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Cagla Kubilay Burak Dogu

Ankara Universitesi Iletisim Fakiiltesi Izmir Ekonomi Universitesi lletisim Fakdltesi

Giiniimiizde iletisim calismalar: siyasal, ekonomik, sosyal ve kiiltiirel bag-
lamlara niifuz eden genis ve ¢ok disiplinli bir alana karsilik gelmektedir. Bu-
nunla birlikte 20. ytizyilin hentiz baslarinda koklii bir disiplin olarak ortaya
¢ikmasindan bu yana diger disiplinlerle stirekli bir devinim iligkisi igerisinde
olan iletisim c¢aligmalarinin yiiz yili agkin tarihi ¢ok sayida kirilmaya sahne
olmustur. Ozellikle yeni iletisim teknolojilerinde tanik oldugumuz gelisme-
ler ve internetin kullamim alanlarinin yayginlasmasiyla son dénemde hizla
yeniden sekillenen iletisim ortaminda yeni mecralarin ortaya ¢ikmasi, aras-
tirmacilarin gerek kuramsal ve yontemsel, gerekse uygulama ayaginda c¢ok
fazla yeni konu, saha ve yaklasimi dikkate almasini gerektirmistir. Yeni med-
ya ekolojisinde farklilagan iiretim ve dagitim siiregleri, coklu medya platform-
larma yayilan yeni anlati bicimleri, medya endiistrisini yeniden tanimlayan
uretici-tiiketici iliskisi, sosyal aglarin yaygin kullanimiyla ortaya ¢itkan veri
formatlar1 gibi yeni olgu ve gelismeler disipline dogrudan etki etmis, iletisim

calismalari alaninda yapilan aragtirmalara yon vermistir.
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Tletisim Arastirmalar: Dernegi (ILAD) ve Iletisim Fakiiltesi Dekanlar Yii-
riitme Kurulu’'nun (ILDEK) destegiyle 26-28 Ekim 2020 tarihinde Izmir Eko-
nomi Universitesi Iletisim Fakiiltesi ev sahipliginde diizenlenen “2. Uluslara-
ras1 Dijital Cagda Tletisim Sempozyumu”nun (2. International Communication
in the Digital Age Symposium) temasi, yukarida anilan gelismeler goz ontine
almarak “Siireklilikler ve Kesintiler” olarak belirlendi. Iletisim calismalari
icindeki farklt okul ve disiplinlerden aragtirmacilari bir araya getiren sem-
pozyumda ytiziin tizerinde bildiri sunuldu. Sempozyumun verimli akademik
ortami, sunulan bildirilerin gelistirilmesine katkida bulundu. Nitekim bun-
lar igerisinden makaleye evrilen nitelikli yayinlar ortaya ¢ikt1. Elinizdeki 6zel
say1 igeriginde soz konusu yayinlardan derlenen bir se¢ki sunuyoruz.

Ozel sayinin igerik ve yapisini sempozyumun odaginda yer alan konu-
lar dogrultusunda belirledik. ik sirada Altug Akin’m “Marshall Plan Films
and Documentaries: A Meditation on Origin of Communication for Development
in Turkey” (Marshall Plani Filmleri, Belgeselleri: Kalkinma Amach [letisimin
Tiirkiye’deki Kokeni Uzerine Diisiinmek) baglikli calismasina yer verdik. Kal-
kinma Amagh Iletisim’in Tiirkiye’deki seyriyle ilgili sinirli alan yazina katki-
da bulunmak gayesiyle kuramsal bir gergeve ve tartisma sunan ¢alismasinda
Akin, Marshall Plan iletisimini merkeze alarak Marshall Plani ve Tiirkiye
hakkindaki film ve belgesellere odaklaniyor. Genel ¢ercevede planin sebeple-
rini, sonuglariny, iletisim stratejilerini ve yontemlerini degerlendiren, dzelde
ise Turkiye ile ilgili Marshall Plani film ve belgesellerini inceleyen calisma,
Marshall Plani'nin giktilarini modernlesme paradigmasinin hdkim oldugu
donem ve Kalkinma Amacl Iletisim baglaminda ele aliyor.

Selin Tiirkel, Ebru Uzunoglu ve Pmar Umul tarafindan kaleme alinan
“Assessing Service-Learning Approach: Semantic Meanings of Learning Outcomes
and Student Experiences” (Hizmet Ederek Ogrenme Yaklagiminin Degerlendi-
rilmesi: Ogrenme Ciktilar1 ve Ogrenci Deneyimlerinin Semantik Anlamlart)
baglikli makale, Tiirkiye'deki yiiksekdgretim kurumlarindaki hizmet ederek
o6grenme uygulamalarina g1k tutuyor. Bu kapsamda midilteci ¢ocuklara yo-
nelik nefret sdylemiyle miicadele eden bir iletisim kampanyasini 6rnek olay
yaklagimiyla ele alan ¢alismada, metin tabanli 6grenme ciktilar: ile 6grenci
deneyimlerini igeren goriisme verileri anlamsal ag analiziyle degerlendirili-
yor. Calisma, hizmet ederek 6grenme derslerinin biligsel ve duyussal alan-
larda 6nemli 6grenme kazammlarini hedeflemenin yani sira gerekli iletisim
becerilerinin aktarilmasina da yardimci oldugunu ortaya koyuyor. Bu yontiy-
le calisma, iletisimsel 6rnek ve uygulamalar tizerinden yiiksekégretim miifre-
datinin gelistirilmesine iliskin iggériiler sunuyor.
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Bu sayida yer alan iigiincii galisma Alp Sahin Cigeklioglu ve Recep Unal’a
ait. “Haber Uretimi ve Dagitim1 Baglaminda Tiktok Uygulamast Ne Vaat Edi-
yor?” baslikli makalelerinde yazarlar, aktif kullanici sayis: giderek artan Tik-
Tok uygulamasi tizerinden igerik tiretiminde bulunan haber kuruluglarinin
paylagimlarini inceleyerek yeni bir haber dagitim ve etkilesim alani olarak
TikTok’un haber ekolojisi igerisindeki yerini sorguluyor. Calismada, platform-
da yer alan haber kuruluslarinin hesaplari tizerine igerik analizi gergeklestiri-
lerek takipgi ve begeni sayilari, tirettikleri video sayilari ve haber kategorileri
tespit ediliyor. Yazarlar, TikTok’un kendine 6zgii igerikleriyle, haber kurulus-
lar1 ve gazeteciler icin hentiz bir deneme alan1 oldugu sonucuna variyor.

Hakan Erkili¢ ve Senem Duruel Erkili¢'in birlikte kaleme aldig1 “Covid-19
Pandemisi Siirecinde Dijital Platformlarin Yiikselisi: Sinema Deger Zincirin-
deki Degisim Sinema Endiistrisini Nasil Etkiler?” basliklt makale, Covid-19
pandemisinin sinema sektoriine etkilerini dijital platformlarin gelismesi
baglaminda ele aliyor ve deger zincirindeki degisime odaklaniyor. Makale,
baglamsal bir yaklagimla sinema deger zinciri iginde ytikselis egrisi gdsteren
dijital platformlar1 diinya ve Tiirkiye 6zelinde inceliyor. Dijital platformlar
ve deger zinciri iligkisini endtistrinin yapisal doniistimti ve yasal diizenleme-
ler agisindan ele alan makale, derinlemesine goriismelerden elde edilen nitel
saha verisinin yan sira ikincil kaynaklarin analizine dayaniyor.

“Noir Than Ever: Crime Drama as the Popular Genre in Turkish Streaming
Services” (Her Zamankinden Daha Karanlik: Yerli Dijital Platform Dizilerin-
de Popiiler Tir Olarak Su¢ Dramalari) baglikli yazisinda Nisa Yildirim, yerli
dijital platformlardan Blu TV ve Puhu TV’de yayimlanan dizi tiirlerini ele
aliyor. 2017-2020 yillar1 arasinda yayimlanan dizilerde su¢ dramasimin sik-
likla tercih edildigi saptamasini yapan yazar; Masum, Bozkir, Sahsiyet ve Dip
adli dizileri tiir analizinde ideolojik yaklasimdan hareketle inceliyor. Yildirim,
secilen dizilerin toplumsal baglamda benzer bir karamsarlig1 paylastigini ve
mecralarmin sagladig: 6zgiirliige ragmen progresif anlatilar sunmaktan uzak
oldugunu iddia ediyor.

Ozlem Alikilig ve Asuman Ozer’in “The Use of Celebrity Influence Model
in Pandemic Communication: Examining Micro-Celebrities’ Instagram Accounts”
(Unlii Etkisi Kullanim1 Cergevesinde Pandemi Iletisimi: Instagram Mikro-
Unliileri Uzerine Bir Inceleme) baslikli makaleleri bu sayida yer verdigimiz
diger bir caligma. Yazarlar, Tiirkiye’de en ¢ok kullanilan sosyal aglardan biri
olan Instagram 6zelinde mikro-iinliilerin salgin dénemindeki iletisimlerine
odaklaniyor. Unlii etkisi modeline dayanan calismada, Tiirkiye’de etki giicii
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skoruna gore ilk on sirada bulunan mikro-iinliilerin pandemi dénemindeki
paylasimlari ele alintyor.

Bu sayida yer alan son ¢alisma Sema Misci Kip ve Zeynep Aksoy’a ait.
“Ttirkiye’deki Adodlesanlarin Dogal Reklama Yonelik Etik Algilarinin Deger-
lendirilmesi” baglikli makalelerinde yazarlar, adlesanlarin dogal reklamla
ilgili etik algilarimni cinsiyet baglaminda analiz ediyor. Kesfedici bir aragtirma
tasarimina sahip olan ¢alismada, Reidenbach ve Robin’in ¢ok boyutlu etik 61-
cegi kurgusal bir dogal reklam 6rnegi tizerinden genis bir 6rnekleme uygu-
laniyor. Calisma, addlesanlarin “reklam” etiketlemesinin yapilmadig: dogal
reklam 6rnegini etik agidan sorunlu bulmadigini; ancak etik alginin ahlaki
esitlik boyutunda cinsiyete gore anlamli bir farklilik ortaya koydugunu gos-
teriyor.

Sempozyumun diizenlenmesinde ve bu yaymlarin ortaya ¢ikmasinda
emegi gegen herkese tesekkiirii borg biliriz. Ayrica saymin yaymna hazirlan-
masinda 6zenle calisan editor asistanlarimiz Burcu Yaman Akyar ve Helin
Oztiirk’e, sayinin hazirlik asamasinda yardimlarini esirgemeyen Ezgi Kaya
Hayatsever ve Ugur Yagan'a ve derginin tasarim stirecindeki emegi icin
Mehmet Sobaci’ya ¢ok tesekkiir ederiz.

Bu 6zel sayinn iletisim arastirmalarinin yani sira disiplinin iliskili oldu-
gu diger sahalarda ¢alisan aragtirmacilar i¢in faydali olmasini umuyoruz.
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Abstract

Concerned with exploiting communication tools for development purposes, Communication for De-
velopment was born in the specific context of post-World War Il years as an implementation area or
practice, prior to its establishment as an academic research domain. The same era caincidences with
implementation of Marshall Plan, which included Turkey among its beneficiary countries. Marshall Plan
and its communication, with a specific focus on the films in/about Turkey, constitute the core to the
study, which aims to contribute to the limited literature on Marshall Plan communication in Turkey and
the history of Communication for Development in Turkey. Underlying impulses of the Plan, its implication,
the communication strategies and methods utilized throughout the Plan and films are studied, while the
Marshall Plan films about Turkey are contextualized in the modernization paradigm-dominated period of
communication for development practice and research.
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Marshall Plani Filmler,

Belgeselleri:
Kalkinma Amacli lletisimin Turkiye'deki
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Altug Akin
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0z

lletisim araclarini kalkinma hedefleri dogrultusunda kullanma olarak 6zetlenebilecek Kalkinma Amagl
lletisim, bir akademik arastirma alani olarak tesis edilip kabul gormeden once Ikinci Dinya Savasi sonrasi
donemin kendine has baglaminda bir uygulama alani ve mudahale araci-yaklasimi olarak ortaya gikmistir.
Ayniyillar, [kinci Dinya Savas yorgunu Avrupa Ulkeleriyle birlikte Tirkiye'yi de kapsayan Amerika Birlesik
Devletleri kaynakli Marshall Plani'nin uygulandigr oldukca énemli bir doneme denk gelir. Bu arastirma,
Marshall Plani ve Turkiye hakkindaki filmlere yogunlasmakta; Marshall Plani iletisimini merkeze alarak
hem Turkiye 0zelinde Marshall Plani iletisimi, hem de Kalkinma Amagli lletisim'in Turkiye'deki seyriyle il-
gili sinirli alan yazina katkida bulunmayi hedeflemektedir. Planin sebepleri, sonuglar, iletisim stratejileri,
yontemleri ve 6zel olarak da filmler derinlemesine incelenmis ve Turkiye ile ilgili Marshall Plani filmleri,
modernlesme paradigmasinin hakim oldugu donem Kalkinma Amacli lletisim baglaminda ele alinmuistir.

Anahtar Kelimeler: Kalkinma amacli iletisim, Marshall Plani, Turkiye, film, propaganda
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Introduction

Since its implementation (1948-1952), Marshall Plan (MP)! has become a mod-
el for exhorting planned external intervention elsewhere, to do what the MP
is alleged to have done successfully for Western Europe after World War II.
Respectively, MP communication campaign in general, and MP films in par-
ticular frequently have been hailed as exemplary case of successful interna-
tional communication, to “sell Europeans on” democracy, shared economic
goals and the hope of a new, peaceful, united Europe built on the ashes of the
ruined old one (Agnew and Entrikin 2004, 3). Yet, such arguments could eas-
ily be disputed when Turkey’s case is taken into consideration.

Although not involved in the World War II, Turkey was one of the coun-
tries benefited from the MP. Turkey was also the audience/ theme of some MP
films, such as Yusuf and his Plough (1951), The Village Tractor (1951) and Turk-
ish Harvest (1952). Predominantly illustrating the transformation of “back-
ward” conditions under which Turkish peasants live, to a “productive and
normalized” social environment thanks to MP, these films provide with valu-

LN ]
1 Hereinafter, the acronyms ERP and MP are used interchangeably, while both refer to the
European Recovery Plan that is the Marshall Plan.
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able insights about a certain discourse within which Turkey was embedded,
namely development. Particularly in 1950s and 1960, when “modernization
paradigm” was leading nascent Communication Studies field under the ru-
bric of Development Communication, development was the most dominant
discourse in Turkey.

Focusing on the films, this paper aims to problematize the communica-
tion techniques utilized throughout the implementation of MP, which was,
according to Ellwood, “the biggest peace-time propaganda ever” (1998, 33).
Through a study of the MP films produced for audiences in Turkey, one of
the participating nations in the MP, it is aimed to produce a country-specific
evaluation of the MP communication campaign that reveals its strong rele-
vance with historical foundations of a particular domain of communication
studies, namely Communication for Development. Although neither the MP
itself nor Turkey are usually associated with this field of research,? it is argued
that the MP communication campaign in general, and in Turkey in particular,
may be understood as prologue to Communication for Development, a field
concerned initially with Third World development, although since the 1950s
its scope has extended beyond, and its paradigms have changed dramatically.

Accordingly, first MP with its contextual significance is introduced in the
next section to be followed by a section on MP communication and another
one on the MP films. Then two sections are devoted to the MP films in/about
Turkey and their analysis. Findings of the analysis are discussed in the light
of Communication for Development theoretical framework in the discussion
section, followed by a brief conclusion on suggestions for future research.

The Marshall Plan: Motivations and Implications

MP is one of the most ambitious and extensive economic development initia-
tives ever undertaken by a government outside its national borders. After its
birth, with an act of US Congress signed by President Truman in April 1948,
the MP distributed approximately 13 billion dollars in aid to 16 European
countries® over its four years of existence. As the official name of the project -
European Recovery Program - indicates, the MP was fundamentally designated

2 Forinstance, in one of the most respected and referred scholarly volumes of the field, entitled
Communication for Development and Social Change (Servaes 2008), “Marshall Plan” phrase
occurs once, and “Turkey” twice, while both are only touched upon, rather than studied
deeply.

3  France, Germany, Italy, Austria, Greece, Trieste, Britain, Sweden, Belgium, Denmark, Iceland,
Ireland, Luxembourg, the Netherlands, Norway, Portugal and Turkey.
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to help Europe to recuperate from the harsh multi-faceted effects of the World
War II. As stated by Ellwood (2006, 19), in many respects the MP was “a suc-
cessful international aid program, which, like most such programs, had more
than purely philanthropic aims”.

Although defined and promoted as a foreign financial assistance pro-
gram, MP emerged as pioneer effort by the US to influence world affairs by
means of the overt use of economic power in foreign policy (Burk 2001). The
Plan was born in the context of post-World War II aid and defense against
a Soviet-communist threat. The underlying assumption was that the inflow
of American financial assistance, machinery, and production and manage-
ment expertise would lead to higher levels of productivity and better living
standards in the recipient European societies. The improved living standards
was in turn expected to help the receiving governments raise enough political
support against the local socialist/ communist groups, and thereby combating
the increasing influence of the Soviet Union in the region. “Containing Soviet
Union as such would also promote the US policy interests in the post-WWII
world” (Kozat 2007, 3). Furthermore, the prosperous, anti-communist Europe
of the future was considered a potential ideal partner and an affluent market
for exploitation by the US, whose economy had been flourishing since the
post-Great Depression era.

Thus, fervent anti-communism combined with Keynesian economic
principles, focusing on boosting production and securing social cooperation,
served as the two dominant mindsets which led to the twin objectives of ERP:
Modernization and integration. The MP aimed to build a post-war world that
would satisfy the ordinary citizen’s demand for a share in the benefits of in-
dustrialism. The Planners believed that, regardless of the context, prosperity
would automatically lead to the rejection of totalitarianism. However, na-
tionalism as observed in Europe was interpreted as a threat to the integrated
European economic structure (Ellwood 2006). Hence, a modern integrated
European economy that would undermine communism was the ultimate des-
tination of the MP.

To administer the project, a new federal agency, the Economic Coopera-
tion Administration (ECA), was established in 1948. In addition, to coordi-
nate the functioning of the Plan, which necessitated collaboration among aid-
receiving countries a new body was set up the same year: Organization for
European Economic Cooperation (OEEC). Finally, ECA missions were set up
in each participating country’s capital, with their authority recognized by the
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host country. These missions were linked to the host governments, through
an official committee whose essential task was to ensure the optimal use of
the aid received.

Although MP was promoted as a project to stimulate Europe’s weak
post-war reconstruction, it rapidly evolved into a comprehensive effort to
transform Europe’s economic landscape. In other words, MP signified a struc-
tural reformation of Europe, which involved an essential re-orientation of Eu-
ropean state of mind. Therefore, from the start, US policy-makers considered
the Plan’s ideological and psychological aspects equally important as its eco-
nomic ones (Whelan 2003). The European public was not simply a homoge-
neous entity that automatically welcomed US aid, so persuasion emerged as
a crucial component of the Plan, and the main aim of the MP communication
campaign.

Selling the Marshall Plan: The Communication Campaign

There were various reasons for reservation towards the MP in the participating
nations in Europe. First of all, the diplomatic reservations were widespread
among the European publics. Such a large-scale economical reformation de-
signed within the scope of the Plan created concerns in European publics
about their ability to retain control over their own future. Furthermore, there
was a substantial communist and socialist opposition, backed-up by the forc-
es of the Cominform, an international organization set up in October 1947 by
the USSR. At a time when communist forces were leading an armed uprising
in Greece, and looked capable of taking political power in Italy, and possibly
even in France and Germany (Ellwood 2006), the propaganda efforts of na-
tional communist parties had convinced significant segments of the public
that “the plan was simply disguised American imperialism” (Agnew and En-
trikin 2004, 14).

While the tools of diplomacy were deployed to persuade the diplomats,
Marshall Planners needed an “on the ground campaign to reach the Europe-
an citizenry” (Noble 2006, 8). Thus, Information Division was established in
early summer 1948 with the task of orchestrating a subversive MP campaign
covering all participating countries. Through its headquarters in Paris and
18 country missions, messages in favor of the Plan were distributed all over
participating nations. It was intended to create a truly mass program using
“every method possible... to reach Giuseppe in the factory and Giovanni in
the fields, or as the Paris office put it, slugging it out way down among the
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masses” (Ellwood 1998, 35). For the ERP administrator Paul Hoffman, “win-
ning the minds and hearts of Europeans” was the ultimate purpose (Whelan
2000, 322).

With a considerable financial support, highly up-to-date multimedia ap-
proach and an integrated perspective, the propaganda campaign produced
pamphlets, press releases, posters, radio broadcasts, traveling puppet shows,
as well as over 200 films -newsreels and documentaries, created between 1948
and 1954. The ingenuity and subtlety of the communication methods used,
positioned the MP campaign far ahead of existing persuasion methods:

The omnipresent logo affixed to every product shipped to Europe was a constant
reminder that help came from the U.S. Millions of balloons were launched from MP
events in the countries close to Iron Curtain. Waterborne shows toured the canals
of Holland, Belgium and northern Germany, as well as the islands of the Aegean.
A Marshall Plain train visited major European stations, while caravans brought
exhibits to fairs the length and breadth of the Continent (Ellwood 1998, 35).

It could be said that the motto of the public relations for the MP was “do
good deeds and talk about them. Talk about them so that every audience
member understands them and simultaneously views them as being their
own personal interest” (Rother et.al 2005, 18). Thus, a recurring propagan-
da theme was the contribution of the Plan in achieving economic renewal,
growth, productivity, mechanization and European integration, or reporting
successes. However, the focus of the MP campaign changed particularly with
the outbreak of the Korean War in 1951 and escalating Cold War tensions, and
became predominantly a struggle against communism, as well as an arma-
ment.

Yet, the MP was never a direct assault on European Communism. Nor
was it simply an abstraction of numbers, loans, economics, investment and
productivity even if these were its key operating tools. Instead, it aimed to
reach out to the common people in order to channel attitudes, mentalities
and expectations in the desired direction, as defined by the Planners. As the
ERP administrator Paul Hoffman explained later, there were only two objec-
tives of the MP: “One to promote economic recovery and the other to promote
understanding of MP itself” (Ellwood 1998, 34). It was this understanding or
vision of MP which constituted to the overarching message to be delivered by
propaganda: mass-production to ensure mass-consumption prosperity. The
subtle, lingering message of the MP communication was, therefore, “you too
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can be like us” with a clear emphasis on the viability of American approaches
to dealing with economic, political and social challenges.

Within this macro frame, interplay between the global agenda and na-
tional particularities determined the focus of the communication efforts, as
well as the approaches and tools preferred throughout the MP campaigns
designed for each participating country. The motion pictures, known as the
Marshall Films, were to become the most decisive tool deployed by the Infor-
mation Division of MP in the persuasion of the Old Continent and its sur-
rounding regions, including Turkey.

The Marshall Plan Films

The choice of cinema as the key means of persuasion within MP propaganda
was due to characteristics of the prevailing communication landscapes in tar-
geted European settings, and to the strengths of the “novel” medium in com-
parison with the conventional communication media. In Italy, for example,
from the beginning of its activities, the Information Division of the ERP Mis-
sion in Rome had clearly understood the inability of press and the radio to
bear the central weight of campaign: daily newspaper sales were only one
for every twelve Italians, and the access to the radio sets was limited to about
half of the population. The experts of Information Division were convinced
that visual messages were of key importance, especially in a country where
illiteracy still stood at 15 percent. Only the cinematographic medium, they
emphasized, “possessed the power of communication, of suggestion and of
persuasion — if correctly deployed — to penetrate the ‘most mentally closed’
social groups”, who were, in Italian case, considered to be the Communist
workers, or the peasant farmers isolated in remote mountain villages (EIl-
wood 2001, 33).

Information officials throughout the ERP country missions had the sup-
port of the Paris film office, employing predominantly European film-makers,
as well as some Americans. It operated primarily to service the needs of the
local missions, which proposed ideas to support specific ERP projects or on
subjects of local interest. In all, over 200 educational, documentary and early
docudrama films were produced by the unit (Hemsing 1994). The films var-
ied according to the widely different interests of 18 country missions, and the
information chiefs at headquarters, and the ECA itself, which had its own dis-
tinct aims. Nevertheless, despite differences, the majority of the films aimed
to illustrate the physical and moral impact of MP, although in particular con-
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texts. The first documentaries, in 16 mm black and white film, were distribut-
ed as trailers to accompany the main features in the first-run and second-run
cinemas in towns across the continent. In some countries, such as Italy, the
films were also transported to the remotest villages with the aid of two United
States Information Service (USIS) vans, since it was calculated that only 2000
of the 9000 towns possessed a cinema (Ellwood 2001).4

According to the ERP report to Congress of July 1950, 50 ERP documen-
taries and newsreels were circulating across Western Europe, seen every week
by almost 40 million people, divided between 30 million for newsreels and 10
million for the documentaries. “Our enquiries in various countries”, followed
the report, “have shown to us the great potential of the cinema in transmitting
information in ways that spectators can understand, believe and remember”
(Ellwood 1998, 36). Turkey was among the 18 aid-recipient nations to which
the MP films circulated, but here the campaign message, had a rather differ-
ent focus.

Marshall Plan Films in/about Turkey

There has been no previous study of the MP propaganda specifically in Turkey,
where research is limited to a few studies on the Plan’s general implementa-
tion, touching upon on several aspects of MP propaganda (Birinci 2007; Téren
2007; Kozat 2007); and several sources examining MP propaganda in general
(Ellwood 1998, 2001, 2006; Hemsing 1994; Garret 2004; Noble 2006). Secondary
sources on the films in Turkish context, however, appear to be restricted to a
single MS thesis (Aytag 2008). Therefore, this article should be seen as a modest
encouragement to further explore the Turkish dimension of the MP communi-
cation campaign, with a focus on the MP films in and about Turkey.

Unlike the majority of the participant countries, the motivations for Tur-
key’s inclusion date back to the pre-MP Truman Doctrine of 1947. This con-
sisted 300 million and 100 million US dollars of aid for Greece and Turkey, as
well as civilian and military assistance, including the training of personnel in
the US. The New York Times headline on 12 March 1947 read, “Truman acts to
save nations from red rule; asks 400 million to aid Greece and Turkey” (Tru-
man acts 1947), highlighting the nature of the perceived threat.

Different from the earlier Truman Doctrine, the MP started with core Eu-
ropean countries, and Turkey’s demand for inclusion was initially rejected.

4 For a similar account from Turkey, see (Sahin 1996).
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The American experts had explained to then Minister of Foreign Affairs that
while Turkey had the capacity to contribute to the reconstruction of Europe,
it had not been occupied or destroyed, and also had received both British and
American assistance during World War II. Furthermore, the effectiveness in
its industry was above its pre-war level, showing a surplus in its foreign trade
and a stable currency (Robinson 1956). However, this view did not reflect the
reality that the Turkish army had been fully mobilized since the beginning of
the World War II, causing severe strain upon the national economy. Besides,
the Turkish economy had never been strong enough to compete with Euro-
pean economies, even in the pre-war period. Not least, the Cold War atmo-
sphere defined Turkey as a buffer zone against Soviet threat, and so necessi-
tated its inclusion as an ally, while on Turkish side there was an evident desire
to join the block of capitalist democracies. Eventually, Turkey was included in
the Plan and signed the bilateral Economic Cooperation Agreement with the
United States on July 4, 1948 (Birinci 2007, 49-50).

Thus, it can be concluded that the situation of Greece and Turkey was
totally different from the other recipients (Mendi 2002). While, both were per-
ceived as vital regarding defense purposes by Marshall policymakers, in Tur-
key, the aid program targeted primarily developing agriculture and increas-
ing exports to Western Europe, whilst boosting industrial product import
from US and other participating countries. In this regard, the MP in Turkey
was defined in terms of the promotion of economic development, rather than
post-war reconstruction (Birinci 2007; Téren 2007; Noble 2006). Correspond-
ingly, the focus, content, method and aim of the MP communication campaign
for Turkey was defined in terms that illustrate an evident development-bias.

As put out by Hemsing (1994), the last director of Information headquar-
ters in Paris, as in Greece and Italy, in Turkey ECA missions used mobile film
units to reach rural populations at showings in village squares, schools and
churches.” In most countries, the existing network of USIS offices, such as film
libraries American embassies, proved the best outlet for MP films exhibitions.
In countries with scattered rural populaces, however, these urban exhibition
points played a less significant role. Vehbi Belgil, a film-director and one of
the earliest film critics in Turkey, published an article in Yildiz (Star) weekly
popular magazine in 1952, entitled “Issues of our national film-making”, sup-
porting this view:

5 ECA Athens even employed boats to bring film shows and exhibits to the Greek islands
(Hemsing 1994).
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What makes America [the US] this much renowned in our country, as it is the
case in many other countries, is neither the propaganda conducted by American
Government, nor the activities of USIS bureau in Beyoglu [a major district in Is-
tanbul]. Indeed, even in Istanbul, how many individuals exist who know about

where this bureau is?

However, even in the most remote village of our country, it is possible to meet
people who know about American history, American life, American cowboys,
American negro issue... This became possible only through the long and constant
effect of American movies [...] (Belgil 1952, 31).°

Although Belgil refers to the Hollywood movies, two important points
can be inferred from his account. First, in urban Turkey, the MP films, provid-
ed by the USIS bureaus, failed to reach to any level of popularity. This conclu-
sion is supported by the lack of mention of the MP films in the then popular
film magazines, such as Yildiz and Yeni Holyvod (New Hollywood), which were
particularly widespread in major cities. The second conclusion that can be
drawn is that the rural areas, also, were within the scope of the American
movies’ coverage in Turkey. However, it is known that at the time there was
extremely limited number of cinemas and film distribution networks outside
the major cities. Cinema going at this time was exclusively urban, upper mid-
dle-class activity. It is clear that “the most remote village of Turkey” did not
have a movie theatre in the early 1950s. Taken together, these two facts point
out to a significant aspect of the MP films in Turkey: Their use was exclu-
sively for rural populations, which in 1950 constituted to approximately 80
percent of the total population, as opposed to their urban-use in most of the
aid receiving countries. Rather than urban dwellers this rural populace was
deliberately targeted by the MP propaganda. Film was found to be the ideal
medium to reach rural populations, in line with the objectives in Turkey, such
as development, rather than recovery, European unity or anti-communism.

Analysis of the MP Films about Turkey

The MP Filmography (MPF) is a report compiled and hosted by George C.
Marshall Foundation on the existence and locations of known copies of ap-
proximately 262 MP films produced between 1948 and 1954.” Since most of the
movies no longer exist in any archives, analyzed data consists of the descrip-
tions of the films, which have been copied or adapted from those available

6 Translated by the author.
7  Filmography is accessible at http:/ /www.marshallfilms.org/.
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in original catalogues of MP films, by MPF, based in Boston. These can be
regarded as non-visual accounts of the films as seen by their producers. When
these data are analyzed discursively from Turkey’s perspective, the filmog-
raphy reveals three categories of films: (1) films in which Turkey is the sole
component, (2) films in which Turkey is among other components, and (3)
films in which Turkey does not appear at all.

Approximately 60 MP films of the third group were dubbed into Turkish
language, even though these movies were not about the country. Such movies
are outside the scope of this research since they provide no material to exam-
ine the portrayal of Turkey in the MP communication activities. However, the
existence of these movies implies that the Film Unit’s Paris headquarters con-
sidered Turkish audiences sufficiently important to be included in the overall
reach of the MP campaign, and not simply to be informed about their own
national dimension.

In the second category, made up of six films, Turkey is among other com-
ponents. These films either belonged to series,® or were individual thematic
productions. In both cases, the films were amalgams of stories from various
aid-receiving countries, including Turkey. Thus, the analysis of these movies
enables an understanding of how Turkey was perceived in relation to other
participating countries from point of views of both the film producers and
the MP Information Division in Paris, whose approval was required before
distribution.

It is evident that in these films, Turkey plays a passive-beneficiary role,
as a farming nation, whether importing technology from US or railroad cars
from Austria, or as a beneficiary of Dutch and French engineering expertise.
The European unity, when it comes to Turkey, loses its reciprocal nature,
but functions on a one-directional manner: Turkey is always on the receiv-
ing end of European cooperation.” Therefore, it is possible to talk about dif-
ferent portrayals of nations within the MP communication campaign; not all
countries fit a single MP aid-receiving nation image. Apart from reflecting
the factual variations among the nations, these divergences can be seen as the

8 In MPF, there are three such series, namely ERP in Action, Marshall Plan at Work and One-Two-
Three.

9  Such evident parallelism between six representations of Turkey definitely has underlying
dynamics, the primary one being the limited exporting (both goods and expertise) capabili-
ties of Turkey in comparison with the mentioned countries.
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campaign Planners’ differing perceptions across countries. However, since all
of the above mentioned six films were newsreel style reports, more factual
rather than fictional, they provide less ground for understanding filmmak-
ers’ perceptions in regards with individual countries, particularly about spe-
cific countries” problems and corresponding solutions. In contrast, analysis of
the first category of films, with their focus particularly on Turkey and their
fiction-like format, enables us to further comprehend the visual and mental
representations of Turkey as appropriated by the MP Film Unit.

The MPF records seven titles, in which whole of the narrative is staged in
Turkey. Although no longer available, the earliest, The Marshall Plan at Work
in Turkey (1950, James Hill, 11 min.), was one of the twelve films which consti-
tuted The Marshall Plan at Work series. This series were “newsreel-like reports
on each nation’s progress toward economic recovery; the projects completed
and underway, and the benefits reaped” (MPF 2020). Rather than combin-
ing reports from multiple countries, each film focused on a single country.
The Marshall Plan at Work in Turkey film at just over 11 minutes, was made
up of two parts (reels). The first, as described by the film-makers, portrays a
typical under-developed country, “children in ragged clothing” (MPF 2020)
with ordinary people and the usual daily flow, although with some emphasis
on her military defense aspects and traditional farming techniques, “farmers
plant and water tobacco by hand” (MPF 2020). In the second part, however,
the agriculture serves as the main background against which the narrative is
set: Turkey, as a country with an economy based on traditional agriculture
economy, benefits from the new technologies and scientific approaches, which
leads to the path of development and prosperity thanks to MP, “an example of
the potential chain reaction of the results of Marshall aid” (MPF 2020). Thus,
the problem is defined as under-development, which is signified by tradi-
tional, non-mechanized agricultural production, while the solution is defined
as modernization, with a strong emphasis on economic and technological as-
pects. Further MP films about Turkey follow in consequent years, with a re-
currence of problem definition and the solution path, despite changing plots
and narrative, reveal the MP filmmakers’ perception of Turkey.

Next five Marshall Films about Turkey are produced as a five-title series
called Turkey and the Land, and the first film, Yusef and His Plough (1951, 18
min.), is described in the MPF catalogue as follows:

On the plains of central Turkey, farming is hard, especially when only age-old
methods are used. The surrounding hills have long since been cut bare and offer
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little protection from sun and wind. Young Yusef and his father work their land
with oxen and wooden plough, exactly as their forefathers have done for hun-
dreds of years. That is, until Yusef attends Agricultural School. Yusef convinces
his father to use a metal plough and follow the new methods he has learned - how
important it is to let some of the fields lie fallow and not make them yield a crop
every year. The youth of Turkey, eager and swift to learn, are introducing their
villages to new methods and new equipment being made available by the gov-

ernment under the European Recovery (MPF 2020).

The text makes clear that there is a natural barrier against efficient farm-
ing in Turkey, however, the real problem is antiquated methods deployed by
the farmers, and new methods and new equipment provided by MP is an ef-
fective solution. A close reading of the film through the discourse'* highlights
some implications."

Yusef and His Plough opens up with scenes from a small village in Turkey
where “the fruit of the soil is hard-won” (Yusef and His Plough 1951). While
men play backgammon as they listen to a radio talk on the MP, the young
protagonist of the story, Yusuf,'? is introduced by the narrator. Yusuf asks his
father if he can use a small part of his land to try out a metal plow, and with
encouragement from village men, the father, with nothing to lose, agrees.
With his father’s approval Yusuf happily rides to the farm school and asks
the farming school director, Bay Hasan, for the metal plow. Yusuf receives
the plow and during a lengthy scene he works the land. A year passes before
the next sequence, in which, instead of sowing by hand, Yusuf uses a seed
drill, provided by Hasan Abi, the farming manager. In the final part, Yusuf is
visited by Hasan Abi, who admires his wheat and compliments his success.
Following the harvest, the villagers gather around Yusuf, praising his crops.
The school director then proposes other modern techniques, including acquir-
ing a tractor for the village. Highlighting also the importance of the expertise
provided by going to agricultural school, the film ends with a reference to the
novel agricultural technologies as follows: “they are the tokens of prosperity;

10 Close reading of available films is conducted through discourse analysis which would pro-
vide with an understanding of the filmmakers’ mindset as well as Marshall Planners’ posi-
tioning of Turkey as an aid-receiving country.

11 Some of the films, including Yusef and His Plough were obtained thanks to the kind coop-
eration of Linda and Eric Christenson, creators of Marshall Plan Filmography, to whom MP
scholars and film historians, including myself, are indebted.

12 In MPF catalogues, the main character of film is stated as “Yusef”, yet in Turkish language
the name should be “Yusuf”. Hereinafter “Yusuf” is used to refer him.
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they are the foundations on which to build tomorrow’s plans” (Yusef and His
Plough 1951). A narrative deployed in several MP films is observed in Yusef
and His Plough:

An older character refuses the ‘modern’ change, and then another positive char-
acter, who is typically younger, enacts this change, often without the permission
of the older one. As the youth practices the new techniques, the film introduces a
crisis in which the modern methods of the youth save the crop or otherwise com-
pletely change the mind of the older character. (Noble 2006, 40)

As astutely stated by Noble (2006, 40), the central axis of the narrative,
the tension between the young and the old represents “the dichotomy be-
tween modern and traditional, as well as between hard-working and laid-
back, open-minded and conservative”. The same theme is developed in the
second film in the series Turkey and the Land, namely The Village Tractor (1951,
Clifford Hornby, 14 min.), which provides a more complex series of events,
but similarly describes the enlightening of a traditional Turkish village, which
was previously skeptical of modern farming techniques, and of modernity
itself. In the two films, skepticism and ignorance respectively are overcome
by MP technology and expertise.

In MPE, there is another 22-minute film called The Turkish Harvest (1951,
Clifford Hornby, 22 min.) from 1952, which is largely a combination of the two
films mentioned-above, using their footage. “Produced as a more general ver-
sion to show to less-specialized audiences” (MPF 2018), this compact version
of the two films clearly reveals the preferred representations of Turkey by the
MP filmmakers.

The opening sequence of the film is devoted to the contextualization of
Turkey, both geographically, by the use of maps, and historically, by use of
monuments. Istanbul is used to symbolize the long history of Turkey by the
voice-over narrator. The focus then shifts to a field in Central Turkey, the one
in The Village Tractor, concentrating on the contrast between urban prosperity
and rural backwardness. The agricultural efforts in the village, described as
“habits and traditions of another age” (Turkish Harvest 1952) are portrayed in
sharp contrast with the modern city life in Istanbul. Then an agriculture agent
takes over the voice-over: “I tell them, villagers in my district, how to use new
tools or new methods of working with their land, so they can produce more
food for market and buy more things for themselves” (Turkish Harvest 1952).
However, the agricultural agent is uncertain about the reception of his mes-
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sage by the villagers: “They will listen, but when I'm gone I wonder if they
will shrug their shoulders and ask what a government official knows about
farming which we do not know” (Turkish Harvest 1952). Then, he tells a story
to emphasize hope for the future: “Let me tell you the story of this boy, Yusuf”
who is “my chance to show the village what could be done with new ideas”
(Turkish Harvest 1952). The story follows that of the film Yusef and his Plough;
however, Yusuf’s persistence against his father’s rejection of mechanization
of farming is more strongly emphasized, and his success story ends with the
agricultural agent stating, “however that was only the beginning” (Turkish
Harvest 1952). At this point begins the second part of the film, which is de-
voted to a shortened version of The Village Tractor.

Here, a Canadian tractor engineer, is introduced and takes over the narra-
tion: “Yes, you only begin moving in a country if you get machinery. Then you
can really get starting in the job of getting more food” (Turkish Harvest 1952).
He explains the reason for his own presence in Turkey:

When people get machinery for the first time, that’s when you’ve got to be care-
ful. You've got to see if they know to use the stuff properly. In Canada, we’ve had
the same kind of problems, and we’ve overcome some of them, now and then. I

suppose that's why they got me over here (Turkish Harvest 1952).

Then, he tells the story of Amin — the young protagonist of The Village
Tractor, who is clearly contrasted with Necid, the ignorant villain of the story.
Then, the agricultural agent takes back the narration, stating that both villages
are in his district, and both shows the problems he experiences in Turkey. Af-
ter illustrating the developments in villages, thanks to new ideas and new ma-
chinery, he concludes, “more food for market means better living standards
in villages”. The film closes with a return to the original narrator, showing a
parade of combine harvester, describing this “ancient land, which still has
much to give” (Turkish Harvest 1952).

The problem, the solution and the final destination are presented in paral-
lel in the two movies that are combined in The Turkish Harvest. However, there
exist some further aspects, the historical contextualization of Turkey being the
primary of one. Turks are portrayed as the descendants of “proud” Ottoman
Empire, while as the film progresses, the adjective “proud” is used this time
with a negative connotation, to describe the ignorant protagonist Necid, who
is ultimately overcome by Amin, the only open-minded character in the vil-
lage. Here, the village, which “still lives in the ancient times” (Turkish Harvest
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1952), is introduced into the film to highlight the total contrast with Istanbul
and Ankara, the modern cosmopolises. Another interesting feature of Turkish
Harvest is the inclusion of the Canadian tractor engineer, who represents the
MP experts in the field. His declarations expose the deep-rooted skepticism
of the village people against “expert knowledge”, as perceived by the MP
experts. Furthermore, we can see the expert’s approach to the Necid, who
represents the “dark” Turkey in contrast with “bright” one represented by
Amin. Necid’s ignorance is presented as the problem which must be elimi-
nated through mocking. Finally, as illustrated by the agricultural agent, who
represents the cooperative Turkish-side, the audience is reassured by the total
agreement between the open, collaborative Turks and the MP experts, not only
on the definition of Turkey’s problems (ignorance-skepticism-backwardness),
but also on the solutions (modernization via mechanization and its proper
use) and the direction (more production and prosperity)."®

Discussion

As illustrated so far, MP communication efforts, approaches and tools in each
participating country were determined as a result of an interplay between the
global dynamics and national particularities, although all followed a macro
direction defined by the Planners, the American model. As the analysis of the
MP films in related to Turkey shows an evident focus on economic develop-
ment, rather than war recovery, unity or anti-communism, as was the case for
other aid-receiving nations. In those films which consist of stories from dif-
ferent countries, and in which Turkey is included, the individual nations are
portrayed according to perceptions of their contribution to European collabo-
ration. In all six films, Turkey is portrayed as a passive, aid-receiving country
in comparison with others, reflecting the macro frame in which Turkey is con-
textualized by the MP communication unit.

This perception becomes more clearly defined when the films solely
about Turkey are taken into consideration. Almost all of these, take as their
eoe
13 There are three more titles in MPF where Turkey constitutes the sole subject of the films, kept

out of this article for space and relevancy concerns. Care of Tractors (1952, 20 min.) from 1952
takes the audience back to the theme of first two films mentioned above: Tractor increases
the productivity of Turkish agriculture however ignorance is an obstacle. Control of Water
(1952, 19), a 19-minute production from 1951, displays a more documentary presentation of
the water-related developments in agriculture thanks to MP aid. 15 minutes Jets over Turkey
(1952, 15 min.) is from 1954, which is post-Korean War period when the anti-communist and
military aspects of overall MP propaganda dominated the content.
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focus the issue of under-development, signified by traditional, non-mecha-
nized agricultural production in rural-areas. The corresponding solution, as
presented in the films, is the development via modernization with a clear em-
phasis on the economy. The two-fold method to be followed is presented as
following the MP guidance, firstly eliminating deep-rooted skepticism, and
secondly overcoming ignorance in majority of the Turks through MP technol-
ogy and expertise. In other words, the films served to support MP activities by
the dissemination of messages encouraging public support for development-
oriented projects, primarily in agricultural domain. This aspect of the role
of MP films, especially in the Turkish case, can be contextualized within the
emergence of the domain of Development Communication, discussed below.

The attention of the “Western world” and, its most influential member,
the USA, was consumed by rehabilitation of work in war-ravaged Europe,
MP being the primary example. From the 1950s and on into the 1960s, howev-
er attention turned increasingly to the Third World, which in 1955 accounted
for the two-thirds of the world’s population, but only 15 percent of its income.
The MP period saw the birth of multilateral development assistance through
International Monetary Fund, the World Bank, and the United Nations fam-
ily of specialized agencies, as well as the emergence of bilateral development
assistance to help the newly independent countries of Asia, Africa and Latin
America. This assistance comprised monetary help as well as knowledge of
scientific techniques and technologies in areas such as health, agriculture,
mass media and human expertise to facilitate the acquisition of the new in-
formation (Melkote 1991, 20-35). This purpose - to ensure the messages of
development projects were received and digested by the Third World pub-
lics ultimately led to the emergence of the Development Communication field
(Rogers 1976; Fair 1989; Escobar 1995; Servaes 1999, 2008).

Although development strategies diverge widely between countries, the
overarching pattern of the early Development Communication efforts shaped
by “modernization paradigm” was informing the population about the proj-
ects and their benefits and encouraging support. A typical example of such
strategy is found in the area of family planning, where means of communica-
tion like posters, pamphlets, radio, and television were used in persuasion at-
tempts. Similar strategies have been used on campaigns including health and
nutrition, agricultural projects, and education (Servaes and Malkihao 2005,
94). As the previous sections emphasize, MP films about Turkey show all the
characteristics of early Development Communication, although incorporated
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into a program specifically aimed to help war recovery for the First World,
rather than a development project for the Third World.

The claim becomes more visible on consideration of another component
of the MP communication campaign in Turkey, namely the health brochures
distributed within the MP implementation. The pamphlets, about various as-
pects of health, such as epidemic diseases, child care and parental care, all
open with the same statement from George Marshall’s Harvard speech: “Our
policy is not to fight with any country or a country’s doctrine; we try to pre-
vent hunger, poverty, hopelessness, and chaos” (Birinci 2007). According to
Birinci (2007, 200-201), the extremely simple explanations in these brochures
reflect a perspective that “the booklets were distributed to villages and the
village people were deeply ignorant and did not know even the most basic
terms and cases”. Moreover, from a macro point of view it can be argued that
the attitude of the MP health brochures as well as of the MP films produced
for and distributed in Turkey, were argued to be vertical in nature, authority-
based, top-down, expert-driven, non-negotiable, well-intentioned, and thus
hortatory in orientation, qualities that were characteristic of the development
communication efforts of 1950s and 1960s (Ascroft and Masilela 1989; Melkote
1991).

In that sense, the Turkish case of MP communication can be seen as a
prologue to the early development communication initiatives, which were, as
stated by Hemer and Tufte (2005, 15), “corollaries to the highly problematic
modernization paradigm”. In a similar vein, the heroes of the MP films about
Turkey, young Yusuf and Amin, against the villains, the father and Necid,
can be considered as the precedents of the protagonist in the Daniel Lerner’s
major contribution to modernization literature “Passing of the Traditional So-
ciety: Modernizing the Middle East” (1958): the socially mobile and change-
accepting Turkish village grocer, who Lerner praises as the nucleus (Melkote
and Steeve, 2001) of the “modernizing Middle East that seeks to become what
the West is” (Lerner 1958, 47).14

Arturo Escobar, in his work “Encountering Development: The Making
and Unmaking of the Third World” (1995), characterizes development as a
historically produced discourse; certain representations that become domi-
nant, and shape the ways in which reality is imagined upon. In order to do

LN ]
14 A meta-research of development communication publications showed that after 1987-1996,
“Lerner’s modernization model completely disappears.” (Fairs and Shah 1997, 7)
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this, he analyzes the characteristics and interrelations of the three axes that
define the development discourse: The forms of knowledge that refer to it
and through which it comes to being (definitions, declarations, documents
etc.); the systems of power that regulates its practice (networks of institutions,
agents etc.); and the forms of subjectivity fostered by development discourse
(Escobar 1995, 9-10). Applying his framework to the Turkish case of produc-
tion of development discourse, it can be said that MP played a vital role as a
system of power which allowed development to become a dominating dis-
course in Turkey. In this regard, the MP films (as well as other tools of MP
communication in Turkey) functioned as the forms of knowledge that refer
to development, and the knowledge through which development becomes
visible, presentable, and therefore, real. Although the last axis, the subjectiv-
ity fostered by the development discourse in Turkey, is outside of the scope
of this paper, a few insightful anecdotes can give an impression of Turkish
subjectivity in regards with the development discourse.

Primarily, since the initiation of the MP, the perception of the Plan by the
Turkish public, as well as the way the Plan was promoted by the Marshall
Planners was mainly concerned with development. The Turkish translation of
the ERP was not “European Recovery Program”, but “European Development
Program”, not only in the public language, but also in all MP related official
documentation. Secondly, the direction drawn (or the discourse produced)
by the MP for Turkey (development via mechanization, water supply con-
trol, highway building etc.) became sacrosanct, an unchallengeable path in
political sphere. The themes of more tractors in the villages, more dams for
irrigation, and more roads were increasingly exploited in election manifes-
tos of centre parties, further increasing voters’ aspirations. Finally, the current
government party, which has maintained power over the last two decades
largely through investing heavily in the construction sector, has chosen the
name Justice and Development Party (Adalet ve Kalkinma Partisi - AKP) with
good reasons.

Conclusion

To conclude, development emerged as one of the major discourses through
which Turkish people imagine their reality while development discourse was
a product of various dynamics’ combination, detailed in this article. MP was
one of the major systems of power, which by dictating necessity of devel-
opment to Turkish public, particularly on the rural populations, convinced
them of their chronic under-development. MP films effectively supported this
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process, by portraying — on the screen — their own story, which was shown as
a simple choice, and persuading them to choose the modern over the tradi-
tional and the hero over the villain.

Beyond the limitations and boundaries of this article, certainly remains
much to be done in relation with MP films and academic literature on Com-
munication for Development in Turkey. Primarily, the emergence of new MP
films that are known to be non-existing until recently is a high possibility
thanks to digitalization of film archives and materials all over the world. Sec-
ondly, the production realms of MP films in Turkey is potentially a fruitful
topic of research. Additionally, MP films may be analyzed in conjunction with
other MP communication / propaganda tools and materials produced for and
used in Turkey. Finally, deeper study of MP films about Turkey would cer-
tainly shed more light on this rather obscure era of film in Turkey as well on
this initial, modest meditation on the origin of the field of Communication for
Development.
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Oz

Bu calisma, yuksek ogretim kurumlarindaki mevcut hizmet ederek ogrenme uygulamalarini ortaya
koymaktadir. Bu amagla Turkiye'deki Universitelerde sunulan ve erisilebilir 6grenme ¢iktilari bulunan to-
plam 64 ders incelemeye tabi tutulmustur. Calismada ayrica multeci cocuklara yonelik nefret soylemiyle
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Genel 6grenme ciktilariile drnek olaya konu olan kampanyanin yurdtdldigu dersi alan 43 ogrencinin ortaya
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ilerinin aktanimasina da yardimci olmaktadir. Calisma, yiksek ogretim mufredatinin gelistirilmesine iliskin
icgoruler ve gelecek arastirmalar icin ¢ikarimlar sunmaktadrr.
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Theoretical Framework

Amidst many societal developments, higher education had to adapt to the
contemporary needs of the information age. With the process of democrati-
zation and improved accessibility of knowledge globally, its production and
dissemination no longer depend on an institutional context. Therefore, it is
important that approaches and perceptions in higher education adapt to the
dynamics of the new educational ecosystem. From a traditional perspective,
the primary purpose and responsibilities of universities center upon teach-
ing and research (Geoghegan, O’Kane and Fitzgerald 2015, 258). With the
increased attention to societal concerns, these functions and responsibilities
are no longer limited to knowledge production and dissemination, but focus
on graduating individuals competent in their areas of expertise. University
graduates’ general and universal competencies of communication and ac-
tion will provide contributions at the local, regional, national levels, and at
the global community level via global citizenship. This much-needed shift
in higher education poses an intermingling of continuity, referring to a con-
ventional, lecture-based approach, and change, referring to engaging with
community and relevant stakeholders through problem solving in a real-life
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context (Swords and Kiely 2010, 149). Moving from the classroom to the site
of these issues suggests a further dramatic change in the educational mindset
(Qualters 2010, 95).

Global citizenship is a multifaceted conceptualization with diverse defi-
nitions depending on the context, covering political, social, economic, and
cultural concerns (Oxley and Morris 2013). Considering this contested scope,
this study considers global citizenship as an educational mindset encompass-
ing certain competencies. Drawing upon McIntosh’s (2005) assertion on a
global citizen’s required competencies, these should include the abilities of
observation of the self and others, discovery of similarities and differences, a
democratic view of the world, and comprehension of how language shapes
reality and power relations. These qualities point to communication as a
central aspect of meaning creation and negotiation, bringing social change
through civic engagement and persuasive communication (Mukherjee, Pethi-
ya and Khobung 2019), further spurring students into action on public issues.
Global citizenship emphasizes mobilizing elements such as global aware-
ness, social responsibility, and civic engagement (Schattle 2009). Accordingly,
global awareness entails both introspective and extrospective perceptions; de-
manding a high sense of self-awareness as well as the ability to evaluate the
world from different viewpoints. In a similar vein, these individuals should
be aware of their local and global social responsibilities. Therefore, becoming
global citizens or “ideal global graduates” requires the adoption of values
such as openness, tolerance, respect, sensitivity and responsibility toward
others (Lilley, Barker and Harris 2017). Civic engagement, which requires ac-
tive participation in local, regional, national and global community issues,
facilitates collective behavioral change and action.

Higher education institutions facilitate collective experience regarding
aforementioned issues, which may influence students’ everyday lives. This
approach might be considered as a change not only for education for aware-
ness, but also for “learning by doing”. A noted twentieth century scholar, John
Dewey, advocated learning by doing, which involved students in a more ac-
tive role than in traditional approaches. He suggests, “Education is a devel-
opment within, by, and for experience” (1938, 28); furthermore “there is an
intimate and necessary relation between the processes of actual experience
and education (1938, 20). Similarly, other scholars promote learning through
projects (Stimson 1919) and learning by problem-solving (Lancelot 1944), and
this discussion continues (Knobloch 2003; Georgi 2008, 111; do Amaral 2019;
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Alsbury, Kobashigawa and Ewart 2020, 115). Such learning approaches have
been put into practice in the States and many European countries, and gained
considerable significance over the past twenty years (Shellman and Turan
2006, 19). However, higher education institutions may fail to accomplish this
challenging mission of internalizing knowledge on the students’” side unless
traditional learning styles are combined with a student-centric approach,
so that traditional, lecture-based education with learner-centric, active ap-
proaches enhance one another.

A platform for creative and critical thinking, as well as real-life experi-
ences can be created through experiential learning, which gives students an
authentic opportunity to practice their academic competences and socially
acquired skills as a basis for community service (Larson 2008, 93). The rise
of student-centric teaching/learning approach centered upon on-site, out-
of-classroom based activities and experiences serves to “move the learning
paradigm from a relatively static and controlled one-way knowledge trans-
mission to more dynamic, interactive and less controlled knowledge co-cre-
ation” (Roberts 2015, 110). For continuity, experiential learning practices are
incorporated into the traditional curricula; however, this involves experiences
outside the classroom, either physically or contextually, where students prac-
tice learning by doing, taking on roles requiring continuous critical reflection
(Conrad and Hedin 1982, 58). For this mission of higher education to support
the effective internalization of knowledge, institutions need to adapt to the
growing need of experiential learning. Building upon experiences acquired
through problem-solving and project-based learning, long-term benefits are
gained as university students, as global citizens, are able to make contribu-
tions to the community.

Higher education approaches have shifted towards focusing on global re-
sponsibility and civic engagement through the development of service-learn-
ing (SL) courses incorporating experiential learning practices. SL, defined as
“in-context learning that connects specific educational goals with meaningful
community service” (Berman 2006, 21), have become a staple of curricula
since 1990s globally (Bringle and Hatcher 1999, 184), and integrated into for-
mal education focusing on issues such as diversity, gender inequality, citizen-
ship, children, elders, and disability (Hamel 2001; Hess Brown and Roodin
2001; Jones and Hill 2001; Eudey 2012; Richards, Wilson, and Eubank 2012;
Birdwell, Scott, and Horley 2013). SL courses allow students and instructors
to continuously reflect on the process and their progress, and also benefit col-
laborating organizations (Jackowski and Gullion 1998, 259).
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Unlike traditional curricula, SL courses enable students to practice newly
acquired learnings in real-life settings (Lin et al. 2017, 71). Other benefits in-
clude enhancing interpersonal and intra-personal soft skills (Caspersz and
Olaru 2017, 686) such as critical thinking, problem solving, teamwork, time
management, and appreciation of different viewpoints. Communication
skills, as the primary soft skill, are among the most crucial educational out-
comes (Schulz 2008, 148), and these courses have been demonstrated to en-
hance skills such as giving presentations and public speaking (Tucker and
McCarthy 2001), verbal and written communication (Hebert and Hauf 2015),
critical listening (Gunning 2017), dialogue (Bingham and McNamara 2008)
and empathetic communication (Maloney and Griffith 2013). SL courses can
vastly contribute to the education in various majors that emphasize such
skills. Furthermore, for students of communication, SL courses in curricula
are essential for transferring theoretical learning into real-life practice (Sou-
kup 1999, 22). In congruence with this vision, the meta-analysis on SL courses
supports current actions towards integrating SL courses in communication
programs (Novak, Markey and Allen 2007, 155).

The aforementioned discussions on the relationship between higher edu-
cation and learning approaches reveal the lack of consensus on models and
practices regarding student-community engagement. This study investigates
two dimensions of SL integration into higher education curricula. First, pat-
terns of continuities and changes in SL courses obtained from Turkish uni-
versities reveal a fuller picture of current implementations within academia.
Second, findings of a particular SL course, as a case study, demonstrate stu-
dent perceptions and attitudes toward individual and community outcomes.
A novel methodological approach, semantic network analysis (SNA), was ad-
opted to manifest the shared understandings within learning outcomes.

An advanced search on studies that conducted social network analysis
for investigating SL approach was performed in the Web of Science database,
revealing only three relevant studies. Valdes-Vasquez, Luxton and Ozbek
(2020) utilized SNA in a mixed-method approach to assess learning outcomes
of an overseas SL project addressing sustainability. The article is differentiated
from this study by its a specific focus on sustainability and cultural aware-
ness. Similarly, the study of Held et al. (2019) has a specific concentration on
SL, namely examining health related practices such as clinical knowledge and
procedural skills. However, the authors constructed a social network of re-
quired professional qualifications, whereas the present study addresses so-
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cial competencies interpreted via semantic network analysis. Another study,
Kirby et al. (2018) focuses on rural health services, involving a social network
of community partners whose relations are modelled as graphs, rather than
establishing linguistic relationships revealing collective understandings in
perceptions of students, as in this study.

Consequently, this study offers a methodological contribution to empiri-
cal studies on SL by capturing students’ free expressions, seeking to address
an observed literature gap. Additionally, the current study emphasizes the
learning by doing approach, identifying student-oriented SL goals through a
detailed case study of ‘best practice’.

Methodology

Aiming to unveil continuities and changes within collective understandings
of learning outcomes in SL courses in Turkish universities, three research
questions are proposed:

RQ1. What is the semantic frame of the shared meaning of learning outcomes?

RQ2. What is the semantic frame of the shared meaning of achieved social
change? (community outcomes)

RQ3. What is the semantic frame of the shared meaning of gained social compe-
tencies? (individual outcomes)

Liberman and Olmedo (2017, 156-157) define semantic meaning as “the
relation between signs and their significates”, i.e., a collection of semantic
meanings is associated with individual interpretations influenced by beliefs,
attitudes, and behavior. Sense can be made of tangible or intangible objects by
creating relations and integrations in meaning networks (Schultz et al. 2012,
99). When two concepts are correlated through associative meanings in an
individual’s mental construct, their embodiment in terms of signifying words
constitute a semantic network, “a graphical representation of concepts in a
relational way” (Shahzadi and Shaheen 2011, 1), which reveals and visualizes
shared interpretations of any message content (Smart et al. 2010, 1). In this
study, SNA is applied to explore connections and patterns in the collective
understandings of learning outcomes, and in the shared meanings of indi-
vidual and community outcomes derived from student interviews. Addition-
ally, SNA captures the authentic language of respondents, resulting in natural,
richer and large volumes of data, and reducing human bias in coding (Dan-
owski 1993, 219).
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All networks in this study are illustrated with the number of nodes (or
vertices) and lines, network density and average degree centrality. Nodes,
smallest network units, represent associations of outcomes in the networks
(e.g. “Prepares projects for the solution of social problems”), whereas lines are
ties between nodes referring to connections, signaling relationships between
outcomes (e.g. total number of lines is 1049 in the network; see Table 2). Per-
centage of total possible connections within a network is defined by density
(De Nooy, Mrvar and Batagelj 2011, 73).

Sample Selection, Procedure and Data Analysis

To address RQ1, a search was performed of predetermined keywords fre-
quently used for SL courses (social responsibility course, volunteer course,
civic participation course, community service course) for selected Turkish
universities listed in the 2020-2021 University Ranking by Academic Perfor-
mance (URAP).! 64 courses with a total of 356 accessible learning outcomes
were included in the final analysis. The sample consists of 23 state and 10
foundation universities from 16 cities in Turkey, ranking from 1 to 144 in the
URAP list. Table 1 shows the distribution of courses according to universities
(See Appendix 1).

The case study centers upon an SL course designed to help students de-
velop an advocacy campaign, named See Like a Child (SLC - Cocuk Gibi Bak
in Turkish). Semi-structured interviews were conducted with 43 out of 45 stu-
dents enrolled in the SLC course in the fall and spring semesters during the
2018-2019 academic year. Participants were 25 and 18 male students, aged
between 21-30, most from the middle /high-income SES groups.

As a projective technique, students were asked to perform sentence com-
pletion for below statements to obtain answers to RQ2 and RQ3:
e SLC project offers solutions for... (community outcomes)

e SLC course contributes to my life in ways such as... (individual out-
comes)

Ethical standards demanded that interviewees were assured about the
confidentiality of recordings and obtained information via voice confirmation
during the interviews. Learning outcomes and student interview data were
subject to SNA to reveal shared meanings. All authors conducted the coding,

1  https:/ /newtr.urapcenter.org /Rankings/2020-2021/2020-2021-T%C3%BCm %20
%C3%9Cniversitelerin%20Genel%20Puan%20Tablosu
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through discussion and consensus, and only the outcomes bearing the same
meaning were grouped and replaced. SNA aims to capture the authenticity of
respondent data, and care was taken not to over-code the outcomes. Seman-
tic network analysis was performed using Pajek software,” a free and open-
source software, which can process and visualize large network datasets.

Findings of Turkish Universities’ Learning Outcomes Network

Pajek software was utilized to analyze text-based data of learning outcomes
and compute measures of centrality, clique, and core structures in the seman-
tic network.

Table 2: General characteristics of learning outcomes network

Number of nodes 213
Number of lines 1049
Number of lines with value=1 897
Number of lines with value# 152
Density 0.023
Average degree 9.849

Table 2 indicates 213 nodes identified in the learning outcomes network.
The number of connections between nodes is 1049, which correspond to rela-
tions between statements. 897 lines have the value 1 is, and 152 have the value
more than 1. The density score is 0.023, indicating a loosely-knit network.
Such a low density demonstrates richness of data in terms of avoidance of
over-coding and encouragement of free associations from participants (Lo-
pez, Zhao and Tucker 2019). The average degree, which displays the average
number of links attached to a node, is 9.849.

Learning outcomes of SL courses in Turkish universities are presented
in Table 3 in alphabetical order. The analysis included the five highest values
of each centrality measure, with the highest value being 1.000. “Presents the
project” has the highest value for in-degree measure. Top ranking node for
out-degree, out-closeness and betweenness centralities is “Prepares projects
for the solution of social problems”. “Gains skills such as teamwork, entrepre-
neurship and communication” holds the highest value for in-closeness. This
node was also found to be the network articulation point, i.e., the node that
most significantly increases the number of connected components. Removing
this node would split the graph into three sections. As a fully connected sub-

2 http:/ /mrvar.fdv.uni-lj.si/ pajek/



42 < ilef dergisi

graph, the clique structure consists of three nodes: “Becomes aware of his/her
responsibilities towards the society and the world he/she lives in”, “Becomes
aware of social and current problems” and “Prepares projects for the solution
of social problems”.

Table 3: Semantic network of learning outcomes: Values of centrality

Node In-degree | Out-degree | In-close- Out- Between-
ness closeness ness
Centrality
Becomes aware of social and - 0.7500 - 09414 04148

current problems.

Develops positive attitude - 0.7857 - - 03025
towards voluntary participation
in community service activities.
Develops sensitivity towards 0.6364 - 08377 - 0.3903
social problems.

Evaluates the project conducted. | 0.9394 0.6071 09117 - 0.4374

Gains skills such as teamwork, 0.9091 - 1.0000 - 0.7227
entrepreneurship and
communication.
Learns the basic processes - 06786 - - 0.3305
involved in a social responsibility
campaign.

Presents the project 1.0000 - 0.8810 - 0.3050

Takes part in various projects - - 0.5281 - -
related to social responsibility as
a volunteer.

Understands the importance of - 0.6071 - 09048 0.2215
social responsibility activities.

Creates social responsibility - 06786 - 08211 -
awareness and self-confidence.

Defines basic concepts related - 06786 - 09274 -
to sacial responsibility.

Explains the concept of social - 0.7143 - 0.9869 -
responsibility.

Explains the concepts of - 06786 - - -
management, organization,
volunteering and volunteer
management.

Implements a social 06970 06786 0.8063 - 0.4062
responsibility project.

Prepares projects for the 0.8485 7.0000 09214 1.0000 1.0000
solution of social problems.
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M-Core of Turkish Universities' learning outcomes network

Figure 1
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There is one connected m-core subgraph, a 4-core consisting of 18 state-
ments (Fig.1) which indicate quite high number of associations. Yet, it should
be notified that all associations were not present in other measures such as
“Describes the importance of key factors for businesses to serve the society”
or “Communicates results of social responsibility campaigns”.

Reflections on Turkish Universities’ Learning
Outcomes Network Findings

In the learning outcomes network, some, but not all, outcomes were present
in all measures. The number of repeats indicates the salience of nodes within
a network. The table below shows the number of repeats within the learn-
ing outcomes network and presents the most common expressions of shared
meanings regarding SL courses.

Table 4: Most repeated-measure statements for learning outcomes netwark

Learning Outcomes Repeat

~

Prepares projects for the solution of social problems.

Develops sensitivity towards social problems.

Becomes aware of social and current problems.

Evaluates the project conducted.

Gains skills such as teamwork, entrepreneurship and communication.
Implements a social responsibility project.

Presents the project.

Explains the concept of sacial responsibility.

Learns the basic processes involved in a sacial responsibility campaign.
Understands the importance of social responsibility activities.

wWlwwlw(r~ i~ o|u,

The analysis of 64 SL courses validates the existence of experiential learn-
ing in Turkish universities. The most frequent statements revealed in Table
4, show a balance between outcomes addressing traditional, lecture-based
learning, and those indicating experiential education endeavors. Learning by
doing approach is distinctive, with different stages of project development,
such as design, implementation, presentation and evaluation. The courses
also demonstrate cognitive learning outcomes, e.g., explaining the concept of
social responsibility and awareness of social problems, suggesting that stu-
dents gain knowledge and cognitive strategies (Kraiger et al. 1993, 313). SL
courses further attempt to raise sensitivity towards social problems, indicat-
ing affective outcomes that aim to induce motivation and attitudes (Farago,
Shuffler, and Salas 2019, 261). As mentioned in the theoretical framework, SL
courses serve as an enabler of technical and soft skills.
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The findings address the importance of skill-based outcomes, such as
effective communication and cooperation, in congruence with expectations
from the 21st century educational mindset (Gelen 2017, 19).

A Case for Service-Learning: See Like a Child

See Like a Child (SLC) may be considered as a best practice, being endorsed
by Peer to Peer (P2P): Facebook Global Digital Challenge, and awarded as
Fall 2018-2019 winner of the university students competition (Counterspeech
Facebook, 2020), and also funded by Erasmus+ KA347 Structured Dialogue
program. The case exemplifies how SL courses can support a global citizen
mindset by providing students with a community service experience.

Contemporary official statistics demonstrated that 3,594,232 Syrians had
migrated to Turkey since the civil war began in 2011 (GIGM, 2018), the world’s
largest refugee population (UNHCR, 2019). The majority entered through the
Turkish government’s humanitarian asylum policy, but this generated con-
siderable controversy, associated with negative attitudes within the host com-
munity. Collectively referred as ‘Syrians’, one significant, often overlooked
group of refugees, and among them, children under 14 face the greatest dif-
ficulties. Government policies alone will not be sufficient to secure these chil-
dren’s long-term future, whether in Turkish society or any other place they
choose to live. Against this background, SLC is the first social responsibility
project initiated by university youth in Turkey, aiming to make young people
aware that, while no child becomes a refugee by choice, the general public can
choose their attitudes and relationship with them. The essence of this project
focuses on the simple truth that “a child is only a child’, and the SLC’s call to
understand how these children see the world, and how they are seen by it.

65% of Turkey’s population is under the age of 35; thus, the advocacy
campaign implemented within the SLC course, offered as a university elec-
tive, mainly targeted university students aged 18-25, with an extended scope
of young urban adults aged 25-35. Near-past childhood experiences would
allow university students to empathize with refugee children, resulting in bet-
ter emotional responses (Duffy 1999, 104). Moreover, the target audience were
the future parents, employers, and politicians, with the potential to steer so-
cial changes. Daily time spent on social media in Turkey is above the average,
making it the 15" country in the world (We Are Social, 2020). The campaign’s
target audience were heavy consumers of social media, highly competent in
modern technology, ensuring more effective exposure for the campaign on
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social media, the core communication platform. Through social media, it was
possible to reach socially aware youngsters and non-governmental organiza-
tion (NGO) associations who value of diversity and richness of cultural differ-
ences, and the campaign was thus able to encourage their involvement with
word-of-mouth potential.

Students enrolled in this course received significant training in com-
munication with children and young people, as well as social pedagogy and
children’s rights, from experts from UNICEF, Turkish Red Crescent, Izmir
Governorate and Municipality, and also from Maya Vakfi (Maya Foundation),
which specifically works with children affected by war and migration trauma.
The first stage of the project involved creating press bulletins and interviews,
informative content, videos, film in social media and three photograph exhi-
bitions, raising awareness on hate speech aimed at refugee children. Students
enrolled in the course actively engaged with refugee children in out-of-class-
room activities including watching basketball, creating a playground in the
biggest mall of Izmir, an improvisation theater activity, and making cookies
at a kitchen workshop. With consent of the families or relatives, recordings of
these events were disseminated on social media, where interaction encour-
aged to further encourage the target audience. Important days for Turkey and
the world were celebrated through messages drawing attention to refugee
children’s experiences in Turkey, and the target audience was encouraged to
contribute their own positive childhood memories to the campaign’s official
social media.

Offline activities included a series of panels held with NGO staff, opinion
leaders and celebrities. Students visited different university campuses in ma-
jor cities with high refugee population to actively encourage a more positive
perception of the children. A book donation campaign was also held. After
two semesters of online and offline activities, a post-survey was conducted to
track Changes in awareness, mindset shift, and commitment, consistent with
campaign objectives. In the course’s second year, the aim was to exchange
experiences with other countries experiencing similar refugee issues, and to
propose international events and solutions. As part of an Erasmus+ project,
university students from Italy, Greece, Spain and Portugal participated in five
days of workshops, trainings and activities related to refugee children. At the
end, partner universities prepared a declaration, presented to local decision
makers. A pre and post-test conducted with participant students to measure
the impact of SLC activities showed a clear reduction in the negative adjec-
tives used to describe the refugee children.
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Findings of SLC's Individual and Community Outcomes Networks

Pajek was used to analyze interview data, consisting of individual and com-
munity outcomes, and calculate indicators, such as centrality measures, clique
and core structures in the semantic network.

Table 5: General characteristics of community outcomes network

Number of nodes 24
Number of lines 49
Number of lines with value=1 L2
Number of lines with valuet1 7
Density 0.089
Average degree 4083

Learning outcomes network consists of 24 nodes and 49 lines. 42 lines
had the value 1 and 7 had the value more than 1, suggesting a loosely-knit net-
work. Community outcomes network has fewer connections between state-
ments and is of low density with a score of 0.089. Compared to the density
of learning outcomes network (See Table 2), this network has a much lower
density, with an average degree of 4.083.

Student statements regarding community outcomes (SLC project offers
solutions for...) are stated above in alphabetical order. Table 6 demonstrates
the five highest values of each centrality measure, the highest being 1.000.
“Ameliorating communication between society and refugee children” shares
the highest value of in-degree with “Helping children connect with the gen-
eral public”, which also has the highest betweenness measures. “Overcoming
a social problem” has the highest value for both out-degree and out-closeness.
Among centrality measures, degree and closeness values are expected to be
in highest correlation (Valente et al. 2008, 3). “Creating a space for people and
children to spend time together” has the highest value for in-closeness. In this
network, no clique or articulation points were observed.
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Table 6: Semantic network of community outcomes: Values of centrality

Node In-degree Out- In-close- | Out-close- | Between-

degree ness ness ness
Centrality

Ameliorating communication 1.0000 05714 0.8861 0.6307 0.4803

between saciety and refugee

children

Breaking existing prejudices towards | 0.5714 0.4286 09029 - 0.3947

the children

Contributing to the education of 0.7143 0.2857 06816 05802 0.0724

children

Creating a space for people and 0.7143 - 1.0000 - -

children to spend time together

Developing an understanding 0.1429 05714 0.1947 0.7407 01711

towards refugee children

Enabling people to gain a different 05714 05714 08513 05769 0.6645

perspective

Ending discrimination - - 0.6283 - 0.2368

Helping children connect with the 1.0000 05714 09327 0.7634 1.0000

general public

Overcoming a social problem 0.1429 1.0000 0.1947 1.0000 0.0921

Providing benefit for the ones in - 0.2857 - 0.8242 -

need

The biggest two m-core groupings were 2-core and 3-core that include 12
statements in total. The statements are presented in Figure 2, with 3-core val-
ues shown with bold nodes, “Enabling people to gain a different perspective”
and “Breaking existing prejudices towards the children”.
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M-Core of community outcomes network

Figure 2
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Table 7: General characteristics of individual outcomes network

Number of nodes 20
Number of lines 43
Number of lines with value=1 29
Number of lines with value#1 14
Density 0.113
Average degree 4,300

The individual outcomes network has 20 nodes and 43 lines. 29 lines have

the value 1, and 14 have the value more than 1. Density score (0.013) and aver-

age degree (4.300) are relatively higher than community outcomes network,

indicating a slighter denser network.

Table 8: Semantic network of individual outcomes: Values of centrality

In-degree | Out-degree In- Out- Between-
closeness closeness ness
Centrality

Breaking my own prejudices 1.0000 0.5455 1.0000 0.6585 1.0000
Developing me 0.6667 0.3636 0.7879 0.7941 0.8189
Helping me empathize maore 0.5000 0.0909 0.6667 04737 0.1301
Helping me not to 1.0000 0.0909 09630 0.4655 0.3827
discriminate because of
religion, language and race
Helping me realize how 0.5000 0.0909 0.6341 03750 0.1301
precious children are
Helping me recognize the 0.6667 0.3636 0.7027 0.7105 0.5408
feeling of happiness in doing
good
Making me aware of this 0.3333 0.2727 0.7222 0.6136 0.0000
social issue
Providing me a different 0.5000 1.0000 0.6667 1.0000 0.7245
point of view
Spending meaningful time 03333 0.3636 0.5306 0.7714 0.4286

Student statements for individual outcomes (SLC course contributes to

my life in ways such as...) are presented above in alphabetical order. The table

gives the first five values of each centrality measure. In terms of in-degree

measure, “Helping me not to discriminate because of religion, language and

race” shares the highest value with “Breaking my own prejudices”, the latter

also has the highest values for in-closeness and betweenness centrality. The
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table also indicates that “Providing me a different point of view” has the high-
est values both for out-degree and out-closeness, which are highly correlated,
similar to the results of community outcomes. No clique or articulation points
were found.

Reflections on SLC's Community and Individual
Outcomes Network Findings

The findings support the assumptions regarding distinctive community and
individual outcomes. Interview participants could freely articulate their
course accomplishments. A key expectation from SL courses is the students’
ability to generate contributions benefiting both the community and them-
selves (Steinberg, Bringle and McGuire 2013, 27).

Existing studies lack a specific stress on community outcomes of service
learning (Reeb and Folger 2013, 389; Roodin, Brown and Shedlock 2013, 18). In
this research, students stated that this project potentially leads to strengthen-
ing of community bonds with the children. Among the most common shared
meanings in terms of achieved social change were community outcomes such
as helping children connect with the public, bringing different perspectives
towards this social issue, and ameliorating communication between society
and the children.

Students asserted that participating in SLC campaign also made contri-
butions to their social competencies; they were able to overcome to break their
own prejudices, adopt a different viewpoint, and experience the fulfillment in
doing good. The findings substantiate general expectations from SL courses
regarding personal growth, and building self-consciousness around proso-
cial behavior, responsible citizenship, civic engagement and diversity (Butin
2003, 1677). In line with course objectives, statements regarding individual
and community outcomes indicate fostering of both cognitive and affective
changes, and active participation facilitated graduates’ self-perceptions as
global citizens, compassionate about world issues, and able to relate to people
from diverse backgrounds.
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M-Core of individual outcomes network

Figure 3
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There is only one connected m-core subgraph, a 2-core consisting of 10
statements in which each statement is connected by lines of two as m, shown
in Figure 3.

Conclusion

Service-learning elements among experiential learning practices are increas-
ingly common in higher education curricula. The findings regarding learning
outcomes highlight this emerging tendency in Turkish education system, with
a focus on project-based learning blended with traditional, lecture-based ap-
proaches. Outcomes based on experiential learning, such as “Prepares proj-
ects for the solution of social problems”, are more frequently repeated in the
learning outcomes network. However, also present are outcomes that indicate
lecture-based learning such as “Explains the concept of social responsibility”.
The learning outcomes network reveals a combination of traditional, lecture-
based learning outcomes and experiential outcomes, referring to involve-
ment with real-life community issues, providing evidence for continuity and
change existing concurrently. Yet, shortfalls remain in terms of expectations
regarding achievement in global citizenship and civic engagement, despite
the evident advancements in experiential learning implementations.

Regarding the learning outcomes network, the most common shared
meanings in SL courses centered on project development and implementa-
tion. Project-based learning, which touches upon social/cultural problems,
is an effective method for delivering necessary knowledge and skills (Huff,
Zoltowski and Oakes 2016, 44; Jia, Jung and Ottenbreit-Leftwich 2018, 264).
According to Eyler and Giles, to be deemed successful, SL courses need to
provide the following: “Personal and interpersonal development, under-
standing and applying knowledge, engagement, curiosity and reflective prac-
tice, critical thinking, perspective transformation and citizenship” (Schultz
1999, 142). Learning outcomes network reveal that the courses are deficient in
the progress of competencies of engagement and citizenship behavior, despite
supporting acquisition of basic knowledge regarding concepts such as social
responsibility, volunteerism, civic participation and community service, and
providing opportunity for personal and interpersonal development (team-
work and communication competencies) and perspective transformation
(sensitivity towards social issues).

Individual and community outcomes from students’ self-reported SLC
course evaluation suggest a better correspondence to expectations in terms of
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personal and interpersonal development (an increased sense of empathy and
personal progress, breaking prejudices), perspective transformation (gaining
a different viewpoint both on individual and community levels), engagement
(supporting children’s connection with general public) and global citizenship
values (opposing discrimination in favor of diversity). In a society with in-
creasingly salient social issues and problems, higher education institutions
will inevitably aim at producing global citizens. In this regard, the current
study on SL courses in Turkey displays various achievements, but further
steps remain. The case study illustrates that more comprehensive efforts are
needed to meet Eyler and Giles’ criteria of civic engagement, and citizenship
values, and graduates should also gain communication competencies for ad-
vocating for diversity and equality.

Self-reported competencies may be influenced by social desirability, a
limitation for all studies on SL (Celio, Durlak and Dymnicki 2011, 177). Indi-
vidual outcomes articulated by students may be interpreted as future behav-
ioral intentions; however, longitudinal studies are needed to confirm whether
these outcomes in fact result in changed behaviors. Nevertheless, to the au-
thors” knowledge, this was the first study to examine semantic attributes of
interview data triggered by projective techniques, i.e., sentence completion,
which can diminish bias in self-reporting (Lichtenstein et al. 2003, 839).

A case study elucidating complex student experiences constitutes unique
theoretical contributions to the literature. Furthermore, SNA is considered
an innovative technique in educational research (Slantcheva-Durst 2018, 27)
and can contribute insights for higher education practices. SL courses provide
dual benefits to students and the community, offering enhanced learning and
establishing bonds between the institution and the community. In this era of
increased competition in staff recruitment and attracting prominent students,
universities need community outreach and contribution for competitive ad-
vantage and reputation (Dahan and Senol 2012, 95); learner-centric experi-
ential courses can serve as a key component in this regard, and for creating
social impact.

This study holds implications for further research. One is the potential
for a cross-national investigation of possible influences of culture on learning
outcomes and students’ perceived accomplishments, which may shed light on
countries sharing cultural traits, such as South Korea and China (Wang and
Geng 2019, 55), or different cultural clusters, such as Eastern collective and
Western individualist cultures. Another approach to cross-cultural research
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opportunities is to compare countries in terms of early or late urbanization
and industrialization (Eser and Sarigahin 2016, 39-40) in terms of civic respon-
sibilities and rights.
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Table 1: Universities and courses included in the sample

Counselling

City University | Type Program Course Name
Ankara A Foundation |Jointand Elective | Social Responsibility
Courses Unit Project
Ankara A Foundation | Public Relations Social Responsibility
and Advertising Campaigns
Ankara B Foundation | Radio, Television Social Responsibility
and Cinema Campaigns
Ankara B Foundation | Social Services \olunteering and Social
Work
Ankara C Foundation  |Jointand Elective | Ethics and Social
Courses Unit Responsibility
Ankara D State Jointand Elective | Volunteer Works
Courses Unit
Ankara E State Physical Education | Community Service
and Sports
Teaching
Ankara E State Occupational Social Participation
Therapy
Ankara E State Occupational University Without
Therapy Barriers
Bursa F State Fine Arts Education | Community Service
Applications
Bursa F State Food Engineering | Social Respansibility
Applications
Denizli G State English Language | Community Service
and Literature Practices
Edirne H State University Business Ethics and Social
Common Course | Responsibility
Eskisehir \ State Social Services Social Responsibility
Eskisehir J State Visual Socially Responsible
Communication Design
Design
Istanbul K State Guidance and Living with Disabilities
Psychological
Counselling
Istanbul K State Guidance and Community Involvement
Psychological
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Istanbul State Communication Corporate Social
Responsibility (CSR)
Projects |
Istanbul Foundation | Psychology Social Responsibility and
Community Service
Istanbul Foundation | Media and Service Practices and
Communication Sustainability With
Community in Avcilar
Region
Istanbul Foundation | Exercise and Sport | Volunteering and Social
Sciences Sensitivity Applications
Istanbul Foundation | Preschool Community Service
Education Practices
Istanbul Foundation | Child Development | Community Service
Practices
Istanbul Foundation | Human Resources | Community Service
Management Practices
Istanbul State Primary Education | Community Service
Istanbul State Public Relations Social Responsibility
and Advertising Communication
Istanbul State Nursing Consciousness of Social
Responsibility
Istanbul State Business Corporate Social
Responsibility
Istanbul State Physiotherapy and | Social Responsibility
Rehabilitation Concept
Istanbul State Corporate Social Responsibility and
Communication Project Management
Istanbul State Sociology The Civil Society and
Voluntariness
Istanbul Foundation | Public Relations Communication for Social
and Information Good
Istanbul Foundation | University Civic Responsibility Project
Common Course
Istanbul State Jointand Elective | Community Service
Courses Unit Practices
Istanbul State Health Social Responsibility
Management Project
Istanbul Foundation | Business Corporate Social
Responsibility
Istanbul Foundation | Public Social Responsibility

Administration

Projects
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Istanbul T Foundation | English Language | Social Awareness
Teaching

Istanbul U State Graphic Design Social Responsibility and

Design

Istanbul U State Palitical Science Civic Involverment |
and International
Relations

Istanbul U State Palitical Science Civic Involvernent Il
and International
Relations

Istanbul U State Elementary Community Service
Mathematics Applications
Education

Istanbul U State Preschool Community Service
Education Applications

Istanbul U State Fareign Languages | Community Service
Education Applications

lzmir V State Departments of Social Responsibility
Faculty of Business | Project

lzmir v State Maritime Business | Corporate Social
Management Responsibility

lzmir v State Archaeology Social Responsibility

Izmir State Joint and Elective | Community Service
Courses Unit

Izmir X Foundation | Public Relations Civic Participation and
and Advertising Volunteerism

Izmir X Foundation | Public Relations Volunteer Works
and Advertising

Izmir Y Foundation | Industrial Social Responsibility
Engineering

Kars Z State Guidance and Community Service
Psychological Practices
Counselling

Kirsehir AA State Turkish Language | Community Service
Teaching Practices

Kocaeli AB State Business Corporate Social

Responsibility
Mersin AC State Tourism Social Responsibility

Management

Project
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Mugla AD State Physical Education | Community Service
and Sports Practices
Teaching

Mugla AD State Tourism Social Responsibility
Management Project

Mugla AD State Nursing Individual Development

and Social Responsibility

Sakarya AE State Guidance and Community Service
Psychological Practices
Counselling

Sakarya AE State University Social Responsibility
Common Course

Sanliurfa AF State Agricultural Social Responsibility
Economics Projects

Van AG State Departments Social Responsibility
of Faculty of Project
Engineering and
Architecture

Van AG State Property Social Awareness
Protection and
Safety

Yozgat AH State Business Social Responsibility and

Ethics
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Mobil cihaz kullanimiyla birlikte artan maobil haber tiketimi, medya platformlarini, farkl sosyal medya uy-
gulamalarricin de yenihaber formatlar Uretmeye yoneltmistir. Literatirde bu kapsamda daha ¢ok Twitter,
Facebook ve Instagram platformlari ele alinirken; aktif kullanicr sayisi 700 milyonu gecen TikTok uygula-
masl da habercilerin ilgi alanina girmeye baslamistir. Bu calismada ise, haber kuruluslari ve gazetecile-
rin de icerik Uretim ve dagitim pratigine yonelik yeni bir alan olarak dikkat ¢eken TikTok uygulamasi ele
alinmistir. Calismada, platformda yer alan haber kuruluslarinin TikTok hesaplari Uzerine bir icerik analizi
gerceklestirilmistir. Platformda en ¢ok takipci, begeni ve icerik sayisina sahip haber kuruluslar tespit edil-
mis ve bu kuruluslarin bulunduklar Ulkeler, daha ¢ok hangi haber kategorisinde icerik drettikleri gibi ana
basliklar Uzerinden degerlendirmeler yapiimistir. Analiz sonuglarina gore en fazla takipgi, icerik ve begeni
sayisinin spor kategorisinde yayin yapan haber kuruluslarinda oldugu ve platformdaki haber kuruluslarinin
merkezlerinin cogunlugunun ABD'de oldugu belirlenmistir. Turkiye'de ise dort haber kurulusuna ait TikTok
hesabi oldugu tespit edilmistir. Sonuclar, kullanici sayisi her gecen gun artan TikTok'un haber kuruluslari
icin onemli bir platform olacagini gostermektedir.
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Abstract

Increasing mobile news consumption with the use of maobile devices has led media platforms to produce
new news formats for different social media applications. Articles on this subject are mostly focused on
Twitter, Facebook and Instagram platforms. However, the TikTok, with a number of active users exceeding
700 million, has also entered the field of journalism. In this study, the TikTok application, which attracts
attention as a new area for the content production and distribution practice of news organizations and
journalists, is discussed. Content analysis was carried out on the TikTok accounts of the news organiza-
tions on the platform. According to the results of the analysis, it was seen that the highest number of
followers, content and likes among the news organizations accounts were in the sports category. It has
been determined that the majority of the headquarters of the news organizations on the platform are in
the United States. In Turkey, it has been determined that there are four TikTok accounts belonging to news
organizations. The results show that TikTok, whose number of users is increasing day by day, will be an

important platform for news organizations.
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Giris'

Yeni iletisim teknolojilerin gelismesiyle birlikte, ekonomik, siyasal, kiilttirel
ve toplumsal vb. alanlarda goriilen ¢esitli degisimlerin izlerini haber endiist-
risinde de takip etmek miimkiin olmustur. Ozellikle internet ve sosyal medya
uygulamalari, habercilere biiyiik ve zengin bir bilgi ortam1 yaratmis, meslek-
teki profesyonellere haber konusu bulma, kaynaklara erigim ve giincellik ko-
nularinda biiytiik kolayliklar saglamistir (Metcalfe ve Gascoigne 2011). Bunun
yani sira haber tiretim ve dagitim alani, sosyal paylagim aglari ve kullanict

tiirevli igerik ile birlikte “siradan” yurttaglara da agilmistir.

Rosen (2006), sosyal medyada ortaya ¢ikan kolektifleri tanimlamak igin
“eskiden izleyici olarak bilinen insanlar” ifadesini ortaya atarak, onlar1 “basit-

ce daha gercekgi, daha az kurgusal, daha yetenekli, daha az tahmin edilebilir”

olarak tanimlamigtir.

eee

1 Bu makale, 26-28 Ekim 2020 tarihlerinde izmir Ekonomi Universitesi tarafindan diizenlenen
2. Uluslararasi Dijital Cagda fletisim Sempozyumu’nda sunulan bildirinin gézden gegirilmis
ve gelistirilmis halidir.
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Ortaya ¢ikan bu yenilikler, habercilik alaninda okuyucular/ kullanicilar
ve haber tireticileri i¢in sagladig1 baz1 avantajlar yoniinden degerlendirilmek-
le birlikte, bu alana iligkin pratiklerin sorgulanmasina da neden olabilmekte-
dir. Ozellikle haber iiretimine katilim ve etkilesim 6zellikleri sayesinde daha
demokratik bir medya ortami sundugu 6n kabuliine dayandirilan sosyal
medya, geleneksel medyanin bu noktadaki eksikligine vurgu yapanlar tara-
findan sevingle karsilanmistir. Diger yandan sosyal aglar asir1 enformasyon,
yalan haber ve yanls bilginin de yayildigi, 6zel hayatin gizliligin ihlal edil-
digi, nefret séylemine dayal tiretimin de mekan héaline gelmistir (Binark ve
Bayraktutan 2013).

Habercilerin is akisinda da 6nemli degisikliklere neden olan sosyal med-
ya uygulamalari, ayni zamanda kullanicinin geri dontistinii alma imkanin
saglayan etkilesim platformlari olarak da goriilmektedir. Ttim bu dinamik ya-
pida ortaya ¢ikan dijital habercilik ise, bugiin sosyal bilimlerden veri bilimine
kadar genis bir yelpazede ele alinan bir konu héline gelmistir (Burgess ve
Hurcombe 2019, 359).

Haber kuruluslar ve habercilerin bizatihi kendileri, sosyal medya hesap-
larindan haber tiretip, paylasabilirken bagimsiz bireyler de kendi haberlerini
sosyal medya platformlari tizerinden tiretip yayabilmekte; yurttas haberci-
ligi, gorgii tamig haberciligi gibi kavramlar bu alandaki tartismalarda daha
stk vurgulanir hale gelmektedir. S6z konusu donemde kullanicilar istedikleri
haberleri, istedikleri zamanda kendi listelerindeki takipgileriyle direkt veya
dolayli yollardan paylasarak haberlerin dagilimina ve bu haberlere erisimin
daha kolay hale gelmesine imkan saglamiglardir (Weeks ve Holbert 2013).

Sosyal medya ve haber endiistrisi alanindaki iligki tizerine bir¢ok ¢calisma
gerceklestirilmistir (Alejandro 2010; Stitcii ve Bayrakg 2014; Lee 2015; Kiyan
ve Torenli 2018, Sine ve Sar1 2018). Bu kapsamda en ¢ok calisma Twitter tize-
rine yapilmistir (Hermida 2010; Kwak 2010; Alvarez vd. 2012; Hermida 2012;
Lasorsa vd. 2012; Vis 2013; Hermida 2013; Arik 2013; Kuyucu 2014; Kiirkgii
2016, Kuyucu 2019). Arastirmacilar, Facebook ve Instagram’in habercilik bag-
laminda nasil kullamildig: (Hille ve Bakker 2013; Nashmi 2018; Unal 2018;
Cetinkaya 2019), sosyal medyanin haberciler i¢gin birincil kaynak olmas: (Pau-
lussen ve Harder 2014) ve kullania tiirevli igerik (Harrison 2010; Manosevitch
2011; Tong 2015; Johnston 2016) gibi cesitli konular: ele almiglardir.

Bu calismada ise, diinyada popiilerligi giderek artan TikTok uygulamast
tizerinden igerik tiretiminde bulunan haber kuruluglarimin paylagimlarinin
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incelenmesiyle, bu kuruluslarin TikTok’u kullanma pratiklerinin ortaya ¢ika-
rilmast ve yeni bir haber dagitim ve etkilesim alani olarak TikTokun haber
ekolojisi igerisindeki yerinin sorgulanmasi amaglanmigtir. Calismada, haber
kuruluglarinin TikTok’taki takipgi ve begeni sayilari, iirettikleri video sayi-
lari, haber kategorileri ve kuruluglarin merkezlerinin oldugu tilkeler tespit
edilmeye ¢alismigtir. Bu arastirmada, 9 Ekim 2020 tarihi itibariyla TikTok'ta
hesab1 bulunan ulusal ve uluslararas: 60 haber kurulusunun profilleri ve yap-
tiklar1 paylasimlar incelenmistir. Segilen haber kuruluslari, TikTok’taki gaze-
teci ve yayincilarin bir listesini tutan Francesco Zaffarano’nun (2020) giincel
listesi ve TikTok uygulamasi tizerinden yapilan bireysel aramalar neticesinde
ulagilan haber kuruluslarindan olusmaktadir. Aragtirmada, TikTok profilleri
gizli olan, haber kurulusu olmayan, kullanic1 adlar1 orijinal olsa da igerikleri
sahte oldugu tespit edilen ve kurumsal olmayan profillerle, Cin ve Japonya
merkezli haber kuruluglarinin TikTok’taki hesaplarina erisim olmamasi nede-
niyle bu tilkelerdeki hesaplar aragtirma kapsami diginda tutulmustur.

Bu calismada kullanilan arastirma teknigi, bir metnin 6gelerinin 6nceden
saptanmis bulunan kategorilere gore siniflandirilmasina dayanan (Duverger
1980, 144) igerik analizidir. Analiz i¢in olusturulan tematik haber kategorisi;
spor, magazin, teknoloji ve politika gibi tek bir kategoriye dahil olan haber
kuruluslarim kapsamaktadir. Tematik olmayan haber kategorisi ise spor, egi-
tim, sanat, politika, teknoloji gibi gesitli haber kategorilerinde igerikler tireten
ve sadece tek bir kategoriye indirgenmesi miimkiin olmayan haber kurulus-
larmi siniflandirmak igin kullanilmistir. Profillerin takipgi, begeni ve video
sayilarmin siirekli degiskenlik géstermesinden dolayi, elde edilen veriler ku-
ruluglarin TikTok hesab1 olusturuldugu tarihten 9 Ekim 2020 tarihine kadar
olan siire igerisindeki verileri kapsamaktadr.

Calismanin ilk boliimiinde, yasanan teknolojik gelismelerle haberci-
ligin yeni bir mecras: haline gelen sosyal medyanin habercilik pratikleri ile
haber {iretim ve dagitimia olan etkisi tizerine durulmustur. Tkinci bliimde
son yillarda kullanim orani gittikge artan bir sosyal medya uygulamasi olan
TikTok hakkinda bilgiler verilmis, uygulamanin ortaya ¢ikis stireci, kullanict
istatistikleri, uygulamanin yapist ve kullanimi hakkinda bilgilendirmede bu-
lunulmustur. Caligmanin tigtincti boliimiinde TikTok’u kullanan resmi haber
kuruluglarimin hesaplari tizerine uygulanan igerik analizinin bulgularina yer
verilmigtir. Sonug béliimiinde ise elde edilen veriler 1s18inda TikTok’un ha-
ber tiretim ve dagitim baglamindaki yeri ve gelecekte gazetecilik endiistrisi
icerisinde nasil bir yer edinecegine dair degerlendirilmelerde bulunulmustur.
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Haber Dagitim ve Erisim Kaynagi Olarak Sosyal Medya

Giintimiizde basili medyanin tiiketimi giderek gerilerken, habercilik ala-
n1 artik dijital platformlara dogru kaymaktadir. Reuters 2021 Dijital Haber
Raporu’na (2021) gore basili haber tiiketiminin kullanicilarin son tercihi ol-
dugu goriilmektedir. Yapilan aragtirmada, okurlara habere ulagtiklari ana
kaynak soruldugunda, sosyal medyanin da dahil oldugu internet %81 ile ilk
sirada yer alirken, televizyon %61, sadece sosyal medya %60, basili medya ise
%30'luk bir kullanim oranina sahiptir.

Sekil 1. Reuters Dijital Haber Raporu 2021 — Kullanicilarin Habere Erisim Kaynaklari
(Reuters Institute Digital News Report, 2021)
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Bu noktada 6nemli olan ve internet sitelerini ilgilendiren durum, bu site-
lere sosyal medya araciligiyla ne kadar trafigin geldigidir. Ciinkii Dijital Ha-
ber Raporu’na (2021) gore kullanicilarin biiyiik ¢ogunlugu tiretilen haberleri
sosyal medya platformlari tizerinden takip etmekte, internet sitelerine girerek
haberin orijinal baglantisina tiklamamaktadir. Bu da internet sitelerinde trafi-
gin azalmasina yol agmaktadir.

[rvan (2014), internet gazeteciliginin geleneksel medyayla arasindaki en
6nemli ayrimin hipermetinler (linkler) oldugunu ifade eder. Bu 6zellikle; ara-
ytizdeki bir metinden diger metine rahatlikla gegis saglanmakta ve metinler
arasinda dolagim saglanabilmektedir (Binark ve Loker 2011, 11). Kullanicila-
rin sosyal medya platformlar iizerindeki etkinliklerini inceleyen bir arastir-
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mada (New Study Highlights Power of Crowd to Transmit News on Twitter,
2016), bes haber sitesinin sosyal medya hesaplarindan yaptiklar: paylagimlar
bir ay boyunca incelenmis ve kullanicilarin %59 unun paylasilan haber linkle-
rine tiklamadiklari ve sitelere trafik saglamadiklari ortaya konulmustur.

Sosyal medyanin popiilerlik kazanmasi ve habere erisimde artan kulla-
nim oranlariyla, saglamis oldugu hiz, es zamanlilik gibi farkli 6zellikler sos-
yal medyay1 gazetecilik endiistrisi agisindan énemli bir konuma getirmistir.
Profesyonel gazetecilerin bile tanik olmadiklar: olaylar1 sosyal medya araci-
ligiyla 6grenmesi, olayla ilgili gorsellere, videolara bu mecralardan ulagmasi
ve haber yapmasi, sosyal medyanin bir haber kaynag: olarak yerini almasin
saglamustir. Gazetecilikte, haberin tireticisi olan gazeteciler ile tiiketicisi olan
kullanicilar arasindaki mesafeleri kaldiran sosyal medya platformlar: bu sa-
yede takip edilmesi gereken birer haber kaynag: olmustur (Tagkiran ve Kirik
2016, 229).

Getirdigi avantajlarin yan: sira sosyal medyanin haber kaynag: olarak
kullanilmasi; denetim mekanizmasinin eksikligi nedeniyle, gazetecilik etigine
uygun olmayan haberler ve haber degeri tasimayan igeriklerin paylasilmasi
gibi sorunlar1 da beraberinde getirmektedir. Bu durum, kullanicilar1 dezen-
formasyona acik bir héle getirmektedir. Sosyal medyanin getirdigi hiz ile
birlikte, bircok gazeteci haber atlatmak ve ilk paylasan olmak istegiyle dog-
rulugu belli olmayan haberleri yayinlayabilmektedir. Béylesi bir ortamda,
kullanicilarin dogru bilgilendirilmesinin énemi ve profesyonel gazetecilerin
bu mecralarda yer almasinin gerekliligi ortaya ¢ikmaktadir (Kurt 2014, 824).

Video Uretiminin Yeni Dolasim Mekani: TikTok Uygulamasi

Kullanic tarafindan ¢evrimici olusturulan bir igerik tiirti olarak video, gittik-
ce daha popiiler hale gelmektedir. Bu durum YouTube'un en ¢ok kullanilan
ikinci internet sitesi olmasiyla da dogrulanmaktadir (We Are Social 2021). Bu-
nunla birlikte YouTube, kullanic1 tarafindan olusturulan igeriklere odaklanan
video paylagim endiistrisinin tek temsilcisi degildir, ¢linkii bu tiir hizmetlerin
cesitliligi 6nemli lgtide artmaktadir.

DailyMotion, Vimeo gibi bazi platformlar profesyonel olarak olusturul-
mus iceriklere odaklanirken; YouNow, Twitch, Periscope gibi canli yayin hiz-
metlerinde kisiler programlarini gercek zamanlh olarak yayinlayabilmekte ve
akis sirasinda birbirleriyle sohbet edebilmektedirler. Livestream ve Ustream
gibi uygulamalarla 2007 yilindan itibaren kullanicilar tarafindan deneyimle-
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nen canli yaymn olanagi, 2015 yilindan itibaren ise mobil cihazlar ve sosyal ag-
lar tizerinden de ticretsiz, kolay ve hizli bigimde gerceklestirilme imkanin ya-
ratilmasiyla genis kitleler tarafindan kullanilmaya baglanmistir (Unal 2017).
McLachlan (2020), bu durumun nedenlerini siralarken sosyal medyada canlt
yayin yapmanin dinamik, orijinal ve ilgi ¢ekici yonlerine deginmistir. Anlik
geri dontis alinabiliyor olmasi, samimi bir baglant: yaratilabilmesi, sade, ba-
sit, maliyetsiz olusu, algoritmalarin canli yayinlari 6nceleyen yapisi ve izle-
yicilerin canli yayin takibini rahatlikla siirdiirmesi gibi nedenler giintimiizde
sosyal medya canli yayinlarinin éne ¢ikmasinin nedenleri arasinda sayilmak-
tadir (McLachlan 2020).

Akilli telefonlarin artan énemi ve kullanim oranlar ile birlikte sadece
mobil kullanicilar i¢in mevcut olan video paylasim uygulamalar: da ortaya
cikmistir. Sosyal medyada artan egilim ise, kisa dongtilii videolardan canli
yayma kadar video olusturma ve paylasmanin popiilerligi olmustur (Ander-
son 2017). Daha 6nce yapilan bir ¢alismada (Wright 2017), sosyal medya kul-
lanicilarin kisa bicimli videolar: tercih etmelerinin, bu igerigi tiretmenin kolay
olmasindan kaynaklandig: ifade edilmistir.

Bir hik4ye anlatmak i¢in kisa dongiilii video kavrami biiytik sosyal med-
ya platformlariyla baglamamustir. Snapchat’in My Story uygulamasini (Ham-
burger 2013) yaymnlamasindan yaklasik bir y1l 6nce, Vine isimli uygulama 6
saniyelik uzun dongii videolar: olusturmak ve paylasmak igin kullanilmak-
taydi. 2012’de olusturulan ve daha yaymlanmadan Twitter tarafindan satin
alinan Vine, popiiler ve benzersiz bir video paylasim uygulamasiydi. Nitekim
bugiiniin YouTube yildizlarindan bazilari, daha iyi para kazanma modelleri-
ne sahip diger platformlara gegmeden 6nce Vine araciliiyla izleyicilerini ka-
zanmustir (Kosoff 2016). 2017'nin baglarinda kapatilan Vine'nin kisa dongtili
video tiretip paylasma 6zellikleri aslinda Facebook, Instagram ve Snapchat’in
de odak noktasini olugturmaktadir.

Kullanicilarin kisa dongiilii videolar olusturabilecekleri bir diger poptiler
uygulama da Nisan 2014’te piyasaya stiriilen Musical.ly adli uygulamadr.
Serbest bigimli bir video olusturma uygulamas: olan Vine'in aksine, Musi-
cal.ly dudak senkronizasyonu platformu olarak tasarlanmistir. Kullanicilar
bu uygulamada, bir miizik sectikten sonra 15 saniyeden bir dakikaya kadar
uzunlukta videolar ¢ekebilmekteydi. Bu 6zelligi sayesinde Musical.ly, 2015
yilinda Apple magazasinda en ¢ok indirilen uygulama olmustur (Bonfiglio
2019).
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2016’da Cinli ByteDance sirketi Douyin adli benzer bir dudak senkroni-
zasyonu video olusturma uygulamasi yaymlamis ve ardindan Cin digindaki
pazarlar i¢in TikTok'u piyasaya stirmiistiir. 2017’ de ise ByteDance sirketi, Mu-
sical.ly’yi satin almis ve 2018’de TikTok ile birlestirmistir. TikTok, kisa stire-
de genis bir kullanici sayisina ulasmis; diinya ¢apinda en ¢ok indirilen ikinci
Android uygulamas: (Priori Data 2020a) ve Apple magazasindan ise diinya
capinda en ¢ok indirilen besinci uygulama olmustur (Priori Data 2020Db).

2021 yih itibartyla diinya genelinde yaklasik 732 milyon kisi TikTok'u
kullanmakta bu da uygulamay1 en ¢ok kullanilan besinci sosyal medya uy-
gulamasi yapmaktadir. Toplamda 2 milyar indirme sayisina ulagan TikTok"un
kullaniailarinin %511 erkek, %49'u ise kadindir (We Are Social 2021). Uygu-
lamada ortalama olarak, bir kullanici uygulamay: giinde yaklasik dokuz kez
acmakta ve platformda 45 dakikadan fazla zaman gegirmektedir (Jacks 2020).

Aragtirmalarin gosterdigi gibi, kullanim oranlar1 gittik¢e artan TikTok
uygulamasi ABD ve Cin Halk Cumhuriyeti arasinda devam eden ticaret sava-
sinin, teknolojik ayagini olusturan bir parcas: haline de gelmistir (Tidy 2020).
Amerikan hiikiimeti, glivenlik endiseleri ve TikTok’taki kullanici verilerinin
Cin Halk Cumhuriyeti'nde olmasini istememesi nedeniyle, 2019 yilinda ulu-
sal gtivenlik incelemesi baglatmistir (Tidy ve Galer 2020). ABD tarafindan; ca-
susluk, sanstir, kisisel verilerin izinsiz kullanimi gibi sorunlarin odak noktas:
haline getirilen TikTok, kendisini ABD ve Cin Halk Cumhuriyeti arasinda sii-
ren teknoloji savasinin igerisinde bulmustur (Campbell 2020; Schuman 2020).

TikTok, kullanicilara kendilerinin, ¢evrelerinin veya harici gorsel-isitsel
igerigin bir derlemesinin yaratici videolarii paylasmak igin yeni bir yontem
sunmaktadir. En basit videolar, yalnizca renkli bir arka plan tizerine yerlesti-
rilmis metinden olusmaktadir. Igerikler; videolar, goriintiiler ve sesler eklene-
rek daha da zengin hale gelebilmektedir.

Goriintiiler ve video goriintiileri, uygulamanin ses efektleri, goriintii filt-
releri ve video hiz denetleyicileri kullanilarak degistirilebilmektedir. Bir vi-
deo gonderisinin maksimum uzunlugu 60 saniyedir ve birlestirildiklerinde
bir hikaye anlatan daha kisa video kliplerden olusabilir. Kullanicilar video
yayinlarken, kliplerini agiklamak i¢in etiket (hashtag) iceren bir baglik ekleye-
bilmektedirler. Twitter gibi, en ¢ok kullanilan etiketler platformda trend olan
konular: temsil etmekte ve Instagram gibi video klipler etiketlerine gore sinf-
landirilmaktadir.
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TikTok bir sosyal medya platformu olarak kabul edilir ¢iinkii Twitter ve
Instagram’da oldugu gibi, kullanicilarinin sosyal bir takipgi grubu ve takip
ettikleri diger kullanicilar vardir. Ancak TikTok'u diger sosyal medya hizmet-
lerinden ayiran ana 6zellik, kullanicilarin iletmek istedigi temel mesaji tem-
sil eden videolarin arka plan miizigidir. Kullanicilar videolari igin ¢ok cesitli
miizik tiirlerinden fon miizigi segebilir ve hatta orijinal ses klipleri olustura-
bilir. Kullanic sesli mesajlar1 dahil herhangi bir ses klibi, videolarinda kul-
lanmak tizere diger kullanicilar tarafindan segilebilir. Miizik, bir¢ok videoda
bir dans rutininin, dudak senkronizasyonunun bir parcas: veya bir komedi
skecinin zemini olarak hizmet etmektedir. Bununla birlikte ses, ayni zamanda
bir hikaye olusturucu olarak da islev gorebilir ve belirli bir mesaji iletmek icin
kullanilabilir.

TikTok Uygulamasinin Yapisi ve Kullanimi

Tolentino (2019), TikTok'u “kisinin sosyal agiyla hicbir ilgisi olmayan bir sos-
yal ag” olarak tanimlamaktadir. TikTok, oncelikle algoritmaya dayalidir ve
bu da onu takipgiler ve takipgiler etrafinda modellenen diger sosyal medya
uygulamalarindan ayr1 kilmaktadir. Hig takipgisi olmayan bir kullanicidan
gelen bir TikTok videosu, diger kullanicilarin akiglarinda goriindigi icin hiz-
la bir izleyici kitlesi kazanabilir.

TikTok; Apple, Android ve Amazon uygulama magazalarindan indirile-
bilmektedir. Uygulamay: bir hesabiniz olmadan da gériintiilemek ve aramak
miimkiindiir, ancak tiim sosyal medya uygulamalarinda oldugu gibi, tam ka-
tilim igin bir hesap gereklidir.

Bir hesap olusturduktan sonra, kullanicidan hayvanlar, komedji, seyahat,
yemek, spor, giizellik ve stil, sanat, oyun ve bilim ve egitimi iceren bir liste-
den ilgi alanlarmi secmesi istenmektedir. Oncelikli olarak algoritmaya daya-
I1 bir uygulama olan bu béliim, uygulamanin kullamicilarin hangi videolar:
gordiigiinii belirlemesine yardimer olur, ancak gerekli degildir. Ilgi alanlarin
sectikten veya atladiktan sonra, kullaniciya bir 6gretici araciligiyla uygulama
tanitilir.

Kaydirma icin bir besleme sunan Facebook, Instagram, Twitter ve Tumblr
gibi sosyal medya uygulamalarinin aksine, TikTok her seferinde bir video ige-
rigi sunar ve kullanicinin bir sonraki video icin yukar1 kaydirmas: gerekir.
Goriintiideki video, kullanicr duraklatmak igin ekrani yukar: kaydirana veya
ekrana dokunana kadar déngtide tekrarlanmaya devam edecektir. Beklendigi
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gibi, asag1 kaydirmak kullaniciy1 daha 6nce goriintiilenen videolara dondii-
riir. Varsayilan video beslemesi, “Sizin Igin” algoritmasina dayali algoritma-
dir ancak ekranin tist kisminda, bir kullanic1 video akigini yalnizca takip ettik-
leri kullanicilarla sinirlamaysi segebilir.

Video ekranindaki simgeler arasinda kullanicinin avatari, bir kalp, bir
sohbet balonu, bir paylasim oku ve i¢inden miizik notalarinin ¢iktig1 dénen
bir daire bulunur. Kullanicinin avatarina tiklamak kullanici profili sayfasina
gotiiriir. Kullania1 profili sayfasi Instagram’dakine benzer, takipgileri goriin-
tiiler ve kullanucinun takip ettiklerini listeler. Kullanicinin tiim videolar: da
bu sayfada goriiniir. Kullanict begenilerini herkese acik héle getirmisse, plat-
formda begendigi tiim videolar buradan goriintiilenebilir. Bir menii simgesi
(ti¢ nokta), kullanici profilini paylasmak, profili bildirmek, bildirimleri etkin-
lestirmek, kullanicty1 engellemek ve kullaniciya dogrudan bir mesaj gonder-
mek i¢in segenekler getirecektir. Profil sayfasindaki takip butonuna tiklanarak
kullanicilar takip edilebilir. Videoyu begenmek icin kalp simgesine basilabilir
ve begenilerin sayisi kalbin altinda goriintir. Sohbet balonu simgesi yorumla-
rin sayisini gosterir ve tizerine tiklandiginda bu yorumlarin bir sayfas: agilir.

Yorumlar da begenilebilir ve begeni sayisina gore sirayla goriiniir, en gok
begenilen yorum en iistte goriiniir. Diger sosyal medya uygulamalarmna ben-
zer sekilde, kullanicilar yorumlarda “@” kullanilarak etiketlenebilir. Bir ok
simgesi, video i¢in diger islem 6geleriyle birlikte gesitli paylasim segenekleri-
ni (mesajlasma ve sosyal medya uygulamalarini) ekrana getirir.

Sekil 2. TikTok Kullanici Araytzi Gorundmu
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Igerik olusturucu izin verdiyse video, paylasma segeneginden indirilebi-
lir. Igerik olusturucu secenekleri etkinlestirdiyse, izleyici tepki verebilir veya
diiet yapabilir. Tepki vermek aslinda goriintiilenen videoyu kendi videosuyla
yanitlamaktir. Orijinal video, ekranda kiiciik bir kutu i¢inde goriintir ve iz-
leyicinin hem orijinali hem de tepkiyi gormesini saglar. Diiet secenegi, esza-
manli, koordineli veya karsilastirmali performans icin ekrani béler.

Bu, uygulamanin popiilerligini kazanmasina yardimci olan ve kullanici-
lar1 etkileyiciler ve TikTok yildizlarinin yaninda kendi videolarini yapmaya
tesvik eden benzersiz 6zelliklerinden birisidir. Ek segenekler arasinda ise vi-
deonun bir boliimiinii kaydedip GIF formatinda paylasmak ve videoyu favo-
rilere eklemek yer almaktadir.

TikTok'un dudak senkronizasyonu uygulamas: olarak yeni 6zelliklerin-
den biri, her videonun bir miizik ile eglegtirilmesidir. Her videoda miizik no-
talarinin oldugu dénen bir daire belirir ve buna tiklamak, bu sesi kullanan
tiim videolarla birlikte ses hakkinda daha fazla bilgi getirir. TikTok’taki ige-
rigin ¢ogu, kullanicilarin orijinal bir videoyu veya sesi yeniden olusturmasi-
dir ve bu nedenle daha popiiler seslerin kendisine eklenmis ytizlerce videosu
olacaktir. Ses sayfasindan, kullanicilarin bu film miizigiyle kendi videolarinm
olusturmalari igin bir “bu sesi kullan” segenegi vardir. Ses ayrica gelecekte
kullanilmak, paylasilmak veya duyulmak tizere kaydedilmek tizere favori
olarak isaretlenebilir. Ses bu sayfadan da paylasilabilir veya rapor edilebilir.
Sosyal medya uygulamalarinin etiket kullanilarak yayilim 6zelligi TikTok i¢in
de gegerlidir. Etiketler kullanicinin adiyla birlikte videonun ekraninda gorii-
niir ve ayni etikete sahip daha fazla video kesfetmek i¢in tiklanabilir.

Uygulamanin alt kissmdaki simgeler; ana ekran, kesfet, video olusturma,
mesajlar ve profil sayfasidir. “Kesfet”, trend olan etiketleri getirir ve etiketleri,
videolari, sesleri ve kullanicilar1 aramak igin bir arama ¢ubugu saglar. “Olus-
tur”, kullanicilarin igeriklerini olusturabilecegi yerdir. Burada bir ses veya
resim yiiklemek, filtreler ve ¢ikartmalar ve film miizigi ve videonun hizim
degistirme yetenegi dahil olmak tizere ¢ok sayida secenek bulunmaktadir.
“Mesajlar” boliimiinde kullanici kendisine gelen mesajlar1 okuyabilmektedir.
“Profil sayfas1”, kisinin hesaplarin yonetebilecegi ve gizlilik ve giivenlik, eri-
silebilirlik ve bildirimleri ayarlayabilecegi ayarlara erisebilecegi yerdir.

“Giivenlik” boliimii videolara kimlerin tepki verebilecegini, diiet yapabi-
lecegini, mesaj génderebilecegini ve yorum yazabilecegini sinirlamanin yol-
larinu igerir. Spam ve saldirgan yorumlari filtreleme ve yorumlarda otomatik
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olarak gizlenecek anahtar kelimeler saglama segenegi vardir. Kullanicilar en-
gellendiyse, bu boliimdeki engelleme listesinde goriineceklerdir.

Gilindelik Yasam Pratigi Olarak TikTok

TikTok, kullanicilarinin giindelik yasam pratiklerini uygulama tizerinden ta-
kipgilerine aktardig: bir performans alani olarak karsimiza ¢ikmaktadir. He-
men her konuda insanlarin giindelik yasamlarindan anlar yansitan TikTok’ta
kiz isteme torenlerinden, asker ugurlamasina, yemek tarifinden, ingaat ve
tarimsal iiretim videolaria kadar genis bir alanda igerikler dolagima sokul-
maktadir. Dijital benligin sunumu ve insasinda kullandig: altyapryla énemli
bir alan haline gelen TikTok'ta; kullanilan miizikler, efektler, cekim acilar1 vb.
tiim faktérler uygulamadaki kullanicilarin dijital benliklerinin birer pargas:
haline gelmistir. Bu durumu Goffman’in (2020), bireylerin kargilarinda olan
kisilere ideal bir benlik sunmaya calistiklarini aktardig1 ve tiyatrodaki gibi bir
sahne/kulis ayrim1 yaptig1 yaklagimiyla degerlendirmek miimkiindsir.

Sosyal medyada, 6zellikle Instagram’da kullanicilar ideal benliklerini
sunmak, en gtizel kiyafetlerini giyip, makyajlarin1 yapip tiyatrodaki oyuncu-
lar gibi sahne 6ntindeymisgesine igerik tiretip yer alirken, TikTok ta kullanici-
larin daha ¢ok oyun bittikten sonra kiyafetlerin ¢ikarilip, makyajlarin silindigi
ve gercek yasama doniilen yer olan kulisteki gibi; evlerinde, is yerlerinde,
okullarindaki en dogal hallerini aktardiklar: videolarin ¢ogunlukta oldugu
gortilmektedir. Diger sosyal medya platformlarinda “utanilacak” tiirden vi-
deolarin oldugu bir yermis gibi gosterilen TikTok, Instagram’da, Twitter’da
vb. sosyal medya platformlarinda kendisine yer edinemeyen, dislanan, alay
edilen bireylerin ¢ogunlukta oldugu ve kendilerini ifade edebildikleri bir yer
haline gelmistir. Bu durum idealize ya da hayal edilen yasamlarin, gercek dis
olanin alani olarak elestirilen Instagram gibi ortamlarda insa edilmis gevri-
migi kimlikler yerine gergek, hayatin iginden, herkesin bagrolde olabildigi ve
kendisi gibi olmaktan ¢ekinilmeyen bir platform olarak TikTok’un daha farkli
kullanici kitleleri tarafindan benimsenmesinin bir nedeni olarak gériilebilir.

Bu baglamda 6rnek gosterilebilecek igerik tiirlerinden sayilabilecek fab-
rika, tarim, sanayi vb. alanlardaki iscilerin is pratiklerini yansittiklar1 videolar
uygulamada oldukga popiilerdir. Hatta iscilerin kendi ¢alisma alanlarindaki
gilindelik is pratiklerinin yansimalarini iceren videolardan olusan bir secki
Kars1 Sanat Calismalar: tarafindan, “TikTok'un Emek Sinemas1” isimli proje
ile bir araya getirilmistir. Projeyle, emek-beden iligkisinin sinemadaki temsili-
ne odaklanilip, bireyin kendisini temsil etmede yeni bir alan agma potansiyeli
sorgulanmaktadir (TikTok’un Emek Sinemasi 2020).
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Iscilerin cekmis oldugu bu videolar, TikTok'u is ve gida giivenligi gibi
konularda yasanan ihlallerin goriiniir kilindig1 bir uygulama héline de ge-
tirmistir. Toplum saghgin tehdit eden iscilerin g¢ektigi videolar kamuoyu
nezdinde infiale neden olmustur. Ozellikle gida sektoriinde (et, siit, ekmek,
doner vb.) caligan isgilerin tiretim asamasindayken cektikleri videolar, tep-
kiyle karsilanmuis, videolar: ¢eken isciler ile ¢alismig olduklar: kurumlar 5996
sayili Veteriner Hizmetleri, Bitki Saghigi, Gida ve Yem Kanunu kapsaminda

cezalandirilmigtir.

TikTok uygulamasiin Tiirkiye’de ilk donemlerde yaygin olarak “ayak-
takimimnin internete {istismesi”, “ucube”, “varos” seklinde nitelendirildigini
aktaran Keten (2021), bir siire sonra uygulamanin kendi megruluk alanini ge-
niglettigini belirtmektedir. TikTok algoritmasi bir yandan “siradan” insanlar1
da milyon takipgili fenomene donitistiirme olanagt sunmus diger yandan top-
lumun farkli kesimlerinin 6rnegin isci sinifinin da gortintir hale geldigi, sesini
duyurdugu bir alan haline gelmistir. Keten (2021), is¢i sinifinin uygulamada
goriniir héale gelmesini “emekgilerin igyerlerinde, kadinlarin goériinmeyen
emegin islik sahasi olan evlerinde, kagit toplayicilarinin sokaklarda gektikleri
videolar, agagidan politika tiretme derdinde olanlar igin ilgi odag: haline gel-
di” ifadesiyle vurgulamaktadir.

TikTok'ta Habercilik Pratikleri

700 milyonun tizerinde kullanici sayisina ulasan TikTok (We Are Social 2021),
tim kurumlarin oldugu gibi kismen de olsa haber endiistrisinin dikkatini
¢ekmeyi basarmis bir sosyal medya platformudur. Kullanic1 kitlesinin ¢ogun-
lugunu ¢ocuk ve geng yastaki bireylerin olusturdugu TikTok, gazetecilerin ve
haber kuruluslarinin 6zellikle bu yas grubundaki kullanicilara ulagsmalarinda
onemli bir arag olarak karsimiza ¢ikmaktadir.

Kendisine 6zgii bir hikéye anlatim bicimi olan TikTok'u, diger sosyal
platformlarina kiyasla, gazeteciler ve haber kuruluslar: kendi izleyicilerine
ulagsmanin bir yolu olarak nadiren kullanmaktadirlar. Birlesik Krallik’taki
Telegraph gazetesinin sosyal medya editorii Francesco Zaffarano (2020), plat-
formda varlik yaratan yayincilarin ve gazetecilerin platformdaki yer alma sa-
yilarimin diizensiz ve yavas oldugunu belirtir.

Zaffarano (2020) “sarki soylemek ve dans etmekle bilinen bir uygulama-
y1, bir haber odasi stratejisinin temel bir parcasi haline getirmenin zor oldu-
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gunu” ifade ederken, uygulamaya bagl bariz bir is stratejisinin halen yara-
tilamamasimin da TikTokun kullanici sayisinin artisi géz ontine alindiginda
biiyiik bir eksiklik oldugunu séylemektedir. TikTok'un farkli bir hikaye an-
latma yontemiyle, gazeteciler igin bir deneme alani oldugunu belirten ve ga-
zetesi Telegraph’in TikTok hesabini da y6neten Zaffarano; “TikTok, daha geng
kitlelere ulagabilecegimiz bir yer [...] Su anda, geng kullanicilarin bir araya
geldigi en popiiler yerlerden biri, bu nedenle bu kullanicilarla konusmanin
bir yolunu bulmamiz tamamen mantikli” diyerek TikTok’un kullanict pro-
filinin biiytik bir kesimini olusturan Z kusaginin dikkatini ¢cekmede 6nemli
oldugunu belirtir (O’'Donnell 2020).

Reach Nationals'in sosyal medya grup bagkan: Yara Silva (2020) da ben-
zer bir bakis agist paylasarak; “TikTok son aylarda kesinlikle daha ciddi bir
odak haline geldi ¢linkii yayina igeriginin orada iyi isledigini ve daha geng
bir kitlenin uygulamada olmamiza ilgi duydugunu gorebiliyoruz” ifadesiyle
haber kuruluslarinin TikTok’ta yer almasi gerektigini belirtir. Sadece eglence
amagl bir platform olarak goriilse de TikTok’ta da dogru ve giivenilir habere
erisim, uygulamanin kendi hikdye anlatim tarzina uygun bir sekilde igerik
iiretildiginde miimkiin olabilmektedir.

Bu nedenle TikTok ve Agence France-Presse (AFP) ortakliga giderek bir
dogrulama girisimi baglatmiglardir (AFP 2020). Anlasmaya gore AFP dogru-
luk kontrol ekipleri, Filipinler, Endonezya, Pakistan, Avustralya ve Yeni Ze-
landa gibi iilkelerde TikTok platformunda yayinlanan potansiyel olarak yan-
lis ve yaniltic1 videolar: dogrulayacak altyapiy:r olusturmustur. Dogrulama
calismasi, TikTok'un bu tiir igerikleri kaldirarak ve kullanicilar bilgilendire-
rek yanlig bilgilerin yayilmasina kars: koymasina olanak saglamay1 hedefle-
mektedir. Bunun yan1 sira dogrulama platformu olan Teyit.org da, TikTok'un
tglincti taraf teyitleme programinin Tiirkiye’deki partnerligini tistlenerek,
yanlis bilginin tespiti ve énlenmesi icin platform ile bir is birligine girmis-
tir (Semircioglu 2020). Diinya Saglik Orgiitii de Covid-19 salgin1 hakkindaki
yanlis bilgilerle miicadele edebilmek icin TikTok’a katilip igerik tireterek, in-
sanlara kendilerini yeni koronaviriisten korumak igin alabilecekleri dnlemleri
aktarmakta ve ek bilgi i¢in kurulusun web sitesine yonlendirmektedir (Kelly
2020).

TikTok'u gazetecilik kapsaminda kullanmak aslinda bir ¢egit mobil ha-
bercilik bi¢imidir ve anlik olan haberleri paylasmak i¢in, kisa stireli videolara
izin veren yapisiyla da TikTok bunun igin elverisli bir platformdur. Ancak ice-
rik tiretmek ¢ok zaman almakta ve kullanicilarin uygulamaya zaman ayiracak
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kadar yaratici ve tutkulu olmasi gerekmektedir (Thompson 2020). Bunun yan
sira, platformu kullanacak gazetecinin veya haber kuruluslarinin 6ncelikle hi-
tap edecekleri kitleye hakim olmalari, uygulamanin &zelliklerini yetkin bir
sekilde kullanabilmesi de gerekmektedir.

Platformda haber degeri tagiyan icerikler tiretilse de, uygulamaya uygun
mizah 6geleri de eklenmektedir. Mizah ve haber igeriklerini birbirine enteg-
re ederek uygulamay1 en etkin kullanan kullanicilarin basinda Washington
Post'un TikTok hesabini yoneten Dave Jorgenson gelmektedir. 8 Ekim 2020
itibartyla Washington Post’un resmi TikTok hesabini 720 bin 300 kullanici takip
ederken, paylasilan iceriklere ise 27 milyon 300 bin begeni gelmistir.

Yiiksek takipgi ve begeni sayisina ulasan hesap, bu sayede Washington
Post’'u takip etmeyen kullanicilarin da gazete ile bir bag kurmasma katkida
bulunmay1 ve gazeteyi takip edip, web sitesine ulasmalarini saglamay1 amag-
lamaktadir (Jorgenson 2020).

Sekil 3. Washington Post'un Resmi TikTok Hesap Gorunumu

We are a newspaper.

op

@washingtonpost @

720,3K 27,3M

Artan kullanic sayisi ve haber endiistrisinin uygulamaya artan ilgisi son-
rasinda ise TikTok’u kullanmak isteyen haber kuruluslar veya gazeteciler i¢in
tavsiyeler su sekildedir (Mahadevan 2020; Sennen 2020, Phillips 2020):

e Herhangi bir sosyal medya platformunda oldugu gibi diizenli olarak
gonderi paylastiginizdan emin olun.
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Kapaginda ve kiigiik resimde ytizii olan videolar daha fazla goriintii-

lenme egilimindedir.

Glinde en az bir saatinizi uygulamaya ayirin ve kitlenizi olusturmak
icin diger videolar hakkinda yorum yapin.

Kendi profilinize bir video yiikledikten hemen sonra yorum yapmaya
calisin. Bu sekilde ilgi ¢ekerse, bunlar yorum boliimiiniin en tistiinde
olacaktir.

15 saniyelik videolarla sinirlt hissetmeyin. Kendinize ait bir stil yara-
tin.

Icerikteki bir mizahi aciklamak icin videoda metin kullanmn. Bu, asir1
gibi goriinebilir ama dyle degildir.

Hashtag kullanin.

TikTok profilinize diger sosyal medya platformlarmin baglantilarin
ekleyin.

Iceriklerinizi diger sosyal medya platformlarinda yeniden yayinlayn,
boylece daha fazla tiklanma sayisina ulasabilirsiniz.

Insanlarla bag kurun.

Son dakika haberleri degil, hikayeler tiretin.
Ayni1 hikayeyi anlatacak yeni yollar bulun.
Hafif haberleri sira dig1 hikayelerle karigtirin.

Ozetlenecek olursa; daha fazla kitleye ulasmak ve hayatin her kesimine

haber getirmek i¢in yeni yollar ve araglar arandig}, dijitallesmenin geleneksel

medyay1 zor durumda biraktig1 bir zamanda, TikTok'un potansiyeli de g6z

ontine alindiginda habercilik alaninda ciddi bir sekilde s6z sahibi olacagin

ongormek zor olmayacaktir.

Arastirma Bulgulari ve Analiz

Bu boliimde, ¢alisma kapsaminda TikTok’ta hesab: bulunan 60 haber kuru-

lusunun takipgi, begeni, igerik sayilarinin yani sira bu haber kuruluglarinin

hangi haber kategorilerinde igerik tirettikleri ortaya konulmustur. Ayrica, ha-

ber kuruluglarinin merkezlerinin hangi tilkelerde yer aldig: da tespit edilmis

ve bu kapsamda degerlendirmeler yapilmigtir.
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Tablo 1. Haber Kuruluslaninin TikTok'taki Takipgi, Begeni ve Icerik Sayisi Siralamasi
(Ilk 10)

Sira | Kullanicr Adi Takipci Kullanici Adi | Begeni Sayisi Kullanici Adi icerik

Sayisi Sayisi

1 | @espn 11.700.00 | @espn 616.900.000 | @bleacherreport 2.080

2 | @nowthis 2.100.000 | @bleacherreport 82.700.000 | @espn 1.828

3 | @inverse 2.000.000 | @nowthis 60.100.000 | @inverse 1.060
4 | @bleacherreport 1.900.000 | @inverse 48.900.000 | @aljazeeratiktok1 563
5 | @enews 1.400.000 | @dailymall 31.700.000 | @washingtonpost 541,
6 | @dailymaily 1.200.000 | @washingtonpost | 27.400.000 | @breakingnewsturkey 514
7 | @nowthispolitics 1.000.000 | @staytunednbc 25.800.000 | @fanpage.it 502
8 | @washingtonpost 722.300 | @nowthispolitics 22.200.000 | @vtcnews 450
9 | @usatoday 713.200 | @usatoday 17.500.000 | @dailymalil 440
10 | @staytunednbc 700.000 | @chip_de 15.700.000 | @nowthis 380

TikTok ta profili bulunan haber kuruluglarinin takipgi sayilarina gore
siralamasinda ilk 10’da yer alan hesaplara bakildiginda ABD menseli hesapla-
rin st siralarda yer aldig1 goriilmektedir. Bu sonug, TikTok’ta hesabi bulunan
tilkeler siralamasiyla dogru orantili olarak kargimiza ¢ikmaktadir. ilk sirada
yer alan ve spor kategorisinde igerikler tireten espn hesabinin (11 milyon 700
bin) takipgiye sahip oldugu tespit edilmistir. Daha sonra sirasiyla nowthis he-
sab1 (2 milyon 100 bin), inverse hesab1 (2 milyon), bleacherreport hesabi (1
milyon 900bin), enews hesabi (1 milyon 400 bin), dailymail hesabi (1 milyon
200 bin), nowthispolitics hesab1 (1 milyon), washingtonpost hesab1 (722 bin
300), usatoday hesabi (713 bin 200) ve staytunednbc hesabi (700 bin) takipgi
say1sina sahiptir. Sonuglara bakildiginda, spor kategorisinde icerik tireten ha-
ber kuruluglarinin en fazla takipgi sayisina sahip oldugu, bunun da eglence
agirlikli igeriklerin daha hakim oldugu TikTok'un yapisiyla uyumlu oldugu
gortilmektedir.

Tiktok’ta profili bulunan haber kuruluslarinin begeni sayilarina gore si-
ralamasinda ilk 10 sirada yer alan hesaplara bakildiginda; spor kategorisin-
de igerikler iireten espn hesabinin (616 milyon 900 bin) begeni sayisiyla ilk
sirada yer aldig goriilmektedir. Daha sonra sirasiyla; bleacherreport hesabi
(82 milyon 700 bin), nowthis hesab1 (60 milyon 100 bin), inverse hesab1 (48
milyon 900 bin), dailymail hesab1 (31 milyon 700 bin), washingtonpost hesab1
(27 milyon 400 bin), staytunednbc hesab: (25 milyon 800 bin), nowthispolitics
hesab1 (22 milyon 200 bin), usatoday hesabi (17 milyon 500) ve chip_de hesa-
binin (15 milyon 700 bin) begeni sayisina sahip oldugu gértilmiistiir. Ortaya
¢ikan begeni sayilarinin, takipgci sayisiyla dogru orantili oldugu goriilmekte
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ve TikTok’ta daha ¢ok eglence ve spor igeriklerinin begenildigi ortaya cik-
maktadir.

Tiktok'ta profili bulunan haber kuruluslarinin tirettikleri ierik sayilarina
gore siralamasinda ilk 10 sirada yer alan hesaplara bakildiginda bleacherre-
port hesab1 (2080) igerikle ilk sirada yer almaktadir. Spor kategorisi igerisinde
yer alan bleacherreport hesabi, daha ¢ok NBA, Amerikan Futbolu, golf gibi
ABD’de yaygin olarak izlenen ve oynanan spor dallarindan igerikler tiret-
mektedir.

Diger haber kuruluslarina bakildiginda sirasiyla, espn hesabi (1828),
inverse hesab1 (1060), aljazeeratiktokl hesab: (563), washingtonpost hesab:
(544), breakingnewsturkey hesab1 (514), fanpage.it hesab1 (502), vtcnews he-
sabu (450), dailymail hesabr (440), nowthis hesabinin ise (380) adet icerige sa-
hip oldugu gortulmiistiir.

Sekil 4. Incelenen 60 Haber Kurulusunun TikTok'taki Toplam Begeni, Takipgi ve
Icerik Sayilari

1.200.000.000

1.000.628.228
1.000.000.000
800.000.000
600.000.000

400.000.000

200.000.000

27.833.706
0 —

13.363

Toplam Begeni Sayisi Toplam Takipgi Sayisi Toplam igerik Sayisi

Calisma kapsaminda TikTok’ta hesabi olan toplam 60 haber kurulusu
bulunmustur. Bu hesaplarin ulastig: kitlelerin sayisinin ortaya gikarilmasi,
konunun arz ettigi 6nemin anlasilmasi agisindan 6nemlidir. Bu nedenle he-
saplarin toplam begeni sayisina bakildiginda 1 milyar 628 bin 228 kullanicinin
TikTok’taki haber kuruluglarimin tirettigi icerikleri begendigi goriilmektedir.

Takipgi sayilarina bakildiginda ise toplamda 27 milyon 833 bin 706 kulla-
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nic1 bu haber kuruluglarini takip edip, habere TikTok tizerinden erismektedir.
Haber kuruluslarinin TikTok tizerinde iirettigi iceriklere bakildiginda ise top-
lamda 13 bin 363 adet igerigin olusturulup dolasima sokuldugu goriilmiistiir.
Sonuglar, TikTok’ta haber igerikleri tireten hesaplarin popiilerliginin arttigin
ancak TikTok'un kullanic1 sayisina oranla diisiik oldugunu ortaya ¢ikarmak-
tadir.

Calisma kapsaminda TikTok hesab1 bulunan medya kuruluslar1 pay-
lastiklar: igerik tiirtine gore de smiflandirilmistir. Buna gore sadece belirli
alanlarda tematik igerik tiretimi yapan kurulus sayist 8 olarak belirlenmistir.
Ornegin ¢alisma kapsaminda degerlendirilen espn, bleacherreport gibi kuru-
luslar agurlikli olarak spor igerigi paylasmakta inverse, nowthis gibi medya
kuruluslar: ise daha ¢ok magazin, teknoloji ve politika gibi alanlardaki tema-
tik yaymnlariyla 6ne ¢ikmaktadir. Calismada yer alan diger 52 medya kurulu-
sunun ise (6rnegin: washingtonpost, dailymail, usatoday) sadece belirli bir
alana 6zgti igerik tiretimiyle sinirl kalmadiklari, farkl haber tiirlerinde igerik
iiretip paylagtiklar: goriilmiigtiir.

Sekil 5. Incelenen Haber Kuruluslarinin Igerik Turtne Gare Siniflandinimasi

Tematik Haber
Kuruluglari: 8

N

Spor: 5

Magazin: 1
Politika: 1
Teknoloji: 1

Tematik
Olmayan Haber
Kuruluglari: 52

Takipgi sayisina gore ilk 10 sirada yer alan kuruluslarinin paylastiklari
igerik tiirleri karsilastirildiginda az sayidaki tematik igerik tireticisinin genis
bir kitleye ulagtig1 tespit edilmistir. Ornegin sadece spor igerigi iireten espn,
11.700.000 takipgi sayist ile listedeki diger tiim kuruluslarin takipgi sayisindan
daha fazla bir kitleye erismekte, bleacherreport da sadece spor igerigi tireterek
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pek cok haber kurulusundan daha fazla takipgi sayisina ulasmaktadir. Listede
ikinci sirada yer alan Now This ise sadece sosyal medyaya odaklanmaktadir.

Schellewald (2021, 1443) TikTok uygulamasinin 6zellikle 2020 yilina ka-
dar daha cok eglence ve komedi gibi iceriklerle anildigina ve bu tiir tema-
lar etrafinda kullanicr kitlesi olusturduguna dikkat gekmektedir. Ancak daha
sonra egitimden politikaya, haberden belgesele kadar yeni tiirlerde de igerik
tiretimi gerceklesmeye baslamistir. Calismada da gortildiigii tizere The New
York Times, Daily Mail, Washington Post, NBC News gibi haber kuruluglar: da
TikTok uygulamast ile igerik paylasimi yoluyla bu alana dahil olmusglardir.
Yine de TikTok kullanicilarinin agirlikli olarak uygulamanin eglenceye dayali
yapisina da uygun sekilde spor, teknoloji, magazin gibi tematik iceriklere yo-
neldigi gortilmektedir. Bu durum haber kuruluslarinin TikTok’un kendisine
Ozgii hikaye anlatim diline daha hdkim olmalarinin ve bu alana uygun for-
matla haber igeriklerini bulusturmanin 6nemini de ortaya koymaktadir.

Sekil 6. Incelenen Haber Kuruluslarinin Ulkelerine Gore Sayi Siralamasi
25
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TikTok’ta yer alan haber kuruluglarinin tilkelere gore siralamast yapildi-
ginda ilk sirada 23 hesap ile ABD bulunmaktadir. Daha sonra sirastyla, Ingil-
tere (7), Tiirkiye (4), Almanya (4), Fransa (4), Hindistan (4), Arjantin (2), italya
(2), Avustralya (2), Rusya (2), Katar (1), Kanada (1), Vietnam (1), Isvicre (1),
Endonezya (1), Brezilya (1) adet haber kurulusu ile TikTok’ta yer almaktadur.
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Sonucg

Kurulusundan bu yana artan bir kullanim oranina sahip olan TikTok uygu-
lamasi, kitlelere ulagsmak igin yeni yollar arayan gazetecilik endiistrisi igin
onemli bir alan haline gelmeye baglamistir. Ozellikle ¢cocuk ve geng yastaki
kullanici kitlesinin yogunlukta oldugu platformda haber kuruluslari, bu kit-
leye hitap eden igerikler tireterek onlara ulasmay1 ve platform araciligiyla da
kendi web sitelerine trafik saglamay1 hedeflemektedir.

Bu ¢aligmada, TikTok tizerinde igerikleri tireten 60 haber kurulusu-
nun hesaplari igerik analizi yontemi ile incelenmistir. Aragtirma sonucunda
TikTok'un eglenceye dayali yapisi ile de uyumlu sekilde belirli temalarda
icerik tiretimi yapan kuruluslarin hem kullanici hem de begeni sayis1 baki-
mindan 6ne ciktig belirlenmistir. Ornegin aragtirmada en gok takipgisi olan
haber kurulusunun spor kategorisinde yaymn yapan espn’in (11 milyon 700
bin), en ¢ok begeni sayisinda da (616 milyon 900 bin) ilk sirada yer aydig:
tespit edilmistir. Begeni sayisinda ikinci sirada yine “spor” kategorisinde ige-
rikler tireten bleacherreport (82 milyon 700 bin) yer almaktadir. Her iki haber
kurulusunun da diger sosyal medya platformlarmni oldugu gibi TikTok uygu-
lamasini da aktif olarak kullanmalar1 ve bu alana 6zgti editér bulundurmalar:
igerik tiirti kadar igerik yonetiminin de 6nemini ortaya koymaktadir.

Elbette TikTok kullanici kitlesinin uygulamaya eglence merkezli olarak
yaklasmasi belirli icerik tiirtinde yayin yapan kuruluslarda takipci sayisinin
yogunlasmasi sonucunu dogurmaktadir. Bu nedenle sadece nicel verilerle
bir degerlendirmeye gore karsilastirma yapilmast da belirli simirhiliklar iger-
mektedir. Ancak yine de haber kuruluslarinin daha genis kitleye —ozellikle
de genglere- ulasma arzularmin bir sonucu olarak TikTok kiiltiiriinii anlama-
s1, giindeme iligkin haberler de dahil olmak tizere tirettikleri igerigi TikTok
uygulamas tizerinden kullanicilara iletmesinin yollarint aramaya baslamasi
gerekmektedir.

TikTok'u uygulama magazalarindan en ¢ok indiren ilk g tilke sirasiy-
la; Hindistan, ABD ve Tiirkiye’dir (Priori Data, 2020). Uygulamadaki haber
kuruluslarinin tilkelere gore siralamasina bakildiginda ise Hindistan ve Ttir-
kiye’deki haber kuruluslarinin kullanic sayilarina oranlara uygulamada yer
alma oraninin diigiik oldugu gériilmektedir.

ABD, 23 haber kurulusuyla uygulamada yer alirken; Ttirkiye ve Hindis-
tan sadece 4’er haber kurulusu ile uygulamada yer almaktadir. Her iki tilkede
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de mobil cihaz kullanim oranlar1 ve sosyal medya platformlarina tiye olanla-
rin sayilar1 diigtinitildiigiinde bu ciddi bir eksiklik olarak goze ¢arpmaktadir.
Facebook, Twitter ve Instagram’dan sonra en ¢ok kullanilan sosyal medya
platformu olan TikTok, uygulama magazalarindan indirme sayilarinda ise
birinci sirada yer almaktadir ve gelecekte kullanici sayis1 bakimindan diger
platformlar1 yakalamasi dngoriilmektedir. TikTok, kendisine 6zgti, eglence ve
mizah agirlikli igerik tiirleriyle, haber kuruluslar: ve gazeteciler i¢in hentiz
bir deneme alanidir. Kuruluslarin genel amaci; geng kitlelerin egemen oldu-
gu uygulamada, bu kitlelerle iletisim kurarak dogru ve giivenilir haberlerle
onlart bulusturmak ve bunu yaparken de onlarin dilinden konusmak, kendi
web sitelerine trafik saglamak veya kuruluslarina abonelik kazandirmak igin
TikTok’u kullanmak gibi goriilmektedir.

Platform tizerinde net bir sekilde olusan haber tiretim ve dagitim plan
bulunmamaktadir. Kimi haber kuruluglari, gazete ve televizyondaki igerikle-
rin aynilarm platforma yiiklerken kimi kuruluslar da TikTok igin ayr1 birer
editor bulundurup, uygulamanin kendi tarzina uygun sekilde igerikler {iret-
mekte ve bu alanda en dogru yaklasimin ne oldugunu bulmaya ¢alismakta-
dir. Platformun haber ortamina uygunlugunun az olmasi, uygulama icin ayr1
bir editor barindirmakla gerekli donanimin saglanmasimin getirecegi maddi
kiilfet, igerik iiretmenin zaman alan ve yaratic fikirlerle bezeli olmasi zorun-
lulugu haber kuruluglarinin igerik tiretmekte yasadig: zorluklar olarak gorii-
lebilir.

Sonug olarak her gegen giin popiilerligi artan, kullanict sayisinda ciddi
bir sekilde artis yasanan TikTok’un haberciler ve haber kuruluslar: tarafindan
kesfedilmeyi bekleyen bir platform oldugu soylenebilir. Platforma 6zgti ice-
rikleri, haber deger ilkeleriyle harmanlaylp; glincel ve dogru bilgileri eglen-
celi sekilde sunabilecek haber kuruluglarinin olusturacaklar1 haber iiretim ve
dagitim planlari, sosyal medya ve habercilige yeni bir perspektiften bakmay1
saglayacaktir.
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COVID-19 pandemisi dijital platformlar icin katalizor islevi gormustir. Sinema salonlarinin kapanmasin-
dan dolayi stiidyolar, gosterimleri ertelerken bir yandan da kirala & izle modeli (VoD) ile dijital platformlara
yonelmektedirler. Sinema salonlarinda gosterim surecinin atlanarak filmlerin dogrudan dijital platformlar-
da gosterime girmesi klasik yapim-dagitim-gosterim zincirinin kinlmasi anlamina gelmektedir. Bu durum
yeni bir dikey yapilanmayi ve isleyisi dogurmaktadir. Yeni Sinema Isletim Deger Zinciri agirlik kazanmak-
ta, bu alandaki donusum Yeni Medya Is Modeli veya Business 2.0 olarak degerlendirimektedir. Makale,
baglamsal yaklasimla sinema deger zinciri icinde giin gectikce yukselis egrisi gosteren dijital platformlari
dunya ve Turkiye ozelinde karsilastirmali olarak incelemeyi amaglamaktadir. Kiresel sinema endustrisin-
de ve Turkiye'deki tartismalar ile yasal diizenlemeler makalenin ¢alisma cergevesini ¢izmektedir. Yontem
olarak baglamsal yaklasimla sinema deger zinciri, ulusal bir film endustrisinin kulturel, politik, kurumsal,
endustrivel belirleyicilerinden biri olarak analiz edilmektedir. Bu cercevede sinema sektort temsilcileri ile
yapmis oldugumuz derinlemesine gorisme verileri ile ikincil kaynaklarin (mevzuat, rapor, literatdr) incele-
me ve analizi yapilacaktir,
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Abstract

The COVID-19 pandemic acts as a catalyst for digital platforms. Since movie theatres are closed, studios
delay exhibitions, with a tendency toward digital platforms with the VoD model. Skipping the exhibition
process and directly exhibiting films on digital platforms means breaking the classical production-distribu-
tion-exhibition chain. The New Film Exploitation Value Chain carries weight, and the transformation in this
domain is regarded as the New Media Business Model or Business 2.0. This article aims to examine digital
platforms showing a positive slope in the cinema value chain, comparing Turkey with the warld. The paper
focuses on debates within the global film industry and Turkey, and the related legislation. With a contextual
approach, the cinema value chain is analysed as one of the cultural, palitical, institutional, and industrial
determinants of the national film industry. In-depth interviews with representatives of the film industry,

and secondary sources, such as legislation, reports and literature, are analysed and examined.
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Girig'

COVID-19 bir saglik sorunu olarak baslamis, kapsami ve siiresi baglaminda
her tiirlii alani etkileyen ve krize doniistiiren bir pandemi olmustur. UNESCO
(2020) COVID-19 pandemisini kriz olarak degerlendirmektedir. COVID-19
pandemisi ve yarattif1 kriz, kiiltiirel ve yaratici endiistriler {izerinde yikic
bir etkiye sahip olmustur. Diinyada pandemi ve sinemada kriz iligkisini ta-
rihsel olarak inceleyebilecegimiz énemli bir olay 1918 Ispanyol gribidir. CO-
VID-19 pandemisinin ortaya c¢ikmasiyla birlikte 6zellikle Amerika Birlesik
Devletleri'nde, Ispanyol gribi sonrasi sinema endiistrisinin tarihsel olarak
nasil etkilendigi ve sekillendigi tartisgtilmaya baglamigtir. Buradan hareketle
de bugtin COVID-19 sonras1 sinema enddistrisinin nasil gekillenecegi iize-
rine projeksiyonlar yapilmaktadir (Brody 2020). Ispanyol gribi, kiigiik islet-
mecilerin, yapimcilarin ve dagitimcilarin ortadan kalkmasina neden olarak
Hollywood sisteminin olugsmasini saglamistir (Brody 2020; Andreeva 2020;

1 Bu makale “COVID-19 Pandemisi ve Sinema Sektoriinde Kriz” baglikli 120K625 numarali
TUBITAK-SOBAG 1001 COVID-19 ve TOPLUM konulu projeden elde edilmistir. Yazarlar
aragtirma destegi igin TUBITAK a tesekkiir ederler. Bu makale ayrica 26-28 Ekim 2020 tarih-
leri arasinda diizenlenen 2. Uluslararast Dijital Cagda iletisim Sempozyumu’nda sunulan
bildirinin geligtirilmis bir halidir.
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Meares 2020). COVID-19 pandemisi de Ispanyol gribine benzer bir bigcimde
sektoriin isleyisinde degisimlere neden olarak yapim-dagitim-gosterim ak-
sinda 6nemli bir kirilmay1 ve yeni bir yapilanmay1 getirmektedir. Bir diger
deyisle COVID-19 pandemisi, sinema endiistrisinde “yeni bir dikey yapi-
lanmay1 ve isleyisi dogurmakta, sinema salonlarinin gelecegini tartismaya
acmaktadir” (Yilmaz 2020).” Dijital platformlar baglaminda sinema endiist-
risindeki bu degisimler, en ¢ok sinema salonlarimi etkilemektedir. Ctlinkii
pandemiyle birlikte baslayan kapanma stirecinde, sttidyolar filmlerini sine-
ma salonlarinda gosterime sokmadan dijital platformlara y&nelmektedirler.
ABD’de COVID-19 pandemisinin sinema endtistrisinde yarattig1 krizi anla-
mak igin su ¢arpict rakamlar yeterli olacaktir: 120.000"i Hollywood’da olmak
tizere toplam 170.000 kisinin COVID-19’a bagh olarak sinema endiistrisinde
igsiz kaldig: ileri siirtilmektedir (Pulver 2020). ABD’de 2020 yilinin gise ge-
lirlerinin 2019’a gore %80 diistiigii belirtilmektedir (Rubin 2021). Tiirkiye’de
2020 yilinda 32 hafta a¢ik kalan sinema salonlarinin gise kayb1 %65 civarinda-
dir (Yavuz 2020a). COVID-19 pandemisi ile sinema salonlarinin kapanmas: ve
yaganan kriz, insanlarin evlerinde karantinaya alinmasi, dijital platformlara
yonelimi artirmistir. Burada sektor agisindan bir agmaz vardir ve geliskili bir
durum ortaya ¢tkmaktadir. Evde kalan seyircinin seyir meraki ve bos vaktini
degerlendirmek igin “igerik”lere® (film, dizi) ihtiyaci vardir; ancak endiistri
i¢in 6nemli itki olabilecek bu durum COVID-19 pandemisinden dolay1 tireti-
me déniisememektedir. Bu durumda gosterimi ertelenen filmler ve arsivdeki
filmler icin dijital platformlar 6nemli bir adres olarak karsimiza ¢ikmaktadir.
Pandemi nedeniyle sosyal etkilesimin azalmasina ek olarak gelecege yone-
lik ekonomik kaygilarin artmasi, seyircileri tasarruf etmeye yonlendirmekte-
dir ve sinema sektoriindeki toparlanmanin diger sektérlere gore daha yavas
gerceklesecegi ongoriilmektedir. Sinema sektdriinde azalan talep Netflix gibi
dijital platformlara kaymistir. Ornegin Netflix'e pandeminin basinda (2020
ilk geyreginde) 16 milyon yeni abone eklenmistir (Swartz 2020). Avrupa’da
22 Haziran’da sinema salonlarinin yeniden agilmasindan bu yana Fransa’da

2 Bu konuya dair ayrintilar: Sineblog’daki soyleside bulabilirsiniz (Yilmaz, 2020).

3 igerik sozciigtiniin kullanimi sinemacilardan elegtiri almaktadir. Scorsese (2021), Fellini
tizerine yazdig1 makalede, igerik sozctigiintin bigim-igerik iliskisinden filmleri de igeren
video formatindaki her seyi kapsayan ticari bir terim haline gelmesini ve dijital platformla-
rin algoritmalarla seyircinin 6niine benzer filmleri ¢ikartmasini elestirmektedir. Bu durumu
sinema sanat1 ve tarihi hakkinda higbir sey bilmeyen medya yoneticilerinin her seye is diye
bakmalarinin ve dijital platformlarin sinemaya gitme deneyimini bozmalarmin bir sonucu
olarak gortir ve bu sinema sanatina ne yapar diye sorar. Buna karsin Cem Say “Netflix algo-
ritmasiz olabilir mi, tiim olay1 bu degil mi?” demektedir (Kaynak, 2019). Bu konuda sinema-
cilar ile bilisimcilerin farkli diistindtigii gozlenmektedir.
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agustos ay1 sonuna kadar sinema salonuna giden seyirci sayisinda gegen yila
gore %67, Almanya ve Ispanya’da %80, Italya’da %86 ve Biiyiik Britanya’da
%90 oraninda diislis gozlenmistir (Vulser 2020). Tiirkiye’de 1 Temmuz 2020
tarihinde agilan sinema salonlar1 17 Kasim 2020 tarihinde kapatilana kadar
ortalama %1 doluluk orani ile ¢alismistir.* COVID-19 pandemisinin sinema
endiistrisinde yarattig1 kriz, sinema salonuna giden seyirci baglaminda derin-
leserek devam etmektedir.

Bir diger 6nemli unsur sinema endiistrisinin yapisal olarak degisimi ile
ilgilidir. Sinemada tiretim tarzi1 konvansiyonelden (pelikiile dayali tiretim
tarzi) dijital tiretim tarzina evrilmistir ve siire¢ devam etmektedir. Teknolo-
jik degisimler kdiltiirel tiiketim pratiklerini degistirmektedir. Dijitallesme ile
birlikte degisen ve gelisen seyir pratiklerini de bu baglamda okumak gerek-
mektedir. Sinemada dijitallesme ve bunun getirdigi yapisal degisimler (6rne-
gin seyir kiiltiirtindeki yenilikler, dijital platformlar gibi), sinemanin kendi
i¢ dinamiklerinin yaninda kiiresel kapitalizmin dijital kapitalizme doéniisii-
mii ile ilgilidir. COVID-19 pandemisi degisimi hizlandiran bir katalizor is-
levi gérmustiir. Sinema endiistrisinin tarihsel gelisiminde bir dizi teknolojik
icadin 6nemi biiytiktiir: Kare hizinin standartlagsmasi, sesin gelisi, renkli film,
genis perde, cinemascope, stereo, 3D, dolby surround, dijitallesme Srneklerinde
gortildiigii gibi. Sinemanin konvansiyonel iiretim tarzindan dijital iiretim tar-
zina gegisi sirasinda stiidyolarin ¢esitli VoD bigimlerine adapte olmalarinda
sorunlar vardir. Bu siiregte ABD’de ev sinema satiglar1 (DVD, BluRay) deger
zincirindeki 6nemini korumaktadir. Dijital déniisiim 2013 yilinda dagitim ve
gosterimin DCP (Digital Cinema Package, Dijital Sinema Paketi) tizerinden
gerceklesmesi ile biiytik bir sigrama yasamustir (Tryon 2013). Bu ¢ok katmanlt
etki, sinema endyistrisinin geleneksel is ekosisteminin ve deger zincirinin ye-
niden yapilandirilmasina yol agmaktadir (Salvador, Simon ve Benghazi 2019,
13-14). Deger zincirindeki degisim, pelikiiliin yapim ve gosterim baglaminda
ortadan kalkmasi sirasinda giindeme gelen sinemanin 6liimii tartismalarin
hatirlatir (Cherchi Ushai 2001; Belton 2002; Gaudreault ve Marion 2015). Her
biiytiik degisim, eskinin 6ldiigiinii, yeninin dogdugunu ifade eder. Oysa sine-
mada dijitallesmeyi bir kopus degil, bir evrim olarak degerlendirmek gerekir
(Erkalig 2017). Pandemi ile sinema endiistrisinin kabul g6ren igleyis ve is akigi-
nin keskin bir bi¢imde degismesi siirecinde Tiirkiye'nin kendi pratiklerinden
yola ¢ikarak buna nasil cevap verecegi 6nemli bir sorunsal olarak kargimizda

4 21 Eyliil 2020 tarihinde K4 ile yapilan derinlemesine goriisme. Daha sonra sinema salonlari-
nin kapanma tarihi diizenli olarak uzatilmig ve salonlar 1 Temmuz 2021 tarihine kadar kapali
kalmigtir.



104 < ilef dergisi

durmaktadir. Buna iliskin 6ngoriiler mevcut yasal cercevedeki degisiklikler
ile sekillenebilmektedir. Ancak giindelik yasamdaki ve tiiketim aliskanlikla-
rindaki degisikliklerin olusturacag: dinamikleri ve bu dinamiklerle zaten ge-
lisimini tamamlamamus, endiistrilesememis Tiirk sinema sekt6riinii ne yonde
etkileyecegi ayrica galisilmasi gereken bir alan olarak durmaktadir.

Bu makale, Tiirkiye’de COVID-19 pandemisinin sinema sektoriine etki-
lerini djjital platformlarin gelismesi baglaminda ele almakta ve buna bagh
olarak deger zincirindeki degisime odaklanmaktadir. Makalede, baglamsal
yaklasimla sinema deger zinciri i¢inde gtin gegtikge yiikselis egrisi gosteren
dijital platformlar Tiirkiye 6zelinde incelenmektedir. Kiiresel sinema endtist-
risinde ve Tiirkiye’deki gelismeler ile yasal diizenlemeler makalenin ¢alisma
cercevesini ¢izmektedir. Ayrica Comolli ve Narboni'nin (1989, 59) “Her film
ekonomik sistemin bir unsuru (...) bir yaniyla verili ekonomik iligkiler iginde
tretilen kendine 6zgii bir tirtindiir” ifadesi ile Brecht'in (1974, 50) “Bir filmin
sanat degeri en yiiksek olaninin bile, bir meta oldugunda herkes anlagiyor”
saptamasi sinema deger zinciri okumasi i¢in ¢ikis noktamizi olusturmakta-
dir. Makale ti¢ boliimden olusmaktadir. Birinci boliimde sinema deger zinciri
kavrami genel olarak ele alinmaktadir. Tkinci béliimde, diinyada ve ézellikle
Hollywood’da djjital platformlar ve deger zinciri iliskisi genel olarak deger-
lendirilmektedir. Ugiincii b6liimde dijital platformlarm Tiirk sinema sektorii-
ne etkileri tartisiilmaktadir: COVID-19 pandemisi ve sinema salonlarimin ka-
panmast gibi goriiniir kritik sorunlar ile mevzuata dair goriinmeyen yapisal
endiseler incelenmektedir. Sonug¢ béliimiinde ise dijital platformlarin yillik
gelirinin %2-3'tinilin sinema salonlarina destek olmak sartiyla sinema fonuna
aktarimi onerilmektedir. Metodoloji, derinlemesine goriismelerden elde edi-
len nitel saha verilerine ve ikincil kaynaklarin inceleme ve analizine dayan-
maktadir. Dijital platformlar ve sinema salonlar: arasindaki iliski, baglamsal
yaklagimla® (Turner 1999, 153) ulusal bir film endiistrisinin kiiltiirel, politik,
kurumsal, endiistriyel belirleyicilerinden biri olarak sinema deger zinciri i¢in-
de analiz edilmektedir. COVID-19 pandemisinin sinema sektdriine etkisi ve

5 Turner (1999, 153-154) baglamsal yaklagimlarin ¢ogunlukla ulusal bir sinema endiistrisinin
kiilttirel, politik, kurumsal, endiistriyel belirleyicilerini analiz etme egiliminde olduklari-
n1 belirtir. Bu calismalar temsil ¢alismasindan ziyade kiilttirel tiretim stireci ile ilgilenirler.
Baglamsal yaklagim, kiiltiir politikasinin, hiikiimet miidahalesinin, sansiiriin, teknolojilerin,
tiretim-dagitim-gosterim zinciri igindeki miilkiyet iligkilerinin, sinema endtistrisindeki ticari
uygulamalarin, kamu kurumlarinin, sinema endiistrisinin kiiresel yonlerinin ve sinema en-
diistrisini etkileyen diger bircok faktoriin islevini inceler. Turner, bu ¢ercevede ABD’den Kris-
tin Thompson ve Douglas Gomery, ingiltere’den John Ellis ve Charles Barr, Avustralya’dan
ise John Tulloch ve Tom O’Regan’in ¢alismalarin rneklendirir.
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dijital platformlarin ytikselisi ile birlikte deger zincirindeki degisim, 52 sekt6r
temsilcisi ile yapilan derinlemesine goriismelerden elde edilen nitel veriler
kullanilarak degerlendirilmistir. Derinlemesine gortisme yapilan katilimcilar
metin i¢inde, K1-K52 arasinda kodlanmisgtir.

Sinema Deger Zinciri

Internet ve dijital pratiklerin yayginlagmasi deger zincirinde tartismalar1 da
dogurmustur (Ulin, 2010; Erkili¢ ve Toprak 2012, Pardo 2014). Sinema deger
zinciri son on yilda kiiresel sinema endtistrisinde ortaya ¢tkan en 6nemli ticari
analitik kavram olarak tanimlanmaktadir. Sinema endyiistrisi agisindan bu de-
ger zinciri film yapim siirecine dahil olan tiim taraflar1 kapsamalidir. Sinema
deger zinciri, tamamu film yapim ve dagitim siirecinin farkli unsurlar tize-
rinde calisan baglantili sirketler ve bireylerden olusan bir yapidadir. Deger
zinciri yaklagimi, film iiretim siirecinin baglangicindan seyircinin izlemesine
kadar bir filmin tiim stirecine bakmakla ilgilidir (Eliashberg vd. 2006; Davi-
es ve Wistreich 2007, Vang ve Chaminade 2007; Kiing 2008). Tarihsel olarak
film dagitimy, film deger zincirindeki ana risk alic1 olmustur (Finney 2010, 14).
Siirecin birbiriyle baglantili yatay unsurlar tipik olarak asagidaki asamalar:
takip eder:

Sekil 1. Sinema deger zinciri
gelistirme » finansman » Uretim - satis » dagitim » tUketim

Bu unsurlarin her biri, bir film projesini ilerletmek icin dikey olarak bag-
lantil bir dizi aktiviteye sahiptir. Finney (2010, 6) sistemi “parcalanmus bir
model” olarak adlandirir. Geleneksel film dagitimi is modeli, geliri en {ist
diizeye ¢ikarmak igin bir filmin fikri miilkiyet haklarinin tekrar tekrar ticari
olarak kullanilmasini saglamak tizere, belirli pazar bolgeleri icinde 6zel za-
man dilimleri olan pencerelerin yasam doéngtisii etrafinda olusturulmustur.
Pencereler arasinda rekabet olmamasini saglamak i¢in belirlenen zaman di-
limlerine engelleme siireleri denir (Ulin 2010, 36). Dagitim icin film deger
zinciri, tipik olarak sinema salonu goésterimi i¢in 6zel bir pencere ile baglayan
bir dizi dikey baglantil1 faaliyetle birbirine baglidir ve sinema endiistrisinde
goOsterim mecralari (sinema salonu, televizyon, dijital platform gibi) pencere
olarak ifade edilir. Engelleme siireleri ABD’de yasa ile degil endiistri bilesen-
lerinin uylagimlarina gore belirlenmektedir.®

6  Erteleme stireleri tilkeden tilkeye farklilik gostermektedir. ABD’de sektorel uylasim belirle-
yici olurken, Fransa ve Tiirkiye’de yasal diizenlemeler belirleyici olmaktadir.
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Gosterim pencereleri iginde %40-50 oraninda birinci sirada sinema sa-
lonlari, ikinci sirada televizyon satiglari, tiglincii sirada ev sinemasi, dordiin-
cii sirada {iirtin satiglart yer almaktadir. Bu tablo gelisen dijital teknolojiler
sonucu vizyon pencereleri ve engelleme stireleri “ev video penceresi” (yani
DVD/Blu-ray) igin yaklagik 17 hafta, izleme bagina deme ve talep tizerine
video (VoD) i¢in 6 ay, Pay-TV aboneligi i¢cin 12 ay ve ticretsiz televizyon ya-
yin igin 24 ay seklindedir (Ulin 2010, 36). ABD’de stiidyolarin deger zinciri
icinde ev sinemas1 6nemli bir kalem tutmakta ve dijital gosterimlerin yasal
korumast noktasinda endiseleri bulunmaktadir. Buna karsin pandemi ile
birlikte eve kapanma ve sinema salonlarinin uzun stire kapali olmasi, dijital
platform segenegini 6n plana gikartmus ve stiidyolar ile sinema salonu islet-
mecileri arasinda pencere ve erteleme siirelerine iliskin uzlas1 bozulmustur.
Hollywood’da stiidyolarin dijital platform atagi bu konudaki degisimin hi-
zin1 gostermesi agisindan anlamlidir. Universal, Trolls World Tour (Schwartzel
2020) ile King of Staten Island’i, Warner Brothers ise Scoob! (Vanacker 2020),
Disney+ Artemis Fowl, Onward, Mulan filmlerini sinema salonu gosterimlerini
beklemeksizin, dijital platformlarda gosterime sokmuslardir (Vary & Rubin,
2020). Trolls World Tour'un ABD’de dijital olarak kiralanabildigi ti¢ hafta iceri-
sinde yaklagik 100 milyon ABD dolari hasilat elde ettigi ortaya koyulmakta-
dir. PVoD modelinde elde edilen hasilatin %80’ine sahip olan Universal, boy-
lelikle sadece 19 giinde yaklasik 80 milyon ABD dolar1 elde etmistir. Sinema
salonlarinda elde edilen hasilat, salonlarla yapilan anlasmalara gore degisik-
lik gosterse de, %50 civari bir payin sahibi olan Universal, 2016 yilinda goste-
rime giren ilk film Trolls'un ABD’de toplam 153,7 milyon ABD dolar1 hasilat
elde etmesi sonucunda yine yaklasik 80 milyon ABD dolar1 kazanmugtir (Kerr
ve Cyba 2020). Pandemiden dolay1 2020 sinema salonu gosterimleri iptal edi-
len No Time To Die, Black Widow, Wonder Woman 1984, West Side Story 2021
yilina; Avatar 2 ve The Batman adli yapimlarin gosterimleri 2022 yilina ertelen-
mistir. Bu filmleri almak igin dijital platformlar arasinda biiyiik savas devam
etmektedir. Bu siirecte WarnerMedia'nin (WB) agiklamalari isin boyutunu de-
gistirecek diizeydedir. WarnerMedia (WB) Aralik ayinin baginda 2021 yilinda
sinema salonu gosterimleri (theatrical window) ile aym anda dijital platformda
da filmlerini abonelerine (ABD’deki HBO Max aboneleri i¢in) {icretsiz olarak
gosterecegini duyurmustur (Kovach 2020). Bu pencereler arasi gosterim me-
safesini yok ettigi gibi sinema salonu gelirlerinin diisecegi anlamina gelmek-
tedir. Bu aciklama ABD’de, COVID-19 pandemisi nedeniyle sinema salonlar1
kapanma sorunuyla bogusurken, biiyiik bir film stiidyosundan gelen cesur
bir hareket olarak degerlendirilmistir. Bu durum, dijital platform tiyesi olan
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bir seyircinin, sinema salonuna gitmeksizin evinizde WB ait Dune, The Matrix
4, The Suicide Squad, Wonder Woman 1984, Christmas Day gibi sinema salonu
gise beklentisi ytiksek olan filmleri izleyebilecegi anlamina gelir. WB'nin bu
karar1 sinema salonu zincirlerinden ve ydnetmenlerden tepki almistir. Orne-
gin Dune filminin yonetmeni Denis Villeneuve (2020) WB'yi grubun teleko-
miinikasyon béliimiinii kurtarmak icin sinemay1 kullandig1 i¢in elestirmis ve
tepkisini “Yagasin salonlardaki sinema” s6zleriyle dile getirmisgtir.

Deger zincirindeki ekonomik denge, potansiyel olarak tist diizey hiz-
metler (6rnegin Netflix), telekomiinikasyon sirketleri ve kablo operatorleri
gibi altyapilar1 kontrol eden aktorlere dogru kaymaktadir (Salvador, Simon
ve Benghazi 2019, 5). Bu siirecte dijital doniisiim sinema ve televizyon en-
diistrisinde ciddi degisimlere neden olmakta, medya ekolojisinin is modelini
déntistiirmektedir. Finney (2010) bu déniisiimii Yeni Medya Is Modeli veya
Business 2.0 (i@ Modeli 2.0) olarak adlandirir.” 1§ modeli 2.0>in temeli internet,
cevrimigi platformdur (Finney 2015) ve bu modelde yeni deger zinciri ise s6y-
le formiile edilmektedir (Finney 2014, 6).

Sekil 2. Yeni Sinema Deger Zinciri
Yapimci =» Koleksiyoncu =¥ Sevirci

Yeni deger zinciri, sinema endiistrisindeki yapimar (producer), koleksi-
yoncular (aggregators) ve seyirci/ tiiketici (consumer) gibi ana katithmcilardan
olusmaktadir. Koleksiyoncular, bu modelde Netflix, Amazon Prime, Apple
gibi dijital platformlardir.

Bu cergevede Jenkis'in yondesme (convergence) kavramina basvurmakta
fayda vardir. Jenkins’in (2006) farkli medyann i ice olmasi ve tek bir med-
yadan birden ¢ok medyaya ulasilmasi olarak ifade ettigi yondesme, konu-
muz baglaminda dijital platformlar olarak karsimiza ¢ikmaktadir. Boylece
yayincilik (broadcasting), telekomiinikasyon (iletisim) ve bilgi islem teknolo-
jileri (bilgisayar ve internet) ekosistem olarak dijital platformlarda biitiinles-
mektedir. Murdock (2000, 35-37) sinema enduistrisi agisindan yondesmeyi tig
baslik altinda ele almaktadir. Kiiltiirel formlarin yondesmesi, biitiin kiiltiirel
igeriklerin tek bir aracgta bir arada olmas1 ve kullanicinin bu igerikler arasin-
da segim yaparak aktif konuma gegmesi durumudur. Iletisim sistemlerinin

7 Is Modeli 2.0'in farkli uygulamalarina ve deger zincirinin genel degerlendirmesi igin bkz.
Vitkauskaite (2020). Dijital doniisiimiin belgesel sinemaya yarattii olanaklar icin bkz.
(Erkili¢ ve Toprak, 2012).
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yondesmesi, her tiir enformasyonun her grup miisteriye tasmabildigi acik
sistemlere dikkat cekmektedir. Sirket sahipliklerinin yondesmesi ise degisik
medya sektorleri arasindaki sinirlarin ortadan kalkmasi ve ayri olan sirket ¢1-
karlarimin yakinlagsmasi anlamina gelmektedir. Meikle ve Young (2012, 35) ise
bu durumu medya biitiinlesmesi ve genisleme stireglerinin kiiresel sirketler
araciligiyla daha biiyiik, daha entegre, daha aga baglh hale gelmesi ve medya
sirketlerinin teknolojik yondesme potansiyelini benimsemesiyle hizli bir bi-
¢imde uyarlama yollar1 aramasi olarak tanimlamaktadir. Yazilim, donanim ve
diisiincenin birlikte érgiitlendigi bu yapilanma Google, Amazon, Apple veya
diger internet servis saglayicilari gibi teknolojileri destekleyen ve desteklenen
teknolojik aracilar ve ekonomik aktérler haline getirmistir. Bu stireg, sinema
endtistrisinin film yapimina odakli “proje bazl tiretim”den teknoloji sirket-
leri araciligiyla faaliyet gosteren, teknolojik birikim ve endiistriyel bir ekosis-
temde orglitlenen firmalar araciliftyla “is bazh iiretim”e dogru yonelmesini
saglamustir (Salvador, Simon ve Benghozi 2019, 13). Bu gercevede sinema en-
diistrisi, dijital bir ekosistem olarak degerlendirilmektedir (Nilsen ve Smistad
2012) ve “bu yeni oyuncular, ge¢mis dogrusal deger zincirlerinin aksine, gok
sayida teknik araci belirli deger aglarinda sergiledikleri i¢in deger zinciri bii-
yiik 6l¢tide degismekte ve giderek daha karmagik bir hale” (Salvador, Simon
ve Benghozi 2019, 21) gelmektedir.

Dijital Platformlar®

Dijital platformlarin yiikselisi, ekonomik ilerlemenin ve teknolojik yeniligin
itici giici olarak goriilmektedir (van Dick, Poell ve Wall 2018). Talep Uzerine
Video (VoD /Video on Demand), genellikle tiiketicinin igerigi internet erisimi
ile ne zaman (her zaman) ve nerede (her yerden) izleyecegine se¢me olanag:
verir. Internet kullaniminin temel bir 6zellik oldugu OTT (Over the Top) vi-
deo servisleri igerigi sunma ve gelir elde edilme bicimlerine goére dért grupta
toplanur.

8 Istege bagl video (Video on demand/VoD) olarak genel kabul géren streaming platformlar
olarak da ifade edilen dijital platformlar teknik olarak OTT (Over the Top/Her seyin
tizerinde) olarak ifade edilmektedir. OTT, igerigi dogrudan internet iizerinden dagitan, vi-
deo igerik saglayicilariin, streaming hizmetinin genel adidir. Makalede, yaygmn kullanim
nedeniyle dijital platform tercih edilmistir. Dijital platformlar, fiziksel iiriinleri tamamen diji-
tale dontistiirmeleri, salon gosterimleri sirasinda ayni anda film yayinlamaya baslamalari ve
boylece piyasa isleyisini kesintiye ugratarak yeni bir piyasa olusturmalari nedeniyle Digital
Disruptive Intermediaries (Dijital Yikici Aracilar) icinde de degerlendirilmistir (Raimer vd
2015).
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SVoD (Istek tizerine abonelik videosu- Subscription Video on Demand),
abone o}, se¢ izle modeli: Kullanicilarin aylik sabit bir oranda istedikleri kadar
icerik tiiketmelerine olanak taniyan sistemlerdir. Sky, Netflix, Amazon Prime
Video, Hulu, Apple, HBO ve Disney+, Blu TV, MUBI gibi platformlar buna
Ornektir.

TVoD (istege bagli islemsel video- Transactional Video on Demand): Bu
modelde kullanicilar izledikleri igerik basina bir ticret 6derler. Kirala izle ya da
satmn al izle modelidir. Omiir boyu satin al Digitiirk, Blu-TV /Bagka sinema uy-
gulamasi kirala izle buna 6rnektir. TVoD hizmetlerine 6rnek olarak ise Apple’in
iTunes, Sky Box Office ve Amazon'un video magazasi, Vudu verilebilir.

AVoD (Reklama baglh video- Advertising-based Video on Demand): Tii-
keticiler igin ticretsizdir. Ancak, televizyon yayin gibi, tiiketicilerin de rek-
lamlari izlemesi gerekir. DailyMotion, YouTube, Puhu TV 6rneklendirilebilir.

PVoD (Premium Video on Demand): Dogrudan video akisinda yayin-
lanan, sinema salon gosterimi tamamen atlanan veya sinema salonlarina ¢i-
kiglarini kisa kesen filmlerdir. izleyiciler bu filmleri platformlardan kiralayip
evde izleyebilirler.

ABD’de COVID-19 pandemi krizi ile birlikte pencereler ve erteleme
stireleri konusunda stiidyolar ile sinema salon igletmecileri arasindaki en
biiytik kirilma PVoD’de gergeklesmistir. Universal ve Focus, bu siireyi 17
gline ¢ekmis ve en biiyiik isletmeci grubu olan AMC ile anlasmaya varmis-
tir (D’ Alessandro 2020a). Diger biiyiik isletmeci zincirleri Cineworld ve Ci-
nemark, bu anlasmay1 “agresif kisaltilmis sinema salonu penceresi” olarak
degerlendirerek filmin deger zinciri i¢in olumsuz bir etkiye neden olabilece-
gini belirtmiglerdir (D’ Alessandro ve Tartaglione 2020; D’ Alessandro 2020b).
2021 yilindaki son gelisme Paramount+'dan gelmistir. Paramount+, pence-
reler arasi erteleme siiresini 45 giin olarak belirlemistir. Bu yaklasim sinema
isletmecileri tarafindan olumlu karsilanmistir. Boylece A Quiet Place Part 11
ve Mission Impossible 7 sinema salonlarinda gosterime girdikten 45 giin sonra
Paramount+'da yayinlanmis olacaktir (D" Alessandro 2021). Daha 6nce de ifa-
de edildigi gibi ABD’de stiidyolar ile sinema isletmecileri arasindaki pencere
ve erteleme siirelerine dair uylasimlara dayanan yap: kirilmig ve COVID-19
pandemisi ile birlikte dijital platformlar tizerinden yeniden yapilanmaya do-
niismuistir.

Dijital platformlar i¢inde 6n plana ¢ikan Netflix’e daha yakindan bakmak
faydali olacaktir. Netflix, ABD merkezli istege bagl internet akis medyasi sag-
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layicisidir. 1997 yilinda, endiistri standardi olan “film bagina 6de” ticretlerinin
yerine, aylik abonelik getiren bir DVD kiralama modeliyle baslayan Netflix,
2007’de internet tizerinden istege bagli video kiralama hizmetini baglatir. Netf-
lix 2016 yilimin sonlarma dogru tiim AB tilkeleri ve Tiirkiye dahil birgok iil-
kede yayin yapmaya baglamistir. Amazon on Prime, 2006 yilinda Amerika’da
“Amazon Unbox” olarak baglamistir. Ancak 2016 yilina kadar diinya ¢apinda
lanse edilmemistir. Amazon 2012 yilinda Netflix’e rakip olmak igin 6demeli
TV kanal1 Epix ile anlasarak katalogundaki filmlerin sayisini arttirmistir.

Kiiresel bir aktor olarak hem dagitimda hem de yapim grubunda faaliyet
gosteren dijital platformlar, kiiresel sinema endyistrisi i¢in yeni bir ekonomik
gti¢ olarak goriilmektedirler (Lobato 2019). Platformlarin yayginlasmasindan
etkilenen bir bagka yapilanma da film festivalleri olmustur. Festivaller CO-
VID-19 pandemisi 6ncesi 6zel gosterimleri VoD platformlari tizerinden ya-
parak bu anlamdaki etkilesimi baglatmiglardir. Revelation Perth Uluslararasi
Film Festivali, Aralik 2015'te talep tizerine REV on Demand hizmetini baslat-
mis; Melbourne Uluslararas: Film Festivali ise yine ayni1 y1l VoD’de “MIFF ilk
10” retrospektifinin kiiratorliigiinti yapmistir. Bu uygulamalar, dijital tekno-
lojinin yiikseliginin festival operasyonunda yeni bir dénemin habercisi ola-
rak yorumlanmugtir (Stevens 2016, 204). COVID-19 pandemisi festivalleri ya
erteleme ya da iptale gotiiriirken, gergeklestirilebilen festivaller de tamamen
cevrimigi veya karma bir yontemle hem yerinde fiziksel hem de cevrimici
etkinlikler gerceklestirmek zorunda kalmuglardir (Erkilig, Duruel Erkili¢ ve
Degirmen 2020). COVID-19 salgin1 sonrasi seyirciyle bir araya gelmede al-
ternatif yollar arayan film festivalleri, ortak olarak We Are One: A Global Film
Festival projesiyle seyirciyle bulusma yoluna gitmislerdir. 29 Mayis-7 Haziran
2020 tarihleri arasinda YouTube tizerinden gergeklestirilen online film festiva-
linde, reklamsiz ve ticretsiz bir sekilde uzun metrajdan kisa metraja, belgesel-
den panele cesitli igerikler erisime agilmistir (Spangler 2020). 10-21 Nisan 2020
tarihinde yapilmasi planlanan 39. Istanbul Film Festivali nce online bir segki,
sonra yarigma filmlerinin sinema salonlarinda gosterimini igeren karma bir
program uygulamistir. COVID-19 pandemisi online festivalleri, festival don-
glistinlin merkezine tasimaktadir. Festivale gitmek bir “tik” uzakliktaki bir
deneyime dontisiirken festival kart1 yerine kisisel bir kod, programlara belli
stireler i¢inde erisim (Strauven 2020) online festivallerin yeni ritiielini olustur-
maktadir.’

9 COVID-19 pandemisi ve film festivalleri iliskisi yazarlarin yayim asamasinda olan CO-
VID-19 Pandemisi ve Film Festivalleri: Karma ya da Cevrimici adli makalelerinde ayrmtili

olarak islenmektedir.
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Hizla artan genis bant sayesinde daha uygulanabilir hale gelmesine
ragmen, platform hareketliliginin yaygin kabul gormesi, yalnizca teknolojik
faktorlerin degil, ayn1 zamanda kiiltiirel degisikliklerin de sonucudur (Troyn
2013, 19). Bu kiiltiirel degisim pandemi siiresince hizlanmustir. Salonlarin ka-
panmasi, eve kapanma, salonlarin acildiginda yeni igerik sikintis1 ve salginin
devam etmesi dijital platformlara olan ilgiyi artirmus; daha ucuz ve daha ko-
lay yoldan icerige erisim olanag: getirmistir.!® Pandemi bu stirecte katalizor
islevi gorerek seyir pratigindeki kiiltiirel degisimi hizlandirmigtir.

Yasal Diizenlemeler

Cunat’a (2019) gore Avrupa’daki kiiresel dijital platformlarin ytikselisi, Avru-
pa Birligi'nde (AB) sinemanin diislis gosteren bir egri ¢izmeye baglamasina
ve yapimin ana destekgileri olan kamu yayincilarinin harcamalarinin azal-
masina paralel gerceklesmistir. AB tilkeleri dijital platformlardaki yerli yapim
sayisini artirmaya baglamis ve ulusal sinema endiistrisine katki agisindan da
gelirlerinden pay almak i¢in yasal diizenlemelere bagvurmustur. AB’de 2018
yilinda kabul edilen Gérsel-Isitsel Medya Hizmetleri Direktifi (Audiovisual
Media Services Directive - AVMSD), tiye tilkelere yabanci dijital platform hiz-
metlerine mali yukimliiliikler getirme izni vermektedir (Leiva ve Albornoz
2020). 2020 yilinin baginda Fransa, Almanya, Belgika ve Italya diizenlemeler
yapmis; Fransa’da yapilan diizenlemeyle dijital platform gelirlerinin %2’si
sinema fonuna aktarilmigtir (Kostovska, Raats ve Donders 2020, 1-2)."' AB til-
keleri tarafindan 2018 yilinda Gérsel-Isitsel Medya Hizmetleri Direktifi'nde
(AVMSD) yapilan degisiklikle VoD servis saglayicilarinin kataloglarinda, Av-
rupa tllkelerindeki iiretimlerin yer almas: saglanmistir (Leiva ve Albornoz
2020).

10 Deloitte arastirma sirketinin ABD’de Mayis 2020’de yaptig dijital medya trendleri anketi
pandemide genglerin ve ¢ocuklu ailelerin dijital platformlara yoneldigini gostermektedir.
ABD tiiketicilerinin %22’sinin- Gen X'in %24’ ve Y Kusagi'nin %36’s1 dahil- PVoD araci-
Iigryla yeni bir stirtimii izlemek icin para 6dedigini ortaya ¢ikarmistir. Sasirtict olmayan bir
sekilde evde ¢ocuklu tiiketiciler i¢in rakam 6nemli 6l¢tide artmistir. Aslinda, ¢ocuklu Y kusa-
ginin %511 en az bir PVoD filmi kiraladiklarimi bildirmistir. Cocuklu Y kusag: ve ticretli bir
video akigt hizmeti igin bu say1 %56"ya gikmustir (Wescot 2020).

11 2018 itibariyle 6nlemler seti Centre National du Cinéma’ya (CNC) yillik cirolar: tizerinden
%2 vergi 6demek zorunda olan yerel olmayan VoD hizmetlerini igerecek sekilde genisletil-
migtir. CNC, 2018"de video ve VoD hizmetlerinden 25,7 milyon Euro har¢ toplamug ve bu bir
onceki yila gore %58 artis gostermistir (Besson ve Danard’dan aktaran Kostovska, Raats ve
Donders 2020).
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Sinema Salonlarinin Durumu

Christopher Nolan'in Tenet (2020) filminin pandeminin seyrine ragmen sine-
ma salonu gosterimini gerceklestirmesi, sinema salonlar1 agisindan bir umut
olarak goriilmiistiir. Kiiresel olarak 350 milyon dolar gelir elde eden film tar-
tismalara neden olmustur. Tartismanin bir ayag1 pandemi kosullarina ragmen
Tenet’in gisesini olumlu bulurken (Yavuz 2020b), kars: argiimanlar ironik bir
sekilde Tenet'in pandemide sinemay: Sldiirddigiind iddia etmektedirler (Lod-
ge 2020). Pandeminin seyri ve Tenet'in umulanin altindaki gisesi sttidyolarin
dijital platformlara yonelmesinde ve erteleme stirelerini kisaltmalarinda etkili
olmustur.

Sinema salonlarinda mekansal arayis da bu dénem igin énemlidir. Oma
Cinema (Vertical Immersive Experience - Dikey sarmalayan deneyim), Star
Wars filminin senato mekanini animsatan eski Italyan opera binalarindan
esinlendigi belirtilen mimari yapisi ile farkli bir sinema salonu mekan tasari-
mi1 olusturmaktadir. Geleneksel salon yapilanmasinin yatay tasarimina karsi-
lik dikeyde altisar koltuklu ti¢ siradan olusan bolmelere ayrilmis 6zel oturma
gruplarm (biiytik loca olarak da ifade edilebilir) icermektedir. 2021 y1li igin-
de Paris’te agilacak olan Oma Cinema, pandemide 6zellikle saglik ve hijyen
agisindan kapali mekanlara gidemeyen sinema seyircileri i¢in yeni bir firsat
olarak sunulmaktadir (Ballard 2020).

Bir diger arayis sinema salonlarinin bir hub’a, bir anlamda kdiltiir merke-
zine déniigmesidir. Ozellikle Fransa’da sinema salonlar1 gelir getirici kalemler
yaratabilmek icin sinema salonunda opera, canli konser, spor karsilasmalar:
gibi sinema dis1 etkinlikler yaymnlamaktadirlar (Gaudreault ve Marion 2020,
16-17). Sinema salonunun bir hub’a doniismesi, sinema dig1 gosterim ve etkin-
liklerle gelir elde etmesi ve bdylece film gostermeye devam edebilmesi sag-
lanmaktadir.’

Tiirkiye'de Dijital Platformlarin Seyri

Tiirkiye’de 2016 yilinda BluTV, PuHu TV, Netflix, 2020 yilinda Amazon Prime
yayina baslamiglardir. 2020 yilinin sonunda Gain ve Exxen gibi iki yeni plat-
form daha katilmigtir. Disney + gibi kiiresel platformlarin Tiirkiye pazarmna

12 Avrupa Komisyonu 2020 yil1 ¢agrilar1 arasinda “Cinemas as Innovation Hubs for Local
Communities” (Yerel Topluluklar i¢in inovasyon Merkezleri Olarak Sinema Salonlart)
yer almugtir: https:/ /ec.europa.eu/ digital-single-market/en/news / preparatory-action-
cinemas-innovation-hubs-local-communities
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girecegi belirtilmektedir (K25). Tiirkiye sinema sektorii ise dijital platformlar-
la “pop-corn krizi” olarak tanimlanan 2019 yili iginde tanigsmistir. Yapimcilar
ile salon isletmecileri arasinda bilet gelir paylagimi {izerinden yasanan tar-
tisma ana akim yapimcilarin film gosterimlerini ertelemeleri ile krize dontis-
mistiir. Yeni sinema yasasi (7163) ve mevzuat diizenlemeleri ile ¢6ziilen kriz
sonrast ana akim filmler gosterime girmislerdir (Erem 2019). Bu baglamda
Netflix- Organize Isler — Sazan Sarmali (Erdogan 2019) igbirligi sinema sekto-
rii ve dijital platformlar arasindaki iliskiyi baglatmistir. Film, 1 Subat 2019’da
Tiirkiye’de sinema salonlarinda gosterime girdikten iki hafta sonra 15 Subat
2019'da Netflix'te yaymlanmustir. Film sinema salonlarinda gosterilirken es-
zamanlh olarak dijital platformda yer almistir. Bu karar sinema isletmecileri
ve meslek orgiitleri Sinema Salonu Yatirimcilart Dernegi (SISAY) tarafindan
sinemaya darbe olarak nitelendirilmistir (O karar ortalig1 karistirdi 2019).

BIuTV- Baska Sinema Ornegi

BluTV, 2016 yilinda Dogan Medya Grubu'nun dijital platformu olarak kurul-
mustur. Netflix'e rakip olmak amaciyla kurulan platform, film ve dizi igerik-
leriyle yayinlarina baglamistir (Dikkol 2020). Dijital platform BluTV, pandemi
doneminde sinemalar kapaliyken Bagska Sinema ile isbirligi yapmustir. Bu is-
birligi sonucu BluTV pandemi déneminde kirala izle modeli ile gosterime gir-
memis filmleri yayinlamistir. Bu filmlerden elde gelirlerden bir kisminin da
sinema salonlarina aktarilacag: belirtilmistir. Dénemin SISAY Bagkar Irfan
Demirkol bu uygulamay1 elestirmis ve filmlerin dijital platformlarda goste-
rim stiresinin/erteleme siiresinin yasada belirtilen 5-6 ay yerine 11-12 ay ol-
mas1 gerektigini belirtmistir (Boxoffice Ttirkiye 2020b). Bagka Sinema- BluTV
igbirliginin beklenen ilgiyi gérmemesinin nedenlerini K5 s6yle ifade etmekte-
dir: “Pazar yeni gelisiyor, internet baglant1 hizi hala sorun, arthouse yapimlar
i¢in etkili bir mecra olabilir. Bagka Sinema-BluTV uygulamasi bagarili olama-
di. Seyircinin beklentisini karsilayacak bir program da yoktu.” Pandeminin
baslangi¢ zamaninda sinema salonlarinin kapanmasi ve filmler icin dijital
platform arayisi, K6 tarafindan “Sinema BIuTV iliskisi sektore zarar verir.
Baska Sinema-BluTV isbirligi sinema salonu isletmecileri tarafindan tepkiyle
karsiland1” seklinde yorumlanmistir. Oysa Ttirkiye 6zelinde sinema filmleri-
nin dijital platform siireci daha baslangi¢ asamasinda olup, ekonomik olarak
biiytik bir oran tutmamaktadir. Bagka Sinema’dan Ersan Congar Tiirkiye’'de
pandemi Oncesi dijital platform gelirlerinin yiiksek olmadigina su sézlerle
dikkat cekmektedir: “Bir filmin gelirlerinin yarisindan fazlasi sinemadan elde
ediliyor. Online gelirler dedigimiz pay ise yillik gelir icinde yiizde 1 ya da
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2.” (Yiicel ve Kostepen 2020). Tiirkiye’de pandemi 6ncesi dijital platformla-
rin deger zinciri i¢indeki yerini gostermesi agisindan oldukga 6nemli olan bu
agiklama, pandemi sonrasi dijital platformlarin potansiyelinin gelisimi agisin-
dan 6nemlidir. K5'in ifade ettigi gibi “Gelecekte dagitim1 hibrit olacak: hem
sinema salonlar1 hem de dijital platformlar ayni anda calisacak.”

Dijital platformlarin genisleme ve ekonomik biiyiime potansiyelini Netf-
lix tizerinden okumak miimkiindiir. 2021 Mart ay1 sonunda net gelirinin 1.355
milyon dolar ve kiiresel ticretli tiyelik sayisinin 209.66 milyon olacag tahmin
edilmektedir (Dziadul 2021). 2020'nin ilk ¢eyreginde 200 bin civarinda yeni
abone kazanan Netflix'in Tiirkiye’deki abone say1s1 1.7 milyonu geride birak-
mistir. Bu rakamin Tiirkiye'deki gelir yansimasi ise 53 milyon dolar olarak
acgiklanmigtir. CompariTech’in agikladig: rapora gore, ikinci geyrek sonunda
Tiirkiye’deki abone sayisinin 1.9 milyonun iizerine ¢ikmasi, gelirin ise 60 mil-
yon dolar1 gegmesi beklenmektedir (Yilmaz 2020). 2021 yilinda kiiresel aktor-
lerden Discovery, BluTV'nin %35'ni almistir (Clever 2021).

Sinema salonlariin kapali kalmasi yapimailar: dijital platformlara yon-
lendirmistir. Sinemalarin kapanmasi sonucu gosterimi ertelenen filmlerden
9 Kere Leyla (Ezel Akay 2020), yeniden acilan salonlara seyircinin gelmemesi
tizerine dijital platformlara, Netflix'e satilmigtir. Sinema salon gosterimi at-
lanarak dogrudan dijital platformlara yonelme olmustur. Benzer bir durum
Taylan kardeglerin Azizler filmi i¢in de s6z konusudur. Azizler sinema salon
gosterimini yapmadan 8 Ocak 2021 itibariyle dijital platform iizerinden se-
yirciyle bulusmustur. K20 bu tercihlerin nedeni olarak “yapimecilarin 6nleri-
ni gérememeleri ve filmin ekonomik dongiisii igin dijital platformlar: tercih
ettiklerini” belirtmektedir. Netflix ayrica dogrudan kendisinin yapimciligin
tistlendigi film projelerine de Tiirkiye’de baglamustir: Kagittan Hayatlar (Can

13 Dijital platformlar tizerine yapilan bir arastirma egilimleri gostermesi agisindan 6nemli veri-
ler icermektedir. Marketing Tiirkiye nin Xsights Arastirma Sirketi'ne yaptirdig: “Dijital Yayin
Platformlar1” aragtirma verilerine gore arastirmaya katilan 500 katilimecinin tamamu dijital
yayn platformlarina tiyedir. Dijital platformlari tercih etme sebeplerinin baginda %73 ile “iyi
icerik” ve “esnek saatlerde izleyebilme” (diledigi igerigi, diledigi saatte izleyebilme) olanak-
lar1 gelmektedir. Daha az reklam olmas sebebiyle dijital platformlar: tercih edenlerin oran
ise %55. Yiiksek goriintii kalitesi nedeniyle tercih edenlerin oran1 %47’ dir. Kullaniminin ko-
lay olmasi %40 ve dil secenegi sunma ozelligi ise %32’dir. Arastirmaya katilan kullanicilarin
biiytik bir boltimiintin iki farkli platformda tiyeligi bulunmaktadir. Arastirmaya gore, en az
bir dijital platforma tiyeligi bulunanlarin %73 Netflix kullanmaktadir. %21 ile BluTV ikinci
ve Amazon Prime Video %14 ile tigiincii sirada yer almaktadir (Yildiz 2021).
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Ulkay 2021), Sen Hig¢ Ates Bocegi Gordiin mii? ** (Andag Haznedaroglu, 2021),
Yarina Tek Bilet (Ozan Aciktan 2020), Beni Cok Sev (Mehmet Ada Ozteki 2021)
(Netflix Ttirkiye, Yeni Yerli Projelerini Duyurdu 2020).

Kiiresel dijital aktorlerin yerli yapim ve dizileri diinyaya agmalari ayr1 bir
tartisma konusunu olusturmaktadir. Bu konuda en 6nemli 6rnegi 7. Kogustaki
Mucize (Mehmet Ada Ozteki 2019) filmi gostermistir. Film, eve kapanmalarm
yasandig1 donemde Netflix ABD ve Fransa listelerinde ilk onda yer almigtir (7.
Kogustaki Mucize 2020) Bir bagka 6rnek ise Tiirkiye’de biiytik tartismalar ya-
ratan Netflix dizisi Bir Bagkadir'in Almanya, Isvigre, Romanya, Bulgaristan’da
ilk ona girmesidir (Dogan 2020). Bu basarilar, yerli dizi ve filmlerin kiiresel
pazara agilmalar1 konusunda djjital platformlarin 6nemli bir aktdr olacagin
gostermektedir. Organize Isler Sazan Sarmali filminin Netflix'te gosterilmesinin
yarattig1 tartisma sirasinda BKM tarafindan yapilan agiklamada vurgu diin-
yaya agilmak “diinya seyircisi ile bulugmak (...) diinyanin her yerinde yasa-
yan sinema seyircisine ve yurttaglarimiza izletmek imkani” tizerinedir (Sazan
Sarmali Netflix'te 2019). Katilimcilardan K5in bu konuda ¢ekinceleri vardir.
7. Kogustaki Mucize basarisinin Giliney Kore uyarlamasina bagh oldugunun al-
tin1 gizerek “Gergekten bir acihm getirebilecekler mi bekleyip gérmek lazim”
ifadesi ile kugkularii belirtmistir.'

Dijital platformlarla birlikte yapimcilik modelinde degisim olacagina
iliskin gortisler ise katilimcilar tarafindan soyle ifade edilmistir: “Dijital plat-
formlar yapim agisindan sektorde olumlu bir gelisme, isin basi-sonu belli, elit
bir duygu veriyor” (K9).”Dijital platformlar icin kiigtik biitgeli isler yapmak
lazim; bambasgka bir tasarim” (K31). “Tecimsel yapimlar dijital projelere yone-
liyorlar” (K26). Kriz sirasinda yapimcilarin yiiziini dijital platformlara don-
diigii, bunun da deger zincirinde degisimlere neden olacag1 éngoriilmektedir.

Dijital platformlarin yiikselisi ve sinema salonlarinin pandemiden dolay1
kapatilmasi sinema salonlarinda daralma yasanacagina dair bir izlenim olus-
turmugtur. COVID-19 pandemisi siirecinde sinema salonlarinin kapanmasi,
eve kapanma ve sosyal mesafe kogullar1 nedeniyle dijital platformlara yone-
lim gergeklesmistir. Bu yonelim, “seyircinin tercih ve aligkanliklarinda degi-

~ 1

simlere neden olacag1”m distindiirmiis (K31) ve seyircinin sinema salonlarina

14 Yilmaz Erdogan’in sahnelendigi yillarda 6diil ve gise rekortmeni olan tiyatro oyununun
modern uyarlamasidir.

15 Bu siiregte Tiirkiye dizi ihracatinda Hollywood’dan sonra diinya ikincisi olarak degerlendi-
rilmektir (DW Tiirkge 2021).
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geri doniip dénmemesi konusunda endigelere yol agmistir. “Dijital platform-
larin yiikselisinin, sinema salonlarmin kapanmasina yol acacagi kaygisi”mn
guiclendirmistir (K20, K28, K10). K28 sinemadaki degisimi su sozlerle ifade
eder: “Medya yon degistiriyor, sinema bitmez, mecras: degisiyor. Eger boyle
giderse %40-50 salon kapanabilir.” Sinema salonlarinin kapanmasinda diji-
tal platformlarin ytikselisinin de etkisi oldugu sektoérde genel bir uylagimdur.
Buna karsin saglik krizi bittiginde, seyircinin en temel sosyallesme mecrasi
olarak sinema salonlarina dénecegi de genel bir beklentiyi yansitmaktadir:
“Pencere araliklar1 tartismali, pencere aralif: iyi tutulsa sorun yok. Sinema
video kasete, televizyona, DVD’ye, home theather’a direndi, dijital platform-
lara da direnir. Genglerin sosyallesebilecegi en ucuz eglenceyi ve ortami su-
nuyor sinema ¢iinkii. Arkadaglar, sevgililer, aileler sinemaya gelecek” (K35).
“Cok salon kapanacak ama sosyallesme mekan: olarak devam edecek” (K30).
“Dijital platformlar karantinada aliskanliga dontistii” (K26). Derinlemesine
gortismelerde, 6zellikle ABD’de stiidyolarin egilimlerinin dijital platformlar
ve sinema sektorii arasindaki iligkileri belirlemede 6ncii olacag: belirtilmek-
tedir: “Stiidyolar baktilar seyirci sinemaya gelmiyor, onlar hazir seyircinin
ayagma gittiler” (K23).

Sektorde bir diger tartismali konu, pencereler ve erteleme siirelerinin y6-
netmelikle diizenlenmesi ve pandemi sirasinda revizyona gidilmemesi olmus-
tur. 22 Ekim 2019 tarihinde yiirtirlige giren Sinema Filmlerinin Degerlendi-
rilmesi ve Siniflandirilmasia Iliskin Usul ve Esaslar Hakkinda Yénetmelik’in
ilgili maddesi goyledir:'®

Madde 10(2): Sinema salonlarinda ilk kez ticari dolagima girecek degerlendirme
ve siniflandirmast yapilmis sinema filmleri, gosterime girdigi tarihten itibaren
ticretli yayin yapilan kablo, uydu, karasal, internet ve diger ortamlarda bes ay
gec¢meden, licretsiz yayin yapilan uydu, karasal, internet ve diger ortamlarda alt1

ay gecmeden ticari amagla yayinlanamaz veya umuma iletilemez.

Isletmeciler bu siirenin uzatilmasin isterken, 6zellikle bagimsiz yapimci-
lar bu stirenin uzun oldugunu, miicbir sebepler nedeniyle serbest birakilmasi
gerektigini ayrica bu diizenlemenin sektorel teamiillerle ¢oziimlenmesi ge-
rektigini ifade etmektedirler (K33, K34). SISAY, pencereler arasi ertelenme sti-
resinin 11 veya 12 aya c¢ikarilmasini istemektedir (Box Office Tiirkiye 2020Db).
Ana akim bir yapimci K23, erteleme siireleri i¢in “yasal diizenleme yapilmasi
ve cezai islemlerin de konulmas1” gerektigini belirtmektedir. Bagimsiz ya-

16 https:/ /www.resmigazete.gov.tr/eskiler/2019/10/20191022-8 htm
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pmmc1 K33 ise bu duruma tepkisini soyle ifade etmektedir: “Bagimsiz yapimci
sinemalarda bir hafta gosterim sans: buluyor. 12 ay bekleyecek. Bu durumda
sinema salon gosterimini dogrudan pas gecer, dijital platforma giderim.” Bir
diger bagimsiz yapimei K34 ise “Avrupa’da pandemiden dolayi bu siire daha
kisaliyor” diyerek pandemi krizinde erteleme stirelerinin esnetilebilecegine
dikkat cekmektedir. Su anki yasal diizenleme bagimsiz sinemacilar tarafindan
sorunlu olarak degerlendirilmistir (K33). “Sinema salonu igin ilk gésterim gok
onemli” (K7). “Sinemaci asil geliri salondan elde eder. Diger gelirler (TV, diji-
tal platform) sektor deyimiyle kaymak olur” (K31). Bu anlagsmazliklar sinema
yasasinin revizyonunu giindeme getirebilir. Bu diizenlemede ifade edilen ta-
rih araliklarinin s6z konusu pandemi siirecine bagh olarak yeniden gézden
gecirilmesi gerekmektedir. Tiirkiye’de bir diger yasal diizenleme lisanslama
boyutunda yapilmigtir. Agustos 2019'da cikarilan Radyo, Televizyon ve Iste-
ge Bagli Yaymlarin Internet Ortamindan Sunumu Hakkinda Yénetmelik ile
Radyo ve Televizyon Ust Kurulu'na (RTUK) Tiirkiye’deki gevrimigi radyo,
TV ve istege bagh yaymncilig: diizenleme ve denetleme yetkisi verilmektedir."”
Bu kapsamda RTUK, Tiirkiye’de faaliyet gdstermeleri icin Netflix ve Amazon
Prime Video’ya on yillik lisans vermistir.

Tartisma ve Sonug

COVID-19 pandemisi sinema endiistrisinde 5-10 yil iginde beklenen yapisal
degisikliklerin ¢ok hizli ve beklenmedik bicimde ¢ok kisa bir siirede gergek-
lesmesine neden olmustur. COVID-19 pandemisi, sinema sektoriindeki yeni
yapilanma ve isleyis baglaminda katalizor islevi gérmiistiir. COVID-19 krizi
ve buna bagl olarak ortaya ¢ikan mali yiik, dijital platformlar: cazip hale ge-
tirmistir. Boylece COVID-19 pandemisi, film dagitiminda orta ve uzun vade-
de yapisal bir degisimi hizlandirmaktadir. Bu durumun hem seyir pratiginde
degisimler getirecegi, hem de sinema salonu cephesinde bir kiictilmeye neden
olacag ongoriilmektedir. Dijital platformlarin yiikselisi diinyada da gozlenen
bir egilim olmasina kargin pandemi, siireci hizlandirmigtir. Bu durum sine-
ma deger zincirinde ciddi degisimlere neden olmaktadir. Dijital platformlarin
yiikselisi nedeniyle geleneksel pencere sistemi yapilari tizerine insa edilen
geleneksel dagitim deger zincirinin dikey baglantilar1 sorgulanmaya bagslan-
mugtir. Yeni is stratejileri, yeni calisma pratikleri gelistirmek zorunlulugu dog-

17 https:/ /www.resmigazete.gov.tr/eskiler/2019/08/20190801-5.htm. Bu yonetmelik kapsa-
minda RTUK istemleri dogrultusunda Netfix, Designated Survivor adli dizinin bir boliimiine
erisimi kaldirmis, Simdiki Aklim Olsaydi dizi projesini ise iptal etmistir. Bu durum sansiir
olarak degerlendirilmistir (Yiicel 2020).
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mustur. Dijital dagitimin, yapimcilara kullanim tizerinde daha fazla kontrol,
hedef kitlelerine ulasmada daha fazla basar1 saglamas ytiziinden yapimcila-
rin ve sttidyolarin pandemi siirecinde ¢abuk adaptasyon sagladiklari gézlem-
lenmistir. Bagimsiz film yapimcilar: ise interneti daha demokratik bir dagitim
platformunun gelecegi olarak gérmektedirler (Vitkauskaite 2020). Sinema da-
gitim ag1 oncelikle karma bir paradigma izleyecek, uzun dénemde ise seyirci
saysi, sektorel uylagimlar ve yasal diizenlemelere gore sekillenecektir. Onii-
miizdeki stirecte dijital platformlarin deger zinciri icindeki yerini belirleyecek
temel dinamikler ise sunlardir:

1. Sinema dagitim penceresi araciligiyla tiretilen diinya ¢apinda tarihsel
gise getirileri ve bunun, talebe bagl video platformlarindan elde edi-
len potansiyel gelirle karsilagtirilmasi.

2. Sinema salonu gosterimlerini destekleyen pazarlama harcamas: diize-
yi ve dogrudan tiiketiciye yonelik bir model kapsamindaki etki (Kerr
ve Cyba 2020, 5).

3. ABD’de film biitgesi i¢cinde oldukga yiiksek bir orani (%30-35) olustu-
ran baski ve reklam /tanitim maliyetlerindeki diistis de bu konudaki
belirleyiciler olacaktir (Kerr ve Cyba 2020; K5).

Sinema salonlarinda seyirci sayisinin diistisii 6nlenemezse (bunda 6nem-
li faktorler bilet fiyatlarinin ytiksekligi ve korsan sorunudur) sinema gosteri-
minin &zel bir ig haline gelebileceginden endise edilmektedir. Dijital platform-
larin kiiresel olarak gelisimi, seyir deneyimi ve seyirci profilindeki degisimler
agisindan endigeler de dogurmaktadir. Dijital platformlarin internet erigim
ve abone sisteminin kentli orta simf bir seyirci yaratacag: ve alt siniftan in-
sanlarin sinemaya erisim konusunda sorunlar yasayabilecegi ve bu nedenle
genis bir kitlenin sinemadan mahrum kalacag: diisiintilmektedir (Ray 2020).
Dijital platformlar ve seyirci iliskisi agisindan bir diger endise de algoritma
ve kataloglarin seyirciyi miisteriye dontistiirecegi ve farkli bir sinema kiiltiiri
yaratacagi tizerinedir. Bunun yaninda platformlarin sinefiller (Shambu 2020)
ve aileler i¢in 6nemi de ortadadir. Platformlar, sinefillere istedikleri filmlere
istedikleri zaman ulasma ve tekrar tekrar izleme olanag: verirken aileler i¢in
daha ucuza daha kolay eglence olanag: sunmaktadir. Ozellikle animasyon si-
nemasina ucuz ve kolay ulagim ve tekrar izleme segenekleri dijital platform-
lar1 aileler i¢in daha cazip bir hale getirmektedir.

Bu makale, COVID-19 pandemisinin sinema endjiistrisinde yaratmis ol-
dugu tartismaya dijital platformlarin sinema deger zincirinde ciddi degisim-
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lere neden oldugu konusunda katkida bulunmaktadir. Calisma djijital plat-
formlar ve deger zinciri iligkisini, hem endiistrinin yapisal dontigiimleri hem
de yasal diizenlemeler agisindan ele almaktadir. Dijital teknolojinin dagitim
ve tiiketim deger zinciri faaliyetleri {izerindeki etkisi, pazar1 arz odakli olmak-
tan talebe dayali hale getirmektedir. Bu stire¢ yeni is modelleri ve stratejilerini
ortaya ¢ikarmaktadir. Dijital platformlar, bagimsiz sinema ve belgeseller icin
uygun bir alternatif olarak degerlendirilirken (Kehoe ve Mateer 2015), inter-
nete karg1 oldugu ileri siiriilen ana akim sinemanin da (Currah 2006) pandemi
stirecinde dijital platformlara yoneldigi gozlemlenmistir. Yeni normal olarak
(von Sychowski 2014) goriilen dijital platformlar, deger zincirinin asli unsuru
olmustur.

Tiirkiye 6zelinde dijital platformlarin deger zincirindeki paymin kiiresel
sinema endistrisi egilimlerine paralel olarak stire¢ igerisinde artacagi 6ngo-
riilmektedir. Yasal diizenlemeler yapilirken VoD’leri tek bir pencere olarak
gormemek, kendi icinde farkli pencere uygulamalar: olarak degerlendirmek
gerekmektedir. Dijital platformlari, sinema salonlarina kars: bir diisman ola-
rak konumlamaktansa, yapilacak yasal diizenlemelerle sinema sektoriinii
destekleyen bir mecraya tasimak gerekir. Bu gercevede dijital platformlarin
yillik gelirlerinin %2’si sinema salonlarina dagitilmak tizere sinema fonuna
aktarilabilir (Erkilig, Duruel Erkili¢ ve Degirmen, 2020). Béylece sinema eko-
sisteminin yeni kosullar ¢ercevesinde doéniiserek kendini var etmesi saglan-
mig olacaktir.



120 < ilef dergisi

Kaynakga

Andreeva, Neillie. 2020. “Historian William Mann On How The 1918 Spanish Flu
Changed Hollywood Forever & How COVID-19 Might Too.” Deadline. Erisim
tarihi 25 Nisan 2020.
https: / /deadline.com /2020/04 / hollywood-coronavirus-impact-spanish-flu-

history-lessons-william-mann-interview-1202899630/

Ballard, Sam. 2020. “Oma in Paris Will Be The World’s First ‘Vertical’ Cinema With
Private Pods.” Erigim tarihi 2 Eyliil 2020.
https:/ / globetrender.com /2020/08 /29 / oma-paris-vertical-cinema-private-

ods/.
Belton, John. 2002. “A False Revolution.” October 100 (Spring): 98-114.

Brecht, Bertolt. 1974. “Film bir meta’dur, sinema bir eglence.” Ceviren Izzet Yasar.
Cagdas Sinema 1: 50-52.

Box Office Tiirkiye. 2020a. “Sinema salonlar1 vs. online mecralar: Dogrudan ev
sinemasina gelen Trolls World Tour, birgok rekorun yeni sahibi oldu.” Erigim
tarihi 20 Nisan 2020.
https: / /boxofficeturkiye.com /haber / sinema-salonlari-vs-online-mecralar-

dogrudan-ev-sinemasina-gelen-trolls-world-tour-bircok-rekorun-yeni-sahibi-
oldu--2571

Box Office Ttirkiye. 2020b.” Sinemada normallesme stireci 6 aydan uzun siirebilir.”
Erisim tarihi 15 Nisan 2020.
https: / /boxofficeturkiye.com / haber /box-office-turkiye-sinemada-
normallesme-sureci-6-aydan-uzun-surebilir--2568

Brody, Richard. 2020. “Lessons for the Movie Industry from the 1918 Influenza
Pandemic.” New Yorker. Erigim tarihi 20 Nisan 2020.
https: / /www.newyorker.com / culture / the-front-row / lessons-for-the-movie-

industry-from-the-1918-influenza-pandemic.
Cherchi Ushai, Paolo. 2001. The Death of Cinema. Londra: BFL

Comolli, Jean-Luc ve Paul Narboni. 1989. “Cinema/Ideology / Criticism”. Cahiers du
Cinéma, 1969-1972: The Politics of Representation icinde, editor Nick Browne, 58-
67. Cambridge: Harvard University Press.

Cunat, Lea. 2019. “European Public Broadcasters’ Future Investment in Original
Content Challenged.” Ampere Analysis. Erigim tarihi 20 Agustos 2020.
https:/ /www.ampereanalysis.com /insight /european-public-broadcasters-

future-investment-in-original-content-challenged



Hakan Erkilig ve Senem Duruel Erkilig
COVID-19 Pandemisi Surecinde Dijital Platformlarin Yikselisi: ... > 121

Currah, Andrew. 2006. “Hollywood versus the Internet: the media and entertainment
industries in a digital and networked economy.” Journal of Economic
Geography 6: 439-468.

Davies, Adam ve Nicaol Wistreich. 2007. The Film Finance Handbook, New
GlobalEdition. Londra: Netribution.

D’ Alessandro, Anthony. 2020a. “Universal & AMC Theatres Make Peace, Will Crunch
Theatrical Window To 17 Days With Option For PVOD After.” Erigim tarihi 1
Agustos 2020.

https: ine. universal-amc-theatres-theatrical-window-

crush-pvod-agreement-1202997573 /.

D’ Alessandro, Anthony. 2020b. “Cinemark Boss Mark Zoradi On Universal-AMC
Deal: “Aggressive Shortened Theatrical Window Could Have An Adverse
Impact’ To Movie’s Life.” Erigim tarihi 5 Agustos 2020.
https:/ /deadline.com /2020/08 / cinemark-mark-zoradi-on-universal-amc-
theater-window-collapse-1203003411 /.

D’ Alessandro Anthony. 2021. “Mission: Impossible 7’ & ‘A Quiet Place Part II’ To Hit
Paramount+ After 45-Day Theatrical Run.” Deadline Erigim tarihi 26 Subat
2021.
https:/ /deadline.com /2021 /02 / mission-impossible-7-a-

hit-paramount-after-45-day-theatrical-run-1234700304 /

D’ Alessandro, Anthony ve Nancy Tartaglione. 2020. “Cineworld Reacts To Universal-
AMC Theatrical Window Crunching PVOD Deal: We Do Not See Any
Business Sense In This Model.” Erigim tarihilAgustos 2020.
https:/ /deadline.com /2020/07/ cineworld-universal-amc-theatrical-

windows-pvod-deal-1202998245/.

Dikkol, Selver. 2020. “Ttirkiye’de Blu TV Deneyimini Ekonomik ve Sembolik
Sermaye Baglaminda Okumak.” Giimiigshane Universitesi {letisim Fakiiltesi
Elektronik Dergisi (e-gifder) 8 (1): 478-502.

Dogan, Omer Faruk. 2020. “Bir Baskadir, Almanya’da en ¢ok izlenenler listesine
girdi.” Erisim tarihi 25 Kasim 2020.
https:/ /hwp.com.tr /bir-baskadir-almanya-en-cok-izlenenler-listesine-

girdi-159968.

Dziadul, Chris. 2021. “Netflix starts 2021 on a roll.” Erisim tarihi 25 Ocak 2021.
https:/ /www.broadbandtvnews.com /2021 /01 /20 /netflix-starts-2021-on-a-

roll /?mc_cid=a520f727dd&mc_eid=7a57aef086

DW Tiirkge. 2021. “Tiirkiye dizi ihracatinda Hollywood’dan sonra diinya ikincisi.”
Erigim tarihi 20 Haziran 2021.
https: / /www.youtube.com / watch?v=g07tFkijtt4.




122 < ilef dergisi

Eliashberg, Jehoshua, Anita Elberse ve Mark Leenders. 2006. “The Motion
PictureIndustry: Critical Issues in Practice, Current Research, and New
Research Directions.” Marketing Science 25(6):638-661.

Erem, Onur. 2019. “Sinema yasasi: Neden tartisiliyor, yeni yasa ¢dziim olacak m1?”
Erisim tarihi 23 Ocak 2019.
https:/ /www.bbc.com / turkce /haberler-turkiye-46925169

Erkilig, Hakan. 2017.”Dijital Sinema Teorisi Uzerine: Akiskan Sinema ve Akiskan
Sinema Teorisi.” SineFilozofi 2(4): 56-72.

Erkili¢, Hakan, Senem Duruel Erkili¢ ve Stileyman Degirmen. 2020. COVID-19
Pandemisi ve Sinema Sektiriinde Kriz- TUBITAK-SOBAG COVID-19 ve
TOPLUM 120K625 PROJESI.

Erkilig, Hakan ve Ayse Giil Toprak. 2012. “Belgesel sinemanin alternatif dagitim ve
gosterim olanag1 olarak internet.” The Turkish Online Journal of Design Art and
Communication 2(2): 10-16.

Finney, Angus. 2010. The International Film Business. Londra: Routledge.

Finney, Angus. 2014. Brave New World an Analysis of Producer | Distribution Joint
Ventures. A report commissioned by Film Cymru Wales and Creative Skillset. Erisim
tarihi 23 Kasim 2020.
https:/ /filmresearch.org/assets/ pdf/251.pdf

Finney, Angus. 2015. The International Film Business: A Market Guide Beyond Hollyvood.
New York: Routledge.

Gaudreault, André ve Phillippe Marion. 2015. The End of Cinema. Ceviren Timothy
Barnard. NewYork: Columbia University Press.

Gaudreault, André ve Phillippe Marion. 2020. Kinematik Dénemeg. Ceviren Can
Giindiiz.. Eskigehir: Yort.

Jenkins, Henry. 2006. Convergence Culture: Where Old and New Media Collide. New
York: UP.

Kaynak, Alev. 2019. “Algoritmalar iyi giin dostu...” digitalage 128: 62-63.

Kehoe, Keith ve John Mateer. 2015. “The Impact of Digital Technology on
the Distribution Value Chain Model of Independent Feature Films in
the UK.” International Journal on Media Management 17:2, 93-108, DOL:
10.1080/14241277.2015.1055533

Kerr, Maureen ve Denis Cyba. 2020. “The Economics of film changing dynamics
and the COVID-19 world.” FTI Consulting. Erigim tarihi 11 Eyliil 2020.
https:/ /www.fticonsulting.com / insights/ articles / economics-film-changing-

dynamics-covid-19-world




Hakan Erkilig ve Senem Duruel Erkilig
COVID-19 Pandemisi Surecinde Dijital Platformlarin Yikselisi: .. > 123

Kovach, Steve. 2020. “Your movie theater experience is going extinct.” CNBC. Erigim
Tarihi 26 Aralik 2020.
https:/ /www.cnbe.com/2020/12 /04 / warner-bros-to-release-movies-on-hbo-

max-threatening-theatrical-windows.html.

Kostovska, Ivana, Tim Rats ve Karen Donders.2020. “The rise of the ‘Netflix
tax” and what it means for sustaining European audiovisual markets.”
Innovation: The European Journal of Social Science Research 33(4): 423-441. DOI:
10.1080/13511610.2020.1774354

Kiing, Lucy. 2008. Strategic management in the media: Theory and practice. Londra: SAGE
Publications.

Leiva, Garcia, M T. ve A. Luis Albornoz. 2020. “VOD service providers and regulation
in the European Union: an audiovisual diversity approach.” International
Journal of Cultural Policy 180 (1): 101-115. DOI: 10.1080/10286632.2020.1769614

Lobato, Ramon. 2019. Netflix Nations. New York: NewYork University Press.

Lodge, Guy. 2020. “Tenet didn’t just fail to save cinema — it may well have killed it for
good.” Erisim tarihi 5 Ekim 2020.
https: / /www.theguardian.com / film /2020 / oct /06 / tenet-didnt-just-fail-to-

save-cinema-it-may-well-have-killed-it-for-good.

Meikle, Graham ve Sherman Young. 2012. Media Convergence: Networked Digital Media
in Everyday Life. Palgrave-Macmillan

Meares, Hadley. 2020. “Closed Movie Theaters and Infected Stars: How the 1918
Flu Halted Hollywood.” Erigim tarihi 1 Nisan 2020. Hollywood Reporter.
https:/ /www.hollywoodreporter.com /news /how-1918-flu-halted-

hollywood-1286640.

Murdock, Graham. 2000. “Digital Futures: European Television in the Age of
Convergence.” Television Across Europe iginde, editorler Jan Wieten, Graham
Murdock ve Peter Dahlgren. London: Sage.

“Netflix Turklye Yeni Yerli Projelerini Duyurdu 7 2020. Er1§1m tarlhl 25 Ekim 2020.

Nilsen, Anders Waage ve Rune Smistad. 2012. “ICT challenges and opportunities for
the film industry - a value chain perspective on digital distribution.” Erigim
tarihi 17 Ekim 2019.
http:/ /archivenorthsearegion.eu/files / repository /20140903172212_value-

chain-perspective-on-digitaldistribution.pdf.

“Q karar ortalig1 karigtirdr... Cok sert tepki geldi.” 2019. Erigim tarihi 20 Subat 2019.
https:/ /www.hurrivet.com.tr / gundem / o-karar-ortaligi-karistirdi-cok-sert-

tepki-geldi-41120295.



124 < ilef dergisi

Pardo, Alejandro. 2014. “Digital Hollywood: How internet and social media are
changing the movie business.” Handbook of Social Media Management: Value
Chain and Business Models in Changing Media Markets icinde, editérler M.
Friedrichsen ve W. Miilh-Benninghaus, 329-348. New York: Springer.

Pulver, Andrew. 2020. “At least 170,000 lose jobs as film industry grinds to a halt due
to coronavirus.” The Guardian. Erigim tarihi 25 Mart 2020.
https:/ /www.theguardian.com/film /2020 /mar/19/loss-of-jobs-income-film-

industry-hollywood-coronavirus-pandemic-covid-19.

Ray, Kunal. 2020. “Cinema after COVID-19.” Erigim tarihi 14 Haziran 2020.
https: / /www.thehindu.com /opinion / op-ed / cinema-after-covid-19/
article31643937.ece

Rubin, Rebecca. 2021. “U.S. Box Office Plummets 80%, Global Revenue Drops 71% in
2020 Amid Pandemlc " Er1§1m tarihi 15 Ocak 2021. Varlety

coronavirus-pandemic-1234879082 /

Salvador Elisa, Jean Paul Simon ve Pierre Jean Benghozi. 2019. “Facing Disruption:
The Cinema Value Chain in the Digital Age.” International Journal of Arts
Management 22(1): 25-40.

“Sazan Sarmal1 Netflix'te gosterime girince ortalik karisti!” 2020. Cumhuriyet. 16
Subat 2019.

girince- ortahk karisti-1251581

Schwartzel, Erich. 2020. “Trolls World Tour’ breaks digital records and charts a new
path for Hollywood.” Wall Street Journal. Erisim tarihi 2 May1s 2020.
https: / / www.wsj.com / articles / trolls-world-tour-breaks-digital-records-and-

charts-a-new-path-for-hollywood-11588066202.

Scorsese, Martin. 2021. “Federico Fellini and the lost magic of cinema.” Harper’s Magazine.
Er1§1m tarihi 20 Subat 2021.

scorsese/
Shambu, Girish. 2020.Yeni Sinefili. Ceviren Bilge Demirtas. Eskisehir: Yort.

Spangler, Todd. 2020. “YouTube to Host Free Virtual Film Festival With 20 Partners
Includmg Cannes, Tribeca, Sundance ” Erigim tarihi 12 Mayls 2020.

r1beca sundance 1234590501 /

Stevens, Kristen. 2016. Australian Film Festivals. New York: Palgrave Macmillan.



Hakan Erkilig ve Senem Duruel Erkilig
COVID-19 Pandemisi Surecinde Dijital Platformlarin Yukselisi: .. > 125

Strauven, Wanda. 2020. “Let’s Go to Oberhausen! Some Notes on an Online Film
Festival Experience.” Pandemic Media. Erigim tarihi 25 Agustos 2020.
https: andemicmedia.meson.press / chapters / education-instruction /lets-

o-to-oberhausen-some-notes-on-an-online-film-festival-experience

Swartz, Jon. 2020. “Netflix has biggest quarter with nearly 16 million new subscribers
signing on.” Erigim Tarihi 30 Nisan 2020.
https:/ / www.marketwatch.com/story / netflix--adds-more-than-15-million-
new-subscribers-stock-rockets-higher-2020-04-21?mod=article_inline.

Troyn, Chuck. 2013. On-Demand Culture. New Jersey: Rutgers University Press

Turner, Graeme. 1999. Film as Social Practice. Londra: Routledge.
Ulin, Jeffrey C. 2010. The Businness of Media Distrubition. Oxford: Elsevier.

UNESCO. 2020. Culture in Crisis: Policy Guide for a Resilient Creative Sector. Erisim
tarihi 26 Aralik 2020.
https:/ /unesdoc.unesco.org/ark: /48223 / pf0000374631.

Vanacker, Rebecca. 2020. “Scoob! Tops Premium VOD Charts Faster Than Trolls
World Tour.” Screen Rant. Erigim tarihi 3 Haziran 2020.

https: / /screenrant.com /scoob-beats-trolls-world-tour-vod-charts/ .

Vang, Jan ve Cristiana Chaminade. 2007. “Cultural Clusters, Global-Local Linkages
and Spillovers: Theoretical and Empirical Insights from an Exploratory Study
of Toronto’s Film Cluster.” Industry and Innovation 14(4): 401-420.

van Dijck, José, Thomas Poell ve Martijn de Waal. 2018. The Platform Society.
NewYork: Oxford University Press.

Vary, Adam B.ve Rebecca Rubin. 2020. “With “Mulan,” Disney Tests Out Entirely New
Early VOD Model.” Erisim tarihi 6 Agustos 2020.
https:/ /variety.com/2020/film /news / mulan-disney-plus-

premiere-1234711185/.

Vitkauskaite, Ieva. 2020. “Types of Film Production Business Models and Their

Interrelationship.” Informacijos Mokslai 89:43-54.

von Sychowski, Patric. 2014. “Premium VOD just killed the cinema release window.”
Celluloid Junkie. Erigim tarihi 10 Haziran 2020.
https:/ / celluloidjunkie.com /2014 /06 /03 / premium-vod-just-killed-cinema-

release-window /

Vulser, Nicole. 2020. “Plan de Relance :Roselyne Bachelot Détaille la Répartition des
Aides au Cinéma.” Le Monde. Erigim tarihi 26 Aralik.2020.
https: / /www.lemonde.fr/cinema/article /2020/09 /23 / plan-de-relance-

roselyne-bachelot-detaille-la-repartition-des-aides-au-cinema_6053348_3476.
html




126 < ilef dergisi

Walsh, Joe.2020. “Netflix Subscriber Growth Slows After Surging During Pandemic.”
Erigim Tarihi 24 Ekim 2020.
https:/ /www.forbes.com/sites/joewalsh /2020/10/20/netflix-subscriber-

growth-slows-after-surging-during-pandemic/?sh=62db06ac244

Westcott, Kevin vd. 2020. Digital Media Trends Survey, 14th edition. Erigim tarihi 5
Agustos 2020.
https:/ /www?2.deloitte.com /content/dam /insights /us/articles / 6456
digital-media-trends-covid /DI Digital-media-trends-14th-edition.pdf.

Yavuz, Deniz. 2020a. “2020 y1ilinda, sayilarla Tiirkiye sinema vizyonu.” Antrakt
Sinema. Erigim tarihi 9 Aralik 2020.
https: / /www.antraktsinema.com /makale.php?id=811

Yavuz, Deniz. 2020b. “Tenet’in Tiirkiye sertiveni.” Antrakt Sinema. Erigim tarihi 9
Aralik 2020.
https:/ /www.antraktsinema.com / makale.php?id=810

“7. Kogustaki Mucize ABD ve Fransa’da Netflix'ten en ¢ok izlenen film oldu”. 2020.
Cumbhuriyet, 6 Nisan 2020.

fransada-netflixten-en-cok-izlenen-film-oldu-1731471.

Yildiz, Gizem. 2021. “Kurtlar sofrasinda kazanan dijital yayin platformu hangisi?”
Marketmg Tiirkiye. Er1§1m tar1h1 20 Subat 2021.

Dlatformlarmda rekabet- klZlSlVOI‘

Yilmaz, Mustafa Cihan.2020. “Netflix’in Ttirkiye’deki ve Diinyadaki Abone Say1si
Belli Oldu.” Erigim tarihi 3 Temmuz 2020.
https: / / www.webtekno.com / netflix-turkiye-abone-sayisi-belli-oldu-h95042.
html

Yilmaz, Zafer. 2020. “Dog. Dr. Hakan Erkilig: “Dijital Platformlarmn Yiikselisini
Dlllendlrmek Sinemaya Thanet Degll " SineBlog. Er1§1m tar1h1 18 Haziran 2020.

¥ukse11s1n1—d1llend1rmek-smema;@dhanet—degll /

Yiicel, Firat. 2020. “Bakanlik ve RTUK ten Sansiir, Netflix’ten 1ptal Karar1.” Erigim
tarihi 28 Temmuz 2020.




Noir Than Ever:
Crime Drama as the Popular Genre in
Turkish Streaming Services

Nisa Yildirnm

Istanbul Gelisim University Faculty of Economics, Administrative and Social Sciences
https:/orcid.org/0000-0002- 794 1-4470

nyildirim@sgelisim.edu.tr

Abstract

The article focuses on the original series of Turkish streaming services Blu TV and Puhu TV released
between 2017 and 2020 in terms of genre, and aims to discover their differences from the traditional
television series having highly conservative narratives. After identifying that the crime drama genre is
primarily preferred by these services, the ideological approach of genre analysis is adopted to study four
series which are Masum (Innocent), Bozkir (Steppe), Sahsiyet (Persona), and Dip (Base). It is found that all four
of the series share a common pessimism in a social context which is created by representing the evil as
omnipotent and all members of the society as more or less victims. In addition, depicting the status quo
as unchangeable strengthens the emphasis on -no escape- in general. It is possible to criticize these
narratives for normalizing dysfunctional legal system, and neutralizing the prospect for improvement. In
conclusion, the article claims that what these new series offer are far from being progressive, despite the
freedom of their medium.
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Makale, yerli dijital platformlar Blu TV ve Puhu TV'nin 2017-2020 yillari arasinda yayinladigi dizilerin tur-
lerine odaklanarak, bu dizilerdeki anlatilarin, fazlasiyla muhafazakar olan geleneksel televizyon dizileri
arasindaki farkliliklarini kesfetmeyi amaglamaktadir. Sug dramasi turtnin bu platformlarca siklikla tercih
edildigi tespit edildikten sonra Masum, Bozkir, Sahsiyet ve Dip adli diziler tir analizi yonteminin ideolojik
yaklasimi benimsenerek incelenmistir. Secilen dort dizinin toplumsal baglamda benzer bir karamsarligi
paylastig gorulmektedir. Buna gerekee olarak ise kotiye sinirsiz glc atfedilerek toplum tyelerinin her biri-
nin az ya da ok kurban olarak temsil edilmesi gosterilebilir. Ayrica statiikonun degistirilemez olarak tasvir
edilmesi kagissizliga yapilan vurguyu glclendirmektedir. Bu nedenle s6z konusu anlatilarin islevsiz hukuk
sistemini normallestirmeleri ve iyilesme beklentisini notralize etmeleri nedeniyle elestirilmesi mumkin-
dur. Sonug olarak makale, bu yeni dizilerin, mecralarinin sundugu 6zgurlige ragmen progresif anlatilar
olmaktan uzak olduklarini iddia eder.
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Introduction!

Viewing habits of the audience in Turkey have begun to change since the la-
unch of Turkish streaming services BluTV and Puhu TV in 2016, besides the
arrival of Netflix TR. These services, which offer foreign films and television
series to their audience, have created a group of audience who is familiar with
cinematic aesthetics and demands diversity in the narratives. As a result, the
contents that are being provided by broadcast television channels have been
criticized for their low quality when they are compared with the globally po-
pular TV shows or cinema films having creative narratives. In addition, it is
possible to claim that the original productions of streaming services began to
make the line between cinema and television get blurred, and these services
began to function as ‘quality television’. According to Pearson (2007, 244-245)
“narrative complexity” is the “hallmark of the quality television” which made
the television and cinema inseparable. Different from the narratives, televisi-

eoe

1 Bu caligma yazarin 2020 yilinda Prof. Dr. Nilay Ulusoy danismanliginda Bahgesehir Uni-
versitesi Sosyal Bilimler Enstitiisti Sinema ve Medya Arastirmalari Programi’nda ytriittigi
“Post-Television Era in Turkey: An Analysis of Local TV Series Genres by Streaming Services”
baglikli doktora tezinden ttiretilmistir
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on as a device also adapts itself to the new standards of the industry to attract
the audience by offering maximum visual pleasure. As the sizes of television
screens get wider and the quality of resolution and sound improves, the line
between cinema and television begins to blur (Tiizlin-Ategalp 2016, 14).

In terms of quality television, it is possible to claim that, traditional televi-
sion series in Turkey cannot satisfy a group of audience. Since the duration of
television series have begun to reach, even exceed three hours, they blocked
the prime-time, which means they had to be produced in accordance with
particular broadcasting obligations offered by RTUK. These series in general
had to be ‘family-friendly’, not including nudity, alcohol, or cigarettes. As a
result of these restrictions, particular genres like melodrama or comedy-dra-
mas that allow building on conservative narratives invaded the screens in
the evening. According to Tiiziin-Ategalp (2016, 33) television channels aim
to reach the broadest number of audiences by addressing the average tastes,
and provide the maintenance of audience by attracting them every week by
television series.

Streaming services aiming to attract the audience who are not happy
with the content provided by traditional television have been preferring the
drama genres which rarely appear on television. In 2019, streaming services in
Turkey were threatened by RTUK about possible censorship for using nudity,
alcohol, and cigarette that would limit their freedom on storytelling, which is
their only bullet to compete with the television and cinema industry. Media
professionals reacted negatively and criticized such an attempt that would
harm the industry by hindering the efficient use of a new medium and pos-
sible investments. As the rumors continue about upcoming restrictions, a new
regulation was declared in August 2019 and these services became obliged to
buy a license to continue streaming which costs 100.000 Turkish Liras. (“In-
ternet televizyonlaria RTUK denetimi geldi” 2019). Besides buying licenses,
streaming services began to use “viewer age range smart signs” for each con-
tent.

Distribution of Drama Genres in Turkish Streaming Services Series

According to the data shared by Sentiirk (2018, 20) comedy, drama, and me-
lodrama are the genres that dominate the Turkish television series, and the
genres of television series that were broadcasted between 2011 and 2015 dist-
ributed as drama/melodrama for 60%, comedy for 31%. Even though melod-
rama is the dominant genre of traditional television series in Turkey, it is not
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possible to claim that crime drama is totally abandoned on television. Police
procedural Arka Sokaklar (Back Streets, Kanal D) which is about a group of poli-
ce commissioners who have to secure the city while trying to be good fathers,
husbands, or lovers, continues to meet the audience since 2006. Another po-
lice procedural Behzat C. was released in 2010 and managed to have its uni-
que audience group which can also be defined as “fans”. On the other hand,
crime/action drama Kurtlar Vadisi (Valley of the Wolves, Show TV, 2003) had
been on the series which had the highest rating results in Turkish television
history, and it inspired the following television series revolving around mafia
leaders like recent examples Eskiya Diinyaya Hiikiimdar Olmaz (Bandit Cannot
Be Emperor to the World, ATV, 2015 -) and Cukur (The Pit, Show TV, 2017-2021).
These crime dramas also have a melodramatic tone in their narratives which
are build on “romance” besides law-and-order discourse. Due to the charac-
teristics of melodrama which depicts a totally black and white universe (Ars-
lan 2005, 39), these series also have similar universes where there is a clear
division between good and bad, right and wrong. If the dominant masculine
discourse in their narratives is also considered while evaluating these series,
it can be claimed that they are unsurprisingly conservative in accordance with
the discourse of traditional television.

Table 1. Genres of the Turkish streaming services series between 2017-2020

Crime Comedy Drama Fantastic Horror
Masum Dudullu
(Innocent) Postasi 7 Yz Sahipli
(Dudullu Post) (7Faces) (Possessed)
BlUTv Bozkir Bartu Ben
(Steppe) (It's me Bartu) Yasamayaniar
(The Ones Who
Sifir 1 (Zero 1) Do Not Live)
oo Aynen Aynen
ehzat . (Exactly)
Sahsiyet
Puhu (Persona) Jet Sosyete Fi & (i
TV Dip (Base) (et Set)
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As it can be seen in Table 1, crime drama was the most popular genre
among the distribution of genres in Turkish streaming service series in their
first three years. BIuTV also released three new crime dramas like Sokagin Co-
cuklart (Kids of The Street), Alef (Alef) and Saygi (Respect) in its fourth year. Co-
medy appears as the second popular genre with four series in total. However,
only two of them: Dudullu Postas: (Dudullu Post) and Bartu Ben (It’s me, Bartu)
are original streaming service contents, while other two are “transferred” pro-
ductions.

Cooke (2008, 29) points out that television industries all over the world
which have been facing a decrease in audience shares lately, re-discovered the
crime/ detective drama genre. This genre manages the hook the audience ea-
sily while allowing its creators to follow similar formulas again and again by
relying on the law-and-order discourse. This research aims to discover what
the narratives of Turkish streamed crime dramas offer as ‘new’, and if they
manage to differ from traditional television series.

Crime Drama as a Lifesaver

The popularity of crime drama genre can be interpreted as an easy strategy of
streaming services aiming to attract the audience who are not happy with the
content provided by traditional television. Being freed from the constraints of
RTUK had also allowed them to use sexuality, alcohol, or cigarettes, including
violence or blood which are part of the crime drama narratives.

In the following part of the article, four of the crime drama series: Masum
(Innocent, BluTV), Bozkir (Steppe, BluTV), Sahsiyet (Persona, Puhu TV) and Dip
(Base, Puhu TV) are studied by adopting the genre analysis method. BluTV
had also launched two more crime drama series like Behzat C. which was pre-
viously produced as a television series, and Sifir 1 (Zero 1) which was a YouTu-
be series before it was transferred by BluTV in its third season. While selecting
the series as cases of the article, these two series were excluded due to not
being created as a original streaming service project since their development
processes.

The four series that were chosen as cases have a common feature which
is using the battle between good and evil as a theme in general. The battle
between good and evil is the broadest theme that is used by almost all narrati-
ves in literature, cinema, or television to build their conflict on. However, it is
more apparent in some genres than others. Crime dramas and fantasy dramas
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-with their criminals and villains- are the two genres that underline this unen-
ding battle more when they are compared with others.

In order to identify the genres of series, the similarities which will be
considered are “comparable plots or formulaic narrative structures; typical si-
tuations; stereotypical characters; analogous themes and patterns” (Andrews
2014, 9). By adopting the ideological approach of genre analysis, the main
themes of these series will be identified, and their narratives will be discussed
in terms of gender conflicts and the distrust in the police and juridical system.

Dilemma of a Father-of-two: Masum

Blu TV introduced its first original content Masum on 27 January 2017, one
year after its launch. The series spanned eight episodes by weekly releases —
each has durations from 44 to 59 minutes. In terms of genre, Masum can be
categorized under the crime/detective drama genre, while its subgenre is a
psychological thriller which makes the series differ from a classic “whodu-
nit”. In Masum, the criminals, victims, and their folks all suffer from emoti-
onal dilemmas creating a moral ambiguity, and all of them are stuck in bet-
ween situations creating a great inescapability for them. Moreover, Masum
uses flashback scenes frequently which means its narration does not have a
chronological storyline. All these features of the series make it have noir ele-
ments both in its style and theme. As Neale (2000a, 164) points out, flashback,
voiceover, and highly contrasted lighting are stylistic features of noir, while
the concerns in noir narratives are build on: “the focus on mentally, emoti-
onally, and physically vulnerable characters, the interest in psychology, the
culture of distrust marking relations between male and female characters, and
the downbeat emphasis on violence, anxiety, death, crime, and compromised
morality.”

Masum underlines the impossibility of a rescue from its nightmarish
world by not punishing the evil in the end, despite punishing all victims. The
protagonist of the story is a retired police commissioner who helps his two
sons on covering the crime they committed and getting rid of the evidences.
As Cobb (1992, 207- 209) points out, noir characters used to be constructed as
“unsympathetic”.

The audience feels little sympathy for the characters and their situations because
they are not likable personalities and they do forbidden things. If the movie au-
dience cannot feel sympathy for the characters, then they care little about what
happens to them and cannot connect to the story on an emotional level. So, the
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keys to linking the audience to noir characters are understanding and intrigue. A
viewer may not especially like a noir protagonist, but if there is enough unders-
tanding of why a character is a way he is, of how he got to this wretched place in

his life, then the audience will be interested in what happens in the end.

On the other hand, in film noir criminals used to be “ordinary citizens”
instead of “professional” criminals. This person is “drawn into crime by ac-
cident or some strange, unforeseen combination of factors” (Fluck 2009, 289).
Masum'’s criminal does not plan to commit a crime, however, everything hap-
pens all of a sudden when he meets an unexpected situation. Furthermore, the
unrest created in film noir mostly depends on plot twists rather than violence
(Borde and Chaumeton 1955, 23). In the surprising final of Masum, the real
identity of a secondary character is revealed and the viewer’s perception of
the criminal changes at the last minute.

As a crime drama, the storyline of Masum is built on the reopening of a
car accident case due to a “missing body”, while its theme focuses on male
violence against women. The misery of a married woman who is forced to be
the mistress of a chief of police, begins to impact others around her indirectly,
and her husband who has been innocent in the beginning becomes a man full
of hatred towards all women and he turns into the murderer of two.

In terms of gender, Masum adopts a patriarchal discourse, by represen-
ting the mother as a woman who does not like the wives of her two sons due
to their lack of housework skills. Besides the mean mother-in-law figure, the
two young women have a distant relationship and there is no solidarity bet-
ween them. On the other hand, these two women are victimized in the male-
dominated world, they are manipulated, threatened, deceived, hurt, and in
the end, one of them is killed, the other one captured by a torturer.

Film noir narratives are structured by a patriarchal logic in which women
are always framed as less than men (Tasker 2013, 355). Men of the series used
to perform masculinity both physically and verbally. When Cevdet -the pro-
tagonist- quarrels with her wife, he humiliates women by complaining about
women'’s unending speaking. He tells her “Even we didn’t use such a method
like your way of speaking in the tortures.” Especially Cevdet and policeman
Yusuf use swearwords very often. Yusuf uses slang words in his daily conver-
sations and he is warned by his ex-wife not to use them when he is talking
to her and their daughter. At the beginning of the first episode, a friend of
Yusuf who is also a policeman tells him that he is going be the father of a son
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soon and Yusuf congratulates him by telling “Well done!” to emphasize the
gender of the child. Cevdet’s son Taner who is deceived by his wife Riiya, says
“I've become the wife of my wife” to explain how insufficient he feels like a
man and a husband. Taner’s description as being the wife of his wife reflects
Taner’s way of thinking about women and necessitates of being a man and
husband which requires absolute authority.

Ideologically, Masum questions police legitimacy. Cevdet is a retired po-
liceman trying to save his two sons from being arrested due to the murders
they committed, and he uses all the experience he had as a policeman to get
rid of the evidences. Cevdet defends himself by uttering an excuse about “be-
ing a father” which creates a moral ambivalence. It can be argued that more
questioning of police legitimacy is made over Selahattin: the chief of police
who is the real “evil.” As Woodhouse (2001, 148) explains:

Fictional representations of the police offer a means for society to understand the
conflicts and contradictions that involve the upholding of the law and the rela-
tionship between the police detective, the criminal, and society as a whole. This
inevitably raises ideological issues: the conflict between villain and hero can be

perceived as a conflict between contrasting ideological positions.

Despite his failure in the case, detective Yusuf fulfills the position of a
hero in Masum, due to both working for maintaining the law-and-order while
being manipulated and being employed by the villain Selahattin who is also
responsible for the maintenance of law and order. When Yusuf works on the
investigation, his chief Selahattin warns him to be “more sensitive” if he is on
a case related to someone from the police forces. Yusuf realizes that Cevdet
had used his influence on the police and warned Selahattin to close the case.
However, Cevdet and Selahattin meet soon after in the interrogation room
where they argue and Cevdet insults Selahattin by revealing his dangerous
desires which are beating and assaulting women. His words reveal that Cev-
det knows Selahattin’s sadistic personality for a long time. However, Selahat-
tin had no punishment since he had started his abuses to women because his
power made him untouchable and even, he became the chief of police. The
man whose crimes are ignored by Cevdet becomes the main reason for his
family’s end. However, Selahattin can save himself in the end once again, mo-
reover, he gets rid of Taner who was trying to save Riiya. Masum breaks the
fourth wall in the final by letting Riiya look at the viewers’ eyes to make them
feel guilty about her despair and even share the responsibility of the ones who
help “evil” by ignoring his crimes.



136 < ilef dergisi

Figure 1. The Evil in the final scene of Masum, Source: Blutv.com Masum

Silence Hides the Crime: Bozkir (Steppe)

Blu TV released the first episode of Bozkir on 30 November 2018 and it span-
ned ten episodes, with a duration of 55 to 60 minutes each. Bozkir is a who-
dunit crime drama that is close to classic noir with its definite stereotypes: the
detective, femme fatale, and the evil. When it is compared with the previous
noirish crime drama of Blu TV: Masum, the difference between good and evil
is clearer in Bozkir which makes its moral ambiguity less. The protagonist of
the series is a police commissioner living in a small town whose despair does
not end during the story, and he has to live on without expecting a positive
change in his life. He suffers both isolation and alienation as a typical noir
protagonist (Cobb 1992, 211- 212). Bozkir is based in a small town where the
crime hides beyond a false peace appearing in daylight. The protagonist used
to wander around in quiet places of the town. He used to eat sandwiches in
his car or while he is sitting on a bench or under a tree. As Dyer (1977) notes:

For films noir set in the country, the country is as desolate in its way as the city
landscapes. Settings tend to be in the public world rather than domestic. For the
hero, a basic domestic ritual like eating is transferred from family to public ea-
ting place. In this way, the hero is denied an environment of safety, coziness, or

rootedness.

As Rogers (2008, 81) points out, it becomes apparent that even intertextu-
al references within the television police genre seem to be governed to some
extent by national attributes and cultural context. Bozkir’s theme is based
on child abuse and murders that occurred in a conservative small town. The
child abuse and murders committed in Turkey always create social indigna-
tions among society and the number of cases is increasing in the last decade.
Lately, in 2018, the society had responded to the two different cases about
small girls in Ankara and Agri. In July of 2018, a group of people got together
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in Taksim to protest the rising number of cases in Turkey. The cases had un-
derlined the inefficiency of law on the crime of child abuse and murders, and
even the castration penalty had been mentioned which had been aimed to be
disincentive (Kasapoglu and Kaytazoglu, 2018).

In Bozkir, some men commit murders, some little boys are assaulted and
killed, and some men try to stop the crime and provide justice. As a result, it
talks about the world of men where women have only a limited impact on the
order of that world. In terms of gender, it can also be argued that Bozkir is a
reformist work due to having LGBT characters which are rarely seen in Tur-
kish television series. However, the way of representing these characters does
not make the series supportive for LGBT. Abbas, the evil, is a bisexual man
who gets pleasure from killing small boys, and his ex-partner is a homosexual
having a sadistic personality like Abbas. The third LGBT character of Bozkir is
a male belly dancer who is also not innocent. He used to complain about the
difficulty of living in a town as a homosexual man and he says “being faggot
is not easy” to make the one he talks to feel pity for him. However, he has a
dependent personality and helps the man whom he loves for years to hide
the kidnapped boy. On the other hand, heterosexual characters are not emo-
tionally satisfied too. They cannot manage to keep up proper relationships or
their dreams do not come true. In Bozkir, honest men are weak. They need to
be supported, admired, or encouraged. They should not have to feel obliged
to satisfy the needs or expectations of the women they are living with. But the
women they know are all dominant and they do not settle for what they are
given, they demand more and they do not compromise.

In terms of the police and the juridical system, Bozkir questions the poli-
ce legitimacy as Masum but it differs from it with emphasis on the power of
“evil” on these forces. The protagonist, Seyfi, is a policeman and has a mana-
ger named Kaya. Kaya, the chief of police is represented as selfish, coward,
and even a little bit fool. The Father of the murdered boy who became devas-
tated and lost his hope in finding the real murderer, says that “A policeman
is a slave to his salary and his rank. They protect themselves, not the law”, he
describes Kaya and others like him with his words. Kaya used to have sto-
mach pain and most of the time, he cannot even concentrate on Seyfi’s words
due to his pain and advises him to close the case as soon as possible. He is a
person easy to deceive. Abbas, the evil, gives financial support to the necessi-
ties of the police center and the town, and he manages to make Kaya admire
his beneficent personality.
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Figure 2. The Evil and The Chief of Palice in Bozkir, Source: Blutv.com Bozkir

Kaya used to mention Abbas’s wealth and influence on the bureaucrats in
Ankara says that “I can’t afford to make such valuable person nervous for no
reason.” He wants no trouble in the town to make him have a headache. He
even does not hesitate to confess the reason he prefers to be transferred to that
small town with his words: “They told me there would be a nice breeze there,
but I am burning here.” He is far from being an ambitious policeman, and he
only cares about his comfort and waits for his retirement.

The omnipotence of evil is also overemphasized in Bozkir, as the dysfunc-
tional presence of the chief police is. Seyfi defines Abbas as “the whale in the
steppe”. Abbas manages to hide all his murders for long years indeed, ho-
wever, he has a partner who is as cruel as him and has sadistic desires. His
partner helps him to save himself. He, the obsessed ex-lover, functions as the
protector of Abbas. What protects Abbas for years is this man’s loyalty, not his
power. In the end, he quits protecting him and starts to act in a way to make
the police realize the murders they committed together. When he is about to
be shot by Abbas, he tries to provoke him by saying that he would not let the
police arrest him, he says “I won't leave myself to the justice of the ones who
are coward and ignorant.”

For Abrams (2006, 69), noir is much more than a whodunit. It focuses
on the “darkness of human nature” and in the world of noir “there is no safe
place to hide and no possibility of escape.” Being a country noir makes Bozkir
have the town as a non-human character. The town which is used to be na-
med “steppe” in the dialogues of Seyfi and his assistant, functions as an old
person who inhibits the change -in a negative way- in the area. It is shown
as the reason for the people’s ignorance. Abbas’ daughter accuses the local
people living the steppe of being reckless, she says that they could sleep no
matter what happens. People’s selfishness makes evil more powerful. In the
final scene, every man in the town watches the football game, even the poli-
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cemen on duty, and doctors in the hospital. In addition, Seyfi used to lose his
ambition for his job when he talks to Kaya. He tells his assistant that if they
closed the case, everybody would be happy. He talks about the insensibility
of people, notes that people prefer peace, a life without problem bothering
themselves instead of providing justice. Finally, in the “night of horror in the
steppe” Seyfi’s assistant, more innocent and braver one, the one who has not
exposed to the manipulation of justice yet is about to die, while Seyfi, the one
who is more experienced, who knows to the hypocrisy of people, who makes
fatal mistakes, and is not purely innocent anymore has a chance to survive.

A Hero or a Serial Killer: Sahsiyet (Persona)

Puhu TV released its second original content Sahsiyet on 17 March 2018, one
year later than the release of its first original Fi. The series was released we-
ekly and spanned 12 episodes whose durations were between 52 to 96 minu-
tes. Sahsiyet is a crime drama based on a revenge-motivated serial killer. Ha-
ving a serial killer protagonist hunting the criminals who committed a crime
collectively in the past, makes the series differ from a usual whodunit. “When
the protagonist is a criminal, the story is told from his/her point of view. The
narrative is manipulated so audiences will identify with him” (Cobb 1992,
211). The protagonist reveals the reason for his transformation from an ordi-
nary old man into a serial killer in the beginning, and makes the viewer quit
focusing on the identities. On the other hand, he does not get any pleasure
from murdering as most of the stereotypical serial killers do, he even spends
years to find the courage to start murdering. The detective of the series expla-
ins the protagonist’s situation by saying that “he has so many people to take
revenge on that it turns him into a serial killer.” Sahsiyet is also an example
of film noir. As Conard (2006, 2) points out, ambiguity in morality is one the
most characteristic themes of film noir, and it is often created via protagonists
whose actions are open to be questioned morally, on the contrary of traditi-
onal way of character formation which adopts always the good protagonist.
Narratives of film noir used to be built on “ambiguous sexual identities, ins-
tabilities, and the crossing of traditional boundaries. It feeds on political cor-
ruption and moral decadence” (Park 2011, 28).

Agah, the protagonist of Sahsiyet, suffers from remorse for years after
witnessing the case about a raped girl and he decides to kill all the criminals
who were not punished. A man, who intends to provide justice on his own,
dares to become a criminal as a result of his hatred towards the dysfunctio-
nal legal system. Sahsiyet underlines the male dominance over females and
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vulnerability of all women in society as a result of the inefficiency of the law.
Nevra, the detective of the series is a woman who is also a victim of rape. Des-
pite being a police commissioner, she still faces discrimination from her male
colleagues. She is being humiliated or harassed by swearwords.

Before starting the murders, Agah kidnaps a man who killed his wife and
was released after being confined only for eight years. Agah uses this man’s
fingerprints to mislead the crime scene investigation officials. He has a col-
lection of photos of murdered women he took from the criminal records. He
forces this man to watch these photographs to make him feel sorry. He thinks
that he wasn’t properly punished and says to him: “What is eight years? Un-
just provocation, time off for good behavior... Mitigation after mitigation.
They could have given a medal too. I have read your trail records. They gave
proper consideration but they didn’t deal proper retribution.” Agah utters his
distrust of the juridical system from the beginning of the series.

The case, which Agah had learned about years ago, is about an orphaned
twelve-year-old girl who was raped regularly for two years by fifty-two men,
and committed suicide after getting pregnant. Agah learns the identities of
these fifty-two men from the diary of the girl and starts to hunt them one by
one.

The series does not adopt a masculine discourse as usual as most crime
dramas do. Agah does not use swearwords as a part of his daily language, he
only uses slang words when he gets crazy. Nevra does not use swearwords.
However, Nevra works in the police center where masculinity is highly per-
formed. She prefers a masculine style in her outfits and performs masculinity
with her body language unconsciously.

Nevra defines the town named Kambura where the little girl was raped
by tens of men, as a place where the red riding hoods and wolves are living.
She visits the town for the investigation of the case and learns that her primary
school teacher had married fifteen years old girl when he was fifty years old.

The town of Sahsiyet resembles the town of Bozkir in some aspects like
covering the crimes. It is also revealed that a group of local men got organized
to lynch a gypsy family living in Kambura, and they burnt down their house
and killed two adults and five children years ago. However, these men do not
have any regret for their crime, even they defend themselves. On the other
hand, a police commissioner working in Kambura Police Station is a man who
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hinders his duty. He does not care about the cases and slides over them. He
does not even charge any policemen to archive the cases digitally for years.
The policemen who come from Istanbul ask him that what he did there for
three years and he says “Waiting to get assigned to another town.” Briefly,
the series discriminates the residents of the town by associating them with
insensitivity and laziness.

When Nevra visits a psychiatrist about the lynch a gypsy family, the man
confesses that he was forced by some people to arrange a fake report about the
criminal’s mental health when he was working in the Kambura State Hospi-
tal. He explains why he preferred to keep silent about the case as:

Normally a fraud uses people’s hope. He comes to you and tells you “give me
one dollar and I will give you ten back.” And if you're greedy by nature, you get
hopeful and give him the dollar. Buts the frauds of this country stopped selling
hope. There’s an easier way. People are so afraid of you. Tell someone you're a
cop on the phone and they’ll give you every dime. If the frauds of a country con
you through fear instead of hope, you never ask them who they are or what they

do for a living.

He identifies the man who forced him to arrange the report and it is re-
vealed that the man was the judge of heavy penalty court in Kambura, who
had a reputation for taking bribes and was also one of the men who raped the
girl in the case.

According to Schuler and Murray (2007, 170), the organization of crime
in neo-noir has not a definite form and it resembles the “hydra”, which ma-
kes the corporation continue to live due to having the ability to reproduce on
its own which make it immortal, despite losing some of its men who were
killed by the justice. Sahsiyet lets its protagonist get his revenge and achieve
his plan. However, the pimp man living in Kambura who also sold the little
girl to fifty-two men years ago, still continues to sell kidnaped the little girls
locked in his barn.

City and the Reign of Paranoia: Dip (Base)

Puhu TV released its third original series and second crime drama Dip on 30
March 2018. It spanned eight episodes by weekly releases, each having dura-
tion from 57 to 79 minutes. Dip is a crime drama whose subgenre is a mystery.
With its melancholic and mentally unhealthy protagonist/detective who is
surrounded by people hiding their real identities, and lives in a city where it
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becomes the center of crime at night, makes Dip have noir elements both in
its theme and style. As Dixon (2009, 3) points out, the real scope of the noir
is night and its essential field is the city. Different from the criminals he has
to deal with, the protagonist of Dip is even mistaken by his father-like friend
about his real identity, and as the secrets of people around him begin to be
revealed, this deceived man finds himself in the middle of a paranoid world.
For Sanders (2008, 18), paranoia in noir is the “way of thinking” rather than
being a mood. Dip, as a noir, builds its narrative on the unreliable nature of
human which becomes the reason for never-ending paranoia for everyone.
The theme of the series is the struggle among two groups who have conflict
about the defense system of the country. The fight between good and evil
which is based on national benefits is carried on via individual sacrifices of
group members.

In terms of gender, Dip has a modernist viewpoint by depicting its female
characters, who are middle-class women as powerful and independent. Sahir,
the protagonist, sees a man who humiliates a woman in a bar and then he says
to his friend: “Men can’t handle women. Women are different now.” Soon
after he meets the same man in the toilet of the bar and beats him to give him
a lesson about being kind to women. However, he uses violence too, which
underlines the difference between Abraham and Hagar.

Distrust in the police or juridical system is not deeply emphasized in Dip
due to being about the conflict between the former members of the intelligen-
ce service of the state which makes the police or juridical system less appa-
rent. However, it is not totally left. The members of the group which is rep-
resented as the “evil” have more power over the police and juridical system
than the good ones. The prosecutor who works on the case defines the reason
for death as suicide though it was a murder, as he was told by some people on
the “top”. The ones who were represented as the evil control the ones who are
the head of the juridical system and make them act according to their orders.
In addition, Sahir visits a prison where he sees “the independent archive of
the country” is being kept there. The man in the basement of the prison who is
the head of the secret archive tells Sahir: “Think about it, this must be the only
safe place left. Outside these walls is a prison of its own.” The “good” ones are
hiding in the independent part of a prison from the “bad” ones who totally
occupied the outside. The head of the evil team, explains the reason for the
change in his decision as: “There is no ideology left. Wealth is the only issue
now”, which also clarifies the reason for the occupation outside.
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On the other hand, one of the “good” ones says that “for the benefit of
the overall good, we may sometimes do some little bad things” and underli-
nes the probability of being a victim for every individual, the impossibility of
being an absolute good. Being independent of the issue that was used as the
reason for the division between two sides, the good and the evil, Dip protects
its noirish pessimism by assigning the power to the evil.

Conclusion: Noir Than Ever

Re-discovery of crime drama genre with the rise of streaming services around
the world can be explained by the gratification they provide to the audience.
Having a chance to analyze the crime, the criminals, and question morality as
well as choose a side allows viewers to feel “active” in front of their screen.
(Robinson 2020, 9). On the other hand, crime dramas have a significant func-
tion by impacting the consensus in society and the formation of culture by
representing particular ideologies (Clarke 1992, 252). “They shape viewers’
fundamental understanding of right and wrong, the role of race and gender
in society, how the justice system works and what we should and shouldn’t
expect from both the system and the people in it” (Mastro 2020, 18).

The representation of police and the juridical system has a critical view-
point in all of the series studied as cases. These four series: Masum, Bozkir,
Sahsiyet and Dip, all question the legitimacy of these institutions and depict
a pessimistic landscape with their omnipotent evils who can manipulate all
members of the police and juridical system. In all these crime dramas, noir
elements they involved both in their themes and styles can be seen. Accor-
ding to Fluck (2009, 288), “as a form of social or political criticism, film noir
hardly ever goes beyond the sweeping premise of a completely corrupt soci-
ety and a melodramatic romance of painfully punished nonconformism pre-
sented through highly contrived narrative constellations.” Indeed, narrations
of streamed Turkish noirs cannot go beyond criticism of corrupt society and
dysfunctional legal system by not offering any way of solutions or mentio-
ning a probability of an escape for their victims.

Dixon (2009, 4) highlights the resemblance between the circumstances of
the recent era and the circumstances of the world depicted in noir. He defines
the tools of the internet like games, films, chat rooms or websites used by
people as an escape tool from the real world, and he says, “we are all “‘connec-
ted,” yet we have never been more isolated from one another. This is the true
message of noir; that today is horrible, and tomorrow will be worse; that hope
is an illusion.”
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On the other hand, the legitimacy of the police and legal system is not
only questioned in crime dramas. Winckles (2019, 251) contributes the argu-
ment with the example of a very popular original Netflix series: Orange Is the
New Black which is a comedy-drama based on a group of women in prison. He
defines the series as “ideologically reformist” by revealing the “absurdity” of
the carceral system in the United States and forcing the viewer to take a side
about mass incarceration. However, he criticizes the series for underlining the
impossibility of any actual action or social reform and says, “this could be part
of the larger neoliberal goal, to begin with - to make people feel they are aware
of an injustice without actually doing much to stop it.” This criticism can be
read as it is better not to represent an incorrect reality and let people ignore it
if they have no chance to recover it. However, it would be unfair to interpret
Winckles’s argument in this way. It is pretty clear that he criticizes the neutra-
lizing of the prospect for any improvement for the legal system in America by
representing the impossibility of receiving a result despite all actions.

Here, Fluck’s question about the noir series “How many confirmations
of what critics regard as the corrupt state of American society do we actually
need?” (2009, 288) can be adapted to Turkey. The four series produced by four
different private establishments share the same way of representation of the
police and juridical system in Turkey. Even though all of them have a consis-
tent criticism about injustice in themselves, when they express it with similar
narrations in a chorus-like way, they serve to the normalization of dysfuncti-
onal legal system in the end.

The characters of noir used to live under the conditions in which they
have no agency on their emergence. These conditions function as a prison for
the characters making them feel isolated and, in the end, they get no chance
to leave that prison-like world (Sanders 2006, 93). The violent circumstances
of today’s world can be an explanation of the audience’s interest in noirish
crime dramas. They may need to get used to the nightmarish world outside
and they need to witness it via audiovisual content too, for normalizing the
nightmare they are exposed to in real. However, being exposed to the nigh-
tmare both in the real and fictional world may result in the internalization of
hopelessness in the long run. Woolfolk (2006, 108-109) explains the neutrali-
zing function of noir as below:

The noir worldview denies to the protagonist the realization of either a transfor-
mative moment of resistance to its darkness or a triumph of the will to power.
Film noir’s dark vision does not permit the possibility of an unequivocal charac-
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ter-defining moment of denial because it is set in a world so disenchanted that
no ethic of resistance can hold. No compelling symbol system of militant ideals

defines the cultural horizon.

As Woolfolk emphasizes, the series studied as cases cannot offer any so-
lution to the problem they depict or mention any possibility of resistance.
Riiya, the victim of Masum suffers from a regular abuse of a psychopath man
who is actually the chief of police and blackmails her about killing her hus-
band if she gives up meeting him. The final scene of Masum, which left Riiya
in her existing desperate situation based on assaults and beatings or perhaps
a murder at the end, contributes to the “pessimism” of the series, even in the
last second. The evil of the Sahsiyet, is killed in the end, but it is added that
the crime, the child abuse continues with other criminals and victims, which
evokes the feeling of “loop”.

Turkish streaming services take the advantage the new medium which
offers them a release from all limiting conditions of the old one. Unsurpri-
singly, in all four series sexuality, alcohol, and cigarette had been used accor-
ding to their narratives in forms that cannot be blamed for being unnecessary.
It is clear that the characters in these series have freedom about their body,
which means they can use it in any way they want, they can have sex with
anybody, or they can harm themselves by drinking alcohol or cigarettes. Ho-
wever, defining the narratives of these series as progressive is not possible
due to the pessimism in the social context caused by the representation of evil.
Freedom of individuals is limited with “body” which is not enough to reach a
collective “comfort” or “peace”.

All four of the series studied as cases represent the evil as omnipotent
and all members of the society as more or less victims. They live in a world
where they are trapped as a citizen, whose rights are limited and they are
much more vulnerable than they know. Depicting the status quo as unchan-
geable make these narratives open to be interpreted as conservative. On the
other hand, a possible intention of questioning the police legitimacy becomes
fruitless when it is repeated again and again in a short time within similar
genres and similar ways. As a result, these series can be criticized for norma-
lizing dysfunctional legal system. Also, the emphasis on “no escape” has an
impact on neutralizing the prospect for improvement. In summary, it can be
claimed that defining the narratives of these series as progressive is not pos-
sible, because they cannot manage to position themselves against traditional
television series at least for the moment.
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Communicating during a pandemic is as difficult as fighting it. Social media influencers have become role
models in the pandemic due to the guiding nature of social media. The aim of this study is to analyze
how micro-celebrities on Instagram, one of the most preferred social networks in Turkey, carry out their
COVID-19-related content and how they communicate through Instagram during the pandemic. The
conceptual framework of based on “Celebrity Influence Model’, the top 10 micro-celebrities posts were
examined. Results show that 68.4% of the posts are related to COVID-19; their sponsored posts were
decreased; they mostly preferred a "humorous” tone in their messages, they preferred their posts as
“indoors’, and the most shared topic is “lifestyle” "Fun” is the most used value by micro-influencers. The
primary role they assumed was “entertainer” It has been observed that micro-celebrities aim to inform,
warn, direct and even develop positive behavioral changes by raising awareness on issues, such as sta-
ying at home, complying with social distance rules and wearing masks.
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Abstract

Pandemi sirasinda iletisim kurmak pandemi ile savasmak kadar zordur. Sosyal medya fenomenleri sa-
hip olduklari yol gosterici doga sayesinde pandemide rol modeller haline gelmistir. Bu calismada amac,
Turkiye'de en cok tercih edilen sosyal aglardan biri olan Instagram'daki mikro-unlulerin salgin doneminde
COVID-19'1a ilgili iceriklerini, pandemide iletisimlerini Instagram tzerinden nasil gerceklestirdiklerini ana-
liz etmektir. Calismanin kavramsal cercevesi, “Unlu Etkisi Modeli” Uzerinden gelistirilmis ve Instagram
Uzerinde (Turkiye'de 2019 yilinda etki glicti skoruna gore) ilk on siraya verlesmis mikro-unltlerin pan-
demi donemindeki paylasimlari analiz edilmistir. Bulgulara gore; mikro-unlulerin karantina doneminde
yaptiklari paylasimlarin %68,4'inun COVID-19 ile ilgili oldugu; sponsarlu gonderilerin azaldigl, pandemide
kullandiklar mesaj tonunun en cok mizah oldugu; karantina doneminde paylasilan gonderilerin cogunun
i¢ mekanda paylasildigl, en ¢ok "hayat tarzi” ile ilgili paylasim yapildigl; mikro-tnltlerin bu donemde tak-
ipcilerine en ok “eglenme” degerini sunduklari; Ustlendikleri temel roltn en ¢ok eglendirme rolt oldugu
gorllmustir. llaveten, mikro-Unlilerin evde kalma, sosyal mesafe kurallarina uyma, maske takma gibi
konularda farkindalik varatarak takipcilerini bilgilendirmeyi, uyarmayi, yonlendirmeyi ve hatta olumlu
davranis degisiklikleri gelistirmeyi amacladiklari gozlemlenmistir.

Anahtar Kelimeler: Pandemi iletisimi, unlu etkisi modeli, COVID-19, Instagram, mikro-unluler
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Introduction

In 2020, the world experienced a new pandemic called COVID-19; the case
was firstly seen in China, Wuhan, on the 31st of December, 2019 (WHO 2020)
and step by step spread to the whole world (Statista 2020a). Turkey is one
of the countries, which was affected by COVID- 19. Once the first case was
seen on the 11th of March, 2020 (McKernan 2020), Turkey tightened the pre-
cautions and closed the schools, universities, and cancelled all sports com-
petitions. In addition to that, all restaurants, shopping malls, cafes, concerts,
wedding halls, hairdressers, gyms, and theatres were closed, and also Presi-
dency of Religious Affairs published that all Friday prayers were banned ev-
erywhere in Turkey (Daily Sabah 2020). It can be concluded that COVID-19
has changed daily life economically, socially and has affected life in terms of
health (Haleem et al. 2018, 78). The effects of the COVID-19 crisis have gone
beyond being a health problem and dramatically transformed individuals’
social and economic lives (Yavuz 2020, 190).

One of the areas that are particularly affected by the pandemic in so-
cial life is communication. After the start of the pandemic process, almost all
communication habits have changed. According to Fuchs (2020, 384), people
spend their time in social isolation in their homes, and they have to prefer vir-
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tual communication through digital technologies instead of physical commu-
nication. Most of the face-to-face communication activities had to transform
into digital communication. For instance, people have started organizing par-
ties, and meetings digitally during COVID-19 pandemic (Wen 2020). Informa-
tion exchange through peer to peer communication was restricted during the
pandemic process, and information flows have started to be done through
mobile phones, video conferences or e-mails (Marra et. al. 2020, 1). Accord-
ing to Statista (2020b), individuals in the USA have used a social network
to communicate on pandemic days. 25% of respondents of the survey have
used digital networks for joining a work meeting. Also, 76% of respondents
have communicated with their friends and family members through e-mail or
message service, and 70% of respondents have used social media for getting
information about COVID-19.

In pandemic days, increasing social isolation and spending more time at
home has led to an increase in the number of social media accounts gradu-
ally. This situation makes social media an alternative communication tool
(Kirtk and Ozkogak 2020, 145) for retrieving information. According to Adba
Analytics (2020) report, the pandemic has increased panic, and that is why
social media users have found it appropriate to retrieve accurate and current
information from the official social media accounts of various organizations,
such as the World Health Organization. According to the same report, be-
tween January 21 and March 21 2020, social media users globally shared more
than 275 million content only about COVID-19. Furthermore, social media
have played a significant role in individuals’ adaptation process to the pan-
demic. For instance, Whatsapp has created a COVID-19 information data hub.
In addition, Instagram has launched the #stayhome hashtag for stories, and
also Twitter has started to ban each tweet that was spreading misinformation
about COVID-19 (Reitere 2020).

Besides providing information, users have made their time more enjoy-
able on social media by following social media influencers (Yaylagiil 2017,
220). Social media influencers have adapted themselves to this enjoyment,
too. These influencers gain their popularity from their online presence and
representations of themselves. Before the pandemic, they had shared content,
especially on the outside, however, within COVID-19, they needed to stay at
home and share content inside (Bishop 2020). It’s true to say that since the life
of influencers has changed due to the pandemic, they adopted themselves,
which mainly consisted of healthy lifestyles and they gained new habits dur-
ing the pandemic.
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Pandemic Communication and Influencers

Since the ending period of COVID-19 pandemic is still unknown, people have
to learn how to adapt themselves into this new style. This adaptation requires
seeking and adapting alternative communication tools both for the continuity
of professional and social life (Abraham 2011, 1-4). One of the most signifi-
cant factor in risks and crises (i.e. pandemic) is communication (Longstaff and
Yang 2008). Especially pandemics, such as SARS, HINI1 have acknowledged
communication as an important tool during public information seeking (Lin
et al. 2017, 282; Jones et al. 2010).

Pandemic communication is defined as the type of communication that
aims to prevent the spread of misinformation about the disease and to ac-
celerate the recovery process by providing correct forms of communication
to make the public act together (Vaughan and Tinker 2009, 324). According
to another definition, pandemic communication determines the communica-
tion priorities of the society and aims to interact during the outbreak through
proper channels. It contains all the elements of interpersonal, intercultural
and mass communication (Ozpimar and Aydin 2020, 244). Pandemic commu-
nication aims to form public opinion about the pandemic and help the pub-
lic retrieve correct information about the pandemic disease (Pan American
Health Organization 2009).

Within the COVID-19 period, people had to stay away from their family
and friends, and they had to postpone their communication habits. People
had started to worry about whether they would be able to communicate nor-
mally again in the future (Ducharme 2020).

In the COVID-19 pandemic, one of the most reliable platforms of indi-
viduals were social media platforms (Limaye et al. 2020, 277). People use
social media to provide emotional support during crises like this (Kirik and
Ozkogak 2020). Users establish an emotional bond during pandemic with the
social media influencers they know (Jin et al. 2019, 570). Influencers are de-
fined as people who communicate with their actions and, as a result, have the
power of informing and influencing followers (Dhanesh and Duthler 2019, 3).

Within the COVID-19 pandemic, a large fragment of society has gone on-
line and followed social media influencers. According to the Social Influencer
Report 2020, 44% of individuals consider what social media influencers say
and do about their health. Findings also state that, with the start of COVID-19,
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influencers’ total shipping interaction has exceeded 2.9 million (Suciu 2019).
According to Social Bakers 2020 data, the most prominent sector in the brand
collaborations of the influencers was the health sector. The health-related con-
tent produced by the influencers was 4.2% more liked and found helpful than
the content they produced for other products. The same report admits that
influencers have also shared content about how they spend time at home.

Gilliland (2020) says that they have encouraged their followers to be care-
ful about social isolation, and staying at home, and have uploaded videos
and photos that reflect their daily life at home (Elmacioglu 2020). Moreover,
they have tried to persuade their followers to stay at home by taking pictures
interiors. For example, Naomi Davis, a lifestyle influencer based in New York,
shared a post that showed how she quarantined herself at home. Food blog-
ger Ali Maffuci shared a post about leaving the city and staying home (Lo-
renz 2020). Turkish influencer Danla Bilig, a female influencer with the high-
est number of followers in Turkey (Boom Social 2021), shared many posts on
Instagram about her domestic lifestyle during the quarantine days. Similarly,
Burak Ozdemir, a top-ranking male influencer, shared posts about cooking
bread at home, and he kept giving different recipes to his followers (Boom
Social 2021).

The influencers with the power of interaction (Saritas 2018, 66) had the
opportunity to interact more due to the increase in the utilization of digital
platforms in quarantine days. According to an analysis of United Ad 2020 in
Turkey, the interactions of influencers’ Instagram posts have increased 4.5%
in March than February. According to the same report, it was determined that
the rate of content produced about “staying at home” in March was higher
than in February. The report also showed that, although the interaction power
of influencers and their potential for content production seems to have in-
creased with the COVID-19, the existence of influencers has been felt for a
long time since digitalization has begun. Today influencers have entered all
areas of life, have increased their popularity. The popularity of the influencers
caused them to be segmented and categorized into different types.

Categorizing Influencers

With the increasing popularity of influencers, they are called the new celebri-
ties of the digital world (Alev and Unlii 2016, 41). This so new-called status
has caused influencers to be mentioned as “micro-celebrities” in the literature
(Lin et al. 2018,435). A classification of social media influencers using differ-
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ent memes as “micro-influencer”, “macro-influencer”, and “mega-influenc-
er” have recently used in the literature (Kay et al. 2020, 252-253). Nano and
meso influencer concepts can also be found in the literature (Boerman 2020,
199; Berne-Monero and Marzo-Navarro 2020). The classification of influ-
encers into these memes is based on the number of followers that influenc-
ers have (Berne-Monero and Marzo-Navarro 2020, 4). However, there is no
specific information on how many followers an influencer must have to be
a mega, micro or macro-influencer. For instance, according to the BCU Digi-
tal 2021 report, micro-influencers are celebrities who have between 10.000 to
50.000 followers; while macro-influencers have followers between 500.000 to
1.000.000, and mega-influencers have followers over 1.000.000 Another study
shows that macro-influencers must have over 100.000 to 1.000.000 followers
(Berne Monero and Marzo-Navarro 2020, 4). When an influencer has follow-
ers around 10.000 to 1.000.000, it is called “meso-influencer” (Boerman 2020,
199), and when it is less than 1.000 followers, it is called “nano influencer”
(Karanikolova 2019, 13).

The number of followers is not the only criterion for the influencer clas-
sification. They are classified per their involvements, expertising of different
topics, occupations and characters (Karanikolova 2019, 12). Micro-influencers
have similar characteristics to their followers. This similarity provides a re-
lationship of trust between each other. Micro-influencers inspire followers;
they follow micro-influencers suggestions to learn how they succeeded (Hurd
2018, 69). Even though micro-influencers have fewer followers than macro-
influencers, micro-influencers followers are more loyal (Coelho 2019, 12).

Since the followers of macro-influencers are more than micro-influencers,
the target markets they reach are more prominent (Nguyen 2020, 22). Even
though macro-influencers have a large number of followers, they are less spe-
cialized than micro-influencers, and they share more general topics such as
a favourite car, favourite fashion style, or travel places (Christodoulaki 2018,
7-8). Like macro-influencers, mega influencers also have high numbers of fol-
lowers, but their followers have low loyalty and engagement (Guruge 2018,
25; Elli 2017, 12). Mega-influencers have less influence on their followers since
they are not specialists as micro-influencers about any niche topics (Borén
2020, 5). According to the report of United Ad in 2020, micro-influencers
provide more effect and positive feedback than macro and mega ones (Acar
2020). This might be the reason that caused an increase in the importance of
micro-influencers recently.
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All these interaction powers of influencers are similar to the effects of
well-known celebrities on individuals. Because they are perceived as admir-
ing individuals by societies. Many individuals idolize celebrities and try to
resemble them (Solak 2016, 263). As a result of this idealization of influencers,
many brands collaborate with influencers to benefit from their role model in-
fluence (Abidin and Ots 2016, 155).

From Turkey, Danla Bili¢ is one of the best examples of make-up and life-
style influencers. She has more than 5M followers on Instagram by 2020, and
she was selected as the most inspiring influencer in 2019 (Plus 2019). In 2020,
she collaborated with the famous Turkish e-commerce site, “Trendyol” (Cam-
paign Tiirkiye 2020) and she was selected as the digital brand face of one of
the global brands Head and Shoulders in Turkey (YouTube 2021). “Celebrity
Influence Model” explains how these people affect individuals (Wen 2017,
1234) and how influencers have the power to influence individuals when col-
laborating with brands.

Celebrity Influence Model

Fraser and Brown (2002) are the first to introduce the celebrity influence mod-
el. The celebrity influence model focuses on possible control of individuals
who have affected media exposure (Brown and Fraser 2004), and it proposes
three central claims: (1) People are exposed to celebrities through the media.
This situation develops a one-way admirer relationship within celebrities. (2)
This relationship causes individuals to identify themselves with the celebrity.
(3) With this identification, different changes occur in the individuals’ behav-
iors to resemble that celebrity. More identification with a celebrity creates
greater adoption of the celebrity’s behavior (Wen 2017, 1236).

The celebrity influence model is based on parasocial relationships and
identification (Wen 2017, 1236). According to Brown et al. (2003, 47), paraso-
cial relationship and identification are very similar concepts within the con-
nection between media and viewers because participation in parasocial rela-
tionships and identification can be evaluated due to media exposure.

The mass media creates a parasocial relationship, enabling the develop-
ment of imaginary face-to-face relationships between celebrities and audienc-
es (Donald and Wohl 1956, 215). According to another definition, a parasocial
relationship represents a single-sided relationship between media characters
and audiences (Ballantine and Martin 2005, 197). In parasocial relationships,
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audiences are exposed to celebrities for long periods. Thus, they get a feeling
that celebrities notice them (Hartmann and Goldhoorn 2011, 1106).

Within the media perspective, identification perceives oneself as equiva-
lent to celebrity people (Cheney 1983). Therefore, identification is social influ-
ence, and it occurs when individuals adopt themselves with media charac-
ters (Fraser and Brown 2002, 187). According to Brown and Fraser (2004, 104),
identification is more effective than parasocial relationships. Because individ-
uals who identify themselves with the celebrity adopt celebrities” values, reli-
ances and behaviours. Also, in the celebrity identification process, audiences
are exposed to the media and adopt celebrities’ lifestyles, fashion and talking
style. Some audiences with a high level of admiration can identify themselves
personally with celebrities.

A research conducted with Elvis Presley fans showed that Elvis fans
consciously identified themselves with him, and they perceived Elvis as an
artist and a husband, friend, father, and citizen (Fraser and Brown 2002). An-
other research about young individuals” attitudes towards cosmetic surgeries
showed that college students were influenced by celebrities and developed a
positive attitude towards cosmetic surgery. (Wen 2017).

There are also many studies regarding how the celebrity influence model
is used in health and pandemic communication. For instance, in the 1990s,
many celebrities announced that they were HIV positive. In 1995, the famous
basketball player Magic Johnson'’s public disclosure of his HIV positive case
was examined within the framework of the parasocial relationship. Accord-
ing to the results, individuals who felt more emotionally belonging to Magic
Johnson were more concerned about HIV / AIDS. It’s interesting that same re-
search found that not every celebrity has the same power on creating aware-
ness about diseases. The influence power of a celebrity depends on the pub-
lic’s identification of that celebrity (Brown and Basil 1995, 341-361).

Kosenko et al. (2016, 312-326) analyzed Angelina Jolie’s genetic breast
cancer (BRCA1) within the celebrity influence model. Findings reveal that,
Angelina’s announcement of her illness influenced many women and encour-
aged them to take the BRCA1 test.

Methodology

With the acceptance of the use of qualitative and quantitative researches to-
gether in social sciences, this study utilizes complementary mixed methodol-
ogy combining two types of data collection; combination of quantitative and
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qualitative methods. In this quantitative methodology, descriptive analysis
(Zikmund et al. 2003) and content analysis (Stemler 2001; Baltac1 2019, 377)
were applied to the collected posts. The purpose of this study was to explore
the micro-celebrities content related to COVID-19 in Instagram, and to an-
alyze how they had carried out pandemic communication via social media
within the framework of the celebrity influence model. The reason why Insta-
gram selected for this study is based on the 2020 data of “We Are Social” that
listed Instagram as the second most widely used social media applications in
Turkey. Compared to YouTube, which ranked first, Instagram application that
provides retrospective access to different types of sharing that offers instant
sections, such as photographs, written texts and stories besides the video (We
Are Social 2020). Also according to Marketing Hub 2019 report, Instagram is
the most widely used social media platform among social media influencers
marketing with a 79% rate.

The analysis was conducted between March 16, 2020 when the quar-
antine began and June 1, 2020 when the quarantine ended. The content up-
loaded during the 2,5 months quarantine period was examined. In this mixed
method study, researchers collected qualitative and quantitative data concur-
rently (Baki and Gokgek 2012). This two-staged approach comprises texts and
photographs. In the first stage, the texts (including hashtags) were read care-
fully, and coded. In the second stage, visual analysis was performed in order
to determine how and where the influencers demonstrate themselves.

Sampling

Purposeful sampling method was used. The micro-celebrities” accounts, which
ranked in the top ten according to the interaction score of CreatorDen report
2019, were selected. The interaction factor that forms the most basic structure
of influencer marketing is calculated as the ratio of likes and comments to the
number of followers (Hughes et al. 2009, 7). Interaction score in the CretorDen
2019 report, were calculated by giving a number between 1 and 10. Accord-
ing to the CreatorDen 2019 report; influencers with the most interactions are
Danla Bili¢ (10/9.90). This ranking list is as follows: Eyliil Oztiirk (10/9.85),
Aykut Elmas (9.82), Oguzhan Ugur (10/9.80), Yasemin Sakallioglu (10/9.77),
Seyda Erdogan (10/9.73), Pelin Akil (10/9.70), Duygu Ozaslan (9.70), Berkcan
Giiven (10/9.68) and Damla Altun (10/9.65).

Interaction rate differs from the number of followers. When they are com-
pared, micro-celebrities with a low interaction rate may have a higher number
of followers. Numbers shows that aykutelmas (5.9 M) has been the top rank.
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He is followed by danlabilic (5.7 M), yasemoz88 (4.2 M), eylulozturk (3.3 M),
berkcan and oguzhanugur (2.9 M), pelinakil (2.5M), duyguozaslan (1.9 M)
and damlaaltun (551 K). Although Aykut Elmas has got the highest number
of followers, he is in third place in the interaction list.

Research Questions

Research metrics based on “Influencing is Our New Reality” (Ogilvy Agency
2020) and “The State of Influencer Marketing Report” (Launch Metrics 2020)
were used. Based on these metrics, 4 main research questions were deter-
mined.

(RQ1) Did the sponsored contents of social media influencers decline during
the quarantine period? If there was a decrease, in which month did this decrease
occur the most?

(RQ2) How did influencers adapt COVID-19 process to their strategies?

Alatas et al.’s (2019) factors were used to explore how influencers have
adapted COVID-19 process. These factors are listed respectively: 1) Use of
hashtags, (2) Subjects of content (3) Type of content (4) Tone of content (5) Use
of place

(RQ3) What values did influencers offer to their followers during the quarantine

period?

According to the Launch Metrics 2020 report; influencers offered 5 basic
values to their followers during the quarantine period. These are (1) entertain-
ment, (2) advice, (3) social responsibility, (4) self-expression, and (5) inspira-
tion.

(RQ4) What roles did influencers have in the quarantine period?

According to the Ogilvy report (2020), there are 4 main roles micro-ce-
lebrities play in the quarantine period. These roles are (1) entertainer, (2) in-
former, (3) economy booster, and (4) fundraiser.

Coding and Validity

A specific unit analysis tool was adapted from Ogilvy Agency (2020) and
Launch Metrics (2020). Two coders analyzed 604 posts selected from the sam-
ple in accordance with the code list. Researchers used a coding sheet, and took
detailed notes during each COVID-19 related posts of the influencers.

By comparing the data entries of all two coders, all coders came to an
agreement by making the required changes in the coding of the study and en-
tered the data in SPSS V.23 program. Krippendorff’s alpha coefficient was cal-
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culated in order to test the reliability among the coders. K ALPHA value was
determined as a=0,764. This value is within the limits (Krippendorff 2011).

Findings

When the posts and stories were assessed, it was concluded that Damla Altun
(n=289) shared the most during the quarantine period. She was followed by
seydaerdogan (n=70), duyguozaslan (n=62), yasemoz88 (n=43), aykutelmas
(n=36), eylulozturk (n=36), pelinakil (n=28), danlabilic (n=19), oguzhanugur
(n=16) and berkcan (n=5).

Table 1. Number of Shares

Valid Cumulative
Names Frequency | Percentage
Percentage | Percentage
danlabilic 19 3,1 31 31
eylulonline 36 6,0 6,0 9,1
aykutelmas 36 6,0 6,0 15,1
oguzhanugur _ 16 2,6 2,6 17,7
yasemozs8 43 7,1 71 24,8
seydaerdogan 70 11,6 11,6 36,4
pelinakil 28 4,6 4,6 41,1
duyguozaslan 62 10,3 10,3 51,3
berkcan 5 8 8 52,2
damlaaltun 289 47,8 47,8 100,0
Total 604 100,0 100,0
Table 2. Number of Shares by Weeks
Valid Cumulative
Weeks Frequency | Percentage
Percentage | Percentage
First Week (16-22 March) 59 9,8 98 938
Second Week (23-29 March) 74 12,3 12,3 22,0
Third Week (30 March 5 April) 57 S4 9S4 315
Fourth Week (6-12 April) 58 9,6 9.6 41,1
Fifth Week (13-19 April) 53 388 88 49,8
Sixth Week (20-26 April) 43 7,1 7,1 57,0
Seventh Week (27 April-3 May) 69 11,4 114 68,4
Eight Week (4-10 May) 62 10,3 10,3 78,6
Ninth Week (11-17 May) 62 10,3 10,3 889
Tenth (18-24 May) 49 8,1 81 57,0
Eleventh Week (25-31 May) 18 30 30 100,0
Total 604 100,0 100,0
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Results of Table 2 show that the most shared contents were made in the
second week (n=74) and the least shared was made in the last (11" week)
(n=18). It can be said that the uncertainty at the beginning of the quarantine
and the feeling of anxiety being replaced by the habits of the second week and
the tendency to deal with the phone and internet at home caused the sharing
to intensify in the second week. On the other hand, the quarantine ended on
June 1, 2020, and it was previously reported in the media (CNN Turk 2020).
This situation had been effective in the decline of the shares in the last week.

Table 3. Post Type Status

Valid Frequency Percentage Valid Cumulative
Percentage Percentage

Post 283 46,9 46,9 46,9

Story 321 53,1 53,1 100,0

Total 604 100,0 100,0

According to findings of Table 3 showed that 53.1% of the content were
in story status and 46.9% of the content remained in the post status. Since the
duration of the stories on Instagram are limited to 24 hours, the stories shared
during the quarantine period were accessed through the profiles’ fixing panel.
Findings revealed that influencers fixed their story sharing during the quar-
antine period under their profiles with the basic three hashtags: “Evdeyim”,

A

“karantina” “quarantine”. Since only three micro-celebrities (Eyliil Oztiirk,
Berkcan Giiven and Pelin Akil) did not fix their stories, their story sharings

could not be included in the analysis.

Table 4. Posts' Relation to COVID-19

Valid Frequency | Percentage Valid Cumulative
Percentage | Percentage
Related to Covid-19 413 68,4 684 68,4
Not related to 191 31,6 31,6 100,0
Covid-19
Total 604 100,0 100,0

Findings of Table 4 showed that 68.4% of the posts were related to CO-
VID-19 and 31.6% were not related to COVID-19. It can be concluded that
influencers could not stay away from the COVID-19 agenda.
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Table 5. Status of Sponsared Posts

Valid Frequency Percentage Valid Cumulative
Percentage | Percentage
Spansored 149 24,7 24,7 24,7
Non Sponsored 455 75,3 75,3 100,0
Total 604 100,0 100,0

According to Table 5, as a result of the content analysis, during the quar-
antine period 24.7% of the posts shared with sponsored posts, and 75.3% were
not sponsored posts. In fact, this shows that commercial activities were de-
creasing during the quarantine period since influencers did not take spon-

sored posts.

Table 6. Status of Sponsared Post by Weeks

Valid Status of Content
Spansored Non Total
Spansored

Week of the | First Week (16-22 March) 20 39 59

Content Second Week (23-29 March) 10 64 74
Third Week (30 March 5 April) 3 49 57
Fourth Week (6-12 April) 18 40 58
Fifth Week (13-19 April) 4 49 53
Sixth Week (20-26 April) 3 40 43
Seventh Week (27 April-3 May) 14 55 69
Eight Week (4-10 May) 21 41 62
Ninth Week (11-17 May) 24 38 62
Tenth (18-24 May) 21 28 49
Eleventh Week (25-31 May) 6 12 18

Total 149 455 604

According to Table 6, the most sponsored posts belong to the 9" week
(n=24) and the least sponsored posts belong to the 6 week (n=3). In general,
it was found that sponsored posts were concentrated in the first week (n=20),
8th week (n=21), 9th week (n=24) and 10 week (n=21). Brand-influencer col-
laborations were planed weeks ahead. Therefore, it can be said that sponsored
posts were mostly concentrated in the first week. However, there was a de-
crease in sponsored posts between the 2" and 7" weeks. This situation can be

explained by the economic uncertainty arising in the pandemic period.
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Table 7. Use of Hashtags
Hashtags Frequency |Percentage | Valid Cumulative
Percentage | Percentage

no hashtag 564 93,4 93,4 93,4
Tmayis 1 2 2 93,5
Tmayisiciveemekgibayramikutiuo 1 2 2 93,7
Isun
23nisan 2 3 3 94,0
23nisan 23nisanulusalegemenlikve i 2 2 94,2
cocukbayrami
23nisan 23nisanulusalegemenli 1 2 2 S/yh
kvecocukbayrami evdekalturkiye
evdekal
annelerglini 1 2 2 94,5
corona 1 2 2 94,7
dunyatiyatrolarginu i 2 2 94,9
dunyatiyatrogunu
evdekal 3 5 5 954
evdekal evdekalturkiye 1 2 2 95,5
evdekal evdekalturkiye 10 1,7 1,7 97,2
evdekal evdekaltirkiye i 2 2 974
hayirliramazanlar
evdekal evdekaltlirkiye stayhome 1 2 2 97,5
staysafe
evdekaltlrkiye 2 3 3 97,8
evdeyiz Godiva harikakareler 1 2 2 98,0
evindekalturkiye evdekal 1 2 2 98,2
evdekalturkiye
HazzBoldYasa 1 2 2 98,3
hurafeteyze evdekal i 2 2 98,5
lyibayramlar 1 2 2 98,7
iyigeceler i 2 2 98,8
lohusayimfarkindayim 1 2 2 99,0
ping babalatv 2 3 3 99,3
pisigibeklemeonle 1 2 2 99,5
quarentinepillowchallenge 1 2 2 99,7
tb i 2 2 99,8
twins smashcake oneage i 2 2 100,0
firstbirthday
Total 604 100,0 100,0
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According to Table 7, 93.4% of the posts were made without using any
hashtags, and only 6.6% of the posts were shared with the hashtags. Also, it can
be concluded that not every hashtag used is related to COVID-19. Influencers
also used hashtags related to some special days for Turkey, such as #23nisan,
(23 April) #1mayis (1 May) or they used hashtags such as #iyigeceler (good
night) in their statements under the posts. The number of hashtags used for
the pandemic was only 8 and the most used hashtag was #evdekaltiirkiye
(stay at home Turkey) (n=6). It seems likely that the success of promoting
specific hashtag content may differ for different celebrities.

Table 8. Type of Visuals

Visual Frequency Percentage Valid Cumulative
Typologies Percentage Percentage
Photo 328 54,3 54,3 54,3
Video 250 41,4 47,4 95,7
IG Video 23 38 38 99,5
Others 3 5 5 100,0

Findings of Table 8, due to the nature of the Instagram, 54.3% of the con-
tents were shared in the photography style. This rate was followed by video
with 41.4%, IGTV with 3.8%, and others with 0.5%.

Table 9. Type of Message Tone

Valid Frequency Percentage Valid Percentage | Cumulative

Percentage
Sincere 134 22,2 22,2 22,2
Humorous 293 485 485 70,7
Critical 5 8 3 715
Informative 121 20,0 20,0 91,6
No text 51 8.4 84 100,0
Total 604 100,0 100,0

It was determined that the most used tone was humorous with 48.5%.
This rate was followed by a sincere tone with 22.2%, an informative tone with
20% and a critical tone with 0.8%.
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Table 10. Status of Places

Valid Frequency | Percentage |Valid Percentage
Indoor 507 83,9 83,9
Outdoor 71 11,8 11,8
Other (no location infographic, music etc) 26 4,3 4,3
Total 604 100,0 100,0

According to Table 10, the analysis showed that 83.9% of the posts shared
during the quarantine period were posted from the indoors and 11.8% were
posted from the outdoors. It was observed that the influencers shared particu-
lar spaces of their houses, such as gardens, poolsides, basketball courts, even

if they were at home. Status information were examined as outdoor places.

Table 11. Post Topics

Valid Frequency | Percentage | Valid Cumulative
Percentage |Percentage

Cook 56 9,3 9,3 9,3

Sports/Health 19 3,7 3,1 12,4

Hobbies (book film,music,puzzle etc) | 27 45 45 16,9

Online Shopping 21 35 35 333

Advertisement 109 18,0 18,0 51,3

Slice of Life (Life Style) 221 36,6 36,6 87,9

TB (Throw Back) 19 3,1 3,1 911

Social Responsibility 3 5 5 91,6

YouTube Channel Annunciation 51 84 84 100,0

Other 78 12,9 12,9 29,8

Total 604 100,0 100,0 100,0

Findings of Table 11, among their posts, many topics were found re-
spectively. The most topic that influencers have shared is the “lifestyle” top-
ic (36.6%), followed by 18% for advertisement, 9.3% for food, 8.4% for vlog
announcements, 4.5% for hobby, 3.5% for online shopping, and 3.1% for TB
(throwback) and for 3.1% health and sports topics.
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Table 12. Offering Values

Valid Frequency |Percentage | Valid Cumulative
Percentage | Percentage

Entertainment 246 40,7 40,7 40,7
Advice 199 329 329 73,7
Social 3 5 5 74,2
Responsibility
Self -Expression 21 35 3,5 77,6
Inspring 26 4,3 4,3 82,0
Other 109 18,0 18,0 100,0
Total 604 100,0 100,0

Influencers” most recommended values were entertainment value with
40.7%, advice with 32.9%, other with 18%, inspiration with 4.3%, self-expres-
sion with 3.5% and social responsibility with 0.5% respectively. In fact, this
situation coincides with what they actually do. Because for many, their reason
for being on Instagram is to entertain people. This is why research findings
have supported this.

Table 13. Assumed Roles

Valid Frequency Percentage Valid Percentage

Entertainer 210 34,8 34,8
Informer 104 17,2 17,2
Economy Booster 129 21,4 21,4
Fund Raiser 4 7 7
Other 157 26,0 26,0
Total 604 100,0 100,0

According to the findings, when compared to other roles, influencers ad-
opted the entertainer role the most (with 34.8%). This was followed by 26%
with “other”, 17.2% with “informer”, 21.4% “economy booster” and 0.7%
“fundraising”.

Discussion and Conclusion

Beyond the content of the Covid-19 messages alone, who communicates the
message should be one of the most important factors in influencing the pub-
lics (Austin 1962). Celebrities have been shown to exert a strong influence on
public opinion at large (Jackson 2018; Jackson and Darrow 2005), including
opinions about health and well-being (Beck et.al. 2014). “Today, influencer
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relations have become one of the key components of organizations’” commu-
nication mix.” This study contributes to the development of pandemic com-
munication in Turkey regarding the effectiveness of influencers as celebrities
in communicating public health messaging during the COVID-19 pandemic.
The findings presented here can help both governments and brands creating
effective strategies for communicating for the COVID-19 crisis.

While it is possible that celebrities can bring increased awareness to
health crises (Beck et. al. 2014), this awareness may not be associated with
raised public understanding of related risks and cure (Kosenko et. al. 2016).
Governments today, should start compiling a list of influencers as spokesper-
sons for pandemic communication. The findings thus serve as a reminder to
governments and companies not to underestimate their influencers power to
inform and persuade. From the marketing perspective, findings show that In-
stagram is enabling influencers to market products and services through their
profiles. They have become more than just a distribution channel, and also
at-home creator for the broader communication mix in lockdowns. “Trends
Report: The Impact of Coronavirus on Influencer Marketing reveals that, due
to the coronavirus outbreak, influencers are actively seeking out video for
many parts of their lives, including education, fitness, socializing, and well-
ness” (Obviously 2020).

Findings showed that they were receiving fewer collaboration offers
from brands due to COVID-19, while at the same time there was a decline in
engagement rates. Francisco et al. (2021, 30) state that during the pandemic,
many brands have had to adapt their marketing strategies to include masking
and social distancing. There are more contact between brands and customers
on social media platforms has been possible throughout this time period.

Surprisingly, findings revealed that influencers could not show any re-
markable collaborations with brands during COVID-19 lockdowns. Brands
may become creative with how they invite consumers into their digital world,
without leaving the safety of their homes. While social distancing remains,
collaborating with influencers to understand how to bring brand experiences
into the homes of their followers will create closer connections between con-
sumers and brands. When designing communication experiences at-home
with influencers, it is recommended to the brands that rather than a rapid or
simple post about a brand, they should use the lockdown to create long hour
consumer experiences, such as live streams, demonstrations, virtual product
experiences, etc. (Gilliland 2020). Brands need to find ways to be distinct. In-
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fluencers can be a perfect channel solution since they can use their personality
and inbound the communication traffic.

Although individuals have uncertainty about their routine shopping
habits during the quarantine period, they gained new shopping habits such
as more online shopping and online payment or virtual payment systems.
Brands which paid attention to the new consumer behaviors during the lock-
downs have transformed their communication and transactions for this new
period. It was observed that they have tried to integrate their communica-
tion efforts into lockdowns. Of course, it doesn’t mean that brands should
not establish their strategies based purely on the digital community, but also
consider how the online presence can empower the offline community. Like-
wise, according to another research counducted by Mason et al. (2021, 13),
given that COVID-19 appears to be encouraging consumers to engage in more
online consumer behavior, social media’s global significance is anticipated to
grow.

The results of this study should be considered in the light of its limi-
tations. The study was conducted only on Instagram with only ten micro-
influencers that indicates the limitations of this study. There is also a time
constraint. This study only covers a certain period of time. Future research
should extend the study to other celebrities from different social spheres, such
as music, TV show, movie, art and sport. Finally, as findings cannot determine
the long-term effects, future research should replicate these results at different
waves or the stages of the pandemic.
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Oz

Dijital medyanin yayginlasmasiyla birlikte farkli reklam turleri ortaya ¢ikmaktadir. Dijital medyadaki gelis-
meler o kadar hizll yasanmaktadir ki, bazi durumlarda yapilmasi gereken dizenlemelerin sektorun hizina
uyamadigl gorulmektedir. Yayinlandigl mecranin dogal icerigine ve tasarimina uygun sekilde hazirlanan
dogal reklamlar bahsedilen duruma ornek teskil etmektedir. Dogal reklamlara iliskin dizenlemeler hentz
veterli seviyeye ulasmadigindan, bu reklam turtyle ilgili etik tartismalar dikkat cekmektedir. Bireylerin ye-
tiskinlikteki etik alg ve degerlerinin temelleri adolesanlik doneminde atilmaktadir. Bu kesfedici calismanin
amac, Turkiye kapsaminda addlesanlarin (n=200) dogal reklamla ilgili etik algilarini cinsiyet baglaminda
analiz etmektir. Anket yontemi kullanilan arastirmada kurgusal bir dogal reklam ornegi Uzerinden Rei-
denbach ve Robin'in Cok Boyutlu Etik Olcegi uygulanmistir. Arastirma sonuglari, adolesanlarin “reklam”
etiketlemesinin yapilmadig) dogal reklam 6rnegini etik acidan sorunlu gormediklerini gostermektedir. Etik
alginin ahlaki esitlik boyutunda, kizlarin erkeklere gore daha duyarli oldugu ortaya konulmaktadir.
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Abstract

Various types of advertisements are emerging with the widespread use of digital media in which rapid
developments are witnessed. Therefore, required regulations that need to be made cannot keep up with
the speed of the sector. Native advertisements prepared in accordance with the natural content and de-
sign of the medium in which they are published constitute an example of the mentioned situation. Since
the regulations regarding native advertising have not reached a sufficient level yet, ethical discussions
about this type of advertising draw attention. Ethical perceptions in adulthood are formed in adolescence.
The aim of this exploratory study is to analyze adolescents' ethical perceptions on native advertising in
Turkey (n = 200) according to gender. Survey method is applied by utilising Reidenbach and Robin's Mul-
tidimensional Ethics Scale with a fictional native advertising. Research results reveal that adolescents
do not accept non-labeled native advertising as an ethical problem. Mareover, girls are found to be more
sensitive than boys in the moral equity dimension of ethical perception.
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Giris
“Adalet neden bir kadin adidir? !

Geleneksel medyada o6rneklerini advertoryal ve {iirtin yerlestirme olarak
gordiigtimiiz dogal reklam, giintimiizde dijital medyanin yayginlasmasiyla
birlikte reklam verenler ve yaymcilar tarafindan tercih edilir bir reklam tiirii
haline gelmistir. Web siteleri ve/veya sosyal medyanin editoryal igerigi ile
uyumlu olarak belli bir ticret karsiliginda yayinlanan icerik (Lee, Kim ve Ham
2016) olarak tamimlanan dogal reklam, Interactive Advertising Bureau (IAB
2019) tarafindan ti¢ ana kategoride simiflandirilmaktadir: Akista veya icerikte
yer alan reklamlar, temel dogal reklam bigimi olarak kabul edilmekte ve sosyal
medya hesaplarinin akisinda, web sitelerinin editoryal igeriginde sayfalarin
dogal yapisina uygun bir sekilde, o sayfadaki kullanici1 deneyimini bélmeden
kullanicinin karsisina cikan reklamlardir. Icerik dneren reklamlar, kullanicinm
girdigi web sayfalarina gore genellikle sayfanin altinda yer alan icerik ya da
reklam onerileridir. Kullanici, dnerilen igerige tikladiginda, yayincinin baska
bir sayfasina ya da bagka bir web sitesine ulagir. Markali/dogal icerik ise yayin-
cnin igerik tireten ekibiyle veya dogal reklam hazirlayan stiidyosuyla marka

1 Sevda Karaca, Evrensel Gazetesi 9 Nisan 2014 (www.evrensel.net)
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temsilcilerinin birlikte hazirladigs, bire bir yayincinin editoryal igerigine uy-
gun olan dogal reklamlardir. Bu dogal reklam tiiriine yukarida bahsedilen
akista veya igerikte yer alan reklamlar ve/veya igerik oneren reklamlar ile
yonlendirme yapilabilir.

Dijital medyada dogal reklamlarin kullaniminin yayginlasmasiyla birlik-
te, 2013 yilinda IAB, sektorti bilgilendirmek ve yonlendirmek amactyla Dogal
Reklam Oyun Kitabi'm1 (Native Advertising Playbook) yayimlamistir. Bu kitapta
o dénemde yayimlanan dogal reklam tiirlerine gore dogal reklamin alt1 tiird,
bir reklamin dogal reklam olup olmadigini degerlendirmek icin 6zellikleri ve
dogal reklamm “reklam” oldugunun belirtilmesi i¢cin IAB'nin sektdre yonelik
Onerileri yer almaktadir.

Dijital medyadaki dogal reklamlarla ilgili akademik makaleler ¢ogunluk-
la IAB'nin kitabr sonrasinda yayimlanmaya baglamigstir. 2013 yil1 éncesinde
bu reklam tiirtine deginen az sayida ¢alisma vardir (Tutaj ve van Reijmersdal
2012; Sharethrough 2013). Howe ve Teufel (2014), dogal reklamlarla banner
reklamlari tiniversite 6grencileri ve 45 yas tistii gruplar arasinda karsilastiran
bir aragtirma yapmis ve banner reklamlarin her iki grupta da daha kolay rek-
lam olarak tanindigini, dogal reklamlarin ise daha ¢ok tiniversite 6grencileri
tarafindan reklam olarak anlasildigini belirtmistir. 2014 yilinda IAB ve Edel-
man Berland tarafindan yayimlanan bir bagka makalede ise, yapilan arastir-
ma sonucu, tiiketicilerin dogal reklam tiirlerinden akis icerisindeki sponsorlu
icerik tiirtine nasil yaklastigi, bu tiirti nasil algiladiklari ve bu tiirtin daha gok
hangi markalar icin etkili olabilecegi tartisilmigtir. Dogal reklam konusunun
yogun olarak tartismalara neden olmasi iizerine, 2015 yilinda ABD Federal
Ticaret Komisyonu (FTC) is diinyas1 i¢in dogal reklamlar hakkinda bir rehber
yayimlamigtir (Federal Trade Commission 2015). Amag, dogal reklamin agik
ve net olarak belirtilmesi i¢in sektore 6neriler sunmaktir.

Dogal reklamlarla ilgili 2015-2018 yillar1 arasinda yayimlanan akademik
arastirmalar, dogal reklamlarin agik¢a reklam oldugunun belirtilmesi, kul-
lanicilar tarafindan taninmasi (Hoofnagle ve Meleshinsky 2015; Wojdynski
2016; Evans vd. 2017), hangi kosullarda daha az aldatict oldugu (Hoofnagle
ve Meleshinsky 2015; Fletcher vd. 2015), yayincilari nasil etkiledigi (Lazaus-
kas 2016; Amazeen ve Muddiman 2018; Amazeen ve Wojdynski 2019), tiike-
ticilerin dogal reklami editoryal icerikten ayirmakta zorlandigi (Lazauskas
2015), reklamailik sektoriinde ¢alisan profesyonellerin dogal reklamlar hak-
kindaki gortisleri (Schauster vd. 2016; Harms, Bijmolt ve Hoekstra 2017) ve
dogal reklama kars: tiiketicilerin tutumlar: (Lee vd. 2016; Kantar Millward
Brown 2017) tizerine yogunlagsmaktadir. 2019 yilinda IAB, degisen sektor ko-
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sullarina gore Dogal Reklam Oyun Kitab/nin ikincisini yayimlamugtir. Bu ki-
tapta dogal reklam hazirlayan stiidyo, ajans ve reklam verenlerin hazirladik-
lar1 dogal reklamin, web sayfasinin tasarimina ve dogal igerigine uymasina;
yaymcinin dogal reklam igeriginin akisinda yer almasina; sitenin etrafindaki
igerikle benzer sekilde baglanti kurmasina ve yayinlandigi sitede agik ve net
olarak “reklam” oldugunun belirtilmesine dikkat ¢cekmektedir (IAB 2019). Bu
yayimndan sonra dogal reklam ¢alismalari iyice yogunlagmistir. Yukarida be-
lirtilen konularin yaninda, dogal reklamin farkli mecralarda yayinlanan ttir-
leri (Huang 2019; Wang vd. 2020; van Reijmersdal ve Rozendaal 2020), dogal
reklamlara kars: farkl: tiiketici gruplarinin tepkileri ve tutumlari (An, Kerr ve
Jin 2019; Kim, Lee ve Lee 2019; Johnson, Potocki ve Veldhuis 2019; Misci Kip
ve Umul Unsal 2020) dogal reklam, gazetecilik, habercilik ve dijital medya
(Amazeen 2020a; Raul vd. 2020), dogal reklamin ortiilii veya gomiilii reklam
olmasi (Amazeen 2020b; Naderer vd. 2020; Evans ve Wojdynski 2020), dogal
reklamlarin igleyisinin diizenlenmesi (Kyle ve Fraser 2020) konulari tizerine
de calismalar yapilmistir. Portekiz’de 13-17 yas arasindaki adélesanlarin in-
ternet reklamlarina iliskin tutumlarini 6grenmeye yonelik yapilan arastirma
sonuglarma (Cardoso ve Cardoso 2011) gore, kadinlar, erkekler ile karsilas-
tirildiginda, internet reklamlarii daha bilgilendirici ve daha rahatsiz edici
bulmaktadir. Bu aragtirmada, internet reklamlart hakkindaki genel tutum, bu
reklamlarin inanirhig ve eglendirme 6zelligine iliskin tutumlarda, kadinlar ile
erkekler arasinda anlamli bir fark gézlenmemistir. Ispanya’da yasayan adéle-
sanlara (14-16) yonelik bagska bir aragtirmada ise cep telefonu reklamlarinda
adolesanlarin tutumlarini rahatsiz edicilik, eglence ve faydalilik faktorlerinin
etkiledigi saptanmistir (Parrefio vd. 2013). Ispanya’daki adolesanlara gore,
reklamin igeriginden algilanan fayda, cep telefonu reklamlarinin rahatsiz edi-
ciligini diistirmektedir.

Dogal reklam tizerine Tiirkiye’de yayimlanan makaleler (Cetinkaya 2016;
Arslan 2017; Cekal 2018; Karapinar ve Fidan 2019), daha ¢ok dogal reklamu
kavram olarak ele alip 6rnekleriyle tanimlamaktadir. Dogal reklamla ilgili
Tiirkiye’de yapilan ampirik arastirmalarin birincisinde tinliilerin kullanildig:
Instagram reklamlar1 ve bu reklamlarin acik¢a belirtilmemesi (Ergin 2015),
ikincisinde ise dogal reklamlarin markanin giivenilirligine ve itibarina etkileri
(Altun ve Aksak 2019) ele alinmaktadir. Ttirkiye ile ilgili yabanci alanyazinda
yer alan dogal reklam arastirmalarinda, ergenlerin dogal reklama gtivenilirlik
ve etik agidan yaklagimi, Tiirkiye, ABD ve Israil’de yasayan ergenlerle kar-
silagtirmali olarak ele alinmistir (Zimand-Sheiner vd. 2020). Yine Tiirkiye ile
ilgili bir bagka arastirmada, Tiirkiye’de yasayan dijital yerlilerle dijital gog-
menlerin dogal reklam tiiriinii nasil algiladiklar: karsilastirilmaktadir (Misci
Kip ve Umul Unsal 2020).



184 < ilef dergisi

Dogal Reklam ve Etik

Kavramsal olarak etik genellikle ahlak ile es anlaml1 olarak kullanilmaktadr.
Ahlak, “bir toplum iginde kisilerin uymak zorunda olduklar1 davranis bigim-
leri ve kurallar1” iken (TDK 2019); etik, dogru ile yanlis, iyi ve kotii arasindaki
farki ortaya koyma amaci tagiyan bir felsefe dalidir. Etik “belli zaman ve yerde
yasayan bir grup, cemaat veya toplumda kabul edilebilir olan davranis kod-
larini ifade eder” (Erdogan 2006, 6). Bir toplum icindeki etik degerler zaman
icinde insan iligkilerinden, etkilesimlerinden ve deneyimlerinden olusur. Is
diinyasinda etik sorumluluklarin ve etik karar verme davranisinin 6neminin
artmasi, pek ¢cok profesyonel alanda oldugu gibi reklam sektoriinde de etigin
diizenlenir ve denetlenir bir alan olmasini saglamaktadir.

Tarihsel stirece bakildiginda, pazarlama ve reklam calismalarinin ge-
lismeye bagladig: ilk donemde etik kaygilarin neredeyse hi¢ gozetilmedigi
anlasilmaktadir. Yirminci yiizyilin ortalarinda reklam etigi tartismalarina,
EP. Bishop’un 1949 yilinda yayimlanan The Ethics of Advertising ile Thomas
Garrett'mn 1961 tarihli An Introduction to Some Ethical Problems of Modern Ad-
vertising adli eserlerinin 6nciiliik ettigi sdylenebilir (Drumwright ve Murphy
2009). Bu donemde reklam profesyonellerinin topluma kars: sorumluluklar:
oldugu ve reklamda 6z denetimin gerekliligi savunulmaya baglanmistir. Za-
man icinde ortaya ¢ikan sorunlar, reklamlarin ticari etik ¢ercevesinde sorgu-
lanmasina neden olmus, dolayisiyla belirli etik kodlar ile smirlar1 gizilmeye
calisilmigtir. Reklamcilik bugiin diizenlemeye ve denetime tabi bir alan halini
almistir. Ancak yapilan diizenlemelerin reklamlarin etik sorunlar tasimasina
tiimiiyle engel olamadig1 goriilmektedir. Iletisimin dijitallesmesi ile birlikte
bu sorunlarin arttig1 ve cesitlendigi asikardir. Dijital mecrada veri temelli pa-
zarlama iletisimi uygulamalarinin yogunlasmasi etik kaygilar1 her gegen giin
artirmaktadir. Tiiketicinin beklentileri, sivil toplumun hassasiyeti, aktivist
gruplarin calismalar: markalar1 evrensel ve toplumsal etik degerleri daha faz-
la gozetmeye yonlendirmektedir.

Reklam etigi, “Reklamlarin toplumun genel ahlak kurallarina, kisilik
haklarina, haksiz rekabetin 6nlenmesine ve tiiketici haklarinin korunma-
st ilkelerine uygun olacak sekilde iiretilmesine yonelik, reklam sektoriiniin
aktorleri ve genel toplum bazinda yapilan degerlendirmeler, sorgulamalar”
olarak tanimlanmaktadir (Elden ve Ulukok 2006, 2-3). Ote yandan reklamin
oztinde etik olmadigini savunan, reklam karsit1 bir elestirel yaklasim s6z ko-
nusudur. Beltramini (2003), reklam etigini bir oksimoron, yani kendinden
celigkili bir ifade olarak tanimlamaktadir. Ancak reklam etigi meselesinde,



Sema Misci Kip ve Zeynep Aksoy
Turkiye'deki Adolesanlarin Dogal Reklama Yonelik Etik Algilarinin Degerlendiriimesi > 185

“reklamin yapilip yapilmamasindan ¢ok nasil yapilmas: gerektigine iligkin
tartigmalar 6nem kazanmaktadir” (Aktuglu 2006, 9). Bu baglamda, reklam
etigi iki boyutta ele almabilir. Birincisi, reklamin igerik bakimindan etik ku-
rallara uygunlugu; digeri ise {iretim ve yayin siirecinde rol oynayan kisi ve
kurumlarin etik karar verme davraniglaridir.

Reklam etigi konusu, toplumsal cinsiyet rolleri, kadin-erkek bedeni, cin-
sellik, tektiplestirme (stereotiplestirme), azinliklarin temsili, irk¢ilik, ¢ocuk-
lara yonelik ve ¢ocuklarin kullamildig: reklamlar, hassas gruplar (yaslilar),
manipiilatif, abartili ve bilingalt1 reklamlar gibi bagliklar ile ele alinmaktadir.
Bu basliklarda yapilan arastirmalara bakildiginda, reklamlarda kullanilan
duygusal cekicilikleri, cinselligi ve 6zellikle kadinin temsilini etik agidan in-
celeyen calismalar (LaTour ve Henthorne 1994; Tai 1999; Cohan 2001; Garcia
ve Yang 2006; Alshurideh vd. 2017) 6ne ¢itkmaktadir. Pek ¢ok caligma reklam-
larda gocuklarin kullanilmasi ve gocuklara y6nelik reklam yapilmasini etik
agidan sorunlu bulmakta ve elegtirmektedir (Haefner 1991; Treise vd. 1994;
Nairn ve Dew 2007). Cocuklarin yani sira bir diger hassas grup olarak kabul
edilen yaghlarin reklamlarda ya tamamen g6z ard1 edilmesi ya da olumsuz
bicimde tektiplestirilmesi de etik bir sorun olarak tartistimaktadir (Carrigan
ve Szmigin 2000).

Alanyazindaki aragtirmalarin bir kismi1 da reklamu iireten aktorlere mes-
leki etik bakimindan odaklanmaktadir. Reklam sektoriindeki profesyonelle-
rin, toplumsal cinsiyet rollerinin reklamda temsil edilmesi kargisindaki tutum
ve stratejik tercihlerini inceleyen calismalar (Zayer ve Coleman 2015; Kryu-
kova 2018) dikkat ¢ekicidir. Daems, De Pelsmacker ve Moons’un (2019) djjital
medyada ¢ocuk ve addlesan gruplari hedefleyen interaktif reklam tiirlerine
kars1 reklam profesyonellerinin etik algilarmi 6lgtiikleri ¢alismalarinda, rek-
lamailar arasinda hala geleneksel bakis acisinin var oldugunu, ¢ocuklarin bir
tiiketici grubu olarak gorildugiinii, mevcut diizenlemelerin 6tesinde bir so-
rumluluk tagimadiklarini ortaya koymaktadir.

Reklamlarin tiiketici nezdinde nasil algilandigi ve tiiketicinin etik deger-
lendirmeleri, reklamin etkilerini ve yarattig1 sonuglar: anlamak agisindan son
derece onemlidir. Treise vd. (1994) tiiketici tarafindan algilanan reklam eti-
ginin belirlenmesinin, reklamin istenmeyen sonuglarini bertaraf etmeye yar-
dimcr olacagini savunmaktadir. Reklama yonelik getirilen etik agidan énemli
elestirilerden biri, tiiketicinin reklami ayirt edebiliyor olmas: meselesi iizerin-
de yogunlagmaktadir. Manipiilasyonu 6nlemek adina oncelikle tiiketicinin,
igerigin reklam oldugu konusunda acikca bilgilendirilmesi gerekmektedir.
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Reklamin etik esaslarina iliskin temel referans olarak kabul edilen, Uluslara-
rasi Ticaret Odast’nin (International Chamber of Commerce-ICC) Uluslararas:
Reklam Uygulama Esaslar1 iginde yer alan seffaflik maddesine goére, pazar-
lama iletisimi ve reklam uygulamalar1 agikca ayirt edilebilmeli, haber veya

editoryal iceren bir ortamda goriindiigtinde “reklam” olarak etiketlenmeli ve
ticari amag dogru bir §ek11de yansﬂtﬂmahdlr (Icc Marketmg Code, http_s [/

Tiirkiye’de de ICC kodlar1 temel alinmaktadir. Ticaret Bakanlig: biin-
yesinde gorev yapan Reklam Kurulu, ticari reklamlara yonelik etik ilkeleri
belirlemekte ve tiiketiciyi korumaya yonelik diizenlemeler ve denetlemeler
yapmaktadir. Ayrica, Radyo ve Televizyon Ust Kurulu (RTUK) Yayin Hizmeti
Usul ve Esaslari, Reklam Konseyi ve Ticari Reklam ve Haksiz Ticari Uygula-
malar Yonetmelikleri ile reklam verenler, {iretenler ve yayin kuruluslarinin
uymasi gereken kurallar belirlenmis durumdadir. Bunun disinda reklam ve-
renler, reklam ajanslari, medya, tiiketici kuruluslar1 veya Tiiketicinin Korun-
masi ve Piyasa Gozetim Genel Miidiirliigii'nden, {iniversiteden ve barodan
temsilcilerle olusan Reklam Ozdenetim Kurulu'nun (ROK), gorevleri reklam
ajanslarmi, reklam verenleri ve reklam mecralarini 6zdenetim konusunda
bilinglendirmek, diiriist ve dogru reklamcilik konusunda egitmek ve dii-
riist olmayan reklamin tanimu ile ilgili somut 6lgiitleri belirlemektir (http:/ /
rd.org.tr/ reklam-hukuku / rok-isleyis-vonergesi). ROK, yamltici reklamlarla

ilgili tiiketici, reklam veren ve reklam ajanslarinin sikayetlerini degerlendire-
rek reklamcilik mesleginin itibarini zedeleyecek reklamlar: belirleyip karara
baglamaktadir (http://rd.org.tr/reklam-hukuku/rok-isleyis-yonergesi). In-

teractive Advertising Bureau Tiirkiye (IAB TR) de dijital pazarlama iletigimi
sektoriiniin denetleme ve diizenleme isleyisi hakkinda calismalarda bulun-
maktadir (https:/ /iabtr.org/iab-turkiye). Ancak, tiim bu kuruluglarin belirtti-
gi reklam esaslarina ragmen, sektorde dogal reklam konusunda hala bir belir-
sizlik hakimdir. Geleneksel medyada gegerli olan diizenlemelere karsin dijital
medyadaki kural ve diizenlemeler heniiz yeterli diizeyde degildir.

Dijital pazarlama iletisiminde son yillarda popiilerlesen dogal reklamin
etik acidan sorgulanmaya en agik reklam tiirii oldugu soylenebilir. Ancak
dogal reklamin nasil uygulanmasi gerektigine dair kurallar, diizenlemeler
ve etik agidan degerlendirmeler heniiz baglangi¢ asamasindadir (Koga 2015;
Gorshkova, Robaina-Calderin ve Martin-Santana 2020). Alanyazinda, bir yan-
dan dogal reklamlarin olumlu etkilerini gosteren arastirmalar (Fischbach ve
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Zarzosa 2019; Harms, Bijmolt ve Hoekstra 2019) varken, diger yandan dogal
reklamu tiiketicinin olumsuz algilandigini ortaya koyan arastirmalar da (Han,
Drumwright ve Goo 2018) dikkat cekmektedir. Schauster ve Neill (2017), do-
gal reklamlarin 6denmis medya ile kazanilmis medya arasindaki sinir1 mug-
laklagtirmasinin yeni etik ikilemlere yol a¢tigini ifade etmektedir. Reklam
verenin ikna etme amacinin gizlenmeye calisilmas: etik agidan sorunlu bulun-
maktadir (Verd¢i¢ ve Tkalac Vercic 2016). Etik elestirilerin merkezinde, reklam
etiketinin yer almamasi, bundan dolay tiiketicilerin reklami1 ayirt etmesinin
zorlasmasi ve dogal reklamin yaniltici bir reklam tiirti olmasi yer almaktadir
(Bakshi 2014; Wojdynski 2016; Zarzosa ve Fischbach 2017; Taylor 2017; Lope-
zosa, Codina, ve Gonzalo-Penela 2019; Zimand-Sheiner vd. 2020).

Amazeen ve Muddiman (2018) bir igerigin dogal reklam ya da editor-
yal olarak etiketlenmesinin tutumlar tizerinde bir fark yaratmadigini; ancak,
dogal reklamin taninir olmasmin igerige ve igerigin algilanan giivenilirligi-
ne karsi olan tutumlar tizerinde olumsuz bir etki yarattigini gostermektedir.
Kisacas, bir igerigin sadece dogal reklam olarak etiketlenmesi, okuyucularn
bunu tanimasi ve algilamas igin yeterli degildir. Dolayisiyla reklam igerikle-
rinde daha farkli uyar sistemleri (pop-up vb.) ya da gegisler ile okuyucularin
farkindaliginin artirilmasi 6nerilmektedir (Amazeen ve Muddiman 2018). El-
bette bu, dogal reklam tiirtintin dogasini bozucu bir 6neri olarak goriilebilir.
Han, Drumwright ve Go (2018) tiiketicinin etik kaygilar1 giderildiginde, do-
gal reklamin etkisinin arttiging; dijital yayinciya duyulan giivenin, stipheciligi
azalthgimi savunmaktadir.

Etik Algida Cinsiyete Gore Farkhliklar

Insanlarin dogru ile yanls arasinda ayrim yapmasini saglayan etik degerler,
etik davraniglari ile ilgili niyetlerini etkilemektedir (Rest 1986). Dolayisiyla,
bireylerin etik olan ile olmayan1 nasil degerlendirdikleri 6nem kazanmakta-
dir. Etik algrya iligkin degerlendirmeler bireysel, 6rgiitsel ve toplumsal dii-
zeyde farkliliklar gosterdigi gibi, kusaklar arasinda da énemli farklar gos-
terebilmektedir (Yildiz ve Giray Yakut 2019). Etik alg: tizerindeki bir diger
etmen ise cinsiyettir. Alanyazinda cinsiyete gore etik alg1 farkliliklari tizerine
yapilan galismalar oldukga gesitlidir. Ornegin, Phau ve Kea (2007) Avustralya,
Singapur ve Hong Kong'ta erkek ve kadinlarin is ahlak: ile ilgili tutumlar:
tizerinden yaptiklar: calismada, erkeklerin kadinlara gére daha etik yaklagim-
lar sergilediklerini ortaya koymaktadir. Bununla beraber pek ¢ok aragtirma,
kadinlarin etik degerleri benimsemeye daha yatkin olduklarini gostermek-
tedir (Glover vd. 2002; Lund 2008; Nguyen vd. 2008). Kadin ve erkek arasin-
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da, etik degerlendirmeler agisindan fark olmasinin temelinde 6zellikle sos-
yallesme siirecindeki farkliliklarin oldugu savunulmaktadir (Yildiz ve Giray
Yakut 2019). Kiz ¢ocuklarin anneyi, erkek ¢ocuklarin babay1 rol model alma
egilimleri; erkek ¢ocuklarin rekabetgilik gibi eril degerleri, kiz ¢ocuklarin ise
isbirligi ve esitlik gibi disil degerleri benimsemelerinin yetiskinlik doneminde
etik alg1 ve etik karar vermede farklilik yarattig ileri stirtilmektedir (Ergene-
li ve Arikan 2002; Yildiz ve Giray Yakut 2019). Bakir'in (2013) ¢alismasinda
ise etik algr ile cinsiyet arasinda anlamli bir fark bulunmamigtir. Dolayisiyla
alanyazinda, bir cinsiyetin digerine gore daha etik olup olmadigna iligkin bir
mutabakattan s6z etmek miimkiin goriinmemektedir.

Reklamlara iligkin etik alg1 tizerine yapilan arastirmalarda da cinsiye-
tin belirleyici bir faktor oldugu vurgulanmaktadir (Bernardi, Shepherd ve
Woodworth 2002). Reklamcilik alaninda, farkl kiilttirlerde, yetiskin bireyler
arasinda yapilan aragtirmalarda kadinlarin erkeklere gére daha ¢ok etik du-
yarliliga sahip oldugu savunulmaktadir (Fullerton, Kendrick ve McKinnon
2013). Burnett, Keith ve Pettijohn'un (2003) reklamlara kars: etik farkindalig
6l¢mek amaci ile olusturduklar: yirmi adet yazili senaryonun katilimcilara
sunuldugu arastirmalarinda, erkeklerin kadinlara oranla daha fazla durumda
etik olmayan davranis gostermeye egilimli olduklar: tespit edilmistir. Rek-
lam igeriklerine karsi tutumlar: inceleyen calismalar da genelde kadinlarin
daha duyarli oldugunu ortaya koymaktadir (Mostafa 2011; Cesur, Memis ve
Gokkaya 2016). Ozellikle cinsiyetgi ve cinsellik igeren reklamlar karsisinda
kadinlar daha fazla rahatsizlik duymaktadir (Lane 1995; Waller 1999). Kadi-
nin cinsel obje olarak gosterildigi reklam uygulamalarini en basta kadinlar
elestirmekte, cinsel gekicilik kullanilan reklam mesajlarina kars: etik agidan
daha fazla duyarlilik gostermektedir (Mostafa 2011). Reklamda stirekli olarak
tekrarlanan kadin stereotipine dair etik algida cinsiyet bakimindan farklilas-
ma One ¢itkmaktadir.

Arastirmanin Amaci

Etik karar verme davraniglar1 tizerine yapilan arastirmalarin temelini Jean
Piaget ve Lawrence Kohlberg’in ahlaki gelisim kuramlari olusturmaktadir.
Ahlaki gelisimi Piaget'nin biligsel gelisim asamalarina dayandiran Kohlberg,
ergenler ve yetiskinler {izerine yogunlasarak ahlaki gelisim evrelerini alt1 ba-
samakli olarak tanimlamigtir (Hostut 2011). Buna gore, ahlaki gelisimin gele-
neksel diizeyinde olan adélesanlar “bagl olduklari grup/toplum tarafindan
kabul edilen normlara dayal: yargilar gelistirmeye baglarlar” (Aytar Giingor
2010, 121). Bu bakimdan, yetiskinlikte etik karar verme tutum ve davranis-
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larinin gekillendigi dénem olan ergenlik cagindaki bireylere odaklanilmasi
onemli gortilmektedir.

Alanyazin incelendiginde, dijital reklamlarda etik sorunlari ele alan ca-
lismalarin ¢ogunlukla yetiskinler arasinda yapildig: goriilmektedir. Bununla
beraber, Tiirkiye’deki dogal reklamlara iliskin akademik ¢alismalarda genel-
likle dogal reklam kavramsal olarak ele alinmakta, 6rnekler tizerinde igerik
analizi yapilmakta, sosyal medyada dogal reklamin ortiikliigii ve marka itiba-
rina etkileri aragtirilmaktadir (Ergin 2015; Cetinkaya 2016; Arslan 2017; Cekal
2018; Karapinar ve Fidan 2019; Altun ve Aksak 2019). Addlesanlarin dogal
reklama iligkin etik algilarinin kesfedilmesine yonelik olan bu arastirma, Ttir-
kiye kapsaminda konuyu incelemesi agisindan alanyazina 6zgiin bir katkida
bulunmaktadir.

Aragtirmanin amaci addlesanlarin dijital medyada yayinlanan dogal
reklamlar hakkindaki etik alg: farkliliklarini cinsiyet baglaminda incelemek-
tir. Calismada addlesanlarin dogal reklama iligkin etik yaklasimlari, Reiden-
bach ve Robin’in (1990) Cok Boyutlu Etik Olgegi (Multidimensional Ethics
Scale-MES) temelinde cinsiyet agisindan ele alinmaktadir. Reidenbach ve
Robin (1988, 1990) pazarlama alaninda yaptiklar: ¢alismalarinda etik karar
vermenin bes temel felsefi yaklasima dayanarak degerlendirilebilecegini sa-
vunmaktadir: Ahldki esitlik boyutu; bireyin adil olmaya iliskin inanglarimn,
dogru ile yanlis arasindaki farka dair algilamasini kapsamaktadir. Gorelilik
boyutu; bireyin etik algisinda, iiyesi oldugu toplumsal ve kiiltiirel sistemin
belirleyici olmasidir. Faydacilik, bireyin ¢ogunlugun ¢ikarina uygun davranis-
larda bulunmasin savunan etik yaklasimdir. Kant'in deontolojik yaklasimina
dayanan sozlesmecilik boyutu ise, bireyin etik algisinin, is diinyast ile toplum
arasinda var oldugu kabul edilen toplumsal s6zlesmeye dayanmasini igerir;
ylikiimliiliikler, gérev ve sorumluluklar ile ilgilidir. Literatiirde sdzlesmecilik
boyutunun daha ¢ok satis alam ile ilgili oldugu, reklam etigi aragtirmalar:
i¢in uygun olmadig: ifade edilmektedir (Henthorne ve LaTour 1995; Snipes,
LaTour ve Bliss 1999). Dolayisiyla bu ¢alismada s6zlesmecilik boyutu deger-
lendirme kapsamina alinmamustir.

Flurry ve Swimberghe (2016) giintimiiz ad6lesanlarinin daha materyalis-
tik bir kusak oldugunu savunmaktadir. Orneklemi olusturan Z kusagi ado-
lesanlarinin pragmatik ve materyalist bir bakis agis1 tasimaya egilimli olma-
lar1 nedeniyle etik algilarinda faydaciigin daha etkin rol oynayabilecegi ileri
stirtilmektedir (Zimand-Sheiner vd. 2020). Bu baglamda arastirmada adole-
sanlarin dogal reklama kars1 olan etik yaklagimlarin1 degerlendirebilmek igin
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ahlaki esitlik, gorelilik ve faydacilik boyutlar: ele alinmis ve arastirma hipo-
tezleri su sekilde belirlenmistir:

H1: Dogal reklamin etik olarak degerlendirilmesinde kiz ve erkek adéle-
sanlar arasinda ahlaki egitlik bakimindan anlamli bir fark vardar.

H2: Dogal reklamin etik olarak degerlendirilmesinde kiz ve erkek adéle-
sanlar arasinda gorelilik bakimindan anlamli bir fark vardar.

H3: Dogal reklamin etik olarak degerlendirilmesinde kiz ve erkek adéle-
sanlar arasinda faydacilik bakimindan anlamli bir fark vardir.

Yontem

Kesfedici aragtirma tasarimina sahip olan bu ¢alismada anket yontemi kulla-
nilmistir. Adodlesanlarin dogal reklama iligkin etik algilarini 6l¢mek igin Rei-
denbach ve Robin’in (1988, 1990) Cok Boyutlu Etik Olgegi uyarlanarak olus-
turulan 571i Likert tipinde yapilandirilmis anket uygulanmistir. Cok Boyutlu
Etik Olgegi, dnceki pek ¢ok aragtirmada gegerliligi ve giivenirligi kabul edil-
mis ve uygulanmig bir 6lgme aracidir (LaTour ve Henthorne 1994; Nguyen
vd. 2008; Zimand-Sheiner ve Lahav 2019). Bu ¢alisma kapsaminda, orijinali
ingilizce olan 6lgek, iletisim alaninda uzman iki kisi tarafindan Tiirkceye cev-
rilmigtir. Ifadelerin anlagilir ve tutarli oldugundan emin olmak igin 30 kisilik
bir 6n test gerceklestirilmis, anlam agisindan sorunlu olan maddeler deger-
lendirilerek revize edilmistir.

Ankette ahlaki esitlik 6lgegi dort maddeden, gorelilik 6lgegi iki madde-
den, faydacilik 6lgegi iki maddeden olusmaktadir. Anket formu kurgusal bir
dogal reklam gorselinden ve etik yaklagimlara iligkin sorulardan olugmak-
tadir. Katiimailarin gergek markalara iliskin 6nceden olusmus tutumlari so-
nuglari etkileyebilecegi igin, geng tiiketicileri hedefleyen ve pazara yeni giren
hayali bir telefon markas: olusturulmustur. Bu kurgu marka icin sosyal ige-
rik platformu formatina uygun bir dogal reklam hazirlanmigtir. Katilimcilara
once bu dogal reklam gosterilmistir. Daha sonra dogal reklam tanimlanmuis,
bu tarz reklamlarla ne siklikta karsilastiklar: sorulmus ve bu igerigin reklam
oldugunun yaymnci kurulus tarafindan agikga belirtilmedigi bilgisi verilmistir.
Bir sonraki adimda ahlaki esitlik, gorelilik ve faydacilik 6lgeklerindeki soru-
lar yoneltilmistir. Tim verilerin analizi SPSS 21 programinda analiz edilmis-
tir. Yapilan pilot ¢alismada (n=77) anketin gtivenilirlik analizi i¢in 6l¢eklerin
Cronbach alfa degerleri hesaplanmustir. Cronbach alfa degerleri ahlaki esitlik
6lceginde 0.90, gorelilik 6lceginde 0.79, faydacilik dlgeginde 0.33 olarak bu-
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lunmustur. Faydacilik 6lgeginin giivenilirligini yiikseltmek amaciyla 6lgegin
maddelerinin daha anlagilir olmasi icin diizeltmeler yapilmistir.

Calismada, Tiirkiye genelinin temsil edilmesi icin Tiirkiye Istatistik Ku-
rumu (TUIK) 2017 verileri esas alinmistir. Orneklem seciminde temel unsur
olarak yas ve cinsiyet temsiliyeti dikkate alinmis, zaman ve maliyet denge-
si gozetilerek (Altunigik vd. 2005) 6rneklem buytkligi 200 kisi seklinde
belirlenmistir. Orneklem segiminde kota drnekleme yéntemi kullanilmistir.
Tirkiye'nin yedi bolgesindeki niifus bakimindan en biiyiik illeri temel alin-
mustir. Segilen illerdeki 10-19 yas grubunun il nifusuna orani hesaplanarak
her ilden toplamda o oranda addlesan arastirmaya dahil edilmistir. Ttirki-
ye’deki niifus yapisinda kadin-erkek orani birbirine esit oldugundan 6rnek-
lemde bu unsura da dikkat edilmistir. Buna gore, Istanbul %48, Ankara %18,
[zmir %14, Antalya %8, Sanlhurfa %7, Samsun %4 ve Van %4 oraninda ol-
mak {izere il bazli érneklem belirlenmistir. Anket verileri Temmuz-Agustos
2017’de Bilgisayar Destekli Telefon Goriismesi (CATI) kullanilarak 6zel bir
arastirma sirketi tarafindan toplanmustir.

Katilimailarin %50'si kiz, %50'si erkek, 14-17 yas arasinda (M=15.5) olup,
ebeveynlerinden onam alinmigtir. Katilimeilarin hemen hepsinin (%96) kendi-
sine ait bir cep telefonu vardir. Giivenilirlik analizine gore (n=200) Cronbach
alfa degerleri ahlaki esitlik 6lgeginde 0.86, gorelilik 6l¢eginde 0.90, faydacilik
6lceginde 0.49 olarak bulunmustur. Faydacilik 6l¢eginin giivenirlik katsayisi
diisiik ¢iktigr igin bu ¢alisma kapsaminda sonuglart degerlendirmeye alinma-
magtir.

Verilerin normallik testleri yapilmus, ¢arpiklik (skewness) ve basiklik (kur-
tosis) degerleri 0.05 anlamlilik diizeyinde incelenmistir. Ahlaki esitlik 6lgegin-
de basiklik 0.852, carpiklik 0.390 bulunmustur. Gorelilik 6lgeginde ise basiklik
1.013, garpiklik 1.116"dir. Bu degerlerin -1 ile +1 araliginda olmamasi (Giizen
ve Kaya, 2020; Hair vd. 2013), verilerin normal dagilmadigina isaret etmis-
tir. Bu durumda Kolmogorov-Smirnov normallik testi yapilmistir. Bunun so-
nucunda ahlaki esitlik (p=.000) ve gorelilik (p=.000) 6l¢eklerinin dagiliminin
normal olmadig1 saptanmistir. Bu nedenle verilerin analizi i¢in parametrik
olmayan testlerden Mann-Whitney U testi uygulanmustir.

Bulgular ve Tartisma

Anket uygulamasinda katilimcilara dogal reklam 6rnegi gosterildikten sonra
dogal reklamin tanimi verilmis ve bu tiirden bir icerikle ne siklikta karsilas-
tiklar1 sorulmustur. Elde edilen verilere gore, Z kusagin temsil eden katilim-
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alarin ¢ogu (%70.5), ankette sunulan dogal reklam 6rnegine benzer igerikler-
le siklikla kargilagtiklarimi belirtmiglerdir (Tablo 1). Sadece Onedio sitesinde
2017 yilinin Ekim ayinda 124 adet dogal reklamin yayinlandig: (Cekal 2018)
dikkate alindiginda, addlesanlarin dogal reklam tiirii ile sikca karsilasmalar:
sasirtict degildir.

Tablo 1. Adolesanlarin dogal reklam ile karsilasma sikhig

Siklik %
Hi¢ karsilasmadim 19 9.5
Az karsilasiyorum 40 20
Bazen karsilasiyorum 50 25
Sik karsilasiyorum 50 25
Cok sik karsilasiyorum 41 205
Toplam 200 100

Aragtirma verilerinin analiz edilmesi sonucunda elde edilen tanimlayic
istatistikler Tablo 2’de sunulmaktadir. Kiz ve erkek addlesanlarin tiim veri-
leri ahlaki esitlik clcegine gore degerlendirildiginde, katilimcilar, test edilen
dogal reklamin adaletsiz bir durum yaratmadigini, haksizlik olmadigin, ai-
lelerinde kabul edilebilir oldugunu ve aldatict olmadigini belirtmektedirler.
Gorelilik 6lcegine gore katilimcilar, test edilen dogal reklamin kabul edilebilir
oldugunu ve Tiirkiye’deki geleneklere aykirt olmadigini diistinmektedirler.

Tablo 2. Tanimlayici istatistikler

Olcek Maddeleri N Min. | Maks. Ortalama | Std. Sapma
Ahlaki Esitlik 200 1 5 2.40 81
BCM markasinin bu sekilde tanitim yapmasi, okuyucu igin adaletsiz bir durumdur.

BCM markasinin bu sekilde tanitim yapmasi, okuyucuya yapilan haksizliktir.,

BCM markasinin bu sekilde tanitim yapmasi, benim ailemde kabul edilemez.

BCM markasinin bu sekilde tanitim yapmasi, aldaticidir.
Gorelilik 200 [1 |5 |225 |86
BCM markasinin bu sekilde tanitim yapmasi, Tirkiye'de kdiltlrel olarak kabul edilemez.

BCM markasinin bu sekilde tanitim yapmasi, Tirkiye'deki geleneklere aykiridir.

Katilimcilar, sunulan igerigin “reklam” oldugu belirtilmese de markanin
bu sekilde bir tanmitim yapmasin ahlaki esitlik agisindan aldatict bulmama
egilimindedirler. Bu bulgudan ve dogal reklamlarla sik karsilasmalarindan
yola cikarak, bu sekilde yapilan dogal reklam tiirlerine alistiklar1 sdylenebilir.
Van Dam ve van Reijmersdal’in (2019) da 12-16 yas araligindaki ad6lesanlarla
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Hollanda’da sponsorlu influencer videolarinin “reklam” oldugunun belirtil-
mesi konusunda yaptiklar: odak grup ¢alismalarinda adélesanlarin, bu konu-
yu pek de dnemsemedikleri saptanmusgtir.

Verilerin analizinde, cinsiyet bakimindan etik yaklasimlarda herhangi
bir fark olup olmadigini anlamak igin Mann-Whitney U testi uygulanmistir
(Tablo 3). Analiz sonuglarina gore kizlar ve erkekler arasinda ahlaki esitlik
boyutunda anlaml bir fark bulunmustur (p<0,05).

Tablo 3. Cinsiyete gore etik alg

Ahlaki esitlik Gorelilik
Mann-Whitney U 4032500 4787.500
Wilcoxon X 5082.500 5837.500
Z -2.423 -573
Asymp. Sig. (2-tailed) 015 566

Kizlarin ahlaki esitlik ortalamasi erkeklere gore daha yiiksektir (Tablo 4).
Bu nedenle birinci hipotez (H1) kabul edilmektedir. Gorelilik boyutunda ise
anlamli bir fark gézlenmemistir, dolayisiyla ikinci hipotez (H2) reddedilmis-
tir.

Tablo 4. Cinsiyete gore sira ortalamalari

Cinsiyet N Sira Ortalamasi Sira Toplami
Ahlaki esitlik Erkek 100 90.83 9082.50
Kiz 100 110.18 1101750
Toplam 200
Gorelilik Erkek 100 98.38 983750
Kiz 100 102.63 10262.50
Toplam 200

Damon (2008), bireyin hayata dair énemli yonelimlerinin temellerinin
adolesanlik déneminde atildigim belirtmektedir. Bu saptamadan hareketle,
adolesanlarin yetigkin olduklarinda da dogal reklamlar1 ahléki esitlik boyu-
tuna gore degerlendirmelerinin benzer olabilecegi diistintilmektedir. Ancak,
calismada her ne kadar adélesanlarin dogal reklami ahlaki esitlik anlamin-
da sorunlu gérmedikleri bulunmus olsa da, kiz ve erkekler arasinda anlaml
bir fark ortaya gikmugtir. Ahlaki esitlik boyutunda cinsiyet agisindan fark ir-
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delendiginde, kizlarin erkeklere gore daha duyarli oldugu tespit edilmistir.
Ergeneli ve Arikan (2002), erkekler arasinda rekabetci degerlerin, kadinlar
arasinda ise igbirlikg¢i ve esitlik¢i degerlerin yaygin oldugunu savunmaktadir.
Gilligan'in (1977) gelisim teorisine gore, pek ¢ok kiiltiirde kizlar annelerini,
erkekler ise babalarini kendilerine rol model olarak almaktadirlar. Erkekler
otorite figiirti ve kendisi tizerinde gii¢ sahibi olan babalariyla kendilerini 6z-
deslestirdiklerinden, esitsizlik anlayigina daha yakin olabilmektedir. Kadin,
koruyup kollayan roliinde oldugu icin ahlaki olarak daha esitlikgi bir anlayisa
sahip olabilmektedir. Bu nedenle, aragtirilan 6rneklemde kizlarin erkeklere
gore dogal reklami ahlaki esitlik agisindan daha fazla sorguladiklari saptan-
mugtir. Daha 6nce de belirtildigi gibi Glover vd. (2002), Lund (2008) ve Nguyen
vd.’nin (2008) yaptig1 arastirmalar da kadinlarin etik degerleri benimsemeye
daha yatkin olduklarin1 gostermektedir. Fullerton, Kendrick ve McKinnon'in
(2013) reklamlar karsisinda kadinlarin erkeklere gore daha ¢ok etik duyarlili-
ga sahip oldugunu ileri sirmektedir. Bu aragtirmanin sonuglari, yetigkinlerde
oldugu gibi addlesan gruplarda da benzer bir fark oldugunu gostermektedir.

Aragtirmaya katilan addlesanlar, reklam oldugu agik olarak belirtilme-
yen dogal reklamlarin, i¢inde yasadiklar: toplum tarafindan kabul edilebilir
oldugunu diistinmektedirler. Katiimcilarin bu sekildeki reklam tiirtine sik
olarak maruz kaldiklar1 bulgusu degerlendirildiginde, bu reklam tiiriinii ka-
bul edilebilir bulmalari anlamh goriinmektedir. Hyun vd.'nin (2011) belirttigi
gibi, reklama maruz kalma orani arttik¢a reklami kabul etme olasilig1 da ytik-
selmektedir.

Sonug

Tiirkiye’de dogal reklam ve etik tizerine yapilan arastirmalarin sinirli olma-
s1, adolesanlarin dogal reklamla ilgili etik algisin1 degerlendiren bu ampirik
aragtirmanin 6zgiinliiglinii ortaya koymaktadir. Yapilan ¢alismanin sonugla-
11, alanyazina, Tiirkiye’de yasayan adolesanlarin dogal reklama etik acidan
bakis acisini degerlendirmesi itibariyle katkida bulunmaktadir. Kurgusal bir
marka igin sosyal igerik platformuna uygun olarak tasarlanan dogal reklam
tizerinden Cok Boyutlu Etik Olgegi (Reidenbach ve Robin 1990) ile adélesan-
larin etik algist 6l¢tilmdiis, cinsiyete gore karsilastirilmis ve su sonuglara ula-
silmistir: Adodlesanlar “reklam” etiketlemesinin yapilmadigr dogal reklamlar:
kendilerine kars: yapilan bir haksizlik ve adaletsizlik olarak gormemektedir.
Van Dam ve van Reijmersdal’in (2019) belirttigi sekilde, dogal reklamin eti-
ketlenmemesi addlesanlar icin sorun teskil etmemektedir. Dijital yerli olarak
kabul edilen giintimiiz ad6lesanlarinin dijital iceriklere daha asina olduklar:
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gozlemlenmektedir. Dolayisiyla ileriki aragtirmalarda dogal reklamlarin eti-
ketlenmesi konusunda adélesanlarin kayitsiz kalmalar1 derinlemesine sorgu-
lanabilir. Bu durumun arkasindaki nedenler, kalitatif arastirmalar ile aydin-
latilabilir.

Arastirma sonuglari, addlesanlarin test edilen dogal reklami etik agidan
sorunlu bulmadiklarimi ortaya koysa da, bulgular cinsiyete gére degerlendi-
rildiginde, kizlar ve erkekler arasinda anlaml bir fark ortaya ¢ikmaktadir.
Calisma, kizlarin erkeklere gére ahlaki esitlik agisindan daha duyarh oldugu-
nu gostermektedir. Kadinlarin igbirlik¢i ve esitlikci degerlerinin (Ergeneli ve
Arikan 2002) ipuglari, adolesanlik doneminde ahlaki esitlige duyarlilik olarak
karsimiza ¢ikmaktadir. Kadinlarla erkeklerin etik anlayislarimi karsilastirma-
ya yonelik arastirmalarda (Glover vd. 2002, Lund 2008, Nguyen vd. 2008, Ful-
lerton, Kendrick ve McKinnon 2013), kadinlarin erkeklere gore etik degerleri
benimsemeye daha yatkin olduklar1 gériilmektedir.

Dogal reklam igeriginin editoryal icerikle yakinsamasi, bedeli karsiligin-
da yaymlanan reklam olarak belirtilmesine iliskin kurallarin muglak olmasi,
dogal reklam tiirtiniin etik agidan elestirilmesine neden olmaktadir. Dolay:-
styla, van Noort'un (2020) ifade ettigi gibi dogal reklamlar tiiketici, reklam
veren ve medya arasinda bugtine kadar var oldugu bilinen dengesiz iligkiyi
pekistirmektedir. Sonug olarak, yakin gelecegin tiiketicileri olan adolesanla-
rin, yenilik¢i reklam tiirleri hakkinda daha fazla bilinglenmeleri, elestirel dii-
siincenin ve etik algilarinin gelistirilmesi gerekmektedir.

Bu calismanin smirliliklarindan biri faydacilik 6l¢eginin giivenirlik kat-
sayisinin arastirma Ornekleminde diistik ¢tkmasi nedeniyle degerlendirile-
memis olmasidir. Z kusaginin materyalist (Flurry ve Swimberghe 2016) bakis
agisina sahip oldugu varsayiminin faydacilik boyutunda aragtirilmas: énem-
senmelidir. Tleriki calismalarda, faydacilik 6lgeginin gelistirilmesi ve kapsam-
I1 6rneklemlerde denenmesi 6nerilmektedir.

Bir diger sinirlilik ise, calismanin niceliksel yontem kullanmasi nedeniyle
adolesanlarin etik algilarina iliskin neden ve nasil sorularina cevap verme-
mesidir. Ornegin, aragstirmada kullanilan dogal reklamin igeriginde kurgusal
marka adinin geciyor olmasi, katilimcilarin bu igerigi reklam olarak kabul
etmesine yol agmis olabilir. Bu ve buna benzer yoruma acitk konular ancak
niteliksel calismalarla derinlestirilebilir. Tleriki calismalarda benzer bir dogal
reklam ile ilgili etik algmin derinlemesine goriismelerle zenginlestirilmesi
onerilmektedir.



196 < ilef dergisi

Aragtirmanin bagka bir siirliligy ise, verilerin 2017 yilinda toplanmus
olmasidir. Dijital diinyadaki gelismelerin ¢ok hizli gerceklestigi ve pandemi
doneminde bu hizin beklenenin de tistiinde arttig: diistiniildiigiinde, bugiin-
kii kogullara gore ¢alismanin yenilenmesi faydali olabilir. Ayrica benzer bir
arastirma geng yetigkin ve yetigkinler arasinda yapilarak her iki grubun dogal
reklamlarla ilgili etik algis1 birbiriyle karsilastirilabilir.
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Bu Sayidaki Yazarlar

Alp Sahin Ciceklioglu

alpsahin@mersin.edu.tr

Lisans egitimini Karadeniz Teknik Universitesi Iletisim Fakiiltesi Gazetecilik Bolii-
miinde tamamladi. Yiiksek lisans egitimini Mersin Universitesi Sosyal Bilimler Ensti-
tiistinde tamamladiktan sonra, Mersin Universitesi Sosyal Bilimler Enstitiistinde Rad-
yo, Sinema ve Televizyon Doktora Programinda doktora egitimine devam etmektedir.
2021 yilinin Subat ayindan itibaren Mersin Universitesi Basin ve Halkla iliskiler Sube
Miidiirliigiinde gorev yapmaktadir. Yeni medya, internet haberciligi, sosyal medya ve
gazetecilik konularinda akademik calismalaria devam etmektedir.

https:/ / orcid.org/0000-0002-5983-6764
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Altug Akin

altug.akin@ieu.edu.tr

Dog. Dr. Altug Akin lisans egitimini Bogazigi Universitesi Yénetim Bilisim Sistemleri
Boliimiinde tamamladi. Isveg'te ilk olarak Kraliyet Teknoloji Enstitiisiinde Miihen-
dislik ve Yénetim Biligim Sistemleri alaninda; daha sonra Stockholm Universitesin-
de Gazetecilik alaninda yiiksek lisans egitimleri gordii. 2011 yilinda Barselona Ozerk
Universitesinde (UAB) iletisim Bilimleri alanindaki doktora egitimini tamamladi.
Doktora sonrasi ¢alismalarini Pennsylvania Universitesi (UPENN), Annenberg Ileti-
sim Okulunda gergeklestirdi. Altug Akin 2006 yilindan bu yana izmir Ekonomi Uni-
versitesi, Iletisim Fakiiltesinde gérevli. Doc. Dr. Akin ayrica Radyo Bogazici, Radyo
Eksen; Radikal ve Birgiin gazeteleri; Altyazi Sinema Dergisi, Jazz Dergisi ve Express
Dergisi gibi farkli medya kuruluslarina katkida bulundu. Isveg Ulusal Radyosunun
(SR) Tiirkge ve 1ngilizce servislerinde, BBC Diinya Servisi Ttirkge Yayinlarinda calist1.
UNICEF Tiirkiye’de Toplumsal Doniisiim ve Kalkinma odakli fletisim birimini kurdu
ve yonetti. Aralarinda UNICEF, WHO ve WWF’in de bulundugu kurumlara danisman
olarak hizmet veriyor.

https:/ /orcid.org /0000-0001-8903-5733

Asuman Ozer

asuman.ozer@yasar.edu.tr

Asuman Ozer 2012 yilinda %100 burslu olarak lisans egitimine bagladig1 Yagsar Univer-
sitesi fletisim Fakiiltesi btinyesinde bulunan Halkla Iliskiler ve Reklamcilik Boliimiin-
den 2017 y1li Haziran ayinda boliim tictinciisti ve onur 6grencisi olarak mezun olmus-
tur. Ayni y1l Yasar Universitesi fletisim Tezli Yiiksek Lisans Programinda %100 burslu
olarak yiiksek lisans egitimine baglayan Ozer, yiiksek lisans egitimi devam ederken; 3
ay siireyle Dev Ajans’ta proje sorumlusu olarak ¢alismistir. 2019 yilinda Dog. Dr. Ebru
Gokaliler damismanhiginda reklamlarda erkeklere yonelik simgesel siddet konulu te-
zini hazirlayarak yiiksek lisans egitimini tamamlamigtir. 2019 yili Eyliil ay: itibari ile
Ege Universitesi Reklamcilik Anabilim Dali Doktora Programinda doktora egitimine
baslayan Ozer, Subat 2020’den beri Yasar Universitesi Iletisim Fakiiltesi Halkla Tliski-
ler ve Reklamcilik Boliimiinde arastirma gorevlisi olarak ¢alismaktadir. Alani ile ilgili
yayinlanmis calismalari olan Ozer’in akademik ¢alisma konulari arasinda reklam, top-
lumsal cinsiyet, sosyal medya reklamcilig1 bulunmaktadar.

https:/ / orcid.org/0000-0001-6597-6563
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Ebru Uzunoglu

ebru.uzunoglu@ieu.edu.tr

[zmir Ekonomi Universitesi Halkla ligkiler ve Reklamcilik Boliimii 6gretim iiyesi Prof.
Dr. Ebru Uzunoglu, 2018’den bu yana iletisim Fakiiltesinde dekanlik gérevini yiiriit-
mektedir. Ege Universitesi {letisim Fakiiltesinde lisans, yiiksek lisans ve doktora de-
recelerini almigtir. Alaninda saygin pek ¢ok uluslararasi dergide ¢ok sayida akademik
¢aligmast yayinlanmustir. Prof. Dr. Philip Kitchen ile editérligiini tistlendigi Integra-
ted Communication in Post-Modern Era isimli kitabinin yan1 sira bir¢ok uluslararasi
kitapta boliimleri yer almistir. 2016-2017 yillari arasinda Northwestern Universitesi
Medill IMC’de misafir 6gretim tiyesi olarak ¢alismistir. Pazarlama iletigsimi, kurumsal
iletisim gibi konularin yani sira dijital medyanin pazarlama iletisimi igerisindeki rolii
aragtirma ve ilgi alanlar1 arasindadir.

https:/ /orcid.org /0000-0002-9715-8415

Hakan Erkilic

erkilichakan@gmail.com

2004 yilindan beri Mersin Universitesinde calismaktadir. Caligma alanlari, Tiirk sine-
masi, sinema ve ideoloji, sinema endiistri/ekonomi yap, dijital sinema ve belgesel
sinemadir. Bu alanlarda farkl: dergi ve kitaplarda makaleleri ile bildirileri bulunmak-
tadir. Atif Yilmaz Kisa Film Festivalinin genel yonetmenligi yapmaktadir.

https:/ /orcid.org /0000-0002-0828-3848

Nisa Yildirim

ngyildirim@gmail.com

1983 yilinda dogan Nisa Yildirim, Kadir Has Universitesi Bilgisayar Bilimleri lisans ve
Yeni Medya ytiksek lisans programlarindan mezun oldu. Post-prodiiksiyon alaninda
hareketli gériintii tasarimu ile bagladig: ¢alisma hayatina, televizyon ve internet yayin-
ahiginda cesitli gorevler alarak devam etti. Bahgegehir Universitesi Sinema ve Med-
ya Arastirmalar1 Programini tamamlayarak doktora derecesi aldi. Egitimine devam
ederken ilk kisa filmi Misafirperverler’i (2018) hayata gegirdi. 1stasyonlar adli uzun
metraj senaryosu ile 3. Denizbank Ik Senaryo Yarigmasinin birincilik 6diiltint kazan-
di. Epidemik Eros adli ilk romani 2020 yilinda yayinlandi. Yildirim Istanbul Geligim
Universitesi Tktisadi Idari ve Sosyal Bilimler Fakiiltesi Radyo Televizyon ve Sinema
Boliimiinde Dr. Ogretim tiyesi olarak caligmakta ve farkli formatlarda kurgu ve kurgu-
dis1 metinler yazmaya devam etmektedir.

https:/ /orcid.org/0000-0002-7941-4470
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Ozlem Alikilig

ozlem.alikilic@yasar.edu.tr

Prof. Dr. Ozlem Alikilig, 2007 yilindan bu yana Yasar Universitesi {letisim Fakiiltesin-
de 6gretim tiyesidir. Hollanda, Belgika, Bulgaristan, Macaristan ve Portekiz tiniver-
sitelerinde misafir 6gretim tiyesi olarak cesitli dersler vermis; AB projelerinde {ilke
koordinatorii ve egitimci olmustur. Arabuluculuk Iletisimi, Halkla iligkiler 2.0: Sosyal
Medyada Yeni Teknikler, Yeni Paydaglar adli solo kitaplarin; Corporate Social Respon-
sibility: Concepts, Methodologies, Tools, and Applications, International Services
Marketing: New Trends and Updated Terminology, Handbook of Research on Develo-
ping Sustainable Value in Economics Finance, and Marketing adli uluslararas: kitap-
larmn kolektif yazary; Insan Bilimleri Aragtirmalari, Heti@imde Post Yazilar, Kurumsal
Basariya Giden Yolda Kurum Kiiltiird, Internet Caginda Kurumsal Iletisim ve Tek-
nolojinin Pazarlama Iletisimine Etkileri adli ulusal kitaplarin kolektif yazaridir. Prof.
Dr. Alikili¢'in SSCI, Scopus, ESCI, Ulakbim ve diger alanlarda taranan makaleleri ile
uluslararasi konferanslarda sundugu bildirileri bulunmaktadir. Kurum ve kuruluslara
uzmanlik alanlari ile kurumsal egitimler vermektedir.

https:/ /orcid.org /0000-0001-6311-2622

Pinar Umul Unsal

pinarumul@ieu.edu.tr

Dr. Ogr. Uyesi Pinar Umul Unsal, izmir Ekonomi Universitesi fletisim Fakiiltesi Halkla
[liskiler ve Reklamcilik Béliimiinden fakiilte birinciligi ile mezun olduktan sonra ayn1
tiniversitenin Medya ve Iletisim Calismalari Programindan ytiksek lisans derecesini
almaya hak kazanmustir. Yiiksek lisans tez ¢alismasinda Tiirkiye’deki tiniversitelerin
internet siteleri tizerinden kurum kiiltiirti yansimalarint analiz eden Unsal, doktora
derecesini ise farkl sayisal yeterlige sahip internet kullanicilarinin dogal reklama ilis-
kin tutumlarim inceledigi tez calismasiyla Anadolu Universitesi fletisim Tasarimi ve
Yénetimi Doktora Programindan almigtir. Dr. Unsal’in ana arastirma alani dogal rek-
lamlar olup, diger akademik ilgi alanlar1 arasinda dijital reklamcilik, iletisim teknolo-
jileri ve pazarlama iletisimi yer almaktadir.

https:/ /orcid.org/0000-0001-6350-6824
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Recep Unal

recepunal@mersin.edu.tr

Lisans egitimini Marmara Universitesi Iletisim Fakiiltesi Radyo, Televizyon ve Sinema
Boliimiinde tamamladi. Yiiksek lisans egitimini Mersin Universitesi Sosyal Bilimler
Enstitiisiinde ve doktora ¢alismalarin1 Marmara Universitesi Sosyal Bilimler Enstitii-
stinde 2009-2015 yillar1 arasinda tamamladi. 2007 yilindan bu yana Mersin Universi-
tesi Tletisim Fakiiltesi Radyo, Televizyon ve Sinema Boliimii'nde gérev yapmaktadir.
Yeni medya, radyo ve televizyon haberciligi, internet haberciligi, sosyal medya ve mo-
bil habercilik konularinda akademik calismalarina devam etmektedir.

https:/ / orcid.org/0000-0001-6181-6255

Selin Tiirkel

selin.turkel@ieu.edu.tr

Doc. Dr. Selin Tiirkel, izmir Ekonomi Universitesi iletisim Fakiiltesinde dekan yardim-
cis1 ve Halkla Tligkiler ve Reklamcilik bsliim bagkani olarak gérev yapmaktadir. Istan-
bul Bilgi Universitesi Halkla ili§kiler, Reklamailiktan lisans, Izmir Ekonomi Universi-
tesi Isletme Yonetimi programindan yiiksek lisans ve Ege Universitesi Halkla fligkiler
ve Tanitimdan doktora derecesini almigtir. Dog. Dr. Tiirkel halkla iligkiler, pazarlama
iletisimi arastirmasi, kurumsal sosyal sorumluluk ve gontilliiliik dersleri vermekte ve
kurumsal iletisim, kurumsal sosyal sorumluluk, pazarlama iletisimi aragtirmalar: gibi
konularda akademik galismalar gergeklestirmektedir. Public Relations Review, Cor-
porate Social Responsibility and Environmental Management, Corporate Communi-
cations: An International Journal ve Turkish Review of Communication Studies gibi
akademik dergilerde eserleri bulunmaktadir.

https: / /orcid.org /0000-0002-6590-5607

Sema Misci Kip
sema.misci@ieu.edu.tr

Dog. Dr. Sema Misci Kip, izmir Ekonomi Universitesi Halkla iligkiler ve Reklamcilik
Boliimtinde pazarlama iletisimi ve reklamcilik alaninda dersler vermektedir. Arastir-
ma alanlar1 pazarlama iletisimi, reklamcilik, sosyal medya ve web siteleri olan Dog. Dr.
Sema Misci Kip’in, Qualitative Market Research, Journal of Business Research, Corpo-
rate Communications: An International Journal, Public Relations Review, Internatio-
nal Journal of Information Management, Global Media Journal, Journal of Marketing
Communications ve Tiirkiye Tletisim Arastirmalari gibi dergilerde yazilar1 ve makale-
leri yayinlanmusgtr.

https:/ / orcid.org/0000-0002-0285-4777
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Senem Duruel Erkilig

sduruelerkilic@gmail.com

Istanbul’da dogdu. Mimar Sinan Universitesi Sinema-TV Boliimiinden 1993'te mezun
oldu. Cesitli reklam, dizi ve sinema filmlerinde gorev aldi. Kisa film ve belgesel yonet-
menligi yapti. Yiiksek lisansim 1997 yilinda ABD’de Chapman University, Film and
TV Production alaninda, sanatta yeterligini Mimar Sinan Universitesi Sinema-TV Bo-
ltimiinde 2002 yilinda tamamladi. 2008 yilinda Dogent, 2013 yilinda Profesér unvani
ald1. 2004’ten beri Mersin Universitesi fletisim Fakiiltesi Radyo, Sinema ve Televizyon
Boliimiinde gretim tiyesidir. Tiirk sinemasi, sinema-tarih ve bellek, sinema-toplum,
sinema-mekan iligkisi ve sinema dili alanlarinda ¢alismalarini stirdiirmektedir. Cesitli
derleme kitaplarda ve akademik dergilerde makaleleri bulunmaktadir. Tiirk Sinema-
sinda Tarih ve Bellek (2014) adl kitabin yazaridur.

https:/ /orcid.org /0000-0003-2053-4635
Zeynep Aksoy

zeynep.aksoy@ieu.edu.tr

Dr. Ogr. Uyesi Zeynep Aksoy, Istanbul Universitesi Tktisat Fakiiltesi Uluslararas fliski-
ler Boliimiinden 1996 yilinda mezun oldu. Halkla ligkiler ve Tanitim Anabilim Dalin-
da ytiksek lisans (2009) ve doktora dereceleri (2013) ald1. 2016 yilinda TUBITAK burs-
lusu olarak Amsterdam Universitesi-Amsterdam School for Regional, Transnational
and European Studies’de doktora sonrasi arastirma ¢alismalar1 gergeklestirdi. Aras-
tirma ilgi alanlarinin baginda kiilttirlerarasr iletisim, kimlik ve aidiyet gibi konular ile
saglik iletisimi bulunmaktadir. Halen Izmir Ekonomi Universitesi Halkla iliskiler ve
Reklamcilik Boliimiinde 6gretim tiyesi olarak gorev yapmaktadir.

https:/ /orcid.org/0000-0002-0297-0372
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Yazi Teslim Kurallari
ve Yayin surec

1. Yayimlanmak tizere gonderilen yazilar 6ncelikle Edit6r tarafindan amag, konu,
igerik ve yazim kurallar1 agisindan incelenir. Bu yonleriyle uygun bulunanlarin
yazar adlar1 gizlenir ve Edit6r ve / veya Yayin Kurulu tiyelerinin goriisii dogrultu-
sunda, bilimsel bakimdan degerlendirilmek tizere, alaninda eser ve galismalariyla
kabul gérmiis iki hakeme gonderilir. Hicbir sekilde hakemlere yazar ad: gonderil-
mez, yazarlara hakem adi agiklanmaz.

2. Hakem raporlar iki yil stireyle saklanir. Hakem raporlarindan biri olumlu, dige-
ri olumsuz oldugu takdirde, yaz: tigiincii bir hakeme gonderilebilir veya Yayin
Kurulu nihai kararini raporlar tizerinden verebilir. Yazarlar, hakemlerin ve Yayin
Kurulu'nun elestiri, 6neri ve diizeltme taleplerini dikkate alirlar.

3. Dergiye gonderilecek yazilar, dipnotlar ve kaynakga dahil 8000 s6zciigii gegmeme-
lidir.
4. Dergiye gonderilecek yazilara ortalama 150 sdzciikten olusan 6zet, 5 anahtar séz-

ciik ve bagliklar Tiirkge ve Ingilizce olarak eklenmelidir.

5. Yaziya ek olarak yazarin kisa biyografisi ve iletisim bilgileri génderilmelidir.

http:/ilefdergisi.ankara.edu.tr
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11.

12.

13.

14

15.
16.
17.

Gonderilen metinde yazarin kimligini ifsa edecek ibarelerden kacinilmas: gerek-
mektedir.

Yazi teklifleri yazarin ads, ¢alismanin ads, ¢alismanin tek ctimlelik 6zetini igeren bir
ileti ile gonderilmelidir.
Yazi teslimi ve dergiyle ilgili her tiirlii iletisim igin editor@ilefdergisi.org adresi

kullanilabilir.

ILEF Dergisinde yer alacak tiim yazilarin metin ici referanslar1 ve kaynakgalart
Chicago Referans Formati'na uygun olarak gosterilmelidir. Bunun i¢in Kaynak
Gosterme Formati sayfamiza bakabilirsiniz.

Yazida kullanilan bagliklar kisa ve net olmalidir.

Yazilar doc ya da docx uzantili dosyada Times New Roman yaz: tipinde, 12 punto
ve ¢ift satir araligiyla yazilmalidir. Dipnotlar 9 punto ve tek satir araligiyla yazil-
malidir.

Yazinin ana baglig1 ve ara bagliklar, kalin ve sozciiklerin ilk harfleri biiyiik olmali-
dur.

40 sozciigii gegen alintilar, paragraftan bir santim igerde, blok halinde, tek satir
araliginda ve 11 punto ile yazilmalidir.

. Alint1 yapildig1 durumlarda kaynaklar, tablo ve figtirlerin altina yazilmalidir.

Yayina hazir eserler i¢in yazardan onay alinir.
Her bir yazara derginin basili kopyasindan birer adet goénderilir.

Yukaridaki kurallara uymayan yazilar, gerekli diizenlemeler yapildiktan sonra de-
gerlendirme stirecine kabul edilir.
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Kaynak Gosterme Formatr

Referans Kurallari

Metinler Chicago formatinin author-date sistemine gore diizenlenmelidir. Metin igin-
de atiflar yazarin ya da yazarlarin soyads, eserin yayin tarihi ve sayfa numaras: sek-
linde gosterilmelidir. Metine eklenecek notlar ise sayfa sonunda dipnot olarak veril-
melidir. Calismanin sonunda atif yapilan eserleri iceren kaynakca alfabetik siraya gore

olusturulmalidir.
Kitap
Tek yazar

Metin icinde
(Kiglal1 2011, 55)

Kaynakcada
Kislali, Ahmet Taner. 2011. Siyaset Bilimi. Ankara: Imge Kitabevi.

iki ya da daha fazla yazar

Metin icinde
(Horkheimer ve Adorno 2014, 125-27)

(Hall vd. 2005, 96)
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Kaynakcada

Horkheimer, Max ve Theodor W. Adorno. 2014. Aydinlanmanin Diyalektigi.
Cevirenler Nihat Ulner ve Elif Oztarhan Karadogan. Ankara: Kabalct

Yayevi.
Hall, Stuart, Doothy Hobson, Andrew Lowe ve Paul Willis. 2005. Culture Media
Language. New York: Routledge.
Kitap Bolimiui
Metin icinde
(Atilgan 2015, 291-92)
(Hall 1993, 80)

Kaynakcada
Atilgan, Gokhan. 2015. “ideoloji.”Siyaset Bilimi iginde, editérler Gokhan Atilgan
ve E. Atilla Aytekin, 285-98. Istanbul: Yordam Kitap.

Hall, Stuart. 1993. “Ideolojinin Yeniden Kesfi: Medya Calismalarinda Baski Al-
tinda Tutulanin Geri Déntisii.” Ceviren Mehmet Kiigiik. Medya Iktidar Ideoloji
i¢inde, editér Mehmet Kiigiik, 77-127. Ankara: Ark Yaymevi.

E-kitap, Cevrimici Kaynaklar

Cevrimici olarak referans gosterilen kitaplar icin, referans URL veya veri tabaninin
adin ekleyiniz. Diger e-kitap ttirleri i¢in format1 adlandiriniz. Sayfa numaralar: yoksa
metinde bir b6liim baslig1 ya da boliim gosterilebilir.

Metin icinde
(Mutlu 2008, 123-28)

(Kurland and Lerner 1987, bolim 10, belge 19)

Kaynakcada
Mutlu, Erol. 2008. iletisim Sozltigi. Ankara: Ayrag. Kindle.

Kurland, Philip B. ve Ralph Lerner, ed. 1987. The Founders’ Constitution. Chicago:
University of Chicago Press.

http:/ /press-pubs.uchicago.edu/founders/.

Dergi Makalesi

Metin icinde
(Karagoz-Kizilca 2016, 81)

Kaynakcada
Karag6z-Kizilca, Giil. 2016. “Osmanli/ Tiirk Basin Tarihi Yazimi Uzerine Elestirel

Bir Degerlendirme.” flef Dergisi 3 (1): 71-90.
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Online dergi

Varsa DOI (Digital Object Identifier) numarasini belirtiniz. DOI numarasi yoksa URL
adresine yer veriniz.

Metin icinde
(Isik ve Esitti 2016, 656-57)

Kaynakcada

Isik, Mehmet ve Sakir Esitti. 2016. “I. Diinya Savasi Propaganda Afislerinde
Kadin Temsillerinin Toplumsal Cinsiyet Baglaminda Gostergebilimsel
Incelenmesi.” Ankara Universitesi SBF Dergisi 70, no. 3 (Giiz): 655-82.
https:/ /doi.org/10.1501/SBEder_0000002366.

Isik, Mehmet ve Sakir Esitti. 2016. “I. Diinya Savagsi Propaganda Afislerinde
Kadin Temsillerinin Toplumsal Cinsiyet Baglaminda Gostergebilimsel
Incelenmesi.” Ankara Universitesi SBF Dergisi 70, no. 3 (Giiz): 655-82.

http:/ /dergipark.ulakbim.gov.tr / ausbf/article / view / 5000149467.

Gazete ya da Popiiler Dergide Makale

Metin icinde
(Cevikgoz 2016)

(Diindar 2016, 11)

Kaynakcada
Cevikgoz, Unal. 2016. “Kent ve Go¢.” Radikal, 8 Subat 2016.
http: / /www.radikal.com.tr / vazarlar /unal-cevikoz / kentler-ve-

goc-1506875/.

Diindar, Can. 2016. “Sevgili Cumhuriyet Okuru Bugiin 8 Subat Pazartesi.”
Cumhuriyet, 8 Subat 2016.

Yayimlanmamis Tez

Metin icinde
(Akgay 2015, 99-100)

Kaynakcada

Akgay, Ebru. 2015. “Edebi Edebiyata Kars1 Edepli Edebiyat: Hidayet
Romanlarinda Propaganda Unsurlarinin Incelenmesi.” Yiiksek lisans
tezi, Ankara Universitesi.

Web sitesi

Yayimlanma veya gozden gegirme tarihi listelenmeyen bir kaynak icin y1l yerine t.y.
(“tarih yok”) kullamlmalidir. Bununla birlikte erisim ya da son degisim tarihi eklen-

melidir.
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Metin icinde
(Google 2019)

(Ankara Universitesi iletisim Fakiiltesi, t.y.)

Kaynakcada

Google. 2019. “Gizlilik Politikas1.” Gizlilik ve Sartlar. Son degisim tarihi 22 Ocak
2019.
https: / /www.google.com /policies /privacy/.

Ankara Universitesi fletisim Fakiiltesi. t.y. “Ankara Universitesi fletisim
Fakiiltesi Hakkinda.” Erigim tarihi 1 Nisan 2019.
http:/ /ilef.ankara.edu.tr / fakulte-hakkinda/ .

Daha fazla ayrinti ve ingilizce makaleler igin bkz:

For more detailed and English article usage, refer to The Chicago Manual of Style
Author-Date,
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Paper Submission Rules
and Publication Process

1. The submitted manuscript is assessed by the journal editor for an initial decision.
If the manuscript is regarded as suitable for the journal, then it is sent to two peer-
reviewers competent in the relevant field of study, providing the anonymity of the
author.

2. Peer-reviews are archived for two years. If only one of the peer-reviews are posi-
tive, the manuscript can be sent to a third peer-reviewer, or a final decision can be
made by the editorial board regarding the peer-reviews.

3. The manuscript should be no more than 8000 words including the citations and
the bibliography.
4. An abstract consisting of at most 150 words and 5 keywords in English and Turkish

should also be provided with the manuscript.

5. Ashortbiography and the contact information of the author should also be submit-
ted.

6. Any indication that could expose the identity of the author should be avoided.

7. Submissions should be attached to a mail including the name of the author, the
name of the article and a one-sentence summary of the manuscript.

http:/ilefdergisi.ankara.edu.tr

ilef dergisi » © 2021 » Ozel Say/ » giiz/autumn: 219-221
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10.
11.

12.

13.

14.
15.
16.
17.

For further communication please contact editor@ilefdergisi.org.

All citations should be made using Chicago-Style 16th Edition: http://www.chicago-
manualofstyle.org/home.html.

The titles and section-headings in the manuscript should be brief and clear.

The manuscript should be typed in Times New Roman, 12 pt with double-spacing.
The endnotes should be in Times New Roman, 9 pt with single-spacing. The manu-
script should be sent in .doc or .docx formatted files.

The main title of the manuscript should be written in capital bold letters. The sec-
tion-headings should be written in bold letters with only the first letters of the
words capitalized.

If quotations have more than 40 words, a block quotation should be used. The
quotation should begin on a new line and it should be indent 1 cm. from the left
margin. The entire quotation should be 11pt with single-spacing.

The source should be indicated below the cited table/figure.
The author is asked for a final approval prior to publication.
A printed copy of the journal is sent to authors.

Manuscripts that do not comply with these requirements can be accepted for eval-
uation only after necessary changes are made.
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Reference Style

Ilef Journal’s documentation style follows The Chicago Manual of Style, chap. 15. Man-
uscripts should be prepared according to Chicago Author-Date system with footnote.
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