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From the Editor

The research paper submitted by Dr. Tolga Tuzcuoglu outlines a meth-
odology for discovering and executing machine learning applications in
the fields of finance and accounting within an agile framework. The study
seeks to fill the void in the existing literature, which primarily focuses on
the individual benefits of employing machine learning in accounting and
finance. However, it lacks a complete perspective on the creation of prac-
tical applications in this domain. Moreover, the study offers valuable in-
formation for firms to develop machine learning-based solutions, enhance
efficiency, achieve operational superiority, generate cost reductions, and
promote profitable expansion. The proposed methodology consists of a
thorough and systematic approach consisting of 18 specific process phases
that are grouped into five main clusters.

The second article by Nevra Baker employs a qualitative approach to ex-
amine the research conducted on leader-member interchange over the past
four decades. The analysis is conducted through bibliometric methods.
An analysis has been conducted on publications about leader-member ex-
change that were published in the Web of Science using R and R Studio.
The bibliometric analysis reveals that a total of 4316 papers have been
published on leader-member exchange, with the first article on the subject
being published in 1982. Subsequent examination revealed that the year
2022 has seen the greatest quantity of articles written on leader-member
exchange. The majority of the literature on leader-member interchange
may be found in the Journal of Applied Psychology, Frontiers in Psychol-
ogy, and Journal of Organizational Behavior. The researchers who have
made the most significant contributions to the field of leader-member ex-
change are Y. Brunetto, R. C. Liden, and Y. Liu. The top three institutions
associated with these researchers are the University of Illinois, Renmin
University of China, and Michigan State University.

Third article by Salma Choufani offers a thorough analysis of Krispy
Kreme’s digital marketing strategies, encompassing an exploration of
both micro and macro environmental factors. In the current and constantly
changing business landscape, digital marketing has become a vital tool for
companies to interact with their target audience and encourage active en-
gagement with their brand. This study examines the correlation between
Krispy Kreme, a renowned global doughnut and coffeehouse enterprise,
and its digital marketing campaigns, along with the external influences that



affect its strategic decisions. The article offers a comprehensive analysis of
Krispy Kreme’s digital marketing strategy, using insights from both micro
and macro investigations, and offers valuable insights on the brand’s abil-
ity to handle the complexities of the digital ecosystem and take advantage
of future opportunities. Furthermore, this specific case study provides a
vital contribution to the broader understanding of effective digital mar-
keting tactics in the context of contemporary corporate activities. The
findings from this study offer valuable insights for marketers, researchers,
and company executives who are looking to improve their digital strategy
in a constantly changing environment.

Fourth article by Hajar Karrit explores the complex dynamics that char-
acterize the relationship between the awareness of online fashion brands,
the experience of the brand, and the affection for the brand within the
specific context of Turkey. Using a quantitative research methodology,
this study collects data via online questionnaires from a wide range of par-
ticipants across all regions of Tiirkiye. The study specifically focuses on
English-speaking, fashion-conscious customers in Tiirkiye who have had
prior interactions with fashion businesses. 400 respondents were selected
using non-probability sampling and an online survey due to limited re-
sources. The research examines participants’ views of brand recognition,
brand experience, and brand love for different online fashion brands us-
ing established measurement scales and questionnaires. The study seeks to
elucidate the factors that impact the emotional attachment of Turkish cus-
tomers to online fashion firms, as well as how brand experience and brand
recognition contribute to the cultivation of brand love. The study aims to
reveal potential relationships and interconnections among these factors by
utilizing modern statistical analysis. Throughout the study period, the re-
sults are expected to provide valuable insights for brand management and
marketing strategies in the online fashion industry. This will enable com-
panies to gain a deeper understanding of customer behavior and strengthen
brand loyalty in the fast-changing online fashion market in Tiirkiye. This
study contributes to the existing knowledge on consumer behavior and
branding within the Turkish fashion industry, while also recognizing any
potential limitations.

Last but not least, Ozgiir Mutlu Ulus examines how the university boycotts
and occupations in June 1968 were reflected and evaluated in the Turkish
press. In the study, the focus will be on examining how the youth is per-



ceived as a political and social actor through the four daily newspapers
with the highest circulation (and therefore assumed to have the highest lev-
el of interaction with society) in 1968: Cumhuriyet, Hiirriyet, Milliyet, and
Tercliman, as well as the newspaper of the nationalist movement, Hergiin.
The study investigates which values are emphasized within the context of
occupations.

Finally, once again we are very grateful to our colleagues, the Rector of
IAU, Prof. Dr. Yadigar Izmirli and to Associate Professor Dr. Mustafa Ay-
din, President of IAU, for their continued support for the FCPE.

Prof. Dr. Celal Nazim irem
Editor
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Machine Learning Use Case Discovery and Implementation
in the Finance and Accounting Domains of Companies

Tolga TUZCUOGLU'

ABSTRACT

This research paper presents an approach for identifying and implementing
machine learning use cases in finance and accounting in an agile setting.
The study aims to address the gap in the literature, which predominantly
covers the individual advantages of using machine learning in accounting
and finance; however, it lacks a comprehensive view of the generation of use
cases in this field. Furthermore, the study provides insights for companies
in creating machine learning-driven solutions, improving productivity,
attaining operational excellence, generating cost savings, and fostering
profitable growth. The proposed methodology includes a comprehensive
step-by-step strategy comprising 18 distinct process phases categorized
into five main clusters.

Keywords: Machine Learning in Finance and Accounting, Digital
Transformation, Use Case Generation, Agile Management
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INTRODUCTION

In the current digital era, companies must adjust their strategies and
operations to effectively respond to rapid development, growth,
innovation, and disruption. To maintain competitiveness, companies
must develop a comprehensive digital transformation plan encompassing
heightened awareness, well-informed decision-making, and swift
execution (Albukhitan, 2020). Indeed, the COVID-19 pandemic has sped
up the necessity for transforming products and services, highlighting the
increasing importance of technology and providing a chance to enhance
the field of digital transformation (Cavalcanti et al., 2022). Hence, adopting
digital transformation has become essential for companies to survive
fiercely competitive environments (Luo et al., 2023).

In digital transformation, the significance of artificial intelligence (Al)
and machine learning (ML) cannot be overlooked. The use of Al and
ML in business practices has become more critical in the present era of
fierce competition, characterized by rapid globalization and the continual
appearance of disruptive technologies. These approaches are essential for
companies to adapt and flourish in this challenging environment (Warner
& Wiger, 2019). In addition, Al has witnessed significant progress in
algorithmic ML and autonomous decision-making, which has led to
the possibility of enhancing and substituting human jobs across many
domains. The rapid transformation rate in the current era of Al technology
is remarkable, giving rise to novel prospects for innovation. The potential
ramifications of Al are considerable, with the potential to disrupt several
sectors like banking, healthcare, manufacturing, retail, supply chain,
logistics, and utilities (Dwivedi et al., 2021).

In addition to being widely regarded as imperative in contemporary business
practices, digital transformation engenders a multitude of advantages for
companies. From the perspective of company performance, it can be
observed that the digital transformation process positively influences a
company’s profitability. This is achieved through reducing costs, enhancing
operational efficiency, and facilitating innovative results. Consequently,
these factors collectively contribute to the attainment of better performance
(Zhai et al., 2022). In addition, such strategic initiatives maximize resource
use, promote innovation, enhance the overall customer experience, and
increase operational efficiency (H. Zhang & Dong, 2023). It is worth
mentioning that the use of digital technologies such as AI, ML, big data, and
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cloud computing is the engine of transformation, empowering businesses
to embrace novel development models, dismantle outdated management
paradigms, and construct innovative organizational frameworks that
ultimately contribute to heightened productivity and profitability (Cui &
Wang, 2023). Within the accounting and finance operations framework,
digital technology facilitates financial innovation, resulting in a monetary
framework characterized by extensive reach, enhanced productivity, and
reduced expenses. Moreover, it significantly influences the decision-making
patterns exhibited by companies (Sun et al., 2023). At the macroeconomic
level, the adoption of digital finance has been found to favor technological
advancements. Specifically, integrating digital finance in various economic
sectors can contribute to a greater overall economic growth rate (Xiao et
al., 2023). However, digital transformation is a significant challenge for
companies, requiring a thorough reassessment of their current capabilities,
structures, and culture to find pertinent technologies and effectively
integrate them into organizational operations. Companies are faced
with the challenge of effectively managing the integration of innovative
practices while mitigating the potential disruptive effects to successfully
adopt novel business models (Saarikko et al., 2020).

Regardless of size or age, companies have undertaken initiatives to integrate
digital innovation as a fundamental element of their strategy for creating
and capturing value (Nambisan, 2018). In this sense, corporate digital
transformation is an imperative strategic approach companies employ to
enhance their vitality and get a competitive edge in the market. The advent
of digital technology and the intensification of market competitiveness
have prompted companies to prioritize expeditious adaptation rather than
deliberating on the necessity of such adaptation (Y. Zhang et al., 2023).
When considering corporate digital transformation as a strategic approach,
it is crucial to address specific key components. Firstly, intangible capital
is a valuable asset in implementing digital transformation strategies,
primarily linked to the comprehensive technical framework inside
a company. In essence, achieving effective digital transformation is
contingent upon the capabilities exhibited by data architecture and data-
centric operational models. Additionally, ensuring coherence in data
architecture is of particular significance in developing ML skills and
providing efficient products and services (Cao & lansiti, 2022). Secondly,
digital transformation encompasses the continuous utilization of emerging
digital technology within the operational framework of a company, such

Florya Chronicles of Political Economy - Year 9 Number 2 - October 2023 (89-106) 91



Machine Learning Use Case Discovery and Implementation in the Finance and Accounting
Domains of Companies

as Al and ML, as streamlined operational processes. These processes
acknowledge the significance of agility as the primary mechanism for
strategically revitalizing an organization’s business model, collaboration
practices, and, ultimately, its culture (Warner & Wéger, 2019). Thirdly,
incorporating agilemethodsisacritical and essential element ofasustainable
transformation strategy since digital transformation is closely linked to
agility. The digital transformation process allows companies to transition
into agile organizations, facilitating prompt market responsiveness and
tackling difficulties in a competitive and fast-paced business environment
(Wiechmann et al., 2022).

Thisstudyaimstoproposeacomprehensiveagilemethodologythatelucidates
the process by which companies may identify and apply ML use cases in
finance and accounting inside their organizational frameworks. Agility is a
fundamental organizational concept that facilitates prompt responsiveness
to fluctuations in a dynamic corporate environment. Emerging from the
realm of software development and information technology endeavors,
this concept has evolved into a valuable asset for modern-day companies,
effectively harmonizing the need for stability with adaptability (Ciric et
al., 2019). Agile project management is an adaptable methodology that
prioritizes iterative and test-driven techniques, exemplified by frameworks
like Scrum and Kanban. In contrast to traditional waterfall methodologies,
agile approaches adopt a condensed planning timeframe and reduced level
of commitment, enabling adaptable decision-making and a more malleable
project execution strategy that facilitates prompt adaptation to evolving
client demands (Thesing et al., 2021). Agile methodologies promote
the establishment of self-organizing teams with a significant degree of
autonomy. These teams collaborate with managers and customers on
project management tasks, including estimating, planning, and eliciting
requirements (Hoda & Murugesan, 2016).

The proposed methodology aims to guide companies in developing
ML-based solutions in the accounting and finance field. The business
implications of the solutions include improving efficiency, enhancing
process excellence, generating operational savings, and contributing to
profitable growth. Ultimately, this methodology aims to support the overall
digital transformation process of the company in an agile setting. This study
is organized in the following manner: Section 2 of this paper elaborates
on current research in the literature focusing on ML applications in the
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accounting and finance area. Section 3 concisely describes the research
methodology employed in the study. Section 4 of the study provides a
comprehensive exposition of the suggested approach for the recognition
and execution of ML use cases. The last section concludes.

LITERATURE REVIEW

The scholarly literature has witnessed a significant rise in the use of Al
and ML methodologies within finance and accounting, particularly since
the beginning of 2015 (Ahmed et al., 2022). The growing interest in this
particular domain may be categorized into three broad groups: the analysis
of portfolio construction, valuation, and investor conduct; the investigation
of financial misconduct and distress; and the exploration of sentiment
inference, forecasting, and strategic decision-making (Goodell et al.,
2021). The application areas also include forecasting company failure,
comprehending the dynamics of financial risk, concluding credit scoring
models, applying sentiment indicators derived from textual data to provide
insights into stock prices and financial markets, forecasting highly volatile
assets, and establishing a network of shareholders to gain an understanding
of company ownership structures (Consoli et al., 2021).

In the context of fraud detection and anomaly determination, Femila
Roseline et al. (2022) presented an approach for credit card fraud detection
by introducing a Long Short-Term Memory-Recurrent Neural Network
(LSTM-RNN) ML model with an attention mechanism. Seify et al. (2022)
investigated a conceptual design methodology for fraud detection in supply
chains. The authors’ strategy involved utilizing supervised ML techniques
to identify and mitigate instances of fraud and disinformation. Achakzai
& Peng (2023) constructed a sophisticated fraud detection model capable
of identifying fraudulent entities by including financial and non-financial
factors per existing scholarly research. The authors presented the dynamic
ensemble selection method as a novel addition to the existing research on
fraud detection that dynamically integrated several individual classifiers
to get a final prediction. In addition, Lahann et al. (2019) employed a
supervised learning classifier to make predictions about tax subjects
and their respective tax rates based on the relevant voucher information
found in journal reports. The authors identified possible abnormalities and
instances of non-compliance.
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Concerning default risk, Wang et al. (2022) examined the prediction of
corporate financing risk. Their study conducted comparative tests utilizing
the LightGBM, k-nearest-neighbors (KNN) algorithm, decision tree
method, and random forest algorithm on an identical dataset to predict
the financing risk profile of 186 companies. The experimental findings
demonstrated that LightGBM outperformed the other three algorithms.
Sigrist & Leuenberger (2023) focused on estimating multi-period corporate
default risks by integrating tree-boosting and a latent frailty model inside a
hybrid econometric-machine learning framework. The model had superior
prediction accuracy to linear models, particularly for longer prediction
horizons when the disparities were more pronounced. In their study,
Murugan & T (2023) analyzed and processed extensive datasets using
three ML algorithms: KNN, logistic regression, and extreme gradient
boosting (XGBoost). Their investigation aimed to assess these algorithms’
predictive capabilities in determining loan defaults and estimating the
likelihood of their occurrence. The authors put up KNN and XGBoost ML
models as potential approaches for financial risk management.

Customer churn models are another field in which ML approaches may
bring additional benefits. Intending to guide the most effective ML method
for predicting early customer churn, Prabadevi et al. (2023) used stochastic
gradient boosting, random forest, logistic regression, and KNN approaches
to conduct customer churn analysis.

Concerning financial performance, sales, and profits, Saha et al. (2023)
examined forecasting the financial performance of companies in registered
industrial sectors inside emerging countries using ML techniques. Analyzing
the registered manufacturing companies in India’s food processing industry,
it was observed that ML techniques exhibited higher accuracy in predicting
sales than profits. Specifically, the Bayesian ML algorithm, BART, had
superior predictive capabilities compared to alternative methods. Chakri
et al. (2023) employed exploratory data analysis techniques to examine
financial accounting data, including balance sheets, income statements,
and cash flow statements, to ascertain the profitability level. Furthermore,
the researchers made predictions about the overall revenue by utilizing four
distinct ML models: linear regression, KNN, support vector regression, and
decision tree. The decision tree model was the most beneficial approach
for performance analytics. Evdokimov et al. (2023) assessed the efficacy
of nine ML algorithms and ARIMA as a comparative benchmark in
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predicting free cash flow (FCF) growth rate. The authors demonstrated that
ML algorithms provided statistically significant evidence of outperforming
traditional methods in projecting the growth rate of FCF across a sample of
100 companies, in which the KNN algorithm outperformed the rest. Zema
et al.(2022) conducted a study on predicting alternative leasing prices in
Polish companies using deep learning algorithms. Van Der Heijden (2022)
revealed that employing an ML methodology and utilizing ML classifiers
enabled accurate prediction of a company’s industry sector based on its
financial statement data. In the banking sector, Ucan and Bayazit (2018)
put forth a credit scoring model that incorporated fuzzy rough set theory to
handle the inherent uncertainty present in current models effectively. The
suggested approach assessed the similarity of data samples in determining
a consumer’s credit eligibility. The authors reported that the findings
indicated a relatively superior performance. The study conducted by Yetiz
et al. (2021) investigated customer forecasting within the Turkish banking
sector by employing ML techniques such as artificial neural networks and
support vector machines. The researchers integrated monthly data from
depositary banks from 2011 to 2020, encompassing key variables such as
branch count, personnel count, aggregate deposit amounts, and aggregate
loan amounts. The customer number projections had implications for
strategy formulation in identifying target customers.

Regarding asset price forecasting, Aygiin and Kabak¢i Giinay (2021)
conducted a comparative analysis of different statistical techniques and ML
methodologies to forecast the future price of the Bitcoin cryptocurrency.
The authors employed the Wilcoxon-Mann-Whitney nonparametric
statistical test to assess the performance of the investigated models. The
results indicated that the ML approach RNN exhibited superior predictive
performance compared to the other methods.

In conclusion, the current body of research on utilizing Al and ML
methodologies in accounting and finance in companies focused on specific
application areas and emphasized the resulting advantages for businesses.
However, the existing body of literature lacked comprehensive coverage
of the processes involved in recognizing, evaluating, validating, and
implementing use cases in companies. The primary aim of this study is to
address the existing gap by presenting an approach consistent with agile
principles, designed explicitly for the identification and implementation of
ML use cases within the financial and accounting fields.
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METHOD

The study adopted a methodology that established a theoretical framework
for identifying and implementing ML use cases in accounting and finance
in companies. The method was a comprehensive step-by-step strategy that
consisted of 18 distinct process phases, covering the whole process from
the initial concept generation to the conclusion of financial ML applica-
tions. In this context, the various stages of the process were delineated and
expounded upon in five main clusters. Furthermore, the suggested frame-
work demonstrated compatibility with the agile approach.

PROPOSED FRAMEWORK

The proposed ML use case generation framework in finance and account-
ing includes 18 successive process steps. The framework is categorized
into five main clusters: the ideation, identification, validation, implemen-
tation, and post-implementation stages.

As for the initial cluster, the ideation covers spreading the idea of ML, ap-
proaching potential customers within the company, and gathering possible
use case ideas from specialists in the finance and accounting domains. Sec-
ondly, the identification cluster involves the use case evaluation and prior-
itization steps. Thirdly, the training data snapshot is defined and modeled
in the validation cluster. The organized data is then used for exploratory
analysis and ML model training. In the fourth implementation cluster, the
requirements for the productive system are evaluated, productive data is
ordered and modeled, visualization and authorization needs are clarified,
the application is tested, and the final application is released. In the last
cluster of post-implementation, users are trained, and the ML performance
is monitored. The sequential context is presented in Table 1.

Table 1: Methodological Process Steps for ML Use Case Discovery and Implementation

Process Process Cluster Process Definition
Step

1 Spread the Idea of ML

2 Ideation Approach the Customer

3 Collection of Possible Use Cases

4 Use Case Evaluation
Identification .

5 Use Case Prioritization
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6 Training Data Definition
7 Data Ordering for Training Data
8 Validation Data Modelling for Training Data
9 Exploratory Data Analysis
10 ML Model Development
11 Requirements Evaluation for Production
12 Data Ordering for Productive Data
13 Data Modelling for Productive Data
Implementation — —
14 Visualization and Authorization
15 Team Testing and Customer Testing
16 Release and Go Live
17 User Training
Post-Implementation —
18 Monitoring

The process steps are described as follows:

Spread the Idea of ML: This phase refers to all kinds of activities related to
creating awareness of the application areas and benefits of ML-based solu-
tions within the company. This initial phase might be conceptualized as an
internal marketing endeavor to facilitate collecting prospective pain points
and ideas in the succeeding stages. Within this context, the team tasked
with promoting ML within the company may adopt a structured approach
known as the why-how-what framework. This approach may first empha-
size the underlying rationales for incorporating ML techniques in finance
and accounting. Subsequently, the team may highlight the advantages of
utilizing ML methods, elucidate how ML strategies align with the overar-
ching vision and strategy of the company, and introduce the individuals
who will assume responsibility for the whole ML implementation process.

Approach the Customer: When discussing ML-enhanced solutions as an
internal service, the customer typically refers to finance and accounting
professionals with operations and process management expertise. During
this stage, individuals with expertise in operations and processes within
the financial domain are identified and engaged to promote the introduc-
tion and presentation of ML approaches. The anticipated result of this
stage is collecting information about possible pain points within finance
and accounting processes. Data collection can take the form of interviews,
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which aim to uncover the primary bottlenecks in daily operations and pro-
cesses without providing immediate answers. In addition to consulting do-
main specialists, conducting interviews with senior executives within the
company may also be beneficial to gain a comprehensive understanding of
the organization’s present financial status, existing difficulties, and future
priorities.

Collection of Possible Use Cases: During the last stage of the ideation
cluster, the focus is collecting and documenting prospective use case ide-
as. The collection of ideas can be achieved by either a bottom-up method,
including engagement with specialists in the finance and accounting area,
or a top-down approach, which is drawn from the expectations set by ex-
ecutives within the company. The top-down method primarily focuses on
assessing the appropriateness of key financial performance indicators for
ML applications. Those tasked with deploying ML solutions should exer-
cise caution in independently selecting and initiating use cases. Instead,
they should seek alignment with domain specialists possessing specialized
finance and accounting knowledge. The recommended approach for the
implementation team is to maintain a neutral stance and execute the tasks
the customer assigns.

Use Case Evaluation: The identification cluster begins with evaluating use
cases. During this process, the primary objective is to assess whether or
not a use case possesses sufficient merit to warrant further examination
and potential implementation. The initial assessment can be conducted by
considering specific criteria. These criteria include the clarity of the busi-
ness problem or pain point, the explicitness of the target condition, the
measurability and quantifiability of the benefits, the broadness of the po-
tential impact area of an ML solution, and the presence and accessibility of
relevant data within the company’s IT landscape or ERP system.

Use Case Prioritization: After completing the use case evaluation in the
previous stage, a decision is made to proceed with the submitted concept.
The reviewed ideas are then ranked using a two-dimensional technique.
In this context, prioritizing is executed by directing attention towards the
anticipated business impacts and financial benefits. Figure 1 depicts a pro-
posed visual approach for prioritizing. Consequently, the prioritization of
use cases 1s determined based on their potential for significant business im-
pact and financial benefits. Furthermore, it is recommended that the deci-
sion-making process regarding prioritization be conducted collaboratively
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by a committee comprising representatives from company management,
associates responsible for the implementation process (likely the product
owner of the ML stream in finance and accounting within the agile frame-
work), subject matter experts, internal customers, and functional depart-
ment leaders. In the context of agile project management, Kanban boards
can serve as a valuable tool for visualizing the progression of use cas-
es. These boards can be leveraged to represent various stages of use case
development, including initial ideas in the backlog, elaborated concepts
ready for prioritization, prioritized cases undergoing technical evaluation,
use cases in implementation, and finalized use cases.

Figure 1: Prioritization of ML Use Cases in Accounting and Finance

- ML Use Case Assessment in Accounting & Fnance

Use Case 7
v -
-1 Use Case 6
£ &
£
! Use Case S
3 8
o Use Case BjUse Case 3

4 l_",clil'.«“c Case 9

) 4 s “ 7 ’ ] w
Financial Benefit

Training Data Definition: After completing the prioritizing cluster, the
validation cluster’s initial stage involves establishing the training dataset’s
parameters. The training dataset is utilized to derive first business insights,
identify trends and patterns in the data, and choose and validate ML mod-
els. In this process step, the relevant data necessary for addressing the use
case or business challenge is determined, and its accessibility is confirmed.
Furthermore, the business rationale is elucidated, and the technical evalu-
ation is conducted. The phase includes the identification of the time scope,
variables, and volume of the training dataset.
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Data Ordering for Training Data: After assessing the suitability of the
training dataset based on its alignment with the business logic and techno-
logical feasibility, the training data is made available in the company data
warehouse, most probably in its raw form.

Data Modelling for Training Data: During this stage, the raw data under-
go a series of procedures, including cleaning, processing, structuring, and
ultimately being stored in a database.

Exploratory Data Analysis: In this phase, the structured data go through
analysis and visualization to extract valuable insights for business pur-
poses. The insights obtained from the analysis are afterward shared and
validated with professionals in finance and accounting. This process aims
to ascertain the critical elements within the dataset that have the most sig-
nificant impact and may be utilized as the primary input for building the
ML model in the next step.

ML Model Development: The features of the ML model are engineered and
selected based on the findings of the exploratory data analysis. During this
iterative step, ML models are chosen, the hyperparameters of the selected
model are adjusted, and the final model is assessed to determine its capac-
ity to generalize. The ultimate validation of the model involves evaluating
the model’s performance indicators concerning the customers’ expecta-
tions. To conclude this procedural stage, the internal customer confirms the
transition to the productive system.

Requirements Evaluation for Production: The initial step in the implemen-
tation cluster involves conducting a requirements evaluation. This evalu-
ation entails assessing the business logic, including the productive data
schema and structure. Additionally, it involves discussing the customer’s
expectations regarding the visualization of the final application and the
authorization concept. The process step is finished upon verification of
technical feasibility.

Data Ordering for Productive Data: The live productive data are ordered
from the company’s data landscape and made technically available.

Data Modelling for Productive Data: The productive dataset is modeled
and deployed in the database.

Visualization and Authorization: The visualization process often involves
the creation of live dashboards, which are designed following the custom-
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er’s specific requirements. Furthermore, the customer’s final needs devel-
op the concept of authorization, which defines who will have access to the
dashboards within the company.

Team Testing and Customer Testing: The development team first tests the
final application, followed by the customer’s further testing. In this con-
text, the customer defines and provides the test cases.

Release and Go Live: The concluding step in the implementation is the re-
lease phase. In this stage, it is ascertained that the technical documentation
is comprehensive, and the ML adheres to the corporation’s I'T, compliance,
and data security requirements.

User Training: This section entails the preparation of training materials
such as user manuals and technical implementation details.

Monitoring: The performance of the ML models is to be continuously
monitored, and the need for re-training of the model is to be regularly
checked. Monitoring processes may be carried out through model perfor-
mance dashboards.

The comprehensive framework is concisely represented as a flow chart in
Figure 2, depicted below.

Figure 2: Flow Chart of ML Use Case Generation Framework
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CONCLUSION

Companies must modify their strategies and operational approaches to
sustain their competitive edge in today’s digital environment. The strate-
gic process of corporate digital transformation encompasses integrating
Al and ML applications, data architecture, and agile practices. Al and ML
technologies have become vital components within the accounting and fi-
nance industry due to their ability to improve profitability and operational
efficiency and foster innovation significantly. While the current body of
literature on the uses of Al and ML in accounting and finance primarily
emphasizes the individual advantages of specific cases, there is a limited
amount of comprehensive research on the generation of use cases in this
field. This study aimed to fill this gap by proposing an agile approach for
identifying and implementing ML use cases in finance and accounting.
The proposed framework had a total of 18 process steps, which were or-
ganized into five primary clusters. These clusters serve as a comprehensive
guide for companies seeking to engage in the various stages of ideation,
identification, validation, implementation, and post-implementation of ML
use cases. As for the business consequences, the methodology sought di-
rection in developing ML-driven solutions, enhancing efficiency, achiev-
ing process excellence, realizing operational savings, and contributing to
profitable growth.

Regarding the study’s limitations, it should be noted that the effectiveness
of the proposed framework in an agile environment may require a profi-
cient team comprising product owners, scrum masters, data scientists, data
modelers, data engineers, ML engineers, visualization developers, and do-
main experts. The composition of such a team is contingent upon the com-
pany’s scale. Small and medium-sized enterprises (SMEs) may have chal-
lenges establishing a team to implement the provided framework. Hence,
the proposed framework would be more suitable for implementation in
larger firms, including global companies.

There has been a growing trend for companies to use cloud resources to
store and compute data in addition to on-premise resources. In line with
this trend, future research may focus on expanding the suggested frame-
work in cloud computing settings such as Microsoft Azure and Amazon
Web Services. Another aspect for future research could be establishing a
framework for developing use cases that leverage Generative Al method-
ologies in companies’ finance and accounting domains.
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40 Years of Leader-Member Exchange Research: A
Bibliometric Analysis Between 1982 And 2022
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ABSTRACT

This qualitative study analyzes the past 40 years of research on leader-
member exchange through conducting bibliometric analysis. Using R and
R Studio, articles on leader-member exchange that are published in the Web
of Science have been analyzed. The findings of the bibliometric analysis
reveal that a total of 4316 articles have been published on leader-member
exchange, and the first article on the subject appeared in 1982. Further
analysis uncovered that the highest number of articles on leader-member
exchange has been published in 2022. Most of the body of literature on
leader-member exchange are found in the Journal of Applied Psychology,
Frontiers in Psychology, and Journal of Organizational Behavior.
Y. Brunetto, R. C. Liden, and Y. Liu are the top three researchers that
contributed most to the body of knowledge on leader-member exchange,
and the top three affiliations are University of Illinois, Renmin University
of China, and Michigan State University. The most productive countries
are USA, China, and Australia; and the most frequently used words are
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Lider-Uye Etkilesimi Arastirmalarimin 40 Yili: 1982 ile 2022
Yillar1 Arasinda Bibliyometrik Bir Analiz

0z

Bu nitel ¢aligma, bibliyometrik analiz yoluyla lider-liye etkilesimi lizerine
son 40 yilda yapilan arastirmalar1 analiz etmektedir. R ve R Studio
kullanilarak Web of Science’ta yayinlanan lider-liye etkilesimi hakkindaki
makaleler analiz edilmistir. Bibliyometrik analizin bulgulari, lider-iiye
etkilesimi iizerine toplam 4316 makalenin yayinlandigin1 ve konuyla
ilgili ilk makalenin 1982°de yayinlandigini ortaya koymaktadir. Daha ileri
analizler, lider-iiye etkilesimi lizerine en fazla sayida makalenin 2022°de
yayinlandigini ortaya ¢ikarmistir. Lider-liye etkilesimine iligkin literatiiriin
biiyiik bir kism1 Journal of Applied Psychology, Frontiers in Psychology
ve Journal of Organizational Behavior dergilerinde bulunmaktadir. Y.
Brunetto, R. C. Liden ve Y. Liu, lider-iiye etkilesimi konusundaki bilgi
birikimine en ¢ok katkida bulunan ilk {i¢ arastirmacidir ve ilk {i¢ bagh
kurulus, Illinois Universitesi, Cin Renmin Universitesi ve Michigan State
Universitesi’dir. En verimli iilkeler ABD, Cin ve Avustralya’dir; en sik

199 ¢ ({3 P%2)

kullanilan kelimeler ise “lider-iiye etkilesimi”, “performans” ve “ig”tir.

Anahtar Kelimeler: Lider—Uye Etkilesimi, Bibliyometrik Analiz, R, Web
of Science, Nitel Calisma
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INTRODUCTION

The aim of this study is to analyze the past 40 years of leader-member
exchange research, beginning from 1982, when the first article on leader-
member exchange by Graen, Novak, and Sommerkamp (1982) appeared
in the Organizational Behavior and Human Performance, continued as
Organizational Behavior and Human Decision Processes today, until 2022.
The author has aimed at carrying out a bibliometric analysis of the leader-
member exchange, especially, since a substantial amount of her previous
work 1s based on this theory (e.g. Baker, 2018; Baker, 2019a, 2019b,
2019c¢)

The first article on leader-member exchange is written by Graen, Novak,
and Sommerkamp in the year of 1982 with the title “The effects of leader-
member exchange and job design on productivity and satisfaction: Testing
a dual attachment model”. Beginning with this study, much research has
been undertaken to contribute to the leader-member exchange literature.
Below, the ten most global cited articles on leader-member exchange are
listed and their findings are summarized.

The most global cited article on leader-member exchange by Cropanzano
and Mitchell has appeared in the Journal of Management in the year 2005.
In the study, the authors addressed conceptual difficulties of the social
exchange theory and highlighted areas in need of additional research by
paying attention to the roots of the conceptual ambiguities, norms and
rules of exchange, nature of the resources being exchanged, and social
exchange relationships.

The second most global cited article on leader-member exchange in the
Web of Science is written by Graen and Uhl-Bien (1995) and published
in The Leadership Quarterly. In the article, the authors used a levels
perspective to trace the development of leader-member exchange through
four evolutionary stages of theorizing and investigation. They also used
a domains perspective to develop a new taxonomy of approaches to
leadership, and leader-member exchange is discussed within this taxonomy
as a relationship-based approach to leadership.

Study by Rhoades and Eisenberger (2002), published in the Journal of
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Applied Psychology, is listed as the third most global cited article on
leader-member exchange in the Web of Science database. In this study,
the authors reviewed more than 70 studies concerning employees’ general
belief that their work organization values their contribution and cares
about their well-being.

Research by Kristof-Brown, Zimmerman, and Johnson (2005) is listed as
the fourth most global cited article on leader-member exchange. In the
article that was published in the Personnel Psychology, the relationships
between person-job, person-organization, person-group, and person-
supervisor fit with preentry and postentry criteria individual-level criteria
were investigated.

Study by Podsakoft, MacKenzie, Paine, and Bachrach (2000), published
in the Journal of Management, ranks as the fifth most global cited article
on leader-member exchange. This paper examines the literature on
organizational citizenship behavior and other, related constructs such as
leader-member exchange.

The sixth most global cited article on leader-member exchange is published
by Cohen-Charash and Spector (2001) in the Organizational Behavior
and Human Decision Processes. In the article, correlates of distributive,
procedural, and interactional justice were examined.

Research by Wayne, Shore, and Liden (1997) is ranked as the seventh most
global cited article on leader-member exchange. In the article published
in the Academy of Management Journal, the authors tested a model of
the antecedents and consequences of perceived organizational support
and leader-member exchange, based on social exchange theory. Results
indicated that perceived organizational support and leader-member
exchange have unique antecedents and are differentially related to outcome
variables.

Study by Gerstner and Day (1997), published in the Journal of Applied
Psychology and ranked as the eigth most global cited article, asserts
that significant relationships exist between leader-member exchange
and job performance, satisfaction with supervision, overall satisfaction,
commitment, role conflict, role clarity, member competence, and turnover
intentions.
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The ninth most global cited article on leader-member exchange is published
by Eisenberger, Armeli, Rexwinkel, Lynch, and Rhoades (2001). In the
study published in the Journal of Applied Psychology, reciprocation’s role
in the relationships of perceived organizational support with employees’
affective organizational commitment and job performance was investigated.

In the tenth most global cited article on leader-member exchange is
published by Christian, Garza, and Slaughter (2011), published in the
Personnel Psychology, the authors used meta-analytic path modeling to
test the role of engagement as a mediator of the relation between distal
antecedents and job performance.

METHOD

In order to analyze the past 40 years of leader-member exchange research,
a bibliometric analysis has been undertaken using R and R Studio. This
bibliometric analysis is limited on the articles published in the Web of
Science database. Employing the “leader-member exchange” keyword,
the Web of Science database yields 4,316 articles. All articles are provided
from a total of 968 sources. The annual growth rate is 15.47%, and the
document average age is 7.29. The average number of citations per article
is 49.63. A total of 7588 authors have contributed to leader-member
exchange research, 460 of whom are single authors. There is an average of
2.94 co-authors per article. The percentage of international co-authorships
is 30.26.

Table 1: Main Information

Description Results
Documents 4316
Sources 968
Annual growth rate % 15.47
Document average age 7.29
Average citations per document 49.63
Authors 7588
Single-authored documents 460
Co-authors per document 2.94

International co-authorships % 30.26
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Main information on the bibliometric analysis on leader-member exchange
is listed in Table 1 below.

Table 2: Annual Scientific Production

Year Articles Year  Articles
1982 1 2003 34
1983 0 2004 32
1984 2 2005 51
1985 1 2006 63
1986 2 2007 69
1987 0 2008 113
1988 1 2009 125
1989 0 2010 130
1990 2 2011 144
1991 7 2012 197
1992 5 2013 155
1993 6 2014 216
1994 6 2015 214
1995 8 2016 260
1996 12 2017 266
1997 18 2018 274
1998 17 2019 284
1999 24 2020 291
2000 24 2021 387
2001 25 2022 455
2002 31

FINDINGS

The number of articles published on leader-member exchange between the
years 1982 and 2022 can be observed in Table 2 below.

As seen in the above table, scientific production on leader-member
exchange started in 1982. However, the annual scientific production has
remained at a one digit number until 1996 and has only reached three
digit numbers in 2008. The highest number of articles on leader-member
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Table 3: Average Citations

Year Average Average Citable Year  Average Average Citable

Citations Citations Years Citations Citations  Years
per per Year per per Year
Article Article

1982 547 13.02 42 2005 281.57 14.82 19
1984 405 10.12 40 2006 146.32 8.13 18
1985 28 0.72 39 2007 130.71 7.69 17
1986 601 15.82 38 2008 85.68 5.36 16
1988 18 0.50 36 2009 110.1 7.34 15
1990 80 2.35 34 2010 72.68 5.19 14
1991 81.57 2.47 33 2011 76.44 5.88 13
1992 54.2 1.69 32 2012 58.59 4.88 12
1993 194.17 6.26 31 2013 57.5 5.23 11
1994 148.83 4.96 30 2014 38.53 3.85 10
1995 519 17.90 29 2015 32.86 3.65 9
1996 237.67 8.49 28 2016 27.38 3.42 8
1997 302.78 11.21 27 2017 33.8 4.83 7
1998 175 6.73 26 2018 22.37 3.73 6
1999 193.17 7.73 25 2019 18.95 3.79 5
2000 314.42 13.10 24 2020 16.09 4.02 4
2001 3222 14.01 23 2021 9.41 3.14 3
2002 354.81 16.13 22 2022 3.89 1.95 2
2003 203.41 9.69 21 2023 1.13 1.13 1
2004 142.12 7.11 20

As observed in the above table, average citations per article and per year
have reached their maximum in 1995, with 519 average citations per article
and 17.90 average citations per year. The year 2002 follows with 354.81
average citations per article and 16.13 average citations per year.

The 10 journals in which articles on leader-member exchange appear most
frequently are listed in Table 4 below.
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Table 4: Most Relevant Sources

Sources Articles
Journal of Applied Psychology 154
Frontiers in Psychology 129
Journal of Organizational Behavior 117
The Leadership Quarterly 113
International Journal of Human Resource Manageement 105
Journal of Management 85
Leadership & Organization Development Journal 74
Personnel Review 73
Social Behavior and Personality 61
European Journal of Work and Organizational Psychology 58

According to the above table, the highest number of articles on lead-
er-member exchange has been published in the Journal of Applied Psy-
chology with a total of 154 articles. Frontiers in Psychology follows with
129 articles, and Journal of Organizational Behavior comes next with 117
articles.

In Table 5 below, we can see the top 10 most relevant authors who have
published articles on leader-member exchange.

Table 5: Most Relevant Authors

Authors Articles
Brunetto, Y. 40
Liden, R. C. 39
Liu, Y. 35
Vandenberghe, C. 31
Zhang, Y. 29
Wayne, S. J. 27
Scandura, T. A. 24
Farr-Wharton, R. 23
Shacklock, K. 23
Wang, L. 23
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According to the above table, Y. Brunetto is the researcher who published
the highest number of articles on leader-member exchange, with 40 arti-
cles from 1982 until 2022. R. C. Liden follows with 39 articles, and Y. Liu
is listed as the third most relevant author with 35 articles.

In Table 6 below, universities that have come up with the highest numbers
of articles on leader-member exchange are listed.

Table 6: Most Relevant Affiliations

Affiliation Articles
University of Illinois 153
Renmin University of China 136
Michigan State University 106
Griffith University 87
Penn State University 82
Peking University 81
Arizona State University 75
Hong Kong Polytechnic

University 4
University of Houston 72
Florida State University 69

According to the above table, University of Illinois is the affiliation that
has produced the highest number of articles on leader-member exchange,
with 153 articles between the years 1982 and 2022. Renmin University of
China follows with 136 articles, and Michigan State University is listed as
third with a total of 106 articles.

In Table 7 below, countries that have produced the highest numbers of
articles on leader-member exchange are observed.
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Table 7: Countries’ Scientific Production

Country Articles
USA 4680
China 3311
Australia 711
UK 589
Canada 460
Netherlands 408
South Korea 408
Germany 395
Pakistan 355
India 327

According to the above table, most articles on leader-member exchange
are produced in the US with a total of 4680 articles. China comes next with
3311 articles, and Australia follows with 711 articles on leader-member
exchange.

In Table 8 below, words that appear most frequently in articles on lead-
er-member exchange are listed, and the WordCloud that demonstrates the
most frequently used words with according fonts can be seen in Figure 1.

Table 8: Most Frequent Words

Words Occurrences
Leader-member exchange 2530
Performance 1386
Work 853
Model 764
Social exchange 710
Antecedents 620
Job satisfaction 588
Behavior 584
Mediating role 578
Commitment 553
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According to the above table, “Leader-member exchange” is the most fre-
quently used word in articles on leader-member exchange with 2530 oc-
currences. “Performance” is the second most frequently used word with
1386 occurrences, and the word “Work™ is listed as third with 853 occur-
rences.

Figure 1: WordCloud
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In the above figure, we can see that “leader-member exchange” is the most
frequently used word with the biggest font. The words “performance”,
“work”, and “model” follow with remarkable font sizes.

DISCUSSION

A total of 4,316 articles on leader-member exchange have been published
on the Web of Science from the 1982, when the first article on leader-mem-
ber exchange had been published, until today. This means that leader-mem-
ber exchange is a relatively new leadership theory, however the number of
articles that have been published on it is not neglectable. Earlier leadership
theories are trait theory of leadership, behavioral theories of leadership
that encompass directive, supportive, participative, and achievement-ori-
ented leadership, and situational leadership theory. Examples to newer
leadership theories are autocratic/democratic leadership, transformational/
transactional/laissez-faire leadership, servant leadership and charismatic
leadership.

According to the findings of this study, the highest numbers of articles on
leader-member exchange have been published in 2022, with a total of 455
articles. 1995 is the year when the highest number of average citations per
article and per year has been reached, with 519 and 17.90 citations, respec-
tively. Journal of Applied Psychology, Frontiers in Psychology, and Jour-
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nal of Organizational Behavior are the top three sources where the highest
numbers of articles on leader-member exchange have been published with
154, 129, and 117 articles, respectively. Y. Brunetto, R. C. Liden, and Y.
Liu are the authors that have published the highest numbers of articles on
leader-member exchange, with 40, 39, and 35 articles, respectively. The
top three affiliations that have produced the highest number of articles on
leader-member exchange are University of Illinois, Renmin University of
China, and Michigan State University. USA, China, and Australia are the
top three countries that account for the highest scientific production on
leader-member exchange, followed by the UK, Canada, and Netherlands.
The words that appear most frequently in the leader-member exchange
literature are “leader-member exchange”, with 2530 occurrences, “perfor-
mance” with 1386 occurrences, and “work” with 853 occurrences.

CONCLUSION

This study contributes to the literature by summarizing the past 40 years of
the leader-member exchange theory by focusing on annual scientific pro-
duction; average citations; most relevant sources, authors, and affiliations;
countries’ scientific production; and most frequent words. The limitation
of this research is that it only focuses on the studies on leader-member
exchange that are listed in the Web of Science. Further studies that encom-
pass other scientific databases are suggested to be carried out.
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ABSTRACT

This article provides a comprehensive examination of a selected brand
-Krispy Kreme’s digital marketing methods, including an investigation
of both micro and macro environmental elements. In the contemporary
and ever-evolving business environment, the use of digital marketing has
emerged as a crucial mechanism for enterprises to establish connections
with their intended consumer base and foster active involvement with
their brand. This research reviews the relationship between Krispy Kreme,
a well-known international doughnut and coffeechouse business, and its
digital marketing initiatives, as well as the external factors that impact its
strategic choices. This article provides a thorough view on Krispy Kreme’s
digital marketing strategy by including insights from both micro and
macro investigations. The study provides some insights into the brand’s
capacity to navigate the intricacies of the digital landscape and leverage
upcoming prospects. Moreover, this particular case study makes a valuable
contribution to the wider comprehension of efficient digital marketing
strategies within the framework of modern corporate operations. As firms
persist in maneuvering through the complexities of digital marketing,
the findings obtained from this study provide significant insights for
marketers, researchers, and business executives aiming to enhance their
digital strategies within a dynamic environment.
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INTRODUCTION

Within the dynamic and ever-changing realm of contemporary commerce,
theincorporation ofdigital marketing tactics has emerged as acrucial catalyst
for businesses aiming to effectively connect with their desired consumer
base, broaden their scope of influence, and sustain a competitive advantage
(Chaffey & Ellis-Chadwick, 2012). In the current era characterized by
widespread connectivity and the exchange of information, enterprises
are increasingly driven to use digital platforms for the dual purpose of
promoting their offerings and cultivating substantive relationships with
customers. This article presents a case study that examines the digital
marketing methods used by Krispy Kreme, a major multinational company
operating in the food and beverage sector. Through a thorough analysis
of both micro and macro environmental elements, this research provides
a complete investigation of the complexities underlying Krispy Kreme’s
digital marketing endeavors.

The widespread use of digital technology has significantly transformed the
manner in which organizations interact with customers. In contemporary
times, it is essential for firms with aspirations to manage the intricate realm
of online interactions, social media engagements, and individualized
content experiences to possess a proficient digital marketing plan (Chaffey
& Ellis-Chadwick, 2012). Digital platforms provide companies with a
unique opportunity to exhibit their products and services, articulate their
brand narratives, and cultivate connections that beyond just transactional
interactions. In today’s digital landscape, companies are presented with a
wide array of communication channels, including social media platforms,
email marketing, and influencer partnerships. Consequently, organizations
have the challenge of developing strategies that effectively engage their
desired audience while also keeping up with the ever-evolving technical
advancements (Euskadi et al., 2020).

The present study examines the Krispy Kreme case, focusing on its many
aspects and implications. In the middle of the ongoing digital revolution,
Krispy Kreme has established itself as a renowned brand that is closely
associated with the provision of decadent confections and enjoyable
encounters. This study focuses on the digital expansion of Krispy Kreme,
analyzing the tactics used to augment consumer involvement and foster
brand loyalty. Through the implementation of a micro-environmental
study (Mose, 2016), we explore the internal strengths that Krispy Kreme
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use to differentiate itself inside the digital realm, while also examining the
obstacles it confronts in order to sustain its competitive standing.

Nevertheless, the digital triumph of a brand is not only determined by its
internal dynamics. External elements have a pivotal role in influencing the
formulation and implementation of digital marketing strategy. The present
investigation delves into the macro-environmental factors that include the
broader framework in which Krispy Kreme functions. The brand’s digital
initiatives are influenced by several factors, including economic changes,
cultural trends, technology breakthroughs, legal issues, and environmental
concerns (Mose, 2016). Through a comprehensive analysis of these
macroeconomic dynamics, we are able to get valuable insights into the
strategic approaches used by Krispy Kreme in effectively addressing
external difficulties and effectively leveraging new possibilities.

The objective of this study is to provide a thorough comprehension of
Krispy Kreme’s digital marketing strategy by using micro and macro
environmental analysis. The next sections will examine the micro-
environmental elements that contribute to Krispy Kreme’s digital
capabilities, followed by an analysis of the macro-environmental dynamics
that impact its strategic decision-making. By integrating perspectives
from both studies, this study makes a valuable contribution to the wider
discussion on efficient digital marketing strategies and their compatibility
with current business conditions.

METHODOLOGY

This section provides a full overview of the methods used to undertake
an in-depth analysis of Krispy Kreme’s digital marketing strategy, taking
into account both micro and macro environmental factors. Ensuring the
alignment between our measured variables and their intended measures is
of utmost importance. To justify our methodology, it is important to draw
insights from relevant literature.

Measurement Validation

In order to ascertain the appropriateness of our chosen variables in
accurately capturing the desired elements of Krispy Kreme’s digital
marketing strategy, we have referenced established academic literature
on research methodology in the field of digital marketing. The literature
emphasizes the need of developing measuring tools that effectively capture
the essential characteristics being studied (Smith & Kidder, 2010).
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The measuring technique used in this study adheres to established standards
in the field of digital marketing research, with particular emphasis on the
importance of construct validity (Giilpimnar Demirci, 2022). The variables
chosen for our investigation have been subjected to a thorough and
comprehensive evaluation, taking into account their theoretical significance
and support from previous research in the area (Anderson, 2008).

Data Collection Methods

In order to gather primary data, we conducted interviews and participated
in conversations with key players from Krispy Kreme’s marketing and
digital strategy departments. The interviews conducted in this study
functioned as a key source of information, enabling the researchers to get
firsthand insights from people who were actively engaged in the brand’s
digital marketing operations. Through the utilization of semi-structured
interviews, we implemented a methodology that assured our inquiries
were meticulously crafted to assess the precise constructions we intended
to examine. The methodology used in this approach aligns with well-
established protocols for gathering primary data in the field of digital
marketing research (Malhotra et al., 2013).

Secondary Data Sources

In conjunction with primary data, we procured secondary data from
reputable sources such as scholarly journals, industry studies, and
official company publications. The aforementioned secondary data
sources included contextual information on industry trends, technology
breakthroughs, and macro-environmental issues that impact the digital
marketing scene. The incorporation of secondary data contributes to the
overall comprehensiveness of our research and enables us to validate our
results via the integration of primary data and current knowledge (Putri,
2020).

In order to improve the accuracy and comprehensiveness of our study,
we used a mixed-methods approach that included both primary and
secondary data. This technique was chosen to ensure that the variables
we examined successfully captured the intricate details of Krispy Kreme’s
digital marketing strategy. The methodological strategy used in this study
is consistent with the suggestions put forward in the existing body of
digital marketing research literature. It underscores the significance of
using several data sources in order to corroborate and confirm the obtained
results (Patterson et al. 2010).
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Figure 1: Research Model
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As illustrated in Figure 1, our methodology has been formulated to
adhere to established principles in the field of digital marketing research,
emphasizing the importance of construct validity and the incorporation of
diverse data sources. This approach aims to ensure that the variables we
measure effectively capture the intended facets of Krispy Kreme's digital
marketing strategy.

The following section delineates the technique used for performing a
complete examination of Krispy Kreme's digital marketing strategy,
including both micro and macro environmental viewpoints (Fitzgerald,
2013). The constant development of new systems and new models has
become difficult to follow, even for experts in the field. The most important
transformation in digital marketing is the shift in resources for strategic
decision-making (Musonera, 2021). New decision processes are based on
a 'data-driven culture'. The aim here is to collect primary and secondary
data to help companies evaluate their marketing strategies. The objective
is to analyze the complex interplay between the internal operations of
the brand and the external factors that influence its digital marketing
initiatives. In order to enhance the precision and comprehensiveness
of the study, we used a mixed-methods approach. The primary method
used for data collecting was conducting interviews and engaging in
conversations with key stakeholders from Krispy Kreme's marketing and
digital strategy departments. The interviews yielded primary insights into
the brand's applied digital strategies that shed light on the inquired micro-
environmental factors. The collection of secondary data was conducted
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through accessing reliable sources, including academic journals, industry
reports, and official corporate publications. The aforementioned sources
included contextual information pertaining to industry trends, technical
breakthroughs, and macro-environmental factors that impact the digital
world.

RESULTS AND DISCUSSIONS
Digital Micro-Environment Analysis

Several significant observations about Krispy Kreme's internal digital mar-
keting environment stemmed from the conducted in-depth interviews with
the company’s marketing unit team. Starting with the geographic segmen-
tation, Krispy Kream has opted for targeting internet users in areas where
its physical stores are present including the US, UK, Turkey, Canada, Aus-
tralia, UAE, etc. Then, comes the key role of demographic segmentation
where Krispy Kream successfully targeted the age group of 24-44 years
old social media/internet users. Krispy Kream targets those three main so-
cial/demographic groups: middle class, upper-middle class, couples with
children, and working professionals. Unlike many newly launched compa-
nies who are obliged to go through trial-error online segmentation, Krispy
Kream had the chance to leverage its customers’ consumption patterns and
common costumers’ traits way before e-commerce even existed. That is
why the company was able to directly pave the way for a successful digital
segmentation.

The other kind of segmentation is psychographic and behavioral. Krispy
Kreme has concluded through conducting consumer behavior studies that
their target purchasing behavior is studious and consistent. Since children
will often seek treats to their parents, similarly professional workers will
repeatedly buy from the same treat stores, especially if prompt by office
proximity and delivery. Under the light of these findings, Krispy Kreme
team has developed an online campaign across its multimedia and digital
channels where it offered e-loyalty cards to its repeated customers (Sym-
bol & Retail, 2011). As for professionals and white-collars who experience
a shortage of time running down the street to the closest retreat store, the
company has instilled an easy-to-navigate online ordering program that
delivers customers’ ordered fresh doughnuts in the shortest time spans.

Krispy Kreme’s marketing team emphasized on another key element of the
online marketplace microenvironment assessment, known as the competi-
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tors’ analysis (Putri et al., 2020). Krispy Kreme’s main digital competitors
are Dunkin’ Donuts and Starbucks. The latter goes beyond 17.7 million
followers on Instagram and 34 million on Facebook. Dunkin Donuts’ page
also exceeds the 2.2 million followers and 16 million on Facebook, while
Krispy Kreme stands at 1.8 million on Instagram and 7.8 million on Face-
book which involves less engagement rate, thus less customer conversions
down the line. The reason why those competitors surpass Krispy Kreme’s
digital visibility and engagement is because they have been proactively
present on social media. Starbucks’s page was created back in 2008 and
grew up to be the digitally leading and most followed beverage and treat
company up till today (Patterson et al. 2010). What might serve as an ex-
quisite performance benchmarking approach to Krispy Kreme is the in-
famous Tweet-a-coffee Twitter campaign. Unlike the mainstream social
media campaigns that are solely meant to capitalize on increasing visibili-
ty and enhance brand awareness, that would then lead to conversion at the
end of the holy grail. However, Starbucks did not hesitate to directly mon-
etize its campaign through inciting its followers to tweet the campaign’s
page and the name of a friend to offer them a $5 gift card that needs to be
connected to their Starbucks account and credit card (Fitzgerald, 2013).
The campaign has engendered spectacular retweets and has generated up
to $180 000 in sales, which has been a revenue projected on the long arc
involving gift cards’ issuance meant for the long use (Anderson, 2008).
Another successful digital move Starbucks’ has initiated is the myStar-
bucks mobile application (Musonera, 2021).

Not only did it allow users to allocate the nearest Starbucks coffee shop,
but it also provided the long-awaited infinite Starbucks’s queues ultimate
solution. With the use of the app, users can choose the coffee they want to
order from the e-menu and pay by credit card in advance, and all they must
do is stop by and pick it up. The company have been using the application
users’ subscriptions information to keep them posted on emails, offers,
and special discounts as well as manage their loyalty card program online.
As for Dunkin Donuts’ notorious social media campaign of personalized
coffee. The company posted a generated link to access a casual Dunkin
Donuts coffee shop where they can stuff their favorite coffee based on
their preferred base beverage to flavors and toppings. All of these digi-
tal marketing strategies led by Krispy Kreme’s competitors have the one
common trait of generating passive leads and social media followers that
have the prospect and potential for consistent and long-term conversions.
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Krispy Kreme might incorporate some of these strategies into its prospec-
tive digital initiatives or social media campaigns that entail daring straight-
ly monetized campaigns as in Starbucks or customized experiences for a
better engagement with its digital lead (Taecharungroj, 2017).

The suppliers’ factor in Krispy Kreme’s digital microenvironment has
been laid over by the prominent global presence of the brand overseas such
as United Kingdom, Turkey, Singapore, Australia, Canada, South Africa,
Bangladesh, India, etc. (Symbol & Retail, 2011). These countries have ob-
tained franchising agreements with the mother company Krispy Kreme in
order for them to operate in their respective countries. In fact, the way dig-
ital management has enabled the aforesaid countries to successfully open
their stores is by an effective online supplier scan research. There was no
way for any of these countries to import doughnuts or other treats over
from the US which clearly goes against franchises’ profitability. Each one
of these countries succeeded in scanning nearby key business’ suppliers
entailing from raw materials, dough-making machines to be instilled in
each one of Krispy Kreme’s stores (Symbol & Retail, 2011), climate-con-
trolled dough-rest boxes, friers, and a cascading sugary-glaze fall machine
that is to be generally displayed in the forefront of the store for the cos-
tumers to visualize. One of the key closes that franchising Krispy Kreme
would necessitate is keeping the highly diligent “Krispy” requirement. For
this, all the aforesaid machineries must dispose of temperature controlling
calibers that allow the doughnuts to be at a heat of 120°-118° the crispy
signature at the time of serving (Symbol & Retail, 2011).

The launching of online ordering via multiple channels and through the
Krispy Kreme mobile application has undoubtfully revolutionized the
channel schema and has instilled a whole new channel structure for the
brand. Indeed, Krispy Kreme’s online ordering system has paved the way
for a direct producer-consumer relationship that disintermediated whole-
salers and retailers’ supply chain components. However, this holds only
true for ordering through the mobile application that serves you fresh treats
from nearby Krispy Kreme’s stores. When it comes to selling through re-
tailers such as Wholefoods, Target and Walmart, these intermediaries still
play a role in the chain to deliver to the final consumer either through phys-
ical market or through their own online ordering services.

This part focuses on the objective data findings derived from our thor-
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ough analysis of Krispy Kreme's digital marketing approach. The insights
derived from data analysis provide vital information on several facets of
the brand's digital activities, offering significant implications for marketers
and academics alike.

Micro Digital Environment Analysis Results

Geographic segmentation has been seen as a strategic advantage for
Krispy Kreme, as the company has strategically targeted internet users
in locations where physical shops are established, including the US, UK,
Turkey, Canada, Australia, and the UAE, according to our data analysis.
The use of a localized strategy has been shown to have a positive impact
on both user engagement and conversion rates. Demographic segmenta-
tion study reveals that Krispy Kreme has effectively focused its marketing
efforts on the age bracket of 24-44 years, specifically targeting social me-
dia and internet users. This strategic approach has yielded long-term brand
loyalty within this particular demographic. Psychographic and behavioral
segmentation have been shown to be valuable tools in understanding cus-
tomer behavior. Research on Krispy Kreme's e-loyalty card campaign and
online ordering system indicates that these initiatives have successfully
met the buying needs of its intended target categories, which include pro-
fessionals and families. Competitor Analysis: The examination of Krispy
Kreme's digital rivals, namely Starbucks and Dunkin' Donuts, underscores
the need for innovative and profitable approaches to augment digital pres-
ence and interaction. The Tweet-a-coffee campaign and the myStarbucks
mobile application used by Starbucks have proven to be effective models
for generating conversions. The empirical evidence indicates that Krispy
Kreme's extensive international reach is significantly dependent on the es-
tablishment of supplier connections facilitated by efficient online supplier
research. The aforementioned factor has played a pivotal role in enabling
the brand to effectively penetrate and establish its presence in several in-
ternational markets.

Digital Macro-Environment Analysis

One of the key factors of Krispy Kreme’s digital environment is techno-
logical forces. The latter include several facets that the company have
strived over the years to put in perspective. Cyber security has been the
number concern for most of global brands to pull up with in an increasing-
ly digitalized era, and Krispy Kreme is no exception to it. The company
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has implied a number of applications and protection software to protect its
systems, corporate programs, and most importantly costumers’ data -re-
trieved from website, mobile applications and messaging systems- from
cyber breaching and violation (Zhu, 2016). Another side of the techno-
logical force that has been adopted by Krispy Kreme is the adaptation
to emerging technologies and having its customers to adapt to the latter.
As the marketing value of technology suggests, only 2,5% of customers
would pull up to use newly dropped technologies, and about 13.5% of
opinion leaders do. That is why Krispy Kreme has relied on its opinion
leaders to promote its new technological and digital innovations, which
would then generate 34% of early majority + 34% of late majority to join
the trend which make a total of 68% of costumers. Accordingly, the chang-
es in strategy and technology chart portrays that responder (early and late
majority) go in congruence with technological changes and lead the trend
for the rest to follow. Therefore, Krispy Kreme never hesitate to invest in
its brand ambassadors and public opinion leaders and put on the forefront
of the play, such as Usher, Jesse Jackson, Frances McDorman, the Tonight
Show host Jay Leno, etc. Even President Barack Obama has been featured
on of the Krispy Kreme’s stores (Taecharungroj, 2017).

The economic forces have a huge impact on the lifetime of businesses such
as Krispy Kreme. According to its products’ elasticity pricewise, Krispy
Kreme has encountered a slight economic recession in 2020 following the
ongoing pandemic (Roehm et al., 2004). Even though most of online-or-
dered consumable products have increased their volumes of sales over the
pandemic, Krispy Kreme didn’t necessarily. A slight price increase fol-
lowing the risen inflation has pushed some of the costumers to shift de-
mand-that initially has abridged- due the fierce of competitiveness during
such business trying times. The costumers’ purchasing power has signifi-
cantly decreased and demand for secondary products has subsequently
decreased too which has caused the market to recess and employability
rates to fall -in the case of Krispy Kreme, more delivery drivers have been
employed and less production operators and specialists have been recruit-
ed- which cause a local and global economic disruption that people over
the globe have been able to witness.

The political pole of the digital macroenvironment with regard to Krispy
Kreme has more potential to affect the business course than the former oc-
currence of it. Krispy Kreme has not been affected particularly affected by
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the altered political dynamics especially in the digital pole that is consid-
ered to be global. The American government has placed actions to reduce
obesity as it was classified to be a public health crisis (Zhu, 2016). But no
further actions have been mandated against high-fat industry. However, the
governmental actions have involved massive awareness to restrain from
high-fat nutriments and junk food, which mobilized the public opinion to
act. Following those advancements, in January 2008 Krispy Kreme has
launched the new doughnuts’ product line ‘0 grammes trans-fat, Trans-Fat
free (Anderson, 2008). The U.S Food and drug administration enable busi-
nesses to level down their nutrition facts to 0 if they are factually between
0-0.5. Krispy Kreme has taken advantage of this regulation to massively
digitally advertise for its campaign and have gained huge media interest as
it was a one-of-its-kind in the high-fat industry.

As for the legal forces of Krispy Kreme’s digital environment, the com-
pany has actually endured legal suits Faruqi & Faruqi for falsely adver-
tising for natural fruit filled glaze. In return, Krispy Kreme responded by
filling a lawsuit back by the motif of “violated fiduciary duties in arriving
at what some investor plaintiffs deem an unfair takeover value” (Craver,
2018). Other than that, the company have always been in compliance with
customer data protection laws as mentioned in the cyber security section
above, have always endorsed diversity and inclusion in its employment,
resourcing, and buying processes, and have duly and responsibly handed
over intellectual property rights to its franchises overseas.

On the social pole forces of the company’s digital macroenvironment
comes its diversity and social inclusions program that promote coexis-
tence and love. Under its unique mission of spreading love over the globe
and being determined to be ‘the most loved doughnut brand’, it injects
this mission over widespread social media campaign, bringing everybody
together to put the world on a better place. The mediatized social/envi-
ronment allegation that have been attributed to the brand following its use
for palm oil in order to fry the doughnuts. Palm tree oil is extracted from
rainforest, which would put the latter in a greater cut danger. The company
responded that it does not source its palm oil from plantation factories, it
is continuously working towards using non palm oil that does not put rain-
forests at risk (Hardcastle, 2014).
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Macro Digital Environment Analysis Results

Technological forces include the influence and impact of advancements
in technology on many aspects of society, including industries, organiza-
tions, and individuals. The data presented in our study highlights the im-
portance of Krispy Kreme's cybersecurity efforts in protecting consumer
data. Furthermore, the brand's ability to embrace and integrate developing
technologies, together with the support and validation from influential fig-
ures, has played a significant role in its achievement of success powered by
technology. The research conducted substantiates the impact of economic
forces, namely the recession triggered by the pandemic in 2020, on Krispy
Kreme's pricing strategy and customer demand. The brand's capacity to
adjust to economic shifts is commendable. Political forces have had a lim-
ited influence on Krispy Kreme. However, the company's reaction to pub-
lic health concerns, such as the introduction of trans-fat-free goods, shows
its capacity to adapt and conform to evolving political environments. The
data presented emphasizes the legal factors that organizations must take
into account, including the management of legal disputes and adherence
to regulations pertaining to the security of client data. The proper manage-
ment of legal affairs by Krispy Kreme exemplifies the company's dedica-
tion to upholding business ethics. Krispy Kreme has also effectively im-
plemented social efforts, such as diversity and social inclusion programs,
which have shown positive outcomes in fostering harmonious cohabita-
tion and resolving environmental issues, as exemplified by the company's
approach to palm oil sourcing.

The inclusion of these objective data results in the discussion enhances the
credibility of our findings and emphasizes the practical implications for
professionals and scholars in the field of digital marketing. The capacity of
Krispy Kreme to effectively operate across both micro and macro digital
contexts, using data-driven methods, highlights the ever-changing nature
of modern digital marketing practices. These observations provide a strong
basis for improving digital tactics in an always changing environment.

DISCUSSION AND CONCLUSION

In summary, the examination of Krispy Kreme's digital marketing tactics,
including both the micro and macro digital influences, have shed light on
the brand's skill in maneuvering the intricacies of the online world. The
micro-environmental research unveiled Krispy Kreme's strategic use of
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market segmentation, whereby it efficiently employs geographic, demo-
graphic, psychographic, and behavioral elements to customize its digital
advertising. The involvement of the brand with its rivals highlights the
need for creative and profitable strategies to improve levels of engagement
and rates of conversion. Moreover, the maintenance of Krispy Kreme's
worldwide product presence heavily relies on its supplier connections and
strategic franchising choices. In the realm of macro-environmental factors,
the adoption of technology has emerged as a pivotal driver of cybersecu-
rity measures and technical advancements. The tactics of the brand were
impacted by economic and social factors, underscoring the need of adapt-
ability and societal accountability. In general, this research highlights the
correlation between Krispy Kreme's achievement in the digital domain and
the harmonious interaction of internal capabilities and external factors.

The results of this research provide insights into the complex interplay
between internal capabilities and external variables that influence Krispy
Kreme's digital marketing strategy. The brand's strategic use of segmenta-
tion demonstrates a comprehensive comprehension of its client base and
their respective inclinations. Furthermore, the practice of benchmarking
against industry rivals like as Starbucks and Dunkin' Donuts serves to em-
phasize the need of ongoing innovation and the use of direct monetization
tactics. The key supplier partnerships maintained by Krispy Kreme exem-
plify the company's dedication to ensuring high standards of quality and
uniformity throughout its many worldwide establishments. The brand's
commitment to preserving consumer confidence is shown by its imple-
mentation of technological adaption and cybersecurity measures. More-
over, the impact of economic and social aspects on the techniques used by
the brand exemplifies the complexities and possibilities that emerge within
the dynamic corporate environment.

REFERENCES

[1] Anderson, J. R. (2008). Lessons from Krispy Kreme. Journal of Busi-
ness Case Studies (JBCS), 4(4), 1-6.

[2] Bagozzi, R. P., & Y1, Y. (1988). On the evaluation of structural equation
models. Journal of the Academy of Marketing Science, 16(1), 74-94.

[3] Chaftey, D., & Ellis-Chadwick, F. (2012). Digital marketing: strate-
gy. Implementation and and Practice. 5th Edition, Pearson Education Lim-
ited, London.

Florya Chronicles of Political Economy - Year 9 Number 2 - October 2023 (121-135) 133



Digital Marketing Strategies: Krispy Kreme Micro and Macro Digital Environment Analysis

[4] Craver, R. (2018, August 9). Settlement reached in Krispy Kreme
fruit doughnuts lawsuit; no details yet. Winston-Salem Journal. Retrieved
April 16, 2022, from https://journalnow.com/business/settlement-reached-
in-krispy-kreme-fruit-doughnuts-lawsuit-no-details-yet/article 7b716c-
cf-8192-500d-b90a-d408121206de.html

[5] Creswell, J. W., & Creswell, J. D. (2017). Research Design: Qualita-
tive, Quantitative, and Mixed Methods Approaches (5th ed.). Sage Publi-
cations.

[6] Euskadi, J., Sumarna, P., & Mulyati, N. S. (2020, April). Digital mar-
keting strategy of Indonesian agricultural products. In International Con-

ference on Agriculture, Social Sciences, Education, Technology and Health
(ICASSETH 2019) (pp. 105-110). Atlantis Press.

[7] Fitzgerald, M. (2013). How Starbucks has gone digital. MIT Sloan
Management Review, 54(4), 1.

[8] Giilpinar Demirci, V. (2022). Dijital pazarlamada veri analitigi ve is
zekasi. In Dijitallesen Diinyada Pazarlama (Ed. Mehmet Saglam). pp. 273-
296. Ankara: Nobel Yayinevi.

[9] Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2019). Mul-
tivariate Data Analysis (8th ed.). Cengage Learning.

[10] Hair, J. F., Ringle, C. M., & Sarstedt, M. (2011). PLS-SEM: Indeed a
silver bullet. Journal of Marketing Theory and Practice, 19(2), 139-152.

[11] Hardcastle, J. L. (2014). Krispy Kreme expands sustainable palm oil
pledge. Environment + Energy Leader. Retrieved April 16, 2022, from
https://www.environmentalleader.com/2014/09/krispy-kreme-expands-
sustainable-palm-oil-pledge/

[12] Holder-Webb, L., & Kohlbeck, M. (2006). The hole in the doughnut:
Accounting for acquired intangibles at Krispy Kreme. Issues in Account-
ing Education, 21(3), 297-312.

[13] Malhotra, N. K., Birks, D. F., & Wills, P. (2013). Marketing Research:
An Applied Approach. Pearson.

[14] Mose, A. (2016). Analysis of macro and micro environment on the
marketing strategy formulation and the influence to the competitive advan-
tage (case study). Academy of Strategic Management Journal, 15, 35-41.

134



Salma Choufani

[15] Musonera, E. (2021). Strategic marketing case analysis: Star-
bucks. Journal of Business and Social Science Review, 2(11), 12-22.

[16] Patterson, P. G., Scott, J., & Uncles, M. D. (2010). How the local
competition defeated a global brand: The case of Starbucks. Australasian
Marketing Journal, 18(1), 41-47

[17] Putri, A. R. A., Nisa, I. K., Yee, L. H., Kee, D. M. H., Min, K. H., Y1,
L. S., & Xin, L. J. (2020). J. CO Coffee & Donuts marketing strategy. Asia
Pacific Journal of Management and Education (APJIME), 3(1), 72-81.

[18] Roehm, M. L., Roehm Jr, H. A., & Boone, D. S. (2004). Plugs versus
placements: A comparison of alternatives for within-program brand expo-
sure. Psychology & Marketing, 21(1), 17-28.

[19] Smith, N. C., & Kidder, D. L. (2010). The practice of construct val-
idation: A lost art. Practical Assessment, Research & Evaluation, 15(7),
1-9.

[20] Symbol, K. K. D., & Retail, I. (2011). KRISPY KREME DOUGH-
NUTS INC.

[21] Taecharungroj, V. (2017). Starbucks’ marketing communications
strategy on Twitter. Journal of Marketing Communications, 23(6), 552-
571.

[22] Turner, J. H. (2005). A new approach for theoretically integrating mi-
cro and macro analysis. The SAGE handbook of sociology, 405-422.

[23] Zhu, H. (2016). Factors Influencing Customer Doughnut Brand
Choice Decision in Thailand, Focusing on Mister Donut, Dunkin' Donuts
and Krispy Kreme Doughnuts.

Florya Chronicles of Political Economy - Year 9 Number 2 - October 2023 (121-135) 135






Hajar KARRIT

Analyzing the Relationship Between Online Fashion Brand
Recognition, Brand Experience and Brand Love

Hajar KARRIT!

ABSTRACT

This study delves into the intricate dynamics that define the relationship
between online fashion brand recognition, brand experience, and brand
love within the unique context of Tiirkiye. Employing a quantitative
research design, the study gathers data through online surveys from
diverse participants from all regions of Tiirkiye, the target group for the
study included English-speaking, fashion-savvy consumers in Tiirkiye
who had previous contact with fashion brands. Due to a lack of resources,
a sample of 400 respondents was chosen using non-probability sampling
and an online survey. By employing validated measurement scales and
questionnaires, the research scrutinizes the perceptions of participants
regarding brand recognition, brand experience, and brand love concerning
distinct online fashion brands.

The study aims to shed light on the elements influencing Turkish consum-
ers’ emotional connections to online fashion businesses and how brand
experience and brand recognition support the development of brand love.
Employing advanced statistical analyses, the study seeks to unveil potential
associations and interconnections among these variables. During the study
period, the findings are anticipated to offer useful information for brand
management and marketing strategies for online fashion, allowing firms
to understand customer behavior better and fortify brand allegiance within
Tirkiye’s rapidly evolving online fashion landscape. The study adds to the
body of knowledge on consumer behavior and branding in the context of
the Turkish fashion sector while acknowledging potential limits.
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Online Moda Marka Bilinirligi, Marka Deneyimi ve Marka
Aski1 Arasindaki Iligkinin Incelenmesi

oz

Bu calisma, ¢evrimi¢i moda marka bilinirligi, marka deneyimi ve marka
sevgisi arasindaki iliskiyi Tiirkiye’ye O6zgii bir baglamda tanimlayan
karmasik dinamikleri incelemektedir. Nicel bir arastirma tasarimi kullanan
caligma, Tiirkiye’nin tiim bolgelerinden ¢esitli katilimcilardan ¢evrimigi
anketler yoluyla veri topluyor; calismanin hedef grubu, Tiirkiye’de Ingilizce
konusan, moda konusunda bilgili ve daha 6nce moda markalariyla temasi
olan tiiketicilerden olusuyordu. Kaynak eksikligi nedeniyle, olasiliga
dayali olmayan 6rnekleme ve ¢cevrimici anket kullanilarak 400 katilimcidan
olusan bir 6rnek se¢ildi. Dogrulanmis 6l¢tim 6lgekleri ve anketler kullanan
arastirma, katilimcilarin farkli ¢evrimi¢i moda markalarina iliskin marka
bilinirligi, marka deneyimi ve marka sevgisine iliskin algilarini inceliyor.

Calisma, Tiirk tiiketicilerin ¢evrimici moda isletmeleriyle olan duygusal
baglarini etkileyen unsurlarin yani sira marka deneyimi ve marka bilin-
irliginin marka sevgisinin gelisimini nasil destekledigine 151k tutmay1
amacliyor. Geligmis istatistiksel analizler kullanan ¢aligma, bu degiskenler
arasindaki potansiyel iligkileri ve baglantilar1 ortaya ¢ikarmay1 amagliyor.
Calisma stiresi boyunca bulgularin, marka yonetimi ve ¢evrimigi mo-
daya yonelik pazarlama stratejileri i¢in yararh bilgiler sunmasi, firmalarin
misteri davranislarini daha iyi anlamalarina ve Tiirkiye’nin hizla gelisen
cevrimi¢i moda ortaminda marka bagliligint giliclendirmelerine olanak
saglamasi bekleniyor. Calisma, potansiyel sinirlar1 kabul ederken, Tiirk
moda sektorli baglaminda tiiketici davranisi ve markalagmaya iligskin bilgi
birikimine katkida bulunuyor.

Anahtar Kelimeler: Marka, Cevrimici Moda Marka Tanima, Marka Deneyimi,
Marka Ask
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INTRODUCTION

In our endeavor to maintain consistency with our self-concept, or how
we perceive ourselves as consumers, brands deeply embedded in our self-
concept prompt us to align our subsequent behaviors and interactions with
our self-concept to mitigate cognitive dissonance. Such self-evaluation is
pivotal in cultivating an accurate and stable self-concept, providing a sense
of coherence and control in the social milieu (Swann & Read, 1981). To
preserve consistency and reduce cognitive dissonance, self-evaluation is
defined as a key factor in determining how we behave and interact with
companies, as emphasized by Swann and Read (1981).Consumers often
aim to identify and project their identities during purchasing decisions.
The concept of self-identity holds significance for both consumers and
brands in the social context. Self-identity encompasses individuals’ self-
perceptions and self-categorizations (Grubb & Grathwohl, 1967). The
importance of the idea of self-identity, which includes self-perception and
self-categorization, is emphasized for both customers and brands. Notably,
customers tailor their behavior to align with or enhance their self-identities
(Rosenberg, 1981). When a brand aligns with a customer’s self-concept,
self-brand connections can emerge (Escalas & Bettman, 2005).

The level of a customer’s integration of a brand into their self-concept
is known as self-brand association (Escalas & Bettman, 2005). This
association, influencing the strength of the customer-brand relationship,
manifests when a customer attributes specific attributes of their self-
concept to the brand.

Apivotal facet of brand recognition, brand experience, implicitly influences
consumer behavior, particularly customer satisfaction and loyalty (Brakus,
et al.,, 2009). This study examines the multifaceted aspects of brand
experience, encompassing emotional responses, social interactions, and

cognitive perceptions elicited by brand-related enhancements (Brakus, et al.,
2009).

Unlike isolated instances of brand-related interactions, this approach
captures holistic brand experiences, brand love and recognition,
contributing to a profound understanding of consumer-brand interactions.

Given the rapid evolution of technology and the dynamic fashion industry,
both domestically and internationally. By examining the Turkish context,
this research strives to contribute to our comprehension of consumer be-
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havior and effective brand management strategies within the ever-chang-
ing landscape of online fashion. The subsequent sections will unveil the
research design, methodology, findings, and implications, further enrich-
ing the researchers insight into the interplay of online fashion brand dy-
namics in Tiirkiye.

In summary, this study delves into the intricate relationship between online
fashion brand recognition, brand experience, and brand love within Tiir-
kiye ‘s unique context. It seeks to unravel the interconnections and impli-
cations of these variables, providing invaluable insights into the realm of
consumer behavior and brand management strategies in the online fashion
sector.

LITERATURE REVIEW

The evolving theory of consumer-brand connections is highlighted by Al-
varez and Fournier (2016), asserting that brands hold not only functional
value but also symbolic significance in aiding individuals’ self-expression
and individuality development (Chernev et al., 2011; He et al., 2012).
Brands serve as tools for generating customer experiences through social
or personal relationships (Schmitt et al., 2015), often delivering self-ex-
pressive messages (Escalas & Bettman, 2005). This incorporation of
brands into self-perception leads to the “brand as self” concept (Cheng et
al., 2012). Self-brand association, distinct from self-congruity, reflects the
extent to which a brand becomes integrated into an individual’s self-con-
cept (Dwivedi, 2014; Harmon-Kizer et al., 2013). This concept suggests
that strong self-brand associations can even resist negative associations
with a brand (Hammerl et al., 2016).

Meanwhile, brand experience, as indicated by (Brakus et al. 2009), encom-
passes emotional responses and behavior reactions to brand-related en-
hancements, influencing purchasing experiences. The brain’s involvement
in consumption experiences is noted (Kim et al., 2015), and extraordinary
consumer experiences can lead to attitude shifts (Schouten et al., 2007).
Regarding whether the consumer experience is coordinated (Tumbat &
Belk, 2011) or unstructured (Arnould & Price, 1993), academics disagree.
According to (Arnould & Price, 1993), the antithesis to the consumer ex-
perience emphasises commercial success, freedom from boundaries, and
social and regular reason. According to (Tumbat & Belk, 2011), the expe-
rience of consumption is fundamental and encompasses elements that are
commercial, personal, typical, unauthentic, and even minded.
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Role models, whether close relationships like parents or influential figures
in society, significantly impact individuals’ behavior and emotional states
(Gibson & Barron, 2003). Emotional levels can be gauged through chosen
images, indicative of one’s mental state (Aron & Westbay, 1996). Brand
love, reflecting deep attachment to a brand, involves passion, connection,
positive attitudes, and warmth (Ahuvia, 2005). Brand love influences cus-
tomer citizenship behavior (CCB) as consumers genuinely care for prod-
ucts they love, fostering a sense of responsibility (Putra, 2019). The link
between brand love and consumption behavior lies in brand experience,
which encompasses emotional responses and social reactions triggered
by brand-related stimuli, influencing brand love formation (Brakus et al.,
2009). Utilization experience, capturing interactions with products, sig-
nificantly affects brand love and overall consumer behavior (Putra et al.,
2020).

Brand Experience

Brand experience, as outlined by (Brakus et al., 2009), encompasses
emotional and internal responses along with social reactions triggered by
brand-related enhancements across a brand’s strategy, packaging, interac-
tions, and environment. This experience is multifaceted, involving physi-
cal, emotional, academic, and social components, leading to a deeper con-
nection between consumers and brands. Brands are recognized not solely
for their tangible attributes, but also for their emotional and intellectual
appeal, evoking customer interest and curiosity. This concept aligns with
the current “experience economy”’, where brands aim to establish endur-
ing emotional bonds through distinct and memorable experiences at every
touchpoint (Sebastian, 2019). Such experiences resonate beyond mere
transactional elements, fostering customer loyalty and brand confidence.

Effective engagement through brand experience expands beyond the con-
ventional 4Ps of Marketing, emphasizing emotions, sensations, and senti-
ments (Schmitt, 2009). Studies suggest that brand experience contributes
to customer customization and retention, encapsulating the comprehen-
sive dynamics of customer-brand interactions (Kim & Chao, 2019). The
recognition that brand experience extends beyond traditional marketing
paradigms underlines its significance in creating meaningful connections
in the contemporary market landscape.
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Brand Love

Brand love is a significant component in the relationship between consum-
ers and companies, influencing consumer behaviors and attitudes. Aaker et
al. (2004) explain that brand love can stem from certain brand personality
traits that customers attribute to brands, resulting in a strong emotional
connection. This emotional connection offers protection against negative
information and influences customer engagement and loyalty. Brand love
develops over time through customer-company interactions, solidifying
emotional connections and driving positive behaviors. This emotional at-
tachment also leads to self-exposure, where satisfied customers are likely
to share personal information with the brand (Batra, et al., 2012). Factors
such as improved quality of life and positive post-utilization behaviors
further contribute to brand love. Customers are more likely to participate
actively with a business when it has a strong sense of brand character and
affection. Brand love has a notable impact on brand responsibility and loy-
alty, and it promotes positive word-of-mouth recommendations and advo-
cacy among customers. This affectionate relationship between customers
and brands is crucial for long-term brand success and loyalty (Carroll &
Ahuvia, 2006).

Additionally (Turgut & Gultekin, 2015) have demonstrated what brand
loyalty implies in terms of repurchase objectives for apparel brands.

Brand Recognition

Brand information, the ability of consumers to recall purchasing facts from
memory, plays a crucial role in buying decisions, especially when choos-
ing between familiar brands (Lin, 2013). Recognizable brands, due to their
established memory traces, are more likely to be preferred by customers.
In the fashion industry, where symbolic value is paramount, branding
strategies need to be tailored to the unique nature of this rapidly growing
market (Holbrook, 2001). Neuroscience suggests that while emotions in-
fluence decision-making, recognition also significantly impacts purchas-
ing choices.

According to (Hauser, 2011), Brand recognition, availability, and even
price fluctuations can sway customers’ decisions. Strong brand recognition
is linked to both predisposition to buy and purchasing behavior, with price
reductions and promotions enhancing brand recognition and influencing
customers’ cost-conscious choices. This interplay between brand familiar-
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ity, emotions, and pricing contributes to the complexity of consumer deci-
sion-making in various contexts, ultimately shaping purchasing behaviors
(Ndlela & Chuchu, 2016).

RESEARCH METHODOLOGY AND FINDINGS

Finally, statistical methods were employed to describe data and test hy-
potheses.

H,: There is a significatif relationship between online fashion brand recog-
nition and brand love.

H.,: There is a significatif relationship between brand expirience and brand
love.

This model has been taken from: (Rahman, et al., 2020) and (Ferreira &
Rodrigues, 2019).

Brand expérience

Brand Love

Brand recognition

Research Methodology

This research was designed to analyse the relationship between online
fashion brand recognition, brand experience and brand love in Tiirkiye.
By employing an online survey approach to gather the necessary data for
this study and a valid and reliable scale that the researchers designed, eval-
uated, and published, the study’s premise was put to the test. This is a sec-
tional correlational descriptive study that aims to identify any connections
between the studied variables.

In order to add to the body of knowledge already known about consumer
behaviour and branding in the fashion business, the technique would be
created to offer useful insights into the relationship between online fashion
brand recognition, brand experience, and brand love in Tiirkiye.
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Data Collection

The study employed valid questionnaire for primary data collection and
secondary literature sources to analyze the correlation between online
brand recognition, brand experience, and brand love. Eligible participants
meeting specific criteria related to fashion interest, prior engagement with
fashion brands, English proficiency, and residence in Tiirkiye were grant-
ed access to an online survey, with the possibility of referring others after
completion. The survey instrument consisted of demographic and three
survey sections, each rated on a five-point Likert scale. It encompassed
questions regarding demographics, brand experience, fashion brand rec-
ognition, and brand love.

The target group for the study included English-speaking, fashion-sav-
vy consumers in Turkey who had previous contact with fashion brands.
Due to a lack of resources, a sample of 400 respondents was chosen using
non-probability sampling and an online survey. It was necessary for par-
ticipants to have interacted with online fashion merchants, and they were
sought out from different regions of Tiirkiye. The sample size was estimat-
ed based on statistical power concerns.

Data collected for studying is tested by many statistical tests in order to
check its validity using statistical applications: SPSS “Statistical packages
for social scientists”, which are used to apply the tests on data variation
and the relationships between all the data, each of them, and the dependent
and independent variables as well as between them.

Research Findings

In this phase, the research findings are statistically examined, translated
into tables and given with an interpretation.

Demography:

Table 1: Gender Frequency Distribution of Participant

Frequency Percent
Male 132 30,8
Female 230 53,7

PNS 38 8,9
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According to the data in the table, of the 400 study participants, 132
(30.8%) were men, 230 (53.7%), were women, and 38 (8.9%) preferred
not to be identified. After accounting for those who would rather remain
anonymous, it has been shown that women make up the majority of partic-
ipants—more so than men.

Table 2: Age Frequency Distribution of Participants

Frequency Percent
18 to 24 years 105 24,5
25 to 34 years 261 61,0
35 to 45 years 34 7,9

As stated in this Table, of the 400 people participating in the study, 105
(24.5%) 18-24 years old, 261 (61%) 25-34 years old, 34 (7.9%) 35-45
years old.

Table 3: Education Level of the Participants

Frequency Percent
Completed hight school 11 2,6
Hight school graduated 3 7
Completed college 26 6,1
Associate degree 15 3,5
Bachelor’s degree 82 19,2
Master’s degree 234 54,7
Phd, law or medical degree 29 6.8

As started in this table, of 400 participants in this study, 11 (2.6%) of com-
pleted hight school, 3 (.7%) Hight school graduated, 26 (6.1%) completed
degree, 15 (3.5%) associate degree, 82 (19.2%) bachelor’s degree, 234
(54.7%) master’s degree, and we finish with 29 (6.8%) phd, law or medical
degree.

Descriptive Statistics:

Table 4: Descriptive Statistics of the Overall Score Scale

N Minimum Maximum Mean Std. D
BL 400 1,00 5,00 3,9381 95794
BE 400 1,00 5,00 4,2395 ,85369
BR 400 1,00 5,00 4,0373 ,81601
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The table presents descriptive data for the total score scales. The range
for overall brand love scores is 1 to 5, with an average score of 3.93. The
standard deviation for brand experience score is 0.95, with a minimum of 1
and maximum of 5. The mean brand experience score is 4.2, and its stand-
ard deviation is 0.85. For overall brand fashion recognition, the range is 1
to 5, with a mean score of 4.03 and a standard deviation of 0.81.

Descriptive: Brand Love

Table 5: Descriptive Statistics of Each Question of Brand Love

N Mean Std. D  Variance Skewness  Kurtosis
6. 395 3,72 1,103 1,216 -1,184 ,865
7. 400 3,74 1,160 1,345 -1,153 ,587
8 400 3,80 1,120 1,255 -1,207 ,882
9. 390 3,77 1,066 1,137 -1,126 ,891
10. 391 4,05 1,094 1,198 -1,342 1,266
11. 390 4,05 1,044 1,090 -1,389 1,667
12. 400 4,18 1,106 1,222 -1,570 1,846
13. 392 4,18 1,073 1,151 -1,577 2,054

Table shows the mean and standard deviation of the views of participation
in the brand Love. The question with the highest score was “I feel I have a
personal relationship with ASOS brand.” and the question with the lowest
average score was “How much confidence do you have in these overall
feelings and evaluations you just gave above.”

Descriptive: Brand Experience

Table 6: Descriptive Statistics of Each Question of Brand Experience

N Mean Std. D  Variance Skewness  Kurtosis
14. 400 3,94 1,121 1,257 -1,282 1,017
10. 391 4,05 1,094 1,198 -1,342 1,266
11. 390 4,05 1,044 1,090 -1,389 1,667
12. 400 4,18 1,106 1,222 -1,570 1,846
13. 392 4,18 1,073 1,151 -1,577 2,054
15. 400 4,23 1,036 1,072 -1,599 2,095
16. 394 421 1,050 1,102 -1,513 1,818
17. 400 4,22 1,060 1,123 -1,624 2,180
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18.
19.
20.
21.
22.
23.
24.
25.
26.
27.
28.

400
383
400
380
400
382
400
400
386
400
386

4,32
434
4,28
426
427
433
426
424
4,24
423
4,20

957
938

1,050
1,072
1,056
945

1,045
1,000
1,007
1,066
1,002

916

,879

1,103
1,148
1,116
,893

1,093
1,000
1,015
1,136
1,005

1,719
-1,682
-1,709
1,685
1,677
-1,728
-1,690
-1,524
-1,494
-1,598
-1,493
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2,905
2,735
2,441
2,304
2,252
3,016
2,483
1,984
1,865
2,009
1,985

Table shows the mean and standard deviation of the views of participation
in the brand experience. The question with the highest score was “I would
favor ASOS brand over others as it is in line with my ideal self-concept.”
and the question with the lowest average score was “It is important that
I’m a satisfied with a product that I have purchased.”

Descriptive: Brand Recognition

Table 7: Descriptive Statistics of Each Question of Brand Recognition

N Mean Std. D  Variance Skewness  Kurtosis
29. 391 3,97 1,089 1,186 -1,382 1,500
30. 386 3,94 1,084 1,176 -1,324 1,322
31. 390 4,03 1,020 1,040 -1,499 2,259
32. 400 4,13 927 ,860 -1,568 3,033
33. 385 4,08 934 ,872 -1,366 2,271
34, 400 4,03 1,022 1,044 -1,411 1,851
35. 400 4,10 ,964 ,929 -1,522 2,626
36. 379 4,03 ,964 ,930 -1,344 1,969
37. 400 4,03 1,005 1,009 -1,427 2,034
38. 400 4,04 ,993 ,986 -1,336 1,706
39. 381 4,02 972 ,944 -1,189 1,333
40. 383 3,99 987 974 -1,288 1,660
41. 385 3,99 975 ,950 -1,239 1,519
42. 385 4,08 934 ,872 -1,347 2,056
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This table shows the mean and standard deviation of the views of partic-
ipation in the brand recognition. The question with the highest score was
“I am familiar with the ASOS online fashion brand retail outlet.” and the
question with the lowest average score was “Online familiarity may guide
the consumer’s attention to specific fashion brands.”

Realibity: Brand Love

Table 8: Brand Love: Item-Total Statistics

Scale s::-li:mce i Corrected Squared Cronbach’s

Mean if Ttem Item-Total Multiple Alpha if

Item Deleted Correlation Correlation Item Deleted

Deleted

6. 27,76 46,456 ,838 ,813 952
7. 27,75 44,936 ,899 ,893 ,948
8 27,70 45,642 ,879 ,881 ,949
9. 27,71 46,689 ,859 ,796 951
10. 27,44 46,109 877 ,796 ,949
I1. 27,42 48,456 ,750 ,657 957
12. 27,31 46,456 837 ,783 952
13. 27,30 47,826 , 767 , 726 ,956

In summary, these statistics aid in evaluating the characteristics of indi-
vidual items concerning the overall scale. Items with higher corrected
item-total correlations, squared multiple correlations, and Cronbach's al-
pha values if deleted contribute more to the scale's reliability and explain
more unique variance.

Moreover, items with higher scale means and variances if deleted exert a
more substantial influence on the overall scores and variability of the scale.

Table 9: Brand Love: Reliability Statistic

Reliability Statistics

Cronbach’s Alpha Based on
Cronbach’s Alpha Standardized Items N of Items

958 957 8
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The "Reliability Statistics" table shows that the scale has a high level of
internal consistency reliability. The Cronbach's alpha coefficients, both for
the raw and standardized items, are reported as 0.958 and 0.957, respec-
tively. These values indicate that the items in the scale are strongly cor-
related and consistently measure the same underlying construct. With 8
items in total, the scale demonstrates reliability in capturing the intended
construct.

Realibity: Brand Experience
Table 10: Brand Experience:Item-Total Statistics

Scale i;iIiche if Corrected Squared Cronbach’s

Mean if Ttem Item-Total Multiple Alpha if

Item Deleted Correlation Correlation Item Deleted

Deleted

14. 59,59 147,151 , 716 ,654 ,968
15. 59,29 146,720 ,796 ,729 967
16. 59,32 145,246 ,842 , 796 ,966
17. 59,32 145,137 ,832 , 771 ,966
18. 59,19 148,294 ,803 717 ,967
19. 59,17 149,300 ,773 ,686 ,967
20. 59,25 145,553 ,819 , 758 ,966
21. 59,25 145,697 ,815 ,840 ,966
22. 59,24 145,690 ,827 ,843 ,966
23. 59,19 148,288 ,822 177 ,966
24, 59,26 146,730 , 797 ,716 967
25. 59,28 146,635 ,836 ,799 ,966
26. 59,26 147,897 , 795 ,753 ,967
27. 59,29 145,263 ,830 , 767 ,966
28. 59,30 147,239 ,826 , 734 ,966

The "Item-Total Statistics" table offers various statistics for each item
within a scale. These statistics include the scale mean if the item is deleted
(indicating the item's impact on the overall mean score), scale variance
if the item is deleted (showing the item's contribution to overall score
variance), corrected item-total correlation (measuring the association of
the item with the total score while considering shared variance), squared
multiple correlation (indicating the item's unique contribution to scale
variance explained by other items), and Cronbach's Alpha if the item is
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deleted (reflecting the item's influence on the scale's overall reliability).
In essence, these statistics help assess individual items in the context of
the entire scale, with higher values indicating greater impact on reliability,
variance explanation, mean score, and overall scale influence.

Table 11: Brand Experience: Reliability Statistics

Reliability Statistics

Cronbach’s Alpha Based on
Cronbach’s Alpha Standardized Items N of Items

,969 ,969 15

The "Reliability Statistics" table indicates that the scale exhibits a high
level of internal consistency reliability. Both the Cronbach's alpha coeffi-
cient and the Cronbach's alpha based on standardized items are reported as
0.9609, reflecting a strong correlation among the scale items and indicating
that they reliably measure the same underlying construct. With 15 items in
total, the scale demonstrates excellent reliability in capturing the intended
construct consistently.

Realibity: Brand Recognition
Table 12: Brand Recognition: Item-Total Statistics

Scale Mean Scale Corrected Squared Cronbach’s
if Item Variance if Item-Total = Multiple Alpha if
Deleted Item Deleted Correlation Correlation Item Deleted

29. 5221 119,163 ,770 ,745 ,962
30. 52,22 117,951 ,840 ,820 ,960
31. 52,12 120,673 ,769 ,744 ,961
32. 52,04 122,681 ,739 ,709 ,962
33.. 52,09 122,562 , 767 ,642 ,961
34. 52,14 119,946 , 7197 ,750 961
35. 52,06 121,151 ,798 ,732 961
36. 52,12 121,380 ,788 ,733 961
37. 52,16 118,995 ,850 ,833 ,960
38. 52,14 120,358 ,804 ,743 ,961
39. 52,13 121,412 778 ,689 ,961
40. 52,18 120,964 ,784 ,695 ,961
41. 52,19 120,239 ,834 , 753 ,960
42. 52,08 121,939 ,790 ,601 ,961
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The "Item-Total Statistics" table provides important information about the
individual items in a scale. It reveals how each item contributes to the
overall scale by examining statistics such as the mean and variance if the
item is deleted. Additionally, the table presents the corrected item-total
correlation, squared multiple correlation, and Cronbach's alpha if the item
is removed. These statistics help assess the item's impact on the scale's
reliability, association with the total score, and unique contribution to the
overall variance. By analyzing these measures, researchers can gain in-
sights into the significance of each item and their role in capturing the
intended construct of the scale.

Table 13: Brand Recognition: Reliability Statistics

Reliability Statistics

Cronbach’s Alpha Based on
Cronbach’s Alpha Standardized Items N of Items

,964 ,964 14

The "Reliability Statistics" table reveals that the scale exhibits a high level
of internal consistency reliability. Both the Cronbach's alpha coefficient
and the Cronbach's alpha based on standardized items are reported as
0.964, indicating a strong correlation among the scale items and consistent
measurement of the underlying construct. With 14 items in total, the scale
demonstrates excellent reliability in capturing the intended construct con-
sistently. This suggests that the scale can be relied upon as a reliable tool
for measuring the targeted concept.

Hypothesis Testing

H : There is a significant relationship between online fashion brand recog-
nition and brand love

Table 14: Hypothesis Testing 1: Anova

BL
Sum of Squares Df  Mean Square F P
Between Groups 283,768 57 4,978 20,669 <,001
Within Groups 82,376 342 241

Total 366,144 399
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The ANOVA results for the variable BL indicate a significant difference
between groups. The Between Groups sum of squares is 283.768, with
57 degrees, resulting in a mean square of 4.978. The Within Groups sum
of squares is 82.376, with 342 Df, yielding a mean square of 0.241. The
F-value of 20.669 is highly significant (<0.001), suggesting meaningful
variations in the BL variable among the groups. In summary, the ANOVA
analysis confirms that there are significant differences in the BL variable
across the groups, indicating distinct characteristics or effects associated
with each group.

H,: There is a significant relationship between brand experience and brand
love

Table 15: Hypothesis Testing 2: Anova

BL
Sum of Squares  Df  Mean Square F P
Between Groups 275,442 60 4,591 17,158 <,001
Within Groups 90,702 339 ,268
Total 366,144 399

The ANOVA results for the variable BL indicate a significant difference
between groups. The analysis reveals that the variation between groups, as
measured by the sum of squares, is statistically significant with an F-value
of 17.158 and a significance level of <0.001. This suggests that there are
meaningful differences in the BL variable across the groups being com-
pared. The Between Groups sum of squares is 275.442, and the Within
Groups sum of squares is 90.702. In conclusion, the ANOVA analysis con-
firms the presence of significant variations in the BL variable among the
groups, indicating distinct characteristics or effects associated with each

group.

Number Hypothesis P Result
Value
H, There is a significative relationship between on- Accepted
line fashion brand recognition and brand love.

H, There is a significative relationship between Accepted
brand experience and brand love.
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RESULTS AND DISCUSSION

The purpose of this study was to determine how brand love and experience
in Tiirkiye are influenced by online fashion brand recognition. A survey
using a reliable questionnaire was given to 400 participants online. Using
SPSS, the acquired data underwent statistical analysis, including testing
for reliability in descriptive statistics and hypotheses. The findings sup-
ported both H, and H,, showing a strong correlation between brand experi-
ence, brand love, and brand recognition for online fashion brands.

The scale demonstrates a high degree of internal consistency reliability,
according to the Reliability Statistics tables. Since the scale items have
a high correlation with one another and are based on standardized items,
Cronbach's alpha coefficient and Cronbach's alpha both demonstrate that
the two measures accurately capture the same underlying construct. Strong
positive correlations between brand love, brand experience, and brand rec-
ognition were found on the scale, indicating great reliability in reliably
capturing the intended construct.

The results from the various tables offer insightful information about the
participants' brand recognition, love and experience. The results show a
strong association between brand love and the variables, significant cor-
relations between them, accurate measurement of the construct, and sig-
nificant group differences. These findings advance our knowledge of cus-
tomers' attitudes and actions toward lifestyle brands, which is useful for
developing marketing and branding strategies.

CONCLUSION

Studies compared the connections between significant manufacturers:
fashion brand recognition and brand experience within love. The impor-
tance of brand recognition in influencing consumer choice and recurring
business is emphasized. An important portion of the decision-making pro-
cess is influenced by emotions, especially feelings of acknowledgment.

Brand experience is defined as a multidimensional construct that compris-
es emotional, cognitive, and social responses to brand-related stimuli. It is
said to have an effect on brand perceptions, views, satisfaction, and loy-
alty. Brand love, which is characterized by strong feelings toward brands,
has been demonstrated to strengthen and prolong relationships between
customers and companies. This study emphasizes the significance of these
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elements in the fashion sector and the demand for strong branding tactics
that develop emotional ties, capitalize on brand familiarity, and produce
outstanding brand experiences to cultivate brand love. Designing effective
marketing tactics in the competitive fashion market requires a thorough
understanding of consumers' emotional reactions and brands.

Future studies should concentrate on extending the connection between
brand recognition, brand experience and additional elements that influ-
ence brand love and purchase intention in the fashion industry. To improve
brand strategies and customer experiences in the fashion business, the fol-
lowing suggestions might be made:

In the fashion industry, the proposal makes improvements to brands and
customer experiences. It advises concentrating on examining how brand
experience and elements influencing brand love and purchase intent are
related.

The suggestions For the future include fostering brand love, embracing
innovation and adaptability, measuring brand recognition, fostering brand
experience, and emphasizing brand love. They also include strengthen-
ing brand recognition through innovative marketing, offering memora-
ble brand experiences, understanding customer preferences and emotions
through research, and providing memorable brand experiences.

By implementing these recommendations, fashion brands can enhance
brand love, create solid relationships with their patrons, and gain a strate-
gic advantage in the fast-paced fashion industry.

The study's reliance on existing literature and theoretical frameworks might
not fully capture the complexity of real consumer behavior in the fashion
industry, as real-life decisions are influenced by various factors not fully
considered in the analysis. Additionally, the absence of original empiri-
cal data and statistical analysis weakens the support for the relationships
between brand recognition, brand experience, and brand love. The cited
literature itself might have limitations such as small samples or publication
bias, affecting the generalizability of findings. The lack of transparency
about methodologies in the cited studies raises concerns about the reliabil-
ity of conclusions. The analysis also potentially overlooks other influential
variables like price, product quality, culture, and advertising strategies.
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Tiirkiye’de Basinin 1968 Baharinda Universite Isgallerine
Yaklasimi

Ozgiir Mutlu ULUS'

0z

1968 baharinda kiiresel bir isyan dalgas1 halinde &grenci protestolari,
boykotlar ve hatta tiniversite isgalleri tiim diinyay1 sardi. Tiirkiye’de de
once tekil olarak mayis ayinda tek bir fakiiltede ardindan haziran ayinda 44
fakiilte ve yiiksekokulda iiniversite isgalleri yasandi. Bu ¢calismanin amaci, 68
ogrenci olaylariin Tiirk basiindaki yansimalarinin egitimle ilgili boyutlarin
ortaya koymaktir. Makalede 1968 yilinda agirlikli olarak haziran ayindaki
iiniversite boykotlar1 ve isgallerinin Tiirkiye basininda nasil yansitildig
ve degerlendirildigi incelenmistir. Calismada 1968 yilinda tiraji en yiiksek
(dolayisiyla toplumla etkilesimi en fazla oldugu disiliniilen) dort giinliik
gazete, Cumhuriyet, Hiirriyet, Milliyet, Terciman gazeteleri ile {ilkiicii
hareketin gazetesi Hergiin lizerinden basinda siyasi-toplumsal aktor olarak
genglige nasil bakildigi ve isgaller ¢ercevesinde hangi degerlerin 6n plana
ciktig1 sorgulanacaktir. Eylemcilerin dar bir politik gruba ait oldugu, sadece
tiniversiteyi kapsayan sorunlar icin miicadele ettikleri, siddete bagvurmadiklari
ve sag-sol ayrigsmasina gitmedikleri siirece 6grencilerin eylemleri Cumhuriyet,
Milliyet ve Terciiman tarafindan hakli ve mesru bulunmustur. Universite
eylemlerinde bazi iilkelerin aksine 6grencilere olumsuz nitelendirmelerde
bulunulmamis tam tersine bu gazetelerde Ogrenciler idealist, egitimin ve
bilimin gelismesi icin ¢abalayan, ilerici giigler olarak degerlendirilmislerdir.
Basin genglere daha olumlu, iiniversitenin yonetim kademesini olusturan
genellikle profesdr kadrosundaki nesle ise yozlasmishigin da dahil oldugu
daha olumsuz sifatlar yiiklemistir. Hiirriyet gazetesinde yorum bulunmaz,
Her Giin gazetesi ise Universite reformu yapilmasi gerektigini belirtirken
isgal eylemine kars1 ¢ikmistir. Basindan okuyabildigimiz kadariyla {iniversite
egitimi birgok sorun igermekte, yetersiz, ¢agin gerisinde ve kalitesiz olarak
goriilmektedir. Cumhuriyet, Milliyet ve Terciiman’e gore gengler kendi
cikarlarinin Gtesinde tiniversite egitimini gelistirecek, saf niyetlere sahip,
dinamik, yenilik¢i aktorler olarak degerlendirilmistir.
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The Media’s View of The University Occupations in Turkey in
the Spring of 1968

ABSTRACT

In the spring of 1968, student protests, boycotts and even university occu-
pations swept the world in a global wave of rebellion. In Turkey, university
occupations took place, first in a single faculty in May, and then in 44 facul-
ties and colleges in June. The aim of this study is to reveal the educational
dimensions of the reflections of the 68 student events in the Turkish press.
The article examines how university boycotts and occupations in June 1968
were portrayed and appraised in the Turkish press. The study questions the
perceptions on youth as political-social actors and the values within the fra-
mework of the occupations through the five daily newspapers, Cumhuriyet,
Hiirriyet, Milliyet, Terciiman, which had the highest circulation in 1968 (thus,
the highest interaction with the society) and the newspaper of the Grey Wol-
ves movement, Hergiin. As long as the activists do not belong to a narrow
political group, only fight for problems involving the university, do not resort
to violence, and do not discriminate between the left and right, the students’
actions were found justified and legitimate by Cumhuriyet, Milliyet and Ter-
ciiman. The Hiirriyet daily made no remark, however the Her Giin newspaper
criticized the occupation action while advocating for university reform. Du-
ring university occupations, only Her Giin used pejorative terms to address
protestors. Cumhuriyet, Milliyet and Terciiman regarded university youth as
idealistic, progressive forces that strive for the development of education and
science. These newspapers attributed more positive adjectives to the youth,
and more negative adjectives, including corruption, to the mature generation
the administrative level of the university. As far as we can read from the press,
university education contained many problems, was inadequate, outdated and
of poor quality. Young people were evaluated as dynamic, innovative actors
with pure intentions who would improve their university education beyond
their own interests.

Keywords: Press, 1968 Movements, University Occupations, Education, Dis-
course
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INTRODUCTION

Kiiresel 1968 isyanlarinin nasil degerlendirilecegi akademik yazinda
Ozellikle son yillarda giderek artan bi¢cimde tartisilmaktadir. “1968 Bahar1”
olarak da anilan yila biitlin diinyada esitlik, 6zgiirliik ve hak miicadeleleri;
ozellikle gengligin, tiniversite 6grencilerinin protesto eylemleri, boykotlari
ve nihayetinde {iiniversite isgalleri damgasini vurmustur. 1968 yilinin
haziran ayimda, diinyanin birgok iilkesiyle es zamanlilik icerisinde
Tiirkiye’de yiiksek egitim kurumlarinin biiyiik kismi (44 iniversite-
fakiilte-ve yiiksekokul) 6grenciler tarafindan isgal edilmistir. 1960’11
yillar boyunca 6grenci protestolar1 ve boykotlar yaygin olmakla beraber,
isgal bir protesto bi¢imi olarak ilk kez bu yil denenmistir. Bu ¢alismada
1968 yilinda tiraji en yiiksek (dolayisiyla toplumla etkilesimi en fazla)
dort farkl giinliik gazete, Cumhuriyet, Hiirriyet Milliyet, Terciiman ile
iilkiicli hareketin giinliik gazete organ1 Hergiin gazetesi iizerinden basinin
Ogrenci eylemlerine yaklasimi, egitim, iiniversite sorunlarma ve genglik
eylemlerine bakist incelenecektir. Calismada, 1968 isgal eylemleri
sirasinda (Nisan-Temmuz ay1 ortasi stiregte) haber yazilari, kose yazilari ve
gorsellerden (karikatiirler/¢izimlerden) hareketle basinda hangi degerlerin
on plana ¢iktig1 sorgulanacaktir.

Gazetelerin ortaya ¢ikistyla beraber bilgi, kitlelere ulasip popiilerlesme
imkan1 bulmustur. Modern toplumlarda medyanin basl basina giic olma-
sinin yaninda, 1968’in kiiresel bir dalga halinde yayilmasinda da medya
onemli bir rol oynamistir. 1968 Mayis’inda baglayan iiniversite eylemleri-
nin art arda bir¢ok lilkeye yayilmasinda basin araciligiyla halkin olaylar-
dan haberdar olmasi etkiliydi. Basinin halkin “gercegi 6grenme” hakkina
yonelik yaym yapmasiyla beraber bilgi, soz ve “gostergenin” oldugu her
yerde bunlarin “masum” veya “tarafsiz” sayilamayacagi yoniinde kuram-
lar gelistirilmis ve bu yonde aragtirmalar yapilmistir. Son yiizyilda gelisen
medya teorisinde basiin sadece elit ve elestirel diislinceyi yaymak islevi
disinda kamuoyunu etkileme, olusturma, ifade etme ve tilketme islevleri de
tartisilmaktadir (Halloran, Elliott, Murdoch, 1970; Lang and Lang, 1984,
1968; Livingstone& Lunt, 1994). Ozellikle Noam Chomsky ve Edward S.
Herman (1988) basinin “gercekligi oldugu gibi yansitma” ve “adaleti sag-
lama” islevlerine yogun elestiriler getirmistir. Makale baglaminda konuya
yaklastigimizda basinin iiniversite iggalleri gibi bir toplumsal olaya yak-
lagim1 o olayla ilgili kamuoyunun olusmasinda en énemli araglardan biri
olarak ortaya ¢ikar. Basinin (egemen siiflar / ziimreler / hiikkiimet / serma-
ye gibi) gili¢ odakli yaklasimi bilinmekle beraber, 6grenci protestolarinda
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farkl1 yaklagimlar1 olduguna iliskin arastirmalar bulunmaktadir. Ornegin,
Endonezya’da 6grenci protestolarinda basinin protestolar: yansitmasinda
(Setianto, 2019) cok daha farkli ve katmanli yaklasiminin olduguna dikkat
cekilmisgtir.

Bu calismada irdelenen farkli ideolojik ¢izgilerde ve basin-yayin anlayi-
sindaki Cumhuriyet, Her Giin, Hiirriyet, Milliyet, Terciiman gazetelerinde
siyasi/toplumsal aktor olarak genclik ve onlarmn isgal eylemiyle beraber
miicadele alani olan iiniversiteler konusundaki goriisler bu doneme iliskin
onemli veri saglayacaktir. Basin protesto eylemlerinde hareketin “sinir-
lilig1”m1 da belirleyen giictlir. Calismada Her Giin gazetesi haricinde ve
olaylar konusunda yorum yapmayan Hiirriyet gazetesi disinda ele alinan
gazetelerin1968 yilinda isgal eyleminin sinirlari siyasi-ideolojik gruplarin
disinda tiim 6grenci kitlesinin temsiliyeti, siddet eylemlerine bagvurma-
mak, tiniversite ile ilgili sorunlar i¢in miicadele etmek olarak ¢izilmistir.
Bu sinirlar ¢ergevesinde irdelenen basin organlar1 6grenci eylemlerini
desteklemistir. Ustelik isgaller sirasinda bazi kdse yazarlari, 20. Yiizyiln
onde gelen sosyologlarindan Jiirgen Habermas’in (1989) basinin demok-
ratik toplumlarda ¢atismalarda “miizakereci” rolii oynayabilecegine yone-
lik tezleriyle uyumlu bulunabilecek bi¢cimde rol iistlenmistir.

Makalede yontem ve literatiir boliimlerinin ardindan 6ncelikle Mayis-Ha-
ziran ’68 ayinda iiniversitelerde eylem siireci kisaca anlatilmistir. Bu kisa
boliimden sonra basinin {iniversite egitimi sorunlarina bakisi, isgal eylem-
lerinin nedenlerine iliskin saptamalari, miizakereci tutum alisi, eylemlerin
sinirliliginin nerede ¢izildigi ve hangi degerlerin 6n plana ¢iktig1 irdelene-
cektir.

Yontem

Bu arastirma nitel arastirma yaklasimi benimsenerek gerceklestirilmistir.
Arastirmanin ¢alisma grubunu 1960’11 y1llarda tiraj1 en yiiksek dort gazete,
Hiirriyet, Cumhuriyet, Terciiman ve Milliyet gazeteleri ile Her Giin gazete-
si olusturmustur. 1968 yilindaki iggallerde 6zellikle 1968 haziran ayinda-
ki liniversite isgalleri ve protesto eylemleri sirasindaki haberler, ¢izimler,
fikir yazilar1 (kdse yazilar) ve tartigma koseleri ele alinmistir. 68 6grenci
olaylari, egitimle ilgili haberler, konuya iligkin karsit goriisleri, farkl al-
gilamalar1 da gormek ve degerlendirmek i¢in iktidara yakinligi ile bilinen
milliyet¢i/muhatazakar ve liberal bir yayin politikasi izleyen Terciiman ga-
zetesi, sol/sosyalist agirlikli bir yayin politikast dogrultusunda, hiikiimeti
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ve icraatlarini elestiren Cumhuriyet gazetesi ve merkez/liberal agirlikl bir
yayin politikas1 izleyen Hiirriyet ve Milliyet gazetelerdir. Tiraj1 bu kadar
yiiksek olmamakla beraber Cumhuriyet ile beraber Milliyet gazetesi bas
yazar1 Abdi Ipek¢i de sosyal demokrat olarak degerlendirildigi i¢in denge
olusturmak amaciyla iilkiicii yayin organ1 Hergiin gazetesi de arastirma-
ya dahil edilmistir. S6z konusu giinliik gazetelerin farkli ideolojik-politik
cizgileri ve iktidara yakinliklari/muhalif olmalari ile tiniversite isgalleri ve
egitim sorunlarina yaklagimlari arasinda bir iligskinin olup olmadig1 goriil-
mek istenmistir.

Literatiir

Tiirkiye’de konu tizerine sadece iki ¢alisma bulunmaktadir. Sengiil Biiytik-
boyact’nin (2021) makalesinin ad1 “1968 olaylar1” olmasina ragmen ma-
kalede aslinda daha genis bir donemde basinin 6grenci olaylar1 ve egitime
yaklagimlar1 incelenmistir. Biiyiikboyaci’nin makalesi 1965-1971 yillar
arasinda ulusal gazetelerde egitim iizerine (Hiirriyet, Cumhuriyet, Tercii-
man) haberlerin analizine dayanir. Biiylikboyac1’nin makalesinde yalnizca
haberlere yer verilmis, haberlerde 6grenci hareketlerinin hangi degerler
cergevesinde ele alindigi irdelenmistir. Uzun bir dénem ic¢indeki gelisme-
leri kapsadigi icin makale ister istemez daha genel kalmistir. Genis zaman
diliminde 6rnegin hiikiimet yanlis1 ve sag ideolojinin baskin oldugu Tercii-
man gazetesi lizerine yazarin tespitleri mevcut ¢aligmadan biraz daha fark-
lidir. Yazara gore Terciiman gazetesinde dgrenci hareketinin mevcut sis-
temin, degerlerin ve egitimde gelisimin yikimina destek veren bir hareket
oldugu sdylemi hakimken, Hiirriyet ve Cumhuriyet gazetelerinde egitimde
ozgiirlik ve demokrasi hareketi ¢ercevesinde ele alindig1 bulgulanmistir.
Genis zaman dilimi icerisinde bu durum gecerli olabilir ancak Terciiman
gazetesinin 1968 Mayis-Haziran ayinda sdylemi biraz daha farklidir; egi-
timde reform, 6grencilere daha fazla 6zgiirliik taninmasi, sosyo-ekonomik
kosullarin diizeltilmesi, tam giin yasasinin ¢ikarilmasi gibi konularda 7er-
ciiman’da 6grenci taleplerini destekler yonde yorumlar yapilmigtir.

Ikinci makale ise Ozgiir M. Ulus’un 1968 olaylarina basmin yaklagiminin
daha genis kapsamli ele aldig1 arastirmadir (2019: 297-332). Betimleyici
yaklasimla yazilmis makalede Terciiman, Milliyet, Cumhuriyet ve Bugiin
gazetelerinin Tirkiye’de ve diinyada 1968 olaylarina, is¢i ve genglik ha-
reketlerine yaklagimi irdelenmistir. Makale cergevesi genis oldugu igin
egitim ve tiniversite isgalleri ile ilgili kistm mevcut ¢alismaya gore ¢ok
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stnirhidir. (Ulus, 2019: 299-319). Bu makalede Hergiin gazetesi incelen-
memistir.

Mevcut calismanin diger iki makaleden farki, gorsel malzemeler, kose ya-
zilar1 ve egitim iizerine tartigma yazilarinin daha ayrintili olarak ele alin-
mis olmasidir. Biiyiikboyaci’nin ¢alismasinda yer verilen haberlerde de
donemin kiiltiirel degerlerine iligkin veri bulunmakla beraber kose yazila-
ria bunlar daha fazla yansimistir. Ozellikle 1960’11 yillar bazi kose yazar-
larmin ¢ok takip edildigi, okundugu yillardi. Bu makalede ele alinan ilhan
Selcuk ve Abdi Ipekgi bu yazarlar arasindadir. Onlarin konuyu ele alis1 bu
baglamda 6nemlidir. Basinda gorseller de topluma gosterge ilettigi icin
Cumhuriyet ve Terciiman gazetelerinde yer alan, konuyla ilgili ¢izimler de
calismaya dahil edilmistir.

1968 Baharinda Tiirkiye’de Universite Isgalleri

1960’11 yillar boyunca diinyanin bir¢ok iilkesinde oldugu gibi Tiirkiye’de
de 6grenci hareketleri, protestolar, boykotlar goriilmiistiir. Bunlarin doruk
noktasi ise ilk kez iggal eyleminin ortaya ciktig1 1968 bahar1 ve yazidir.
Tiirkiye’deki ilk isgal eylemi, diinyada ve ardindan Tiirkiye’de cikacak
olan tiniversite eylemlerinden epey farkli bir konuda ortaya ¢ikmakla be-
raber “hak talebi” baglaminda degerlendirildiginde benzerlik tasiyan bir
eylemdir. Ankara Ilahiyat Fakiiltesi’nde Nisan ayinda Hatice Babacan
adindaki 6grencinin bag oOrtiisii ile derslere girmek istemesi ile baslayan
stire¢ sonunda bir grup 6grenci boykot ve isgal eylemine baslamistir (Al-
per, 2009: 352).

Bu kendine has 6zellikleri olan isgal sonrasinda 1968 iiniversite isgalle-
ri dalgasi ise 10 Haziran’da Ankara Dil-Tarih Fakiiltesi’nde, donemin en
“apolitik™ fakiiltelerinin birinde ve sag goriiglii 6grencilerin daha agir-
likl1 oldugu fakiiltede “kendiliginden eylem” olarak baslamistir (Alper,
2009:357). Bu fakiiltenin ardindan iggaller 6nce Ziraat Fakiiltesi’ne ve 12
Haziran’da Istanbul Universitesi Hukuk Fakiiltesi’ne sigramus, hizla 44 fa-
kiilte ve yiiksekokula yayilmistir (Boyraz, 2019:288). Ogrenciler isgaller
sirasinda genellikle isgal komiteleri kurarak taleplerini iiniversite yone-
timlerine bildirmislerdir. Isgal eylemleri kendiliginden gelismekle bera-
ber, iggaller sirasinda sol-sosyalist goriislii 6grenciler siyasi orgiitlenmeye
daha yatkin olduklar1 icin genellikle siire¢ icerisinde isgal komitelerinde
etkinlik/6nderlik kazanmislardir (Alper:2009, 358). Ogrenciler egitim re-
formu, baz1 yonetmeliklerin degistirilmesi ve yurt-tiniversite kosullarinin
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iyilestirilmesi taleplerinin yaninda yonetimde temsil edilme talebinde bu-
lunuyordu (Boyraz, 2019:290). Isgaller iiniversite yonetimleriyle uzlasma
ile Temmuz baslarinda kaldirildi.

Ilahiyat Fakiiltesi Isgaline Basinin Yaklasim

Tiirkiye’de 1968 yilinda ilk isgal yukarida da belirtildigi Ilahiyat Fakiil-
tesi’ndeki iggaldir. Senato, 68rencilerin itirazlarina ragmen fakiilteden ¢i-
karilan iki 6grenci i¢in verilen karar1 yerinde bulunca bir grup 6grenci
tarafindan Ilahiyat fakiiltesi isgal edilmistir. Boykota katilan dgrencilerin
istekleri, “ilim, tarafsizlik, samimiyet, iman ve vicdan hiirriyeti, hakka
saygi, Islam’1 dini kaynaklardan takip etmek, aleni ve tarafsiz imtihan ve
iki 6grenci hakkindaki kararm iptali”dir (Biiyiikboyac1:5). Ogrenci talep-
leri goriildiigii iizere sadece iki 6grencinin iliniversiteden atilmasi ile ilgili
kararm degistirilmesi degildir; “Islam” dinine nasil yaklasilacag iizerine
de taleplerde bulunulmustur. Dolayisiyla eylemin arkasinda 6grenciler ile
fakiilte egitimi arasinda daha biiylik sorunlar oldugu ¢ikarimi yapilabilir.

Bu olaya basinin yaklasimi ideolojik ¢izgiye gore bazi farkliliklar gos-
termektedir. Muhafazakar egilimli Zerciiman gazetesi diger gazetelere
gore olay1 daha ¢ok haber yapmis ve daha ¢ok dgrencilerin lehinde olacak
sekilde olaylar1 yorumlamustir. Milliyet ve Cumhuriyet gazetelerinde ha-
berler bulunurken, Her Giin gazetesinde olaya iligkin hi¢bir haber, yorum
bulunmamaktadir. Bu olay1 ve ardindan gelen ders boykotunu Zerciiman
gazetesi “gengler, basortli olayini lanetledi” mansetiyle ilk sayfadan ver-
mis ve Milli Tiirk Talebe Birligi (MTTB) toplantisinda “basortiilii Hatice,
‘yilin Ornek Universiteli Kiz Ogrencisi’ ilan edildi” (1968, 14 Nisan) ha-
beriyle durumu duyurmustur. Bu haberde goriildiigli tizere MTTB {iyesi
ogrenciler “gengler” olarak nitelendirilmistir. Iki dgrencinin {iniversiteden
atilmast Dekan’in iddiasina gore 6gretim iiyelerine saygisizlik yapilmasi
ile iliskiliyken Terciiman gazetesinde kovulma olay1 “Basortiisii ile Sinifa
Giren Bir Ogrenci Smiftan Kovuldu” baslikli haberde (1968, 13 Nisan)
sadece bas oOrtiisii ile iliskilendirilerek ve donemin moda kiyafetine gon-
derme yapilarak “Mini-etege evet basortiiye ise hayir” diyen idareciler
protesto edildi” ifadeleriyle yer almaktadir.

[lahiyat Fakiiltesi'ndeki boykot ve isgal olaymmda MTTB destegi goriin-
mektedir. “68 kusag1” yazininda sadece sosyalist-sol dgrencilerin bir ta-
lebi olarak goriilen yonetime katilma talebi bu eylemde de goriilmektedir.
[lahiyat Fakiiltesinin protestocu dgrencileri ydnetime katilma talebinde
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bulunmuslardir. Bu talep Terciiman gazetesinde ‘Isimizi Kendimiz Gore-
cegiz’” baslikli haberle (1968, 3 Mayis) okurlara sunulurken Milliyet ve
Cumhuriyet gazeteleri 6grencilerin bu talebine yer vermemistir.

Milliyet ve Cumhuriyet gazeteleri Ilahiyat Fakiiltesi’nde yasanan olaylar
daha az sayida yaziyla haberlestirmistir. Olay, temel insan haklari, vicdan
hiirriyeti veya kilik kiyafet 6zgiirliigli baglaminda degerlendirilmemistir.
Milliyet gazetesi muhabirlerinden Mete Akyol’u olay yerine géndermis ve
Akyol’un burada kiz 6grencilerle yaptig1 haber roportajda (1968, 3 Mayis)
Nesibe Bulayci adli bir kiz 6grenci bazi 6grencilerin 6gretim tiyelerini ve
Dekani “dinsizlikle” su¢lamalarinin haksiz oldugunu belirtmis ve derslere
bag Ortiisii ile katilabildiklerini, gretim iiyelerinin buna kars1 ¢ikmadikla-
rin1 anlatmistir. Bu 6grenciye gore iki 6grencinin fakiilteden atilma nedeni
bununla ilgili degildir.

Cumhuriyet gazetesinde de olaylar sonrasi istifa eden Dekan konuyu “Nur
Cemaatinin baskis1”, (1968, 28 Nisan) fakiilteyi ele ge¢irme arzusu ile ilis-
kilendirmistir. Terciiman gazetesinde Ogrencilerin Dekani tartaklamalar
gibi eylemlere ve Nur cemaati ile iliskin iddialara, Dekanin bu yondeki
beyanatlarina yer verilmemis, kiz 6grencilerin bas Ortiisiiyle derslere girip
giremedikleri iddialar1 sorusturulmamustir. Zerciiman gazetesi olay1 “kilik
kiyafet 6zgiirliigii” baglaminda ele almistir (Ulus, 2019:308-309).

Terciiman gazetesinde Ilahiyat Fakiiltesi’nde yasanan gelismeler giin giin
okurlara duyurulmustur. Universite yonetimini protesto amagl orug tu-
tarken hastalanan Mustafa Demirséz adli 6grencinin durumu “Orug tutan
talebe buhran geg¢iriyor” basligiyla okurlara duyurulmustur (1968, 24 Ni-
san). Terciiman gazetesinde orug tutan dgrencinin hastalanmasi haberinin
biraz da abartili gibi goriinen ifadelerle okurlara iletilmesi teorik yazinda
basinin desteklenen toplumsal olaylarda halkin vicdanina seslenerek “duy-
gusal gerceveyi” ¢izerek kamuoyu olusturmak amacina uygun bir yakla-
simdir (Lunt & Stenner, 2005; Papacharissi, 2002, 2015; Richards, 2007,
2010; Rosas, O. M. & J Serrano-Puche, 2018). Ogrencinin durumu “buh-
ran gecirdi” seklinde ifade ile haberlestirilmistir. Milliyet ve Cumhuriyet
gazetelerinde ise protesto eylemleri sirasindaki bir 6grencinin yasadigi
saglik sorununa hi¢ yer verilmemistir.

1968°deki ilk isgal eyleminde basinin kendi ideolojik-siyasal ¢izgisine
gore olaylar1 kismen farkli yorumladig: goriilmektedir. Terciiman gazetesi
isgaller sirasinda 6grencilere daha olumlu yaklagmis, 6grencilerin dekant
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tartaklamalar1 gibi siddet eylemleri gormezden gelinerek olay daha ¢ok
bas Ortiisti yasag ile 6zdeslestirilmis, gelismeler halkin duygularina, vic-
danina seslenen yonde ve daha ayrintili bigimde olaylar1 haber edilmis,
Milliyet ve Cumhuriyet gazetelerinde ise olaylar daha seyrek ve duygu-
lardan uzak bigimde haberlestirmistir. Bu gazetelerde 6grencilerin talep-
leri degerlendirilmemis, isgal eylemine deginilmemistir. Her Giin gazetesi
ise olay1 yok saymis, hi¢bir habere yer vermemistir. Bu tekil drnekte bile
basin araclarina hakim ideolojik yonelim ile haber aktariminin da habere
verdikleri degerin de degisim gosterdigi goriilmektedir.

Haziran Isgal Dalgasina Basinin Yaklasim

[lahiyat Fakiiltesi’ndeki kendine has 6zellikleri olan isgal sonrasinda 1968
iiniversite isgalleri dalgasi ise yukarida da belirtildigi tizere 10 Haziran’da
Ankara Dil-Tarih Fakiiltesi’nde baslamistir. Universite isgalleri basin ya-
yin araglarinda Cumhuriyet, Milliyet ve Terciiman gazetelerinde genis yer
bulmustur. Sadece Hiirriyet gazetesi 1950’lerden itibaren ¢izgisini “popii-
ler yayincilik™ anlayigina gore bicimlendirdigi ve halki “olaylardan haber-
dar etmek” ile yetinen (yorumlama ve tartismaya yer vermeyen) bir gaze-
tecilik anlayisina sahip oldugu i¢in bu gazetede {iniversite olaylar1 diger
gazetelerdeki kadar yer bulmamais, sadece biiyiik gelismelere yer verilmis-
ti. Hergiin gazetesinde ise Hiirriyet gazetesine gore daha ¢ok diger basin
organlara gore daha az haber yer almistir. Hiirriyet gazetesinde bu yilda
kose yazist da bulunmuyordu. Diger ii¢ gazetede ise haziran ayinda asagi
yukart her giin iiniversite haberleri mangette yer almist1 ve ilk sayfanin bii-
yiik cogunu kapliyordu. Kose yazarlar1 kdselerinde boykot, isgal ve egitim
sorunlarini tartisiyorlardi. Haziran ve temmuz aylarinda Cumhuriyet ve
Milliyet gazetesinin ikinci sayfasinda egitimciler, dgretim {lyeleri ve 6g-
renciler tiniversite ve egitim sorunlart konusunda goriislerini bildirdikleri
yazilar yayimlanmisti. Yine yedinci-sekizinci sayfalarda da ¢ogunlukla
tiniversite iggalleri ile ilgili haberler, gelismeler ve 6grencilerin taleple-
ri yer altyordu. Sekiz sayfadan olusan Cumhuriyet, Milliyet ve Terciiman
gazetelerin neredeyse yarisi tam sayfa olarak bu eylemlerle ilgiliydi. Her
tiniversitede isgalin nedeni, hangi grup 6grencilerin etkin oldugu, isgal ko-
mitesinin talepleri ve liniversitenin isgal eylemindeki tutumuna ayrintili
olarak yer verilmisti. Bu tutum tiraji en yiiksek basinin konuya verdigi
onemi ve eylemcileri mesru siyasi aktor olarak gordiigiinii gostermektedir.

Bes sayfadan olusan Hergiin gazetesinde ise eylemler diger basin aragla-
rina gore daha az haber edilmistir. Diger gazetelerin aksine 6grenci tem-
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silcilerinden ¢ok Istanbul Universitesi Rektorii’niin agiklamalari manse-
te taginmistir. Ancak olaylarin Avrupa-ABD’deki benzerleri gibi sokaga
tasinmamasi gozlemlendikc¢e haberlerde daha 1limli bir dil kullanilmistir.
Hergiin 6grencilerin reform taleplerini daha kisa bicimde okurlarina ak-
tarmistir. Gazetede “reform talebinin” yerinde bir talep oldugu belirtilmis,
isgal yontemi ve 6grencilerin liniversite yonetimine katilma talebi bir kose
yazist ile (Sevket, 1968) elestirilmistir. Yontemsel olarak iggal eylemine
sicak bakilmasa da 6grenci isgallerinin hemen sonrasindaki Derby fabrika-
st isgalinde oldugu gibi isgal eylemi “kanunsuz” olarak (1968, 5 Temmuz)
nitelendirilmemistir. Ogrencilere yonelik pejoratif sifatlar pek kullanma-
mis ancak eylemler “macera” olarak tanimlanmis (1968, 4 Temmuz) ve
isgal eyleminin “sakincali, tehlikeli” taraflarina diger basin araclarindan
daha cok dikkat ¢ekilmistir. Bununla beraber Hergiin gazetesi de isgaller
sirasinda “boykotcularin onciisii” olarak tanimladig: bir tiniversiteli gen-
cin istegiyle liniversiteyi gezmis ve “bir-iki gazetenin” “kasith olarak rek-
toriin odasinin, dekanlarin odalarinin tahrip edildigi” (1968, 13 Haziran)
haberlerinin “yalan” oldugunu 6grencinin agzindan okurlara duyurmustur.
Ayrica 6grencinin “biz olaylar1 Fransa’daki gibi gelistirmek istemiyoruz. ..
Sadece yayinladigimiz bildirideki sartlarin tatbikini istiyoruz” sozii akta-
rilmustir. Hergiin gazetesinde genellikle Istanbul Universite isgali 6n plana
cikarilmis, bir¢ok iiniversite ve fakiiltedeki eylemlere yer verilmemistir.
Isgal siireci iginde 6grenciler arasinda catismalar baslayinca bunun tehli-
kelerine dikkat gekilerek “olur mu bdyle olur mu, Universitede kardes kar-
desi vuruyor” mansetiyle (1968, 15 Haziran) 6grencileri uyarici duyarl bir
sOylemle olay haber edilmistir. Gazetede 6grenciler arasindaki ¢atigmalar
ve isgaller siirerse ortaya ¢ikabilecek sorunlar diger yayin organlarina gore
biraz daha abartili bigimde okurlara sunulmustur. Ornegin, 16 Haziran ta-
rihinde 1. Sayfadan vurgulu ve biiyiik harflerle “ve Kanli Boykot” (1968)
biciminde okurlara duyurulmustur. Isgaller sona erdirilip y1l sonu smavlari
yapilamazsa binlerce 6grencinin “bir y1l kaybedecegi” belirtilerek (1968,
19 Haziran) haber yine biiyiik punto ile mansetten “Tehlike” sozciigiiyle
okurlara aktarilmistir. Isgal eyleminin son giinlerine dogru isgalci 6grenci-
lerin marslar ¢aldig belirtilerek “Ihtilal mi?” (1968, 26 Haziran) sorusu ile
haber mangete tasinmigtir. Makalede irdelenen diger basin organlarindan
onemli bir farklilik da isgal eylemlerinin son giinlerine dogru sag goriislii
ogrencilerin temsil edildigi MTTB bildirisinin tam metin olarak okurlara
sunulmasidir. Bildiri “halki uyarici, sert bir bildiri” olarak okurlara duyu-
rulmustur (1968, 27 Haziran). Bu bildiride isgal eylemine katilan 6gren-
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cilerin eylemi “kizil ihtilal provasi” olarak degerlendirdikleri iddia edilir-
ken “’artik Tiirkiye’de bir komiinist ihtilali olamaz’ diye uyuyan suursuz
zengin gafillerin, aslinda nasil bir hiyanet i¢inde olduklar1 bilinmelidir”
denilmistir.

Donemin en liberal, en demokratik iilkelerinde bile protesto bigimi olarak
isgal eylemi demokratik hak kapsaminin disinda degerlendirilirken Tiirki-
ye’de basinin isgal eylemine yaklasimi, kamuoyu iizerinde etkisi yoniin-
den 6nemlidir. Ornegin, Cognalite’nin calismasina gore (2021) Italyan
basini d6grencilerin motivasyonunu anlamaya yonelik hi¢ ugras vermeden
ogrencileri tamamen olumsuz sifatlarla nitelendirerek diizen bozucu “is-
yankar 6grenci” tablosu ¢izmistir. Giinliik gazeteler 6grenci olaylarina ge-
nellikle olumlu yaklasmis, isgale katilan 6grencilere iliskin “anarsistler,
teroristler, capulcular” gibi suclayici veya olumsuz ifadeler kullanilmamas,
sadece “Ogrenciler” veya “gengler” sozciikleri kullanilmistir. Bunda done-
min Tiirkiye’sinde iiniversite 6grencisi olmanin getirdigi prestijli konum
ve siyasi kiiltiirde giiclii bir yere sahip olan “genclik miti” (Liikiislii, 2019)
dolayistyla tliniversite 6grencilerine gdsterilen saygi ve giiven rol oyna-
mistir. Hatta asagida gorsellerden de goriilecegi tizere 6grenciler ilerici,
reformcu gii¢ olarak ele alinmistir.

Ana akim medyanin (Cumhuriyet, Milliyet ve Terciiman) 68rencilerin ey-
lemlerini hakli ve mesru olarak gérmesinde direnis ve isgallerin herhangi
bir list kurum tarafindan organize edilmeden kendiliginden ortaya ¢ikmasi
ve herhangi bir politik-ideolojik kesimle sinirli olmayan eylemler olmasi
bas belirleyicilerden biridir Bunlarin yaninda iiniversitelerde gercekten de
bir¢ok sorun bulunmasi, orta katmanlarin ve dar gelirli ailelerin gocuklari-
nin burslarinin yetersiz olusu, kat1 yonetmelikler, ciddi barinma ve beslen-
me sorunlari (Toprak, 2019:249) genglerin hosnutsuzlugunu koriikliiyordu
ve basin tarafindan bu yonde talepler makul bulunmustu. Her Giin gazetesi
bile tiniversitelerde reform yapilmasit gerektigini bildirmistir. Cumhuriyet
gazetesinde basyazar Nadir Nadi (1968, 16 Haziran) sadece {iniversitelerin
degil biitiin iilkenin “hastalik” i¢cinde bulunduguna, mevcut sistemin “ada-
letsiz” olduguna dikkat ¢cekmistir. Hatta Nadi “yiiksek 6gretim sisteminin
lacka oldugunu” ifade etmistir. Ogrencilerin dile getirdikleri gibi “y&net-
meliklerin gercekten 6grencilerin aleyhine” oldugunu hatta tiniversitele-
rin dgrenci yetistirme yerine “bir an once tasfiye amacini” tasidigini ileri
stirmiistiir. Nadi 0zellikle Hukuk Fakiiltesi’nde yonetmeliklerin daha sert
olduguna dikkat ¢cekmistir.
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Ogrencilerin boykot ve isgal eylemlerinde hakli olduklar1 goriisii hiikii-
met yanlis, sag goriislii Terciiman Gazetesi’nde bile gecerlidir. Ornegin,
imzasi1z ama basyazar Nazl [licak’in kaleminden ¢iktig1 tahmin edilen 16
Haziran tarihli bagyazida “asi” olarak goriilen genglerin isteklerinin “ma-
sum” oldugu kamuoyuna bildirilmistir. Universitelerin maddi kosullarinin
yetersizliginin ve 6grencilerin is bulma zorluklarinin eylemcilerin hareke-
tini mesru ve anlasilir kildig1 ifade edilmistir. Terciiman gazetesinin kose
yazarlarindan Ahmet Kabakli (1968, 20 Haziran) eyleme ilk kalkisan An-
kara Dil-Tarih Fakiiltesi ve Ziraat boliimii 6grencilerinin mezun olduktan
sonra i bulmakta giicliik ¢ektiklerine veya ¢ok diisiik maaglarla ¢aligmak
zorunda kaldiklarina dikkat ¢cekerek onlar1 hakli gormiistiir.

Milliyet, Cumhuriyet ve Terciiman gazetelerinde ortak kan1 6grenci eylem-
lerinin temel nedeninin iiniversitede gerekli reformlarin zamaninda yapil-
mamasidir. Milliyet gazetesinin bas yazar1 Abdi Ipek¢i heniiz eylemlerin
ilk glinlerinde, 13 Haziran tarihinde “Olacagi Belliydi” baslikli kose yazi-
sinda iggaller 6ncesinde “liniversite yoneticilerin inisiyatifi ele almalar1 ve
reform hazirhigina bagvurmalar1” gerektigini ileri siirmiistiir. Zaten Ipekgi
may1s ayinda Fransa, Italya’daki boykot ve isgal eylemleri sirasinda 14
Mayis-19 Mayis tarihleri arasindaki kose yazilarinda iiniversitelerde hizla
reform yapilmasi ¢agrisinda bulunmus, aksi takdirde Tiirk gencliginin de
benzer eylemlere kalkisabilecegi uyarisinda bulunmustu: 7erciiman gaze-
tesinin 15 Haziran tarihli Bagyazisinin bagligi son derece giiclii bir vurguy-
la “Toparlanmayan Profesorleri Elbette Toparlarlar!”dir ve bu yazida 6g-
renci hareketlerinin Avrupa ve Asya’daki olaylarin kopyasi veya 6zentisi
olmadig1 “liniversite yonetici ve profesorlerinin uzun yillardir siiriip giden
vurdumduymazliklarinin bir sonucu” oldugu vurgulanmistir.

Cumhuriyet gazetesi de 6grenci hareketini “reform hareketi” olarak nite-
lendirmis (Giiresin, 1968, 20 Haziran, 29 Haziran; Selguk 1968, 26 Hazi-
ran) hatta protestocu iiniversite 6grencilerinin sadece {iniversite reformu
icin degil tiim egitimin diizeltilmesi, egitimde reform yapilmasi igin ey-
lemde bulunduklari iddia edilmistir. Bu durumda 6grenciler kendi haklari
icin miicadele eden ziimrenin ¢ok 6tesinde iilke sorunlarina egilen ve re-
form i¢in miicadele eden siyasi kuvvettir. Bu tutum 1960’11 yillar boyunca
Tiirkiye solunda etkin olan Cumhuriyet gazetesinin ¢izgisi olarak da ta-
nimlanan Sol Kemalizm ideolojisinin (Ulus:2011, 20-43,100-114) genc-
ligi idealist, reformcu, dinamik “zinde kuvvet” olarak gérmesinin sonucu
olarak ¢ozlimlenebilir.
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Terciiman gazetesinde 6grencilerin toplumun 6rf ve adetlerine uygun ta-
leplerde bulunmalarina da dikkat c¢ekilmistir. Yazarlar, batida yiikselen
“cinsel ozgiirliik” taleplerine mesafeli hatta tepkilidir. Fransa’da 6grenci-
lerin kimi “cinsel 6zgiirlik” yolundaki taleplerinin Tiirkiye’de bulunma-
mas1 Ozellikle Terciiman gazetesinde olumlu karsilanmistir. Batida genc-
lik “yurtlar kadin-erkek karisik olsun” gibi “gayri ahlaki” hatta Terciiman
gazetesinde kose yazari Kadircan Kafli'nin (1968, 14 Temmuz) ifadesiyle

“seks bunalim1” yansitan talepler ileri siirmiisken “Tiirk gencligi” “toplu-
mun Orf ve adetlerine uygun, mantikli, anlamli” taleplerde bulunmaktadir.

Cinsel 6zgiirliik baglaminda olmasa da Batidaki 6grencilerin sorunlari ile
Tiirkiye’deki 6grencilerin sorunlarini karsilastiran Cumhuriyet kose ya-
zarlarindan Nadir Nadi (1968, 30 Haziran) durumun farkli oldugunu ileri
stirer. Bat1 tilkelerinde 6grenciler esas olarak sistem degisikligi “diizen de-
gisikligi” istemektedirler ¢iinkii sistem artik “eskimistir” “kohne”dir, “ya-
rin”’m gereksinimlerini karsilayamayacaktir. Universite egitimi de ¢agin
gerisinde kalmistir. Tiirkiye’de ise sorun tiniversitelerin yillar boyu “ihmal
edilmis” olmasi gengligin “dar kaliplar igerisinde “kendi sikintilari ile bag
basa birakilmis olmalarindan” kaynaklanmaktadir. Bu sorunlar1 yazar su
sekilde siralamustir:

Gengler normal ¢alisma kosullarindan yoksundurlar. Smiflar tiklim tik-
lim doludur. Kayitli 6grenci sayisinin iigte birini, dortte birini bile alama-
yacak ders yerlerinde takrir veren bir profesoriin sozleri cok kez havaya
gitmekte, 6gretim iiyeleri ile dgrenciler arasinda modern {iniversite an-
layisinin gerektirdigi baglar kurulamamaktadir. Genglerimizin yer, yurt,
besin ihtiyaglar bir tiirlii yoluna koyulamamistir. Kimi bilim dallarinda
kitap karaborsaciligl almig ylirlimiig, 6grenme ve arastirma ilkeleri bir
yana atilarak kolay yanindan ezbercilige dncelik taninir olmustur. Og-
retim tiyelerini 0grencilerden ugurumla ayiran bu kesmekes ortasinda
patlak veren olaylar1 Fransa’dan taklit edilmis politik ve ideolojik dav-
raniglarmig gibi gostermeye kalkigmanin tehlikelerine burada bir daha
deginmeyi yararli buluyoruz.

Hem Terciiman hem de Milliyet gazetesinde haziran ayinin sonlarina dog-
ru eylemci 6grencilerden “halk i¢in egitim” gibi daha toplumsal-ideolojik
talepler giindeme gelince ve siyasi-ideolojik bir grubun dnderligi siiphesi
yayginlastik¢a 6grenci eylemlerine iliskin bazi sakincalardan s6z edilme-
ye baslanmistir. Onderlik degistikge sag basinda, Terciiman gazetesinde
daha ikircikli bir tutum ortaya ¢ikmstir (6r. Kabakli, 1968, 15-17 Haziran;
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Alper:2009, 362), eylemlere karsi olumlu tutum degismeye baslamistir.

Universite isgallerinde Cumhuriyet, Milliyet ve Terciiman liberal bir tu-
tum takinmis, hiiklimetin itirazlarina ragmen isgal eyleminin yasal olup
olmamasi basinda fazla tartisiimamustir. Isgal eyleminin protesto bigimi
olarak kabul edilebilir olusu, kisa/makul siirede tamamlanmasi, 6grenci
taleplerinin 6grencilerin biitiinliigiinii yansitmasi ve siyasi/ideolojik ay-
rimlara gidilmemesi, liniversite yonetimlerinin diizeltebilecegi konularla
siirlt kalmasi ile 6grencilerin siddete bagvurmamasina baghdir. Arastir-
mada kullanilan gazetelerden Cumhuriyet diger gazetelere gore 6grencile-
rin yaninda olduklarini daha kararli bicimde isgal eylemlerinin sonuna dek
belirtmistir. IThan Selgcuk bunu basindan beri “genclik hareketlerini destek-
ledik” soziiyle (1968, 28 Haziran) belirterek “nerede bir reform hareketi
goriirsek onu can-u goniilden destekleriz” seklinde ifade etmistir. Burada
belirleyici olan hareketin “reform hareketi” niteligidir.

Her Giin gazetesi ise Universitelerde reform yapilmasi gerektigini belir-
tirken iggal yontemine karsi olduklarini vurgulamistir. Hiirriyet gazetesi
olaylar1 yorum yapmadan aktarmis ve Cumhuriyet, Milliyet ve Terciiman’a
gore daha az yer vermistir.

Basin Miizakereci Tutum Alyor

Isgallerin ilk giinlerinde {iniversite yonetimleri ile dgrenciler arasinda ba-
sinin miizakereci tutum aldig ve taraflar arasinda uzlagsma saglamaya ¢aba
harcadi1 gdzlemlenmektedir. Ozellikle Milliyet gazetesinin bas yazari
Abdi Ipekci’nin tutumu Jiirgen Habermas’mn basmin demokratik toplum-
larda miizakereci rolii oynayabilecegine yonelik tezleriyle uyumlu goziik-
mektedir (Habermas,1989). Universite senatolar1 6grencilerin taleplerini
goriismek icin dnce isgallerin kaldirilmasi cagrisinda bulunmustur. Og-
renciler bunu kabul etmemistir. Ipek¢i 6grencilerin hakli oldugu durumlari
tespit ederken olaylarin biiylimemesi i¢in de ugras vermistir. Yazar isgalin
demokrasilerde yeri olmakla beraber bu eylemin sakincalarindan sik sik
s0z ederek Ogrencilere bir an Once isgal eylemine son vermeleri konu-
sunda ¢agrilarda bulunmustur. Ayrica 6grencilere siddete basvurmamalari
ve iggali uzatarak baska 6grencilerin sinavlara girme hakkina engel olma-
malar1 konusunda uyarilarda bulunmustur. Yazara gore isgaller tam da yil
sonu final sinavlari donemine denk diistiigili i¢in sinava girmek isteyen ve
mezun olmak isteyen 6grencilerle eylemci 0grencilerin arasinin agilmast
tehlikesi vardir. Bunu Her Giin gazetesi de sik sik dile getirmistir. Ipekei,
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isgal siirdiikge 6gretim tiyeleri ile 6grencilerin arasinin bozulabilecegi teh-
likesine de igaret ederek, 6gretim iiyelerine 6grencilerin taleplerinin hakli-
ligindan soz ederek hizla bunlar1 degerlendirmelerini isterken, 6grencilere
isgallerin uzlasma ortamim zedeledigini hatirlatmaktadir. Ogrenciler re-
form istemektedir ve isteklerini liniversite yonetimlerine sunmustur ancak
isgal slirdligii siirece bu taleplerin nerede goriisiilecegini sorgulayan yazar
(1968, 18 Haziran) bunun i¢in en uygun yerin iiniversite i¢i olduguna isa-
ret eder. Abdi Ipek¢i’nin yazilar1 ve 6zel gdriismeleri ile Istanbul Universi-
tesi Senato’su ile Isgal Komitesi arasinda gériisme saglanabilmistir.

Ogrencilerin olusturdugu isgal komitelerinin talepleri Milliyet, Cumhuri-
vet ve Terciiman’da 11 Haziran-3 Temmuz arasinda ilk ve yedinci sayfadan
yayimmlanmis, bdylelikle basin 6grenci taleplerini kamuoyuna duyurmus-
tur. Her Giin gazetesinde bu talepler daha 6zet halinde, kisa bigimde yer
almastr.

Milliyet ve Cumhuriyet’in ikinci sayfalarinda Egitim Sorunlar1 Tartigmasi
kosesi ve Cumhuriyet’in “Ne Diyorlar? Ne Istiyorlar?” kosesinde hem 6g-
retim iiyelerinin olaylarla ilgili diisiincelerine yer verilmesi hem de 6gren-
cilerin neden boyle bir eyleme kalkistiklarin1 agiklamalar1 ve taleplerini
belirtmeleri basiin “forum” islevi yiiklenmesine 6rnek teskil etmektedir.

Yine Cumhuriyet gazetesinin 17 Haziran tarihli imzasiz basyazida 6gren-
cilerin birlik olamamasinin ve baz1 “kenara itilen” 6grenci derneklerinin
arkalara siyasi partileri alarak hareketleri “dejenere etmek, politikaya
bulastirmak ve olay1 bir sag-sol catismasina gotiirmek ¢cabasinda” oldukla-
rina isaret edilmistir. Yazida 6grencilerin birlik olmasi, iyi organize olmasi
ve liderligin olusturulmasi salik verilmistir.

Miizakereci tutum ¢ergevesinde basin 6grencilerin yaninda 6gretim iiyele-
rine liniversite sorunlarini gidermeleri ve reform yapmalar1 dogrultusunda
cagrilar yapmstir. Ornegin ilhan Selguk (1968, 17 Haziran) “aydin pro-
fesorleri” reform konusunda 6grencilerin yaninda olmaya davet etmistir.
Benzer goriisle, Istanbul Universitesi’nde Rektor Egeli’nin 24 Haziran’da
Istanbul Universitesi’ni tatil edince, Selguk’a gére “kapatilinca” yazar bu-
nun ¢ok sorunlu bir tutum olduguna, “gdérevden kagmak” olarak algilandi-
gina isaret etmistir (1968, 26 Haziran).

Isgallerin 6grencilerin zaferiyle ve uzlasma iginde bitirilmesini basin tak-
dir etmistir Haziran ay1 sonunda olaylar yatistiginda Avrupa’daki 6gren-
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ciler gibi “taskin davranmadig1” i¢in Tiirk genglerini kutlamislardir. Hatta
Milliyet gazetesinde isgallerin kaldirilmasi sirasinda yonetim ve 6grenciler
arasinda ortaya ¢ikan duygusal anlar mansetten aktarilmistir (1968, 22 Ha-
ziran). Baz1 0gretim {iyelerinin sevingten aglayarak, bazi eylemci dgren-
cilerin hocalarin1 kucaklayarak mutlu kavusma goriintiileri gazetenin bas
sayfasinda yer almistir. Cumhuriyet gazetesinde de isgallerin 6grencilerin
taleplerinin karsilanmasi soziiyle bitirilmesi “bayram havasi” olarak de-
gerlendirilmistir (1968, 23 Haziran).

Basin isgaller sirasinda burada ornekleri goriildiigii iizere adeta farkl ta-
raflar arasinda (hiikiimet-liniversite yonetimleri 6grenciler) arabuluculuk
yapmaya caligsmis, sorunlarin teshisi ve acil bigimde ¢6ziilmesi, 6grencile-
rin de dikkat etmesi gereken hususlar konusunda uyarilarda ve onerilerde
bulunmustur.

Isgaller Sirasinda Basinda Egitim Tartismasi

Giinliik gazetelerde isgaller sirasinda iiniversitelerdeki sorunlara genis yer
ayrilmistir. Ozellikle Milliyet ve Cumhuriyet gazeteleri farkli paydaslarla
egitim sorununu tartismaya agmustir. Hiirriyet ve Her Giin gazetelerinde
boyle tartismalar yer almamistir. Cumhuriyet, Milliyet ve Terciiman ga-
zetelerinde kdse yazarlari tiniversite iggalleri iizerine yazilarinda 6gren-
cilerle empati kurmus “biz de bir zamanlar 6grenciydik” diyerek, magdur
durumda olduklarini diisiindiikleri 6grencilerle kendi yasadiklar1 haksiz-
liklar1, zorluklari, adaletsizlikleri dile getirmislerdir. Ornegin, Cumhuri-
yet gazetesinin 1960’11 y1llarda en ¢ok okunan yazarlarindan Ilhan Selguk
“Her Sinifta On bin Sayfa” adl1 kose yazisinda (1968, 17 Haziran) durumu
okurlarin duygularina da seslenerek soyle ifade etmistir:

Hepimiz 6grenci olduk. O giinlerin anilar1 taptaze yasar i¢imizde. ..Giin-
liik hayat ile okul arasindaki ¢aprazi bir tiirlii sokemeyen genglik, diplo-
ma pesinde kahrederdi kendini. ..Meshur hocalar fakiiltenin koridorla-
rinda salina salina dolasir, asistanlar listadlarin etegi pesinden ayrilmaz;
koridorlarda kitap karaborsasi, not ve teksir isleri iistiine yiiriiyen piyasa
yil sonuna dogru kizigirdi. Profesorler de uzun kitap yazardi hani...Ciim-
lesi uzun, paragrafi uzun, boliimii uzun, otuz alt1 kisim tekmili birden...O
zamandan bu zamana iiniversite hayatinin kosullar1 hafiflememis, agir-
lagmustir.

Universite ydnetimlerinin egitimle ilgili sorunlara yonelik duyarsizligina
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elestirileri Terciiman gazetesinde de gormek miimkiindiir. 19 Haziran ta-
rihli Nazli Ilicak’in yazdig1 Bagyazida Tirkiye nin en eski ve en biliylik
iiniversitesi senatosunun “acziyet” i¢indeki hali ve yoneticilerin egitim-bi-
lim yerine sahsi ¢ikarlarinin pesinde kosmalari alayci bir dille su sekilde
ele alinmistir:

Istanbul Universitesi Senatosunun tam bir saskinlik ve pusulasizlik igin-
de bocalamakta oldugunun, diimensiz bir gemi gibi dalgalar arasinda
sallanmakta bulundugunun en saglam belirtisini yine bizzat kendisi veri-
yor. Bogazin ta dbiir ucundan, iki giin ara ile, ¢ikan boguk ses mantiksiz-
ligin, insicamsizligin birer saheseri sayilsa yeridir...Senatonun yumusak
koltuklarina dayananlar diyemeyecegiz, ¢iinkil artik oralara yaslanmadan
harigten gazel okuyorlar, bu Profesorler hala firtinaya tutulan bir gemi-
den safra atarak kurtulmak ister gibi bir davranisa ve anlayisa sahipler.
Dipten gelen biiyiik dalganin énemini ve stimuliini bir tiirlii idraklerine
sigdiramiyorlar. Bugiin artik yalniz 6grenciler degil, fakat Tiirk umumi
efkar1 da perakendecilige ve isportaciliga son verilerek tiniversitede te-
melli reform yapilmasini ve verimli bir diizen kurulmasini istiyor. Hasis,
ufak ve cok asagilik sahsi ¢ikarlar ve dayanigsmalar iizerine kurulmus bir
sistem yikilmali ve yerini ¢ok enginlerden esen bir bilim havasina birak-
malidir.

Universitelerin sorunlar1 ve reform yapilmasi gereksinimi sag-sol ideolo-
ji ayirt etmeksizin s6z konusu basmin tiimiinde yer almistir. Universite
reformu 6grenci haklar1 veya egitim kalitesinin ylikseltilmesinden de ote
yukaridaki alintida da goriildiigii tizere Tiirkiye’de bilimin gelismesi ve
dolayisiyla iilkenin kalkinmas1 agisindan zorunlu bulunmustur. Hatta {lhan
Selguk tiniversite yonetimlerine, dgretim iiyelerine seslenerek (1968, 26
Haziran) 6grencilerle is birligi yapilmasini ve isgal eylemini tiniversiteler-
de reform yapilmasi i¢in firsat olarak degerlendirilmesini onermistir

“Devrimci Gengler” “Yozlasmis Diizene” Karsi

Isgaller sirasinda basmnin baska bir ortak dzelligi de donemin Tiirkiye’sin-
de tiniversite 6grencisi olmanin getirdigi prestijli konum ve siyasi kiiltiir-
de giiclii bir yere sahip olan “genclik miti” (Likiisli, 2019) dolayisiyla
iiniversite 6grencilerine gosterilen saygr ve giivendir. Ogrencilere iini-
versitede reform yapma sorumlulugu yiiklenirken 6zellikle Cumhuriyet
ve Terciiman gazetelerinde profesorler genglik kategorisinin karsisina ko-
numlandirilmis olumsuz 6zellikler atfedilmis bir ziimredir. Bu konumlan-
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dirma Emin Alper’in 27 Mayis 1960 sonrasinda Kemalizmin “Jakoben ah-
lakinin yeniden dogusu” olarak kavramlastirdigi semaya uygundur (Alper,
2009:274-275). Ogrenciler eylemlerini ahlaki bir pozisyonla (Alper’in Ja-
koben ahlaki olarak kavramlastirdig1 pozisyonla) kendi ziimre ¢ikarlarini
degil de idealist bi¢imde tiniversite reformu i¢in ugrasan bir ziimre olarak
tanimlamalariyla mesru kilmislardir. Basin da yukarida da isaret edildigi
{izere bu yaklasimi paylasmustir. Ogrencilerin isgal sirasinda “kolay simif
gecmek” “bedava diploma almak™ gibi amaglar1 olmadig1 yoniindeki be-
yanatlar1 buna o6rnektir. Her iiniversitede olmasa da daha ¢ok sol goriislii
ogrenciler 6rnegin Iktisat Fakiiltesi dgrencileri “halktan yana egitim” is-
tediklerini basina bildirmislerdir. Bu aslinda son derece soyut ancak ayni
zamanda ahlaki bir soylemdir; o giiniin toplumlarinda tiniversite egitimine
toplumun ¢ok kiiciik bir azinlig1 ulagabildigi i¢in 6grenciler ayricalikli ko-
numda olmalarina ragmen “halktan yana egitim” talep etmektedirler.

Ogretim iiyeleri, dzellikle profesorler ise yukarida Terciiman gazetesinin
basyazisinda da alintilandig1 iizere egitim-bilim veya toplumun gelismesi
yerine kendi maddi ¢ikarina, sahsi itibarina odaklanan giic grubu olarak
betimlenmistir. Bu durum iki ug siyasi yelpazenin temsilcisi olan 6zellik-
le Terciiman ve Cumhuriyet gazetesi i¢in gegerlidir; Hiirriyet gazetesin-
de kose yazilari, tartisma yazilar1 yoktur ve olaylarla ilgili herhangi bir
yorumda bulunulmamistir. Milliyet gazetesinde ise daha uzlagsmaci tavir
icinde iki “taraf”a (6grenciler ve 6gretim liyeleri) kars1 da saygili ve 6zenli
dil kullanilmistir.

Terciiman ve Cumhuriyet gazetesindeki karikatiirler, ¢izimler de yukarida
belirtilen algiy1 destekleyen yondedir. Heniiz eylemlerin basinda, 14 Hazi-
ran’da Cumhuriyet gazetesinde bir karikatiirde gencler 6gretim {iyelerine
“genglik as1s1” yapmaya calisirken, yoneticileri/iktidari temsil eden bir ka-
rakter de kagmaya calisirken resmedilmistir.
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15

GENCLIK ASISI Ankira ve letschurds da genlt

Gengler heniiz yeni eyleme kalkismigken bile bozuk yapiy1 tamir edecek
giic olarak betimlenmistir. Benzer bicimde, Cumhuriyet’in saygin basya-
zar1 Nadir Nadi (1968, 16 Haziran) sistemin “uyusukluk ve nemelazimcik
zihniyetinden” dolay1 degismedigi i¢in gencligin olusan “bunalim”a care
aramak zorunda kaldigina deginmistir. Aslinda gengler “bunalimda” de-
gildir, onlarin sorunlarina egilmeyen ve bunlara ¢are bulmayan “yaglilar”
(otorite-yetki sahipleri) gencleri bunaltmistir. Genglik {iniversite sorunu-
nu, hatta egitim sorununu ¢dzmek icin harekete gegmek zorunda kalmis-
tir. 1968 yilinda bir¢ok iilkede hakim olan “genclik bunalimi” sdylemine
iliskin olarak Cumhuriyet gazetesinin kose yazarlarindan Ecvet Giiresin
de iiniversite yonetimleri, kidemli 6gretim {iyeleri, egitim sorunlar ve iini-
versite sorunlarini ¢ozmemeleri dolastyla genclerin hakli olarak “bunaldi-
gin1” soyle ifade etmistir:

Biri yiiksek 6gretim kurumlarinin tek tek veya toplu olarak kendine
0zgl problemleri, digeri ilkokuldan baglayarak yiiksek 6gretime kadar
topyekiin egitim diizeni. Birincinin i¢inde tiniversite 6zerkliginin ¢ikar-
lar yiizlinden ters yone dogru itilen ve yalniz iiniversitenin siyasi iktidar
karsisinda belirlenen anlami vardir, yamali boh¢a halindeki 4936 sayili
kanun vardir. Kéhnemis egitim metodlari, hoca-6grenci iliskileri, tam
calisma vardir. Ayrica kohnemis egitim metoduna paralel giden 6grenci
¢oklugu, kiirsii diizensizlikleri, otokontrol sisteminin kurulamamasi, 6g-
rencileri bunalimdan alikoyacak tedbirlerin alinamamasi v.s. vardir

[lhan Selguk da “Egitimde Bezirgin Ruhu” adli kdse yazisinda (1968,
25 Haziran) gengligin aslinda sadece iiniversitelerdeki sorunlardan degil
iilkenin tiimiine ¢oken adaletsizliklerden bunalmis oldugunu iddia eder.
Gengler riskleri tistlenerek adaletsizlige karsi direnise ge¢mis, bagkaldir-
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miglardir. Yazar, gengligin baskaldirisini su sekilde anlatir:

Genglik bunaliyor... dedikleri zaman bunalimin toplumun kirli hava-
sindan ileri geldigini itiraf etmeliyiz. Adaletsizlik ve erdemsizlik bizim
toplumun yasamina agir bir sis gibi ¢okmiistiir. Baz1 cigerler bu zifiri te-
neffiis etmeye alismis olabilirler; gengligin korpe ve temiz cigerlerinden
ayni aligkanlig1 bekleyemeyiz.

Cumhuriyet ve Terciiman gazetelerinde tliniversite Ogrencileri -genglik-
idealist, aydinlanmaci, ilerici, dinamik kesim olarak resmedilirken ki-
demli 6gretim iiyeleri bencil, ¢ikarci, 6grencileri ve bilimle yeteri kadar
ilgilenmeyen, kendi kiigiik hesaplarinda ve tartigmalarinda bogulmus, inti-
hal yapan, maddi ¢ikarini diislinen, hiyerarside ylikselmek i¢in tiirlii tiirli
oyunlara bagvuran, ¢esitli suclara ve ahlaksizliklara bulagmis, eski kafali-
lar olarak betimlenmistir. Ornegin, Terciiman gazetesinin Toparlanmayan
Profesorleri Elbette Toparlarlar!” adli bir basyazisinda (1968, 15 Haziran)
profesorler soyle tarif edilmislerdir:

Universiteli genglerin boykotlarmi, binalari isgallerini sanki Avrupa ve
Asya’da bazi memleketlerde meydana gelen olaylarin bir kopyast ve
Ozentisi saymak ve gostermek hevesi, realitelere, yurdumuzun hakikat-
lerine hi¢ uymaz. Ciinkii bizdeki 6grenci hareketleri, liniversite yonetici
ve profesorlerinin uzun yillardir stirlip giden vurdumduymazliklarinin
bir sonucudur. Profesorler, sadece kendi ¢ikarlarini saglamak konu-
sunda hassasiyet gosterirler, bol bol, giiya ilmi Avrupa seyahatleri
yaparlar, ceplerini dovizlerle doldurarak yurda birer muhtesem oto-
mobille donerler. Bazen yillarca siiren bu yokluklari sirasinda fakiiltede-
ki kiirsiiniin ve derslerin ne halde oldugunu bir saniye olsun hatirlarmin
ucuna getirmezler. Universite muhtariyetine sayg1 olsun diye bu tutumun
hesabini kimse de kendilerine soramazdir. ilim ile kazang hirs1 6yle yan
yana ve kuzu kuzu beraber yasayacak nitelikte degildir. Hakiki ilim, az-
cok feragat ister, siikkiin iginde ¢aligmak ister.

Yukarida siraladiklarimiz disinda 6zellikle profesor kadrosu yazdiklari
kitaplarini 6grenciye asir1 pahaliya satmakla, sinavlari diizgiin okumamakla,
ogrencilere sinavlarda zuliim uygulamakla, onlarla asir1 hiyerarsik ve
otoriter iliski kurmakla suglanmislardir. Terciiman gazetesinde de 6gretim
iyelerinin ozellikle “profesér” kadrolart egitim ve bilimle ugrasmak
yerine muayene a¢gmak, iiniversiteye alimlardan haksiz kazang saglamak,
yani daha fazla para kazanma, riitbe, san-sohret pesinde olduklar: ifade
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edilmistir. Ogretim iiyeleri, 6zellikle profesér kadrolari, Tip Fakiiltesi ve
Hukuk Fakiiltesi hocalarina iligkin basinda hayli olumsuz yargi olustugu
soylenebilir. Bu durum Cumhuriyet gazetesindeki su karikatiirlerde de
gbzlemlenmektedir:
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Terciiman gazetesinde de sirasiyla 13, 18,19 ve 26 Haziran tarihlerindeki
karikatiirler de benzer gosterge (6grencilerin sorunlari ¢ozmeye calistigi,
ilerici giicler olarak) iletmektedir:

Ogrenciler kendi ¢ikarlarini demokratik bigimde savunan bir toplumsal
grup/ziimre olarak degil de ¢ikarci profesorlerin karsisina konumlanmis
ahlaki pozisyonlarindan dolay1 haklidirlar ve desteklenmektedirler. Bu du-
rum Ozellikle “genglik mitini” ve “zinde glicler” olarak devrimei genglik
sOylemini sahiplenen sol Kemalist aydinlarda (Ulus, 2011:20-42, 92-114)
ornegin Ilhan Selcuk’un yazilarinda daha &n plana ¢ikmustir. ilhan Sel-
cuk’un kosesinde isgaller sirasinda d6gretim liyelerini suglayici veya alayci
bir dil kullanilmis, genclik ise yiiceltilmistir. Ilhan Selguk {iniversitedeki
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sorunlart politik ekonomi agisindan ele alarak temel sorunun “kapitalist
diizen” oldugunu vurgulamistir. Bu diizende 6gretim tliyeleri yozlasmistir,
ogrenciler bu duruma tepkilidir. Selguk (1968, 14 Haziran) bazi 6gretim
tiyelerinin (0zellikle Tip Fakiiltesi, Miithendislik gibi branglarda) “cikar se-
bekesi” kurdugunu ve onlarin gergek bilim insanlarini engelledigini iddia
etmistir. Yazar “mutlu azinlik” olarak tanimladigi bu kesimin {iniversiteyi
yozlagtirdigini1 6ne siirmiistiir. Yazar olumsuz ifadelerle betimledigi pro-
fesorlerin 6grencileri bilerek “caktirdiklarini” bu sekilde kendi kitaplarini
Ogrencilere satarak menfaat sagladigini iddia etmektedir.

Selcuk, tiniversiteleri “batak™ olarak betimlemis ve 6gretim iiyelerinin bii-
ylk bir kisminin yozlasmis bir “¢ikar sebekesine” ait oldugu belirterek
sadece kii¢iik bir azinligin gercek bilim insan1 oldugunu ancak onlarin da
iktidar sahipleri tarafindan baski altinda tutulduguna isaret etmistir. Sel-
cuk’un “Universite olaylarinin anlam1” (1968, 14 Haziran) yazisinda du-
rum tespiti su sekildedir:

Mutlu azinligin hizmetinde tabip ordinaryiisler...ticaret odalariin yiik-
sek iicretli profesorleri...komprador firmalarinda danigman dogentler...
klinik tefeciliginde vurgun pesine diismiis dekanlar...iktidar sahiplerinin
elini etegini dperek teminat arayan rektorler...tip fakiiltelerine satin al-
diklar1 pahali makinelerin komisyonlarinda doymak bilmez para hirsini
tatmin edenler...bilirkisi raporlarinda diinya kdiltiir ve bilim klasiklerine
yasak levhasi asanlar...vurgun ve menfaat klikleri..kitap hirsizlari..fikir
korsanlart..

Bu karnaval alay1 yillardan beri {iniversite catisinin altinda barinmakta-
dir. Cogu zaman Universite hakkinda kapali odalarda anlatilan akil almaz
rezaletlerin yiizde biri gazete sayfalarma gecer. Universitenin ne bi¢im
batak oldugunu en ¢ok icinde bulunan 6gretim iiyeleri bilirler. Universite
Ogretim {iyeleri arasinda eli dpiilecek nice kisiler de vardir. Ama bir tiirlii
seslerini duyuramazlar. Ciinkli hakim gruplar dylesine teskilath ve dyle-
sine giicliidiirler ki, yiizii aydinliga doniik bir avug bilim adamini baski
altina almislardir.

Terciiman gazetesinde Basyazida (1968, 28 Haziran) Cerrahpasa Tip Fa-
kiiltesi 6grencilerinin talepleri arasinda 6gretim liyelerinin “tam giin ¢alis-
mas1” yer alinca bu 6gretim iiyeleri sert bicimde elestirilmislerdir Ogren-
ciler, 6gretim tiyelerinden ¢ok daha fazla idealisttir; {iniversiteye, bilime,
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insanlik i¢in hizmet etmeye adanmislardir. Hatta Terciiman Gazetesinde
“Ogrenci Istekleri Masumdur” adli basyazida (1968, 28 Haziran) 6gren-
cilerin taleplerinin “masum” oldugu, 6gretim {iiyelerinin tam giin calis-
masinin sadece 6grencilerin degil, biitiin toplumun yararina oldugu be-
lirtilmistir. Gazetede 0grencilerin tam giin ¢alisma talebinin kamuoyuna
duyurulmasinda, kamuoyunun vicdanina seslenerek protesto eylemlerine
duygusal destek saglanmasina da ¢alisilmistir:

Ne istiyorlar 6grenciler? Profesorler disarida ugrasmasin...Hastanede
hasta ayartip muayenesine gétiirmesin. Universite yerine, davalar alip
vaktini mahkemede gegirmesin...Kitaplardan fahis para kazanma yolla-
rin1 aramasin...Ama her insafli yurttas, mesela Tip Fakiiltesi talebesi-
nin su masum dileginde onlarla beraber olmaz mi1? Bu asi iiniversite
gencleri, biliyor musunuz ne kadar agir bir talepte bulunuyorlar?
Ellerinizi vicdaniminiz iizerine basin ve hiikmiiniizii verin...

Profesorler biitlin giiclerini ve zamanlarini iiniversitedeki faaliyetlerine
tahsis etsinler, disarida cesitli islerle ugrasarak, yahut hastanelere bas-
vuran hastalar1 ayartarak 6zel muayenehanelerine gétiirmek yolu ile bu
bicareleri sizdirmasinlar... Tiplilarin bu istegine hay Allah sizden raz
olsun, geliniz alnimzdan 6peyim demeyecek -Profesorler haric- bir
Tiirk bulunur mu? !

Genglige olan sayg1 ve destege donersek, bunun altinda milliyet¢i duygu-
larla “bizim gencligin” batidaki genclik gibi yanlis yapmayacagina olan
inancin yattigini belirtmek gerekir. Medyada diinyadaki genclik ile bizde-
ki genclik karsilagtirilmis, Tiirkiye’deki genglige daha “olumlu” goriilen
nitelikler atfedilmistir. “Bizim genclik” “Tiirk gengligi” asildir, olgundur,
ahlaklidir, bilin¢lidir, vakurdur. Dénemin iktidar partisinin Adalet Parti-
si’nin (AP) olaylar1 “6zenti” ile agiklamasina iktidar1 genellikle destekle-
yen Terciiman bile 6rnegin 15 Haziran’daki yazi ile milliyetci duygularla
kars1 ¢ikmustir. Yazida belirtildigi tizere Tiirk gencligi farkl 6zelliklere
sahiptir; bu nedenle gencligin batidaki eylemlere 6zenmesi miimkiin de-
gildir:

Biz, iyi insanlar, iyi genglerle dolu fakir bir iilkeyiz. Bu gergegi ne tacir-
lerimiz ne hiikiimet adamlarimiz ne de hocalarimiz unutsunlar. Bu ¢o-
cuklar, kiz arkadaslarina “kardes” goziiyle bakanlar, hocalarinda “ideal
insan” arayanlardir.
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Degerlendirme

1968 Baharinda tiniversite isgalleri dalgasinda Tiirkiye’de tiraji en yiik-
sek lic gazete Ogrencileri eylemlerinde hakli bulmus, protestolart mesru
olarak degerlendirmistir. 1961 anayasasinin getirdigi 6zgiirliikk¢ii ortam ile
demokrasi ¢itasinin basinda yiikseldigi goriilmektedir. Ogrencilerin iini-
versitelerini isgal etmeleri basinda demokratik sinirlar igerisinde yeri olan
hukuki ve mesru bir eylem olarak degerlendirilmistir. Basin, 6grencilerin
eylemlerini demokratik agidan mesru bulmustur. Bu konuda bir fikir or-
taklig1 vardir ve kanunlara gore isgal agir bir sug teskil etmesine ragmen
(Toprak: 2019, 253) eylemler demokratik rejimlerde mevcut olan “dire-
nis hakk1” baglaminda degerlendirilmistir. Bu yonde kesin bilimsel kanit
sunmak gii¢ de olsa, 1968 bahari/yazinda birgok {ilkenin aksine isgallerin
ogrencilerin zaferi ve uzlasmayla sona ermesinde, kamuoyu desteginin ya-
ratilmasinda basinin olumlu rolii oldugu ileri siiriilebilir.

Bu tutumda 6grencilerin siyasal bir hedefle ve ideolojik-siyasal kampla-
ra ayrismadan hep birlikte gercekten iiniversite sorunlar lizerine eyleme
kalkismalarinin en 6nemli belirleyici oldugu goziikmektedir. Ug basin
organt da eylemlerin herhangi bir parti-orgiit onderliginde gelismeden,
“kendiliginden eylem” olduguna dikkat etmislerdir. Hatta AP sdzciisiiniin
o yondeki beyanatlarina kars1 Zerciiman gazetesi de eylemlerde milliyet-
ci-muhafazakar 6grenci temsiliyetinin varligina ve destegine isaret etmis-
tir. Eylemler zaten sol goriislii 6grencilerin agirlikta oldugu tiniversiteler-
de baslamamuistir. Genglerin (Paris’te oldugu gibi) sokaga ¢ikip taskinlik
yapmamalari, kamu yasamini zora sokacak eylemlerde bulunmamalari,
siddete bas vurmamalar1 da basinin olumlu tutumunun ana nedenlerinden
biridir. Hatta gencler Batidaki akranlar gibi kirici-yikici davranislar sergi-
lememeleri bakimindan takdir toplamistir. Bagka tilkelerin gencligine gore
Tiirk gencligi asil, vakur, bilin¢li davranislartyla dviilmiistiir. Genglerin,
Tiirkiye toplumunun geleneklerini asarak “cinsel 6zgiirliikk” yoniinde ta-
leplerde bulunmamasi da muhaftazakar basin tarafindan takdir toplamistir.

Bunlarin yaninda Avrupa’da, ABD’de ¢ok daha iyi sartlarda egitim goren
ogrenciler bile eyleme gegmisken Tiirkiye gibi “geri kalmis”, “refah diize-
yi diistik”, “egitimle ilgili birgok sorunu olan iilkede” 6grencilerin eylem-
leri hakli goriilmiistiir. Kendi genglik donemlerine donen kose yazarlari,
genglere empati ile yaklasmis, kendilerine hak vermislerdir. Kose yazarla-
r1 kendilerinin de liniversite egitimleri sliresince bir¢ok sorunla karsilastik-

larin1 hatirlayarak, otorite karsisinda ezildiklerini hissettikleri 6grencilerin
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yaninda saf tutmuslardir.

Makalede degindigimiz veriler, basinda “genglik mitinin” giiglii bicimde
benimsendigine isaret etmektedir. Emin Alper’in 1968 {izerine tezinde ileri
stirdligli sekilde bagimsizlik savasi verilen iilkelerde yozlasmis ve sistemle
(hatta somiiriicli/isgalci) giiclerle is birligine gitmis “yaslh” neslin karsisin-
da “genclige” ulusalci, idealist, romantik devrimci rol bigilebilmektedir.
Basinin giiglii kalemleri 6gretim tiyelerini, 6zellikle kidemli 6gretim tiye-
lerini tiirlii “yozlasmislik ve ahlaksizlik” icinde betimlerken 6grencileri
saf niyetlerle, idealist bigimde miicadele eden ilerici giigler olarak resmet-
mistir.

! Tiirkiye’de ilk endiistrilesen ve tiraji 1 milyona ¢ikan gazete Hiirriyet'tir. Hiirriyet ga-
zetecilikte beklenmedik bir devrim yaparak yayinladigi haberlere resimler eklemis, gaze-
tede ¢izgi romanlara yer vermistir. 1960’11 yillarda giinliik gazetelerin tiraji genel olarak
yiikselmistir. Gazete, artik kitle iletisim aracina doniismekte ve popiiler kiiltiirii yaygin-
lastirmaktadir. Hiirriyet gazetesinin kitlesellesme yolunda elde ettigi basariy1 géren Ali
Naci Karacan, 1950 yilinda Milliyet’i ¢ikarmaya baslamistir (Oktay, 2009:50). Milliyet,
Abdi Ipekgi’nin yonetiminde aydin kesimi de kendine gekmeye galisan bir yayim politi-
kast izlemistir. Milliyet’in 1960 lar boyunca tiraji 300 000’1 asmistir. Cumhuriyet gaze-
tesinin tiraj1, o dénemde ¢ok okunan Ilhan Selguk’un da yazar kadrosuna katilmastyla be-
raber 1960’larda 1 milyona ¢ok yaklasmustir. 7erciiman bir bocalama donemi gecirdikten
sonra is adami Kemal Ilicak tarafindan satin alindiktan sonra yeni bir atilim igine girerek
Adalet Partisi yanlis1 yazarlar1 kadrosuna alip iktidarin en kuvvetli taraftar1 olarak hizla
gelismistir. Terciiman gazetesi 1968 de tiraji en yiiksek ikinci giinliik gazete haline gel-
migtir. Bunda &zellikle dini hikdye ve roman tefrikalarinin rolii oldugu one siiriilmiistiir.
1968 yilinda tiraji 300 000 civarindadir. (Eryentiir, 1971).

2Ornegin, bkz., Giiresin (20 Haziran 1968), (29 Haziran 1968); Selcuk (26 Haziran 1968).

3 Istanbul Universitesi Senatosu Rektér Ekrem Serif Egeli Baskanlhiginda 14 Haziran’da
toplanmis, 6grencilere isgalin agir bir su¢ oldugu konusunda uyarilarda bulunularak acil
olarak birakilmasi ¢agrisinda bulunulmustu. Senato 6grencilerin sorunlarinin ve taleple-
rinin goriisiilmesi i¢in isgalin birakilmasi gerektigini 6n kosul olarak bildirmisti. Toprak
(2019).

*Bkz. Kaynakga, Cumhuriyet, Milliyet, Egitim Tartismalari.
* Alper burada “gencligin” Kemalist kesimler tarafindan Adalet Partililer karsisinda ko-

numlanmasindan s6z etmektedir ancak kavramlastirilmasi basinda 6grenciler-profesorler
arasinda ¢izilen karsithiga da uymaktadir.
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§ Ornegin, bkz., Hiirriyet, 14 Haziran 1968: “Boykota Iktisat, Tip ve Edebiyat Fakiiltesi
de Katildi. Boykotcu 6grenciler “Kolay sinif gegmek veya bedava diploma almak igin
yapmiyoruz” demislerdir. Tktisat Fakiiltesi 6grencileri “Biz halktan yana bir egitim siste-
minin uygulanmasini istiyoruz” demislerdir”.

7 Vurgular eklenmistir.

$ Ornegin, Selguk (18 Haziran1968); Alp, (16 Haziran 1968); Basyaz (isimsiz), (27 Ha-
ziran 1968).

? Vurgular ash gibidir.
10 Ornegin, Alp (16 Haziran 1968) ; Basyazi (imzasiz), (27 Haziran 1968).

" Sirasiyla: (14 Haziran 1968), Cumhuriyet, 1, (19 Haziran 1968), 1, (26 Haziran 1968),
1, 30 (Haziran 1968), 1, (1 Temmuz 1968), 1.

12 Elbette s6z konusu yazarlarin yanlis bilgi aktardigini, tiniversitelerde bu tip sorunlar
olmadigini, yozlagsmig gretim tiyeleri bulunmadigini iddia etmek miimkiin degildir; hatta
tartigmalarina katilan bir¢ok 6gretim {iyesi de benzer sorunlardan séz etmistir. Burada
basinda ozellikle Cumhuriyet ve Terciiman gazetelerinin kose yazarlarinca dgrenci ve
ogretim tiyelerine iligskin birbirine zit soylemlerin tekrar tekrar kullanilmasinin okurlar
iizerinde alg1 yaratmada etkin oldugunu ve muhtemelen bunun amaglandigina isaret edil-
mektedir.

13 Vurgular eklenmistir.
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