratilabilir. Her ne kadar bu stratejiye dair
gelip gecici bir reklam modasi seklinde yaklasimlar olsa da reklamin toplum tzerindeki
donistiriicl etkisi Gnemsenmektedir.

Toplumsal Cinsiyet Kaliplarini Yikan Bir Strateji Olarak Femvertising
Fransizca kadin‘femme’ve ingilizce reklam ‘advertising’ kelimelerinin birlegtirilmesiyle

ortaya ¢ikan “femvertising” kavrami temelde cinsiyet esitligine vurgu yapan ve son
donemde sayisi artan “kadin giici” temali reklamlari adlandirmak icin kullanilan bir
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terimdir. Kadinlarin gl bir sekilde konumlandirildigi bu reklamlar kadinin toplum
icindeki roliintin degisimi ve klresellesmenin getirdigi etkilerin bir sonucu olarak
yorumlanabilir (Bozbay et al., 2019, p. 171).

Cinsiyete dayal glincel pazarlama yaklasimlarindan biri olan femvertising stratejisinin
feminist distinceden beslendigini sdylemek mimkiinddir. Siyasi bir terim olarak 1960’1
yillarile adindan s6z ettirmeye baslayan feminizm, modern anlamda kadin hareketi ve
kadinlarin sosyal hayat icerisindeki rollerini gelistirerek, kadin haklarini savunma amaci
tasiyan bir hareket olarak tanimlanabilir. Ataerkillik var oldugu slirece varligini idame
ettirecek olan feminizmin 21. ylizyilda karsilastigi temel zorluk toplumsal cinsiyet
iliskisinin degisen dogasini -s6zgelimi, daha fazla erkek gibi olma, 6zgirlesme
hareketinden sapmalar vs. gibi- anlamlandirmaktir (Heywood, 2007, p. 255). Kadin ve
erkek arasindaki iliskiyi pek ¢ok farkli acidan inceleyen bu harekette amac toplumda
var olan cinsiyet esitsizliginin giderilmesidir. Bu amac¢ dogrultusunda toplumu etkileme
glicine sahip oldugu diistiniilen medyalar da son yillarda siklikla feminist baglamda
Uzerine distinlilen ve tartisilan alanlar olmustur.

GUnimduzde “reklamcilik, yerlesmis eril ve disil cinsiyet rollerinin yayilmasindan
sorumlu birincil ara¢” haline gelerek basta cinsiyet kimlikleri olmak tzere toplumsal
kimlikleri sekillendirmenin yani sira izleyiciyi geleneksel cinsiyet rolleri hakkinda egitme
fonksiyonunu da yerine getirmektedir (Stern, 2003 as cited in Unalan & Sesen, 2020, p.
1458). Toplumsal cinsiyet rollerinin bir sdylem olarak yeniden insa edilmesiile reklamlarda
kadin imgesinin yer alis bicimleri arasinda yakin bir iliski bulunmaktadir. Reklam, belli
bash amaclarini gerceklestirmek isterken ayni zamanda toplumesal cinsiyet esitsizliklerini
yansitan sdylemleri de yeniden Uretebilme potansiyeline sahiptir ve bu yontyle
tlketicilere ilettigi toplumsal cinsiyete dair anlatilarla, kadin ve erkek arasindaki toplumsal
esitsizliklerin normallesmesine neden olabilmektedir (Nas, 2015, p. 26).

Reklamcilikta yeni bir akim olan femvertising, tiiketicilerin reklamlarda gérmeye alistiklari
cinsiyet kliselerine meydan okurken markalarin kadin tlketicilere ulasmasi icin yeni bir
yol sunmaktadir. Toplumsal diistinceleri ve davranislari degistirme potansiyeliile 6ne ¢ikan
strateji kadin merkezli reklamciliga egemen olan emtia feminizmine dogrudan bir tepki
niteligi tasimaktadir. Diekman ve Eagly (2002)'nin sosyal rol teorisi hipotezinin bir kaniti
olarak goriilen akim, cinsiyet kliselerinin ve kadin tasvirlerinin, toplumun evrimlesmesiyle
birlikte degistigini gostermektedir. Bu yoniyle femvertising, geleneksel cinsiyet kliselerinin
kullanimini bir kenara birakir ve kadinlarin sahip olduklari degerler ile reklam anlatiminda
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basrol oyuncusu olmasini saglar. Kadinlarin temsil edilmesini saglamanin yani sira
femvertising, kadinlari kutlamayi ve onlari geleneksel kadin cinsiyet kliselerine (anne, es,
guizel ve zayif kadin gibi) karsi cikarak otantik/sahih senaryolarda sergilemeyi amaclamaktadir
(Diekman & Eagly, 2002 as cited in Becker-Herby, 2016, p. 11).

Dove markasi femvertising stratejisini kullanan ilk marka olarak dnci gorevi
Ustlenmistir. Cesur bir hamleyle, bugiine kadar reklamlarda temsil edilmemis kusurlu
glizellige sahip kadinlara reklam kampanyasinda yer vererek “gercek giizellik” bashidiyla
2004 yilinda yaptigi kampanyaiile ilk femvertising 6rneklerinden birini gerceklestirmistir.
Her yastan ve her renkten, farkli fiziksel 6zelliklere sahip kadinlarin bir araya getirildigi
reklam kampanyasinda kadinlarin dogal hallerinin giizel oldugu vurgusu yapilmistir
(Murray, 2013; Millard, 2011; Windels et al., 2019).

Toplumsal egilimlerde meydana gelen degisimler, teknolojinin gelisimine paralel olarak
ortaya cikan yeni iletisim kanallar ve beraberinde getirdigi imkanlar toplumsal cinsiyet
kaliplarina yonelik elestirilerin artmasina ve daha fazla dile getirilmesine sebep olmustur.
Bu elestirilerden beslenen ve reklam sektoriinde bir devrim niteligi tasiyan femvertising
bugline kadar kadiniicine hapseden geleneksel kaliplarin hepsini yikma rolii Gstlenmistir.
Toplumsal cinsiyet kaliplarinin olusumu ve siirdiirilmesinde yadsinamayacak yeri olan
reklamlar glinimize degin nesne olarak kullandigi kadini bir kenara birakmis 6zne olan
kadina daha fazla yer vermeye baslamistir. Kadinlar ekonomik gti¢ sahibi, toplum icinde
s0zl gegen, basarili, sahip olduklarinin farkinda olan ve en dnemlisi belli standartlara
hapsolmayan, biricik halleri ile resmedilmektedir (Baki, 2019, p. 116).

Konuylailgili yapilan bir arastirmada (Onayl-Sengiil, 2018, p. 62), kadin ve erkeklere
iliskin toplumsal cinsiyet rollerinin degismeye basladigi, kadinlarin var olan toplumsal
cinsiyet rollerini ve kalip yargilarini sorguladidi hatta elestirdigi sonucuna ulasiimistir.
Kadinlarin kendini 6zel alandan“anne ve es”rollerinden kurtarip kamusal alana“toplumsal
alandaki her platforma” yonelttigi bulunmustur. Kadinlar artik kendilerine dayatilan
rollerin altinda ezilmek istememektedir. Bu stratejide reklamlar araciligiyla markanin
kadinlarin esitligini ve gliclenmesini destekledigini gdstermeyi amacglayan mesajlar
verilmektedir (Dobson & Kanai, 2018). Bu noktada, femvertising geleneksel cinsiyet
stereotiplerinin kullanimini bir kenara birakarak kadinlarin reklam metinlerinin bas
kahramanlari olmasini saglama potansiyeli tagidigindan kadin tiiketiciler tarafindan
kolaylikla benimsenmektedir (Becker-Herby, 2016, p. 18).
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Glindelik hayatta varligini stirdiiren kadin ile reklamlarda temsil edilen kadin arasinda
blyik oranda farklar oldugu séylenebilir. Reklamlarda kadinlar“hamarat bir ev hanimi,
ilgili bir es ve cok iyi bir anne ya da seyirlik bir arzu nesnesi” olarak sergilenirken strekli
olarak 6zel alan icinde resmedilmektedir. Kadinin kamusal alan etkinlikleri ve calisma
hayati es gecilmekte, kadindan beklenen temel gorev, ev ici sorumluluklarini yerine
getirmesi olmaktadir. is hayatinda aktif rol oynayan birincil cins erkek olurken kadin ev
icinde ve eve dair sunulmaktadir (Senkal, 2016, p. 108; Yalman & Glidekli, 2018, p. 29).
Bu durum yapilan ¢alismalarla ortaya konulurken ayni zamanda elestiri unsuru olmustur.
Temsil bicimlerine getirilen bu elestiriler dogrultusunda son yillarda kadinlarin
reklamlarda konumlandiriimasinin farklilastigi gérilmektedir. Bu anlamda feminizmin
pek cok alanda elde ettigi kazanimlar reklam metinlerine de yansimaktadir. Kadinlarin
medyadaki temsilini edilgen ve erkege bagiml olarak tasvir edildiginin ve boylece
geleneksel cinsiyet rollerinin yeniden Uretildigini ortaya koyan akademik arastirmalarin
aksine, bu calisma kadinin medya temsilinde yeni ortaya ¢ikan ve son on yildir kadinlari
glclendirilmis sekilde sunan femvertising akiminin reklam metinlerinde kullanimini
anlamlandirma cabasi tagimaktadir.

Medyada kadinlarin temsili konusundaki yeni dénem tartismalarina dikkat ¢eken
Rosalind Gill, kadinlarin popliler medya goérintilerinde yeni temsiline elestirel bir
yaklasimla, reklamcilikta degisen manzarayi gozle gorulir bir degisiklik olarak
nitelendirmektedir (20073, p. 147); diger bir ifadeyle, kadinlarin erkegin pasif nesneleri
olarak temsil edilmekten bakislarini aktif, bagimsiz ve cinsel agidan giglii olarak tasvir
edilmesine cevirmis oldugunuiileri siirmektedir (Gill, 2008, p. 35). Onceki dénemlerden
farkh olarak, feminizm, medya sdylemlerinin populer olgusu haline gelirken kadinlar
onceki nesillerinden farkli olarak aktif, bagimsiz, 6zgtirlesmis ve giiclendirilmis bireyler
olarak temsil edilebilirler. Reklamlarda feminizmi hatirlatan bazi terimlerin oldugu iddia
edilebilir. Gliclendirme, aracilik, kendini gerceklestirme ve kadinlarin basarisinin tesviki
gliniimiz reklam metinlerinde sik¢a yer almaya baslayan degerlerdir.

Kapitalist pazarin 6nemli aktorlerinden olan reklamcilik tarihi boyunca degisim
gecirmis, toplumsal cinsiyet iliskilerinde meydana gelen degisimlerden hem etkilenmis
hem de etkilemistir. Degisen ekonomik kosullara ayak uyduran reklamcilik anlayisinin
toplumsal cinsiyet esitligi baglaminda yeniden yorumlanmasi gerekmektedir. Sosyal
iliskiler ve reklam kdilttiriindeki tarihsel degisiklikleri g6zlemlemek, reklamlarda degisen
kadin imajinin incelenmesi somutlasan ideolojileri anlama noktasinda faydali olabilir
(Gill, 2008). Gunimuzde markalar femvertising stratejisini uyguladiklar reklamlarda
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geleneksel cinsiyet kliselerini yikmak, kadinlarin kendilerine dair beden imaji endiselerini
gidermek, cinsiyet esitsizliklerine karsi koymak, kendini cesaretlendirmek ve kadinlarla
ilgili tabu konulari ele almak gibi amaclara yonelmektedir (Champlin et al., 2019, p. 1252).

Son yillarda iki uzlasmaz ucu bir araya getirmeye calisan femvertising 6rneklerinin
her gecen glin artmasi uygulamada basari saglandiginin isareti olarak yorumlanabilir.
Ornegin, 18-34 yaslarindaki kadinlar arasinda gerceklestirilen arastirmaya gére
femvertising stratejisi ile Giretilmis reklamlarin sosyal medyada begenilmesi, paylasiimasi
veya yorumlanmasi olasiliginin %80 daha yiiksek oldugu sonucuna varilmistir (Poyraz,
2017; Ulastiran, 2017).

Reklamciligin feminizmle bu umulmadik bulusmasi gerek arastirmacilarin gerekse
hareketin icinde yer alan bireylerin kafalarinda soru isaretleri olustururken femvertising
stratejisini uygulayan markalarin elde ettikleri gorlinir basari dikkate degerdir.

AMAC VE YONTEM

Bu calismada femvertising stratejisinin reklamlara yansimasi, vurgulanan degerler
ve kullanilan teknikler betimsel yontemiile icerik analizi teknigi kullanilarak incelenmistir.
Calismada elde edilen veriler alanyazin taramalarindan elde edilen verilerle karsilastirilarak
reklamlarda kadinin temsili boyutunda meydana gelen degisim ortaya konulmaya
calisiimistir,

Amag

Kadinin reklamlarda edilgen ve erkege bagimli olarak tasvir edildiginin ve boylece
geleneksel cinsiyet rollerinin yeniden uretildiginin altini ¢cizen akademik arastirmalardan
farkli olarak bu calismada kadinin medya temsilinde yeni ortaya ¢ikan ve son on yildir
kadinlari gticlti ve 6zgur halleriyle sunan reklamcilik anlayisiniincelemek bu ¢alismanin
ana amacidir. Bu amag dogrultusunda, femvertising akimi ve bu akimin reklamlara
yansimalari arastiriimistir. Femvertising stratejisinin Diinya Emekci Kadinlar Glnu temali
reklamlarda nasil kullanildigini ortaya koymayi amaglayan calismada anlamsal ve
bicimsel 6zellikler betimlenirken su arastirma sorularindan yola cikilmistir:

Connectist: Istanbul University Journal of Communication Sciences, 2021, 67, 1-32 13



8 Mart Diinya Emekci Kadinlar Giinii Temali Reklamlarda Femvertising Stratejisinin Kullanimi Uzerine...

1) incelenen reklamlarda markalar kadin olmayi nasil betimlemektedir?

2) Reklam metinlerinde toplumsal cinsiyet kaliplarina yonelik séylemler degisime
ugramakta midir?

3) Arastirma sonuglari ile literatlirde daha 6nce yapilan ilgili arastirma sonuclan
karsilastirildiginda toplumsal cinsiyet rolleri baglaminda bir degisim s6z konusu
mudur?

4) Reklamlar toplumsal cinsiyet esitligine hizmet etmekte midir?

5) Reklamlarda femvertising stratejisi nasil kullaniimaktadir?

6) Reklamlarda femvertising stratejisinin hangi 6geleri 6n plana ¢ikmaktadir?

Yontem

Femvertising stratejisini kullanan reklamlarda kadinlarin reklamlarda nasil temsil
edildiginin yani sira markalarin onlara nasil hitap etmeye calistigi da arastiriimasi gereken
onemli bir noktadir (Banet-Weiser, 2018). Bu calismada da toplumsal cinsiyet kaliplarinda
degisim meydana getirmeyi amaclayan femvertising akiminin reklam metinlerinde
nasil yer buldugu; femvertising stratejisinin amag ve dogasina olduk¢a uygun oldugu
disiinilen 8 Mart Diinya Emekgi Kadinlar Glini'ne yonelik reklamlardan segilen rneklem
Uzerinden icerik analizi tekniklerinden biri olan tematik analiz teknigi (Bilgin, 2006, pp.
19-20) ile incelenmistir. Arastirmanin 6rneklemini olusturan yirmi reklam videosu her
iki arastirmaci tarafindan izlenerek reklamlarda 6ne cikan temalar belirlenmistir.
Arastirmada iki kodlayici arasindaki uyum %90 bulunmustur. Bu oran ¢alismanin
guvenilirligi acisindan yeterli gérilmektedir (Berger, 2000, p. 183). Femvertising stratejisi
ile yaratilan reklamlarda bulunan ortak ozellikler dikkate alinarak kategoriler
olusturulmustur: Kadin olmaya dair farkli yeteneklerin kullanilmasi; dogal olani
destekleyici bir dil kullanma, cinsiyet-norm sinirlarini / kliselerini zorlamak; bir kadinin
“olmasi gerektigi” gibi baskici algilar yikmak; cinselligin 6nemsizlestirilmesi / erkek
bakislarina hitap etmeyen cinsellik; kadinlari otantik bicimde betimleme. Reklam
metinleri belirtilen bu kategoriler Gizerinden analize tabi tutulmustur.

“icerik analizi, arastirmada toplanan nitel verilerin, sistematik ve giivenilir bir sekilde
analizedilmesini ve arastirmacinin ilgilendigi kategorilerleilgili genellemeler yapilabilmesine
olanak saglayan bir arastirma yontemidir” (Haggarty, 1996, p. 99). icerik analizi ile verileri
tanimlama ve verilerin ardinda yatan gercekleri ortaya ¢ikarma amaclanir. Birbirine
benzeyen veriler belirli tema ve kategoriler cercevesinde bir araya getirilerek anlamli bir
diizen icerisinde okuyucuya sunulur (Yildinm & Simsek, 2013, p. 259).

14 Connectist: Istanbul University Journal of Communication Sciences, 2021, 61, 1-32



Adali Aydin G, Aydin $

iletisim arastirmalarinda siklikla basvurulan bir arastirma teknigi olan icerik analizi,
incelenen reklamlarin anlamsal ve bicimsel 6zellikleriyle analiz edilmesine ve
yorumlanmasina olanak tanimaktadir; bu sebeple calismanin amacina ulasmak icin
uygun bir teknik oldugu dasiinilmdsttr. Arastirmada amach 6rneklem yontemiyle
2021 yilinda 8 Mart Diinya Emekgi Kadinlar Gini'ne dair femvertising stratejisi ile
olusturulmus 20 reklam' secilmistir. Bu secim yapilirken bir sosyal medya platformu
olan Youtube kullaniimis ve bu platformun arama ¢ubuguna “Diinya Kadinlar Gini
Reklamlari 2021" yazilarak glincel olan reklamlara ulasiimaya calisiimistir. Secilen
reklamlardan bazilari televizyonda yayinlandigi gibi bir kismi ise video paylasim
sitelerinde yayinlanmis bunu takiben tiketicilerin de sosyal medya hesaplarinda
paylasmalariyla viral olarak daha fazla kisiye ulastirilmistir. Sahin ve Sentiirk
arastirmalarinda 0zel ginleri konu alan reklamlarla karsilasma sikliklarinin
degerlendirilmesinde ilk sirada YouTube'un da aralarinda bulundugu sosyal medya
reklamlari ve televizyonun geldigini bulmuslardir (2018, p. 715). Bu dogrultuda calismada
orneklem seciminde 6ncelik tiiketiciye ulasma noktasinda en etkin kullanilan mecralara
verilmistir. Figure 1'de verilen 6rneklemin sektorel dagilimi incelendiginde cesitlilik
goze carpmaktadir: Giyim, parekende, gida, kozmetik, banka, teknoloji, online platformlar,
otomobil, sigorta, ulagim, telekomiinikasyon, akaryakit. Orneklemin sektérel cesitliliginin
yliksek olmasi femvertising stratejisinin belirli bir sektére bagh kalinmaksizin, farkh
sektorlerden bircok marka tarafindan benimsendigini gosterir niteliktedir. Diger yandan
nitel arastirmada anlamin daima duruma ve baglama 6zgi oldugu varsayimindan
hareket edildiginden (Schreier, 2013, p. 30), nitel arastirma deseninin benimsendigi bu
calismanin sonuglarinin evrene genellenmesi hedeflenmemistir.

BULGULAR

Calismada, 8 Mart Diinya Emekgi Kadinlar Glinl temasi tastyan yirmi markanin video
reklamlari icerik analiz yontemi ile incelenmis ve markalarin reklamlarinda femvertising
stratejisini kullanirken birbirlerinden ayristigi ve benzestigi noktalar olusturulan
kategoriler ile ortaya konmaya calisiimistir.

Femvertising Stratejisinin Kullanildigi Reklamlarda One Gikan Temalar ve 8
Mart Diinya Emekg¢i Kadinlar Giinii ile iliskisi

Oncelikle femvertising stratejisinin hangi temalarinin reklamlarda daha belirgin
sekilde kullanildigi gorilmek istenmistir. Stratejinin 6ne ¢ikan degerleri ve tespit edilen
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temalar ekte tablo 1'de verilmistir. 2021 yili 8 Mart Diinya Emekg¢i Kadinlar Giinu icin
hazirlanan reklamlar incelendiginde femvertising stratejisinin oldukca baskin bicimde
kullanildigi gérulmektedir. Markalar hedef kitlesi olan kadin tiiketicilere onlarin
kanalindan ulasmak icin adeta birbirleri ile yarismaktadir. incelenen markalarin
reklamlarinda benzer mesajlar farkli sekillerde kurgulansa da ortak temalar kullanildigi
acikca gorilmektedir. Bu temalar tablo 1'de goriildtigu tizere kullanim sikliklarina gore
su sekilde siralanabilir: “Cinsiyet kliselerine dair elestiri ve ters yliz etme”, “kadin
istihdamina vurgu’, “esitlik arayisi’, “kadin olmaya dair farkli yeteneklerin kullaniimasi’,
“kadinlar icin dogal olani destekleyici bir dil kullanma’, “kadinlari gliclendirme projesine
destek verme”, “dn yargilarin yikilmasi’, “esit is bolimi”. Ozellikle 8 Mart Diinya Emekgi
Kadinlar Glin{’'nde hazirlanan reklamlarda bu stratejinin kullaniminin yogun olmasinin
bir sebebi de markalarin kadinlara ulagmada bu 6zel glinden faydalanma istegidir.
Markalar kadin tiiketicilere etkili sekilde ulasmak icin yillardir siiregelen hak ve adalet
arayisinin temsili olan bir glinu secerek ve reklam sonunda buguinii kutlayarak bu hakli
mucadelede kadinlarin yaninda oldugu mesajini vermeye calismaktadir. Burada lizerinde
disuntlmesi gereken soru ise markalarin amacinin gercekten kadinlarin hak ve adalet
arayisina destek vermek mi yoksa her gecen giin ekonomik anlamda gticlenen kadin
tliketici kitlesinde olumlu bir imaj olusturarak satislarini arttirma ¢abasi midir? Bu soru
femvertising stratejisinin kullanilmaya baslandigi giinden bu yana arastirmalara konu
olmustur. Ornegin, Dove markasinin femvertising drneklerini inceleyen Murray, sonucta
“kazananlarin kadinlar degil sirketler” oldugunu iddia etmistir (2013, p. 97).

Sener (2019, p. 165), markalarin, isci sinifinin emek miicadelesini anma giini olan
“Duinya Emekgci Kadinlar Glini"yerine “Kadinlar Glinu” gibi sinifa referans yapmayan daha
genis bir terimi kullanmayi tercih ettiklerini saptamistir. Bu ¢alisma kapsaminda incelenen
reklam metinlerinde de benzer bir sonuca ulasildigi séylenebilir. Orneklem olarak belirlenen
yirmi reklam icerisinde gliniin anlam ve 6nemine dair 6nemli bir vurgu olan “emek”
sOzcliglinti sadece Desa, Lezita ve Neutrogena markalarinin reklam filmlerinde kullandig
gorulmustir. Emek kelimesini kullanan markalarin sayisi incelenen reklamlarin tamamina
oranlandiginda %15'ine denk geldigi goriilmektedir; diger bir ifadeyle incelenen reklamlarin
%85'inde emek sdzcligline yer verilmedigi sonucuna ulasiimaktadir.

Reklamlarda Kullanilan Slogan ve Hashtaglar

incelenen reklamlarin bir béliimii televizyonda yer aldigi gibi bir béliimi de video
paylasim siteleri ve sosyal medyada tiiketici ile bulusmak tizere tasarlanmistir. Buradan
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hareketle incelenen reklamlarin neredeyse tamaminda hashtag kullanimina rastlandigi
gorulmektedir. Bir yoniyle 6zel glin kutlamasi niteligi tasiyan bu reklamlarda markalarin
tamami mesaj verme kaygisi ile hareket etmektedir. Slogan ve hashtaglar incelendiginde
one cikan degerler soyle siralanabilir: “esitlik”, “kadin glicl’, “Onyargilarin elestirisi’, “kadini
destekleme ve gliclendirme”. Reklamlarda kadinlarin var olma muiicadelesine destek
verildigi siklikla ifade edilmekte, basar dykileri, calisma hayatinda rolleri 6n plana
cikarilarak markalarin kadin istihdamina gosterdigi 6nem tiiketiciye anlatilmaktadir.
Bu reklamlar 6zelinde kullanilan femvertising stratejisi ile kadin tiiketicilerin yaninda
olma, onlari destekleme 6n plana ¢ikarilmaktadir. Reklam metinlerinde kullanilan slogan
ve hashtaglerin dogrudan femvertising startejisi ile yaratildigini séylemek mimkindr.
Reklam videolarinda sunulan gorsel ve hikayelestirme ile uyumlu kullanilan sloganlar
/ hashtagler stratejinin daha glicli ve daha anlasilir kullanimina katki sunmaktadir.
incelenen reklamlarin slogan / hashtag bilgileri tablo 2'de gériilmektedir. Ozellikle bazi
markalar kadin istihdam oranlarina vurgu yaparak kadinin ¢alisma hayatina katilimini
destekledigini, savunulan degerleri sadece reklamlarda yasatmayip kadinlarin gtinliik
hayatini kolaylastirici etkilerde de bulundugunu ifade etmislerdir. Bu durum markalarin
sadece s6zde degil pratikte de konuya karsi duyarli olduklarinin bir gostergesi olarak
yorumlanabilir.

Reklamlarda Cinsiyet ve Dis Ses

Cilingir-Uk (2019, p. 10) yaptigi calismada, genellikle reklamlarda dis sesin cinsiyetinin
ve konusmaci karakterlerin erkek olduguna (Gilly, 1988; Uray & Burnaz, 2003; Valls-
Fernandez & Martinez-Vicente, 2007; Karaca & Papatya, 2011; Duman et al., 2014; Arslan,
2015) deginmistir. Literattirde bulunan sonuglardan farkli olarak bu 6rneklem 6zelinde
dis sesin %75'inin kadin olmasi, Kadinlar Gini temali bu reklamlarin dogal olarak
oznesinin kadin olmasi ile agiklanabilir. Ayni zamanda 6nceki arastirmalarla zit diisen
bu sonug reklam metinlerinde ortaya ¢ikan dontisimin de bir gostergesi olarak
yorumlanabilir.

incelenen reklamlarin %75'inde dis ses olarak kadin sesi kullanilirken %25'inde ise
erkek sesi tercih edilmistir. Reklamlarin %25’'inde herhangi bir cinsiyet kullanilmazken,
yine %25'inde kadin ve erkek birlikte ve kalan %50'sinde ise kadin oyuncular tercih
edilmistir. Reklamlarin cinsiyet bakimindan incelemesi tablo 3'de sunulmustur. Oranlara
bakildiginda hedef kitlesi kadin olan bu reklamlarin kadini / kadin olma hallerini kadinlara
kadinlar ile anlattigi séylenebilir. Bu haliyle reklamlar ataerkil diizende her alanda
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baskinhgini siirdiiren erkek egemenligine / cinsiyetcilige de bir baskaldiri olarak
yorumlanabilir ki, bu femvertising stratejisinin en temel amacidir.

Diger yandan incelenen reklam filmlerinde ters yliz edilen kaliplarin uzun yillar
boyunca yine reklam metinleri ile olusturulmus ve topluma dayatilmis kaliplar
oldugu gercegi de gézden kagirilmamasi gereken bir husustur. Burada dikkate
deger nokta sudur ki, reklamlar aracihdiyla ideolojik olarak yapilandirilan kaliplar,
yine reklamlar dolayimiyla ideolojik olarak degistirilerek yerine yeni degerler sistemi
tesis edilmektedir.

Reklamlarda Kadinin Konumlandirilisi ve istihdam Vurgusu

incelenen reklamlarda dikkat cekici bir diger unsur ise simdiye kadar reklamlarda
yogunlukla evicinde / eve dair sunulan kadinin konumlandirilisinda meydana gelen
degisimdir. Femvertising stratejisinin ozelliklerinden biri de kadinin siregelen
toplumsal cinsiyet kaliplarini yikarak reklamlarda kamusal alanda gosterilmesidir. Bu
cerceveden incelendiginde reklamlarin blylik oranda bu 6zelligi karsiladigi
gorilmektedir. incelenen reklamlarin sadece birinde kadin tamamen ev icinde
resmedilmekte, ancak bu reklamda da kadinin payina diisen ev ici isleri, sorumluluklari
elestirilmekte, reklam metninde kurgulanan akis icinde toplumsal cinsiyet kaliplari
ters yuz edilmektedir. Bu reklamlarin genelinde kadinlarin is yasamina katiliminin
degeri vurgulanirken, kamusal alanda temsil edilen kadinin ekonomik 6zgurligiine
ve glicline deginilmektedir. Kadinin istedigi takdirde her alanda basaril olabilecegine
reklamlarda yer alan karakterlerle 6rnekler verilirken, kadinlar hakkinda yerlesmis
-kadinlar teknolojiden anlamaz, zor isleri yapamaz- gibi yanhs algilar elestirilmektedir.
Bir diger anlatim formati ise kadinlarin is yasaminda kadin olduklari icin ugradiklar
ayrimciliktir. Vakifbank'in #isineBak hashtagi ile kurguladigi reklamda is gériismesinde
kadinlara yoneltilen cinsiyetci sorulara yer verilmekte, bu tutuma dair farkindalik
olusturulmak istenmektedir. Gunlik hayatta belki de farkinda olmadan yapilan
hareketlerin kadinlar icin nasil ayrimci ve is hayatinda motivasyonlarini kirici
olabilecegine dair farkindalik yaratabilecek bir 6rnektir.

Feminist yaklasimlarin temelinde kamusal/6zel ayirim, ataerkillik, egitim, esitlik,
toplumsal cinsiyet gibi konularda kadinlarin erkeklerden farkli konumlandirilmalarini
ortadan kaldirmak ve kadinlarin haklarini kazanmalari istegi bulunmaktadir.

Hareketin gecirdigi siireg icerisinde ge¢cmisten bugiine kadinlarin pek ¢cok alanda
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kazanimlarini gérmekteyiz. Ancak medyada 6zellikle reklamlarda kadinlarin elde
ettigi bu kazanimlarin g6z ardi edildigi, kadinin yansitihisinda kaliplasmis anlayislarin
surdUrildigini gercegi karsimiza ¢cikmaktadir (Senkal, 2016, p. 109).

Senkal 2016 yilinda yaptigi arastirmasini hemen Ustteki alinti ile bitirirken
femvertising akimi varligini reklamlar tGzerinde hissettirmemekteydi. Giniimizde
artik kadinlarin toplumsal diizlemde elde ettikleri kazanimlar reklamlarda da kendine
yer bulmaktadir. Kadinin yansitilisinda uzun yillardir varligini sirdiren geleneksel
kaliplar kirillarak, kadin hak ettigi temsil bicimlerine emin adimlarla ilerlemektedir.
Ozetle, kadinlarin incelenen reklamlarda toplumsal cinsiyet esitligine hizmet eder
sekilde konumlandirildigi goriilmektedir; ge¢mis calismalarin aksine ¢ikan bu sonug
reklamlarin giindemi takip etme ve ayni zamanda glindem olusturmaya hizmet
etme amaclariyla 6rtismektedir. 8 Mart Diinya Emek¢i Kadinlar GUni temall
reklamlarda bu 6zel giin sebebiyle de olsa nihayet kadin, evin disina ¢ikmayi
basarmistir denilebilir. Kadinlarin reklamlarda konumlandirilisi oranlariyla tablo
4'de gosterilmistir. Reklamlarda kadinlarin biiyik bélim meslegini profesyonelce
icra ederken gorilmektedir. Mesleklerin temsili bakimindan cesitlilik hakimdir,
toplumda erkek meslegi olarak kabul géren mesleklerde -araba tamircisi, benzin
istasyonu calisani, pilot, ucak miihendisi gibi- kadinlar isi yaparken gosterilmektedir.
Burada amag ezberlerin bozulmasi ile stratejinin bir 6zelligini daha gergeklestirmektir.
Reklamlarda yer alan karakterler cogunlukla genc ve orta yas grubu kadinlardan
olusmaktadir.

incelenen reklamlarda 6zellikle markalarin is yasaminda kadin istihdaminin nemini
vurguladigi tespit edilmistir. Markalar tiiketici ile iletisimini glivenli bir zemine yaslamak
icin kadinlarin yaninda / kadinlara destek imaji ¢cizmektedir. Tam da bu noktada
Kagnicioglu endustri iliskileri ve toplumsal cinsiyet olgularina degindigi calismasinda
sunlari ifade etmektedir:

Endstriiliskilerinde catisma, endstri iliskileri aktorlerinin bazen sinif ideolojilerinden
bazen de ataerkil ideolojilerden etkilendigi bir stirectir. Aktorler bazen sermayenin
cikarlarini, bazen isci sinifinin ¢ikarlarini, bir baska zaman ataerkil ¢ikarlar 6n plana
alirken, bir baska sefer ise hem sinif hem de ataerkil ¢ikarlar pahasina cinsiyet esitligini
destekleyerek belirli maddi ¢ikarlari Gretmekte ya da yeniden yaratmaktadir.
Aktorlerin dayandigi temelleri anlayabilmek icin bu secimleri destekleyen sinif ve
toplumsal cinsiyet ideolojilerinin takip edilmesi gerekmektedir (2015, p. 102).
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Bu bakis agisina gore reklam sattirmak icin o glin icin moda neyse onu kullanir. Diin
ataerkil bakis agisini desteklemek sattiriyorsa reklamda bu degerler 6n plana cikar,
buglin toplumsal hareketlerin ve kadinlarin hak arayislari 6n plandaysa reklam bunu
da destekleyerek ya da destekliyormus gibi yaparak kullanir. incelenen reklamlarda da
markalarin -Dardanel, Tiirk Hava Yollar, Lezita, Vodafone, Mediamarkt- biinyelerinde
calisan kadin sayilarini verdikleri gorilmekte; kadinin calisma hayatina katilimindan
dolay1 duyulan memnuniyet dile getirilmektedir. Dahasi bunun yeterli olmadigi kadinlarin
calisma hayatindaki yerinin erkeklerle esit diizeye getirilmesinin dnemi vurgulanmaktadir.

Reklamlarda bir diger 6ne ¢ikan deger ise kadinlari destekleme ve gliglendirmedir.
Markalar -Vodafone, Desa, Tiirk Hava Yollari, ING Bank, Mediamarkt, Opet, Vestel ve
Generali Sigorta- blinyelerinde kurduklari ¢esitli olusumlar ile kadinlari egitim vererek
ya da dogrudan is yasamina katarak destekledigini, sponsor oldugunu vurgulamaktadir.
Reklam metinlerinde kadinlarin desteklendiginin vurgulanmasi markalarin sézde degil
yaptiklari uygulamalar ile de kadinlarin yaninda oldugunu goéstermesi acisindan nem
tagimaktadir. Bu sayede markalar s6zde degil 6zde de hedef kitlesi olan kadinlarin
yaninda olduklarini géstermek icin destek verdikleri proje / sponsorluk anlasmalarindan
reklamlarda bahsetmektedirler.

Kadinlarin Reklamlarda Ger¢ek¢i Sunumu

Reklamlarda, geleneksel cinsiyet kaliplari ¢ercevesinde sunulan kadin her zaman
bakimli, ince ve kabul edilen glizellik standartlarina uygun gosterilerek cinsel kimligi
Uzerinden varhgr anlamlandiriimaktadir. Feminist yaklagsima gore bu tercihin temeli,
eril bakis ile kadini bicimlendirme anlayisindan ileri gelmektedir. Simdiye dedin
reklamlarda kendisine boyle bir rol cizilen kadin femvertising stratejisi ile hazirlanan
bu reklamlarda alisilagelmis reklamcilik anlayisindan uzakta gercege uygun bicimde
betimlenmektedir. Glinlik hayattan kesitlerin sunuldugu reklam filmlerinde kadin
cinsellikten uzak, seyirlik bir malzeme olmaktan kurtarilmis sekilde yer almaktadir.
Kullanilan dil ve gostergelerle yillardir siregelen kadinlik imaji yikilmakta, toplumsal
cinsiyet rolleri ters yiiz edilmektedir. Onyargilara deginilen reklamlarda artik kadinin
“olmasi gerektigi” gibi degdil “oldugu gibi” kabul edilmesi gerektiginin Ustlinde
durulmaktadir. Tliketim kalttrinin glizellik kaliplarindan siyrilmis, beden 6l¢isi
baskilarindan azade edilmis kadinlarin reklamlarda yer almasi femvertising stratejisinin
onemli 6zelliklerinden biri olan ‘kadinlarin reklamlarda otantik bicimde sunumu’'nun
glicli bir 6rnegi olarak degerlendirilebilir.
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TARTISMA VE SONUC

Arastirma kapsamindaki reklamlar incelendiginde “Kadinlar GUnd” kutlamasinin
neredeyse her reklamda yapildigi gorilse de; reklam metinleri salt bir kutlamanin
dtesinde toplumsal cinsiyet kaliplarina bir tepki de icermektedir. incelenen reklamlarda
kadinlarin giicline, cesaret ve basarilarina, kadinlara verilen degere, kadin olmanin
onemine, kadinin ¢alisma hayatindaki yerine, istihdam oranlarina odaklanildigi
gorilmektedir. Ayrica reklamlarda kadina yonelik toplumsal sorunlara da deginildigi
ve reklamlarda kadina yonelik toplumsal cinsiyet rollerine meydan okuma temasinda
birlesildigi saptanmistir.

Son yillarda yapilan arastirmalarda kadinlarin toplumsal degisimlere paralel olarak
reklamlarda‘giiclii ve 6zgiir kadin’ olarak resmedildigi goriilmekte (Ugiimii-Aktas, 2018,
p. 87); kadinlarin is yasaminda hak ettikleri yeri almasi ve kadin girisimciligine destek
olma gibi temalar 6n plana ¢ikmaktadir. Calismanin sonuclari bu yénleriyle Ugiimi
Aktas (2018) ve Cilingir-Uk (2019)'un bulgulari ile benzerlik tasimaktadir. Cinsiyet
esitligine vurgu yapilan reklamlarda toplumsal degisimin yansimalari goértlmekte
kadinlarin geleneksel toplumsal cinsiyet rollerine iliskin yerlesik algilara tepkileri de
ortaya konulmaktadir.

Femvertising akiminin ve kadinlarin reklamlarda temsilindeki bu degisim, kadinlarin
medya temsilleri agisindan “sembolik kiyima” (Gerbner, 1976; Tuchman, 1978 as cited
in Coleman & Yochim, 2008, pp. 1-3) maruz birakildigi 6nceki durumlariile kiyaslandiginda
kayda deger bir ilerleme, olumlu karsilanabilecek bir gelisme olarak kabul edilebilir.
Ancak bu gelismeyi kapitalizmin neoliberal asamasi ve yarattigi sonuglar ile birlikte
degerlendirmek gerekmektedir. Clinkl femvertising orneklerinin artmasi ve basari
kazanmasi; feminizmin artik pazarlanabilir bir olgu haline gelmesi; aile, evlenme bosanma,
veraset, cocuklarin velayeti, ev idaresi, se¢me secilme, oy kullanma gibi miicadelelere
yogunlasan birinci dalga feminizmden beri neredeyse her dénemde siyasal angajmani
yliksek olarak nitelenebilecek feminist hareketin icinin bosaltiimasi olarak da
yorumlanabilir.

Nitekim, femvertising orta siniftan, tiiketim siirecine katilabilecek, beyaz yakal,
heteroseksuel kadinlara hitap eden liberal feminizmin biytk sirketler ve markalar
tarafindan aragsallastirilmasi olarak tezahiir eder. Bu bakimdan femvertising drneklerinde
benimsenen yaklasim, radikal feminizmden, Marksist feminizme, Fransiz feminizminden,
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Siyahi/Latino feminizmine, queer kurama vs. uzanan c¢ok genis bir skalayi icermesi
dolayisiyla zenginlesmis olan feminist hareketin, kapitalist dlizen acisindan uysal, ilimli,
makbul kabul edilen liberal feminizm disinda kalan yorumlarina karsi kordiir. Halbuki,
ataerkil diizende kadinlarin tahakkiim altina alinmasi siireci, din, dil, irk, cinsel yonelim,
sinif gibi 6teki tahakkim bigimleri ile ic ice gegmistir.

incelenen reklamlarda kadinlarin giicii, cesaret ve basarilari, calisma hayatindaki
yerleri, istihdam oranlarina vs. odaklanilarak kamusal alandaki kadin 6n plana ¢ikarilmistir.
Liberal feminizm, kadinlarin kamusal alanda deneyimledigi sorunlari dillendirmesi
bakimindan ilericidir fakat yetersizdir; clinkii liberal feminizmin en temel problemi 6zel
alan sorununun ¢éziimlenmemesidir. Liberal feminizm, kadinlarin cinsiyetleri yiiziinden
ayrnima ugradiklarini kabul eder, fakat cinsler arasi iliskileri bir gli¢/iktidar iliskisi olarak
goérmez (Ramazanoglu, 1998, p. 28). Ornegin, 6zgiin ve temel sinif ayrimini cinsiyetler
arasinda goren ve tarihiilerleten glictin erkeklerin kadinlar Gizerinde iktidar ve egemenlik
kurma miicadeleleri oldugunu 6ne siiren (Hartmann, 1992, p. 140) ve bu bakimdan da
toplumsal, siyasal ve entellektiiel alanlarda uzlagmaz ve reform karsiti bir tavir sergileyen
radikal feminizmin kisisel olan ile kamusal olan arasindaki ayrimin bir illizyondan ibaret
oldugunu iddia eden yaklasiminin femvertising reklamlarinda bir karsilik bulmasinin
imkani yoktur. Zira, Juliet Mitchellin (2000, p. 412) “...biz [kadinlar] iki otonom alanla
bas etmek durumundayiz: kapitalizmin ekonomik bicimi ve ataerkinin ideolojik bigimi”
diyerek iki temel tahakkiim biciminden biri olarak tespit ettigi kapitalizm, femvertising
stratejisinin varliginin en temel sebebi ve itici glictiddr.

Rosalind Gill ise, cok uluslu sirketlerin ve markalarin kadin hareketini ve kadinlarin
guc¢lenmesini, kadinlara tiiketim mallari satmak icin kullanmasini “meta feminizmi”
olarak tanimlamaktadir. Ozellikle ikinci dalga feminizm ile birlikte Anglo-Sakson diinyada
kadinlarin televizyon, sinema ve yazili basin gibi farkli medyalardaki temsillerinin yogun
bicimde elestiriye tabi tutulmasi, reklamverenleri ve reklamcilar bir taraftan feminizmin
kiltirel alandaki etkisini ve glictinii sahiplenerek yeni reklam stratejileri gelistirmeye,
bunu yaparken de hareketi radikal kokenlerinden koparmaya itmistir (Gill, 2007b, p.
74). Femvertising akimini Gill'in ¢izdigi cerceve icerisinde post-feminizmin bir uzantisi
ya da Urlni olarak gormek miimkindir.

Post-feminizm, liberal feminizmin statiiko ve anaakim kultir tarafindan “sagduyu”

olarak kabul edildigi ve dayatildigi bir stirece isaret etmektedir (McRobbie, 2009). Bu
strecte iyi bir evlilik ve annelik gibi geleneksel roller arka plana itilerek, “tercih” ve“gticlenme”
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gibi feminist kavramlar benimsenir, yeni nesil gen¢ kadinlar kendilerini (hetero) cinsel
normlar, tiiketim, kariyer hirsi yoluyla ifade ederler. Ornegin, kadin istihdaminin artmasi,
kadinlarin is hayatinda gorece daha saygin yerlere gelebilmesi biiyik bir ilerleme olarak
kabul edilir, fakat kadinlarin is hayatinda karsilastiklar glcliklerin (mobbing, s6zll ve
cinsel taciz, cam tavan vb. gibi) bircogu miinferit olaylar olarak degerlendirilir.

Dahasl, bu arastirmada incelenen érneklerde oldugu gibi post-feminist anlayisin kadinlarin
mucadelelerinin katettigi yolu, elde ettikleri kazanimlari, basarilarini ya da basariya yonelik
arzularini reklamlarin da bir parcasi oldugu populer medya kiiltiirti ile 6n plana ¢ikarmasi
Susan J. Douglas'in “aydinlanmis cinsiyetcilik” (enlightened sexism) olarak adlandirdidi bir
olguyu dayaratir. Douglas'a gore radikal kokenlerinden ve politik angajmanindan kopartilan
bir feminizm“kasitl ya da kasitsiz yeni toplumsal cinsiyet rejimine bir tehdit olarak anlasilir.
Aydinlanmis cinsiyetcilik kadinlarin feminizm sayesinde ¢ok biiyiik ilerleme kaydettigi, bu
ylizden artik kadinlara ve geng kizlara yonelik cinsiyetci stereotiplerin oyuncul bir sekilde
diriltilebilecedi fikrinde yatar” (2010, p. 9). Laura Mulvey (1999, pp. 833-844)'in ataerkil
diizenin basat seyir kipi olarak belirledigi‘eril bakis'tan muzdarip olmak yerine bunu kendisi
icin bir gliclenme kaynagi olarak goren bir glicli kadin profili cizilir.

Biyuk sirketler ve markalar tarafindan benimsenen liberal post-feminist yaklasimin
sundugu kadin imajinda tiiketim, tiiketime katilabilme potansiyeli ve satin alma glict
onemli bir rol oynar, ¢link( tiketim temelde kapitalist sistemin kadinlara sundugu bir
iktidar fantezisidir. Bu fantezide satin alma gticli ve cinsel cazibe siyasal ve iktisadi gli¢
ile ikame edilir. Dolayisiyla, bu tiirden reklamlarin ‘tiketim furyasi glnleri’ olarak
kurgulanmis 6zel glinlerde cok daha yogun bir sekilde yer aldigi gorilmektedir.

“Reklamlarin sadece Uriinleri degil, ayni zamanda toplumsal degerleri ve idealleri
satmayi amacladigi” (Kellner, 1991, p. 82) dlslincesinden yola cikarak, simdiye kadar
toplumsal cinsiyet rollerinin yeniden Uretildigi medya metinleri olarak ele alinan
reklamlarin femvertising stratejisini kullanarak toplumsal cinsiyet rollerini ters y(iz ettigi
adeta toplumsal cinsiyet kaliplarini yeniden kurguladigi, bu yoniyle incelenen reklamlarin
toplumsal cinsiyet esitligine katki sundugu sdylenebilir. Sunulan bu katkinin izleyici
tarafindan nasil karsilandigi ise ileriki arastirmalarin konusu olabilir.

Arastirma sonucunda gorilmektedir ki, Tirk reklamcilhidi da diinyayi etkisi altina

alan bir reklamcilik stratejisi olan femvertising akimindan etkilenmistir. Gortinen o ki
bu strateji ya da akim énlimizdeki yillarda da varhgini giiclendirerek stirdiirecek ve
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bircok marka icin de tiketici ile bag kurma noktasinda kdpri gorevi Gstelenecektir.
Buradan hareketle ileriki arastirmalar icin femvertising stratejisinin kullaniminda 6ne
cikan degerlerin yaratici stratejiler baglaminda calisiimasi 6nerilebilir. Bu arastirma
orneklemi genisletilerek sadece belirli bir zaman dilimine bagh kalinmadan da
yapilabilecedi gibi stratejinin kullanimina farkli sektorlerden 6rneklemler Gizerine
odaklanilarak spesifik calismalar da yapilabilir. Diinya tizerinde bu akimin baslamasiyla
birlikte buyik markalar ytksek buitceli ve blyiik reklam kampanyalari ile akima ayak
uydurmus, birden fazla tGlkede yayinlanan ve yillar stren iletisim etkinliklerine imza
atmistir. Bu anlamda konuya iliskin yapilacak ileriki calismalarda her bir markanin bu
stratejiyi iletisim calismalarinda nasil kullandigina dair biittincll bir inceleme yapilabilir.
Diger yandan bu stratejinin kullanimina dair alimlama analizi yapilarak tlketici 6zelinde
gerek cinsiyet gerekse de kusaklara gore tlketicilerin bu stratejiye nasil yaklastigina
dair benzerlikler / farkhliklar ortaya konulabilir. Yeni bir akim olarak tim diinyayi etkisi
altina alan femvertising bircok yoniyle arastirilmaya deger, reklam yonelimleri ve
uygulamalari acisindan gelecek vaat eden bir konu olarak gorilmektedir.

Bununla birlikte, femvertising triinden stratejilerin kullanimi, alimlanmasi ya da sonuglari
degerlendirilirken salt temenniler Uzerine dayali bir naiflikle kucaklanmamasi, elestirel
mesafenin korunmasi gerekmektedir. Ayrica, femvertising mesajlarinin hedef kitlesi, bu
stratejiyi kullanan markalari ve sirketleri de izlemelidir. Sirketlerin ve markalarin, reklamlarda
toplumsal cinsiyet esitligini ve kadin haklarini savunmanin 6tesine gecip gecmedidi,
reklamlarda sloganlastirdiklari idealleri uygulamaya koyup koymadiklari takip edilmelidir.
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ENDNOTES

1. Galismada kullanilan reklam videolarina 24.03.2021 - 24.04.2021 tarihleri arasinda asagidaki baglanti

adreslerinden erisilmistir:
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https://www.youtube.com/watch?v=IxBi5rLukKgM
https://www.youtube.com/watch?v=pfB1GCIO9rA
https://www.youtube.com/watch?v=a3JczS7n5hE
https://www.youtube.com/watch?v=hghrooPgY-M
https://www.youtube.com/watch?v=9ZvVXEIpEil
https://www.youtube.com/watch?v=6gfpS3MpVJs
https://www.youtube.com/watch?v=fESGaxp-VXk
https://www.youtube.com/watch?v=LgaiKhIrQjE
https://www.youtube.com/watch?v=CEmzEpA_DQs
https://www.youtube.com/watch?v=ghaYkrfa6Zk
https://www.youtube.com/watch?v=TXXn6cwblu8
https://www.youtube.com/watch?v=xpFRKy_GavU
https://www.youtube.com/watch?v=vqlYZno1QHk
https://www.youtube.com/watch?v=GNnnptjuOXY
https://www.youtube.com/watch?v=0JvQJc6rnWc
https://www.youtube.com/watch?v=H6do7eLokE8
https://www.youtube.com/watch?v=teEjKxgMDNU
https://www.youtube.com/watch?v=x9JjDTnyBIM
https://www.youtube.com/watch?v=aBvNktA_SmQ
https://www.youtube.com/watch?v=60toNrBR-UQ
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TABLES AND FIGURES

Table 1: Femvertising Stratejisinin Reklamlarda Kullanimi

Marka Reklamlarda One Cikan Temalar
A101 Cinsiyet kliselerine dair elestiri.
Avon Dogal olani destekleyici bir dil kullanma.
Boyner Kadina siddete karsi elestiri.
Dardanel Cinsiyet kliselerine dair elestiri.
Kadin istihdamina vurgu.
Desa Kadin istihdamina vurgu.

Kadinlari gliglendirme projesine destek verme.

Ford Otosan

Cinsiyet kliselerine dair elestiri ve tersine cevirme. Esitsizlik vurgusu. Esit is bolimi
isteginin dile getirilmesi.

Generali Onyargilarin yikilmasi.

Greyder Cinsiyet ayrimciligina dair elestiri.

ING Kadin olmaya dair farkli yeteneklerin kullanilmasi; dogal olani destekleyici bir dil
kullanma.

Kigili Cinsiyetler arasi esitlik vurgusu.

Lezita Kadin istihdamina vurgu.
Kadin olmaya dair farkh yeteneklerin kullaniimasi; dogal olani destekleyici bir dil
kullanma.

Mediamarkt Kadin olmaya dair farkli yeteneklerin kullaniimasi; dogal olani destekleyici bir dil kull-
anma. Kadinlari giiclendirme projesine destek verme. Onyargilarin yikilmasi.

Meyhanedeyiz.biz | Cinsiyet kliselerine dair elestiri ve tersine ¢evirme. Esitsizlik vurgusu. Esit is bolimu
isteginin dile getirilmesi. Kadina karsi siddete vurgu. Adalet istegi.

Neutrogena Kadin olmaya dair farkh yeteneklerin kullaniimasi; dogal olani destekleyici bir dil
kullanma. Kutlama.

Opet Kadin olmaya dair farkli yeteneklerin kullanilmasi; dogal olani destekleyici bir dil

kullanma.
Kadin istihdamina vurgu.
Kadinlari giiclendirme projesine destek verme.

Turk Hava Yollan

Kadin istihdamina vurgu. Dogal olani destekleyici bir dil kullanma. Onyargilarin yikil-
masl.
Kadinlar giiclendirme projesine destek verme.

Trendyol Esitlik isteginin dile getirilmesi. Esit is bolumi ve kadin istihdami vurgusu.

Vakifbank Kadini “olmasi gerektigi” gibi tarif eden baskici algilari yikmak. Esit is bolim ve kadin
istihdami vurgusu.

Vestel Kadin olmaya dair farkh yeteneklerin kullaniimasi; dogal olani destekleyici bir dil kull-
anma. Kadinlari giiclendirme projesine destek verme.

Vodafone Kadin istihdamina vurgu. Kadin olmaya dair farkli yeteneklerin kullaniimasi; dogal

olani destekleyici bir dil kullanma. Kadinlari gliclendirme projesine destek verme.
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Table 2: Reklamlarda Kullanilan Slogan / Hashtag

Marka Kullanilan Slogan / Hashtag
A101 -

Avon #SimdiSiraBende
Boyner #Litfenindirmeyin
Dardanel #ElinizeSaghk

Desa #HerllmekBirkadinaDestek

Ford Otosan

#NedenSadeceKadinlar #EsitisBlimu

Generali #OnyargilaraRagmen
Greyder #KadininAyakSesleri

ING #BastinnKizlar

Kigili #BizeYakisanEsitlik

Lezita #KadinlariyikiVar
Mediamarkt #KadininHikayesiYarininHikayesi
Meyhanedeyiz.biz #HadiYizleselim
Neutrogena #EllerineSaghk

Opet #KadinGucu

Tirk Hava Yollari

#KadinlarGlna

Trendyol #EsitDegilsekEksigiz
Vakifbank #isineBak
Vestel #DurusunilhamOlsun
Vodafone #BenVarim

Table 3: Reklamlarda Cinsiyet Kullanimi

Marka Dis Sesin Cinsiyeti Oyuncularin Cinsiyeti
A101 Kadin -

Avon Kadin Kadin
Boyner Erkek -

Dardanel Kadin Kadinlar cogunlukta.
Desa Erkek Kadin

Ford Otosan Erkek Kadin ve erkek.
Generali - Kadin
Greyder Kadin Kadin

ING Kadin Kadin

Kigih Erkek -

Lezita Kadin Kadin
Mediamarkt Erkek Kadinlar cogunlukta.
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Meyhanedeyiz.biz Kadin Kadin ve erkek.
Neutrogena Kadin Kadin
Opet Kadin Kadin ve erkek.
Turk Hava Yollari Kadin Kadin
Trendyol Kadin Kadinlar cogunlukta.
Vakifbank Erkek ve Kadin -

Vestel Kadin Kadin
Vodafone Kadin Kadin ve erkek.
Table 4: Reklamlarda Kadinlarin Konumlandirilisi

Marka Eviginde Toplumsal Alanda
A101 - -

Avon - -
Boyner - -
Dardanel %20 %80
Desa - %100
Ford Otosan %100 -
Generali - %100
Greyder - %100

ING - %100
Kigili - -

Lezita - %100
Mediamarkt - %100
Meyhanedeyiz.biz - %100
Neutrogena %20 %80
Opet %40 %60

Tiirk Hava Yollari - %100
Trendyol - %100
Vakifbank - %100
Vestel - %100
Vodafone - %100
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Figure 1: Orneklemin Sektdrel Dagilimi
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ABSTRACT

Interpersonal communication involving empathy is of great importance in
therapeutic relationships in healthcare. To equip medical/healthcare students
with interpersonal communication skills, community-based health education
provides real-life contexts in which they engage with the community as part of
the curriculum. A community-based health practice (CBHP) was implemented
at Izmir University of Economics (IUE) to improve students’ communication,
empathy and perception towards the elderly. Within an interdisciplinary
collaboration among the medicine, nursing, elderly-care and physiotherapy
programs, a total of 111 students participated in the project. This study aimed
to evaluate the role of the CBHP on students’ communication, empathy and
perception of the elderly. Taking a qualitative approach, focus group interviews
were organized with students (n=22). Descriptive analysis of the qualitative
data revealed that students witnessed the loneliness of elderly individuals, their
physical and psychosocial needs, which resulted in a high degree of empathy.
Furthermore, the study also aimed to gain insights from elderly participants via
in-depth interviews (n=9). Results demonstrated that the participants felt valued
and useful during the communication processes with the students. In conclusion,
CBHP contributed to students’ perceptions and empathy towards the elderly;
meanwhile the elderly individuals were satisfied with the interest of the medical,
nursing and healthcare students.
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(074

Empati iceren kisiler arasi iletisim, saglik hizmetlerindeki
terapétik iliskilerde blyik 6nem tasimaktadir. Tip/saglik
ogrencilerine kisiler arasi iletisim becerileri kazandirmak
icin toplum temelli saglik egitimi mufredatin bir parcasi
olarak toplulukla etkilesime girdikleri gercek yasam
baglamlar saglamaktadir. Ogrencilerin iletisim, empati
ve yaslilara karsi algilarini gelistirmek icin izmir Ekonomi
Universitesi'nde (IEU) toplum temelli bir saglik uygulamasi
gerceklestirilmistir.  Tip, hemsirelik, yash bakimi ve
fizyoterapi programlari arasinda disiplinler arasi bir is birligi
icinde, toplam 111 6grenci projeye katilmistir. Bu calisma,
toplum temelli saghk uygulamasinin 6grencilerin iletisimi,
empatisi ve yasli algisi Gizerindeki roliini degerlendirmeyi

amaclamistir. Niteliksel yaklasim ile 6grenciler ile odak grup

gorusmeleri gerceklestirilmistir (n=22). Niteliksel verinin
betimsel analizi, 6grencilerin, yash bireylerin yalnizligina,
fiziksel ve psikososyal gereksinimlerine yakindan taniklik
etmelerinin yiksek diizeyde empatiye yol actigini ortaya
koymaktadir. Ayrica calismada yasli katilimcilardan yiiz ylize
gorismeler yoluyla icgori elde edilmesi amaclanmistir
(n=9). Arastirma sonuglari katilimcilarin  6grenciler ile
iletisim surrecleri esnasinda degerli ve faydali hissettiklerini
gostermektedir. Sonuc olarak, toplum temelli saghk
uygulamasi 6grencilerin yash algisina ve empatisine
katki saglamis, ayni zamanda yasli bireyler tip, hemsirelik
ve saglk hizmetleri 6grencilerinin gosterdikleri ilgiden
memnun kalmiglardir.

Anahtar Kelimeler: Toplum temelli uygulama, saglik

hizmeti, kisiler arast iletisim, empati, yasli algisi

INTRODUCTION

Communication skills accompanied by empathy are expected to be demonstrated
by the twenty first century’s doctors, nurses and other healthcare providers. From a holistic
health perspective, which refers to approaching humans as a whole with body, mind,
and soul (Wade, 2009, p. 5), healthcare professionals must show empathy to their patients,
and manage communication processes in a humanistic way. With this aim, medical and
healthcare education institutions attempt to enrich their curriculums with community-
based education programs in order to provide students with real settings, in which they
caninteract with various groups in the community. Learning from people in the community
rather than in a hospital is more likely to develop empathy towards the patients (Prihanti,
2017). Community-based education programs are planned to create a long-term effect
on students’ ability to show empathy and develop communication skills.

It has been widely accepted that high quality healthcare services can be achieved
through a well-structured curriculum of undergraduate medical and healthcare
education, in which community based learning is embraced (Bahar-Ozvaris, 2007;
Buttery & Moser, 1980). The experience of the community setting is beneficial in
providing meaningful learning outcomes, such as communication skills, patient
management, empathy, and in developing medical students’ attitudes, and the
values of a‘doctor’in a real-world environment (Kelly, Walters, & Rosenthal, 2014).
As Corson (1998) points out “community-based education begins with people and
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their immediate reality” (p. 240). Community-based health education provides
students with appropriate contexts to communicate and interact with patients/
individuals within out-of-class activities as part of the curriculum. It helps students
to gain insights through real-world experiences (Mooney & Edwards, 2001). As a
milestone of medical education, The Edinburgh Declaration (1988) underlies
community-based education, urging that medical education should be undertaken
by involving all the resources of society (World Federation for Medical Education).
With this perspective, community-based health education aims to implement a
medical curriculum not only with students, but also with all the stakeholders of the
community (Magzoub & Schmidt, 2000). Therefore, medical schools often integrate
CBHPs into their curriculums to prepare their students for the profession by providing
them with real contexts, involving both students and various sections of society
such as disadvantaged groups, patients or elderly people.

The practices of community-based health education may differ from school to
school because of national policies, the complexity of the healthcare services, and
approaches to health education. Boyer (1990) argues that the university and the faculty
members should be “responsive to the needs and changes in the society” (p. 74). In
order to identify the structure of community-based education programs, target
populations and their needs should be well-defined (Hunt, Bonham, & Jones, 2011).
One section of the population that requires special attention is the elderly, which has
been growing year by year both in developed and developing countries. By 2030, the
number of people aged 65 years and above is projected to be nearly 21 percent of the
total population of the United States (US Census Bureau, 2017). It is projected that one
in four people in the United Kingdom will be aged 65 years and above by 2050 - an
increase from approximately one in five in 2018 (Office for National Statistics, 2019).
The elderly population is growing in Turkey, as well. It has been reported that the
number of people aged 65 and above was 8 percent of the total population in 2014,
increasing to 9 percentin 2018, and is projected to reach 13 percent in 2030 (Ministry
of Health, Republic of Turkey 2018). Demographic projections point out that primary
healthcare services for elderly people need to improve to meet this challenge. The
prevention and management of diseases is becoming crucial because of the rapid
demographic shift of the population and the increased numbers of people with complex
morbidity (Yang et. al, 2008). Therefore, medical and healthcare students should have
more opportunities to engage with elderly groups in order to gain positive attitudes,
communication skills, and develop empathy.
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Being a vital component of interpersonal communication competence, empathy
emerges as a core skill that is studied and discussed within the health communication
field. A review of the literature reveals that quality communication driven by empathy
between doctor and patient has a positive impact on patient satisfaction (Clever et al.,
2008), job satisfaction (Maguire & Pitceathly, 2002), and results in improved health
(Stewart, 1995). Gholamzadeh et al. (2018) suggest that training programs are beneficial
in improving students’empathy and attitudes towards the elderly. In a broader sense,
empathy involves understanding others’ emotions and thoughts. The concept of
empathy refers to a capacity which allows individuals “to know what other people think
and feel, to emotionally engage with them, to share their thoughts and feelings, and
to care for their well-being” (Stueber, 2019). Having an important role in therapeutic
relationships, empathy “involves an understanding of experiences, concerns, and
perspectives of the patient, combined with a capacity to communicate this understanding,
and an intention to help” (Hojat, DeSantis, & Gonnella, 2017, p. 78). Therefore, medical
and healthcare education attempts to equip students with communication skills. CBHP
provides real settings for students to experience “interacting, communicating and
empathizing with the communities” (Prihanti, 2017, p. 98). In this respect, community-
based practices become more important for achieving learning outcomes through
structuring contexts for future doctors and healthcare providers to experience
communication processes with the community members.

A review of the literature reveals a lack of research on community-based education
in Turkey, yet a few studies examine patient groups in community-based settings (Cevizci
etal,, 2015; Caliskan et al.,, 2007; Simsek et al., 2014; Turan & Say, 2003). Currently, there
is a lack of projects combining medical and healthcare curriculums with CBHPs and
evaluations of their outcomes. Aiming to implement CBHP within the medical education
curriculum, a house-visit project was developed at IUE to enable students to engage with
the community in which they will eventually serve. CBHP objectives included collecting
health-related data from elderly individuals, evaluating in-house safety risks, learning
the concerns and expectations of the community, and developing the communicative
and cooperative skills of the students as team members. This article presents the research
conducted following the CBHP. The strength of this study rests in the narrations collected
both from student and elderly samples, resulting in in-depth insight from the two parties
of the CBHP. Since itis original research on multidisciplinary community-based education
with the elderly in Turkey, the study is important as it sheds light on the reciprocity
relationships in community-based practices by evaluating the narrations of both parties.
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With respect to the insight gained from the research, the article presents implications
for further community-based practices aimed at improving interpersonal communication
competences among various community members.

AIM AND METHODOLOGY

Current CBHP, which has been implemented at IUE, focuses on elderly people from a
multidisciplinary perspective, combining medical and healthcare students in working
teams. Adopting a qualitative approach, this study seeks to understand how students make
sense of their experiences with elderly individuals during the CPHP. In addition, the scope
of the study was expanded to include interviews with elderly participants. While, students
experiences provided an in-depth understanding about how they developed empathy
and perception towards elderly people, the feedback obtained from elderly participants
further enabled them to comprehend how they have benefited from the CBHP.

’

Aim

This study aimed to understand the ways in which a CBHP contributes to students’
communication, empathy and perception towards the elderly, and to gather feedback from
the elderly individuals about the practice and the communication processes with the
students. In light of the insights gained from both groups, recommendations are provided
for future practices in order to enrich learning experiences in medicine, nursing and healthcare
services. In accordance with this aim, the study examines the following research questions:

RQ1: In which ways does the CBHP contribute to healthcare students’ perceptions
of the elderly?

RQ2: To what extent does the CBHP contribute to healthcare students’ empathy
towards the elderly?

RQ3: How do the healthcare students make sense of their experiences with the
elderly regarding the communication processes?

RQ4: In which ways do the elderly benefit from the CBHP?

Methodology

This study adopted a phenomenological pattern in a qualitative approach by using
focus group interviews to understand the role of the CBHP on students’ perceptions
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and empathy towards the elderly. As Sundler et al. (2019) point out, the experiences
of human beings are focused on and described in phenomenological research.
Descriptive phenomenology involving semi-structured interviews is commonly used
both in communication and healthcare studies. Being a prominent method in
communication studies, focus groups have also become popular in health education
and health related issues (Kitzinger, 1995). The advantage of focus group interviews is
using the interaction between participants in order to explore people’s experiences,
meanings and understandings (McLafferty, 2004). In this respect, focus group interviews
provided an in-depth understanding as to how participants in the CBHP made sense
of their real life experiences with the elderly community.

To gain insights from the elderly individuals about the project and their experiences,
in-depth interviews were conducted. As Boyce (2006) describes, “in-depth interviews offer
a more complete picture of what happened in a program and why” (p. 3). Therefore,
interviewing a group of elderly participants in the project enriched the results of the research.

Participants in the study

The CBHP was coordinated among four programs of the university: medicine (36
second year students), nursing (31 third year students), elderly care, and physiotherapy
(first and second year 44 students), in the 2018-19 academic year (N=111). The students
were matched in pairs from the Medicine-Nursing and Elderly Care-Physiotherapy
programs. Prior to the house-visits, students were provided with lectures on
biopsychosocial features in the elderly, geriatric risk factors, and communication skills.

Within the scope of the project, the community was designated as the university
district, Balcova. Approximately 120 elderly individuals were chosen with the collaboration
of the district municipality. Previously informed elderly individuals were visited at home
by faculty members who gave them information about the project. The final group
was composed of 45 elderly individuals, who gave consent for the house-visits.
Appointments were arranged by the faculty members. Each student group visited the
assigned elderly person three times during a six week period. Students performed
structured procedures, such as collecting health data, providing information about
in-house safety, well-being, and engaging in everyday conversations.
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Once the house-visits were completed by all groups, semi-structured focus group
interviews were organized. Of the students in the four programs, 22 students (18 females
and 4 males) were randomly selected to participate in focus group sessions (Table 1).
The sessions were organized between May 16-21, 2019. The consent of the participants
was obtained. For confidentiality, student quotes are identified by group and participant
numbers. Ethical approval was obtained from the IUE ethical committee.

The second part of the study involved in-depth interviews with the elderly participants
in order to understand their views regarding the CBHP and the communication processes
they had experienced with the students. The sample size of this study was identified in
accordance with the demographics of the elderly group (31 females and 14 males, average
age=78). A sample group included 7 females and 3 males (average age=78) based on
voluntary participation. As one elderly male was unable to host the researchers at the
appointed date and time due to health issues, nine face-to-face interviews were conducted.

Procedure

A focus group guideline was used during the sessions. The students were asked to
describe their experiences with elderly individuals (either positive or negative), how
they had resolved any communication issues, their perceptions of the elderly, and their
experiences of working as a team. These sessions were moderated by a researcher with
no previous interaction with the students. The independent position of the moderator
enabled a space where participants could express themselves freely. Each focus group
session lasted approximately one hour. All focus group sessions were audio-visually
recorded with the consent of the participants.

In the second part of the study, a semi-structured interview form was used to conduct
in-depth interviews with the elderly participants. Interview questions aimed to
understand their attitudes towards the project and the communication processes with
the students. Each interview lasted for around one hour. All interviews were audio-
recorded with the consent of the participants.

Qualitative data analysis

A descriptive analysis was performed on the qualitative data, moving from the
original data obtained in the focus groups and interviews towards the organization of
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the themes in relation with the research questions. In this process, the qualitative data
was analyzed without any sort of an identified framework in advance (Burnard et al.,
2008), meaning that data driven themes were derived from the analysis (Sundler et al.,
2019). First, audio-visual recordings of the focus groups and interviews were transcribed
verbatim (quotes given in this article were reproduced without distorting the meanings).
Transcribed material was examined by the researchers separately in order to establish
inter-coder reliability. Afterwards, the texts were reviewed and discussed together by
the researchers, and the emerging themes were identified. During this descriptive
analysis process, the researchers’ efforts were directed at exploring meanings through
rereading of the textual material, organizing them in relation to the research aim and
questions.

FINDINGS

In relation to the research questions, the focus group sessions involved questions
addressing students’ perception and attitudes towards the elderly, and their
communication experiences. The findings provided an in-depth understanding about
the role of the CBHP under three emerging themes, which were as follows:‘descriptions
of the elderly, ‘'understanding the elderly;, and ‘communicating with the elderly’.

The final research question was determined to gain insights from the elderly
participants. Interviews with the elderly individuals provided significant findings about
their thoughts regarding the house-visit practice and the communication processes
they were involved in. The findings derived from the interviews highlighted two key
themes: ‘the sense of being useful’and ‘eliminating the sense of loneliness.

Experiences of the students: “She needs nothing, just another human.”

Descriptions of the elderly

Students were asked to express what they attributed to the term‘elderly’. Students
often used the following terms: ill-tempered, lonely, stubborn, unhappy, depressed,
vulnerable and sensitive to describe elderly people. During the sessions, the participants
often referred to the concept of helplessness when narrating their experiences with
the elderly in house-visits.’l saw clearly that they were helpless; a student stated (Focus
group 4, P20). Another student reported:

40 Connectist: Istanbul University Journal of Communication Sciences, 2021, 67, 33-51



Aksoy, Z, Gékdemir, O, Semin, M.

He was crying constantly. He saw children playing on the street and cried saying
“they reminded me of my childhood”. He saw us and cried, for example, he said
that“no one opened my door, but you”. We actually tried to comfort him (Focus

group 1, P2).

Observing and interacting with the elderly in their own houses allowed students
to directly witness their socioeconomic conditions, health-related problems, concerns
and needs. It was observed that students’ descriptions in general pointed out the
weaknesses of the elderly. On the other hand, a few students expressed relatively
positive characteristics, such as experienced and cute. At this point, the data was
examined in terms of the relationship between students’descriptions and their previous
experiences with the elderly. Qualitative data demonstrated that the length of experience
with older family members seemed to be an indicator of the descriptions. As an example,
a student who described the elderly as ill-tempered, stated the following:

| was more relaxed compared to my friends. | have been living with old people
since 2008. | took care of my grandfather until he died, and afterwards | began
to live with my grandmother. | have been with elderly people for 10 years; their
friends, their reunions, all the time with elderly people. | am experienced (Focus

group 3, P12).
Another student, who described the elderly as cute, stated:
| just lost my grandmother. ...l already love old people very much. | had been
living with my grandmother for 20 years. So, it was not a different experience for
me. | became happy when they were happy (Focus group 2, P8).
Understanding the elderly
When narrating their experiences with the elderly during house-visits, students
described various situations highlighting their developing understanding of the elderly.
Narrations show that the students were able to closely observe their living conditions,

which sometimes resulted in sadness, as one participant expressed:

| felt very sad in my last house-visit. She was so lonesome. She said about her

daughter,“we are very close as we are so far away”. Her eyes were full of tears. ...
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She is afraid of loneliness, she cried. | felt bad, but tried not to reflect it to her.
When | left the house, | called my mother. My eyes were full of tears while talking

to her (Focus group 1, P2).

Students reported that their dialogues with elderly individuals led to an understanding
of their needs, and to a sense of empathy. One of the participants stated:

The elderly person whom | visited had big issues; she had osteoporosis; she didn't
have a walking frame to go outside; she was afraid of climbing the stairs. She

thought that we were there to help with these issues (Focus group 2, P7).

When the moderator asked how they responded to such expectations, a participant
responded as follows:

She thought that | was there to cure her. | told her that she needed to go to
hospital. But, | measured her blood pressure, for instance, and she became happy

(Focus group 2, P9).

Another student’s perspective was slightly different:‘The lady was eighty-four and
living alone. She needs nothing, just another human’ (Focus group 1, P4).

Some narrations show that students’empathy tended to cause a feeling of helplessness
when faced with sorrow. A student described it as follows:

The person we visited was very emotional. She was questioning her past all the
time. She was expressing her regrets... and she had expectations from us, like
“are you going to be a solution for my problems? or are you going to provide me
a hearing aid?”. But, as students, we do not have such opportunities. Frankly, |

questioned myself. ...l felt insufficient (Focus group 3, P16).

The qualitative data demonstrates that the students developed a previously unfelt
degree of empathy towards the elderly. A participant admitted, ‘l think we leave them
alone so much’ (Focus group 3, P11); another one agreed, stating ‘there are so many
elderly individuals, but we are not able to make them a part of our lives’ (Focus group
3,P13). A student expressed her way of developing empathy as’l was always aware of
their difficulties, but | felt more intensively that they are unhappier than we are’(Focus
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group 4, P20). One of the students described the issue in a more empathetic way:'We
tend to see them as if they are different than us, but actually they are only the older
versions of us’ (Focus group 4, P19). It has been understood from the narrations that
students often found themselves in the position of feeling what it is like to be elderly.

Communicating with the elderly

Participants were asked for their opinions on communication with an elderly
individual. Students expressed various thoughts about the topic. One of the participants
suggested that communication with the elderly must be‘without considering that the
person we are dealing with is old’ (Focus group 3, P13). However, others disagreed:’|
think a bit of a careful approach is needed. Most of them complain of loneliness’ (Focus
group 3, P12); It requires gentler talk. They can be very touchy’ (Focus group 3, P15);
...should be more respectful’ (Focus group 3, P11).

During dialogues within the sessions, students expressed their thoughts on ways
of communication. A student claimed:

The approach must be more careful. For example, when they question their past
a lot, we can encourage them to try to see that the glass is half-full (Focus group
3,P16).

One of the students stated, ‘l think staying calm is necessary, because there may be
a lot of things making them cry. We should listen to them. They feel good when they
share thoughts with us’ (Focus group 4, P21), while another one continued as follows:
‘| think we need to interrupt them at some point, because ...they can be distracted a
lot. When you don't stop them, they keep talking, feel sad, and forget about the original
subject’ (Focus group 4, P20).

Participants also explained how CBHP contributed to their communication skills. A
student explained as follows:

Personally, | think my communication skills are not very good. For me it was useful

tolearn about how | can initiate a dialogue, how the communication process develops.
It was useful for me to be able to plan communication (Focus group 4, P22).
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Another student stated, ‘'we started simulation practice in another course. This practice
helped me to be more comfortable there, because of the similar conversations’ (Focus
group 4, P18).

In the eyes of the elderly people: “There is someone knocking on my door.”

The most important finding gained from the interviews is the sense of happiness
they felt for being useful to the students. This apparent benefit from the practice was
unforeseen. A participant described her feelings as:‘l became really happy as if | were
of benefit to them. Maybe a few words of mine will be useful to them. ...If | am going
to be useful to young people, let them come again’ (female, 66). Another also said: ‘|
would like to talk about life. | could give a summary of my life. | have a lot to tell, what
I have gone through during my life’ (male, 87). It has been understood that the elderly
individuals felt useful during the CBHP as they were hosting young students who would
be doctors or nurses in the future.

Elderly individuals also reflected their satisfaction with the house-visits for alleviating
their sense of loneliness. A participant expressed her feelings as follows: 'l felt joy. | felt
there was a human next to me. It was nice to have support from someone’(female, 72).
Others also stated ‘they made me so happy. | appreciate very much that they came to
my house and took care of me’ (female, 86);’l need people. | stay at home all day long,
[ cannot go out. They became company for me’ (female, 88). Elderly participants explained
their loneliness in the same way that the students narrated in the focus groups. They
seemed to have benefited from these visits mostly in social ways, as one of them simply
stated, ‘there is someone knocking on my door’ (female, 80).

During the interviews, participants were requested to describe theirimpressions
of the students’ ability to communicate. All respondents were satisfied, as seen in
their explanations: ‘They were so mature, talking very gently’ (female, 66). ‘They
were very sincere and friendly (female, 76).’ do appreciate them. They are sensible’
(male, 87). Data obtained from the interviews reveal that the elderly participants
mostly gave positive evaluations about the house-visits and their communication

processes.
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DISCUSSION AND CONCLUSION

Community based education involving CBHPs has been adopted in many medical
schools around the world, rising from a need to better prepare students for the profession,
and to support their engagement with the community, especially with disadvantaged
groups. Within this perspective, a CBHP for the elderly community was implemented
atIUE Medical School in 2019.The significance of the project lies in building collaboration
among medicine, nursing, physiotherapy and elderly care students in order to encourage
peer learning and interaction. This study reveals that medicine and healthcare students
developed an understanding and empathy towards elderly people by visiting them in
their own surroundings. Through combining medical education with a CBHP, future
healthcare professionals are provided with an opportunity to leave their comfort zones,
enriching their education with real-life experiences within a structured program.

The objectives of this project included engaging medical, nursing and healthcare
students with the elderly community. Stereotyping of the elderly has a significant place
in the literature. Allport’s contact hypothesis (1954) suggests that an individual’s
interaction with outgroup members in a cooperative manner leads to positive attitudes
towards the outgroup as a whole (Pettigrew, 1998). Further studies argue that quality
of interactions is essential to the development of positive attitudes towards an outgroup
(Schwartz & Simmons, 2001). There are multiple stereotypes - positive and negative - of
elderly people (Hummert, 1990). Hale (1998) suggests that individuals with a high level
of contact with the elderly tend to reflect lower stereotyping. While it has been argued
that young adults are likely to make negative associations about the elderly (Chasteen
& Pratt, 1999), more recent research points out that both young and old adults might
demonstrate a positive bias towards the elderly (Chasteen, Schwarz, & Park, 2002).
Current research primarily questioned how medical and healthcare students perceive
the elderly. Students were likely to describe the elderly by mentioning their living
conditions, loneliness and vulnerability. Relatively negative attributions like ill-tempered
and stubbornness do not seem to be an obstacle for showing empathy to elderly
people.

Recent research emphasizes that the “exposure to the realities of the home
environment provides deep learning experiences” (Pohl, Malin, & Kennell, 2014, p. 697).
In this study, real-life experiences allowed students to encounter disadvantaged elderly
members of the community, mainly from low socio-economic groups, and resulted in
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more empathetic views and attitudes. As students closely witnessed the physical and
psychosocial needs of the elderly individuals and gained an awareness of their situation,
they had the opportunity to experience empathy. As described previously, empathy
involves “the capacity to communicate and willingness to help” (Hojat, DeSantis, &
Gonnella, 2017, p. 78). In this sense, the study demonstrates the students’intention to
understand the concerns of elderly people, and to support them in various ways.

However, it should be noted that some students already had close relationships
with their older family members. Long-term previous experience with the elderly
seemed to influence their perceptions and experiences during the project, a relationship
supported by a few studies in the field. Soderhamn et al. (2001) suggest that limited
previous experience is a significant factor in unfavorable attitudes towards the elderly.
Olson’s (2003) study shows that students who have a meaningful relationship with an
elderly person had more positive attitudes. This study similarly suggests that long-term
experiences with older adults may influence healthcare students’ perceptions and
empathy, although it still requires further investigation.

There have been a few studies conducted in various countries evaluating the impact
of community-based education or training programs on students’empathy and perception
of the elderly. The current literature emphasizes“the need of community-based education
for learning of empathy” (Prihanti, 2017, p. 98). Gholamzadeh et al. (2018) claims that the
empathy and attitudes scores of nursing students towards the elderly increased as a
result of empathy skills training. As lack of empathy harms interpersonal communication,
equipping medical and healthcare students with empathetic communication skills
becomes crucial. Empathy in therapeutic relations is beneficial for the patients, as it helps
to reduce professional stress (Hojat, DeSantis, & Gonnella, 2017). This study demonstrates
that the house-visit practice makes a significant contribution towards improving students'’
positive perceptions and empathy towards the elderly.

Examining the interpersonal communication skills of healthcare providers
demonstrates that an affiliative or caring communication style, which embraces
communication behaviors such as empathy, warmth, genuineness, compassion, and
receives more favorable evaluations by patients (Buller & Buller, 1987; Finkelstein,
Carmel, & Bachner, 2017). The results of this study demonstrate that medical and
healthcare students are more likely to adopt a relationship-centered communication
style by advocating caring and gentle behavior towards the elderly. Without doubt,
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this caring approach may be affected by several factors including student
sociodemographic characteristics, professional competency or cultural values, which
can be focused on extensively in future research.

The study also reveals that the CBHP created reciprocity between the two sides.
Interviews with the elderly participants demonstrated their satisfaction with the house-
visits project. Loneliness in the elderly is reported as an important physical, psychological
and social health problem by the literature (Holmén & Furukawa, 2002; Kharicha, 2017).
Moreover, a better understanding of the patients not only improves healthcare services,
but also makes patients feel valued (Chen et al., 2007). Community-based services for
ameliorating elderly loneliness are recommended (Kharicha, 2017). In this CBHP, students
reached an understanding of the sense of loneliness and related needs of the elderly;
meanwhile, the elderly individuals felt valued through the communication processes
during the house-visits. Furthermore, the study emphasizes that elderly participants
were satisfied with the project as the house-visits gave them a feeling of supporting
the students. This finding is also valid in Stacy and Spencer’s (1999) study emphasizing
that“the patients see themselves as teachers having specific contributions in students’
training” (p. 693). In this respect, a CBHP for the elderly clearly supports the community
memobers in various ways ranging from healthcare matters to interpersonal relations
and the satisfaction of helping others.

To the best knowledge of the authors, the current literature reveals no studies on
community-based health education and CBHPs for elderly people in Turkey. In this respect,
this study has made a substantial contribution to the literature by implementing a CBHP
for the elderly in Turkey and investigating its role in students’ perceptions, attitudes and
communication skills. Moreover, the study is unique in combining the narrations of
participant students and elderly individuals, which enabled researchers to gain an in-
depth understanding of the role of the CBHP on reciprocity relationships between diverse
members of society. Elderly participants’ viewpoints enhanced the interpretation of the
mutual interaction built up during the house-visits between the students and elderly.

The duration of the CBHP seems to be the main limitation of the study; the house-
visits lasted for six weeks, raising doubts about the sustainability of the project. Community-
based education should adopt sustainable programs not only for achieving long-term
learning outcomes, but also to support the elderly community, with its various needs,
issues and expectations. Therefore, the long-term contributions of the community-based
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health education to the students and the elderly community need further consideration.
It is highly recommended that sustainable CBHPs be implemented to equip students
with communication skills and to investigate the long-term effects on the community.
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TABLES AND FIGURES
Table 1: Participants of the Focus Group Study
Group Participants
P1 (female)
Focus Group 1 P2 (female)
Physiotherapy P3 (female)
P4 (female)
P5 (male)
P6 (female)
Focus Group 2 P7 (female)
Elderly Care P8 (female)
P9 (female)
P10 (female)
P11 (female)
P12 (male)
Focus Group 3 P13 (female)
Nursing P14 (female)
P15 (female)
P16 (female)
P17 (female)
P18 (female)
Focus Group 4 P19 (male)
Medical School P20 (female)
P21 (female)
P22 (male)
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ABSTRACT

Recent psychological and physical harm to teachers preventing educational
institutions from achieving their objectives has motivated our investigation into
the effect of mobbing in vocational secondary schools on the performance of
teachers. It has been predicted that the person subject to mobbing may work
more efficiently due to higher ambition or fear culture or on the contrary may
have a lower performance. Thus, the present study was designed to determine the
relationship between mobbing in educational institutions and performance. The
study sample consists of 251 teachers; 130 females and 121 males, employed in the
vocational secondary schools of the Ministry of National Education in the province
of Dlizce. The data collection tools used in this study were chosen by taking into
account the variables to be measured and included the Personal Information Form
which consisted of gender, vocation seniority, branch, educational level, and age
information of teachers in secondary schools, the Mobbing Scale consisting of
23 items and developed by Ozézen-Danaci (2009), and the Teacher Performance
Enhancement Survey, a 5-point Likert scale consisting of 26 items. Results of
the study indicated a significant negative relationship between mobbing and
performance;female teachers were more exposed to mobbing than male teachers;
and, junior teachers suffered the most from mobbing. Awareness of the mobbing
phenomenon and necessary preventive measures in education institutions, the
informing of teachers and educators and the general consciousness between
school personnel about mobbing should be ensured.

Keywords: Education, teacher, performance, mobbing, psychological violence

(074

Sanayilesme ve is yasamina yonelimin artmasiyla dikkatleri tzerine ¢eken ve
psikolojik saldirganligin kapsaminda aciklanan psikosiddet olgusu son yillarda
egitim sektoriinde de okullarda gérev yapan 6gretmenlere, psikolojik ve fiziksel
zararlar vermesinin yani sira egitim kurumlarinin amaclarini gergeklestirmelerine

de engel olmaktadir. Bu baglamda mesleki ortadgretim kurumlarinda yasanan
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psikolojik siddetin 6gretmen performansina etkisinin
arastinlmasinaihtiyac duyulmustur. Calismanin 6rneklemini
2009-2010 egitim ogretim yih, Dizce ili Milli Egitim
Bakanligi'na baglh resmi mesleki ortadgretim kurumlarinda
gorev yapan 130 kiz, 121 erkek olmak uzere toplam 251
ogretmen olusturmaktadir. Arastirmada veri toplamak
amaciyla mesleki ortadgretim kurumlari 6gretmenlerine
yonelik hazirlanan Kisisel Bilgi Formu, 23 maddeden olusan
Ozdzen-Danaci'nin (2009) olusturdugu Psikosiddet Olcegi

ve 26 maddeden olusan besli likert tipi Ogretmenlerin

Performans Anketi yer almaktadir. Arastirma sonuclarina
gore, psikosiddet olgusu ile performans arasinda ters yonli
anlamh bir iliski oldugu, psikolojik siddet ytikseldiginde
performansin  dastigi, bayan Ogretmenlerin  erkek
ogretmenlere kiyasla daha ¢ok psikosiddete maruz kaldig
ve psikosiddetin en cok, mesleki kidemi diistik 6gretmenler
tzerinde uygulandigi saptanmistir. Elde edilen bulgulara
gore onerilerde bulunulmustur..

Anahtar Kelimeler: Egitim, ©6gretmen, performans,

psikosiddet, mobbing

INTRODUCTION

Field (1996) defines the concept of‘mobbing’as“persistent and relentless attack on
the self-confidence and self-esteem of targeted individuals”. An examination of the
link between mobbing and the traits and behaviors of mobbing perpetrators highlight
that these individuals tend to be cowardly, weak, insecure, attention-seekers, requiring
excessive need of praise, and often resort to psychological violence to compensate for
their deficiencies (Leymann & Gustafsson, 1996). On the other hand, Zapf (1999) notes
that the victims of mobbing tend to be individuals who identify with their profession
and are honest, reliable, who do their very best, and do not compromise their work
principles. Negative effects of mobbing on performance include the following: 1)
absenteeism, 2) tardiness, 3) unrest in the institution, 4) decreased productivity, and
5) sabotage (Hoel, Einarsen, & Cooper, 2002).

Considering human resources as the most significant component of an institution,
itis undeniable that the working individual reflects his/her physical, mental, and personal
traits when performing his/her job. On average, an employee endeavors to fulfill their
assigned tasks in the best manner possible within the framework of their abilities which
means they put forth their best performance. Performance is also defined as the
fulfillment of a job in accordance with the specified requirements or the employee’s
course of conduct. For there to be success, the job/task first needs to be defined, then
the job standards should be determined, and the suitability of these requirements to
the characteristics of the employee should be compared (Ozdemir, 2013).

The job performance of individuals exposed to mobbing is adversely affected. As
aresult, victims of mobbing suffer from aversion to work, exhaustion, decreased interest,
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and frustration causing them to exhibit low job performance. Persistent tension, stress,
and the presence of a conflicted environment undermine creativity, innovative thinking,
productivity, and motivation (Okutan & Stititemiz, 2015).

There are many factors that cause mobbing. These elements can be grouped under
three headings as organizational, social, and personal reasons (Cigerali & Cigerali, 2015):

a. Organization-related reasons; Overly uncontrolled and unregulated business
environments, an excessive hierarchical and controlled work environment, unsuccessful
leadership, changes in the workplace, authoritarian and non-self-control management
mentality, injustice, role conflict, and role ambiguity create factors such as: drawing
status in the organization with precise lines, strict hierarchical structure, being large
and large-scale, a non-innovative traditional organization, sloppy use of authority, strict
working hours, high gender inequality, intense power differences like status or
experience, and high job insecurity. The constant change of managers or supervisors,
the presence of internal tension, a lack of cooperation, an excess of various conflicts
affecting the flow of information, low transformational leadership behavior, excessive
competition, decreased job satisfaction, employees working in a closed area like a
business environment and few rural jobs (Cemaloglu, 2007; Gokce, 2008; Kirel, 2008;
Kose & Uysal, 2010; Kogak & Hayran, 2011).

b. Reasons arising from the organization’s environment; The increasingly intense
existential concern triggered by globalization consists of factors such as increasing
automation and spending more time in the workplace than required to get things
done (Cimen & Sac, 2017; Kiiglikcayir & Altun, 2016; Cicerali & Cicerali, 2015).

¢.Causes arising from individual characteristics; The aggressive group or the individual’s
personal characteristics are low intelligence, malicious, jealous, gossipy, spiteful, overly
proud, inconsistent, prejudiced, low moral values, lacks social skills, and a mental disorders.
A narcissistic, sadistic, psychopathic, paranoid, passive-aggressive, bulging self, with high
stress tolerance and low work awareness are factors in being a mobbing practitioner.

The quality of the communication the victim or the attacker establishes with himself
and the environment and the communication capacity of the attacker with the victim
have an important place in psychological harassment. Such as, those who have low
communication with their environment may be exposed to more psychological abuse,
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or they may be more prone to psychological abuse. The victim's being successful, sociable,
agile, and the aggressor’s envy and jealousy towards the victim can be considered as the
common individual cause of psychological harassment (Kose & Uysal, 2010).

In addition, the social outcomes of mobbing include associates tiring of the victim’s
impaired social standing, depressive attitudes, and behaviors whereby there is a tendency
to isolate the individual. Workmates may now consider the victim of mobbing as a
‘failure’resulting in alienation. A person ostracized at the workplace who in turn loses
their occupational identity may also lose their place within their social circle and family
(Okutan & Sutlitemiz, 2015). Kilic (2006) noted that no substantial effects are observed
on the victim in the first stage of mobbing, but performance drops in the exacerbation
stage, and underscores the significant relationship between mobbing and performance.
Performance is one of the most important factors to consider when talking about a
business. Every business is aware of the importance of increasing people’s performance
and making them attractive, but few try to define what employees want from them
and what they want to engage with (Bedarkar & Pandita, 2014).

The concept of performance, on the other hand, can be defined as a criterion that
determines quantitatively and qualitatively what is obtained as a result of a purposeful
and planned activity. Performance in terms of enterprises is the goods and services
that are determined to fulfill the task and fulfill the purpose in a way that meets the
predetermined criteria within the scope of the task or thought (Pugh, 1991; Akal, 2005).

Performance that is of primary importance for businesses is individual performance.
Because a business can only be as good as the performance of its employees (Col,
2008). A high performance of the employee depends on feeling connected to the
company, creating strong emotions and a good motivation. This is one of the main
purposes of performance management.

Employees who experience frustration, disappointment, reduced confidence in the
business, inadequate perception of justice, non-participation in decisions, cynicism,
nepotism, or mobbing are negatively affected in their individual performance (Einarsen,
2005; Candan, 2013).

Educational institutions are organizations prepared for action and arranged in line
with a particular purpose (Bursalioglu, 2008). From among the various types of
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organizations, an educational institution is perhaps one of the most important in that
a functioning society can only attain its social and economic objectives by operating
educational institutions expediently and effectively. Effective performance management
is very important for organizations to achieve their goals and exposure to problems
and negative psychological effects are major issues (Basaran, 1985; Davenport, 1999).
Supporting and enhancing the performance of employees in educational institutions
has become one of the most noteworthy challenges faced by administrators.

In addition to targeting a person or a group, mobbing harms the image of the
company and the high cost it imposes on the business. In this way, the performance
and productivity of employees in an uneasy business environment decreases and they
start to flee to better managed jobs. From this point of view, it is thought that similar
results can be seen in the education sector.

Considering that each act that constitutes psychological harassment can actually
occur as a result of daily relationships, problems, or conflicts, it can be seen that
psychological harassment acts and general communication problems or similar negative
relationships often resemble each other. Therefore, mobbing can be considered a
communication problem that has becomeill.

Mobbing has a wide meaning in organizations in that it harms relationships between
people and includes disturbing communication styles / behaviors. Therefore, when
examined terminologically, the concept of psychological mobbing; bullying, harassment,
maltreatment, psychological terror, psychological violence (Temel-Eginli & Bitirim, 2010).

Psychological mobbing, which has many causes, is fed by negative personality traits
in general, and arises as a result of the defects in the organizational structure and the
deficiencies in organizational communication. For this reason, it is important that
employees at all levels, especially senior executives, have knowledge about the issue,
increase their awareness, and make a joint effort to resolve the issue before it becomes
amajor problem. If they encounter psychological mobbing, it seems possible to combat
it effectively by taking measures at the managerial and communicative level (Monks
et al,, 2009; Temel-Eginli & Bitirim, 2010).

For the purpose of the study, an answer to the following question should be sought
first. How is this study different from other studies on mobbing? There have been many
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studies on mobbing in recent years. However, most of the work has been tested on
businesses and companies. Small-scale studies conducted in educational organizations
frequently focused on students and peer bullying. Since this study is carried out on
teachers in educational organizations, it provides original results.

Although the presence of mobbing in the Turkish educational institutions has
recently come to the forefront, there are limited studies on the relationship between
mobbing and teachers’ performance.

When the studies on mobbing in the field were examined, it was seen that the studies
were conducted in the form of evaluating mobbing in terms of demographic variables and
existing conditions. In addition, these studies have been conducted in the form of meta-
analysis and have been studied with scanning model methods for the prevalence of mobbing
and its perception by teachers (Ko¢ & Urasoglu-Bulut, 2009; Celep & Eminoglu, 2012; Tan,
Aktar, & Akpunar, 2017; Toytok, 2017; Arslantas, inandi, Atas, 2021; Cerev & Giirsul, 2021).
However, it has been observed that the relation of mobbing, which is the subject of these
studies, with performance, which is a consequence of concern to the society rather than
individuality, is not examined. So it has been predicted that the person subject to mobbing
may work more efficiently due to higher ambition or fear culture or on the contrary may
have alower performance.Thus, the present study was designed to determine the relationship
between mobbing in educational institutions and performance.

Furthermore, studies on mobbing have been carried out in many different businesses
(Dincay, 2020; Goymen & Sohret, 2020). However, there are very few studies in the

education sector, especially on teachers. There are studies on these subjects; peer
bullying among students in education, etc.

AIM AND METHODOLOGY

In this section, the methods and procedures used in conducting the study are given.
Matter of Study

Recent psychological and physical harm to teachers and preventing educational

institutions from achieving their objectives has motivated our investigation into the
effect of mobbing in vocational secondary schools on the performance of teachers.
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Limitations of Study

The study is limited to the correct answers given by the teachers participating in
the research, and the number of participants.

Aim

It has been predicted that a person subject to mobbing may work more efficiently
due to higher ambition or fear culture or on the contrary may have a lower performance.
Thus, the present study was designed to determine the relationship between mobbing
in educational institutions and performance. Answers to the following questions are
sought in the research:

1. Are teachers working in vocational secondary education institutions exposed
to mobbing?

2. Does mobbing, to which teachers are exposed, differ according to their
demographic characteristics?

3. Isthere asignificant relationship between mobbing and teachers’performances?

Methods

This study employs the relational screening model, a type of general screening
model as a quantitative study model.

Research Model
This research was conducted with a quantitative study model and qualitative data
was also included in the study content. The term “mixed methods” refers to an emergent
methodology of research that advances the systematic integration, or “mixing,” of
quantitative and qualitative data within a single investigation or sustained program
of inquiry (Palinkas et al., 2011).

Population and Sampling

The universe of the research consisted of all vocational high schools in the Western
Black Sea region. The sample of the study consisted of 251 teachers (130 females/121
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males), who worked in the vocational secondary schools of the Ministry of National
Education in the province of Diizce. The participants consent forms were obtained for
research.

Technique and Means to Obtain Data

The data collection tools used in this study were chosen by taking into account the
variables to be measured and included in the Personal Information Form which consists
of gender, vocation seniority, branch, educational level, and age information of teachers
in secondary schools, the Mobbing Scale consisting of 23 items (Yaman, 2009) and
developed by Ozézen-Danaci (2009), and the Teacher Performance Enhancement
Survey, a 5-point Likert scale consisting of 26 items. The Mobbing Scale is composed
of 4 sub-dimensions: 1) humiliation (Eg. item: I'm exposed to humiliation in my
workplace.), 2) discrimination, (Eg. item: I'm left unnecessarily overtime.) 3) sexual
harassment (Eg. item: I'm get irritating via phone calls or mails at my workplace.), and
4) communication barrier (Eg. item: I'm blocked from talking to my other colleagues).
The teachers completed all of the scales and items.

Processing Data

The data obtained from the Personal Information Form, Mobbing Scale, and Teacher
Performance Enhancement Survey used in the study were tabulated with information
on frequencies and percentages and interpreted. The SPSS 16.0 (Statistical Package for
Social Sciences) statistical software was used to analyze the data obtained. Moreover,
the t-test, one-way analysis of variance (ANOVA), regression analysis, Mann Whitney U
test, and Kruskal Wallis test, which are non-parametric tests, were applied to analyze
the data.

FINDINGS

When answering survey item 9, 84.1% of the teachers confirmed that “the school
lacks a physical environment where teachers can’t study and teachers can work with
pleasure! In addition, 68.5% of the teachers answering survey item 1 stated that “teachers
are not encouraged to exhibit superb performance” while 67.7% of the respondents
answering survey item 25 stated that “the problems of teachers are not listened to." It
was also observed that when answering survey item 23, 64.1% of the respondents said
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that“newly appointed teachers are not helped to get oriented to the school.”Moreover,
when answering survey item 21, 53.4% agreed with the statement “teachers are not
informed in writing regarding the level of success of the school!” Finally, 39.8% answering
survey item 6 noted that“in-service training courses for the professional development
of teachers are not delivered.” These were the noteworthy findings of the study.

The frequency distribution of the mobbing of teachers by sub-dimensions is shown
inTable 2. According to these results, the sub-dimension in which teachers are mobbed
most frequently is ‘discrimination’ (4.09), followed by ‘sexual harassment’ (4.11). The
sub-dimensions‘humiliation’(3.97) and‘communication barrier’(3.81) have the lowest
frequency.

Table 3 contains the Chi-Square results of differences between the mobbing sub-
dimensions and performance tests of teachers. The obtained data show that there are
huge differences between teachers”Dimensions,‘Humiliations, and‘Communications
Barrier’ sub-dimensions tests and their Performance Tests. A meaningful correlation
between the sub-dimension ‘Sexual Harassment’ and Performance Test has not been
detected. A thorough review of the sub-dimensions data reveals that the highest level
of difference with the Performance Test exists in ‘Humiliation’

An overview of whether there is a significant difference between the genders in
relation to the sub-dimensions of the level of mobbing of teachers is shown in Table
4.Thereis a significant difference between the genders in relation to the sub-dimension
‘humiliation’. Based on the study results, it is safe to say that female teachers are more
exposed to mobbing in terms of humiliation than male teachers. There is no significant
difference between the level of mobbing experienced by genders in relation to the
sub-dimensions sexual harassment and communication barrier.

As is seen in Table 5, there is a negative and moderately significant relationship
between mobbing and the performance enhancement attitudes of teachers (r=-0.495;
p<0.05). According to the results of the study, as the level of exposure to mobbing in
educational institutions increases, the efforts of teachers to enhance their performance
decreases considerably.
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DISCUSSION AND CONCLUSION

In recent years, the phenomenon of workplace mobbing has prevented teachers
from doing their job and educational institutions from achieving their objectives. In
this context, the effects of mobbing in vocational secondary schools on teacher
performance was explored.

The distribution of the teachers opinions on performance enhancement are noted
inTable 1 where statements like “the school lacks a physical environment where students
can study and teachers can work with pleasure” by 84.1% of teachers and “in-service
training courses for the professional development of teachers are not delivered” by
39.8% of teachers are reported. Regarding the sub-dimensions of exposure to mobbing
as shown in Table 2, the sub-dimension with the highest frequency of mobbing is
‘discrimination’ (4.11), followed by ‘sexual harassment’ (4.06) and ‘humiliation’ (3.97).
The sub-dimension with the lowest frequency of mobbing is ‘communication barrier’
(3.81). It was observed that 47.4% of the teachers thought that“there is no organizational
atmosphere in which they can have a healthy communication with their colleagues’,
while 49.8% stated that “teachers cannot exercise their legal rights at their workplace’,
27.1% believed that“teachers are isolated and excluded from groups’, and 26.6% stated
that “they are exposed to mobbing by way of rumors spread about them.” Therefore,
assessed data obtained from the teachers according to sub-dimensions show
‘discrimination’ as the sub-dimension with the highest frequency of mobbing and
‘communication barrier’ the sub-dimension with the lowest frequency of mobbing.
According to these results, it shows that vocational secondary school mobbing action
towards teachers is carried out in the form of humiliation and discrimination.

As noted in Table 3, while significant differences have been identified between the
Performance Test and each of sub-dimensions ‘Dimensions’, ‘Humiliation’ and
‘Communication Barrier; no meaningful relationship has been detected between‘Sexual
Harassment’ and the Performance Test. In this context, it may be considered that the
Sexual Harassment sub-dimension does not have an adverse impact on a feeling of
failure related to under-performance. The impact of the ‘Sexual Harassment’ sub-
dimension on performance is considered to be low since its scores are lower than the
scores of other sub-dimensions. The studies of Solmus (2005) and Erdogan (2005)
pointed out that the least frequently encountered type of workplace mobbing is sexual
harassment. They have also indicated that other mobbing types occur more frequently.
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A review of the relevant literature showed that almost all educators working in
educational institutions, including higher education institutions, stated that mobbing
undermines their professional performance. Furthermore, the most severe effects of
mobbing on educators were listed as’loss of time] ‘loss of team spirit;‘loss of willingness
to do research; ‘failure to focus on professional issues; ‘loss of willingness to give lecture
‘professional burnout; ‘loss of willingness to learn; ‘academic failure; ‘avoidance of
professional activities, ‘cynism behavior’ and ‘unproductivity’ (Yildiz, 2016; Alan &
Fidanboy, 2013). Therefore, it is inevitable that mobbing will have a direct and negative
impact on the performance of educators.

It seems that female teachers are more exposed to mobbing than male teachers as
shown in Table 4. According to Freud (1913), humans have two innate drives: sexuality
and aggression. These two drives make it more difficult for people to live in harmony
with society (Lodge, 2001). That is, the aggressors that expose others to mobbing are
often unable to control their aggression instinct and release this dominant impulse on
individuals they consider weak or helpless. In this context, the result that women are
more exposed to mobbing is not surprising, considering that women, in general, are
physically weaker than men. Numerous studies reported that educators receiving
psychological support were mostly female, and that women were more vulnerable to
mobbing (Kilig, Ciftci, & Sener, 2016; Tekin, 2016; Ozdemir, 2013). Studies conducted
by Zippel (2003) found that a women'’s exposure to sexual mobbing was 75% higher
than men. Consequently, the answers given by female teachers to statements on facing
sexual innuendos and direct exposure to sexual harassment indicated that women are
more subjected to mobbing than men.

A study by Blase and Blase (2003) indicated that two-thirds of teachers received
psychological support, but only the women received that support. It is, therefore,
possible to conclude that women are more exposed to mobbing in universities and
state schools and receive more psychological support than men do in Turkey. Men may
not receive psychological support as they are not exposed to mobbing behaviors as
often or they do not want to see themselves as weak and requiring psychological
support. Besides the study notes that the behavior of women and men exposed to
mobbing differs; and according to Salin (2001) women experienced the psychological
effects of mobbing more intensely than do men. Conversely, there were also studies
that concluded there was no difference between victims of mobbing in terms of gender
(Rivers, Poteat, Noret, & Ashurst, 2009).
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It is possible to determine certain attitudes that lead teachers to unhealthy
communication in vocational secondary schools and it can be said that the most
important measure to preventing mobbing in educational institutions is the provision
of an environment that facilitates and promotes healthy and positive communication.
The studies of Kili¢c (2006) and Tutar (2004) stated that the types of mobbing to which
educators are exposed include grouping, factionalism, negative communication, and
isolation. According to the results of the present research, one of the most noteworthy
items in relation to the types of mobbing to which teachers in educational institutions
are exposed is the ‘failure of teachers to exercise their legal rights at the workplace’.
Therefore, it can be concluded that individual rights and freedoms are disregarded,
and teachers are not treated as individuals. According to a study by Kili¢ (2006), this
situation was exacerbated by the fact that educators were not granted tenure (or were
prevented tenure), they were not given the opportunity to upgrade their skills by
continued learning in their respective fields, they had limited information on legal
procedures, and insufficient information on such issues. These findings are consistent
with the findings of our study, as they are related to the issue of legal rights.

As noted in Table 5, there is a negative and moderately significant relationship
between mobbing and performance enhancement attitudes of teachers (r=-0.495;
p<0.05). Results indicated that as the level of exposure to mobbing in educational
institutions increases, the efforts of teachers to enhance their performance decreases
considerably. It can, therefore, be said that teachers are more likely to underperform
in the educational institutions where mobbing exists. One of the problems that results
from the underperformance of teachers is that they are not encouraged to exhibit
exceptional skills. This finding was expressed in a study by Kili¢ (2006):‘Despite posing
as if they work very hard and are indispensable for the institution, what the perpetrators
of mobbing dislike the most is the success of other persons in their institution! Moreover,
Kilig (2006) and Helvaci (2002) noted that while no substantial effects were observed
on the victim in the first stage of mobbing, performance dropped in the exacerbation
stage. He thus underscored the significant relationship between mobbing and
performance. A study conducted by Demirel (2009) on national education found that
in addition to the lack of encouragement of teachers to perform well, the most common
types of mobbing in educational institutions were ‘the questioning of all decisions,
‘judging one’s efforts in a wrong and derogatory manner,‘constant interruption while
speaking, and ‘restriction by superiors of the ability to show skills! This finding was
closely associated with the fact that teachers were not encouraged to exhibit high
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performance. In this context, a mindset that always questions the decisions of employees,
judges their efforts to perform well in a derogatory manner and restricts their means
of showing their abilities was likely to prevent employees from performing well. Similarly,
studies by Tutar (2004) and Caglayan (2005) noted that lecturers exposed to mobbing
would manifest personality disorders with time, and as a result faced the loss of an
important element for the personality of a researcher which is to think and act freely.
Besides, the study described that cognitive processes of lecturers as always focused
on such incidents as a result of mobbing: ‘teachers’ problems are not heard; ‘newly
appointed teachers are not helped to get oriented to the school, ‘teachers are not
informed in writing regarding the level of success of the school; and’in-service training
courses for the professional development of teachers are not delivered!

In research conducted by Demirel (2009) and Tekin (2016) it was found that in
addition to the lack of encouragement of teachers to perform well, the most common
types of mobbing in educational institutions were‘questioning of all decisions,’judgment
of efforts in a wrong and derogatory manner, interruption while talking,‘restriction of
the means of showing abilities by the superiors, and that negative behavior and
psychological and physical violence had significant impacts on job stress. These findings
were closely associated with the facts that teachers were not encouraged to perform
well and the negative relationship between the performance of teachers and mobbing.
That s, it was found that as the mobbing of teachers in educational institutions increased,
their performance decreased considerably.

The study also revealed that other types of mobbing which teachers in educational
institutions are exposed include the spread of rumors and the creation of a climate of
fear. According to Demirel’s study (2009) on mobbing in the institutions of the Ministry
of National Education, two of the most common types of mobbing to which teachers
were exposed were ‘talking behind people’s back’ and ‘spreading unfounded rumors
about the victim! Kili¢ (2006) noted that weak management was another factor that
allowed mobbing to exist, and that when supervisors chose to participate in mobbing
rather than to resolve conflict, the environment of conflict and vulnerability would
escalate into a more problematic situation. At this point, it can be said that the attitude
of educational managers is the most important factor affecting mobbing behaviors
and outcomes. Management, therefore, has the most crucial task of eliminating a
climate of fear in the workplace.
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Teachers stated that another type of mobbing to which they were exposed in relation
to the sub-dimension of ‘humiliation’ was to be insulted in front of their colleagues.
According to Kili¢ (2006), perpetrators of mobbing were dishonest individuals that had
a tendency to make enemies. They amplified the faults and errors of the people they
targeted, and inevitably told lies about them even if their targets did not have such
faults. Indeed, the intention of bullies was to find the faults of their victims and to
exaggerate them.

According to the findings of this study, almost all of the teachers confirmed that
their school’lacks a physical environment where students can study and teachers can
enjoy their work!Therefore, it can be said that the lack of a physical environment where
teachers can enjoy their work is the most important feature that provides a clue regarding
the performance of teachers.

In order to ensure that trust, sincerity, and ultimately efficiency in the working
environment of the organization to which the employees are affiliated, communication
channels within the institution / organization must be kept open at all levels and this
should become the mission. By approaching the issue from an ethical perspective, it
should be ensured that institutions and organizations create and establish ethical
committees and ethical codes for discrimination and mobbing and put into practice
when necessary.

The fact that a significant relationship was found between mobbing and teacher
performance in this study has prompted us to consider future studies wherein the
relationship between mobbing and other concepts could be explored. Mobbing is one
of the most critical barriers we face in developing individual relations and creating
peaceful working environments. Mobbing in educational institutions prevents educators
from developing skills, focusing on the material, the sciences, or production when
teaching. According to the literature, the real costs are related to the loss of productivity,
health, and psychological stability due to mobbing but the legal costs associated with
it cannot be measured; however, they are estimated to be in the millions of dollars
(Ravisy, 2000; Davenport, 2014). It is, therefore, imperative that the first step should be
to raise awareness of the mobbing phenomenon, take necessary preventative and
protective measures, inform teachers and educators, and to increase the general
consciousness among school personnel in relation to mobbing.
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TABLES AND FIGURES

Table 1: Distribution of the Opinions of Teachers on Performance Enhancement

Performance Qualifications

Ttem Never(1) Rarely (2) Sometimes (3) | Frequently (4) Always(5) Mean
No. f % F % f % f % f % X
1 172 68.5 65 25.9 7 2.8 7 2.8 0 0 1.40
2 12 5.6 52 19.9 36 14.3 96 38.2 55 21.9 3.51
3 59 23.5 49 19.5 59 23.5 58 23.1 26 10.4 2.77
4 9 3.6 61 24.3 75 29.5 54 21.5 52 20.7 3.31
5 15 6.0 31 124 121 48.2 47 18.7 37 14.7 3.24
6 100 39.8 117 46.6 24 9.6 4 1.6 6 24 1.80
7 48 19.1 61 24.3 105 41.8 30 12.0 7 2.8 2.55
8 22 8.8 40 15.9 76 30.3 102 40.6 11 4.4 3.16
9 211 84.1 24 9.6 7 2.8 9 3.6 0 0 1.26
10 22 8.8 62 24.7 76 30.3 84 33.5 7 2.8 297
11 4 1.6 17 6.8 82 32.7 89 35.5 59 23.5 3.73
12 25 10.0 46 18.3 75 29.9 45 17.9 60 239 3.27
13 6 2.4 15 6.0 69 27.5 72 28.7 89 35.5 3.89
14 134 534 37 14.7 27 10.8 37 14.7 16 6.4 2.06
15 2 0.8 13 5.2 69 27.5 81 32.3 86 34.3 3.94
16 2 0.8 15 6.0 48 19.1 90 359 96 38.2 4.05
17 2 0.8 5 2.0 41 16.3 99 394 104 41.4 4.19
18 45 17.9 15 6.0 35 13.9 68 27.1 88 35.1 3.55
19 72 28.7 41 16.3 52 20.7 51 20.3 35 13.9 2.75
20 74 29.5 48 19.1 45 17.9 51 20.3 33 13.1 2.69
21 133 53.0 68 27.1 33 13.1 15 6.0 2 0.8 1.75
22 77 30.7 50 19.9 40 15.9 59 23.5 25 10.0 2.62
23 161 64.1 44 17.5 30 12.0 14 5.6 2 0.8 1.61
24 0 0 19 7.6 41 16.3 103 41.0 88 35.1 4.04
25 170 67.7 58 23.1 13 5.2 10 4.0 0 0 1.45
26 72 28.7 48 19.1 65 25.9 50 19.9 16 6.4 2.56
Total Mean of Performance Enhancement: X=2.85

Table 2: Mobbing of Teachers According to the Mobbing Scale and Its Sub-Dimensions

Mobbing of Teachers
Ttem Never (1) Rarely(2) | Sometime(3) | Frequently (4) | Always (5) | Mean Sub-
dimension
No. F % f % f % f % F % X
1 221 88.0 | 30 | 12.0 0 0 0 0 0 0 1.12
2 181 72.1 | 64 25.5 6 2.4 0 0 0 0 1.30
3 175 69.7 | 70 27.9 6 24 0 0 0 0 1.33
7 190 75.7 | 61 24.3 0 0 0 0 0 0 1.24
8 239 952 | 12 4.8 0 0 0 0 0 0 1.05 | Humiliation
9 227 1904 | 22 | 88 2 0.8 0 0 0 0 | 1.10 3.97)
13 211 84.1 | 38 15.1 2 0.8 0 0 0 0 1.17
14 215 85.7 | 36 14.3 0 0 0 0 0 0 1.14
15 238 948 | 13 5.2 0 0 0 0 0 0 1.05
19 198 78.9 | 49 19.5 4 1.6 0 0 0 0 1.23
20 192 86.9 | 59 17.2 0 0 0 0 0 0 1.03
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Total Mean of Mobbing: X=1.14

Table 3: The Sub Frequencies For Type of Mobbing Significantly Differ From Performance Test

Dimensions N X Sd Chi-Square %2 P
Humiliation 251 3.97 11 28.37 ,,-0.001*
Discrimination 251 4.09 12 26.45 -0.042*
Sexual Harassment 251 4.11 6 15.50 -0.501
Communication Barrier 251 3.83 11 28.74 -0.018%*
Total Mobbing 251 1.14 10 27.52 -0.000*
Table 4: Overview of the Level of Mobbing Of The Teachers By Sub-Dimensions And Gender
Dimensions Gender N X Ss T Sd P
Humiliation f 130 1.225 2.534 3.244 249
umilat .
m 121 1.145 1.589 0.001*
f 130 1.292 0.818
Discriminati 0.953 249
1Scrimination m 121 1.262 1154 0.342
f 130 1.073 0.650
Sexual Harassment 1.282 249
m 121 1.043 0.446 0.201
Communication f 130 1.278 1.106
. 1.235 248
Barrier m 121 1.242 1.105 0.218
Total Mobbin f 130 1.035 3.299 3.376 249
1 .
& m 121 0.989 2517 0.000*
p<0.05
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Table 5: Findings on the Level of Relationship between Mobbing Attitudes Perceived by Teachers and
Performance Enhancement Opinions of Teachers

=
£ £
D o— =
2 5 g g 2
en s b=} £ £ g o
£ £ = E = R
n = 5 = = = 2 E.2
n ) b £ S R E E
Il = 5 = & 5= S =
z > %) = ~ T a » T oA
r 1 0.49* 0.826%* 0.615%* 0.194%* 0.468**
Mobbi 26.38 | 3.009
onbing P . 0.000 0.000 0.000 0.002 0.000
r | 0.495%* 1 -0.258%* -0.455%* -0.112 -0.368%*
Performance | 74.11 | 12.673
p 0.000 . 0.000 0.000 0.076 0.000

** Correlation is significant at 0.01 (two-way).
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Markalar icin bilgi toplama ve uygulama araclarinin cesitlenmesi ve uluslararasi
pazarda yasanan teknoloji odakli degisimler, tim pazarlama iletisimi
faaliyetlerinin yeni bir taktiksel koordinasyon planlamasi yapilmasi ve pazarlama
iletisimi 6gelerinin timundn bir bitin halinde tek seslilik yaratmak icin
kullanilmasi gerekliligini ortaya ¢ikarmistir. Bu arastirmanin amaci, Bittinlesik
Pazarlama iletisimi (BPIi) kavraminin gecmiste ve giinimiizde reklam sektdriiniin
degerlendirmeleri ekseninde nasil tanimlandigini ve karar mimarisinin nasil
sekillendigini betimlemektir. BPI'nin tanimlanmasi, kampanyalarda kontroliin
reklamveren ya da ajans tarafinda mi olmasi gerektigi, BPI kampanyasi
uygulamalari ve alana iliskin gelecek 6ngoriilerine dair cok sayida soruya yanit
aramaktadir. Calisma, betimsel arastirma modelindedir. Kartopu ornekleme
metoduile reklam sektori yoneticileri ve ajans calisanlari Gzerinde gerceklestirilen
anketin uygulamasi ise, Google Forms tizerinden gergeklesmistir. Anket bulgulari,
BPI uygulamalari, tanimlari ve kontrol siirecinin reklam ajanslari calisanlari
tarafindan nasil uygulandigini ortaya koyar niteliktedir. Sonuglar, arastirmaya
katilan ¢ogunlugu yaratici yénetmen ya da ajans yoneticisi olan katilimcilarin
calistiklari ajanslarin BPi'nin reklam ve halkla iliskilerin taktiksel koordinasyonunu
saglar nitelikte oldugu yoniinde degerlendirildigini ve tim iletisim disiplerinin ve
en basta halkla iliskiler olmak tGzere reklam ile isbirligi halinde olmasi gerektigini
distnduklerine isaret etmektedir. Diger 6nemli arastirma bulgusu da, reklam
sektort profesyonellerinin kontroliin ana reklam ajansinda olmasi gerektigi
yonundeki gorislerin oraninin oldukga ytiksek olmasidir (%29).

Anahtar Kelimeler: Bittinlesik pazarlama iletisimi, reklam arastirmalari, reklam
sektériiniin BPi tanimlamalari, reklam sektériinde BPi uygulamalari, BPi ve reklam

iliskisi
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ABSTRACT

Thediversification of information gathering and application
tools for brands and technology-oriented changes in the
international market have necessitated renewed tactical
coordination planning of all marketing communication
activities and the integration of all marketing
communication elements as a whole to establish integrity
of messaging. The purpose of this research is to describe
changes in the definition of the concept of Integrated
Marketing Communication (IMC) in evaluations of the
advertising industry and how the decision architecture has
been shaped over time. This research examines whether
the definition and control of advertising campaigns should
be the responsibility of the advertiser or the agency; it
also evaluates the applications of the concept and future
projections in the field of marketing communication. The
study presents a descriptive research model employing

a questionnaire conducted with managers and agency

EXTENDED ABSTRACT

employees in the advertising sector using the snowball
sampling method through the application of Google Forms.
The findings reveal how IMC practices, definitions, and
control processes are implemented by advertising agency
employees. The results indicate that the participants,
most of whom are creative directors or agency managers,
consider IMC to be the tactical coordination of advertising
and public relations, assuming that all communication
disciplines, particularly public relations, should be in
cooperation with advertising. Another notable research
finding is the high (29%) rate of advertising industry
professionals’ agreement that IMC control should be the
responsibility of the main advertising agency.

Keywords: Integrated marketing communications,
advertising research, definitions of IMC in the advertising
industry, IMC applications in advertising industry,

relationship between IMC and advertising

Integrated Marketing Communication (IMC) is a subject referred to with various

",

terminology, bearing names such as“new advertising,”“orchestration,””360 advertising,’

"

“total branding,

"

whole egg,

" "

seamless communication,” “one spirit," “one voice,”

“relationship marketing,”“synergy,”and “coordination” (Kliatchko, 2005, p.7). Considering

the definitions related to IMC in the literature, some authors have agreed that it is a
multidimensional construct. This study aims to explore the decision architecture of the
IMC concept from the advertising industry perspective. The purpose of this research
is to examine the IMC concept in general and to investigate and compare the differing
perceptions between 2007 and 2021. In addition to these considerations, the study
also endeavors to identify the opinions of advertising industry professionals regarding
the applications and planning processes of IMC.

Related to the main purpose of this study, the questions listed below constituted
the objectives of this exploratory study:

+ How is the concept of IMC defined by advertising sector professionals?

- Do advertising agencies provide IMC services to brands that demand it?

« Who do advertising industry professionals consider to be in control of strategy,
tactics, coordination, and evaluation processes at IMC stages?
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- How is therole of different communication disciplines evaluated by advertising
sector professionals in IMC practices?

«  What are the advertising industry predictions and evaluations regarding the
future of IMC?

The IMC approach applies customer-centered, rather than sales-centered,
communication strategies. The communication phenomenon is at the heart of the
approach to realizing interaction with consumers in two ways. IMC represents both a
process and a concept. Itis a process as it requires an approach that will reflect positively
on long-term corporate identity and brand image and communication use in a managerial
sense. Applications of IMC are considered a necessity for today’s advertising and this
study is necessary for providing insights to researchers and advertising industry
professionals studying the concept of IMC. The empirical results of the research lead
to the conclusion that the use of broader marketing and promotion tools to communicate
effectively with the target audience and to create a strong image in the target market
is crucial for advertising and other marketing communication mix elements.

This study presents exploratory research that was conducted via a survey to
investigate the perceptions of advertising agency professionals regarding the concept
of IMC. The questionnaire poses 16 questions to measure the opinions and perceptions
with the advertising industry regarding the concept of IMC. The permission was received
from the owner and developer of the questionnaire via email and ethical committee
approval was granted by the Uskiidar University Ethical Committee. The study participants
are advertising industry professionals. A snowball sampling technique was employed.
The president of the Advertising Creators Association (RYD) and other agency managers
and sector professionals who volunteered to support and participate in the survey
were contacted, and asked advertising agency employees to voluntarily respond to
the questionnaire. A Google Forms program was used to gather data, and 79
questionnaires were answered by the respondents. The data gathered from the survey
was analyzed using the SPSS 18 program.

The research findings reveal that the contributions of advertising and public relations
and other communication disciplines to the IMC program are valued by advertising
sector professionals, but they believe that advertising agencies should primarily control
the IMC campaign process. Tracing the definition of IMC was another purpose of the
research that formed the basis of this study. Another noteworthy result obtained is the
inclusion of the benefit of the brand and the need for integration and synergy in the
definition of IMC.
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Pazarlama iletisimi esas olarak insan davranislari ve iletisim alant ile iliskili oldugundan,
algilama, 6grenme, motivasyon, teknolojik gelismelere adaptasyon ve pazara sunulan
Urtinlerin tiketici tarafindan benimsenmesi gibi konularda tiim iletisim disiplinlerinin
bir arada duistiniilmesi ve glinim{iz pazar ortamlarinda tiiketiciye “butiinlesik” deneyim
sunma gerekliligi gibi konularin 6nem kazandigi bir gercektir. Pazarlama ve iletisim
alaninda bahsedilen bu biitiinlesme de alan yazina“pazarlama iletisimi” ve “buttnlesik
pazarlamailetisimi” gibi kavramlarin eklenmesine neden olmustur (Ebren, 2006, p. 21).

“Orkestrasyon’, “tek seslilik” ve “360 derece reklam kampanyasi” gibi farkli kavramlarla
isimlendirilen Biitiinlesik Pazarlama iletisimi (BPi) kavrami aslinda tek bir amaca hizmet
eder o da efektif bir pazarlama iletisimi karmasinin “prosumer” yani baska bir deyisle
yeni tuketicinin beklentilerini karsilamasidir (Nowak & Phelps, 1994, p. 51; Brown, 1997,
pp. 70-81). BPI, ticari pazarlama odakli bir yaklagimdir ve bir isletmenin tiim farkli
kurumsal iletisim ve pazarlama uygulamalarini, stratejilerini ve taktiklerini tutarl bir
sekilde ve bir biittin olarak holistik bir yaklasimla gerceklestirmelerini gerektirir (Gordon-
Isasi, Narvaiza, & Giabaja, 2021, p. 58).

Holistik bir pazarlama iletisimi planlamasi, hem reklamverenin hem de iletisim
ajanslarinin yararina géziikmektedir. Bu isleyis stirecinde, reklam ajanslari basta olmak
Uzere bircok farkli iletisim ajansi kendi (izerine diisen roll basari ile yerine getirir. Yeni
nesil pazarlama stratejisi olan 360 derece pazarlama iletisimi, her ttrli reklamcilik
enstriimanini kullanirken BPi yalnizca reklami degil ayni zamanda pazarlama iletisimi
karmasinin tim 6gelerini de siirecin icerisine dahil eder. Reklamveren ile ilgilenen
bitln reklam ajansi departmanlarini satis odakli bir modelle planlamak ve sonrasinda
az once bahsedilen reklam girdilerini dogru ¢iktilara donistirebilen uzun donemli bir
kampanya planlamak birincil ve en 6nemli amagtir. Ancak unutulmamahdir ki, anilan
tim bu kararlar teknolojik ve ¢cevresel kosullarin da ekseninde planlanmalidirlar.
Pazarlama iletisimi anlayisindaki bu teknoloji merkezli degisim, yeni araglar ve yeni
Olcimleme teknikleri ve uygulamalar ortaya ¢cikmasina sebep olmustur. Bu uygulamalarin
basinda yer alan BPi ile Giriiniin Gretim éncesi asamalarindan baslayip tiiketiciye
ulastinldiktan sonraki hizmet asamalari dahil her bir islem stirecinde mesajlarin birbiriyle
iliskili ve tutarli olarak gonderilmesi ve boylece birbiriyle iliskili mesajlarin toplaminin
tliketici tarafindan bitlin olarak algilanmasini saglamasi ve sinerjik bir iletisim ortami
yaratmasi beklenmektedir (Goktas & Parilti, 2016, p. 925).
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BPi, potansiyel ve var olan tiiketicilere yonelik farkli ikna edici icerikler gelistirip
yurutirken, kampanya girdilerinin sonucunu en verimli bir bicimde ¢iktiya dontstiirmesi
ve bu ciktinin da mimkiinse olumlu marka imaji olmasi beklenmektedir. Bu sonuca
ulasabilmek icin tim marka kaynaklari ya da reklamverenlerin ilgili cevrelerinin g6z
online alinmasi ve arastirmalar ile beklentilerinin analiz edilmesi gerekmektedir. Baska
bir deyisle, biitlinlesik pazarlama iletisimi, tiiketici ve diger ilgili cevrelere giden tim
mesajlari ve iletisim kaynaklarini analiz etmeyi, bu analizleri dogru degerlendirmeyi
gerektirmektedir (Kitchen & Wheeler, 1997, p. 243).

BPi ayni zamanda, hedef kitlenin icgérii (insight) analizini kolaylastiran, hedef kitleden
elde edilen yasam tarzi ve degerler verilerine duyarli, paydaslarin marka hakkindaki
algilarini, geleneksel ve dijital kanallarin roliinii anlamayi saglayan ve marka ve paydas
iletisiminin sonuglarini markaya yansitarak marka dederinin olumlu etkilenmesini
saglayan etkilesimli bir siirectir. BPi, rekabet (istiinligii yakalamak icin markalarin
yonetsel sireclerinin insasinda ve marka denkliginin saglanmasina katki saglayan bir
gdrev Ustlenir. BPi tiim temas noktalarinda ve potansiyel dagitim kanallarinda markanin
dogrudan ya da dolayli olarak satin alma strecini etkileyen ve bu kararlarin planlanmasini
ve ise kosulmasini temsil eder (Luxton, Reid, & Movando, 2015, pp. 37-38).

BPi gereksinimi de bu s6z edilen gerekcelerden kaynakli olarak kendisini cagin
beklentileri cercevesinde revize etmektedir. Bu calismada, BPi kavraminin gecmisten
glniimuize tanimlamalarina, uygulama ve reklam sektori 6zelindeki algilamalarina
iliskin verilerin betimlenmesi amaclanmaktadir. Calisma, reklam ajansi yaratici ekiplerinin
ve yoOneticilerinin kavrama yonelik yaklasimlarini ve uygulamalarini betimledigi icin
diger pazarlama iletisimi alani calisanlari ve alanda gerceklestirilecek diger akademik
calismalara da sektériin dinamikleri ve BPi karar mimarisini sorgulama acisindan énem
tasimaktadir.

Biitiinlesik Pazarlama iletigsiminin Tanimi ve Reklamciliktaki Yeri

“BPI, reklam, dogrudan tepki, satis tutundurma ya da halkla iliskiler gibi cesitli iletisim
disiplinlerinin stratejik roliini degerlendiren ve bu disiplinleri agiklik, tutarhlik ve en yiksek
iletisim etkisi saglamak tizere kapsamli bir sekilde birlestirerek deger yaratan bir pazarlama
iletisimi planlamasi kavramidir” (as cited in Oyman & inam, 2007, p. 54). Bu tanimi takip
eden stireclerde, reklam sektoriinde benimsenen 360 derece iletisim mantigiile sekillenen
BPi kampanyalar, dijital reklamlar ve medya plani da dahil iletisim ve dlciimlemeye dair
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pek ¢ok unsuru icerisinde barindirmaktadir. Bu stratejilerde cevrimici ya da ¢evrimdisi
kanallarin her biri uyum icerisinde bir arada kullanilir. Cok yonli iletisim teknikleri ile
sekillenen bu yeni nesil pazarlama stratejisi, reklam kampanyalarinin dijital mecralarda
devamliligini saglar ve tutarlilik ve gtivenilirlik olarak markaya geri dénis saglar. Geri
donsler ise, genelde tiiketici temas noktalarinda kurulan fiziksel ya da duygusal baglantilar
seklinde gerceklesir. Tiiketici ile kurulan duygusal bagin temelindeki tetikleyiciler pazarlama
iletisimi karmasi 6gelerinden olan reklamcilik, satis gelistirme, halkla iliskiler ve dijital
iletisim ortamlari da dahil tiim diger 6gelerin tek bir potada eritilip birbirleriyle etkilesim
icerisinde kullanilmasidir (Bozkurt, 2003; Yilmaz, 2006).

<o

BPi gelisim nedenlerinin basinda yer alan“Bilgi Cagr’, Kiiresellesme ve Ar-Ge'ye iliskin
yenilikler ile birlikte rakip markalarin birbiriyle kiyasiya yaristigi bir pazar ortami
hazirlamistir. Reklam ajansi ve diger iletisim ajanslarinda yer alan miuisteriler, rekabetci
sunumlarin daha fazla farkina varmaya ve fiyata ve yenilik¢i yaklasimlara daha fazla
duyarli hale gelmislerdir ve pazarlamanin klasik anlayisla isledigi donemlere oranla
farklilasma ve sinerji gibi kavramlar markalarin reklam kampanyalarinda uzun donemli
etkinin anahtari olarak goriilmeye baslanmistir. Reklam yaratici siireclerinin yaninda,
pre-test ve post-test asamalarinda yapilan 6l¢imlemeler de zamanin ve kosullarin
gerektirdigi cercevede degismis ve bitlinlesik anlayisa dogru donisiime ugramistir
(Yamamoto, 2003; Babacan & Onat, 2021).

Reklam arastirmalari; reklam etkilerinin yani mesajinin ve kullanilan medya
mecralarinin élcimlenmesi olarak ikiye ayrilmaktadir (Tagytrek, 2010, p. 48). Dahasi,
reklam etkinliginin belirlenmesi ve pazarlama iletisimi karmasinda etkin bir bicimde
kampanyalarin ise kosulabilmesi icin “reklamin amacinin” dogru sekilde belirlenmis
olmasi, pazarlama amaciile celismemesi ve reklam verenlerin beklentisini karsilayacak
sekilde hem pazarlama hem de reklamin iletisim agisindan tanimlanan her bir amacin
ulasilabilir ve uygulanabilir olmasi gerekmektedir. Nihayetinde, kampanya siireci
sonlandiginda hangi degiskenlerin inceleneceginin tespiti; siralanan amaclarin her
birine tekrar dontlerek analiz edilmektedir ve pazarlama iletisimi planinin bittnltk
tasimasi agisindan bahsedilen bu reklam kampanya ve iletisim amaglarinin ulasilabilir
ve dogru tanimlanir olmasi 6nem tasimaktadir.

Reklam, pazarlama iletisimi karmasinin en 6nemli 6gelerinden birisi olarak alan
yazinda yerini alir ve ayni zamanda da 2021 yili itibariyle bile sektorel boyutta, iletisim
etkinliklerinin tek semsiye altinda toplanma planlari yapildiginda ilk sirada akillara
gelen 6gedir. Reklam verenlerin beklentilerinde ve taleplerinde yasanan gelismeler ve
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degisiklikler geleneksel anlamda reklam ve medya planlamanin diger pazarlama iletisimi
unsurlari ile koordine edilmemesi, hedeflenen amaclara ulasmayi ve uzun dénemli
pazarlama hedeflerine ulagsmayi imkansiz kilmaktadir. Reklam verenler daha fazla bilgi
ve yaratici icerik ile kurgulanan reklam metinlerinin satislarin geri dontisiimi yoluyla
en etkili bicimde planlanmasini talep etmektedirler. Bu dogrultuda hazirlanmis iletisim
stratejileri dogrultusunda bitiin pazarlama iletisimi araclarinin ayni mesaj tutarliligi ve
bitlnligi icinde kullanilmasi da tiketici beklentilerini karsilama amaciyla ajanslardan
talep edilmektedir (Senkal, 2016, p. 50).

Reklam etkilerinin 6lctilmesinde kullanilan yontemler ise, reklamin satis etkisinin
ve iletisim etkisinin 6l¢tlmesinde kullanilan yontemler olmak {izere iki kategoride
dusunilir ve siniflandirilir (Ozkaya, 2008, p. 102). Marka degerine ve denkligine sundugu
katkilar gz 6niine alindiginda, BPi stratejisi gelistirenler bu dlclimleme yontemlerinin
her ikisini de diistinmeli ve her bir pazarlama iletisimi karmasi 6gesinin 6lcimleme
yontem ve araclarini dogru stratejiile harmanlayarak kampanya hedefleri dogrultusunda
markaya olumlu geri déniisler saglamak amaciyla ise kosabilmelidir. BPi'nin reklamcilik
alanina dahil oldugu ilk zamanlardan gliniimiize, reklam ile olan iliskisine dair bircok
calisma gerceklestirilmis ve ¢ikarimlarda bulunulmustur. Bu ¢ikarimlardan birisi de,
BPi'nin kitle iletisim araclaryla ilgili misteri biitcelerindeki azaltmayla ve bitmeyen
musteri revizyonu ya da sikayetleriyle basa ¢cikmak icin reklam ajanslarinin halkla iliskileri
yutmasi icin bir bahane oldugudur (as cited in Hu, Hsu, & Li, 2009, p. 59 ). Pazarlama
arastirmacilarn tiketicilerinin géziinde BPi'nin baslica faydalarina iliskin alti secenek
sunar. Bu secenekler BPi'nin reklam ve marka acisindan degerini yansitir. Bunlar asagida
belirtilmektedir (Chu, Hsu, & Li, 2009, p. 59 );

1) BPi, farkli reklam ajanslarinin neden oldugu iletisim kopukluklarini ortadan
kaldirabilir.

2) BPi araciligiyla, miisteriler reklam ajanslarindan daha iyi ve daha az revize gerektiren
hizmetler satin alabilir.

3) BPI, reklam ve iletisim bitcelerinin dagitimini rasyonellestirebilir.

4) BPi, pazarlama iletisimine yapilan yatirnmin geri déniistini artirabilir.

5) BPi, markalarin genel imajini iyilestirebilir.

6) BPi, irin veya hizmetlerin iletisim ve reklam etkisini artirabilir.

BPi’nin Yararlari ve Gelisim Siirecleri

BPi'ye iliskin karar mimarisinin ve taktiksel koordinasyon kararlarinin reklam sektorii
acgisindan nasil ele alindiginin goriilmesi, kavramin gelisim streclerinin irdelemesine
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bagldir. BPi'nin sagladigi yararlar, tanimindan ve gelisimini saglayan nedenlerden
anlasilir olsa da, bir cerceve altinda toplamak miimkiinddir (Kitchen & Li, 2005; Kliatchko,
2005). Bunlar; sinerji yaratmak, mesaj tutarliigi olusturmak ve kurumsal batinlik
saglamaktir. Bir kurumun kendi icerisinde tutarlihgini saglamasi kadar, biitiin iletisim
unsurlarinin da tutarhlik icinde olmasi ve sinerji yaratmasi da énemlidir (Oyman & inam,
2007, p. 56) . BPi karar mimarisi sekillenirken sinerji, tutarllik ve bitiinlik mutlaka géz
éniine alinmaldir. Linton ve Morley (as cited in Yolag & Demir, 2004, p. 124) BPi'den
beklenebilecek 10 potansiyel yarar asagida siralanmaktadir:

1) Yaratici bittnluk

2) Tutarli mesajlar

3) Tarafsizlik

4) Medya stratejisi ve planlamasinda basari

5) Pazarlama konusunda maksimum derecede etkinlik
6) Calismada verimlilik

7) Biitceden tasarruf

8) Yiiksek kaliteli ve tutarl hizmet

9) is akisinin ve islerin yiriimesinin kolaylasmasi

10) Tek ajansa diisen sorumlulugun artmasi

Butlinlesmenin saglanamamasi durumunda ise yararlari elde etmek yerine “negatif
sinerjiden” de séz edilebilir. Negatif sinerji; BPi unsurlari arasinda sinerji saglanamamasinin
negatif etkilerini aciklamak tizere kullanilmistir (Yolag & Demir, 2004, p. 124). Bahsedilen
bu sinerji ve mesaj tutarliligi ve kurumsal battnlik, reklam sektori basta olmak lizere
BPi koordinasyonunda yer alan tiim dgelerin paralel islemesine ve ayni bakis acisina
sahip olmasina baglidir.

BPi ve Reklama iliskin Alan Yazin

Alan yazin incelendiginde, BPi tanimlari konusunda cogunlukla yazarlar arasinda
goris birligi oldugu goriilmektedir (Porcu et al.,, 2019). Buna gore, kavramin taniminda
¢cok boyutlu bir yapidan séz edilmektedir. Bu yapiyi da 2021 yilinda yaptiklari calismada
Gordon-lIsasi, Narvaiza ve Gibaja bir tabloda karsilastirmali olarak gostermektedir (2021,
p. 61). Tabloda yer alan bulgulara gére, BPi taniminda 2021 yilinda halen tek seslilik,
etkilesim, karli uzun donemli iliskiler, ticari tutarlilik, holistik diisiince, sosyal paydas
odakl stratejik planlama ve pazarlama taktiklerindeki tutarlilktan soz edildigi

gorilmektedir.
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BPi uygulamalarinin kiiltirlerarasi farkhlasmalarinin ve kavramin karar mimarisinin
ve kullanim bicimlerinin siklikla ¢alisildigr gorilmektedir. 1991'de Caywood ve Ewing
1991 (as cited in Kliatchko, 2005, p. 10) tarafindan yapilan bir calisma, ABD'de reklam
sektori calisanlarinin BPi karar mimarisini nasil sekillendirdiklerini anlamak icin
gerceklestirilen ve alan yazinda yerini alan ilk arastirmadir. Calisma, Amerikan reklam
sektorlinlin 6nde gelen ajanslari tarafindan ne dl¢tide uygulandigini incelemeye ve
BPi'nin éneminin arttigi bir pazarda geleneksel reklam ajanslarinin nemini ve degerini
anlamaya calismaktadir. Eagle ve digerleri tarafindan gerceklestirilen bir calismada
(1999), Yeni Zelanda'daki reklam ajansi yoneticilerinin BPi'yi algisal diizeyde
anlamlandirmak amaglanmistir ve bu dogrultuda gerceklestirilen alan arastirmasi
bulgulari alan yazina sunulmustur. Bu arastirma, diger konularin yani sira, BPi konseptiyle
iliskili olarak “yeni” ve “yeni hicbir sey” paradigmalarini ele almaktadir. Elde edilen
sonuclardan birisi, BPi'nin sadece bir yénetim modasi olmadigs, aslinda reklam ajanslari
ve musteriler arasindaki pazarlama ve iletisim uygulamasinda ve algisinda temel bir
degisiklik oldugudur.

2000 yilindan giiniimiize kadar olan 20 yili askin bir siirece géz attigimizda ise, BPi
konulu aragtirmalarin reklami daha yakindan ilgilendiren markalasma, marka degeri,
marka kimligi ve marka c¢iktilari gibi konulari ele aldiklarini gérmekteyiz. Marka ve
pazarlama performansi iliskisinin de BPi cercevesinden nasil ele alindiginin da genel
cercevede incelendigini goérmekteyiz (Calis, Altunisik, & Stitiitemiz, 2013, p. 139). Marka
yonetim siirecleri ve BPi iliskisi paradigmasina katkida bulunan bir diger calisma da
Barnes (2005) tarafindan gerceklestirilmistir. Bu arastirmada, perakende sektoriinde
bltunlesik marka iletisimi planlanmasi ve markalasma konusu arastiriimistir. Dewhirst
ve Davis (2005) ise, yuksek oranda marka degeri ve paydas degeri elde edilmesinin,
ancak BPi anlayisiyla tutarh bir stratejik marka iletisimi stratejisinin sonucunda mimkiin
olabilecegini gozlemlemistir (as cited in Calis, Altunisik, & Sttlitemiz, 2013, p. 139).

Bir diger calismada ise, Kitchen ve digerleri (2004, p. 1423), ingiltere’deki reklam ve
halkla iliskiler ajansi yoneticilerinin koordineli yaklagimlarinin éniindeki BPI algilarini
ve engellerini yaptiklari calisma ile analiz etmislerdir. Calismanin bulgulari, ajans
calisanlarinin BPi'nin ne oldugunu, misteriler adina nasil daha islevsel kilinabilecegini
ve glicli ve zayif yonlerini nasil tanimladiklarini gosterir niteliktedir. Goktas ve Parilti
(2016), tarafindan tasarlanan bir diger arastirmada ise, Doritos markasi 6rneginde,
BPi'nin marka imajina etkisini bulgularla alan yazina sunmakta ve BPi'nin kavramsal
degerlendirmelerini ve Turkiye'deki uygulamalari incelenmektedir. Benzer bir calismada,
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Jung ve digerleri (2015, pp. 106-107) BPi kavraminin Tayvan'daki sektérel baglamdaki
yerine ve uygulamalarina deginmekte ve bu baglamda cesitli dneriler getirmektedir.

BPi kavraminin mimarlari arasinda yer alan Schultz ve Kitchen (2000), dért unsurun
glnimiz pazarindaki degisiklikleri ve dolayisiyla pazarlama ve pazarlama iletisimi
uygulamalarini etkiledigini 6ne stirmektedir. Bunlar; dijitallesme, bilgi teknolojisi, fikri
milkiyet ve iletisim sistemleridir. Kitchen ve Li, (2005, p. 51) benzer sekilde, dijitallesmenin
ve degisen iletisim sistemleri gibi diger degisikliklerin, tiiketicilerin farklh beklentilerinin,
pazarda bitlnlesik pazarlama iletisiminin dGnemini vurgulayan degisikliklere yol actig
sonucuna varmislardir. Kliatcho (2005, p. 30), calismasinda bes IMC tanimini inceleyerek
ve IMC yapisinin kavramsallastirmasinin 1980’lerin sonundaki ilk formiilasyonundan
ve uygulamalarindan bu yana dnemli 6l¢tide gelistigini dne stirmustir. Low (2000, pp.
37-38), calismasinda BPi kavramina iliskin korelasyonlari ele alarak alanla ilgili karar
vericilerin bitlinlesik diistinme becerilerinin ve pazarlamaya bakis acilarinin nasil pozitif
gelisebilecegi yéniinde dngériilerde bulunurken, BPi'nin karar mimarisinin nasil
sekillenmesi gerektigi konusunda da alan yazina katki sunmaktadir. Reid (2003, p. 44)
ise arastirmasinda, BPi'nin pazarlama ve marka performansini nasil ve ne ydénde
etkiledigini bir alan arastirmasi ile Avusturalya pazari ve markalari agisindan bulgularla
tartismaktadir. Diger bir arastirmada ise, Yilmaz ve Simsek (2018), gliniim{iz pazarlama
yaklagimlarindan en énemlilerinden birisi olan dijital icerik pazarlamasi ve BPi arasindaki
iliskiyi ele almistir. Calismada, etkilesim diizeylerine gore sosyal medyada paylasilan
icerikler ile BPi mesajlari arasindaki iliski 6lciimlenmektedir.

BPi’'nin tanimlanmasi, algilanisi ve uygulamasini zorlastiran faktérlerin arastirildig,
gerek teorik gerekse uygulamadan dogan sikintilarin ortadan kaldirilmasi i¢in 6nerilerin
gelistirildigi cok sayida calisma yapilmistir (Ebren, 2006; Adebiyi & Bello, 2018; Dmitrevja
& Batraga, 2012; Celebi, 2009). Bu konuda, gerek ajanslara gerek isletmelere ve isletme
icinde reklam iletisimini saglayan birimlere, profesyonel iletisim uzmanlarina diisen
gorevler de cok sayida calisma yapilarak sorgulanmistir. Kultirel farkliliklar da g6z
dniine alinarak BPi'nin karar mimarisini ve taktiksel koordinasyonu saglayan égeleri
inceleyen ¢ok sayida ¢alisma bulunmaktadir ve her birinde ortak nokta olarak isaret
edilen taktiksel biitlinlik ve pazarlama iletisimi faaliyetlerinde sinerjinin saglanmasinin
onemidir (Kerr, 2009; Kliatchko, 2005; Kitchen, Kim, & Schultz, 2008; Schultz et al., 2015).

AMAC VE YONTEM

Bu calismada, BPi kavraminin taniminin 1990’ yillarin basindan giiniimiize nasil ve
ne yonde degisiklik gosterdigi ve taktiksel ve stratejik agidan karar mimarisinin sektor
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profesyonellerince nasil algilandiginin betimlenmesi amaclanmaktadir. Bu amaca
ulasabilmek icin alan yazin ile tutarh bir bicimde alan arastirmasi calismasi reklam
sektoru calisanlarina yonelik olarak tasarlanmistir ve elde edilen bulgular ilerleyen
bolimlerde tartisiimaktadir.

Amacg

Bu calismanin amaci, BPi kavraminin reklam sektérii calisanlarinin gdziinden nasil
tanimlandigini ve ne tiir uygulamalar gerceklestigini ve kavramin karar mimarisinin
nasil yapilandinldigini ortaya koymaktir. Bu amaci gercgeklestirebilmek icin kavrami
nasil tanimladiklarini, yaklasimlarini ve BPi hizmeti sunan ajanslarin uygulamalarinin
onlindeki engeller ve stratejik anlamda nasil ve ne bicimde planlama yaptiklarini ortaya
koyan asagidaki sorulara yanit aranmaktadir:

«  BPi kavrami reklam sektorii calisanlari tarafindan nasil tanimlanmaktadir?

+ Reklam ajanslari talep eden markalara BPi hizmeti sunmakta midir?

- Reklam sektorii calisanlari BPi asamalarinda strateji, taktik ve koordinasyon ve
degerlendirme stireclerinde kontroliin kimde oldugunu diisinmektedir?

«  BPiuygulamalarinda farkliiletisim disiplinlerinin rolii reklam sektorii tarafindan
nasil degerlendirilmektedir?

- BPi gelecegine iliskin reklam sektériiniin édngériileri ve degerlendirmeleri
nelerdir?

Yontem
Arastirma Modeli
Bu calismanin modeli, baslica nicel arastirma modellerinden betimsel modeldir ve
tanimlayici bir arastirmanin 6zellikleri kapsaminda var olan bir olgunun ya da kavramin
diizgiin bir portresini cizmekte, BPi karar mimarisini betimlemektedir (Altunisik et al.,
2004, p. 71). Betimsel arastirma modelinde amacg; eldeki problemi, ilgili durumlari,
degiskenleri ve bu degiskenler arasindaki iliskileri tanimlamaktir (Karasar, 2017).

Evren ve Orneklem

Calismanin evreni Tirkiye'de Network ajanslarda calisan reklam sektori
profesyonellerinden olusmaktadir. Ornekleme teknigi olarak da “Kartopu Ornekleme
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Teknigi” uygulanmistir. Kartopu érnekleme yonteminde drneklem olusturma siireci
arastirmanin yapilacagi bireylerden birine ulasarak baslamaktadir. Bu katilimciyla yapilan
goriisme sonunda o katilimcinin 6nerdigi diger bireylere, o bireylerle gériisme sonrasi
da onlarin 6nerdigi diger bireylere ulasiimaktadir (Sahin, 2014).

Veri Toplama Araci

Arastirmada veri toplama araci olarak anket kullaniimistir. Calismada, RYD (Reklam
Yaraticilari Dernegi) baskanive anket calismasina destek ve katilim saglamaya gonalli
olan diger ajans yoneticilerine ulasiimis ve onlarin aracihdiyla ulasilan reklam ajansi
calisanlarinin gonilli olarak anketi yanitlamalari istenmistir. TUm bu asamalardan 6nce
anketin basina ankete goniillii olacaklara yapilacak olan gonalli katilm onayi sorgusu
yapilmis ve katilimcilar bilgilendirilerek gerekli izinler ahinmistir.

islem

Anket uygulamasinda yer alan 6l¢egin kullanimi ve arastirma tasarimiicin dncelikle
oOlcegin ilk gelistiricisi olan ve pek ¢ok ¢alismada yer alan Phillip Kitchen'dan (Kitchen
& Li, 2005) anket uygulamasi yapabilmek icin gerekli onay mail kanaliyla alinmustir.
Calismada kullanilan 6l¢cek daha 6nceki bircok calismada da kullanilan bir 6lgektir.
Bunlarda ilki; Oyman ve inam tarafindan 2007 yilinda gerceklestirilmis bir calismadir
(Oyman & inam, 2007). Calismada Tiirkiye'de Reklamcilar ve Halkla iliskiler Derneklerine
mektupla gonderilen bir anket uygulamasidir ve sektor calisanlarinin kavrami ilk olarak
benimseme ve algilama diizeyleri 6l¢iilmistir. Diger calisma ise, 2006 yilinda gene
benzer bir amacla veri toplamak amaciyla 6lcegin kullanildigi bir doktora tezi calismasidir
(Ebren, 2006). Bu calismada farkl olarak iki ayri dlcek kullaniimis ve bunun yaninda
ajans disinda bazi firmalara da uygulamalar gerceklestirilmistir. TiUm bu arastirmalarda
yer alan sorular dlcegin gecerliligini saglamaktadir. Calismanin amaglari dogrultusunda
s6z konusu o6lcekte yer alan sorularin tamami degil arastirma kosullari ve amaclarini
karsilayacak 16 adet soruya yer verilmistir. Tum bu sebeplerden 6tiird, calismada
kullanilan 6lcek gecerli ve glvenilirdir.

Arastirmanin bulgulari, 2021 yiliitibariyle bir network reklam ya da medya ajansinda
yonetici veya yaratici/musteri temsilciligi ekibinde gorev almis reklam sektori
profesyonellerinin BPi kavraminin tanimina ve kavram mimarisine iliskin goris ve
degerlendirmelerini ortaya koymaktadir. Verilerin toplanmasi icin anketler ajanslara
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Google Forms online anket programi araciligiyla ulastiriimistir ve anketlere 79 ajans
calisani yanit vermistir. Verilerin istatistiksel analizi icin SPSS 18 paket programindan
yararlaniimistir.

Arastirma, Uskiidar Universitesi Girisimsel Olmayan Arastirmalar Etik Kurulu ile
yapilan protokol anlasmasi sonucunda yiriitilmstir ve onay alinmistir. (Sayi: 61351342/
OCAK 2021-18 Tarih: 29.01.2021)

BULGULAR

SPSS 18 paket programiyla yapilan analizler sonucunda, istatistiksel olarak anlamli
analiz sonuglari elde edebilmek amaciyla non-parametrik analizler kullaniimistir. Mann-
Whitney U testi non-parametrik bir yontemdir ve nominal degerlerden olusmaktadir.
Verilen sayilar tur/sinif bildirmektedir ve bu 6lcim dogrultusunda 3 ¢esit alt yontem
mevcuttur; kisi, nesne ve olaylar siniflandirilir, frekans analizi yapilir ya da ortalama ve
standart sapma gibi 6lctiimler gerceklestirilir (Unsal & Giicli, 2015). Verilerin
incelenmesinde ankete katilanlarin sayisi normal dagilim gosteren evreni temsil etmedigi
icin Mann Whitney U ve Kruskal Wallis testleri kullanilmistir. Mann-Whitney U testi icin
bir diger tanimlamayi kullanacak olursak niceliksel 6lcekli gdzlemleri verilen iki
orneklemin ayni dagilimdan gelip gelmedigini incelemek icin kullanilan parametrik
olmayan istatistiksel testtir (Nachar, 2008, p. 13). Bu testte yapilan islem, ortalamalar
yerine ortancalarin karsilagtirilmasidir ve degerlere sira dontisimuniin uygulanmasidir.
U testi, gdzlemlerden elde edilen bilgilerin en azindan sirali 6lcme ile dlctlendirilebildigi
iki bagimsiz 6rnegdin, ait olduklari sira toplamlarinin dagilimlarinin ayni olup olmadigini
test eder. Kruskal Wallis ise bagimsiz gruplar arasi ana kitle meydanlarinin esitligini
sinamak amaci ile kullanilan ve parametrik olmayan bir istatistik sinamasidir (Unsal &
Guicla, 2015, p. 85).

Tanimlayici istatistikler arasinda yer alan temel faaliyet alani sorusuna; ankete
katilanlarin %430 reklam yonetimini, %25,3'U yaratici isleri, %6,3'l arastirmayi ve son
olarak %16,5'i yeni medyayi secerek yanit vermislerdir. Tablo 1'de yer alan bu ylzdeler
arasinda bagka bir soruda ise cevaplayicilara islerindeki pozisyonlari soruldugunda
sirastyla %35,4 ile personel, %33 ile mudur/ydnetici, %17,7 ile Gst dlizey yonetici ve son
olarak %13,9ile diger seklinde yanit alinmistir. Tablolarda yer alan veriler ankete katilan
sektor ¢alisanlarinin cogunlugunun yonetici olduguna isaret etmektedir. Ankete
katilanlardan butlinlesik kampanya talep eden muisterilerinin oranini ifade etmeleri
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istenmistir ve ¢ikan sonuclara gore: sadece %10,1'i hi¢ boyle bir talep almadiklarini
ifade ederken , %25'ten az secenedi %31,6, %26 ile %50 arasi secenegdi %20,3, %51 ile
%75 arasi secenedi %22,8 ve %76 ve Ustl secenedi %15,2'dir. Bu veriler bize, reklam
ajanslarinin buyik cogunlugunun yiizdelik orani ¢ok yiiksek olmasa da bu dogrultuda
talepler aldigini géstermektedir. Katiimcilara, ajanslari icin BPi hizmeti sunup sunmadiklari
sorulmustur. Cevaplarin %79,2'sini evet, %20,8'ini hayir yaniti olusturmaktadir. Ankette
yer alan farkli bir sorunun yaniti da reklam verenler icin gelistirilen BPi kampanyasinda
kontroliin kimde olmasi gerektigine iliskin sorusu icindir. Tabloya gore bu soruya
yanitlayicilarin; %43’0 reklam ajansi, %31,6'si misteri, %17,7'si medya ajansi ve %7,6'sI
halkla iliskiler ajansi seklinde cevap vermislerdir. Ankete katilanlar; biittinlesik pazarlama
iletisimi kampanyasinin basarisina katki saglayanlarin siralamasiniise su sekilde yapmistir:
ilk sirada reklam ajansi (%39,2), ikinci sirada medya ajansi (%25,3), tictincl sirada miisteri
(%24,1) ve son sirada ise %11,4 ile halkla iliskiler ajansi yer almistir.

Tablo 2'de; reklamcilarin BPi kampanyasinin strateji olusturma siireclerini kim kontrol
etmelidir sorusuna verdikleri cevaplarin ylizdeleri su sekildedir; %36,7 ile reklam ajansi,
%30,4 ile misteri, %21,5 ile medya ajansi ve %11,4 ile halkla iliskiler ajansi olarak
Olcimlenmistir. Ayni tabloya gore, kampanya gelistirme siiregleriicin ayni soruya alinan
yanitlarda ise ylizdeler; %43 ile reklam ajansi, %20,3 ile halkla iliskiler ajansi ve %20,3
ile medya ajansi ve %16,5 ile miisteri olarak degisiklik géstermistir. BPi kampanyasinin
uygulama stireclerini kim kontrol etmelidir diye soruldugunda, verilen cevaplarin
ylzdesi %38 ile reklam ajansi, %29,1 ile medya ajansi %20,3 ile halkla iliskiler ajansi ve
%12,7 ile miisteri, olarak tespit edilmistir. Ayni soru, BPi kampanyalarindaki degerlendirme
strecleri icin soruldugunda ise ylzdeler %38 ile misteri, %24,1 ile reklam ajansi, %20
.3 ile medya ajansi ve %17,7 ile halkla iliskiler ajansi olarak degisiklik gostermistir.
Katihmcilarin ajanstaki gorevleri ile blttinlesik kampanya talep eden misterilerin
ylUzdeleri karsilastirildiginda; hig istenmiyor yaniti, %6,3 ile reklam yoneticilerinin
arasindan, %2,5 ile yaratici isler ve son olarak %1,3 ile yeni medya alani calisanlari
arasindan verilmistir. %25’ten az secenedi %19 ile reklam yonetimi, %7,6 ile yaratici
isler ve %5,1 ile yeni medya alanlarinda tercih edilmistir. Diger secenekler incelendiginde
ise, ylzdelik dagilimlarin oldukc¢a diisiik oranda oldugu ve neredeyse esit dagildigi
gorilmektedir. Bu sonug, ajans yoneticilerinden BPI kampanyalari yénetimi yéniinde
daha siklikla talepte bulunuldugunu gostermektedir.

Tablo 4%e gére, cevaplayicilarin temel faaliyet alani ile BPi kampanyasi gelistirilirken
kontrol kimdedir sorusu karsilastirildiginda; temel faaliyet alani reklam yonetimi olan
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katihmcilarin %31,6'si musteri, %11,4'U reklam ajansi seceneklerini isaretlerken halkla
iliskiler ajansi ve medya ajansi seceneklerini tercih etmemislerdir. Temel faaliyet alani
yaratici isler olan yanitlayicilarin %22,8'i reklam ajansi ve %2,5'i halkla iligkiler ajansi
secenedini tercih etmislerdir. Temel faaliyet alani arastirma olanlarin %5,1'i halkla iliskiler
ajansini, %1,3'G ise medya ajansini tercih etmislerdir. Son olarak temel faaliyet alani
yeni medya olan katilimcilarin ise sadece %16,5'i medya ajansini tercih ettikleri
gorilmistir. Tablolar incelendiginde, BPi hizmeti sunma ile ajanstaki gérev tanimi
arasindaki iliskiyi gdstermekte olup, reklam ydneticileri agirlikli olmak tizere BPi
kampanyasi planlama, uygulama ve degerlendirme asamalarinda agirlikli rol oynadiklari
sOylenebilir.

Reklam ajanslarinin, gelecekte ajanslarin sunduklari hizmetler ile ajanslarin BPI
hizmeti sunma durumlari arasindaki iliskiye bakildiginda anlamli bir farkllik oldugu
yapilan analizler sonucu gériilmiistiir (P<0,05). BPi hizmeti sunan ajanslarin ortalamasi
40,46 iken BPi hizmeti sunmayan ajanslarin ortalamasi 28,94 olarak belirlenmistir. BPi
hizmeti sunan ajanslarin, BPi hizmeti sunmayan ajanslara oranla reklam ajanslarinin
diger dijital iletisim alanlarini da kapsayacak sekilde genisleyecek olma durumunu
savunduklari ve bu dogrultuda goris bildirdikleri goriilmustir. Ajanslarin, misteriler
gelecekte tek bir medya ajansiyla calisacaklar durumu ajansin BPi hizmeti sunma
durumuna gére incelendiginde anlamli bir farkhilik ortaya cikmistir (P<0,05). BPi hizmeti
sunan ajanslarin ortalamasi 34,39 iken BPi hizmeti sunmayan ajanslarin ortalamasi
46,28 olarak belirlenmistir. Anketten alinan yanitlara gére, BPi hizmeti sunmayan
ajanslarin, BPi hizmeti sunan ajanslara oranla misterilerin gelecekte tek bir medya
ajansiyla calisacaklar gortisiinde olduklari goriilmektedir.

Ajanslardan BPi hizmeti talep eden misterilerin yiizdesi ile “Gelecekte ajanslarin
sunduklari hizmetler/islevler tim iletisim alanlarini kapsayacak sekilde genisleyecektir”
ifadesine katihm oranlari incelendiginde anlamli bir farklihk gézlemlenmistir (P<0,05).
%50’nin altinda BPi hizmeti talep edilen ajanslarin ortalamasi 34,38 iken %50'nin
tizerinde talep edilen ajanslarin ortalamasi 45,17 olarak belirlenmistir. BPi hizmetini
%50'nin izerinde talep edilen ajanslarin %50'nin altinda talep edilen ajanslara oranla
“Gelecekte ajanslarin sunduklari hizmetler/islevler tiim iletisim alanlarini kapsayacak
sekilde genisleyecektir”ifadesini benimsedikleri gériilmektedir. Ajanslardan BPi hizmeti
talep eden miisterilerin ylizdesi ile musteriler gelecekte tek bir buyuk PR ajansiyla
calisacaklar ifadesi arasindaki iliski incelendiginde anlamli bir farklilik g6zlemlenmistir

(P<0,05). %50'nin altinda BPI hizmeti talep edilen ajanslarin ortalamasi 42,46 iken
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%50'nin tizerinde talep edilen ajanslarin ortalamasi 32,09 olarak belirlenmistir. BPI
hizmeti %50'nin altinda talep edilen ajanslarin %50'nin Gstiinde talep edilen ajanslara
oranla‘Musteriler gelecekte tek bir biylik PR ajansiyla calisacaklar’goriistint savunduklari
gorilmektedir.

Tablo 5'deki degerlere gore, katihmcilarin ajanslardaki pozisyonlari ile ajanslardan
BPi talep edilme orani durumu arasinda anlamli bir farkhilik vardir (p,,,<0,05). Farkliigin
kaynagini test etmek icin post hoc testlerinden Games-Howell testi kullaniimigtir. Ajansta
Ust dlizey yonetici oldugunu belirten katilimcilarin ortalamasinin personel ve yénetici
oldugunu belirten katihmcilarin ortalamasindan anlamli bir diizeyde daha yiiksek
oldugu tespit edilmistir.

Tablo 6'daki degerlere gore, katiimcilarin BPi basarisina en cok katki saglayan ajans
degerlendirmesiile misteriler PR ve reklam ajanslarindan bitiinlesik yaklasimlar talep
edecekler ifadesine katilim duzeyleri arasinda anlamli bir farkhlik vardir (P, <0,05).
Farklihdin kaynagini test etmek icin Post Hoc testlerinden Games-Howell testi
kullaniimistir. BPi basarisina en cok katki saglayan faktoriin reklam ajanslari oldugunu
distinen katilimcilarin ortalamasi en ¢ok katkinin musteri, halkla iliskiler ajansi veya
medya ajansi tarafindan saglandigini diisiinen katilimcilarin ortalamasindan anlamli

bir diizeyde daha yiiksek oldugu tespit edilmistir.

Tablo 7'deki degerlere gore, katiimcilarin BPi kampanyasinda strateji stirecini kim
kontrol etmelidir sorusuile reklam ve halkla iliskilerin is birligi ve koordinasyonu sonucu
maliyetlerin azalmasi ifadesine katilim orani incelendiginde anlamli bir farklilik
gorulmustar (P, <0,05). Farklihgin kaynagini test etmek icin Post Hoc testlerinden
Games-Howell testi kullanilmistir. BPi kampanyasinda strateji stirecini reklam ajanslar
kontrol etmelidir cevabini veren katilimcilarin ortalamasi misteri veya medya ajanslari
kontrol etmelidir cevabini veren katilimcilarin ortalamasindan anlamli bir diizeyde daha

yuksek oldugu tespit edilmistir.

Tablo 8'deki degerlere gore, katiimcilarin BPi kampanyasinda strateji stirecini kim
kontrol etmelidir sorusu ile Ajanslar misterilerine butlnlesik hizmetler saglamak icin
daha cok is birligine gidecekler sorusu karsilastirmali olarak incelendiginde anlamli bir
farklilik gézlemlenmistir (P,
testlerinden Games-Howell testi kullanilmistir. BPi kampanyasinda strateji siirecini

reklam ajanslari kontrol etmelidir cevabini veren katilimcilarin ortalamasi musteri, halkla

<0,05). Farkhhgin kaynagini test etmek icin Post Hoc
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iliskiler veya medya ajanslari kontrol etmelidir cevabini veren katilimcilarin ortalamasindan
anlamli bir diizeyde daha yuksek oldugu tespit edilmistir.

Tablo 9'daki degerlere gore, katiimcilarin BPi kampanyasinda strateji siirecini kim
kontrol etmelidir sorusuna alinan yanitlar ile basaril bir BPi kampanyasinda kampanyanin
musteri merkezli olmasi ifadesine katilim orani incelendiginde anlamh bir farklilik
gozlemlenmistir (P ,,<0,05). Farkliigin kaynagini test etmek icin Post Hoc testlerinden
Games-Howell testi kullaniimistir. BPi kampanyasinda uygulama siirecini reklam ajanslari
kontrol etmelidir cevabini veren katilimcilarin ortalamasi misteri veya medya ajanslari
kontrol etmelidir cevabini veren katilimcilarin ortalamasindan anlamli bir diizeyde daha

yuksek oldugu tespit edilmistir.

Tablo 10'de, katilimcilarin BPi kampanyasinda degerlendirme siirecini kim kontrol
etmelidir sorusu ile reklam ve halkla iliskilerin is birligi ve koordinasyonu sonucu
maliyetlerin azalmasi ifadesine katilim diizeyleri incelendiginde aralarinda anlaml bir
farklhlik oldugu gérulmaustir (P ,,<0,05). Farkliligin kaynagini test etmek icin Post Hoc
testlerinden Games-Howell testi kullanilmistir. BPi kampanyasinda uygulama siirecini
musteriler kontrol etmelidir cevabini veren katiimcilarin ortalamasi medya ajanslari
kontrol etmelidir cevabini veren katilimcilarin ortalamasindan anlamli bir diizeyde daha
yuksek oldugu tespit edilmistir.

Tablo 11 incelendiginde ise, katilimcilara BPi kavraminin nasil tanimlanmasi gerektigi
soruldugundaiiletisim disiplinlerinin koordinasyonudur ifadesine %74,7 ile katiliyorum
secenegini, %11,9ile katilmiyorum seceneginive %13,3 ile ne katiliyorum ne katilmiyorum
secenegini tercih etmislerdir. Katilimcilar, isleri organize etmenin bir yoludur diistincesini
%51,4 ile katiliyorum secenedini, %32,4 ile katilmiyorum secenegini ve %16,2 ile ne
katiyorum ne katilmiyorum secenegini tercih etmislerdir. Katilimcilar,“Marka stratejisinin
gelistirilmesinin ve yonetilmesinin bir yoludur” diistincesini %72,5 ile katiliyorum
secenegini, %13,7 ile katilmiyorum secenegini ve %13,7 ile ne katiliyorum ne katilmiyorum
secenegini tercih etmislerdir. Katilimcilar, “MUsteri ya da tiiketicilere birlestirilmis mesajlar
sunmanin bir yoludur” diistincesini %74,3 ile katiliyorum secenedini, %18,9 ile
katilmiyorum secenegini ve %6,8 ile ne katiliyorum ne katiimiyorum secenegini tercih
etmislerdir.

Katihmcilar, “Koordine edilmis reklam veya halkla iliskiler programlari anlaminda
kullanilan baska bir terimdir” ifadesine %64,9 ile katiliyorum secenegini, %20,3 ile
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katilmiyorum secenegini ve %14,9 ile ne katiliyorum ne katilmiyorum secenegini tercih
etmislerdir. Katilimcilar son olarak, marka iletisimi programlari igin gelistirilen stratejik
bir is stirecidir diistincesini %72,4 ile katiliyorum secenegini, %11,8 ile katilmiyorum
secenedini ve %15,8 ile ne katilyorum ne katilmiyorum secenegini tercih etmislerdir.
Bu yanitlar bize, BPi'nin reklam sektérii calisanlari tarafindan agirlikh olarak “iletisim
disiplinlerinin koordinasyonu” seklinde algilandigini gostermektedir.

TARTISMA VE SONUC

Bu arastirmada, BPi kavraminin reklam ajanslari tarafindan tanimlanmasi ve kampanya
uygulamalarina nasil yansidigi betimlenmis ve BPi programlarindaki karar mimarisinin
yapisi incelenmistir. Kavramin taniminda 2007 yilinda Oyman ve inam tarafindan
gerceklestirilen arastirmaya gore farklilik g6zlenmistir. 2007'deki arastirma sonucu elde
edilen bulgular BPi'nin éncelikle iletisim disiplinlerinin bir koordinasyonu olarak
tanimlandigini géstermektedir (Oyman & inam, 2007, p. 75). 2021 itibariyle BPi, katilimcilar
tarafindan “iletisim disiplinlerinin koordinasyonu’, “Tiiketicilere birlestirilmis mesajlar
sunmanin bir yoludur» ve “Marka stratejisinin gelistiriimesinin ve yonetilmesinin bir
yoludur” seklinde tanimlanmistir. Bu durum, kavramin reklam ajansi calisanlarinca
yapilan is odakli olarak degisiklige ugradiginin bir gostergesi olabilir.

Bu calismanin amaci, giinimiiz reklam anlayisi ve uygulamalari icerisinde BPI
kavraminin tanimlanmasi, algilanmasi ve sektérel anlamdaki uygulamalarina iliskin
olarak var olan durumu betimlemektir. Bu amaclar dogrultusunda sorulan arastirma
sorulardan bir tanesi de literatir ile tutarli bir bicimde reklam ajanslarinin ne oranda
bitlnlesik hizmetler sunmakta olduguydu. 2007 yilinda yapilan arastirmada reklam
ajanslarinin neredeyse tamamina yakini (%90,3) BPi hizmeti sunmakta olduklarini ifade
ederken 2021 yilinda bu oran degisiklige ugramistir (Oyman & inam, 2007, p. 75). Bu
oran, yaratici isler, medya ve reklam ydnetimi gérevlerinde yer alanlarin toplami %50
civarinda goziikmektedir. Bu sorunun yanitindan elde edilen ilging bir sonug da, reklam
ajansi calisanlarinin“Musteriler gelecekte tek bir biylik PR ajansiyla calisacaklar” goriisuni
dile getirmeleri olmustur. Bu sonug, reklam ve halkla iliskilerin, sektor calisanlari
tarafindan yaklasik 20 yil 6ncesinden farkli olarak koordineli calismasi gereken uzmanlik
alanlan olarak goriildugiine isaret etmektedir.

BPi stratejik planlama siirecleri s6z konusu oldugunda, sadece tek bir marka ya da
bagdastirici tek bir mesaj ile calisma zorunlulugu yoktur aksine entegre bir yonetim
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sistemi ile mesajlarin ve alinan kararlarin koordinasyonunun yapilmasi bir gerekliliktir.
Marka yoneticileri ve pazarlama kanallarinda etkin rol oynayan karar vericilerin bu coklu
entegrasyon sureclerini g6z 6niinde bulundurmalari ve cagin geregdi coklu kararlari tek
bir amaca hizmet edecek ve tiim pazarlama kanallarini dogru zamanlama ve dogru
hedef kitlelere hizmet edecek bicimde sekillendirmeyi basarmalari gerekmektedir
(Kliatcho, 2009, p. 11).

BPi karar mimarisinin nasil sekillendigini belirlemek amaciyla sorulan BPi
kampanyasinda strateji stirecini reklam ajanslari kontrol etmelidir? Sorusunun cevabini
veren katimcilarin ortalamasinin misteri veya medya ajanslari kontrol etmelidir
cevabini veren katilimcilarin ortalamasindan anlamli bir diizeyde daha yiiksek oldugu
tespit edilmistir. Reklam ajansi yoneticilerinin ya da reklam mutfaginda calisan yaratici
departman calisanlarinin, miisteri kontrolii degil karar verici olarak ajansin BPi siireclerini
kontrol etmelerini istedikleri net bir sekilde gorilmektedir.

Arastirma bulgularinda, Tablo 2 ve Tablo 4 arasinda anlamli bir iliski olup olmadigina,
parametrik olmayan ol¢timleme testiyle bakilmistir. Sonucta st diizey yoneticiler diger
calisanlara gére BPi'nin daha fazla talep edildigini diistindiikleri gézlemlenmistir. Ankete
verilen cevaplardan elde edilen dikkat cekici bir diger sonuc ise, BPi'e en cok katkinin
reklam ajanslari oldugunu disiinenler ayni zamanda misterilerin gelecekte PR ve
reklam ajanslarindan da BPi hizmeti talep edecegini diisiiniiyor olmalaridr.

BPi kapsaminda gerceklestirilen 360 derece iletisim ve reklam kampanyalarina
bakildiginda ise, internetin ve sosyal medyanin hizli déntsimiinden ve dijital veri
tabani sistemlerindeki teknolojik gelismelerden de destek alarak ivme kazanmis durumda
oldugu gozlemlenmektedir ve bu arastirmada alinan yanitlardan da gézlemlenebilmektedir.
Bahsedilen bu gelismeler reklam ajanslarinin “Network ajans” formatinda sekillenmesini
ya da dijital icerik sunmaya dogru yonelmelerini ve ayni zamanda da sosyal medyayi
da aktif bir mecra olarak kullanma zorunluluklarini gindeme getirmistir. “Big Data”
olarak isimlendirilen verinin, pazarlama veri tabanlarindan beklendigi gibi gelismis
hedefleme potansiyeli sunabilecegine dair artan bir goris ortaya ¢cikmistir. Medya
stratejisini ve pazarlama verilerini birbirine baglamayi amaglayan pazarlama ve medya
profesyonelleri, muhtemelen musterilerinin yani ¢alistiklari markalarin daha iyi
taninmasini saglayacak ve hem yaratici stratejiyi hem de medya planlamasini dahil
etmek icin ugrasirken ayni zamanda BPi'nin tiim araclarini (Ornegin; Satis Tutundurma,
Halkla iliskiler) birlikte dairesel bir siire¢ icerisinde kullanmanin yollarini aramak
durumunda kalmislardir.
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BPi kampanyasinda strateji siirecini reklam ajanslarinin ydnetmesi gerektigini
diistinenler ajanslarin BPi hizmeti saglamak icin is birligi yapacagini diisiinmeleri dikkate
deger bir bulgudur ve taktiksel baglamda koordinasyona isaret etmektedir. BPI
kampanyasinda strateji stirecini reklam ajanslarinin yonetmesi gerektigini diisinenler
ayni zamanda miisterilerin gelecekte hem PR hem reklam ajanslarindan BPi hizmeti
talep edecegini dustintyor olmalari da gelecekte pazarlama iletisimi hizmet saglayicilan
arasinda saglanacak bir sinerji ve isbirligi beklentisine isaret etmektedir. BPi
kampanyasinda uygulama siirecinin reklam ajanslarinin ydnetmesi gerektigini diistinenler
ayni zamanda kampanyanin musteri merkezli olmasi gerektiginin énemli oldugunu
disiinmeleri ve degerlendirmenin musterinin kontroliinde oldugunu distinenlerin
ayni zamanda ajanslarin BPi hizmeti saglamak icin is birligi yapacagini diistiniiyor
olmalari da BPi kampanya uygulamalarinda tutarliigin dnemine isaret etmektedir.

Reklam etkinliginin belirlenmesi ve dogru bicimde saptanabilmesi agisindan
kampanya suirecinde en bagintili olan asama“reklamin amacinin”dogru sekilde tespitidir.
Kampanya sonunda hangi degiskenlerin inceleneceginin tespiti; amaca tekrar donulerek
analiz edilmektedir. Reklam olctilmesinde kullanilan yontemler reklamin satis etkisinin
Ol¢lilmesinde kullanilan yontemler ve reklamin iletisim etkisinin 6l¢tilmesinde kullanilan
yontemler olmak lizere ikiye ayrilmaktadir (Ozkaya, 2008, p. 102). Bu arastirmanin
bulgulari da reklam ile BPi arasindaki paralel ve pozitif yonli iliskiyi vurgular nitelikte
bir noktaya isaret etmektedir ve BPi siireclerindeki stratejik ve taktiksel kararlarin benzer
sekilde reklam amaclari ve kampanyanin etkilerinin dlcimlenmesi siireclerinde de
islerligini stirdirecegini vurgular niteliktedir. Holm tarafindan 2006 yilinda yapilan bir
diger BPi'yi iletisim acisindan anlamlandirma calismasinda da, BPi'nin iletisimsel bakis
acistyla ele alinmasi ve yaratici stratejiye bile yonlendirmede bulunan bir kavram olarak
pazarlama iletisimi alani calisanlariicin onem tasididi ifade edilmektedir. Bu calisma da
bircok kavramsal degerlendirmede oldugu gibi, araclardan ¢ok stratejik blttinlige ve
sinerjiye dikkat ¢eken bir calismadir (Holm, 2006, p. 24).

Bahsedilen calismalar ve daha pek ¢ok arastirma calismasi tek sesli, koordineli ve
tutarh kavramdan marka iletisim planlamasina yonelik daha stratejik, tiiketici odakli ve
oOlculebilir bir yaklasima dogru genisledigi ve glinimiuize kadar uzanan strecte oldukca
tartisildigini irdelemektedir. 1990l yillardan glinlimiize kadar uzanan stire¢ “butiinlesik”
iletisim stratejileri gelistirme ve uygulanmasini markalar agisindan adeta bir zorunluluk
olarak sekillenmesini saglamis durumdadir. Dijital pazarlama ve reklam kampanyalarinin
hizli ylkselisinin de etkisiyle, biitlinlesik ve tek seslilik etkisi daha uzun yillar devam
edecek gibi goziikmektedir.
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Buraya kadar yapilan degerlendirmelerde, kavramin tanimi, reklam veren talebi ve
kontrolii degerlendirilmis olup, firmalar veya markalarin ézelinde BPi uygulamalarinin
nasil farklilastigi konusunda daha detayli bir calismaya ihtiya¢ bulunmaktadir. Firmalarin
kavrami nasil degerlendirdiklerine iliskin literatiirde yer alan arastirma sayisi azdir
(Ebren, 2006) ve uygulamacilar disinda musterilerin karar mimarisi ve uygulamalari
nasil betimlediklerini gdsteren calismalarin yapilmasi 6nerilmektedir. Ayrica kavramin
tiketiciyi ikna etme boyutundaki rolt ve 6nemine iliskin nitel arastirmalardan elde
edilecek veriler de kavrama iliskin yeni veriler elde etmede faydali olacaktir. Halkla
iliskiler ve medya ajanslari 6zelinde ya da reklamveren tarafinda da kavramin giiniimiiz
dijital ortamlarindaki yerini inceleyen kesfedici ya da betimleyici arastirmalarin da
gerceklestiriimesi onerilmektedir.
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TABLES AND FIGURES

Table 1: Tanimlayic Istatistikler

Degiskenler

Frekans ‘ Yiizde Degiskenler Frekans ‘ Yiizde

Soru6 BPi kampanyasi etkileri

Soru1 Reklam ajansi gérev tanimi dlcilmekte midir?

Reklam Yonetimi 34 43 Evet 61 79,2

Halkla iliskiler Yénetimi 7 8,9 Hayir 16 20,8

Soru7 BPi kararlarini

Yaratici isler 20 25,3 Kim almalidir?

Arastirma 5 6,3 Mdasteri 25 31,6

Yeni Medya 13 16,5 Reklam Ajansi 34 43

Soru2 Reklam ajansindaki konumu Halkla liskiler Ajansi o 76
Medya Ajansi 14 17,7

Personel 28 354 Soru9 BPi siirecini

Midiir/Yénetici 26 33 kim ySnetmeli?

Ust diizey ydnetici 14 17,7 Mdsteri 19 24,1

Diger 11 13,9 Reklam Ajansi 31 39,2

Soru4 BPi talep edilme orani Halkla iligkiler Ajansi 9 11,4

Sifir (Hig istenmiyor) 8 10,1 Medya Ajansi 20 25,3

%25'ten az 25 31,6

%26 ile %50 arasi 16 203

%51 ile %75 arasi 18 22,8

%76 ve Ustl 12 15,2

Soru5 BPi kampanyas basarisina
katki sunan kimdir?

Reklam 26 32,9
Halkla iligkiler 4 5,1
Dogrudan Pazarlama 5 6,3
Satig Tutundurma 6 7,6
internet 16 20,3
BPI Programlari 8 10,1
Medya Planlama ve Satin Alma 14 17,7
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Table 2: Katiimcilarin Temel Faaliyet Alani ve Ajanslardan BPi Kampanyasi Talep Eden Msterilerin
Karsilastirmali Frekans ve Yuzdeleri

Reklam Halkla
L iligkiler Yaraticiigler | Arastirma | Yeni Medya
Yonetimi Yénetimi Toplam
F % f % f % f % f % f %
Sifir (Hic 5 163 | 0 0 2 | 25| o 0 1 13 | 8 | 101
istenmiyor)
%25'ten az 15 19 0 0 6 7,6 0 0 4 51 25 31,6
0, i 0,
%6261le%50 |4 | 59| 3 |38 | 4 | 51| 3 | 38| 2 | 25 16 | 203
arasi
0 i 0
%51 ile %75 6 7,6 3 3,8 5 6,3 1 1,3 3 3,8 18 22,
arasi
%76 ve Ustl 4 51 1 1,3 3 3,8 1 1,3 3 3,8 12 15,2
Toplam 34 43 7 8,9 20 253 5 6,3 13 16,5 79 100,0

Table 3: Katimcilarin Temel Faaliyet Alani ile BPi Hizmeti Sunan Ajanslarin Karsilastirmali Frekans ve Yiizdeleri

Reklam Halkla
L iliskiler Yaraticiisler | Arastirma Yeni Medya Toplam
Yonetimi L
Yonetimi
f % f % f % f % f % f %
Evet 22 28,6 7 9.1 19 24,7 3 3,9 10 13 61 79,2
Hayir 11 14,3 0 0 1 1,3 2 2,6 2 2,6 16 20,8
Toplam 33 42,9 7 9,1 20 26 5 6,5 12 15,6 77 100,0

Table 4: Katilimcilarin Temel Faaliyet Alani ve Ajanslarin BPi Kampanyasi Gelistirirken Kontroliin Kimde
Olmasi Gerektigine iliskin Gériislerinin Karsilastirmali Frekans ve Yiizdeleri

Reklam Halkla
L iligkiler Yaraticiigler | Arastrma | Yeni Medya
Yonetimi LT Toplam
Yonetimi
F % f % f % f % f % f %
Mdsteri 25 31,6 0 0 0 0 0 0 0 0 25 31,6
Reklam Ajansi 9 11,4 7 89 18 22,8 0 0 0 0 34 43
Halklalliskiler | o1 o 1 o | o | 2 | 25| 4 |51 | 0o | o | 6 |76
Ajansi
Medya Ajansi 0 0 0 0 0 0 1 13 13 16,5 14 17,7
Toplam 34 43 7 8,9 20 253 5 6,3 13 16,5 79 100,0
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Table 5: Katilimcilarin Ajanstaki Gorevi ile Misterilerin BPi Hizmet Talebi Farkliigini Gésteren Kruskal-Wallis

Tablosu
Ortalama . Serbestlik
N Sirasi Chi-Square derecesi (df) P

Personel 28 32,61

Miudiir/Yonetici 26 39,21

- 10,850 3 ,013
Ust Diizey Yonetici 14 56,57

Diger 1 39,59

Table 6: Butiinlesik Programin Basarisina En Cok Katki Saglama Durumu ile Misterilerin Taleplerinin Farkhihgini
Gosteren Kruskal-Wallis Tablosu

Ortalama . Serbestlik
N Sirasi Chi-Square derecesi (df) P
Miisteri 17 30,26
Reklam Ajansi 29 46,02
. 8,240 3 ,041
Halkla lligkiler Ajansi 9 38,39
Medya Ajansi 20 32,78

Table 7: BPi kampanyasinda Strateji Kontrolii ve Reklam ve Halkla iliskiler Koordinasyonu Sonucu Maliyetlere

Etkisini inceleyen Kruskal-Wallis Tablosu

Ortalama . Serbestlik
N Sirasi Chi-Square derecesi (df) P
Miisteri 20 28,40
Reklam Ajansi 22 40,05
. 8,333 3 ,040
Halkla lligkiler Ajansi 7 26,79
Medya Ajansi 13 24,35

Table 8: BPi Kampanyasinda Strateji Stirecinde Kontrol ve isbirligini inceleyen Kruskal-Wallis Tablosu

Ortalama . Serbestlik
N Sirasi Chi-Square derecesi (df) p
Miisteri 22 31,75
Reklam Ajansi 27 46,39
X 7,824 3 ,049
Halkla lligkiler Ajansi 9 34,61
Medya Ajansi 17 34,56
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Table 9: BPi Kampanyasinda Strateji Siirecinin Kontrolii ile BP kampanyasinin Miisteri Merkezli Olma Durumuna

iliskin Kruskal-Wallis Tablosu

Ortalama . Serbestlik
N Sirasi Chi-Square derecesi (df) p
Miisteri 10 29,40
Reklam Ajansi 27 47,06
. 8,985 3 ,029
Halkla lligkiler Ajansi 16 40,69
Medya Ajansi 23 30,89

Table 10: BPi Kampanyasinda Degerlendirme Kontrolii ile Reklam ve Halkla iliskiler Koordinasyonuna iliskin

Kruskal-Wallis Tablosu

Ortalama . Serbestlik
N Sirasi Chi-Square derecesi (df) p
Miisteri 25 29,02
Reklam Ajansi 15 40,43
- 7,882 3 ,049
Halkla lliskiler Ajansi 10 35,20
Medya Ajansi 12 22,42
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ABSTRACT

Although social media usage has many advantages, it also brings many risks.
Anger, hate and bullying actions by individuals are frequently encountered on
social media platforms today. Thus, this study aims to determine whether there
is a meaningful correlation between social media use and cyber victimization.
The cyber victimization levels of the users were investigated using the data of
research conducted online with 390 participants (Generation Z) and social media
users. The purposeful sampling method was used to select the participants. In the
analysis of the data, frequency analysis, pearson correlation analysis and linear
regression analysis were performed using the statistical package program. It
was found that the frequency of exposure of users to cyberbullying behaviors is
low. It was determined that there are significant correlations at p=.01 and p=.05
levels between the independent variables of the sub-dimensions (socializing,
obtaining information, sharing, following, and making use of leisure time) of the
social media usage scale and the dependent variables of the cyber victimization
sub-dimensions (cyber harassment, fraud, sharing and exclusion of private
information, and virtual struggle and anxiety).

Keywords: Social media, social networks, cyber victimization, cyberbullying,

generation Z

oz

Sosyal medya kullanimi pek ¢ok firsati blinyesinde barindirmasina karsin birgok
riski de beraberinde getirmektedir. Birey kaynakli 6fke, nefret ve zorbalik gibi
eylemlerin gunimizde sosyal medya platformlarinda da sik¢a karsilasilan
durumlar oldugu goérilmektedir. Bu dogrultuda calismanin amaci sosyal
medya kullanimi ile siber magduriyet arasinda anlamli bir iliski olup olmadigini
tespit etmektir. Amacli érnekleme ydntemiyle 390 sosyal medya kullanicisi ile
online olarak gerceklestirilen arastirmanin verileri kullanilarak kullanicilarin
siber magduriyet diizeyleri arastirilmistir. Verilerin analizinde istatistiksel paket

programi kullanilarak frekans analizi, pearson korelasyon analizi ile dogrusal
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regresyon analizi gerceklestirilmistir. Arastirma bulgulari
dogrultusunda kullanicilarin, siber zorbalik davranislarina
maruz kalma sikhginin dusiik oldugu tespit edilmistir.
Ayrica, arastirma bulgulari bir biitiin olarak incelendiginde,
sosyal medya kullanimi 6lcegi alt boyutlari (sosyallesme,

bilgi edinme, paylasma, takip etme ve serbest zaman

alt boyutlari (sanal taciz, sahtekarlik, 6zel bilgileri paylasma
ve dislama ile sanal miicadele ve kaygi) bagimli degiskenleri
arasinda p=,01 ve p=,05 diizeyinde anlamli iliskiler oldugu
tespit edilmistir.

Anahtar Kelimeler: Sosyal medya, sosyal aglar, siber

madduriyet, siber zorbalik, Z nesli

degerlendirme) bagimsiz degiskenleri ile siber magduriyet

INTRODUCTION

Expressing oneself, expressing feelings and thoughts, and interacting with other
individuals are some of the most basic psychological needs of individuals and are
indispensable for life. Developments in internet, informatics and cyber technologies
have both changed and differentiated the communication styles of individuals (Lee &
Cho, 2011, p. 72). Progress and developments in communication technologies have
enabled unprecedented types of platforms to be used and this situation has changed
the content and formal aspect of communication (Kwon & Sung, 2011, p. 5; Pfeil, Arjan,
& Zaphiris, 2009, p. 643). Following on from Web 1.0 technology, the fact that Web 2.0
technology has read-write based two-way communication has increased the importance
of the internet and digitalization (Lietsala & Sirkkunan, 2008, p. 19). Web 2.0 technology,
which transforms the communication style into a more dynamic and dialogic structure,
is gradually increasing its influence, especially with the spread of the use of social media
platforms (Morgan, Snelson, & Elison-Bowers, 2010, p. 1405). Social media platforms
have an important role in making digital communication a part of life. Social media
differs from traditional media with its distinct features such as accessibility, usability,
innovation and permanence (Lewis, Kaufman, Gonzalez, Wimmer, & Christakis, 2008,
pp. 330-331). Social media platforms that allow users to log in with real or fake identities
further increase the complexity in the virtual world (Boyd & Ellison, 2007, p. 211; Karadag,
2010, p. 82). The perception of social media as a platform that offers unlimited freedom
and its uncontrolled use brings along several issues (Boughman, 2010, p. 933; Maranto
& Barton, 2010, p. 36). This situation has brought up concepts such as cybercrime or
cyberbullying (Lee & Cho, 2011, p. 73). Considering the purposes of social media use,
it is seen that it provides significant benefits such as entertainment, economic
communication and commercial advantages, following and adaptation to developments,
freedom of expression, communication and access to information, organization, and
socialization. On the other hand, it also has negative aspects such as building addiction,

102 Connectist: Istanbul University Journal of Communication Sciences, 2021, 61, 101-125



Erdogdu, M., Kogyigit, M.

information pollution, ethical concerns, the feeling of loneliness, superficiality and loss
of time (Kocak, 2012).

On social media platforms, individuals can present an appearance that is beautiful,
successful, happy, satisfied with life, strong, interested, socially responsible, thoughtful,
criticizable, knowledgeable, educated, having standards, ego-centric, and tend to be
content that it is close to one’s feelings and thoughts rather than objective reality
(Lenhart & Madden, 2007). Moreover, the sense of belonging in social networks negatively
affects an individual’s focus on their daily routines in real life, and the urge to be online
constantly causes the individual discomfort in environments where internet is not
available (Ozodasik, 2001).

Users share their identity and personal information and make the details about
themselves available on social media platforms to the public by their own will. Several
types of personal information such as educational information, address, personal pictures,
workplace, marital status, kinship relations, birthday, political opinion, etc. are made
accessible to third parties on social media platforms. The passwords’ similarity to the
dates shared on social media platforms is one of the important security problems (Hobson,
2008, p. 20). Users can become victims of harassment and abuse by malicious activities
on social media platforms. It is observed that the users’ personal rights are violated via
the social network through the use of various illegal or unauthorized content. Providing
information through photographs, home addresses and location tags increases the risk
of getting targeted by these actions (Yavanodglu, Sagiroglu, & Colak, 2012, p. 15).
Cyberbullying, which is at the top of the informatics or cybercrime in social media usage,
is the most common problem. However, users who experience cyber victimization due
to cyberbullying may be aware of how social media is vulnerable to cybercrime. Social
media tools, a platform that is very open to manipulation and crime, also cause trust
issues, especially due to the potential of creating fake profiles, fictitious and suspicious
identities. When the texts, images, animated images etc. shared without paying attention
to the language used on social media platforms are used in an uncontrolled manner and
spread to large masses, it creates a huge data cloud and causes content density.

The problematic use of social media platforms is increasing among users aged 20
and under as a study revealed. The increase in mobile device usage among young
people in this age group, games played on social media platforms have become a part
of life. Social media platforms used in an excessive, uncontrolled and lawless manner

Connectist: Istanbul University Journal of Communication Sciences, 2021, 61, 101-125 103



The Correlation between Social Media Use and Cyber Victimization: A Research on Generation Z in Turkey

lead to fundamental problems, especially among young people as well as all users
(Hawi & Samaha, 2017, p. 577).

Social media platforms provide pivotal benefits, as well as bringing enormous risks
and negativities. Creating a jargon of its own and corrupting language, providing
openings to propaganda, provocation, manipulation, inciting and illegal structures are
considered among the risks and negativities of social media. Having such negative
aspects and risks makes social media a platform vulnerable to crime. Thus, the vast
majority of cybercrime is committed on social media platforms.

Identity masking on social media platforms, or the possibility of impersonating an
anonymous or fictional identity, are thought to be among the important risks. It is
observed that cyberbullying has become an act performed more easily through accounts
created with such deceptive information. Defining the deliberate and disturbing
behaviors of a user towards another as cyberbullying, it was stated that those who are
exposed to these behaviors experience cyber victimization (Gross, 2004, p. 636).
Cyberbullying’s aspects of threats, violence, harm, power imbalance, harassment, and
exclusion are similar to traditional bullying (Kowalski & Limber, 2007, p. 24).

The features that distinguish cyberbullying from traditional bullying and make it
even more problematic are the lack of confidentiality, security, time and space limitations,
absence of physical power necessity, easy access to the victim, higher influence spectrum,
and its wide scope thanks to the possibilities of technology and digital platforms (Yaman
& S6nmez, 2015, p. 20; Ayas & Horzum, 2012, p. 371; Antoniadou, Kokkinos, & Markos,
2016, p. 28). Therefore, those who are victims of harassment and threats, pressure and
psychological violence on social media platforms, are defined as “cyber victims’, and
those who harass and threaten, pressurize and conduct psychological violence are
defined as “cyberbullies” (Li, 2007, p. 436; Bussey, Fitzpatrick, & Raman, 2015, p. 32).
Users can play both victim and bully roles in some cases. However, cyber victims may
experience academic failure, emotional, psychological, cognitive and psychosomatic
problems such as low self-esteem, disappointment, dissonance, anxiety disorder,
loneliness, emotional instability, pessimism, agitation, and depression (Huang & Chou,
2010, p. 1585; Kokkinos, Antoniadou, & Markos, 2014, p. 210; Aricak & Ozbay, 2016, p.
283). A study on cyberbullying suggested that the relevant behaviors are virtual stalking
and harassment, impersonation, humiliation, sharing personal information without
consent, ignoring/excluding and fraud (Willard, 2007). Moreover, crimes committed in
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the field of informatics can be summarized as insults, blackmail and threats, virtual/
online fighting, unauthorized access, fake identity production, impersonation, virtual/
online gambling, and unauthorized texts or e-mails (Stewart & Fritsch, 2011, pp. 82-83).

A study in which relational bullying behaviors such as ignoring or excluding and
rumor-making were considered and cyberbullying was analyzed with the assumption
that females were more prone to this type of cyberbullying was emphasized (Keith &
Martin, 2005). Moreover, in another study it was determined that males are more prone
to cyberbullying (Erdur-Baker & Kavsut, 2007). One study (Wang, Lei, Liu, & Hu, 2016)
showed that cyberbullying and cyber victimization vary greatly by gender, sometimes
the cyberbully is a male, and the cyber victim is a woman or vice versa. When the effects
of cyberbullying, in other words, cyber victimization are examined, it is possible to
describe the results of cyber victimization under four tenets, emotional and psychological,
social, academic and physical effects (Ozer, 2016). However, the impact size of cyber
victimization varies depending on the intensity and duration of cyberbullying, the
psychological state of the victim and their resistance to the stress caused by cyberbullying.
This action, which affects cyber victims, also deeply affects individuals who practice
cyberbullying. Cyberbullies, become individuals with less empathy, short tempered,
emotionally scarred, aggressive, offensive, psychological, social and communication
problems and mood disorders, and who lack anger and stress management capabilities.
Additionally, there may be cyberbullies who are confident, witty, fond of mocking
personal characteristics and who have high level communication skills.

Nowadays, social media platforms are the main source of cybercrime committed against
individuals, society and the state. Cyberbullying, which is a substantial element in cybercrime,
is the most common act of criminal users on social media. Users who are exposed to
cyberbullying should take the same precautions as they take against crime in their daily
lives when using the internet or social media platforms. Conscious and controlled use of
social media platforms can minimize the problems faced on these platforms.

In this context, this study focuses on the investigation of whether there is a significant
correlation between social media usage and cyber victimization by determining the
victimization levels of Generation Z and social media users. Moreover, determining
whether social media usage has a significant effect on cyber victimization is also
examined. For this purpose, one research question is is there a significant relationship
between social media use and cyber victimization sub-dimensions? Another research
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question is, does social media use have a significant effect on cyber victimization? The
research conducted between November and December 2019 focuses on the answers
to these questions.

The study is important in terms of the scarcity of studies conducted to measure the
relationship between social media use and cyber victimization and the contribution
to the literature in this field. In addition, measuring the relationship between social
media use and cyber victimization in a Generation Z sample reveals the importance
of the study.

AIM AND METHODOLOGY

This study aims to determine whether there is a significant relationship between
social media use and cyber victimization. The cyber victimization levels of the users
were investigated using the data obtained from online research on 390 social media
users through the purposeful sampling method. In the analysis of the data, frequency
analysis, pearson correlation analysis, and linear regression analysis were performed
using statistics software.

Aim

The correlational research technique, a quantitative research desing, was used in
this study in order to examine the relationship between social media use and cyber
victimization. The primary aim of the study is to question the presence of a significant
correlation between the sub-dimensions of social media usage and cyber victimization.
Furthermore, a secondary purpose of the study is to determine whether social media
usage has any predictive role in cyber victimization. In this context, research questions
of the study are as follows: Is there a significant relationship between social media use
and cyber victimization sub-dimensions? Does social media use have a significant
effect on cyber victimization?

Methodology
Research Model

The study was planned with a quantitative research design (model) in order to
answer the research questions. Additionally, the general scanning model was used in
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the study. In a universe consisting of numerous elements, scanning arrangements
made over a group of samples to be taken from the universe in order to make a general
judgment about the universe are referred to as the general scanning model (Aziz, 2015,
p.27; Karasar, 2016, p. 111). In this study, in order to arrange the necessary conditions
for collecting and analyzing the data in accordance with the research purpose and in
an economical way, the survey (online) technique, a quantitative research design, was
used. In this regard, a theoretical model was created to determine the role of social
meadia use on cyber victimization.

Participants

Literature embraces different approaches to the classification of generations and
the periods they cover. Although there is a consensus on the definition of the term
“generation”, there are different perspectives as regards naming the generations and
classifying the periods they cover. The main reason for such differences is that researchers
evaluate events from different dates (Singh, 2014; Turner, 2015; Csobanka, 2016; Seemiller
& Grace, 2016; Dimock, 2019).

For example, the classification of Lanchester and Stillman about generations employ
the term“Traditionalists” to define those born between 1900-1945,“Baby Boomers”for
those born between 1946-1964, “Generation X" for those born between 1965-1980,
“Generation Y" for those born between 1981-1999, and “Generation Z" for those born
in 2000 and after (Lanchester & Stillman, 2002). Generation Z, who were born after
1999 and are usually the children of generation X, are regarded as the normal alphabet
heirs of the Y and X generations (Bergh & Behrer, 2013, p. 11).

As in the conceptualizations of other generations, it is evident that there are also
debates in the conceptualization of the Z generation. Considering that the research
and social analysis about the Z generation is still in progress, it can be inferred that
discussions over classifications, the periods they cover, and their conceptualization are
likely to continue (Turner, 2015). However, the change and development of the world
with the new millennium, the increase in the use of the internet, the renewal and ease
of virtually everything have caused the generation that was born and which has been
growing up after 2000 to evolve to a different position (Dimock, 2019). Therefore, the
most prominent feature of Generation Z is that these individuals grow up with the
internet and technology.
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The interest of Generation Z in smart phones, their intensive use of social networks,
their tendency to use technology and their being surrounded by digital technology
were determinants in their selection as a research sample. Furthermore, the individuals
who spend the most time on social media platforms are from Generation Z. Generation
Z spends an average of five hours a day on social media. Another reason why Generation
Z was chosen as the research sample is that they tend towards content production
rather than content consumption on social media platforms (Pew Research Center,
2018). As to what year we should look to for the emergence of Generation Z, there is
no consensus among researchers.Various year ranges from 1991 to 2001 are addressed
depending on the differences in technological development in the countries, while
sociologists often refer to the year 2000. Accordingly, the most senior Generation Z
members today are 20 years old. The research sample was chosen from among the
participants determined in consideration of these criteria.

Data Collection Tool

In the study, cyber victimization [predicted-outcome] factor was determined as
the dependent variable. The social media usage [predictor-predictive] factor was
determined as an independent variable. The sub-dimensions and structural validity
of both the dependent and the independent variable were determined using factor
analysis. The independent variable has the effect of explaining the dependent variable.
In other words, it is possible to explain the cyber victimization variable with the social
media usage variable. The survey (questionnaire) technique, one of the most common
data collection methods, was performed online to obtain primary data in the study.
The question form used in the study consists of 2 parts. The first part summarizes the
“social media usage”scale introduced by a previous study (Altunbas & Kul, 2015), and
the“cyberbullying/victimization”scale developed in another study (Stewart, Drescher,
Maack, Ebesutani, & Young, 2014) and translated into Turkish by Kigcik (2016). Both
scales were adapted and used in the framework of the present study. The second
part of the questionnaire consists of questions used for determining the demographic
features of the participants. The research questionnaire was prepared in Turkish.
There are a total of 37 observed variables consisting of 2 parts in the questionnaire.
A detailed review of the national and international literature regarding the questions
in the questionnaire was conducted, and the aforementioned scales were used in
the preparation of the questions. In scales created to determine the correlation
between social media use and cyber victimization, all of the expressions were scaled
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according to a 5-point Likert scale ranging between 1-Strongly Disagree and 5-Strongly
Agree.

Operation

As of the end of 2019, the completion date of the research, Generation Z accounted
for 16% of Turkey’s population. According to December 2019 data provided by TUIK
(Turkish Statistical Institute) Address-Based Population Registration System, the
population of Turkey was 83,154,997. Accordingly, Generation Z population of Turkey
amounts to 13,304,799, 51.15 percent of which is male, and 48.85 percent is female
(TUIK, 2020).

According to a recent piece of research investigating the use of social media by
Generation Z (which constitutes more than 13 million of Turkey’s population), Generation
ZinTurkey attaches greatimportance to the use of social media. Generation Z particularly
uses content sharing platforms (YouTube, Netflix, Instagram) to a great extent. The
research revealed that watching videos is very important for the Z generation. The
intense use of video changes the consumption habits and mentality. In addition, the
interest of Turkey’s Generation Z in digital games is relatively high. Generation Z thinks
that it socializes through social media platforms and displays an activist character
(MarketingTurkiye, 2021).

Accordingly, the cyber victimization levels of the users were investigated by using
the data from research conducted online with 390 social media users (Generation Z)
in Turkey through the purposeful sampling method. Participants were contacted online.
The data collection process took approximately 2 months. Data was collected between
November 2019 and December 2019. The average age of the participants (n=390) was
20.11.The participants in the research were university students (Generation Z). Active
use of social media was set as a prerequisite for participation in the research. Thus, the
universe of the research was Generation Z members who were active social media
users. Since it isimpracticable to reach all social media users, the research was conducted
using the purposeful sampling method, one of the non-probability sampling methods.
The research was conducted with 397 social media users, and the analysis covered data
from 390 participants, as the questionnaires of 7 participants were omitted due to
incomplete or incorrect data.
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A sample size table was used in the calculation of the sample size. According to
Balc1 (2004, pp. 91-93), there are correct estimation probabilities in average sample
sizes. The main determinant of estimation completeness is not the sample to population
ratio, but the actual sample size. In general, the desired accuracy in estimation can be
achieved in sample increments up to 150 or 200. There are sample sizes for universes
of different sizes and required sample sizes for tolerable error with 95% precision. The
important point here is that the subjects in the selected frame can represent the
universe, and that a sample number is reached in the relevant reference number. Thus,
it is seen that the sample size of a Generation Z population of 13 million is in the 95%
confidence interval where n=390 (with 0=0.05 margin of error) in this study. In other
words, sample selection has a 5% margin of error.

The participants constituting the sample were contacted online. The questionnaire
containing the scale expressions was transferred to Google Forms, where the online
questionnaire form was made available. A link to the Google Form file was sent to the
participants and social media tools such as e-mail, WhatsApp, Twitter, Facebook and
Instagram, in line with the purposeful sampling method and the participants were
asked to complete the online questionnaire.

The data of the study was obtained online with the participation of active social
media users through the purposeful sampling method due to time constraints and the
difficulty of access to the sample. The limitations of the study include the extent of
research sample consisting of Generation Z, and the scope of the research confined to
the use of social media by Generation Z, as well as the levels of cyber victimization they
experience. Additionally, the research results are limited to November 2019-December
2019, the dates during which the research data was collected.

Another limitation of the study is that factors other than age and gender, such as
place of residence (urban/rural), income status, and socio-cultural status were not taken
into consideration in determining the sampling frame based on the concern that they
would not serve the purpose of the study. Given that the research was carried out with
a Generation Z sample and this age group is predominantly composed of university
students, the most significant sampling criteria are age and gender. Another important
factor in this regard is the active use of social media by the participants. Since the study
aimed to research a population with an average age of 20 and actively in pupilage,
factors such as urban/rural segregation, socio-economic and cultural differences were
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excluded in the sampling process as they did not serve the purpose of the research. In
this respect, three basic issues were taken into consideration in determining the sampling
frame which are age, gender, and active social media use.

Statistical Analysis

In the analysis of the data, frequency analysis, pearson correlation analysis and linear
regression analysis were conducted using a statistics software. The questions in the
personal information form, and the percentage and frequency of cyber victimization
of social media users are presented in the tables.

FINDINGS

The data collected in the study was encoded and integrated into the statistics
program. This data was analyzed using a statistical analysis/package program. After
the data entry was completed, the statistical tests to be used in data analysis were
determined. Whether the data is normally distributed should be analyzed over the
kurtosis-skewness values while determining the statistical tests to be made on a data
group. As a result of the kurtosis-skewness normality test conducted on the research
data, it was determined that the data showed a normal distribution. The results obtained
by analyzing the research data within the determined systematic framework are given
below. Firstly, frequency analysis results related to socio-demographic questions that
determine the participant profile in the first part of the questionnaire are provided.
Table 1 shows the demographic data of the participants regarding gender, age, average
daily social media usage time and frequency of social media usage purpose.

Table 1 shows that 51.0% of the participants were male and 49.0% were female. The
average age of the participants was 20.11. In addition, it was determined that the
average daily social media usage time of the participants was 4 hours. The frequency
of social media usage purpose of the participants were as follows: 7.2% sharing, 20.0%
entertainment, 20.3% information, 18.7% learning and 33.8% socializing (See Table 1).

As a result of the factor analysis (Table 2), Kaiser-Meyer-Olkin (KMO = 0.883) was
used to measure the overall suitability of the whole question group for factor analysis.
In addition, the suitability of each individual sub-dimension for factor analysis was also
measured. According to the factor analysis, participants perceived social media usage

Connectist: Istanbul University Journal of Communication Sciences, 2021, 67, 101-125 111



The Correlation between Social Media Use and Cyber Victimization: A Research on Generation Z in Turkey

in 5 sub-dimensions [socialization, information acquisition, sharing, following, making
use of leisure time] (Table 2). In addition, factor dimensions were found to be over 0.50
(See Table 2).

WhenTable 3 is examined, it is seen that the users participating in the research mostly
gave feedback that they agreed with the statement’l use social media to keep up with
my interest areas (x=4.10)" In the second place, there was the statement’l transfer the
news and videos to my friends (x=4.03)" In addition, the table includes all statements
according to their importance. Table 3 reveals that the current sample group uses social
media platforms to follow others and to get the information flow (See Table 3).

As a result of the factor analysis (Table 4), Kaiser-Meyer-Olkin (KMO = 0.862) was
used to measure the overall suitability of the whole question group for factor analysis.
In addition, the suitability of each sub-dimension for factor analysis was also measured.
The factor analysis showed that the cyber victimization scale was perceived by the
participants in 3 sub-dimensions [virtual harassment and fraud, sharing private
information and exclusion, virtual struggling and anxiety]. S37 included in the study
was excluded from the analysis because the factor load was below 0.50 and the problem
was far from semantic integrity. As a result, it was found that all factor dimensions were
above 0.50. The compatibility of each obtained factor within itself was measured with
the Cronbach Alpha coefficient. This coefficient is the degree of matching depending
on the correlation between questions. Since Cronbach’s Alpha values are above 60%
in all sub-dimensions of the cyber victimization scale, it was determined that the factors
are statistically reliable (See Table 4).

Table 5 shows that the users participated in the study mostly asserted that they agreed
with the statement’l make my complaints to the relevant authority to combat cyberbullying
(x=3.62). The second most agreed expression was ‘The longer | spend time, the more
likely | am to suffer (x=3.28). It is important for the participants to express that they will
attempt to file a complaint against any cyberbullying, although their exposure to
cyberbullying is relatively low. However, the participants think that the more time they
spend on social media platforms, the more likely they are to be exposed to cyberbullying.
In addition, the table includes all statements by theirimportance (See Table 5).

Table 6 demonstrates that there is a significant correlation between one of the sub-
dimensions of social media usage scale socializing and cyber victimization sub-
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dimensions sharing private information and excluding (r=503; p=0.01) and virtual
harassment and fraud (r=285; p=0.01). Moreover, other significant correlations between
information acquisition and virtual struggling and anxiety (r=135; p=0.01); sharing and
virtual harassment and fraud (r=.204; p=0.01); following and virtual harassment and
fraud (r=.271; p=0.01); again following and sharing private information and exclusion
(r=127; p=0.05); and last but not least making use of leisure time and virtual harassment
and fraud (r=114; p=0.05). It was determined that there are weak and moderate significant
relationships between some social media use sub-dimensions and cyber victimization
sub-dimensions in line with the empirical results (See Table 6).

The R?value, .106, in Table 7, indicates that independent variables can explain 10.5%
of the changes in the dependent variable as the result of the F statistics points to the
idea that model is valid as a whole. Empirical results show that the variables of social
media use and cyber victimization have a positive and statistically significant effect
(See Table 7).

The findings reveal that social media usage significantly affects cyber victimization.
However, despite the active use of social media, it is found that the current sample
group’s exposure to cyberbullying was not very high.

DISCUSSION AND CONCLUSION

The increase in internet and social media usage frequently revives certain issues
such as cyberbullying and cyber victimization faced on these platforms. In this study
on the correlation between social media usage and cyber victimization, it was found
that there is a weak significant relationship between socialization, sharing, following
and making use of leisure time, which are sub-dimensions of social media usage and
virtual harassment and fraud, one of the sub-dimensions of cyber victimization. Moreover,
it was determined that there is a moderately significant correlation between socialization,
one of the sub-dimensions of social media usage, and sharing private information, one
of the sub-dimensions of cyber victimization (r=503; p=0,01). In addition, a weak
significant correlation was found between following, which is one of the sub-dimensions
of social media usage, and sharing private information and exclusion (r=127; p=0.05),
which is a sub-dimension of cyber victimization. On the other hand, it was observed
that there was a weak significant correlation between information acquisition, the
sub-dimension of social media usage, virtual struggling and anxiety which are cyber
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victimization sub-dimensions (r=.135 p=0.01). Moreover, it was determined that social
media usage has a significant effect of =.326 on the cyber victimization variable. The
research findings show that the increase in social media usage may cause higher
cyberbullying activity. However, it is not true to say that every social media user is
exposed to cyberbullying, and it is also necessary to state that cyber victimization is a
problem for all users.

These platforms constitute an important risk area due to the possibility of hiding
the identity on social media platforms and impersonating an anonymous or fictional
identity. It is seen that cyberbullying has become an act performed more easily through
accounts created with such deceptive information. Considering the deliberate and
disturbing behaviors of a user towards another user as cyberbullying, it is stated that
those who are exposed to these behaviors experience cyber victimization. On the other
hand, the features of cyberbullying such as threats violence, harm, power imbalance,
harassment and exclusion come to the fore. Therefore, the longer the time spent on
social media platforms, the more likely it is to be exposed to cyberbullying.

Ina similar study, it was determined that individuals use social media platforms intensively
for at least 1-3 hours a day to have social interactions (messaging, following, content sharing
etc.) (Oztiirk & Akgiin, 2012). Another study showed that Generation Z uses social media
platforms for at least 2 hours. The results of relevant studies indicate that the usage level
of social media platforms tends to increase and social interaction, communication and
sharing are the main purposes (Basoglu & Yanal, 2017). In this study, the average duration
of social media usage of the participants is 4 hours. In studies conducted to determine the
levels of social media usage, it is seen that the usage rates have increased. The increase in
the duration of use also increases the risk of cyber victimization.

Another study revealed that although social media platforms compose a
communication channel, they are not as effective as vivid interactions and are not
useful during emergencies. It was determined that individuals with a large network of
friends on social media actually start to feel lonely in real life (Zhang, 2012).

Nowadays, university students are usually branded as Generation Z and young
people who are seen as digital natives, realize their social relationships through social
media platforms. This generation, which prefers to be in the virtual world rather than
the real world, spends more of its free time on social media platforms.
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Another study discovered that individuals spend excessive time on social media
and this situation negatively affects their academic success (Waqas, Afzal, Zaman, &
Sabir, 2016). The scholarship argues that among the purposes of individuals’ social
media usage, communicating and maintaining interaction with their friends and
close circles come to the fore (Boyd & Ellision, 2007). In this study, participants
purposes of using social media (Table 1) are socializing, learning, obtaining information,
entertainment and sharing. The diversity in usage purposes also increases the usage
time of social media. As the usage time increases, the rate of cyber victimization can

’

also increase. In this context, social media users should be conscious and critical
social media literate.

Although the young generation (z) strives to do physical activity, it is observed that
individuals generally prefer activities that require passive participation (especially social
media today) in their free time. The usual reasons such as entertainment and creating
a friend environment are considered as the main rationale behind participating in all
activities with active and passive participation. However, it has been observed that
reasons such as healthy living and participation in physical activity come last. It has
been determined that individuals tend to use social media platforms intensively as a
means of spending time since these platforms offer versatile interaction and unique
features (Yerlisu Lapa & Ardahan, 2009).

On the other hand, in some studies on cyberbullying (Beran & Li, 2005; Patchin &
Hinduja, 2006), it was determined that individuals selected as victims exhibit some
negative behaviors. It has been observed that cyberbullying is associated with behaviors
such as frustration, stress, anger, sadness, depression, and unhappiness. A study (Patchin
&Hinduja, 2006) showed that emotional and psychological effects such as disappointment,
anger, and sadness develop in individuals exposed to cyberbullying. Moreover, the
authors found that feelings of exclusion and helplessness can be experienced intensely
in cyberbullied individuals in addition to the emergence of feelings of anger and
sadness. Some studies conducted in this context (Brown, Jackson, & Cassidy, 2006;
Campbell, 2005) showed that cyberbullying causes results similar to the psychological
consequences of traditional bullying.

In general, research results show that participants’ (Generation Z) use of social media

is a factor in determining their level of cyber victimization, and this effect is associated
with their social media addiction levels and exposure to cyber victimization. The research
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results confirm the trend in the literature that shows a relationship between the increased
use of social networks and the risk of cyber victimization.

It is possible to evaluate the consequences of cyber victimization as emotional,
psychological, social, academic and physical effects. However, the extent of the effects
of cyber victimization, depending on the intensity and duration of the cyberbullying,
the psychological state of the victim and their resistance to the stress caused by
cyberbullying.

The fact that victims of cyberbullying are constantly exposed to persistent insults,
threats, blackmail and bullying, means that the psychological, spiritual and emotional
state of the victims gets severely disturbed. Psychological and emotional circumstances
such as shame, humiliation, anxiety, and loss of trust caused by cyber victimization
may lead to radical negative changes in individuals’ awareness of identity and self-
esteem.

When the responses of the participants to the variables ('l make my complaints to
the relevant authority to combat cyberbullying; ‘The longer | spend time, the more
likely I am to suffer’, ‘Exclusions are made more easily on social media platforms; ‘|
received disturbing messages from social media accounts’) are examined (Table 5), the
participants think that they may be exposed to cyberbullying on social media at any
time. Moreover, they think that their probability of being a cyber victim is parallel to
their use of social media. Accordingly, the fact that they stated that they received
disturbing messages from their social media accounts indicates that they are cyber
victims. Otherwise, the literature and research findings highlight how high a risk of
victimization teens present, both in the real world and online, as they are potential
targets of aggression for their peers. From another perspective, social media users
appear to be using cyber-aggression to boost their status or gain more popularity.
Hence, it can lead to a decrease in psychological well-being measures such as subjective
happiness, associated with both greater social media addiction and increased risk of
cyber victimization.

The results of the research and the previous studies reveals that there is a moderate
correlation between social media usage and cyber victimization and that it has a
significant effect on the dependent variable. Considering that the increase in social
media usage also affects the possibility of being exposed to cyberbullying in the same
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manner, it is important for users to be conscious of this fact. An unconscious and
addictive use of social media can increase the likelihood of individuals becoming
victims. Therefore, even individuals with no previous exposure to cyber victimization
should be careful about content sharing and social media usage. Moreover, this is
substantial for the mental and psychological development of the young generation
to reduce social media usage of Generation Z to increase physical activity and other
leisure activities. It also offers some practical ideas for promoting psychological well-
being in the z-generation of the study, taking into account study limits and future
indicators for research. The study highlights the need to target intervention and
prevention strategies for the risk of cyber victimization and social media addiction in
young people using social media. These strategies can focus on the ways young people
(Generation Z) use and experience social media and discuss the motivations and
dynamics that help guide their search for digital status. In this direction, digital media
literacy consultancy services have become a necessity, especially for young people.
For further studies, it is thought that research on the correlation between individuals’
Internet use motivation, addiction levels and cyberbullying should also contribute to
thefield. Also, future research could investigate the participants’ (generation) motivation
to use social media, their level of cyber victimization and psychological well-being by
examining users’interactions with social media platforms with broader indicators.
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TABLES
Table 1: Socio-Demographic Characteristics of Participants (n=390)
Demographic
. Value | Frequency | Percentage
Variables
Male | 199 51,0 Daily Average
Gender Female | 191 49,0 Usage of 4 hours
Total | 390 100,0 Social Media
Demographic
. Value Frequency | Percentage
Variables
Sharing 28 7.2
Entertainment | 78 20,0
X=2011 Social Media | | e mation |79 20,3
Age Usage
Purpose Learning 73 18,7
Total | 390 100,0 Socializing 132 33,8
Total 390 100,0
Table 2: Factor Structure of Social Media Usage
. Factor Loads
Factor Variables
1 2 3 4 5
519 If (Iion’t spend time on social media, | can't spend my 748
leisure time '
S22 I'll be unhappy if | spend little time on social networks  |,730
S18 | trust social media platforms ,709
- $21 | can make friends more easily on social media ,647
£ S1 It allows me to express my feelings that | cannot express
E in person 41
'§ S16 | never stop using a social media account ,520
e S$17 linvite my friends to social media platforms 512
S c S5 | use social media to get information ,755
= ;g S2 | use social media to keep up with my interest areas ,709
g é $20 | get up to date news from social media platforms ,625
E < S4 | transfer the news and videos to my friends ,581
o S3 | can easily share my ideas through social media ,831
% S12 1 think social media is a place of freedom ,668
& S11 | can easily share my ideas on social media ,654
S6 | use social media to follow my friends 711
o S7 | use social media to spend time ,652
§ S9 | check the number of people following me ,595
u=; S$14 My social media memberships allow me to be an 512
extrovert person
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$13 In my leisure time, | spend time on social media

v ,539

a networks

o g

o3 S8 | use social media for gaming ,533

= ;‘_J g 515 | compare myself with what | see on social media ,527

= ok $10 | think it's easy to learn through social media 516
Eigenvalue 6,52 | 2,21 11,33 | 1,10
Variance Explained 15,47 11,00/10,66|10,33

Total Variance Explained 55,61

KMO ,883

Barlett Test 2998,517 (p=,000)
Cronbach’s Alpha (Reliability) ,871

Table 3: Descriptive Statistics for Social Media Usage

Variables X Std. D.
S2 | use social media to keep up with my interest areas 4,10 ,95
S4 | transfer the news and videos to my friends 4,03 1,01
S5 | use social media to get information 3,83 1,01
$20 | get up to date news from social media platforms 3,74 1,11
S6 | use social media to follow my friends 3,66 1,16
S7 | use social media to spend time 3,66 1,15
S3 | can easily share my ideas through social media 3,50 1,12
S9 | check the number of people following me 3,48 1,30
S3 | can easily share my ideas through social media 3,46 1,18
S$10 | think it’s easy to learn through social media 3,43 1,17
S$13 In my leisure time, | spend time on social media networks 3,41 1,11
S1 It allows me to express my feelings that | cannot express in person 3,37 1,28
S16 | never stop using a social media account 3,21 1,24
S12 | think social media is a place of freedom 3,21 1,18
S15 | compare myself with what | see on social media 317 1,21
S$21 | can make friends more easily on social media 3,08 1,20
S17 | invite my friends to social media platforms 3,07 1,28
S14 My social media memberships allow me to be an extrovert person 2,99 1,19
S8 | use social media for gaming 2,86 2,37
S18 | trust social media platforms 2,49 1,32
S19 If I don't spend time on social media, | can’t spend my free time 2,46 1,27
S22 |'ll be unhappy if | spend little time on social networks 2,44 1,26
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Table 4: Factor Structure of Cyber Victimization

. Factor Loads
Factor Variables
1 2 3
- S23 | received disturbing messages from social media accounts ,809
s S$25 | received threatening and insulting messages on social media ,740
T % B | S24 Fake accounts were opened under my name on social media ,670
;E § ugi $32 Exclusions are made more easily on social media platforms ,608
E S33 There are people trying to imitate me on social networks ,559
$26 Strange people sent me infected messages ,531
R $28 | was mocked and disturbed on social media ,799
g 2 s S$27 Unreal information about me was published on social media ,790
a .2 ‘G | S311get threatening psychological and physical abusive messages if |
g E §:: don't fulfill requests 644
’%" :g: 1 s29 They posted my photos on social media without my permission 619
- S34 Other users are disturbed through fake accounts in social networks ,561
e $36 If | encounter threats on social networks, | share it with my family ,790
s % -% S351 makg my complaints to the relevant authority to combat 694
£ o< | cyberbullying
S2o
% S| s30The longer | spend time, the more likely | am to suffer ,568
Eigenvalue 478 | 1,62 1,28
Variance Explained 22,16 | 21,07 | 11,63
Total Variance Explained 54,88
KMO ,862
Barlett Test 1896,035 (p=,000)
Cronbach’s Alpha (Reliability) ,814
Table 5: Descriptive Cyber Victimization Statistics
Variables X | std.D.
S35 | make my complaints to the relevant authority to combat cyberbullying 3,62 1,33
S30 The longer | spend time, the more likely | am to suffer 3,28 1,30
$32 Exclusions are made more easily on social media platforms 3,21 1,34
S23 | received disturbing messages from social media accounts 3,02 1,49
S36 If | encounter threats on social networks, | share it with my family 2,99 1,38
S33 There are people trying to imitate me on social networks 2,72 1,31
S25 | received threatening and insulting messages on social media 2,55 1,37
$26 Strange people sent me infected messages 2,48 1,38
S24 Fake accounts were opened under my name on social media 2,39 1,45
$29 They posted my photos on social media without my permission 2,22 2,41
S34 Other users are disturbed through fake accounts in social networks 2,21 1,30
S$27 Unreal information about me was published on social media 2,06 117
S31 | get threatening psychological and physical abusive messages if | don't fulfill requests | 2,03 1,21
$28 | was mocked and harassed on social media 1,98 1,15
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Table 6: Social Media Usage and Cyber Victim Dependence Correlation Analysis

Sharing
Making Private Virtual
Use of Virtual | Information | Struggling
Knowledge Leisure |Harassment and and
Socialization | Acquisition |Sharing| Following Time and Fraud | Exclusion | Anxiety
1
Socialization
p
3 Knowledge ri. 197" 1
& |Acquisition p ,000
=)
© ) rl 4217 ,394™ 1
5 (Sharing
% p ,000 ,000
= : ri 488" 366" | 473" 1
‘5 [Following
2 p ,000 ,000 ,000
Making Use of r ,356" 2277 ,349" | 419™ 1
Leisure
Time p ,000 ,000 ,000 ,000
Virtual ri ,285" ,097 2047 | 2717 147 1
c
© |Harassment and
E Fraud ,000 ,056 ,000 ,000 ,025
~§ Sharing Private |r| ,503" -,083 ,093 127" ,092 ,545™ 1
g Information
> land Exclusion p ,000 ,100 ,066 ,012 ,069 ,000
g Virtual Struggling -,080 135" ,047 -014 -,009 214" 116" 1
and Anxiety p| 115 ,008 359 | 786 ,857 ,000 ,022
** The correlation is significant at the 0.01 level.
*.The correlation is significant at 0.05 level.
Table 7: Social Media Usage and Cyber Victimization Regression Analysis Results
Standardized
Depe.ndent Indep:fendent Coefficients t-statistics | p value Standard
variable variables Error
Beta
Social Media Usage Cyber Victimization ,326 6,79 ,000 721
R? ,106
Adjusted R? ,104
F statistics 46,150 (p = 0,000)
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Bu calisma, Avrupa Birligi (AB) tlkelerinde bir hak olarak taninan ‘unutulma hakki'nin,
2020 yazinda Turkiye'de de yasal diizenlemelerle birlikte kabul gdérmesinden
hareketle, cocuk haberlerinde etik gazetecilige ulasmada bir firsat olup olmayacagini
tartismaya acmaktadir. Unutulma hakki ile kisiler dijital hafizada kendilerine iliskin
veriler izerinde tasarruf sahibi olabilmektedir. Diinyada yakin tarihli, Ttirkiye'de ise
cok yeni bir konu olan unutulma hakki, dogrudan haberler tizerinde bir etkiye sahip
olmasi bakimindan gazetecilikle yakindan ilgilidir. Literatiirdeki mevcut calismalardan
farkli olarak bu calisma, gazetecilerin cocuk haberlerinin unutulma hakki kapsaminda
silinmesine iliskin bakis acilarini ortaya koyan bir saha arastirmasina dayanmaktadir.
Arastirma kapsaminda 40 gazeteciyle derinlemesine goriismeler gerceklestirilmis ve
elde edilen veriler NVIVO Pro 12 aracihigiyla icerik analizine tabi tutulmustur. Goriisilen
gazetecilerin cocuklar s6z konusu oldugunda haberden kismi olarak bilgi ¢ikarmak ve
gerekli durumlarda ise haberi silmek konusunda istekli olduklari belirlenmistir. Ancak
gazeteciler, haberde silme ya da revizyon kabullinlin, sadece ¢ocuklar 6zelinde ve
istisnai bir durum olduguna dikkat ¢ekmistir. Bu dogrultuda, gazetecilerin ¢ocuklar
ozelindeki tutumunun, tim haber kategorilerine genellenemeyecedi belirtiimelidir.
ifade 6zgirliigi ile arasinda bir dengenin kurulmasi durumunda, unutulma hakki
-tek basina yeterli olmasa da- iyi bir gazetecilik pratigine erismek ve cocugun yiiksek
gikarlarinin korunmast icin bir firsat olarak gorilebilir.

Anahtar Kelimeler: Unutulma hakki, cocuk haklari, haber, gazetecilik, kisisel
verilerin korunmasi
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Under this right, individuals can control the retention of
digital copies of data relating to themselves to a certain
extent. The present study focuses on a research area that
considers journalists’ viewpoints on the deletion of news
items about children in the context of their right to be
forgotten.Inthis study, in-depth interviews were conducted
with 40 journalists; the data obtained were subjected to
a content analysis using NVIVO Pro 12. Consequently, the

findings showed that the interviewees were willing to

partially remove information from the digital record when
it concerned children and, when necessary, to delete the
news item altogether. In a situation where a balance must
be found with the freedom of expression, the right to be
forgotten can nevertheless be considered an opportunity
to achieve good journalistic practice and protect the higher
interests of children.

Keywords: The right to be forgotten, children’s rights,

news, journalism, personal data protection

EXTENDED ABSTRACT

This study explores whether the right to be forgotten, which is recognized as a legal
right in the member states of the European Union, represents an opportunity to apply
ethical journalism in news stories concerning children, given that the concept was enacted
via legislation in Turkey in the summer of 2020. Under this right, individuals can control
the retention of digital copies of data relating to themselves. Unlike other recent studies
in the literature, the present study focuses on an area of research that places journalists’
perspectives on the deletion of news items about children within the context of the right
to be forgotten. In this study, in-depth interviews were conducted with 40 journalists,
and the data obtained were subjected to a content analysis using NVIVO Pro 12. The
research area in which the study was conducted showed that the journalists interviewed
looked favorably on the deletion or revision of news items under the right to be forgotten
when children were involved. The journalists agreed that news items could be deleted
or revised in cases in which the safety of a child might be at risk or in situations that might
entail psychological or physical risk, ethical problems and a lack of topicality in terms of
the news, and crimes committed at a young age or revoked consent as well as to protect
children from digital risk and to enable them to freely shape their own futures. For the
journalists, this acceptance of the right to be forgotten was an exceptional situation,
similar only to issues surrounding children’s privacy.

The journalists also noted drawbacks to the notion of deletion and potential problems
that said deletion might create under the right to be forgotten as it related to news
regarding children. Their main arguments concerned the risk that historical data might
be lost in the effort to protect children and the possibility that the deleted data might
concern topics about which the public should be aware. Moreover, the journalists
observed the risk that individuals who wished to conceal themselves or their crimes
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might aim to have certain news items deleted using the presence of children in the
item to request deletion or putting pressure on the child or their family to do so. Thus,
the journalists recommended that the news item might be deleted in some cases and
revised or redacted in others.

Therefore, several recommendations for the appropriate applications of the right
to be forgotten in news stories involving children are as follows.

« Insituations where a child might be subject to disproportionate victimization—a
safety risk or a risk to psychological or physical health—the option of deleting
the news item must be considered.

« In situations where the news item might have historical value or is something
that the public should know about, redaction or revision should be considered.
For example, stories on child abuse in various institutions also constitute important
information that relates to law and order in the region in which the abuse
occurred. In such cases, rather than deleting the entire news item, there should
be a partial deletion or redaction of any content that might cause harm to the
child, such as court records on how the child was abused or details of violence.

- Considering the first two points, news items concerning a child being forced
into crime should be deleted at the request of the child or family.

- Even when a news item concerning a child is positive, if the information might
lead to the child being marginalized by society or to cyberbullying, etc., it should
be removed.

« Eveniftheinformation and pictures in a news item concerning a child have been
taken with the consent of the family, if that consent is later withdrawn by either
the child or family, the material should be deleted.

- The use of information and pictures that could identify the child is illegal and
against the principles of journalism. This content must be deleted upon the
request of the child or family.

« Even if the child’s name is encrypted and their picture hidden or not used, if
pictures have been used that could identify the child’s siblings or peers, these
should be removed from the news item.

- The principles of the right to be forgotten in relation to children should be stated
by journalists and communicated to the public clearly. The right to be forgotten
is an essential aspect of journalists’ ethical principles and is important for the
press and the freedom of expression.
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- The right to be forgotten is a relatively new topic in Turkish law. The existing
legislation on the protection of personal data does not include specific regulations
on children. Thus, journalists should refer to the General Data Protection
Regulation when applying the right to be forgotten to children.

In conclusion, although the right to be forgotten might not be sufficient in itself to

protect children’s personal data or interests, it is an important starting point. Accordingly,
legislation should be drawn up to allow children to benefit from the right to be forgotten.
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GIRiS

Bu calisma, AB Ulkelerinde bir hak olarak taninan ‘unutulma hakki'nin, 2020 yazinda
Turkiye'de de yasal diizenlemelerle birlikte kabul géormesinden hareketle, cocuk
haberlerinde etik gazetecilige ulasmada bir firsat olup olmayacagini tartismaya
a¢maktadir. Unutulma hakki, kisilerin dijital hafizada kendilerine iliskin verileri sildirebilme
hakki olarak tanimlanmaktadir. Diinyada yakin tarihli, Tirkiye'de ise cok yeni bir konu
olan unutulma hakki, dogrudan haberler Gzerinde bir etkiye sahip olmasi bakimindan
gazetecilikle yakindan ilgilidir.

Unutulma hakkinin gazetecilik perspektifinden tartismaya agilmasi ve gazetecilerin
unutulma hakkinin kullanimi siirecinde meslek ilkeleri dogrultusunda sorumluluk alip
alamayacaklarinailigkin calismalarin Gretilmesi, gazeteciligin gelecegi acisindan dnemli
gortlmektedir. Dijitallesmenin ortaya cikardigi hak ihlalleri ve yeni yasal diizenlemelerle
birlikte unutulma hakkinin énemi giderek artacaktir. Bu ¢calisma 6zelinde, gazetecilerin
¢ocuk haberlerinde unutulma hakkini bir secenek olarak goriip gérmediklerini ortaya
koymak ve bu dogrultuda unutulma hakki kapsaminda ¢ocuklar lehine bir pratigin
mumkdin olup olmadiginin belirlenmesi amaclanmistir.

Dijitallesme gazetecilik acisindan firsatlar kadar zorluklari da beraberinde getirmistir.
Unutulma hakkinin da gazetecilik meslegi icin yeni zorluklar beraberinde getirecegdi
ortadadir. Ote yandan zorluklar nedeniyle bu hakki timden reddetmek de miimkiin
degildir. ifade 6zgiirligii ile arasinda bir dengenin kurulmasi durumunda unutulma hakki,
meslek ilkelerinin revize edilmesi ve daha iyi bir gazetecilik pratigine erismek icin bir firsat
olarak da gériilebilir. Ozellikle cocuklar gibi cok dnemli bir konuda gazetecilerin unutulma
hakki konusunda sorumluluk ve inisiyatif alabilecekleri diistinilmektedir. Bu ¢alisma,
gazetecilerin cocuk haberlerinde unutulma hakkinin kullanilip kullanilamayacaginaiiliskin
bakis agisini ortaya koymaktadir. Dijitallesmenin getirdigi en yeni insan hakki olarak
unutulma hakki ve ¢cocuk haberleri baglaminda gazeteciligi ele alan bu calismanin,
Tirkiye'de bu alanda daha 6nce hig ¢alisiimamis olmasi bakimindan alanyazina ve unutulma
hakkive gazetecilikleilgili tartismalara katkida bulunma potansiyeli tasidigi diistintilmektedir.

Bir Kisisel Hak Olarak Unutulma Hakki

Unutulma hakki, kisilerin dijital ortamda kendilerine iliskin verilerin silinmesini talep
edebilme hakkidir. 2014 yilinda AB tilkelerinde kabul edilen bu hak, ilk kez ispanyol
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avukat Mario Costeja Gonzalez'in 1998 yilinda vergi borcundan dolayi hakkinda ¢ikan
bir haber linkinin Google arama sonuglarindan kaldiriimasini talep etmesiyle glindeme
gelmistir (Lee, 2014). Ulkesinde olumlu bir sonugc alamayan Gonzalez, konuyu AB yiiksek
yargi organi Avrupa Adalet Divani'na tagimis ve Divan'in Gonzalez'e iliskin haber linkinin
Google arama sonuclarindan kaldiriimasi talebini kabul etmesi ile unutulma hakki yasal
bir dayanak kazanmistir. Mahkeme kisilerin eksik, ilgisiz, gegersiz veya giincelligini
yitirmis kisisel verileri Gizerinde tasarruf hakki bulunduguna hiikmetmistir (Gonzalez v.
Google Inc, Avrupa Adalet Divani, 2014).

Dijitallesmeyle birlikte bu hak Tiirkiye'de de bir talep olarak ortaya cikmustir. Ozellikle
2020 yaz aylarinda unutulma hakkina iliskin yasal diizenlemelerle birlikte unutulma
hakkina iliskin 6nemli adimlar atilmistir. Tlrkiye'de unutulma hakkina iliskin 6zel bir
yasa bulunmamaktadir. Bununla birlikte 2010 Anayasa degisikliginden sonra Anayasa’nin
20'inci maddesine kisilerin kendisiyle ilgili kisisel verilerin korunmasini isteme hakki
oldugu ifadesi eklenmistir. 2016'da ylirirlige giren 6698 sayil Kisisel Verilerin Korunmasi
Kanunu'yla kisilerin verilerini sildirebilmesi miimkiin hale gelmistir. Unutulma hakkiyla
ilgilien somut gelismeler ise 2020'de yasanmis ve Kisisel Verileri Koruma Kurulu (KVKK)
acikladigi unutulma hakki karariyla (23.06.20 tarih ve 2020/481 sayili KVKK Karari) arama
motorlarinda kisilerin ad ve soyadiyla yapilan aramalarda ¢ikan sonuglarin indeksten
cikariimasiylailgili basvurulan kabul edecegini duyurmustur. Kararinda agikca‘unutulma
hakki’ ifadesini kullanan KVKK, kisilerin unutulma hakki konusunda dogrudan yargi
yoluna basvurabileceklerini de duyurmustur. Tirkiye'de unutulma hakkina iliskin nemli
bir diger yasal diizenleme ise 1 Ekim 2020'de yurirlige giren 7253 Sayili kanundur
(7253 Sayili Kanun, 2020). Aslinda 5651 sayili kanunda degisiklik yapilmasiyla ilgili olan
7253, arama motorlarina hukuki sorumluluk tanimlamasi agisindan énemlidir. Arama
motorlari ve glinliik erisimi 1 milyonun lizerinde olan Facebook, Instagram, Twitter,
Youtube gibi sosyal ag saglayicilara Turkiye'de temsilci bulundurma zorunlulugu
getirilmistir. Boylece Tirk yargisinin unutulma hakki kararlarinin ilgili sosyal ag saglayicilar
tarafindan yerine getirilmesi garanti altina alinmistir.

internetin en dnemli bilgi kaynaklarindan biri haline gelmesi ve arama motorlarinin
herhangi bir veriye ulasmayi kolaylastirmasi, sundugu firsatlar kadar olumsuzluklari da
beraberinde getirmistir. Kisiler istese de istemese de internet unutmamakta ve hep
hatirlatmaktadir. Ge¢miste konvansiyonel basinda yayimlanmis haberlere ulasmak
sadece arsivlere erisim ve 0zel bir aramayla mimkin olurken, giiniimizde bir kisinin
adinin arama motoruna yazilmasiyla birlikte hatirlanmasini istemedigi olaylar stirekli
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olarak karsisina ¢ctkmaktadir. Kisinin ge¢miste isledigi bir sug, bu suca iliskin haberler,
yazi, fotograf, video gibi icerikler, kisi cezasini ¢cekmis olsa bile strekli olarak
hatirlanabilmektedir. Unutulma hakki, kisiye bu verileri sildirebilme hakki tanimaktadir.
Nitekim unutulma hakkina iliskin davalar Tirkiye'de de acilmaya baslamistir. Anayasa
Mahkemesi'nin uyusturucu kullanmaktan ceza alan N.B.B!ye iliskin 1998-1999 yillarinda
yayimlanan haber linklerinin unutulma hakki kapsaminda silinmesine hiikmettigi 2016
tarihli karar emsal niteligindedir (N.B.B. [GK], B. No: 2013/5653, 03.03.2016).

Gorildugua gibi 2014'te AB lilkelerinde kabul edilen unutulma hakki Tirkiye'de de
yasal dayanada sahiptir ve uygulanmaya baslamistir. Silme hakki gerekgesini, bireylerin
kisisel bilgileri Gzerinde kontrol sahibi olmasi gerektigi fikrinde bulur. Buna karsin
unutulma hakkr mutlak bir hak degildir ve fikir 6zgurligu ve bilgi edinme hakki gibi
haklarla catismasi bakimindan da elestirilmektedir. Literatlirde unutulma hakki ve
medya alaninda yapilan ¢alismalar unutulma hakkinin, mahremiyetin korunmasi ve
ifade 6zglirliigu arasinda yarattigi catismayi ele almaktadir (Kirtley, 2015; Youm, 2016;
Santin, 2017, Shapiro & Rogers, 2017; Katsirea, 2018; Gajda, 2018.) Bu ¢alismalarin da
vurguladidi gibi unutulma hakki, temel olarak hak ihlaline neden olan haberin arama
motorunda indeksten ¢ikarilmasi hakkina isaret etmektedir. Ancak haberlerin ya da
haber icindeki bir bilgi ya da gorselin kaldiriimasi talebi de giderek artmaktadir. Bu
durum pek ¢ok gazeteci tarafindan endise verici bulunmaktadir (Shapiro & Rogers,
2017, p. 1105). Bireylerin kendilerine iliskin olumsuz icerikleri sildirebilme hakki, kamu
¢ikartile kisinin mahremiyetinin sinirlarinin net olarak cizilememesinden 6tiirli gazetecilik
meslegdi acisindan da tartismalara neden olmaktadir.

Unutulma hakkinin yaratabilecegi risklere odaklanan Katsirea (2018, pp. 3-4) unutulma
hakkinin ifade ve bilgi 6zglirliglu konusunda temel haklarin asinmasina neden
olabilecegini vurgulamaktadir. Shapiro ve Rogers da (2017, pp. 1101-1103) ifade
0zgurligu, tarihsel butlnlik, hesap verilebilirlik lehine yayin surekliligi gibi ilkeler ile
mahremiyet ve telafi etme, affedilme gibi haklar arasinda denge kurulmasi gerekliligine
isaret etmektedir. Hakkin uygulanabilirligine ve catisan haklar arasinda denge kurulmasi
gerektigine yonelik elestiriler dikkate degerdir. Bununla birlikte konu yetiskin olmayan
bireyler oldugunda, hakkin ¢ocuklar lehine kullanilip kullanilamayacagi 6nemli bir
bashktir. Bu calisma, bu hakkin cocuklar 6zelinde nasil ele alinabilecegine gazetecilik
ekseninde odaklanmistir.
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Medyada Cocuk Haklari ihlalleri ve Cocuklar icin Unutulma Hakki

Kapitalist sistemde medya egemen ideolojiyi tekrarlamakta ve gliclendirmektedir.
Haber icerikleri, gercek diinyayi yansitmak amaciyla ortaya ¢ikmis olmasina ragmen
gercegdin bir kismini yansitan bicimlendirilmis tGrlnlerdir. Nihayetinde medya, var oldugu
kapitalist toplumun icerisindeki ticari bir ‘mal’dir ve haber ‘malin (i¢c ana karakterini
icerir: “Haber endustriyel kapitalist ortamda gelismistir, Gretim iliskileri ve diizenin
Urlinidr, el degistirir” (Erdogan, 1997, pp. 62-63). Boylece haberler araciligiyla egemen
ideolojiye hizmet edilmekte ve séylemin stirekli tekrarlanmasi yoluyla ideolojinin
strekliligi saglanmaktadir. Hizmet ettigi kapitalist yapilanmanin dil ve séylemine sahip
olan ana akim habercilik sisteminde yapisal yanlilik vardir; haberin siyasi yanliliktan,
haberi yapan kisi ve kurumlarin séylemlerinden arinmasi miimkuin degildir. Egemen
ideolojinin baskisi nedeniyle korunmaya muhtac, ayricalikli, sosyal etkisi diisiik gruplar,
medyada daha az temsil edilmekte, dogru ve yeterli ifade edilme sanslari azalmaktadir
(Timisi, 2010).

Nitekim alanyazinda ¢ocuklarin medyada temsiline bakildiginda, bu temsilin sorunlu
oldugu ve cocuk haklarinin siklikla ihlal edildigi goriilmektedir. Alankus (2007), “cocugun
medyadaki gorindrliglinin artmasinin, 6zellikle haberlerde yer bulmasinin ¢gocuk haklari
ihlallerini artirdigina” isaret etmektedir. Ulus da (2006) ¢ocuklarin cogunlukla siddete ve
suca karistiklar durumlarda medyada haber olduklarini vurgulamaktadir. Cocuklarin
siddet veya kazaya maruz kalmis pasif ve sessiz kurbanlar olarak gosterildigine, siddetin
ana O0znesi olarak tasvir edildigine dikkat ceken Birlesmis Milletler Cocuklara Yardim Fonu
(UNICEF), cocuklarin‘sirin; ‘’kiiclik seytan;‘melek; ‘olagandstl’ gibi tanimlarla etiketlendigini
aktarmaktadir. Uluslararasi Gazeteciler Federasyonu da (IFJ, 2002), medyanin ¢ocuklari
sansasyonel konulara odaklanarak ele aldigina ve genellikle acliktan 6len cocuklar veya
sorumsuz gencler gibi kalip yargilar sergilendigine dikkat cekmektedir. Bianet'in Cocuk
Odakl Habercilik el kitabinda Salman (2019, p. 18) ‘cocuklar medyada ne kadar haber
oluyor;‘ne zaman haber oluyor’ve‘nasil yer aliyor’ sorularina yanit vermektedir:

...Cocuklar genellikle bagina kot ‘trajik; ‘dehset’ bir olay geldiginde, istismara,
siddete, tecaviize maruz kaldiginda, kacirildiginda, éldiruldiginde ya da bir
kazada hayatini kaybettiginde, suca itildiginde haber olmaktadir. Cocuk medyada
yer bulabilirse‘suclu; ‘tehlikeli varlik; ‘kurban;‘magdur; ‘caresiz, ‘pasif varlik’ olmakta,
magazinden siyasete ve adli haberlere kadar farkli tiir haberlerde hep belirli kalip

yargilarla sunulmaktadir.
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Ulusal gazetelerde basilmis olan ¢cocuk haberlerinin analizini yapan Tung (2018) ise
¢ocuklarin haberlerde ele alinisinin“siyaset/siyasetci ve cocuk’, “resmi torenler ve ¢cocuk”,
“liciincli sayfa haberlerinde ¢ocuk, dram ve trajedi haberleri’, “dahi cocuklar ve basari
haberleri’, “sehit cenazeleri ve cocuk’, “magazin haberleri, sohretler ve cocuk’, “cocuk
haklari’,“siddetin 6znesi olarak cocuk”, “en glizel cocuklar kdsesi”, “komedi unsuru olarak

cocuk” bicimlerinde oldugunu vurgulamaktadir.

Medyada ¢ocuk haklarinin siklikla ihlal edilmesi nedeniyle uluslararasi ve ulusal sivil
kuruluslar ile medya 6rgutleri bazi diizenlemeler ve ilkeler gelistirmistir. Birlesmis
Milletler Cocuk Haklar S6zlesmesi (OHCHR, 1989), Cocuk Haklari Bilgi Agi (CRIN, 2014),
IFC'nin (2002) cocuk haberciligiyle ilgili rehber ilkeleri; Tirkiye'de de Radyo Televizyon
Ust Kurulu Yayin ilkeleri (RTUK, 2014 ve Tiirkiye Gazeteciler Cemiyeti Tiirkiye Gazetecileri
Hak ve Sorumluluk Bildirgesi'nde (TGC, 2019) cocuklarlailgili haberlerde dikkat edilmesi
gereken hususlar belirtilmistir.

Ancak tim uluslararasi ve ulusal diizenlemelere karsin, gorsel, isitsel, yazili medya
ile internet medyasinda ¢ocuk haklarinin ihlal edildigi icerikler yayimlanmaya devam
etmektedir. Ozellikle dijitallesmeyle birlikte cok sayida haberin hiz kaygisiyla denetimsiz
olarak yayina girebilmesi, sosyal aglarda yayilabilmesi, yorumlanabilmesi ve tekrar
tekrar Uretilebilmesi cocuklara iliskin haberlerdeki etik sorunlar nedeniyle hak ihlallerini
artirmaktadir.

Ote yandan dijital diinyada cocugun haklari sadece haberler dolayimiyla degil, ayni
zamanda ebeveynlerinin ya da kendilerinin sosyal medya hesaplarinda yaptiklari
paylasimlar sonucunda da ihlal edilebilmektedir. 2020 yili Tiirkiye istatistik Kurumu
(TUIK) internet ve sosyal medya kullanimi istatistiklerine gére Turkiye'de internet
kullanim orani 16-74 yas grubundaki bireylerde %79'dur (Hane Halki Bilisim Teknolojileri
Kullanimi Arastirmasi, TUIK, 2020). Cocuk yastaki internet kullanicilari, farkinda olarak
ya da olmayarak, dijital ortamda iz birakmakta, bu birakilan izler kisiyi tanimlayan énemli
bilgiler icermekte ve dijital pazarlama, adli sorusturma, ise alim siirecleri gibi pek cok
alanda kullanilmaktadir. Arama motorlarinda arama yapildiginda bir kisi hakkinda ¢ikan
haberler ve diger icerikler bir biitlin olarak o kisinin hayatini etkileyecek konularda
onemli bir referans haline gelebilmektedir.

Ozellikle cocuklar konusundaki iceriklerin, onlar ve gelecek yasamlari tizerinde
olusturabilecedi potansiyel riskler degerlendirildiginde, unutulma hakki 6nem
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kazanmaktadir. Nitekim Kanadal bir cocuk olan Amanda Todd'un tizlicU hikayesi, dijital
arsivin ve‘'unutulamama’nin yaratabilecegi olumsuz sonuclara isaret etmektedir. Todd,
uzun bir zorbaliga maruz kaldiktan sonra kendi hayatina son vermistir. Zorbalik, Todd’un
internette yayinlanan bir fotografiyla ilgilidir. Oliimiinden énce Todd, hikayesini anlatmak
icin bir dizi ve yazili not kullanarak sessiz bir YouTube videosu kaydetmistir. Bu notlardan
birinde Amanda soyle yazmistir:“O fotografi asla geri alamam. O, sonsuza kadar orada”
(Bunn, 2019, p. 41).

Todd'un trajik hikayesinde de goriildigu gibi unutulma hakki, bu noktada cocuklara
gecgmisten siyrilma ve geleceklerini 6zglirce sekillendirebilme firsati sunabilme potansiyeli
tasimaktadir. Mevcut riskler dogrultusunda, Avrupa Genel Veri Koruma Yonetmeligi
(GDPR) cocuklara iliskin unutulma hakkini konu alan 6zel bir madde icermektedir:

Cocugun kisisel verilerinin istem ve kontrol disinda sosyal medyaya yuklenmis
olmasi ya da ge¢miste izin verildiyse bile bu iznin geri ¢ekilmis olmasi, kisisel
veriler sosyal medyaya yuklendigi sirada cocugun bunun sonuglarini tam olarak
idrak edemeyecek pozisyonda olmasi, cocugun kisisel verilerin islenmesinden
dogan risk, sonu¢ ve koruma mekanizmalarindan daha az haberdar olmasi
nedeniyle ¢cocuklardan gelen unutulma hakki talebinin kabuliiniin olasi oldugu
vurgulanmaktadir (Avrupa Veri Koruma Tiizig, 2016; Yavuz, 2020, pp. 36-37).

GDPR ¢ocuklar i¢in unutulma hakkinin hangi durumlarda gecerli olmasi gerektigine
ve gerekcenin nedenlerine isaret etmektedir. Nitekim Bunn da (2019, p. 37) calismasinda
GDPR'deki silme hakkinin ¢ocuklar tizerinde nasil bir etkiye sahip olabilecegini ele
almaktadir. Avustralyali cocuklarin Avrupali yasitlari gibi unutulma hakkindan
faydalanamadigini vurgulayan Bunn, Avustralya’nin da cocuklar igin bu hakki sunmasini
onermektedir. Calisma, haber medyasinda ¢ocuklara iliskin yayinlanan haberlere
odaklanmasa da, unutulma hakkinin ¢ocuklar tarafindan da talep edilebilmesi geregine
dikkat cekmesi bakimindan konuyla ilgilidir. Unutulma hakkinin mutlak bir hak olmadigina
isaret eden Bunn, iceriklerin silinmesiyle ilgili kararlar konusunda catisan haklarin karmasik
bir denge icerdigini hatirlatmaktadir. Bu ¢atismalarin pratikte nasil ¢oziilecegi ve
dizenleyicilerin nasil bir durus sergileyeceginin zaman icinde gorilecegine vurgu yapan
arastirmaci, bununla birlikte, cocuklarin 6zel konumu, haklarinin ve yiiksek ¢ikarlarinin
korunmasini saglama ihtiyacinin GDPR'de kabul edildidini hatirlatmaktadir. Bunn (2019,
p. 43) unutulma hakkinin tek basina cocuklarin kisisel bilgilerini koruyabilecegine
inanmamakta fakat atilmasi gereken énemli adimlardan biri olacagini diisinmektedir.
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Unutulma hakkini, cocuklarin mahremiyet hakki baglaminda tartisan Haley (2020,
p. 1005) ise cocuklarin rizasi olmadan yapilan paylasimlarin, cocuklara iliskin dijital ayak
izleri olusturdugunu ve hayatlarinin ilerleyen donemlerinde onlar icin ciddi bir gizlilik
sorunu yarattigini soylemektedir. Yazarin amaci, Amerika Birlesik Devletleri (ABD)'nde
dijital ortamda mahremiyet sorunu yasayan ¢cocuklarin unutulma hakkindan nasil
faydalanabileceklerineiliskin bir yol haritasi cizmektir. Bunun icin ABD'nin uygulayabilecegi
iki temel ydontem dnermistir. Birincisi, AB'nin unutulma hakki sisteminin benimsenerek,
arama motorlarinda sayfa kaldirma taleplerini degerlendirilmesi ve bunun igin ayni
zamanda ¢ocuklarin ¢cevrimici ortamlarda arama motorlarina dogrudan durumu aciklayan
bir dilekce géndermesine imkan taniyan sistemin oturtulmasidir. ikinci olarak, unutulma
hakkinin mahkeme sistemi veya veri kaldirma taleplerini isleme koymak icin 6zel olarak
kurulmus bir idari organ tarafindan uygulanabilecegi belirtilmistir (Haley, 2020, p. 1019).

Lievens ve Maelen (2019, p. 61) ise GDPR'nin kisisel verilerin silinmesi hakkini
onayladigini hatirlatarak, bu hakkin 6zellikle risklerin tam olarak farkinda olmadiklarindan
cocuklarin rnza verdikleri durumlarda dahi gecerli oldugunu belirtmektedir. GDPR'nin
bu hakkin 6zellikle ¢cocuklar icin gecerli oldugunu vurgulamasinin dnemine isaret eden
arastirmacilar; boylece cocuklarin -en azindan diledikleri 6l¢lide- ge¢misi birakmalarina
ve gelecedi kucaklamalarina firsat yaratilacagini vurgulamaktadir. Unutulma hakki
kapsaminda catisan haklar konusunda dengenin ¢ocuklar lehine kullanilmasi gerektigini
belirten arastirmacilar, bu hakkin kullanilabilmesinin elbette cocuklarin hakkin varligindan
haberdar olmasina bagli oldugunu hatirlatmakta ve ¢ocuklarda veri okuryazarliginin
onemine dikkat cekmektedir (Lievens & Maelen, 2019, pp. 73-74).

Green ve Holloway (2019, p. 23) ise, dijital baglamda ¢ocuk haklarinin yeni yeni
farkina varan bir diinyada, AB'nin unutulma hakkinin 18 yasin altindakilere fayda
saglayabilecegine 6zellikle dikkat cektigini belirtmektedir. Genclik hatalarinin kalici bir

dijital ayak izi yarattigini hatirlatan yazarlar, cocuklara ‘proaktif olarak silme hakki
sunulmasi gerektigini savunmaktadir.

Turkiye'deki kisisel verilerin korunmasi mevzuatinin ¢ocuklara iliskin diizenleme
icermedigini aktaran Yavuz (2020, p. 35), calismasinda ¢ocuklarin unutulma hakkina
iliskin detayl diizenlemeleri nedeniyle GDPR’yi mercek altina almistir. Cocuklarini
sermaye olarak kullanan anne/babalarin yarattigi olumsuz tablonun ¢ocuk haklarini
ciddi boyutlarda tehdit etmeye basladigina isaret eden Yavuz, bu durumun hukuki
¢6zlim nerilerinden birinin de unutulma hakki oldugunu savunmaktadir. Yazar, AB'deki
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unutulma hakki diizenlemelerinin dikkate alinmasi gerektigini ve Afrika Cocuk Haklar
ve Refah S6zlesmesi'nin Tuirk kanunlarina aktariimasinin yararl olacagini ifade etmistir.
Cocuklarin kisisel verilerinin korunmasina iliskin mevzuatin gelistirilmesi, Kisisel Verilerin
Korunmasi Kanunu'nda ¢ocuklara yonelik uygun hiikimlerin eklenmesi, cocugu ve
ebeveyni catistiran hukuki uyusmazliklarin ortadan kaldirilmasi yazar tarafindan sunulan
¢6zUm Onerilerinin en dnemlileri arasindadir.

Cocuklarin tipki yetiskinler gibi bir birey olduklarini ve onlarin da temel hak ve
ozglrluklere sahip olduklarini hatirlatan Dursun da (2019), cocuklarin resit olduklari
andan itibaren mahkemeye basvurarak kendilerine iliskin icerikleri sildirebileceklerini
vurgulamaktadir. Giiltekin (2018, p. 124) ise, “Cocugun unutulma hakki kapsaminda,
ana babanin sosyal medyadaki paylasimlarina miidahale edilebilecektir” demektedir.

Gorlldigi gibi literatlirdeki calismalar, bu arastirmanin ana eksenini olusturan
cocuk haberlerinden farkli olarak, ebeveynlerin kendi cocuklarina iliskin paylasimlarinin
unutulma hakkr kapsaminda silinip silinemeyecegdine odaklanmaktadir. Ancak dijital
ortamda cocuk haklari ihlali yaratan iceriklerin Gnemli bir bolimu de ¢ocuklara iliskin
haberler dolayimiyla gerceklesmektedir. Unutulma hakkinin cocuk haberleriicin kullanilip
kullanilamayacaginailiskin literattrdeki boslugu dolduracak calismalara ihtiyag vardir.
GDPR'nin de vurguladigi gibi, cocuklar, risklerin, sonuglarin ve énlemlerin daha az
farkinda olabileceginden, kisisel verileriyle ilgili 6zel korumayi hak etmektedir. Bu
dogrultuda bu calisma, haber medyasinda yer alan ¢cocuklara iliskin haberlerin unutulma
hakki kapsaminda silinip silinemeyecegi ve gazetecilerin bdylesi bir sorumluluk
Ustlenmeye yonelik gorislerini ortaya koymayi amaclamaktadir.

AMAC VE YONTEM

Bu calisma, AB’nin ardindan Tiirkiye'de de yasal diizenlemelerle uygulanmaya
baslayan ‘unutulma hakki'nin, cocuk haberlerinde etik gazetecilige ulasmada bir firsat
olup olamayacadini tartismaya agmaktadir.

Amag
Cahismanin amaci, gazetecilerin ¢cocuk haberlerinin unutulma hakki kapsaminda

silinmesine iliskin bakis acilarini ortaya koyarak, konuya iliskin 6neriler gelistirmektir.
Uluslararasi literatiirde ¢cocuklar ve unutulma hakki konusunda yapilan az sayidaki
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calisma ‘sharenting’ kavramiyla iliskili olarak gerceklestirilmistir. Bu calismalar anne
babalarin cocuklarinailiskin paylasimlarinin cocuklarin talebi tizerine unutulma hakki
kapsaminda silinmesine odaklanmaktadir. Oysa dijitallesmeyle birlikte cocuklarin zarar
gordigu iceriklerin dnemli bir bolimini‘haber icerikleri’ olusturmaktadir. Bu calismanin
0zgtin degeri, unutulma hakki kavramini gazetecilik perspektifinden ve ‘cocuk haberleri
baglaminda ele almasidir. Diger taraftan literatiirdeki calismalardan farkli olarak bu
calisma, gazetecilerin cocuk haberlerinin unutulma hakki kapsaminda silinmesine iliskin
bakis acilarini ortaya koyan bir saha arastirmasina dayanmaktadir.

’

Arastirma sorulari su sekildedir:

« Gazetecilerin cocuklarailiskin haberlerin unutulma hakki kapsaminda silinmesine
yonelik tutumlari nelerdir?

« Gazetecilere gore, ¢cocuklara iliskin haberlerin unutulma hakki kapsaminda
silinmesi icin gerekceler/degerlendirme Olgutleri nelerdir?

« Gazetecilerin, cocuklarailiskin haberlerde unutulma hakki kapsaminda sorumluluk
Ustlenmesi mimkiin madar?

Yontem

Arastirmanin amaci, sorulari ve problemi dogrultusunda, bu ¢alismada betimsel
arastirma yontemine bagvurulmus ve nitel veri toplama tekniklerinden derinlemesine
gorisme kullaniimistir. Arastirmaci nitel arastirmada “dogrusal olmayan bir izlegi takip
etmekte ve dogal bir ortamin veya belli bir kiltirel - tarihsel baglamin ayrintilariyla
hasir nesir olmaktadir” (Neuman, 2019, p. 334). Medyada cocuk haklari ihlallerinin
‘unutulma hakki’ile azaltihp azaltilamayacagina odaklanan bu calismada, probleme
iliskin derinlikli bilgi verebilecegi diistiniilen 6zel bir kitleyle derinlemesine gorlismeler
gerceklestirilerek, sorunailiskin 6neriler gelistirilmistir.

Evren ve Orneklem

Unutulma hakki Tiurkiye'de ¢ok yeni bir konudur, bu nedenle amacl 6rnekleme
yontemiyle konuyla ilgili zengin bilgiye sahip oldugu diistiniilen 6zel bir gruba ulasiimasi
hedeflenmistir. Derinlemesine goriisme yonteminde amag elde edilen verileri evrene
genellemek degil, belirli bir konuda uzman oldugu diistintlen 6zel bir grubun gorislerini
toplayabilmektir.”...Bu nedenle de 6rneklem se¢imi temsil edilebilirlik yerine, amaca
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dayali gerceklestirilmektedir” (Tirntikld, 2000, p. 548). Bu dogrultuda 6zellikle hak odakli
habercilik, insan haklari haberciligi gibi konularda calisan, gazetecilik etigine iliskin
calismalara katkida bulunmus gazeteciler; calistiklari kurumda yayin politikasi Gizerinde
yonlendirici olabilecek/karar verici konumundaki gazete/TV yoneticileri ile gazetecilik
sivil toplum kurulusu temsilcilerinin ¢alismaya dahil edilmesi gerekmistir. Calisma
kapsaminda 6 Ocak 2020 ile 06 Kasim 2020 tarihleri arasinda 10 aylik stirecte 40
gazeteciyle derinlemesine goriismeler gerceklestirilmistir. Gorlisiilen gazetecilerin
isimleri Katilimci 1'den Katihmci 40’a kadar numaralandiriimis ve kodlanmistir. Calisma
kapsaminda gorusulen gazetecilerin kodlu isimleri Tablo 1'de gosterilmistir.

Nitel arastirmalarda veri toplamanin ne zaman sona erdirilmesi gerektigi de 6nemli
bir konudur. Nitel arastirmalarda doygunluk, metodolojik bir prensip olarak yaygin
kabul gormektedir. Bu dogrultuda arastirmanin érneklem hacmi agisindan doyum
noktasinin belirlenmesinde kodlarin ve temalarin tekrarlandidi veri doygunlugu modeli
referans alinmistir (Saunders et al., 2018, p. 1897). Arastirmadaki tema ve alt kategoriler
listesine yeni bir tema ya da mevcut kodlamalara yeni bir detay eklenmedigi nokta
arastirmanin doyum noktasi olarak kabul edilmistir (Yurdakul, Colak, & Yaman, 2016).

Bu dogrultuda 6n kodlamalarda goristlen kisi sayisinin yeterli oldugu gorilmus
ve arastirma 40 gazeteci ile sonlandirilmistir.

Veri Toplama Araci

Calismada veri toplama araci olarak Patton’un yari yapilandirilmis gortisme teknigi
kullaniimistir. Patton’un goriisme formu teknidi ile goriismeci, dnceden hazirladigi
konu veya alanlara sadik kalarak, hem 6nceden hazirlanmis sorulari sorma, hem de bu
sorular konusunda daha ayrintili bilgi alma amaciyla ek sorular sorabilmektedir (Yildirim
& Simsek, 2013, pp. 149-150). Bu dogrultuda, katilimcilara ilgili konularla ilgili agik uglu
sorular yoneltilerek konuyla ilgili gorislerini gelistirmeleri istenmistir.

islem
Veri toplama asamasindan sonra elde edilen veri setleri, bilgisayar destekli nitel veri
analizi programi NVIVO Pro 12'ye kodlanmis ve icerik analizine tabi tutulmustur.” Nvivo

programinda ses, video, resim ve metin gibi veri tirleri Gzerinden dogrudan kodlama
yapilabilmektedir” (Yurdakul, 2016, p. 11). Calismada arastirmaci tiggenlemesi teknigine
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basvurulmus ve elde edilen veriler iki ayri kodlayici tarafindan kodlanmis, bulgular
karsilastirilarak tutarllik test edilmistir. Aragtirmacilar arasi uyum katsayisi %96 bulunmustur.

BULGULAR

Gazetecilerin Unutulma Hakki Kapsaminda Cocuk Haberlerine Bakisi

CGalisma kapsaminda gazetecilerin cocuk haberlerinde unutulma hakkinin kullanimina
iliskin tutumlarini tespit etmek ve ¢ocuklar s6z konusu oldugunda unutulma hakkina
iliskin bir sorumluluk almaya yonelik bakis acilari ile 6nerilerini ortaya koymak
hedeflenmistir. Bu dogrultuda derinlemesine veri toplayabilmek ve konuya iliskin
Oneriler gelistirebilmek amaciyla gazetecilerle yari yapilandirilmis gériismeler
gerceklestirilmistir. Elde edilen veriler kodlandiginda gazetecilerin, haberlerde unutulma
hakkinin cocuklar lehine kullaniimasina iliskin tutumunun olumlu oldugu gorilmstdir.

Gazetecilerin haberlerde unutulma hakkinin ¢cocuklar lehine kullanilmasina iliskin
tutumu Grafik 1'de gosterilmistir. Gorusililen gazetecilerin 34l (%85) cocuklar s6z
konusu oldugunda unutulma hakkini destekleyecegini ifade ederken, 6'sinin (%15) ise
bu konuda cekinceleri vardir. Cekincesi olanlardan ikisi ise haberlerin silinmesine
olumsuz yaklasmaktadir. Gazeteciler, haberde silme ya da revizyon kabuliiniin, sadece
cocuklar 6zelinde ve istisnai bir durum olduguna dikkat ¢cekmistir. Bu dogrultuda,
gazetecilerin cocuklar 6zelindeki tutumunun, tim haber kategorilerine genellenemeyecegi
belirtilmelidir.

Unutulma hakkinin haberlerde cocuk lehine kullanilmasini dneren gazetecilerden
elde edilen veriler NVIVO Pro 12 ile gorsellestirilmis ve gorusler dogrultusunda kelime
bulutu olusturulmustur. Grafik 2. Kelime bulutu gazetecilerin ¢cocuklar ve unutulma
hakkina iliskin en fazla kullandiklari kelimeleri gostermektedir. Grafikte de goruldigi
gibi gazeteciler cocuk ve haber ya da ¢cocuklailgili haberler gibi kelimelerden sonra en
fazla gereklilik, kesinlik, dnemlilik gibi kelimeleri kullanmistir. Cocuklar gazetecilerin
kirmizi ¢izgisidir ve unutulma hakki konusunda en fazla ayricalik gosterilmesi gereken
grup olarak ¢cocuklara isaret edilmistir. Diger taraftan‘ama’en sik kullanilan kelimelerden
biri olarak dikkat cekmektedir. Gazeteciler gorislerini ifade ederken siklikla ‘ama
kelimesini kullanmistir. Bunun nedeni, gazetecilerin tarihsel veri ya da kamuoyunun
bilmesi gereken konularda unutulma hakkinin, haberi silme yerine cocugu koruyacak
bir revizyonla kullanilmasini 6nermesidir.

7
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Unutulma Hakkinin Cocuklar icin Kullanilmasinin Gerekgeleri/Degerlendirme
Olciitleri

Gorusllen gazetecilerin unutulma hakkinin gocuklar lehine kullaniimasiyla ilgili
gorisleriicerik analizine tabi tutuldugunda olumlu tutumun gerekgesi olarak sekiz alt
kategori ortaya ¢cikmistir. Unutulma hakkinin cocuklar icin neden kullaniimasi gerektigini
aciklarken gazetecilerin cocugun can givenligi, psikolojik ve fiziki saghgini riske
atabilecek durumlar, haberde etik sorunlar, glincelligin yitirme (haberin artik islevini
yerine getirmis olmasi ve cocugun Ustln yararinin gozetilmesi), sucu kiiclik yasta islemis
olma, rizayi geri cekme, dijital riskler acisindan ¢cocugu koruma ve gelecegini 6zgirce
sekillendirmesinin gdzetilmesine vurgu yaptiklari tespit edilmistir. Bu dogrultuda
unutulma hakkinin haberlerde ¢ocuk lehine kullanilmasini 6neren gazetecilerin bu
tutumlarina iliskin gerekgeleri Grafik 3'te gosterilmistir.

Yukarida aktarilan kategoriler kapsaminda, gazeteciler haberlerde revizyon ya da
silme seceneklerini degerlendirebileceklerini belirtmektedir. Bu kategorilerin, cocuk
haberlerinin unutulma hakki kapsaminda silinmesiicin degerlendirme 6lctleri olarak
degerlendirilmesi miimkiindir. S6z konusu sartlarin olusmus olmasi, gazetecilerce
unutulma hakkinin kullanimi agisindan gerekge olarak kabul edilmistir.

Dijital Riskler Agisindan Cocugu Koruma

Calismanin kuramsal kisminda da vurgulandigi gibi hukuk normlari ve gazetecilik
meslek ilkeleri dogrultusunda ¢ocuklara iliskin haberlerde cocugun kimligini belli
edecek unsurlarin kullanilmamasi gerekmektedir. S6z konusu ilkelerin her zaman
uygulanmadigina isaret eden gazeteciler, bu ilkelerin uygulanmasi durumunda dahi
cocugu dijital risklerden koruma ve gelecegini 6zgirce sekillendirme firsati tanima
amaciyla unutulma hakki seceneginin degerlendirilebilecegine isaret etmistir.

Katilimci 17. E.I., gazetecilerin unutulma hakki konusunda cocuklarla ilgili ilkesel bir
tutum gelistirmesi gerektigini vurgulamaktadir:

Cocuk meselesi cok 6nemli. Clinkii 6zellikle sosyal medyada cocuklar kendi
paylastiklarini ileride bir daha gérmek istemiyorlar. Kiictik cocuk makyaj yapmis
cikmis, 6zenmis o dénemde. Hanginiz yapmadiniz kiiglikken? Ya da bulug cagina

yeni girmisken. Simdi bu sonsuza kadar onu takip edecek. Dekolte fotograflar da

142 Connectist: Istanbul University Journal of Communication Sciences, 2021, 61, 127-160



Korap-Ozel, E., Deniz, S., Pakkan, S.

paylasabiliyor cocuklar. Bunlar farkl amaclarla baskalari tarafindan kullanilabilir.
Cocugun farkindahigi yok. Simdi bu cocuk bununla mi yasayacak hayati boyunca?
Burada unutulma hakkinda yas kesinlikle istisnai bir durumdur benimicin. Kiiclik
cocuklar korumamiz gerekir. O cocuk biylidiigi zaman ge¢miste yaptiklarindan
sorumlu tutulmasin. Tutmayalim. Ama bugtin teknoloji tutuyor. Teknolojinin
getirdigi bir durum bu. Unutulma hakki karari da keyfi olmamali. Ben acidigim
icin silmemeliyim. O zaten ilkesel olarak cat diye kaldiriimali.

Katihmci 32.S.T. de benzer sekilde cocukluk donemindeki hatalarin cocugun gelecek
yasami Uizerindeki etkisine dikkat cekmistir:“Yarin bliylidigi zaman bu icerikler karsisina
cikabilir. Toplumda bir mevki makam stati sahibi oldugunda karsisina ¢ikacagi icin
silinmeli”

Katilimci 33. S. G. ise konuyla ilgili sunlari kaydetmistir:

Cocuklar neden bir 8mir bununla yasasin? Avukat Eren Keskin'in evlat edindigi
kizi vardi. Biz yillarca onun adini unutmadik. Bence Eren Keskin'in evlat edindigine
dair haberler silinebilir. Neden olmasin. Yanhs hatirlamiyorsam, evlat edindigi
cocuk cinsel istismara ugramisti. Bir stirli devlet gorevlisi vardiisin icinde. Bu kismi
onemli bir veri. O nedenle cinsel istismarla ilgili haberler cocugun ismi kodlanarak
birakilmali. Ancak devami 6zel hayattir. Evlat edinme kismi, cocugun ismi... Bunlar
silinmeli. Hepsinin kendi 6zel sartlari icinde degerlendirilmesi gerektigini

dusiindyorum.

Goraldugu gibi gazeteciler dijital riskler ve ge¢misteki bir olayin gelecek yasaminda
strekli olarak karsisina ¢ikacak olmasi nedeniyle haberlerin silinebilecegi goriiniistini
paylasmistir.

Rizayi Geri Cekme

Arastirma kapsaminda gorisilen bazi gazeteciler sadece cocugun konu oldugu
olumsuz haberlerin degil, cocugun kendi rizasiyla katildigi haber iceriklerinin de,‘rizanin

geri ¢ekilmesi’ durumunda silinebilecegine isaret etmektedir.

Uzun yillar okur temsilcigi gorevini tstlenen Katilimci 19. F.B., su goruslerini
paylasmistir:
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Cocuklar icin daha serbest davranmak gerekiyor. Yasalarda da var, suca dair bir
goruntiyse suclu ya da magdur olsun ¢ocuklarin isminin, goriintilerinin asla yer
almamasi gerekir. Suca dair bir sey degilse bile cocuk buyudiginde isterse
kaldirabilir. Gegenlerde Diyarbakir'da bir YouTuber sosyal medya deneyi yapmisti.
Cocuklarin ylzleri, goriintileri acik. Cocuklara birer tablet verdiler ve goriintilerini
yayinladilar. O ¢ocuklar su anda buna itiraz etmediler, ebeveynleri de etmedi.
Cocuklarileride buylduklerinde bunu istemeyebilirler. O zaman hemen kaldiriimasi
gerekir. Rizanin geri ¢ekilmesi dnemli. Rizanin geri ¢cekilmesinin gecerli bir neden

olmasi gerekiyor.

Her depremden sonra oldugu gibi 2020 izmir depreminde depremzede cocuklarin
enkazdan cikarilma gorintilerinin yayimlandigini hatirlatan Katilimci 4. B.A. da, riza’
Uzerinden bir silme secenedine isaret etmistir:

Kisinin agir maddi ve manevi zarar yasadigina ikna oldugumuz durumlarda, élenin
hatirasinin lekelendigi 6rneklerde, cocuklarin magdur edildigi haberlerde kamu
yarari da zedelenmiyorsa haberler silinebilir. izmir depremi érneginde de olay
aninda c¢ekilmis ve olayin ciddiyetini anlatan ¢ocuk gorsellerini cok Gzilerek
paylasiyoruz ama bu fotograflar aileyi rahatsiz ederse kaldiriimasina ¢ok sicak
bakariz. Onun disinda yine bu drnekte, olaydan sonra ¢ekilmis ve hastane-tedavi

sureci gibi gorselleri biz kullanmiyoruz.

Su¢ magduru cocuklarin isimlerinin zaten kodlandigini ve yizlerinin mozaiklendigini
vurgulayan Katilimci 6. B.A., olumsuz olmayan iceriklerde de ailenin rizasi yoksa unutulma
hakki kullanilabilecegini kaydetmistir. B.A., “Ornegin bir haberde park ya da plaj fotografi
kullanmisiz, bir cocuk da orada gortinmiis. Ailesi diyebilir ki,'Benim ¢cocugumun resmini
koyma. Cocuk bu, tartisilacak hicbir tarafi yok bence. Hemen silerim.”yorumunu yapmistir.

Katilimci 20. F.G. da “Hicbir kriter gozetilmeden sadece ebeveyninin basvurusu ile
kaldirilmali” yorumu ile benzer bir goris belirtmistir.

“Cocuklarla ilgili haberlerde unutulma hakki mutlaka kullanilmali” diyen Katilimci
13.D.B.ise"Yurt disinda da en ¢cok esnedigi durum, cocuklarla ilgili haberler. 9 yasindaki
¢ocugun haberinin, 20 yasinda gelip silin benim bu haberimi dediginde silinmesi
gerektigini distintrim.” sdzleriyle rizanin Gnemine vurgu yapmistir.
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Cocugun Can Giivenligine Yonelik Tehdit

Gazeteciler icin cocuklara iliskin haberlerin silinmesinde dikkate alinmasi gereken
bir diger husus cocugun can giivenligine yonelik tehdittir.

Katilimci 23. G.A. konuya iliskin sunlari kaydetmistir:

Cocuklar icin unutulma hakki olabilir. Clinku bazi haberleri yapiyoruz, yaptiktan
sonra ona yonelik tehdit devam ediyor, ailesinden vesaire. Mesela kadinlarla,
cocuklarlailgili durumlarda bunu gériiyoruz. Hem siddetin magduru oluyor, hem
haber 6znesi oluyor. Durum devam ettigi icin bunu unutturmak isteyen insanlar
oluyor. ismini gizli yaziyorsun ama yine de bir sekilde sikinti yasamasin, hedef
haline gelmesin diye, cocugun can glivenligini distnuyorsun...

Katilimci 24. H. H. da can glivenligi sorununa dikkat cekerek, kendi gazetecilik
deneyiminden bir drnegdi paylagmistir:

Mardin'de korucu aile arasinda bir catisma ¢ikmisti. Bir aile diger aileyi tamamen
oldirmustl. 2008 ya da 2009 yiliydi. Ben de oraya gittim. Bir aile diger aileyi
oldurdi. Ailenin yasayanlari hapse girdi. Hem 6len ailenin hem de éldirenlerin
cocuklari da tasindi. Haberlere bakildigi zaman bu ¢ocuklarin bazilarinin isimleri
var. Hicbir sekilde bu olayin tarafi olmayan ¢ocuklarin isimleri haberlerde yer almis.
Buradan c¢ocuklar zarar goriiyorsa, bugiin ve gelecekte mutlaka unutulma hakki
uygulanmali. isimler yazilirken babanin da, cocugun da ismi yaziyor. Belki haber
bir daha yazilmali. Clnku o haberin kaybolmasi da hakikati ve butiinltigu bozar.

Cocugun Psikolojik ve Fiziki Saghgini Koruma

Bazi durumlarin, cocuklarin psikolojisi ve buna baglh olarak fiziki saghgi Gizerinde
olumsuz sonuglar yaratabilme potansiyeli de gazetecilerin dikkati ¢ektigi konu
bashklarindan biridir. Gazeteciler sadece cocugun haber 6znesi oldugu haberler icin
degil, cocugun psikolojisi izerinde olumsuz etki yaratma potansiyeli bulunan haberlerin
bile tarihsel bir veri degilse cocugun Ustiin yarari cercevesinde silinebilecegini kendi
deneyimleri Gzerinden anlatmistir.
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Katilimci 17. E.i., konuyla ilgili yasadigi drnek bir olayi séyle aktarmistir:

Bir giin bir adam aradh. ihtiyar bir adam. Sesinden de belli, yasini da séyledi. Dedi
ki “Benim kizimi damadim 6ldirdi. Sonra da intihar etti. Torunum o zaman ¢ok
kiglkti. Bizonu bu olayl duymadan biiylmesi, psikolojisi bozulmadan buytmesi
icin cok ugrastik. Bugtinlere kadar geldik. Simdi biylidd. Ona yas guiniinde ben
bir bilgisayar aldim. ilk is kendini Google'da aratti ve gérdii. Odaya kapandi ve
cikmiyor. Bunu c¢ikartir misiniz” dedi ve adam agliyordu, samimiydi. Burada
mahkeme karari yok. Adam ikna etti beni. Baktim haber dogru gercekten dyle.
iste burada unutulma hakki var. Sildim haberi.

Katihmci 21. F. G. de yasadigi benzer bir olayi su sézlerle anlatmistir:

Bir kadin intihar etmisti. iki cocugu vardi. Kadinin kardesi beni aradi. Cocuklar 10,
15 yaslarinda. Artik ellerinde tablet, akilli telefon, her tiirli habere bakabilecek
cocuklar. Dedi ki, 'Maalesef ablam intihar ettiginde yerde bir fotografi cekildi ve
basildi, dijital ortamda da var. Bir stirui yerle bire bir konusarak kaldirttim, ama bir
yer israrla kaldirmiyor. En son Tiirk Ajansi’nin bu haber ve fotografi gectigini
soyllyor. Devletin ajansi gegmisken yayimlamalarinda bir sakinca olmadigini
soyluyorlar”. Kadin geldi. Baktik biz &yle bir haber gecmemisiz. Gegmeyiz normalde
de, yine de kontrol ettik. istegi de intihar haberinden ziyade fotografin kaldinlmasi.
Diyor ki, “Cocuklar goriiyor ve etkileniyorlar”Bu tarz seyler cok anlasilir ve insani.
Hatta kaldirilmamasi, cocuklar icin bir travma. Bdyle bir olayda bir kamu ¢ikari
olmasi da miimkiin degil. Dolayisiyla béyle durumlarda unutulma hakki kullanilmasi
cok olumlu. Elbette bu sdyledigim cocuklar icin gecerli, istisnai bir hak. Ote yandan
yolsuzluktur, cinsel istismardir o konularda suclulara yonelik dyle bir hakkin
kesinlikle olmamasi gerektigini diisliniiyorum. Burada denge gozetilmeli. Cocugun
babasi cinayet islediyse, cocugun psikoloji olumsuz etkilenecek diye babayi da
koruma altina alacak bir sey olmamasi lazim. Ciinki toplum ¢ikari da var.

Giincelligini Yitirme
Goruslilen gazetecilerden katilimci 29. M.A,, haberin islevini yerine getirdigi ve
¢ocugun zarar gorme ihtimalinin bulundugu durumlarda haberin kaldirilabilecegini

soylemistir. Cocuklarla ilgili haberlerde, cocuklarin kimligi, yasadigi yer gibi bilgilerin
hicbir sekilde belli olmamasi gerektigini hatirlatan M.A. sunlari aktarmistir:
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Zaten bdyle bir haberse bunun kaldiriimasina gerek yoktur ama bdéyle degilse
kaldiriimali. Cocugun yarari her seyden Ustiindir. Haber amacina ulasmissa ve
tehlike gectiyse, yani benim yazdigim cocuk istismari haberlerinde adalet yerini
bulduysa kaldirsinlar, 6nemli degil.

Bu haberlerin bir tilkedeki kanun ve diizene iliskin bir mesaj tasidigina isaret eden
Alphan, yine de cocuklar s6z konusu oldugunda ¢ocugun yararinin her seyin éniine
gectigini ifade etmektedir. Gazeteci konuyla ilgili,“Tamam bu haberlerin hepsi Turkiye'nin
portresini ¢iziyor, o acidan énemli ama yine de cocugun yarari her seyden daha 6nemli.
Cocuga zarar verecekse kaldiriimali” demektedir.

Haberde Etik Sorunlar

Bu calismada konu edilen, esasen hukuka ve gazetecilik meslek ilkelerine uygun
olarak yayimlanmis haberlerdir. Bu dogrultuda ¢alismada unutulma hakki konusunda
hukuka ve meslek etik ilkelerine uygun olarak yapilmis haberlerin cocugun Ustiin yarari
kapsaminda kaldirilp kaldirlamayacagi sorunu ele alinsa da pek ¢ok yayin organinda
bu ilkelerin g6z ardi edilmesi, gazetecilerin haberdeki etik sorunlar izerinde 6nemle
durmasina yol agmistir.

Gazeteciler haberlerde cocugun isminin kodlanmasini yeterli ggrmemekte, haberde
¢ocugun 6zel hayatinin gizliligini ihlal eden iceriklerin de silinmesi gerektigine vurgu
yapmaktadir. Gazetecilere gore 6zel hayatin gizliligi de haberin silinmesi icin 6nemli
bir gerekgedir.

Cocuklailgili bilgileri haberde hi¢ kullanmadigini aktaran Katilimci 37.T.E. su sozleriyle
cocuk haklarinin ihlaline tepki gostermektedir:

istismari vesaire kullanirsin. Bdyle bir haberde en fazla kentin adini veririm. Adl,
yeri, fotografi asla verilmemeli. Bazi haberlerde bir de ayrinti veriyorlar. Bu korkung.
Utanctan oltyorum okurken. ‘Dudagimin yarisini 6ptd’.. Bunlar gazeteci degil.
Bunlar baska bir sey. Orada zaten unutulma hakki filan degil, dogrudan ¢ope
atacaksin.

Konuya iliskin “Cocuklarla ilgili haber yapildiginda zaten ¢ok dikkatli olunmali”
ifadelerini kullanan katiimci 30. N.O. de, sézlerini sdyle strdlrmistir:
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Cocuklarla ilgili cok duslincesizce ve cok da etik olmayan haberler yapiliyor.
Dolayistyla tilkede en bastan cocuk haklarini gézeten bir habercilik olmali. Cocugun
fotografi, ismi bunlarin hig biri yayimlanmamali. Hele de magdur ¢ocuklarin asla.
Biz bu konuda arkadaslarimla daha dikkat etmeye calisiyoruz. Mesela istismar edilen
6 yasindaki bir cocugun fotografi ve ismi ciktiysa kesinlikle unutulma hakki

kullanilabilir. Clinkl cocuk bunlarin sorumlulugunu alabilecek yasta bir birey degil.

Katilimci 10. C.C, konuyla ilgili olarak, “Cocuklarin bas harflerinin bile habere
konulmamasi gerektigini distiniiyorum. Tiirk medyasi bu konuda ¢ok kéti bir sinav
verdi, veriyor hala. Bir glin bakiyorsun bas harfleriyle veriyor, ertesi giin ailesiyle fotografi
yayinlaniyor. Cocugun biitiin hayatiniipotek altina aliyorsunuz.”yorumunu yapmaktadir.

Elbette ki hukuka uygun olmayan ya da meslek etik ilkeleri ile 6rtiismeyen haberlerin
unutulma hakki disinda da diizeltilmesi gerekmektedir. Ancak bu konuda pek ¢ok ihlalin
stirekli olarak yapilmasi ve dijitallesme nedeniyle hak ihlallerinin tekrarlamasi, cocuklara
iliskin etik sorunlu haberlerin de geriye donuk olarak silinebilecegi 6nerisini ortaya ¢ikarmistir.

Sucun Kiiciik Yasta islenmis Olmasi

Gazeteciler tarafindan, unutulma hakkinin cocugun suca itilmesine iliskin haberleri
de kapsayabilecegi dile getirilmistir. Gazeteciler unutulma hakkinin, sadece ¢cocugun
magdur oldugu haberlerde degil, cocuklar s6z konusuysa sug eylemiyle iliskili oldugu
durumlarda da kullanilabilecegi goristindedir. Gazeteciler suca itilen cocuklara ikinci
bir sans verilmesinin dGnemine deginmistir.

Katilimci 35. S.G/nin konuyla ilgili gérusleri soyledir: “Cocuklar karar vericiler degil.
Mutlaka birileri tarafindan kullanilarak suc organizasyonlarinda goérev aliyorlar. Bunun
icin cocuklarla ilgili haberlerin silinebilecegini diistintyorum.”

Katilimci 23. G.A. da cocuklarlaiilgili sug¢ haberlerinin istisna olarak goriilebilecegini,
“Onlarin zaten 12 yasina kadar cezai ehliyetleri yok. Belki bir yas kistasi olabilir. 15 yas
alti olabilir 6rnegin” sozleriyle dile getirmistir.

Suca itilmis cocuklarla ilgili haberlerin hassas bir sekilde hazirlanmasi gerektigini

ifade eden Katilimci 38. V.A. ise, “Dogrudan cocugun kimligi acik edilmemeli. Edildiyse
hemen silinmeli.” demistir.
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Unutulma Hakkinin Kullanimi Konusunda Riskler, Endigeler

Gorusulen gazeteciler cocuklarla ilgili haberlerin unutulma hakki kapsaminda
silinmesine iliskin cekincelerini ve silme eyleminin yaratabilecegi potansiyel sorunlari
da dile getirmistir. Gazetecilerin temel arglimanlari cocuklari korumak isterken tarihsel
verilerin kaybedilmesi riski ve bunlarin kamuoyunun bilmesi gereken konularla ilgili
olmasi ihtimalidir.

Cocuklarlailgili ayri bir hassasiyeti oldugunu belirten Katimci 36.T.S., ancak ¢ocuklarla
ilgili tim haberler i¢in unutulma hakkinin miimkdin olup olmadigi konusunda ¢ekincelerini
su sozlerle ifade etmektedir:

Ogtin Samast bir cocuktu Hrant Dink'i 6ldurirken. Simdi burada da ayni yere
geliyoruz. Genel olarak baktigimizda cocuklarin korunmasi ile ilgili yasalar var
zaten, buna gore kriterler getirilmeli ama katalog mu ¢ok iyi belirlenecek veya
olcitler mi belirlenecek, ona bakilmasi gerekiyor. Tarihsel veri niteligindeki
haberlerin silinmemesi gerekir. Yine de genel tutumum, elbette cocuklar kesinlikle
kirmizi gizgidir. Unutulma hakkr konusundaki tutumumuz ne olursa olsun, cocuklar

icin ayri bir hassasiyet s6z konusu.

Katihmci 31. PA., da tim c¢ocuklari kapsayan bir unutulma hakki yerine kismi bir
unutulma hakki 6nermektedir. PA. cekincesini, “Haberlerini sildigimiz cocuk blyidi
ve bir su¢ makinesine donustl. Ne yapacagiz? Galiba kaldirilmasin. Ama ¢ocuklarin
suca karistigi degil de magdur oldugu haberler kaldirilabilir” sézleriyle dile getirmistir.

Katilimci 34. S. A, ise su gorUsleri ifade etmistir:

Yine gri alan. Hayir, silinemez ya da evet, silinir demek zor. Evet ya da hayirin
agir sonuclari da olabilir. Bunlar ¢ok gri alanlar. Ben her haberin kendi sartlar
icinde degerlendirilmesi gerektigi kanaatindeyim. Oyle bir sey cikar ki, cocuklarla
ilgili seyler kesin silinmeli, dersin. Kime gore? Belki cocuk kamuoyu 6ntinde figir
haline geldi, belki cocukken tacize ugradi ama tnlu bir figr, sanat¢i olmus bunun
gorulmesini istemiyor. Clinkl babasi tarafindan taciz edilmis ve diyor ki, ‘ben
bunun gdriinmesini istemiyorum, ben bununla niye yasayayim? Béyle bir 6rnek
ele alirsak buna saygi gosterilmesi gerekir diye dlistiniiyorum. Ama tim haberler
icin bunu kolayca séyleyemiyorum.
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Katilimci 5. B.A, ise haberlerin timden kaldirilmasi yerine revizyon seceneginin de
degerlendirilebilecegini ifade etmektedir. 5. B.A., kamuoyunca bilinmesi gereken ve
tarihsel veri niteligi tasiyan kayitlarin 6nemine dikkat cekmistir:

Cocuklarla ilgili haberler kesinlikle kaldirilmali. Ama sunu da unutmayalim.
Tarkiye'nin kiltirel ve toplumsal yapisinin nasil deforme oldugunu, bozuldugunu,
nasil dehset verici bir hale geldigini haberlerde gorebiliyorsunuz. Gazetecinin
haber yapma hakki oldugu kadar kamuoyunun da dogru bilgilendirilme hakki
var. Bu ilkede cocuklara tecaviiz ediliyor mu edilmiyor mu? Ama bunu yazarken
Ali Kaya diye yazmak gerekmiyor, o cocugun fotografini koymak gerekmiyor. Onu
magdur edeni koy, o gitsin mahkemeye bundan sonra. Bunlar olmadigi zaman
ortaligi gullik giilistanlik mi gdsterecegiz, nasil gosterecediz? O nedenle tarihsel
verileri yok etmeden ¢ocuklari koruyacak énlemleri almaliyiz.

Katihmci 9. B.A. ise etik ilkelere uygun yazilmis haberlerde kaldirma secenegine
ihtiya¢c duyulmadigina vurgu yapmistir:

Cocuklarla ilgili haberler kaldinimamali. Bir haber yapacagiz mesela, cocuk
balkondan, 5. kattan diismis. Biz bunu bugtinki yasaya gore zaten buzlamadan
veremiyoruz. ismini de yazamiyoruz. Baska annelere rnek teskil edecek bir haber
bu. Bunu kaldirdiginda sanki bdyle bir olay hi¢ olmamis gibi davraniyorsun. Cocuk
istismara ugramissa, cocugun ismini kaldirarak olayin kendini tutmaliyiz. Haberin
5N 1K’sini bozduk, sunu diisinmemiz lazim burada: Biz bunu bozduk, bu cocuk
blyldi ve Mesut Yilmaz oldu, - Allah rahmet eylesin, o aklima geldigi icin
soyllyorum, devletin basina geldi. Biz donip bir bag kuracagiz oradan oraya.

Kamuoyunun bilmesi gereken bir konu olabilir.

B.A., suclarini filtrelemek isteyen kisilerin cocuklari kullanarak unutulma hakki
kapsaminda haberleri sildirtmeye yonelebilecegdine de isaret etmistir: “Bir de suclarini
saklamak isteyen kisiler (6rnegin ¢cocugun ailesi) baski yaparak ¢ocuga basvuruda
bulundurtabilirler. Ya da sucglular cocugun ailesine baski yapabilirler, basvurup bu
haberleri sildirtin diye. Haberin silinmesi gercekten cocugu mu koruyor, sucluyu mu,
buna da bakmak gerek.”

Goraldugu gibi gazetecilerin cocuklarla ilgili haberlerin silinmesiyle ilgili cekinceleri
ve silmenin yaratabilecegi potansiyel riskler; icerigin tarihsel veri niteligi tasimasi, kamu
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yarariicermesi, cocugun 6rguitlii suclara alet edilmesi ve bu yontemle suclularin unutulma
hakki avantajindan faydalanabilmesi, cocuklara ve ailelerine haberleri sildirmek icin
baski yapilmasi olarak belirlenmistir.

Gazetecilerin cocuk kelimesiyle birlikte (6ncesinde/sonrasinda) en fazla kullandiklari
ifadeleri kelime agaci olusturularak Grafik 4'te gosterilmistir. Kelime agacinda da
gorildugu gibi ‘cocuk’; gazetecilerce daha ¢ok gelecek yasami, cocugun Gstilin yarari
ve cocugun farkindaligi Gizerine sdylemler ile degerlendirilmistir.

TARTISMA VE SONUC

Kisilere dijital hafizada kendilerine iliskin verileri sildirebilme hakki taniyan‘unutulma
hakki’ gazetecilik meslegi icin yeni zorluklari beraberinde getirse de, yeni ilkeler
gelistirmek icin firsatlar da sunmaktadir. Unutulma hakki, ifade 6zgtrligu ile arasinda
bir dengenin kurulmasi durumunda, 6zellikle cocuklar gibi cok 6nemli bir konuda
meslek ilkelerinin revize edilmesi ve daha iyi bir gazetecilik pratigine erismek icin bir
firsat olarak da gorilebilir.

Nitekim bu calisma kapsaminda gerceklestirilen saha arastirmasi, katilimci
gazetecilerin ¢ocuklar s6z konusu oldugunda unutulma hakki kapsaminda haberde
silme ya da revizyona olumlu baktiklarini gostermistir. Gazeteciler unutulma hakkinin,
‘cocugun can guvenligi, ‘psikolojik ve fiziki saghgini riske atabilecek durumlar’;’haberde
etik sorunlar bulunmasi’;’haberin giincelligini yitirmesi’;'sucun kiiclik yasta islenmesi’;
‘rizayl geri cekme'durumlarinda ve ‘dijital riskler agisindan cocugu korumaile gelecegini
ozgurce sekillendirmesinin gozetilmesi amaciyla’silinebilecegini/revize edilebilecegini
belirtmistir.

Gazeteciler icin s6z konusu kabul, sadece ¢ocuklar 6zelinde ve istisnai bir durumdur.
Bu dogrultuda, gazetecilerin cocuklar 6zelindeki tutumunun, tim haber kategorilerine
genellenemeyecegi vurgulanmalidir.

Gorusllen gazeteciler cocuklarla ilgili haberlerin unutulma hakki kapsaminda
silinmesine iliskin ¢cekincelerini ve silme eyleminin yaratabilecegi potansiyel sorunlari
da dile getirmistir. Gazetecilerin temel arglimanlari cocuklar korumak isterken tarihsel
verilerin kaybedilmesi riski ve bunlarin kamuoyunun bilmesi gereken konularla ilgili
olmasi ihtimalidir. Kendilerini ve suclarini filtrelemek isteyen kisilerin cocuklari kullanarak
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ya da onlara baski yaparak haberleri sildirmek isteyebilecekleri riski de dile getirilmistir.

Bu nedenle bazi seceneklerde haberin silinmesi, bazi durumlarda ise haberde revizyona
gidilmesi dnerilmistir.

Bu dogrultuda ¢cocuklara iliskin haberlerde unutulma hakkina iliskin 6neriler soyledir:

152

Haberin yayinda kalmasi nedeniyle cocugun orantisiz bir magduriyet yasadigi
(can guivenligi, psikolojik ve fiziki saghgini riske atan) durumlarda, haberin silinmesi
secenegi dikkate alinmahdir.

Haber iceriginin tarihsel veri niteligi tasidigi ya da kamuoyu tarafindan bilinmesinin
mutlak gerekli oldugu durumlarda (Orn. cesitli kurumlarda cocuk istismari, ayni
zamanda bir tilkedeki kanun ve diizenle ilgili 6nemli bir veridir), haberin tiimden
silinmesi yerine, yasal kisitlamalara girmeyen ancak cocugun zarar gérmesine
yol acan diger iceriklerin de (Orn. cocugun nasil istismar edildigine iliskin mahkeme
kayitlarinin haberde yer almasi, siddetin detaylarinin haber iceriginde bulunmasi
vb) kismi olarak silinmesi diistintlmelidir.

Suca itilmis cocuklarla ilgili haberler, cocugun ya da ailenin basvurusu lzerine
ilk iki maddedeki unsurlar dikkate alinarak silinmelidir.

Cocuklailgili haber‘olumlu’bile olsa cocugun toplum tarafindan 6tekilestirilmesine,
siber zorbaliga maruz kalmasina vb. sonuglara yol actiysa icerik ¢ikariimahdir.
Cocugailiskin bir haberde bilgiler ve gorintuler ailenin rizasi ile alinmis olsa bile,
ilerleyen donemde ¢ocugun kendisinin ya da ailenin rizasini geri cekmesi
durumunda silinmelidir.

Cocugun kimligini belli edecek bilgi ve goriinttlerin kullaniimasi hukuk disi ve
gazetecilik meslek ilkelerine aykiridir. Bu tir icerikler ailenin ya da ¢cocugun
kendisinin bagvurusu dogrultusunda silinmelidir.

Cocuklarin ismi kodlanmig, gorintdileri gizlenmis, kullaniimamis olsa bile cocugun
kardeslerinin ya da yasitlarinin kimligini belli edecek ya da riske edecek goriintiler
kullaniimissa, bunlar da haberden ¢ikarilmahdir.

Cocuklara iliskin unutulma hakki ilkelerinin gazeteciler tarafindan belirlenmesi
ve seffaf bir sekilde kamuoyuna ilan edilmesinin faydali olacagi diisiiniilmektedir.
Unutulma hakkinin, gazetecilerin 6zdenetimlerinin bir parcasi olmasi basin ve
ifade 6zgiirligi bakimindan da 6nemli gérilmektedir.

Tirkiye'de unutulma hakki yeni bir konudur ve kisisel verilerin korunmasi mevzuati
cocuklara iliskin diizenleme icermediginden, gazetecilerin ¢ocuklara iliskin
unutulma hakki basvurularinda GDPR'yi referans almasi dnerilebilir.
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Sonug olarak, unutulma hakki, cocuklarin kisisel verilerinin ve yiksek cikarlarinin
korunmasinda tek basina yeterli olmasa da, dnemli bir kazanimdir. Bu dogrultuda
Turkiye'de unutulma hakkindan ¢ocuklarin da faydalanabilmesine olanak taniyacak
diizenlemeler yapilmasi; diger taraftan bu arastirmanin sonuglarinin da ortaya koydugu
gibi gazetecilerin kendi meslek ilkelerini glincelleyerek cocugun zarar gordigu
durumlarda haber metinleriicin de unutulma hakki secenegini degerlendirmeye almasi
onerilmektedir.
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Table 1: Katimci Gazeteciler ve Kurumlari

EATILIACT EUERUM GORUSAE TARTHI
Eathmen 1. A0, TV100 0909 2020
Eatlume: 2. AA Serbest Gazeteci 27.09.2020
Kanhme 3. AG.5. Serbest Gazetecs 10.06.2020
Eanhme 4. BA Gazete Thrvar 03.11.2020
Eatnhme 5 B.A. Mhlliyet 03.06.2020
EKathme: 6. B AL Mllivet 06.01.2020
Eatnhme 7. B Y. TET Haber 07.07.2020
Eathme 3. B.B. NIV 13.06.2020
Kanhme: 9. B.A. Demardren Medya 06.11.2020
Eatthme: 10, C.C. Dhrvar Enghish 16.09.2020
Eathme: 11, C.T. Show Haber 11.07.2020
Kathme: 12, C0, Dogan Derz Grubu 07.01.2020
Eatnhme 13, DB, Serbest Gazetec: 17.07.2020
Eathme: 14, DAL T24 07.01.2020
Katnhme 12, ET. CHN Tink 06.01.2020
Kanhme 16, E.O. Himyet Gazeten 06.01.2020
Kathme: 17, EL Hirriyet Gazetes 07.01.2020
Katnhme 18, E.S. Sabah 08.01.2020
Katnhme 19, F.B. Okour Temsileisa 18.09.2020
Eatthmer 20, F.G. A Haber 08.01.2020
Kanhme 11, F.G. Tirk Ajan=1Eibns 19.07.2020
EKanhme 12, G.D. Tiwkrve Gazeteciler Sendikasy 19.07.2020
Eatlme 13, G.A. Mhlliyet 18.02.2020
Kanhme 14, HH. Vorce of America 14.07.2020
Kanhme 12, HY, TET Wodd 19.02.2020
Eathme 26, LY. TET 06.06.2020
Kanhme: 17, 1.5, Sozci 06.01.2020
Kanlme: 18, ALY.Y, T24 07.01.2020
Eatthmes 29, ALAL Serbest Gazeters 11.08.2020
Kathme 30. X.0, Bianet 28.03.2020
Kanhme 31, PLAL Millryet 18.02.2020
Eatthme 32, 5.T. Uluslzrara=s Internet Gazeteclify 13.09.2020

ve Gazeteciler Demedt
Kanhme 33, 5.G. Serbest Gazetecs 26.06.2020
Eatthme 34, %A, ERETTV 13.07.2020
Kanhme 32, 5.G. Trrkrye Gazeteciler Cemryets 11.03.2020
Kanhme 36, T.S. Posta Gazetesy 06.01.2020
Eathme 37, T.E. T24 21.09.2020
Kanhme 38, VAL Habertink TV 17.08.2020
Eatthmer 39, V.5, Serbest Gazetecs 12.08.2020
Eathme: 40, YA A Haber 10.03.2020
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Figure1: 2020 izmir depremi sonrasi enkazdan ¢ikarilan cocuklarin gériintiileri ve kimlik bilgilerinin agik olarak
verilmesi kisilik haklarini ihlal ettigi gerekcesiyle elestirilmistir. Cocuklarin, gelecekte bu gériintiilerle anilmayi

istememe hakki ortaya ¢ctkmistir.
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Figure 2: Yoksulluk nedeniyle intihar eden babanin haberi, cocugun fotografi, ismi ve okudugu okul gibi
bilgileri de kullanilarak aktariimistir. Gelecekte cocugun ismiyle yapilacak aramalarda s6z konusu haberler
surekli olarak tekrar gortinlr olacaktir.
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10 yaginda velet yada benim lisarim ile firlama gadiinya
dlizeninden bahsediyor bide akil veriyor, tek yol Anargi

diyor ? Basin bunu dyle bir allayip pulluyor ki, 250 kitap
okumus filozof bilim adami diye lanse ediyor. Okudugun
kitaplar iginde Allah kelami yoksa, tevazu yoksa, edep yoksa,
sen koca bir higsin Atakan bebe, annene karsi tavrindan
senin ileride nasil bir o —— 2 cadin belli zaten,
ingallah 11 yagina girdiginde olursilin de bagimiza bela
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Figure 3: Felsefeye merakli 10 yasindaki cocugun ismi ve fotografi acik olarak yayimlanmis,
haberlerin ardindan cocuk sosyal medyada siber zorbaliga maruz kalmistir.

Grafik 1. Gazetecilerin Tutumu

y

Graphic 1: Katilimci Gazetecilerin, Cocuk Haberlerinde Unutulma Hakkinin Kullanimina Yonelik Tutumu
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Graphic 2: Kelime Bulutu. Unutulma Hakkinin Haberlerde Cocuk Lehine Kullaniimasini Oneren Gazetecilerin
Goruslerinden Olusturulan Kelime Bulutu

Cocugun can glvenligi
Psikolojik ve fiziki saghgim riske atabilecek durumlar

Haberde etik sorunlar

Sucu kiigik yasta isleme
Rizayi geri gekme
Guncelligini yitirme

Dijital riskler agisindan gocugu koruma

Graphic 3: Unutulma Hakkinin Haberlerde Cocuk Lehine Kullaniimasini Oneren Gazetecilerin Gerekgeleri
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ABSTRACT

In many countries, there are many studies conducted on how different groups
perceive the public relations profession. In addition, studies on how public
relations professionals should be are included in the relevant literature. However,
there is very little research done on the perception of public relations academics.
The aim of this study is to investigate the perceptions of public relations
professionals toward public relations academics. Twenty semi-structured
interviews are held with Turkish public relations practitioners from Istanbul
and lzmir cities of Turkey who have at least ten years of work experience. The
research conducted aims to understand the perception of Turkish public relations
academics by the senior practitioners, including their opinions, strengths, and
weaknesses. Findings show that academics are considered as reputable, but
the negative image of public relations as a profession has been carried over to
public relations academia. The participants value the contributions of public
relations educators to the field, but similar to how they view themselves, they
do not see educators as inseparable from the perception of public relations. The
participants emphasized the educational role of public relations academics and
attributed them a responsibility of preparing students for professional work life.
They all agree that public relations academics must establish stronger ties with
the sector. They also think that public relations academics should be more visible
to practitioners and society. They assume that this visibility will create a bridge
between society/industry and them.

Keywords: Academics, public relations profession, public relations academics,

public relations education, public relations practitioners
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(074

Farkl gruplar nezdinde halkla iliskiler meslek algisina iliskin
pek cok ulkede yapilmis cesitli arastirmalar bulunmaktadir.
Bunun yani sira meslegi uygulayan halkla iliskiler
profesyonellerinin nasil olmasi gerektigine yonelik calismalar
da ilgili literatiirde yer almaktadir. Ancak halkla iliskiler
akademisyenlerinin nasil algilandiklarina yonelik yapilan
arastirmalarin sayisi yok denecek kadar azdir. Bu ¢alismanin
cikis noktasi, halkla iliskiler profesyonelleri ile ilgili yapilan
calismalara benzer sekilde, halkla iliskiler akademisyenlerine
yonelik alginin da arastiriimasidir. Bu ¢alismada, Tuirkiye'nin
iki bily(ik sehri olan istanbul ve izmir'de calisan ve en azon yil
deneyime sahip olan yirmi halkla iliskiler uygulayicisiyla yari-
yapilandinilmis goriismeler gerceklestirilmistir. Arastirmada
kidemli uygulayicilarin, akademisyenlere ve halkla iliskiler
akademisyenlerine iliskin fikirlerini, akademisyenlerin gticli
ve zayif yonlerinin ne olduguna iliskin algilarini ortaya

koymak amacglanmistir. Arastirmada elde edilen bulgulara

INTRODUCTION

gore, akademisyenler itibarli olarak goriilmektedir. Ancak
halkla iliskiler mesle@inin olumsuz imajinin etkileri, halkla
iliskilerin akademik diinyasina yansimistir. Katilimcilar halkla
iliskiler egitimcilerinin alan katkilarina deger vermekle
birlikte, akademisyenlerin de meslek algisindan kendileri
gibi etkilendiklerini vurgulamaktadirlar. Katiimcilar, halkla
iliskiler akademisyenlerinin egitici roliint vurgulamislardir
ve onlara 6grencileri profesyonel is diinyasina hazirlama
sorumlulugu atfetmislerdir. Tim katihmcilar, halkla iliskiler
akademisyenlerininsektorle gucliibaglarkurmasigerektigini
vurgulamislardir. Katiimailar, ayni zamanda halkla iliskiler
akademisyenlerinin gortinurlaginin artmasini beklemekte
ve bu gorinirligin akademisyenlerin halkla iliskiler
sektorl ve toplumla iliskilerinin gelistirilmesi agisindan bir
kopri olacagini da dustinmektedir. .

Anahtar Kelimeler: Akademisyen, halkla iliskiler meslegi,
halkla iliskiler akademisyeni, halkla iliskiler egitimi, halkla

iliskiler uygulayicilari

Higher education is generally seen as responsible for the production, protection, and
distribution of systematic knowledge (Teichler etal., 2013, p. 11). Today, higher education
institutions fulfill and at the same time discuss their responsibilities for research, education
and contribution to society by providing mass education to more students, giving practical
as well as theoretical knowledge, creating employment for their graduates, supporting
research, providing quality assurance, and contributing to society. They also aim for
international recognition, and creating an innovative and entrepreneurial structure for
the higher education institution (Ozkanal & Ozgtir, 2017, p. 6).

The function of universities and the role of scholars are also a debated issue. Universities
are an integral part of the skills and innovation supply chain to the business world (Wilson,
2012). University education is not seen as just vocational education, but the system should
take into consideration the social role of students as intellectuals, and this has been on
the agenda for a long time (Atabek & Sendur-Atabek, 2014, p. 149).

“Being a scholar has been defined as a profession that fulfills the roles of teaching,

research and social service and acquired through the specialized training required by
these roles” (TulUbas & Gokttirk, 2018, p. 39). What about the public relations scholar?
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How is a public relations scholar defined? As it has been in other fields, formal education
has a very important place in the public relations field as well (Bakan, 2002, p. 64). There
has been studies that looked at public relations education and industry demands from
the perspectives of public relations graduates (Adams & Lee, 2021; Kim et al., 2021; Kim
& Freberg, 2021; Sutherland et al., 2020; Freberg, 2020; Ozkoyuncu, 2015; Todd, 2014;
Oksiiz & Gorpe, 2014; Shen & Toth, 2013; Paskin, 2013; Fitch & Desai, 2012; Hatzios &
Lariscy, 2008), but the literature lacks studies on the perception of public relations
academics by practitioners. This qualitative research conducted aims to investigate
this, and this exploration can be useful for bridging the Turkish academia with the
professionals, for stimulating discussions on the role of public relations scholars, and
public relations education in our country.

Higher Education and Academics

As stated by Musselin (2013, p. 1165), “Higher education plays a major role in
knowledge production and is expected to remain a major player in the development
of knowledge economies. It is at the forefront in producing research which aids in
technology transfer and start-up processes.” The political environment has a strong
influence on higher education. The higher educational institutions have been perceived
as collective and rational actors who have been pushed forward to have an active role
in the political and social construction of the market economy and create an
entrepreneurial society (Carvalho & Santiago, 2010).

The structure and functions of universities have been affected and changed due to
societal transformations, technological developments, and the rapid spread of knowledge
(Y1ldiz & Gizir, 2018, p. 744). Universities are under increasing pressure for change. New
forms of auditing are pushed to make them more accountable. The amount of state
funding received by higher educational institutions used to be determined in general
by the number of academic staff being employed, but today, the aid is linked with an
output (Muller-Camen & Salzgeber, 2005). Organizational complexity and uncertainty
are increasing in the higher education sector because the state is regulating higher
educational institutions, including their governance, management models, students,
and professional staff (Carvalho et al., 2016). Higher educational institutions are
paradoxical: they are hierarchical organizations and also designed to provide individuals
with autonomy and decision-making authority (Lechuga, 2017). “Universities are
importantinstitutional structures where knowledge is produced, shared and responsibility
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istakenforit”(Aydinetal.,, 2011, p. 397).Today universities need to be more entrepreneurial
in their organizational outlook and proposals (Miller et al., 2018, p. 11).

“The concept of academia which constitutes the root of the concepts of being a
scholar or an academician, comes from ‘Akademia, olive grove where Plato used to
teach his students in Athens” (Glirkan, 2018, p. 441). Ivory tower is a term frequently
used to characterize the life of academics (Dowd & Kaplan, 2005, p. 699). However,
academics are also attributed several roles one of which is the societal role. A
comprehensive definition of academia has been put forward by Akcan et al. (2018, p.
572). They state that academia is an organized structure for research, teaching, and
social services. “An academic is a person working at a university and who gained a
specialization by doing a postgraduate education on the same or different discipline
of his/her bachelor’s degree” (Gurrkan, 2018, p. 441). Mengi and Schreglmann (2013)
state that academicians who are open to development and capable of adapting to
changing paradigms are needed in the country. They are also expected to have research
productivity that will help the country progress in the international arena.

Public Relations Education and Academics

Public relations is described as a multidisciplinary discipline that emerged in the
early 20" century, and it benefits from various disciplines such as psychology, politics,
economics, and management (Akim, 2018, p. 214). Public relations education is provided
both at undergraduate and associate degrees, but still there are questions in minds
about the public relations profession (Arslan & Dugan, 2019, p. 189).

Public relations education started in the 1920s in the USA. The profession of public
relations became widespread in parallel with the growth and development of the
industry in the USA. The need for trained and qualified employees increased due to
the establishment of public relations departments and demand for public relations
services (Yilmaz-Sert & Pelenk-Ozel, 2019, p. 683). The academic development of public
relations in Turkey started in the 1960s (Becan & Yildirnim, 2020, p. 561). Today, public
relations education is quite widespread (Englir & Engiir, 2018, p. 339). A total of 68 of
207 universities in Turkey offer 77 undergraduate public relations programs (YOK, 2020).

The aim of public relations education at undergraduate level is to prepare successful
public relations experts both professionally and academically (Bakan, 2002, p. 64).The

public relations departments should prepare their students for the sector (Becan &
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Yildinm, 2020, p. 560). Effective education that prepares communication professionals
for the sector determines the success of public relations activities (Tellan, 2011, p. 12).
Public relations, which has an interdisciplinary structure, should have dynamism, and
itis important that educational institutions that prepare students for the field should
have this dynamism as well (Becan & Yildirim, 2020, p. 560). As underlined by many
studies, public relations education should be geared towards preparing the students
for the industry. In this respect, the qualifications of the public relations academics are
becoming important.

A study conducted by Akgil and Akdag in 2018 found out that the academic
formation of most of the academics who work in communication faculties of public
universities are from social sciences and natural and applied sciences. It is necessary
to review the relationship between public relations academics and practitioners to
compare industry expectations with the educational programs, to analyze priorities in
educational programs, and to ensure differences and similarities between public
relations and other communication strategies between marketing and advertising
(Tellan, 2011, p. 12). Solmaz et al. (2017) drew attention to the importance of internalization
of public relations and setting certain standards in public relations education today. It
is imperative for public relations educators to design courses and curricula that reflect
the needs of the profession and prepare students to enter the workforce with the basic
tools and skills that are needed for success in their careers (Krishna et al., 2020, p. 34).

The 2009 survey conducted by Era Research Company and titled “Communication
Services Perception Research” has been carried out in cooperation with the Turkish
Public Relations Association (TUHID) and Communication Consultancies Association
of Turkey (IDA). 92% of the academics who participated in the research state that they
should be more in communication with the public relations professionals. The findings
of another research titled “The Future of Public Relations and Education” and carried
out by Bahcesehir University, Faculty of Communication and iDA in 2018 had similar
findings in this respect to the 2009 study. The participants of the study stated that it is
important that public relations practitioners and academics should cooperate more
and develop stronger relationships. In this study, the perception of the senior professionals
on public relations academics is studied as public relations education has been viewed
largely as recruiting public relations graduates who can easily adapt to the changing
dynamics of the public relations sector. Also, the studies reveal that cooperation between
the public relations academia and professionals is needed and expected. Therefore,
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exploring the opinions of the professionals can shed light to the public relations
education and qualifications of academics.

AIM AND METHODOLOGY

A qualitative research design was used to identify the perspectives of senior Turkish
public relations professionals on public relations academics. According to the September
2020 data of the Council of Higher Education (YOK), there are 622 academicians working
in public relations departments. Semi-structured interviews with 20 Turkish public
relations professionals were conducted. The interviews took place between May and
July, 2020. Interviews were carried out on Zoom. The reason for carrying Zoom interviews
was twofold. The study took place during the COVID-19 pandemic, and one of the
researchers was employed abroad. Both researchers attended the interviews, and they
were all video interviews except for one. One interview was a written exchange, an
email correspondence with the researcher. Generally, the interviews are conducted
face-to face, but in a broader sense, interviews can take place via other channels, such
as phone or e-mail (Luo & Wildemuth, 2017, p. 248).

In semi-structured interviews, you know what you want to learn about, and thus,
you have a good idea of which topics to cover and which questions to address. At the
same time, you are free to exchange ideas with participants (Fylan, 2005, p. 65). Semi-
structured interview is a popular data collection method because of its versatility and
flexibility (Kallio etal., 2016, p. 2955). Interviews reveal what people have experienced,
what they think and what they feel about something (Fylan, 2005, p. 65).

In semi-structured interviews, the interview is based on an interview guide that
contains a coherent set of questions or topics, but provides the flexibility to go outside,
and carry on with the research based on the interactions during the interview (Blee &
Taylor, 2002, p. 92). Although the interviewer prepares a predetermined list of questions,
semi-structured interviews develop in a conversational style that gives participants
the chance to explore issues which they consider as important (Longhurst, 2016, p.
103). Semi-structured interviews give the interviewer the freedom to organize the
questions while the interview is in progress and can go far beyond the responses of a
respondent to the pre-determined questions (Luo & Wildemuth, 2017, p. 249).
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The opinions of senior public relations professionals were important because they
were the group who had been actively in the public relations industry for many years
and working with and recruiting the public relations graduates. The participants of the
study had at least 10 years of work experience. The maximum work experience of the
participants was 33 years. The participants were all from the private sector except for
two participants. The private sector participants were both from the corporate and
agency side. Most of the participants were female; the sample only had three males
(See Table 1). All the participants were sent the Informed Consent Form of Istanbul
University Social and Human Sciences Research Ethics Committee. They were asked to
sign the Consent Form. Before the interview started, the participants were also verbally
informed about the research. The purpose and nature of the study were explained.
They were reminded that their participation is on a voluntary basis, and they could
withdraw at any time from the study or refuse to answer any questions. They were
assured that the information provided would be treated confidentially, and the findings
would be reported anonymously. The interviews lasted between 40 and 100 minutes.
All interviews were recorded (audio and video) and transcribed.

The participants of the study were recruited from TUHID, iDA and Corporate
Communication Professionals Association of Turkey (KiD). Invitation emails were sent to
the potential participants after having looked at the member lists, and follow-ups have
been made aftermath. The sample consisted of experienced public relations/
communications professionals who are members of the three different types of professional
public relations associations (agency, corporate, and all types of members). These
experienced professionals are following professional publications more than academic
journals; however, they are familiar with academia mainly through the internship programs
and recruitment. Through the communication students and activities/events organized
at universities, they have interactions with academics as well.

The aim of the study was to explore the perception of academics and public relations
academics by the senior public relations professionals and similarly, the perceived
differences and similarities between public relations academics in Turkey and
internationally. Additionally, the strengths and weaknesses of public relations academics
are investigated in the study. The research questions of the study are as follows:

RQ1:Who is an academic?
RQ2: Who is a public relations academic?
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RQ3: What are the differences and similarities between an academic and a public
relations academic?
RQ4: What are the strengths and weaknesses of public relations academics?

The study used a qualitative research method, which means the results cannot be
generalized. The findings are reflected under three subtitles, namely, academic, public
relations academic, and the strengths and weaknesses of public relations academics.

FINDINGS

Perceptions of Academics

The participants associated an academic with keywords such as“scientific,"“teaching”
and “research.” They considered academia as a scientific area, and the academics by
conducting research and generating scientific data are seen as responsible for transferring
knowledge. Also, being an academic is considered a tough duty because people want
to trust the knowledge of academics. In the words of one participant,“[...] An academic
is a visionary person who is one step ahead of the sector, is knowledgeable in its area
of specialization, who has in-depth knowledge, deserves respect and to be respected,
and has to open the way to the professionals.” (P1). Other visualizations of academics
have also come up in the study: they are seen as both instructive and developers
because they are considered to be responsible for teaching new trends in the academic
world. They are interested in research, carry the notion of learning and share the
knowledge as well. The love for teaching has also been brought up. In the visualization
of the academic, reading, and keeping herself/himself updated have been emphasized.
The participants claim that if academics do not update themselves, they cannot do the
work. A strong quote by one of the participants has the analogy of a“cake.“An academic
is like a cake. A cake each slide of which tastes different. It has banana cream and
strawberry...”(P2). Another analogy was made to a“farmer”:“The mind of an academic
is like a farmer. The person who sows seed to get the best crop.” (P3).“Our world needs
dynamic academics... more than ever." (P18).

Oneimportant finding in the discussion of academic and public relations academics
was that the perceptions of the participants about the academics were not highly
linked to industry experience and collaboration, whereas these features were “musts”
for the public relations academics.
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As mentioned by many participants, being an academic is regarded as a very
honorable post and a position that gives inner satisfaction. For the participants, the
career of academia satisfies people who are prone to research and productivity. It is
considered as being a nice profession which allows for lifelong learning and for people
who enjoy sharing what they learned. Thus, it is considered as a reputable profession
as well. In the discussions, the contribution of the academics to the students and their
relations with them were mentioned and viewed as part of this valuable mission. In
the words of one participant, “l am grateful to my teachers because | created my own
maps with their support.” (P4).“Youth is in your hands, mold in your hands like a dove.
You should be a mother, father, brother, sister, teacher so that you would do the right
counsel...These academics mention three or right things and guide us.” (P5). All
participants agree that being in academia is very respectful and honorable regardless
of what type of field the academics are in, and nurturing students is one of the factors
that gives this honorary mission to academics. They claim that raising of students
happens with the help of visionary educators.

Similarities and Differences Between a Public Relations Academic and Academic

The participants identified the differences between an academic in general and a
public relations academic. One of them was related to the scope of the role of a public
relations academic. They all agree that the task of an academic extends beyond lecturing,
but they still expect more from a public relations academic.”l think for each discipline
nobody should be behind the table only. | think academics should not be lecturing
only, they should be close to the sector. They should have a word in directing them.
(P6).“They should not be drowned in books.” (P19).”When academics stay in their own
world, they cannot see outside.” (P17). One of the participants suggested that at the
entry level to academia, the research assistants with industry experience who have at

4

least five years of experience in the private sector, or agency should be selected. A
public relations academic is not just the one who reads and explains what he reads,
but someone who does research seriously and prepares students for the professional
sector. The academics should prepare future communication specialists based on the
industry needs (P15). All participants agree and propose that public relations academics
should reach out more beyond academia and toward the professional world. Their
expertise should not be limited to the academic environment, but they should have a
greater impact on the professional world and the public relations sector. Such an
approach will, in turn, help their students. In this way, the students will benefit from
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the networking of the public relations academic. The participants highlighted that
public relations teaching requires a practice component and must be done with care.
They also acknowledge that not all people with knowledge can teach. In the words of
one participant, the importance of teaching has been highlighted:

Teaching is not something that everybody could do. You need to promote
behavioral change. If you are not a mentor, it is like you put a video on and make
them watch. The students can get the message or not. Teaching part is important.
It is not that all people can do: to teach theory along with the things that they
canapply in real life. If we do teach the way we learned, by memorizing, we cannot
have input in today’s students (P7).

The teaching of today requires less memorizing, but more link with professional life
and a mentor role as well.

The collaboration of the public relations academic with the sector has been mentioned
as a benefit for the students of academics. In addition, most of the participants agree that
they (public relations professionals) themselves will also benefit from the public relations
academics for the sector. They mentioned this need especially for social media strategies,
crisis management, and strategic planning.“A public relations academicis someone educated
in communication, and who has conducted scientific research in his/her area, has written
articles, and has circulated these articles...” (P8). Thus, a public relations academic needs
to reach out to practitioners by circulating and sharing their research as well.

In addition to the demand of learning from the public relations academics, a fewer
number of public relations practitioners mentioned that the public relations academics
should develop themselves by being in the industry. They think that the academics
need industry experience, and the academics need professionals more than the
professionals need them as guides. In the words of one participant:

The crisis communication is not similar to what is in the book. You cannot do this
in real life, there is no time, not this type of planning in real life. He/She should
learn how to read the issues, agenda. He/she has to learn where the profession
is heading (P9).

As seen from this quote, a public relations academic should not be in his or her
“ivory tower.”
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Another difference mentioned between an academic and a public relations academic
was related to the image of the profession. Specifically, the image of the public relations
profession affects the public relations academics in a similar way as it does the
professionals and the society. In discussing the differences issue, some participants
stated that the image of the profession itself is not good.“The word‘relations’is giving
us another expectation. Our name does not match with what we do. The reputation
of the profession is reflected in its academics. They are the department who cannot
manage their reputation.” (P10). A very strong quote from one of the participants to
illustrate this point is as follows:

We cannot explain ourselves, our difference. What do we do in the sector, what
is the difference between a communication graduate and not? We cannot explain
this difference to the employer. The public relations academics should be

concentrating on this respect (P11).

Our observation in the study was that a role has been attributed to public relations
academics to shift the negative image of the profession. Public relations is not seen as
a“decoration”, and the responsibility of the public relations academics is to explain that
public relations is a communication- based profession. Participants also stated that
public relations in Turkey is not known by many, and there is a“concept turmoil”around
it. Itis confused with a secretarial job or a position in the human resources department.
The participants believe that the public relations academics, compared to other
academics, suffer from the image of the profession itself and are considered to be
responsible for addressing this issue.

The unique role attributed to the academics for their students was highlighted even
more for the public relations academics. In this respect, the responsibility of the public
relations academic was seen as preparing the students for work. The participants
suggested some assignments, and projects, such as practicing with students on how
the declaration of a CEO during a crisis situation should be like. Participants mentioned
that the public relations academics should be more involved in motivating students
to undertake projects.“If a public relations academic does not send a student’s public
relations project to public relations competitions, there is a serious problem in this. |
believe working on these types of projects add a lot to students.” (P12).

As stated, when discussing the differences between an academic and public relations
academic, more is expected from the latter. What is expected from the public relations
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academics is to have good communication skills not only with the students, but also
with all stakeholder groups and the society. The timely and correct use of all types of
communication channels are also expected from them because public relations is seen
as a powerful discipline to shape the society. The participants claim that the public
relations academics should come out of their academic world, enter the business world
and as stated by one participant, “should be nourished with the world with plazas.”
(P7). Furthermore, communication academics are viewed as more dynamic (and should
be) because of the nature of communication. When compared with other academics,
public relations academics use many communication channels and through these
channels, they have the power to direct the public opinion. The participants claim that
this brings a further responsibility to public relations academics since they are the
people who “form” the public opinion. Thus, public relations academics are imagined
as having a stronger role in society. They should also touch upon social issues and direct
their students with projects to help solve these social issues.

Figure 1 highlights the three major differences between academics and public
relations academics: it is expected that public relations academics should be closer to
the professional sector. The image of a public relations academic is not as high as that
of other academics. Although, two main differences were the focus of discussion,
especially the first difference mentioned demanded the academics to have a wider
reach out to many stakeholders.

When asked if they perceive any difference between Turkish academics and their
counterparts from other countries, most of the professionals do not have a perception
since they have not met with international public relations scholars. One difference
mentioned was that the international scholars conduct more research. Another difference
was related to the profile of their students and was that they are different. A third point
brought up was that the international public relations academics are more modest,
and there is no wall between them and their students. Another commonly perceived
difference of the Turkish academics involved the lack of foreign language knowledge.
It was claimed that the other academics’ foreign language knowledge allows them to
follow foreign language publications and research. They think that the public relations
academic should be competent in at least one foreign language. The importance of
foreign languages is summarized as follows by one participant:“...our academics have
a language problem. They cannot read the publications in other languages. Others
can. Their main language is English. Because of the language, they stay here and do
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not develop themselves.” (P12). The participants also think that the communication
scholars need to say more and be more articulate in our country. In sum, the major
assumptions were that the Turkish public relations do not contribute significantly to
the public relations scholarship and do not have much visibility in the professional
world and the academia in comparison to the international public relations academics.

Strengths and Weaknesses of Public Relations Academics

In the study, more weaknesses than strengths of public relations academics were
mentioned. The strengths specified include having book knowledge, the research
aspect, and theoretical knowledge. “Very strong in theories. | believe that there is a
network of academics in the world, and they are fed with this network and world
literature. Theoretical knowledge.” (P7). At the same time, theoretical knowledge is not
seen as enough because these academics grounded in theory are detached from the
outside world. The participants claim that public relations is not all about theories and
add that there are also academics who link theory to practice. In addition to the strength
of public relations academics with their theory background, another strength was that
the public relations academics are perceived as articulate. “The strongest side is
communication skills, negotiation skills. When there is a conflict, they negotiate between
the parties.” (P1).

As for the cited weaknesses, they heavily emphasized the lack of close ties with the
sector and not having real life and private sector experience. Despite the numerous
public relations programs, participants still mentioned the lack of ties between the
academics and them. As observed by one participant:

Communication academics should be in the professional work life. Nothing is
now as it is written in books. Thereis the human factorincluded.Thereis a course
called crisis management. Now everything is a crisis in  the world, each crisis is

different and the social media crisis is different (P5).

One other weakness and criticism was that the Turkish public relations academics
are not seen as collaborative as a way of development. The practitioners believe in the
importance of learning from each other, and they claim that they have not heard of
public relations scholars getting together to listen to each other’s issues and problems.
They also add that this could be difficult to realize because of the high number of
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faculties of communication in our country. They expect the public relations academics
to work with the private sector, non-governmental organizations, and public sector
entities. They think that this has not been accomplished yet. They claim that the public
relations scholars are in a slightly more closed circle, and this needs to be overcome.
In the words of one participant:

...l do not see academics who help the private sector by giving a hand and who
try to do things with them.| do know that there are some academics who want

to do things for their students and knock on our door (P13).

The participants think that the public relations academics should be doing more
practical things and should be seen more on social platforms; however, the lack of this
is attributed to losing reputation. In the words of one participant: “They think that to
be in these platforms (social media), to be in dialogue with the students will decrease
the reputation. There is a perception like this.” (P8). Some participants think that the
academics come from a traditional background, and therefore, their use of digital
platforms is less.

The participants suggested very openly that public relations academics should have
close working relationships with the professional associations and so far, that relationship
has not been established. “They should be able to present their ideas to the sector”
(P16). In the words of another participant, “(They) Should be able to develop joint
projects with the sector” (P20). By following the professional associations, an academic
can see the reflection and the developments. Some participants criticized that many
public relations academics are also unaware of their professional associations:

...if you do not know your professional association, maybe you may say that the
national professional association has not reached out to the public relations
academics... Before | started my professional life, | had researched what was
happening in the industry, if there was a professional association or not. | do not

understand an academic who does not do this (P12).

In the discussions, the professional participants of the study also mentioned their
need to have closer ties with the public relations academics. In this respect, only few
participants mentioned that the academics are behind the professional sector. The
professionals think that the academics lack the knowledge that the sector has, but
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most of them still emphasized the need to be supported by the academics. The public
relations professionals claimed that they need public relations academics knowledge
and in the words of one participant, a public relations academic is considered her as
the “third eye!” The academics who are like civil servants are not appreciated by the
professionals. The benefits of the networking of a public relations academic is emphasized
as well. The network establishment is considered to be more important in today’s world.

In addition to these heavily mentioned weaknesses, some participants thought that
the academics do not update themselves enough. They are criticized because they do
not take the “future” into consideration. In the words of one participant:

An academic needs to pay attention to the future, should not be focused on the
existing system, should not be concerned with today- in the present. | think this
is the missing point. The same lecture notes, same things are being discussed. |
think it is very negative to show the things of 25 years back as being the same

today- in the present (P9).

The participants agree that the academics have the knowledge, but they lack the
practice component.

The impact of the evolution of the public relations profession on public relations
academics has also been discussed. As stated earlier as well, according to the participants,
some public relations academics have not developed themselves and stayed where
they were. They have not kept pace with the changes happening in public relations.
Conversely, other academics adapted themselves to the changes.”The name of public
relations has been changed, and an integrated approach is brought to it. To change it
foremost is in the hands of public relations academics.” (P14). In other words, public
relations academics are seen as not adapting themselves to the changes that are
happening.They are also considered as an important group to create the changes and
alter the wrong perception of public relations. Participants also emphasized that the
public relations academics should have an idea of his/her own, and they were criticized
for using other people’s work, conducting literature review only, and knowing very
little about what is happening in the industry. The participants’ perception of the role
of the public relations academic is geared towards the employment of his/her students.

Figure 2 illustrates the strengths and weaknesses of public relations academics
visually as well.
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CONCLUSION AND DISCUSSION

According to the Commission on Public Relations Education (CPRE) Report (2017,
p.13), “There is a universal acceptance among practitioners and educators that the
ability to move, be nimble and adaptable, is critical." Therefore, studies that explain the
relations between academics and professionals in public relations are needed. This
study is an attempt to fill the research gap within this context. Findings reveal that
Turkish public relations professionals consider the job of academics and public relations
academics as reputable and valuable. Therefore, studies that explain the relations
between academics and professionals in public relations are needed. The current work
is an attempt to fill the research gaps within this context.

Becoming an academic is not easy, and academics have to study long and conduct
research. Moreover, they have an important mission of preparing students. However,
these professionals mentioned two additional comments for public relations academics.
One comment was related to the negative image of the profession being reflected on
public relations academics. They stated that the negative perception of public relations
affects the respectability of public relations academics. A study conducted by
Sommerfeldt and Kent (2020) states that public relations falls under the least respected
professions in the world. Limited research has been conducted to explain this observation
further, and not much has been done to understand how this perception may create
difficulties for public relations educators.

The second claim is that public relations academics must have industry experience
on top of theoretical knowledge. In other words, public relations professionals cannot
imagine public relations academics without any work experience. They see the practice
aspect as a “must” and a “need” and consider this aspect as a prominent weakness of
academics. They think that practice and industry know-how benefit academics. In
return, this experience will be integrated into the curriculum, and the students will be
enriched by the professional background of the academics. The findings of Cheng and
de Gregorio (2008) regarding public relations academics show that participants generally
support building close relationships with the industry to advance the field. Wright and
Flynn (2017) state that in Canada and the US, opportunities for public relations educators
to interact and network with practitioners are unfortunately rare. Most practitioners
who took part in the study of Byrne (2008) think that academics add value to the field
of public relations. Those who do not agree with this point claim that these academics
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are those who do not have ties with the industry and remain unresponsive to the
demands of practitioners.

In terms of practice areas needed, social media and crisis were the most frequently
mentioned areas. They think that public relations academics should tie their course
materials with a practice component. The professionals said that educators should
lecture this way, but “cannot.” The important courses mentioned by the practitioners
share similarities to international studies. For example, according to the research
conducted by Krishna et al. (2020), practitioners state that writing, listening, and
creativity are the basic skills needed in public relations. The study highlights the
importance of creative thinking, online crisis management, effective communication
in today’s disinformation environment, and preparation of crisis response plans. The
findings of another study on public relations courses emphasize the integration of
disciplines and technology, content production and strategic application of social and
digital media, and applied learning approaches to promote professional development
among students (McCollough et al., 2021).

Mules (2017) points out the importance of public relations educators as they have
a significant role in influencing the next generation of public relations professionals.
At the same time, he calls for a change in public relations education that includes a
reflective practice. As stated in this study, the role attributed to public relations academics
is to prepare future public relations/communication professionals for the sector by
considering the changes happening in the world and the dynamics of the century
being reflected on the society and the industry. For other academics, this role is limited
to research and having a scientific approach.

The public relations professionals trust the theoretical knowledge and research
skills of public relations academics. However, they see that their tie with the public
relations sector is not established. The academics not having experience in the sector
is the major criticism brought up against them. The public relations professionals also
think that public relations academics are not updating themselves enough. They believe
that the theoretical part should be supported with new trends and developments in
the industry. In this way, practical and updated knowledge are embedded in public
relations courses. A study conducted with 45 educators in Australia by Conrad (2020,
p. 13) concludes that the degrees in public relations remain uninformed by the 20th
century professional roots and that most participants state that these degrees are
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vocational and thus deliver “training” and not “education.” Vujnovic and Kruckeberg
(2021, p. 161) argue that public relations education should move away from vocational
training and be grounded in liberal arts education.

The interviews revealed that the senior practitioners attribute public relations
academics and university education a responsibility to prepare students for the
profession. Less is mentioned on their contribution to the scholarship/literature of
public relations. The academics have been criticized for not updating themselves with
the changes happening in the industry, making us wonder who is leading public
relations, academia or professionals. The observation of the participants could be linked
to the missing real cooperation between the parties since they are not actively following
the academic publications. This could also be attributed to their experiences with the
interns and graduates.

The majority of the professionals declare that they are not in a position to compare
and contrast Turkish public relations academics with academics outside our country.
However, they think that Turkish academics lack foreign language knowledge, which
is a major issue that hinders them from following what is happening in public relations
academia. They imagine that the Turkish public relations also do not produce scholarly
work in other languages because of this weakness.

The senior public relations professionals did not criticize themselves, but mentioned
the weaknesses and points that public relations academics need to improve. They
shared more weak points than strengths. These weak points include their lack of close
ties with the sector and not having real-life and private sector experience. Despite the
numerous public relations programs offered in Turkey, the participants emphasized
the lack of ties between public relations academics and themselves. They criticized
their unawareness of the professional bodies in the industry. An interesting undertaking
is to determine whether the results and analysis would be different when the study
sample comprises public relations/communication professionals who are new to the
sector and have few years of work experience. Considering both parties’ perceptions
of each other and creating a sharing platform can be a basis for the future cooperation
between public relations academics and professionals in Turkey. Such efforts may help
us to take a comprehensive picture of the status of the Turkish public relations, including
the two stakeholder groups.
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The current study focused on how public relations professionals view academia
and academics. Learning about the opinions of public relations professionals about
public relations academics will facilitate the improvement and development of the
public relations sector and academia. The findings of the study imply that public
relations professionals want to benefit from the knowledge and original research
conducted by public relations academics and expect further cooperation with the
latter. The data indicate and further clarify the need to increase the efforts of collaboration
between public relations academics and professionals.

Most of the participants of the study represent the private sector; in future research,
obtaining the insights of public relations professionals in the public sector would offer
great benefits.
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TABLES AND FIGURES

Table 1: Sample Characteristics

. . quk Corporate/
Participant Sex Age experience Sector Agency
(years)

K1 F 30-40 10-15 Private Corporate
K2 F 30-40 10-15 Private Corporate
K3 M 30-40 10-15 Public Corporate
K4 F 41-50 21-25 Private Agency

K5 F 41-50 21-25 Private Corporate
K6 F 30-40 10-15 Private Corporate
K7 F 41-50 26+ Private Corporate
K8 F 30-40 16-20 Public Corporate
K9 F 41-50 21-25 Private Corporate
K10 F 30-40 16-20 Private Corporate
K11 M 30-40 10-15 Private Corporate
K12 F 30-40 10-15 Private Corporate
K13 F 41-50 21-25 Private Corporate
K14 F 30-40 10-15 Private Corporate
K15 F 51+ 26+ Private Agency

K16 F 51+ 26+ Private Agency

K17 M 41-50 16-20 Private Corporate
K18 F 51+ 26+ Private Corporate
K19 F 51+ 26+ Private Corporate
K20 F 30-40 10-15 Private Corporate
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Figure 1: Differences Between Academics in General and Public Relations Academics
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Figure 2: Strengths and Weaknesses of Public Relations Academics Perceived by Senior Public Relations
Professionals
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ABSTRACT

The current study analyzes Inter-Media agenda setting between Twitter and
Newspaper websites in the political sphere. As a data collection method, keyword
searches were used. Lexis-Nexis was used to collect data from newspaper
websites, while Twitter APIs were used to collect data from social media. The
study’s goal is to put inter-media agenda-setting to the test by using a one-day
time lag between Twitter and newspaper websites. The cross-lagged correlation
and Rozelle-Campbell baseline are used to assess the significance of Twitter
agenda influence on the contents of newspaper websites. Overall, the results
show that there is synchronization between Twitter and newspaper websites
when it comes to political coverage (Express Tribune r=0.843, The Nation r=0.734,
and The News International r=0.828). These shards of evidence support the
research study’s hypothesis: “It is more likely that there is a bi-directional agenda
setting sequence in the case of Pakistani political issues between social media
and newspaper websites.” It also suggests that social media and traditional media
are becoming more integrated. According to the study, Twitter was also used to
create a priming effect by activating “Ottoman Empire” nostalgia. In light of the
study’s findings, the integrated Inter-Media agenda setting model is proposed.
This model integrates the agenda creation and accumulation processes.
Keywords: Inter-media agenda setting, bi-directional inter-media agenda
setting, integrated inter-media agenda setting model, inter-media priming and

framing, synchronization of media agenda in digital age
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(074

Bu calisma, siyasi alanda Twitter ve gazete web siteleri
arasindaki etkilesimi analiz etmektedir. Gazete web
sitelerinden veri toplamak icin Lexis-Nexis, sosyal medyadan
veri toplamak icin ise Twitter APbleri kullanilmistir.
Calismanin amaci, Twitter ve gazete web siteleri arasindaki
bir gunlik gecikmeyi kullanarak medyalar arasi giindem
belirlemeyi teste tabi tutmaktir. Capraz gecikmeli korelasyon
ve Rozelle-Campbell taban cizgisi, Twitter giindeminin
gazete web sitelerinin icerigi Uzerindeki etkisinin 6nemini
degerlendirmek icin kullanilmistir. Genel olarak, sonuglar,

konu siyasi icerik oldugunda Twitter ve gazete web siteleri

siteleri arasinda iki yonlu bir giindem belirleme diziliminin
daha olasi oldugu tespit edilmistir. Calisma ayni zamanda
sosyal medya ve geleneksel medyanin giderek daha entegre
bir hale geldigini gostermektedir. Arastirmaya gore Twitter,
“Osmanli imparatorlugu” nostaljisini harekete gecirerek etki
yaratmak icin de kullaniimistir. Calismanin bulgulari isiginda,
glindem olusturma ve biriktirme sireclerini bltlnlestiren
bir model 6nerisinde bulunulmustur.

Anahtar Kelimeler: Medyalar arasi gindem belirleme,
cift yonli medyalar arasi giindem belirleme, entegre
medyalar arasi glindem belirleme modeli, medyalar arasi

hazirlama ve cerceveleme, dijital cagda medya gtindeminin

arasinda bir senkronizasyon oldugunu gostermektedir senkronize edilmesi

(Express Tribune r=0.843, The Nation r=0.734 ve The News

International r=0.828). Ayrica sosyal medya ve gazete web

INTRODUCTION

Inter-Media agenda-setting refers to how media content influences and relates to
other media content—that is, the effects that mass media agendas have on one another
(Du, 2017). Another important dimension is information subsidies, which take the form
of easy and instant access to content such as tweets, blog posts, and so on for journalists.
This subsidy, on the other hand, is deliberate and can play a role in agenda development
(Cheng, 2014). According to McCombs (2014), the growing prominence of social media
has completely changed the complexion of agenda setting research, as traditional
media has incorporated the social media explosion into their media routines and news
gathering practices. The agenda setting study has simply evolved into an inter-media
agenda set rather than a public agenda vs. media-policy agenda. The extent to which
traditional media can influence social media topics and posts will determine the
importance of traditional media. Similarly, the extent to which social media can affect
traditional media in the current broadcast gathering environment demonstrates the
prominence of social media in the current broadcast gathering environment. McCombs
(2005) has provided a detailed explanation of agenda setting theory in stages. McCombs
has identified five distinct stages. These five stages are as follows:

1) Basic agenda-setting effects refers to media salience vs. audience perception

2) Attribute agenda-setting refers to meaning or essence transfer from media to
audience (Framing on Issues)
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3) Psychology of agenda-setting effects” refers to priming on issues

4) Sources of media agendas’ Attribute Agenda Setting

5) Consequences of agenda-setting effects, agenda setting factors, players,
stakeholders, forces, inter-media relationship, inter media framing, inter media priming.
The fifth stage has reached a position where a new model in agenda setting research
has become necessary to cater for the new media environment where medium and
audience are the same thing, for example Twitter.

Political journalists’access to and selection of sources to which they lend their ears is
critical for the news media’s selection of stories. Before proceeding, it is necessary to
comprehend the application of hypothetical and theoretical foundations of inter-media
agenda setting and agenda building. The sources, as agenda setters and doorkeepers,
are critical components of the media’s role (McCombs, 2004; Tedesco, 2011; Singer, 2005).
However, Gandy, Oscar H. (1982) already suggested that “we must take into account who
sets the agenda for which medium; this is only possible by going beyond agenda-traditional
setting’s concepts."To determine how and for what purpose it is set, as well as the impact
on the distribution of power and values in society." The emergence of large, ever-growing
social media platforms such as Facebook, Twitter, Instagram, and others has resurrected
the age-old question,“Who sets the media agenda?"The question gained tractionin the
1980s as scholars began to investigate the various elements that comprise the agenda
provided by news media (McCombs, 2014). It has resurfaced as journalists are increasingly
embracing and using social media services as part of their professional toolkit to connect
and communicate with readers and potential sources. In a British study, nearly half of the
journalists admitted to using Twitter to get updates on current events (Cision Europe &
Canterbury Christ Church University, 2011).

The remarkable characteristics of the internet took into account the convergence
of various types of media and offer novel news utilization encounters to crowds.
Individuals are now effectively searching and sharing data instead of simply reading
and examining news (An, Cha, Gummadi, & Crowcroft, 2011). Because the concept of
news coverage is constantly evolving, it is critical to consider how Twitter is related to
news coverage from the perspective of traditional news channels (Jones & Himelboim,
2010). As a result, the news media plays an important role in highlighting issues and
guiding general society. Twitter, according to Arceneaux, Naoh, and Schmitz, Weiss
(2010), is a one-of-a-kind application that combines elements of blogging, content
informing, and broadcasting.
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Scientists chose Twitter for their research because it allowed them to consider a
variety of factors. The main reason is Twitter’s popularity; secondly, it has grown in
importance due to the abundance of political content. Another significant aspect of
Twitter is its use by prominent people in the media industry. Because individuals
associated with news media use Twitter to share selective stories, offer comments on
Twitter posts of legislators and individual opinion leaders, its use by columnists and
local journalists increases its significance. As a result, Twitter has become an intriguing
discussion point where intellectuals have consistent conversations, assisting basic users
in making an assessment (Rindfuss, 2009). Twitter has introduced many participatory
tools, such as Twitter polls, Twitter discussion points, reply, direct message, and retweet
with message. All of these features combine to make it an excellent choice for political
participation.

In a study titled “Agenda Setting and Political Communication on Social Media”
according to Yang et al. (2016), social media is playing an increasingly important role as
people use it to discuss politics, and shape and share their opinions about society. Similarly,
social media is used to bring people together to fight social issues. R. Vonbun-Feldbauer
and J. Matthes (2018) used a time series analysis and semi-automatic content analysis to
examine the inter-media agenda-setting cycle of 34 newspapers, online newspaper
websites, and TV-news channels around the world. The findings suggest that a medium’s
leading role in opinion is dependent on specific issue features such as obtrusiveness,
which mediates the process of setting the inter-media agenda. Furthermore, online
newspaper sites have already challenged the role of print media as an agenda-setter,
particularly in the case of political issues. According to Posegga and Oliver (2018), social
media outlets have become easily accessible elements that are everywhere, particularly
in the case of political campaigns. Twitter, in particular, has a unique status among social
media applications. Although politicians, journalists, and the general public are increasingly
using the site, we know very little about the determinants and dynamics of political
discourse on Twitter. The researcher assessed Twitter’s issue agenda based on popular
hashtags used in political messages. In the study, researchers compared the Twitter
agenda to the public agenda, which was calculated using a representative sample, and
the agendas of newspaper and television news programmes, which were gathered
through content analysis. Political discussion on Twitter was compared to mass media
reporting somewhat more strongly, though most likely following channel-specific patterns
dictated by Twitter users’ attention, desires, and motivations. A number of studies have
found bidirectional agenda-setting effects between traditional and newer media forms
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(Messner & Distaso, 2008; Neuman, Guggenheim, Jang, & Bae, 2008). Nonetheless, the
legacy media organizations continue to be important players. The news debate is still
influenced by established media titles, both in their traditional form (Groshek & Groshek,
2013; Rogstad, 2016) and through their online platforms (Ceron, 2016). According to
Culloty, E. (2016), Twitter is becoming more important in connecting users to news stories.
The role of hashtags in agenda-setting and issue framing has become a significant area
of research in recent years. According to traditional agenda setting theory, governments
and the media have a significant impact on defining and framing the public agenda.
Twitter’s hashtags, on the other hand, allow for immediate and rapid publication (Burns
&Burgess, 2011). The paper will map the patchwork of hashtag publics formed in response
to mainstream media outlets’ coverage of the refugee crisis to examine where inter-media
agenda-setting power resides on Twitter, as well as the evolution of issue frames over
time. This type of map seeks to answer the following questions: Who influences whom
in the use of hashtags? Where do trending hashtags come from, and ow do they rise and
fall in popularity in relation to their use by key actors, as well as key events in ongoing
issues? Twitter priming is another important aspect of this study that will be investigated
along with the affective pre-priming, priming, and political evaluations in the next stage
of the long cycle of agenda setting. According to Smith Jacob D. (2016), there is evidence
to suggest that media priming can occur in social media, not just newspapers and
television, as previous studies have concluded. These findings support the notion that if
a social media user engages in causal political news consumption via Twitter, there is a
possibility that Twitter news coverage can prime the consumer to change the prominence
of certain political issues (Smith, 2016). Considering the preceding discussion, it is possible
to conclude that issues highlighted on social media are considered important by traditional
media (TV and newspapers). Agenda-building is now an intriguing area of research with
the goal of determining the direction of influence between social-media and traditional-
media. The concept of the relationship between social-media top trends and conventional
media’s response to social-media top trends about Pakistani political issues requires
scientific investigation. Similarly, the time it takes traditional media to transfer salience
from social media is an area that needs to be researched. In recent years, the term data
traffic has been assigned to Agenda. Traditional boundaries have become blurred in the
new media environment, where no longer is vertical communication taking place, but
rather a mix of vertical and horizontal modes of communication. Agendas have a very
short shelf life in the new media environment. Even within a day, different agendas come
and go as new agenda items take precedence over previous ones. The current research
study was designed to answer the above question using a well-accepted scientific measure,
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namely the cross-lagged correlation panel design (CLPD). Significant research has not
been conducted in Pakistan to test inter-media agenda setting between social media
and traditional media. The findings of this study can be used to further our understanding
of the phenomenon of inter-media agenda setting in Pakistan. This study may benefit
social media theorists by providing a better understanding of the interrelationship and
influence of social media over traditional media and traditional media over social media.
This study will employ statistical methods such as CLPD, Excel-designed formulas, and
SPSS-based data analysis to lay the groundwork for replication in order to further investigate
agenda setting theory and inter-media agenda setting research in Pakistan. The current
research can also provide information about journalists and users in terms of what sources
they use and how they report and consume news in a new media environment. In light
of the foregoing discussions, it will be interesting to investigate the inter-media agenda
setting effects of social media and newspaper websites using CLPD.

Media in Pakistan

In recent years, social media has become a hotly debated topic in Pakistan. Pakistan
has a population of 223 million people and 173 million mobile phone users. The vast
majority of the country’s population has internet and social media access. Facebook,
YouTube, and Twitter are examples of well-known social media applications. Similarly,
the vast majority of the population uses online newspaper websites, such as Express.
pk, which received 8.14 million clicks in December 2020. Pakistan had 46.00 million
active social media users in January 2021 (Kemp, 2021). In Pakistan, political reporting
dominates the coverage of many print and television news outlets. This has been most
noticeable around elections and significant judicial decisions with political ramifications.
Political parties benefit from live and extended TV coverage of rallies. Since the advent
of the Internet, all major newspapers, including The Nation, The News International, and
The Express Tribune, have begun to rely on online delivery mechanisms to reach their
audiences (Najam-u-Din, 2021).

AIM AND METHODOLOGY

The purpose of this research is to determine the inter-media agenda-setting influence
of Twitter and newspaper websites. Scholars, for example, have been studying the
impact of news media on each other since the 1950s. According to McCombs (2014),
social media has changed the face of agenda setting research. Yang et al. (2016) argued
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that people use social media to discuss politics and shape and share their opinions
about society. R. Vonbun-Feldbauer and J. Matthes (2018) used a time series analysis
and semi-automatic content analysis to examine the inter-media agenda-setting cycle
of 34 newspapers, online news websites, and TV-news channels around the world.
According to Posegga (2018), social media outlets have become an easily accessible
element that is everywhere, particularly in the case of political campaigns. Culloty, E.
(2016) investigated how Twitter is becoming more important in connecting users to
news stories. Similarly, Burns and Burgess (2011) believe that Twitter’s hashtags enable
immediate and rapid publication. Smith (2016) found evidence to suggest that media
priming can occur in social media. It can be concluded from the above discussion that
current research trends are more focused on determining the cause of a problem when
setting up inter-media agendas or creating content for other mediums. Itis an intriguing
debate ‘who sets the media agenda; or which channel or outlet is more influential in
leading ideas or opinion about current issues. Twitter has recently taken the lead among
other news sources on policy-related issues, owing to the fact that the majority of
political elements regard this medium as a three-way connection through which the
public, legislators, and media people can communicate in real time. Since no significant
research has been conducted in Pakistan on the influence of Twitter on the contents
of newspaper-websites, the current study will fill that void by analyzing the impact of
Twitter top trends on the contents of newspaper-websites.

Aim

1) Is there any cross lagged correlation between Twitter and newspapers’ websites
agendas on political issues of Pakistan with a time lag of one day?

2) Is there bi-directional agenda-setting sequence between social media and
newspapers’ websites on political issues of Pakistan?

Based on the stated aim, the research hypothesis “It is more likely that there is bi-
directional agenda setting sequence in case of political issues of Pakistan between
social media and newspapers websites”was set and research was designed accordingly.

Method

The current study’s research design was content analysis. On specific days, data was
collected from selected mediums using a coding sheet. All relevant news stories from
traditional media were gathered using the Lexus Nexus application. Similarly, Twitter
APIls were used to retrieve tweets about the same topic. To create content categorization
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schemes, the Yoshikoder software was used. The data was analyzed using a cross-lagged
correlations panel design and the Rozelle-Campbell baseline.

The study’s universe includes the websites of Pakistani newspapers. In Pakistan,
there are over 100 well-known newspaper websites (Pakistani Newspapers List, 2020).
For data collection, the websites of “The News International,” The Nation," and “The Express
Tribune” were chosen. All of the websites chosen are associated with Pakistan’s leading
newspapers, both in terms of circulation and credibility (Rasheed, 2017). The monthly
click rate of the aforementioned newspaper websites has remained between 8 and 10
million (Top 30 Pakistan Newspapers Online, 2020). Twitter is one of the most popular
social media applications among politicians, journalists, and the general public. In
Pakistan, there are approximately.03 million monthly active Twitter users (Yousaf, 2013).
To meet the study’s requirements, two coding sheets were created in the current
research study, one for newspaper websites and the other for social media. As a result,
two keyword dictionaries were created in order to analyze the data. The Turkish
President’s visit to Pakistan was chosen as an issue to test Inter-media Agenda-setting
between Twitter and selected newspaper news websites. Turkish President Recep Tayyip
Erdogan visited Pakistan on February 13-14, 2020, and one day before his arrival, there
was evidence of Twitter priming in the form of words like “revival of Ottoman Empire,’
“Caliphate,”’Kingship"”. It referred to a bygone era of Muslim rule, particularly the Ottoman
Empire. The Turkish President’s speech in Pakistan’s parliament on February 14, 2020,
was also influenced by Twitter priming; during his speech, he referred to the old golden
era of Muslim rulers, namely the “Ottoman Empire.” In light of these findings, the
researcher examined Twitter posts from 13 to 15 February 2020 in order to identify
Twitter priming and, as a result, its reflection in traditional media. The inter-media
priming effect was calculated using keywords such as Ottoman Empire, Caliphate, and
so on. Twitter data contained tweets in both Urdu and English, and in order to analyze
the data, MS Office 2019 was used to translate all Urdu tweets. The act of identifying
concepts present in a given text or set of texts is the first step in relational analysis.
However, the relational analysis seeks to go beyond presence by investigating the
relationships between the identified concepts (Palmquist, Carley, & Dale, 1997). Inter-
media agenda-setting also employs comparative relational analysis to determine the
extent to which contents published on one medium are similar to contents published
on another. The current study will draw its conclusions based on a comparative analysis
of the contents of Twitter and newspaper websites. CLPD is one of the accepted methods
for testing inter-media agenda-setting, as used by many scholars such as Kushin (2010).
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The CLPD was also used in this study to test research hypotheses. The current study
established six cross-correlation panels for inter-media agenda-setting with a one-day
time lag to compare the agendas of Twitter and national newspapers. These six cross-
correlations enabled a significance test of the relationship between Twitter and the
websites of newspapers with the mentioned time lags. This model generates two pairs
of three distinct sets of correlations, for a total of six correlations. The first group is made
up of synchronous correlation (PX1Y1 & PX2Y2). The autocorrelation is the second set
of correlations (PX1X2 & Y1Y2). The third group consists of cross-lagged correlation
(PX1Y2 & PY1X2). An addition in the shape of Rozelle Camp Baseline was made to
interpret cross-lagged correlation. The use of this baseline aids in the establishment
of a threshold point for cause-and-effect analysis (Dunn & Tedesco, 2005).

Reliability and Validity Analysis

The reliability test was performed using SPSS software and coefficient value (.632
and .943) endorses reliability of the instrument. No value was excluded or deleted on
the basis of non-correspondence instrument being 100% valid.

FINDINGS

Findings regarding issue frequencies on Twitter show that more tweets related to
selected issues were uploaded on day one, followed by day two and then day three.
Data analysis reveals that the first-day keyword count on the topic of Defense, Arms,
and Regional Security was significantly higher (129) than the second (69) and third (69)
days (61). Data analysis reveals that the keyword count on the issue of Erdogan’s Address
to Pakistan’s Parliament was significantly higher (305) on the third day as compared to
the first (127) and second (127) days (75). Similarly, analysis shows that the first-day
keyword count on the issue of FATA Gray List was significantly higher (162) than the
third (71) day, followed by day 2. (45) Figure 1.1.

Findings regarding issue frequencies on selected newspaper web sites show that
more content related to selected issues was published on the second day as opposed
to day one, followed by day three. The same pattern can be seen in all of the papers
that were chosen. Trade ties were more common among selected issues than Kashmir,
followed by Defense and Security across all categories (See Table 1.2.). The correlation
matrix reveals that there is a strong correlation within medium, implying a simultaneous
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Agenda-setting effect between Twitter and online newspaper sites with a one-day
time lag. Similarly, an autocorrelation between Twitter in all-time lags yields significant
results, indicating that Twitter serves as a more effective agenda carrier between days
than the web versions of selected newspapers (See Table 1.3.).

In a single Excel sheet, Table 1.4 depicts six sets of correlations and cross-lagged
correlations. This procedure successfully combined all of the correlations that aided in
determining the direction of Twitter’s influence over print versions of newspapers. To
determine the causal direction, two sets of correlations were performed for each
newspaper and Twitter. Six panels of crossed lagged correlation were similarly set up,
and the results are presented using a statistical model. This entire procedure was carried
out using excel formulas, which are also presented in the table. Day 1-2 saw the first
cross-lagged correlation test between Twitter and the Express Tribune. The results
showed that the agendas of Twitter on day one and Express Tribune on day two were
synchronized (Pearson X2Y2 r=0.843). Day 2 saw the execution of a second cross-lagged
correlation test between Twitter and the Express Tribune. On day three, the results
showed that Twitter had a strong influence on the agenda of the Express Tribune (Pearson
r=0.897). Day 1-2 saw the third cross-lag correlation test between Twitter and The
Nation. The results showed that the agendas of Twitter on day one and The Nation on
day two were synchronized (Pearson X2Y2 r=0.734). On day 3, a fourth cross-lagged
correlation test was performed between Twitter and The Nation. The results showed
that Twitter had a strong influence on The Nation's agenda on day 3 (Pearson r=0.886).
Day 1-2 saw the fifth cross-lagged correlation test between Twitter and The News
International. The results showed that the agendas of Twitter on day one and The News
International on day two were synchronized (Pearson X2Y2 r=0.815). On day 3, the sixth
cross-lagged correlation test was conducted between Twitter and The News International.
The results showed that Twitter had a strong influence on The News International’s
agenda on day three (Pearson r=0.877). Overall, no evidence of Inter-media Agenda-
setting (IAS) was found in the findings from day one to day two; however, there was
synchronization between Twitter and online sources in terms of coverage of political
issues (r=0.843, 0.734, and 0.828, respectively). Inter-media agenda-setting between
Twitter and news-websites Express Tribune r=0.897, The Nation r=0.887,and r=0.877)
is demonstrated by findings from day two and three today. On data collected from
social media and traditional media, inter-media sentiment transfer was performed. The
findings show a consistency between the patterns of social media and traditional
media, and a priming effect was discovered during the research. The Ottoman Empire
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is a nostalgic and glorious Muslim past that piqued the interest of Twitter users (Table
1.5). Yoshikoder was used to conduct a sentiment transfer test (A software designed
for content analysis).

DISCUSSION AND CONCLUSION

The current study seeks to determine the inter-media agenda-setting influence of
Twitter and news websites on political issues in Pakistan. A comparative content analysis
was carried out between Twitter and the newspaper’s websites. Over the course of
three days, entire Twitter posts and news stories were collected, and computer-assisted
content analysis using keywords was performed. The Turkish President’s visit to Pakistan
was chosen as a test case for Inter-media Agenda-setting (IAS) between Twitter and
selected newspaper websites. To meet the study’s requirements, two coding sheets
were created: one for newspaper websites and one for social media. As a result, two
keyword dictionaries were created in order to analyze the data. A one-day time lag
was used for content analysis between Twitter and newspaper websites. Similarly, a
computer-assisted sentiment analysis technique was used to determine the nature of
inter-media framing. A codebook was developed to enable measurement of the
frequency of topics receiving attention in a national newspaper online and on Twitter.
Data collected with the codebook was fed into a machine learning software, and the
results were analyzed using cross-correlations and the Rozelle-Campbell baseline.
Additional preliminary analysis of data in selected international issues revealed the
presence of priming. The researcher also created a keyword to determine Inter-media
priming. To determine the causal direction, two sets of correlations were performed
for each newspaper and Twitter. Six panels of crossed lagged correlation were similarly
set up, and the results from this were presented using a statistical model. This entire
procedure was carried out using excel formulas, which are also presented in the table.
Overall, no inter-media Agenda-setting evidence was found from day one to day two
of the findings; however, synchronization between Twitter and online sources in terms
of coverage of political issues (Express Tribune r= =0.843, The Nation r= 0.734, and The
News International r=0.828) was discovered. This evidence supports the research study
hypothesis “It is more likely that there is a bi-directional Agenda-setting sequence in
the case of Pakistani political issues between social media and news-websites.” It also
suggests that social media and traditional media are becoming more integrated. Analysis
of Twitter posts reveals a synchronization between social media and traditional media
content, as the vast majority of Twitter posts are based on newspaper clippings or video
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footage from news channels. The majority of anchors, reporters, columnists, independent
journalists, and writers, on the other hand, use Twitter to discuss and break exclusive
news stories. Politicians are increasingly relying on Twitter as a primary means of
communication with the media and the general public. Tweets made by politicians,
military representatives, and famous media figures in Pakistan are flashed as breaking
news stories on channels and prominently covered in the following days'newspapers.
When these published news stories and footage become tweets as a matter of success
and pride, it becomes a cyclical activity. The same software was used for the study’s
fourth step, computer-assisted sentiment analysis. The results show that sentiment
transfer between social media and traditional media is consistent for both issues;
however, bullying and trolling have emerged as a phenomenon that requires attention.
The use of slang and other amusing language is on the rise, necessitating a policy
intervention involving machine-learning technology and digital literacy programmes.
The study also discovered that political parties consistently use social media cells to
push agendas on social media in order to gain attention in traditional media. The current
study’s findings are consistent with the findings of numerous previous studies that
investigated the influence of online media on the agendas of other types of media.
During the US political campaign, Roberts, Wanta, and Dzwo (2002) discovered that
related reporting from five news outlets had a clear intermedia agenda setting impact
on electronic bulletin boards. Lim (2006) contrasted the problem agendas of two online
newspapers and one online wire service in South Korea. According to the findings, the
leading online newspaper dominated the secondary online newspaper and the online
wire services during the first stage of agenda setting. Sweetser, Golan, and Wanta (2008)
discovered“strong correlations between blogs and the media agenda” during the South
Korean general election. Lim (2006) examined the topic priorities of three South Korean
online news media and discovered that the leading online news websites outnumbered
secondary news websites. Groshek and Groshek (2013) examineed the degree to which
traditional media influence the social media agenda as well as the reciprocal agenda-
setting impact of social media issues that join traditional media agendas in a research
study using time series. According to Posegga (2018), social media outlets have become
easily accessible elements, particularly in the case of political campaigns. Similarly,
according to Culloty (2016), Twitter is playing an increasingly important role in connecting
people to news stories; research into the role of hashtags in media agenda-setting and
issue framing has advanced rapidly; and Qaisar and Riaz (2020) discovered a significant
correlation between Twitter top trends and next print media coverage. All of the studies
mentioned above discovered an inter-media agenda setting relationship in some way.
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The current study investigated the impact of Twitter on the content of newspaper
websites. The current study’s findings elaborate on the bidirectional flow of agendas
between Twitter and newspaper websites. The current study is the first of its kind in
Pakistan in terms of political issues.

The current study’s findings have established a link between social media and
network-based journalism. It is clear that mediums are becoming more integrated and
synchronized. This synchronization is primarily due to intense competition among all
of these outlets, as no outlet can afford to miss or delay any agenda item. The audience
has access to a wide range of information sources, so the lag between reports is kept
to a minimum in order to remain relevant in the market. According to the findings,
Twitter was also used to create priming effects by activating “Ottoman Empire” nostalgia;
however, traditional media’s reaction to this was insignificant.

In light of the study’s findings, a new model for interpreting inter-media agenda-
setting between social media and traditional media has been proposed. This model
depicts inter-media as a crossroads phenomenon, with each road representing a different
type of media connected cyclically. In recent times, agenda has been assigned a new
- term data traffic; the current model explains agenda setting in a data traffic sequence,
how data is created from various sources, and how it travels between the government,
corporate, and public sectors. Traditional boundaries have blurred in the new media
environment, where there is no longer vertical communication, but rather a mix of
vertical and horizontal modes of communication. This model explains how different
agendas interact and eventually form a national agenda based on magnitude, relevance,
important personalities, issues, crises, policies, statements, controversies, conflicts,
incidents or events, and so on. However, in today’s new media environment, the life of
an agendais very short. Even within a single day, different agendas come and go as new
agenda items take precedence over previous ones. This is also a cyclical activity in the
sense that one policy agenda may emerge as a national agenda, and a public issue may
emerge as a national agenda, and vice versa. Another critical point is simultaneous
agenda setting across mediums. With the advancement of technology and cutthroat
competition between mediums for content uploading, traditional and social media
have collided, paving the way for simultaneous content buildup. With the rapid adoption
of information and communication technologies, Pakistan’s youth constitute the vast
majority of the population. Youth political mobilization and use of social media has
increased in recent years. In Pakistan, the readership of news websites is still insignificant,
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making it relevant to agenda setting as well. Another important aspect of political
communication is the presence of social media cells in almost all Pakistani political
parties. These social media cells, which push agendas based on the framing and priming
of their political leaders, parties, and manifestos, generate data traffic throughout the
day. These cells subsidies information to reporters, and as a result, such contents are
published in print and online versions, resulting in agenda transfer between mediums.
Other forces, such as civil society, human rights activists, sectarian groups, educators,
propagandists, foreign elements, advocacy organizations, NGOs, INGOs, Commissions,
and so on, are constantly pushing content on social media. Some of these contents
become viral on Twitter and other social media platforms, influencing and inviting
traditional media response. It’s also an interesting mix of formal and informal agendas.
Formal agendas, such as defense-related issues, can sometimes elicit a response and
become a national agenda. As a result, some informal agendas, such as social issues and
justice movements, become popular enough to become national agendas, such as
Justice for Zainab (an 8-year-old girl who was raped and murdered. A bill bearing her
name, the Zainab Alert Bill, was recently passed by the Senate. It is important to note
that there are only two types of agendas on social media: public and sponsored. According
to the preceding discussion, social and traditional media have become highly correlated
in the new technology-driven media environment (Figure 1.7).

The preceding discussion suggests that, while agenda-setting research has completed
its 50-year cycle, new ideas and concepts emerge on a daily basis, furthering scholars’
agenda-setting research. Over the last few years, research on the agenda-setting effects
of media has experienced many ups and downs, making for an exciting journey. Initially,
agenda-setting research focused on the transfer of salience from media to public, but
the concept of framing issues by media and activation of previously held views (priming)
was added to the scope of the research. However, with the rise of social media, traditional
media roles have shifted, as the media’s ability to act as a gatekeeper has become
blurred. Social media has weakened a single medium’s ability to change, propose,
control, set,and move any agenda item of its own choosing among a general audience.
Twitter, among available social media, has the ability to consolidate issues, particularly
political issues, because Twitter users are opinion leaders and influential in shaping
public opinion. Similarly, Twitter can have an impact on other social media platforms.
The current study concludes that there is an increasing integration between social
media and news websites, blurring the lines between traditional and social media.
Politicians and political issues have found new life thanks to social media. Social media
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has now become an integral part of the political process. After 2011, there was a visible
political mobilization in Pakistan, which was characterized by social media.

This study focused solely on inter-media agenda setting between Twitter and news
websites. In the future, a study involving other social media platforms such as Facebook,
Instagram, and YouTube could be conducted. Twitter priming effect studies can be
designed to investigate Inter-media priming in depth, as well as a survey design to
determine the priming effect on the general public. Similarly, some research has been
conducted into how the news media uses the social media platform and what it does
for news consumers. A future study could be conducted to test how Twitter users select
news on the site. Another area of future research could be the use of Twitter-based
videos and their influence on users, as video content is increasingly being produced
and consumed by young people rather than textual content.
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TABLES AND FIGURES

Basic data collection sheet for news-website consists of newspaper name, upload
date, time and complete text of news accordingly. Basic data collection sheet of Twitter
consists of twitter handle, upload date, time and complete text.

Table 1: Day Wise Issue Frequencies Over Twitter

Ser Issyes (Discussed on Twitter % Twitter % Twitter %

Twitter)
Day 1 Day 2 Day 3

1. Defense, Arms, Regional 129 6.25 69 6.58 61 461
Security

2. Erdogan’s Address to 127 6.16 75 716 | 305 | 23.07
Pakistan's Parliament

3. FATF Gray List 162 7.85 45 4.29 71 5.37

4, Issues of Muslim World 109 5.28 26 248 75 5.67

5. Joint Declaration 4 0.19 7 0.67 3 0.23

6. Kashmir Issue 230 11.15 187 17.84 311 23.52

7. Pak Turk Friendship 231 11.20 59 5.63 76 5.75

8. Political Parties and 3 0.15 2 0.19 4 0.30
Politicians

9, Portrayal of Erdogan as 88 427 10 0.95 34 257
Leader

10. Terrorism related Issues 20 0.97 5 0.48 10 0.76

17, | Tourism, Education and 50 242 77 735 34 257
Culture

12, | Trade Agreements/ 163 7.90 291 2777 | 128 9.68
Framework

13. Business Opportunities 52 2.52 80 7.63 88 6.66

14. Ms. Emeni (1st Lady) 23 1.1 8 0.76 7 0.53

15. issues of Turkey 5 0.24 22 2.10 3 0.23

16. Ottoman Empire (Twitter 347 16.82 47 448 78 5.90
Priming)

17. Welcome & Reception 320 15.51 38 3.63 34 2.57

Total 2063 1048 1322
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Table 2: Correlations Test Between Twitter and News-websites

Variable Test | T2*** | T3 ET1 Ex2 | Ex3 | Nal | NT2 NT3 | TN1 | TN2 | TN3
1 827" | 812 | .700" | .836" | .582" | .399 | .876™ | .861" | .624" | .896" | .635"
TwiiterD1 .000 .000 .005 | .000 | .029 | .158 | .000 .000 | .017 | .000 .015
14 14 14 14 14 14 14 14 14 14 14 14
827%* 1 910** | .581* | .615*% | .188 | .506 | .865** | .870** | .307 | .761** | .565*
TwitterD2 | .000 .000 .029 | .019 | .520 | .065 | .000 .000 | .286 | .002 .035
14 14 14 14 14 14 14 14 14 14 14 14
812%¢ | 910 | 1 555% | 632% | 259 | 479 | 842%* | 811** | 264 | .748* | 615*
TwitterD3 | .000 | .000 040 | .015 | 370 | .083 | .000 | .000 | .362 | .002 | .019
14 14 14 14 14 14 14 14 14 14 14 14
**_significant at the 0.01 level (2-tailed). *.significant at the 0.05 level (2-tailed).
***T=Twitter, Ex= Express Tribune, Na=The Nation, TN=The News International
Table 3: Cross Lagged Correlation Test Excel Sheet
Calculation of Rozelle Camp Baseline (RCB) Inter-media Agenda-setting (IAS)

*((A14+B1)/2)*SQRT(((C1)A2+(D1)A2)/2)

*AND($H5>=C5,$H5>=D5, $H5>=E5,
$H5>=F5, $H5>=G5, $H5>=I5)

Medium X1Y1 | X2Y2 | X1X2 | Y1Y2 | RCB | X1Y2 | X2Y1 Direction —»
Synchronization of
Twitter VS Express Day 255 | 843 | 334 | 611 | 0270 | 067 785 Agenqa between
1-2 Twitter and
Newspaper Site
Twitter VS Express Day | 43 | 507 | 500 | 699 | 0437 | .897 | .378 Twitter to
2-3 Newspaper Sites
Synchronization of
Twitter VS The Nation Day 133 | 738 | 334 | 576 | 0204 | 195 723 Agen(;la between
1-2 Twitter and
Newspaper Site
Twitter VS The Nation Day 667 545 590 564 | 0349 | .887 362 Twitter to
2-3 : ’ ’ : ’ : ’ Newspaper Sites
Synchronization of
Twitter VS The News Day 003 828 | 334 533 | 0185 | 335 815 Agen(Ija between
1-2 Twitter and
Newspaper Site
Twitter VS The News Day 720 562 590 581 | 0375 | 877 875 Twitter to

2-3

Newspaper Sites

* |AS test was performed using MS Excel 2019, formulas are given above.
** Figures showing Pearson Correlation values generated through SPSS-17 software
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Category Frequency in Percentage Frequency in Percentage
Twitter Newspaper
Consider it Useful 1057 74.69 179 94.70
Consider it Useless 5 .003 2 001
Trolling 170 12.01 1 .005
Bullying 0 0 0 0
Priming** 183 12.93 7 .037
*calculated using Yoshikoder software\
**Inter-media priming effect was calculated using key words ottoman
empire, Caliphate
Statistical Modeling
X1 PX1X2 .334 X2
PX1Y2 .067 T
PX1Y1 0.26 \'\.\_\"‘/.a‘PX2Y1=.785 .843 PX2Y2
Y1 PY1Y2 .611 Y2
RCB= 0.270
Figure 1: Twitter Day 1 and Express Tribune Day 2
X2 PX2X3 .590 X3
o PX2Y3=.897
PX2Y3 0.84 Tl 7T PX3Y2=.6 | 507 PX3Y3
Y2 PY2Y3 .699 Y3
RCB= 0.437

Figure 2: Twitter Day 2 and Express Tribune Day 3
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X2 PX1X2 .590 X3
T RX2Y3=.887
PX2Y2  0.67 T RX3Y2=.862 545 PX2Y2
V2 PY1Y2 .564 v3
RCB=0.349

Figure 3: Twitter Day 1 and The Nation Day 2

X1 PX1X2 .334 X2
TPX1Y2=.175
-~ PX2Y1=.723
PXIVL 013 734 PX2v2
V1 PY1Y2 576 Y2
RCB=  0.204

Figure 4: Twitter Day 2 and The Nation Day 3

X1 PX1X2 .334 X2
T PX1Y2=.335
PX1Y2  0.00 T -PX2Y1=815 | 828 PX2v2
V1 PY1Y2 533 V2
RCB= 0.185

Figure 5: Twitter Day 1 and The News Day 2
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X2 PX1X2 .590 X3
T~ PX2Y3=.887
PX1Y2 0.72 \"'\7-""/ PX3Y2=.875 |56
Y2 PY1Y2 .581 Y3
RCB=  0.375

Figure 6: Twitter Day 2 and The News Day 3

4 )

Govt/opposition Leadership, international Sources, organization, institutions,
Establishment, Advertising, PR, Advocacy, campaigns & Media Cells

Formal Agenda

S
(Traditional) Y Social Media)
TV Channels A Face Book
. 4
Newspapers National e Twitter
. n
News Agencies Agenda - Instagram
News sites a Youtube
Web blogs Whatsapp

Public Agenda

Events, Incidents, Social Issues, Vloggers, Bloggers, Writers, Civil Society, Journalists, Experts,
Celebrities, Stars, Public Figures, Scholars, Interest Groups, Sectarian Groups &Pressure Groups

Figure 7: Integrated Media Agenda Setting Model
Designed by Abdul Rehman Qaisar 2020
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Appendix A

Dictionary File Turkish President’s Visit to Pakistan

Defense

Army, defence, defense, military

Erdogan’s Address to Pakistan’s Parliament

Address, Addressed, Addresses, Addressing

FATF

FATF, Financial action task force

Issues of Muslim World

Islamophobia, Libya, Syrian, Palestine

Joint Declaration

Press conference, communique, declaration, joint Declaration

Kashmir Issue

Kashmir, Kashmir’s, Kashmiri, Kashmiries, Kashmirii

Pak Turk Friendship

Brothers, Friends, Partners, time tested friend

Political Parties and Politicians

Bilawal, Buzdar, ParvezElahi, Shah Mehmood, ChaudhrySarwar,
opposition’s, opposition, AsadQaisar, shah Mahmood, shah
mehmood, shahabaz Sharif

Portrayal of Erdogan as Leader

Gallup, Hero, friend of Pakistan, great leader, Islamic leader, Muslim
leader, Muslim leaders, popular leader, prominent, Supporter,
visionary. world leader

Terrorism

ISIS, militants, terror

Tourism, Education and Culture

Citizenship, culture, education, tourism

Trade Ties

Free Trade, HLSCC, MOUs, bilateral, cooperation, investment, joint
working groups, strategic economic, trade ties, trade volume,
business, business

Emeni (Turkish First Lady)

Emine

Issues of Turkey

#canakkale, Canakkale, Cyprus

Ottoman Empire

Caliph, caliphate, khilafat, khilapha, muslim emperor, muslim rulers,
ottoman, umma, ummah, umman, ummat

Welcome to President

Guard of Honor, Red carpet, driver, drove, warm, warmly
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Rehman Qaisar, A, Riaz, S.

Dictionary File Sentiment Analysis Turkish Present’s Visit to Pakistan

Positive
Sentiment

Amazing, Best, Better, Decent, Effective, Enjoyable, Excellent, Expert, Fair, Favour, Favor, Fine,
Finest, Good, Great, Lovely, Nice, Paramount, Pleasant, Proper, Quality, Reaction, Respectable,
Right, Sound, Splendid, Suitable, Super, Superlative, Terrific, Top, Unsurpassed, Upright,
Useful, Valuable, Wonderful, big, celebrate, celebrating, celebration, celebrations, correct,
enjoying, excellent, excited, exciting, fantastic, happy, huge, enjoy, justified, massive, popular,
praised, rare, right, smilingface, thank, valid, welcome

Negative

Adverse, Aggressive, Bad, Biased, Brutal, Cruel, Damaging, Difficult, Discrimination,
Discriminatory, Guilty, Harsh, Hostile, Inclined, Influenced, Injurious, Partial, Poor, Prejudice,
Ridiculous, Ruthless, Silly, Subjective, Thrashed, Thrashing, Threatening, Tough, Ugly, Unfair,
Unfavorable, Unpleasant, Unproven, Vicious, Vindictive, Worse, angry, bitter, crying, dark,
dejected, disappointed, discriminating, failed, fake, fear, fearful, pained, Rejected, scared,
scary, senseless, tense, terrible, tough, tragic, ugly, unfortunate, unfortunately, unlucky,
useless, worst, worthless, wrong

Connectist: Istanbul University Journal of Communication Sciences, 2021, 61, 187-211 211







Connectist: Istanbul University Journal of Communication Sciences, 2021,61,213-240  DOI: 10.26650/CONNECTIST2021-907123

Connectist: Istanbul University Journal of Communication Sciences

E-ISSN: 2636-8943

cuv,

255 [STANBUL
~ UNIVERSITY
TEST _ PRESS

35
<
i
@!

Research Article / Arastirma Makalesi

Content Structure of University Radio Stations
in Turkey As Part of Their Broadcast Policy

Tiirkiye’deki Universite Radyolarinin Yayin Politikalart
Kapsaminda I¢erik Yapilanmast

Firat TUFAN' ®, Sedat KOKAT? ®, Zeynep Ekin BAL?

'Assoc. Prof. Dr., istanbul University, Faculty of
Communication, Department of Radio, Television
and Cinema, Istanbul, Turkey

“Res. Asst,, Istanbul University, Faculty of
Communication, Department of Radio, Television
and Cinema, istanbul, Turkey

3Dr. Res. Asst., Istanbul University, Faculty of
Communication, Department of Radio, Television
and Cinema, Istanbul, Turkey

ORCID: F.T. 0000-0002-4992-8593;
S.K. 0000-0003-4959-5060;
Z.E.B.0000-0003-3439-088X

Corresponding author/Sorumlu yazar:

Firat Tufan, istanbul University, Faculty of
Communication, Department of Radio, Television
and Cinema, istanbul, Turkey

E-mail/E-posta:

firat.tufan@istanbul.edu.tr

Received/Gelis tarihi: 31.03.2021

Revision Requested/Revizyon talebi: 12.04.2021
Last revisi ived/Son
21.10.2021

Accepted/Kabul tarihi: 21.10.2021

teslimi:

Citation/Atif: Tufan, F, Kokat, S,, Bal, ZE,, (2021).
Content structure of university radio stations in
Turkey as part of their broadcast policy. Connectist:
Istanbul University Journal of Communication
Sciences, 61,213-240.
https://doi.org/10.26650/CONNECTIST2021-907123

ABSTRACT

The aim of this study was to examine to what extent university radio stations
in Turkey are an alternative to popular, commercial radio stations by analyzing
the program content and general approaches within the framework of their
music and program policies. Using the qualitative research method, in-depth
interviews were carried out with the employees and representatives of 25 public
and 9 foundation university radio stations across various regions and different
cities of Turkey. Twenty university radio stations were examined on site by direct
observations and face-to-face interviews, and we interviewed the representatives
of 14 university radio stations via telephone or video communication. All
interviewees were asked the same semistructured questions. Furthermore, the
supervisors of the 11 sample radio stations who archive their programs regularly
selected some of the programs and shared their archives with the researchers.
These selected programs were analyzed in terms of the duration of talk and
music, and categorized according to the production elements. It was found that
university radio stations in Turkey have problems with content production for
various reasons and are exposed to certain restrictions. Therefore, in contrast to
international practices and the existing literature, they have content similar to that
of commercial radio stations, rather than broadcasting alternative content.
Keywords: Radio, university radio stations, content structure, alternative

broadcasting, community broadcasting

oz

Bu calismanin amaci, Turkiye'deki Universite radyolarinin muzik ve program
politikalar cercevesinde icerik ve yaklasimlarinin incelenmesi sonucunda ne
boyutta alternatif radyo 6zelligi sergilediklerini saptamaya calismaktir. Nitel
arastirma yontemiyle gerceklestirilen bu calisma kapsaminda, Turkiye'nin gesitli
bolgelerinden ve farkli sehirlerden 25 devlet tniversitesi ve 9 vakif tiniversitesine
bagh tniversite radyosunun sorumlu ve calisanlariyla derinlemesine gériismeler
gerceklestirilmistir. Yirmi Universite radyosu yerinde incelenmis, gozlem
yapilarak degerlendirilmis ve bu radyolarin katiimcilari ile yiiz yiize goriisme

gergeklestirilmisken, 14 tniversite radyosunun katilimcisi ile telefon ya da internet
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aracih@iyla gorustlmustir. Gorusilen tiim katihmcilara ayni
yar yapilandiriimis sorular sorulmustur. Bununla birlikte,
orneklemde bulunan, arsiv programlarinin kaydini dizenli
olarak tutan ve bu program kayitlarini arastirmacilarla
paylasmakta sakinca gérmeyen 11 radyonun sorumlulari
tarafindan segilen bazi programlari, séz, muzik ve icerik
unsurlari bakimindan analize tabi tutulmus ve yapim

unsurlarina  goére kategorize edilmistir.  Tirkiye'deki

Universite radyolarinin pek cok gerekge ile icerik tretimi
konusunda sorunlar yasadigi, Uretiminin kisitlandig,
uluslararasi literatiir ve uygulamalardan 6nemli oranda
ayrisarak alternatif bir tavir benimsemek yerine yaygin,
ticari radyolarin iceriklerine benzer &rnekler sergiledigi
tespit edilmistir.

Anahtar Kelimeler: Radyo, (niversite radyolari, icerik

yapilanmasi, alternatif yayincilik, topluluk yayinciligi
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INTRODUCTION

Today's radio broadcasting content is frequently criticized worldwide, especially in
academic circles. The focus of these criticisms lies in the structuring of radio content
with a shift away from radio’s traditional functions for economic reasons. As a result,
the content presented to the audience mainly involves music and entertainment
elements. In Turkey, a majority of radio stations ignore their historical function as
providers of news and educational and cultural content and broadcast only music-and
entertainment-oriented content. Even university radio stations in Turkey, which would
be expected to exhibit alternative broadcasting approaches, have instead adopted
popular approaches. Thus, determined efforts and applications are required to change
the current situation.

In Turkey, the number of communication faculties started to increase considerably
between 2000 and 2010, and even more rapidly after 2010, giving way to an increase
in the number of university radio stations as well. Today, there are over 50 university
radio stations in Turkey broadcasting terrestrially or over the internet only, and these
stations, despite sharing some features in common, have different characteristics in
many aspects of university radio broadcasting.

University radio stations are alternative radio broadcasting practices that are accepted
as the third broadcasting model worldwide. These stations offer content that is an
alternative to that offered by popular, commercial radio stations and are important
due to their educational mission and their free, scientific, and democratic attitude.
Based on the importance of university radio broadcasting, the aim of this study was to
reveal the content structure of Turkey’s university radio stations and to offer suggestions
to strengthen the alternative aspect of these stations.

University Radio Stations And Content Structure

The first examples of university radio stations date back to the early years of the
discovery of radio technology and regular radio broadcasting. The struggle to establish
and develop a radio station within a scientific and educational institution emphasizes
its value and importance. In the first half of the 20th century, the adoption of such an
effective and transformative means of mass communication by universities, which are
regarded as centers of free and scientific thought, and the use of the radio for educational
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purposes brought together students and educators, as well as large masses of people.
On the other hand, radio functioned as a propaganda tool of the government during
wartime and of the capital in the time of peace. With changing social structures and
developing technology, the role and effectiveness of radio have changed; university
radio stations developed different structures and continue to exist today.

Priestman (2002, pp. 20-25) positioned university radio stations, which he defined
as the third-sector model of broadcasting, as media that offer content that is an
alternative to publicand commercial broadcasters and provide educational programs.
University radio stations have educational and cultural missions. These radio stations
are generally operated by university students, and their target audience is also university
students. They are participatory radio stations, both conceptually and in practice,
because they allow students to participate in production and management stages.
This enables the development of students’ public lives. University radio stations are
compatible with community radio stations (Wallace, 2008, p. 44).

Throughout their existence, community radio stations have been in a constant
struggle to differentiate themselves from the mainstream media. In this struggle,
community broadcasters prioritize serving by meeting the expectations and social and
cultural needs of the audience for which they are responsible, rather than trying to
increase their income by reaching a wider audience, despite economic pressures.
Considering the opinions regarding the general nature and responsibilities of university
radio stations, it becomes clear that instead of showing characteristics similar to those
of commercial and popular stations, these stations should differentiate themselves
and undertake an alternative mission, just like community radio stations. Considering
the practices around the world (Birowo, 2010; CBAA, 2021; Coccoli, 2014; Hedberg,
1986; Ibrahim & Mishra, 2016; Manyozo, 2007; Pérez-Alaejos, Martin Valiente, &
Herndndez-Prieto, 2016; Teixeira & Silva, 2009; Wall, 2007; Wilson-David, 2015), it can
be seen that university radio stations mostly adopt alternative broadcasting missions.

As all school radio stations are student oriented and are at the center of educational
processes, the community for which these radio stations are responsible is, of course,
students and others in academic circles. Furthermore, the requirement that radio
stations affiliated with universities, which are regarded as centers of free thought and
science with a universal and democratic approach, should carry out their activities in
an integrated manner with the participatory and democratic structure of alternative
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broadcasting or community broadcasting is an important mission expected from these
stations. However, as universities are educational institutions, the first and most basic
approach adopted and implemented by university radio stations historically has been
educational.

It does not seem possible to present a single definition of educational broadcasting,
although this was one of the first reasons for the emergence of university radio stations.
Both historical changes in broadcasting practices and the differences in practice between
countries reveal different dimensions of educational broadcasting. Whereas educational
broadcasting was positioned against commercial broadcasting and the process of its
creation was difficult in the American broadcasting system of the 1930s, the British
Broadcasting Corporation provides an example of various educational programs that
were developed using the public service broadcasting approach. In the early years of
the radio, educational broadcasting in many countries was carried out based on
curriculum, whereas in the following years, didactic content based on curriculum was
abandoned and different types of program content, such as interviews, drama programs,
quality music, and news, were broadcast. On the other hand, educational broadcasting
with formal educational content continued, especially in poor and underdeveloped
countries with low literacy rates (Paulu, 1981).

In the early years of radio broadcasting in the United States, educational broadcasting
sought to find a way to survive the pressures of commercial approaches. Whereas some
circles claimed that educational radio stations could develop in cooperation with
commercial stations, others stated that they should be organized in a completely
independent form. As a result, educators preferred to shape educational radio stations
by developing projects independent of commercial radio practices during those years
(Sterling, 2009).

In a study conducted in 2007, the researcher found that radio stations at universities
in the United States constituted 11% of all terrestrial broadcasting stations in the
country, and these stations offered alternative content and assumed an alternative
role outside of popular commercial radio’s musical preferences, promoting the
independent rock (indie rock) genre. The results of the research examining the musical
content of three different university radio stations in Boston and New York over five
years showed that these stations differed greatly from popular and commercial radio
stations in terms of their musical preferences and that their alternative perspectives
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were based on the development process of the sector after the 1920s (Wall, 2007). In
another study conducted in the United States, 13 university radio consultants were
asked for their opinions, and five important factors affecting university radio stations
were determined. These factors were the decreasing prestige of college radio advising
within the college and university communities, a decreasing amount of direct institutional
financial support for college radio, an inexorable move toward digital production and
transmission, the changing composition of students participating in college radio, and
a continual reliance on locally produced alternative music and sports programming
(Tremblay, 2003).

In Australia, which has a strong tradition of distance education, the radio was
designed and supported by universities in its first years and reached hundreds of
thousands of people for educational purposes with the“School of the Air”application.
Toward the end of the 20th century, demand for and investment in distance education
increased dramatically, encouraging many universities in Australia to show initiative
(Evans, 1995). In the mid-1970s, many community and campus radio stations emerged
in Australia, with the licensing opportunity granted by the government to enable
educational institutions to conduct broadcasting activities (Hedberg, 1986), and radio
became an inseparable part of Australian universities. Today, many university radio
stations in Australia continue to broadcast as community radio, as well as having a
guiding mission in the production of alternative content (CBAA, 2021).

A study on 22 university radio stations gathered under the umbrella of a union
in Spain, where the first university radio stations were established in the 1940s,
revealed that the main objective of these stations was to produce programs on
culture, science, and technology within the framework of public service broadcasting
(Pérez-Alaejos et al., 2016). In Portugal, on the other hand, university radio stations
included events related to academic life at the university in their program schedule,
broadcast cultural programs, and included alternative music (Teixeira & Silva, 2009).
In Italy, where 41 university radio stations broadcast regularly in 2014, the main
purpose of university radio stations operating under a union was to improve
students’radio broadcasting skills with new technologies and reach the audience
with new teaching techniques (Coccoli, 2014). In England, which has university
radio stations run by student communities, these stations are considered to be a
social acquisition that provides strong benefits to students’ learning processes
(Wilson-David, 2015).
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Since its invention as a means of mass communication, the radio, which was originally
used primarily to meet the needs of farmers and rural citizens in the agricultural field
or teachers in the field of education for direct or complementary education in many
countries, has also been used to disseminate foreign language education due to its
auditory advantages. The radio’s ability to reach challenging geographical regions both
quickly and economically, its potential to eliminate inequality in education, and its
pedagogical competence have been important factors in its preferability (Chandar &
Sharma, 2003; Clyne, 2003; Hedberg & McNamara, 2002; Lambert, 1963; Naidoo &
Potter, 2007; Nazari & Hasbullah, 2010; Potter & Naidoo, 2009; Tsuda & Lafaye, 2005;
Wei, 2010). This potential of radio, which includes the public benefit, has been supported
mainly by the initiatives of public broadcasters or universities.

The first radio broadcasting trial outside state radio broadcasting in Turkey was in
1946, again with a university initiative. Istanbul Technical University Radio, which was
established by making use of the exceptional basis granted to educational institutions
by law number 3222, is considered a starting point for university radio broadcasting
(ilaslan, 2014). Following this initiative, the Istanbul University Faculty of Science Radio
was established in 1951. The establishment objective of this radio station was to train
personnel professionally who would work at radio stations. Even though the radio
station’s broadcast schedule included mostly musical content, news about the university
and announcements of exam results were broadcast occasionally (Aziz, 1971, p. 124).

The first formal educational radio station in Turkey started offering educational
support to elementary and secondary school students in 1962 (Altinkaynak, 1962), and
more than 30 school radio stations affiliated with the National Ministry of Education
were put into service before and after the establishment of the Turkish Radio and
Television Corporation. Aziz (1971, pp. 125-126) pointed out that even the Ministry had
no knowledge of these numerous radio transmitters and that this broadcasting model
was implemented unsystematically. These stations were also established for educational
purposes, but there were no educational broadcasts in their content. Some of these
stations, which mostly played music, broadcast news about students. The quality of
their content was very poor because the broadcasts were under the supervision of the
school administrations.

Regarding educational broadcasting and university radio stations, it would be pertinent
to mention communication education and the faculties of communication, as well as
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their role in journalism and radio-television broadcasting in Turkey. Communication
education, which started within journalism schools in Turkey, has undergone major
transformations and has evolved to the high school, institute, college, and finally university
levels. Communication education, defined as a “problematic area” for many years, has
made a constant effort to gain ground while within the bounds of media, capital,
technology, and education policies. Communication education, in which schools in
Istanbul and Ankara played a leading role at the beginning, continued to spread and
differentiate later with the inclusion of universities in other cities such as Izmir, Eskisehir,
Konya, Erzurum, and Elazig. Although one of the aims of the first communication schools
was to train professionals for the media, a rapidly increasing number of communication
schools have structured their content at different levels in terms of practice and theory.
Due to the unplanned increase in the number of communication schools, the current
problematic situation in the media sector, and employment concerns of senior students,
applied courses and practice units in the communication faculties have also increased
rapidly but still remain insufficient (Arik & Bayram, 2011; Kiikrer, 2011; Tokgdz, 2006; Uzun,
2007). The relatively low cost of radio installation and the enhancement of new digital
transmission technologies offering new opportunities for broadcasting are important
factors for establishing school radio stations, which have increased in parallel with the
increase in the number of communication faculties, fine arts faculties, and vocational
schools that provide communication education and that are established to meet the
need for applied education.

AIM AND METHODOLOGY

Aim

The aim of this study was to determine to what extent university radio stations in
Turkey differ from their international counterparts. The main question of this study is
whether university radio stations in Turkey are alternative radio broadcasters.

To understand how university radio stations structure their content within the scope
of their broadcasting policies and experiences in this process, the following research

questions were prepared:

1. What are the preferences for the format and content of university radio stations
in Turkey?
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2. What are the problems faced by university radio stations in Turkey regarding
content production?

3. What are the similarities and dissimilarities between university radio stations
and commercial radio stations in Turkey in terms of content structuring?

4. Does university radio in Turkey display features of alternative or community
radio broadcasting?

5. What are the efforts of university radio stations in Turkey regarding their
educational and academic mission?

Method

This research involved a qualitative analysis method based on descriptive research
and in-depth interviews. Within the scope of the study, broadcasting policy, program
types, musical preferences, organizational structure, technical-technological
competencies, human resources, legal structuring forms, and the financial structures
of each radio station were evaluated as independent variables that affect the quality
of the station, and the effects of university setting on broadcast content were examined
in this context. In-depth interviews were conducted face to face with the representatives
of 20 university radio stations from 34 university stations in the sample, and via telephone
or remote video with representatives of 14 university stations. 20 radio stations were
observed on site.

In-depth interviews that enable qualitative analysis make it possible to collect data
directly for the research purpose while promoting an exploratory inquiry with open-
ended and semistructured questions. With this technique, the interviewer can analyze
the respondents’opinions and perspectives in a deep and versatile way, illuminate the
background of the ideas, and thus obtain a rich data set. The data are categorized,
filtered, and interpreted according to the themes suitable for the research questions.
Data obtained from interviews can be quoted directly or paraphrased indirectly (Guion,
Diehl, & McDonald, 2011). Qualitative data collection techniques such as observation
and interviews are considered highly reliable because they approach events, facts,
perceptions, and trends in their natural environment in a realistic and comprehensive
manner, and the flexible nature of these techniques strengthens the researcher’s hand
in terms of validity (Yildinm & Simsek, 2008, pp. 39, 256). However, because observations
and interviews also reflect the views of the participants in the process, they present a
rich perspective to the researcher (Newcomb & Lotz, 2002, p. 72).
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To determine the general program production elements of 11 university radio
stations from the sample, some of the program content broadcast by these stations
were also analyzed according to their talk and musical elements. A descriptive analysis
of the talk and musical elements of radio programs reveals the production elements
of the programs and therefore the type of radio station (Aziz, 2007, pp. 67-68); such
analysis revealed more rational results than did the statements to categorize the general
structure of the stations.

The radio stations in the sample are encoded with the letters DR and VR (DR1-DR25;
VR1-VR9). DR represents a state university radio station, and VR represents a foundation
university station. To protect the identity of the stations and the participants, ellipses
(...) are used where the name of the station or the participant was pronounced during
interviews. For direct quotations from interviews, ellipses are used to indicate omitted
materials (such as exclamations, repetitions, off-topic examples, etc.).

DR1-3, DR8-10, DR17-19, VR1, and VR8 were analyzed in terms of specific program
content, duration of talk, and musical elements. Additionally, we categorized the content
of these programs into program genres. Only the programs of the radio stations that
archive their programs regularly and shared these archives with us were analyzed.

FINDINGS

The findings are categorized according to the radio stations’ musical preferences,
program and broadcast policies, program formats, duration of talk and musical elements,
and general problems during the production process.

Musical Preferences

It was found that all university radio stations, except DR24, broadcast more than
one music genre, adopting mixed musical preferences in their daily schedule. Unlike
the other stations, DR6 and DR7 feature Sufi music and hymns.

Twenty-two radio stations (DR1, DR2, DR5, DR10, DR12, DR14-20, DR22, DR25,
VR1-7,and VR9) broadcast Turkish and foreign music at different percentages in their
schedule. Whereas DR1, DR3, DR9, DR11, DR17, DR18, DR20, and DR22 broadcast
mainly Turkish music, and DR3, DR4, DR6, DR7, DR21, and VR8 broadcast only Turkish
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music, DR8, DR16, DR19, DR25, VR1-4, and VR9 broadcast mainly foreign music, and
DR23 and DR24 broadcast only foreign music. The DR23 participant stated the reason
for not broadcasting Turkish music as “it is difficult to find high-quality recording[s]”
of Turkish songs. The DR24 participant stated that the radio station has a strict foreign
language music policy, and Turkish music is not broadcast even in the programs; the
participant added that Turkish songs are excluded from the radio station’s copyright
agreements.

Whereas DR1-3, DR9, DR11, DR13, DR15, DR17, DR18, DR21, VR1, and VR6-8
participants stated that they mainly broadcast pop or popular music, DR8, DR10,
DR16, DR19, DR24, DR25, VR2, VR3, and VR9 participants stated that they prefer
alternative musical genres. Indie music is the most broadcast musical genre in the
alternative music category. Jazz, rock, blues and classical music are other music genres
considered alternative. The DR25 participant stated that within the framework of the
radio station’s musical preferences, they mainly broadcast jazz, blues, and classical
music due to the low risk of facing copyright issues. The reason for broadcasting
Turkish pop music is either the students’tastes and preferences or the aim of reaching
a wide target audience.

DR1-3,DR9,DR11,DR13-15,DR18,VR1, and VR3-7 participants emphasized that the
preferences of students working for the radio station or the target audience affect the
musical choices of the radio station. Although the head of a radio station decides the
music played, the music director, the conservatory teacher, the entire radio team, and
the senior management are among the other decision makers. The DR6 participant
stated that they also consider the sensitivities of the local people for musical preferences,
and the DR9 participant stated that when the station was first established, they surveyed
40,000 students, and 92.8% demanded Turkish pop music.

DR2, DR6, DR12-14, DR22, and VR4 participants stated that they have different
sensitivities in their musical preferences, such as not playing arabesque music; Turkish
protest music; songs with slang, obscenity, and abusive language; songs with political
content; or music by singers with a political stance.

The radio stations that have a specific music policy are DR5, DR19, DR23, DR24, and
VR2 (Figure 1).
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Program Policy

DR2,DR8,DR10,DR13,DR15,DR17, DR18, DR23, DR24,VR4,VR7, and VR9 participants
stated that they broadcast mostly music (as opposed to talk programs) for various
reasons, such as the criticism and intervention of management regarding talk programs,
students’ incapacity to produce and present such programs, students’ reluctance
regarding talk programs, faculties’ insufficient support, the audience’s disinterest in
talk programs and demand for music, avoiding the risk of students’ potential vulgar
language, and program guests being generally from the music sector. The DR15
participant stated that they prefer broadcasting mostly music because of positive
feedback they receive from their audience and emphasized this decision by saying,
“Our station is, inevitably, a jukebox, but at least it is a good one."The DR24 participant
pointed out the problems they face in regular content production as follows:

Itis more difficult to do this on the radio [talk programs in different subjects and
genres]. We also want regularity. When we receive a program proposal, will the
student be able to do this during a broadcast season? And what would it be like?
We want a weekly program topic list. At that stage, there may be some proposals

that are not accepted ... at least we want it to last for a term.

DR1, DR9, DR13, DR18, VR3, and VR5-7 participants stated that they also broadcast
entertainment and comedy programs with random conversations. They added that
the students are eager to produce and present such programs and that the audience
demands them.

DR2, DR6, DR9, DR12, DR16, DR22, and VR1 participants emphasized that they care
about content that includes information, university news, and promotion of the university
and that they include such content in their broadcast schedule.

DR1,DR17,DR19, DR20, VR1, and VR9 participants emphasized that they care about
students’ preferences and expectations for the program topics. The DR17 participant
stated,

This is the radio station of young minds and we want to reflect theirimagination.

Most of them are young people who love music, the ones who apply to us. We

try to keep up with their dreams and the contents are exactly the way they imagine
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... The student should express himself/herself properly and realize something
he/she believes. It may seem so simple. We really care about that individual, the
person who is on the microphone. We also had students here who read fairy tales.

You might think it's very simple, but in fact, it is not like that at all.

DR14, DR19, DR21, DR22, DR25, and VR8 participants emphasized the importance
of talk programs, whereas DR4, DR12, DR16, DR22, and DR25 participants drew attention
to the importance of public service broadcasting policy for their programs.

DR3, DR5, DR7, DR11, VR5, and VR6 participants stated that they cannot broadcast
any program on their radio station due to various reasons such as spatial problems,
possible risks, and the lack of technical equipment, human resources, and motivation.
DR11 broadcasts programs, but the students produce demo programs for their courses.

DR6, DR9, VR2, and VR6 participants expressed that they have some sensitivities
regarding their program policy, such as having a nationalist perspective, not broadcasting
news, and avoiding political and social issues.

Whereas DR21 broadcasts only prerecorded programs, DR6 is the only station that
broadcasts outsourced programs, and these outnumber the in-house productions. DR22
pays attention the most to city events and news. Many radio stations in the sample have
insufficient sources for program production. VR7 is the only exception (Figure 2 and 3).

Format and Approaches Concerning General Publication Policy

It was found that the majority of university radio stations primarily function as
practice units for students’ broadcasting education. DR1-4, DR7, DR9, DR11, DR12,
DR15-17, DR19, DR20, DR23-25, VR1, VR2, VR4, and VR6 participants emphasized this
aspect of the stations.

Regarding the musical and program elements of their content, DR1, DR9, DR11,
DR14, DR17, DR21, VR1, VR6-9 participants consider their radio stations “popular,’
whereas DR1, DR2, DR9, DR10, DR13, DR17, DR18, VR2, VR4, and VR6 participants
emphasized that they especially avoid political issues. DR4, DR8, DR12, DR14, DR16,
DR20-22, DR25, and VR2 participants stated that they broadcast for the benefit of their
audience, emphasizing public service broadcasting.
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DR9-11, DR16, DR17, DR20, DR23, DR24, and VR7 participants emphasized the
predominance of the musical element in their content, and a few participants emphasized
the importance of keeping the presenter announcements especially short.

DR10,DR15,DR16,DR19, DR23, DR24,VR2, and VR3 are trying to be alternative radio
stations musically. The VR2 participant expressed that VR2 is

an alternative radio station. Because we broadcast some programs that would
never be produced in the mainstream media and would not be approved due to
advertising concerns. It can be considered as alternative radio. We can absolutely
say that it is a public service broadcaster. We also . ... the university owes the city.
It has to serve the city. We give back to the city because we announce theater
plays and news that would not even be announced in the mainstream media.

DR2, DR4,DR12,DR16,DR17,DR19, and VR2 participants emphasized the academic
aspect of their content, referring to the academician guests of the radio shows or the
content produced by academic staff. DR16 is the only radio station that has the
characteristics of an educational station with its academic content. DR16 is also a means
of distance education.

DR3, DR5, DR7, DR8, DR11, VR5, and VR6 are the radio stations that broadcast only
music and music programs.

Whereas DR1, DR4, DR21, VR3, and VR4 participants particularly emphasized that
they avoid using vulgar language in the programs, the VR3 participant complained
that they cannot always prevent programmers from using such language, even if they
take precautions in this regard.

DR16, DR24, VR1, and VR3 participants considered their radio stations community
radio. Whereas DR16 is considered community radio based on its content and way of
producing such content, other stations are considered student community radio, due
to the stations’ student clubs.

Whereas the DR6 participant emphasized religious and national sensitivities in

broadcasting, DR2 does not broadcast certain music genres and singers banned by
the decision of the university senate. The DR23 participant stated that they prioritize
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the interests of the university as a university radio station, whereas the DR9 participant
considers the radio station and its broadcasting format “infotainment,” a term that
combines both information and entertainment (Figure 4).

Analysis of Program Content According to Talk, Music, and Other Elements

The talk and musical elements of some programs of the radio stations in the sample
were analyzed in terms of the duration, and the content of these programs were
categorized into genres. The programs that were analyzed were selected by DR1-3,
DR8-10, DR17-19, VR1, and VR8 participants. Two researchers carried out the analysis
and obtained the results with a difference of 16 seconds for the talk duration and 24
seconds for the duration of the music. That difference, 40 seconds, corresponds to
0.02% of the total duration of all programs and has no significant effect on the analysis.

It was found that the DR1, DR9, DR17, DR19, VR1, and VR8 programs include more
talk elements, whereas the DR2, DR3, DR8, DR10, and DR18 programs include more
music. In terms of the cumulative total of talk and music elements, the talk element
amounts to 51.43%, whereas the music element constitutes 48.59% (Table 1).

Twenty-one programs have music-oriented topics; 18 programs have various topics
and subtopics such as culture, art, science, and news; seven programs have nonspecific
topics such as drive-time programs of commercial radio; and six programs have university
and academia-related or student-oriented topics.

Although the data obtained from the analysis of the program contents show that
they have more talk elements than music, the music-oriented and nonspecific daily
topic programs outnumber those with topics such as culture, arts, science, academia,
technology, history, literature, and so on (Table 2).

Content Production Issues/Problems

The majority of radio stations face similar problems regarding content creation and
programs. The most important problem that affects content production negatively is the
students’ eagerness to produce programs with popular topics and music, similar to those
on commercial radio, avoiding alternative talk programs. Participants complained that the
students do not want to improve their skills in broadcasting, emphasizing their lack of effort.
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The DR4 participant stated,

Even the students who begin with quality content, after a week or two, shift to
popular ones as it takes hard work and they find it difficult to do research. To produce
educational and informational content, it is necessary to research the weekly topics,
read some resources, or learn certain concepts thoroughly. To maintain such process
is difficult for a student after a few weeks, the easiest way is to produce popular content,
and the request to shift to a program based on random talk is communicated to the
unit manager.

Otherimportant problems voiced are the students’disinterest in radio broadcasting,
inadequacy in radio broadcasting, and lack of discipline regarding their programs.
The majority of the participants stated that the students do not care enough about
radio, that they are inconsistent about continuing their programs even though they
are initially interested, and that they do not have the necessary qualifications for
broadcasting.

DR5, DR14, and DR19 participants stated that broadcasting only on the web causes
a lack of motivation for all employees and affects content production.

The DR5 participant explained the loss of motivation as follows:

FM broadcasting ... motivation ... When a student sees 50 listeners online, he/
she would be prone to choose the songs of his/her taste, and he/she plays the
songs he/she wants. That's when the quality of the content decreases. It's not that
we haven't tried it, we've tried it. After that, I said ... you know ... we also produce
serious content . .. We tell a student that we will make a program about Fazil
Hasnl Daglarca . . . we play the recordings of his poems and so on. If we ask
someone about his poems, they only know one or two of them, nothing more.
Let’s give details about his poems and life story, not just recite. But, when you
produce such content, that would be difficult for the students. Having only those
fifty listeners exhausts that student. But anyway, we did it for two or three years
on the webcast. After that, when | saw that quality started to decrease, | said,
“There is no need.” Let’s just play music on the radio . .. | can't consider this as

radio broadcasting.

228 Connectist: Istanbul University Journal of Communication Sciences, 2021, 61, 213-240



Tufan F, Kkat S, Bal ZE

The VR3 participant stated that the most important problem faced during the
content production is the use of vulgar language, especially at night. The participant
also stated that as it is a web radio station and they consider it a realm of freedom, they
do not have a restrictive policy.

The VR2 participant described the problem they face as follows:

We inevitably repeat ourselves in creating content. Technical facilities, for example,
no phone calls from our listeners. When we say, “Let’s brighten up the shows and
get a phone call,” we can’t do that because there is no phone connection! Thus,
the content would be almost the same every time. Years pass, new students enroll,
but they come up with similar content proposals. They are very impressed by TV
and YouTube. They want to do something similar, but it doesn't fit the radio. We

are facing an adaptation problem to the radio.

Another problem emphasized by the participants is that program broadcasting is
sometimes irregular due to exam periods and holidays, as well as the students’
responsibilities outside the radio, which causes instability. Furthermore, as the radio
staff consists of students, working with newly enrolled students after the experienced
students have graduated is a challenge in content production. The distance from the
radio station to the main campus and the disinterest of academicians in radio were
also voiced regarding content production. Participants also stated that the current
political atmosphere of the country oppresses the staff, which causes a loss of motivation.
Having students as decision makers at a radio station can sometimes affect content
production negatively (Figure 5).

DISCUSSION AND CONCLUSION

As an alternative broadcasting model, university radio stations have been broadcasting
for many years around the world, primarily for university students and staff, but also
for various communities or audiences. University radio is considered the third model
of broadcasting, like community broadcasting (Priestman, 2002). It is an important
alternative to public broadcasting and commercial broadcasting. These radio stations
differ from local or regional radio stations in terms of ownership, content elements,
staff organization, and purposes.
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The aim of this study was to reveal the general features, experiences, potential, and
problems of university radio stations that date back to the early years of radio broadcasting
and that represent a culture and tradition, as well as to offer suggestions for improving
the effectiveness of university radio stations in Turkey. In this context, face-to-face or
remote in-depth interviews with the representatives of 34 university radio stations
from various cities in Turkey were conducted. The data are supported with content
analysis of 11 radio stations’ programs.

It was found that all university radio stations in the sample, except one, adopt a
flexible music policy. The musical preferences of the radio stations reflect a mixed
approach regarding the tastes and expectations of students and local people, rather
than a thematic choice. Although some radio stations broadcast a certain musical genre
between airtimes of the programs on their schedule, these stations adopt a flexible
music policy according to the students’tastes and expectations. Although most of the
radio stations broadcast both Turkish and foreign music genres, the majority broadcast
foreign music more. However, those that only broadcast Turkish music outnumber the
ones that only broadcast foreign music.

The radio stations that broadcast popular music outnumber those that broadcast
alternative music, such as local and indie music, in particular, jazz, rock, blues, classical
music, and so on. A small number of university radio stations tend to broadcast alternative
music, but the majority prefer broadcasting popular music to meet the demands of
young listeners and local people. The trend of broadcasting popular music is more
prominent in terrestrial radio stations. University radio stations in Turkey differ from
the world'’s university radio stations in that matter (Wall, 2007).

University radio stations also have some explicit or implicit criteria for their musical
preferences, and they avoid broadcasting certain musical genres and songs. Many
stations avoid broadcasting arabesque and Turkish protest music, songs with vulgar
language, songs with political content, or music by singers with a political stance.

Music is the focus of most of the university radio station programs (Wall, 2007; Laor,
2020). Many participants stated that they produce and broadcast music-oriented
programs, voluntarily or necessarily. The reasons some radio stations intentionally
implement program policies with a focus on music are the demand of the target
audience for music, having more students in charge of production, or ensuring the
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continuity of production. The radio stations that mostly broadcast music due to necessity
are greater in number and have several reasons. They avoid broadcasting programs
with specific topics (except for music and entertainment-oriented content) due to the
risk of criticism and management intervention. Participants who cooperate with students
for content production stated that they avoid taking risks due to the current political
atmosphere of the country. Students’inadequacy to produce and present a talk program,
students'disinterest in such programs, lack of support from the Faculty of Communication
and academicians for content production, and the common strong belief in listeners’
disinterest in talk programs are other reasons put forward for choosing music-oriented
programs as a necessity.

Similar reasons were articulated for the radio stations that do not produce and
broadcast any program except for the music on their playlists. They stated that they
have no motivation to produce talk programs, that they have a limited number of
employees, that they do not want to take risks, that their technical equipment is
insufficient, and that they face problems related to the physical conditions of school
premises.

There are mostly students in charge of the production of radio stations that broadcast
talk and music-oriented programs regularly, except for DR8. The support given by
academic staff to content production is considered insufficient, and only in a small
number of radio stations do academic and administrative staff produce and present
programs. Academicians prefer to be guests to talk about their field of expertise.
However, as many participants stated, the number of academicians who make this
contribution is very low (Sauls, 1997).

University radio stations produce programs with specific topics such as cinema,
sports, communication, literature, culture, art, health, social media, and technology,
though in limited number. University content or information about and news from
the university is considered important. A small number of university radio participants
emphasized the importance of public service broadcasting and alternative
broadcasting.

University radio stations have some explicit or implicit criteria for the programs they

broadcast, as with their music policy. These stations avoid broadcasting news and
programs involving political issues.
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It was found that most of these radio stations are primarily considered “student
practice laboratories” or “studios for vocational education” Only one radio station is
used as a means of distance education; other radio stations have insufficient capacity
and hesitate to broadcast as educational stations.

Few university radio stations broadcast academic content. Participants of 11 stations
in the sample emphasized that their stations are part of popular culture and defined
them as “popular radio” due to their content. Participants of nine radio stations
emphasized that the announcements should be kept short, as on commercial radio.
Four radio stations are considered community stations, one due to its approach to
production and content; others are considered “student community radio” due to their
student clubs.

Whereas one radio station has religious and national sensitivities, another radio
station adopts a broadcasting approach that prioritizes the interests and benefits of
the university.

The duration of talk and music elements of 52 programs from 11 stations was
analyzed, and these programs were categorized into genres. Even though a slight
difference between the percentage of talk and music elements was found, considering
the general content of the programs, music-oriented and entertainment programs
with nonspecific topics outnumber other programs. Only the programs of the radio
stations that archive their programs regularly and shared these archives with us were
analyzed. Therefore, it is clear that deductions for the content analysis of the programs
would require more objective criteria.

Participants from stations that do not have terrestrial broadcasting stated that the
obligation to broadcast only over the internet causes a loss of motivation in the whole
team, which can cause some technical problems. The disinterest of communication
students in broadcasting and their inadequacy in content production and its negative
effect on continuous broadcasting of the radio station were constantly articulated.

University management’s frequent intervention and criticism of the content, as well

asimposing content on the broadcast schedule, limit the autonomy of the radio stations
and interrupt their operations as student practice units.
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Some participants stated that students are unwilling to and incapable of producing
talk programs. Students mostly want to produce and present programs that do not
require prior research, such as entertainment programs, which hinders the production
of such talk programs.

Some radio stations produce content with difficulty due to lack of resources (Tremblay,
2003; Raymond, 2016), but even the ones that produce programs regularly face many
problems. The most common problem is students’ demand to produce and present
programs similar to those on commercial radio stations. Students insist on reproducing
popular content. The radio broadcasting practices of the country and the low number
of alternative radio stations also shape the students’tastes and demands, which affects
university radio stations. As the participants stated, students find it easy to produce
and present music-entertainment programs rather than talk programs that require
research and effort. This poses an obstacle to producing alternative content. The
expectation of quality broadcast content results in students’ disinterest in radio
broadcasting. Participants mostly attributed the problems related to content production
to students.

Participants stated that the problems they face regarding dissatisfactory content
production levels are due to students’disinterest in radio broadcasting, theirinadequacy,
and their lack of discipline, students leaving the radio station after graduation, and
their responsibilities outside radio. Participants from the radio stations that only
broadcast on the internet expressed unwillingness to produce content and lack of
motivation for broadcasting. The current political atmosphere of the country puts
pressure on both administrators and students, which results in a lack of motivation.
The distance of the radio stations from the city center and the disinterest of academicians
in radio broadcasting were also considered reasons for insufficient and less satisfactory
content production.

University radio stations have the potential to produce content on education,
science, and arts with the support of the institution they are affiliated with (Miller, 2013);
however, it was found that a small number of radio stations benefit from these
opportunities. These stations should differ from commercial radio stations. As university
radio stations are affiliated with an educational institution and are not profit oriented,
producing content and broadcasting music similar to commercial radio stations is
contrary to the primary motive of these stations. For this reason, university radio stations
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adopt an alternative broadcasting approach around the world. The majority of university
radio stations in Turkey have a keen interest in and tendency toward popular content,
which cannot be ignored. Although the university radio stations that have the role of
being a school of broadcasting, emphasized often by the participants, are expected to
guide the radio broadcasting industry and students in their practices, many of the
stations have been influenced by commercial radio stations and the tastes and demands
of students who listen to these commercial stations.

Consequently, efforts should be made to provide autonomy to university radio stations
by structuring them as part of alternative broadcasting and adopting approaches of
community broadcasting, local broadcasting, and public broadcasting service with the
cooperation and support of students, academia, and media professionals. Cooperation
between the academy and the radio is an issue that is also considered important by
education experts all over the world. It is no coincidence that university radio stations
are role models that function as community radio stations with an educational approach
in developed countries. Collaboration between academicians and university researchers
with university radio stations would make radio and outcomes more effective and efficient.
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TABLES AND FIGURES

Tufan F, Kkat S, Bal ZE

Table 1: Analysis of Program Contents According to Talk, Music, and Other Elements: Cumulative Results

Number of radio | Number of Total Total Total Duration Percentage (%)
stations programs Duration Duration of of Music
Talk Element Element
1 52 50:22:00 25:54:16 24:28:24 Talk: 51.43 (~)
Music: 48.59 (~)

Table 2: Analysis of Program Contents According to Talk, Music, and Other Elements

. Non-specific | University | Specific topic Music and
Approxi- . . . .
. Number daily topic and/or programs music-oriented
Radio mate dura- . .
. of pro- . programs Academia | (Culture, art, programs (Sing-
Stations tion of talk . R .
grams (Entertain- related science, news | ers, songs, music
element %
ment) programs etc.) genres etc.)

DR1 5 65,68 1 1 3 -

DR2 4 43,74 - 1 - 3

DR3 5 41,97 - - 1 4

DR8 4 8,65 - - - 4

DR9 7 46,98 - 1 4 2

DR10 5 23,50 - - 1 4

DR17 5 61,38 2 2 1 -

DR18 5 29,97 2 - - 3

DR19 4 94,40 - - 4 -

VR1 3 71,92 - 1 1 1

VR8 5 78,76 2 - 3 -

Total 52 51,43 7 6 18 21
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Siyaset ve iletisim birbirleriyle etkilesim icerisinde, dongusel bir sekilde siyasal
iletisim kavraminin pratiklerini Gretmektedir. Siyasi aktorler ve partiler icin
hedef, segmen topluluguna veya genis kitlelere ulasabilme gayesi belirleyici
bir faktor olmaktadir. Secim kampanyalari artik yogunluklu olarak internet
temelli sosyal medya araclari Gizerinden de insa edilmekte ve bu mecralara gére
yeniden yorumlanmaktadirlar. Bu noktada, siyasal iletisim siireclerine geleneksel
kitle iletisim araclarinin imkanlarinin disinda sosyal medya pratiklerinin de
eklemlenmesi, siyasi donemeclerde siyasal iletisim faaliyetlerinin nifuz ettigi
alani genisletmekte ve etkili kilmaktadir.

KKTC'de (Kuzey Kibris Turk Cumhuriyeti) siyasal iletisim tarihi acisindan énemli
bir esik olan 2020 KKTC Cumhurbaskanligi Segimleri, siyasal reklam filmlerinin
sosyal medyada en cok yer aldigi secim olmustur. Bu ¢alismada adaylarin siyasi
reklam videolari, séylem analizin eslik ettigi bir gostergebilim ¢éziimlemesi
etrafinda incelenmistir. Adaylarin sosyal medyada yayinladiklari reklam videolari
incelendiginde, 6zellikle Kibris sorununu baz alan, gelecek, 6zgurliik, demokrasi,
bagimsizlik gibi olgularin adaylarin ideolojik baglamlari etrafinda yeniden
uretilerek, kiltdrel, sosyal ve siyasi kodlarla sunuldugu gorilmektedir. Adaylarin
siyasal reklam videolarinda 6ne ¢ikan gdstergeler ve séylemler, Kibris sorunun
glincel durumu tizerinden yeniden Uretilmekte ve siklikla gecmise doniik tarihsel
anlatilardan beslenmektedir. Bu bakimdan, calismada elde edilen bulgularin,
KKTC siyasal iletisiminin ve siyasal iletisim dilinin ¢6zlimlemesinde yararli olacagi
dustnllmektedir.

Anahtar Kelimeler: Secim, KKTC, siyasal reklam, séylem, gdstergebilim
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ABSTRACT

Politics and communication work in tandem to determine
the practices pertaining to political communication. The
objective of reaching out to large masses in general as
well as citizens from target constituencies is a determining
factor for political candidates in the success of political
campaigns. Therefore, besides leveraging traditional
mass media, incorporating social media strategies to
drive political communication processes expands the area
of influence of political communication activities, thus
directly influencing the political turnouts and increasing
the effectiveness of the campaign.

As a result of the maximum political commercials featured

on social media during this election, the 2020 Presidential

(TRNC) is an important benchmark in the history of
political communication in the TRNC. Therefore, in this
study, candidates’ political advertising videos are analyzed
through semiotic and discourse analyses. These These
analysesrevealedthatissues such as uncertaintiesregarding
the future, freedom, democracy and independence related
to the Cyprus Dispute, were reproduced around the
ideologies of candidates and that these were presented
through political advertising videos with cultural, social and
political codes. Thus, the findings obtained in this study will
contribute to the analysis of TRNC political communication
and discourse.

Keywords: Election, TRNC, political campaign, discourse,

semiotics

Elections held in the Turkish Republic of Northern Cyprus

EXTENDED ABSTRACT

Politics and communication work cyclically to determine the practices pertaining to
political communication in a society. The practices embodied in political communication
intermingle through symbols, values, words, and ideological patterns established or
reproduced in relation to each individual’s interpretation of the same. Among the different
political communication activities, the process of conducting election campaigns has been
transformed considerably into one in which symbols, meanings, and signs are established
by means of tools such as posters, commercials, and brochures for political candidates and
parties. However, the goal of such communication is to reach out to large masses as well
as individuals from specific constituencies and influence their ideological and political
determinations in the media and society. Today, the political communication practices are
largely characterized by technological innovations. Election campaigns are now organized
extensively on social media platforms and reinterpreted based on these channels. When
social media strategies are implemented as a means to facilitate political communication
in addition to traditional mass media practices, the influence of political communication
activities typically spreads across larger populations, influencing political turnouts and
contributing to the effectiveness of the campaign.

The state of humanitarian boundaries and its relevance in international politics turned

into a deadlock over the Cyprus Problem, subjecting the Turkish Republic of Northern
Cyprus (TRNC) to a recurrent practice of political communication based on discourse, myth,
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and signs centered on the Cyprus Problem. Political communication in Northern Cyprus
has transformed significantly, facilitating access to larger masses and more groups by means
of technology. With the use of political communication language, which is evident in critical
political processes, the visibility of political candidates has spiraled, particularly on social

media.

The number of published studies on the effect of social media on political communication
processes is particularly striking.“The Effects of Facebook as a Political Communication Tool
on the Voting Decision of the Voters: The Early General Elections of the TRNC 2013
Parliamentary Elections,” published by Arslan & Secim (2015), revealed that 88.5% of the
voters who used social media were influenced by the messages they had come across on
Facebook during the voting period. However, Kurban (2014) examined the social media
strategies of two parties, namely, the National Unity Party and the Republican Turkish
Party-United Powers. In his study “The Use of Social Media in the Process of Election
Campaigns and A Look at the TRNC General Elections on July 28, 2013,” Kurban described
these parties as having played active roles in the country’s administration. Similarly, in his
play “Political Communication in Transforming Media: on October 8, 2017, and January
2018 TRNC Early General Elections in Facebook Media,” Giiler (2018) looks at the effect of
Facebook on political communication. Based on these aforementioned viewpoints, the
critical election processes governing TRNC's political communication reveal that the social
media acts as a catalyst in areas where it is used effectively. The primary objective of these
studies is to approach the political communication process through social media platforms
and strategies. However, another common denominator characterizing these studies is
that they remain limited in terms of analyzing the messages being conveyed these
advertisements pertaining to political communication. Therefore, this study aims to
emphasize the meaning dimensions, as opposed to the instrumental dimensions, of political

communication.

Therefore, the main purpose of this study is to analyze the messages being conveyed
by the candidate advertisement videos published on social media in the context of the
TRNC Presidential elections held in 2020. Such an analysis is considered an important
threshold in terms of political communication as well as for the purpose of considering
these advertisements as“texts”and interpreting the indicators through discourse analyses.
However, the research questions that the study seeks answers pertain to the indicators
used in the 2020 Presidential elections; the political advertisement videos published on
social media; the connotations and denotations established in the process; and the choice
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of words used in political advertising videos. The research also questions what interpretations
can be drawn through the current language used in the TRNC political communication.
This study is analyzed by the semiotic signification order used by Barthes (1977). The semiotic
analysis is accompanied by the critical discourse analysis by Van Dijk; which is based on
semantic and syntactic analyses.

The main findings of this study reveal that the political advertising videos broadcast on
social media are based on the Cyprus Problem as a meta-discourse. These political advertising
videos are reproduced around the ideological contexts of the candidates by referring to
the current political events around phenomena such as future, freedom, democracy, and
independence fed by historical narratives from the past. In particular, it is observed that
word choices such as “struggle,”“willpower," “independence,” “freedom,” and “democracy”
are used as common concepts independent of the candidate’s right-left ideological
determination. Another finding of this study is the predominance of the “us” language in
the videos. It is observed that the mentioned word choices are reproduced by a polarizing

discourse construction around the language of “us!”
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GiRisS

Gunluk hayatin kaginilmaz bir parcasi olarak medya, cesitli sekillerde yasantilara
etki etmektedir. Medyanin eglence, egitim, bilgi edinme gibi niifuz ettigi anlamlandirma
boyutlarinin belki de en 6nemli boyutu siyasal iletisim alanina niifuz etmektedir. Medya
Uzerinden anlam Uretimi, anlamin insa edildigi ve bu anlamlarin yeniden uretilerek,
yine medya Uzerinden kultiirel ve sosyal anlamlandirma diizeylerine dogru dolasima
dahil edildigi bir akis icerisinde gerceklesmektedir. Sosyal medya ve internet temelli
siyasi reklam kampanyalari, kurgulandiklari araca gore farkl ileti bicimleri ve anlam
Uretimleri saglayabilmektedir. Bir secim propagandasi donemi igin Uretilen iletisimsel
kodlar, siyasi konjonktirel durum analizinin Sneminin yaninda, tlkenin siyasal iletisim
boyutunun da okumalarini g6z dniine sermektedir. Siyasi kampanyalar sirasinda yogun
bir sekilde siyasi, sosyal, ekonomik ve kuiltlrel kodlarla kurgulanmis reklam metinleri
uretilmektedir. Bunlar siyasi afis, billboardlar, el brostirleri gibi geleneksel se¢im reklam
materyalleri olabildigi gibi, sosyal medya lzerinden yayinlanan dijital Grlinler de
olabilmektedir. Bu baglamda internet temelli ve 6zellikle sosyal medya eksenli yayincilik,
dijital olanaklariyla televizyon reklamcihigindan ve televizyondaki siyasi zeminden daha
avantajl bir konuma evrilmektedir.

Ozellikle 2000'li yillarla birlikte nemli bir basat haline gelen sosyal medya ve sosyal
medyanin giindelik hayata dair yansimalari, sosyal medyanin siyasi kampanyalar igin
de en 6nemli mecra halini almakta oldugunu goériiniir kilmaktadir. Sosyal medyanin
kitleler Gzerinde hatiri sayilir bir etkiye sahip olmasindan dolayi siyasi kampanyalar
olabildigince cok medyada yer almaya calismaktadirlar. Ancak sosyal medyada yer alan
siyasi kampanya ve Urtnleri, sosyo-kulturel ve sosyal dinamiklerden bagimsiz olarak
basit bir reklam Grtinii degildirler. Aksine sosyal medyada yer alan tiim siyasi reklamlar
belirtilen dinamiklerle beslenen ve kurgulanmis, eristigi kullanicilarin anlamlandirma
boyutlariyla dogrudan etkilesime gecen bir baglamda tretilmektedirler.

Bu calismanin ele aldigi 2020 KKTC Cumhurbaskanhgi secimleri, retilen siyasi reklam
ve propaganda sureciyle Kuzey Kibris siyaseti ve segmeni icin dnemli bir kirllma noktasi
olmustur. Secim yarisina katilan adaylar, geleneksel siyasal iletisim pratikleri olan siyasi
iletilerini cogunlukla billboard reklamlar, yazili basina ilanlar, televizyon ve radyo yayini
reklamlari ve brostrler Gzerinden yuritirken, bunlara ek olarak bes aday ise bireysel
veya siyasi parti kimlikleriyle sosyal medya hesaplarindan yayimladiklari, sosyal medyaya
ozel kurgulanmis siyasi reklam filmleriyle yarisa dahil olmuslardir. Ancak bu yonuyle
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sosyal medya aracinin dnemi kadar, siyasal iletisim stirecinde Uretilen anlamin da 6nemi
artmaktadir. KKTC siyasal iletisimi acisindan 6nemli bir esik olan 2020 Cumhurbaskanhgi
Secimleri ge¢mis iki secimde oldugu gibi sosyal medyanin yogun bir sekilde anlam
Uretme ve kodlama unsurlariyla birlikte kullanildigi bir secim olarak karsimiza ¢ikmistir.
Ancak bu siirec ilk kez bu denli yogun bir anlam Gretim slrecine déniismis, sosyal
medyada anlam Uretimi, siyasal reklam videolari (izerinden ortaya ¢ikmistir. Bu yonuyle
secim propaganda doneminde Uretilen hem sdylem, hem de gOstergelere ait kodlarin,
Ulkenin siyasal dili ve siyasal iletisimin glincel durumuyla ilgili analizler sundugu
gorilmektedir.

Bir iktidar Miicadele Alani Olarak Siyasal iletisim ve Secim Donemlerindeki
Rolii

Siyasal iletisim kavraminin ¢ok cesitli sekillerde tanimlamalari yapilmistir. Bu
tanimlamalarin sayisinin coklugu, siyasal olanin iletisimin herhangi bir stirecinin icerisinde
kendine yer bulmasi ve iletisim sirecinin bir parcasi olmasiyla baslamakta ve
cesitlenmektedir. Sliphesiz iletisim, siyasal olandan kopuk ya da yalitilmis degildir.
Tokg6z (2008, p. 22) ise iletisimin, toplumsal hayatin her alaninda yer aldidini ve siyasal
olanla ¢ok yakin iliski icinde bulundugu belirtmektedir. Siyasal iletisimi tanimlarken
onu tanimlamadaki glcligun belirsizlikten degil, karmasik yapisindan ileri geldigini
belirten Aziz (2007, p. 3) ise siyasal iletisimi, “belli ideolojik amaclarini, toplumda belli
gruplara, kitlelere, tilkelere ya da bloklara kabul ettirmek ve gerektiginde eyleme
donistirmek, uygulamaya koymak lizere siyasal aktorler tarafindan gesitli iletisim tar
ve tekniklerinin kullaniimasi ile yapilan iletisim” olarak tanimlamaktadir. Siyasal iletisim,
icerisinde iktidar micadelesini barindiran ve iktidar miicadelesinin bulundugu tiim
yapilara eslik eden, “siyasal stire¢ alaninin icinde olan iktidar miicadelesinin yapildigi,
aile, okul, kultiir ya da diger toplumsal kurumlardaki iletisimi de” (Binark, 1994, p. 185)
kapsayan “catisma ve iktidar miicadelesine sahne olan her iletisim siyasal iletisim”
(Binark, 1994, p. 185) slirecinde var olan bir kavram olarak tanimlanmaktadir. Wolton
(1991, p. 52)'a gore, “siyaset lzerinde kamu 6niinde fikir belirtmeleri mesru olan (¢
aktoriin, yani politikacilarin, gazetecilerin ve nabiz yoklama araciligiyla kamuoyunun
celiskili sdylemlerinin miibadele edildigi”bir alan olan siyasaliletisim, iktidar micadalesinin
toplumsal, sosyal, sosyo-politik uzamlarin icerisinde yogunlasmis iletisim faaliyetlerinin
bileskesi olarak bir miibadele alani ortaya ¢ikarmaktadir. Siyasal iletisim bu acidan,
icerisinde ortak semboller olusturma ve bu ortak kodlar Gizerinde yorumlamalar ve
tartismalar ylritme yoluyla bir anlasma zemininde, uzlasma (Craig, 1990, p. 7) veya
kanaat insa etmenin glicll bir yoludur.
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Siyasal iletisim, toplumsal ve sosyal olan siireclerin icerisinde iletisim pratiklerinin
donlstlricl ve onemli rolii ile ortaya ¢ikmaktadir. Bu bakimdan siyasi olan lizerinde
dogrudan veya dolayli kurulan iletilerin olusturulma, gonderilme ve alinma siireci olarak
da tanimlanabilecek siyasal iletisim (Graber & Smith, 2005, p. 479), siyasal hedefe ulasmak
icin siyasal aktorlerin Urettigi ve kullandigi tim mesaj, kodlar, gostergeler, iletisim
faaliyetleri ve iletisim bicimlerini de kapsamaktadir. Bu yonuyle, siyasal iletisim
faaliyetlerini toplum yonetimi olarak, rizanin Gretilmesine, belirli ortak kanaatlerin
toplumda gelistirilmesinde goren siyasi partiler icin, iletisim kanallarini kullanarak
mesajlarini kitlelere ulastirma (Debord, 1996, p. 22) 6nemli bir iletisim faaliyeti halini
almaktadir. Bu noktada, gegmisten bugtine kadar siyasal iletisimin gelisiminde dnemli
bir unsur olan siyasal reklamin da 6nemi ortaya ¢ikmaktadir.

Secim Dénemlerinde Siyasal Reklam ve insa Edilen Anlam

Siyasal reklam en temel sekilde “bir siyasal partinin ya da adayin kitle iletisim
kanallarinda zaman ve yer satin alarak segmenlerin siyasal inanclarini, tutumlarini veya
davraniglarini etkilemek bakimindan, siyasal mesajlar vermek icin kullaniimasi streci”
(Kaid, 1981, p. 249) seklinde tanimlanabilir. Tokg6z (2010, p. 198) ise siyasal reklami; “bir
siyasal partinin veya adayin kitle etisim kanallarinda zaman ve yer satin alarak segmenlerin
siyasal inanclarini tutumlarini ve davraniglarini etkilemek bakimindan siyasal mesajlar
vermek icin kullanilmasi stireci” olarak tanimlamaktadir. Bir baska deyisle siyasal reklamlar,
siyasal iletisimin bir unsuru olarak se¢cim propaganda donemlerinde, siyasi partilerin
ve siyasi aktorlerin hedef kitleye ulasabilmek, mesajlarini ve cesitli iletilerini onlara
aktarabilmek tzere kullanilan en etkili iletisim bicimlerinden biridir. Siyasal reklam
iletileri icerdikleri anlamlar, kodlar, semboller ve gostergeler ile se¢men lizerinde etki
kurabilmek, anlami insa etmek ya da giiclendirmek icin kullanilmaktadir (Hall, 2012).

Secim donemleri, anlamin yeniden kuruldugu, cogunlukla ideolojik olarak yeniden
tasarlandigi coklu bir anlam ve kanaat insa stirecinin bir parcasidir. Bu yonuyle, siyasal
reklam Gzerinden Uretilen anlam, onu taslyan araclar ve niifuz ettigi alanlar acisindan
da 6nem kazanmaktadir. Siyasal iletisim faaliyetlerinin erisebildigi araclar ve alanlar
cesitlendikce anlam insasinin ve kanaatleri etkileyebilme glictinlin vasiflari da yeni gii¢
ve mucadele alanlari kazanmaktadir.

Bu dogrultuda siyasal reklam faaliyetleri, tretilen anlam ve kanaatleri, se¢men
kitlelere ulastirilabilmek icin niifuz alanlarini genisletebilmeye calismaktadir. Bu bakimdan

Connectist: Istanbul University Journal of Communication Sciences, 2021, 61, 241-278 247



2020 KKTC Cumhurbaskanligi Secimlerinde Sosyal Medyada Yayinlanan Siyasal Reklam Videolari Uzerine...

sosyal medya platformlari, kitlelere veya istenilen gruplara ulasmak adina 6nemli bir
arac halini almistir. Adaylar, televizyon reklamlari, billboard, afis, brosur gibi geleneksel
siyasal iletisimin pratiklerinin yaninda, sosyal medya platformlarinin genis kitlelere ve
cesitli gruplara ulasabilme imkani da yakalamaktadirlar.

Siyasal Reklam Videolari ve Sosyal Medyada Video-Politika'nin Yeri

Siyasal reklam, kitleler tizerinde diistince ve kanaatleri etkileme giicti bulunan
medyadan ve medya pratiklerinden beslenmektedir. Siyasal reklamlarin kitlelere
ulasmasinda Twitter, Facebook, Youtube gibi sosyal medya platformlarinin 6zellikle
siyasal reklamcilhigin yogunlastigi secim streclerinde glindem belirlemede ve yonetmede
geleneksel iletisim kanallarindan daha hizl ve etkili olmasi (Weimann & Brosius, 2015,
p. 28) sosyal medya etkisini daha da goriinir kilmaktadir. Satrori (2004)'nin televizyonun
siyasal iletisim alanini donistiirme glicline atfettigi,'video-politika’kavrami, videonun
siyasal suirece dair etkilerini incelerken, bir yaniyla da videonun kanaatler lizerindeki
etkiyi nasil politiklestirdigi ve bunu nasil ydnetebildigi izerinde durmaktadir. Videonun
televizyonla iliskisinin, zaman ve mekanin baglayiciligindan kopup sosyal medya ile
bulustugu 21.ylizyil siyasal iletisiminde, video-politika kavrami ve Satrori'nin televizyona
atfettigi gliclin boyutu genislemis, tek yonlii olmayan, se¢menin siyasal iletisim siirecinin
aktif parcasi oldugu sosyal medya alanlarinin dnemi artmis ve gliclenmistir. Sosyal
medya platformlari Gizerinden yayinlanan siyasal reklam videolar, geleneksel televizyon
yayincihginin 6gelerini icerisinde barindirdidi gibi, sosyal medyaya 6zgii kodlamalarin
ve secilmis iletilerin de yer aldigi bir alan yaratmaktadir. Barnard ve Kreiss (2013, p.
2048) sosyal medyanin da etkisiyle 6nemli bir basat halini alan, ‘cevrimigi siyasal
reklamcihgi’kavramini, siyasi aktorlerin ve siyasi partilerin stratejik iletisim faaliyetlerinin
bir parcasi olarak trettikleri, iletileri, kodlari, anlamlari belirli hedeflere yonelik sistematik
bir bicimde veri aracihgiyla islenmesi ve siyasal iletisim uzmanlari tarafindan
gerceklestirilen yine bu amaca uygun olarak gelistirilen iletisim pratiklerinin bir parcasi
tanimlamaktadir. Siyasi partiler veya siyasi aktorler, televizyonun kitle yayincihiginin
aksine sosyal medyada belirli kitleleri ve gruplari yakalayabilecek kodlari, gostergeleri
siyasal reklam videolarina yerlestirebilmekte ve anlamlar tretebilmektedirler. Siyasal
reklamin imajlar ve anlamlar diinyasindaki yeri “sadece sozlii ve yazili ciimleler degil,
giyim, makyaj, sag stili, logo tasarimi gibi gostergelerin gérsel anlami olmak izere hepsi
politik imaji ve kimligi olusturduklar soylenebilecek politik iletisim 6geleri” lizerine de
sekillenmektedir (McNair, 2007, p. 4). Siyasetin bir gosteri diinyasina ve gerceklerin
yerini basitimajlarin aldigi toplumda (Debord, 1996), anlamin nemi daha da artmaktadir.
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Siyasal reklam videolarinin niceliksel varligi artmakta ayni zamanda tretilen anlamlarin,
sOylemin ve kanaatlerin dolagimi ve yeniden Uretimi de hizlanmaktadir. Siyasal reklam
videolari sosyal medyada dolasima girdikten sonra, her kullanici ya da se¢men tarafindan
yeniden okunmakta ve anlamlar tGzerinden yeniden kodagimlarina ugratilmaktadir.
Siyasetin aktorleri, sosyal medyada videolar, gorseller ve cesitliiletilerle ile daha yogun
olarak yer almaya gayret gostermekte ve imaj ve gostergelerin Gretimi, sosyal medya
aracinin baglamina gore farklilasabilmektedir. Televiyzon icin atfedilen video-politika
kavraminin dondsturici gicd, bugiin tamamen gliciini kaybetmis olmasa da sosyal
medya ile daha karmasik bir siyasal iletisim slirecine donismektedir.

KKTC’de Secimler ve Sosyal Medya iliskisi Uzerine Calismalar

KKTC'de segimler ve sosyal medya iliskisine odaklanan calismalara bakildiginda,
2013 yayinlanan “Bir Siyasal iletisim Araci Olarak Facebook’un Se¢menlerin Oy Verme
Karari Uzerindeki Etkileri: KKTC 2013 Milletvekilligi Erken Genel Secimleri Ornegi” adli
¢alismada, sosyal medya kullanicisi olan segmenlerin %88,5'i, sosyal medyada paylasilan
siyasal icerikli iletileri ve icerikleri okuduklarini/dinlediklerini ve izledikleri ortaya
konmaktadir (Arslan & Secim 2015, p. 1). Yine ayni baglamda Kurban (2014), “Se¢im
Kampanyalarinin YirGtilmesi Strecinde Sosyal Medyanin Kullanimi ve 28 Temmuz
2013 KKTC Genel Secimlerine Bir Bakis”adli calismasinda yonetiminde etkin rol oynayan
iki parti olan Ulusal Birlik Partisi ve Cumhuriyetgi Tirk Partisi-Birlesik Glicler'in sosyal
medya stratejileri incelemistir. Gller (2018), benzer bir sekilde “Dénitisen Medyada
Siyasal iletisim: Facebook Ortaminda Ekim 2017/08 Ocak 2018 KKTC Erken Genel
Secimleri” adli calismasinda Facebook’un bir sosyal medya platformu olarak siyasal
iletisimi donustirici etkisini incelemektedir. Calismalarin geneline bakildiginda, sosyal
medyanin, KKTC siyasal iletisimi agisindan secim stireclerinde, siyasi partilerin ve adaylarin
se¢cmenlere ulagsmak icin basvurduklar kamusal alan gorevini Gstlendigi goriilmektedir.
Ote yandan KKTC niifusunun gérece kiiciik olmasi, sosyal medyada da yansimasini
bulmaktadir. Sosyal medyada cesitli aglarla birbirlerine bagl bireylerin cogunlukla
beseri ve toplumsal baglarla da birlikte olduklari goriilmektedir. Segmenlerin yine
birbirlerini etkilemesi ve etkilesime gecme pratikleri sosyal medyadan fazlaca
etkilenmektedir. Bu acidan bu calismalarin ortak paydasi ve temel amaclari, siyasal
iletisim stirecine sosyal medya araci ve pratikleri Gizerinden bir saptama yapmaktadir.
Ancak calismalar, sosyal medyanin yalnizca aragsal ve alimlama boyutuna odaklanmakta,
bu calismanin amagladigi tretilen anlamin analizi agisindan sinirli kalmaktadirlar.
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2020 KKTC Cumhurbaskanligi Secimleri Siireci ve Ardalan Bilgisi

Bu calismanin ele aldigi 2020 Kuzey Kibris Tlirk Cumhuriyeti Cumhurbaskanhgi
secimlerinin ilk turu 11 Ekim 2020'de gergeklestirilmistir. Secimler, KKTC'de 2020-2025
yillari arasinda gorev alacak ve Kuzey Kibris Tiirk toplumu icin Kibris sorununa iligskin
uluslararasi goriismelerde toplumun lideri vasfini yiriitecek cumhurbaskaninin secilmesi
yoniinden, her cumhurbaskanligi secimi donemi oldugu gibi, Kibris Tuirk toplumuigin
dnemli bir stirec olarak yasanmustir. ilk turu 11 Ekim 2020'de diizenlenen, ikinci turu ise
18 Ekim 2020'de diizenlenen se¢imde, ilk turda 11 aday, ikinci turda ise iki aday yarismistir.
Secime katilan adaylarin listesi s0yledir: Mustafa Akinci (mevcut cumhurbaskant), Ersin
Tatar (mevcut basbakan), Tufan Erhiirman, Kudret Ozersay, Serdar Denktas, Erhan Arikl,
Arif Salih Kirdag, Ahmet Boran, Fuat Tiirkdz Ciner. Esasen 26 Nisan 2020'de diizenlenmesi
planlanan secim, COVID-19 pandemisi nedeniyle 11 Ekim 2020 tarihine ertelenmis,
secimilk turda, 11 adayin hicbirinin de %50 oy barajini asamamasi nedeniyle ikinci tura
kalmistir. ilk turu %32,3 oy oraniyla ilk sirada tamamlayan Ersin Tatar ve %29,8 oy oraniyla
ikinci sirada tamamlayan Mustafa Akinci ikinci turda yarismis, segim sonucunda %51,7'lik
oy oraniyla Ersin Tatar Cumhurbaskanlgina secilmistir. Adaylar arasinda propaganda
doénemine o6zellikle Kibris sorununa iliskin adaylarin tasarilari ve ¢6ziim ilkelerindeki
farkliliklar damgasini vurmustur: Mustafa Akinci ve Tufan Erhiirman, BM parametreleri
cercevesinde federal bir ¢c6ziimii savunurken, Ersin Tatar ve Kudret Ozersay gibi adaylar
alternatif ¢c6zim modellerinin de glindeme getirilmesi gerekliligi tizerinde durmuslardir.

AMAC VE YONTEM

Cahismada, 2020 KKTC cumhurbaskanligi secimleri propaganda siirecinde sosyal
medyada siyasal reklam videosu yayinlayan bes adayin, bes farkli siyasal reklam videosu
gostergebilim ve séylem ¢6ziimlemesi baglaminda analiz edilmektedir. KKTC siyasal
iletisimi acisindan en uzun propaganda siireclerinden birinin yasandigi 2020 KKTC
cumhurbaskanhgi secimleri, sosyal medyanin da yogun kullanildigi bir siire¢ olarak
gelismistir. Bu baglamda uretilen anlamlarin ve gostergelerin de yogunluklu olarak
sosyal medyada yer alan siyasi reklam videolari (izerinden kuruldugu gozlenmistir. Bu
bakimdan ¢alismada, sosyal medyada yayinlanan siyasal reklam videolari gostergebilim
ve sdylem ¢oziimlemesi baglaminda incelenmmis ve ¢6ziimlenmistir.

Amacg

Calismanin amaci, Kibris'in gelecegi acisindan siyasi, kiltiirel ve toplumsal bir esik
olarak gorilen 2020 KKTC Cumhurbaskanligi secimlerini, siyasal reklam videolari
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Uzerinden gostergebilim ve sdylem analizine dayal bir ¢6ziimleme ile okumak ve
literatlire katki saglamaktadir.

Arastirma Sorulari

1) Adaylarin siyasal reklam videolarinda kullandiklari gostergeler nelerdir?

2) Siyasal reklamlar hangi diiz-anlam ve yan-anlamlar etrafinda olusturulmustur?

3) Siyasal reklamlarda 6ne ¢ikan kelime secimleri nelerdir ve kelime secimleriyle
anlam iliskisi nasil kurulmaktadir?

4) Siyasal reklam videolarinda ortaya ¢ikan anlamlar ve sdylemler ile KKTC siyasal
iletisimi arasinda kurulan iliski nedir?

Yontem

Calismada 2020 KKTC Cumhurbaskanligi se¢imleri kapsaminda sosyal medya
Uzerinden se¢im kampanyasi videosu yayinlayan bes adayin videolari analiz edilmistir.
Adaylarin sosyal medyada yayinladiklari videolar amach 6rneklem yontemiyle saptanmis
ve toplamda bes ayri adayin bes se¢im kampanyasi videosu gostergebilim ve sdylem
analizine tabi tutulmustur. Ayrica anlam ve yan-anlamlara iliskin ¢coziimelemeler tablolar
halinde sunulmustur.

Calismada kesitlerin analizine videoda kullanilan isitsel iletilerin dokiimleri, soylem
analiziyle birlikte kullanilmasi amaciyla eklenmistir. Calismada ele alinan iletiler,
gostergeler ve sdylemler birer metin olarak yorumlanmis ve betimlenmistir. Siyasal
reklam videolarinin analizinde gostergebilim ¢6ziimlemesine sdylem analizinin eslik
etmesiyle, gdstergenin anlam Uretimi ve bu anlamin yeniden uretilmesindeki sdylem
kurulumlarinin agiga cikarilmasi amaglanmakta ve bir bitlinlik kurulabilecegi
dislnilmektedir. Bu nedenle calismada, Barthes (1977)'in Elements of Semiotics adli
calismasinda 6zetledigi gostergebilimi yaklasimi ile Van Dijk (2008)'In elestirel s6ylem
¢6zimlemesi temel yaklagimlar olarak ele ahnmistir.

Gostergebilimsel ¢oziimleme etrafinda videolar, birer kesit olarak goriintuisel gdsterge
olarak okunmaktadirlar. Gorlintlisel gosterge, belirti ve simge tiriindeki gosterge
nesnenin niteliginden dolayi nesnenin kendisine génderme yaparken (Barthes, 1977,
p. 40), ayni zamanda anlamlandirma sureci ile ilgili dislinceleri gostergebilimsel
cozuimlemelerinde 6zellikle dil-soz, gosterilen-gosteren, duzanlam- yananlam ikilikleri
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(Barthes, 1977, p. 12) siyasi reklam ve propaganda incelemeleri icin anlamin ortaya
¢ikarilmasinda kullanilmaktadir. Barthes'in gostergebilimi, gostergeyi ele alirken, bir
gosteren ve bir gosterilen boyutu oldugunu vurgulamakta ve diizanlam ile yan anlam
(Fiske, 2003, p. 116) olarak temellenmektedir. Barthes, “dilbilimsel c6ziimlemeden
gOstergebilim ¢ozimlemesine gecerken dlizanlam (denotation), yananlam (connotation),
Ustdil (metalanguage) gibi gosterge diizlemlerinden yararlanmistir. Bu ti¢ anlamlama
dizgesi de bir anlatim (gosteren) ve bir icerik (g&sterilen) dizgesine sahiptir (Bircan,
2015, p. 25). Duzanlam isaretin agik anlamini ifade ederken yan anlam, isaretin temsilini
ifade eder ve onu kullanicinin bilgisi, duygular, diislinceleri ve kiiltiirel degerlerinin
bir sonucu olarak tanimlanmaktadir.

Calismada kullanilan séylem analizine iliskin ¢dziimlemeler, Van Dijk’in ‘sentaktik’
ve ‘semantik’ olarak iki diizlemde degerlendirdigi elestirel sdylem ¢6ziimlemesine
dayanmaktadir. Van Dijk (2008), ¢c6ziimlemesinde climlelerin dilsel yapisini analiz
ederken, sdylemin anlamina vurgu yapmaktadir. Bu bakimdan, elestirel séylem
¢ozlimlemesi, 6ne ¢ikan makro ve mikro yapilarin analizi baglaminda, mikro yapidaki
dilsel gramer yapilarin, semantik makro yapilarla birlikte analiz edilmesinden
beslenmektedir.

Calismada gostergebilim ve soylem ¢oziimlemesinin birlikte tercih edilmesinin
nedeni, Barthes (1977)'In ortaya koydugu anlam diizeylerinin, bir metin olarak
okunabilecek olan siyasal reklam videolar lizerinden nasil ve hangi boyutlarda
kuruldugunu saptamaktir. Gostergelerin analizinde ortaya konan ¢déziimlemelere,
kelime secimleri, ardalan bilgisi, tematik analiz gibi sentaktik ve semantik ¢6ziimlemeler
eslik etmektedir. SGylem ve gostergelerin siyasal reklam videolarinin kurulumunda bir
araya getirdigi ideolojik desenler, KKTC siyasal iletisiminin sOylem ve gOstergelere
yansiyan durumunu, cumhurbaskanligi secimleri gibi dnemli ve glincel bir 6rnek
Uzerinden ortaya koymaktadir.

Veri Toplama Araci ve Orneklem

Calisma kapsaminda veri toplama araci olarak, sosyal medyayi aktif olarak kullanan
bes adayin 2020 tarihli KKTC Cumhurbaskanhgi secim kampanyasi doneminde kisisel
ve resmi sosyal medya hesaplarinda yayinladiklari videolar incelenmis ve analiz edilmistir.
Adaylarin agirhkli olarak resmi Facebook sayfalarindan video paylasimi yaptiklari
g0Ozlemlenmistir. Bu dogrultuda, her aday icin bir video saptanmis ve analiz edilmistir.

252 Connectist: Istanbul University Journal of Communication Sciences, 2021, 61, 241-278



Ulusan, O, Kanli, I.

Videolar adaylarin en ¢ok etkilesim alan siyasal reklam videolari arasindan, ¢calismanin
amacina uygun olarak kasti 6rneklem yontemi kullanilarak secilmistir.

BULGULAR
Ersin Tatar'in “Artik Yeter” Adl Videosunun Coziimlemesi
Kesitlerin Analizi

Tablo 1'de kesitleri analiz edilen video, 1 dakika 29 saniye stiren video, Kuzey Kibris'tan
cesitli doga manzalari ile baslamaktadir. Videonun cesitli kesitlerinde tlkeden farkli
mimari yapilar ve dogal manzaralar yer almaktadir. Kiiltirel 6gelerin siklikla mekansal
dokular kullanilarak videoya yerlestirildigi goriilmektedir. Videonun giris bolimiinde
Lefkosa Surlarici bélgesinin mimari dokusuna genis yer verilmektedir. Kesitler arasinda
nedensellik iliskisi, gortintiilere eslik eden miizigin sozleriyle bagintili olarak
sekillenmektedir. Cesitli yastan insanlarin goriintilerine, Ersin Tatar'in ylizi glinese
dondk yiradigia goruntiler eslik etmektedir. Son sekansta, etrafinda insanlarla beraber
glinese dogru yiriyen Ersin Tatar'in gortntdleri yer almaktadir. Videonun genelinde
gorintiler, mizigin sézlerine gore degismekte ve cesitli siyasi olaylar ve konular ekrana
getirilmektedir. Video, aktif ve etken bir dile sahiptir. Gorlintlisel gostergeler pozitif
iletilerle olusturulurken, isitsel 6geler ise, videoya eslik eden rap miizik tiirlindeki sarkinin
sOzleri ile birlikte negatif isitsel 6geler olarak kurulmaktadir. Kibrish Turklerin gelecegi
tahayyuli Gzerinden sekillenen anlati ve kullanilan iletiler, hedef kitlenin, 6zellikle
se¢men geng bireyler Uizerinde yogunlasildigini gostermektedir.

Kibris Sorunu Uzerinden Kurulan ‘Biz’ Séylemi

Makro diizeyde, ‘biz’ sdylemi ana catisi altinda kurgulanan bir sematik ve tematik
yapinin oldugu gorilmektedir. Secim videosunda kelime secimleri ve dilin kullanimi
ve yapl bicimleri‘biz’ kalibini gii¢ll bir sekilde vurgulamaktadir.‘Biz’ séyleminin insasi,
bir 6tekini, dogal olarak karisitini da gerektirmektedir. Videoda ‘biz’ diliyle insa edilen
sOylem, karsitini Kibris sorununa yaslanarak tiretmekte ve kodlamaktadir. Kelime segimleri
ve Tablo 1'de yer alan gorsel gosterstergelerinin analizinde ortaya konan pozitif ve
negatifiletilerin ikili karsitlik olusturmasi,‘biz’ séyleminin, toplumu geng, yash farketmeden
kucaklayan ve“hep birlikte yeni bir gelecek” séylemine dayanan boyutuyla celismekte,
gorintlsel gostergelerin kucaklayici, bittnlestirici bir dil benimsedigi gorilse de,
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goriintusel gostergeye eslik eden isitsel gostergelerin ihtiva ettigi emir kipi olan dilsel
kaliplar negatif bir kodlamayla kullanmaktadir.

‘Giines’: Yeni C6ziim Masasina Acilan Pencere

Videonun tematik catisi, Kuzey Kibris'ta ‘yeni bir gelecegin; ‘yeni bir ¢6ziim arayisi
anlayisindan’ gectigini ve bunun Ersin Tatar'in toplumun her kesimini, her dinden ve
yastan bireyi kucaklayan liderlik anlayisiyla olabilecedi iletisine dayanmaktadir.'Giines;,
bir metafor unsuru olarak, Ersin Tatar'in secim kampanyasinda, yeni bir ¢céziim arayisinin
temsili olarak kullanilmaktadir. ‘Glines’ yeni bir aydinligin simgesidir. Ersin Tatar, Kibris
sorununun yakin gecmisini, ‘c6ziilemeyen, bos vaatlerle dolu’ olarak nitelemektedir. Bu
cati sOylem, Kibris sorunun ‘federalizm’ ilkeleriyle ¢6ziilemeyecegine dair sdylemini
destekler boyutta kullaniimakta ve pencere ile glines metaforlari araciligiyla, yeni bir
¢6zlim arayisi betimlemektedir.“Yeni bir gelecek” sdylemi, Ersin Tatar'in Birlesmis Milletler
(BM)'in Kibris sorunun ¢oztimine iliskin adimlarinin yetersiz ve ¢6ziimsuz kaldigi ve
uluslararasi boyutta Kibris sorununa dair Avrupa ve Diinya devletlerin teamdillerinin
degismesi gerektigi diistincesi ile birlesmektedir.“Yeni bir gelecek” sdylemi izerinden
bir dikotomi insa edildigi goriilmekte, Kibris sorununaiiliskin ikili karsithklar, eski ¢6zim
arayislarina hapsolmayi ya da yeni bir gelecekte Ersin Tatar ile birlikte yGrimenin
gerektigi sdylemine eklemlenmektedir. Video boyunca gorilen insanlarin, videonun
son sekansinda Ersin Tatar’a katilmasi, toplumun Ersin Tatar ile ayni fikirde oldugu
sOylemini pekistirmektedir. Tematik analize eslik eden kelime secimlerine bakildiginda
ozellikle ‘suclayici’ bir dil kullanildigi goriimektedir. “beklettiler ge¢cmis masaliyla, bos
vaatler var sirasiyla birlikte ulagsalim mi sonuca’, “yeni cumhurun bagkaniyla, “artik
susmadan, geriye bakmadan “ileriye devam, yiiksel durmadan™“artik yeter, kaybetmeye
yok zaman, “ben de glines olmak isterdim, yeni dogan glines gibi” gibi iletilerin Ersin
Tatar'in Kibris sorununa iliskin siyasi fikirlerleyle pekistirildigi gorilmektedir.

"

Serdar Denktas'in “Ozgiiriim Ben Ozgiir” Adli Videosunun Céziimlemesi
Kesitlerin Analizi
Tablo 2'de kesitleri analiz edilen video, 1 dakika 46 saniye stirmektedir.Video, Serdar
Denktas ve bir grup motosiklet siiriciisiiniin otoyol kavsaginda bulusmasiyla

baslamaktadir. ilerleyen sahnede, Serdar Denktas'in etrafindaki motosiklet siiriiciileri,
Denktas'in isaretiyle konvoy halinde yol almaya baslamaktadir. Bu esnada, Serdar
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Denktas'in motosikletinin markasinin Harley-Davidson oldugu yakin plan ¢ekimle
gosterilmektedir.Videonun ilerleyen sekansinda, Serdar Denktas ve konvoyu otoyolda
motosikletleriyle seyretmektedir. Serdar Denktas konvoyun lideri ve yol gdstericisi
olarak goriilmekte ve kamera Serdar Denktas'i takip ederek, konvoyu yine cesitli agilarda
yolda ilerlerken gostermektedir. Serdar Denktas'in seslendirdigi bir metin ise videoya
eslik etmektedir. Bu metinde, Serdar Denktas siklikla“6zgirlik” kelimesini kullanmakta
ve yinelemektedir. Gidilen yol, “6zgurlik yolu” olarak tanimlanmakta ve 6zgiirliik yolu
KKTC'nin kurulusu ve Kibrish Tiirk toplumunun miicadelesinin metaforu, Harley Davidson
marka motosiklet ise gidilen yoldaki lider olarak Serdar Denktas'in liderliginin metonomisi
olarak kullanilmaktadir. Videonun son sekansinda, Serdar Denktas otoyolun kenarinda
motosikletini durdurmus, Besparmak Daglar’nda bulunan KKTC bayragina dogru
bakmaktadir. Ayni zamanda metin, sekansla es zamanli olarak; “Yolum, kuzey Kibris
halkini misterek bir hedefe tasima yoludur, ne mutlu Kuzey Kibris Tirk Cumhuriyetinin
hiir cocuklarina, ne mutlu Turk’Gm, Kibrisli Tirk'Gm diyene” s6zleriyle son bulmaktadir.

Harley- Davidson: Samimiyet ve Ozgiirliik

Partilerin ve siyasi aktorlerin 6zellikle siyasal kampanya yuruttikleri se¢cim
doénemlerinde gerceklestirdikleri siyasal iletisim faaliyetlerinden biri olarak siyasal
reklamcilik ve propaganda araclari, hedef kitleye ulasabilmek ve Gretilen mesajin
iletilebilmesi acisindan 6nemli bir unsurdur. Siyasetciler veya siyasi partiler siklikla
siyasal zemini ve siyaset dilinin unsurlarini kullandiklari gibi, modern reklamciligin
tekniklerinden ve pratiklerinden de yararlanmaktadirlar. Serdar Denktas'in “Ozgiriim
ben, ben 6zgiir...” isimli se¢cim videosunda samimiyet ve 6zgurlik olgulari Serdar
Denktas'in liderlik vasiflariyla birlikte kodlanmakta, bu iki deger, modern reklamciligin
0gelerinden biri sayilabilecek marka toplulugu kavrami Gzerinden hedef kitleye
sunulmaktadir. Ozcelik & Tiirkeli (2011, p. 83),“Bir Strateji Olarak Marka Toplulugu: Harley
Sahipleri Toplulugu Ornegi”adli calismalarinda, bir reklam stratejisi olarak niteledikleri
“marka toplulugu” kavramini incelemektedirler, Tiirkeli ve Ozcelik'e gore, 6rgiitler,
“marka toplulugu olusturma” stratejisi altinda hedef olarak kendi kullanicilarinin yapacagi
marka kisilik anketine uygun hedef belirlemeli ve marka toplulugunu bu kisilige uygun
olarak insa etmelidir. Calismaya gore, Harley-Davidson markasinin insa ettigi hedefler;
samimiyet, cosku, ustalik, seckinlik ve sertlik olarak saptanmaktadir (Ozcelik & Tuirkleli,
2011, p. 83).Video tematik diizeyde incelendiginde, kurulmaya calisilan liderlik mitinin,
belirtilen marka- kisilik unsurlariyla bagdastigi goriilmektedir. Harley — Davidson
markasinin se¢imi ve bir gorlintiisel gosterge olarak kullaniimasi tesadiifi degildir.
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Serdar Denktas'in secim kampanyasinda lider odakli bir kampanya yurGtildigi ve
daha ¢ok pozitif iletileri insa etmeye calisildigi gorilmektedir. Serdar Denktas'in insanlarla
kucaklasan, samimi bir lider oldugu vurgulanmaktadir. Kullanilan metaforlarin ve Harley
Davidson markasinin marka-kisilik imajinin kullanilmasi, Serdar Denktas'in hedef kitlesinin
onu bagdastirdig liderlik vasiflariyla da iliskilidir; Serdar Denktas, se¢cmen Kkitlesi
tarafindan, aktif siyasetin icerisinde, dogrulari ve ‘konusulmayanlari’ dile getirebilen bir
siyaset Ustl figlir olarak gorilmekte, KKTC Meclis'inde yaptigi konusmalar ve beden
diliyle de bu lider figlirlini korumaya calisan bir siyasetci olarak konumlandiriimaktadir.

Videoda, Serdar Denktas'in 6zgurliiglinden taviz vermeyen, 6zgurliik icin her yolu
asabilecek giiclii bir lider oldugu siklikla yinelenmektedir. Ozgiirliik miti, popiiler
kiltirde kendine ait genis bir yer tutan Harley Davidson markasi ile yeniden
kurgulanmaktadir. Bu durum kelime secimlerine de yansimaktadir.“Ozgiirliik’, “Ozgiirliik
yolu’, “Yirekli olmak’, “Ozgiirliik savascisi” kelimeleri videoda kurulan liderlik imajini
hem isitsel, hem goriintiisel gostergelerle desteklemektedir.

Videoda dikkat ¢ekici bir metafor kullanimi, genis bir otoyol kavsaginda kus bakisi
goriintliye alinan motosikletli konvoyun, kavsakta dairesel bir hareketle yol almalari
ve kavsaktan Serdar Denktas'in liderligini takip ederek ciktiklari sahnedir. Bu sahnede
kavsak, Kibris sorunun metaforu olarak kullaniimakta, Kibris sorununun Serdar Denktas'in
liderliginde ¢6ziime kavusturulabilecegi anlami Gretilmektedir.

Kudret Ozersay’in “Benim Hikayem Bizim Hikayemizdir” Adl Videosunun
Coziimlemesi

Kesitlerin Analizi

Tablo 3'te kesitleri analiz edilen video, karanlik bir odanin icerisinde kamerayi
konumlandirarak baslamaktadir. Sahnede odanin penceresinden zayif bir 1tk kaynaginin
iceriye yansimasi ile devam etmektedir. Videonun baslangi¢ sahnesine Kudret Ozersay'in,
“Benim bir hikadyem var, benim hikayem hepinizin hikayesidir” sdzleri eslik etmektedir.
Sahne, elinde bavulile iki cocugun ellerinden tutarak yuriyen kadini gdstererek devam
etmektedir. Gocmen bir Kibrish Tiirk olarak tasvir edilen kadin Kudret Ozersay'in annesi,
kadinin elinden tuttugu cocuklar ise Kudret Ozersay'in kardesleridir. Sahne cesitli kamera
acilarindan gosterilmektedir. Yakin ¢cekim detaylar, cocuklarin yiizleri, kadinin yiizi ve
kadinin kucagindaki cocugun elinde tuttugu yildiz figuiri vurgulanmaktadir. Ailenin
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en kiiciik cocugu olarak Kudret Ozersay, annesinin kucagindaki cocuk olarak tasvir
edilmekte ve elinde yildiz figliriini tutmaktadir. Bu sekansa kadar siyah beyaz devam
eden renk tonlamasi, KKTC'nin ilk cumhurbaskani Rauf Raif Denktas'in sesi ve KKTC'nin
kurulusunu ilan eden konusmasindan alintinan ses kaydinin duyulmasiyla birlikte siyah
beyazdan renkliye donmektedir. Yildiz figiiri bu kez annesi tarafindan ilkokul cagina
geldigi gorilen Kudret Ozersay’a verilmektedir. Yildiz figiiriinii alan Kudret Ozersay,
okula girerken gorilmektedir. Aynu sahnede okulun bahcesinde bulunan Atatiirk
bistiinde ise “Yiikselen Yeni Nesil Sizsiniz” metni gériilmektedir. Kudret Ozersay'in
“Karanliktan aydinhda dogru yiiriytsimizin hikayesidir” ifadesiyle baslayan diger
sahnede, Kudret Ozersay'in kendi hayat hikayesiyle, Kibrish Tiirklerin miicadele tarihinin
ortak bir anlati Gizerinden kuruldugu gérilmektedir. Universiteye giderken elinde
“Politics of Cyprus” adl bir kitap tutarken gériilen Kudret Ozersay, ilerleyen sahnede,
KKTC Meclis'inin merdivenlerini ¢ikarken ve mecliste yemin konusmasini yaparken
gorilmektedir. Video, Ozersay ve anlatidaki tiim karakterlerin bir arada gérildigu
sahne ile devam etmekte, Ozersay, karakterlerin arasinda dolasarak, kameraya dogru
bakmakta ve video sona ermektedir. Bu sekanslara paralel olarak, “miicadelemiz’,
“hikayemiz”, “hikayem” kelimelerinin isitsel 6geler olarak tekrar ettigi gortilmektedir.
Aktif bir dil kullanimina sahip metin, ulusal degerler etrafinda kurgulanan bir anlatiyla
Kudret Ozersay'in yasam 6ykiisiine paralel olarak kurulmaktadir. Anlatida annesinin
‘yildiz’ figiirtinii Kudret Ozersay’a vermesi, ulusal miicadeleyi emanet etmesi, ulusal
kimlik ve ulusal anlatidaki kadinin toplumsal yeri ile ilgili oldugu gibi, yildiz figlrinan
de yine ulusal miicadeleyi temsil ettigi goriilmektedir.

Ulusal Miicadele, Ulus Kimligi ve Toplumsal Miicadelede Kadin

Ulus kimligi ve ulusal miicadele miti baglaminda 6zellikle ulus kimliginin kadina
yikledigi ulusal insa misyonu, kadinlarin o dénemin yasaminda belirleyicidir. Ozelikle
toplumsal miicadele dénemleri gibi, Glke tarihinin ulusal mitler ile 6riilmus toplumsal
hafizada, kadin ile ilgili ulusal anlatilara yaslanan bicimler, ‘llkesine, yurduna yararlr,
‘Ulkesini seven’iyi bir vatandas yetistirme yikini tasiyan kadinlara ytklenmektedir.
Toplumdaki cinsiyet iliskileri, farkli etmenlere de bagli olarak, ulus kimlik etrafinda
olusan norm ve ulusal degerler baglaminda yeniden uretilmektedir. Cockburn (2004,
p. 73), kadinlarin ellerinde silahlar ve cocuklariyla temsil edildikleri ulusal anlatilar icin,
milliyetci ve ulusal degerlerin, ‘ulusun ruhu’ mitine yaslanan sembolizminden kotarildigini
aktarmaktadir. Yuval Davis (1993), 6zellikle uluslarin kendine dair erkeklik ve kadinlik
rollerini insa ettigini vurgulamaktadir. Bir bakima, kadin, ulusun hem kdlttrel hem de
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biyolojik tireticisi olarak gortilmektedir. Ulusal ve milli degerler, nesiller arasindaki bagini,
ulusal kimligin kadina yiikledigi misyon lizerinden insa etmektedir. Kibris'in bolinmusligu
ve Kibrisli kadinlarin bu bélinmisliikle micadele stratejilerini arastiran sosyolog
Cockburn (2004), savasin yarattigi, cocugunu kaybetmek, go¢, yoksulluk, tecaviize
ugramak gibi korkularda cisimlestigi belirtmektedir. Aliefendioglu (2006, p. 139)'a gore
bu korkular, 1974 ve 6ncesindeki catismalari yasayan Kibrisli kadinlarin, ortak toplumsal
cinsiyet deneyimlerinin bir parcasidir.

“Benim Hikayem, Bizim Hikayemizdir”: Ulusal Miicadele ve Ulus Kimligi Anlatisi

Videonun tematik yapisi incelendiginde Kudret Ozersay’in kendi yasam hikayesinin,
Kibrish Turklerin 1974 6ncesi yasadigi zorluklar, verdikleri ulusal, milli miicadele ve
gd¢men olmalarinin yansimalariyla i ice ge¢mis bir anlati olarak olusturuldugu
gériilmektedir. Kendi de bir sehit cocugu olan Kudret Ozersay, videoda ailenin en kiiciik
c¢ocugu olarak annesinin kucaginda gé¢men bir aile ve sehit bir babanin cocugu olarak
yer almaktadir. Ulus kimliginin anlati boyunca cesitli pekistireclerle kullanildigi,
“Karanliktan aydinliga dogru yiriylstimiziin hikayesi”ifadeleri, Kibrisli Tirk toplumunun
KKTC'nin kurulusuna kadar yasadigi zorluklari ve miicadeleyi temsil etmektedir. Uctincii
kesitte, annesi tarafindan ona verilen yildiz figiri, ulusal miicadelenin mirasinin, Kudret
Ozersay’a gectigini ifade etmekte, bir bakima yildiz figiirii Kudret Ozersay’in kendi
hayatiyla, ulusal miicadelenin kesistigi anlatinin motifi olarak kullaniimaktadir. Bu
noktada videonun ulus kimligi ve ulusal miicadele miti tGzerinden kurgulandigi
soylenebilir: Ulusal kimlik kompleks ve karmasik bir sosyal kimlik sekli olarak
tanimlanmaktadir. Smith (1991) ulusal kimligi, ortak toprak, tarihsel anilar, yasal haklar
bakimindan ve ytkimlalikler acisindan ortak bir orlintiide paylasan unsurlarin
olusturduklari kimlik olarak tanimlarken, ulusal kimlik bu paydaslari sayesinde kendi
boyutlarini belirlemektedir; bu bakimdan ulusal kimlik, sosyal baglamda, bireylerin ve
uluslarin ’kim olduklarini; ‘diger uluslarla olan iliskilerini’ ve ‘kendi uluslari icin neyin
dnemli oldugunu’ (Ozdemir, 2020, p. 526) da anlamlandirmaktadir.

Kibrisli Turklerin 1974 6ncesi toplumsal, sosyal, ekonomik ve siyasi miicadelesi, ulus
kimligi ve ulusal miicadele paydaslarindan beslenmektedir. Kudret Ozersay'in videosunda
kurulan anlati bu ulus kimlik degerleriyle 6z yasam hikayesini bagdastirmaktadir.
Videonun son sekansinda, Kudret Ozersay’in kendi cocuklugunun temsili ve ailesiyle
birlikte gosterildigi sahne, “Benim hikayem, bizim hikayemizdir” anlatisinin baglamini
glgclendirmekicin kullaniimistir.
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Mustafa Akinci’nin “Giiciinii Vicdanindan Alan insanlarin Memleketidir Burasi
Adh Videosunun C6ziimlemesi

Kesitlerin Analizi

Tablo 4'te kesitleri analiz edilen video, 59 saniye uzunlugundadir. Video Besparmak
Daglari’'nin tGzerinden kus bakisi bir bakisla KKTC'nin kuzey sahillerinin goraldigu bir
manzara ile baslamaktadir. Ardindan glines isinlarinin arasindan sizarak kameraya
ulastigi bir bitki ekranda gériilmektedir. ilerleyen sahnede sembolik anlatim devam
etmekte ve dijital renklendirme teknikleriyle bu anlatim giiclendiriimektedir. Ornegin
videonun ilerleyen sahnesinde sari ciceklerle dolu bir alan izleyenlere gosterilmektedir.
Ardindan gelen sahnede ise yasl bir zeytin agaci uzaktan, genis bir acgiyla seyirciye
gosterilmekte ve ayni zamanda goriintiinin renkleri degistirilmis bir sekilde siyah beyaz
olarak verilmektedir. Ozgiir olma ve zgiir olamama bir metafor olarak siyah beyaz renk
kullanimiyla zeytin agaci Gzerinden kurulmaktadir. Videonun ilerleyen sahnelerinde
de, cesitli metaforlar gorilmekte, avcundaki zeytinleri doken bir kisi, bugday tarlasi
gibi sembolik 6geler kullanilmaktadir. Son sekansta bir grup insanin Mustafa Akinci'nin
etrafinda onunla beraber ylrtdukleri goriilmekte, bu goriintilere “her zaman bir sesin
olacak guivenebilecedin ve onunla birlikte kararhlikla yola devam edebilecegin...”
metninin Mustafa Akinci tarafindan seslendirdildigi isitsel 6ge eslik etmekte ve ardindan
video sona ermektedir.Videoda kiiltiirel gostergelere siklikla yer verildigi de gorilmektedir.
Bir Kibris tiirkiisti olan “Dillirga” eserinin kullanimi, zeytin agaci, Besparmak Daglari ve
bu 6gelerin videoda yer alma bicimleri, Kibris cografyasinda sosyo-kiiltiirel ve sosyo-
politik degerlere vurgu yapmaktadir. Bu 6geler, ‘6zgirlik’ ve ‘irade’ kavramlarinin
anlamlandirma boyutlarina iliskin pekistirecler olarak kullaniimakta, kilttrel bir kod
olarak‘zeytin agaci,'dogmakta olan giines' gibi gostergeler ise ‘6zgirligin’ ve ‘toplumsal
mucadelenin’ metaforlar olarak kullaniimaktadir.

Halkin Vicdani ve iradesi

Mustafa Akinci'nin secim kampanyasi ve buna badli tiretilen kodlama ve mesajlarin
¢ati soylemini olusturan kavram, iradedir. Mustafa Akinci secim kampanya videosunda
kullandigi sembolik ve metaforik 6geler, zeytin agaci, cogunlugu ve halki temsil eden
bugday tarlasi ve sari cicekler, Kibrishi Ttrklerin bir bitlin olarak‘irade’sine sahip ¢ikmasi
gerektigi ve bunun Mustafa Akinci'yla birlikte verilecek toplumsal bir miicadele ile
birlikte olabilecedi anlamini tasimaktadir. Videoda irade kavramina paralel olarak vicdan
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kavrami, gli¢ kavrami Gizerinden insa edilmektedir. Zira, ge¢miste zorluklar ve baskilarla
kendi hikayelerini yazmis, kendi toplumsal iradelerini insa etmis, uluslararasi siyasi
zeminde taninmak isteyen Kibrish Tirkler, seslerini duyurmak isterlerse, tiim baski ve
dayatmalara karsi durmalidirlar. Bir baska deyisle, bu gtici, Kibrisli Turkler vicdan ve
iradelerinde aramali ve bulmalidir anlami yer almaktadir.

Kelime secimlerine ve dilin yapisina bakildiginda, “6zglrlik’, “hikaye” kelimelerinin
stkca tekrar edildigi gorilmektedir. Aktif bir dil kullaniminin ve kelime se¢imlerinin
videonun goriintiisel gostergeleriyle uyum icerisinde kurgulandigi gorilmektedir.
Videoda'biz’ séylemi, tekil ikinci sahis anlatim dili kaliplariyla kullanilmakta ve bir hitap
seklinde aktarilmaktadir. ‘Sen’ olarak hitap edilen hedef kitle 6ncelikle ‘6zgurligiine
sahip cikmasi gereken genclerdir. ikincil olarak, seslenilen kitle, 6zgiirliigiine ve iradesine,
tim baskilara ragmen direnmesi gereken tiim Kibrisli Tuirk toplumu olarak kodlaniimaktadir.

Tufan Erhiiman’nin “Birlikte basaracagiz” Adl Videosunun Coziimlemesi
Kesitlerin Analizi

Tablo 5'te kesitleri analiz edilen video 3 dakika 49 saniye stirmektedir. Videonun ilk
sahnesi Tufan Erhiiman ve esi Nilden Erhiiman’in birlikte gorildikleri bir fotografin
izleyiciye gosterilmesiyle baslamaktadir. Fotograf, evin kiitliphanesinde bir rafin izerinde
durmakta ve Tufan Erhiiman ve esi fotografta mutlu bir sekilde kameraya bakmaktadirlar.
Bir lider olarak Tufan Erhiiman, giindelik giyimiyle bir politikaci olarak degil, toplumun
lideri ve iyi bir aile babasi, iyi bir es olarak, glindelik yasantisinin ve giindelik pratiklerinin
icerisinden, ailesiyle birlikteligi glicli bir vatandas olarak kodlanmaktadir.

lyi Bir Aile Babasi, Demokratik Bir Lider

Videoda Tufan Erhiiman’in, mutfakta esine yardim ederken goérildigu bir kesit yer
almaktadir. Toplumsal cinsiyet rollerinin carpik bir sekilde “kadinliga”
ev islerinde, esine yardim eden Erhiiman, iyi bir es, iyi bir baba olarak, siyaset st bir
kodlamayla ‘iyi bir aile babasl; ‘esini mutlu eden bir erkek’ ve ayni zaman da ‘giicli

demokrasiye’yapilan atiflarla ayni zamanda‘gticl, samimi ve iyi bir toplum lideri’ olarak

atfettigi mutfak-

kodlanmaktadir. Bu vasiflar, birbirini pekistiren iki metafor olarak kurulmaktadir.

Videodaki tematik yapiya ve kelime secimlerine bakildiginda, “inanc¢”, “kadin’, “ilke’,

mr

“karar”politika’,“muicadele’,"demokrasi” kelimelerinin siklikla kiullanildigi goriilmektedir.
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Anlatinin dilsel ve gériintiisel akisi merkeze ‘kadini’ koymaktadir. On planda kadinin
sOylemleri, kadinin beden dili ve kadinin gelecege dair tahayyulleri durmaktadir. Video
boyunca yalnizca Nilden Erhiiman’nin soyledikleri isitilmekte ve Tufan Erhiiman
konusmamaktadir. Bu noktada kadin 6n plana ¢ikarilmis, kadinin sesine yer verilmis ve
kadin-merkezli anlati iskeleti kurulmus gibi goriinse de, videonun dili, ‘cinsiyetci
ideolojilerin’ besigi haline gelmis KKTC siyasi partilerinin eril dilinin 6tesine
tasinamamaktadir.

Kadinin gelecek tahayydillerinin, esinin liderligininde gerceklestirilecek toplum
muhendisliginde gorilmesi, toplumsal cinsiyet rollerine dair siyasi orlintileri bir
anlamiyla yeniden insa etmekte ve mesrulastirmaktadir. Chodorow (1978) ve Eagly
(1987) calismalarinda, kadinlar ve erkeklere bicilen toplumsal cinsiyet rollerinin,
beklentilere dair inanglarin, geleneksel bicimde topluma sizmis olan sosyal rollere iliskin
ahimlarla ilgili oldugunu vurgulamaktadir. ‘Cinsiyetci ideoloji;, kurulumlarin, siyasi
partilerin, parti yapilarindan, tiiziiklerine, reklamlarina, liderlerinin kadin ve erkegi ele
alis bicimlerine kadar katilasmis bir form tasimaktadir. “Kadinlar eril siyaset icerisinde
pasifize edilmekte ve siyasal yasamin icinde aktif olarak rol alamamaktadirlar. Erkegi;
etken, nesnel ve karar verici pozisyonlara, kadini ise; edilgenlik, duygusallik gibi pasif
tanimlarla es tutan ataerkil yapilanma, kadini karar mekanizmalarindan alikoymakta
ve duygusallik atfedilen ikincil konumlara yerlestirmektedir” (Altindal, 2009, p. 362).
Toplumsal cinsiyet rollerinin, siyaseti bicimlendiren eril ve kendini mesrulastiran yapiya
teyakkuz etmesinin karsisina ¢esitli direng mekanizmalari gelistirilmeye calisiimaktadir.
KKTC'de Siyasi Partiler Yasasi'ndaki %30 oranindaki cinsiyet kotasi uygulamasinin
yansimasi olarak, 7 Ocak 2018'de gerceklestirilen genel secimlerde, meclisteki kadin
temsiliyet oraninin ylizdelik olarak %18'lere ¢ciktigi agiklanmistir (“Kadin milletvekillerinden
basin aciklamasi’, 2018). Kadir Has Universitesi Toplumsal Cinsiyet ve Kadin Calismalari
Arastirma Merkezi'nin 2015 Nisan ayinda gerceklestirdigi “Turkiye'de Toplumsal Cinsiyet
ve Kadin Algisi Arastirmasi” adli aragtirmaya gore, katilimcilarin yiizde 83.7'si kadin-erkek
esitligini saglamanin devletin gorevi ve sorumlulugu oldugunu belirtmektedir (O’'Neil
& Carkoglu, 2020). Benzer bir yaklasimla, “Tufan’a olan askim, bu Kibris'a olan agkim
kadar buyulk. Ona inaniyorum, ¢linkii o da topluma inaniyor...” sézlerinin eslik ettigi
son sahneyle videoda insa edilen anlatinin, kadinin, aktif olarak siyasi bir aktor degil,
siyasi bir aktor olabilme miicadelesinin, eril bir siyaset dilinin ¢atlaklari arasindan yine
erkekler tarafindan yaratilabilecegine yonelik toplumsal cinsiyet rollerinin mesrulastirldig
soylem yapilarini yeniden kurdugu goriilmektedir.
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TARTISMA VE SONUC

Bir tilkedeki secim donemleri, o tlkenin guincel siyasi iklimi, siyasi kutuplasma diizeyi,
siyasi dilinin unsurlari gibi bircok gosterge hakkinda 6nemli ¢6ziimlemeleri beraberinde
tasimaktadir. Siyasi iletisim pratikleri icerisinde, her tlkenin kendi sosyo-politik
etmenlerine gore degisen bircok dinamik belirmektedir. 2020 KKTC Cumhurbaskanhgi
Secimleri, siyasal iletisim alaninda KKTC icin bazi siyasal esiklerin ortaya ¢iktigi bir siire¢
olarak propaganda donemi ve sonrasiyla, siyasal, toplumsal, klttrel, sosyal boyutlariyla
toplumsal bellek ve teammullerde 6nemli bir yer birakmistir. Siyasal iletisim alanindaki
gelismele 151ginda, KKTC, siyasal iletisim tarihinde ilk kez bu denli yogun bir sosyal
medya odakli bir propaganda donemi yasamistir. Sosyal medyada yayinlanan se¢im
kampanya videolarinin yani sira internet kullanicilarinin karsisina ¢ikan anahtar kelimeler
ve lokasyon bazl 6zellestirilmis cesitli reklam uygulamalariyla, internet kullanicilari
siyasi reklamlarla siklikla karsilasmistir. Ozellikle KKTC siyasal iletisimi acisindan son on
yila bakildiginda secim propaganda donemlerinde sosyal medyanin etkisine dair bir¢cok
calismanin literatiirde yer almaya basladigi gorilmektedir. Kurban (2014)'nin “Se¢im
Kampanyalarinin YirGtilmesi Strecinde Sosyal Medyanin Kullanimi ve 28 Temmuz
2013 KKTC Genel Segimlerine Bir Bakis”adl ¢alismasi, KKTC'de 2013 yilinda gergeklesen
genel secimlerde sosyal medyada yiriitilen se¢im kampanyalarini ana odagina almakta
ve sosyal medya kullaniminin KKTC siyasal iletisimininde edindigi yeri arastirmaktadir.
Yine Giiler (2018)'in “Déniisen Medyada Siyasal iletisim: Facebook Ortaminda Ekim
2017/08 Ocak 2018 KKTC Erken Genel Secimleri”adli yiksek lisans tezinde, Facebook’un
2018 KKTC erken secimlerindeki etkisi incelenmekte ve secim yarisina katilan siyasi
partilerin propaganda stirecinde Facebook Gizerinden yurattikleri secim kampanyalari
bicimsel ve icerikleri bakimindan incelenmektedir. Yine bu calismaya benzer olarak,
Asit (2019), “Kuzey Kibris Siyasi Yasaminda Twitter Kullanimi Uzerine Bir inceleme: 7
Ocak 2018 Erken Genel Secimleri” adli calismasinda, 2018 erken genel se¢cimlerinde
Twitter platformunun etkisini ve siyasi partilerin bir siyasal iletisim alani olarak Twitter'i
nasil ve hangi etkiyle kullandiklarini incelemektektedir. Bahsi gecen bu calismalar
incelendiginde, sosyal medyanin etkileme ve donustiriicl giicline odaklanan bir bakis
acisinin calismalarin bulgularina eslik ettigi gorilmektedir. Sosyal medyanin siyasal
iletisim sireglerindeki konumuna vurgu yapan ve 6zellikle sosyal medyanin KKTC'nin
siyasal iletisim tarihindeki nemli secim donemlerinde, birey veya kitleleri etkilemeye
dair glicine vurgu yapan bu calismalar, cogunlukla nicel bulgular ile sinirlilik gdstermekte
ve se¢cim donemlerinin niteliksel, toplumsal, sosyal ve Uretilen anlama iliskin boyutlarini
agiklamakta sinirl kalmaktadirlar. Bu ¢alisma ise, 2020 KKTC Cumhurbaskanhgi Secimleri
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acisindan sosyal medyanin kullanimini yalnizca niceliksel verilere indirgemeden, secim
propaganda slirecinde Uretilen ve ‘sosyal medya icerigi’ olarak hazirlanan secim
videolarinin barindirdigi sdylem ve gostergelerin icerdigi anlamlarin incelenemesi
amacini tasimaktadir. KKTC siyasal iletisimi erken olgunluk donemini yasarken, sosyal
medyada yayinlanan siyasal reklam iceriklerinin sayisi artmakta ve Gretilen anlamlarinda
karsiliklar cogalmaktadir. KKTC siyasal iletisim calismalari agisindan betimsel analiz ve
icerik analiz yontemleriyle ele alinan secim donemlerine iliskin calismalar, anlamin
insasi acisindan da ele alinmaldir. Bu ¢calisma bu boslugu doldurmaya calismakta ve
ayni zamanda birer ‘sosyal medya icerigi’ olarak Gretilen siyasal reklam videolarini,
gostergebilim ve sdylem ¢oziimlemesi baglaminda incelemektedir.

Bu calismanin ele aldigi 2020 KKTC Cumhurbagkanlidi secimleri, KKTC toplumunu
‘temsil’ edecek bir siyasi liderin secilmesi agisindan hem tarihsel hem de gtincel siyasi
konjonktilr baglaminda 6neme sahiptir. KKTC siyasi tarihi, Kibrish Tlirk toplumunun
lideri, bir diger anlamiyla Kibrish Turklerin uluslararasi diplomaside tek taninan, siyasi
aktoril ve sesi olan cumhurbagskanligi makamini her zaman 6zel bir konumda muhafaza
etmistir. Bu durum, cumhurbaskani olarak tlkenin uluslararasi politikada ve diplomaside
temsil edecek lideri olacak adayin, tlkenin gelecegini tayin edecek lider konumunu
pekistirmektedir. Bu bakimdan liderlik yarisindaki adaylar arasinda ideolojik fikir
ayriliklarinin, Kibris sorunu, demokrasi, 6zgtirliik, irade gibi olgular tizerindeki farklilasan
soylemler nezdinde secim videolarinin diline de yansimistir. Bu kutuplasma bir bakima
uzayan siyasi propaganda déneminin mahsdlleri olan siyasal secim videolarindaki
soylem ve gostergeler lizerinden belirgin bir hal almistir. Bir baska deyisle, ilk kez sosyal
medyayi bu kadar yogun kullanan KKTC siyasal iletisimi, tGilkenin mevcut siyasal iletisim
dilini de bu denli ilk kez vurgulamaktadir. Ayni zamanda ‘6zgurliik; ‘gelecek; ‘aydinlk;
‘hikaye; ‘miicadele; 'yol, ‘demokrasi’ gibi séylem kategorilerinin ve kelime secimlerinin
siklikla tekrar ettigi gorilmektedir. Stphesiz Kibris adasinin siyasi bir sorun olarak
uluslararasi politik zeminde ¢ozlilemeyen bir cikmaz halini almasi hem Kibrish Turk
toplumun hem de siyasi aktorlerin zihinlerindeki 6zgirltk, gelecek gibi kavramlarin
temsillerinde 6nemli kirilmalar ve ideolojik ayrismalar yaratmaktadir. Bu ayrismalardan
beslenen anlati yapilari ve sdylemler 2020 KKTC Cumhurbaskanhgi propaganda
doéneminde adaylarin sosyal medyada yayinladiklari secim videolarinin ¢dzlimlenmesiyle
daha da gorinir bir hal almistir. Bahsedilen kelime secimleri adaylarin secim videolarinda
ortak 6geler gibi goriinse de adaylari ideolojik belirlenimlerine gore farklilagsmakla
birlikte, hedef kitleye gore yeniden Uretildikleri gérilmektedir;
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Ersin Tatar'in“"Hep Birlikte, Yeni Bir Gelece@e Yiirlyoruz”adli videosunda‘biz’ ve ‘onlar
sunumu’ etrafinda Kibris Sorunu (izerinden insa edilen bir ‘toplumsal birlik’ sdylemi
kurulmaya calisildidi ve siklikla kiltiirel ve manevi kodlarin ve gostergelerin anlam
insasina eslik ettigi gorilmektedir.

Serdar Denktas'in “Ozgiiriim ben, ézgiir...” adli videosunda, dzgiirliik, inanc ve
samimiyet duygularinin modern reklamciligin tekniklerinden biri olan marka
kimliklebagdastinldigr gérilmektedir. Videoda Serdar Denktas topluma yol gdsteren,
‘samimi’, ‘6zglir' ve‘cesur’bir lider olarak, bir motosiklet stirliclisti olarak gortlmektedir.
Serdar Denktas ve onu takip eden motosiklet konvoyuyla beraber gittigi yol, ‘6zgiirlik
yolu’yani Kibrish Turklerin toplumsal ve ulusal miicadele tarihinin bir metaforu olarak
nitelendirilmektedir.

Yakin tarihte yasanmis siyasal, sosyo-toplumsal kiriimalar ve gelismeler, toplumsal
surecler baglaminda bir miicadeleyi de belirtmektedir. Gegmisin olaylari, ihtiva ettikleri
ulusal, milli, kilturel, sosyal, siyasi unsurlarla, bugiiniin unsurlarinin ic ice ge¢mis
benzerlik noktalarinda bulusmakta ve cesitli kodlar ve gostergelerle birlikte eklemlenerek
anlatilara déniismektedirler. Kudret Ozersay’'in “Benim Hikayem Bizim Hikayemizdir”
adli siyasi reklam videosunda, Kudret Ozersay’in bir lider olarak 6z-yasam éykiisu, Kibrish
Turklerin 1974 6ncesinde yasadiklari toplumsal-siyasi olaylarla bagdastiriimaktadir.
Kurulan soylem diizenine bakildiginda, ‘go¢’ve ‘ulusal miicadele’kodlarinin agir bastig
gorilmektedir.

Mustafa Akinci’nin “Giiciinii Vicdanindan Alan insanlarin Memleketidir Burasi” adli
videosunda 6n plana c¢ikan sdylem ‘irade’ olmustur. Analiz edilen videoda Mustafa
Akincr’'nin iradesine sahip ¢ikmasi gereken bir toplum olarak gérmekte oldugu Kibrisli
Tirk halkina seslendigi ve kiiltiirel gostergelerden ve metaforlardan yararlandigi
gorulmektedir. Tufan Erhiiman’in siyasi lider kimliginin “Birlikte basaracagiz” adli segim
videosunda diger adaylarin aksine siyasi kimligiyle degil, aile yapisi icerisinde ‘mutlu
bir eg, ‘iyi bir baba’ olarak temsil edildigi gérilmektedir. Tufan Erhiiman’in ‘iyi bir es ve
baba’ olarak KKTC ‘demokrasisinin’ savunucusu olacadi, esinin soyledikleri tizerinden
kodlanmakta ve temsil edilmeye calisildigi gorilmekte, anlati diizlemi‘aile’miti Uzerinden
kurulmaktadir.

KKTC siyasal iletisim tarihi, Kibris sorunu etrafinda dolayli ya da dogrudan her zaman
insa edilmis, yeniden Uretilmis ve tartisilmis bir tarihtir. Kibris sorunu ve adaylarin
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ideolojik farkliliklarina dair yansiyan gelecek tahayydilleri ayni zamanda KKTC'nin glincel
siyasi konjonktiriinlin, hangi kodlar ve gostergelerle insa edildiginin de bir temsilidir.
Bu bakimdan videolarin analizlerine bakildiginda KKTC'nin yakin siyasi tarihine (Kibris
sorunu, uluslararasi zeminde taninma, bagimsizlik ve demokrasi gibi sorunlar tizerinden)
ait bircok séylemin yeniden Uretildigi ve sosyal medyanin bu ideolojik ayrismayi sdylemler
ve gostergeler lizerinden daha keskin bir bicimde sundugu gorilmektedir.

Ortaya ¢ikan bulgular, kutuplastirici bir dilin varligini gostermekte; ‘biz’ sdyleminin
baskin oldugu ve adaylarin hitap ettikleri kitlelere ‘biz’ diliyle cogulcu bir ‘toplumsal
birlik’ sdylemini kullanarak seslendikleri gorilmektedir. Adaylar, hitap ettikleri kitleleri
homojen bir yapida gérme egilimi tasimakta ve ‘biz’ diliyle, ayni ideolojik teammiileri
tasiyan kitlelere seslenmektedir. Adaylarin‘biz’ diliyle kurguladiklari séylemler, adaylarin
videolarinda cesitli kiiltirel, siyasi ve toplumsal kodlarla yeniden tretilmektedir. Ortaya
¢tkan bulgulara bakildiginda genel kaninin aksine, adaylarin secim videolarinda trettikleri
kod ve sdylem diizenlerinin, sag've sol siyaset trinii olarak birbirinden tamamen farkli
uclar olmadiklari gériilmektedir. Bir takim farkhliklara ragmen bir meta-sdylem olarak
Uretilen Kibris sorunu ve onun etrafinda ayni zamanda ondan beslenen ortak olgular,
adaylarin ideolojilerine gore sekillenen anlatilarda boyut kazanmaktadir. Bu bakimdan,
Kibris sorununa sikisan siyasal iletisimin, bir meta-séylem olarak Kibris sorunu sdéylemi
Uzerinden ‘demokrasi; ‘6zgurlik; ‘bagimsizlik; ‘micadele; ‘birliktelik; ‘irade’ gibi tekrar
eden kelime secimleri ve olgulara basvurmasi sasirtici gérinmemektedir. Ancak sosyal
medya araciligiyla yayinlanan siyasi reklam videolarinin KKTC siyasal iletisimi icin hedef
kitlelere ve se¢mene ulasmakta donistirici bir etkisi oldugu diistintlmektedir.

Bu yoniuyle, calismanin ortaya koydugu veriler, KKTC'deki siyasal iletisim dilinin,
Kibris sorunu, 6zglirliik, demokrasi, bagimsizlik gibi olgular tizerinden nasil insa edildigini
glincel bir analiz tizerinden ortaya koymaktadir. ileriki calismalar icin, 2020 KKTC
Cumhurbaskanhgi Secimleri'ne yonelik hedef-kitle, kullanici/izleyici alimlama
calismalarinin yapilmasi, yurttilen propaganda doneminin sosyal medya etkisinin
hedef kitle Gizerinde ne denli bir etki biraktigi izerinde sonuclar sunacaktir. Bu yonuyle
calismada ortaya koyulan gosterge ve sdylem analizlerinin, KKTC siyasal iletisimi agisindan
birey, secmen, hedef-kitle davranislar lizerine yapilacak ileriki calismalar igin yararli
veriler sunabilecegi 6ngorilmektedir.
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TABLES AND FIGURES

Table 1: Ersin Tatar'in “Artik Yeter” Adh Siyasal Reklam Videosunun Anlam-Yananlam Analizi

Goriintiisel Gosterge Gosteren Gosterilen
Kibrish Tirklerin, 1974 6ncesi yasadiklari
iki yash birey zorluklar, yasli iki bireyin goriintiistiyle sembolize

edilmektedir. Aile miti Gizerinden toplumsal birlik
anlami Uretilmektedir.

Arkasi doniik

Ersin Tatar'in her yastan insani kucaklayarak,
onlarin arkasinda duracadi yan-anlami ve

dort cocuk toplumsal beraberligin zamani oldugu anlami
insa edilmektedir.
Cami ve Butlinu kucaklayan lider mitini gliclendiren bir
kilise tema olarak kilise ve cami yapilari
kullaniimaktadir.
. BM'nin Kibris sorunu tizerine ¢6ziim adimlarinin
BM binasi ve Kaldid - P
bayraklar sonugsuz kaldigi, BM binasinin bir gériintlisinin
kullanilmasiyla vurgulanmaktadir.
Glinese dogru yurlyen gencler gelecegi temsil
Isigadogru | etmektedir. Cozlilemeyen Kibris sorunun Tatar'in
yurtyen liderliginde ¢6ziime kavusturulmasiyla, tlkedeki
insanlar genclerin geleceginin‘aydinlik’ olacagr anlami

Uretilmektedir.
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Ersin Tatar ve | Ersin Tatar'in her kesiminin lideri olabilecegi ve
etrafindaki toplumun desteginin arkasinda oldugu, liderlik
insanlar miti Uzerinden Uretilmektedir.

Table 2: Serdar Denktas'in “Ozgiiriim ben 6zgiir...” Adli Siyasal Reklam Videosunun Anlam-Yananlam Analizi

Goriintiisel Gosterge Gosteren Gosterilen
Harley-Davidson markasinin populer kiiltirde
bicimlendirdigi “6zglir” ve “maceract’,
Harley ” ” | R
Davidson korkusuz"motosiklet stirtictisu imaji,
Denktas'in liderlik vasiflarinin bir metaforu
markali L :
) olarak uretilmektedir.
motosiklet
K Otoz/ol Kavsak, yillardir ¢oziilemeyen Kibris sorununu
avsagi ve : )
temsil etmektedir.
araclar
Dag, bayrak, KKTC ve Turkiye Cumhuriyeti bayraklari,
motosiklet KKTC'nin varligina ve Tiirkiye Cumhuriyeti'ne
surtclleri olan baghhgi simgelemektedir.
Serdar
Denktas, Serdar Denktag'in KKTC'ye olan baghligr ve bir
KKTC ; s 9 b
bayrag, lider olarak KKTF nln_varllglnq duydugu saygi
Motosiklet, gosterilmektedir.
Otoyol
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Table 3: Kudret Ozersay'in “Benim Hikayem Bizim Hikayemizdir” Adli Siyasal Reklam Videosunun Anlam-Yananlam
Analizi

Goriintiisel Gosterge Gosteren Gosterilen

Go¢, catisma gibi Kibrish Turklerin

Karanhk Oda, yasadigi baski, karanlik oda ile
Pencere ve kadin sembolize edilmektedir. Kadin ve
ve ¢ocuk cocuk ise, Ozersay'in cocuklugu ve
annesidir.

Kibrish Tarkler'in gé¢cmen olduklari

Elinde bavul ve temsil edilmektedir. Cocuklaryla
iki cocukla kdyden gog eden kadin, Kibrisl
yurdyen kadin Turklerin ulusal micadelesinin
temsilidir.

Yildiz, Kibrish Turk'lerin
Yildiz figuriint mucadelesini ve Tiirk bayragindaki
tutan cocuk ve Ay-yildizi temsil etmektedir. Sehit
kadin cocugu olan Kudret Ozersay bu
micadelenin ve hem tanigi hem de
bir paydasidir.

Ozersay, bir tiniversite 6grencisi
olarak sembolize edilmekte ve
elinde “Politics Of Cyprus”isimli bir

5 “Politics Of kitap tutmaktadir. Metonomi olarak
A Cyprus”isimli bir kitap 6gesi Ozersay'in tiniversite
= kitap yillarinda aktif olarak Kibris sorunu
o3 ile ilgilendigi ve akademik alanda

Kibris sorunu tizerine calistigini
vurgulamak icin kullaniimaktadir.

Ozersay'in cocuklugundan baslayan
anlatinin, KKTC Meclis'ine girmesiyle
devam ettigi ve miicadelesine
Kudret Ozersay, secilmis bir siyasi olarak devam
Meclis edecegini sembolize etmektedir.
Ozersay'in miicadelesinin dogru ve
toplum tarafindan desteklendigi
anlami Uretilmektedir.
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Sari cigekler,
Ozersay'in
etrafindaki

kisiler

Ozersay'in etrafindaki kisiler
Ozersay'in kendi ¢cocuklugunu ve
ailesini temsil etmektedir. Sari
cicekler ise Kibris Tirk toplumunu
sembolize ederken Ozersay'in hayat
hikayesi ile Kibrish Tiirklerin
toplumsal miicadelesi arasinda
baginti kurulmaktadir.

Table 4: Mustafa Akinc’nin “Giictinii Vicdanindan Alan insanlarin Memleketidir Burasi” Adli Siyasal Reklam

Videosunun AnlamYan-anlam Analizi

Goriintiisel Gosterge Gosteren

Gosterilen

Sari gicekler

Sari gicekler, Kibrishi Turk
toplumunun birlikteliginin bir
metaforu olarak kullaniimistir. Yan
anlam olarak Kibrisli Ttrklerin
buttinlagi ve Akinci'nin se¢im
kampanyasinin ana temasi olan
“irade” olgusu sembolize
edilmektedir.

Zeytin agaci

Kibrisli Tarklerin toplumsal
micadelesi ve “iradesi”, zeytin
agaciyla sembolize edilmektedir.
Zeytin agaci, hem barisin hem de
yasli bir zeytin agaci olmasiyla
micadelenin semboli olarak
kullanilmaktadir.

Zeytinleri
doken
kameraya
donuk iki el

Kibrish Tarklerin bir toplum olarak
birligi ve farkhliklara ragmen bir

arada olug mucadelesi sembolize
edilmektedir. Zeytin metonomi

ogesidir. Farkhliklara ragmen

toplumu bir arada tutacak olan

liderin Mustafa Akinci oldugu yan

anlamini dretmektedir.
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Mustafa
Akinci ve
cevresindeki
insanlar

Mustafa Akinci cevresindeki
insanlarla birlikte ytrimektedir.
Akincr’'nin toplumun lideri oldugu
ve onun liderliginde Kibris Tiirk
toplumunun birlik oldugu yan
anlami Uretilmektedir.

Table 5:Tufan Erhiiman’nin “Birlikte Basaracagiz” Adl Siyasal Reklam Videosunun Anlam-Yan-anlam

Goriintiisel Gosterge Gosteren Gosterilen
Fotografta, Tufan Erhiiman, esiyle
Tufan birlikte kameraya bakmaktadir.
Erhiiman ve Erhiman’in bir lider olarak,
Nilden toplumdaki bireylerden farkli,
Erhliman’in siradisi bir yasantisinin olmadigi,
birlikte evin detaylariyla gosterilmeye
goruldukleri calisiimistir.
fotograf
Tufan Erhliiman’in demokrasinin
glictine, varligina inanci ve
demokrasi mucadelesi
“Giiclii imgelenmektedir. Kibrish Turklerin
Demokrasi” demokras_'! mpc_adele;ini bir !ider
adli kitap olarak gticlii bir sekilde yerine

getirebilecegi yan anlamini
Uretmektedir.

Mutfak, Tufan
Erhuman,
Nilden
Erhiiman

Mutfak bir mekansal baglam olarak
hem kiilttrel hem de toplumsal
normlara denk gelmektedir.
Mutfakta bir yardimlagmanin ve
demokrasinin olmasi Erhiiman’in bir
es olarak vasiflarinin bir lider olarak
da toplumda demokratik ve sosyal
yardimlasmaya 6nem veren bir lider
olacagi anlamini Gretmektedir.
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Tufan _ . -
Erhiiman ve Basarili bl_r §|y§setg| olmak, iyi bir es
- ve iyi bir baba olmakla
Nilden bagdastiriimaktadir.
Erhiiman’in gdas '
fotografi
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Appendix 1: “Artik Yeter” Adli Videoda Ses Kullanimi Bilgileri ve Dokiimii

Videonun Uzunlugu: 1 Dakika 29 Saniye
Videodaki Ses Kullanimi: Secim Sarkisi

Secim Sarkisinin Sozleri:
“Lefkosa'dan Dipkarpaz’a,
Memleketim hep hasret kokar

Bu boyle giderse bak kardesim

Asil glinesim dogudan batar

Biz insaniz hep giilmek isteriz

Glven icinde yasamak isteriz

Birlikte olduktan sonra tim zorluklari geceriz
Ayni fikirdeyiz, Maras aciimali

Coziim yolumuzda giller agmal

Olmadi olmayacak deme, bedeli yeniden bes yilimizi olmamali
Beklettiler gegmis masaliyla

Bos vaatler var sirasiyla

Birlikte ulasalim mi sonuca

Yeni cumhurun baskaniyla

Artik susmadan, geriye bakmadan

ileriye devam, yiiksel durmadan
Artik yeter, kaybetmek yok zaman
Ben de glines olmak isterdim, yeni dogan

Gormedim, sonucu gormedim

Ben bir cocugum masaya tak diye vuran

BoImedi umudu boélmedi

Gllerimden dogan giinesi sonmedi

Artik yeter inan, pek vaktimiz yok

Birlikte gelecege yirtyelim, hedefimiz ¢cok
Bize yeni bir gelecek gerek

Ayaga kalkalim hadi tek yurek”
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Appendix 2: “Ozgiiriim ben 6zgiir...” Adli Videoda Ses Kullanimi Bilgileri ve
Dokiimii

Videonun Uzunlugu: 1 Dakika 46 Saniye
Videodaki Ses Kullanimi: Serdar Denktags'in Sesi

Videoda Kullanilan Seslendirme ve Misralari:

“Ozglirligim ben, ben 6zgiirliik

Mutlulugun sirndir 6zgirltk

Ozgiirligiin sirn ise yureklilik

Yurekliyim ben

Cercevelere sigmam, farkl hedeflere her yolu deneyerek ulasmayi severim
Yeni yollar agmak

Bizi daha ileriye tasiyacak yollari zorlamaktir hedefim

Kurallara uyarim ama dayatmalara hig pirim vermem

Oniime engeller ciktiginda ya yikar deviririm, ya etrafindan dolasir hedefime varirm
Mahkum etmem kendimi telkinlere, dnerilere, tehditlere

Yok olmanin bir diger adidir mahkum olmak

Prangalar esirler icindir

Biz 6zgirliik savascilarinin cocuklariyiz

Savasimiz artik insanhkla degil

Bagnazlikladir

Yolum 6zgurlik yoludur

Yolum, kuzey Kibris halkini misterek bir hedefe tasima yoludur

Ne mutlu Kuzey Kibris Tlirk Cumhuriyeti’'nin hiir cocuklarina

Ne mutlu Tirk'tm, Kibrish Turk'Gm diyene!”
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Appendix 3:“Benim Hikayem Bizim Hikayemizdir” Adli Videoda Ses Kullanimi
Bilgileri ve Dokiimii

Videonun Uzunlugu: 1 Dakika 22 Saniye

Videodaki Ses Kullanimi: Kudret Ozersay'in seslendirdigi misralara Biilent Ecevit
ve Rauf Raif Denktas'in ge¢mis konusmalarinin kayitlarindan alinan kesitler eslik
etmektedir.

Biilent Ecevit'in Sesi: “Biz aslinda savas icin degil, baris icin; yalniz Turklere degil,
Rumlara da baris getirmek icin Ada'ya gidiyoruz.”

Rauf Raif Denktas’in Sesi: “Kuzey Kibris Tlirk Cumhuriyeti'nin bagimsiz bir devlet
olarak kuruldugunu diinya ve tarih 6niinde ilan ediyorum.”

Kudret Ozersay’in Sesi:

“Benim bir hikayem benim var hikayem hepinizin hikayesidir
Karanliktan aydinlaga dogru yuriytsimuzin hikayesidir,
Uzun bir yariyusin hikayesidir,

Mducadelemiz bir varolus miicadelesidir.

Micadelemiz aydinlik bir gelecek icin,

Benim hikayem, bizim hikayemizdir."
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Appendix 4: “Giiciinii Vicdanindan Alan insanlarin Memleketidir Burasi” Adl
Videoda Ses Kullanimi Bilgileri ve Dokiimii

Videonun Uzunlugu: 59 Saniye
Videodaki Ses Kullanimi: Mustafa Akinci'nin Sesi

Videoda Kullanilan Seslendirme ve Misralarin Dokiimii:
“Bu hayatta herkes kendi hikayesini anlatmak ister

Ve her hikayenin bir sesi vardir

Tipki bu topraklarin da bir hikayesi oldugu gibi

Sesini kismak isteyenler olur bazen

Ama senin iraden ve senin hikayen,

Sanildigindan daha guclidiir

Gulclni vicdanindan alan insanlarin memleketidir burasi
Ve bu hikayeyi sen kendi yolunda yurursen yazabilirsin
Cunki 6zglinlagun vardir

Ve 6zgurliiglin var, seni inancli bir insan yapan

Anlarsin ki nefes aldigin siirece bu topraklarda senin hikayen hep yeserecek
Her zaman bir sesin olacak glivenebilecegin

Ve onunla birlikte kararlilikla yola devam edebilecegin.”
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Appendix 5: "Birlikte basaracagiz” Adli Videoda Ses Kullanimi Bilgileri ve
Dokiimii

Videonun Uzunlugu: 3 Dakika 49 Saniye

Ses Kullanimi: Arkaplanda muzik kullanimi yer almaktadir. Videodaki ses kullanimi
kesitleri analiz edilen Nilden Erhiman ile yapilan roportaj olarak yer almaktadir. Kesitlerle
ilgili ilgili isitsel 6geler analizlerle birlikte ele alinmaktadir.
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Hollywood sinemasinda siyahi kadin temsilleri DW Griffith'in Bir Ulusun Dogusu
filminden buyana, kolelik ve i¢ savas donemine ait stereotipleri strdirmekte ve
mesrulastirmaktadir. Siyahi erkek karakterlerin 6zdeslesme imkani sunan 6zne
konumunda yer almasina karsin; kadin karakterler; genellikle cesitlilikten yoksun,
tekrar eden Kkliselerle temsil edilirler. Calisma kapsaminda Gizli Sayilar (Theodore
Melfi 2016), Harriet (Kasi Lemmons 2019) ve Diismanlarin En lyisi (Robin Bissel 2019)
adh filmler temsil sorunsali baglaminda; siyahi kadin karakterlere dair yerlesik
stereotiplerin devamliiginin ve kadin karakterlerin 6zne konumunun sorgulanmasi
amaciyla incelenmistir. 2010 sonrasi ana akim Hollywood sinemasina ait, siyahi
kadinlarin haklari icin micadele veren siyahi kadin figlrlerin hayatlarini konu
edinen ve yasanmis deneyimlerine, gercek olaylara yer veren adi gecen filmlerin
incelenmesinde, Bell Hooks'un Karsit Bakis: Siyahi Kadin Izleyiciler adli calismasinda
50z ettigi, sinemada arzulayan, aktif bakisa sahip siyahi kadinin 6zne olarak yokluguna
dair gorusleriyle birlikte Stuart Hall'un farkin insasi ve kliselestirme kavramlariyla
olusturdugu temsil yaklagimi kullaniimistir. Filmlerin siyahi kadin karakter temsillerinde
farki dogallastirmak ve sabitlemek icin kliselestirmeye basvurup vurmadiklan
tartisilmistir. Filmlerin G¢lintin irksal farkliigin insa edilen ve sabit olmayan bir icerik
oldugunu ortaya koyduklarini, Diismanlarin En lyisi disindaki filmlerin siyahi kadinlara
dair stereotipleri sorguladiklarini ve kadin karakterle 6zdeslesmeye olanak saglayan
bir bakis ve 6zdeslesme mekanizmasi kurduklarini séylemek mimkinddr. .

Anahtar Kelimeler: Siyahi kadin karakterler, temsil, irksal fark, bakis, 6zdeslesme
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Gizli Sayilar, Harriet ve Diismanlarin En lyisi Filmlerinde Bell Hooks ve Stuart Hall'un Gérisleriyle...

ABSTRACT

Starting with D.W. Griffith’s film The Birth of a Nation (1915),
black women representations in Hollywood films have
been confined to the stereotypes of slavery and that of
the Civil War period. While black male characters’ subject
position allows identification, their female counterparts
are often represented by repetitive stereotypes that
lack variety. The study analyzed the films Hidden Figures
(Theodore Melfi, 2016), Harriet (Kasi Lemmons, 2019), and
The Best of Enemies (Robin Bissel, 2019) to understand
such representative problems and question the continuity
of established stereotypes in relation to black female
characters and their subject position. The aforementioned
films of the post-2010 mainstream Hollywood cinema
depict the lives of black female figures fighting for black

women’s rights, along with their experiences and real

events. They were examined using the representational
approach that Stuart Hall established through the concepts
of “construction of difference” and “stereotyping,” as well
as Bell Hooks' views in The Oppositional Gaze: Black Female
Spectators about the absence of black women who have a
desire and an active mind as a subject in cinema. The paper
also discusses whether the films resort to stereotyping in
order to naturalize and maintain the difference in these
representations and argues that all three films suggest
that racial difference is a constructed and unfixed content,
and that the films, except The Best of Enemies, question
black women stereotypes, establishing a perspective and
mechanism, that allows the audience to identify with these
female characters.

Keywords: Black female characters, representation, racial

differences, gaze, identification

EXTENDED ABSTRACT

Hollywood cinema continues to rely on stereotypes that emerged during the Civil
War period and largely draws on slavery for the representations of black people, which
can be largely attributed to D.W. Griffith’s film, The Birth of a Nation (1915). One of the
most remarkable studies on this subject is Stuart Hall's Spectacle of the Other, where
he argues that Tom, Coon, tragic Mulatto, Mammy, and bad Buck are the stereotypes
commonly used for representing black people. It is also essential to add Jezebel,
Sapphire, and the insensitive Superwoman to the stereotypes listed by Hall. Blaxploitation
films, which emerged in the 1970s, first placed mythical and later modern black male
characters as the protagonist. On the other hand, black female characters were either
overtly sexual or their sensuousness was the only point of interest. Since the 1980s,
many black actors have played heroes or leaders in Hollywood films, whereas black
actresses still play cookie cutter roles that make it difficult to tell one apart from another.
Such representations construct them to either highly sexual or ridiculously unrealistic
roles, where their characters lack any glimpses of drama, humor, or even wickedness.
Therefore, it is not possible for spectators to witness their complex inner lives, leaving
them feeling indifferent about the performance and unable to identify with it.
Stereotypical representations of black women in cultural imagery were basically shaped
during the Civil War and the period of slavery. As Angela Davis maintains, black women
were associated with masculinity as they performed all kinds of heavy tasks, which
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affected their self-perception immensely. Looking at the 19th century as regards to
feminine ideology, it can be argued that black women were considered an anomaly, a
perspective that they internalized to appear more congruent with the myth of the “new
woman.”Such angry masculine stereotypes about black women render their experiences,
as well as their strong and ambitious personalities, invisible, whose effects Bell Hooks
reveals on the process of watching films and identification. According to her, black
women do not encounter black female characters on the silver screen who they can
identify with. Especially in Hollywood films, the female character must be white in order
to be deemed worthy of attention and desire, which leaves black female spectators
unable to connect with them. Rather than being passive recipients of the film, they
should question the images presented to them as entertainment, with a critical
perspective. Even a contemporary figure, such as Michelle Obama, still appears in the
media in connotations of negative representations that are associated with slavery.
Thus, it is of significance that films involve representations of black women that are
positioned as historical subjects, to positively affect black women in making themselves
subjects of cinema. This study dealt with the films Hidden Figures, Harriet, and The Best
of Enemies, which focus on the lives of black women who have shaped history, with a
perspective presented by Angela Davis and Bell Hooks, and an approach that Stuart
Hall created through the concepts of difference, construction of difference, and
stereotyping. Through this, Hall set the framework for fundamentally suggesting that
the representations of difference cannot be considered independently of power relations
and that they are constructed, not fixed. Difference is created through representation
and thus, must be fixed in order for the classification system of culture to continue.
Hidden Figures reveals that difference is a result of the power relationship between
black women and white men, showing that it is dialogic, not fixed, and can transform.
The film has black female characters in the position of subjects, who are portrayed
outside of stereotypes, whose inner worlds are accessible and thus, more relatable for
the audience. Harriet shows that difference can alter according to the place and
conditions in which we live, and that it is not fixed but constructed in the language;
however, it repeats the stereotype of the superwoman with masculine features who
accomplishes the impossible. It also offers spectators the opportunity to identify with
the character who is positioned as a subject with a goal. The Best of Enemies shows that
difference is constructed through space and language and that it is not fixed, but
dialogic; on the other hand, it confines Ann Atwater to the angry black woman stereotype,
robbing the audience of the opportunity to identify with her.
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GiRiS

Ekran imgeleri bireylerin kimliklerini insa etmelerinde dnemli bir role sahiptir.
Stereotipler / kalip yargilar sosyal kiiltlirG sirdiirmek icin icat edilmis glgli ideolojilerdir,
kilttrin bir grup insani nasil algiladigini géstermesinin yaninda s6z konusu grubu
kontrol eder ve temsillere boyun egmeye zorlar (as cited in Jumoke, 2016, p. 20). Zaman
icinde izleyiciye yapisarak kendilerini algilamalarini, dis diinyaya dair gercekligi
sekillendirirler. Ana akim Hollywood sinemasi icerisinde yer alan ve siyahi karakterlere
sahip olan filmler de, kullandiklari stereotipler araciligiile Amerikan klttrinin siyahilere
yonelik algisini pekistirmekte ve stirdlirmektedir. Filmlerde yer alan stereotipler erkek
karakterlerde cesitlilik kazanmaya baslamisken kadin karakterler icin benzer gesitlilikten
s0z etmek genel olarak miimkiin degildir.

Stuart Hall, Baskasinin Gosterisi adli calismasinda 1973-1991 yillari arasinda yayinlanmis
onemli calismalarda siyahilere dair belirli temsillerin varligini sirdirdigiinden s6z
etmektedir. Hall, siyahilerin temsillerine dair bes ana stereotip siralamaktadir, Tom,
coon, trajik mulatto, mammy ve bad buck (as cited in Hall, 2017, p. 322). Tom, iyi niyetli
ve sadik kole tiplemesidir. Kotl davranislara maruz kalsa da daima naziktir ve itaat eder.
Coon'lar, glivenilmez, cilgin ve tembeldir, hirsizlik yaparlar, Trajik Mulatto ise melezdir;

guzel (...) kismi beyaz kan sebebiyle beyaz erkekler icin ‘kabul edilebilir’ ve hatta
cekici olan ama silinmez siyah kaninin lekesi onu trajik bir sona mahkm eden
(...) kadin kahraman prototipi. Mammy, genellikle iri, sisman, buyurgan ve huysuz,
hicbir ise yaramaz kocasi evde uyuyup duran, beyaz ev halkina kendini adamis
ve is yerinde sorgusuz bir itaat gosteren hizmetci prototipidir (as cited in Hall,
2017, p. 322).

Mulatto stereotipi Hollywood sinemasinda genellikle kadin oyuncular tarafindan
canlandirilir. Glzelligin ve arzu edilirligin beyaz standartlarina sahip olmasina ragmen
siyahi oldugu icin beyaz erkek baskarakterle ask iliskisi yasayamaz (Missouri, 2015, p.
6). Mulatto trajiktir; ne siyah ne de beyaz olmadigi, arada kaldigi icin mutlu sona ulasamaz.
Tom amca ve mammy “idealize edilmis, duygusallastiriimis, iyi asil vahsilerdir” (Hall,
2017, p.317).Son olarak bad buck, gii¢lti ancak siddet yanlisi, 6fkeli bir tiplemedir. Bad
buck en ¢ok, siyah genclige dair modern gorsellerde yer almaktadir (as cited in Hall,
2017, p. 322).
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Hall'un siraladigi stereotipler arasindan mammy, kadin karakterlerde sinema tarihi
boyunca pek cok filmde yer almistir. Mammy stereotipi diger stereotiplerde oldugu
gibi kolelik ve i¢ savas doneminde yazilan roman ve oykiilerde ortaya ¢cikmistir. Kolelik
ve i¢ savas doneminde siyahilere dair yaratilan stereotipler cogunlukla yasananlari
carpitma islevi gormustir. Mammy, fiziksel 6zellikleri itibariyle Saartje Baartman’a
benzemektedir. Yazarlar tarafindan, Amerika'da kolelik doneminde hapsedilmis siyahiler
icin glindelik hayatin acimasizhidini silmek, siyahi kadinlarin miicadelelerini
zararsizlastirmak icin insa edilmistir (as cited in Jumoke, 2016, pp. 18-22). Kolelik
déneminde, siyahi kadinlarin cogu maruz kaldiklari eziyetler nedeniyle kagmislar ve
baskalarinin da kagmasina yardim etmislerdir. Hattie McDaniel, Riizgar Gibi Gecti (Victor
Fleming 1939) filmindeki mammy roli ile Oscar 6dilinG kazanan ilk siyahi kadin
oyuncudur. Zehirli Hayat (John Stahl 1934) filminde mammy roliinde oynayan Louise
Beavers, Hall'un ifadesiyle oyunculuk hayati boyunca “ylizlerce beyaz aile mutfaginda
azimle ve neseyle” yemek pisirmistir (Hall, 2017, p. 324). Whoopi Goldberg Clara’nin
Kalbi (Robert Mulligan 1988) ve Hayalet (Jerry Zucker 1990) filminde mammy roliindedir.
Clara, annesi tarafindan terk edilen David'e bakicilik yapmaktadir ve ayni zamanda evin
kahyasidir. Hayalet filminde ise medyum Oda Mae karakteri cinsiyetsiz, mistik/ yabanci
bir 6teki olarak temsil edilir (Manatu, 2003, p. 45). 2011 yilinda gdsterime giren Duygularin
Rengi (Tate Taylor) filminde siyahi kadinlar mammy stereotipinin 6zelliklerine sahiptirler.
Abdulwahab Halima Jumoke'ye gore siyahi kadinlari, beyaz aileler icin kendi hayatlarindan
fedakarlik eden kirilgan bakicilar olarak sergileyen mammy ayni zamanda ofkeli, eril
ve ¢cirkindir (Jumoke, 2016, p. 18). Jumoke, Hollywood filmlerinde siyahi kadinlara dair
tekrar eden tarihsel stereotiplere jezebel ve sapphire’i de eklemektedir. Jezebel stereotipi
film noir tiirline ait filmlerdeki femme fatale karakteri ile benzer 6zelliklere sahiptir,
istedigini elde edebilmek icin cinselligini kullanan kadin figlriine isaret etmektedir.
Norma Manatu'ya gore ayni zamanda giinah ve ahlaksizlkla iliskilidir (Manatu, 2003,
p. 17). Jezebel, kolelik ve i¢ savas doneminde siyahi kole kadinlarin kdle sahibi erkeklere
ilgi duyduguna dair miti mesrulastirma islevi gérmdstir (as cited in Jumoke, 2016, p.
19). Jezebel stereotipinin yer aldigi Hollywood filmlerine, 1990l yillardan Bodyguard
(Mick Jackson 1992) ve Bir Oh Desem (Forest Whitaker 1995) 2000’li yillardan ise Kesisen
Yollar (Marc Foster 2001) 6rnek olarak verilebilir. Kesisen Yollarda filmin ilk bolimiinde
esinden ayrilmis tek basina miicadele icinde 6zne konumunda gosterilen Leticia karakteri,
filmin gelisme bolimiinde cinselligi ile tanimlan bir nesne tiplemeye dogru evrilmektedir.
Sapphire stereotipi ise ismini 1951-1960 yillari arasinda CBS kanalinda yayinlanan
komedi dizisi Amos ve Andy dizisinde yer almis kiistah, agresif, 6fkeli ve 6fkesini erkeklere
yansitan kadin karakterin isminden almaktadir. Zamanla dizideki karakter tekrar eden
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bir kalip haline gelir. Sapphire stereotipi, genellikle tembel ve issiz / kotl siyahi erkek
stereotipi ile birlikte kullaniimakta ve 6fkeli siyahi kadinlarin ne siyahi ne de beyaz
erkekler tarafindan sevilmelerinin mimkiin olmadigina dair bir kalip yargi da
olusturmaktadir (as cited in Jumoke, 2016, pp. 20-21). Hollywood sinemasindaki siyahi
kadin temsillerine dair Todd Phillips'in Joker (2019) filminde, kiziyla yasayan Sophie
Dumond karakteri glincel ve popiiler bir 6rnektir. Joker/ Arthur Fleck, Dumond’la hayal
diinyasinda iliski yasamakta ve onu arzu nesnesi olarak konumlamaktadir. izleyici filmin
var oldugunu zanneder. Joker/ Arthur Fleck’in bakis acisinin disina ¢ikilan ve Dumond'’la
aslindailiski yasamadiginin gosterildigi sahnenin ardindan siren sesleri duyulur. Dumond
karakterini filmin geri kalaninda bir daha gérmek miimkiin olmaz. Joker/ Arthur Fleck'in,
Dumond ve kizini 6ldurdigii ima edilmektedir, filmin iki masum siyahi karakterin
oldirilmesini gosteremeyecedi icin bunu siren sesleriyle ve Dumond’un yoklugu ile
ima ettigine dair yorumlara rastlamak mimkundir (July, 2019; Anderson, 2019).

Serpil Kirel'in belirttigi gibi, “kadinlarin sinemada temsili sorunlu bir alanken, siyah
kadinin sinemada temsili ¢ifte sorunlu bir alandir” (2010, p. 378). Hollywood filmlerinde
siyahi kadin oyuncular strekli olarak ayni yetersiz rolleri canlandirmaktadirlar;

Oysa ki siyahi kadinlarin deneyimleri bu rollerin sinirlarina sigmayacak denli
cesitlidir. S6z konusu yetersiz temsiller siyahi kadinlari ya cinsellikle iliskili ya da
duygusuz /asik olmayan ve imkansizi basaran sliper kadin olarak kurmaktadir (...)
Hollywood filmlerinde beyaz kadin oyuncular genis bir yelpazede yer alan romantik,
politik, ev kadini ya da macera arayan karakterleri canlandirmakta ve buna bagli
olarak dramatik, komik, seytani olabilmektedirler (Manatu, 2003, p. 11, 41).

Norma Manatu’'nun belirttigi tizere, siyahi kadin karakterlerin cinsellikten ibaret ya
da imkansizi basaran stper kadin olarak temsil edilmeleri izleyicilerin siyahi kadin
karakterle 6zdeslesmemesine neden olmaktadir;

Siyahi kadin oyuncular aksiyon filmlerinde oynasalar dahi egzotik ya da amazon
kadini tiplemelerine hapsolmaktadirlar. Beyaz kadinlarin temsillerine dair s6z
konusu cesitlilik, perdedeki beyaz kadin imgesiyle ve onun duygulariyla 6zdeglesme
saglarken izleyicilerin siyahi kadinlarin i¢c diinyasina tanik olma, bunu hayal etme
kisaca onlarla 6zdeslesme olanaklari yoktur (...) Siyahi kadin karakterler, icinde

bulundugumuz zaman diliminde yasayan, gercek sorunlari olan gergek insanlar
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olarak temsil edilmemektedirler. icinde bulundugumuz zamanda gecen bir dykiide
temsil edildiklerinde ise sadece cinsellikle iliskili olarak konumlandirilirlar (Manatu,
2003, pp. 42-46).

Hall'a gore siyahlara dair iki boyutlu imgeleri sinemaya yerlestiren film Bir Ulusun
Dogusu'dur (D.W. Griffith 1915), Bell Hooks da s6z konusu filmin Hollywood filmlerinin
irk ve toplumsal cinsiyet politikasinda kurucu bir isleve sahip oldugunu, siyahi kadini
goriinmez kilarken, beyaz kadinhgin da yerini ve islevini belirledigini belirmektedir
(Hall, 2017, p. 322; Hooks, 1992, p. 120). Hollywood'da 1930’larin siyah oyunculari
¢ogunlukla soytari, aptal, sadik usak ve hizmetkarlar olarak ikincil rollerde yer almiglardir
(Hall, 2017, p. 323). 1940'lar ise siyahi mizikallerinin donemiydi. 1950 yillarda filmler
irk konusunun bir sorun oldugunu dile getirmeye baslamis ancak bunu beyaz liberal
bir perspektiften yapmislardir (Hall, 2017, p. 324). Beyaz liberal perspektife sahip filmlerde
Sidney Poitier basrolde yer almaktadir. Poitier, Hollywood filmlerinde yildiz oyuncularla
ayni Ucreti alan ilk siyahi oyuncudur. Donald Bogle'a gore Poitier beyaz seyircilerin
standartlarina uygundur ¢linki Poitier'in canlandirdidi karakterler; “terbiyeliydiler,
duslincesizce hicbir sey yapmazlardi (....) Yumusak bash ve uysaldilar” (as cited in Hall,
2017, p. 324). 1980 ve 1990l yillar siyahi gettolarinin, siyahilerin yoksullugunun
yayginlastigi ve su¢ oraninin yukseldigi bir donemdir. Ancak ayni zamanda siyahlarin
kararli bicimde kendine glvenlerinin arttigi ve siyah kilturel aidiyette, saygi ve onur
kavramlarindaisrar ettikleri bir donemdi (Hall, 2017, p. 331). Siyahilerin kendiimgelerine
dair saygi ve onur kavramlarini 6n plana ¢ikardiklar bu dénemde Amerikan kiltiriinde
irk &nemli bir kavram olarak kabul gordii ve temsiller degismeye basladi. Siyahi oyuncular
filmlerde ve televizyonda daha farkl rollerde yer aldilar. Dénemin siyahi izleyicileri
hedefleyen filmleri blaxplotitation adli tiir altinda anilmaktadir. Blaxplotiation filmleri,
siyahileriilk kez kara film, sug ve aksiyon gibi tiirlerde kahraman konumuna yerlestirdiler.
izleyiciler “siyah karakterlerin ‘Beyaz’a karsi kazandigi zaferlerden cok keyif aliyor,
sorunlardan yakay! kurtarmasini seviyordu” (Hall, 2017, p. 350). Ryan ve Kellner ise
blaxplotiation filmlerinin kadin ve erkek glcli siyahilere dair olumlu temsiller
icermelerinin yaninda yogun siddete yer verdiklerini ve Hollywood yapimcilarinin bu
filmler araciligiyla siyahi hareketini paraya ¢evirmeyi amacladiklarini belirtmektedirler
(2010, p. 197). Siyahi feminist elestirmenler ise bu filmlere egemen olan eril dili ve siyahi
kadin imgesinin asiri cinsellestirilmis olmasini elestirmislerdir. Spike Lee, She’s Gotta
Have it (1986) filminde, Hollywood sinemasindaki bakisin nesnesi olan beyaz kadinin
konumuna bu kez siyahi kadini yerlestirmistir. Hooks'a gore Spike Lee beyaz kadinligin
nesne olarak sinematik ingasini taklit ettigi icin Hollywood kanonunda kendisine yer
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edinebilmistir (Hooks, 1992, p. 126). 1980’li yillar Amerika'da ylkselen muhafazakarliga
paralel bicimde Eddie Murphy’nin toplumsal sorunlari gormezden gelen, apolitik komedi
filmleri popller olmustur. 2000'li yillarda ise, Barack Obama’nin baskanligina dair 6ngéri
olarak yorumlanabilecek temsiller televizyon dizilerinde ve filmlerde yer almistir. Farkli
temsiller aracihigiyla “llke siyahi bir baskana hazir hale getirilmis, alistiriimistir” (Kellner,
2013, p.61). Ozellikle Morgan Freeman’in 2000'li yillarda oynadigi filmler bu baglamda
onemli 6rneklerdir. Freeman;

farkliirklardan, yas gruplarindan ve toplumsal siniflardan insanlarla kaynasan bir
persona olarak sunulur ve boylece giinimiiz Amerikan kiltiriinde siyahi
Amerikalilar ¢cok cesitli rollerde kabul etmeye, insanlari ten renklerine degil de
kisilikleri ve hayranlik uyandiran 6zelliklerine gére degerlendirmeye, bunlara gére
saygl duyup benimsemeye yonelik” bir egilim oldugu gosterilmektedir (Kellner,
2013, p. 64).

Hollywood'da siyahi karakterlerin yer aldidi irk-mutabakat filmleri popliler bir anlati
tlradir (Obenson, 2019). Irk-mutabakat filmleri, beyaz izleyiciyi siyahilerin yasadiklari
acamasiz gercekliklerden koruma islevi goren steril tarih dykileridir. Miss Daisy’nin Sofdrii
(Bruce Beresford 1989), Yesil Rehber (Peter Farrelly 2018) ve Diismanlarin En lyisi (Robin
Bissell 2019) tiirlin 6rnekleri arasinda yer almaktadir. Tirlin formilund, dykulerin 1950
ortalari 1970 baslarinda sivil haklar doneminde ge¢mesi, siyahi beyaz iliskisini islenmesi
ve siyahi karakter tarafindan donustirilen bir beyaz baskaraktere sahip olmasi
olusturmaktadir. Siyahi karakter, beyaz bas karakterin donitistimui icin anlatisal bir aractan
ibarettir.

Hollywood filmlerinde siyahi erkek oyuncular izleyicilerin onlarla 6zdeslesmesini
muUmkin kilan kahraman rollerinde yer alabilirken bu durum siyahi kadin oyuncularigin
gecerli degildir. Siyahi kadin oyuncularin izleyicilerin onlarla 6zdeslesmesini engelleyen
asiri cinsellestirilmis kadin ya da stper kadin stereotipine sikismis yetersiz rolleri
canlandirmasi 6nemli bir sorun olusturmaktadir. Manatu, Sinemada Afro Amerikan
Kadinlar ve Cinsiyet (African American Women and Sexuality in the Cinema) adli calismasinda,
1986 ile 1995 ve 1997 ile 2001 arasinda ¢ekilen on alti filmi ele alirken, siyahi ve beyaz
yénetmenlerin konuyu ele almalarindaki farklara da deginmistir (2003). Manatu ele
aldigi filmlerde siyahi kadin karakterlerin evlilik disi, evlilikle sonuglanmayan iliskiler
Uzerinden, asiri cinsellestirilmis bicimde nesnelestirilerek temsil edildiklerini belirtmektedir
(2003, pp. 120-136). Siyahi yonetmenler kadinlara dair yerlesik olan geleneksel imgelemi
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degistirmede cok az kontrole sahiptir (Manatu, 2003, p. 161). Montré Aza Missouri ise,
Biiydilii Siyahi Kadin ve Anlati Sinemasi (Black Magic Woman and Narrative Film) adli
calismasinda 1991 ile 2009 arasinda c¢ekilmis bes filmde siyahi kadin temsillerini
incelemektedir (2015). Missouri 1990'li yillarin siyahi filmleri olarak adlandirdigi ele aldigi
filmlerde Trajik Mulatto stereotipinin; Hollywood konvansiyonlarinin siyahi kadini
goriinmez olarak sunmasina karsi ¢cikan, 6zgurliik arayisindaki Blyuli Siyahi Kadin (Black
Magic Woman) figiiriine donistligini belirtmektedir (2015, p. 180). Marquita Marie
Gammage, Medyada Siyahi Kadinlarin Temsili Siyahi Kadinligin Degersizlestirilmesi
(Representations of Black Women in the Media The Damnation of Black Womanhood) adli
calismasinda medyada, mizik kliplerinde ve dizilerde yer alan kadin figirlerini ele
almaktadir (2015). Gammage'ye gore siyahi kadinlar seytanlastirilmis, asiri cinsellestirilmis,
erkeksi ya da kriminallestirilmis figtrlerle temsil edilmektedir (2015, p. 7). Gammage,
televizyon dizilerindeki siyahi kadin karakterlerin erkek karakterlerin otoritelerini elinden
alan onlar sakatlayan bicimde temsil edildiklerine dikkat ¢ekerken, Manatu'nun
gorlslerine uygun olarak siyahi kadin karakterlerin evlilige ve sevilmeye layik olmadiklarinin
izleyiciye iletildigini belirtmektedir (Gammage, 2015, pp. 98-99; Manatu, 2003, p. 11).
Jumoke Hollywood Filmlerinde Afro Amerikali Kadinlarin Temsili (The Representation of
African American Women in Hollywood Films) adli calismasinda, 2009 ile 2012 yillar
arasinda cekilmis ¢ filmi mammy, jezebel ve sapphire stereotipleri lizerinden ele
almaktadir (2016, p. 41). Jumoke, calisma kapsaminda ele aldigi Ui¢ filmi, {ic izleyiciye
izleterek veri analizi yontemiyle incelemistir (2016, pp. 94-100). Yazar ele aldidi filmlerdeki
kadin karakterlerin anag ve fedakar mammy, bastan ¢ikarici ve bencil jezebel ve 6fkeli
sapphire stereotipleri cercevesinde sunulduklarini ortaya koymaktadir (2016, pp. 94-100).
Brittany Terry Stereotipin Giici: Film ve Medyada Siyahi Kadinin Amerikan Tasvirleri (The
Power of a Stereotype: American Depictions of the Black Woman in Film Media) adli
calismasinda 1997 ile 2017 yillari arasinda ¢ekilmis (¢ filmi siyahilerin yasam tarzlarini
(black life) yansittiklarini diisiindigi icin sectigini belirtmektedir (2018, p. 9). Terry, ele
aldigi filmlerde, annelik ve genis aile yapisi temalarini, sinif aidiyetlerini ve cinsiyet
politikalarini arastirmistir 2018, pp. 14-30). Siyahi erkek yonetmenler tarafindan cekilen
bu filmlerin siyahi kadinlara dair negatif basarisizlik dykuleri anlattiklarini ya da ailenin
tiim yUkina sirtlamak zorunda olan ve bu yikin altindan kalkamayan kadin karakter
temsilleri sunduklarini, sinifsal aidiyetin ise kadinlarin gériinisleri Gizerinden tiiketim ile
iliskili olarak tarif edildigini belirtmektedir (Terry, 2018, p. 30).

Yukarida siralanan calismalarda ortaya konulmaya calisildigi Gizere literatiirde siyahi
kadinlar hakkindaki calismalar genellikle kurmaca (fiction) karakterleri ele almaktadir.
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Courtney L. Thompson'un Hidden Figures filmini ele alan makalesinde belirttigi gibi,
siyahi kadinlarin yasanmis deneyimlerine ve gercek olaylara dayanan film sayisi bir elin
parmaklarindan azdir (Thompson, 2020, p. 2). Bu baglamda 2010 sonrasi ana akim
Hollywood sinemasinda; siyahi kadinlarin haklariicin miicadele veren tarihsel figiirlerin
hayatlarini konu edinmeleri, s6z konusu tarihsel figtirlerin yasanmis deneyimlerine ve
gercek olaylara yer vermeleri nedenleriyle Gizli Sayilar, Harriet ve Diismanlarin En lyisi
adli filmleri ele alan Gizli Sayilar, Harriet ve Diismanlarin En lyisi Filmlerinde Bell Hooks ve
Stuart Hall'un Gérdisleriyle Siyahi Kadin Temsillerinin Okunmasi bashkl calisma; s6z konusu
filmlerin siyahi kadinlara dair stereotipleri kirip kirmadiklari ve 6zdeslesme imkani
sunup sunmadiklarini arastirdigi icin 6nem tasimaktadir.

Bell Hooks’ta Sinema izleyicisi ve Bakis

Bell Hooks sinema seyircisinin konumunu irk, etnisite ve bu iki olgunun toplumsal
cinsiyetle kesisimi baglaminda ¢oztimlemistir. Siyahi Gériindisler: Irk ve Temsil (Black
Looks: Race and Representation, 1992) adl kitabinin icinde yer alan Karsit Bakis: Siyahi
Kadin izleyiciler (The Oppositional Gaze: Black Female Spectators) bashkli makalesinde
siyahi kadinlarin filmlerde yetersiz temsil edildiklerini ve ayni zamanda bakislarinin da
yasak oldugunu, bakmalarina izin verilmedigini belirtmektedir (as cited in Terry, 2018,
p. 5). Siyahi kadinlar Hollywood filmlerinde beyaz kadin karakterin yaninda nesne
konumunda yer almaktadirlar. Hollywood filmlerinde bakilasi ve arzulanir kadin
karakterler genellikle beyaz oyuncular tarafindan canlandiriliyordu.

Hollywood filmleri 6zelinde kilturel bellekte siyahi kadin imgesinin ideal bir imge
olarak yer almamasinin daha ziyade eril bir imgeye tekabiil etmesinin nedeni siyahi
kadinlarin tarihleriyle iliskilidir. 19. ylizyilda kanal, rihtim ve demiryolu iscilerinin biyik
cogunlugu siyah kadinlardan olusuyordu, dolayisiyla siyah kadinlar 19. ylizyilin kadinlik
ideolojisince tabu sayilan 6zelliklere sahiptiler (Davis, 1994, p. 31). Kadin olmayi es, anne
ve ev kadini olmakla esanlamli kilan “19. Yiiz yil kadinhk ideolojisiyle yargilandiginda,
siyah kadinlar en basit tanimiyla anomaliydiler” (Davis, 1994, pp. 26-27). Siyahi kadinlar
gorlnusleriyle yeni kadinlik ideolojisinin yarattidi yeni kadin miti arasindaki celiskinin
farkindaydilar. Bircok siyahi kadin bu kit nedeniyle, ev disinda yaptiklar agir islerde
fiziksel glicleriyle gurur duymuyorlardi, gercek kadinlik hakkindaki bu yeni ideolojinin
“siyah kadinlar tizerinde sarsici etkisi vardi” (Donovan, 2014, p. 58). Siyahi kadinlar yeterince
‘kadinsi’olmama kaygisi tasiyordu ve cinsiyetsiz ya da eril gériinmek istemiyorlardi. Daha
disi ve hanimefendi goriinmek istedikleri icin tarlada calisirken pantolon yerine elbise
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giymisler, ic savas sonrasi yeniden yapilanma donemi boyunca “negatif imajlarini beyaz
hanimefendileri taklit ederek degistirmeye calismislardir” (Donovan, 2014, p. 58). Siyahi
kadinlarin her alanda erkeklerle birlikte calismalari kiltiirel imgelemdeki eril, 6fkeli kadin
stereotiplerini insa etmistir. Bu stereotipler nedeniyle siyahi kadinlarin kélelik tarihi
boyunca gosterdikleri miicadele, sahip olduklar guglu kisilik goriinmez kilinmistir. Angela

"

Davis'in ifade ettigi gibi kole; “ebedi‘cocuk’ya da bir ehlilestirilmis‘vahsi” olarak toplumsal

hafizada ve kiiltlrel imgelemde yer edinmistir (Davis, 1994, p. 35).

Davis'in cercevesini ¢izdigi bu tarihsellik, siyahi kadinlarin gorsel kiiltlirde 6zdeslesme
olanagi sunan 6zne konumlarinda, ideal figirler olarak cogunlukla yer almamalarina
neden olmustur. Siyahi kadinlarin temsili filmde yer aliyorsa dahi bakisin nesnesi olan
beyaz kadinhgin degerini artirmak ve strdiirmek icindir (Hooks, 1992, p. 119). Siyahi
kadin izleyicinin film izlerken perdede gordigu figurlerle baglanti kurmasi miimkiin
degildir. Siyahi kadinlar perdede sadece marjinal olarak var olmaktadir. Bu nedenle,
Hooks'a gore “siyahi kadin izleyici filmin pasif alicisi olmaktansa bu yoklugu sorgulamalidir,
kendilerine eglence olarak sunulan imgelerin 6tesine elestirel bir konumdan bakmalidir”
(as cited in Thaggert, 1998, p. 482). Hooks'un, karsit bakis (oppositional gaze) kavrami
siyahi kadin izleyicilerin film izlerken 6zdeslesme ve haz alma stireclerini sorgulamalari
anlamina gelmektedir. Karsit Bakis kavrami izleyicilerin bakma hakkinin engellenmesine
direnmeyi ifade etmektedir (Terry, 2018, p. 5). ‘Karsit bakis’ kavrami, bakisin gii¢
icermesinden yola ¢cikmaktadir. Amerika'da yasayan siyahiler;“film ve televizyonda bakma
firsatina sahip olduklarinda Amerikan kitle medyasinin beyaz Gstlnligline yaslanan
sOylemi yeniden Uretmekte ve stirdiirmekte oldugunu fark etmislerdir” (Hooks, 1992, p.
117). Siyahi erkek izleyici ile siyahi kadin izleyicinin sinema / bakma deneyimi birbirinden
hayli farkliydi. Siyahi erkeklerin glindelik hayatin gercekliginde beyaz kadina bakmalari
sorun olustururken televizyon ya da sinemanin sundugu 6zel alanda bir kontrol ya da
cezalandirma olmaksizin beyaz kadin yildiza bakmalar mimkiindi (Hooks, 1992, p.
118). Ancak siyahi kadin izleyiciler siyahi kadinin varligini yokluk tzerinden insa eden,
bedenini reddeden, bakilan ve arzulanan kadinin beyaz oldugu sinematik bir yapricinde
bakmaiiliskileri gelistirmek zorunda kalmislardir (Hooks, 1992, p. 118). Bliylik bir sirketle
uzun bir slreci kapsayan s6zlesme imzalayan ilk oyuncu olan Lena Horne gibi siyahi
kadin oyuncular, ana akim filmlerde gériinmeye basladiginda, filmin konusu siyahiler
olmadigi siirece izleyici bir siyahiye baktiginin farkinda olmuyordu. Julie Burchill'e gére
Hollywood sinemasinin Jean Harlow, Marilyn Monroe ve Bridget Bardot gibi yildizlar
yaratma sebebi siyahi kadin Otekiyle mesafe yaratma ihtiyacindan kaynaklaniyordu ve
beyaz Uistlinligini ebedilestirmenin bir yoluydu (as cited in Hooks, 1992, p. 119).
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Siyahi kadinlarin temsil politikalari baglaminda, 1951-1960 yillar arasinda CBS
kanalinda yayinlanan komedi dizisi Amos ve Andy dizisi belirleyici bir isleve sahiptir.
Dizideki Sapphire karakteri Hollywood sinemasinda gtincelligini koruyan bir stereotipin
ortaya ¢ikmasina neden olmustur. Hooks'a gore dizideki Sapphire karakteri, “siyahi
erkeklerin imgesini yumusatmak, onlari incinebilir, eglenceli gostermek, beyaz izleyici
icin tehdit edici olmaktan ¢ikarmak” islevini gérmektedir, nefret edilesi bir imgedir,
gunah kecisi ve samar oglanidir (Hooks, 1992, p. 120). Arzulanir bir imge olmadigi icin
siyahi kadin izleyicinin kendisine doniik algisina, 6zglivenine zarar vermistir. Sapphire
karakteri siyahi kadinlarda hayal kirikligi yaratmasinin yaninda kizginhda da neden
olmustur; “konvansiyonel sinemanin siyahi kadin temsilleri imgeye siddet uyguladig
icin bircok siyahi kadin izleyici bu imgeye bakmamayi tercih etti” (Hooks, 1992, p. 120).
Hooks, ‘karsit bakis’ kavramini Zehirli Hayat (John Stahl 1934) filmini izledikten sonra
gelistirmistir ve s6z konusu filmi siyahi kadinlarin temsil politikalari baglaminda belirleyici
ikinci 6rnek olarak vermektedir. Zehirli Hayat siyahi kadinlarin kimlik algilarini zedeleyen
bir filmdir. Delilah Johnson karakteri caliskanhgi ve kizina diiskiinliigi ile siyahi kadinlara
kendiannelerini hatirlatmistir ancak trajik mulatto stereotipi olan Peola Johnson karakteri
siyahi kadin izleyicilerin belleklerinde kalici bir yer edinmistir. Filmde, beyaz olmaya
imrenen Peola karakteri siyahi kadin olmayi kiigtik dUsUrtcd, garip ve hiiziinli bicimde
temsil etmektedir (Hooks, 1992, p. 122). Laura Mulvey'in Gérsel Haz ve Anlati Sinemasi
(1997) adli makalesinde belirttigi bakisin sahibinin aktif erkek ve bakisin nesnesinin
edilgin kadin olduguna dair saptamasi siyahi kadin izleyiciler icin gecerli degildi. Klasik
anlati yapisina sahip Hollywood sinemasinda yildiz konumu beyaz kadin oyunculara
aitti. Bu nedenle siyahi kadin izleyicilerin filmin hayali 6znesiyle 6zdeslesip, kendilerini
tanimlamalari olanaksizdi. Hooks'a gore siyahi kadin izleyicinin Hollywood filmlerini
izlemesi, kadin karakterle 6zdeslesebilmesi ve haz alabilmesi icin kendi kimligine
yabancilasmasi, kendisine mesafelenmesi gerekmektedir (as cited in Missouri, 2015, p.
44). Karsit Bakis kavrami cercevesinde ise, siyahi kadin izleyiciler rontgenci erkek 6zneyle
de bu bakisin nesnesi olan kadinla da 6zdeslesmeyi reddeder, ‘karsit bakis’ gdzden
gecirmeyi, sorgulamayi ve bircok diizeyde kesfetmeyi icermektedir (Hooks, 1992, pp.
122-128). Hooks'a gore, farklihgin temel belirleyeninin sadece toplumsal cinsiyet
olmayabilecegi g6z 6nine alinmalidir. Feminist film teorisinin en dnemli sorunu
kadinlardan s6z ettigini sdylerken aslinda beyaz kadinlardan s6z ediyor olmasidir. Ancak
feminist film teorisinin filmlerin patriyarkayi yeniden urettigini ve onayladigini ortaya
koymasi olumlu bir katki olarak degerlendirilmelidir. Hooks, feminist film teorisinin
siyahi kadinlari gérmezden gelmesinin Mary Ann Doane’nun, Kadinlari Hatirlamak: Film
Teorisinde Fiziksel ve Tarihsel insalar (Remembering Women: Psychical and Historical
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Constructions in Film Theory, 1988) adli makalesiyle sonlandigina dikkat cekmektedir.
Doane, calismasinda dogrudan irktan s6z etmese de yorumlarinda, irkin silinmis
olmasinin altini ¢cizmektedir (as cited in Hooks, 1992, p. 124). Doane’a gore, kadin
kategorisi kavrami farkli sosyo-tarihsel baglamlardaki fiziksel 6zneye atif yapmaz, aksine
tarihsel 6zne olarak tanimlanmis kadinlar arasindaki farklari silmektedir (Doane, 1988,
p. 4). Doane’'nun ifade ettigi sekliyle genellestirilmis / soyut kadin figlriine baglilik
kitlesel medyadaki temsillerde sikca yer almaktadir. Kitlesel medyadaki temsiller, siyahi
kadinlarin kendilerini glindelik hayatta 6zne olarak insa etmesini olumsuz bicimde
etkiler, siyahi kadinlarin degersiz ve nesnelesmis hissetmelerine neden olduklari gibi
ayni zamanda onlarin bakma iliskilerinin yapisini da belirlemektedirler (Hooks, 1992,
p. 127). Medyadaki siyahi kadin temsillerinin olumsuz insa edilmesine verilebilecek en
glincel 6rnek 2009-2017 yillari arasinda devlet baskanligi yapan Barack Obama’nin esi
Michelle Obama’nin temsilleridir. Temmuz 2008 tarihli New Yorker dergisinin ve Agustos
2012 tarihli ispanyol de Fuera de Serie dergisinin kapaklari Michelle Obama’ya yer
vermistir. New Yorker Dergisi'nin kapaginda yer alan Barry Blitt'in ¢izdigi karikatlrde
Michelle Obama agresif, silahli, tehlikeli bir kole olarak temsil edilmistir (Gammage,
2015, p. 29). Derginin kapagindaki bu imge siyahi kadinlarin ayni zamanda vahsi ve
guvenilmez oldugunu ima etmektedir (Gammage, 2015, p. 30). ispanyol dergisi de Fuera
de Serie’nin kapaginda yer alan gorsel ise Fransiz ressam Marie-Guillemine Benoist'nin
tablosunun yeniden Uretiminden olusmaktadir. S6z konusu yeniden Uretim, 21. Yuz
yilda siyahi kadinliga yonelik nefret séylemini goriiniir kilmaktadir (Gammage, 2015,
p.31). Bircok siyahi kadin kendi imgeleri hakkinda farkli, olumlu bir bakis agisina sahip
degildir. Kendileri hakkindaki gercekligi algilamalari derinlemesine bicimde insa edilmistir
(Hooks, 1992, p. 128).

Stuart Hall'da Temsil ve Kligelestirme

Stuart Hall, temsil yaklasimi cercevesinde medyanin gercekligi yeniden Giretmesinin
yaninda ayni zamanda tanimladigini belirtmektedir, Hall'a gore “Temsil etme aktif bir
secme ve sunma yapilandirma ve bicimlendirme isini ima eder. Yalnizca zaten var olan
anlami aktarma degil ama daha aktif bir seylere anlam verme isini ima eder” (Hall, 2005,
p. 84). Hall, anlamin uretildigine dikkat cekmektedir, belli olaylar stirekli ayni bicimde
anlamlandirihyorsa bu durum zamanla adina normal dedigimiz ezberlerimizi insa
etmektedir (Hall, 2005, p. 89, 90). Bu baglamda siyahi karakterlerin benzer roller
cercevesinde temsil edilmelerinin, siyahilere dair neyin normal neyin anormal olarak
yorumlanacagina dair kaliplari insa ettiklerini séylemek miimkindir. Hall, Baskasinin
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Gosterisi adli calismasinda kolelik doneminde 19. Ylizyll sonunda yayinlanmis ticari
reklamlarda ve dergi gorsellerinde yer alan siyahlara dair temsillerin modern toplumda
devamlilik gosterip gostermedigini arastirmaktadir (Hall, 2017, p. 293). Bu baglamda,
Sunday Times'in 9 Ekim 1988 tarihli Olimpiyatlar Ozel Sayisi'nin kapaginda yer alan Ben
Johnson’un fotografini ele almaktadir. Hall, 1988 Olimpiyatlarinda 100 metre erkekler
final yarismasindan diskalifiye edilen Ben Johnson'in derginin kapak fotografinda temsil
edilis biciminde, farkin isaretlenmis oldugunu ve farkin konustugunu belirtmektedir
(Hall, 2017, pp. 294-298). Irk, cinsiyet ve sinif kavramlariyla birlikte ele alinmahdir.
Farkhliga dair temsillerin gl iliskileriyle baglantisi g6z 6niine alinmahidir (Hall, 2017,
p. 302). Hall irk, cinsiyet ve sinif gibi temel farkhiliklardan s6z ederken Saussure’lin
disiince diinyasinda anlamin iliskisel olarak kuruldugu fikrinden hareket etmektedir.
Buna gore, kavramlarin olusturdugu“ikiligin bir kutbu genellikle baskin taraftir, digerini
de uygulamalar alani icerisinde etkisi altina alr. ikili karsitliklar arasinda mutlaka bir
guc iliskisi vardir” (Kirel, 2010, p. 366). Anlami olusturan sey; kilttrin siniflandirma
sistemi diger bir ifadeyle simgesel diizendir. Seylerin, kiltiiriin olusturdugu siniflandirma
sisteminde ait olduklar kategoriden baska bir kategoride yer almasi ya da tanimli olan
herhangi bir kategoriye uymamasi belirsizlik ve tehlike yaratmaktadir. Hall'un ifadesiyle
“ne ‘beyaz’ ne de ‘siyah’ olan, arada bir yerdeki belirsiz, tehlikeli, melez bir belirsizlik
alaninda stiziilen karma irk” yani trajik mulatto stereotipi bu duruma verilebilecek bir
ornektir (as cited in Hall, 2017, p. 306). Farktan s6z etmek ayni zamanda tabulardan s6z
etmek anlamina da gelmektedir. Oznelliklerimiz 6tekiyle olan tamamlanmayan diyalogla;
“bir sekilde her zaman eksikligini cektigimiz bir seyle iliskili olarak sekillenir” (Hall, 2017,
p. 308). Kimliklerin sabit bir icsel 6zl yoktur. Hall'a gore kimlik higbir zaman
tamamlanmayan bir tretimdir daima olusum halindedir; temsilin disinda degil icinde
olusturulur ve bu baglamda sinema hali hazirda var olani yansitan bir ayna degildir,
bizzat temsilin kendisi bizi 6zneler olarak insa ederek konusacak zeminler bulmamizi
saglar (Hall, 1990, pp. 222-236). Oznelliklerimiz ise baskalariyla olan diyalogumuzla
sekillenmektedir. Hall fiziksel olarak 6znelliklerimizin baskasiyla olan sorunlu ve asla
tamamlanamayan bilingsiz diyalogla olustugunu, kimligimizin sabit bir i¢sel 6z
olmadigini sdylemektedir (Hall, 2017, p. 308). Bireyin kendisine dair bas edemedigi kot
hisleri baskalarina yansitmasi fobinin, 6tekilestirmenin nihayetinde irk¢ihgin temel
mekanizmasini olusturmaktadir. Ancak icinde bulunulan baglamin disina ¢ikildiginda
insa edilen mit de gecerligini yitirmektedir. Hall'un Bakhtin'den aktardigi sekliyle, anlam
sabit degildir, bir grubun sorumlulugunda / tekelinde degildir diyalojiktir (Hall, 2017,
p. 305).
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Irksal farka dayanan soylem de temel olarak ben ve 6teki arasinda kurulan ikili
karsithklar sistemi tarafindan olusturulmaktadir. Uygarlik, kilttr, akil ve sosyal kurumlar
beyaz olmakla iliskilendirilirken; vahsilik, doda ve icglidii de siyahiyle iliskili tanimlanir.
Karsithklar biyolojik ve bedensel 6zellikleri kapsayacak sekilde insa edilir (Hall, 2017, p.
314). Kolelik doneminde irksal farka dair popller temsillerde siyahilerin dogalarindan
otlirh tembel, ilkel ve kiltirsiz olduguna dair temalar hakimdi. Irksal farklihgi
dogallastirmayi, sabit ve degismez kilmayi amaclayan s6z konusu temsiller gliniimiizde
de varhgini strdirmektedir; “mutlu yerliler’ vardir: kafasinin icinde bir beyin yokmus
gibi goriinen ama beyazlari eglendirmek icin bitlin gtin sarki séyleyen, dans eden ve
sakalar yapan (...) Bu onlarin ‘gercek dogasiydi’ ve ondan kacamazlardi” (Hall, 2017, p.
316). Temsiller, farki dogallastirmak ve sabitlemek icin kliselestirmeye basvurur. Kliseler;
“bir kisi hakkinda birkac ‘basit, canli, kolay hatirlanan, kolayca kavranan ve genis 6l¢lide
taninan’ 6zelligi alip kisi hakkindaki her seyi bu 6zelliklere indirger, onlari abartir ve
basitlestirir, bdylece sonsuza kadar onlari degistirmeden ya da gelistirmeden sabitler”
(Hall, 2017, p. 333). Kliselestirme kulttrin siniflandirma sistemini yani simgesel diizeni
koruma amacina hizmet eder.

Hall'un kliselestirme kavrami Roland Barthes'in mit aciklamasiyla paraleldir. Barthes'a
gore mitlerin ana islevi tarihi dogallastirmaktir (as cited in Fiske, 2003, p. 119). Mitler
belirli bir tarihsel ddnemde egemen olan toplumsal sinifin Griintdir. Mitlerin “yaydiklari
anlamlar bu tarihi beraberlerinde tasirlar, ancak mit olarak isleyebilmeleriicin yaydiklari
anlamlarin tarihsel ya da toplumsal degil dogal oldugunu vurgulamalari gerekmektedir”
(as cited in Fiske, 2003, p. 119). Barthes'in mit kavrami cercevesinde disiiniildigiinde
siyahi / beyaz esitsizliginin slirmesi icin siyahilere tembel, ilkel, kiiltiirsiiz ve benzeri
ozelliklerin yuklenerek dogallastinldigr aciklik kazanir. Mitler kokenlerini ve siyasal
toplumsal boyutlarini gizlerler. Mitlerin gizemini ¢ozerek onlari tarihsel baglama oturtmak
sosyo-politik isleyislerini aciga ¢ikarir (Fiske, 2003, p. 119). Benzer bicimde Hall'a gére
de egemen temsil rejimine karsi citkmak ve onu degistirmek mimkiin ve gereklidir
(Hall, 2017, p. 348).

AMAC VE YONTEM

Ryan ve Kellner“Hollywood sinemasinin ve kullandigi temsil géreneklerinin, egemen
kurumlari ve geleneksel degerleri mesrulastirmak ve ideoloji asilamak yoniinde bir
islevi oldugunu” belirtirler (2010, p. 17). Sinema filmleri anlati yapilari, olay orgiileri ve
kahramanlari aracihgiyla “seyirciyi belli bir toplumsal diizenin temel varsayimlarini
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”

benimsemeye ve bunlarinicerdigi akildisilik ve adaletsizlikleri g6z ardi etmeye alistirir
(Ryan &Kellner, 2010, p. 18). Bu baglamda, Hollywood sinemasina ait érneklerde, kolelik
ve i¢ savas doneminde yazilan dykilerdeki stereotiplerin mesrulastirildigini séylemek
muimkunddr. Siyahi erkek karakterlerin kahraman /lider konumunda yer almasi
muimkiinken, siyahi kadin karakterler stirekli olarak birkac istisna disinda ayni rollerde
yer almayi slirdirmuslerdir. Bu nedenle 6zdeslesme imkani sunmamaktadirlar. Gizli
Sayilar, Harriet ve Diismanlarin En lyisi adl filmler, 2010 sonrasi ana akim Hollywood
sinemasinda siyahi kadinlarin haklari icin miicadele veren tarihsel figiirlerin hayatlarini
konu edinen ve s6z konusu tarihsel figlrlerin yasanmis deneyimlerine, gercek olaylara
yer verdigi icin betimsel yontemle incelenmek (izere secilmislerdir.

Amag

Kadinlik miti baglaminda bakildiginda siyahi kadinlarin bir anomali olmasi onlarin
kilturel Grinlerdeki temsillerinde kendisini gostermektedir. Sadece cinsellikle iliskili
ya da imkansizi basaran sitiper kadin ve mammy stereotiplerine hapsolmuslardir. Bu
baglamda calismanin arastirma sorularini su sekilde ifade etmek mimkiindir: Gizli
Sayilar, Harriet ve Diismanlarin En lyisi adli filmlerdeki baskarakterlerin temsilleri:

1) Irksal farkhhgi kiilturel bir insa olarak mi yoksa sorgulanamaz sabit bir 6z olarak
mi ele almaktadirlar?

2) Siyahi kadinlar hakkinda 19. ytzyildan bu yana gegerliligini koruyan stereotipleri
surdirmekte midirler?

3) Arzu ve bakisin sahibi midir ve izleyici icin 6zdeslesme olanagi sunmakta midir?
Yontem

Gizli Sayilar, Harriet ve Diismanlarin En lyisi adli filmler, 2010 sonrasi ana akim
Hollywood sinemasinda siyahi kadinlarin haklariicin miicadele veren tarihsel figUrlerin
hayatlarini konu edinen ve s6z konusu tarihsel figlirlerin yasanmis deneyimlerine,
gercek olaylara yer verdigi icin incelenmek tizere secilmislerdir. Filmlerin incelenmesinde
betimsel yontem kullaniimistir.

Stuart Hall okumalarindan fark, farkin insasi ve klise kavramlari 6rnek olarak secilen

Uc filmi ele almak icin kullanilacak olan degiskenleri olusturmaktadir. Kliselestirme
kaltdrin siniflandirma sisteminin korunmasina hizmet eder. Siyahi kadin karakterlere
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dair temel kliselestirmeler trajik mulatto, mammy, jezebel, sapphire ve duygusuz /asik
olmayan imkansizi basaran sliper kadin olarak sirlanmaktadir. Ele alinan filmlerde,
siralanan stereotiplerin varliklari sorgulanacaktir.

Bell Hooks okumalarindan ise kitlesel medyadaki temsillerin, siyahi kadinlarin kendilerini
glindelik hayatta 6zne olarak insa etmesini olumsuz bicimde etkiledigi, siyahi kadinlarin
degdersiz ve nesnelesmis hissetmelerine neden olduklari ve onlarin bakma iliskilerinin
yapisini da belirledikleri tespitinden hareketle; secilen (¢ filmdeki kadin karakterlerin
olumlu ve gliclii bir 5zne konumuna sahip olup olmadiklari sorgulanacaktir (Hooks, 1992,
p. 127). Ozne konumu, kullanilacak degiskeni olusturmaktadir.

BULGULAR

Bu bélimde Gizli Sayilar, Harriet ve Diismanlarin En lyisi adli filmlerdeki siyahi kadin
karakterler Stuart Hall'un temsil, fark, farkin insasi ve klise degiskenleri ve Bell Hooks'un
cercevesini ¢izdigi 6zne konumu degiskeni baglaminda analiz edilmektedir.

Harriet, 1822-1913 yillari arasinda yasamis olan Harriet Tubman’'in hayatinin 1849-
1863 yillari arasindaki bélimiinu konu almaktadir. Harriet Tubman, Davis'e gore irkindan
bircok kadinin sahip oldugu glicii, azmi disavurmus ve kélelige tutkuyla karsi citkmistir.
(Davis, 1994, p. 41). Tubman Gliney ve Kuzey eyaletleri arasinda yaptidi yolculuklarda
yiizlerce kélenin Kuzey'e kacmasina liderlik etmistir. Gizli Sayilar ve Diismanlarin En lyisi
adli filmler Sivil Haklar Hareketi olarak anilan donemde ge¢cmektedir. S6z konusu donem
1950'li yillarda baglamistir, 1964 yilinda kamusal alanlarda irk ayrimciligina son veren
Sivil Haklar Kanunu'nun ¢ikmasina neden olmustur. Siyahiler 1965 yilinda oy vermenin
de aralarinda bulundugu bircok temel hakki kazanmistir. Gizli Sayilar filminin karakterleri
Katherine G. Johnson, Dorothy Vaughnan ve Mary Jackson NASAda matematikgi ve
miihendis olarak calismislardir. Diismanlarin En lyisi, Glineyin taninmis sivil haklar
aktivistlerinden Ann Atwater’in asiri sagci yerel lider C. P. Ellis ile 1971 yilinda Durham'da
siyahi cocuklarin, beyazlarin okullarina entegre edilmesi icin diizenlenen ¢alistayda
birlikte calismalarini anlatmaktadir.

Gizli Sayilar'da Farkin insasi ve Kliselerin Sorgulanmasi

Gizli Sayilar NASA uzay programinda calisan beyaz erkek karakterlerin agirlikta
oldugu bir atmosfer olusturur. Boylece Hall'a atifla farkin cinsiyet kavramiyla kesisim
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icinde ve glc sorunlariyla iliskili oldugunu gérmek mimkiin olur (Hall, 2017, p. 302).
Gizli Sayilarda fark ve buna bagli olarak siyahi fobisi mekan tizerinden temsil edilmektedir.
Siyahilerin bir arada oldugu, toplandigi ev ve kilise gibi mekanlar ferah, renkli temsil
edilirken; NASA koyu renklerin hakim oldugu havasiz, dar, klostrofobik bir mekan olarak
temsil edilir. NASA'da diizenlenen térenlerde siyahi ve beyazlarin ayri durmasi, siyahilere
ait tuvaletlerin ayr olmasi, beyazlarin calistigi birimlerde siyahilerin yer almamasi,
siyahilerin kahve demliklerinin ayri olmasi, siyahilerin daha az maas almasi, yonetici
konuma yukselemeyisleri siyahi fobisini gorindr kilan, 6tekilestirme mekanizmasini
insa eden 6geleri olusturmaktadir. Katherine G. Johnson, Dorothy Vaughnan ve Mary
Jackson bircok sahnede, tamami beyaz erkeklerden olusan mizansenlerde tek kadin
olarak konumlanirlar. Katherine’'nin ¢alistigi mekanda ve katildigi toplanti sahnelerinde,
Mary’nin ise egitim hakki icin ¢iktigi mahkeme salonunda ve aksam derslerine katildigi
lisede gecen sahnede bu durum 6zellikle vurgulanir. Katherine, Dorothy ve Mary icinde
bulunduklari irksal ve toplumsal cinsiyet farki Gstiine kurulu olan iliskileri mesleki
becerilerini kanitladiklar siirecin sonunda doéniistiirmeyi basarirlar. insanlar arasi
iliskilerin sabit olmamasi, Hall'un Bakhtin’e atifla anlamin diyalojik oldugunu
degisebilecegini soylemesiyle uyumludur (Hall, 2017, p. 305). Film, NASA yoneticisinin
tuvalet tabelasini kirmasi ve savcinin Mary'i beyaz okuluna kabul etmesi 6rneginde
oldugu Uzere degisimi getirecek olanlarin yonetici / karar alici konumundaki erkek
karakterler oldugunu séylemektedir. Mary mahkemede yaptigi konusmada kendisine
beyaz okulunda egitim hakki veren savciyi eyalet bazinda verdigi kararin ilk olusu
nedeniyle Amerika’'nin uzaya giden ilk astronotuna benzetir. Boylece siyahi beyaz esitligi
Amerika'nin uzaya gitmesiyle denk bir eylem olarak sunulmus olur. Gizli Sayilarda
Katherine G. Johnson, Dorothy Vaughnan ve Mary Jackson'in filmin basindan itibaren
kendilerini mesleklerine ve Amerika'nin basarisina adadiklari gosterilir. Karsilastiklar
irk ve cinsiyet ayrimina aldirmadan azimle caliirlar. imkansizi basarmalarinin altinin
cizilmesi nedeniyle siper kadin stereotipinin 6zelliklerine sahiptirler. Ancak s6z konusu
stereotipin duygusuz ve asik olmayan 6zelliklerini tagimazlar bu nedenle sliper kadin
stereotipini astiklarini séylemek mimkindiir. Katherine, Dorothy ve Mary'nin siyahi
kadin kliselerinin disina ¢ikan yenilikci karakterler oldugu soylenebilir.

Gizli Sayilarda Siyahi Kadinlarin Ozne Konumunda Yer Almasi

Gizli Sayilar filminde Katherine G. Johnson, Dorothy Vaughnan ve Mary Jackson
karakterleri, Harriet Tubman'la benzer bicimde kendilerinin ve cevrelerindekiinsanlarin
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hayatlarinda degisim yaratmayi basaran 6zneler olarak sunulurlar. Cinsiyetsiz ya da eril
degildirler, sikca dans eder, eglenir ve sevdikleri insanlarla vakit gecirirler. Gizli Sayilar'da
Katherine, Dorothy ve Mary, Hooks'un belirttigi bicimde arzuya ve bakisa sahip
karakterlerdir (Hooks, 1992, p. 118). izleyici de onlarin arzusunu ve bakisini paylasmaktadir.
izleyici tic kadin karakterin bakis acisindan Jim Johnson karakterine bakar ve Katherine
onunla nisanladiginda mutlu olur. Benzer bicimde, Friendship 7 gorevi kapsaminda
astronotlar NASA'yi ziyaret ettiginde kamera Katherine, Dorothy ve Mary'nin bakis
acisindan astronotlari gostermektedir. Astronotlardan John Glenn térende beyaz NASA
calisanlarindan uzakta duran siyahilerin yanina geldiginde izleyicinin karakterlerle
0zdesleserek mutlu olmasina neden olmaktadir. Film; bircok sahnede izleyicinin Katherine
ve Mary’nin bakis acisinda konumlanmasini saglayarak, Katherine ve Mary arzuladiklari
/ baktiklar hedeflere ulastiklarinda izleyicinin de mutlu olmasini saglayan bir bakis ve
0zdeslesme mekanizmasina sahiptir. Katherine, Dorothy ve Mary’nin glindelik hayatlarina
dair siradan gercek sorunlari vardir, i¢ diinyalarina taniklik etmek mimkiinddr. Ev kadini,
cahisan kadin, dostluk kuran ve eglenen renkli kadin karakterler olarak temsil edilirler.
izleyici onlarla 6zdesleserek onlar icin hem mutlu olur hem de Gziilir.

Harriet'te Farkin insasi ve Kliselerin Sorgulanmasi

Harriet filminde siyahi ve beyaz ayrimi 6tekilestirme araciligiyla ve otekilestirme de
dil aracihgiyla insa edilmektedir. Giris bélimiinde, Harriet Tubman ve ailesinin sahibi
olan Gideon Brodess karakteri yaptigi konusmada siyahileri domuzlarla denklestirir. Bu
konusma irkciligin mantigini ortaya koyar niteliktedir, beyazlar siyahilerin kendilerinden
asagi konumda yer aldigini mesrulastirmak icin siyahileri bir mit insa ederek otekilestirmek,
insan olmadiklarini iddia etmek ve onlardan igrenmek zorundadirlar. Tubman,
Philedelphia'ya geldiginde toplumsal iliskilerin degisimini, sabitlenemez oldugunu
insanlarin birbirlerine hitap etme bicimlerinin degismesinde gormek mimkudnddir.
Anlami yaratan, sartlara gore degisim gosteren kultlir ve buna bagl olarak iliskilerdir.
Filmde, Maryland ve Philedelpia eyaletleri karsit konumlanir. Benzer bicimde kolelerin
dogustan tembel ve cahil olduguna dair mit de yapi bozuma ugratilir. Maryland'da
plantasyonda yasayan koleler egitimsizdir, Tubman okuma yazma bilmemektedir. Bu
durum da icinde yasanilan kosullarin Griintdur, Philedelphia'da 6zglr dogmus ya da
6zglrliguniu kazanmis siyahiler egitimli birer kentli gériiniimuine sahiptir. Film higbir
seyin dogustan gelen 6zelliklerden kaynaklanmadidini, yasanilan yer ve sartlara gore
o6zne olma halinin de degistigini acik bicimde gosterir. Farkin ve 6znenin dille insa
edildigine dair diger bir gosterge, karakterin kolelikten kagtiktan sonra Minty ismini
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birakip kendisine annesinin ismi Harriet'i segmesidir. Yeni ismiyle birlikte siyahi kadina
dair yerlesik klttrel imgelemdeki kdle goriinimu de degisir. Siradan 6zgir bir siyahi
kadin goriinimiine sahip olur. Boylelikle karakterin yeniden dogdugunu séylemek
mumkin olur. Harriet bir kahramanlik ve kendini adama éykuistidar. Harriet'in koleleri
ozgurlestirmek icin yaptigi yolcuklarda William'in Harriet'den daha fazla korktugu,
heyecanlandig gosterilir. Bu cercevede Harriet Tubman karakteri ideallerini 6n plana
koyan, asik olmayan, imkansizi basaran stiper kadin olarak konumlanir. Harriet karakteriyle
goriinls olarak karsit bicimde konumlanan Mary karakteri ise jezebel stereotipinin
ozelliklerini sergiler. Mary’'nin, ilk gosterildigi sahne William'in bakis agisi Gzerine
kuruludur, arzu nesnesi olarak temsil edilir. Film noir tirGndn isiklandirma 6zelliklerine
sahip bir sahne diizenlemesi ile femme fatale imgesi yaratir. Mary karakterinin izleyicinin
taniklik ettigi uzun bir siddet sahnesinde oldirilmesi de femme fatale /jezebel
stereotipinin cezalandiriimasiyla iliskilidir. Mary'nin 6ldirilme sahnesi filmde taniklik
edilen tek 6lim sahnesidir.

Harriet'te Siyahi Kadinlarin Ozne Konumunda Yer Almasi

Harriet Tubman'in kitlesel medyada yaygin olarak yer alan fotografi hayatinin son
doéneminde ¢ekilmis, yorgun, tizgiin belirsiz birimgedir. Filmse, Tubman'in aktif oldugu,
kendi hayatina ve ¢evresindeki hayatlara yon verdigi kisaca eylemlilik halinde bir 6zne
oldugu genclik donemini konu edinmektedir. Tubman sikca kosarken, etrafindaki koleler
icin miicadele ederken gosterilir. Bu baglamda filmde sunulan cesur, degisim yaratan
siyahi kadin imgesi, Harriet Tubman’in kitlesel medyada hakim/yerlesik durumdaki
pasif yorgun imgesiyle tezat olusturmaktadir (ito, 2019; Solly, 2019). Harriet, siyahi kadin
izleyicinin kendisini degisim yaratma gicline sahip bir 6zne olarak insa etmesine olanak
saglayan bir figlir sunmaktadir. Harriet amacina odaklanmis bir kahraman olarak temsil
edilmektedir, Harriet Tubman; Hooks'un belirttigi bicimde, siyahi kadin izleyicinin
baglanti kurabilecegi bir figlirdir, arzu ve bakisa sahiptir (Hooks, 1992, p. 118). Koleleri
Ozgurlestirmek icin yaptigi yolculuklarda izleyici onunla 6zdeslesmektedir. Diger yandan
¢ogunlukla eril bir gériinime sahiptir. Karakter kolelikten kagmadan 6nce Minty ismine
sahipken evlidir, duygusal bir iliski icindedir. Esini sevdigi filmin basindaki birka¢ sahnede
gOsterilir. Ancak kolelikten kactiktan sonra kahraman olarak yeniden dogmasina ve
yeni bir isim almasina paralel bicimde eril bir gértinim tasimaya baslar. Film, Harriet
Tubman'’i Kélelikle Miicadele Dernegi'nde calisan Mary karakteri ve dernegi yoneten
William karakteri ile disil ve eril olma baglaminda kiyaslayan bir zemin olusturmaktadir.
Harriet ve Mary pek cok kez ayni kadrajda birlikte goriintllenir. Mary, Harriet'ten daha
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alimli ve bakimlidir, disil gériinime sahiptir. Mary, Harriet'i “tanidigim herhangi bir
erkegin ¢ok daha otesindesin”sozleriyle 6ver. Boylece filmde Harriet'in disil eril karsithdi
baglaminda erille iliskili oldugu somut bicimde ifade edilir. Bu durum tarihsel baglamda
siyahi kadinlarin cinsiyetsiz ve eril bir imgeye sahip olmalarini, anomali olarak
algilanmalarini pekistiren bir temsildir. Kélelik ge¢misi olmadigi icin daha disil birimgeye
sahip oldugu ima edilen Mary karakterinin, yogun siddete maruz kaldigi bir sekansin
sonunda oldirilmesi Hooks'un bakis acisina gore, imgeye siddet uyguladidi icin siyahi
kadin izleyicinin bakma iliskisi kurmasina engel teskil etmektedir (Hooks, 1992, pp.
118-120).

Diismanlarin En lyisi'nde Farkin insasi ve Kliselerin Sorgulanmasi

Diismanlarin En lyisi, Gizli Sayilarda oldugu gibi farki ve buna bagh olarak siyahi
fobisini mekan izerinden inga etmektedir. Filmin giris bolimuinde, siyahilerin yasadigi
toplu konutlarla ilgili sorunlarin konusuldugu mahkeme sahnesinde beyazlar oturmakta
siyahilerse salonun arkasinda ayakta durmaktadirlar. Siyahi cocuklarin okulunda ¢ikan
yanginin tartisildigi belediye toplantisi sahnesinde siyahiler ve beyazlar birbirlerinden
ayri oturmaktadirlar. Yani sira Harriet filminde kole sahiplerinin siyahileri ikincillestirmek
adina insa ettikleri nefret sdylemi ve pratikleri de Diismanlarin En lyisinde siyahilerle
ayni masada oturmamak ve yemek yememek, siyahilere benzin satmamak, siyahilerin
elini sikmamalk, siyahilere glivenmemek, is yerinde siyahi calistiran bir beyazi garipsemek
ve sorgulamak eylemlerinde kendisini gosterir. Siyahi bir karakterin baskanhginda
diizenlenen calistay stiresince beyazlar yan yana oturmaya dahi tahammiil edemedikleri
siyahilerle diyalog kurmaya mecbur kalir ve diyalog kurmayi 6grenirler. Filmin sonunda
C. P. Ellis'in yaptigi konusma Hall’un ifadesiyle “baskasini irksallastirma”nin (Hall, 2017,
p.309) mantigini ortaya koymaktadir. C. P. Ellis, alt sinif Gyesidir ve yoksuldur, bir yapinin
parcasi olmayi, aidiyet duymayi ister bunu yapabilmesinin sarti siyahilerden nefret
etmektir. Fark belli kosullara, yapilara hizmet etmesiicin daima insa edilen bir kurgudur.
Irk mutabakat tiirii altinda anilan filmde C. P. Ellis karakterinin doniisiimd anlati yapisinda
lic asamada gerceklesmektedir. ilk asama Ann Atwater’in ona yardim etmesi bu sayede
siyahiler hakkindaki 6nyargilarinin yikilmasidir. Atwater ve C. P. Ellis arasinda esitler
arasi bir iliski yoktur Atwater, C. P. Ellis karakterinin takdirini kazanir (Brody, 2019). ikinci
asama C. P. Ellis'in siyahi vatandaslarin Wietnam’da Amerika icin savastiklarini duymasi
/ fark etmesi ve siyahileri takdir etmesidir. Uclincii asama ise Atwater’in kiziyla tanistigi
sahnede cocugun bakis acisindan korku figlri oldudu ile ytizlesmesidir. Diismanlarin
En lyisi'nde sivil haklar aktivisti Ann Atwater da Harriet ve Gizli Sayilar filmlerindeki
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karakterlere benzer bicimde kendisini isine adamis hirsli bir karakterdir. Ancak film;
Atwater’ karakter olarak ele almamakta, mammy ve sapphire stereotiplerinin 6zelliklerine
indirgemektedir. Fiziksel goriinim Saartje Baartman’t andirmaktadir. Ann Atwater
heniz filmin ilk sahnesinde asabi ve saldirgan bir kadin olarak temsil edilmektedir.
izleyicinin Ann Atwater’i gérdiigii ikinci sahnede de birini ikna etmek icin yine 6fkeyle
bagirmakta ve nefessiz bicimde konugsmaktadir. Asabi ve saldirgan hareketleri nedeniyle
bircok sahnede kii¢lik diismektedir. Ann Atwater calistayl yoneten siyahi erkek tarafindan
“cok konusur hi¢ dinlemez”ifadesiyle betimlenmektedir. Williams'in dikkat cektigi gibi
Ann Atwater’in 6fkesinin nedeni gosterilmedigi gibi Atwater 6fkeden ibaret birinsana
indirgenmekte, 6fkesi nedeniyle karikatiirize edilmektedir (Williams, 2020). Ann Atwater
filmin ana konusunu olusturan calistayin gectigi sahneler disinda 6zel alaninda yani
evinde gosterilmemektedir, i¢ diinyasina duygularina taniklik etmek miimkuin degildir,
arzusu ve bakis acisi filmde yer almamaktadir.

Diismanlarin En lyisi'nde Siyahi Kadinlarin Ozne Konumunda Yer Almasi

Diismanlarin En lyisinde filmin 6znesi C. P. Ellis'tir. izleyici bir karakter olarak onun
aile iliskilerine, i¢c dlinyasina, zaaflarina tanik olmakta; yolculugunu ve degisimini
izlemekte, onunla dzdeslesmektedir. izleyici, anlatinin sonunda siyahi ve beyaz
ogrencilerin entegrasyonu igin evet oyu vermesiyle birlikte onun icin mutlu olmaktadir.
Film, C. P. Ellis'in bakis acisi ve onun arzulari tizerine kuruludur. Ann Atwater ise C. P.
Ellis'in dontstimu icin kullanilan anlatisal bir arac islevi gormektedir. Cocuk sahibi yalniz
yasayan bir kadin olan Ann Atwater iki boyutlu bir tipleme olarak sunulmaktadir.
Atwater’in temsili, Harriet'te karakterin kolelikten kagtiktan sonraki cinsiyetsiz eril
gorinimini andirmaktadir. Yalniz yasayan, sadece amacina odaklanmis, film boyunca
soluk / pastel renkli genis elbiseler giyen Atwater; siyahi kadinlarin tarih boyunca
cinsiyetsiz ve eril bir imgeye sahip ve anomali olarak algilanmalarini pekistiren bir
temsildir.

Atwaterin bakis agisi cekimlerine cok az yer verilmektedir, yer verildiginde ise
Atwater'in bakisinin C. P. Ellis'e donuk oldugu goriilmektedir. Atwater bircok sahnede
C.P.Ellis'e bakmakta, onu gozetlemekte, gizlice dinlemektedir. Onun onayini kazanmayi,
onu mutlu etmeyi arzulamaktadir. Atwaterin, C. P. Ellis'in zihinsel engelli o§lu Larry’nin
ozel bakim kliniginde tek basina bir odada kalmasini saglayarak C. P. Ellis’in takdirini
kazanmasi filmin olay 6rgiisiinli nihayete erdiren déniisiimi beraberinde getirmektedir.
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TARTISMA VE SONUC

Hollywood filmlerinde siyahi temsilleri stereotiplere sikismis durumdadir. Erkek
oyuncularicin durum sireg icerisinde olumlu yonde degisim gostermis, erkek oyuncular
izleyicilerin 6zdeslesebilecegi kahraman rollerinde oynamaya baslamisladir. Ancak
siyahi kadin oyuncular ¢esitlilik olusturmayan ve bu nedenle karakterlerin i¢ diinyasina
tanik olmanin miimkiin olmadigi benzer rolleri canlandirmaktadirlar. izleyici arzuya ve
bakisa sahip olmayan, 6zne konumunda bulunmayan, bakilasi ve arzulanir olmayan
siyahi kadin karakterle baglanti kuramamakta ve 6zdeslesememektedir. Siyahi kadinlarin
stereotipik temsilleri temel olarak kolelik ve i¢ savas doneminde bicimlenmistir. Siyahi
kadinlardan eril bir goriinim sergilemeleri beklendigi icin imgeleri erillikle
iliskilendirilmislerdir. 19. Yuzyil kadinlik ideolojisi baglaminda bakildiginda; siyahi
kadinlar anomali olarak goriilmuslerdir. Bu durum siyahi kadinlarin kendilerine déntik
algilarini olumsuz bicimde etkilemistir. Siyahi kadin izleyiciler 6fkeli eril &zelliklere sahip
ya da tamamen cinsellestirilmis stereotiplerle aralarina mesafe koymuslar ve s6z konusu
steretipleri sorgulamislardir. Siyahi kadinlarin tarihsel 6zne olarak konumlandigi,
kendilerini 6zne olarak insa etmesini olumlu bicimde etkileyecek, 6zdeslesme olanagi
sunan temsillerin filmlerde yer almasi 6nemlidir.

Bu amacla Gizli Sayilar, Harriet ve Diismanlarin En lyisi biyografik niteliklere sahip
olduklari, tarihsel figlrlere, yasanmis deneyimlere ve gercek olaylara yer verdikleriigin
secilmislerdir. Calisma kapsaminda, Gizli Sayilar, Harriet ve Diismanlarin En lyisinde
anlatinin merkezinde yer alan kadin karakterlerin kolelik ve i¢ savas doneminde yazilan
oykilerden glinlimiize dek devam eden trajik mulatto, mammy, jezebel, sapphire ve
duygusuz /asik olmayan, imkansizi basaran stiper kadin stereotipleri cercevesinde yer
alip almadiklari arastiriimistir. Kadin karakterlerin izleyicinin 6zdeslesmesinin mimkiin
oldugu olumlu birer 6zne konumunda yer alip almadiklarini arastirmak, ¢calismanin
ikinci amacini olusturmustur. Kadin karakterlerin 6zne konumunda yer alip almadigi
sorgulanirken kolelik ve i¢ savas doneminde insa edilmis cinsiyetsiz ve eril, kisaca
kadinlik miti baglaminda birer anomali olarak gosterilip gosterilmedikleri de arastiriimistir.

Gizli Sayilar irk ve cinsiyet farkliliginin mekan tizerinden insa edildigini gosterirken,
karar alma konumundaki erkeklerin degisimi getirebilecegini séylemektedir. Film, sivil
haklar hareketi donemini anlatinin disinda birakmakta ve karakterlerini Amerika Birlesik
Devletleri’'nin uzaya gitmesi amacinda birlestirmektedir. Gizli Sayilar'n ti¢ kadin karakteri
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Ulkelerinin uzaya gitme amacina kendilerini adadiklariniispat ederek, is arkadaslarinin
saygisini kazanarak, irk ve toplumsal cinsiyet farkliligini dontstlirmekte ve yeniden insa
etmektedirler. Filmin kadin karakterleri, imkansizi basaran sliper kadin stereotipi ile
benzerlikler tagimaktadirlar. Ancak, glindelik hayata dair siradan sorunlarin icerisinde
gosterilmektedirler. izleyici ic diinyalarina tanikhik etmektedir, arzunun ve bakisin
tasiyicisi olarak izleyicinin 6zdeslesmesine olanak saglayan 6zne konumunda yer
almaktadirlar. Harriet, irk farkhihginin dilde ve mekanda insa edildigini gostermektedir.
Karakterin yasadigi iki farkl mekan araciligrile kiiltiirlin yasanan mekana gore degistigini
ve davranislari bicimlendirdigini ortaya koymaktadir. Film, 6nemli tarihsel bir figlr olan
Harriet Tubman'in kultirel bellekteki yerlesik imgesini, glinimuz izleyicisinin kendisini
glclli 6zneler olarak insa etmesini saglayacak dinamik bir figiirle degistirmektedir.
Arzunun ve bakisin tastyicisi olarak, izleyicinin 6zdeslesmesine olanak saglayan 6zne
konumunda yer almaktadir. Yani sira Tubman karakteri imkansizi basaran stiper kadin
stereotipinin 6zelliklerine sahiptir, eril bir gdriinim tagimaktadir. Filmde Mary karakterinin
jezebel stereotipi 6zelliklerine sahip olmasi ve bir cezalandiriima bigimi olarak iskence
ile oldirilmesi izleyicinin 6zdeslesme sirecini zedeleyen bir unsurdur. Harriet'in, ele
alinan diger iki filmden farki dénemsel baglami filmsel evrenin disinda birakmayisidir.
Gliney ve Kuzey eyaletleri arasinda kdlelige bakisin farklarini gérmek mimkiin oldugu
gibi, Tubman'in ic Savas sirasinda konfederasyona karsi verdigi miicadelede 6zne olarak
konumlandigi da gésterilmektedir. Diismanlarin En lyisi, irk farkliiginin dilde ve mekanda
insa edildigini gostermektedir. Film Ku klux klan'in yerel lideri C. P. Ellis'i konu edinmesine
ragmen konusunu karakterle sinirlandirmakta, Ku klux klan't ve siyahilere doniik siddet
eylemlerini anlati disinda birakmaktadir. Diismanlarin En lyisi, Ann Atwater't mammy
ve sapphire stereotiplerinin 6zelliklerine hapsetmekte ve karikatlirize etmektedir.
Cinsiyetsiz ve eril bir karakter olarak sunulan Atwater, izleyiciye 6zdeslesme imkani
sunan 6zne konumunda yer almamaktadir. Gorsel kiiltlrde, televizyon dramalari ve
sinema filmlerinde siyahi kadinlarin temsillerine dair yapilan literatiir calismalari; siyahi
kadinlarin cogunlukla erkeklerle iliskileri Gizerinden asiri cinsellestirilmis olarak temsil
edildiklerini, bir sevgi iliskisi icerisinde yer almaya layik goriilmediklerini belirtmektedirler
(Manatu, 2003; Gammage, 2015). Gizli Sayilar, Harriet ve Diismanlarin En lyisi kadin
karakterlerin erkeklerle iliskilerine degil amaclarina odaklanmakta ve onlari cinsellestirilmis
birer nesne olarak temsil etmemektedir. Diismanlarin En lyisi filminin baskarakteri Ann
Atwater disinda diger tim karakterler sevgi iliskisine layik gorilen, sevgi iliskisi icinde
yer alan kadinlardir. Atwater ise cinsiyetsiz, 6fkeli ve yalniz ¢izilmis bir karakterdir.
Jumoke ve Terry ise siyahi kadinlarin temsillerinde mammy, jezebel ve sapphire
stereotiplerinin stirdiglinden s6z etmektedirler (2016; 2018). Gizli Sayilar siyahi kadinlara
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dair yerlesik stereotipleri kirmaktayken, Harriet'te Mary karakteri jezebeldir ve olay
érguisti baglaminda cezalandirilir. Diismanlarin En lyisi filminde ise Ann Atwater sapphire
stereotipini stirdlirmektedir. Terry ayrica siyahi kadinlarin basarisizlik dykuleri cercevesinde
negatif sunulduklarindan ya da ailenin tim ylkind sirtlamak zorunda olup, bu yikin
altindan basariyla kalkamadiklarindan s6z etmektedir (2018). Gizli Sayilar'in {i¢ kadin
karakteri ve Harriet Tubman bir basar 6ykistnde yer aldiklari icin olumlu, izleyiciye
ilham veren 6rnekler olarak kabul edilebilir. Ancak Ann Atwater yalniz yasayan yoksul
bir anne ve ayni zamanda aktivist rolleri ile sunulur. Atwater, tstlendigi bu rolleri
tasimaktan yorgun diismis bir kadin olarak temsil edilir.

2010 sonrasinda cekilmis Gizli Sayilar, Harriet ve Diismanlarin En lyisi adli filmler;
tarihte yer alan kadin figlrlerin yasanmis deneyimlerine ve gercek olaylara yer vererek,
siyahi kadin karakterlerin kurmaca (fiction) éykilerde yer almasina dair Hollywood
gelenegdinin degismekte oldugunu gosterdikleriicin Gnemlidirler. Yani sira Manatu’'nun
(2003, p. 43) Hollywood anlati kaliplarinda siyahi kadin karakterlerin i¢ diinyasinin
yansitilmamasi nedeniyle onlarla 6zdeslesmenin miimkin olmadigina, gercek sorunlari
olan gercek insanlar olarak temsil edilmediklerine dair tespitinin, ele alinan (g filmde
kirlmasi 6nemlidir. Gizli Sayilar ve Harriet karakterlerini amacglarina odaklanmis bicimde
sunarken, ayni zamanda i¢ diinyalarinda yasadiklari celiskilere, hayal kirikliklarina da
yer vermektedirler. Diismanlarin En lyisi ise, izleyicinin Ann Atwater’in i¢ diinyasina tanik
olmasina firsat sunmasa bile, sivil haklar ddneminde miicadele vermis olmasinin yaninda
gercek sorunlari olan, gercek bir insan oldugunu gostermesi anlaminda dnem
tasimaktadir.

Kdlttrel Griinlerde kadin temsilleri sorunlu bir alana isaret etmekteyken, siyahi kadin
temsilleri toplumsal cinsiyet ve irkin kesisimi nedeniyle daha da sorunlu bir alana isaret
etmektedir. Calisma kapsaminda ele alinan siyahi kadin karakterler, Amerika tarihinde
yer alan ve verdikleri miicadele ile 6ne ¢ikan figirlerdir. Tarihin akisini degistirmeyi
basarmis siyahi kadin figirlerin, hayatlarini konu alan s6z konusu filmlerde kadin
karakterler; 5zne konumunda yer almakta ve stereotiplerin sinirlarini zorlamaktadirlar.
Bu nedenle, calismada ortaya koyulan bilgiler 1siginda; gelecek ¢alismalarda korku ya
da bilimkurgu gibi farkli turlere ait Hollywood filmlerinde anlatinin merkezinde yer
alan siyahi kadin karakter temsilerinin, izleyiciye 6zdeslesme olanagi sunup sunmadiginin
saptanmasi onemli bir arastirma alanidir. Siyahi kadin karakterlerin ele alinmasinda,
anlatiyapisi ve 6zdeslesme kuramlarindan yararlanarak, beyaz kadin karakteri merkezine
alan Hollywood filmleriyle karsilastirma yapilabilecedi gibi; Afrika Ulkelerinin

Connectist: Istanbul University Journal of Communication Sciences, 2021, 61, 279-307 303



Gizli Sayilar, Harriet ve Diismanlarin En lyisi Filmlerinde Bell Hooks ve Stuart Hall'un Gérusleriyle...

sinemalarinda yer alan kadin karakterlerin ele alinmasi da verimli bir arastirma zemini
sunmaktadir. Yani sira, Amerikan ya da Afrika sinemasindan 6rnek olarak secilecek
filmlerin cokkdltirlilik ve madun teorisi baglaminda incelenmesi de gereklidir.

ENDNOTES

1 Siyah ve siyahi terimlerinin kullanilmasi konusunda Kellner, 2013 ve Oduz, 2019'a
bakildiginda siyah ve siyahi terimlerinin birlikte kullanildigi gortilmektedir. Davis,
1994; Fanon, 2016; Hall, 2017; Kirel, 2010 ve llgaz, 2012'de ise siyah terimi kullaniimistir.
Bkz. Hall,2017, p. 293-361
Stuart Hall, farkin sembolii haline geldigini belirttigi Saartje Baartman’'in hayatini
ayrintil bicimde ele almaktadir. 19.yy basinda Giiney Afrika'dan ingiltere’ye getirilen
ve Hottentot Venusl adiyla Londra ve Paris'te sergilenen Baartman, kisi olarak var
olmaz, parcalarina ayrilarak fetisize edilir, nesnelestirilir (Hall, 2017, p. 344).

Bu konuda bkz. Davis, 1994, pp. 39-41

5 Sapphire karakterinden“Bell Hooks'ta Sinema izleyicisi ve Bakis” basliginda ayrintili
bicimde s6z edilecektir

6 Filmin adinin Tiirkce cevirisi yapilmamis

7 Hooks burada 1955 yilinda on dort yasindayken beyaz bir kadina bakmasi sebep
gosterilerek oldirilen Emmet Till'i 6rnek vermektedir.

8 Filmin iki ayri versiyonunda karakterlerin isimleri farklidir. John Stahl (1934) yorumunda
Delilah ve Peola iken Douglas Sirk (1959) versiyonunda Annie Johson ve Sarah
Janedir.

9 Kapak gorseli igin bkz. Kelly, M.L. (2017, October 20).

10 S6z konusu gorsel icin bkz. Michelle Obama’li kapada ‘irkgilik’ tepkisi
https://t24.com.tr/haber/michelle-obamali-kapaga-irkcilik-tepkisi,211805

11 "Virgina eyaletinde hicbir negro kadin beyazlarin okulunda okumadi. Alan Shepard
o rokete binene dek hicbir Amerikali uzaya dokunmamisti. Ten rengimi
degistiremeyecegime gore ilk olmaktan baska carem yok. Bugiin baktiginiz davalar
arasindan hangisi ylizyil sonra bile 6nem arz edecek? Hangisi sizi bir ilk yapacak ?”

12 “Babam beni uyarmisti; oglum favori kélen olmasi favori domuzun olmasi gibidir. Beslersin
onunla oynarsin isim verirsin bir glin onu yemen ya da satman gerekir. Bunu sen de
bilirsin domuz da bilir. Satman gerekirse yavru domuzlardan ayirdigin icin sucluluk
duymazsin. Yemen gerekirse ismini unutmalisin. Umarim bir gin ismini unuturum”

13 “Bu benim Klan tyelik kartim. Bu kart bana on iki yil nce verildi. O zamandan beri
clizdanimda tasiyorum. Aslinda bana bu karti verdiklerinde aglamistim. Bana
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erkeklerin aglamamasinin 6gretildigi bir evde bliyiidiim. Ama ben yine de agladim.
Agladim ¢liinku hayatimda ilk defa kendimi yalniz hissetmedim. Evliydim. Bir erkek
olarak, o aileye bakmam bekleniyor. Ve bunu yapmakta zorlaniyordum. Ben miicadele
ettim. Sonunda basardim Artik bir seyin parcasiydim (...) Ama benim Klan'in baskani
olarak siyah halktan nefret etmem gerekiyor. insanlara siyah halktan nefret etmelerini
ogretiyorum. Onlarin bizden daha asagida olmasi gerekiyordu. Simdi, bunlara
inanmiyorsam o zaman artik Klan'in baskani da olamam. Ben artik boyle
distinmuyorum”
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ABSTRACT

Today, public speeches have a broader importance than they had before, since the
transmission of a message/event has sped up significantly due to internet-based
communication tools. When the role of speeches for individuals, organizations,
societies, and countries is considered, designing a speech becomes more crucial.
In addition, speeches feature in building the character of a company, a political
party, ora person.In this context, while the number of speechwriters has increased
noticeably, the profession in the communication realm is still highly invisible and,
as aresult, academic research on the subject is limited both in Turkey and beyond.
This study aims to draw attention to speechwriting based on ancient rhetoric
and to expose a broad international perspective on it. To reveal differences in
implementation and perception and to find common ground in speechwriting,
structured, in-depth interviews with twenty prominent speechwriters serving
in the public and private sectors in ten different countries were conducted.
According to the analysis, the international perspectives can be categorized
regarding the length of a speech (15-20 minutes), the steps of speechwriting
(research, imagination, mind mapping, determining the main message and side
elements, writing the first draft, revising the text based on feedback), audience
analysis, the structure of sentences (short and active sentences blended with long
ones), and speechwriters’ characteristics (language skills, modesty, patience, etc.).

Keywords: Public relations, rhetoric, speechwriting, speechwriter, speech

oz

internet tabanl iletisim araclarinin etkisiyle bir mesajin/hadisenin kolaylikla
yayilabildigi giinimuzde, halka acik konusmalar eskisinden ¢ok daha 6nemli bir
hal almistir. Konusmalarin bireyler, kuruluslar, toplumlar ve (lkeler tzerindeki
roli  dustinuldiginde, bir konusmanin tasarlanmasi, gerekliligin  otesine
gecmistir. Ayrica konusmalar, bir sirketin, siyasi partinin veya kisinin karakter
insasinda dnemli bir etkiye sahiptir. Bu baglamda, konusma metni yazarlarinin
sayisi fark edilir sekilde artarken, iletisim alaninda bir uzmanlik dali olarak
neredeyse goriinmez durumdadir ve bunun sonucu olarak hem Tiirkiye’de hem

de diinyanin geri kalaninda akademik alanda konu Ulzerine arastirmalar sinirli
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sayidadir. Bu calisma, kadim retorik disiplinine dayanan
konusma metni yazimina dikkat ¢ekmeyi ve uluslararasi bir
perspektif ortaya koymayi amaglamaktadir. Konusma metni
yazimi konusunda uygulamadaki ve algidaki farkhhklari
ve ortak noktalar ortaya koymak icin on farkh tlkeden
hem kamu hem de 6zel sektérde gorev yapan 6nde gelen
yirmi konusma yazari ile yapilandiriimis derinlemesine
gorusmeler yapilmistir. Yapilan analize gore, uluslararasi

ortak diistincenin olustugu konular, konusmanin uzunlugu

(15-20 dakika), konusma metni yazim asamalari (arastirma,
tasavvur, zihin haritalama, ana mesajin ve yan unsurlarin
belirlenmesi, ilk taslagin yazilmasi, geri bildirimler
cercevesinde metni revize etme), izleyici analizi, cimlelerin
yapisi  (uzun clUmlelerle harmanlanmis kisa ve aktif
climleler) ve konusma yazarlarinin 6zellikleri (dil becerileri,
alcakgonilluluk, sabir vb.) seklinde gerceklemistir.

Anahtar Kelimeler: Halkla iliskiler, retorik, konusma metni

yazimi, konusma metni yazari, konusma

INTRODUCTION

Speechwriting, based on ancient rhetoric, has recently been recognized as a profession
again. Despite massive advances in communication technologies in the last three
decades, as a unique component, the message spares its importance by being the
backbone of communication. It must be pointed out that professional design of a
message becomes a necessity due to the sharp rise in the number of messages and
sources. As a vital method of message transmission, public speeches should be organized
meticulously, keeping in mind the advantage of face-to-face communication and live
performance opportunities via broadcast.

The importance of a speech in politics is obvious, but at the same time public
speeches determine the line between success and failure in many areas of life, like
business and the arts. Richard Branson, Steve Jobs, and Annita Roddick, all three of
whom consciously used speeches to reflect their personalities in their companies,
turned their companies into powerful brands Virgin, Apple, and the Body Shop (Lancaster,
2010, p. 17). Thus, the analysis of speechwriting in this research is not just limited to
politics, but instead, it is designed to cover all possible speeches written for leaders in
various areas.

Public speech texts are written locally, nationally, or internationally for influential
persons, leaders, or politicians in both the political arena and non-governmental
organizations like the private sector and non-profit organizations. Speeches that address
the masses are always significant when their relations to the past, present, and future
are considered. They are helpful texts for evaluating or understanding the past and for
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being the knots they are in the braid of history. Their relation to the present involves
theirinfluence on the current political, economic, and sociological events of communities.
Their relation to the future is generated by their effect on the relationships among
persons, institutions, and countries for future generations. In this context, the subject
of this study is composed of the construction of these speeches, the importance of
which is briefly mentioned above. The construction of a speech includes many stages,
such as research, design of the information, emotional touches, wording, and revising.
In addition, the speechwriter-speaker relationship, the ambiance of the venue, the
target audience, whether it is to be broadcast or not, should all be evaluated in the
process to craft an appropriate speech.

In light of the information, the aim of the study is to identify the common points
and divergences in speechwriting practice and also to underline the specific characteristics
of a speechwriter, describe the speechwriter-speaker relationship, discuss the effect of
the media on speeches and unveil whether speechwriter is used as a title without
hesitation by these professionals.

To gather information on speechwriting and reveal an international perspective,
in-depth interviews were conducted with twenty speechwriters who write for renowned
and important institutions and speakers. The interviews were performed in Canada,
Denmark, Germany, Holland, Nigeria, Scotland, Tanzania, Turkey, the United Kingdom
(UK), and the United States of America (USA). Europe and the USA seem to be central
to speechwriters’ networks, as both countries host most of the organizations for the
profession.

Prominent books on public speaking or speechwriting have been written by Burgoon
(1974), Collins (2005), Coombs (2009), Glover (2011), Kjeldsen et. al. (2019), Lancaster
(2010), Leith (2011) Luntz (2007), Medhurst (2003), Meyer (2009), (Muallimoglu (2011),
Osborn and Osborn (2000). Kjeldsen et. al. (2019, p. 39) underlines that it is possible to
find out a high number of researches on political communication and some on political
speechmaking whereas speechwriting studies are limited. This study may add value
to the literature when the limited attention to the profession and limited academic
study in Turkey and the world are considered. Contributions to literature and practice
enlightening the main subjects of speechwriting, particularly its boundaries, methods,
and processes are also necessary for future studies.
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The Importance of Text Authorship in Public Relations

Words or messages form the basis of communication. Improvements in communication
methods and their evolution into two-way and instant interactions are highly striking
innovations in the area of communication. The only thing that has not changed
throughout the history of humanity is the message. Steward (2005, p. 41) explains the
importance of writing as follows: In this era of visual communication, many believe
that writing has become old-fashioned. Those who do not appreciate how fundamental
the written word is for communication should think about the Bible and the Qur'an.
The messages of these two books have created massive effects on people’s lives for
the last two thousand years.

Either in written or visual form, there is no doubt that a conveyed message has
always existed. Nowadays, there is a virtual world, which turns every individual into a
separate information source. In this world, the successful transmission of the message
to the recipient depends on catching their attention instantly, hence the need for a
message with a special goal and design rather than a random flow of messages. All
these developments render the writing and writers of public relations texts more
important.

In fact, text authorship in public relations is an effective tool if it gives versatile
information to the customers and the community. The text should include contents
oriented to the product, the administration, the methods used, and the society. If the
texts are planned in a perfunctory and shallow way with a self-seeking business mentality,
they will have a negative effect instead of supporting the organization. In institutional
magazines, brochures, correspondence or commercial texts, which will show up in the
media, brief, clear, strong, and sincere content should be formed with care. The
community seeks such answers to questions such as how the organization treats its
employees, whether it provides scholarships for their education, what kind of roles it
takes up in the society, if it opens its facilities to public access, or if it contributes to
community projects (Morton, 1968, p.33).

From this point forth, the importance of text authorship in public relations comes
to light. To develop common understanding in the communication of an organization
with its public, a text should be written with appropriate language and wording for
the audience as well as including all the information that needs to be known. Newsom
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and Haynes (2008, p. 3) explain the requirements as follows: “Good public relations
requires communication skills, expertise in dealing with news media and knowledge

”

of mass communication, the dynamics of public opinion and the principles of persuasion.

After having touched upon the importance of text authorship in public relations,
elaboration on speechwriting will be useful. Rhetoricians emphasize the fact that since
Abraham Lincoln, no presidents or political figures whatsoever have written their own
speeches. Abraham Lincoln wrote the Gettysburg Address while he was on a train
going from Washington to Gettysburg, and this speech is regarded as a very good text
by many leading experts in the area (Bivins, 1999, p. 45). It is not considered possible
for either political figures or directors in other areas to write their own speeches due
to time restrictions in this century which demand that speed in communication comes
to the forefront. For this reason, obtaining professional services from speechwriters
becomes mandatory for many people, institutions, and establishments. In this section,
brief information about rhetoric, which forms the basis of this topic, will be given before
evaluating the speech writing process.

Aristotle’s Rhetoric

When it comes to rhetoric and speechwriting, many authors take Aristotle as a
reference and use his ideas and techniques as a basis. For instance, in his book
Speechwriting, Lancaster (2010, p. 22) describes Aristotle’s The Art of Rhetoric, written
in 350 B.C. as “the first definitive account of the art of speechwriting”. Booth (2004, p.
3) also describes this as the first notable and far-reaching book in the area. Tepebasili
(2016, p. 19), who claims that there is more than one rhetorical system, asserts that
apart from a few contributing names, the system was mainly developed by Aristotle,
Cicero, and Quintilian, but he also emphasizes that there is no fixed system.

On the other hand, Meyer (2009, pp. 9-10) reviewed the definitions of rhetoric
throughout history in three categories: 1. Rhetoric is the manipulation of the audience
(Plato), 2. Rhetoric is the art of fine speech (Quntilianus), 3. Rhetoric is the display of
arguments and discourses that must or aim to persuade (Aristotle). Meyer evaluated
the divergence points of these definitions, in other words, the differences in the points
of emphasis. Accordingly, the role of the listener is prioritized in the first definition, the
value of the orator in the second, and the weight of thoughts and language in the third
definition, which attributes rhetoric a more objective and rational appearance.
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According to Aristotle, rhetoric is “the faculty of observing in any given case the
available means of persuasion” (Aristoteles, 2014, p. 37). Thus, unlike other branches
of art, rhetoric does not have a particular or absolute classification (Aristoteles, 2014,
p.37). Aristotle’s understanding of rhetoric involves three types of persuasion methods:
ethos, pathos, and logos. In other words, they are character, emotion, and demonstration
(Aristotle, 2004, p. 110). Ethos (the credibility of the speaker) depends on the personality
of the speaker and is defined as the persuasion realized by forming a convincing image
of the speaker. Aristotle stated that decent people are more credible than others
(Aristoteles, 2014, p. 38). According to Greeks, ethos is the image of self, character,
personality, behaviour, life, and objective preferences (thus ethics) (Meyer, 2009, p. 25).
The features, which provide authority to the speaker, are a decent and good attitude,
virtue, trust, and reassurance (Meyer, 2009, p. 26). Pathos (understanding the audience
and addressing the emotions) is based on putting the audience into a certain mood,
and persuasion fulfilled through the audience by awakening the emotions (Aristoteles,
2014, p. 38). Concerning the principal aims to inflict a certain mood on the audience,
Lukaszewski (1992, p. 11) indicates that people do not become interested in facts or
data unless their mood is affected. People pay attention to their own feelings and
values and want to know how the decision of the speaker will influence their health,
security, personal assets, and place in society, inner peace, and economic safety.
Therefore, many speakers use opposing emotions such as hope and fear, rage and
mercy, and shame and pride (Lancaster, 2010, pp. 115-116). The top ten emotions
frequently used in speeches are listed as follows: the positive ones are calm, friendship,
favour, and pity, and the negative ones are anger, fear, shame, indignation, envy, and
jealousy (Aristotle, 2004, p. 221). Logos (logic) defines the situation in which persuasion
takes place on its own when a fact or so-called fact is proven by appropriate evidence
(Aristoteles, 2014, p. 38). Logos is both practically and ethically crucial in a speech and
proves that the issue in question is more than an imaginary state in the speaker’s mind.
For this reason, the facts are based on statistics and proof, and the process goes as
follows: Firstly, an assertion is brought forward to be proven, then the supporting
evidence is presented, and finally, the relationship between the assertion and the
evidence is revealed (Osborn & Osborn, 2000, pp. 393-394).

Meyer (2009, p. 41) mentions three big moments of rhetoric from the prologue to
the conclusion. According to this, ethos addresses the audience and aims to attract
attention. Afterward, logos is used to either support or oppose the idea. The speaker
ends the presentation with pathos, as now it is required to address hearts of the listeners
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and their emotions. Aristotle not only indicated that these three elements are equally
important and complementary in any convincing speech but also claimed that they
support the speech in collaboration (Lancaster, 2010, p. 22). In light of this information
regarding rhetoric, it will be appropriate to feature the parts of a speech text, the
qualities of these parts, and the stages of text writing.

Parts of The Speech

Determining the parts of the speech also shows what a speech should include.
The classical classification of introduction (exordium), narrative (narratio),
argumentation (argumentatio) and conclusion (peroratio) is a significant and commonly
used fragmentation method. While the prologue and the conclusion, which address
the emotions of the audience and targets, remain in the outer frame, the narrative
and argumentation constitute the inner frame as the main part where the speaker
demonstrates his/her skills of logic using evidence and presentation (Tepebasili,
2016, p. 48).

The pentad used by Greeks and Romans is, on the other hand, presented as follows:

Prologue: attracts the audience’s attention.

Narrative: introduces the major content and builds the case.
Proofs: presents arguments supporting the speaker’s content.
Refutation: refutes counter-arguments.

Conclusion: Summarizes, reviews the main points, and ends the speech (Glover,
2011, p. 189).

When writing a speech, three principles should be taken into consideration. The
first is simplicity, which is fundamental for the audience to follow and understand
the speaker and remember the message. The second is balance, where the duration
allotted to the introduction, body and conclusion sections should be well distributed.
The introduction and conclusion should take an equal amount of time, whereas the
body should be the longest. The third principle is order, the appropriate development
of the speech from the beginning to the end, making the introduction, explaining
the main ideas in the body, and finishing with the conclusion (Osborn & Osborn,
2000, pp. 190-193).

Connectist: Istanbul University Journal of Communication Sciences, 2021, 61, 309-332 315



An International Approach to Speechwriting and Speechwriters: A Qualitative Study

The introduction/beginning of the speech is important to attract the attention of
the audience. Moreover, this is not only the part where the speaker prepares the whole
background of the speech but also where the audience decides if they are going to
like or become interested in the speaker (Collins, 2005, p. 38). Bivins (1999, p. 238)
indicates that when starting the speech, the speaker should explain why the audience
should listen to him/her, establish a bond by referring to their common points, and
give a short summary of what they are about to hear to attract their attention. In the
body of the speech, the main points should be arranged in a logical sequence and
supporting elements should be used for each point. Leith (2011, p. 81) says that after
finding the subject and discovering the evidence, the existing material should be
arranged in order and that the best way to do this is to conclude by emphasising the
strongest arguments and minimalizing the weakest ones. The significance of the
introduction was mentioned before, but the conclusion is in many ways more important
than the introduction. Even if the speaker makes an exceptional start and keeps interest
alive throughout the speech, a weak conclusion/epilogue may cause all the success to
go down the drain (Collins, 2005, p. 41). The key points should be arranged in the
conclusion, and the speech should end with a remarkable expression so that the
audience is left in a certain mood; lastly, if appropriate, the audience should be called
to take action (Bivins, 1999, p. 238). Bradley (1975, pp. 124-131) states that there are
many ways to end a speech. According to this, one of the easiest and effective ways to
end a speech is by giving an abstract of the whole, which facilitates recall through
repetition, an essential component of rhetoric. In addition, the main message or central
point can be reinforced by quoting an authority who is familiar to and highly respected
by the audience. Another method is to make a call for action for the desired event to
take place. In addition to this call for action, one of the most used methods is to ask
the audience for a mental or emotional commitment. Finally, illustrations and humour
can be used to close the speech.

The Stages of Speechwriting

Although there are divergences when it comes to the production stages of a speech,
a pentad of steps, appreciated by Lausberg, Ueding or Fuhrmann, is widely accepted.
These five steps are as follows: 1. Finding, 2. Arranging, 3. Wording, 4. Memorizing, and
5. Presentation and body language. These steps are divided into two groups: while the
first two steps are part of the “thinking stage’, the last three are included in the“language
stage” (Tepebasili, 2016, p. 26). This system, which can be defined as the speech
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production stages, also includes the moment where the speech takes place. Excluding
the speech itself, the part concerning the speechwriter can again be classified into five
stages (Muallimoglu, 2011, p. 35): 1. Choosing the subject, 2. Finding and arranging
the necessary material, 3. Choosing the ideas that will be used to support the main
point of the speech, 4. Preparing the plan of the speech, and 5. Oral rehearsals.

The first step of writing a speech text is choosing a special topic according to the
speaker, the audience, and the situation. It is necessary to find a focus point and draw
the boundaries of the subject, for in speeches, it is required to reach an objective in a
restricted period of time. After determining the topic, the speechwriters must collect
and arrange the information and documents that they need. These include supporting
statistical data, the views of experts or respected authorities on the issue; evidence
and testimonies, examples to illustrate the topic; and stories to render the subject more
interesting and convincing (Osborn & Osborn, 2000, pp. 34-36). Lancaster (2010, p. 53)
does not only talk about the research of the subject but also adds the research of the
speaker in the preparation process, too. He also thinks the most important point to
understand one’s style is not listening to what is said but how it is expressed. Another
crucial point is to reveal the relationship between the speaker and the topic. It should
be questioned if a message related to a topic is new or mentioned in previous speeches
as a message building process (Kjeldsen et. al., 2019, p. 188).

Furthermore, Burgoon (1974, pp. 242-245) asserts that those factors the speaker
cannot control should be analysed, such as the place where the speech will be given
and characteristics of the environment, the time of the speech, and the order of the
speech and the event. While some venues directly affect the content and style of a
speech, such factors as sound, light, and temperature play a role in its efficiency. Also,
if there is more than one speaker, time restrictions may be applied.

As described above, after all the preparations are completed, the speech plan is
made, and the main thesis is decided. Then, the process continues with speechwriting
and revision of the text with feedback from the speaker.

In this context, Wallace (2020, p. 209) mentions that speechwriters’ degrees of control
over the final speech could be changed due to relationships between speechwriters-
speakers and adds “The closer a speechwriter is to her principal, the more power she
has in her pen and the greater ethical responsibilities are likely to be”.
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AIM AND METHODOLOGY

Speechwriting as a profession has become relatively visible in recent decades in
the international communication realm whereas studies and research on the subject
are still rare. This study firstly aims to draw an international perspective on speechwriting
practices through twenty in-depth interviews with speechwriters from ten countries.
The second aim of the research is to contribute to create awareness of the profession.

Aim

The study aims to present an international perspective on speechwriting and to reveal
common points and divergences in practice. Very limited research has been conducted
in the realm of speechwriting in Turkey and many other countries. In addition, existing
studies, where academic studies in this field predominantly manifest themselves, include
the design of a speech in regard to the country-specific culture and traditions. Therefore,
in-depth interviews with twenty experienced speechwriters in ten countries (America,
Canada, Denmark, England, Germany, Nigeria, the Netherlands, Scotland, Tanzania, and
Turkey) were conducted and the results were evaluated. This study is based on the
elaboration of the steps from the moment of realization that the speech is needed to the
process of speechwriting, its presentation, and its place in traditional and social media.
In this context, answers to four main questions about speechwriting were sought:

1) What qualifications should a speechwriter have?
2) What are the stages of speechwriting, and what is the process?
3) What is/should be the relationship between the speechwriter and the speaker?

4) What are the techniques for making a speech in traditional media, and how does
social media affect speeches?

Methodology

In this research, a qualitative research technique (structured in-depth interviews)
was used and interviews were conducted with twenty speechwriters from ten different
countries over approximately one year, between April 2015 and May 2016.The in-depth
interview is an information-gathering technique which spans all aspects of the subject
by asking mostly open-ended questions and aims to obtain detailed answers while
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giving the researcher the opportunity to obtain information piece by piece. Emotions,
information, practice, and observations of the person interviewed are accessed through
the dialogue (Tekin, 2012, p. 101). In-depth interviews are generally classified into three
types: structured, semi-structured, and unstructured interviews. Structured interviews
are conducted using questions written by the researcher. In semi-structured interviews,
the main questions are developed in advance, but when needed, new questions can
be directed to the interviewees. In an unstructured interview, the researcher starts with
an initial question while being aware of the subject and aims to obtain detailed
information from conversation (Erdogan, 2012, pp. 220-221). The primary reason for
applying the structured in-depth method in this study is that most of the interviews
were conducted via e-mail due to geographical distances, and this method allows the
researcher to group the subjects within specific topics. Considering their methods,
interviews are divided into two categories: text-based and voice-based. In text-based
interviews, letters, e-mail, and web dialogues can be used (Geray, 2006, pp. 166-167).
Thanks to Internet technologies, in-depth interviews are commonly performed via
e-mail. Meho (2006, p. 1285) emphasizes that this inexpensive method is beneficial,
especially for people who prefer this method instead of face-to-face conversations and
those who are too far to be able to conduct interviews in person.

When determining the research sample, maximum variation sampling was primarily
used as a type of targeted sampling method. Rather small sampling groups can be
focused on in qualitative-based research. Sometimes, the sample can even be only one
person (Patton, 2002, p. 230). In qualitative research, the targeted-sample method is
used to choose appropriate and effective participants. In the maximum variation
approach, the researcher analyses a potential sample group which includes the maximum
variation of places and people (Seidman, 2006, pp. 52-53). In this context, the participants
for this study and their career history can be seen in Table 1. Data obtained from the
research were interpreted using the descriptive analysis method, in which data are
summarized and interpreted according to certain themes.

FINDINGS

In this study, speechwriting is evaluated according to four different categories
related to the questions mentioned in the aim: (1) Qualities of speechwriters, (2) the
speechwriting process, (3) the speechwriter-speaker relationship, (4) the appearance
of speeches in traditional media, and the effect of social media on speeches.
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Qualities of The Speechwriter

Firstly, among the university majors that speechwriters studied, Language and
Literature is at the top of the list among the research sample. In this regard, five
speechwriters studied language and literature, three of them in English, one in Urdu,
and the other in German and French. Three of the participants had training and graduated
from university with degrees in political sciences, three in communications, two in law,
two in history, one in international relations, one in philosophy, one in both philosophy
and international relations, and one in cultural anthropology. Only one participant had
not graduated from university and trained himself in journalism. Nine out of twenty
participants who took part in the research had either attended short-term courses in
addition to their studies or had taken postgraduate education. To give an example, a
participant who was trained in English language and literature continued with courses
on communication and PR afterward. A speechwriter who completed history training
then took literature and political sciences courses. One can understand from these
examples that the speechwriters enriched their conceptual knowledge, data resources,
and abilities by continuing their education in various fields. In speechwriting, to meet
the expectations of in-depth vision not only in proficiency in language but also in many
fields like politics, culture, and history, participants’educational background is meaningful.

When it comes to must-have qualities of a speechwriter, it can be easily seen that
nearly all participants possess strong language skills. Their writing is not limited only
to speechwriting, but they also stay in touch with the masses through books, columns,
and scripts. When their previous experiences are considered, participants’ contributions
to intellectual production can be seen clearly since ten participants have worked in
either journalism, PR, corporate communications, or script and book writing. Other
participants took part in the political consulting. Only two participants made their
careers directly in speechwriting. According to the thirteen different participants, the
main qualities of a speechwriter are proficiency and mastery of language, the skill of
simplifying complex topics, the ability to empathize, creativity, intelligence, curiosity,
interest in current events, and knowledge of general culture. According to characteristic
features, modesty and patience stand out among the others.

Participants were asked whether they use speechwriter as a title to understand the

place of the job in terms of general acceptance and institutionalization. The participants
answered this question in two different ways, their own opinion and in general terms.
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Seven participants said they use the title, six expressed that they prefer using different
titles like text writer, political consultant, media consultant, and communication expert.
Six participants said they use both speechwriter and other titles according to the situation
at hand. Only one participant expressed that a speechwriter should be invisible. The
important point to be focused on here is only seven participants expressing that they
can comfortably use the title. The second important point is why they do not prefer to
use speechwriter as a title. Having wider roles in communication, the limitations of the
audience’s knowledge about the prevalence of this type of work, and restrictions from
their superiors or the speaker(s) they serve are among the main reasons for this hesitation.

The Speechwriting Process

Before the questions about speechwriting, participants were asked whether they
work alone or with a team. Eight participants expressed that they work on their own,
seven said they work with a team, three said they do both, and two said they work
partially with a team. The ones who said they work with a team said that this team
mostly supports them in obtaining data and the editing process, and they generally
write the final text themselves.

When it comes to the context and design of the speech texts, it is understood that
obtaining data and detecting the features of the audience are vital. All the participants
answered the question of whether they take the audience into account positively to
different extents (in-depth/partially/slightly), and added that they research the subject
and the event. It becomes clear according to the data gathered from participants that
a solid analysis must lead the research to construct logic and emotion properly. Then,
these data should be edited, linked to each other, and processed through mind mapping.
Stories, personal touches, and emotions add new levels and raise the spirit of the text
on this basis supported by evidence, statistical data, and examples. According to
participants’answers, it is possible to summarize the steps of speechwriting as: research,
imagination and mind mapping, determining the main message and side elements,
writing the first draft, and revising the text with feedback.

Here, the need arose for evaluating the characteristic features of the introduction,
body, and conclusion sections of a speech. Some of the participants answered this
question by saying they do not obey exact rules, some mentioned their opinions about
the whole text instead of separate parts, and others choose to give only hints about
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the rules they follow. From the terms the participants used, it is possible to understand
that, because it provides the first impression of the speaker, the introduction must be
short, effective, and alluring. The development is the part of the speech where the
main points and arguments are developed around the key message, and it is enriched
by descriptions, examples, statistics, and stories appealing both to emotions and logic.
The conclusion must either call for action or provoke thought and should be as interesting
as possible.

When asked about the important points of the execution of persuasion, participants
provided different answers. These points are as follows: simple reporting sentences,
clear sentences, logic, empathy, persuasive comparisons, personal connections, sincerity,
stories, emotions, forming connections through the emotions of persons about a
subject, data, an approach based upon statistics and sample events, perceptions and
reflections of the speaker on the community, the credibility of the speaker, making the
audience feel that upcoming action is the right thing to do and presenting logical
arguments to make others believe, emphasizing the main point both in the beginning
and at the end of the speech to make people see it, checking whatever was said before
on the issue, a text fitting the speaker’s character and wording, sharp statements,
honesty, plain ideas, clarity, combination of logic + evidence + metaphor + story, a
connection with the audience, plain and logical argumentation blended with inspirational
pictures and emotions. It is observed again that the participants have different opinions
on ethos, pathos, and logos, which are the three main persuasion methods of Aristotle.
On this matter seven participants said ethos is the most important one, seven said all
three are equally important, five said pathos is the most important, and one expressed
that this kind of separation would not be right.

Regarding the rhetorical devices commonly used in speechwriting, certain techniques
were identified, but some participants said they use all those devices, avoiding identifying
one certain technique. Eight participants mentioned the rule of three, seven repetition,
and six metaphor. In addition, four identified story/personal story and three rhetorical
questions.

The structure of the sentence during text development is another point that needs
to be highlighted. The participants emphasized using short sentences and avoiding
passive voice. However, it became clear that the harmony of the text is as important
as its intelligibility, and to achieve that, sentences of different lengths are needed.
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As far as the appropriate length of a speech derived from all these works, fifteen
participants mentioned a duration of about 15-20 minutes, and all but one of them
found a common foundation by emphasizing the importance of short speeches. In
regard to the duration of the speechwriting process, there was a wide variation of
responses from a few hours to a few weeks. Of course, what needs to be noted is that
the duration depends on the writer’s mood, workload, the type of speech, the subject,
the contents of the speech, the availability of data, the need for a background search,
the importance of the subject, the number of times the text is revised, the speaker, the
time given to the speaker/length of the speech, the points that the speaker wants to
address, the deadline, and bureaucratic issues.

The Speechwriter-Speaker Relationship

The speechwriter-speaker relationship is another influential and sensitive matter
in speechwriting. This is because recognizing the person they will write for and
understanding their expectations, whether they are verbalized or not, isimportant for
the writer to internalize the text and reflect the speaker’s own soul to the audience.
The participants evaluated their relationships with speakers in three categories: business/
professionalism, sincere/warm, or variable. Considering different thoughts and
experiences, it is possible to say that the speechwriter-speaker relationship depends
on many factors. Because of this, it does not seem to be possible to present one as
ideal or prioritize it amongst the given understandings. At this point, it seems necessary
to ponder the possible prospect in case of a conflict between the speaker and the
writer. Different opinions were given in this regard; for example, the speechwriter
should think like the speaker, taking the matter into hand professionally without giving
rise to that kind of situation. Otherwise, finding common ground and working properly
is not possible under these circumstances.

The Appearance of Speeches in Traditional Media and the Effect of Social Media
on Speeches

It would not be wrong to say that the primary goal of speeches is to influence the
masses through face-to-face communication. However, when speeches, their scope,
and the duration of their effects are considered, they also have the power to reach
wider audiences through the media and to be timeless. Speeches that have taken place
in history can still reach large audiences today and can penetrate people’s inner worlds

Connectist: Istanbul University Journal of Communication Sciences, 2021, 61, 309-332 323



An International Approach to Speechwriting and Speechwriters: A Qualitative Study

with their content. On this point, the speechwriters were asked whether they had
various strategies or methods to make speeches appear in the media and to reach a
wider audience. To this question, four participants said that this is outside of the context
of their work, yet others mentioned some techniques. Foremost among these techniques
was including short, effective, and impressive statements within the speech. Considering
all the points mentioned by the participants in terms of media approval, the importance
of short and striking statements, sound bites, and famous quotes as well as the value
of interesting, surprising, controversial, and contrary ideas in a speech is understood.

To appear in the media, an effective method for speechwriters is to create text under
the guidance of their own experiences, and the evaluation of the process together with
the speakers and their advisors stands out as another way. In addition, it should be
conveyed as another point of view that media coverage of the speech should be carried
out by PR/media relations departments. For this reason, it is understood that it is not
possible to draw a road map determined with certain borders so that the speech will
be covered in the media.

Social media has become established in the current century as an innovation that
affects not only speech texts but all areas of communication. For this reason, it was
necessary to ask the participants whether this powerful area, where everyone can share
their opinions and become famous even for a day, is an advantage or a threat to
speeches. To the question regarding whether new media platforms are an advantage
or not, more than half of the participants answered saying it is an advantage since it
allows the speech to reach a wide audience within a short period of time. However,
there was also some criticism saying no other platform can take the place of a live
speech, and mistakes will spread at the same speed.

DISCUSSION AND CONCLUSION

While rhetoric has been a crucial matter in the communication realm since the
ancient age, today, speechwriting becomes crucial in the area. Speechwriting, with its
deep roots in rhetoric, has many areas of use, not just in politics but also the private
sector, NGOs, governmental institutions, establishments, and so on. The main reason
for needing a speechwriter can be described with the growing speed of technology-
based communication and the leaders'/speakers’ lack of time. Moreover, the number
of messages reaching the masses increases constantly due to diversified communication
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tools. As a result, catching the public’s attention and making them comprehend the
message is directly related to the design of the speech.

In this context, despite the increasing demand for speechwriters and speechwriting,
the critical point underlined here is that the profession is not sufficiently visible. This
study has shown that most of the speechwriters hesitate to use speechwriter as a title,
and only seven participants stated that they can comfortably use it. The reasons for
not using speechwriter as a title can be summarized as the broader roles of speechwriters
in the field of communication, the audience’s limited knowledge about the prevalence
of this type of work, and restrictions from the supervisors/speakers they serve.

As one of the main questions of the research is to analyse the critical qualities of a
speechwriter, it can be easily seen that participants possess strong language skills and
have an intellectual world expressing themselves through books, scripts, columns, TV
production, and so on. Among others, modesty and patience are prominent characteristics
of a speechwriter since writing speeches for the masses is a long and difficult process.

The second research question is about speechwriting rules and procedures from an
international perspective. First, it is not possible to come up with a certain body of rules
and draw a specific pathway for speechwriting. In the light of data obtained from the
participants, perspectives are varied, and, at the same time, there are some issues most
of them agree upon. As participants said, as in the art and music fields, it is not possible
to sum up the speechwriting process in a set of rules. The speechwriter should have a
good grasp of the culture, traditions, and worldview of the society they live in; design
the speech by addressing both emotions and logic evenly; and shape the speech by
considering the characteristics of the speaker. This is because speeches not only include
thoughts, knowledge, or a thesis but also to contain a soul, touching the emotions. Of
course, it should not be ignored that there are some techniques to take into account
while forming a text that will impress the masses, evoke decision-making mechanisms,
give rise to thinking processes or provoke certain emotions in the audience. The most
frequently mentioned rhetorical devices among participants were, respectively, the rule
of three, repetition, metaphor, the story/personal story, and the rhetorical question.

In the light of the responses, the steps of speechwriting can be described as follows:

research, imagination and mind mapping, determining the main message and side
elements, writing the first draft, and revising the text based on feedback. All the

Connectist: Istanbul University Journal of Communication Sciences, 2021, 61, 309-332 325



An International Approach to Speechwriting and Speechwriters: A Qualitative Study

participants stated that the analysis of the audience is an essential practice in the
speechwriting process along with research on the subject and event. Van Dijk (2008,
p. 83) underlines the importance of having knowledge or beliefs about recipients in
terms of speaking or writing appropriately. Furthermore, he points out the difficulty
of knowledge transmission and understanding and the fact that misinterpretation of
social situations may cause conflicts, an unsuitable style for the audience, and so on
(Van Dijk, 2002, p. 217). The other areas where the majority was on the same page are
evidentin terms of the structures of sentences and length of the speech. In other words,
most of the participants agree on the importance of short, comprehensible words and
active sentences and relatively short speeches of 15 to 20 minutes.

As a matter of fact, differences do appear on the main issues, in particular persuasion
and the characteristic features of an introduction, body, and conclusion as well as the
speechwriter-speaker relationship. The varied answers received from participants
regarding persuasion, from sentence structure to speaker’s character, indicate that this
depends on the combination of all aspects of a speech, such as logic, emotion, evidence,
the speaker’s credibility, and simplicity. Another difference was identified regarding
the features of the introduction, body, and conclusion of a speech. Some participants
evaluate the speech as a whole, others assert that the introduction should be short,
effective, and alluring, the body should be designed around the key message and
enriched with both emotions and logic, and the conclusion should call for an action
or idea. As to the last point, the speechwriter-speaker relationship is not at a certain
level, as it may change from person to person, so the participants categorize their
relationships within the scope of business/professionalism, sincere/warm or variable.
But it must be said that speechwriters should know the speakers they work with as
much as possible to understand their expectations and character.

Last but not least, to reach a wider audience, traditional media and social media
should be considered while writing a speech. The points gathered from participants
in terms of gaining media attention can be described as short, striking statements,
sound bites, famous quotes, and interesting ideas. From the perspective of social media,
it constitutes both an advantage and a risk for speeches. The participants consider it
an advantage due to the fast transmission of speeches while there is also a risk in terms
of the spread of misinformation at the same speed and to the same masses. Aside from
social media’s power for speeches, it cannot be a replacement for the emotional
interaction established face-to-face with the audience.
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ENDNOTES

1. This study is revised version of summary of an MA thesis titled: Executive Writing
in Point of Public Relations: An Applied Study on Speechwriting. Only the study
abstract was published in conference proceedings in 2016/Malaysia and rewritten
for publication.

2. Theinformation about speechwriters (participants of the research) and the executives
they worked with was gathered in 2015-2016. There could be changes in
speechwriters’ jobs and leaders’/executives’ positions at the present time.

3. Asarhetorical device the Rule of Three: When the points that need emphasis are
listed in three, this creates a sense of completeness and illusion of finality. Because
people are accustomed to hearing views/arguments in twos (e.qg. right-left, black-
white, up-down), when a third is added, it feels like hammering the last nail (e.g.
ready, steady, go) (Lancaster (2010, p. 32).

4. David Murray is not a speechwriter, but he brings speechwriters together in
conferences and online platforms by virtue of being the director of the Professional
Speechwriters Association. He contributed his observations on speechwriters to
the research.
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Table 1: Research Participants and Their Career History
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TABLES AND FIGURES

Speechwriters Name/Surname

Countries

Experiences

Speechwriter 1

Germany

She has been writing speeches for almost
eight years. She started speechwriting in

a small German PR agency specializing in
speechwriting. Currently, she is writing
speeches for Members of the Managing Board
of Siemens AG.

Speechwriter 2

Canada

He is a Canadian speechwriter and speech-
writing coach who writes executive-level
speeches for leaders throughout the world.
Before launching his business, Global Speech-
writer, he worked for more than a decade
writing speeches for the most senior levels of
the Canadian government and members of
the United Nations.

Speechwriter 3

United Kingdom

He has been writing speeches for twenty
years. He first started in the Toastmasters
International organization. He is a founder

of the European Speechwriters Network. His
first professional work was for BP, and he later
worked writing speeches for weddings and
birthdays.

Speechwriter 4

Turkey

She has been writing speeches for ten

years in various corporate communication
departments, besides other duties. She writes
speeches for the CEO of Siemens Turkey.

Speechwriter 5

United States of

He founded the White House Writers Group

America and was the speechwriter for US Vice Pres-
ident George H.W. Bush (1984-1986) and
President Ronald Reagan (1986-1989). He still
writes speeches for business leaders.
Speechwriter 6 The Netherlands She wrote speeches for the Dutch Ministry of

Economic Affairs for four years and headed
the speechwriting department. Since 2003,
she has been running her own company,
“Speechless” which offers personal speech
coaching programs. She also trains speech-
writers.
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Speechwriter 7 Turkey He wrote speeches for the former Chairman of
the Executive Board of Turkish Airlines, Hamdi
Topcu, and Turkish Airlines CEO Temel Kotil.

Speechwriter 8 Turkey He was a journalist for ten years beginning in

1987, and he started to work as a speechwrit-
er in the Turkish Prime Ministry in 1997. He
currently writes texts as the Chief Advisor of
the President of the Republic of Turkey, H.E.
Recep Tayyip Erdogan. In addition, he has
been a lecturer in Gazi University’s Faculty of
Communication since 1999.

Speechwriter 9

United Kingdom

He is a speechwriter, speechwriter trainer,
occasional contributor to the Guardian,
cartoonist, and co-director of the communica-
tions consultancy CreativityWorks Ltd.

Speechwriter 10

Turkey

He wrote speeches for the President of the
Republic of Turkey, H.E. Recep Tayyip Erdogan,
for ten years and is a writer / Chief Advisor for
the Turkish government.

Speechwriter 11

Nigeria

He is a Corporate Communications Arrow-
head, a Brand Strategist, a Certified Nego-
tiation Specialist and Innovation Catalyst
from the Global Innovation Management
Institute. He was the Chief Speechwriter to
the President/Chairman of Council of the
Certified Pension Institute of Nigeria for two
years, where he crafted speeches for numer-
ous functions for the president and has since
written speeches for high-profile executives
of corporation and government spaces. He is
also a writer of distinction with diverse writing
platforms.

Speechwriter 12

Scotland

He is an award-winning speechwriter who

has been writing speeches since 2002. He
currently writes for the Convener of the
Scottish Parliament’s Economy, Energy &
Tourism Committee, having previously written
for a plethora of members of the Scottish
Parliament. In addition, he has written arts
journalism, essays, stories, and poetry.
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Speechwriter 13

Denmark

He is an award-wining independent Speech-
writer (formerly for the Danish Ministries for
Climate, Energy and Building, and Environ-
ment).

Speechwriter 14

United Kingdom

He is a leading international speechwriter. He
has written speeches for senior executives at
IBM, Ford, Du Pont, Toshiba, Ford, and Shell.
He has appeared on TV and in print as a
speech analyst and commentator. He is also a
published novelist. He started as a profession-
al writer working in scripts for documentary
films and won awards at the New York and Bi-
arritz film festivals. He is the founder of World
Speech Day, which had its inaugural year on
March 15th, 2016 and featured some 200 live
speaking events in thirty nations across the
globe. He has been writing speeches for over
twenty years.

Speechwriter 15

Turkey

He has been a political consultant and
speechwriter for five years. He wrote speeches
for Tugrul Tirkes between 2011 and 2015.

Speechwriter 16

United States of
America

He is the senior speechwriter for the National
Education Association’s Top Executives. He
has been writing speeches for twelve years.
He worked as a freelance speechwriter for
individuals and political candidates.

Speechwriter 17

Tanzania

He is the previous Private Secretary and
speechwriter to the Minister for Foreign Af-
fairs and International Cooperation of Tanza-
nia, Speechwriter to the President of Tanzania,
H.E. Jakaya Mrisho Kikwete, and is currently
Private Secretary and speechwriter for Former
President Jakaya Mrisho Kikwete.

Speechwriter 18

Canada

Over the past 25 years, as president of her
own communication company, she has
written speeches for government ministers
and executives as well as for executives in
business and the non-profit sector.

Speechwriter 19

Germany

He is a co-founder of the German Speechwrit-
ers Association (VRdS) and was speechwriter
to the CEO of Lufthansa. He has been writing
speeches for 25 years.

Connectist: Istanbul University Journal of Communication Sciences, 2021, 61, 309-332 331




An International Approach to Speechwriting and Speechwriters: A Qualitative Study

Speechwriter 20 United States of He is Leadership Communications Director
America at the Coca-Cola Company and has written
speeches for the President of Coca-Cola Re-
freshments, President of the largest Coca-Cola
bottler, the President of the Coca-Cola North
America Group, the Chairman and CEO of
UPS, the Chairman and CEO of Havertys Furni-
ture, and the President of the Federal Reserve
Bank of Atlanta, among others.

Contributor 1 United States of He is the owner of Pro Rhetoric, LLC, which
America publishes Vital Speeches of the Day Maga-
zine and oversees the Cicero Speechwriting
Awards. He is the executive director of the
Professional Speechwriters Association.
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DERGINiN TANIMI

Connectist: Istanbul University Journal of Communication Sciences, hakemli, acik erisimli ve yilda iki
kere Haziran ve Aralik aylarinda, 1992 yilindan beri yayinlanan uluslararasi, bilimsel bir dergidir.
Dergiye yayinlanmast icin génderilen bilimsel makaleler Tiirkce ya da ingilizce olmalidir.

AMAC VE KAPSAM

Connectist: Istanbul University Journal of Communication Sciences, iletisim konusunda sistemler,
kuramlar, yontemler ve uygulamalara odaklanir. Akademik arastirmacilar, iletisim profesyonelleri ve
iletisim politikasi belirleyicilerine ydnelik bilimsel bilginin paylasildigi global bir platform olusturmak
icin iletisim konusunu cesitli acilardan ele alan orijinal arastirma, derleme,olgu sunumu ve kitap
incelemesi yazilari yayinlar. iletisim konusuyla ilgili ve derinlikli yorumlar iceren antropoloji, felsefe,
tarih, siyaset bilimi, psikoloji ve diger alanlardan da katkilara agiktir. Akademisyenler, arastirmacilar,
profesyoneller, 6grenciler ve ilgili mesleki, akademik kurum ve kuruluslar derginin hedef kitlesini
olusturur.

EDITORYAL POLITIKALAR VE HAKEM SURECI
Yayin Politikasi

Dergiye yayinlanmak Uzere gonderilen makalelerin icerigi derginin amacg ve kapsami ile uyumlu
olmalidir. Dergi, orijinal arastirma niteligindeki yazilari yayinlamaya dncelik vermektedir

Genel ilkeler

Daha 6nce yayinlanmamis ya da yayinlanmak lizere baska bir dergide halen degerlendirmede
olmayan ve her bir yazar tarafindan onaylanan makaleler degerlendirilmek tizere kabul edilir.

On degerlendirmeyi gecen vyazilar iThenticate intihal tarama programindan gecirilir. intihal
incelemesinden sonra, uygun makaleler Editor tarafindan orijinaliteleri, metodolojileri, makalede
ele alinan konunun 6nemi ve derginin kapsamina uygunlugu agisindan degerlendirilir.

Bilimsel toplantilarda sunulan 6zet bildiriler, makalede belirtilmesi kosulu ile kaynak olarak kabul
edilir. Editor, gonderilen makale bigcimsel esaslara uygun ise, gelen yaziyi yurticinden ve /veya
yurtdisindan en az iki hakemin degerlendirmesine sunar, hakemler gerek gérdiigi takdirde yazida
istenen degisiklikler yazarlar tarafindan yapildiktan sonra yayinlanmasina onay verir.

Makale yayinlanmak tizere Dergiye gdnderildikten sonra yazarlardan higbirinin ismi, tim yazarlarin
yazili izni olmadan yazar listesinden silinemez ve yeni bir isim yazar olarak eklenemez ve yazar sirasi
degistirilemez.
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Yayina kabul edilmeyen makale, resim ve fotograflar yazarlara geri gonderilmez. Yayinlanan yazi ve
resimlerin tiim haklari Dergiye aittir.

Yazarlarin Sorumlulugu

Makalelerin bilimsel ve etik kurallara uygunlugu yazarlarin sorumlulugundadir. Yazar makalenin
orijinal oldugu, daha 6nce baska bir yerde yayinlanmadidi ve baska bir yerde, baska bir dilde
yayinlanmak utzere degerlendirmede olmadigi konusunda teminat saglamalidir. Uygulamadaki
telif kanunlar ve anlasmalar gozetilmelidir. Telife bagh materyaller (6rnegin tablolar, sekiller
veya buyik alintilar) gerekli izin ve tesekkirle kullaniimahdir. Baska yazarlarin, katkida
bulunanlarin ¢calismalari ya da yararlanilan kaynaklar uygun bicimde kullanilmali ve referanslarda
belirtilmelidir.

Gonderilen makalede tiim yazarlarin akademik ve bilimsel olarak dogrudan katkisi olmalidir, bu
baglamda “yazar” yayinlanan bir arastirmanin kavramsallastirilmasina ve dizaynina, verilerin elde
edilmesine, analizine ya da yorumlanmasina belirgin katki yapan, yazinin yazilmasi ya da bunun
icerik acisindan elestirel bicimde gézden gecirilmesinde gérev yapan birisi olarak gortlur. Yazar
olabilmenin diger kosullar ise, makaledeki calismayi planlamak veya icra etmek ve / veya revize
etmektir. Fon saglanmasi, veri toplanmasi ya da arastirma grubunun genel stipervizyonu tek basina
yazarlik hakki kazandirmaz. Yazar olarak g&sterilen tim bireyler sayilan tiim &lcutleri karsilamalidir
ve yukaridaki ol¢ltleri karsilayan her birey yazar olarak gosterilebilir. Yazarlarin isim siralamasi ortak
verilen bir karar olmalidir. Tim yazarlar yazar siralamasini Telif Hakki Anlasmasi Formu imzali olarak

belirtmek zorundadirlar.

Yazarlik icin yeterli olcutleri karsilamayan ancak calismaya katkisi olan tiim bireyler “tesekkdr /
bilgiler” kisminda siralanmalidir. Bunlara 6rnek olarak ise sadece teknik destek saglayan, yazima
yardimci olan ya da sadece genel bir destek saglayan, finansal ve materyal destegdi sunan kisiler
verilebilir.

Butlin yazarlar, arastirmanin sonuglarini ya da bilimsel degerlendirmeyi etkileyebilme
potansiyeli olan finansal iliskiler, ¢cikar catismasi ve c¢ikar rekabetini beyan etmelidirler. Bir
yazar kendi yayinlanmis yazisinda belirgin bir hata ya da yanlslik tespit ederse, bu yanlisliklara
iliskin diizeltme ya da geri cekme icin editor ile hemen temasa ge¢me ve isbirligi yapma
sorumlulugunu tasir.

Editor ve Hakem Sorumluluklari ve Degerlendirme Siireci

Editorler, makaleleri, yazarlarin etnik kékeninden, cinsiyetinden, cinsel ydneliminden, uyrugundan,
dini inancindan ve siyasi felsefesinden bagimsiz olarak degerlendirirler. Yayina gonderilen
makalelerin adil bir sekilde c¢ift tarafli kor hakem degerlendirmesinden gecmelerini saglarlar.
Gonderilen makalelere iliskin tim bilginin, makale yayinlanana kadar gizli kalacagini garanti
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ederler. Editorler icerik ve yaymnin toplam kalitesinden sorumludurlar. Gereginde hata sayfasi
yayinlamali ya da diizeltme yapmalidir.

Editor; yazarlar, editorler ve hakemler arasinda c¢ikar catismasina izin vermez. Hakem atama
konusunda tam yetkiye sahiptir ve Dergide yayinlanacak makalelerle ilgili nihai karari vermekle
yukimlidar.

Hakemler makaleleri, yazarlarin etnik kokeninden, cinsiyetinden, cinsel yoneliminden, uyrugundan,
diniinancindan ve siyasi felsefesinden bagimsiz olarak degerlendirirler. Arastirmaylailgili, yazarlarla
ve/veya arastirmanin finansal destekgileriyle cikar catismalari olmamalidir. Degerlendirmelerinin
sonucunda tarafsiz bir yargiya varmahdirlar. Hakemler yazarlarin atifta bulunmadigi konuyla ilgili
yayinlanmis calismalari tespit etmelidirler. Gonderilmis yazilara iliskin tim bilginin gizli tutulmasini
saglamall ve yazar tarafinda herhangi bir telif hakki ihlali ve intihal fark ederlerse editore
raporlamalidirlar. Hakem, makale konusu hakkinda kendini vasifli hissetmiyor ya da zamaninda
geri donis saglamasi mimkiin gériinmiyorsa, editére bu durumu bildirmeli ve hakem sirecine
kendisini dahil etmemesini istemelidir.

Degerlendirme stirecinde editor hakemlere gézden gecirme icin gdnderilen makalelerin, yazarlarin
Ozel milki oldugunu ve bunun imtiyazl bir iletisim oldugunu acik¢a belirtir. Hakemler ve yayin
kurulu Uyeleri baska kisilerle makaleleri tartisamazlar. Hakemlerin kendileri icin makalelerin
kopyalarini cikarmalarina izin verilmez ve editoriin izni olmadan makaleleri baskasina veremezler.
Yazarin ve editoérin izni olmadan hakemlerin g6zden gecirmeleri basilamaz ve agiklanamaz.
Hakemlerin kimliginin gizli kalmasina 6zen gosterilmelidir. Bazi durumlarda editoriin karariyla,
ilgili hakemlerin makaleye ait yorumlari ayni makaleyi yorumlayan diger hakemlere génderilerek
hakemlerin bu siirecte aydinlatiimasi saglanabilir.
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Yazarlar Connectist: Istanbul University Journal of Communication Sciences dergisinde yayinlanan
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tlm icerigi okura ya da okurun dahil oldugu kuruma Ucretsiz olarak sunulur. Okurlar, ticari amag
haricinde, yayinciya da yazardan izin almadan dergi makalelerinin tam metnini okuyabilir, indirebilir,
kopyalayabilir, arayabilir ve link saglayabilir. Bu BOAI acik erisim tanimiyla uyumludur.
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YAYIN ETiGi
ilke ve Standartlar

Connectist: Istanbul University Journal of Communication Sciences, yayin etiginde en yiksek
standartlara baghdir ve Committee on Publication Ethics (COPE), Directory of Open Access Journals
(DOAJ), Open Access Scholarly Publishers Association (OASPA) ve World Association of Medical Editors
(WAME) tarafindan yayinlanan etik yayincilik ilkelerini benimser; Principles of Transparency and Best
Practice in Scholarly Publishing bashg altinda ifade edilen ilkeler icin adres: https://publicationethics.
org/resources/guidelines-new/principles-transparency-and-best-practice-scholarly-publishing

Gonderilen tim makaleler orijinal, yayinlanmamis ve bagka bir dergide degerlendirme stirecinde
olmamalidir. Her bir makale editorlerden biri ve en aziki hakem tarafindan ¢ift kor degerlendirmeden
gecirilir. intihal, duplikasyon, sahte yazarlik/inkar edilen yazarlik, arastrma/veri fabrikasyonu, makale
dilimleme, dilimleyerek yayin, telif haklari ihlali ve ¢ikar catismasinin gizlenmesi, etik disi davraniglar
olarak kabul edilir.

Kabul edilen etik standartlara uygun olmayan tiim makaleler yayindan ¢ikarilir. Buna yayindan sonra
tespit edilen olasi kuraldisi, uygunsuzluklar iceren makaleler de dahildir.

DiL
Derginin yayin dili Tiirkce ve Amerikan ingilizce'sidir.
YAZILARIN HAZIRLANMASI

Aksi belirtiimedikce gonderilen yazilarla ilgili tim yazismalar ilk yazarla yapilacaktir. Makale
gonderimi online olarak ve http://connectist.istanbul.edu.tr tizerinden yapilmalidir. Génderilen
yazilar, yazinin yayinlanmak tizere gonderildigini ifade eden, makale turlint belirten ve makaleyle
ilgili bilgileri iceren (bkz: Son Kontrol Listesi) bir mektup; yazinin elektronik formunu iceren
Microsoft Word 2003 ve Uzerindeki versiyonlari ile yazilmis elektronik dosya ve tim yazarlarin
imzaladigi Telif Hakki Anlasmasi Formu eklenerek gonderilmelidir.

1. Galismalar, A4 boyutundaki kagidin bir yliziine, Ust, alt, sag ve sol taraftan 2,5 cm. bosluk
birakilarak, 10 punto Times New Roman harf karakterleriyle ve 1,5 satir aralik 6l¢lsi ile
hazilarlanmalidir.

2. Cahsmalar 6,500 - 8,500 sozclik arasinda olmalidir (Sonnotlar, Kaynaklar ve Tablolar ve Sekiller
dahil olmak lizere) ve sayfa numaralari sayfanin altinda ve ortada yer almahdir.

3. Yazar/yazarlarin adlari ¢alismanin basliginin hemen altinda saga bitisik sekilde verilmelidir.
Ayrica yildiz dipnot seklinde (*) yazarin unvani, kurumu ve e-posta adresi sayfanin en altinda
dipnotta belirtilmelidir.
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4. Giris bélimiinden 6nce 180-200 sdzciik arasinda ¢alismanin kapsamini, amacini, ulasilan sonuglari
ve kullanilan yéntemi kaydeden Tiirkce ve ingilizce 6z ile 600-800 kelimelik ingilizce genisletilmis
dzetyeralmalidir. Calismanin ingilizce bashgi ingilizce 6ziin tizerinde yer almalidir. ingilizce ve Tiirkce
dzlerin altinda calismanin icerigini temsil eden 5 ingilizce, 5 Tiirkce anahtar kelime yer almalidir.

5. Gahsmalarin baslica su unsurlari icermesi gerekmektedir: Baslik, Tlirkce 6z ve anahtar kelimeler;
yabanai dilde baslik, ingilizce 6z ve anahtar kelimeler; (makale Tiirkce ise) ingilizce genisletilmis
Ozet, ana metin bollmleri, son notlar ve kaynaklar.

6. Arastirma makalelerinde bélimler su sekilde olmalidir: “GIRIiS", “AMAC VE YONTEM’,
“BULGULAR”, “TARTISMA VE SONUC" "SON NOTLAR” “KAYNAKLAR” ve “TABLOLAR VE
SEKILLER”. Derleme ve yorum yazilari icin ise, calismanin édneminin belirtildigi, sorunsal ve
amacin somutlastirildigi “GIiRIS” bélimiiniin ardindan diger bélimler gelmeli ve calisma
“TARTISMA VE SONUC”, "SON NOTLAR’, “KAYNAKLAR” ve “TABLOLAR VE SEKILLER” seklinde
bitirilmelidir.

7. Calismalarda tablo, grafik ve sekil gibi gostergeler ancak calismanin takip edilebilmesi
acisindan gereklilik arz ettigi durumlarda, numaralandirilarak, tanimlayici bir baslik ile
birlikte “KAYNAKLAR" bolimiinden sonra verilmelidir. Demografik 6zellikler gibi metin icinde
verilebilecek veriler, ayrica tablolar ile ifade edilmemelidir.

8. Yayinlanmak Uzere gonderilen makale ile birlikte yazar bilgilerini iceren kapak sayfasi
gonderilmelidir. Kapak sayfasinda, makalenin bashg, yazar veya yazarlarin bagl bulunduklari
kurum ve unvanlari, kendilerine ulasilabilecek adresler, cep, is ve faks numaralari ve e-posta
adresleri yer almalidir (bkz. Son Kontrol Listesi).

9. Kurallar dahilinde dergimize yayinlanmak tizere gonderilen ¢alismalarin her tiirli sorumlulugu
ve calismada gegen gorisler yazar/yazarlarina aittir.

10. Yayin kurulu ve hakem raporlari dogrultusunda yazarlardan, metin Gzerinde bazi diizeltmeler
yapmalari istenebilir.

11. Yayinlanmasina karar verilen calismalarin, yazar/yazarlarinin her birine istekleri halinde dergi
gonderilir.

KAYNAKLAR

Derleme yazilari okuyucular i¢in bir konudaki kaynaklara ulasmayi kolaylastiran bir ara¢ olsa da,
her zaman orijinal calismayr dogru olarak yansitmaz. Bu yliizden miimkiin oldugunca yazarlar
orijinal calismalari kaynak gostermelidir. Ote yandan, bir konuda cok fazla sayida orijinal
calismanin kaynak gosterilmesi yer israfina neden olabilir. Birka¢ anahtar orijinal ¢alismanin
kaynak gosterilmesi genelde uzun listelerle ayniisi gorir. Ayrica glinlimiizde kaynaklar elektronik
versiyonlara eklenebilmekte ve okuyucular elektronik literatiir taramalariyla yayinlara kolaylikla
ulasabilmektedir.

Kabul edilmisancak heniizsayiya dahil edilmemis makaleler Early View olarak yayinlanir ve bu makalelere
atiflar “advance online publication” seklinde verilmelidir. Genel bir kaynaktan elde edilemeyecek temel
bir konu olmadikga “kisisel iletisimlere” atifta bulunulmamalidir. E§er atifta bulunulursa parantez icinde
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iletisim kurulan kisinin adi ve iletisimin tarihi belirtilmelidir. Bilimsel makaleler icin yazarlar bu kaynaktan
yazili izin ve iletisimin dogrulugunu gosterir belge almalidir. Kaynaklarin dogrulugundan yazar(lar)
sorumludur. Tum kaynaklar metinde belirtilmelidir. Kaynaklar alfabetik olarak siralanmalidir.

Referans Stili ve Formati

Connectist: Istanbul University Journal of Communication Sciences, metin ici alintilama ve kaynak
goOsterme icin APA (American Psychological Association) kaynak sitilinin 6. edisyonunu benimser.
APA 6.Edisyon hakkinda bilgi icin:

- American Psychological Association. (2010). Publication manual of the American Psychological
Association (6" ed.). Washington, DC: APA.
- http://www.apastyle.org/

Kaynaklarin dogrulugundan yazar(lar) sorumludur. Tim kaynaklar metinde belirtilmelidir. Kaynaklar
asagidaki orneklerdeki gibi gosterilmelidir.

Metin icinde Kaynak Gosterme

Kaynaklar metinde parantez icinde yazarlarin soyadi ve yayin tarihi yazilarak belirtiimelidir. Birden
fazla kaynak gosterilecekse kaynaklar arasinda (;) isareti kullanilmalidir. Kaynaklar alfabetik olarak
siralanmalidir.

Ornekler:

Tek yazarli kaynak;

(Akyolcu, 2007)

Iki yazarl kaynak;

(Sayiner & Demirci, 2007, p. 72)

Ug, dort ve bes yazarli kaynak;

(Ailen, Ciambrune, & Welch, 2000, pp. 12-13) Metin icinde tekrarlayan kullanimlarda:
(Ailen et al., 2000)

Altive daha ¢cok yazarl kaynak;

(Cavdar et al., 2003)

Atiflar parantez icinde alfabetik olarak siralanmalidir
(Akyolcu, 2007; Sayiner & Demirci, 2007, p. 72)
Kaynaklar Boliimiinde Kaynak Gosterme

Kullanilan tim kaynaklar metnin sonunda ayri bir bolim halinde yazar soyadlarina gore alfabetik
olarak numaralandiriimadan verilmelidir.
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Kaynak yazimi ile ilgili ornekler asagida verilmistir.
Kitap

a) Tiirkce Kitap

Karasar, N. (1995). Arastirmalarda rapor hazirlama (8" ed.). Ankara, Turkey: 3A Egitim Danismanlik Ltd.

b) Tiirk¢eye Cevrilmis Kitap

Mucchielli, A. (1991). Zihniyetler (A. Kotil, Trans.). istanbul, Turkey: iletisim Yayinlari.

¢) Editorlii Kitap

Oren, T, Uney, T., & Célkesen, R. (Eds.). (2006). Tiirkiye bilisim ansiklopedisi. istanbul, Turkey: Papatya
Yayincilik.

d) Cok Yazarl Tiirkce Kitap

Tonta, Y., Bitirim, Y., & Sever, H. (2002). Tiirkce arama motorlarinda performans degerlendirme. Ankara,
Turkey: Total Bilisim.

e) ingilizce Kitap

Kamien R., & Kamien A. (2014). Music: An appreciation. New York, NY: McGraw-Hill Education.

f) ingilizce Kitap lcerisinde Béliim

Bassett, C. (2006). Cultural studies and new media. In G. Hall & C. Birchall (Eds.), New cultural studies:
Adventures in theory (pp. 220-237). Edinburgh, UK: Edinburgh University Press.

g) Tiirkge Kitap Icerisinde Boliim

Erkmen, T. (2012). Orgiit kiiltiirii: Fonksiyonlari, 6geleri, isletme yénetimi ve liderlikteki 6nemi. In M.
Zencirkiran (Ed.), Orgiit sosyolojisi (pp. 233-263). Bursa, Turkey: Dora Basim Yayin.

h) Yayimcinin ve Yazarin Kurum Oldugu Yayin

American Psychological Association. (2009). Publication manual of the American psychological
association (6" ed.). Washington, DC: Author.

Makale

a) Tiirkce Makale

Mutlu, B., & Savaser, S. (2007). Cocugu ameliyat sonrasi yogun bakimda olan ebeveynlerde stres
nedenleri ve azaltma girisimleri. Istanbul University Florence Nightingale Journal of Nursing, 15(60),
179-182.

b) ingilizce Makale

de Cillia, R., Reisigl, M., & Wodak, R. (1999). The discursive construction of national identity. Discourse
and Society, 10(2), 149-173. http://dx.doi.org/10.1177/0957926599010002002

¢) Yediden Fazla Yazarli ve DOI’li Makale

Lal, H., Cunningham, A. L., Godeaux, O., Chlibek, R., Diez-Domingo, J., Hwang, S.-J. ... Heineman, T.
C. (2015). Efficacy of an adjuvanted herpes zoster subunit vaccine in older adults. New England
Journal of Medicine, 372, 2087-2096. http://dx.doi.org/10.1056/NEJMoa1501184
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d) DOI’si Olmayan Online Edinilmis Makale

Sidani, S. (2003). Enhancing the evaluation of nursing care effectiveness. Canadian Journal of Nursing
Research, 35(3), 26-38. Retrieved from http://cjnr.mcgill.ca

e) DOI’si Olan Makale

Turner, S. J. (2010). Website statistics 2.0: Using Google Analytics to measure library website
effectiveness.  Technical Services Quarterly, 27, 261-278. http://dx.doi.org/10.1080/
07317131003765910

f) Advance Online Olarak Yayimlanmis Makale

Smith, J. A. (2010). Citing advance online publication: A review. Journal of Psychology. Advance
online publication. http://dx.doi.org/10.1037/a45d7867

g) Popiiler Dergi Makalesi

Henry, W. A., l1l. (1990, April 9). Making the grade in today’s schools. Time, 135, 28-31.

Tez, Sunum, Bildiri

a) Ticari Veritabaninda Yer Alan Yiiksek Lisans/Doktora Tezi

Van Brunt, D. (1997). Networked consumer health information systems (Doctoral dissertation).
Available from ProQuest Dissertations and Theses database. (UMI No. 9943436)

b) Kurumsal Veritabaninda Yer Alan Yiiksek Lisans/Doktora Tezi

Yaylali-Yildiz, B. (2014). University campuses as places of potential publicness: Exploring the politicals,
social and cultural practices in Ege University (Doctoral dissertation). Retrieved from Retrieved
from: http://library.iyte.edu.tr/tr/hizli-erisim/iyte-tez-portali

c) Web’de Yer Alan Yiiksek Lisans/Doktora Tezi

Tonta, Y. A. (1992). An analysis of search failures in online library catalogs (Doctoral dissertation,
University of California, Berkeley). Retrieved from http://yunus.hacettepe.edu.tr/~tonta/yayinlar
/phd/ickapak.html

d) Dissertations Abstracts International’da Yer Alan Yiiksek Lisans/ Doktora Tezi

Appelbaum, L. G. (2005). Three studies of human information processing: Texture amplification,
motion representation, and figure-ground segregation. Dissertation Abstracts International:
Section B. Sciences and Engineering, 65(10), 5428.

e) Sempozyum Katkisi

Krinsky-McHale, S. J., Zigman, W. B., & Silverman, W. (2012, August). Are neuropsychiatric symptoms
markers of prodromal Alzheimer’s disease in adults with Down syndrome? In W. B. Zigman
(Chair), Predictors of mild cognitive impairment, dementia, and mortality in adults with Down
syndrome. Symposium conducted at the meeting of the American Psychological Association,
Orlando, FL.

f) Online Olarak Erisilen Konferans Bildiri Ozeti

Liu, S. (2005, May). Defending against business crises with the help of intelligent agent based early
warning solutions. Paper presented at the Seventh International Conference on Enterprise
Information Systems, Miami, FL. Abstract retrieved from http://www.iceis.org/iceis2005/
abstracts_2005.htm
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g) Diizenli Olarak Online Yayimlanan Bildiriler

Herculano-Houzel, S., Collins, C. E., Wong, P, Kaas, J. H., & Lent, R. (2008). The basic nonuniformity of
the cerebral cortex. Proceedings of the National Academy of Sciences, 105, 12593-12598. http://
dx.doi.org/10.1073/pnas.0805417105

h) Kitap Seklinde Yayimlanin Bildiriler

Parsons, O. A., Pryzwansky, W. B., Weinstein, D. J., & Wiens, A. N. (1995). Taxonomy for psychology.
In J. N. Reich, H. Sands, & A. N. Wiens (Eds.), Education and training beyond the doctoral degree:
Proceedings of the American Psychological Association National Conference on Postdoctoral
Education and Training in Psychology (pp. 45-50). Washington, DC: American Psychological
Association.

i) Kongre Bildirisi

Nguyen, C. A. (2012, August). Humor and deception in advertising: When laughter may not be the
best medicine. Paper presented at the meeting of the American Psychological Association,
Orlando, FL.

Diger Kaynaklar

a) Gazete Yazisi

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

b) Yazari Olmayan Gazete Yazisi

New drug appears to sharply cut risk of death from heart failure. (1993, July 15). The Washington
Post, p. A12.

c) Web Page/Blog Post

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

d) Online Ansiklopedi/Sozliik

Ignition. (1989). In Oxford English online dictionary (2™ ed.). Retrieved from http://dictionary.
oed.com

Marcoux, A. (2008). Business ethics. In E. N. Zalta (Ed.). The Stanford encyclopedia of philosophy.
Retrieved from http://plato.stanford.edu/entries/ethics-business/

e) Podcast

Dunning, B. (Producer). (2011, January 12). inFact: Conspiracy theories [Video podcast]. Retrieved from
http://itunes.apple.com/

f) Bir Televizyon Dizisinden Tek Bir Boliim

Egan, D. (Writer), & Alexander, J. (Director). (2005). Failure to communicate. [Television series
episode]. In D. Shore (Executive producer), House; New York, NY: Fox Broadcasting.

g) Miizik Kaydi

Fuchs, G. (2004). Light the menorah. On Eight nights of Hanukkah [CD]. Brick, NJ: Kid Kosher.
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SON KONTROL LiSTESI

Asagidaki listede eksik olmadigindan emin olun:

® Editore mektup

v

O

Makalenin tari

Baska bir dergiye gonderilmemis oldugu bilgisi

Sponsor veya ticari bir firma ile iliskisi (varsa belirtiniz)

istatistik kontroliintin yapildigi (arastirma makaleleri icin)

ingilizce yéniinden kontroliiniin yapildig

Yazarlara Bilgide detayli olarak anlatilan dergi politikalarinin gézden gecirildigi
Kaynaklarin APA6'ya gore belirtildigi

® Telif Hakki Anlasmasi Formu

® Daha once basilmis materyal (yazi-resim-tablo) kullaniimis ise izin belgesi
® Makale kapak sayfasi

v
v
v

v
v

Makalenin tirt

Makalenin Tiirkce ve ingilizce bashg

Yazarlarin ismi soyadi, unvanlari ve baglh olduklari kurumlar (liniversite ve fakilte
bilgisinden sonra sehir ve ulke bilgisi de yer almalidir), e-posta adresleri

Sorumlu yazarin e-posta adresi, acik yazisma adresi, is telefonu, GSM, faks nosu
Tum yazarlarin ORCID’leri

® Makale ana metni dosyasi

AN N N N SR NN NN

Makalenin Tiirkce ve ingilizce bashg

Ozetler 180-200 kelime Tiirkce ve 180-200 kelime ingilizce

Anahtar Kelimeler: 5 adet Tiirkce ve 5 adet ingilizce

Makale Tiirkce ise, ingilizce genisletilmis Ozet (Extended Abstract) 600-800 kelime
Makale ana metin bélimleri

Finansal destek (varsa belirtiniz)

Cikar catismasi (varsa belirtiniz)

Tesekkdir (varsa belirtiniz)

Kaynaklar

Tablolar-Resimler, Sekiller (bashk, tanim ve alt yazilaryla)
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INFORMATION FOR AUTHORS

DESCRIPTION

Connectist: Istanbul University Journal of Communication Sciences is an open access, peer-reviewed,
scholarly and international journal published biannually in June and December in June and
December since 1992. The manuscripts submitted for publication in the journal must be scientific
and original work in Turkish or English.

AIM AND SCOPE

Connectist: Istanbul University Journal of Communication Sciences — focuses on systems, theories,
methods and applications in communications. Original articles, reviews, case reports and book
reviews on all aspects of communications are published to provide a global platform for scientific
knowledge exchange among academic researchers, communication professionals and policy
makers. Contributions are welcome from anthropology, philosophy, history, political sciences,
psychology and all other fields, which have relevant and insightful comments about
communications. The target group of the journal consists of academicians, researchers,
professionals, students, related professional and academic bodies and institutions.

EDITORIAL POLICIES AND PEER REVIEW PROCESS
Publication Policy

The subjects covered in the manuscripts submitted to the Journal for publication must be in
accordance with the aim and scope of the journal. The journal gives priority to original research
papers submitted for publication.

General Principles

Only those manuscripts approved by its every individual author and that were not published before
in or sent to another journal, are accepted for evaluation.

Submitted manuscripts that pass preliminary control are scanned for plagiarism using iThenticate
software. After plagiarism check, the eligible ones are evaluated by editor-in-chief for their
originality, methodology, the importance of the subject covered and compliance with the journal
scope.

Short presentations that took place in scientific meetings can be referred if indicated in the article.
The editor hands over the papers matching the formal rules to at least two national/international
referees for evaluation and gives green light for publication upon modification by the authors in
accordance with the referees’ claims. Changing the name of an author (omission, addition or order)
in papers submitted to the Journal requires written permission of all declared authors. Refused
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manuscripts and graphics are not returned to the author. The copyright of the published articles and
pictures belong to the Journal.

Author Responsibilities

It is authors’ responsibility to ensure that the article is in accordance with scientific and ethical
standards and rules. And authors must ensure that submitted work is original. They must certify that
the manuscript has not previously been published elsewhere or is not currently being considered
for publication elsewhere, in any language. Applicable copyright laws and conventions must be
followed. Copyright material (e.g. tables, figures or extensive quotations) must be reproduced only
with appropriate permission and acknowledgement. Any work or words of other authors,
contributors, or sources must be appropriately credited and referenced.

All the authors of a submitted manuscript must have direct scientific and academic contribution to
the manuscript. The author(s) of the original research articles is defined as a person who is

" "

significantly involved in “conceptualization and design of the study”, “collecting the data’, “analyzing
the data’, “writing the manuscript’, “reviewing the manuscript with a critical perspective” and
“planning/conducting the study of the manuscript and/or revising it". Fund raising, data collection
or supervision of the research group are not sufficient roles to be accepted as an author. The
author(s) must meet all these criteria described above. The order of names in the author list of an
article must be a co-decision and it must be indicated in the Copyright Agreement Form. The
individuals who do not meet the authorship criteria but contributed to the study must take place in

the acknowledgement section. Individuals providing technical support, assisting writing, providing

a general support, providing material or financial support are examples to be indicated in
acknowledgement section.

All authors must disclose all issues concerning financial relationship, conflict of interest, and
competing interest that may potentially influence the results of the research or scientific
judgment.

When an author discovers a significant error or inaccuracy in his/her own published paper, it is the
author’s obligation to promptly cooperate with the Editor-in-Chief to provide retractions or
corrections of mistakes.

Responsibility for the Editors, Reviewers and Review Process

Editors evaluate manuscripts for their scientific content without regard to ethnic origin, gender,
sexual orientation, citizenship, religious belief or political philosophy of the authors. They
provide a fair double-blind peer review of the submitted articles for publication. They ensure
that all the information related to submitted manuscripts is kept as confidential before
publishing.
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Editors are responsible for the contents and overall quality of the publication. They must publish
errata pages or make corrections when needed.

Editor does not allow any conflicts of interest between the authors, editors and reviewers. Only he
has the full authority to assign a reviewer and is responsible for final decision for publication of the
manuscripts in the Journal.

Reviewers evaluate manuscripts based on content without regard to ethnic origin, gender, sexual
orientation, citizenship, religious belief or political philosophy of the authors. They must have no
conflict of interest with respect to the research, the authors and/or the research funders. Their
judgments must be objective.

Reviewers should identify the relevant published work that has not been cited by the authors. They
must ensure that all the information related to submitted manuscripts is kept as confidential and must
report to the Editor if they are aware of copyright infringement and plagiarism on the author’s side.

A reviewer who feels unqualified to review the topic of a manuscript or knows that its prompt review
will be impossible should notify the Editor and excuse himself from the review process.

The editor informs the reviewers that the manuscripts are confidential information and that this is a
privileged interaction. The reviewers and editorial board cannot discuss the manuscripts with other
persons. The reviewers are not allowed to have copies of the manuscripts for personal use and they
cannot share manuscripts with others. Unless the authors and editor permit, the reviews of referees
cannot be published or disclosed. The anonymity of the referees is important. In particular situations,
the editor may share the review of one reviewer with other reviewers to clarify a particular point.

COPYRIGHT NOTICE

Authors publishing with the journal retain the copyright to their work licensed under the Creative
Commons Attribution-NonCommercial 4.0 International license (CC BY-NC 4.0) (https://
creativecommons.org/licenses/by-nc/4.0/ ) and grant the Publisher non-exclusive commercial right
to publish the work. CC BY-NC 4.0 license permits unrestricted, non-commercial use, distribution,
and reproduction in any medium, provided the original work is properly cited.

OPEN ACCESS STATEMENT

Connectist: Istanbul University Journal of Communication Sciences is an open access journal which
means that all content is freely available without charge to the user or his/her institution. Users are
allowed to read, download, copy, print, search, or link to the full texts of the articles in this journal
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