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SUNUS

Izmir Ekonomi Universitesi Iletisim Fakiiltesi ev sahipliginde Iletisim Fakiiltesi Dekanlar1 Konseyi (ILDEK)
ve Iletisim Arastirmalari Dernegi’nin (ILAD) isbirligi ile 26-28 Ekim 2020 tarihlerinde 2. Uluslararasi Dijital
Cagda lletisim Sempozyumu’nu ¢evrimici olarak gerceklestirdik. Sempozyumda, Siireklilikler ve Kesintiler
temasiyla, iletisim alaninin farkli disiplin ve yaklasimlarindan gelen pek c¢ok arastirmaci bir araya geldi.
Belirlenen temaya iligkin tartigmalarin, gliniimiiz toplumlarint ve bu toplumlara ickin iletisim siire¢lerinin
dinamiklerini daha iyi anlamak ve yorumlamak i¢in 6nemli oldugu inanciyla yola ¢iktik. Son yillarda, yeni
iletisim teknolojilerinde tanik oldugumuz gelismeler ve ortaya ¢ikan yeni medya ekolojileri bu goriisiimiiziin
temelini olusturmaktaydi. Sempozyumun organizasyon siirecinde ortaya ¢ikan kiiresel Covid-19 salgin ise,
simdiye dek soyut 6onermeler seklindeki bu tartismalari, bir anda giinliik hayat pratikleri haline doniistiirdii.

Cevrimi¢i ortamda ger¢eklesen sempozyum, yeni iletisim pratiklerinin ve teknolojilerinin ne denli vazgegilmez
oldugunun; dijitallesme ve sanal etkilesimli yasam bi¢imlerinin giin gegtikce hayatimizda daha fazla yer
edineceginin bir kaniti oldu. Diizenleme Kurulu {iyeleri ve katilimcilarin birgogu i¢in yeni olan gevrimigi
sempozyum deneyimi, farkli disiplinlerden ve farkli cografi konumdan ¢ok sayida bilim insaninin katilimiyla
basariyla tamamlandi. Iletisimin farkli alanlarindan, halkla iliskiler ve reklamcilik, medya, kadin ¢alismalari,
saglik iletisimi, sinema ve dijital medya ile donemin geregine uygun olarak Covid-19 salginini kapsayan genis
bir yelpazede toplam 27 paralel oturum gergeklestirildi. Azerbaycan, Kanada, Yunanistan ve Kuzey Kibris ile
birlikte iilkemizin pek ¢ok iletisim fakiiltesinden toplam 130 akademisyenin katildig1 etkinlikte 107 bildiri
sunumu yer aldi. Sempozyumda, uluslararasi alanda 6nde gelen akademisyenlerden Prof. Dr. Guda van Noort,
Prof. Dr. Philippe Meers ve Dr. Ece Algan davetli konugsmac olarak yer aldi. Ayrica bilimsel yaymn yapma
konusunda Akademik Yayncilik 6zel paneli diizenlendi. Tamami ¢evrimigi olarak yiiriitiilen sempozyumun,
iletisim alaninin gelisimine katkisinin yani sira yakin gelecekte sikca deneyimleyecegimiz sanal gergeklik ve

artirllmug gergeklik gibi ileri teknolojilerle yiiriitiilecek bilimsel etkinliklerin habercisi olduguna inaniyoruz.

Sempozyumun gergeklestirilmesinde katkida bulunan iletisim fakiilteleri dekanlarina, bilim kuruluna,
bildirileriyle katki veren akademisyenlere, hakemlere, oturum baskanlarina ve diizenleme kurulunda gérev alan
ve biiyiik bir 6zveriyle ¢alisan meslektaslarimiza tesekkiirlerimizi sunariz.

L o A

Prof. Dr. Ebru Uzunoglu Prof. Dr. Aysel Aziz
Izmir Ekonomi Universitesi ILAD Baskani

Iletisim Fakiiltesi Dekani
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Foreword

As the Faculty of Communication at izmir University of Economics, we have organized the 2"d International
Communication in a Digital Age Symposium on 26-28 October 2020, with the collaboration of the Deans
Council of Communication Faculty (ILDEK) and The Communication Research Association (ILAD). With the
symposium theme (dis)Continuities, we set off to bring together researchers from different paradigms and
disciplines, believing that discussions on issues of continuities and changes would contribute to our
understanding of the communication processes inherent to contemporary societies. The developments we have
been witnessing in recent years in communication technologies and the new media ecologies that stem from
them formulated our basis for choosing this theme for the symposium. The Covid-19 global pandemic that
emerged in the midst of the organization transformed our abstract and theoretical concerns into an integral part

of our actual everyday life practices.

The symposium that took place on an online environment convinced us all once again how indispensable new
communication technologies and practices have become, all the while proving that digitalization and virtual
forms of socialization are to become ever more present in our lives. Despite the online symposium experience
being a new one for almost all of the organizing committee members and the participants, it was a successful
event with the involvement of a large number of researchers from around a variety of different geographies. A
total of 27 panels have been organized on a large variety of topics that included public relations and advertising,
media studies, women’s studies, gender studies, health communication, cinema and digital media studies, and
of course, related to the current conjuncture, the Covid-19 pandemic. 130 academics joined the symposium with
107 presentations from Azerbaijan, Canada, Greece, T.R.N.C. and many communication faculties from Turkey.
Internationally renowned researchers Prof. Dr. Guda van Noort, Prof. Dr. Philippe Meers and Dr. Ece Algan
joined the symposium as keynote speakers. Furthermore, a special Academic Publishing Panel has been
organized where the struggles, processes and guidelines of academic publishing have been discussed. We truly
believe that this symposium, which was realized fully on an online environment, will contribute to the
development of the field of communication studies and will be the forbearer of many more academic activities
that we will realize in the near future through contemporary technologies such as virtual reality and augmented

reality.

We offer our thanks to all those who have contributed to this event, including the deans of the communication
faculties who have supported the symposium, the scientific committee, academics who have contributed with
their presentations, referees, panel chairs, and our colleagues who have worked in the organization committee

with the utmost devotion.

Ll & A

Prof. Dr. Ebru Uzunoglu Prof. Dr. Aysel Aziz
Izmir University of Economics President, ILAD

Dean, Faculty of Communication
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ONCEDEN ORGANIZE EDILMIS PANEL / Pre-organized Panel

TURKIYE SINEMA CALISMALARINDA DiJITAL YONTEM VE ARACLAR

Oturum baskani: Serkan Savk

Panel tanimi

Literatiirde “dijital doniis” (Nicholson 2013) olarak bilinen teknolojik ve kiiltiirel dijitallesme siireci, bagka
bir¢ok alan gibi sinemay1 da derinden etkilemektedir. Filmlerin iiretim, dagitim, izlenme ve arsivlenme siiregleri
hizla dijitallesirken, sinema arastirmacilart da artan oranda dijital yontem ve araclardan yararlanmaktadirlar.
Insani bilimlerin baska alanlarinda kullanilan cografi bilgi sistemleri, veri madenciligi, ag analizi, metinsel
kodlama, veri gorsellestirme, kitlekaynak, veri maratonu ve dijital kiiratorliik gibi yontemler ve bu yontemlerin
uygulanmasini saglayan araglar, sinema tarihgilerini de cezbetmektedir. S6z konusu yontem ve araglar, heniiz
sinirli olmakla birlikte Tiirkiye sinema tarihine iligkin ¢alismalarda da kullanilmaya baslanmistir.

Sinema arastirmacilart ve profesyonelleri arasinda sinemada dijital yontem ve araglarin kullanimina iligkin ya
derin bir kusku ya da biiyiik bir olumlama hakimdir. Kuskucular, mesleklerinin makine ve yazilimlar tarafindan
devralinacagy, alandaki elestirel derinligin yitirilecegi ya da veri setlerine doniistiiriilemeyen konularin tamamen
ihmal edilecegi gibi elestiriler ifade ederlerken olumlayicilar, dijitallesmenin en genis anlamiyla alan
Ozgiirlestiren ve demokratiklestiren bir etki yarattigini savunmaktadirlar. Dikkat ¢ekici olan, benzer endige ve
ovgiilerin farkli baglamlarda hem arastirmacilar hem de sinema profesyonelleri tarafindan ifade edilmesidir.

Bu panel, iki amag etrafinda organize edilmistir. Birinci amacimiz, farkli yontem ve araglarin Tiirkiye
sinemasina iligkin aragtirmalarda nasil kullanildigim rneklemektir. Ikinci amacimiz, dijital ydntem ve araglarimn
onemini salt kusku ya da ovgii yerine, epistemoloji ekseninde daha elestirel ve gergekei bir baglamda ele
almaktir. Boylece hem Tiirkiye sinema tarihine hem de Tiirkiye’deki giincel sinema pratigine dijital yontem ve
araclar 15181nda bakmay1 hedefliyoruz. Paneldeki dort bildiriden {igii, sinema tarihinin seyir, tislup ve yapim
gibi farkli katmanlarina odaklanmakta, bu amagla farkli yontem ve araglardan yararlanmaktadir. Birinci bildiri,
konvansiyonel ve dijital yontemlerin bir arada kullanilmasimi 6nermektedir. So6zlii tarih ve mikro-tarih
caligmalarinin, cografi kodlama yontemleriyle bir arada kullanildig1 bu arastirmada, sinema salonlarinin kent
mekanindaki dagilimi ele almmaktadir. ikinci bildiri, literatiirdeki dénemlendirme sorununu yeniden ele
almakta ve bu amaca yonelik olarak film iislubunun istatistiksel analizine bagvurmaktadir. Dérdiincii bildiri, ag
analizi ve veri gorsellestirmesine iligkin yontem tartigmasi yiriitmekte ve bir 6rnek vaka olarak Yesilgam
endiistrisine odaklanmaktadir. Ugiincii bildiri ise, dogustan dijital filmler 6rneginde, arsiv konusunu ele
almaktadir. Arsivler s6z konusu oldugunda dijitallestirme, ¢ogunlukla eski pelikiil filmlerin dijital ortama
aktarilmas1 anlamina gelmektedir. Ancak, dogustan dijital filmlerin nasil arsivlenecegi konusunda biiyiik bir
belirsizlik hakimdir. Kendisi de tiim filmlerini dijital olarak iireten bir yonetmen olan yazar, Walter Benjamin’in
arsiv nosyonundan hareketle dogustan dijital filmlerin arsivlenmesi konusunu tartigmaktadir.
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DIGITAL METHODS AND APPROACHES IN TURKISH CINEMA STUDIES

Chair: Serkan Savk

Panel description

The technological and cultural digitalization process known as the “digital turn” in the literature, influenced
cinema profoundly, like many other fields. Film scholars use digital tools and methods in an increasing way
while films are produced, distributed, viewed and archived digitally. Digital methods and tools related to the
execution of these methods that are used in Humanities, attract cinema historians, as well. Recently, these
methods and tools are used in the studies on the history of cinema in Turkey.

Cinema historians and professionals either express skepticism or affirmation regarding the use of digital
methods and tools. While skeptics claim that digital tools will take over their profession, the field will lose its
critical depth or subjects which cannot to translated into data sets will be neglected, the affirmers attribute a
democratizing and emancipating role to these digital tools. What is noteworthy is, similar skeptical and/or
affirmative thoughts are expressed both by cinema scholars and professionals in different contexts.

This panel is organized with two main goals. Our first goal is to demonstrate the usage of different digital
methods and tools in the studies on Turkish cinema. Our second goal is going beyond mere skepticism or
affirmation and rather to discuss the importance of digital methods and tools in a critical and realistic way by
focusing on epistemological issues. By doing so, we will deal both with the history and actual practice of
filmmaking in Turkey under the light of digital methods and tools. Three of the four papers in the panel, deal
with different layers of cinema history such as viewing, style and production, hence they use different methods
and tools. The first paper suggests using conventional methods along with digital ones. This study focuses on
the distribution of movie theaters in urban space by combining oral history, micro-history and geo-location
methods. The second paper revisits the periodization issues in the literature by using statistical analysis of film
style. The fourth paper conducts a methodological discussion regarding network analysis and data visualization
by focusing on Yesilcam history as a case study. The third paper in the panel, deals with the issues of archiving
in the case of born digital films. Often times, digitalization means the transfer of pellicule films to digital
formats. However, the issue of archiving born digital films remains ambiguous. As a director who has produced
all of his feature films in digital media, the author discusses the archiving of born digital films by focusing on
the archive notion of Walter Benjamin.
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YENIi/YEREL SINEMA TARIHI CALISMALARINDA SAYISAL YONTEMLER:
MEKANI VE HAFIZALARI HARITALAMAK

Aydin Cam', ilke Sanler Yiiksel’

Bu ¢alisgmanin konusu, Yeni Sinema Tarihi yaklasimindan hareketle Adana sinemalarinin, bilinen ilk film
gosteriminin gergeklestirildigi 1902 yilindan bugiine ulasan tarihinin, sayisal arsiv taramalari, etnografik saha
aragtirmalari, sozIi tarih galismalart ve sayisal haritalama araciligiyla arastirilmasidir. Yeni Sinema Tarihi
yaklagimi, sinema tarihini arastirmak igin geleneksel tarihyazimi araglarindan farkli bigimde, gosterim
programlari, sinema biiltenleri ya da yerel arsivler gibi yeni kaynaklarin taranmasini; gosterim mekanlarina ve
sinemaya gitme deneyimine dair sozlii tarih ve mikro-tarih ¢caligmalarini; veritabanlarimin bilgisayimsal analizi
(computational analysis) ve Cografi Bilgi Sistemleri (Geographic Information System - GIS) araciligiyla
haritalama ve rotalama gibi, yenilik¢i arastirma yaklasimlarini ve yontemlerini 6nermektedir. S6ziinii ettigimiz
onermelerden hareketle bu ¢aligmada, tarih boyunca Adana’da faaliyet gosteren 150 kadar acik hava ve salon
sinemasi ile sinema kompleksi sayisal olarak haritalanmistir. Haritalamadan kasit, tiim bu sinema isletmelerinin
kiiresel konumlarinin belirlenerek, sehrin donem haritalarinin iizerine sayisal olarak isaretlenmesidir.

Daha 6nce gergeklestirilen bir aragtirmada (Cam, 2018) goriildiigii gibi, Adana’da faaliyet gésteren sinema
isletmelerinin birgogunun ticari tescilleri dahi yapilmamistir. Adana Ticaret Odas: tarafindan ticari tescilleri
yapilan isletmelerin cogunun ise ya adres bilgileri acik degildir ya da bu bilgiler giincelligini yitirmistir. Ustelik
mevcut sehircilik politikalart ve sehir uzaminin doniisiimiiniin dramatik boyutlart diisiinildiigiinde, bu
isletmelere ait kiiresel konum ve adres bilgisinin haritalanarak korunmasi daha da 6nem kazanmaktadir. Bu
baglamda sinema isletmelerini haritalamak, sehir cografyasinin giinden giine degistigi/doniistiigii bir donemde
hem ortak hafizay1 canlandirmakta hem de bu hafizay1 kaydetmenin yolunu agarak gegmisin bilgisini gelecege
tagimaktadir. Bununla beraber, arastirmada ulasilan sinema isletmelerine dair veri ve harita bilgisiyle bu
isletmelerin mekansal dagilimi ve yogunlasmasi goriiniir hale getirilerek, gegmisten bugiine sehrin kamusal
alaninin ya da toplumsal, kiiltiire] mekanlarinin doniistimiine dair yeni tartigmalara olanak tanimasi da
caligmanin amagclar1 arasindadir.

Anahtar sozciikler: Adana sinema tarihi, haritalama, cografi bilgi sistemleri, karma yontem, kentsel bellek
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DIGITAL METHODS ON NEW/LOCAL CINEMA HISTORY STUDIES: MAPPING THE
SPACE AND THE MEMORIES

This study aims to search the history of Adana cinemas since 1902, when the first known screening is realized,
through the digital archival research, ethnographic field researches, oral history studies, and digital mapping by
following the New Cinema History approach. The New Cinema History proposes a series of innovative research
approaches and methods, which are quite different from the traditional/conventional historiography tools to
study the cinema history, such as searching the screening programs, cinema bulletins, and/or local archives;
oral history and micro-history studies on cinema venues and cinemagoing experiences; computational analysis
on databases; mapping and routing by Geographic Information Systems (GIS). By following these propositions,

' Dog. Dr., Cukufova Universitesi, iletisim Fakiil_tesi, Radyo, Televizyon ve Sinema Boliimii, acam@cu.edu.tr
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almost 150 open-air cinemas, cinema venues, and cineplexes which are operating in Adana throughout its
history are digitally mapped. The mapping can be defined as determining the global positions of all these cinema
enterprises and digitally marking them on the city’s historical maps.

As a previous study (Cam, 2018) shows many cinemas which were operating in Adana have not even officially
registered. Furthermore the address information of most of the cinemas registered by the Adana Chamber of
Commerce is either not stated clearly or outdated. Moreover, considering the current urban policies and the
dramatically transformed city space, it becomes more important to map, therefore to protect the global locations
and address information of these places. In this context, mapping the cinema places as a methodology both
revives the shared social memory and transfers the knowledge of the past to the future by opening new paths to
inherit and recover the memory in times of changes. In addition, we also aim to lead possible new discussions
on the transformation of the public sphere or city’s social and cultural spaces, by making the spatial distribution
and concentration of these enterprises visible through the (digital) data and mapping.

Keywords: Cinema history of Adana, mapping, geographic information systems, mixed methodology, urban
memory
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TiYATROCULARDAN SINEMACILARA KANUN NAMINA (1952): GORSEL USLUP VE
DONEMLENDIRME SORUNU UZERINE

Cagri inceoglu'

Uslup ya da bicem sinema sanatinda da son derece belirleyici bir unsurdur. Gérsel iislup, bir sanat olarak filmin
merkezinde bulunur. Dénemsel olarak filmler arasindaki ortak yonler yalnizca anlatilarda degil, {islupta da
ortaya ¢ikar. Belli bir zaman ve mekana ait filmler her seyden dnce benzer iisluplariyla dikkati ¢eker. Diger bir
deyisle, sinemada anlatimi da bigimlendiren iislubun, yonetmenin kisisel tercihleri kadar, zamanin ve
cografyanin kendine 6zgii sinemasal uylasimlari ile de sekillendigi goriilmektedir. Tarihi kategorilestirme ve
degerlendirme tarzimizin bir yansimasi olarak ele alinabilecek olan dénem diigiincesi ve pratigi, Tiirk sinema
tarihi yaziminda da kendini gostermektedir. Tarihi anlamlandirmada elverisli bir ara¢ olarak yararlanilan
donemlendirme, 6ziinde farklilasma ve kopus gibi temalara dayanmaktadir. Bu ise beraberinde birtakim
sorunlari da getirmektedir. Ciinkii tarihte baskin olan kavram kopus degil siire¢, degisim ya da doniistimdiir.

Tiirkiye’de sinema tarihi arastirmalarinda filmler, estetik agidan ¢ogunlukla gézleme ve bellege dayanilarak
genel Ozellikleri bakimindan ele alinmakta ya da tarihsel, toplumsal, ekonomik ve siyasal baglamlari iginde
degerlendirilmektedirler. Filmi, s6z konusu baglamlardan soyutlanmis kapali bir sistem olarak gérmek ne kadar
yanligsa, onu bir aragsallik igine hapsetmek de yapitin estetik degerini tartmak igin yetersiz kalmaktadir.
Filmlerin tislup oriintiileri ve tarihsel doniisiim iliskisi heniiz yeterince incelenmemistir.

Bu ¢aligmanin amact, 1950°1i yillarin baginda Tiirkiye’de sinemanin neredeyse “ilkel” olarak tasvir edilegelmis
ve “tiyatrocu” olarak bilinen yonetmenlerin filmleri ile “yeni” ya da “sinemaci” olarak nitelenen yonetmenlerin
bir grup filmini, islup agisindan niceliksel bir analize tabi tutarak yenilik ve donemlestirme iddiasini sinamaktir.
Bu nedenle, sinema literatiiriimiizde bu yeni donemin habercisi olarak bilinen Kanun Namina, analizde merkezi
bir rol oynayacaktir. Akad’in filmi, hakim anlayista, Tiyatrocular ve Gegis Donemi olarak tanimlanan yillarin
kapanmasi, Sinemacilar adiyla anilan yeni bir donemin baslamasinda son derece dnemli kabul edilmektedir.
Caligma, farklilik, yenilik ve donemlestirme tartigmalariin nesnellesmesine katkida bulunacaktir.

Bunun i¢in 6ncelikle istatistiksel iislup analizi yonteminden yararlanilacak olup, bu yontem giiniimiiz sinema
aragtirmalarinda kullanilan dijital araglardan Cinemetrics yoluyla uygulanacaktir. istatistiksel analiz yontemi,
yalnizca gbzleme dayali olmasina karsin yazardan yazara aktarilmis yerlesik bircok inanisi sinama imkani
vermektedir. Cinemetrics ise hareketli goriintii analizinde kullanilan diger modern araglarla birlikte dijital insan
bilimlerinin de bir parcasi olmaktadir.

Bu yontemle, 1951 — 1953 yillar arasinda gergeklestirilen on film ¢ekim uzunluklari, kesme hizi ve gergeveleme
gibi sayisallastirilabilen iislup 6zellikleri tizerinden karsilagtirilmigtir. Boylece, hem Kanun Namina’nin ¢agdasi
filmlere gore iislup agisindan iddia edildigi gibi bir kirilma noktas1 olarak nitelenebilecek bir farklilik tasiyip
tasimadig1, hem de s6z konusu yillarin tislup egiliminin genel bir portresi ortaya ¢ikmistir. Elde edilen sonuglara
gore gerek sinemaci gerek tiyatrocu olarak siniflandirilan yonetmenlerin birbirine benzer kesme hizini ve ¢ekim
6lgeklerini tercih ettikleri, filmlerin benzer bir ritme sahip olduklari, aralarinda belirgin farklar bulunmadig,
Kanun Namina’nin ise ritimde ve ¢ekim dlgeklerindeki gesitliligiyle kismen farklilagtig1 goriilmiistiir.

Anahtar sozciikler: Sinema tarihi, donemlendirme, Gislup, Tirkiye
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KANUN NAMINA (1952) FROM THEATER PEOPLE TO THE FILMMAKERS: ON THE
QUESTION OF VISUAL STYLE AND PERIODIZATION

Style is a crucial determinant in the film as much as it is in the other art forms. The visual style is at the very
center of film art. Common elements of films appear not only in narrative but also in style. The films that belong
to a particular time and space are significant with the similarity of their style. In other words, style is shaped by
conventions of time and location as much as it is shaped by the personal choices of a filmmaker. The idea of
“period” that can be handled as a way of categorization and evaluation of history is also significant in film
historiography in Turkey. Periodization, as a useful instrument for understanding history, relies on themes like
differentiation and breakthrough. However, this approach brings some issues that because, process, change, or
transformation are primary concepts in history rather than the breakthrough.

In the film history studies of Turkey, films are often investigated on their general characteristics based on
observation and memory or analyzed through their historical, social, economic, and political contexts. Although
considering the film as a closed circuit that has been isolated from those contexts is wrong, confining the film
into a mediatory approach is insufficient for evaluating its aesthetic value. The relationship between films’
stylistic patterns and cinema’s chronology has been under researched.

This study aims to test the claims of “primitivity” vs. “novelty” and periodization through a quantitative analysis
of a group of films’ styles that were made in a so-called transitional era in the early 1950s. For that reason,
Kanun Namina (1952), which is known as a pioneer of a new era in our film literature, has a central role in this
analysis. It has been given special importance to Akad’s film at the closing of the theatrical and transition years
and opening of a new era of filmmakers.

To achieve the aim, a statistical style analysis method is used. The method is applied through a digital tool,
Cinemetrics, which is used in contemporary film studies. Statistical analysis provides an opportunity for testing
the common beliefs that are solely based on observation but have been shared between the scholars often.
Cinemetrics is also a part of the digital humanities as well as the other tools for moving image analysis.

Through this method, a group of film from the early 1950s included Kanun Namina has been compared base
on their measurable specifications like shot lengths, cutting rates, and shot scales. Hence, if Kanun Namina
bears a differentiation from the films of the period that can be entitled as a turning point in style and the major
stylistic tendency of the period has been portrayed. According to the results, the directors both classified as
“theater person” and “filmmaker” share similar stylistic choices such as cutting rate, editing pace, and shot
scales. Moreover, there is no evidence of significant differentiation between these films. Besides, it is observed
that Kanun Namina is partly differentiated through variety in its editing pace and shot scales.

Keywords: Film history, periodization, style, Turkey
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ARSIV ARZUSU VE DIJITAL OLARAK URETILEN MATERYALLERIN
KALICILASTIRILMASI CABASI

Emre Yeksan!

Giiniimiizde bilgisayar teknolojileri araciligiyla arsivlerin dijital ortama uygun hale getirilmesi ve sanal ortama
aktarilmasi siireci hiz kazandi. 2000°li yillara kadar eldeki kaynaklar genelde yazili malzemelerden, basili
gorsellerden ve 1895°ten itibaren de pelikiile basili filmlerden olusuyordu. Kamusal ve 6zel arsivlerden
sahaflara, kisisel koleksiyonlardan depolarda terk edilmis parcalara kadar genis ve dagiik bir birikim sz
konusuydu. Bu malzemelerin fiziksel yapisi igeriklerinin aracisiz bir bigimde algilanip anlasilmasini miimkiin
kiliyordu, fakat bu durum onlara erisimi de sinirltyordu. Bugiin biitiin arsivlerin birer birer bilgisayar ortamina
aktarilmasi onlar1 hem kolay erisilebilir hale getiriyor hem de dijital veriye ¢evrilip ¢ogaltilmasinin 6niinii
ag1yor.

Walter Benjamin, arsivciligi iz sirmektense karsilasmalara alan agan bir deneyim olarak goriiyordu. Sehrin
pasajlarinda, eskicilerde, sahaflarda, giindelik hayata dair kalintilarin biriktigi farkli farkli mekéanlarda gezen
tarih¢iyi kendi yonlendirdigi bir arayisin degil de karsilagtigi malzemenin siiriikledigi bir maceranin 6znesi
olarak tahayyiil ediyordu. Tarihin yikintilar1 arasinda gezinen bir flandriin sezgileriyle ortaya ¢ikardigi bir
gecmisten bahsediyordu. Ona gére egemenlerin anlatilarindan bagka bir tarihin yazilmasina imkan verecek sey
metodolojik bir arama degil de arayisin kendisinin bir metot olarak segilmesi olabilirdi ancak. Peki giiniimiizde
tiretilen yazili ve gorsel-isitsel giindelik kiiltiir birikimi gelecegin Benjaminvari arsivcileri igin nasil bir kegif
alan1 yaratabilir? Kati olan hemen her seyin uguculastigi bir dijital devrimin i¢inden geg¢iyoruz. Bugiinden arta
kalacak olan yikimtilar varlig1 ve yoklugu bir, okunaksiz, ¢dziilemez bir data yiginindan baska bir sey olabilecek
mi?

Bugiiniin sinema iireticileri olarak simdiden bu sorulara cevap bulmanin pesine diistiik. Dijital olarak
irettigimiz filmleri nasil olur da gelecegin arsivcilerinin ulasabilecegi sekilde saklayabiliriz diye diisliniiyoruz.
Bir¢ok iilkede yaygin olanin tersi yonde bir arsiv faaliyeti bas gosterdi. Dijital formatta kaydedilen filmler
birka¢ kopya olarak pelikiile basilip ya 6zel sirketler tarafindan ya da kamusal kurumlarca dayanikli depolarda
argivleniyor. Datanin uguculugu karsisinda kimyasal baskinin gézle goriiliir gergekligi daha ¢ok giiven veriyor.
Gelecek icin arsivlerin daha bugiinden tasarlandigi bir siireci belki de tarihte ilk defa yasiyoruz. Peki bu
gelecege kalma merakimiz arsiv denen olguyu nasil sekillendiriyor? Kalic1 olmas: tasarlanarak olusturmus bir
biitiiniin arsiv olarak degeri nedir? Gelecegin tarihyazimini bugiinden kontrol etmeye ¢alismak tarihe bakisimizi
nasil etkiliyor? Sadece dijital kopyasi1 olan {iretimler bir giin topluca bulutlara karigirsa geriye kalan pelikiiller
kimin, neyin tarihini yazacak? Bu bildiride, yukaridaki sorulari, yonettigi iki uzun metraj filmin ikisini de
tamamen dijital olarak {ireten bir sinemaci olarak cevaplamaya ¢alisacagim. Benjamin’in argiv nosyonundan
yola ¢ikarak, bir sinemaci olarak beni ve bircok meslektasimi mesgul eden dijital filmlerin argivlenmesi
olgusunu tartigmaya galisacagim.

Anahtar sozciikler: Arsiv, Walter Benjamin, flanor, kalicilik, dijital
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ARCHIVE DESIRE AND THE ENDEAVOR FOR MAKING DIGITALLY PRODUCED
MATERIALS PERMANENT

The process of digitizing archives and transferring them to virtual platforms sped up thanks to computational
technologies. Until the 2000s, the available resources were limited to written materials, print images and
pellicule film since 1895. It was an accumulation dispersed among public and private archives, personal
collections and pieces left in storages. The physical structure of these materials enabled the understanding of
their content without a mediator, however such physical conditions limited access to these materials. Today,
the transfer of archives to the computer environment both makes them easily accessible and paves the way for
their digital reproduction.

Walter Benjamin, considered the archival research as an experience open to chance encounters rather than a
work of following traces. He did not imagine the historian, who roams through urban arcades, vintage stores,
second-hand book shops or other places where the residue of daily life can be found, as the follower of a
trajectory drawn by a preconceived idea of research, but as the subject of an adventure steered by the found
material. He was talking about a past revealed by the intuitions of a flaneur who wanders among the debris of
history. To him, what can lead us to writing a history other than the hegemonic narratives was not a
methodological research but the research itself being the sole method. So what kind of a field of discoveries
can the written and the audiovisual culture produced today create for the Benjamin-like archive researchers of
the future? We are going through a digital revolution that volatilizes everything that is solid. Will the debris left
behind today be something other than an immense pile of indecipherable, unreadable data that is not even worth
having?

We, as the filmmakers of today, are already trying to find answers to these questions. We are looking for ways
to preserve and make our digitally produced films available for the archive researchers of the future. A new
kind of archiving work, opposed to the dominant trend, has started up in many countries. Films that are recorded
on digital formats are being transferred to film stocks and are archived in safety storages by either private
companies or public institutions. The visible reality of chemical prints seem more reliable than the volatility of
electronic data. Maybe it’s the first time in history that we feel already obliged to prepare the archives of
tomorrow. So how does our will to become imperishable reform the concept of the archive? What is the archival
value of a body of work that is specifically designed to last? How does our will to control the historiography of
the future from today influence our own perception of history? If one day, the productions that have only digital
copies dissolve into thin air all together, the history of whom or what will the remaining film stocks write? In
this presentation I will try to answer these questions as a film director who made both of his feature films in
entirely digital workchains. Departing from Benjamin’s notion of the archive, I will try to discuss the question
of materiality in archiving digital films, which is of great interest for me and other filmmakers of today.

Keywords: Archive, Walter Benjamin, flaneur, permanence, digital



Communication in

the Digital Age The 2nd

Dijtal Cagda INTERNATIONAL SYMPOSIUM
lletisim OCTOBER 26 -28 iZMIR, TURKEY

TURK SINEMASINA YENI BiR BAKIS:
FiLM ENDUSTRISI VE AKTORLERI UZERINE AG ANALIZi UYGULAMASI

Serkan Savk!, Burak Dogu?

Son yillarda dijital yontem ve yaklasimlarin insani bilimler ve sosyal bilimler ¢evrelerinde yayginlagmasinda
artan veri miktarinin yan sira dijitale aktarilan analog verinin biiyiik pay1 bulunuyor. Verinin analiziyle elde
edilen bulgularin gorsellestirilmesi ise s6z konusu arastirma alanlarina yeni bir bakis acis1 getiriyor. Cografi
kodlama, nicel analiz ve metinsel kodlama gibi farkli yontemlerle bir arada kullanilan veri gorsellestirmesi,
arastirmacilarin karmasik veri setlerinden yola ¢ikarak olgu ve siireglere iliskin yeni iggdriiler gelistirmelerine
olanak sagliyor. Veri gorsellestirmesinin yaygin olarak kullanildig1 yontemlerin basinda ise ag analizi geliyor.

Bu ¢alisma, ag analizi ve veri gorsellestirmenin sinema tarihi ¢alismalarinda kullanilmasina iligkin bir yontem
tartigmas1 yiriitmektedir. Aragtirmanin amaci, ag analizi ve veri gorsellestirmesi yontemlerinin, film
enddistrilerinin tarihini anlamak bakimindan tagidigi potansiyeli tartigmaktir. Yesilgam donemi Tiirk sinema
tarihine 6rnek vaka olarak odaklanan bu ¢aligmada, 1960’11 ve 70°li yillarda, Yesilgam endiistrisinin yapimct,
yonetmen, senarist gibi farkli aktorleri arasindaki iligki aglart ve s6z konusu iligkiselligin yillar i¢indeki
doniisiimii incelenmektedir. Film endiistrisi ve Yesilcam’in donemsel gelisimine farkli bir bakis agis1 getiren
bu calisma, baslica su sorular etrafinda yapilandirilmistir: Ag analizi ve iliskisellik tizerine kurulu ¢alismalar
film endiistrilerinin analizine ne gibi yenilikler getiriyor? Ag haritalarinin film endiistrisinin i¢ dinamiklerini ve
tarihsel dontisiimiinii anlamak agisindan potansiyeli ve sinirlari nelerdir? Ag analizi gorsellestirmeleri,
Yesilcam endiistrisine iligkin literatiirdeki argiimanlar1 hangi acilardan ve ne Olgiide gdzden gecirmemize
olanak sagliyor? Ag haritalarini inceleyerek, Yesilcam endiistrisinin tarihine iligkin yeni arastirma desenleri
olusturulabilir mi?

Caligmada, Tiirk Sinema Arastirmalari (TSA) veritabanindan elde edilen veri setleri kullanilacaktir. Bu veri
setlerinde yer alan filmlere ait yapimci, yonetmen, senarist vb. kiinye bilgileri yillar bazinda listenecek, daha
sonra olusturulan tablolardaki veriler standardize edilecek ve filtrelenecektir. TSA’nin sundugu veri setlerinden
hareketle olusturulan haritalar, Gephi iizerinde gesitli algoritmalar kullanilarak analiz edilecektir. Yesilgam
tarihinden belli kesitler sunan ¢alismada, yiiriitiilen yontemsel tartismalarin yani sira analizlerden elde edilen
on bulgular da paylasilacaktir. Bu sayede Yesilcam’in farkli donemlerde ortaya koydugu dinamikler, donemsel
olarak goriilebilecek ve karsilastirilabilecektir.

Anahtar sozciikler: Tiirk sinemasi, Yesilcam, ag analizi, iliskisel yaklagim

REVISITING TURKISH CINEMA:
APPLYING NETWORK ANALYSIS ON A FILM INDUSTRY AND ITS ACTORS

The increase in the amount of digital data in recent years, as well as the expanse of analog data that have been
digitized, have helped the propagation of digital methods and approaches in humanities and social science
scholarship. Besides, the visualization of findings from data analysis brought in a new perspective to these fields
of research. The use of a great variety of methods, such as GIS, quantitative analysis and textual coding, along

' Dr. Ogretim Uyesi, izmir Ekonomi Universitesi, Iletisim Fakiiltesi, Sinema ve Dijital Medya Béliimi,
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with data visualization helps researchers get insights into facts and processes associated with complicated
datasets. Among these widely employed methods, network analysis has become a significant tool.

This study carries out a methodological debate on the use of network analysis and data visualization in cinema
history studies, with the aim to evaluate the potential of these methods in understanding the history of film
industries. In line with this aim, we first reveal the relationships between several actors in the 1960s and 1970s
Yesilcam industry, such as producers, directors, screenwriters, and then analyze the transformation of their
linkages over the years. This study, which brings a novel approach to the analysis of a film industry and the
change of trends in Yesilcam, is structured around the following questions: What kind of novelties do network
analysis and relational approaches bring to the study of film industries? What are the potentials and limitations
of network maps in understanding the internal dynamics and historical transformation of a film industry? How
and from which viewpoints do different visualizations help revise the existing arguments in the Yesilgam
literature? Would it be possible to draw new patterns for research on the history of Yesilgam by analyzing
network maps?

In this study, we employ the datasets from the Center for Turkish Cinema Studies (TSA) databases. We first
list the credits information including the producers, directors, screenwriters based on date, and then standardize
and filter the data on spreadsheets. The maps generated from the TSA datasets are analyzed using a variety of
algorithms on Gephi. We provide some preliminary findings on the different sections from the Yesilgam history,
along with an overarching methodological discussion. Thus, the dynamics of Yesilgam in different points of
time will be periodically demonstrated and compared.

Keywords: Turkish cinema, Yesilgam, network analysis, relational approach



Communication in

the Digital Age The 2nd

Diftal Gagola INTERNATIONAL SYMPOSIUM
llgtigirn OCTOBER 26 -28 iZMiR, TURKEY

ONCEDEN ORGANIZE EDILMI$ PANEL / Pre-organized Panel

COMMUNICATION FOR DEVELOPMENT AND SOCIAL CHANGE: DEFINING THE
RESEARCH AGENDA IN TURKEY

Oturum baskani / Chair: Altug Akin

Panel Description

“Communication for Development and Social Change” also known as Communication for
Development, C4D, Development Communication or ComDev in different historical and organizational
contexts was conceptualized over fifty years ago and arose out of the needs and crises of the developing world
in the post World War 2 era. Since then it has continuously evolved and loaded with different meanings over
the decades, in close relation with the needs it responded to. In the 1980s, there was a new paradigm which
adapted the view that participation, horizontal communication, collective action and an appreciation for
diversity and multiple viewpoints were central to sustainable development both in 'developing world' as well as
in less developed pockets of 'developed world'. Recently in 2000s reformulated as Communication for
Development and Social Change, it implies an evidence-based process/approach/strategy that utilizes a mix of
communication tools, channels and methods to facilitate participation and engagement with children, families,
communities, networks for positive social and behaviour change in both development and humanitarian
contexts.

In order to reach its rather ambitious targets Communication for Development and Social Change draws on
learnings and concepts from the social, behavioural and communication sciences. Psychology, sociology,
anthropology, ethnography and communication sciences have been exploited by Communication for
Development and Social Change professionals in order to equip themselves with appropriate theories,
approaches and tools. Hence in this panel, such diverse background of Communication for Development and
Social Change will be addressed and discussed critically in order to establish a collaborative working agenda.
Accordingly, panel presenters from different academic disciplines that constitute to the essential domains that
contribute to Communication for Development and Social Change will present their unique approaches in order
to discuss potential contributions of their respective fields to future implementation and research agendas that
lie ahead of Communication for Development and Social Change in Turkey and beyond.
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COMMUNICATION FOR DEVELOPMENT AND SOCIAL CHANGE: DEFINITIONS
AND RESEARCH-IMPLEMENTATION AGENDA IN TURKEY

Altug Akimn!

Communication for Development and Social Change, as it was called Development Communication was born
as an implementation area or practice, before it was established as a research domain in the specific context of
post-World War years. Marshall Plan being the obvious example, the attention of UN and, its most influential
member USA, was consumed by rehabilitation of work in war-ravaged Europe. But starting in fifties and on
into the sixties, this attention turned increasingly to the Third World where two-thirds of the World’s population,
which in 1955 enjoyed only 15 percent of the world’s income (Melkote, 1991). The same years with the
Marshall Plan, saw the birth of multilateral development assistance through International Monetary Fund, the
World Bank, and the United Nations family of specialized agencies, and the emergence of bilateral development
assistance to help the newly independent countries of Asia, Africa and Latin America. Assistance to Third
World countries comprised both monetary help as well as knowledge of scientific techniques and technologies
in health, agriculture, mass media etc. and human expertise to facilitate the acquisition of the new information
(Melkote, 1991). It was this purpose - to make sure the messages of development projects were received and
digested by the Third World publics, which gave way to the field of Development Communication. Since then,
although, communication strategies in developing countries diverged widely, the usual pattern was
predominantly the same: informing the population about the projects, illustrating the advantages of these
projects, and recommending that they be supported. A typical example of such strategy was situated in the area
of family planning, where communication means like posters, pamphlets, radio, and television attempt to
persuade public to accept birth control methods. Similar strategies have been used on campaigns regarding
health and nutrition, agricultural projects, education, and so on (Servaes and Malkihao, 2005). In this long
trajectory, terminologies (from Development Communication to Communication for Development and Social
Change) as well as the substance of domains have seen major transformations in terms of their target
populations, philosophies, approaches, methods and impact. In this paper, brief history of Communication for
Development and Social Change will be critically examined with the purpose of shedding light on its current
status, particularly in Turkey. A particular focus will be devoted to discussion of potential fields of research
and implementation in the near future to be discussed with panel participants.

Keywords: Communication for Development, Communication for Social Change, C4D, Social and Behavior
Change Communication, Turkey
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MOBILIZATION FOR ENVIRONMENT VIA SOCIAL MEDIA:
TWITTER, THE MOUNT IDA PROTESTS AND NATIONALISM

Burak Dogu', Hayriye Ozen’

During the mid-summer in 2019, mass protests erupted in Turkey both online and in traditional forms after the
images showing the deforestration of a large area in the Mount Ida by a multinational gold-mining company
appeared on the social media. Throughout July and August, the protests were staged in different ways that
included press meetings with the participation of a large number of people, a march to the mining site with the
participation of tens of thousands, and the launch of a ‘Water and Conscience Watch’ demonstration by camping
in the construction site in an attempt to prevent the progress of the construction activities. Although the protests
emerged in response to environmental degradation, environmental signifiers were increasingly articulated with
the signifiers of nationalism. Accordingly, the environmental protest movement against the operation of a
goldmine was framed as a national struggle against imperialism embodied in the multinational gold-mining
company.

In this study, we turn to Twitter for a comprehensive analysis of discourse propagated online. We focus on the
tweets sent from a variety of accounts including enviromental organizations, news media, celebrities, activist
groups, and governmental representatives with the aim to present the features of the nationalist dialogue
developed and shared by different parties. Our research sample consists of a large volume of tweets, which
include the search keywords ‘kazdaglari® and ‘kaz daglari’, retrieved since the beginning of the protests through
Twitter’s streaming API. The contribution of our study lies in shedding light on role of nationalist ideology in
environmental communication. By analyzing the discourse shared on Twitter, we demonstrate in this study how
and with what consequences the environmental protests were articulated as an anti-imperialist struggle against
foreign invaders with nationalist signifiers.

We argue that the use of the nationalist vocabulary in the protest discourse is a double-edged sword both
supporting and undermining environmental protests and the issue of protection of the environment. As being
one of the most influential ideologies in the Turkish context, nationalism highly increased the appeal of the
protests movement, attracting, as well as uniting many social groups with diverging interests, identities, and
grievances. Moreover, given the recent nationalist turn of the existing government, the protests effectively
pressurized the authorities to take their objections and demands into account. Yet, at the same time, it diverted
attentions away from the issues of environmental degradation and environmental injustices. What is more, it
rendered the protest movement powerless in the face of possible similar attempts of national mining companies
in the Mount Ida area.

Keywords: Environment, protest movement, nationalism, Mount Ida, Twitter
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BEHAVIOUR CHANGE FOR GOOD: NEUROPOLITICS OF VIRTUAL REALITY AND
EMPATHY

Burak Erdeniz', Ege Tekgiin®

Virtual reality (VR) has become available to a wide range of areas because of its immersive and interactive
nature. With its increased popularity, researchers become interested in using it as a tool to understand human
behaviour and perception in various experimental settings (McCall & Blascovich, 2009). Of interest here, VR’s
ability to simulate the possibility of having the perspective of another person expanded the research towards
whether it can be used to promote empathy. Previous studies showed that embodiment in a virtual body
significantly reduced negative attitudes for elderly (Yee & Bailenson, 2009), implicit racial bias (Banakou,
Hanumanthu, & Slater, 2016), as well as created prosocial behaviours in real-life (Herrera, Bailenson, Weisz,
Ogle, & Zaki, 2018). Moreover, VR allows improving people’s understanding of environmental issues by
enabling them to experience consequences of their behaviours. For instance, it was shown that people become
conscious paper consumers after the virtual experience of cutting a tree (Ahn, Bailenson, & Park, 2014).
Importantly, they also showed that the change in behaviours was more powerful after the VR experience
compared to any other media such as video or text. Following these features, VR was considered as a unique
tool to raise awareness and subsequently foster social changes by activists and non-profits. For these purposes,
organizations created virtual films that people can experience from first-person perspective about refugees
(Arora & Milk, 2015), clean water (Charity: Water, 2016) and about more different areas to present related
challenges. On the other hand, the power of these immersive virtual experiences raised questions about the
ethics of using such technology (Spiegel, 2018). Given the widespread use of VR, we explain the beneficial
effects of VR for our society and argue the policy regulations and both ethical and social risks associated with
VR.

Keywords: Virtual reality, empathy, prosocial behaviours, ethical codes
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NEW COMMUNICATION TOOLS FOR SOCIAL INNOVATION: THE ROLE OF
SOCIOLOGICAL IMAGINATION IN SEARCHING FOR ALTERNATIVES TO
DEVELOPMENT

Derya Nizam'

Classical modernization theories see development as a uniform, unilinear, “stage-type” process that was led by
the already proven example of the West which the rest of the World wishing to develop had to “copy” and
“catch up”. From the mid-1980s onward, post-structural ideas began to appear in critical developmental studies
and post-developmental thought. Although this is complex area of writing and research from literature studies
to economics, this study aims to discuss the importance of sociological imagination in the questioning of
Western terms of development, that were previously assumed to be automatically good. Furthermore, it presents
a critical discussion on the role of sociological imagination in helping to speak about alternatives to
development rather than searching for development alternatives. Such thinking on the alternatives to
development firstly requires the criticism of the discourse and the practice of development which can clear the
ground for a more radical collective imagining of alternative futures. Accordingly, this paper argues that such
thinking about the alternatives to development requires a theoretical and practical transformation drawing on
the practices of social movements in local autonomy, culture and knowledge; and a position that defends
localized, pluralistic grassroots movements through new forms of social relations framed as social innovation.

Keywords: Development, sociological imagination, social innovation, post-development, alternatives to
development
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SELF-REPORTED COMPETENCIES OF UNIVERSITY STUDENTS AFTER A CIVIC
ENGAGEMENT EXPERIENCE: A SEMANTIC NETWORK ANALYSIS

Selin Tiirkel', Ebru Uzunoglu?, Pinar Umul Unsal®

In today’s circumstances, where societal concerns become more significant, universities’ responsibilities are no
more limited to delivering and disseminating knowledge, graduating students competent in their fields but also
include raising socially sensitive young people (Hoffman, 2015), who have prosocial competencies. Prosocial
behavior refers to "voluntary actions that are intended to help or benefit another individual or group of
individuals" (Eisenberg & Mussen, 1989: 3). In terms of Communication for Development (C4D) goals, many
universities around the world have started to adopt C4D-oriented courses to curriculum about sixty years ago
(Khanna, 2017), with main topics such as community advocacy, community engagement, sustainability, social
responsibility, and civic involvement. These courses, when designed with an engaged learning approach,
provide students behavioral and non-behavioral benefits; including attitude and conative intention changes,
improvement in social and intergroup dialogue skills (Bowman, 2011) and particularly, enhanced civic
engagement (Cetindamar & Hopkins, 2008).

This case study involves a course designed to help students develop an advocacy campaign, namely XYZ (name
concealed for review). Additionally, the study includes post-test results which measure and evaluate intended
outcomes among 45 students enrolled to the course. Sentence completion from projective techniques is utilized
by asking students to complete below statements:

1. XYZ project offers solutions for .............
2. XYZ course contributes to my life in ways suchas ..........

Through a semantic network approach, a relational representation for finding patterns in students’ perceptions
is obtained.

XYZis astudent-initiated project aiming to build awareness on hate speech against refugee children and change
attitudes of university students. With the campaign message, students urge target audience, which mainly
consists of their peers, to see a child as "a child" only and to view the world through children’s eyes. From an
educational perspective, the project is not only important for creating impact on community but also on students’
cognitive, social, and individual outcomes. The findings demonstrate the impact of civic engagement experience
on university students’ prosocial competencies, empowering them to make a change in society. Results reveal
a pattern of both individual and community outcomes such as creating bonds with children, enabling to gain a
different perspective, breaking my own prejudices, helping me recognize the feeling of happiness in doing good.

Consequently, it can be said that engaged learning courses help students internalize what they have learned so
far; both as competent and responsible communicators. Further, they enhance students’ participatory skills

through prosocial education, leading them to become world citizens.

Keywords: Social network analysis, civic engagement, universities, communication for development
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Z KUSAGIYLA EGITIM ILETiSIMININ SORUNLU ALANLARI VE COZUM
ONERILERI

Abdiilkadir Erhan Ayberk'

Genel olarak “Z Kusag1” kavrami (Generation Z) 1995 ve sonrasi dogumlular i¢in kullaniyorlarsa da, kusagin
asil temsilcilerinin 2000 (2. Milenyum) dogumlular oldugu yapilan aragtirmalardan anlagilmaktadir. Daha net
bir ifade ile, kusak degisimi 1995 dogumlularla birlikte baglamig ve 2000 dogumlularla daha belirgin bir
karakteristige biirlinmiistiir. Akademik tanimlara en uygun bu nesil, Tiirkiye’de ilk ve en yogun bi¢cimde 2019
yilinda iiniversitelere kayit yaptirmustir. Universitelerde egitim iletisiminin kurgulanmasinda kullanilmak iizere
kusakla ilgili bilin¢lendirmeler yapilmadig1 takdirde, geleneksel uygulama aligkanliklarmin belli alanlarda
sorun yaratacagl anlasilmaktadir. Bu nedenle tereddiitlerin ortadan kaldirllmasi ve olguya bilimsel bir
perspektiften yaklagilmasinin 6nemi agiga ¢ikmaktadir. Ayni kusagin iiniversite 6ncesi orta egitim doneminde
yasadiklar1 zorluklarin ve bu zorluklarla basa cikislarin basarili 6rneklerinin arastirilmasi ve irdelenmesi
gerekmektedir. Alanda literatiir taramasiyla elde edilen bulgular ve orta 6gretimden tagmnan tecriibelerin,
bilimsel acidan tasnif edilmesi sonucunda varilacak nihai ¢iktilarin elde edilmesi ve egitim iletisimindeki
bariyerlerin asilmasi i¢in kullanilmasi gerekmektedir. Bu nedenle, oncelikle literatiir taramasi yapilmig ve
konunun temel dinamikleri ve alandaki ¢alismalar gdzden gecirilmistir. Diger yandan, diinyadaki ¢aligmalara
paralel bi¢imde, Tirkiye’den veri toplanilmigtir. Cikan veri desenlerinin ¢agristirdigi hangi sorularin
sorulacagina karar verilerek Z kusagi tanimlanmasina uyan dgrencilerden drneklem usuliiyle segilen {iniversite
ogrencileri ile derinlemesine goriisme teknigi uygulanmistir. Bir yandan da konunun diger boyutu olan Z
kusagiyla, egitim alaninda ilk temas eden egitimciler olan K12 egitimcilerine ulasilarak, bu grup iiyelerinin
kusak tanimlamasina giren 6grencileriyle iliskileri sorgulanmigtir. Catigma alanlari belirlenmistir ve nasil
¢oziime kavusturuldugu irdelenmistir. K12 egitimcilerinin kendi ¢dziim yollarinin akademik literatiirdeki
yansimalar1 degerlendirilmis ve ¢aligma sonucglart rapora doniistiiriilmiistiir. Calismanin hem kugak
tartigmalarina ve hem de Z kusagina iliskin yaklagimlara katki verecegi diisiiniilmektedir. Bunun yaninda
Universite yonetimlerine de Z kusaginin beklentilerinin aktarilmasinda yardimci olacag: degerlendirilmektedir.

Anahtar Sozciikler: Z Kusag1, Kusaklara Ozgii Egitim iletisimi, Gengler, Dijital Teknoloji, Akademik
Egitimde Yeni Geligsmeler

PROBLEMATIC ASPECTS OF EDUCATIONAL COMMUNICATION WITH
GENERATION Z AND SOLUTION PROPOSALS

Although the term "Generation Z" is generally used for those born in 1995 and later, it is understood from the
studies that the main representatives of the generation are those born in 2000 (2nd Millennium). To be more
precise, the generational change started with those born in 1995 and has taken on a more pronounced
characteristic with those born in 2000. This generation most fitting the academic definition has started enrolling
to universities for the first time in mass in 2019. It is understood that the traditional practice and habits will
cause problems in certain areas unless some generational awareness is raised in order to be used in educational
communication in universities. For this reason, the importance of clearing hesitations and assuming a scientific
approach to the phenomenon comes to light. It is necessary to investigate and study the difficulties this
generation had in secondary education and the cases where these difficulties were successfully overcome.
Findings obtained through literature review in the field and experiences from secondary education should be
used to obtain the final outputs as a result of scientific classification and to overcome barriers in educational
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communication. To that end, literature review is carried out and the underlying dynamics of the subject and
studies in the field is examined. On the other hand, in accordance with the studies worldwide, data has been
collected from Turkey. Choosing among questions arising from the emergent data patterns, in-depth interviews
are carried out with students that fit the Generation Z definition, chosen by the sampling technique. On the other
hand, by reaching out to the K12 educators, who has first contacted the Generation Z students in an educational
setting, their relations with this generation is examined. The areas of conflict are determined and the solutions
are studied. The reflections of K12 educators’ proposed solutions to the academic literature is considered and
results are reported. This study aims to help moderate both generational conflict and the approaches in relation
to Generation Z students. Besides, the study aims to ease the transmission of expectations of Generation Z
students to university administrations.

Keywords: Generation Z, Generation-Specific Education Communication, Youth, Digital Technologies, New
Developments in Academic Educations
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TURK SINEMASINDA FENOMENLERIN ETKiSi: YOUTUBER FILMLERI

Adem Ayten', Cahit Ustiin >

Endiistriyel sinema, ge¢misten giinlimiize bir {iriin haline getirdigi sinema filmini daha kolay pazarlamak ve
daha genis kitlelere ulagtirmak i¢in popiiler kisi ve akimlart kullanmaktadir. Bu kisiler ve akimlar siire¢
icerisinde siirekli degisim gostermektedir. Web 2.0°1n gelisimiyle ortaya ¢ikan sosyal sosyal aglar kullanicilarin
kendilerini ifade edebilecekleri (igerik iiretebilecekleri) yeni ortamlar olarak &ne ¢ikarken bu ortamlar
sayesinde toplumun cesitli sosyo-kiiltiirel ¢evrelerine mensup kullanicilar genis kitlelere ulagsma ve dahasi
onlar1 etki altina alma olanag1 bulmustur. Sosyal medya fenomeni ya da influencer (sosyal etkileyici) olarak
adlandirilan bu kisiler ¢esitli sosyal aglarda farkli konularda igerik iiretmektedirler. Bu icerikler dnce metin
olarak baslamig ardindan fotograf, animasyon ve video gibi diger iletisim formlariyla cesitlenmistir. Bu
cesitligin artmasinda teknolojinin hizli gelisiminin yaninda bu igerikleri iiretebilecek teknolojiye; bilgisayar,
kamera, mikrofon, Internet gibi, ulagilabilirligin kolaylasmasi da énemli bir etken olmustur. Bununla birlikte
bu icerikler zaman igerisinde i¢ ige gecmis, geleneksel ve yeni ortamlar arasinda bir etkilesim meydana
getirmistir. Iste bu noktada, bir endiistriyel film i¢in gerekli kitleyi Youtube ve sosyal aglar iizerinden elde eden
fenomenler, hali hazirda {trettikleri igeriklerini, giliniimiiz trendlerini ve kitlelerinin beklentilerini
harmanlayarak sinema filmleri ¢ekmistir. Bu filmlerin biitgelerini, hedef kitlelerini de g6z Oniinde
bulundurarak, pazarlama stratejileri baglaminda degerlendirmek filmlerin temel nitelik ve 6zelliklerini anlamak
acisindan onemlidir. Bunun yaninda filmlerin teknik ve sanatsal yapisini sinematografik ve dramatik 6geler
acisindan irdelemek gereklidir.

Caligmanin amaci, YouTuberler tarafindan ¢ekilen filmleri inceleyerek ortak 6zelliklerini ve farklarini tespit
etmek, bunlarin giinlimiiz ve gelecek sinemasima etkilerini saptamaktir. Bu noktada endiistriyel sinema ve
fenomen iligkisini ortaya koymak amaclanmaktadir. Kisa siirede biiyiik kitlelere ulagan ve onlart etkisi altina
alan fenomenlerin bu biiyiik takipgi toplulugunun, aslinda ne kadarinin belirli bir zaman harcayarak ve iicret
odeyerek filmlere gittigini anlamak gelecekteki ¢calismalar agisindan bir dncii veri olacaktir.

Bu caligma kapsaminda ilki 2015 yilinda gekilen ve giiniimiize kadar sayis1 yedi taneye ulasan, YouTuberlar
tarafindan yapimciligi, oyunculugu, senaryosu ya da bu misyonlarin birkagi {istlenilen filmler incelenecektir.
Bu filmlerin incelenmesinde igerik analizi yontemi kullanilarak 6ncelikle biitge, hasilat, gise rakamlari, gekim
yillart, konu, ¢ekim yerleri tespit edilerek bu veriler ¢aligmanin amaci dogrultusunda degerlendirilmistir. Bunun
yaninda bu YouTuberlarin kanallarinin agilis tarihleri, popiiler igerikleri, takip¢i ve paylasim sayilari gibi
ozellikleri de incelenmis ve sanal ile real kitle arasindaki iliski ortaya konulmustur.

Anahtar Soézciikler: Tiirk sinemasi, YouTuber, YouTuber filmi
THE EFFECT OF INFLUENCERS TO TURKISH CINEMA: YOUTUBER MOVIES

From past to present, industrial cinema has used popular people and trends to make it easier to market and reach
a wider audience. These people and currents have constantly changed through the process. The development of
web 2.0 and the emergence of social media have created new media in which users express themselves, and
users coming from various socio-cultural classes of society have had the opportunity to reach and influence the
masses via these new media. The users who are called social media influencers have been producing various
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topics for different social media platforms. The first contents’ form was text and then varied as photos,
animations and videos. Besides the rapid development of technology easier accessibility to technology such as
computers, cameras microphones and Internet that can make contents produce has also been a significant factor.
However, these contents intertwined over time, creating an interaction between traditional and new
environments. At this point, the influencers who had the necessary audience for an industrial film through
YouTube and social networks, produced movies by blending the content they have produced with the trends of
today and the expectations of the mass. Evaluating the budgets of these films in the context of marketing
strategies, taking into account their target audiences, is important for understanding the basic characteristics
and characteristics of the films. In addition, it is necessary to examine the technical and artistic structure of the
films in terms of cinematographic and dramatic elements.

The objection of the research is to determine the common features and differences of the films shot by
YouTubers. Besides it is objected to determine their effects on the cinema understanding of today and the future.
At this point, it is aimed to reveal the relationship between industrial cinema and influencer. The research can
be a pioneering data for future researches to understand how much of this large group of followers of influencer
that reach and influence the mass in a short period of time, in fact, spend a certain amount of time and pay.

Within the scope of the research, the films, the first of which was shot in 2015 and which has reached seven to
date, are produced, acted, scripted or screened by YouTubers. In the analysis of these films, firstly, content,
method, budget, revenue, box office figures, shooting years, subject, shooting locations will be determined and
the data is evaluated for the purpose of the research. Besides the clarifying of the features of these YouTubers'
channels such as opening dates, popular content, number of followers and shares, the relationship between
virtual and real mass is determined.

Keywords: Turkish cinema, YouTuber, YouTuber movie

23



Communication in

the Digital Age The 2nd

Dijtal Cagda INTERNATIONAL SYMPOSIUM
lletisim OCTOBER 26 -28 iZMIR, TURKEY

YAPAY ZEKA KULLANAN SiRKETLER VE INSTAGRAM’DAKI DiYALOJIiK
ILETIiSIM BICIMLERI: BIiR ICERIK ANALIZI CALISMASI

Ahmet Ayhan', Hediye Aydogan®

Toplum 5.0, Endiistri 4.0’1in gelismesiyle birlikte degisen toplumun ihtiyaglarini belirleyen ve gideren bir
toplum olarak tanimlanmaktadir. Bu insan merkezli toplumun amaci, siber alani fiziksel alan ile biitiinlestirmek
ve boylece dengeleyici bir sistem araciligiyla toplumsal sorunlarin ortaya ¢ikmasini dnlemektir. Bu toplumla
birlikte, toplumun her iiyesinin bir digerine saygi duydugu ve bir lider olma potansiyelinin oldugu eglenceli ve
etkinlik bir insanlik diizeyine ulagsmak planlanmaktadir. Bunun gergeklesebilmesi amaciyla, biiylik
miktarlardaki veriler, siber ortamlardaki kullanicilardan fiziksel alanlarina doniik olarak toplanmakta ve daha
sonra yapay zeka yoluyla analiz edilmektedir ve bu analiz sonuglari kullanicilarin fiziksel alanlarinda gok ¢esitli
amagclarla uygulamaya gegirilecek eylemler i¢in dikkate alinmaktadir. Bu durum, 6zellikle yapay zeka kullanan
sirketlerin diyalojik iletigim ilkeleri baglaminda Instagram’da hedef kitleleri ile nasil iletisim kurdugu sorusunu
giindeme getirmektedir. Bu baglamda, bu ¢alisma Forbes listesinde ilk onda yer alan yapay zeka sirketlerinin
Instagram sayfalarmi Kent ve Taylor’in (1998) gelistirdigi diyalojik iletisim ilkelerini kullanarak icerik analizi
ile incelemektedir. Bu inceleme yoluyla ¢alisma sirketlerin genel egilimlerine yonelik bilgiler sunmaktadir.

Anahtar Sozciikler: Yapay zeka, toplum 5.0, Instagram, diyalojik iletisim, i¢erik analizi
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AI-USING COMPANIES AND DIALOGIC COMMUNICATION ON INSTAGRAM:
A CONTENT ANALYSIS STUDY

Society 5.0 is described as a society which determines and meets the needs of a society changing with the
development of Industry 4.0. The objective of this human-centered society is to integrate the cyber space with
the physical one, and to hinder the emergence of social problems via a balancing system. With this society, it
is planned to reach an entertaining and active level of humanity, in which each member of the society has
respect for each other and has the potential to become a leader. In order to make this happen, big amounts of
data are collected from the users on cyber space regarding their physical space, and later analyzed through
artificial intelligence (AI), and the analysis results are taken into account for actions to be taken in various way
in the physical space of these users. This prompts the question of how the Al-using companies communicate
with their target audience on Instagram with regard to dialogic communication principles. Accordingly, this
study content-analyses the Instagram pages of the top ten companies using Al technology listed by Forbes,
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utilizing the dialogic communication principles by Kent and Taylor (1998). This study provides information
regarding the general trends of companies.

Keywords: Artificial intelligence, society 5.0, Instagram, dialogic communication, content analysis
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STREAMING MEDIA PLATFORMS AND THE TRANSFORMATION OF AUDIENCE
ACTIVITY

Aras Ozgiin', Andreas Treske?

Today streaming media platforms emerge as dominant means of narrative content distribution, and increasingly
substitute cinema and television in this regard. Yet, the temporal and spatial settings of the audience activity
they impose are structured quite differently from those of cinema and television spectatorship. With the help of
the mobile media technologies they are delivered through, streaming media platforms free the viewership from
the temporal and spatial limitations of cinema and television, and offer a continuous and isolated watching
experience. Algorithmically regulated and customized program flow, and the accompanying illusion of
interactivity further contributes to the emergence of streaming media spectatorship as a distinctly novel mode
of audience activity, and characterize it as a ‘privatized’ form that contrasts with the ‘publicness’ and
‘collectiveness’ of cinema and television viewership. In this study, we aim to examine the novel conditions of
audience activity imposed by the streaming media platforms by referring to past audience studies and television
studies theories, and interrogate the impacts of such new mode of media consumption on the public life.

Keywords: Streaming Media Platforms, Platform Capitalism, Audience Studies, New Media Studies,
Interactive Media Studies
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DIASPORA MEDYASINDA “CERKES” KIMLiGiNIN KURGULANISI: JINEPS
GAZETESI ORNEGI

Ayg¢a Demet Atay'

Cerkes Soykirimi olarak da adlandirilan 1864 siirgiiniinden sonra Osmanli cografyasina yerlestirilen Kuzey
Kafkas halklar1 bugiin Tiirkiye, Suriye ve Urdiin’de diasporalar olusturmaktadirlar. Bu makalede “Cerkes”
kimliginin Tiirkiye’deki diaspora medyasinda insas1, aylik Jineps gazetesinde ve gazetenin Internet sitesinde
yer alan haber, inceleme yazilar1 ve kdse yazilari lizerinden tartigilacaktir.

Kiiltiirel kimlik, bizim ¢aliymamizda diyaspora halklariin kimligi, Stuart Hall’un da ifade ettigi gibi “kirilmalar
ve siireksizlikler” iizerinden siirekli bir olusum siirecindedir (1994, s.225). Kiiltiirel kimlik dedigimiz, bir “6z”
degil, “her zaman hafiza, fantezi, anlat1 ve mit yoluyla inga edilen konumlandirmalardir” (s. 226). Bu bakimdan
kimlik, 6zneler ve sdylemsel pratikler arasindaki bir etkilesim olarak kavramsallastirilmalidir. Kimlik, sdylem
icinde siirekli olusum halindedir ve bu siiregte “Oteki” ile iliskisi belirleyicidir. Hall, kimligin farkliliklar
iizerinden, Oteki ile olan iliskisi ve “Otekini disarida birakma kapasitesi” iizerinden sekillendiginden
bahsetmektedir (1996, s.3). Bu makalede, diaspora medyasinin sdyleminde “Cerkes” kimliginin ve bu kimligin
Otekilerinin nasil kurgulandig1 ele alinmaktadr.

Merkezi Istanbul Kadikdy’de bulunan Jineps gazetesi, hem basili olarak hem de Internet iizerinden yaymlanan
aylik bir gazetedir. Gazete, Internet sitesinde “Kafkasya’dan siiriilen halklar” olarak niteledigi diaspora
Cerkeslerini temsil ettigini ifade etmekte ve “kendisini Kafkasyalilart ve diger halklar biitiinlestirecek ve
diinyada yalitilmalarina izin vermeyecek bir yayin organi1” olarak tanimlamaktadir.

Bu ¢alismada, su arastirma sorulara yanit aranmaktadir: 1) Jineps’te yayinlanan haber, inceleme yazis1 ve
kose yazilarinda “Cerkes” kimligi ve “Oteki/Otekiler” nasil kurgulanmaktadir? 2) Cerkes Soykirimi’nin
kolektif hafizada yarattig1 travma nasil hikayelestirilmektedir? 3) Tiirkiye ve Kafkasya nasil kurgulanmaktadir?
Bu amacla, Ocak-Ekim 2020 sayilarinda yaymlanmis tiim haber, inceleme ve kose yazilari igerik ve tematik
analiz yontemleriyle incelenmektedir.

Anahtar Sozciikler: Cerkes, Abhaz, Kafkasya, diaspora, kimlik, medya, Tirkiye
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THE CONSTRUCTION OF THE "CIRCASSIAN" IDENTITY IN THE DIASPORA
MEDIA: THE EXAMPLE OF JINEPS NEWSPAPER

The North Caucasian peoples, who, after the Circassian Genocide of 1864, were expelled from their homeland
and placed in the Ottoman geography, constitute diasporas in Turkey, Syria and Jordan today. This article will
discuss the construction of the “Circassian” identity in the diaspora media in Turkey through an assessment of
news stories, reviews and columns published in the monthly Jineps newspaper and on its website.
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Cultural identity, and in our case the identity of diaspora peoples, is in a continuous process of “becoming”
through ruptures and discontinuities, as Stuart Hall puts it (1994, p.225). What we call cultural identity is “not
an essence but a positioning”, “always constructed through memory, fantasy, narrative and myth” (p. 226). In
this respect, identity must be conceptualized as an interplay between subjects and discursive practices. Identity
is in a constant state of formation within discourse, and its relationship with the "Other" is decisive in this
formation process. Hall mentions that identity is constructed through difference, “only through the relation to

the Other” and because its capacity to exclude the "Other" (1996, p.3).

This article discusses how the “Circassian” identity and its Other(s) are constructed in the discourse of the
diaspora media. Jineps newspaper, headquartered in Istanbul, is a monthly newspaper published both in print
and online. On its website, the newspaper states that it represents the diaspora Circassians, which it describes
as "the peoples expelled from the Caucasus" and describes itself as "a media organ that will unite Caucasians
and other peoples and will not allow them to be isolated in the world".

This study seeks answers to the following research questions: 1) How are the identity of "Circassian" and that
of "Other(s) " are constructed in the news, reviews and columns published in Jineps? 2) How is the trauma
created by the Circassian Genocide in the collective memory narrated? 3) How are Turkey and the Caucasus
constructed? For this purpose, all news, reviews and columns published in ten issues from January-October
2020 are analysed using content and thematic analysis methods.

Keywords: Circassian, Abkhazian, Caucasus, diaspora, identity, media, Turkey
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SINEMADA DiSTOPYAN ANLATILAR VE EKOFEMINiZM

Aygiin Sen'

“Ekofeminizm” terimi ilk kez Fransiz arastirmaci Frangoise d’Eaubonne tarafindan 1974’te “Le Féminisme ou
la Mort” (Ya Feminizm Ya Oliim) kitabinda kullanilmistir. S6zciigii kullanirken d’Eubonne’un amaci, ekolojik
hareketlerin potansiyelini ilan etmek ve kadinlar1 ekolojik bir devrime Onciililk etmeye ¢agirmaktir. Ayni yil
Sheila Collins “A Different Heaven and Earth” (Farkli Bir Cennet ve Yeryiizii) kitabinda cinsiyet ayrimciligt
ile ekolojik yikim arasindaki baga dikkat ¢ekerek ekolojik yikim, wrk¢ilik, sinif somiiriisiiniin ataerkil yapiy1
ayakta tutan pargalar oldugunu vurgular (Adams, 1991, s.127). 1970’lerden itibaren ikinci Dalga feministlerin
tartigmalar ile perspektifi genisleyen ekofeminizm icinde farkli yaklagimlar olsa da doga ve kadinin erkek-
merkezli medeniyet tarafindan logostan dislanarak daha alt bir seviyede konumlandirildigi, boylelikle tahakkiim
altina alinmalariin, somiiriilmelerinin normallestirildigidir. Ekofeminizm, doga/kiiltiir, ruh/beden ikiliklerine
dayanan insan merkezci diislinceyi agsmak i¢in eko-merkezci bir iligki kurulmasini, ekosistemi tehdit eden i¢ ve
dis tahakkiim sistemlerinin donistiiriilmesini amaglar. Val Plumwood’un (2004, s.121) belirttigi gibi, Antik
Yunan filozoflarindan beri yogunlasarak devam eden erkek aklin ve ‘rasyonel’ diisiincenin kutsanmasi insanligi
en irrasyonel sonuca, ekosisteme verdigi zarar nedeniyle diger tiirlerle birlikte kendi tiirliniin devamliligini da
tehlikeye attig1 noktaya getirmistir. Kars1 karstya kaldigimiz ekolojik yikimdan ve diinyanin geldigi noktadan
bahsederken evrensel bir “insanlik” kavramindan bahsetmek, dogay1 tahrip eden giiciin ve dogadan yagmalanan
zenginligin, cogunlugu beyaz ve erkek olan ayricalikli azinligin elinde oldugu gergegini gozden saklamaktadir.
Sinemanin, politik miicadelelerin yiiriitiilmesi agisindan 6nemli bir kiiltiirel temsil arenas1 oldugunu vurgulayan
Michael Ryan ve Douglas Kellner’a (2010, s.35-37) gore filmler, toplumsal gergekligin insa edilmesine zemin
hazirlayan, diinyaya dair algi ve beklentilere yonelik ortak diisiinceyi yonlendirerek mevcut toplumsal
kurumlart ayakta tutan daha genis bir kiiltiirel temsiller sisteminin parcasidir. Metinlerin ideolojik
degerlendirmesi ve medya kiiltiiriinliin gosterilerinin Otesine gecerek bunlarin toplumun umutlarmi ve
korkularini nasil sahneledigini, ideolojik séylemleri ve politik duruslari nasil yaydigini incelemek gerekir.
Popiiler sinemada sayilari giderek artan ekolojik kiyamet senaryolarina ve bu distopyan anlatilarda doganin ve
kadinlarin konumunu analiz etmek, bugiiniin kosullarini ve gelecege yonelik kaygilari tartismaya agmak ve yeni
olasiliklar nermek bakimindan 6nemlidir. Kiiresel ¢ikar ¢atigmalari ile koriiklenen bolgesel savaglar, medyanin
gosteri araciligiyla militarizmi ve wk¢iligi kopiirtmesi, insanin ve doganin somiiriisii, gida krizi gibi nedenlerle
pek cok canli tiiriiyle birlikte insan tiiriniin devamliliginin da tehlike altinda oldugu bir doniim noktasinda
sinema, genis kitlelere ulagsma giicii sayesinde bu meselelerin dile getirildigi ve tartismaya agildig kiiltiirel bir
zemin, hatta direnis alan1 olma potansiyeline sahiptir. Children of Men (2006, Alfonso Cuaron), Mad Max Fury
Road (George Miller) ve Handmaid’s Tale (2017-), Leila (2019-) ekolojik mahser sonrasi diinyada kit
kaynaklarin toplumsal cinsiyet ve gevresel adalet ekseninde nasil bir baski ve denetim mekanizmasi haline
gelecegine dair endiselerin dile getirildigi popiiler anlatilardir. Bu distopyan anlatilarda totaliter devletler,
miilteci diismanligi, militarizm, kadinlarin kolelestirilmesi ve ekosistemin ¢okiisii arasindaki bag ortaya
serilmistir. Bu filmlerin sadece somiirilyil ifsa etme degil, 6zgiir ve adil bir gelecek miicadelesinde umudu erkek
liderin kahramanlhigia baglamak yerine ekofeminist bir vizyon sunma bi¢imi de 6nemlidir. Caligmada ele
alinan 6rnekler, ataerki ve emparyalizmin su¢ ortakliginin diinyayi ekolojik bir kiyamete siiriikkledigini ve bedeli
kadinlarin, yoksullarin 6dedigini ortaya koymakla kalmaz, bu kiyametten nasil ¢ikilacagini da gosterir.
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DYSTOPIAN NARRATIVES AND ECOFEMINISM IN CINEMA

French researcher Frangoise d'Eaubonne coined the term “ecofeminism” in 1974 in the book "Le Féminisme ou
la Mort" (Feminism or Death). Using the word, d'Eubonne's purpose is to announce the potential of ecological
movements and to invite women to lead an ecological revolution. In the same year, Shelia Collins draws attention
to the link between gender discrimination and ecological destruction in her book "A Different Heaven and Earth";
she emphasizes that ecological destruction, racism, and class exploitation are the parts that keep the patriarchal
structure alive (Adams, 1991, s.127). Even though there are different approaches in ecofeminism, whose
perspective has expanded with the discussions of Second Wave feminists since the 1970s, it is that nature and
women are excluded from the logos by male-centered civilization and thus their domination and exploitation are
normalized. Ecofeminism aims to establish an eco-centered relationship in order to overcome dualities such as
nature / culture, soul / body, and transform internal and external domination systems that threaten the ecosystem.
As Val Plumwood (2004, s.121) points out, the blessing of the male mind and 'rational' thought, which has been
intensifying since the ancient Greek philosophers, brought humanity to the most irrational result, to the point where
it endangered the continuity of its own species along with other species due to the damage it caused to the
ecosystem. Using a universal concept of “humanity” while talking about the ecological destruction we face and
the point where the world has come, obscures the fact that the power destroying nature and the wealth plundered
from nature are in the hands of a privileged minority, mostly white and male. According to Michael Ryan and
Douglas Kellner (2010, s.35-37), who emphasized that cinema is an important arena of cultural representation in
terms of conducting political struggles, films are part of a broader system of cultural representations that lays the
groundwork for the construction of social reality, guiding common thinking about the perceptions and expectations
of the world and keeping existing social institutions alive. Going beyond the ideological evaluation of texts and
demonstrations of media culture, it is necessary to examine how these enact the hopes and fears of society and
spread ideological discourses and political stances. Analyzing the growing number of ecological apocalyptic
scenarios in popular cinema and the position of nature and women in these dystopian narratives is important in
terms of discussing today's conditions and concerns for the future and proposing new possibilities. At a turning
point where the continuity of the human species along with many living species is at risk due to reasons such as
regional wars fueled by global conflicts of interest, exploitation of humans and nature, food crisis, cinema is a
cultural ground where these issues are expressed and opened to discussion by means of its power to reach large
masses, it even has the potential to be an cite of resistance. Children of Men (2006, Alfonso Cuaron), Mad Max
Fury Road (George Miller) and Handmaid’s Tale (2017-), Leila (2019-) are popular narratives expressing concerns
about how scarce resources will become a pressure and control mechanism in the world after the ecological
apocalypse. In these dystopian narratives, the link between totalitarian states, hostility to refugees, militarism, the
enslavement of women and the collapse of the ecosystem is revealed. The way these films not only expose
exploitation, but also present an ecofeminist vision in the struggle for a free and just future, rather than linking
hope to the heroism of the male leader. The examples discussed in the study not only reveal that the complicity of
patriarchy and imperialism has dragged the world into an ecological apocalypse and women and the poor pay the
price, but also show how to get out of this apocalypse.

Keywords: Ecofeminism, Distopia, Cinema, Ecologic Crises
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TURKIYE'DE iZLEYICi, TELEVIZYON REYTINGLERI VE DIJITAL
PLATFORMLARLA iLGILI KISA BiR TARTISMA

Aylin Dagsalgiiler!

Tim diinyay1 saran Covid-19 salginin yarattig1 karantina ortaminda ekran karsisinda kalian siirenin uzadigi
bir gergek. Bu durum hem dijital platformlarin abonelerinin artmasimi hem de televizyonlarin reytinglerinin
yiikselmesini sagladi. Geleneksel ekranin izleyici sayist uzun siiredir azalma egilimindeyken evde kalma
stireciyle birlikte siirpriz bir artis yasandi. Habere olan ihtiyacin artt181, hatta geleneksel ekranin bu ihtiyag
baglaminda daha fazla takip edildigi ortamda Tiirkiye, farkli tartismalar yasamaya basladi. Uluslararasi igerik
iireticisi Netflix'in Tiirkiye'de birkag ay dnce onaylanan yonetmelige gore sansiirlenebilecek olmasi gozlerini
daha fazla dijital platformlara geviren izleyiciyi kizdirdi. Bir yandan iilke ekonomisine de katki saglayan Netflix
yapimciligindaki yerli igerikler artarken, Tiirkiye'de iktidar, 2010'larin basindan itibaren "soft power" olarak
kullandig1 dizilerle olusturdugunu diisiindiigii imajinin sarsiimasindan endise ediyor. Tiim bu gelismeler
cercevesinde geleneksel ekran ile dijital ekranin hem izleyici hem de igerik ireticiler (ve reklam verenler)
acisindan doniisiimii kaginilmaz bir ger¢ek olarak karsimiza ¢ikiyor. Bu ¢alisma tiim bu doniisen ekran ve
izleyici siireglerini anlamayi, analiz etmeyi ve yeni bir perspektif sunabilmeyi amaglamaktadir. Mevcut
durumun fotografini ¢ekmek, gelecekte karsilasilabilecek sorunlari (Ozellikle regiilasyon baglaminda)
Ongdrmeyi ve icerik treticileri ile izleyici arasindaki iligkinin degiskenligini tespit etmeyi saglar. 2012 yilinda
degisen yapisiyla reyting 6lgiimlerinin bir siyasi miidahale olarak goriilmesi sonuglara siipheyle yaklasilmasina
neden olsa da reklam verenin tepki vermemesi degisen evren degerlerinin kabuliinii saglamisti. Televizyon
ekranindaki tartigmali izleyici dl¢limlerinin igerikleri ve elbette izleyici davraniglarini nasil etkileyecegi,
ekranin temsiliyet giiciiniin kapasitesinin de sorgulanmasma neden olacaktir. Bu sunumda pandemi
donemindeki izleyici davranislan ile dijital platformlara uygulanabilecek sansiir tartigilacaktir. Bu kisa
tartigmanin Tiirkiye’de hala en ¢ok izleyicisi olan televizyonun ekrana doniisiimii ve ikinci ekranin (second
screen) dijital ortamda sundugu cesitliliklere ve kisitliliklara bir pencere agmasi hedeflenmektedir.

Anahtar Sozciikler: Izleyici, televizyon, diziler, Netflix, sansiir

A SHORT DISCUSSION ON THE AUDIENCE, TV RATINGS AND
DIGITAL PLATFORMS IN TURKEY

The time spent in front of a screen has been considerably increased under quarantine conditions all around the
world. This has led to an increase in TV ratings as well as in digital platform subscriptions. This came as a
surprise in a time when the audience numbers were in a steady declining trend for the traditional television
screen for a long time. However, Turkey has entered a new controversy of censorship in a period when the need
for news and the time spent watching television to satisfy this need has arisen. A new bylaw passed recently
allowing the authorities to censor the international content producer Netflix made the audiences tuned in this
platform angry. While the domestic drama productions are multiplying, thus making serious contributions to
the country's economy, the government seem to have worries about losing its positive image that was built by
the T serials' "soft power" built since the beginning of the 2010s. Within the framework of all these
developments it became inevitable to have both the traditional and digital screen to undergo significant
transformation in the eyes of both the audience and content providers. Present study thus aims to analyse,
understand and offer a new perspective. Offering an adequate picture of the current situation would help predict
possible future problems (especially problems in the field of regulation) and determine the uncertainty of the
relationship between the content producers and the audience. In this context, despite that the change made in
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the rating measuring system in 2012 was viewed as a political intervention and as a shadow cast on the
reliability, the lack of reaction on the part of the advertiser resulted in the acceptance of the changed values of
the rating universe. The questionable audience measurements would influence the content and audience
behavior like it would render questionable the representational power of the screen. This presentation discusses
the audience behavior during the pandemic and the issue of censorship threat. Such a brief discussion hopes to
open a window toward the transformation of television into screen and to the way the second screen offers
multitudes and limitations to the digital environment.

Keywords: Audience, television, tv serials, Netflix, censorship
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ALTERNATIVE MEDIA PRACTICES IN RELATION TO ENVIRONMENTAL ISSUES:
THE CASE OF SOUR DICTIONARY

Aysun Akan'

This study focuses on the online debates on environmental issues in one of the well-known online discussion
sites in Turkey, Sour Dictionary (Eksi So6zliikk). Sour Dictionary has been a popular platform for people to
express their views on a range of diverse topics since 1999 with 400,000 registered users and 110,000 writers.

The dichotomy, “studying the role of online media as a site for political discussion or as a platform to organize
political action” may not lead us far enough, since a researcher can easily provide evidence for “online
interactions as forums of debate/discussion/expression of opinions” as well as “online interactions as means of
getting people organize for a common purpose” (Lekakis, 2017). This research seeks to understand the potential
role of Eksi Sozliik, as an online discussion platform that enable citizens to participate in environmental action.

A key word search has revealed 477 topics related to environment on Eksi Sozliik with 2,987 comments. 321
unrelated comments were excluded from the analysis. The remaining 2,666 comments consisted of entries on
global, national and local environmental issues. Number of comments made on each of these 477 topics are
ranged between 1 and 182 entries. This analysis focuses on the entry “Moda district and Yogurt Park Voluntary
Environmental Cleaning” which received 103 comments.

This entry consists of comments related to a local environmental problem and involves a call to action.

An entry by an Eksi Sozliik writer, named Butterfly, calls on locals to come together to clean up the local park
in Kadikdy-Moda, Istanbul. 103 comments of the authors who responded to this call were published on Eksi
Sozliik between 16 October 2017 and 20 October 2017.

Out of 103 commentators 15 stated that this is a well-intentioned call. 7 indicated that they will not participate
in the activity. 17 expressed their intention to participate in the activity. 24 focused on the pollution issue as
indicative of Turkey’s backwardness. 37 argued that in order to cultivate environmental awareness a citizen
education programme should be implemented. 3 pointed to the role of municipality in keeping the parks clean.
It seems that Eksi Sozliik has functioned as a platform for citizen’ debate and for environmental action.
Therefore, one can find evidence that online media is all about ‘idle’ talk, which creates a total subjectivity and
satisfies the desire to be heard and to prevail! One can also claim there is an overestimation of Internet-based
media activism to produce lasting results! And finally, the citizens use the new media to engage in community
work (Vatikiotis, 2004).

Keywords: Environmental issues, Sour Dictionary, Alternative Media, Turkey
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DIJITAL OKURYAZARLIK TARTISMALARI GOLGESINDE VE SECMELI DERS
CIKMAZINDA MEDYA OKURYAZARLIGI

Ayse Ash Sezgin', Niiket Elpeze Erge¢’

Tirkiye’nin AB uyum siireci ile birlikte tartigilmaya baslayan medya okuryazarligi konusu, ayni dénemde
cesitli girisimler vasitastyla ilkdgretim okullarinin miifredatlarinda yer almasi gereken bir ders basligi olmustur.
Ancak aradan gecen siire sonucunda, medya okuryazarligi dersi segmeli ders olarak miifredatta sahip olmasi
gereken konumu kaybetmistir. Daha da onemlisi segmeli ders olarak dahi, medya okuryazarligina iligkin
bilgiler, sinirli kaynak ve ¢ogu zaman da savunmaci-korumaci bir yaklasim ¢ergevesinde aktarilmistir. Bilimsel
cergevede konunun Onemine dikkat c¢eken birgok calisma gergeklestirilmis olmasma ragmen, medya
okuryazarlig1 dersi egitim sistemi igerisinde heniiz kendisine uygun bir yer bulamamistir. Bu ¢aligma, se¢meli
ders ¢cikmazinda kalan medya okuryazarligi dersine yonelik bir degerlendirme yaparken, dersin gerekliliginin
altin1 bir 6rnekle ¢cizmeyi amaglamaktadir.

Calismada, oncelikle dijital okuryazarlik tartigmalarinin golgesinde, Tirkiye’de Medya Okuryazarhigimin
egitim miifredatindaki konumu degerlendirilmis, ardindan ¢ocuk-medya iligkisi ¢ergevesinde mevcut durumun
tespiti amaciyla haber icerikleri iizerinden betimsel bir analiz gergeklestirilmistir. Bu dogrultuda, Tiirkiye’de
medya igeriginde c¢ocuk-medya iliskisi {izerine yapilmis haber metinleri, rastlantisal olarak seg¢ilmis ve
calismaya yonelik problem ciimleleri tespit edilmistir. Bu ciimlelere gére belirlenen temalar (uyari-ikaz-6nlem-
hedef gosterme) altindaki analizler ¢ergevesinde, dersin gerekli egitim paketi i¢inde yer almasi ve ¢ok yonlii bir
bakis agisiyla islenmesi halinde nasil bir etki yaratacagi konusuna yonelik oneriler gelistirilmistir.

Calisma sonucunda, Tiirkiye’de medya igeriginde g¢ocuklara yonelik korumaci yaklasimin etkisine dikkat
cekilerek, artik dijital okuryazarlik gibi farkli okuryazarliklarin tartisildig giiniimiizde medya okuryazarliginin
o6nemi vurgulanmistir. Ayrica, medya okuryazarligi egitiminde iiretici konumda olmasi1 gereken cocugun,
toplumsal katilim baglaminda bu yetenegini gelistirmeye yonelik dijital okuryazarlik siireci ile birlikte
kazanmasi gereken edimlere de dikkat ¢ekilmistir. Tiirkiye nin bu konuda ¢agin gerekliliklerine uygun olarak
oncelikle medya okuryazarlif1 egitimine, egitim sistemi icerisinde zorunlu olarak yer vermesi, ardindan da bu
baghgm dijital okuryazarliga yonelik gelismelere de bagli olarak diizenlenmesi gerekmektedir. Dijital
okuryazarlik konusunda yapilan caligmalarin arttig1r giiniimiizde, medya okuryazarliginin bu kavramin
golgesinden kurtularak, se¢gmeli ders ¢ikmazindan da mutlaka kurtulmasi gerekmektedir. Bu ¢alisma elestirel
bakis agis1 ile medya okuryazarliginin 6nemine bir kez daha dikkat ¢ekilmesi gerektigini, ulusal basindaki
hakim sdylem 6rneginde aktarmistir.

Anahtar Sozciikler: Medya okuryazarligi, elestirel medya okuryazarligi, dijital okuryazarlik

MEDIA LITERACY IN THE SHADOW OF DIGITAL LITERACY DEBATES AND
ELECTIVE COURSE IMPASSE

Media Literacy issue has begun to be discussed with Turkey's EU adaptation period and it has been a lesson to
be included in the curriculum of elementary schools through a variety of initiatives over the same period.
However, as a result of the elapsed time, Media Literacy course has lost its position in the curriculum as an
elective course. More importantly, even as an elective course, information on Media Literacy has been conveyed
within the framework of a limited resource and often a defensive-protectionist approach. Although many studies
have drawn attention to the importance of the subject in the scientific framework, the Media Literacy course
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has not yet found a suitable place in the education system. This study aims to underline the necessity of the
course while making an assessment of the Media Literacy course, which is left in the elective impasse.

Firstly, in the study, in the shadow of the debates of digital literacy, evaluated the position in the curriculum of
Media Literacy in Turkey, and then performing a descriptive analysis in order to determine news content over
the current situation. In this context, media content has been randomly selected with the news built on child-
media relations in Turkey, and problem sentences have been identified for study. Within the framework of the
analysis under the themes (warning-precaution-targeting) determined according to these sentences, suggestions
were developed for the effect of the course if it is included in the required training package and is processed
with a multi-faceted perspective.

As a result of the study, drawing attention to the impact of the protectionist approach of media content for
children in Turkey, the importance of Media Literacy has been emphasized in today, where different literacies
such as digital literacy are discussed. In addition, attention was drawn to the actions that the child, who should
be in a productive position in media literacy education, should acquire with the digital literacy process to
develop this ability in the context of social participation. Turkey, in accordance with the requirements of the
era that matter primarily to media literacy education, is not necessarily places in the education system, and then
must be regulated depending on the developments of this title for digital literacy. In today's world, where studies
on digital literacy are increasing, media literacy must get rid of the shadow of this concept and get rid of the
elective course impasse. This study emphasizes the need to draw attention to the importance of media literacy
with a critical perspective, in the example of the dominant discourse in the national press.

Keywords: Media literacy, critical media literacy, digital literacy
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CONSUMERS’ PERCEPTIONS OF ONLINE GROCERY APPLICATIONS: ‘GETIR’ A
CASE STUDY IN TURKEY

Ayse Baris!, Tugce Yilmaz>

With growing numbers of people using mobile applications, consumers can buy almost everything online. With
the rapid development of technology, many new business models have emerged that make people’s lives easier,
particularly so they can now access everything easily and quickly. Time sensitivity has become a crucial aspect
of individuals’ lives; working hours, commuting, education, and other resource constraints have made online
grocery shopping more important than ever and online shopping platforms increasingly competitive. One such
growing mobile application in Turkey is ‘Getir’. Although there are other online grocery applications, Getir has
become more commonly used and effective. In this study, we analyze the Getir application and the perceptions
of its Turkish users. This study contributes to the literature on new market applications while increasing our
understanding of the mindset of consumers. Especially now, when people around the world are dealing with
Covid-19, the risks of leaving the home and going into crowded environments has enabled online grocery
applications to spread. This study further examines what has pushed Turkish consumers to use these online
shopping platforms besides the virus and identifies the consumers’ perceptions of these applications. An online
survey based on snowball sampling was conducted to evaluate Getir’s convenience, design, trustworthiness,
price, and food choices. The survey was sent on 1 May 2020 and remained in the system for 2 weeks, by when
170 responses had been received. The descriptive analysis of the results indicates that, although users find the
application satisfactory in terms of convenience, trustworthiness and design, they believe it should develop
itself further to compete with other rivals in terms of price and variety of food choices. Moreover, participants
were asked to mention any missing features in Getir. They complaint mainly about the lack of different brands,
food choices and categorization, stock renewal problems, problems with products, technical problems, and the
poor customer service. First, the variety of fruit and vegetable products should be increased, staple products
should be prioritized and more vegan products are needed. Most importantly, users will accept higher product
prices as long as well-known, daily used brands available in traditional supermarkets, are added. Second, on
busy days, users would prefer to have a ‘later delivery’ option because otherwise they are waiting too long to
order. Third, the system should avoid presenting products that are not in stock as this creates problems for
customers after shopping. Fourth, Getir should ensure that the delivered products are not too close to their
expiration date, arrive fresh, and come in the amounts expected from the application’s pictures. Fifth, the most
important recommendation is to improve Getir’s customer service. Currently, their problems are not resolved
because they cannot reach customer service. These recommendations can be taken as a guideline for many other
food delivery applications in the market as well.

Keywords: Online grocery shopping, delivery applications, Getir, e-commerce, time-sensitivity
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TURKIYE’DE MILLIYETCI MOTIFLERIN TEMSILINDE KOPUKLUKLAR VE
SUREKLILIKLER:

2000’ler SINEMASI VE 2010°lar TELEVIZYON DiZiLERI

Aytung Ergifci', Gok¢en Karanfil®

Kurulusundan itibaren Tiirkiye’de ulus, milliyetcilik ve ulusal kimlik olduk¢a hassas toplumsal konular
olmustur. Milliyetcilik sdylemi iilkenin degisen siyasi ve kiilttirel konjonktiiriine bagli olarak zaman icerisinde
degisse de ideoloji olarak hem siyasi hem de kiiltiirel alanlarda siirekliligini kararlilikla korumaya devam
etmistir. Milliyetgiligin bir séylem ve ideoloji olarak degismeyen Ozelliklerinden birisi de kitle iletisim
araglartyla ve genel olarak popiiler kiiltiirle olan iliskisidir. Ozellikle sinema ve televizyon, daha ¢ok giindelik
ideolojinin bir bigimi olarak, milliyet¢iligin yaygin tasiyicilart olmustur. Siyasi ve kiiltiirel konjonktiirdeki
degisikliklere ve resmi milliyet¢i soylemdeki kaymaya paralel olarak milliyetciligin kitle iletisim araglarindaki
temsili de degismistir. Bu ¢alisma, bu degisimin, 6zellikle AKP hiikiimetinin yeniden segildigi ve iktidarini
pekistirdi 2010°1u yillarda derin bir sekilde hissedildigini savunmaktadir.

Bu caligma iki seyi yapmaya ¢alismaktadir. {1k olarak, Tiirkiye’de son yirmi yil igerisinde milliyetgi séylemdeki
degisimlerin izini siirmeyi hedeflemektedir. Bu da milliyet¢i sdylemin bilesenlerinin, 6zellikle 2007°de yeniden
sec¢ilmesinin ardindan, AKP hiikiimetinin siyasi ideolojilerine ve kiiltiir politikalarina uyum saglayacak sekilde
nasil déniistiiriildiigiine 151k tutmaktadir. Ikinci olarak, bu ¢aligma milliyetcilik ve popiiler medya arasindaki
iliskiyi incelemektedir. Yine yirmi yillik bir zaman dilimi igerisinde milliyet¢i motiflerin sinema filmleri ve
televizyon dizilerindeki temsiline ve milliyet¢i sOylemdeki degisimlere paralel olarak yillar igerisindeki
doniisiimlerine odaklanmaktadir.

Tiirkiye’de popiiler kiiltiir alaninda 2000°1i yillarm baglarinda Tiirk sinemasinin ve 2010’1u yillarda televizyon
dizilerinin popiilerliginin arttig1 savindan yola ¢ikan bu ¢aligma, iki farkli popiiler metin formunun (filmler ve
televizyon dizileri) popiilerlik kazandiklari iki farkli zaman dilimine (2000’ler ve 2010’lar) referansla
incelenmesine odaklanmaktadir. Secilen kiiltiirel metinlerin belirli temalar ekseninde ¢6ziimlemesini igeren
tematik analiz yontemini benimseyen arastirma, Tiirkiye sinemasindan 2000°1i yillarin baginda tretilmis film
orneklerini ve 2010’Iu yillardan segilmis popiiler televizyon dizilerini analiz etmektedir. Ornekler, gise ve
reyting basarilarina gore secilmistir. Bu calisma, medya metinlerinde temsil edilen milliyetgi motiflerin
Tiirkiye’deki milliyetgi soylemin gegirdigi doniisiime paralel olarak nasil doniistiigiinii ortaya ¢ikarmay1
amaclamaktadir.

Anahtar Sozciikler: Milliyetgilik, Poptiler Kiiltiir, Tiirkiye Sinemasi, Televizyon dizileri

(DIS)CONTINUITIES IN NATIONALISM AND ITS REPRESENTATIONS IN POPULAR
CULTURE IN TURKEY:

CINEMA IN EARLY 2000s AND TV SERIES IN 2010s

Nationhood, nationalism and national identity have been highly charged and sensitive issues in Turkey since
the establishment of the Republic. While the rhetoric on nationalism has changed over time in relation to the
country’s changing political and cultural conjuncture, as an ideology, nationalism has unwaveringly preserved
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its persistence in both political and cultural spheres. One invariable spanning the popularity of nationalism in
Turkey has been its relationship with mass media and popular culture in general. Particularly cinema and
popular television have been prevalent carriers of nationalism - more so as a form of everyday ideology. Parallel
to the changes in the political and cultural conjuncture and the shift in the official nationalist discourse,
representation of nationalism in mass media have also transformed. The study argues this transformation has
taken a radical turn particularly with 2010s when the AKP government was reelected and consolidated its rule.

This study attempts to do two things. First, it aims to trace the changes in nationalist rhetoric in Turkey over
the past twenty years. It sheds light on how the components of nationalist discourse have been transformed to
accommodate political ideologies and cultural policies of the AKP government, particularly following its
reelection in 2007. Second, it scrutinizes the relationship between nationalism and popular media. It focuses on
the representation of nationalist motifs in cinema and TV series and the ways in which they have transformed
over the years parallel to the shifts in the nationalist discourse - again, over a timespan of twenty years.

Claiming that 2000s have been marked with the rising popularity of Turkish cinema and 2010s have witnessed
the mushrooming of TV series, methodologically, the study focuses on these two different forms of popular
texts (films and TV series) with reference to the two different time frames (2000s and 2010s) in which they
have gained popularity. Adopting a thematic analysis, where selected cultural texts are studied according to
prevalent themes, the paper analyses a sample of films from early 2000s cinema in Turkey and a sample of TV
series from 2010s. The samples are selected according to their box office successes and ratings. The study aims
to unravel the ways in which the nature of the represented nationalist motifs in these media texts have changed
in line with the shifting nature of nationalist discourse in Turkey.

Keywords: Nationalism, Popular Culture, Turkish Cinema, TV series
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NEW MEDIA AND OPEN SCIENCE OVER THE COURSE OF A PANDEMIC ERA

Bahar Muratoglu Pehlivan'

Scientific knowledge is by a majority vital for public health, especially in a pandemic era. With conspiracy
theories circulating, and misinformation spreading; the public faces a state of infodemic, in which there is a
massive amount of information and it is difficult for individuals to know for certain which information is true
and which one is false. While new media environments provide a space for this misinformation and infodemic;
they can also be used as tools for providing the right information, making scientific research and knowledge
public, and thus reducing the health risks that false information and conspiracy theories pose. In other words,
new media can be used as a space for open science.

The concept of open science is defined as “transparent and accessible knowledge that is shared and developed
through collaborative networks” by Vicente-Saez and Martinez-Fuentes (2018). The idea of open science is that
scientific research and knowledge should be free and accessible for public, which is not always the case in
today’s scientific world. The problem here is, if public cannot access accurate scientific knowledge from reliable
sources, then misinformation and conspiracy theories have more space to spread, threatening public health. To
prevent this from happening, science narrators and scientists are using the opportunities of new media to provide
accurate scientific information, research, and current developments on specific fields.

This study aims to discuss the ways how these organizations use new media as a space to provide accessible
scientific knowledge to public during current pandemic of Covid-19, and how open science on new media can
be an opportunity to support public health in a pandemic era, thus reducing the damage that can be caused by
infodemic. Therefore, this study focuses on three organizations on new media: Herkese Bilim ve Teknoloji /
Science and Technology for Everyone (herkesebilimteknoloji.com), Yalansavar / Lie Detector (yalansavar.org),
and Evrim Agaci1 / Tree of Evolution (evrimagaci.org). Their content, news reporting, verification and fact
checking practices related to Covid-19, and thus their contribution to fight against infodemic are the focus of
discussion.

Keywords: New media, open science, misinformation, infodemic
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YERLILESTIRME BAGLAMINDA GUNEY KORE VE TURK SiNEMASI: “MIRACLE IN
CELL NO 7” VE “7. KOGUSTAKI MUCIZE” FILMLERININ ANALIZI

Bahar Oztiirk!, Beyler Yetkiner?

Sinema, ortaya ¢iktig1 yillardan itibaren diger sanat dallartyla i¢ ice olmustur. Birgok film; uyarlama, esinlenme,
alintilama gibi yontemlerle izleyiciyle bulusmustur. Yeniden ¢evrim sayesinde yapimci ya da yonetmen,
basaris1 gorsellesmis bir senaryoyu somut hale getirerek kendi iilkesinin kiiltiirel norm ve degerlerini de
gozeterek bir yapit ortaya gikarabilmistir. Gliniimiizde yeniden ¢evrilen filmler ile pek ¢ok iilke hem ekonomik
acidan hem de sinema sektorii agisindan O6nemli gelismeler kaydetmistir. Yeniden ¢evrim kavrami, eser
sahibinin filmi yeniden sekillendirmesi anlamina gelmektedir. Film, uyarlama yapilan iilkenin sosyokiiltiirel
yapisina, Orf ve adetlerine, gelenck-goreneklerine, toplumsal degerlerine gore bigimlenir. Bu duruma
yerlilestirme de denir. Tiirk sinemasinin ilk donemlerinde de siklikla basvurulan bir yontem oldugu
goriilmistiir. Genellikle “yabanci filmden uyarlama” seklinde yapilan filmler, hikayenin ¢ergevesi, olay 6rgiisi,
kahramanlari, zamani, mekani degistirilerek Tiirkgelestirilmektedir.

Son yillarda Giiney Kore filmleri, her iilke i¢in adeta bir kaynak haline gelmis ve Kore filmlerinden uyarlamalar
artig gostermistir. Tiirkiye’de hem sinema hem dizi sektoriinde siklikla goriilen Kore uyarlamalar, tilkemizde
icerik liretme ve gelistirme adina sikintilar yasandigini gozler oniine sermektedir. Bu anlamda Tiirk yonetmen
ya da yapimcilar, yerlilestirme kavrami perspektifinde yabanci iilkelerden filmleri alarak yeniden ¢evrim ile
filmi, yerli versiyon seklinde izleyici ile bulusturmaktadirlar. Tiirk sinemasinda bu durum 1960’11 yillardan beri
siiregelmektedir. Ilk baglarda Alman sinemasi, daha sonra Arap, Amerikan, italyan sinemasi gibi nerdeyse tiim
tilkelerin filmlerinden yapilan uyarlama filmlerin 1990’11 yillarda azaldig1 dikkatleri ¢ekiyor. Ancak giiniimiiz
Tiirk sinemasinda Giiney Kore uyarlamalarina oldukga sik rastlanmaktadir.

Bu dogrultuda, ¢alismada; Kore sinemasi, yeniden ¢evrim, uyarlama ve yerlilestirme kavramlarindan yola
c¢ikilarak kaynak olarak segilen filmlerin analizine yer verilmistir. Calismanin uygulama bolimiinde, Gliney
Kore’de ¢ekilen “Miracle In Cell No 7" ile Tiirkiye de ¢ekilen ve 93. Oscar Odiilleri’'nde ‘Uluslararasi En Iyi
Film’ dalima aday olarak segilen “7. Kogustaki Mucize” filmlerinin igerik analizi yapilmistir. Analizde,
filmlerin anlati tekniklerinin, 6ykii gelisiminin, zaman ve mekan 6gelerinin, karakterlerin ve sunumlariin
karsilagtirmas1 yapilmistir. Calismada, bu iki film temel alinarak, ¢oziimleme yontemlerinden “yapisal ve
iceriksel ¢oziimleme” teknigi ile her iki film arasindaki benzerlikler ve farkliliklar tespit edilmeye
caligilmaktadir. iki film arasinda konu ve olay 6rgiisii anlaminda biiyiik degisiklikler olmasa da, konunun anlat:
yapisinda farkhiliklar séz konusudur. Ozellikle Tiirk versiyonunda senaryoya; yeni karakterler ve olaylar
eklenerek film farkli bir sonla bitirilmistir. Her iki filmin konusu, karakterleri ve mekanlar1 ayni gergeveye
oturtulmustur. Ancak bazi sahneler ve diyaloglarda yerlilestirilmis s6z ve duygular géze ¢arpmaktadir. 7.
Kogustaki Mucize filmi, konu bakimindan Kore versiyonundan tamamen kopmasa bile, yerlilik fazlasiyla
hissedilmektedir. Calismanin sonucunda, Giiney Kore’den uyarlanan “7. Kogustaki Mucize” filminin, Tiirk
kiiltiiriine ve degerlerine gore yerlilestirildigini sdylemek miimkiindiir.

Anahtar Sozciikler: Yerlilestirme, Giiney Kore Sinemasi, 7. Kogustaki Mucize
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SOUTH KOREAN AND TURKISH CINEMA IN THE CONTEXT OF LOCALIZATION:
ANALYSIS OF FILMS “MIRACLE IN CELL NO 7” AND “7*" MIRACLE IN THE WARD”

Cinema has been intertwined with other branches of art since its emergence. Many movies met with the
audience through methods such as adaptation, inspiration, and quoting. Producer or director thanks to the
recycling can create a work by taking into account the cultural norms and values of its own country by
embodying a scenario whose success has been visualized. Nowadays, many countries have made significant
progress both economically and in terms of cinema sector with the re-translated films. Re-cycle concept means
the owner of the work reshapes the film. The film is shaped according to the sociocultural structure, customs
and traditions, traditions and social values of the adapted country. This situation is also called indigenization.
It has been observed that it was a method frequently used in the early periods of Turkish cinema. Films, which
are generally made in the form of “adaptations from foreign movies”, are translated into Turkish by changing
the frame of the story, plot, heroes, time and place.

In recent years, South Korean movies have become a resource for every country and adaptations from Korean
movies have increased. Seen frequency Korean adaptations in both cinema and TV series industry reveals that
there are difficulties in Turkey on behalf of content production and development. In this sense, Turkish directors
or producers take films from foreign countries in the perspective of the concept of indigenization and bring the
film to the audience in the form of a local version with a remake. This situation has been going on since the
1960s in Turkish cinema. It is noteworthy that films based on German cinema at first, then Arab, American,
Italian and almost all countries’ films decreased in the 1990s. However, South Korean adaptations are quite
common in today’s Turkish cinema.

In this direction, the study includes the analysis of films selected as sources based on the concepts of Korean
cinema, retranslation, adaptation and indigenization. In the application part of the study, for the films “Miracle
In Cell No 7” that shot in South Korea and “7" Miracle in the Ward" that shot in Turkey and selected as a
candidate ‘Best International Film’ at the 93rd Oscar Awards, content analysis was used. In the analysis, the
films' narrative techniques, story development, time and space elements, characters and presentations were
compared. In this study, one of the analysis methods, "structural and contextual analysis" technique, the
similarities and differences between the two films are tried to be determined. Although there are no big changes
in terms of subject and plot between the two films, there are differences in the narrative structure of the subject.
Especially in the Turkish version, new characters and events were added to the script and the movie ended with
a different ending. The subject, characters and places of both films have placed in the same frame. However, in
some scenes and dialogues, localized words and emotions are striking. Even if the movie “7% Miracle in the
Ward” does not completely break with the Korean version in terms of subject matter, the localness is highly
felt. As a result of this study, it is possible to mention that the movie “7™" Miracle in the Ward” adapted from
South Korea was localized according to Turkish culture and values.

Keywords: Localization, South Korean Cinema, Miracle In Cell No 7
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TOPLUMSAL CINSIYET ESITLiGi BAGLAMINDA DiJITAL CAGDA REKLAMIN DiLi

Belgin Yazicr!

Tim diinyada oldugu gibi tilkemizde de reklamcilik gesitli doniisiimlere ugramis ve markalar dijital ¢agin
gerektirdigi degisimlere kendilerini uyumlayabilme konusunda ¢aligmalar yiiriitmeyi siirdiirmektedir. Bu
degisiklikler sosyo-kiiltiirel, sosyo-ekonomik ve ayn1 zamanda da dilsel ve yapisal degisikliklerdir. Teknolojik
gelismelerle farkli mecralara da tagman reklamlar, reklam anlatisinin da degisiminin 6niinii agmustir. fletisimin
en 6nemli araglarindan biri olan dil, toplumsal diinyay1 anlamamizi, birbirimizle olan iligkilerimizi, toplumsal
kimliklerimizi sekillendirmekte ve bu nedenle de reklamlarda dilin nasil kullanildig1 biiyiik 5nem tagimaktadir.
Kitle iletisim araglari toplumsal degerleri ve toplumlardaki degisimleri yansitmakta biiyiik bir rol oynamaktadir.
Televizyon, sinema, dergi, gazete, Internet yayinlar1 ve platformlar1 gibi kitle iletisim araglar1 aracihigryla
yansitilan toplumsal cinsiyet rolleri de toplumdaki algiy1 sekillendirmekte ve bu rollerin pekismesine aract
olmaktadir. Toplumsal cinsiyet, toplum tarafindan empoze edilen erkeklik ve kadinlikla iliskilendirilmis sosyal
ve kiiltiirel degerleri icermekte ve bu kavramin toplumdaki karsiligi kadinlara ve erkeklere atfedilen roller
tizerinden yorumlanmaktadir. Toplumsal cinsiyet rollerinin sunumlarinda bir iletisim g¢esidi olan reklamlar da
genis bir etkiye sahiptir. Gegmisten giliniimiize reklam iletisimindeki degisimlerden biri de toplumsal cinsiyet
esitligi konusundaki farkindaligin artmas1 ve yeni nesil reklamcilarin bu konuda daha hassas ve yaratici igerikler
olusturmalaridir. Reklamlarin geleneksel platformlarin yaninda yeni medya araglarina taginmasiyla birlikte
etkililik alani1 ¢ok daha genislemis ve marka, kisi ve kurumlar bu yonde icerik iiretme egilimi gdstermeye
baslamislardir. Bu ¢alismanin amaci, son yillarda toplumda degisen toplumsal cinsiyet anlayisinin reklamlarda
nasil ele alindigim1 ortaya koymaktir. Calismada, amagsal ornekleme ydntemiyle segilen reklamlarda
gostergebilimsel analiz kullanilarak toplumsal cinsiyet sunumlarinin degisimleri ve dildeki yansimalari
incelenmis ve toplumdaki cinsiyet rolleri ile ilgili kabullerin nasil degistigi ortaya konulmaya calisiimistir.

Anahtar Sozciikler: Toplumsal Cinsiyet, Reklam, Dijital Cag, Yeni Nesil Reklamcilik

THE LANGUAGE OF ADVERTISING IN THE DIGITAL AGE IN THE CONTEXT OF
GENDER EQUALITY

Advertising has undergone various transformations in our country as well as all over the world, and brands
continue to work on adapting themselves to the changes required by the age. These changes are socio-cultural,
socio-economic as well as linguistic and structural transformations. Advertisements, which were carried to
different media platforms with technological developments, paved the way for the change of advertising
narration. Language, which is one of the most important tools of communication, shapes our understanding of
the social world, our relationships with each other, our social identities, and therefore, how language is used in
advertisements is of great importance. The mass media play a big role in reflecting social values and changes
in societies. Gender roles reflected through mass media such as television, cinema, magazines, newspapers,
Internet broadcasting and platforms also shape the perception in society and facilitate the consolidation of these
roles. Social gender includes social and cultural values associated with masculinity and femininity imposed by
the society, and the equivalent of this concept in society is interpreted through the roles attributed to women
and men. Advertisements, which are a type of communication, also have a wide effect in the presentations of
gender roles. One of the changes in advertising communication from past to present is the increase of awareness
on gender equality and the creation of more sensitive and creative content by new generation advertisers.

! Dr. Ogretim Uyesi, Istanbul Yeni Yiizy1l Universitesi, Iletisim Fakiiltesi, Halkla iliskiler ve Reklamcilik,
belgin.yazici@yeniyuzyil.edu.tr
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With the transfer of advertisements to new media tools besides traditional platforms, the area of effectiveness
has expanded much more and brands, individuals and institutions have started to produce content in this
direction. The aim of this study is to reveal how the changing understanding of gender in society in recent years
has been handled in advertisements. In the study, the changes of gender presentations and their reflections in
the language were examined by using semiotic analysis in advertisements selected by purposeful sampling
method, and it was tried to reveal how the assumptions about gender roles in society changed.

Keywords: Gender, Advertisement, Digital Age, New Generation Advertising
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INSTAGRAM CEKILISLERININ MARKAYA YONELIK TUTUMA ETKIiSi

Bike Alizade'

Bu ¢alismada Instagram c¢ekilislerinin sirketin kendi hesabindan m1 yoksa anlagmali Influencer hesabindan m1
diizenlenmesinin daha etkili oldugu arastirilmistir. Bir {irliniin satiginin tutundurmasinda pazarlama stratejisi
belirleyici bir role sahiptir. Dijitallesmenin etkisi olarak gelisen dijital pazarlama kavrami sosyal medya
pazarlamasi kavramini ortaya atmistir. Sosyal medya pazarlamasi 6zellikle Instagram platformunda etkin bir
sekilde icra edilmektedir. Bu tiir pazarlama genellikle sirket ya da influencer profilleri araciligiyla
gerceklestirilmektedir. Satis tutundurma teknikleri dijital ortama gore uyarlanmistir. Instagram c¢ekilisleri de
sosyal medya pazarlamasinin etkili satig tutundurma tekniklerinden biridir. Cekilislerde hesap sahibi olan ilgili
kisiler Instagram kullanicilarina begeni, yorum, hikaye paylagsma gibi eylemlerin karsihiginda tanitilacak
markaya ait cazip hediye teklifi yapar. Cekilisi kazanan sansh kisiler hediyeyi aldiklar1 gibi ilgili marka
hakkinda da bilgi sahibi olurlar.

Aragtirmanin 6rneklemi Tiirkiye geneli Instagram kullanan 6grenciler arasindan kolayda drnekleme yontemiyle
secilmistir. Arastirmaya 85 iiniversiteden 890 6grenci katilmistir. Ogrencilerin 492’si Instagram gekilislerine
katildiklarini ifade emistir. Erken’in (2019) arastirmasinda kullandigi Sosyal Medya Tiiketici Algist ve Sosyal
Medya Marka Bilinirligi algist dl¢ekleri birlikte ele alinmis ve bu arastirmanin sorusuna yanitlamaya uygun
olacak sekilde tekrar diizenlenmistir. Kullanilan Slglim araciyla gergeklestirilen faktdr analizi sonucu 15
sorudan olusan ve agiklayicilig1 %63,5 olan 5 boyutlu bir yap1 elde edilmistir. Boyutlar; tiiketicinin 6n bilgisi,
cekiligin bilgilenmeye etkisi, ¢ekilisin markaya yonelik tutuma etkisi, ¢ekilisin igletmeye yonelik tutuma etkisi
ve etkilegim olarak tanimlanmistir. Elde edilen bulgulara gore Influencer hesaplarindan diizenlenen ¢ekilislerde,
cekiligin {irlin ve sirket hakkinda bilgilenmeye etkisinin girket hesaplarindan diizenlenen ¢ekilislere gére daha
yiiksek oldugu sonucunda ulasilmistir. Etkilesim boyutunda ise tiiketicilerin sirketlerin kendi hesaplari ile daha
fazla etkilesime girdigi ortaya ¢ikmistir. Influencer hesaplarindan cekilis diizenlenmesinin markaya veya sirkete
yonelik pozitif tutum gelistirme agisindan daha olumlu olacagina dair herhangi bir bulguya rastlanmamustir.
Bununla beraber ¢ekilislere katilanlarin %60,8’1 Influencer hesaplarindan ¢ekiliglere katildigini belirtmektedir.

Bulgulara gore sirketlerin, hedef kitleye ulagsmak ve firlin/sirketin bilinirligini artirmak i¢in Influencer
hesaplarindan faydalanmalari gerektigi anlagilmaktadir. Bununla beraber tiiketici ile etkilesim artirabilmek igin
cekiligleri Influencer hesaplarindan diizenlemek yerine Influencerlarin da yonlendirmesiyle kendi sirket
hesaplarindan diizenlemelerinin daha yararli olacagi sonucuna ulasilmistir.

Anahtar Sozciikler: Satis Tutundurma, Dijital Pazarlama, Sosyal Medya Pazarlamasi, Instagram Cekiligleri

THE IMPACT OF INSTAGRAM GIWEAVAYS ON ATTITUDE TOWARDS BRAND

The purpose of this work is to research whether Instagram giveaways are more effective when arranged by
contracted influencer accounts or by company accounts. Marketing strategy has a decisive role in the sales
promotion of a product. Digital marketing which has emerged as a consequence of digitalization, has introduced
the concept of social media marketing. Social media marketing has proved to be effective, especially on the
Instagram platform. This type of marketing is usually carried out through company or influencer profiles. Sales
promotion techniques have also been adapted to the digital environment, making Instagram giveaways one of
the most effective tools of social media marketing. The concept behind giveaways is that the persons who run
the digital campaign (e.g. giveaway) make an attractive gift offer of the brand that is being promoted to

! Yiiksek Lisans Ogrencisi, Siileyman Demirel Universitesi, Sosyal Bilimler Enstitiisii, [letisim Bilimleri ve
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Instagram users in return for actions such as likes, comments and story sharing. The lucky winners of the
giveaway receive the gift, whereas they awareness about the relevant brand has been spread to a larger audience.

The research sample was selected by Turkey easy sampling method among students who are general users of
Instagram. 890 students from 85 universities participated in the research, whereas 492 of the participants stated
that they have joined Instagram giveaways before. The measurement used in this research has been rearranged
to be appropriate to answer the question of this abstract, Erken (2019) named Social Media Consumer
Perception and Social Media Brand Awareness works. As a result of the factor analysis performed with the
measurement tool used, a 5-dimensional structure consisting of 15 questions and an explanatory score of 63.5%
was obtained. Dimensions; consumer prior knowledge, the effect of the lottery on informing, the attitude effect
of the lottery towards the brand, the attitude effect of the lottery towards the business and interaction. According
to the findings obtained, it was concluded that the effect of the lottery on getting information about the product
and the company was higher in the draws organized from the Influencer accounts compared to the draws
organized from the company accounts. In terms of interaction, it has been revealed that consumers interact more
with companies’ own accounts. There is no evidence that the lottery arrangement from Influencer accounts
would be more positive in terms of developing a positive attitude towards the brand or the company. However,
60.8% of those who participated in the giveaways stated that they participated in the giveaways from Influencer
accounts.

According to the findings, it is assumed that using Influencer accounts could help companies reach their target
audience and increase their brand awareness. But in order to increase the interaction with the consumer, it was
concluded that it would be more beneficial to arrange the draws from their own company accounts, with the
guidance of the Influencers, instead of arranging them from the Influencer accounts.

Keywords: Sales Promotion, Digital Marketing, Social Media Marketing, Instagram Giveaway
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(DIS)CONTINUITY OF ADVERTISING AGENCIES AND MANAGING KNOWLEDGE

Burak Amirak'

Competition is one of the main drivers of (dis)continuity in nature. Competition relies on the fundamental law
of survival of the fittest which requires the ability of managing uncertainty. On the contrary, the businesses
demand certainty. Therefore, they try to create certainty by trying to avoid uncertainty. Unfortunately, the only
certainty is uncertainty where competitive advantage is created only through knowledge (Nonaka, 1991). Some
businesses rely on knowledge more than the others like advertising (Muller and Doloreux, 2009). They manage
and sell knowledge about advertising, consumers and the creativity (Hackley, 2000). A knowledge-intensive
business service depends on professional knowledge, production and/or usage of knowledge for their services
and, create competitive advantage for themselves and their clients. Advertising agencies are a good example of
these kind of organizations (Miles et al., 1995). Therefore, advertising agencies can be considered as a
knowledge-intensive business service. However, the concept of knowledge management receives little attention
of scholars and practitioners in advertising domain. The research conducted mostly reveals the implications
surrounding knowledge creation, storage and retrieval, distribution, and application. In general terms, the topic
remains under-represented.

This study tries to shed light on the hierarchy of Data-Information-Knowledge-Wisdom-Enlightenment not as
a linear approach but a cycle. An exploratory research is conducted how information is made useful for creating
a competitive edge for the advertising agencies which will enable them to continue their value creation. In this
case, a descriptive phenomenological research methodology was employed to uncover participant experiences,
as they often develop through daily experiences. Using purposeful sampling, account planners and creative
directors with over five years of experience who work for the member advertising agencies of the Advertising
Association of Turkey were chosen. Twenty were contacted and fifteen agreed to participate. To uncover the
interpretations of the participants’ experiences, in-depth interview technique was used. The interviews which
are voice-recorded, videotaped, and transcribed were held in the participants’ offices between July 2015 and
2017. The raw data was coded by two independent coders; the researcher and another academic in advertising.
The researcher used Excel to calculate Cohen’s kappa to maximize intercoding reliability, resulting in a (k)
=0.78 score for categories and a (k) =0.75 score for themes.

Findings showed that in the process of creation of advertising there is an information gathering step followed
by transferring and transforming that information into knowledge where ‘creative brief’ is the keystone of the
process. Also, the findings made it evident that the flow of information and managing knowledge is not
hierarchical but certainly a cycle. In the discussion part, the model proposed by Zeleny (2013) is adopted to the
research findings where account planning becomes a hub for knowledge management process in advertising
agencies. Therefore, advertising agencies should secure a hub for knowledge management like account planning
department for continuous advantage of competition. This research was conducted only in Turkey and did not
include account managers.

Keywords: Advertising, knowledge management, account planning
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18-25 YAS ARALIGINDAKI KADINLARIN KORE DiZiSi iZLEME PRATIKLERI
UZERINE KESFEDICI BIR ARASTIRMA

Bur¢in Biyiklioglu Sari!

Kore dizileri, filmleri ve miiziklerini iceren Kore Dalgas1 bir diger adi ile Hallyu, Giiney Kore’de liretilen
dizilerin, filmlerin ve pop miizigin biitiin diinyaya yayilmasina, bir anlamda yerel kiiltiirel igerigin kiiresel bir
olgu haline doniismesine verilen isimdir. Once Asya, daha sonra Amerika kitasi etkisi altmna alan Kore
Dalgas, Tiirkiye’de de varlik gostermektedir. Ulkemizde, bu dalganmn itici giicii ise Kore dizileridir. Tiirk
izleyicisi ilk defa 2005 yilinda TRT1 ekranlarinda yayinlanan “Denizler Imparatorlugu” isimli dizi ile K-
Dramalar ile tamsmistir. Izleyici kitlesinin ciddi bir béliimiinii ise gen¢ kadmlar olusturmaktadir. Bu
calismacinin amaci, 18-25 yag araligindaki genc kadinlarin K-Drama izleme pratikleri ile K-Drama izleme
motivasyonlarini kavramaktir. Caligmada, nitel veri toplama yontemlerinden biri olan derinlemesine miilakat
teknigi tercih edilmis ve 18-25 yas arasindaki on kadmn katilimer ile goriisiilmiistiir. Gorligmelerin dordii yiiz
yiize, altis1 ise Internet iizerinden gerceklesmistir. Calisma sonucunda, katilimeilarin hayatlarindaki sancili
doénemlerin baglangicinda veya sonunda K-Drama izleme pratiklerinin yogunlastigi anlagilmistir. Alt1 katilimet,
hayatin zorlayici yanlarindan uzaklasmak ve deyim yerindeyse adeta “pembe” bir diinyaya gec¢is yapmak icin
Kore dizileri izliyordu. Geriye kalan dort katilimer ise psikolojik olarak yiprandiklarini diigiindiikleri zaman
dilimlerinin sonunda, hayatlarinda yeni bir sayfa agabilmek admna ritiielistik bir sekilde izleme eylemi
gergeklestiriyordu. Ancak K-Dramalarin onlarin hayatinda iistlendigi rol, bu igeriklere elestirel bir séylem
gelistirmelerini engellememisti. Hemen hepsi, izledikleri iceriklerin “klise” olduguna dair ortak bir kaniya
sahipti. Arastirmanin dikkat ¢eken bulgularindan bir digeri ise katilimcilarin K-Dramaya olan ilgilerinin Giiney
Kore kiiltiiriine dogru yoneldigidir. Katilimcilarin biiyiik bir boliimii en az bir kere Kore yemeklerini tatmig, K-
Pop dinlemis ve Korece dgrenmeyi denemistir. Cografi agidan temas etmelerine imkan olmayan iki farkli
kiiltirii bir araya getiren K-Dramalarin yakin gelecekte daha ¢ok kisi tarafindan tercih edilecegi ve Kore
Dalgasmin Tiirkiye’de uzunca bir siire daha etkili olacag: agiktir. Bu nedenle kesfedici bir nitelik tasiyan bu
arastirmanin en dnemli sonucu, ele alinan konunun anlamaya ve anlatmaya deger oldugudur.

Anahtar Sozciikler: Kore Dalgasi, Hallyu, Popiiler Kiiltiir, Alimlama Caligmalari

AN EXPLORATORY RESEARCH ON KOREAN DRAMA WATCHING PRACTICES OF
WOMEN BETWEEN THE AGES OF 18-25

Korean Wave or Hallyu, which includes Korean Tv series, movies and music, is the name given to the spread
of serials, movies, and popular music produced in South Korea. The Korean Wave influenced Asian and
American continent, and its effects are now being felt in Turkey. In our country, the Korean Tv series are the
main actors of the wave. The Turkish audience first met K-Dramas in the series "The Empire of the Seas"
broadcast on TRT1 screens in 2005. An important part of the audience is young women. The aim of this study
is to comprehend the K-Drama watching practices of young women between the ages of 18-25 and K-Drama
watching motivations. In the study, an in-depth interview technique which is one of the qualitative data
collection method was preferred. Ten female participants between the ages of 18-25 were interviewed. Four of
the interviews were made face-to-face and six interviews were conducted over the Internet. As a result of the
study, it was understood that participants prefer to watch K-Drama at the beginning or end of difficult times in
their lives. Six participants were watching the Korean Tv series to get away from the challenging aspects of
life. Four participants were watching Korean Drama at the end of the periods when they hat psychological
difficulties. It was like a ritual for them to open a new page in their lives. However, the role of K-Dramas in
their lives could not prevent them from developing a critical discourse on these contents. Almost all of them
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had a common belief that the content they watched was “cliche” Another remarkable finding of the research is
that participants’ interest is directed to South Korean culture. The majority of the participants tasted Korean
food at least once, listened to K-Pop, and tried to learn Korean. Thus, Turkish and Korean culture which are
not able to contact geographically can come together. It is obvious that in the near future, The Korean Wave
would be more effective in Turkey. Hence, the most important result of this exploratory research is that the
subject under consideration is worth understanding and explaining.

Keywords: Korean Wave, Hallyu, Popular Culture, Reception Studies
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TUKETIM TOPLUMUNDA HEDIYE VERME DAVRANISI: EVRIMSEL PSIKOLOJI
PERSPEKTIFINDEN BiR ANALIZ

Burcu Yaman Akyar!, Sevgi Akca Giiles’

Tiketimin yasamsal faaliyetlerden biri haline geldigi giinlimiiz tiikketim toplumunda, hediye verme davranigi da
iligkilerin vazgeg¢ilmez bir gereksinimi haline doniismiistiir. Bu durum mevcut ve baskin tiikketim kiiltiirliniin bir
sonucu olarak goriilse de aslinda hediye alma ve verme antik ¢aglardan beri yapisal degisimlerle siiregelen
evrensel bir davranistir. Hediye “teoride goniillii gergekte ise zorunlu olarak geri verilen” (Mauss, 2018, s. 15)
bir degis-tokus unsuru olarak tanimlanirken, konuya iligkin yapilan caligmalarda sik¢ca hediye verme
davranisinin karsilikliligr iizerinde durulmaktadir. Bu baglamada hediye hangi sebeple sunulursa sunulsun,
karsidaki kisiyi benzer bir karsilik verme zorunlulugu altina sokan simgesel bir ara¢ olarak da kabul
edilmektedir. (Buss, 2005, s. 584). Tiketim toplumunda tiiketimi arttirmayi amaglayan en Onemli
mekanizmalardan biri olan reklamlar aracilig1 ile de hediye verme davranisi sikc¢a tiiketiciye hatirlatilmaktadir.
Ozellikle yilbasi, sevgililer giinii, anneler giinii, babalar giinii gibi 6zel giinlerde hediye alma davranisini bir
zorunluluk olarak sunan reklamlar ile hediye verme davranisi giiniimiizdeki son halini almistir.

Insanoglu icin yerlesik bir davranis olan hediye verme, birgok disiplin tarafindan incelenmis ve bu davranisin
oziinde yer alan motivasyonlar, bireysel ve toplumsal isleyisler bu farkli yaklagimlarla agiklanmaya
calisilmistir. Psikoloji disiplini i¢erisinde mevcut ve baskin biligsel yaklasimlara alternatif bir bakig agist sunan
evrimsel psikoloji ise bu davranislarin iggiidiisel boyutlarina odaklanir. Olgulari hem biyolojik hem de sosyal
perspektifle agiklamaya ¢aligmakta ve bu davranigin insanin evrimsel siirecinde neden ve nasil sekillendigine
cevaplar sunmaktadir. Evrim, genetik ve soydan gelen biyolojik ve kalitsal 6zellikler gibi, Darwin’in temel
onermeleri iizerinden ilerleyen evrimsel psikoloji, insan davraniglarimi agiklarken bu kalitsal &zelliklerin
davranislarin gekillenmesine nasil bir katkida bulundugu ile ilgilenmektedir. Benzer sekilde, hediye verme
davranisi da insanin evrimsel siiregte en 6nemli kalitsal 6zellikleri olan karsilik bekleme, giiglii olma, ciftlesme
ve ¢ogalma giidiileri ¢cergcevesinde tartigilmaktadir.

Bu c¢aligsma ise baskin tiiketim kiiltiirii ¢ercevesinde yeniden sekillenen hediye verme davranisimni evrimsel
psikoloji baglaminda inceleyerek, bireylerin hediye verme davraniglarinin temelinde yer alan giidiilere,
motivasyon kaynaklarina ve bu davraniglart anlamlandirma bigimlerine iliskin 6rnekler sunacaktir. Bu amag
dogrultusunda agagidaki sorulara yanit aranmaktadir.

1. Giiniimiizde hediye nasil kavramsallastiriliyor ve tikketim toplumu hediye kavraminin sekillenmesinde
nasil bir role sahip?

2. Bireylerin evrimsel psikoloji ¢ergevesinde hediye verme motivasyonlart nelerdir?

3. Hediye vermenin karsiliklilik ilkesinin giinliik hayattaki yansimalar1 nelerdir?

4. Evrimsel psikoloji baglaminda kadin ve erkegin hediyelesme davraniglar arasindaki farklar nasildir?
5. Reklamlarm (6zel giin) hediye verme davranisinin sekillenmesinde nasil bir rolii vardir?

Calisma kapsaminda, 25-35 yas araliginda cinsiyet dagilimi gozetilerek ve yargisal orneklem yontemi ile
secilen 10 kisiyle derinlemesine gdriisme yapilmistir. Goriigsmede katilimcilara yart yapilandirilmis ve agik uglu
sorular sorulmustur. Gorligmede, katilimcilara 6zel giinler ve hediye hakkinda ti¢ farkli reklam izletilmis ve bu
giinlerde hediye verme davranisi ilgili yaklagimlarina dair veri toplanmistir. Elde edilen nitel veriler, temel
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alinan kavramsal yaklagimlar zemininde, hediye kavrami ve hediyenin anlamina iligkin i¢goriiler, hediyenin
karsilikliligi, hediye verme-alma motivasyonlari, karsi cinsle hediyelesme ve reklamlar ve hediye verme
davranisi kategorileri altinda ele alinmustir.

Anahtar Sozciikler: Hediye verme, tiikketim toplumu, evrimsel psikoloji
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GIFT GIVING BEHAVIOR IN THE CONSUMPTION SOCIETY: AN ANALYSIS FROM
THE PERSPECTIVE OF EVOLUTIONARY PSYCHOLOGY

In today's consumer society, where consumption has become a vital activity, gift-giving behavior appears as an
unavoidable requirement of interpersonal relations. Although this circumstance is seen as a result of dominant
consumer culture, actually giving and receiving gifts is a universal behavior that has been permanent since
ancient times. While the gift is defined as an element of exchange that is “voluntary in theory, and actually
given back compulsorily” (Mauss, 2018, p. 15), studies on the subject frequently emphasize the reciprocity of
gift-giving behavior. In this context, whatever reason the gift is presented for, it is also accepted as a symbolic
tool that puts the other person under a similar obligation to respond. (Buss, 2005, p.584). The gift-giving
behavior is frequently reproduced and reminded to the consumer through advertisements, which is one of the
most important mechanisms aiming to increase consumption in the consumption society. This behavior has
taken its current form with advertisements that present the it as an obligation especially on special occasions
such as New Year's Day, Valentine's Day, Mother's Day, Father's Day.

Gift-giving, which is a settled behavior for human beings, has been examined by many disciplines to explain
the motivations, individual and social processes that are at the core of the behavior. On the other hand,
evolutionary psychology, which offers an alternative perspective to dominant cognitive approaches within the
discipline of psychology, focuses on the instinctive dimensions of this behavior. It tries to explain the
phenomena from both a biological and social perspective, and provides answers to why and how this behavior
was shaped in the evolutionary process. Evolutionary psychology, which relies on Darwin's basic propositions,
such as evolution, genetics, inherited biological features, is concerned with how these inherited traits contribute
to the shaping of human behavior. Similarly, gift-giving behavior is discussed within the framework of the most
important inherited characteristics of the human being in the evolutionary process, such as waiting for a
response, strength, mating and reproducing.

This study will examine the gift-giving behavior reshaped within the framework of the dominant consumption
culture in the context of evolutionary psychology. It will present examples of the motivations, conscious and
unconscious sources of motivation and the ways of making sense of these behaviors. For this purpose, the study
secks answers to the following questions:

1. How is gift conceptualized today and what role does the consumer society play in shaping the concept
of gift?

2. What are the motivations of individuals to give and receive gifts within the framework of evolutionary
psychology?

3. What are the reflections of the principle of reciprocity of gift giving in daily life?

4. What are the differences between the gift-giving behaviors of men and women in the context of
evolutionary psychology?

5. What role do ads (special occasion ads) play in shaping gift-giving behavior?
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Within the scope of the study, in-depth interviews were made with 10 people, who were selected by judgmental
sampling method, considering the gender distribution in the age range of 25-35. In the interview, semi-
structured and open-ended questions were asked to the participants in turn. During the meeting, the participants
were watched 3 different advertisements about special days and gifts, and data were collected on the
participants' attitudes regarding gift-giving behavior these days. The qualitative data obtained has been
discussed on the basis of the conceptual approaches based on the concept of gift and insights on the meaning
of the gift, the reciprocity of the gift, the motivation of giving and receiving gifts, giving gifts to the opposite
sex and advertisements and gift giving behavior categories.

Keywords: Gift giving, consumption society, evolutionary psychology
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POST-TRUTH SiYASET: GERCEKLiGiN RADIKAL DEGIiSiMi Mi? ARACLARIN
ETKIiSi Mi?

Cem Caliskan'

Post-Truth 2016 yilinda Oxford tarafindan yilin kelimesi se¢ildiginde bir teori olarak giincel hale geldi.
Kavramin 6zellikle Brexit ile Donald Trump’in kampanya siirecleriyle beraber giindem olmasi1 onun daha ¢ok
siyasal bir ara¢ olarak goriilmesine neden oldu. Bu nedenle kavramin kendisi propaganda ve yalan haber ile
karsilagtirildi. Kamusal alanda kullanilan manipiilatif araglar uzunca bir siiredir varliklarint siirdiirmektedir.
Kavramin kendisinde her ne kadar duygusal se¢imlerin mantiksal se¢imlere agir bastigini iddia edilse de
referans gosterilen gergekligin degisimi ve kopusudur. Bundan hareketle Post-Truth kavramini gerceklik
perspektifi icerisinde daha da genisleterek degerlendirmek bu ¢alismanin amagclar arasindadir. Gergekligin insa
edildigi iddias1 ¢ok uzun bir siiredir birgok teorisyen tarafindan tartisilmaktadir. Bu yeni kavrami gerceklik
baglaminin neresine oturtabiliriz? Onceden tartisilanlardan ¢ok daha radikal bir gergeklik boyutunu temsil
edebilir mi? Zamansal agidan kavramin yeni bir noktay1 ve sonrasinit m1 ifade ettigi yoksa yeni araglarin tipki
geemiste oldugu gibi yeni bir etkisi mi oldugu ¢alismanin cevaplandirmaya ¢alisacagi énemli noktalardir. Bu
dogrultuda kavramin bizlere yeni bir olguyu saglayip saglamadigini anlamak i¢in modern dénemle beraber
insanin i¢ine dogdugu kendinin tecriibe etmeyerek kazandigi deneyimleri igine alan gergeklik ile ilgili
“Tanmnma Efekti”,” Simiilasyon” ve “Gosteri Toplumu” gibi énemli teoriler ile Post-Truth karsilastirilarak
teorik bir tartigma yiriitiilecektir. Bu sayede yeni olanin kesfi miimkiin olacaktir. Calismanin diger ayaginda
ise Post-Truth siyaset iliskisi incelenecektir. Teorik olarak Post-Truth’un klasik propagandadan ve yalan
haberden ne sekilde ayrilabilecegi tartisilacaktir. Bunun yanin Post-Truth olgusunun hangi rejimlerde ve
ideolojilerde daha ¢ok ortaya ¢iktigini géormek adina incelenecek iilkelerdeki medya ile ilgili veriler
karsilastirlacaktir. Ozellikle popiilizm ve Post-Truth siyaset tartigmasi paralel olarak yiiriitiilmektedir. Bu
nedenle popiilist sdylem ve Post-Truth iligkisi de analiz edilecektir. Popiilist s6ylemin, Post-Truth iletisim
stireciyle etkilesimi ne ve nasil olmustur? Bunun yaninda 6nceki popiilist soylemden farklarinin neler oldugu
incelenecek konular arasindadir. Son olarak Kolombiya’da iktidarin FARC ile olan miicadelesindeki kullandig:
stratejilerden biri olarak ortaya ¢ikan “Falsos negativos” skandali Post-Truth kavrami icerisinde incelenecek
konulardan biri olacaktir. Bu 6zel 6rnek diigiik yogunluklu bir i¢ savas durumunda ordunun nasil bir savas
illizyonu yarattigini anlayabilmek agisindan 6nemli olacaktir. Bu 6rnekle beraber Post-Truth iletisim siirecinin
klasik propaganda stratejilerinden hangi noktalarda ayrildig tartisilacaktir.

Anahtar Sozciikler: Hakikat Sonrasi, Siyaset, Medya, Gergeklik

POST-TRUTH POLITICS: A RADICAL CHANGE OF REALITY? OR EFFECTS OF THE
MEDIUM?

When the term Post-truth was chosen a word of the year by Oxford it became popular as a theory. Due to the
concept that has been argued with especially Donald Trump and Brexit’s campaigns it was examined as a
political tool and discourse. Therefore the concept is being compared with fake news and propaganda.
Manipulative apparatus has always been in the public sphere. Even though it is defined as relating to or denoting
circumstances in which objective facts are less influential in shaping public opinion than appeals to emotion
and personal belief claim is more than that: It is collapsing of the reality itself. However constructed reality
took place in many theories. So, where can we put this new concept in this context? Can it represent a different
and radical reality above all others? In basic words, what is the new? How can we distinguish tools of
constructed reality likewise in the past? Those are the questions that are answered in this article. For this aim

! Arastirma Gorevlisi, Beykent Universitesi, iletisim Fakiiltesi, Televizyon Haberciligi ve Programciligi,
cemcaliskan@beykent.edu.tr

53



Communication in
the Digital A
N R g The 2nd

Diftal Gagola INTERNATIONAL SYMPOSIUM
llgtigirn OCTOBER 26 -28 iZMiR, TURKEY

and theoretical approach, the concept of post-truth is compared with important theories such as “recognition
effect”, “simulation” and “the society of the spectacle”. From the beginning of the modern era, humanity was
born into an experience which it was not experienced. These important theories that are mentioned contain this
fact. With this comparison, we can discover the new one. In the other part of this article, the relationship between
politics and post-truth is analyzed since they are related from the beginning. Moreover, theoretically, it is argued
what are the differences between post-truth and classical propaganda, fake news. Therewithal we have the
chance to see in which ideologies and regimes prone to such a discourse and concept with the compared media
data. Especially populist discourse and post-truth studies carrying out as intertwined. As we can see, it is
described as a new wave of populism. Hence understanding this new way of populism is required as well.
Ultimately there is a special instance called “falsos negativos”. In this scandalous instance in Colombia, we
could see the illusion of war that is launched by the military. This case is also included to concept of post-truth.
With this example, we will discuss where the Post-Truth communication process differs from classical
propaganda strategies.

Keywords: Post-Truth, Politics, Media, Reality
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POLITIK OYUNLARLA TOPLUMSAL OLGULARI YENIDEN DENEYIMLEMEK:
“DETROIT: BECOME HUMAN” ORNEGI

Cemile Tokgoz-Sahoglu'

iletisim araclari, insanlik seriivenine daima eslik eden toplumsal meseleleri, kendine &zgii anlat1 bigimleriyle
sunmaktadir. Yeni medyanin yapisal ozellikleri, 6zgiirliik, adalet, ayrimcilik, esitlik, direnis gibi konular
algilama, deneyimleme ve tartismada bireyselligi 6n plana ¢ikaran yeni yonelimler ortaya koymaktadir. Sosyal
paylagim aglarinin sdylem {iiretimi, aktivizm ve kolektif eylem konusundaki etkililigi ya da etkisizligi tartigila
dursun, empati ve toplumsal imgelemi bi¢imlendiren etkisi yeterince tartisilmayan yeni iletisim araglar
bulunmaktadir: dijital oyunlar. Dijital oyunlar, siiriikleyici anlatis1 ve gii¢lii gorselleriyle kusatici bir etkiye
sahiptir ve bir eglence araci olmaktan 6te, politik mesaj verme kaygisi tagidig: takdirde, bir oyuncuya empati
kurmay1 ve gergeklerin simiilasyonlarini deneyimlemeyi saglayacak alan agmaktadir. Frasca’ya (2001) gore
politik oyunlar, oyunsal, sosyal ve kusatici 6zellikleriyle politik séylem ve toplumsal imgelem tizerinde giiglii
etkilere sahiptir. Nitekim Bogost (2007) oyun anlatilarin1 prosediirel retorik gercevesinde ele alarak ikna
ediciligi ve tutumlar1 degistirme yoniindeki giiclinii vurgulamaktadir. Detroit: Become Human, mesaji olan bir
oyundur ve duygulart 6n planda tutmakta, empati kurmayr hedeflemektedir. 2038 yilinda Detroit’te
geemektedir. Bir toplumsal smif haline gelen androidler ile insanlarin arasindaki ¢atigsmay1 ve bu yolla insan
olmanin ne demek oldugu tartismasimi konu edinmektedir. Bir donemin sanayi kenti olan Detroit’in
kohnelesmesinin ardindan yakin gelecekte yapay zeka iiretim merkezi olarak yeniden yiikselise gegtigini
varsayarak kurgulanan oyun mekani, kapitalizm-mekan iliskisine arka planda dikkat cekmektedir. Diger yandan
ana karakterlerin bile &lebildigi bu oyunda zaman algisi gergek hayat gibi dogrusal ve tekrarlanamaz
ozelliktedir. S6z konusu zaman ve mekanda, ayrimcilik ve ¢atigma odaginda, insan1 insan yapan dgelere dikkat
¢ekilmektedir. Oyuncu oyunu farkl is kollarinda galisan ii¢ adet androidin goziinden oynamaktadir. Oyun,
oyuncuya siirekli segeneklerle diyaloglari ve eylemleri yonlendirme olanagi sunarak interaktif bir drama
ozelligi gostermektedir. Oyun siiresince duygular, diisiinceler ve tercihler merkezdedir. Ayrimeiligi, insan-
yapint1 ¢atigmasi lizerinden dile getiren oyun, aslinda androidleri bir sembol olarak kullanarak bizden farkli
olana kars1 se¢imlerimizle yiizlesmemizi saglamaktadir. Bu caligma dijital oyunlarin, ‘ayni’ toplumsal
meseleleri ‘farkli’ bigimde anlatimmi bir 6rnek {izerinden somutlastirarak, toplumsal degisime katki
potansiyelini, oyun endiistrisinin ticari dinamiklerini ve oyunun popiiler kimligini de dikkate alarak, tartigmay1
hedeflemektedir.

Anahtar Sozciikler: Dijital medya, politik oyunlar, prosediirel retorik, Detroit: Become Human.

Kaynakc¢a

Bogost, 1. (2007). Persuasive Games. The Expressive Power of Videogames. Cambridge: The MIT Press.

Frasca, G. (2001). Videogames of the oppressed: videogames as a means for critical thinking and debate.
Atlanta: Georgia Institute of Technology.

! Dr., Marmara Universitesi, Iletisim Fakiiltesi, Gazetecilik Boliimii, cemile.tokgoz@marmara.edu.tr

55



Communication in

the Digital Age The 2nd

Dijtal Cagda INTERNATIONAL SYMPOSIUM
lletigim OCTOBER 26 -28 iZMiR, TURKEY

RE-EXPERIENCING THE SOCIAL PHENOMENON VIA POLITICAL GAMES:
“DETROIT: BECOME HUMAN”

Media present the social issues that accompany the adventure of humanity in their own unique narrative forms.
The structural features of the new media reveal new trends that bring individuality to the forefront in perceiving,
experiencing and discussing issues such as freedom, justice, discrimination, equality, and resistance. While
discussing the effectiveness or ineffectiveness of social networks in discourse production, activism, and
collective action, there are another medium that impacts on shaping empathy and social imagination and it is
not adequately discussed: digital games. Digital games have an immersive effect with their powerful narrative
and fascinating visuals, and offer the player an opportunity to empathize and experience simulations of facts, if
the game is concerned about giving political messages rather than being an entertainment tool. According to
Frasca (2001), political games have strong effects on political discourse and social imagination with their
playful, social and immersive features. Indeed, Bogost (2007) emphasizes the persuasiveness and the power to
change attitudes by dealing with game narratives within the context of procedural rhetoric. Detroit: Become
Human has a message, and it is a game that emphasizes emotions and aims to empathize. It takes place in
Detroit in 2038. It deals with the conflict between humans and the androids that have become a social class and
the discussion of "what it means to be human" in this way. Detroit, which was the industrial city of a period,
was re-emerging as an artificial intelligence production centre, the places of game draw attention to the
capitalism-place relationship in the background. On the other hand, in this game where even the main characters
can die, the perception of time is linear and unrepeatable like real life. In this time and place, the game draws
attention to the elements of being human in the focus of discrimination and conflict. The player plays the game
through the eyes of three androids working in different business lines. The game offers an interactive drama
feature by offering the player the ability to direct dialogues and actions. Emotions, thoughts and preferences
are central during the game. Expressing discrimination through human-artifact conflict, the game actually
enables us to face our choices against what is different from us by using androids as a symbol. This study aims
to discuss the potential of digital games for contributing to social change by explaining of "same" social issues
with "different" narratives and taking into account the commercial dynamics of the game industry and the
popularity of the game.

Keywords: Digital media, political games, procedural rhetoric, Detroit: Become Human
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SESLi BETIMLEME DENEYIMLERI BAGLAMINDA ERiSiLEBILiR MEDYA VE
ILETISIM EGITiMi UZERINE BIR TARTISMA

Cigdem Yasemin Unlii'

Diinyanin iizerine insa edildigi saglamci ideoloji, yapilari, araglari, bilgiyi, sanati, kisacasi giindelik toplumsal
yasamdaki her seyi saglikli, yeti kaybi1 olmayan, heteroseksiiel, gen¢ ve orta yaslarda, zayif ya da sisman
olmayan kilolarda “normal” olarak sabitlenen 6zneye gore insa etmektedir. Saglamci ideolojinin sekillendirdigi
bakis acisiyla engellilik/sakatlik ve erisilebilirlik meselesi degerlendirildiginde, Bezmez, Yardimci ve
Sentiirk’tin (2011, s. 85) de belirttigi gibi, “ortalama bir sakatlik kavrayisiyla” ilk akla gelen mekan
erisilebilirligi olmakta; mekén erisilebilirligi de genellikle tekerlekli sandalye kullanan bireylerin erisimiyle
baglantili olarak diistiniilmektedir. Erisilebilirligi engellilerin yasadigi tim sorunlarin ¢ozliimiiniin/esit
yurttaghigin bir 6n kosulu (Baltali, 2020a; 2020b) olarak kavramaktan uzak bu anlayis hem bilgiye, sanata,
medyaya, araclara erigsim meselelerini arka plana itmekte hem de engellilerin kendi i¢indeki farkliliklarinin
gormezden gelinmesine neden olmaktadir. Sesli betimleme, isaret dili, ayrintili altyazi, metinleri sese
doniistiiren ekran okuma programlari, sesi metne doniistiiren teknolojiler vb. teknikler farkli yeti yitimi olan
bireylerin erisimine uygun igerikleri ve ortamlari miimkiin kilmakta ancak bu tiir uygulamalar -mekan, {iriin,
igerik ve hizmetlerin {iretiminin sonradan, ilave bir is/“maliyet” gerektirmeksizin, en bastan herkes igin
erigilebilir olarak tasarlanmasi geregini savunan- “evrensel tasarim” (Mace, Hardie ve Place, 1991) prensibine
uygun olarak gergeklestirilmediginden yayginlik kazanamamaktadir. Cesitli arastirmalarda da (Rodan, Ellis ve
Lebeck, 2014; Ellis ve Goggin, 2015; Ellcessor, 2016) vurgulandig: gibi medya ayn1 saglamci ideolojiyle insa
edilmis soylem ve temsillere sahip oldugu gibi herkes i¢in erisilebilir de degildir.

Bu galismada, Sesli Betimleme Dernegi tarafindan sesli betimleme egitimi alan Cukurova Universitesi Iletigim
Fakiiltesi lisans dgrencilerinin deneyim ve goriisleri baglaminda erisilebilir medya ve iletisim egitimi iizerine
bir degerlendirme ve tartigma yiiriitmek amaglanmistir. Arastirma kapsaminda sesli betimleme egitimi alan 10
iletisim Ogrencisiyle yart yapilandirilmis derinlemesine goriigme yapilmis, arastirmada elde edilen veriler
betimsel analiz yontemiyle olusturulan temalar altinda ¢dziimlenmistir. Arastirmada iletigim egitiminin iletigim
ve medyanin erisilebilirligi iizerine kazandirdigi/kazandirmasi beklenen bakis acist ile sesli betimleme egitimi
alan 6grencilerin bu bakis agistyla birlikte, egitimden edindikleri deneyimle erisilebilirlik lizerine goriislerinin
nasil sekillendigi sorusuna yanit aranmistir. Sonug olarak, medya erisilebilirliginin salt teknik bir igerik iiretimi,
hizmet saglayiciligi olarak diisiinilmemesi; siirekliligi olmayan, cogu zaman hak temelli bir kavrayisa
yaslanmayan sosyal sorumluluk projeleriyle sinirlanmamasi ve engellilerin medya erisebilirliginin
olaganlastirilmasi igin iletisim egitimi i¢inde kapsamli bir erisilebilirlik perspektifinin gerekliligine dikkat
cekilmistir.

Anahtar kelimeler: Erisilebilirlik, medya erisilebilirligi, iletisim egitimi, sesli betimleme
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A DISCUSSION ON ACCESSIBLE MEDIA AND COMMUNICATION EDUCATION
WITHIN THE FRAMEWORK OF AUDIO DESCRIPTION PRACTICES

Ableist ideology, which our world has been built on, designs structures, tools, knowledge and art — i.e
everything in daily social life — according to the subject fixed as “normal”, who is defined as a healthy, not
disabled, heterosexual, young, middle-aged and neither thin nor fat individual. In addition, when we consider
disability and accessibility issues from the perspective of this ableist ideology, as Dikmen, Yardimci and
Sentiirk (2011, s. 85) stated, we see that “with “an average understanding of disability” designing accessible
spaces is the most essential issue, which is often associated with people using wheelchair. This mentality, which
is far from understanding accessibility as a precondition for the solution of all the problems faced by disabled
people/equal citizenship (Baltali, 2020a; 2020b), ignores not only the critical issues regarding the access of the
disabled to knowledge, art, media and tools but also their individual differences. Techniques such as audio
description, sign language, intralingual subtitle as well as screen reading programs which convert texts into
audio format and technologies that convert audio files into texts allow people with various impairments in their
senses to access to related contents and media environments. However, these kinds of practices cannot become
widespread because they are not carried out in accordance with the principle of "universal design" (Mace,
Hardie, & Place, 1991), which advocates that the production of space, products, content and services should be
designed to be accessible to everyone from the very beginning without requiring additional work/"cost". As
emphasized in various studies (Rodan, Ellis and Lebeck, 2014; Ellis and Goggin, 2015; Ellcessor, 2016) the
media still reflect the discourses and representations constructed by this ableist ideology and are not accessible
for everyone.

This study aims to discuss and evaluate accessible media and communication education within the framework
of the experiences and opinions of undergraduate students attending Cukurova University Communication
Faculty and taking audio description course offered by Sesli Betimleme Dernegi (Audio Description
Association in Turkey). For the purposes of the study, semi-structured in-depth interviews were conducted with
10 communication faculty students who take audio description education, and the data to be obtained were
analyzed under the themes determined through the descriptive analysis method. The study tries to find an answer
to the following question: How are students’ opinions about accessibility issue shaped in relation to their
experiences from the training they receive as well as the perspective aimed to be developed on communication
and media accessibility by communication education. As a result, it has been pointed out that a comprehensive
accessibility perspective is required in communication education so that media accessibility is not considered
as a purely technical content production or service providing, not be limited to social responsibility projects that
are not permanent and often do not rely on a rights-based understanding and in order to normalize the media
accessibility of the disabled.

Keywords: Accessibility, media accessibility, communication education, audio description
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URETUKETICi KULTURDE DENEYIM EKONOMISIiNIiN ROLU: YEMEGI DENEYiIM
OLARAK SUNAN RESTORANLAR UZERINE BiR ARASTIRMA

Deniz Benzer'

Uretiiketicilik kavram, ilk defa Alvin Toffler (1971) tarafindan 1970°li yillarda, iireticilik ve tiiketiciligin
birbiri igine gectigini ifade etmek i¢in kullanilan bir kavramdir. Fordist iiretim bigiminden post-fordist tiretim
bi¢imine ge¢ilmesi, hizmet sektdriindeki biiylime, neoliberal politikalar ve beraberinde gelen kiiresellesme, bu
olgularm yarattig1 grift iliskinin sonucu olarak ortaya ¢ikan post-endiistriyel toplum ya da post-modern kiiltiir
ve tiim bunlart miimkiin kilan elektronik ve bilgisayar teknolojilerinin gelismesi gibi durumlar, iiretiiketicilik
kavramini giiniimiiz kiiltiiri agisindan ¢ok daha bagat bir noktaya tagimaktadir.

Medya alanindaki ¢aligmalar, iiretiiketicilik kavramini genellikle kullanicinin bir yandan igerik tiretirken diger
yandan baskalarinin tirettigi icerigi tiiketmesi yoniiyle ele almaktadir; iiretiiketici (Toffler, 1972), wikinomik
(Tapscott ve Williams, 2006), profesyonel amatorler (Leadbetter ve Miller, 2004) bu baglamda kullanilan
kavramlardan bazilaridir. Internet, web 2.0, sosyal medya gibi kavramlar iiretiiketici kiiltiiriin en baskin
araclarini olustursa ve her gecen giin mobillesen teknoloji tiikketicinin igerik olusturmasini daha da kolaylastirsa
da kavrami sadece bu yoniiyle degerlendirmek ‘ne?’ sorusunu cevaplarken ‘neden?’ ve ‘nasil’ sorularini
cevapsiz birakmaktadir. Bu sorulart dogru bir sekilde cevaplayabilmek i¢in kimlik ve benlik insa siireglerine
deginmek gerekmektedir. Kimlik nosyonu, modern sonrasi siirecte ‘akigskanlasarak’ esnek bir yapiya
biiriinmiistiir. Giiniimiizde bireyler, benliklerini sonsuz bir dongii igerisinde kimlikleri ile uyusan gostergeler
araciligiyla sunmak durumunda kalmakta; bu gostergelerin biiylik ¢ogunlugu ise bireysel deneyimlerden
olusturmaktadir. Bu baglam, bireylerin diisiince ve deneyimlerini paylagarak iiretiiketici olma arzusunun
ardindaki nedenleri agiklar niteliktedir. Benzer sekilde Pine ve Gilmore (1999) deneyim ekonomisi
yaklagiminda isletmelerin kérini, iiretim asamalarindan ziyade frettiklerini nasil bir deneyim formunda
sunduklarina bagli olarak yiikseltebileceklerini savunmaktadir. Bu nedenle, giiniimiizde birgok isletme sundugu
irtinii ya da hizmeti bir deneyim olarak tasarlamakta; kullanicilarin sosyal medyada deneyimlerini paylasma
isteginin farkinda olan kimi isletmeler ise ¢esitli stratejiler ile {irlinii ve hizmeti miisteriye sosyal medyada
platformlarinda da paylasilabilir bir deneyim/gosterge olarak sunmaktadir.

Calismanin amaci, bahsedilen durumun baskin olarak goriildiigii yiyecek igicek sektdriinde hizmet veren
isletmelerin, miisterilerini Instagram {izerinden iiretiiketiciye doniistiirme stratejilerini, mekanin sayfasinda
yapilan paylasimlar araciligi ile betimlemektedir. Arastirmanin verileri amaca yonelik 6rneklem kullanilarak
olusturulmustur. Bu baglamda 9 farkli restoranda paylasim yapan 45 farkli kullanicinin paylastig1 fotograf ve
fotograf alt1 yazilari toplanmistir. Fotograflar Bathes’in diiz anlam ve yan anlam yaklagimi ile incelenmis,
fotograf alt1 yazilar ise elestirel soylem analizi ile degerlendirilmistir. Arastirma sonucunda restoranlarin
hizmetlerini sosyal medyada paylasilabilir bir gosterge olarak tasarladig: ile karsilagilmistir. Bunu yaparken
izledikleri stratejilerin ise mekan tasarimi, yiyecek tasarimi ve performatif sunumlar seklinde {i¢ farkl: kategori
altinda toplanabilecegi ancak ayni kategorideki isletmelerin de hitap ettigi kitlenin sahip oldugu ekonomik ve
kiiltiirel sermayeye gore farkli dinamiklere sahip oldugu goriilmiistiir.

Anahtar Kelimeler: Uretiiketici kiiltiir, postmodern kimlik, deneyim ekonomisi
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THE ROLE OF EXPERIENCE ECONOMY IN PROSUMER CULTURE: A STUDY ON
RESTAURANTS SERVING FOOD AS EXPERIENCE

The concept of prosumer was first used by Alvin Toffler (1971) in the 1970s to express that production
and consumerism were intertwined. The transition from Fordist mode of production to post-fordist mode
of production, growth in the service sector, neoliberal policies and accompanying globalization are
among the facts that bring up the concept of prosumer. Phenomena such as post-industrial society or
post-modern culture that emerged as a result of these concepts and technological developments closely
related to all of these bring the concept of prosumer to a much more critical position today.

Studies in the field of media generally deal with the concept of productivity as the user produces content
while consuming content produced by others; prosumer (Toffler, 1971), wikinomics (Tapscott ve
Williams, 2006), professional amateurs (Leadbetter ve Miller, 2004) are some of the concepts used in
this context. Evaluating the concept only in this aspect leaves the questions of 'why?' And 'how'
unanswered while answering the question 'what?'. In order to answer these questions correctly, it is
necessary to touch upon identity and self-construction processes. The notion of identity has taken a
flexible structure by "liquefying" in the post-modern period. Today, individuals have to present their
selves in an infinite cycle through signs compatible with their identities; Most of these indicators are
made up of individual experiences. This context explains the reasons behind the desire of individuals to
be prosumer by sharing their thoughts and experiences. Similarly, Pine and Gilmore argue that in the
experience economy approach, businesses can increase their profits depending on how they present what
they produce in the form of experience, rather than the production stages. For this reason, today many
businesses design products or services as an experience, and some businesses, who are aware of the
desire of users to share their experiences on social media, offer the product and service to the customer
as an experience/indicator that can be shared on social media platforms.

The aim of the study is to describe the strategies of the enterprises serving in the food beverage industry,
where the mentioned situation is seen as dominant, through the Instagram posts of the users who share
in the restaurant. The data were collected with purposeful sampling. In this context, photos and captions
of 45 different users who shared in 9 different restaurants were collected. Photographs were analyzed
with Bathes' literal and connotative approach, and captions were evaluated by critical discourse analysis.
As a result of the research, it was determined that restaurants design their services as an indicator that
can be shared on social media. While doing this, it has been observed that the strategies they followed
can be grouped under three different categories: interior design, food design and performative
presentations, but restaurants in the same category also have different dynamics according to the
economic and cultural capital of their customers.

Keywords: Prosumer culture, postmodern identity, experience economy
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KAHRAMANLIGI iSGAL EDEN KADINLAR: GECMISTEN GUNUMUZE
CIZGIROMAN UYARLAMASI HOLLYWOOD FILMLERINDE KADIN TEMSILI

Deniz Ozyurda Ergen'

Son yillarda popiilerligi gittikce artan ¢izgi-roman uyarlamasi Hollywood filmleri, yillar boyu gérmezden
gelinen kadm siiper kahramanlari odagma alan filmlerle yeniden giindemde daha farkli bir yere
konumlanmaktadir. Bu g¢abanin birgok farkli perspektiften okumalarini yapmak miimkiin oldugu halde
toplumsal cinsiyet normlarinin doniisiimii agisindan ana akima yanstyan bu degisim umut vericidir. Feminizmin
kivileimlarinin kendini géstermeye basladig1 ana akimin en popiiler uzantilar1 arasinda sayilabilen ve artik bir
tiir olarak kabul edilen ¢izgi-roman uyarlamasi filmler, ¢izmeye ¢alistiklar1 yeni bir kadin imajiyla dikkate
alimmaya ve incelemeye deger bir tablo ¢izmektedir. Yillar boyu gercek disi temsiller igerisinde; yardima
muhtag, cinsel bir keyif araci ya da hikayede ikincil ve suskunlagtirilmis olarak ortaya konan kadmnin bu temsil
kodlarmin ana karakteri kadin olan siiper kahraman filmlerinde yikilip yikilmadig: incelemeye degerdir. Bu
filmleri ilgi ¢ekici kilan bir bagka nokta ise kadin yonetmenlere sahip olmalaridir. Son yillarda piyasaya siiriilen
Wonder Woman (Patty Jenkins, 2017), Captain Marvel (Anna Boden ve Ryan Fleck, 2019) ve Harley Quinn:
Birds of Prey (Cathy Yan, 2020) adli Marvel ve DC Comics kadin karakterlerinin hikayelerinden uyarlanan bu
filmler, toplumsal cinsiyet normlarini yeniden iiretme agisindan sorunlu bazi kisimlar igermelerine ragmen
feminist bir anlatiya yakin egilimler sergilemektedir. Ana akima tagan bu degisim, toplumda da feminizmin
yillar boyu beslenen koklerinin filizlendiginin gostergesidir. Medyanin sorunlu temsilleri igerisinde, ¢okca
alanyazina katki saglayan akademisyenlerin inceleme ve arastirmalarina konularindan olan ana akim filmler ve
gorsel medyanin incelenmesinin altinda yatan en dnemli sebeplerden biri alanin gelisiminin en net gozlem
noktasinin ana akim olusudur. Bu baglamda, giiniimiiz umut verici gelismelerine istinaden feminist film teorisi
ile bu popiiler kiiltiiriin gise rekortmeni filmlerinin feminizmi anlatilarina ne sekilde dahil ettigini incelemek,
ileriki caligmalar1 ve feminizmin ve toplumsal cinsiyetin ana akim i¢inde ne sekilde kendini eklemledigini
anlamak konusunda Onem teskil etmektedir. Sunumda amaclanan, ge¢misten giiniimiize ¢izgi-roman
uyarlamasi filmlerde kadmn temsilinin degisimini ele alarak toplumsal cinsiyet ve feminist film teorisi
cercevesinde yorumlamaktir. Annette Khun, Anneke Smelik, Yvonne Tasker gibi alanda 6nemli isimlerin
sundugu feminist film teorisi perspektifinden ¢izgi-roman uyarlamasi filmlerde kadinin ne sekilde temsil
edildigi tartisilmig ve tliriin gegmisteki 6rnekleriyle kiyaslanmistir. Sonug olarak; son dénem ¢ekilen filmlerle
geemis Ornekler kiyaslandiginda, son 3 yil igerisinde ¢ekilmis olan filmlerde belirgin bir feminist anlati
gozlenmis ve sorunlu igeriklere ragmen bir iyilesme oldugu ortaya konmustur. Bu durum, feminizmin toplumsal
ve akademik alanda yayginlasmasi, #metoo gibi Hollywood’u sinayan hareketlerin yasanmasi ve elestirel
yaklagimin gérmezden gelinemez bir noktaya ulasmasiyla dogrudan alakalidir. Elestirel sinemanin ve bu
konudaki akademik isimler ve feminist yonetmenlerin Hollywood’a etkisi basgarili noktalara ulagsmustir.

Anahtar sozciikler: Feminist film teorisi, ¢izgiroman uyarlamasi filmler, kadin temsili, Hollywood filmleri,
film elestirisi

WOMEN INVADING HEROISM: THE WOMEN REPRESENTATION IN COMIC-BOOK
ADAPTATION HOLLYWOOD MOVIES FROM PAST TO PRESENT

Comic-book adaptation Hollywood movies which become increasingly popular in recent years, restoring their
popularity with the films focusing on female superheroes that the producers of the genre have been ignoring for
years. Although it is possible to discuss this change from many different perspectives, this effort of maintaining
more female superhero characters in the genre, that results with the transformation of gender norms, seems
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promising. Comic adaptation films, which can be seen as one of the most popular genres of the mainstream,
draw a portrait worth to consider and analyze according to the revised female representations in the recent
movies, where the sparks of feminism start to manifest itself. After the years of unrealistic representations; it is
worth examining whether these misrepresentations which portrayed women as in need of help, hyper-
sexualized, secondary/supporting or silenced in the story are slightly changing in these new kind of superhero
movies, in which the main character is female. Another point that makes these recent comic-adaptation films
worth to analyze is that they are directed by female directors. Wonder Woman (Patty Jenkins, 2017), Captain
Marvel (Anna Boden and Ryan Fleck, 2019) and Harley Quinn: Birds of Prey (Cathy Yan, 2020), which are
the top three adaptation movies of the heroines of the comics Marvel and DC Comics, although still partly
includes problematic approach which re-create the gender norms, have more feminist narration comparing with
the past examples of the genre. This change overflowing into the mainstream is an indication that the roots of
feminism, which have been nurtured over the years, are sprouting in society. It is significant to study the
mainstream films and visual media, where the most problematic representations occur, in order to realize how
the contribution made by the academics of the field challenged the mainstream to change the social norms such
as gender. In this context, in the view of the promising development, by the help of the feminist film theory
scholars in the field, it is important to examine how the blockbuster films of popular culture started to include
feminism into their narratives and understand how feminism and gender articulate in the mainstream and to
have a deeper understanding of further studies. The aim of the presentation is to discuss the change in the
representation of women in comic adaptation films from past to present and interpret it within the framework
of gender and feminist film theory. From the perspective of feminist film theory introduced by important names
in the field such as Annette Khun, Anneke Smelik, and Yvonne Tasker, the women representation in Hollywood
comic book adaptation movies will be compared with the past examples of the genre. As a result; even if the
problematic representation of heroines and women characters continues, the narrative of the recent movies of
the genre are visibly has a more feminist approach than the older examples. So that, the spread of feminist
perspective in society and the growth of feminist theory in academic field, the movements challenging the
patriarchal structure of Hollywood such as #metoo and feminist and women directors are both become an
influence on blockbuster Hollywood movies and open the gates of change in the area.

Keywords: Feminist film theory, comic-book adaptation movies, women representation, Hollywood movies,
film criticism
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BiR DIJITAL KAMUSAL ALAN OLARAK TWITTER’DA iISTANBUL SOZLESMESI
TARTISMALARI

Didem Narmanl'

1990’11 yillarin ortalarindan itibaren Internetin hayatimiza girmesi ve sonrasinda gelistirilen Web 2.0
teknolojisiyle birlikte sosyal medya platformlarinin hizla yayginlasmaya baslamasi, medyadaki dijital
yeniliklerin getirdiklerini demokrasi, ifade 0zgiirliigli, temsil ve kamusal alan gibi konularda tartigmaya
acmugtir. Web 2.0 teknolojisinin kullanicilara tanidigi igerik {iretme, paylasma ve diger kullanicilarla ¢evrim igi
etkilesime girme olanag: dijital demokrasi, dijital kamusal alan, dijital aktivizm gibi bir¢ok yeni kavramin da
ortaya ¢ikmasina yol agmistir. Sosyal medya platformlarimin sosyopolitik roliinii tartigan ¢alismalarda en ¢ok
irdelenen mecra Twitter’dir. Temmuz 2006°da kullanima agilan Twitter kullanicilarina 240 karakterle ve
multimedya paylasimina izin veren yapistyla kendilerini ifade etme olanagi saglayan bir mikro blog sitesidir.
Kullanicilarin atmis oldugu tweetler aracilifiyla ana akim medyada yer almayanlarin bilinmesine, politik
giindeme iliskin konularin tartisilmasina, halkin kendi giindemini belirlemesine ve kullanicilarin politik
meseleler karsisinda ¢evrimigi orgiitlenerek ¢evrimdisi ortamlarda protestolar, yiiriiyiisler gibi eylemlerde bir
araya gelmesine ortam saglamasi Twitter’in dijital bir kamusal alan oldugunu ortaya koyan c¢aligmalar1 da
beraberinde getirmistir. Habermas, Arendt, Fraser, Negt ve Kluge ve Benhabib gibi teorisyenlerin kamusal alan
kavramsallagtirmalarindan hareket eden bu g¢aligmalarda Twitter iizerinden kullanicilarin paylasilan tiim
fikirlere erigebilme pratiklerine, kisi veya gruplarin farkliliklarini gériiniir kilma yollarina, paylasilan fikirlerin
dolasim ve etkilesim bigimine odaklanilmaktadir. Bununla birlikte dijital teknolojilere erisim olanaklarinin
esitsizligi, bot hesaplar, politik baski ve sansiir mekanizmalari gibi etmenler nedeniyle Twitter’in bir kamusal
alan olamayacagini tartigan ¢alismalar da mevcuttur.

AK Partinin 14 Temmuz 2020 tarihinde gerceklestirilen MYK toplantisiyla ve 21 Temmuz’da Pinar Giiltekin’in
oldiiriildiigiiniin ortaya ¢ikmasiyla birlikte yeniden giindeme gelen ve kamuoyunda Istanbul S6zlesmesi olarak
bilinen Kadinlara Yénelik Siddet ve Ev I¢i Siddetin Onlenmesi ve Bunlarla Miicadele Hakkindaki Avrupa
Konseyi Sozlesmesi kamuoyunu da ikiye bdolmiistiir. Sozlesmenin yiiriirlikte kalmasini isteyenler
#istanbulsozlesmesiyasatir hashtagiyle paylasimlarda bulunurken soézlesmenin yiiriirliikten kaldirilmasini
isteyenler #istanbulsozlesmesiihanettir hashtagiyle s6zlesmenin neden kaldirilmasi gerektigine dair goriislerini
sosyal medya iizerinden paylagima agmiglardir. Bu ¢aligmanin amaci dijital bir kamusal alan olarak kabul edilen
Twitter’da, Istanbul Sézlesmesi’nin nasil tartisildigmin irdelenmesidir. Calismanin amacina yonelik olarak
Twitterda #istanbulsozlesmesiyasatir ve #istanbulsozlesmesiihanettir hashtagiyle yapilan paylasimlar nitel ve
nicel igerik analizi yontemiyle ¢oziimlenmistir. Calismanin sonuglarina gore #istanbulsozlesmesiyasatir
hashtagiyle atilan tweetlerde mesele daha ¢ok kadinlarin yasam hakki {izerinden ele alinmis, sézlesmenin
yiiriirliikte kalmas: talebi artan kadin cinayetlerine dayandirilmistir. #istanbulsozlesmesiihanettir hashtagiyle
atilan tweetlerde ise mesele LGBTI ve aile cercevesinde tartisilmis, sozlesmenin feshedilmesi talebi
s6zlesmenin LGBT1’nin 6niine gegilmesi ve ailenin korunmasi gerektigi argiimanina dayandiriimistir. Bununla
birlikte #istanbulsozlesmesiyasatirhashtagiyle atilan tweetlerde kullanicilar begeni, yorum ve retweet ile
birbirleriyle etkilesime ge¢mekte; ¢evrimigi ve ¢evrimdisi eylemlerle Twitter’1 bir miicadele ve dayanigma alant
olarak kullanmaktadir. #istanbulsozlesmesiihanettir hashtagiyle atilan tweetlerde ise kullanicilar kamusal
aktorlere ait hesaplar1 daha fazla etiketlemekte ve Twitter’1 bir dayanisma ve miicadele alanindan ziyade
arglimanlarini reel iktidar alani iizerinden mesrulastirmaya calistiklar: bir alan olarak kullanmaktadir.

Anahtar Sozciikler: Dijital demokrasi, dijital kamusal alan, dijital aktivizm, Twitter, Istanbul S6zlesmesi
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ISTANBUL CONVENTION DISCUSSIONS ON TWITTER AS A DIGITAL PUBLIC
SPACE

The introduction of the Internet into our lives since the mid-1990s and the rapid spread of social media platforms
with the Web 2.0 technology developed afterwards, opened digital innovations up for discussion in the media
on issues such as democracy, freedom of expression, representation and public sphere. The possibility, offered
to users by Web 2.0 technology, of creating content, sharing and interacting with other users online, has led to
the emergence of many new concepts such as digital democracy, digital public space and digital activism. In
studies discussing the sociopolitical role of social media platforms, the most studied social media site is Twitter.
Introduced in July 2006, Twitter is a microblogging site enabling users to Express themselves with 240
characters and a structure that allows multimedia sharing. That Twitter allows events that are not covered in the
mainstream media to become known through the tweets sent by users, issues regarding the political agenda to
be discussed, the public to determine their own agenda, and users to come together for protests and marches in
offline settings by getting organized online against political issues, has given birth to studies revealing that
Twitter is a digital public space. Based on the public sphere conceptualization of theorists such as Habermas,
Arendt, Fraser, Negt and Kluge and Benhabib, these studies focus on users’ practices of accessing to all shared
ideas via Twitter, the ways that make peoples’ or groups differences visible and the way shared ideas circulate
and interact. However, there are also studies arguing that Twitter cannot be a public space due to factors such
as inequality of Access to digital technologies, bot accounts, political pressure and censorship mechanisms.

The Council of Europe Convention on Preventing and Combating Violence against Women and Domestic
Violence, better known to the public as the Istanbul Convention, which came to the agenda again with the AK
Party's National Security Council meeting held on 14 July 2020 and the exposure of the murder of Pinar
Giiltekin on 21 July, has divided the public opinion. Those who want the convention to remain in force shared
with the hashtag #istanbulsozlesmesiyasatir while those who want the convention to be annulled shared their
opinions on why the agreement should be abolished with the hashtag #istanbulsozlesmesiihanettir. The purpose
of this study is to examine how the Istanbul Convention is discussed on Twitter, which is accepted as a digital
public space. In accordance with the purpose of the study, the posts made on Twitter with the hashtag
#istanbulsozlesmesiyasatir and #istanbulsozlesmesiihanettir have been analyzed with qualitative and
quantitative content analysis method. According to the results of the study, in the tweets posted with the hashtag
#istanbulsozmesiyasatir, the issue was mostly addressed on the women’s right to live, and the demand for the
convention to remain in force was based on increasing femicides. In the tweets posted with the hashtag
#istanbulsozmesiihanettir, the issue was discussed within the framework of LGBTI and the family, and the
demand for termination of the contract was based on the argument that LGBTI should be prevented and the
family should be protected. In tweets posted with the hashtag #istanbulsozlesmesiyasatir, users interact with
each other by likes, comments and retweets, and use Twitter as an area of struggle and solidarity with online
and offline actions. In tweets posted with the hashtag #istanbulsozmesiihanettir, users tag accounts of public
actors and use Twitter as an area where they try to legitimize their arguments through official political power
field rather than a field of solidarity and struggle.

Keywords: Digital democracy, digital public space, digital activism, Twitter, Istanbul Convention
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DIJITAL AKTiVIiZM: KADINA YONELIK SIDDETE KARSI GELiSTIRILEN
#CHALLENGEACCEPTED HASHTAG AKTiViZMi UZERINE BiR ANALIZ

Didem Ozsenler'

Bilgi iletisim teknolojisi ile birlikte hizla gsekillenen ve bigimlenen giiniimiiz iletisim ¢aginda, toplumsal olaylara
dikkat ¢ekmek tizere, kampanyalar1 gergeklestirmek ic¢in bir¢ok dijital aktivist gruplar olustugu
gozlemlenmektedir. Bu dijital aktivist gruplarin olusturdugu kampanyalarin etkilesim siirecinde diinyanin
herhangi bir kosesinde yasanan ¢evre sorunu, bir olay, bir toplumsal kaos bu dijital platformlar araciligiyla tim
insanligin haberdar olabilecegi bir ortam yaratilmaktadir. Aktivizm, en basit tanimla bireylerin ve toplumlarin
daha ideal ve daha barigcil bir diinya hayalinden beslenen eylemciliktir. ‘Dijital aktivizm’ olarak
kavramsallastirilan yeni aktivizm akimi, birey ya da 6rgiitlerin tasarladiklari toplumsal degisimi ve iyilestirmeyi
yaratmak amaciyla dijital platformda gergeklestirdikleri etkinlikleri tanimlamaktadir. Genis kitlelere hizla
ulagmasi, ¢ok seslilige izin vermesi, yaratict ve ¢ok cesitli sekillerde gerceklestirilebilmesi, sosyal medya
kanallarinda birbirine destekli paylasilabilmesi dijital aktivizmin her gecen giin daha da yayginlik ve dnem
kazanmas1 sonucunu dogurmaktadir. Bu ¢alisma dijital aktivizm tiirlerinden birisi olan “hashtag aktivizmi”
baglaminda yapilan bir ¢aligmay1 icermektedir. Caligmanin arastirmasi Instagram’da kadina yonelik siddete
kars1 farkindalik yaratilmaya c¢alisilan #challengeaccepted hashtag aktivist hareketi iizerinden
gerceklestirilmistir. Google arama motoruna #challengeaccepted hashtag aktivizmi yazilarak ¢ikan ilk iig
haberde bulunan kadin {inliiniin Instagram sayfasina gidilerek yerli ve yabanci 51 kadin {inlii tarafindan yapilmis
paylasim secilmistir. #challengeaccepted hashtagine ek hashtagler, sdzler ve begeni sayilari belirli kategoriler
olusturularak yorumlanmis ve bulgulara iliskin detaylar ¢aligmanin sonug¢ kismina yansitilarak dijital aktivizme
iliskin ¢ikarimlar yapilmistir. Belirli temalara yerlestirilen bu paylasimlar hem betimleyici hem de igerik
analizine tabi tutulmustur. Bu temalar destek, cesaret, motivasyon, gii¢, enerji, liderlik durumlar1 baglaminda
olusturulmustur. Bu ¢alisma dijital aktivizm kavramint mercek altina alinmakta ve s6z konusu kavram sosyal
sorumluluk baglaminda, kadma yonelik siddete hayir temal1 #challengeaccepted hastagh ile Tiirkiye’de ve
diinyada iinliilerin destek verdigi sosyal medya kampanyasi iizerinden analiz edilmeye ¢alisilmaktadir. Caligma,
dijital aktivizmin Tiirkiye’deki yansimalari ve gelecek calismalara yonelik oneriler ile sonlanmaktadir.

Anahtar sézciikler: Dijital Aktivizm, Sosyal Medya, Kadina Yénelik Siddet, igerik Analizi

DIGITAL ACTIVISM: AN ANALYSIS OF #CHALLENGEACCEPTED HASHTAG
ACTIVISM DEVELOPED FOR VIOLENCE AGAINST WOMEN

In today’s communication age that is rapidly being shaped and formed along with the information and
communication technology, it is observed that many digital activist groups have been organized in order to
carry out campaigns centered around calling attention to social events. During the interaction process of the
campaigns created by these digital activist groups, a setting through which the whole of humanity can be
informed about any environmental problem, an event, or social chaos that is happening in any corner of the
world is created by means of these digital platforms. Activism, in the simplest terms, is a practice nourished by
individuals’ and societies’ dreams of a more ideal and peaceful world. The new activist movement
conceptualized as “digital activism” defines the activities designed by individuals or organizations and
performed on the digital platform in order to create social change and development. The fact that it can rapidly
reach large masses, allows polyvocality, can be performed in creative and various ways and can be shared as
supported by one another in social media channels leads to digital activism becoming more popular and
important each passing day. This study includes an analysis conducted in the context of “hashtag activism”,
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which is one of the digital activism forms. The research was performed on the #challengeaccepted hashtag
activist movement that is conducted on Instagram and aims for raising awareness for violence against women.
Posts shared by 51 local and foreign women for the #challengeaccepted hashtag activism were selected with
the random sampling method. These sampling which is post shared by 51 local and foreign women was chosen
by written #challengeaccepted hashtag activism developed for violence against women to the google research
motor. The first two news links was chosen and the people who shared these hashtag was chosen and looked
their personal Instagram pages, their added messages. Other hashtags, words, and mottos additional to the
#challengeaccepted hashtag were categorized, interpreted, and inferences were made regarding the digital
activism by reflecting the details of findings on the conclusion part. These posts that were grouped under
specific themes were subjected to both descriptive and content analysis. These themes were created independent
of each other and within the context of additional hashtags, date of the post, local-foreign women, support,
courage, motivation, power, energy, leadership status. In this study, the concept of digital activism is scrutinized
and tried to be analyzed through the social media campaign supported by celebrities in Turkey and around the
world with the #challengeaccepted hashtag against violence against women within the concept of social
responsibility. The study is concluded with the reflections of digital activism in Turkey and suggestions for
further studies.

Keywords: Digital Activism, Social Media, Violence Against Women, Content Analysis
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KRiZ DONEMLERINDE YARATICI BiR ILETiSIM OLARAK TROL.:
COVID-19 ORNEGI

Dilan Ciftci'

Caligmada son donemlerde 6nemine yapilan vurgunun ve elestirel zeminde yapilan ¢aligmalarin hizla arttigi
konulardan birisi olan trol ve trol kiiltiirii kriz iletisimi doneminde incelenmistir. Troller kiiltlirel ¢alismalar
alaninda ve siyasal iletisim ¢aligmalarinda 6zellikle liderler lizerinden yapilan metin ¢éziimlemelerinde siklikla
yer bulurken saglik krizi gibi 6nemli kriz iletigimi donemlerindeki kullanimlarina yonelik ¢aligmalarin sinirliligi
calismanin amacint ve Onemini ortaya koymaktadir. Bu yolla, ¢aligmada https://www.boomsocial.com/
tizerinden Tiirkiye’deki fenomenler siralamasinda {igiincii sirada yer alan ve genellikle trol paylagimlariyla 6ne
¢ikan cezmikalorifer isimli kullanicinin Instagram hesabinin COVID-19 tedbirleri kapsaminda Tiirkiye’de vaka
tespitleri ve kisitlamalarin giindeme geldigi ilk hafta olan 16 Mart 2020 ve 28 Mart 2020 tarihleri arasindaki
paylasimlari trol kiiltiirii ve yaratict kiiltiir 6gesi olarak troller agisindan gostergebilimsel incelenmigtir. S6z
konusu yaratict kiiltiir 6gesi troller COVID-19 ile ilgili paylasimlarin belirgin bir paradigma cergevesinde
tartigtlmasini saglamak iizere secilmistir. Bu yolla ¢aligmanin temel amaci yaratici kiiltlir ve anlati iizerinden
s0z konusu COVID- 19 ile ilgili paylasimlarin ortaya koydugu ‘yaratici kiiltiirii’ sembolik olarak ortaya
koymaktir. Bu bilgiler 15181nda, ¢calismanin evrenini cezmikalorifer hesabinda Mart ay1 boyunca paylasilan tim
paylasimlar olustururken caligmada amagli 6rneklem teknigi kullanilarak salgmm en yogun yasandigi ve
belirsizligin en belirgin oldugu dénem olan 16 Mart 2020 ve 28 Mart 2020 tarihleri arasindaki paylasimlar
¢alismanin 6rneklemi olarak belirlenmistir. Buna ilaveten ¢aligmanin 6rneklem birimi olarak s6z konusu tarih
araligindaki paylasimlarin tamaminin COVID-19 ile ilgili olmas1 érneklemin daraltilmasinda bir kistas olarak
ele alimmistir. Bu yolla, ¢alismada 16 Mart 2020 ve 28 Mart 2020 tarihleri arasinda cezmikalorifer Instagram
hesabinda yayinlanan 102 (n=102) paylasim incelenmistir. Calismada nitel arastirma yontemlerinden belge
analizi yontemi kullanilmig ve paylagimlara yonelik igerik analizi uygulanmigtir. Toplam 102 (#=102)
paylagima yonelik uygulanan igerik analizi hem gostergebilimsel agidan hem de sdylem analizi yontemi ile
metin okumalar seklinde ortaya konmustur. Metin okumalari olarak paylagimlarin altina eklenen ciimlelerin
analizi i¢in icerik analizde kullanilan genel prensiplerden hareketle analiz kategorileri belirlenmistir (Berelson,
1952). Biitiin bu bilgilerin yaninda gostergebilim i¢in olmazsa olmaz kabul edilen Saussure’iin (1966)
gostergenin ii¢ boyutu paradigmasi gostergebilimsel analiz olarak paylasimlarin gorsel okumalarina yonelik
bulgularin ortaya konmasinda kullanilmistir. Burada ¢alismada anlamin metinler olarak diigiiniilmesinden yola
cikarak paylasimlarda COVID-19’un nasil iletildigi ve s6z konusu metinlerde kullanilan gostergeler igin
gosterenler ve gosterilenlerin kombinasyonu Rus gostergebilimci Mikhail Bakhtin’in diyaliktik kurami (1981)
iizerinden ele alinmistir. Burada Bakhtin’in de dne siirdiigii sekliyle sdylenen seylerin hem gegmiste sdylenmis
seylerle hem de gelecekte sOylenmesini istedigimiz seylerle iliskisi vardir mantigindan hareketle
paylasimlardaki yaratici kiiltiiriin egretileme ve diizdegismece ve metafor-metonimi bicimlerinde ortaya
konulmasina yonelik karsilastirmalar yapilmistir. Elde edilen bilgiler 1s18inda, s6z konusu tarih araliginda
cezmikalorifer Instagram hesabi {izerinden yapilan paylagimlarin klasik trol davranigini temsil eden daha yiiksek
yaratict kiiltiir 6rnekleri gosterdigini ve egretileme yonteminin basarilt bir sekilde yaratici kiiltiir 6rnegi olarak
gosteren-gosterilen oyunu seklinde ortaya koydugunu séylemek yerinde olacaktir.

Anahtar soézciikler: Trol, yaratici kiiltiir, sosyal medya, kriz iletigimi, gostergebilim, egretileme
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TROL AS A CREATIVE COMMUNICATION DURING CRISIS PERIODS:
THE EXAMPLE OF COVID-19

In the study, troll culture, which is one of the issues with the emphasis of importance on critical studies have
increased rapidly in recent years, was examined during the crisis communication period. While trolls are
frequently included in the field of cultural studies and political communication studies, especially in content
analysis made through leaders, the limitation of studies on their use in important crisis communication periods
such as the health crisis reveals the purpose and importance of the study. In this way, through
https://www.boomsocial.com/ website in third place in the ranking phenomenon in Turkey and often featured
with trol shares cezmikalorifer Instagram account were analyzed in terms of troll culture and trolls as creative
culture elements between 16 March 2020 and 28 March 2020. These creative cultural element of trolls have
been selected to enable discussion of COVID-19 related posts within a clear paradigm. In this way, the main
purpose of the study is to symbolically reveal the "creative culture" exposed by the posts about COVID-19
through narrative. In the light of this information, the universe of the study was composed of all the shares
shared in the cezmikalorifer Instagram account throughout March, while the purposeful sampling technique was
used in the study, and the shares between 16 March 2020 and 28 March 2020, when the epidemic was the most
intense and the uncertainty was the most significant, was determined as the sample of the study. In addition, as
the sample unit of the study, the fact that all of the shares in the said date range were related to COVID-19 was
considered as a criterion for narrowing the sample. In this way, the study examined 102 (n = 102) posts posted
on the cezmikalorifer Instagram account. In the study, document analysis method, one of the qualitative research
methods, was used and content analysis was applied for sharing. Content analysis applied for a total of 102
sharing was presented both in terms of semiotics and in the form of text reading with discourse analysis method.
For the analysis of sentences added under the posts as text readings, analysis categories were determined based
on the general principles used in content analysis (Berelson, 1952). In addition to all this information, Saussure's
(1966) three-dimension paradigm of the indicator, which is considered indispensable for semiotics, was used
as semiotic analysis to reveal the findings for visual reading of the shares. In this study, based on the thought
of meaning as texts are discussed through the dialectic theory of the Russian semiologist Mikhail Bakhtin
(1981). Here, based on the logic that what Bakhtin puts forward, the things said have a relationship with both
the things said in the past and what we want to say in the future, comparisons have been made to reveal the
creative culture in the posts in metaphor and metony forms. In the light of the information obtained, it would
be appropriate to say that the posts made on the account in the aforementioned date range show higher examples
of creative culture representing the classic troll behavior, and the metaphor method has successfully
demonstrated as an example of creative culture.

Keywords: Troll, creative culture, social media, crisis communication, semiotics, metaphor
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MULTECILERE YONELIK NEFRET SOYLEMIi: TOPLUMSAL OLAYLAR UZERINDE
MULTECILERE YONELIK NEFRET SOYLEMININ iINCELENMESI

Ebru Gokaliler', Ozlem Alikihg 2, inan¢ Alikil¢’

Giinimiizde ekonomik, politik ve cografi degisimlere paralel olarak diinya genelinde dikkat ¢ekici hale gelen
nefret sdylemi, 6zellikle sosyal medyanin genis kitlelere ulagmastyla, goriintiili, yazili ve sdzlii olarak da devam
etmektedir (Haynes vd., 2004, s.14). Nefret sdylemine maruz kalan etnik grup ve gé¢menler teknolojik alt
yapmin geligmesi ile gelencksel nefret sdyleminden daha fazla ¢evrimigi nefret sdylemine maruz
kalmaktadirlar. Birey, grup veya toplumlar kendilerini “&tekilerden” millet, 1rk, din veya kiiltiirel anlamda daha
iistiin gdrmekte ve bunun sonucunda kendilerinden olmadiklarini diisiindiikleri “Gtekileri” agagilamakta ve alt
sinifta gérmektedirler (Mihajlova vd., 2013, s.5). Yeni bir iilkeye gelen bireyler o iilkede yasayan halkin
diislincelerinde tehdit olusturmakta, ekonomik, is giicii vb. konularda paymn béliisiimiinden kaynaklanan
rahatsizliklart ve on yargilart da beraberinde getirmektedir.

2010 yilindan bu yana Suriye’de yasanan i¢ savas nedeniyle iilkelerinden go¢ eden halk igin Tiirkiye 6nemli bir
go¢ merkezi haline gelirken, yasanan bu kaos ve miilteci krizi sonucunda gerek Avrupa iilkelerinde gerekse
Tirkiye’de miilteci sorunu nefret séyleminin merkezine yerlesmistir. Siiphesiz medyanin bireylerin algi ve
tutumlariin olusmasinda oynadigi roliin 6nemi yadsinamaz. Bu baglamda yeni medyada iretilen igerikler,
kullanilan dil miiltecilere yonelik olusan nefret séyleminin daha da giiclenmesine sebep olmaktadir. Ozellikle
Twitter, Internet erisimine sahip herkesin tiirlii igerigi iiretmelerine, fikirlerini paylasmalarina olanak
tanimaktadir.

Bu ¢alismanin amaci1 Tiirkiye’de Suriyeli miiltecilere yonelik, sosyal medyada iiretilen igeriklerin toplumsal
olaylar i¢inde degerlendirilmesidir. Twitter’da Suriyeli miiltecilerle ilgili nefret iceriklerine elestirel séylem
analizi gergeklestirilmistir. Suriyeli miiltecilerle ilgili Twitter’da iiretilen nefret sdylemi igeren paylagimlarin
ayrimc1 sOylemsel stratejiler temelinde siniflandirmasi (Flowerdew vd., 2002; Chen ve Flowerdew, 2019)
yapilmis; kullanicilarin Tiirkge igerikleri tizerinden gergeklestirilen bu aragtirmada, 25.10.2019-05.11.2019
tarihleri arasinda “suriyeli”, “miilteci”, “miilteci”, ‘“#suriyelimiilteci”, “#suriyelileriistemiyoruz” ve
“#suriyelilerdefolsun” hashtaglerinin altina yapilan 4.217 tweet incelenmis ve elestirel sdylem analizi
gerceklestirilmistir. Calismada, sdylemlerin ayrimct sdylemsel stratejilerin siniflandirmasinda en ¢ok %33.15
ile “Korkutma Taktikleri”nin aldig1 (toplum igindeki kiiciik gruplarin ¢ikarlarina yonelik tehditleri 6ngérme,
istatistikleri abartarak gruba yonelik endiseleri arttirmak, kamu diizenine yonelik tehditleri abartarak, dis grubu
anormallestirmek ve kriminalize etmek, istatistiksel verileri manipiile etmek ve istatistiksel veriler garpitmak
ve son olarak kaynagi bazen belirterek ama ¢ogu zaman belirtmeksizin yari teorilerle sdylem gelistirme) oldugu
goriilmektedir.
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EXAMINATION OF HATE SPEECH AGAINST REFUGEES ON PUBLIC EVENTS:
HATE DISCOURSE TOWARDS SYRIAN REFUGEES IN TURKISH TWEETS

Today, in parallel with economic, political and geographical changes, and since the social media reaching large
masses, hate speech has become a noteworthy worldwide and continues in visual, written and verbal forms
(Haynes et al, 2004:14). With the development of technological infrastructure, ethnic groups and immigrants
who are exposed to hate speech are also exposed to more online hate speech than offline hate. Individuals,
groups or societies see themselves superior to "others" in national, race, religion or cultural terms, and as a
result, they humiliate the "others" that they think are not their own and see them as lower class (Mihajlova, et
al. 2013, 5). Individuals coming to a new country pose a threat to the thoughts of the people living in that
country. This situation brings with its discomfort and prejudices arising from the distribution of the economic,
labor etc. share.

Since 2010, for people who migrated from the war in Syria, while Turkey was becoming a major immigration
center, it experienced the chaos and this is resulted with the refugee crisis and the hate speech in both Turkey
and European countries. The importance of media channels in the formation of individuals' perceptions and
attitudes are undeniable. In this context, the content produced and the language used in the new media cause
and grow of the hate speech against refugees. Especially Twitter reaching large masses, it has led to the
strengthening of hate speech and online hate speech in written or verbal form in the online environment. Any
claims about incidents that refugees are involved or non-involved cause a perception in a society, hence those
claims are reinforced by the perceptions following repetition and spreading of the messages. Undoubtedly, the
importance of the media in the formation of individuals' perceptions and attitudes cannot be denied. In this
context, the content produced in the new media, the language used cause the hate speech towards refugees. In
particular, Twitter allows anyone with Internet access to produce various content and share their opinions.

The purpose of this study is to evaluate the content and discourse left for Syrian refugees on social media
platforms. Critical discourse analysis was conducted on the hate content about Syrian refugees on Twitter. The
posts containing hate speech produced on Twitter about Syrian refugees were classified on the basis of
discriminatory discursive strategies (Flowerdew vd., 2002; Chen & Flowerdew, 2019). Between 25.10.2019-
05.11.2019, 4217 tweets posted under the hashtags “Suriyelimulteci”, “Suriyelimulteciistemiyoruz” and
“suriyelilerdefolsun” were analyzed and it was tried to discover under which categories hate discourses were
generated against refugees. In the classification of discriminatory discursive strategies, it was observed that
“Scare Tactics” (Stirring worries among the in-group members usually by exaggerated statistics, exaggerating
the threat to public order by criminalising and abnormalising the out-group, manipulation of statistics in the
favour of the interests of the in-group, making quasi-objective arguments by quoting apparent theories) took
the most with 33.15%.

Keywords: Syrian refugees, Hate speech, Discourse analysis, Twitter
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“I AM NO LONGER A PASSIVE PATIENT”: WHAT ARE THE COMMUNICATION
COMPETENCE EXPECTATIONS FROM PHYSICIANS?

Ebru Uzunoglu!, Selin Tiirkel, Serra Evci’

Competency in physician-patient communication has been gaining more and more interest in social and health
sciences. Efficient physician-patient communication is quite beneficial since it leads to patient satisfaction.
According to Ong et al. (1995), the three goals of communication between physicians and patients are “creating
a good inter-personal relationship, exchanging information and making treatment-related decisions” (p. 903).
This is an important issue in Turkish medical settings as well.

There are various factors regarding communication expectations and many studies stress the correlation
between communication expectation and values. Similarly, a relationship between expected physician
communication competencies (PCC) and patients’ values are emphasised. With the transformation in physician
and patient relationship, the values of empowered patients have become even more significant where both are
accepted as experts. Through digitalisation and the improvements in communication technology, patients gain
more authority. The growing influence of patients in the communication process leads to a mutual
understanding between both parties and transforms the focus of the communication from the disease to the
patient. Following the witnessed communication revolution, the issue of continuity and discontinuity in
physician-patient communication has become a key concern of healthcare.

The aim of this study is to identify the expectations of today’s patients regarding PCC. Consequently, the below
research question is formed:
RQ. What are the associations of individuals with high power values regarding the social meaning of
PCC in the digital era in which patient-centered communication has become prominent?

The study comprises two parts; an interview and a questionnaire both conducted in Izmir, Turkey. During the
research, the respondents were first asked “With which adjectives (at least three) would you describe a physician
who communicates successfully (What kind of a person would he/she be)?”. They subsequently completed a
questionnaire about their values. The question for the interview was constructed with projective techniques
since they are beneficial in uncovering the beliefs, attitudes, motivations and feelings of respondents. Moreover,
unstructured expression of personal opinion generates an enhanced understanding of patient perception.
Additionally, apart from the questions related to demographics, the 56 questionnaire items were composed of
the scale items utilised by Kusdil and Kagitcibasi (2000).

To analyse the data from the interview, semantic network analysis was conducted by using Pajek. Additionally,
the questionnaire data was analysed in SPSS. The following adjectives were repeated in eight different measures
in Pajek; cheerful, caring, knowledgeable, someone who loves his/her job, empathetic, someone who is a
cherisher, someone who is an expert. These results shed light on the fact that people still believe in the
importance of a doctor's medical competence but they need them to have relational competence as well.

Keywords: Physician-patient communication, physician communication competencies, individual values
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DIiJITAL CAGDA SINEMAYI YENIDEN DUSUNMEK:
PARCALANMA MI GENISLEME Mi?

Emrah Cevher'

Sinema, diger sanat dallarinda goriildiigi gibi, i¢inde var oldugu toplumun ve yasanilan ¢agin izlerini tasir.
Grand kafedeki ilk gosterimden, panayirlara; birahanelerden, salonlara gelene kadar sinema otuz y1l gibi kisa
bir siirede, teknolojik bir aygitla iiretilen “sihirli” goriintiilerden bir sanat formuna doniismiistiir. Aygitla olan
belirleyici iliskisi géz oniine alindiginda, sinematografin icadi ve akabinde film dilinin gelisimi bir biitlin olarak
sinemay1 (yapim, dagitim gosterim ve anlati) teknolojiye gobekten baglamistir. Sinemanin ilk otuz yili ne kadar
ilgi ¢ekici ve dinamik bir degisim siirecine taniklik ettiyse bugiin itibariyle son otuz yiliin da bir o kadar
dinamik gectigi sdylenebilir. Bu argiiman esas olarak dijital doniisiimle birlikte sinemanin fiziksel gergeklikle
kurdugu organik iligkinin (pelikiil) yitirilmesiyle baslanan sinema 6ldii mii? Tartigmalarina dayanmaktadir.

Giindelik hayatin hemen her alaninin ve aygitinin dijitallesmesi ve “akillilastirilmas1” sinemay1 da yakindan
ilgilendirmis ve etkilemistir. Sinemanin dijitallesmesinin erken doneminde baslayan ve kavramlar {izerinden
sekillenen (“elastik gerceklik” [Manovich, 1995], “algisal gerceklik” [Prince, 1996], “vondesme” [Jenkins,
2006], sinema 3.0 [Daly, 2010], genisletilmis sinema [Gaudreault ve Marion, 2015], akiskan sinema [Erkilig,
2017]) teorik tartismalar hala siirmektedir. Ozellikle “sinemanin sonu mu” (2015) ¢alismalarinda André
Gaudreault ve Philippe Marion bugiine kadar sinemanin defalarca 6liimiiniin ilan edildigini ve siirekli dirildigini
dile getirmislerdir. Giiniimiiz dijital diinyasinda, ev sinema sistemlerinin gelismesi ve online platformlarin
yogun igerik tretimi, bir siiredir siiregelen sinemanin Oliimiine dair tartigmalar1 yogunlastirmis olsa da
Gaudreault ve Marion bugiiniin sinemasina, “genisletilmis sinema” (expanded cinema) olarak da
bakilabilecegini vurgulamaktadirlar. Diisiliniirler ayrica “genisletilmis sinemanin” bir boyutuyla “par¢alanmis
sinema” (fragmented cinema) olarak da ele alinabilecegini belirtmislerdir.

Artan ekran sayist ayni zamanda sinemanin da ulasilabilecek ve izlenebilecek mecra sayisinin artmast anlamini
tasimaktadir. Ancak burada baska birtakim sorularda otaya ¢ikmaktadir. Film gosterim ortaminin degismesi bir
biitiin olarak sinemay1 nasil etkiler? Bu genis kapsamli tetikleyici sorudan hareketle ¢alismanin amaci: Bugiinkii
sinemanin pargali niteliklerini ortaya koyup, Netflix yapimi olan filmlerde parcalanmis sinemaya (anlatiyla
birlikte yapim, dagitim ve gosterim siireglerini igererek) 6rnek olusturabilecek 6zelliklerin saptanmasi olmustur.
Caligmanin problemi ise; sinemadaki dijital doniisiim ve gilindelik hayatin dijitallesmesi ile sinema seyir
deneyiminin ¢esitlenmesi, sinemay1 bir biitiin olarak (yapim dagitim gdsterim ve anlati) nasil etkilemistir?
Olarak belirlenmistir. Online televizyon platformlar: arasinda en fazla iicretli aboneye sahip olmasi ve diinya
capinda yonetmenlere filmler yaptirabilmesi sebebiyle ¢alismanin inceleme evreni Netflix olarak belirlenmistir.
Buradan hareketle yargisal 6rneklemeyle secilen The Irishman (Martin Scorsese-2019) ve The Ballad of Buster
Scruggs (Ethan Coen, Joel Coen-2018) filmleri iizerinden gliniimiiz sinemasinin yapim, dagitim ve gosterim
pratikleri ile anlat1 formlariin doniigiimii nitel aragtirma yontemlerinden biri olan durum galigmasi (case study)
deseni kullanilarak arastirilmis ve glinlimiiz sinemasinin pargali nitelikleri degerlendirilmistir. Arastirmada,
Netflix yapimlarinin par¢alanmig sinemaya Ornek olusturabilecek oOzelliklerinin saptanmasi, arastirma
hakkindaki mevcut halin betimlenmesini gerektirmektedir. Bu sebeple durum ¢aligsmasi ile elde edilen bulgular,
betimsel analiz yontemiyle yorumlanmustir.

Anahtar sozciikler: Parcalanmig sinema, Dijital sinema, Netflix, Dijital teori
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RETHINKING CINEMA IN THE DIGITAL AGE:
IS IT FRAGMENTATION OR EXPANSION?

Cinema, as seen in other art branches, carries the traces of the society in which it exists and the era lived. From
the first screenings in the Grand Cafe to the fairs; From the saloons to the movie theater, cinema has turned into
an art form from “magical” images produced with a technological device in a short period of thirty years. Given
its decisive relationship with the apparatus, the invention of the cinematograph and subsequent development of
the language of the film have connected cinema (production, distribution, display and narration) to technology
as a whole. The changes in the first thirty years of cinema and the changes in the last thirty years are very
similar. both periods are very dynamic and interesting.This discussion rests on the loss of the organic
relationship which connected with physical reality established by the cinema, mainly transformatied by
digitalization.

The digitalization and “smartization” of almost every field and device of everyday life has also affected and
interested the cinema. The theoretical debates that started in the early period of the digitalization of the cinema
and shaped over the concepts still continue ("Elastic reality” [Manovich, 1995], "perceptual reality” [Prince,
1996], "convergence" [Jenkins, 2006], cinema 3.0 [Daly, 2010], extended cinema [Gaudreault and Marion,
2015], liquid cinema [Erkilig, 2017]). Especially in “The End of the Cinema?” (2015) studies, André
Gaudreault and Philippe Marion stated that the death of the cinema has been declared and resurrected many
time. Although the development of home theater systems and the intensive content production of online
platforms have intensified discussions about the death of cinema for some time, In today's digital world,
Gaudreault and Marion emphasize that today's cinema can also be viewed as an “expanded cinema”. Scholars
also stated that “extended cinema” can be considered as “fragmented cinema” in a different aspect.

Increasing number of screens also means that the number of channels that can be accessed and watched movie
increases. However, it arises here in some other questions. How does the screening environment change affect
cinema as a whole? The purpose of study with this comprehensive triggering question is to determine the
features that can present the fragmented qualities of today's cinema and set an example for fragmented cinema
(including the production, distribution and display processes together with the narrative) in Netflix-made films.
The problem of the study is; How did cinema's digital transformation and digitalization of everyday life and the
diversity of cinema viewing experience affect cinema as a whole? It has been determined. Netflix has been
determined as the study universe of the study because it has the most paid subscribers among online television
platforms and producing films that made from directors worldwide. Based on this, the Irishman (Martin
Scorsese-2019) and The Ballad of Buster Scruggs (Ethan Coen, Joel Coen-2018) selected with the Purposive
sampling, also known as judgmental. Through these films, the production, distribution and display practices of
today's cinema and the transformation of narrative forms were investigated using a case study pattern, which is
one of the qualitative research methods, and the fragmented qualities of today's cinema were evaluated. In the
research, determining the characteristics of Netflix productions that can serve as an example for fragmented
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cinema requires to describe the current state of the cinema. For this reason, the findings obtained through the
case study have been interpreted by descriptive analysis method.

Keywords: Fragmented cinema, Digital cinema, Netflix, Digital theory
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DIJITALLESEN SINEMA KAMERALARI VE YONETMENIN SINEMATOGRAFIK
BiCiIMININ DONUSUMU:
JAMES CAMERON FiLMLERI UZERINE BiR ALAN ARASTIRMASI

Emre Ahmet Se¢men'

Bir film ortaya ¢ikarmak senaryo, oyunculuk, goriintli, kurgu, 11k, mizansen, ses, dekor, mekan, kostim &
makyaj, 6zel efekt gibi bircok degiskenin bir arada sistematik diisiince ile harmanlanmasiyla ger¢eklesen bir
eylemdir. Bu eylemin olusu sonrasi ortaya ¢ikan film veya filmlerin biitiinii yonetmene ait sinematografiyi
olusturmaktadir. Yonetmeni digerlerinden ayiran en 6nemli kavram ise bi¢imdir. Bigim, yapimin biitiin
asamalarinda verilen tiim kararlarin yonetmenin tiim filmografisiyle birlikte tutarli bir biitiine isaret etmektedir.
Sinematografik bi¢im, bu biitiinii tanimlanmaktadir.

Sinema, hareketli goriintiiniin icadiyla ortaya ¢ikan bir kesiftir ve temelinde bir ¢ergeve i¢inde yer alan goriintii
yatmaktadir. Sinematografik degiskenlerin biiyiik bir kismi1 goriintii iginde olusturulmaktadir. Goriintiiyii elde
etmek i¢in kullanilan malzeme pelikiil, sinemaya farkli cihazlarla yiiz yila yakin hizmet etmistir. 20. Yiizyilin
sonlarna dogru ortaya ¢ikan dijital sinema kameralari, film iiretiminde birgok doniisiimii beraberinde
getirmistir. Dijital sinema kameralarinin icad1 6ncesi kurgu asamasi dijitalleserek bilgisayar ortamina tasinmis,
sonrasinda ise yapim, dagitim ve gosterimin tiim asamalar1 dijital bir siire¢ igine girmistir. 1999 yilinda
gosterime giren Star Wars Episode I: The Phantom Menace, dijital sinema kameralarinin sinemada biiyiik
6l¢ekli prodiiksiyonlarda kullanilabilecegini ve gosterimin asamasinin da dijital olarak gerceklesebilecegini
ispatlayan bir 6rnek olarak one ¢ikmustir.

Sinemacilarin pelikiilii yiiksek oranda terk etmesi ve dijital sinema kameralarina yerini birakmasi 2010°lu
yillardan itibaren gergeklesmistir. Dijital kameralarin bu denli hizli kabul gérmesi diisiikk maliyetidir. Sinemanin
sektorel anlamda ilerlemedigi iilkelerde dijital kameralar, maliyet sebebiyle filmlerini cekemeyen sinemacilara
imkan saglamis ve bu kameralarla ¢ekilen filmler uluslararasi sinema platformlari olan film festivallerinde 6ne
¢ctkmuistir. Pelikiiliin fiziki ve mali zorluklarinin agilmasi birgok yonetmenin farkli igerikli projeleri iiretebilmesi
icin bir imkan yaratmistir. Dijital sinema kameralar1 farkli yonetmenleri farkli goriislere ayirmistir. Kimi
yonetmenler dijitalin kaginilmaz oldugunu, kimi yonetmenler ise pelikiiliin ger¢ek sinema ruhunu tasidigim
savunmaktadir. Bazi yonetmenler ise dijital kamera esareti yerine dijitali kendi istekleri ve hikayeleri
dogrultusunda yeniden tasarlama yoluna giderek ondan farkli bir amagla faydalanma yoluna gitmislerdir.

Bu yonetmenlerden biri James Cameron olarak dne ¢ikmaktadir. Yonetmen, sinema tarihinde en biiytik hasilat
yapan filmlerin yaraticisidir. Pelikiil ile baslayan yaratim siireci, li¢ boyutlu ve dijital kameralar1 kendi
tasarimlariyla icat etmesi ile farkli bir siirece gitmektedir. Bu aragtirmada yonetmen James Cameron’un The
Terminator (1984)’ten baslayarak Avatar (2009) filmlerine kadar olan tiim filmografisi, filmlerde kullanilan
analog ve dijital sinema kameralar1 baglaminda incelenmistir. Kesif amagli bir alan arastirmasi olan bu
caligmada betimsel analiz yontemi temel alinmistir. Calismada ayrica filmlere ait kamera arkasi goriintiileri ve
roportajlardan da faydalanilarak yonetmenin dijital sinema kameralarina ve sinematografik bi¢cimine dair
analizlere yer verilmistir. Sonug¢ olarak yonetmenin dijitallesen sinema kameralarini bir mecburiyet olarak
gormedigi, bu sistemlerle nelerin yapilabilecegine dair 6n denemeler yaptigi ve kendi teknolojisini kendisi
gelistirdigi ortaya ¢ikarilmistir.

Anahtar sozciikler: Dijital Sinema, Sinematografi, Film Bi¢imi, James Cameron
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DIGITALIZING CINEMA CAMERAS AND TRANSFORMATION OF THE DIRECTOR'S
CINEMATOGRAPHIC FORM:

A FIELD RESEARCH ON JAMES CAMERON FILMS

Creating a movie is an action that takes place by blending many variables such as scenario, acting, image,
fiction, light, mise en scene, sound, decor, space, costume & makeup, and special effects together with
systematic thought. All of the films or films that emerged after this action constituted the cinematography of
the director. The most important concept that distinguishes the director from others is the form. The format
points to a coherent whole with all the filmography of the director of all the decisions made at all stages of
production. The cinematographic form is defined in this whole.

Cinema is a discovery that emerged with the invention of motion picture, and its image lies within a frame.
Most of the cinematographic variables are created in the image. The material pellicle used to obtain the image
served the cinema for nearly a hundred years with different devices. The digital cinema cameras that emerged
towards the end of the 20th century brought many transformations in film production. Before the invention of
digital cinema cameras, the editing stage has been digitized and moved to the computer environment, and then
all stages of production, distribution and display have entered a digital process. Star Wars Episode I: The
Phantom Menace, which was released in 1999, came to the fore as an example that proved that digital cinema
cameras can be used in large-scale productions in cinema and that the stage of the demonstration can be realized
digitally.

It has been from the 2010s that filmmakers abandoned the pellicle at a high rate and left its place in digital
cinema cameras. The fast acceptance of digital cameras so quickly is their low cost. In countries where cinema
is not advancing sectorally, digital cameras have provided filmmakers who could not shoot their films due to
cost, and films shot with these cameras have come to the fore in international film platforms. Overcoming the
physical and financial difficulties of pellicle has created an opportunity for many directors to produce projects
with different contents. Digital cinema cameras divided different directors into different views. Some directors
argue that digital is inevitable, while some directors argue that the pellicle carries the true cinema spirit. Some
directors, instead of digital camera captivity, went to redesign the digital according to their own wishes and
stories, and took advantage of it for a different purpose.

One of these directors stands out as James Cameron. The director is the creator of the biggest grossing films in
the history of cinema. The creation process that started with Pelikiil goes into a different process with the
invention of three-dimensional and digital cameras with its own designs. In this research, all the filmography
of director James Cameron, starting from The Terminator (1984) to Avatar (2009) films, was examined in the
context of analog and digital cinema cameras used in films. In this study, which is an exploratory field research,
descriptive analysis method was used. The study also included the behind-the-scenes footage and interviews of
the films, and analyzes of the director's digital cinema cameras and cinematographic form. As a result, it was
revealed that the director did not see the digitalized cinema cameras as an obligation, he made preliminary
experiments about what can be done with these systems and developed his own technology.

Keywords: Digital Cinema, Cinematography, Film Form, James Cameron
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DIiJITAL BENLiIGIN SUNUMU KAPSAMINDA SOSYAL MEDYADA BEGENI

KULTURUNUN INCELENMESI: “THE CIRCLE” ORNEGI

Emre Kemal Kili¢', Recep Unal®

Sosyal medya pek ¢ok kullanicinin giinliik hayatinda giderek daha 6nemli bir yer kaplamaya baslarken bu
platformlardaki ¢evrimici etkilesimler de g¢evrimdisi iligkileri dahi etkilemekte ve hatta kimi zaman bu
iligkilerin oniine gecer hale gelmektedir. Bu baglamda ¢evrimigi(dijital) benlik kavrami deger kazanmakta,
benligin sunumu, begeni kiiltiirii ile beraber g¢evrimi¢i kamusal veya &zel alanlarda kiginin fiziksel
ozelliklerinden bagimsiz olarak daha &6zgiir bir bigimde gerceklestirilebilmektedir. Sosyal medya aglarinin
bulundugu dijital ortamda bedene hapsolan benlikten kurtulmak miimkiin olmus ve bu sosyal medya aglar1 aym
zamanda narsistik begeninin 6n plana ¢iktig1, fiziksel 6zellikler ve bedenin genel giizellik anlayisina uygun
olmasinin kimi kullanicilar igin neredeyse her seyin {istiinde tutuldugu platformlar halini almaktadir. Boylece
mahremiyet kavrami da tartigmali hale gelmis, kisiler kendi 6zgiir iradeleri ile 6zel yasamlarini begeni
kazanmak ve kabul gérmek ugruna digerlerine agmaya baslamiglardir. Bu nitel arastirmada c¢evrimigi ve
cevrimdist benliklerin iliskisi, sosyal medyada begeni kiiltiirii, dijital gdzetim ve mahremiyet kavramlar
Netflix’in gercek zamanli yarigma programi The Circle’m 12 boliimliik ilk sezonu 6rneginde igerik analizi
yapilarak incelenmistir. The Circle adli yarigsma programinin bu ¢alisma igin kullanilmasindaki esas etken farkli
ozelliklerdeki bircok sosyal medya platformlarinin bir simiilasyonu olarak gériilmesidir. Yarigma programinda
yarigmacilar, Facebook, Instagram gibi fiziksel 6zelliklerin 6n planda oldugu, ¢evrimdisi benligin 6nemli bir
yer kapladig: platformlara benzer olarak profil olusturabilme ve fotograf paylasabilmekte, ayrica Twitter vs.
gibi platformlarda oldugu gibi kisa mesajlarla diislinceleri bildirme, Whatsapp ya da diger mesajlagsma
uygulamalarinda oldugu gibi 2 veya daha fazla kisinin mesajlagsmasina izin veren mesajlasma boliimi
bulunmaktadir. Biitiin bunlara ek olarak yarigmacilara belirli zamanlarda anonim olarak yorum yapabilme
imkani da verilmektedir. Bu agidan bakildiginda, yarigsma tiim sosyal medyanin kiigiiltiilmiis bir 6rneklemi
olarak goriilebilir. Yarigma programindaki yarismacilarin benlik sunumlarinin farkliliklar1 ve bu farkliliklarin
nedenleri, begeni siirecleri, birbirlerine kars1 uyguladiklar dijital gézetim, mahremiyetin kisinin kendisi veya
digerleri tarafindan acik edilmesi ve popiilerlik mekanikleri aragtirmanin konusunu olusturmaktadir.

Anahtar sozciikler: Sosyal medya, begeni kiiltiirii, dijital gézetim, ¢evrimici benlik, dijital benlik.

‘LIKE’ CULTURE IN SOCIAL MEDIA IN THE SCOPE OF THE PRESENTATION OF
THE ONLINE SELF: “THE CIRCLE” EXAMPLE

While social media is becoming increasingly important in the daily lives of many users, online interactions on
social media also affect offline relationships and sometimes even get ahead of these relationships. In this
context, the online(digital) self-concept gains value, presentation of self can be realized more freely with the
culture of like, regardless of the physical characteristics of the person, in online public or private spaces. In the
digital environment of social media networks it is possible to get rid of the self that is trapped in the body, and
these also become platforms where narcissistic taste comes to the fore, physical features and conformity of the
body to the general sense of beauty are valued almost above everything by some users. Thus, the concept of
privacy has also become controversial, and people have started to open their private lives with their own free
will to the others for the sake of gaining admiration and acceptance. In this qualitative research, the relationship
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of online and offline self, culture of like in social media, concepts of digital surveillance and privacy is examined
in the example of first season of Netflix's 12-episode real-time game show “The Circle”. The main factor in
using “The Circle” for the study is that it can be seen as a simulation of many social media platforms with
different characteristics. In the Show, contestants can create a profile and share photos as in Facebook and
Instagram in which physical characteristics are at the forefront and offline self-occupies an important place, In
addition, it is possible to express thoughts with short messages such as Twitter and alikes and there is a
messaging section that allows two or more people to privately message, just like Whatsapp or other messaging
apps. In addition to all these, contestants are sometimes given the opportunity to comment anonymously. From
this point of view, the competition can be seen as a scaled down sample of all social media. The differences of
self-presentations of the contestants in the series and the reasons of these differences, the processes of liking,
the digital surveillance and disclosure of their privacy to each other, and the mechanics of popularity are the
subjects of the study.

Keywords: Social media, like culture, digital surveillance, online self, digital self
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NIYAZIi BERKES'IN “TURK AYDINI” KAVRAYISI: YON DERGISINDEKI YAZILARI
UZERINE

Eren Ekin Ercan'

Tirk modernlesmesinin 6nemli tartisma eksenlerinden birini "aydin" tanimlamalari, kavrayiglart olusturmustur.
Osmanli'da baglayan aragsalci modernlesme girisimlerine kosut olarak yiikselen aydin kadrolari o6zellikle
gazetelerde kendilerini gostermisler, iktidar merkezli gesitli uygulamalara maruz kalmislardir. Ornegin
Avcioglu, aydinlarin toplumsal tabanda giiglii bir yanki bulamamasini daha diyalektik bir sekilde yorumlayarak
kurumsal siiregle iliskilendirirken, Mardin ¢evre-merkez iliskileri baglaminda merkezin tarihsel kalitiminin
gerek ifade Ozgiirligii gerekse de aydmlarin toplumsal etkinligi agisindan baskin oldugu seklinde
yorumlanmistir.

Niyazi Berkes ise Yon dergisinde konuya dair ele aldigi makalelerinde aydin tartismasini Tanzimat’tan
baslayarak giliniimiize kadar ilerleyen materyalist iligkiler ag1 icerisinde tartisir. Berkes’e gore aydin ile halk
arasindaki kopukluk egitimdeki ikilikten dogmaktadir. Bu ikilik yalnizca somut degil, dilden giindelik yasama
kadar uzanan bir yorum sistemidir. Ozellikle Cumhuriyet'le birlikte bu ikilik daha da perginlenmistir ¢iinkii
egitimin kurumsal anlamda gii¢lenmesi yine Cumhuriyet'le gergeklesmistir. Berkes’e gore buradaki ¢ikmaz, bir
aktor olarak Tiirk aydininin ikiligi doguran dinamikleri iyi tahlil edememesindedir. Bu baglamda ilk olarak
iizerinde durulmasi gereken husus -kendi deyisiyle- "mukadderatini devlete baglayan aydin" kimliginden
kurtulmaktir. Fakat burada da sorunsal, bizatihi modern Tiirkiye Cumhuriyeti'nin aydin1 pek ¢ok agidan
anakronik bir kurulus olarak toplumsal zemine kavusturma girisiminden kaynaklanan egitimsel girisimlerin bir
neticesi kilmasidir.

Bu c¢alisma, Niyazi Berkes’in 1960'l1 yillara damga vuran Yén dergisindeki “Tirk aydmi™ni odaga alan
yazilarimi ve aydin kavramsallagtirmasini irdelemekte, tartismaya a¢gmayi hedeflemektedir. Konuyla ilgili
olarak Niyazi Berkes’in Yon dergisinde kaleme aldigi tiim makaleler taranmustir. Ote yandan, Berkes’in
Batililagma ekseninde Osmanli dénemi modernlesmesini ele aldigi makalelerden de yararlanilmistir. Calismada
betimleyici yontem kullanilmistir. Caligmanin 6nemi, 19601 yillarin aydin tartigmalarina giiniimiiz
Tiirkiye'sinden retrospektif bir sekilde bakilmasi, esanli olarak giiniimiizdeki aydin olgusunun da tarihsel bir
okumasidir. Caligmanin dne ¢ikan vurgusu ise, dzellikle Berkes’in dile getirdigi ge¢ kapitalistlesmenin iyi
okunamamasi baglaminda, aydinin toplumsal niteligini yitirecegi, degersizlesecegi ve bagimli bir aktor olarak
basarisizliga ugrayacagidir. Ote yandan Berkes, bilhassa liberallesmenin entelektiielin toplumsal islevini
kaybetmesine neden olacagimi belirtmektedir. Bu baglamda igeride anti-kapitalist, disarida ise anti-emperyalist
tavra sahip olmayan entelektiiel kadrolarin, devlet/hiikiimet giidiimlil bir entelektiiel yapiy1 doguracagina isaret
etmektedir. Sonug olarak, bdylesi bir yapiin da siyasal ve kiiltiirel olarak geriye gidise neden olacagini dile
getirmektedir.

Anahtar sozciikler: Aydin, entelektiicl, modernlesme, Niyazi Berkes, Yon dergisi
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“TURKISH INTELLECTUAL” CONSEPTUALIZATION OF NIYAZI BERKES: ON HIS
ARTICLES IN YON JOURNAL

One of the most important discussion focuses of Turkish modernization is "intellectual" definitions and
concepts. The intellectuals who rose in parallel with the instrumentalist modernization initiatives that started in
the Ottoman Empire showed themselves especially with newspapers / magazines and were exposed to various
practices by the authority. For example, Avcioglu interprets the inability of the intellectuals to find a strong
impact on the social base in a more dialectical way and associates it with the institutional process, Mardin
interpreted the historical inheritance of the center in the context of periphery-center relations as dominant in
terms of both freedom of expression and social activity of intellectuals.

Niyazi Berkes, in his articles in Yén journal, discusses the intellectual debate in materialist relations starting
from Tanzimat until today. According to Berkes, the disconnection between the intelligentsia and the public
mainly arises from the duality in education. The duality consists of the meaning networks created by the
institutionalized modern education and the meaning networks formed by those who reflex or cannot participate
in this education. This dichotomy is not only concrete, it is a system of interpretation that extends from language
to everyday life. Especially with the Republic, this dichotomy was further reinforced because the institutional
strengthening of education was again realized with the Republic. According to Berkes, the dilemma here is that
the Turkish intellectual as an actor cannot analyze the dynamics that give rise to duality. In this context, the
first point to be emphasized is to get rid of the identity of "intellectual who binds his destiny to the state" in his
own words. But also problematic at this point, is that it makes itself a result of the move stemming from the
attempt to clarify the educational social basis of modern Republic of Turkey as an anachronistic institution
intellectuals in many respects. The purpose of these moves is to maximize the common codes between the
intellectual and the society.

This study examines Niyazi Berkes’s writings and the conceptualization of “Turkish intellectuals” in Yon
journal that marked the 1960s and aims to open it to discussion. All articles on the subject written by Niyazi
Berkes in Yon journal have been selected. On the other hand, articles of Berkes on the Ottoman period
modernization in the axis of Westernization were also used. Descriptive method was used in the study. The
importance of the study is a retrospective look at the way the intellectuals from the 1960s to today's debate
Turkey. Simultaneously, it is a historical reading of today's intellectual phenomenon. The important emphasis
of the study is that the intellectuals will lose their social character, become worthless and fail as a dependent
actor, especially in the context of the poor reading of late capitalization, as expressed by Berkes. On the other
hand, Berkes states that especially liberalization will cause the intellectual to lose its social function. In this
context, Berkes points out that intellectual cadres who do not have an anti-capitalist attitude inside and an anti-
imperialist attitude outside will create an intellectual structure driven by the state/government. In conclusion,
Berkes states that such a structure will also cause political and cultural backwardness.

Keywords: Intellectual, modernization, Niyazi Berkes, Yén journal
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DiJITAL CAGIN ALTERNATIF RADYOLARI: FRANSA’DA TURKCE YAYIN YAPAN
INTERNET RADYOLARI

Ersoy Soydan',

1970'lerde korsan olarak baglayan radyo yayinlari, basta Fransa olmak iizere birgok Avrupa iilkesinde devlet
tekellerinin yikilmasma ve radyonun yeniden 6nem kazanarak islevinin degismesine neden olmustur. Bu
degisimin temel unsuru olan alternatif radyolar, kamusal radyo, halk radyosu, 6zgiir radyo, egitsel radyo ve
topluluk radyosu gibi alt tiirleri bulunan genis bir ¢ergeveyi kapsamaktadir.

Fransa’da Tiirk¢e radyo yaymlar1 1971 yilinda devlet radyosu ORTF’nin Tiirk is¢ilerine yonelik hazirladig:
programla baglamistir. 1977'de devlet tekeli yikilinca Fransa’da yasayan Tiirkler de alternatif radyolardan
seslerini duyurmaya baslamistir. 1981 yilinda bir topluluk radyosu olan Radio Soleil'de baslayan Tiirkge
yaymlarmi daha sonra Fréquence Paris Plurielle- FPP'de yapilmaya baslayan ve Arc-en-Ciel/Gokkusagi
Radyosu adiyla siiren Tiirk¢e yayinlar izlemistir. Daha sonraki yillarda Fransa'nin gesitli kentlerindeki
radyolarda diizenli ya da diizensiz olarak on civarinda Tiirk¢e program yapilmistir. Fransa’nin ilk ve tek ulusal
bazda karasal yayn izni almis Tiirk radyosu ise 2007 yilinda kurulan Paris imparator FM'dir.

Son yillarda Fransa’da kurulan ve Tiirkce yaym yapan Internet radyolarmi dijital ¢agm alternatif radyolari
olarak tanimliyoruz. Diinyanin hemen her bdlgesindeki yerliler, gogmenler ve azinliklar gibi Fransa’da yasayan
Tirklerde, dillerini ve geleneklerini yasatabilmek i¢in alternatif radyolarin bir alt tiirii olan ve bu ¢alismada
inceledigimiz topluluk radyolarini kurmustur. Giiniimiizde 700 bin civarinda Tiirk’in yasadigi Fransa’da
kurulan ilk Tiirkge Internet radyosu 2011 yilinda Lyon’da yayinlarina baglayan ve 2019 yilinda kapanan Radio
MIT dir. (Made In Turkey) Lyon’dan bir yil sonra Paris’te de Radio Café Turc adinda Tiirk¢e yayin yapan bir
Internet radyosu kurulmustur. Bu radyo da iki y1l sonra kapanmustir.

Fransa’da son yillarda Paris’te Radio Kardeche ve Radyo Anadolu, Strasbourg-Bischwiller’de Radyo Gurbetgi/
Gurbetgi FM adinda internet iizerinden Tiirkge yayin yapan ii¢ radyo kurulmustur. Kurucularmin finansmaniyla
yayinlarim siirdiiren Tiirk topluluk radyolarinda geleneksel bir radyo gibi ¢cok sayida program ve Tiirkge miizik
yayini yapilmaktadir. Giiniimiizde Fransa’nin en ¢ok dinlenen internet radyolari arasina da giren bu radyolar
goniillillerce hazirlanan programlartyla Tiirk toplulugunun sesini duyurmasini, Fransa ve diger iilkelerdeki
Tiirklerle dayanigma iginde olmasini ve anadilde yayimn ihtiyacini gidermesini saglamaktadir.  Dijital
teknolojideki gelismeler sayesinde bu radyolari yalnizca web adresi lizerinden degil, sosyal medya platformlar
ve mobil radyo uygulamalarindan da dinlemek olanakhdir. Ustelik Internet iizerinden Tiirk¢e yaym yapan
radyolar canli yaymlarinda goriintiilii olarak da izlenebilmektedir. Bu durumda Tiirk topluluk radyolarinin en
azindan canli yayinlarda televizyona doniistiigiinii de soylemek olanaklidir.

Bu ¢alismada Fransa’daki internet iizerinden Tiirkge yayin yapan ve daha &nce ikisi literatiire hi¢ girmemis
olan {i¢ radyo incelenerek betimleyici bir analiz yapilmistir. Ayrica bu radyolarin ydneticileriyle dnceden

hazirlanmis yar1 yapilandirilmis sorularla yapilan derinlemesine gériismelerden de veri olarak yararlanilmistir.
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ALTERNATIVE RADIOS OF THE DIGITAL ERA: INTERNET RADIOS WITH
TURKISH BROADCAST IN FRANCE

Radio broadcasts, which started as piracy in the 1970s, led to the collapse of state monopolies in many European
countries, especially France, and the change in the function of the radio by gaining importance again.
Alternative radios, which are the main elements of this change, encompass a wide range of sub-types such as
public radio, public radio, free radio, educational radio, and community radio.

Turkish radio broadcasts in France started in 1971 with the program prepared by the state radio ORTF for
Turkish workers. When the state monopoly collapsed in 1977, Turks living in France started to make their
voices heard on alternative radios. Turkish broadcasts that started on Radio Soleil, a community radio in 1981,
were followed by Turkish broadcasts, which were later broadcast at Fréquence Paris Plurielle-FPP and
continued under the name Arc-en-Ciel / Rainbow Radio. In the following years, around ten Turkish programs
were made regularly or irregularly on radios in various cities of France. France's first and only Turkish radio
that received terrestrial broadcasting permission was Paris imparator FM, founded in 2007.

We define Internet radios established in France and broadcasting in Turkish as alternative radios of the digital
age. The locals in almost every region of the world, immigrants and minorities, as well as Turks living in France,
have established community radios, which are a subtype of alternative radios and we have examined in this
study, in order to keep their languages and traditions alive. Today, the first Turkish Internet radio established
in France, where around 700 thousand Turks live, is Radio MIT, which started broadcasting in Lyon in 2011
and closed in 2019. (Made In Turkey) One year after Lyon, an Internet radio broadcasting in Turkish called
Radio Café Turc was established in Paris. This radio was closed after two years.

In France, in recent years, three radios broadcasting in Turkish on the Internet called Radio Kardeche and Radyo
Anadolu in Paris, and in Strasbourg-Bischwiller Radio Gurbetci / Gurbet¢i FM have been established.
Continuing its broadcasts with the financing of its founders, Turkish community radios broadcast numerous
programs and Turkish music like a traditional radio. Nowadays, these radios, which are among the most listened
Internet radios of France, enable the Turkish community to make their voices heard with their programs
prepared by volunteers, to be in solidarity with the Turks in France and other countries and to meet the need for
broadcasting in the mother tongue. Thanks to the developments in digital technologys, it is possible to listen to
these radios not only through the web address, but also from social media platforms and mobile radio
applications. Moreover, the radios broadcasting in Turkish over the Internet can be watched in video in their
live broadcasts. In this case, it is possible to say that Turkish community radios have turned into television at
least in live broadcasts.

In this study, a descriptive analysis was made by examining three radio stations in France broadcasting in
Turkish over the Internet, two of which had never entered the literature before. In addition, in-depth interviews

with the managers of these radio stations with pre-prepared semi-structured questions were used as data.
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SUSTAINABLE DEVELOPMENT AND IMPORTANCE OF SUSTAINABILITY
COMMUNICATION PRACTICES ABOUT GENDER EQUALITY

Esra Bayhantopgu'

Gender inequality has been discussed for centuries and still it is one of the most important issues of our World.
Apart from feminist movements, especially with the help of accelerating power of fast-changing communication
technologies and media, many important movements have been experienced for the sake of gender equality. In
today’s world, women have much more opportunities then they had in the past. However, while some cultural
codes about the status of the women has been changing in some societies, some other societies resist this change.
Therefore, the struggle of women for equality still remains. On the other hand, gender equality does not only
matter for the right of women, but it also matters for global sustainable development. Especially with the high
importance of sustainability practices for the future of the world, the issue has become more important.
Therefore, today, gender equality is central to United Nations organizations to achieve the 2030 Agenda for
Sustainable Development and the Sustainable Development Goals which could be a turning point for gender
equality. SDGs have 17 important issues to be taken into consideration for the future of our world. Goal 5
mainly focuses on gender equality, however, other goals are also related with equalities. Apart from
governments, private sector companies also try to make contribution to these goals in the context of their
sustainability practices and some of these companies try to support women rights by doing sustainability
projects which are also known as social responsibility projects. At this point communication of sustainability
practices are of importance in terms of creating awareness in the society. The purpose of this study is to find
out the role of private sector companies’ sustainability projects and their communication practices on gender
equality and analyze the representation of women in these projects. In the study, the private sector companies’
best sustainability projects worldwide for empowering women and ensuring gender equality are evaluated in
the light of feminist theories and sustainability point of view and their communication activities are also
analyzed. This study is trying to answer the questions of “What is the role of sustainability practices and social
responsibility projects of the private sector companies on the gender equality issue?’; ‘How private sector
companies handle the problem in developing countries and how they present the women in their projects?’,
‘How do the private sector companies make these projects’ communication to create awareness and do they
successful in terms of feminist approach?’ It is expected to the results of the study will help the evaluate the
role and effectiveness’ of sustainability projects and their communication practices on gender equality issue.

Keywords: Sustainability communication, gender equality, sustainable development, social responsibility
projects, sustainability.
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AHLAK - SINIF iLiSKiSi BAGLAMINDA “PARAZIT” ADLI FILMIN ELESTIiREL
ANALIZI

Esref Akmese'

Esitsizlige dayali kiiresel sistem diinyanin birgok yerinde toplumsal smiflar arasindaki ugurumu
derinlestirmektedir. Mevcut sosyo-politik sistem iginde her tiirlii konfora sahip miilk sahipleri ve karinlarimi
doyuramayan kitleler bir arada yasamaktadir. Bu durum esitsizlige dayali siniflararas: iligkilerin ahlaki
boyutunun tartigilmasini kagimilmaz kilmaktadir. Etkili bir kiiltiirel {iretim mecrasi olan sinema siniflararast
iligski ve ¢atigsmalarin agik veya ortiik bigimde islendigi bir sdylem alan1 olarak modern toplumlarin anlagilmasi
icin 6nemli veriler sunmaktadir. Bu dogrultuda farkli toplumsal siniflara mensup iki ailenin kesisen yasamlarini
kara mizah ve gerilimle oriilii bir anlatimla estetize eden Giiney Koreli yonetmen Bong Joon Ho imzal1 Parazit
(2019), simif — ahlak iligkisine getirdigi yaklasimla ilgi ¢cekmektedir. Modern toplumsal sistemi sinif farklari
etrafinda betimleyen filmde, farkli siniflara mensup insanlar arasindaki iligkiler, yoksulluk, esitsizlik,
acgozliiliik, ve hayatta kalma miicadelesi gibi izlekler 6ne ¢ikmaktadir. Esitsizlik, yoksulluk ve simf farklar
zemininde, is¢i sinifina mensup bireylerin kendi aralarindaki rekabetin ve miilk sahipleriyle iliskilerinin
islendigi film, neo-liberal kapitalizm kosullarinda, 6zellikle yoksul insan tipleri ve alternatif yasam olanaklari
tizerine ileri siiriilen goriislerle dikkat ¢ekmektedir. Bu ¢ergevede modern toplumsal yasam ve mevcut kapitalist
ekonomik iligkilere gére konumlanan insan tipleri tizerine filmde ileri siiriilen goriisler, insanin ahlaki bir 6zne
olarak varligma iligkin diislincelerin ve siiflararast iligkilerin sorgulanmasina yol agmaktadir. Calismanin
amaci uluslararasi diizeyde gerceklestirilen 6nemli film festivallerinde birgok ddiile layik goriilen Parazit adli
filmde var olan iletileri irdeleyerek, filme egemen olan ahlaki tutumun sinifsal niteligini tartigmaya agmaktir.
Bu amagla Parazit, betimsel yontemle sinif-ahlak iligkisi etrafinda analiz edilerek filmde temsil edilen
toplumsal simiflarin ahlaki motivasyonlarmin niteliginin gosterilmesi hedeflenmistir. Bu dogrultuda filmde
somiiriiye dayali iliskilerin alt siniflarin, iist siniflar1 somiirmesi bigiminde tersyiiz edilerek tasvir edildigi ve
yoksullarin smifsal konumlarint “olumlu” yonde degistirmek adina her tiirlii yola basvurduklari yoniinde bir
sOylemin inga edildigi sonucuna ulasiimistir. Bu ¢ergevede filmde altsinifa mensup yoksullar, esitsizlige dayali
diizeni degil, kendi esitsiz konumlarin1 degistirmeye calisan asalaklar ve kotii niyetli komplocular olarak tasvir
edilmektedir. Bu baglamda Filmde sinif somiiriisii tersyiiz edilmekte ve art1 degere el koyan sermayedarlar
masum gosterilerek altsiniftaki miilksiizler ahlaksiz birer parazit olarak konumlandirilmaktadir.

Anahtar sozciikler: Ahlak, sinmif, simif farklari, somiirii, sinema

A CRITICAL ANALYSIS OF THE FILM “PARASITE” WITHIN THE CONTEXT OF
MORAL - CLASS RELATION

The global system based on inequality deepens the gap between social classes in many parts of the world. In
the current sociopolitical system, proprietors with all kinds of comfort and the masses who cannot feed
themselves live together. This situation makes it inevitable to discuss the moral dimension of interclass relations
based on inequality. As an effective medium of cultural production, cinema, which is a field of discourse where
interclass relations and conflicts are either directly or implicitly processed, provides significant data for
understanding the modern societies. Directed by the South Korean director Bong Joon Ho, and aestheticizing
the intersecting lives of two families from different social classes with an expression through dark comedy and
thriller within this axis, the film Parasite (2019) draws attention with his approach to moral-class relation.
Depicting the modern social system within the axis of class differences, this film stands out with its
philosophical expression built on paths of relationships, poverty, inequality, greed and the struggle to survive

1 Arastirma Goérevlisi Dr., Inonii Universitesi, Iletisim Fakiiltesi, Radyo Televizyon ve Sinema,
esrefakmese@gmail.com
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of those from different classes. Based on a theme where the competition of individuals from working-class with
each other, along with their relations with the proprietors is adopted into the screenplay on the basis of
inequality, poverty and class differences, the film draws attention with the opinions suggested on typologies of
people in poverty and the alternative means of living in particular under the conditions of neo-liberal capitalism.
Within this framework, the opinions brought forward on the human typologies that are identified based on the
modern social life and today’s capitalism-based economic relations pave the way not only for the other
standpoints concerning the existence of human kind as a moral subject, but also for questioning the interclass
relations. The objective of this study is to bring class characteristics of the moral attitude which can be
dominantly seen in the film up for discussion by analyzing the messages as immanent to the South Korean
Production film Parasite, granted a number of awards in major film festivals on international level. For this
purpose, it is aimed to show the characteristics of the moral motivations of the social classes represented in the
film by analyzing the film through the class-moral relation with the descriptive method. Accordingly, it is
concluded that the exploitative relations in the film are depicted by inverting the low classes exploited the upper
classes, and a discourse is developed that the poor resort to all kinds of ways to change their class position in a
"positive" way. In this regard, the poor belonging to low class are portrayed as parasites and malicious
conspirators trying to change their unequal positions, not the inequality system. In this context, class
exploitation is reversed in the film and the capitalists who exploit the surplus value are shown as innocent and
the propertyless people of low class are positioned as immoral parasites.

Keywords: Morals, class, class differences, exploitation, cinema
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KURUMSAL iTiBAR VE YENi AKLAMA ETIKETLERI: TWITTER UZERINE BiR
INCELEME

Ferah Onat', Asuman Ozer’

Dijital diinyadaki gelismeler ve kiiresellesen diinya ile birlikte; bilginin herkes tarafindan kolayca erisilebilir
bir kavram haline gelmesi; bilginin bireyler tarafindan kullanilmasinda ve yorumlanmasinda degisimler
yasanmasina neden olmustur. Dijitallesmenin hakim oldugu giiniimiiz diinya diizeni ile birlikte bireylerin
cevrelerinde yasanan olaylar ile ilgili farkindalig artmis; toplum, insanlig1 ilgilendiren olaylar hakkinda farkli
tutumlar gelistirmeye baglamistir. Bireyler; gevrelerinde gerceklesen toplumsal olaylar karsisinda susmak
yerine dijital aglar1 kullanarak igerik iiretmeye baslamistir. Tiiketicilerin olumsuz algilamalarindan etkilenerek
(Confente vd., 2019:492) kurumlarm itibarina meydan okuyan bu igerikler kullanicilarin gelistirdigi igerikler
olarak adlandirilmakta (Baka, 2015:148) ve sosyal medyada icerik olusturmaya tesvik eden hashtag (etiket)
kampanyalar1 araciligiyla tiretilmektedir (Laestadius ve Wahl, 2017:2). Sosyal aglarda, benzer igerikleri siraya
koymak ve istenildigi zaman bulmak i¢in kullanilan yontem olarak nitelendirilen etiketler; Twitter kullanicilari
tarafindan, aklama anlamina gelen “washing” kelimesi ile birlikte kullanilmaktadir. Bu tiir etiketlerle paylasilan
icerikler kimi zaman kisilerin veya kurumlarin itibarina zarar veren sosyal medya igeriklerine doniisebilir.
“Laundry washing”, yani aklama, kurumlarin (bazilart kuruma itibar kazandirmig olabilen) eylemlerinin etik
olmayan baska eylemlerin oOrtbas edildigini anlatmak i¢in kullanilan bir kavramdir. Bu kavramdan tiireyen
aklama etiketlerinin bilinen ilk 6rnekleri whitewashing (kirli isleri aklama), gevrenin ve doganin korunmasi ile
ilgili olan “greenwashing” yani yesil aklamadir. Son yillarda greenwashing’e ek olarak “wokewashing”,
“whitewashing”, “redwashing”, “yellowwashing”, “blackwashing”, “pinkwashing”, “rainbowwashing”,
“orangewashing”, “diversitywashing” gibi etiketler ile karsilasildigi gézlemlenmistir. Aklama etiketleri
giindemden kolayca etkilenmekte ve siirekli olarak anlam degistirmektedir. Pandemi donemi ile birlikte
“coronawashing” adiyla bir etiket ortaya ¢ikmasi da bu durumu destekler niteliktedir. Karsilasilan bu etiketlerin
hemen hemen hepsi kisiler ya da kurumlar tarafindan yapilan eylemin gergekligini sorgulamaktadir. Bu
perspektiften yola ¢ikilarak hazirlanan bu calismada amag; washing etiketi ile birlikte kullanilarak tiretilen
Twitter igeriklerinin tiirlerini belirlemek; halkla iligkiler ¢abasi igerisinde olan kurumlarin, markalarin ve
kisilerin itibarina nasil zarar verecegini ortaya koymak; kullanicilarin aklama etiketlerini kullanma aligkanlarini
inceleyerek etiketlerin zamanla degiskenlik gdsteren anlamlari lizerinden bir analiz yapmaktir. Calismanin
kavramsal gergevesi baglamsallastirma, ve yeniden baglamsallastirma tizerinden gelistirilmis ve toplamda 13
aklama etiketinin kullanimi analiz edilmistir. Arastirma kapsaminda amagsal 6rneklem yontemine uygun olarak
secilen etiketler, 10 Eyliil 2020 tarihinden itibaren incelenmeye baslanarak her etiket ile ilgili diinya genelince
atilan son 20 tweet igerik analizi yontemi ile analiz edilmistir. Arastirmada, aklama etiketlerinin kullanicilar
tarafindan farkli anlamlan ifade edecek sekilde kullanildigi belirlenmis (n=6) ve etiketlerin birbirleri ile
iliskilendirilerek bir arada kullanildigi (%51) sonucuna ulasilmistir. Tweetlerin %91 ile en ¢ok bireysel
kullanicilar tarafindan atildigi, %24,5 ile en ¢ok kurumlarin, %21,1 markalarin, %14,2 kisilerin, %10,3 film ve
dizilerin hedef alindigi; %, 21,1 ile en g¢ok irkeilik karsitligi konusunda tweet atildigi (blackwashing,
yellowwashing, diversitywashing) ve kullamlan dilin %66,7 ile en ¢ok Ingilizce, ardindan Ispanyolca ve
Fransizca oldugu sonucuna ulagilmistir.

Anahtar sozciikler: Baglamsallastirma, Yeniden Baglamsallastirma, Aklama, Etiket, Twitter
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CORPORATE REPUTATION AND NEW WASHING HASHTAGS: AN EXAMINATION
ON TWITTER

Within the developments in the digital platforms and the globalizing world; knowledge became a concept that
is easily accessed by everyone and it has caused change in the use and interpretation of information by
individuals. In today’s world order which is dominated by digitalization; the awareness of individuals about the
situation in their environment has increased; people started to develop different attitudes about events that
concern humanity and they started talking trough using digital networks instead of being silent about the social
situation which is happening around them. Institutions' corporate reputations that are affected by contents,
formed of customers’ negative perceptions (Confente et.al, 2019: 492) and they are called as user-generated
content which is challenging the equilibrium of reputation management practices prompting widespread change
and organizational restructuring. (Baka, 2015:148) These contents appears to be solicited through hashtag
campaigns that encourage social media users to create content on social media. (Laestadius and Wahl,
2017:2).Hashtags which are used in social networks to index, rank and find similar content whenever desired;
they are used by Twitter users within the Word “washing” that means laundering. These hashtags may play a
key role in damaging the reputation of institutions and celebrities. Laundry washing is a term used to announce
the unethical actions of institutions which were covered by other actions, some may have gained a positive
reputation earlier. The earliest known examples of washing hashtags are “whitewashing” (coming from laundry
washing) which is about hiding dirty business and greenwashing which is about the protection of the
environment and nature. In recent years, in addition to “whitewashing”; 9 new washing hashtags has
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encountered which are “wokewashing”, “greenwashing”, “bluewashing”, “redwashing”, “yellowwashing”,
“pinkwashing”, “brownwashing”, “rainbowwashing” and “blackwashing” and new washing hashtags are
observed. Washing hashtags are impressed by the daily agenda easily and their meanings are changed rapidly.
The creation of coronawashing hashtag during the pandemic period is supporting this incident. From this
perspective; this study aims to measure how these new types of washing hashtags are used in Twitter; to figure
out how these types of content may harm the reputation of the companies which have public relations goals; to
analyze the habits of washing hashtag users and to make an analysis about the changes of the meanings of these
hashtags by time. The theoretical frame of the study is developed through contextualisation and
recontextualisation, and tweets that were produced with 13 washing hashtags were analyzed. In the scope of
the research, the hashtags are selected according to the purposeful sampling method. 20 tweets with each
hashtag are collected, starting with the tweets which are posted since September 10, 2020. It is observed that
the hashtags are used with various meanings (n=6) and multiple hashtags are used together in 51 % of tweets.
Tweets are mostly (91%) posted by ordinary users, 24,5% of tweets targeted institutions, 21,1% brands, 14.2%
persons, 10,3% films and series; in 21,1% of tweets were about against racism (blackwashing, yellowwashing,
divertistywashing) and the 66,7% of them are in English followed by Spanish and French.

Keywords: Contextualisation, Recontextualisation, Washing, Hashtag, Twitter
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UNIVERSITE RADYOLARININ BiLGILENDIRIiCi (EGITSEL, SOZ) YAYIN
ICERIKLERINE YAKLASIMLARI:

AVUSTRALYA VE TURKIYE KARSILASTIRMASI

Firat Tufan!, Zeynep Ekin Bal’, Sedat Kokat®

Giiniimiiz radyo yayincilik igeriklerinin tiim diinyada, ¢esitli gerekcelerle geleneksel islevlerinden uzak bir
politika ile yapilandirilmasi ve bunun sonucunda, dinleyiciye agirlikli olarak miizik-eglence unsurlariyla
sunulmasi, 6zellikle akademik cevrelerce siklikla elestirilir. Ozellikle Tiirkiye’de, radyolarmn biiyiik bir
cogunlugu, haber, egitim, kiiltiir ve sanat gibi bilgilendirici alanlar1 g6z ardi1 ederek yayinlarini sadece miizik,
eglence ve komedi sovlarina yonelik iceriklerle siirdiiriir. Her biri birer alternatif yaymcilik uygulamasi olarak
konumlandirilmasi gereken tiniversite radyolarinin dahi zaman zaman ¢esitli gerekgelerle popiiler, yaygin radyo
formatlarina yakin bir tavirla yayinlarini gergeklestirmesi, bu durumun nedenlerini ve bu radyolarin dgretici ve
bilgilendirici yayimecilik anlayisina yaklagimlarini sorgulamay1 zorunlu kilar.

Calisma kapsaminda, giiclii bir egitsel ve topluluk yayincilik gelenegine sahip Avustralya’daki iiniversite
radyolari ile son yillarda sayisi hizla artan ve kendisine bir yon arayan Tiirkiye’deki {iniversite radyolarinin
ogretici ve bilgilendirici yayincilik uygulamalarina yaklasimlari incelenmistir. Bu kapsamda, Avustralya’dan
Sydney Teknoloji Universitesi ve Macquarie Universitesi’ne bagli 2SER, Newcastle Universitesi’ne bagl
2NUR, ilk lisansin1 Royal Melbourne Teknoloji Enstitiisii biinyesinde almis olan 3RRR, Curtin Universitesi’ne
baghh CURTIN Radyo ve yaymlarim Sydney Universitesi biinyesinde yiriiten SURG ile Tirkiye’den farkh
sehirlerden devlet-vakif tniversitesi ayrimi gozetilerek segilen Anadolu Universitesi, Istanbul Universitesi,
Ankara Universitesi, Bahgesehir Universitesi ve Kog Universitesi radyolarmin yetkilileriyle derinlemesine yiiz
yiize goriismeler gergeklestirilmistir. Betimsel bir yaklagimla analiz edilen veriler, Avustralya’da hem insan
kaynagi bakimmdan hem de finansal kaynak bakimidan esnek ve zengin olanaklara ve gii¢lii bir topluluk
destegine sahip radyolarin daha fazla 6gretici, bilgilendirici igerik retebildigini gostermistir. Tirkiye’deki
iniversite radyolari igerik yapilanmasi bakimindan birbirinden farkli egilimler gosterirken, Avustralya’daki
iiniversite radyolart iigiinci model olarak kabul edilen topluluk yayinciligi unsurlarina sahiptir. Tiirkiye’deki
iniversite radyolari, alternatif yaymcilik pratikleri konusunda biitiinciil bir yaklagim sergilememektedir.

Anahtar sézciikler: Universite radyolari, Alternatif yayincilik, Topluluk radyo yaymncilig:

Bu calisma, Tiirkiye Bilimsel ve Teknolojik Arastirma Kurumu (TUBITAK) tarafindan 119K088 numarali
proje kapsaminda desteklenmektedir.

PERSPECTIVES OF UNIVERSITY RADIOS ON INFORMATIVE BROADCASTING
CONTENTS: A COMPARATIVE STUDY BETWEEN AUSTRALIA AND TURKEY

Being structured far from its traditional functions, and correspondingly, providing mostly music and
entertainment-based content to its listeners, current radio broadcasting content has been frequently criticized by
academic circles. Especially in Turkey, the majority of radios keep broadcasting popular music, entertainment,
and daily comedy programs while ignoring informational fields such as news, education, culture, and arts. Even

' Dog¢. Dr, Istanbul Universitesi Iletisim Fakiiltesi, Halkla iliskiler ve Tanitim Boliimii,
firat.tufan@istanbul.edu.tr
2 Arastirma Gorevlisi Dr., Istanbul Universitesi Iletisim Fakiiltesi, Radyo, Televizyon ve Sinema Boliimii,
zeynep.bal@istanbul.edu.tr
3 Arastirma Gorevlisi, Istanbul Universitesi Iletisim Fakiiltesi, Radyo, Televizyon ve Sinema Béliimii,
sedat.kokat@jistanbul.edu.tr
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university radios, each of which should be structured as an alternative broadcasting practice, often broadcast
with a style similar to popular/common radio formats. This necessitates to question the reasons underlying this
situation and the approaches of university radios to instructive and informative broadcasting.

Within the study, university radios in Australia which have a powerful educational and community broadcasting
tradition, and those in Turkey which are rapidly increasing in number and most of which are seeking its
direction, were examined in terms of their perspectives on informative broadcasting practices. In this context,
face-to-face in-depth interviews were carried out with 2SER of Macquarie University and University of
Technology Sydney, 2NUR of Newcastle University, 3RRR which received its first license in Royal Melbourne
Technology Institute, CURTIN Radio of Curtin University, and SURG of The University of Sydney. Also, face-
to-face in-depth interviews with official executives of selected state and foundation universities in Turkey
including Anadolu University, Istanbul University, Ankara University, Bah¢esehir University, and Kog
University were conducted. Data analyzed with a descriptive approach showed that radios in Australia having
flexible and rich facilities in terms of financial and human resources as well as strong community support are
able to produce more instructive and informative content. While university radios in Turkey display different
trends from each other regarding content structuring, the ones in Australia have adopted principles of
community broadcasting described as a third model. University radios in Turkey do not have a holistic approach
to alternative broadcasting practices.

Keywords: University radios, Alternative broadcasting, Community radio broadcasting

This study is supported by the Scientific and Technological Research Council of Turkey (TUBITAK), Project
no. 119K08S8.
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GENDER-BASED DISCRIMINATION AND VIOLENCE WOMEN JOURNALISTS FACE
IN THE TURKISH MEDIA: EVIDENCE FROM QUALITATIVE IN-DEPTH
INTERVIEWS

Gizem Melek'

How do women journalists survive in a highly patriarchal media industry in a country where femicide and
gender-based violence are on the rise? Drawing on the question, this study aims to shed light on the issues and
discrimination that women journalists face in the Turkish media industry. The research reports findings from
qualitative in-depth interviews with 12 women journalists based in Izmir, istanbul and Ankara areas. The
journalists’ age span is between 24 and 52. In addition, their work places include public broadcasters, alternative
and traditional media including TV, newspaper, online and news agencies; such as DHA (Demiréren News
Agency), TRT, Hiirriyet Newspaper, AA (Anatolian Agency), Bianet, Cumhuriyet Newspaper, Milliyet
Newspaper, as well as, former journalists who are currently employed as press agent in public institutions. Their
area of expertise includes general news, politics, economy, and sports. The interviews were conducted both
face-to-face and online. The results of a thematic analysis revealed that the main issues women journalists fight
in the media are glass ceiling, mobbing, sexual harassment, legal right issues, prioritized targets in times of
political oppression, discrimination, politicians’ attacks, wage inequality, fighting against masculine language
in the newsroom, and peer bullying. The findings demonstrate that the issues of women journalists are
deepening within a variety of categories, and in general, gender discrimination is a dominant issue, which
appears in a number of different subjects. Despite the fact that the ever-changing media industry is destined to
the digital transformation, the continuity of the gender discrimination and all sorts of bullying that women
journalists face from their peers are continuous and stationary. The future studies could focus on women
journalists in other parts of Turkey, in addition to top three biggest cities, to project a wholesome picture of the
problem.

Keywords: Women journalists, Turkish media, gender-based discrimination, violence, in-depth interview,
qualitative research
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AN ANALYSIS OF ALAIN DE BOTTON’S ‘THE SCHOOL OF LIFE’ THROUGH THE
CONCEPTS OF ‘STRATEGY’ AND ‘TACTIC’

Gokcen Karanfil', A. Ozgiir Giirsoy>

Communication technologies and popular cultural practices are in constant flux. The Internet and social media
have radically transformed our engagement with popular culture, hence our experiences of socialization. In
response to this flux, we are developing new approaches and optics to make better sense of our contemporary
cultural engagements. Nevertheless, this study argues that our ‘conventional’ theories and concepts may still
offer us valuable insights and function as analytical tools in our attempts in studying media and culture. Through
a critical engagement with the literature on the conceptualizations of culture, this article focuses on the
possibilities for empowerment and social agency that may be found in manifestations of everyday popular
culture and the critiques of this approach that voice the oppressive nature therein. The article offers a
conciliating optic on this debate through the deployment of the concepts of “strategy” and “tactic” coined by
Michel de Certeau (1984). The study engages in a discussion on how de Certeau’s concepts offer fruitful
possibilities for unraveling the ways in which articulations of popular culture work towards subverting-from-
within the manipulative dictations of the culture industry. Following from here, the article scrutinizes the ways
in which Michelle Foucault’s conceptualization of the same two concepts may be put to use for a better
understanding. Without privileging one approach over the other, the article emphasizes the importance of the
mere act of engaging in this discussion with a critical hindsight. In its attempt to depict its arguments, the article
examines the YouTube channel and the online shop of The School of Life (a pseudo-educational organization
initiated by the popular author, philosopher, and entrepreneur Alain de Botton). Methodologically, the study
deploys both institutional and textual analysis. On one level, The School of Life is examined as an institution
(ownership, finances, ideology etc.) and on the other, a select set of cultural texts produced by this initiative are
thematically analyzed.

Keywords: Popular Culture, Michel de Certeau, Strategy, Tactic, The School of Life
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READING A CITY’S SELF-IDENTIFICATION PROCESS OVER DESIGN:
A CASE STUDY OF IZMIR’S JOURNEY FROM A CITY LOGO TO CITY TYPEFACE

Gozde Ceviker Cinar!, Nazh Sozer?, Hazal Bayar?

This study investigates Izmir’s planned promotional and developmental goals by examining meanings
embedded in its own city logo and typeface. The design objects will undergo a discourse analysis and its design
process, from its commissioning to user feedback, will be evaluated within the public relations and marketing
framework. Subsequent to the study’s results, a series of inferences will be explained by repositioning the
outcomes in the mediascapes of the global world flows; thus present a comprehensive review of city branding
with visual communication tools in the digital age over Izmir’s case by a multidisciplinary study.

In the global world, city branding comes forward as an instrument for development and marketing of the cities
in order to distinguish and to promote themselves, and improve their positioning in the global competition. Our
conceptions of city as a space are altered via city’s representations, and the conditioning in the conceptions of
space dominates the way we perceive and experience the city. With the inclusion of representational and
relational dimensions of city as a space, the study firstly focuses on two components of city branding: city
slogan and mainly the city logo. Furthermore, in the light of recent developments regarding Izmir's newly
launched typeface, concept of 'city typeface' and its relation to 'city logo' in terms of representation will also be
investigated.

While logo and slogan come forward as main city branding elements, possibility of city typeface becoming a
prominent city marketing element as in the product branding will be discussed. Whereas brand typefaces are
not new concepts in marketing, implementation of this marketing and branding strategy to create brand value
for the cities are relatively new. This can be interpreted as an extension of image creation efforts for cities and
communities through digital communication mediums, and semiotic systems are playing a key role for identity
creation.

For Izmir’s case, the city logo itself as a design product will be underwent a semiotic analysis where
interpretations of meaning are questioned considering background story of design process and the aims of city
branding authorities. Afterwards, the design process of the Izmir city typeface will also be investigated in order
to determine its aims, importance and relation of city development and branding plans. The typeface’s
characteristics, which are defined in an in-depth interview with the creator, and its position in typeface families
will be taken into consideration for the overall evaluation. Reasons behind and process of this transition from
city logo to city typeface will be presented.

Keywords: City logo, Izmir, city branding, discourse analysis, city typeface
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SOSYAL MEDYA ATES FIRTINALARININ MERKEZINE YOLCULUK:

ELIDOR #Bizyokuz 2019 KADINLAR GUNU KAMPANYASI VAKASININ
GOSTERDIKLERIi

Giil Sener'

Sosyal medya, pazarlamacilara hedef kitleleriyle iletisim kurma ve marka etrafinda olumlu marka kiiltiirti
yaratma baglaminda yepyeni imkanlar sundu. Diger yandan ise, tiiketicileri olumsuz marka deneyimlerini genis
kitlelerle paylasmalar1 noktasinda giiclendirdi. Bugiiniin diinyasinda; sosyal medyada markayla ilgili basit bir
sikayet ya da olumsuz bir yorum benzer memnuniyetsizliklere sahip diger tiiketicilerin agizdan agiza e-
paylasim (e-WOM) mesajlarini tetikleyerek ¢ok biiyiik hacim kazanabiliyor. Bu tiir olaylara “sosyal medya ates
firtinas1” adi veriliyor. Mesajin genis ¢apli erisimi, yiiksek yayilim hizi ve sinirsiz bilgi akisi gibi 6zellikler,
sosyal medya ates firtinalarin1 geleneksel marka krizlerinden ayiran unsurlar olarak karsimiza ¢ikiyor. Dogasi
itibariyle cok agresif ve duygulanimsal olan bu yeni ve dijital kriz tiirli, markalarin imajina ve itibarina yonelik
ciddi tehdit olusturuyor ve sirketler igin finansal risk yaratiyor.

Twitter’in bugiine kadar birgok ates firtinasina ev sahipligi yaptig1 goriiliiyor. Tipik bir Twitter ates firtinasi
genellikle su sekilde seyrediyor: Siddetli tepkiyi baglatan bir tweet, onu takiben belirli hashtagler altinda ortaya
¢ikan marka karsit1 paylasimlar ve sonrasinda uzlastirici ya da savunmact marka mesajimin bir tweet iizerinden
tilketicilere iletilmesi. Kesfedici bir arastirma yaklagiminin benimsendigi bu caligma, sosyal medya ates
firtinalarinin tliketici-marka iligkisini nasil etkiledigini ortaya koymay1 amagliyor. Bu ¢ercevede, Twitter’da bir
hafta boyunca markaya yonelik ates firtinasina sebep olan Elidor’'un #Bizyokuz 2019 Kadimnlar Giini
Kampanyasi’n1 ierik analizi yontemiyle inceliyor. Igerik analizi Elidor’un kampanyay1 baslattigi 1 Mart ile 10
Mart 2019 tarihine kadar olan siiregte atilan ve “Top Tweet” olarak adlandirilan en popiiler Twitter
paylasimlarini kapsiyor. Arastirmanin sonuglari; marka karsitt e-WOM mesajlarinin dogasina, yoniine, hedef
nesnesine, markanin e-WOM igerigine nasil entegre edildigine ve marka karsitt ne gibi eylem Onerileri
icerdigine yonelik i¢ goriiler barindiriyor.

Yapilan analiz sonucunda; “top tweet”lerin yarisindan fazlasimin (%58) tonunun olumsuz oldugu goriilityor.
Markanin merkezde oldugu tweetlerde olumsuz igerik oran1 %72’lere ulasiyor. Tweet icerigine bakildiginda
%56’sinin duygusal ifadeler, %44’ liniin ise rasyonel argiimanlar icerdigi gozlemleniyor. Bu sonug, ates
firtinalarinin duygulanimsal dogasin1 dogrulamakla birlikte azimsanmayacak oranda “top tweet”in biligsel bir
yaklagima sahip olduguna isaret ediyor. Atilan marka merkezli “top tweet”ler en fazla markay1 asagilayan ya
da ona saldiran (%40) igeriklerden olusuyor. Onu saskinlik/inanmazlik (%26) ve ironi/saka (%22) ifadeleri
takip ediyor. Ates firtinalariin tetikleyici unsularindan 6fke ifadelerinin orani ise (%9) sinirlt bir kullanimi1
yansitryor. Bu anlamda Elidor #Bizyokuz vakasi literatiirdeki diger 6rnek vakalardan ayrisiyor. Son olarak,
markanin merkezde oldugu “top tweet”lerin %34’ti markanin sorunlu bulunan iletisim uygulamasina karsit
cagrilar iceriyor. Bunlar ya haberi/konuyu yayma amacl ¢agrilar ya da intikam giiden sikayetlerden olusuyor.
Dolayisiyla, marka karsiti kullanicilarin markayr reddetme gibi “kacis stratejileri’ndense markay1 diger
kullanicilarin nezdinde kotiileme gibi “savas stratejileri”ni tercih ettigi sonucu ¢ikiyor. Ayrica, “top tweet”lerin
yarist markaya yonelik herhangi bir aksiyon igermezken, %12’si markaya onerilerde ve tavsiyelerde bulunuyor.
Bu sonug, ates firtinasina katilanlarin bir kismimnin markayla arasindaki kopriileri atmak istemedigine ve
iliskinin tamirine dair ¢aba gosterdigine isaret ediyor.

Sosyal medya ates firtinalarina dair alan literatiirii yeni yeni sekilleniyor. Konuyla ilgili kisith sayidaki Twitter
vaka ¢aligmasinin ¢ogunlugu kita Avrupasi ya da Amerika’da gerceklesen olaylara odaklaniyor. Halihazirdaki

' Dr. Ogretim Uyesi, Bahgesehir Universitesi, Iletisim Fakiiltesi, Reklamcihk Béliimii,
gul.sener@comm.bau.edu.tr

98



Communication in

the Digital Age The 2nd

Dijtal Cagda INTERNATIONAL SYMPOSIUM
lletisim OCTOBER 26 -28 iZMIR, TURKEY

calisma, yerel bir sosyal medya ates firtinasini mercek altina alarak ve Tirkiye’deki sosyal medya
kullanicilarinin marka karsiti olumsuz e-WOM mesajlarini inceleyerek alandaki s6z konusu bosluga katkida
bulunuyor.

Anahtar sozciikler: Marka Krizi, Sosyal Medya Ates Firtinasi, Olumsuz Agizdan Agiza e-Paylagim

BEING IN THE EYE OF A SOCIAL MEDIA FIRESTORM: EVIDENCES FROM
ELIDOR’S #Weareout 2019 WOMEN’S DAY CAMPAIGN CASE

While social media has provided new opportunities for marketers to communicate with their target audience
and to cultivate a positive consumer culture around brands, it has also empowered consumers to share their
opinions with masses when they have a negative brand experience. In today’s world, a single complaint or
negative comment about a brand on social media can create a way for large amounts of similar dissatisfied
consumer e-WOM messages to follow. Such incidents are called “social media firestorms”. The reach of the
message, the speed with which messages can diffuse and unrestrained information flow are what sets firestorms
apart from traditional brand crises. This new and digital form of crisis that is very aggressive and affective in
nature creates serious threat to a brand’s image and reputation and generates a financial risk for the company.

Twitter has been host to many firestorms so far. A typical Twitter firestorm mostly involves a tweet initiating
the outburst, a follow-up protest under a hashtag, and an accommodative or defensive brand message via tweet.
Adopting an exploratory approach, this paper aims to provide evidence of how social media firestorms influence
consumer-brand relationships. It examines Elidor’s #Weareout 2019 Women’s Day Campaign that initiated a
firestorm against the brand on Twitter. The content analysis covers top tweets between March 1% - 10" 2019.

The analysis shows that more than half of the top tweets (58%) has a negative tone. This number rises to 72%
for top tweets where the brand is at the center. 56% of the top tweet contents reflect emotional expressions
whereas 44% include reasons or objective statements. These results confirms the affective nature of social
media firestorms. But also, they point that a considerable amount of firestorm participants take on a cognitive
approach. Style of the comments in brand centered top tweets is predominantly insulting and offensive (40%)
followed by expressions of surprise/disbelief (26%) and irony/joke (22%). Outrage driven comments that are
accepted as standard firestorm reactions have limited use (9%). Within this context, Elidor #Weareout case
deviates from earlier examples. Contrary to what could be expected, half of the comments does not suggest any
negative actions against the brand. 34% top tweets suggesting anti-brand actions split between the ones
spreading negative e-WOM and reflecting vindictive complaining. Therefore, firestorm participants who
endorse anti-brand actions prefer “fight strategies” that involve acts of discrediting the brand in the eyes of the
other users instead of “flight strategies” like brand rejection. Also, the research shows that 12% of the top tweets
offer suggestions and give advices on how the brand executives could conduct the communication campaign
better. This result illustrates that some of the firestorm participants wishes to restore the relationship with the
brand instead of burning the bridge.

The literature on social media firestorms is in its infancy. Although there are several Twitter case studies on the
subject, the majority of them is Europe or United States originated. By analyzing a local social media firestorm
against a brand and negative e-WOM messages by Turkish social media users this paper will contribute to close
this gap.

Keywords: Brand Crisis, Social Media Firestorm, Negative e-WOM
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POLITIiK SOYLEMIN SOSYAL MEDYADAKI MiZAHi YANSIMASI

Giilsah Baslar'

Internetin insanlara kendini ifade anlaminda alan agmasi, politika alanma ait olan katilim kavraminin yeni
medyanin demokrasiye etkisi lizerinden tartisilmasina yol agmistir. Yeni medyanin bireylere tanidig igerik
iretim olanaklar1 sayesinde 6zellikle sosyal medya lizerinden bireyin yaraticiligini gosterebildigi, kendini ifade
edebildigi, giindemle ilgili kendi sOylemini kurabildigi, politik aktorlerin sdylemini siirdiirerek yeniden
iiretebildigi ya da tersine ¢evirerek kesintiye ugratabildigi alanlar olugabilmektedir.

Sosyal medyanin sundugu kitlesel 6z-iletigime (Castells, 2013) olanak saglayan ortam kamusal alan baglaminda
da tartisilmaktadir. Bu noktada 6zel alan ve kamusal alanin i¢ ice gectigi (Papacharissi, 2011), kamusal
meselelerin tartigilabildigi diizlemlerin olusabildigi, daha pargali ve kiigiik ¢apli kamusal alanciklarin (Gitlin,
1998) olusabildigi goriilmektedir. Bu agidan sosyal medyanin giiglii bir kamusal alan ve katilime1 bir
demokrasiyi destekleyip desteklemedigi 6nemli bir tartisma konusu olusturmaktadir. Sosyal medya {izerinden
ortaya ¢ikan kamusal alanin politik kararlari etkileme giicii oldukga sinirlidir (Fuchs, 2014). Buna karsin sosyal
medyada kamusal meselelerle ilgili insanlarin hem kendi sdylemlerini iiretebildigi hem de iktidarin ya da
muhalefetin sdylemlerine ayna tutabildigi ya da bunlar1 ters yiiz edebildigi ifadeler gézlemlenebilmektedir. Bu
sOylemlerin bir boliimii de sosyal medyanin eglenceye dayali dogasi dogrultusunda mizah ve eglence ile
harmanlanarak ifade edilebilmektedir. Bu noktada politika ve eglence, katilim ve mizah i¢ i¢e gegmekte politik
diizlemde firetilen sdylemler sosyal medyada siirdiiriilmekte ya da zit kamplar tarafindan kesintiye
ugratilabilmektedir.

Bu ¢aligmada sosyal medyada mizah ve katilimin kesistigi bu egilimler 1s181nda politik sdylemin Internetteki
yansimasi ve kirllmasmin izini siirmek amaglanmistir. Bu kapsamda 2019 istanbul Belediye Baskanligi
secimlerinin yenilenme siirecinde adaylarin canli yaymnda bir araya geldigi tartiyma programi sirasinda
Twitter’da acilmis olan #BYvsEl hashtagi 6rneklem olarak segilmistir. Bu hashtag icerisinde kullanicilarimn
paylastigi mizahi igerikler elestirel sdylem analizine tabi tutularak politik aktorlerin sdylemlerinin sosyal
medyada kullanicilar {izerinden nasil yansitildigi anlagilmaya calisilmistir. Analizler sonucunda muhalefet
konumunda olanlarin mizahin elestirel giiciinii kullanarak hashtag icerisindeki tartigmalara katilim gosterdigi
ve muhalif tabanin kendi s6ylemlerini kurmasi agindan daha yaratici bir egilime sahip oldugu gézlemlenmistir.
iktidar1 destekleyenlerin ise iktidar sdylemlerini sosyal medyada mizahi bir dille siirdiirdiigii ve kurumsal olarak
tiretilmis hazir mizahi gorselleri yaydigi goriilmistiir.

Anahtar sozciikler: Mizah, mizahi katilim, sosyal medya, kamusal alan, séylem
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HUMOUROUS REFLECTION OF POLITICAL DISCOURSE ON SOCIAL MEDIA

The fact that the Internet opens up a space for people to express themselves has led to the discussion of the
concept of participation, which belongs to the field of political science, over the impact of new media on
democracy. Thanks to the content production opportunities provided to individuals by the new media, areas
where individuals can demonstrate their creativity, express themselves, establish their own discourse on the
agenda, reconstruct by continuing the discourse of political actors or interrupt these discoursed by reversing
them, especially through social media.

The setting that enables mass self-communication (Castells, 2013) offered by social media is also discussed in
the context of the public sphere. At this point, it can be seen that private sphere and public sphere are intertwined
(Papacharissi, 2011), platforms including public discussions may occur, more fragmented and smaller-scale
public sphericules (Gitlin, 1998) can be formed. In this respect, whether social media supports a strong public
sphere and participatory democracy is an important debate. The power of the public sphere emerging through
social media to influence political decisions is quite restricted (Fuchs, 2014). On the other hand, it can be
observed on social media that people can both produce their own discourses and mirror or reverse the discourses
of the power or the dissent. Some of these discourses can be expressed by blending humour and entertainment
in line with the entertainment-based nature of social media. At this point, politics and entertainment,
participation and humour are intertwined and discourses produced on the political zone are continued on social
media or can be interrupted by opposing camps.

In this study, it is aimed to trace the reflection and refraction of political discourse on the Internet in the light
of these trends where humour and participation intersect in social media. In this context, the # BYvsEI hashtag,
which was opened on Twitter during the discussion program, where candidates came together on a live
broadcast during the renewal process of the 2019 Istanbul Mayorship elections, was selected as a case. In this
hashtag, the humourous content shared by the users was subjected to critical discourse analysis to understand
how the discourses of political actors are reflected on social media. As a result of the analysis, it was observed
that dissentient people participated in the discussions within the hashtag by using the critical power of humour
and they had a more creative tendency to form their own discourse. It has been seen that those who support the
government maintain their discourse on power in a humourous language on social media and spread corporately
produced humourous images.

Keywords: Humour, humourious participation, social media, public sphere, discourse
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POSTMODERN CAGDA SINEMANIN KiMLiGi: MELEZLIiK

Hakan Askan'

Modernitenin yaratt11 politik bir aktdr olan ulus-devlet, varligini, “6teki” olarak konumlandirdig: diger uluslara
borgludur. Ulusal kimligin insas: siirecinde farkliliga yapilan her vurgu, ulusalciligin “tek¢i” sdylemlerini
yeniden tiretmistir. Ulus-devlet, kiiltiirel bir pratik alani olan sinemaya da politik bir misyon bigerek kiiltiirel
alan1 ulusal politikalar lehine homojenlestirmeye ¢aligmistir. Ulus-devletin sinema ile kurmaya calistigi bu
iligki, yerli sinemalarin baslangicindan beri uluslarin kimlikleri ile nitelendirilmelerine yol agmistir. Ancak
ozellikle kiiresel sermayenin 1980°1i yillarla birlikte ulus-devletler iistiindeki asindirici etkilerinin hiz kazanarak
ulusal smirlar1 zayiflatmasi, insanlarin farkli nedenlerle gergeklesen kiiresel hareketliliginin (savas, gog, siirgiin,
igsizlik, egitim, turizm vb.) farkl kiiltiirel olusumlar bir araya getirmesi ve kitle iletisim teknolojilerinde
yagsanan hizli degisimlerin sanal bir kiiresel-kamusal alan yaratmasi ulus-devletin homojenlestirici ve
merkeziyetci politikalarini problemli bir zemine tagimistir. Modernitenin tiirdeslestirmeye dayali tiim kurum ve
degerlerinin sorgulandig1 bu siireg, postmodern ¢ag olarak adlandirilmaktadir. Modernitenin farkliliga olan
tahammiilsiizliigiine karsin postmodernite kiiltiirel ¢esitlilik, melezlesme, eklektizm gibi ¢ogulculuga ya da
heterojen olana atif yapmaktadir. Ulus-devletin {itopyast olan ulusal sinema sdylemine karsin bu dénemin
heterotopyasinin ulusdtesi sinema oldugunu 6ne siirmek miimkiindiir.

Ulusétesilik, ulus-devlet sinirlarinin zayiflamasiyla birlikte 6zellikle kiiltiirel alanda ortaya ¢ikan melezlesmeyi
ifade etmektedir. Kiiltlirle olan girift iligkisi gbz Oniine alindiginda sinemanin da ulusétesi baglamda ele
alinmasi kaginilmaz bir durumdur. Sinemada ulusétesilik ise kisaca, bir kiiltiire i¢kin olmayan imge, séylem ya
da temsillerin o iilke sinemasinda yer bulmasidir. Postmodern dénemin heterojen o6zelliklerinin sinemadaki
imgesi biciminde de tanimlanabilecek olan ulusotesi sinema, anlamini, filmlerin tiretim, dagitim ve gosterim
gibi teknik stireclerinde ve/veya filmlerin icerik kodlarinda kazanmaktadir.

Bu c¢alismanin temel amact, postmodern ¢agdaki sinema filmlerinin melez yapilarini belirleyerek ulusal sinema
iddiasinin problemli dogasini ortaya koymaktir. Calisma kapsaminda, amacgli 6rnekleme yontemiyle 2000
sonrasi ¢ekilmis olan ii¢ iilkeden ii¢ film ele alinmistir. Bu filmler sunlardir; Yunanistan’dan Politika Kouzina/
A Touch of Spice (Tassos Boulmetis, 2003), Iran’dan Fasle Kargadan/Gergedan Mevsimi (Bahman Gobadi,
2012) ve Tiirkiye’den Grain/Bugday (Semih Kaplanoglu, 2017). Filmler, nitel arastirma yontemlerinden biri
olan durum analizi (case study) ¢ergevesinde analiz edilmigtir. Filmlerin melez yapilarini belirlemek amaciyla
filmlerin iiretim, dagitim, gosterim siiregleri ile filmlerinin anlatisindaki kodlar (konu, mekéan, dil, miizik,
karakter-oyuncu kimlikleri vd.) belirlenmistir.

Ele alinan ii¢ filmin {iretim, gosterim ve dagitim siire¢lerinde ¢ok-uluslu nitelikler sergiledikleri belirlenmistir.
Benzer sekilde filmlerin anlatilarinda da ¢ok-uluslu, ¢ok-kimlikli ve ¢ok-kiiltiirlii temsillerin bulundugu tespit
edilmistir. Ortaya ¢ikan bu sonuglar, ulusal sinema kavramimin s6z konusu filmler i¢in ¢ok dar bir gergeve
sagladig; buna karsin kimlik ve kiiltiirel temsil baglamlarinda filmlerin sergiledigi heterojen nitelikler, onlarin
ulusdtesi sinema perspektifinden ele alinmalarina daha fazla olanak saglamaktadir. Ele alinan bu {i¢ film
postmodern dénemin ruhunu imgeleyen s6z konusu nitelikleri dolayistyla ulusal sinema yaklagimini problemli
bir zemine tagimaktadir.

Anahtar sozciikler: Modernite, postmodernite, ulusal sinema, ulusétesi sinema, melezlesme
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THE IDENTITY OF CINEMA IN THE POSTMODERN ERA: HYBRIDITY

The nation-state, a political actor created by modernity, owes its existence to other nations that it positions as
the “other”. Any emphasis on difference in the process of building national identity reproduces the “monist”
discourses of nationalism. The nation-state struggles to homogenize the cultural field in favor of national
policies by ascribing a political mission to cinema, a sphere of cultural practice. This relationship that the nation-
state has sought to establish with cinema has paved the way for the characterization of domestic cinemas with
identities of nations since their inception. However, homogenizing and centralist policies of the nation-state
have dramatically been undermined especially since 1980s due to the fact that the erosive effects of global
capital on nation-states have begun to accelerate and weaken national borders, the global mobility of people for
various reasons (war, migration, exile, unemployment, education, tourism, etc.) have brought different cultural
formations together, and the rapid changes in mass communication technologies have created a virtual global-
public space. This process, in which all institutions and values based on homogenization are questioned, is
called the postmodern era. Despite the intolerance of modernity toward difference, postmodernity refers to
pluralism such as cultural diversity, hybridization, eclecticism, or the heterogeneous. It is possible to argue that
the heterotopia of this age is transnational cinema against the national cinema discourse, a utopia of the nation-
state.

Transnationalism refers to the hybridization that occurs especially in the cultural field with the weakening of
the nation-state borders. Considering the intricate relations with culture, cinema, without a doubt, is to be
approached within a transnational context. Transnationalism in cinema is briefly that the images, discourses or
representations that are not immanent in a culture infiltrate into the cinema of that country . Transnational
cinema, which can be defined as the image of heterogeneous features of the postmodern era in cinema, gains
its meaning in technical processes such as production, distribution and display of films, and/or in the content
codes of films.

The main purpose of this study is to exhibit the problematic nature of the claim of national cinema by identifying
the hybrid structures of films in the postmodern era. Within the scope of the study, three films from three
countries shot after 2000 that are selected by purposeful sampling are discussed. These films are as follows:
Politika Kouzina/A Touch of Spice (Tassos Boulmetis, 2003) from Greece; Fasle Kargadan/Gergedan Mevsimi
(Bahman Gobadi, 2012) from Iran; and Grain/Bugday (Semih Kaplanoglu, 2017) from Turkey. The films are
analyzed within the framework of case study, one of the qualitative research methods. In order to determine the
hybrid structures of the films, the production, distribution, screening processes, and the codes in the film
narratives (such as subject, place, language, music, character-actor identities etc.) are identified.

It is determined that the three films analyzed exhibit transnational qualities in their production, display and
distribution processes. Similarly, it is also determined that there are transnational, multi-identities and
multicultural representations in the narratives of the films. These results show that the concept of national
cinema provides a very narrow framework for these films on one hand, and the heterogeneous qualities of films
in terms of identity and cultural representation provide more opportunities for them to be considered from the
perspective of transnational cinema, on the other. These three films analyzed position the national cinema
approach on a problematic ground due to their qualities that imagine the spirit of the postmodern era.

Keywords: Modernity, postmodernity, national cinema, transnational cinema, hybridization.
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COVID-19 PANDEMISI SURECINDE DiJITAL PLATFORMLARIN YUKSELISI:

SINEMA DEGER ZiNCIiRiINDEKI DEGiSiM SINEMA ENDUSTRIiSINi NASIL
ETKILER?

Hakan Erkili¢', Senem A. Duruel Erkih¢?

Yeni Sinema Isletim Deger Zinciri (Finney,2010), sinema salonu gosterimleri ile Internet gelirlerinden
(VoD)/istege bagl video) olusmaktadir. Sinema endiistrisi gelir zincirindeki “dijital gelirler” simdilik kiiglik
bir oran olustursa da, biiyiime potansiyeli agik olarak goriilmektedir. Dagitimda etkili olan stiidyolar, web’de
nasil etkili olacaklarini arastirmakta; dijital aglarda markalagsma ve video-on-demand’de iddiali olmak igin
caligmalar yiirliitmektedirler. Bu dinamiklerle geleneksel dagitim sistemi dijital devrim tarafindan tehdit
edilmekte, VoD gibi online yeni medya uygulamalari, sinema ve televizyonda tarihsel olarak dramatik etkiler
ve degisiklikler yaratmaktadir. Bu alandaki doniisiim, Yeni Medya Is Modeli olarak degerlendirilmektedir.
COVID-19 pandemisine bagli olarak sinema salonlarinin kapanmasindan dolay1 Stiidyolar, bir yandan
gosterimleri ertelerken bir yandan da soruna ¢oziim olarak kirala & izle modeli ile dijital platformlara
yonelmektedirler. Bu durum COVID-19 ile birlikte sektorel isleyigin degismesi konusunda yeni tartigmalar
baslatmaktadir. Sinema salonlarinda gdsterim siirecinin atlanarak filmlerin dogrudan dijital platformlarda
gosterime girmesi klasik yapim-dagitim- gdsterim zincirinin kirilmasi anlamina gelmektedir. Ustelik stiidyolar
yapimdan sonra dogrudan kendi dijital platformlarinda filmlerini sunmaktadirlar. Bu durum yeni bir dikey
yapilanmay1 ve isleyisi dogurmakta, sinema salonlarinin gelecegini tartismaya agmaktadir. COVID-19
pandemisi nedeniyle gosterimi ertelen filmler ve arsivdeki filmler i¢in dijital platformlar 6nemli bir adres olarak
karsimiza ¢ikmaktadir. Bu siirece dair Tirkiye’de onemli bir tartisma, bagimsiz gosterim ag1 olan Bagka
Sinema’nin dijital bir platformla (BluTV) yaptig1 isbirligi iizerine olmustur. Bagimsiz sinema, alternatif
gosterim mecrasi olarak VoD gibi gdsterim yollart aramaktadir. Yeni sinema yasasina gore (7163 sayili) sinema
salonlarinda gdsterime girmis bir filmin iicretli platformlarda (Netflix, BluTV gibi) yaymnlanmasi igin 5 ay,
ticretsiz platformlarda yayimlanmasi (Puhu TV gibi) i¢in minimum 6 aya ihtiyaci vardir. Bagka Sinema vizyona
girmemis ve krizden dolay1 vizyon sanst da bulamayacak filmleri, dijital platformda gostermeye baslamustir.
COVID-19 pandemisi dijital platformlar igin katalizor islevi gormiistiir. Benzer bir durum film festivallerinin
gelecegini de tartigmaya agmaktadir. Bu bildiri, baglamsal yaklasimla sinema deger zinciri iginde giin gegtikce
yiikselis egrisi gosteren dijital platformlar1 diinya ve Tiirkiye 6zelinde karsilastirmali olarak incelemeyi
amaclamaktadir. Kiiresel sinema endiistrisinde ve Tiirkiye’deki tartigmalar ile yasal diizenlemeler bildirinin
calisma gergevesini ¢gizmektedir. Comolli ve Narboni’nin (1969/1976) “film bir yaniyla verili ekonomik iliskiler
icinde iretilen kendine 6zgii bir tirlindiir” ifadesi ¢ikis noktamizi olugturmaktadir. Yontem olarak baglamsal
yaklagimla (Turner, 1999) sinema deger zinciri, ulusal bir film endiistrisinin kiiltiirel, politik, kurumsal,
endiistriyel belirleyicilerinden biri olarak analiz edilecektir. Bu cercevede TUBITAK 125K625 nolu bilimsel
proje kapsaminda sinema sektorii temsilcileri ile yapmis oldugumuz derinlemesine goriismeler ve odak grup
toplant1 verileri kullanilacaktir. Ayrica ikincil kaynaklarin inceleme ve analizi (mevzuat, rapor, literatiir)
yapilacaktir. Bildiri, dijital platformlar ve sinema sektorii arasindaki iliskinin nasil gelisebilecegine dair 6neriler
sunacaktir.

Anahtar sozciikler: Sinema Deger Zinciri, VoD, COVID-19 pandemisi
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THE RISE OF DIGITAL PLATFORMS IN DAYS OF COVID-19 PANDEMIC:
HOW DOES THE CHANGE IN FILM VALUE CHAIN AFFECT THE FILM INDUSTRY?

The new film exploitation value chain (Finney, 2010) consists of film screenings and Internet revenues (video-
on-demand/VoD). Although “digital revenues” in the film industry revenue chain currently make up a small
proportion, there is certainly a lot of room for market growth. The studios that are effective in distribution are
looking for ways to be effective on the web, and they are working on creating online branding on digital webs
and a strong presence on video-on-demand. The traditional distribution system is threatened by the digital
revolution with these dynamics, and online new media applications such as VoD create historically dramatic
effects and changes in cinema and television. The transformation in this area is called as “new media business
models”. Since the closure of film theatres due to COVID-19 pandemic, film studios have been postponing the
screenings, and at the same time, they have turned to digital platforms with the rent & watch model as a solution
to the problem. This situation initiates new discussions about the change of sectoral functioning due to COVID-
19. Releasing the films directly on digital platforms by skipping the screening process in film theatres means
that the classic production-distribution-screening chain is broken. Moreover, film studios present their films
directly on their own digital platforms after production. This situation creates a new vertical structure and
operation, and opens the future of film theatres up for discussion. Digital platforms are important places for the
films whose release dates were postponed due to COVID-19 pandemic, and also for the films already in
archives. There has been an important debate in Turkey about this issue after Bagka Sinema, a distribution web
of independent screening, has collaborated with a digital platform (BluTV). Independent cinema is looking for
alternative screening mediums such as VoD. According to the new cinema law (Act No. 7163), a film that has
been released in film theatres needs 5 months to be screened on paid platforms (such as Netflix and BluTV)
and at least 6 months to be screened on free platforms (such as Puhu TV). Baska Sinema has started to screen
films, which have not been released and will not have a chance for cinema release due to COVID-19 pandemic,
on digital platform. The COVID-19 pandemic has served as a catalyst for digital platforms. A similar situation
opens the future of film festivals up for discussion. This paper aims to analyze digital platforms, which have
been on the rise for some time within the film value chain, with contextual approach and in a comparative
manner through examples from Turkey and the world. The debates in global cinema industries and Turkey, and
legislative regulations provide the framework of this work. Comolli and Narboni (1969/1976) states that “it
(film) is a particular product, manufactured within a given system of economic relations”, and this approach is
also our starting point. With the contextual approach as a method (Turner, 1999), the cinema value chain will
be analyzed as one of the cultural, political, institutional and industrial determinants of national film industry.
In this context, the data retrieved from the in-depth interviews and focus group meetings held within the scope
of TUBITAK's scientific project no. 125K625 will be used. In addition, secondary sources will be examined
and analyzed (legislation, report, literature). The paper will employ suggestions on how the relationship between
digital platforms and cinema industry can improve.

Keywords: Film Value Chain, VoD, COVID-19 pandemic
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DIJITAL MEDYADA SUCA YONELMIS COCUKLARIN HABER METINLERINDEKI
TEMSILI

Halide Tonga'

Medya igeriklerinin, gorsel, isitsel ve metin olarak dijital mecrada kolaylikla dolasima sokulmasi, birgok
kullanici tarafindan paylasilmasi, multimedya igeriklerinin gogaltilabilmesi, gazeteci ve kamuoyu arasinda
Internet iizerinden etkilesimin artmasi gibi yenilikler, iletisim arastirmalarinda dijital medyada yer alan
haberlerin de siklikla incelenmesine sebebiyet vermektedir. Haber metinlerinin sadece haber sitelerinde degil
ayn1 zamanda sosyal medya hesaplarinda da yer almasi, paylasilan haberlerin geleneksel medya pratiklerine
gore ¢cok daha hizli sekilde paylagimina neden olmaktadir. Bu nedenle, dijital ortamda gerceklesen gazetecilik
pratikleri, hizli olma, tiklanma kaygisi, geri kalmama gibi iggiidiiler {izerinden sekillenmeye baglamistir.

Ozellikle Google iizerinden yapilan aramalarda iist siralarda yer alma istegi, bircok haber sitesinde oldukca
6nem tagimaktadir. Durum bdyle olunca, yazilan haber ve kullanilan medya igeriklerinin etik kaygilardan
uzaklagmasi durumu s6z konusu olmaktadir. Yas, cinsiyet, egitim seviyesi, mekan ve zaman fark etmeksizin
Internet erisimi olan herkesin bu igeriklere ulasilabiliyor olmasi aslinda eskisine nazaran ¢ok daha fazla dikkat
gerektirmektedir. Buradan yola ¢ikarak, medyada dnemli bir temsil sorunu bulunan ¢ocuklarla ilgili haberlerin
gbzden gecirilmesi uygun gorilmiistiir.

Bu ¢alismada, 2018 ve 2020 yillar1 arasinda, ana akim medya olarak nitelendirilen Hiirriyet, Milliyet ve Sabah
gazetelerinin ¢evrimi¢i versiyonlarinda bulunan 30 haber ornekleminde, nitel ve nicel igerik analizi
uygulanmistir. Haber konulari, ‘hirsizlik’ basligi ile verilen haberlerden segilmistir. Arastirmada cevabi aranan
sorular su sekildedir:

-Suga itilmis ¢ocuklarla ilgili haberlerde nasil bir dil kullanilmaktadir?
-Haberlerin tutumu ¢ocuk taraflt midir?

-Goriintii ve metinde ¢ocuklarin kimlikleri agiklanmig midir?

-Haberlerde ¢ocuklarin da agiklamalarina bagvurulmus mudur?

-Haber kaynaklari nelerdir?

-Uzman goriisii alinmig midir?

-Cocuklarin haber aktorii olarak temsil edilis sekilleri hakkinda neler sylenebilir?

Arastirmada olusturulan kategoriler ise su sekildedir: Haber sayilari, haber dili, haber kaynaklari, haberde metin
ve gorsel iliskisi.

Sonug olarak, elde edilen arastirma verileri dogrultusunda arastirma sorulart yanitlanmigtir. Destekleyici veriler
elde edilmis, cocugun dijital medyada temsili iizerine etik ve habercilik pratikleri kapsaminda Oneriler
getirilmigtir. Makale konusu ve arastirma Orneklemi, giincelligi ve dijital medyadaki habercilik pratikleri
iizerinden iglenis bigimi agisindan 6zgiinliik degeri tasidig: diisiiniilmektedir.

Anahtar soézciikler: Cocuk ve medya, ¢ocuk temsili, dijital habercilik, gazetecilik etigi
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DIGITAL MEDIA REPRESENTATION OF CHILDREN DIRECTED TO CRIME

In communication researches, news in digital media are frequently examined. Because, Media contents are
easily circulated in digital media as visual, audio and text, shared by many users, multimedia contents can be
reproduced, there is an online interaction between the journalist and the public. The fact that news texts are
included not only on news sites but also on social media accounts causes the shared news to be shared much
faster than traditional media practices. So, in digital journalism practices have shaped by requests such as being
fast, anxiety about clicking and not being behind.

Many news sites have desire to rank high in searches on Google and this situation is very important for them.
So, it is possible that the news written and the media content used diverge from ethical concerns. Journalists
should be much more care than before because, everyone has Internet access regardless of age, gender,
education level, place and time. Based on this, it was deemed appropriate to review the news about children
who have an important representation problem in the media. In this study, between 2018 and 2020 years,
qualitative and quantitative content analysis will be applied to 30 news samples found in online versions of
Hiirriyet, Milliyet and Sabah newspapers, which are considered as mainstream media. News topics are selected
from the news with the “theft” title. The questions to be answered in the research are as follows:

-What kind of language is used in the news about children who are pushed into crime?
- Is the attitude of the news child-biased?

- Have the identities of the children been revealed in the image and text?

- Have the statements of children been consulted in the news?

- What are the news sources?

- Has expert opinion been received?

-What can be said about the way children are represented as news actors?

The categories created in the research are as follows: News issues, news language, news sources, text and visual
relation in news.

As a result, research questions will be answered in line with the research data obtained. If supportive data are
obtained, suggestions will be made within the scope of ethics and journalism practices on the representation of
the child in digital media. It is thought to have a value of originality in terms of the article subject and research
sample, its timeliness and the way it is processed through the journalism practices in digital media.

Keywords: Child and media, child representation, digital journalism, journalistic ethics
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KUZEY KIBRIS’TA COVID-19 SURECINDE SOSYAL MEDYA AKTIiViZMi

Ibrahim Ozejder!

Bu ¢alismada, Covid-19 salgin1 doneminde Kuzey Kibris’ta sivil toplumun politik kararlar tizerindeki etkisi ve
sosyal medyanin bu etkideki rolii incelenecektir. Caligmada siyasal karar verici olarak Kuzey Kibris Tiirk
Cumbhuriyeti (KKTC) Hiikiimeti, Covid-19 salgminin diinyada zirveye dogru tirmandig, iilkede de ilk
vakalarin goriildiigi Mart 2020 ortalarinda konuya nasil yaklastigi, dnlemler olarak hangi kararlar aldig1 veya

almadig1, kararlart nasil degistigi, bu kararalar iizerinde sivil toplum Orgiitlerinin ve sosyal medya
kullanicilarinin nasil bir rol oynadigi sorularina yanit aranacaktir.

Medya siyaset iligkisi, kitle iletisim aragtirmalarinin en 6nemli alanlarindan birisi olmustur. Bu tartisma bugiin
daha c¢ok yeni medya flizerinden yiritiiliiyor. Yeni medyanin, 6zellikle de sosyal medyanin, yapisal
ozelliklerinden dolay1 geleneksel medyaya oranla demokratik katilima daha ¢ok olanak verdigi, ¢ok sayida
arastirmada One siiriilmiistiir. Sosyal medyanin demokratik katilim yaninda, yeni tiir toplumsal hareketler i¢in
de bir alan olusturdugu, Castells, Van Dijk, Lievrouw’un eserlerinde ve baska ¢aligmalarda vurgulanmustir.
Sosyal medyanin, siyasal hegemonyanin diginda ele alinamayacagiyla ilgili goriisler olsa, sosyal medya ile
kurulan yeni tiir toplumsal iliskilerin aktivizme evirildigiyle ilgili bir diinya pratiginin de olustugu gdz ardi
edilmemelidir. Bu c¢alismanin amaci, Covid-19 salgint déneminde KKTC’de sosyal medya iizerinden
gercgeklesen sivil aktivizmin, Hiikiimetin kararlar iizerinde nasil ve ne kadar etkili oldugunu verilerle ortaya
koymaktir. Hiikiimet kararlarindaki degiskenlik saptanarak, sivil toplumun 6nerileri ile karsilastirilmistir. Sivil
toplumun diislince iiretiminin boyutunun tespiti i¢in ilgili Facebook paylasimlarinda niceliksel ve niteliksel
analizler yapilmistir. Sivil toplumun hiikiimet kararlar1 tizerindeki etkisini saptamak amaciyla ise, medyada
yayinlanan énemli uzmanlarin goriislerini yansitan iceriklerden yararlanilirken, yar1 yapilandirilmis sorularla
saglik, medya, bilim ve siyasi otoritelerin diisiincelerine de bagvurulmustur.

Kuzey Kibris’in yonetsel mekanizmalart Covid-19 salgini karsisinda dogru karar verecek durumda degildi.
Nitekim ilk agiklamalar, tehlikeyi algilamadiklar1 yoniindeydi. Hiikiimet ¢eliskili agiklamalar yapiyor ve siirekli
karar degistiriyordu. Benzer durumlarda 6rnek aldiklar1 Tiirkiye hilkiimeti de Mart aymin ortalarinda heniiz
Onlemleri hayata gecirmemisti. Bu kosularda basta Tabipler Birligi, Hekimler Sendikasi, Hemsireler Birligi
olmak iizere, sivil toplum kuruluslarmin sosyal medyada biiyiik ilgi géren cabalari ve sosyal medyada ortaya
¢ikan kanat onderlerinin goriisleri, siyasal karar vericiler tizerinde biiyiik bir baski yaratti. KKTC Covid-19
adryla kurulan Facebook sayfasi, halkin dogru bilgilendirilmesinde énemli rol oynadi. Sayfanin iiye sayis1 40
bine ulasti. Hastane eski bas hekimi Facebook’ta her konuda goriisiine bagvurulan bir otorite haline geldi.
gerektigi’ recetesi hiikiimet tarafindan da hizla uygulamaya konuldu. Mart ayimnin ortalarinda hiikiimet artarda
sinir kapilarin1 kapamak, karantina uygulamasi baslatmak ve sokaga ¢ikma yasagi ilan etmek gibi dnemli
kararlara imza att1. Erken onlemler sayesinde 17 Nisan tarihinden Temmuz’a kadar KKTC’de yeni Covid-19
vakasi goriilmedi. KKTC nin kiigiik capli bir iilke olarak 6zgiinliikleri dikkate alinirsa, buradaki érnegin biitiin
diinya icin gegerli olabilecegi iddia edilemez. Ayrica benzer bir etkinin, ekonomi, i¢ politika, dis politika gibi
rutin siyasal konularda yaganabilecegi iddias1 da belirsizlikler tasimaktadir. KKTC Covid-19 6rnegi, sosyal
medyadaki sivil aktivizmin, belirli kosullarda siyasal kararlar iizerinde etkili olabilecegini gostermektedir.

Anahtar soézciikler: Sosyal medya, toplumsal aktivizm, Covid-19, Kuzey Kibris
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SOCIAL MEDIA ACTIVISM IN COVID-19 PROCESS IN NORTHERN CYPRUS

In this study, the impact of civil society on political decisions in Northern Cyprus during the Covid-19 epidemic
period and the role of social media in this effect will be examined. As the political decision maker in the study,
the Government of the Turkish Republic of Northern Cyprus (TRNC), how the Covid-19 epidemic escalated
towards the summit in the world, the first cases in the country in the middle of March 2020, approached the
issue, what decisions were taken or not, as a precaution, how these decisions changed.

Answers to questions about the role of non-governmental organizations and social media users will be sought.
Media-politics relationship has been one of the most important areas of mass communication research. This
discussion is being carried out on new media today. It has been suggested in many studies that the new media,
especially social media, have more opportunities for democratic participation than traditional media due to its
structural features. It is emphasized in the works of Castells, Van Dijk, Lievrouw and other studies that social
media creates a space for new kinds of social movements as well as democratic participation. While there are
opinions about the fact that social media cannot be addressed outside of political hegemony, it should not be
ignored that a world practice related to the new evolution of social relations with social media has evolved into
activism. The aim of this study is to show how and how effective civil activism in the TRNC during the Covid-
19 epidemic over social media was on the government's decisions. For this purpose, government decisions were
determined chronologically in the media, and variability was determined and compared with the
recommendations of civil society. Quantitative and qualitative analyzes were made in the relevant Facebook
posts to determine the dimension of the thought production of civil society. In order to determine the impact of
civil society on government decisions, while using content reflecting the opinions of important experts
published in the media, the opinions of health, media, science and political authorities were also used with semi-
structured questions.

The administrative mechanisms of Northern Cyprus, which have serious weaknesses in the fields of
organization and crisis management, were not in a position to make the right decision in the face of the Covid-
19 outbreak. Indeed, the first explanations were that they did not perceive the danger. The government made
contradictory statements and was constantly changing decisions. Similar cases in the samples they take no
measures in mid-March had the government of Turkey to implement. In these conditions, the efforts of non-
governmental organizations, especially the Medical Association, Physicians Union, and Nurses Association,
and the views of the wing leaders that emerged in the social media created a great pressure on political decision
makers. Founded under the name TRNC Covid-19, the Facebook page played an important role in informing
the public correctly. The number of members of the page has reached 40 thousand. The hospital has become an
authority, where the former chief physician has been consulted on Facebook on every issue. As a result, while
there are few cases yet, the “what should be done in the epidemic” prescription, which was largely created by
the civil initiative on social media, was also rapidly implemented by the government. In mid-March, the
government made important decisions such as closing the border gates consecutively, launching a quarantine
application and declaring a curfew. Thanks to the early precautions, no new Covid-19 case was seen in TRNC
after April 17. If the authenticity of TRNC as a small-scale country is taken into consideration, it cannot be
claimed that the example here will be valid for the whole world. Moreover, the claim that a similar effect can
be experienced in routine political issues such as economy, domestic policy and foreign policy carries
uncertainties. The TRNC Covid-19 example shows that civil activism in social media can have an impact on
political decisions under certain conditions.

Keywords: Social media, social activism, Covid-19, North Cyprus
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KLASIK ANLATI BiCiM YAPISI iCINDE FARKLI BiR DENEME: “SAUL’UN OGLU”

ibrahim Tarkan Dogan'

Icadiyla etkili bir kitle iletisim aracina donmesi arasinda kisa bir zaman dilimi olan sinemanin temelleri Lumiere
kardeslerin ¢ok kisa stireli belge filmleriyle atilmistir. Biiyiik stiidyolar ve yildiz sisteminin eklemlenmesiyle
oncelikle ticari anlamda eglence olarak gelisen sinemanin daha sonra fark edilen kitleleri etkileme potansiyeli,
kullanim amaglarint gesitlendirirken, hikaye anlaticiliginda farkli yaklagimlari da beraberinde getirmistir.
Yaklasimlarin gesitliligi izleyiciye alternatifler sunuyor gibi goriinmekle birlikte, yaygin olan ve kitleleri
etkileme giicili olan en basat anlat1 yontemi geleneksel (klasik) anlatidir.

1920’lerden itibaren diinya sinemasina ticari anlamda egemenlik kuran Amerikan sinemasi, anlatim yontemi
olarak klasik anlat1 yapisini sadece ekonomik degil, ideolojik ve politik olarak da kullanmustir. izleyiciyi
yabancilagtirmadan, kapali ve saydam anlati1 6zelliklerinin etkisiyle izleyenlerini dykiiniin icinde birakarak, var
olan sistemin iktidarinin degismez, olmasi gereken ve vazgecilmez oldugunun aktarimi bu anlatim yontemiyle
gerceklestirilmistir.

Hizla tiiketilen bir kiiltiir aracina doniistiiriilen sinemanin niifuz etme siirecinin beklentilerden daha hizli ve
yiiksek miktarda olmas1 Amerikan Sinemasini, bu etkinin temelinde sinemasini diinyaya ihra¢ etme konusunda
isteklendirmistir. Klasik anlat1 yapisinin egemenliginin ve dzellikle II. Diinya Savasi sonrasinda, televizyonun
ve film sirketlerinin yapi degisimine ugramasinin etkisiyle zayiflayan Hollywood’un karsisina, Avrupa
Sinemasi tarafindan ¢agdas anlat1 yapisi ¢ikarilmaya g¢alisilmis ve bu egemenligin kirilmasi hedeflenmesine
ragmen basarili olunamamistir.

Avrupa sinemast kendi sinema dilini korumak bir yana Hollywood’un anlat1 ve bi¢cim yapisinin hegemonyasi
icerisinde kalarak; bu yapilar1 yeniden tiretir hale gelmistir. Egemen olan klasik yapidan kopamamakla birlikte
farkli denemelerin {iriinleri olarak diinya sinemasina olumlu katkilar saglanmustir. Ozellikle Avrupa
Sinemasinda farkli anlati ve bi¢im denemeleri, film iiretimleri sinirli sayida olsa da devam etmektedir. Kokl
sinema gelenegi olan ve diinya sinemasi tarihinde dnemli etkiler yaratan Avrupa iilkeleri ( Fransa, Almanya,
italya vb.) disindan gelen film 6rnekleri son dénemde ilgi cekmeye baslamustir.

Bu ¢alismanin amaci, bu olumlu katkilar tanimi igerisinde kaldig1 diisiiniilen, geleneksel anlati ve bigim yapisi
icerisinde farkli bir deneme olarak degerlendirilen, Macar yonetmen Lazslo Nemes’in ilk uzun metraji,
“Saul’tin Oglu” filminin, anlat1 ve bigim dzellikleri temelinde, seyircide aginaliga kiran yapisinin incelenerek
farkliliklarinin nitel yontem kullanilarak agiklanmaya calisiimasidir.

Yapilan ¢aligmanin sonucu olarak; film, klasik anlat1 yapisi igerisinde kalan dramatik yap1 kurulusuyla egemen
anlat1 bigimden ayrismamakla birlikte, cerceveleme, kamera hareketleri gibi bi¢imsel kullanimlar temelinde
farkhilasmistir. izleyiciye her bilgi acik edilmemekte, cerceve disi gelisen ve anlatimu etkileyen hikaye unsurlart
ses ve ana karakterin fiziksel tepkileri lizerinden sinirli alimlama yaratacak bi¢cimde islenmektedir. Seyircinin
onceki izleme deneyimlerinin sonucu olan asinalig1 bigimsel yapidan farkli bir ¢ergeveleme ve karakter takibi
yoOntemiyle alternatif izleme deneyimi ile kiran film, bu yapisindan dolayi klasik anlat1 yapisi icerisinde farkli
bir deneme olarak degerlendirilmistir.

Anahtar sozciikler: Klasik anlati, Cagdas anlati, Sinema, Dramatik yap1
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A DIFFERENT TRIAL AS THE NARRATIVE FROM STRUCTURE: SAUL FIA

Cinema, which had a short period of time between its invention and becoming a mass communication tool, had
its foundations laid by Lumiere Brothers very short document films. With the addition of big studios and the
movie star system, the potential of cinema, which developed primarily as commercial entertainment, to affect
the audiences noticed later, has diversified in its use and brought different approaches to storytelling. Although
the variety of approaches seems to offer the viewer alternatives, the dominant narrative method that is common
and has the power to influence audiences is traditional (classical) narrative.

The fact that the acceptance process of cinema, which has been transformed into a rapidly consumed cultural
tool, is faster and higher than expected, prompted Hollywood to export its cinema to the world on the basis of
this effect. The dominance of classical narrative structure and especially after World War 11, the European
Cinema tried to create a contemporary narrative structure against Hollywood, which was weakened by the
change of structure of television and film companies, and although it was aimed to break this sovereignty, it
was not successful.

Although it could not break away from the dominant classical structure, it has made positive contributions to
the world cinema by producing experimental works. Different narrative and form experiments and film
productions continue, especially in European Cinema, although they are limited. Film samples originating
outside of European countries (France, Germany, Italy, etc.), which have a deep-rooted cinema tradition and
have had a significant impact on the history of world cinema, have recently started to attract attention.

The aim of this study is to create familiarity in the audience on the basis of the narrative and stylistic features
of the Hungarian director Lazslo Nemes's first feature film, The Son of Saul, which is thought to remain within
this definition of positive contributions and is considered as a different essay within the traditional narrative
and form structure. It is an attempt to explain the differences by examining the structure breaker qualities using
qualitative method.

As a result of the work done; Although the film does not dissociate from the dominant narrative form with its
dramatic structure within the classical narrative structure, it has differentiated on the basis of stylistic uses such
as framing and camera movements. Not all information is disclosed to the audience, and the story elements that
develop outside the frame and affect the narration are processed in a way that creates limited reception through
the voice and the physical reactions of the main character. The film, which breaks the familiarity of the audience,
which is the result of previous viewing experiences, with an alternative viewing experience; a different framing
and character tracking method, has been evaluated as a different experiment within the classical narrative
structure due to this structure.

Keywords: Classical narrative, Contemporary narrative, Cinema, Dramatic structure
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RiSK YONETiMiINDE SOSYAL MEDYA GAZETECILiGi: KORONAVIRUS (COVID-19)
PANDEMI SURECINDE SOSYAL MEDYA KULLANIM PRATIKLERi UZERINE BiR
ARASTIRMA

flknur Aydogdu Karaaslan', Yagmur Karadag’

Kiiresellesme siirecinde olan giliniimiiz toplumlarinin dijital teknolojiler altyapisi {izerinden birbirleriyle olan
iligki ve etkilesimleri artmistir. Bu nedenle kiiresel sorunlar ile yiiz yilize gelinmesi kaginilmaz hale gelmistir.
Kiiresel diinyanin; toplumsal, ekonomik, niikleer, biyo-teknik, ekolojik, vb. riskleri konusunda, sorunlarin
giderilmesi, bireylerin bilgi arama egilimini arttirmistir. Risk toplumu olarak da adlandirilabilecek olan bu
siireg, icinde yasayanlara, korku ve kaygilarla basa ¢ikma zorunlulugunu dayatmaktadir. Bireyler, s6z konusu
riskler hakkinda bilgi sahibi olma ve bilinglenme yoluyla ancak kendilerini koruyabilecekleri i¢in, sosyal medya
hem riskin kendisinin tanimlanmasinda hem de bilgi paylasimi yoluyla riske kars1 olas1 ¢dzlimlerin iiretilmesi
ve farkindaligin gelisiminde 6nemli islevler tiretmektedir.

Giiniimiizde Web 2.0 kullanicilar1 arasinda yogun paylasimlar gerceklesmektedir. Internet olanaklarinin
yayginlagmasi ve mobil teknoloji kullaniminin artmasiyla, giindelik yasamin sorunlari hakkinda bilinglenme
konusunda sosyal medya kullanimi1 vazgecilmez hale gelmistir. Cesitli sosyal medya ortamlart COVID-19
salgin1 doneminde, haber kaynaklarina erisimde kullanilma geregi duyulmustur.

Bu ¢aligmada, Koronaviriis (Covid-19) pandemi siirecinde ortaya ¢ikan riskin giderilmesi, bireysel ve toplumsal
diizeylerde riske karst dnlemlerin alinmasinda bireylerin sosyal medya kullanim diizeyleri, haberleri takip
etmek sikliklari, takip edilen sosyal medya ortamlari, tipk: bir gazeteci gibi konuya iliskin paylagimlarinin olup
olmadig, bu ortamlarda dolagimda olan haber ve bilgiye yonelik tercihleri vb. konular demografik degiskenler
temelinde sorgulanmaktadir. Arastirma Mart—Nisan 2020 doneminde 205 kisilik aragtirmaya goniillii olarak
katilanlardan olusan olasilikl1 olmayan 6rneklem {izerinde online anket teknigi yoluyla gergeklestirilmistir.

Aragtirma kapsaminda, risk toplumu kosullar igerisinde yasadigimiz Koronaviriis (Covid-19) pandemi
stirecinde online ankete katilan katilimcilarin; Koronaviriis salgini hakkindaki giincel haberlerden ve olaylardan
haberdar olmak i¢in sosyal medyay: aktif olarak kullandiklar1 goriilmektedir. Ayrica katilimcilar tiim
gelismeleri 6grenmek amaciyla en ¢cok ulusal gazetelerin sosyal medya platformlarini ve siklikla Twitter’: takip
ettiklerini dile getirmislerdir. Bunun yani sira katilimcilar salgin hakkinda duyduklari 6nemli gelismeleri de
Twitter lizerinden paylasmaktadirlar. Katilimcilar yerel ve ulusal gazetelere ilaveten haber ajanslarinin da
sosyal medya platformlari lizerinden yaptiklari haberlere giivenmektedirler. Bu siirecte sosyal medya iizerinden
Koronaviriis’e yonelik haberler kamuoyuna online ortamda sunuldugunda katilimcilart konu ile ilgili
bilgilendirmesinin yani sira diislincelerini de olumlu yonde etkilemektedir. Ayni zamanda yerel, ulusal
gazetelerin, haber ajanslarinin, profesyonellerin sosyal medyada yaptiklari haber paylagimlarini, katilimcilar
sosyal medya gazeteciligi olarak diigiinmektedirler.

Katilimeilarin cinsiyetleri ile Koronaviriis salgimni ile ilgili haberleri sosyal medya platformlar: ile takip etme
sikliklar1 arasinda anlamli bir iligski s6z konusu iken; yas, egitim, meslekleri ve yasadiklart bolge arasinda
anlaml bir farkliligin olmadig1 gézlenmektedir. Erkek katilimcilarin sosyal medya kullanimlarinin kadinlara
gore daha fazla oldugu dikkat ¢ekmektedir. Ancak kadinlar erkeklere gore daha fazla paylagim yapmaktadir.

1 Dog. Dr., Ege Universitesi, iletisim Fakiiltesi, Gazetecilik Boliimii, ilk2002tr@hotmail.com
2 Yiiksek Lisans Ogrencisi, Ege Universitesi, Sosyal Bilimler Enstitiisii, Genel Gazetecilik,
yagmurkaradaag@gmail.com
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On lisans/lisans mezunlarmin sosyal medyada paylasilan haberleri sosyal medya gazeteciligi olarak
diistindiikleri ortaya ¢ikmistir. Sosyal medya kullanimi katilimeilarin bos zamanlari ile ilgili oldugundan 65 yas
iistii olanlar sosyal medyay1 giindelik yasamlarinda daha uzun kullanmaktadirlar. Ayrica serbest meslek ile
ugrasan katilimcilar da daha fazla sosyal medyaya zaman ayirmaktadirlar. Katilimcilarin yasadiklar: bolgeler
de onlarin sosyal medya platformlarini kullanmalarimi ve diisiincelerini etkilemektedir.

Elde edilen sonuglar, risk toplumu ve risk yonetimi siirecinde Koronaviriis’e yonelik olarak yerel, ulusal
gazeteler, haber ajanslar1 ve gazetecilik mesleginde profesyonellesmis kisilerin yaptiklari haberciligin sosyal
medya gazeteciligi oldugunu ve katilimcilarin bu siiregteki sosyal medya kullanim pratiklerini betimlemektedir.
Dolayist ile elde edilen sonuglar genellenemez.

Anahtar sozciikler: Risk Toplumu, Web 2.0 Paylasimlari, (Covid-19) Pandemi Siireci, Sosyal Medya
Ortamlari, Sosyal Medya Gazeteciligi.

SOCIAL MEDIA JOURNALISM ON RISK MANAGEMENT: RESEARCH RELATED
WITH SOCIAL MEDIA USAGE PRACTICES IN THE COURSE OF CORONAVIRUS
(COVID 19) PANDEMIC

Relationships and interactions of today's societies, which are in the process of globalization, with each other
through digital technologies infrastructure have increased. Therefore, it has become inevitable to face global
problems such as social, economic, nuclear, biotech, ecological, etc. of the global world. Solving the problems
about the risks increased the individuals' tendency to seek information. It imposes the obligation to cope with
fears and anxieties on those who live in this process, which can also be named as risk society. Since individuals
can only protect themselves through having knowledge and awareness about the risks in question, social media
produces important functions both in defining the risk itself and in generating possible solutions against risk
through information sharing and in the development of awareness.

Today, intensive sharing is taking place among Web 2.0 users. The widespread use of Internet opportunities
and the increase in the use of mobile technologies have made the use of social media indispensable in raising
awareness about the problems of daily life. During the COVID-19 Outbreak, it was necessary to use various
social media to access news sources.

In this study, individuals' social media usage levels, frequency of following the news, followed-up social media
environments, whether they share the subject like a journalist, in order to eliminate the risk arising during the
coronavirus (Covid-19) pandemic process, preferences for news and information circulating in these
environments. were questioned on the basis of demographic variables. The research was carried out using an
online questionnaire technique on a non-probabilistic sample of 205 people who voluntarily participated in the
study in March-April 2020. Therefore, the results obtained describe the functions of social media in risk
management, but are far from generalizations.

Within the scope of the research, the participants who participated in the online survey during the Coronavirus
(Covid-19) pandemic process in which we live in risk society conditions; it was observed that they actively use
social media to be aware of current news and events about the coronavirus pandemic. In addition, the
participants stated that they mostly follow the social media platforms of national newspapers and Twitter
frequently in order to have information about all developments. In addition, the participants share the important
developments they hear about the epidemic on Twitter. In addition to local and national newspapers, participants
rely on the news of news agencies on social media platforms. In this process, when the news about Coronavirus
is presented to the public online via social media, it affects the participants' opinions positively as well as
informing them about the issue. At the same time, the participants consider the news posts of local and national
newspapers, news agencies and professionals on social media as social media journalism.
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While there is a significant relationship between the gender of the participants and the frequency of following
the news about the coronavirus outbreak from social media platforms; it was observed that there is no significant
difference between age, education, profession and the region they live in. It is noteworthy that male participants'
use of social media is higher than that of women. However, women share more compared to men.

It was revealed that associate / undergraduates consider the news shared on social media as social media
journalism. Since the use of social media is related to the leisure time of the participants, those over the age of
65 use social media longer in their daily lives. In addition, participants who are self-employed also spend more
time on social media. The regions where the participants live also affect their use of social media platforms and
their opinions.

The results obtained describe that the journalism of local and national newspapers, news agencies and
professionals in the journalism profession is social media journalism in the risk society and risk management
process, and the social media usage practices of the participants in this process. Therefore, the results obtained
cannot be generalized.

Keywords: Risk Society, Web2.0 Shares, (Covid-19) Pandemic Process, Social Media, Social Media
Journalism
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YOUTUBE FOR MASSES OF PEOPLE OR YOUTUBE FOR MASSES BY PATRONS:
A CRITICAL STUDY ABOUT HOW YOUTUBE IS TRIED TO BE MADE
A DEVICE OF USER DATA COLLECTION BY HEGEMONIC INSTITUTIONS

Ilknur Kalay'

Although mainstream media is developed to provide communication for mass media, it became commercialized
under the effect of capitalism. Thus, for its expedience media would collaborate with certain groups while
broadcasting against those it confronts. For economic or political purposes media would set its agenda to
promote or omit certain topics or events and at certain times of crisis it may even provide control over the
masses by manipulation via broadcasting and coverage. On the contrary, new media technologies stand opposite
to mainstream media as they are controlled by the masses and are not owned by media monopolies or hegemonic
powers. The basic motives that shape mew media technologies could be listed as: supporting social change;
being the voice of the oppressed; creating an alternative public sphere. On the other hand, having democratic
relationships and dissident content, this alternative media has been associated with the terms social movements,
radical democracy, civil society. Hence, as mainstream media depends on sectoral conditions and its advertisers
while producing high budgeted video content, social media’s prosumer based structure on the contrary, reaches
out to higher numbers of viewers. Consequently, this could be considered as a maelstrom for the traditional
media corporations.

In democratic countries, media takes upon itself the mission of inspecting the government on behalf of the
citizens. Hence, it can be regarded as the initiative to arrange public sphere which works as a control mechanism
to obstructs government’s operations and actions if it dismisses its citizens. Here, social media needs to be
discussed regarding public sphere and hegemony as its positioning can be politically and economically
connected. Currently, just as in the case of YouTube in Australia, social media is wanted to be used by the
political authorities as a medium to maintain their powerful status quo and by the mainstream media
corporations as data collecting medium to recuperate their businesses. YouTube, mission of which is to be the
voice of the everyone and give everyone the chance to know the world, is a prosumption medium where the
users produce and consume each content while they also advertise themselves or their work enabling high
advertisement revenues. Accordingly, it becomes a place where the prosumers’ lifestyles, marketing, user habits
are shared voluntarily and recorded. Whence, it is this particular trait of YouTube which draws attention of the
hegemonic powers.

In this study, YouTube’s broadcasting principles — freedom of expression, getting information, equal
opportunity and freedom of belonging — together with user habits of prosumers and the public sphere features
of social media will be discussed in the context of the new released law article 5651 of law no 7253 in July
2020 in Turkey. As the result of the study shows, the lobbying efforts of mainstream media corporations in
Australia to enact a law to gain access to Google’s consumer algorithms in order to put independent producers
out of competition, for example, by figuring out how Google shapes specific users’ recommended video feed,
are unwelcomed by YouTube as this would eventually set forward unfair competition.

Keywords: YouTube, public sphere, social media, user data, restriction laws
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THE IMPACT OF DIGITALIZATION ON FASHION DIVERSITY

Lena Cavusoglu', Deniz Atik®

Digitalization of fashion through social media and fashion blogging facilitates the display of one's fashion taste
and preferences in contrast to global fashion and beauty narratives (Camiciottoli, 2015). Thus, people of any
race, ethnicity, gender, age, and body type began to use social media to express themselves, communicate their
identity, and share their fashion styles with an international audience (Boyd, 2015). Fashion bloggers build up
capital and establish their position in the fashion field by securing access to leading runway shows (Entwistle
& Rocamora, 2006). Bourdieu (1996, p. 323) calls the agents of the consecration of cultures such as famous
stars, fashion PRs and fashion bloggers as "new cultural intermediaries." They are established agents within the
field of fashion that legitimize popular culture. However, these intermediaries' potential power over fashion has
not been adequately discussed (Rocamora, 2002). Therefore, this study aims to demonstrate the impact of
fashion bloggers on diversity at both individual and institutional levels in the context of fashion.

A total of 38 semi-structured in-depth interviews were conducted with a group of female consumers, which is
diverse in terms of racial and ethnic background, socioeconomic class, religion, belief, sexual orientation, age,
body type, and physical appearance.

We specifically study marginal consumers who are activist fashion bloggers, as identified by Atik & Firat's
(2013) 's categorization of fashion consumers. We demonstrate the marginal consumers' role upon institution-
level changes towards forcing the industry to become more inclusive. This study encourages fashion producers
and researchers to promote diversity by observing the marginal consumers and bringing them into the fashion
conversation.

Keywords: Fashion diversity, underrepresented women, digitalization of fashion, marginal consumers
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SELF, SPIRIT, AND SMARTPHONE: THE COMMODIFICATION OF SPIRITUALITY
THROUGH SMARTPHONE APPLICATIONS

Leona Nikoli¢!

Tech companies have capitalised on the recent mainstream popularity of New Age spirituality by offering
commodified versions of spiritual practices in the form of entertaining smartphone applications. Designed to
offer users personalised spiritual experiences at the swipe of a finger, this flourishing multi-billion-dollar
industry of smartphone media has succeeded in repackaging various elements of New Age spirituality to a new
generation of techno-obsessed consumers. Such applications include Co-Star, a personalised astrology
application that claims to use artificial intelligence and NASA data to provide natal charts and daily horoscopes
for over 5 million users; Sanctuary, which offers horoscopes, live readings with astrologers, and daily
automated tarot card readings; and guided meditation applications Calm and Headspace, which track the
progress of their millions of users and send customised notifications to prompt mindful behaviour. The aim of
this study is to examine how the consumption of spiritual smartphone applications contributes to the
commodification and alienation of the user and how it influences the ways in which the user understands their
(digital) self.

By analysing spiritual smartphone applications through post-structuralist (Baudrillard, 1976; Foucault, 1988)
and critical media theory frameworks (Adorno and Horkheimer, 1972), as well as by investigating this
technology through a media archacological approach (Huhtamo and Parikka, 2011), this research offers
valuable critical and philosophical reflections that have been previously unexplored. This study reveals that
such applications may be understood as an explicit continuation of other forms of spiritual media (Natale, 2016),
some that remain relevant today and others that may have been forgotten, such as horoscopes in magazines,
guided meditations on cassettes, and television commercials advertising telephone fortune tellers. However,
what is fundamentally different about the commodification of spirituality in the form of smartphone applications
is not only our intimacy with the smartphone as a personal device, but also the high-tech modality of the media
as software that is intensified by its algorithmic personalisation and by the inherently spiritual nature of
technology (Simondon, 1958). Ultimately, the consumption of such applications generates a profound
alienation of the self as the user is estranged from both the data that they produce to financially sustain these
applications and from the algorithms that consume this data, as well as from their identity as they consume their
‘self” as spiritual product, resulting in a reinforced commodification of the self.

Keywords: Smartphone, Digital Self, New Age Spirituality, Applications, Commodification
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ERKEK OL(!): TARAFTARLIK
Mehmet Boran'!

Bu ¢aligmanin odak noktasini, toplumsal cinsiyet baglaminda “erkeklik” habitusu, insa pratikleri, futbol
sahalarinda, taraftar tezahiiratlarinda/sdylemlerinde yeniden tiretilen eril iktidar stratejileri olusturmaktadir ve
erkekmerkezli alana dair bir ¢alisma s6z konusudur. Toplumsal cinsiyet olgusuyla ilgili Tiirkiye’de “kadin”
kimligine yonelik ¢aligmalar, “erkek(lik)” ¢aligmalari g6z oniine alindiginda kuskusuz daha yogunluktadir.
Dolayisiyla bu agidan bakildiginda, -yeterince kesfedilmemis bir alan olan- erkeklik nosyonunu ve futbol
sahalarindaki eril insa pratiklerini incelemek daha da ilgi ¢ekici bir hal almaktadir. Bu tezin kapsami geregi
calisma, futbol taraftarlarinin eril sdylemleri ve eril aligkanliklart ile sinirlt kalmaktadir. Bu ¢alismada; erkeklik
nosyonu, sporun toplumsal cinsiyet ile iliskiselligi, taraftar gruplarinin erkekligi yeniden nasil tesis ettigi ve
inga pratiklerinin neler olduguna dair bir amag ile mesele tartigilmaya ¢alisildi. Bu baglamda, toplumsal cinsiyet
esitsizliginin yeniden iiretim stratejilerini ve taraftar deneyimlerini anlamak ve yorumlamak icin caba
harcanmugtir. Gaziantepspor taraftar gruplarindan “Genglik27” taraftar grubu 6rneklem olarak segilmistir. Bu
calismada, bireylerin diisiincelerine ve deneyimlerine dair detayli bilgi edinmeyi saglamak amaciyla nitel
arastirma yontemi tercih edildi. Arastirmada odak grup goriismesi kullanilmistir. Bu ¢alismada vurguladigimiz
gibi, taraftar olma olgusu ve deneyimleri, erkekligin tesisi ve/veya yeniden iiretilmesinde oldukga etkili bir alan
olarak ortaya ¢ikmaktadir. Futbolun bir erkek oyunu oldugu varsayimi ve taraftarlik konusuna bu temelde
yaklagilmasi, erkek egemen bir diizenin insasina katkida bulunmaktadir. Sonug olarak, bu ¢alisma daha ileri
arastirmalara katkida bulunmay1 amaglamaktadir ve erkekligi incelemenin alternatif yollarma iligkin tavsiyeler
sunmaktadir.

Anahtar sozciikler: Erkeklik, taraftarlik, futbol, toplumsal cinsiyet
BEING MAN(!): SUPPORTERSHIP

This study inquires the way “masculinity” is re-constructed in football field, through football supporter
chants/discourses, and men-centred spaces with a gender-oriented approach. It can be said that gender studies
in Turkey mostly focused on woman identity rather than man (and masculinity). Considering the lack of enough
analysis in this field of research, studying the masculinity and construction of masculine practices of football
fields becomes even more compelling. Due to the scope of this dissertation, this study limits itself with the
masculine practices of football fans and their masculine habitus. In this study; the issue was discussed that
masculinity notion, the relationality of sport with gender, how fan groups re-established of masculinity and its
construction practices. Efforts have been made to understand and interpret the reproduction of gender inequality
strategies and the experiences of supporters in this context. One of the supporter groups of Gaziantepspor,
"Genglik27", was chosen as the sample. In this study, qualitative research method was preferred in order to
provide detailed information about the thoughts and experiences of individuals. Focus group interview was used
in the research. As we emphasized in this study, the phenomenon and experiences of being a supporter emerge
as a very effective area in the construction and/or reproduction of masculinity. The assumption that football is
a men's game and the approach to the issue of supportership on this basis contributes to the construction of a
male-dominated order. As a result, this study aims to contribute to the further research and provides advices to
alternative ways of examining masculinity.

Keywords: Masculinity, supportership, football, gender
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RISK TAKING BEHAVIOR AS AN ANTECEDENT OF SUSCEPTIBILITY TO
PERSUASION STRATEGIES AND BRAND LOYALTY

Mehmet Ozer Demir', Zuhal Gok Demir?

Today, computer technology determines the way we communicate, socialize, and persuade. The evolution of
computers turned various technologies into enriched communication platforms. Besides offering users the
accessibility of unlimited data, computer technologies changed the creation and development of human
relations. These characteristics have been leveraged to transform computer technologies’ communicative
abilities into optimal pathways for persuasion, thereby giving birth to persuasive technologies.

Persuasive technology refers to the use of computer systems as persuasive intentions. Persuasive studies take
increasing attention and are researched in related disciplines such as sociology, psychology, computer science,
marketing, and communication sciences as in the fields of health, education, service, business, ecology,
marketing, and leisure. Persuasive technology has become popular as an effective tool for behaviour change in
recent years. Researchers have discovered that individuals react differently to different persuasion strategies,
suggesting that persuasive messages give the best results when tailored to individuals. Fogg (2003) defines the
study of persuasive technologies as Captology (Computers as Persuasive Technologies).

The rationale of the study is that, although persuasive technologies have the potential to affect user behaviour,
the effectiveness in changing user behaviour depends on the characteristics of the consumers targeted by the
technology, and users should be researched in order to improve the acceptability of persuasive messages.

Thus the aim of the paper is to research the relationship between risk-taking tendency, susceptibility to
persuasion, and proneness to brand loyalty. The study proposes that the level of risk-taking tendency affects
susceptibility to persuasion, and the more a person is susceptible to persuasion the more he is prone to become
brand loyal. The paper suggests that low/high risk-taking tendency is required in order to persuasive
technologies to be effective, resulting in brand loyalty.

The study is based on persuasive strategies offered by Cialdini (2001). The validated version in Turkish (Alkis
& Temizel, 2015) is used for susceptibility to persuasion scale (STPS) (6 dimensions) (Kaptein, De Ruyter,
Markopoulos, & Aarts, 2012), proneness to brand loyalty is captured by Lam (2007) study, risk-taking behavior
(2 sub-dimensions) is a validated Turkish version from Yalgindag and Ozkan (2015) based on Tellegen’s multi-
dimensional personality questionnaire (MPQ). A total of 39 items are asked, in seven-point Likert type scale (1
representing strongly disagree and 7 strongly agree), excluding demographics. Data is analysed by using IBM
SPSS v25, and IBM Amos v24 software packages.

The results show that the tendency to take risks is a precursor to the susceptibility to persuasive strategies.
However, not all persuasive strategies have an impact on brand loyalty. The study suggests that persuasive

messages can target risk-sensitive consumers to achieve brand loyalty.

Keywords: Risk taking behaviour, Persuasive strategies, Brand loyalty
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YAPAY ZEKA VE GAZETECILIK: GAZETECILIGIN GELECEGINE DAIR BiR
CALISMA

Mehmet Ramazan Yildizgoriir!

Yapay zeka teknolojileri bu konuda olumsuz yonleriyle daha ¢ok tartisilan ve giindem olan bir konu olarak
belirmistir. Yapay zeka gorece uzun bir siiredir hayatlarimizda yeri olan bir mithendisliktir. Yazim yanliglarin
otomatik diizelten programlar, fotograflara miidahale eden uygulamalar, internet deneyimlerini kullanicinin
davranislarina gore sekillenmesi ya da akilli bir cihazla satrang oynamak bu durumun birka¢ somut 6rnegi
olarak gosterilebilir. Yapay zekanin gazetecilik alaninda da birgok bicimde kullanildigi goriilebilir. Bu
kullanimlardan belki de en islevseli biiylik veri yigimlari iginden anlamli bulgulara erisebilen programlardir.
Internet gibi devasa miktarda verinin oldugu bir ortamdan ise yarar bir fotograf ya da bir istatistik y1§imn1 icinden
ihtiya¢ duyulan veriyi bulmak insan emegine oranla yapay zeka i¢in oldukga kolay bir islemdir. Yapay zekanin
o6nemli bir boyutu olarak makine Ogrenmesi kavramimdan da séz etmek gerekmektedir. Yapay zeka
uygulamalari insanlar tarafindan {iretilen verileri yeniden isleyerek ve o verilerden yararlanarak yeni davraniglar
edilebilen uygulamalardir. Bazi O6rneklerde goriildiigii gibi bu &grenme bicimi kolayca manipiile
edilebilmektedir. Yeterince “zeki” bir hale gelmeden kullanima sokulan yapay zeka uygulamalart gazetecilik
gibi dogruluk ve toplum yarari kaygist olan bir meslek agisindan riskli bir durumdur. Yapay zekanin ilerde su
andakinden daha becerikli olacagimni sdylemek yanlis olmaz. insanin yapabildigi her isi yapabilecegi varsayilan
yapay zekanin gazetecilik meslegi i¢inde ¢ok daha yogun bir bigimde yer alacagi ongoériilebilir. Su an haber
sunan, roportaj yapabilen, rutin de olsa haber yazabilen yapay zeka uygulamalari gelecekte bir gazeteyi bastan
sona olusturabilecek bir seviyeye erisebilir. Haberin dogasinda olan merak etme, elestirme, yargilama, hikaye
anlatma gibi insani yonlerin ancak ger¢ek gazetecilerin sahip olabilecegi 6zellikler oldugunu séylenebilir ancak
yapay zekanin bunlar da taklit edebilmesi hatta daha iyi yapabilmesi de olasiliklar dahilindedir. Yapay zeka
birgok alanda oldugu gibi gazetecilik alani i¢in de firsatlar ve tehditler barindiran bir konudur. Bu ¢alismada
yapay zekanin gazetecilik alanindaki uygulama bi¢imlerinin, literatiire ve mevcut pratiklere bakilarak ortaya
konmasi amaglamaktadir. Bu anlamda caligma bir literatiir taramasidir. Yakin bir gelecekte gazetecilik
egitiminin bir pargasi olacagi 6n goriilen bu konunun firsatlart ve tehditleri baglaminda degerlendirilmesi bu
anlamda 6nem arz etmektedir. Calismada yapay zekanmn mevcut kullanim bigimlerinin verimlilik, hiz,
otomasyon, destek, haber toplama, haber yazma, maliyetleri azaltma, denetleme ve dogrulama veri temizleme
ve okur etkilesimi gibi konularda yararlar sagladigi goriilmistiir. Diger taraftan, istihdam, uzmanlik
gereksinimi, tekdiizelik, etik ve ekonomik baglamda birtakim riskler ¢ergevesinde elestirilere rastlanmustir.
Ayrica yapay zeka uygulamalarinin insanin yerini asla dolduramayacagi ve gazetecilik mesleginin dogasini
bozacagi yoniinde elestirilere rastlamak da miimkiindiir.

Anahtar sozciikler: Gazetecilik, Yapay zeka, Teknoloji

ARTIFICIAL INTELLIGENCE AND JOURNALISM: A STUDY OF THE FUTURE OF
JOURNALISM

Artificial intelligence is an engineering that has been in our lives for a relatively long time. Programs that
automatically correct spelling mistakes, applications that interfere with photos, shaping Internet experiences
according to the user's behavior or playing chess with a smart device can be shown as examples of this situation.
It can be seen that artificial intelligence is also used in journalism in many ways. Perhaps the most functional
of these uses are programs that can access meaningful findings from large data mass. Finding the data needed
from a useful photo or a stack of statistics from an environment such as the Internet with a huge amount of data
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is a fairly easy process for artificial intelligence compared to human labor. It is also necessary to mention the
concept of machine learning as an important dimension of artificial intelligence. Artificial intelligence
applications are applications that can perform new behaviors by reprocessing the data produced by humans and
using that data. As seen in some examples, this learning style can be easily manipulated. Artificial intelligence
applications that are put into use before they become "smart" enough are a risky situation for a profession like
journalism that is concerned about accuracy and public benefit. It would not be wrong to say that artificial
intelligence will be more capable in the future than it is now. It can be predicted that artificial intelligence,
which is supposed to be able to do all the work that a human can do, will take a much more intensive place in
the journalism profession. Artificial intelligence applications that can present news, make interviews and write
news, albeit routinely, can reach a level that can create a newspaper from beginning to end in the future. It can
be said that human aspects such as curiosity, criticism, judgment, and storytelling, which are inherent in the
news, are the characteristics that real journalists can have, but it is also possible that the artificial intelligence
can also imitate them and even do better. Artificial intelligence is a subject that poses opportunities and threats
for journalism as in many other fields. This study aims to reveal the application forms of artificial intelligence
in the field of journalism by looking at the literature and current practices. In this sense, the study is a literature
review. It is therefore important to consider this issue, which is expected to be a part of journalism education in
the near future, in the context of its opportunities and threats. In the study, it was seen that the current usage
patterns of artificial intelligence provide benefits in terms of efficiency, speed, automation, support, news
gathering, news writing, cost reduction, auditing and verification, data cleaning and reader interaction. On the
other hand, criticisms have been encountered within the framework of certain risks in terms of employment,
need for expertise, monotony, ethics and economics. In addition, it is possible to encounter criticisms that
artificial intelligence applications will never replace human beings and will disrupt the nature of the journalism
profession

Keywords: Journalism, Artificial Intelligence, Technology
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DiJITAL CAGDA SOZLU TARiHi YENIDEN TARTISMAK

Mehtap Ozsoy'

SozIli tarih g¢aligmalari, tarih-sosyal bilimler alanindaki yakinlagmayla iligkili olarak, ozellikle bellek
calismalarinin 1980’lerde giindeme gelmesiyle siradan insana, deneyime ve giindelik hayat pratiklerine duyulan
yogun ilgiyle beraber sosyal bilimler sahasinda siklikla yer almaktadir. Tarihin odaginin yonetenlerden
yonetilenlere kaydigi sozlii tarih calismalarinin 6zneleri, giindelik hayat pratiklerinin aktigi mekanlar,
siradanliklar ya da gozardi edilmis olaylarin seyrinde yer almaktadir. Bununla birlikte, sozlii tarih
caligmalarinda arastirmaci igin, bireysel ve kolektif anilarin depolandig bellek ve olaylarin kayitlarinin yer
aldig1 arsiv merkezi bir 6neme sahiptir. Siradan insana ve gérmezden gelinen olaylara yonelen sozlii tarih
calismalari, arastirmacinin kayit altina aldigi goriismelerin yani sira giinliikler, fotograflar, aile arsivleri,
efemeralar gibi resmi olarak kaydedilmemis ¢esitli malzemeleri de bir araya getirme amaci tasir.

Her ¢ag, bilgiyi kaydetme ve bilgiye erisme noktasinda kendine 6zgii yonelimler, yontemler ve bigimlere
sahiptir. Bu anlamda ¢agin kendi 6zgiin kosullar1 dogrultusunda bilgiyle kurdugu iliski, aragtirmacinin bilgiye
erisimini etkilemekte dahasi, arastirma siirecini, aragtirmada ortaya konan problemleri ve arastirma yonteminin
kendisini kimi agilardan donistiirebilmektedir. Bu baglamda, 6rnegin on dokuzuncu yiizyilda tarihginin
tekelinde olan “tarihin kulesi” konumundaki arsivin, dijital ¢agm olanaklariyla beraber, bir acidan
“demokratikleserek” “yeryiiziine” inebilmesinin kosullar1 ortaya ¢ikmistir. Zira tarihsel bilginin dijital
olanaklarla depolanmasi ve mobilize edilebilmesi, hem siradan insanin tarihsel bilgiye erisimini bir anlamda
kolaylagtirmis hem de 6zellikle sozlii tarih gibi arsiv kayitlarin1 da dikkate alan arastirmalara yeni bir soluk
getirmistir. Bununla birlikte, s6zIli tarih arastirmalar icin énem tasiyan, bireysel ve kolektif deneyimler,
fotograflar, anilar gibi gilindelik hayata iliskin kigisel argivler sosyal aglarda paylasilabilmekte ve
depolanabilmektedir. Bu anlamiyla sosyal aglar, so6zIii tarih arastirmalarina, zengin bir malzeme
saglamaktayken arastirmaciya da gorece konforlu bir iletisim ag1 sunmaktadir. Ancak, bilhassa ulagilmasi daha
giic gruplarda ya da kirtllgan konularda, dijital ortamin sozlIii tarih arastirmalarina sunacagi olanaklar yaninda
kimi sinirliliklar da giindeme gelmektedir. Bu smirliliklar ele alinan konunun kirilganligi ya da hassasiyeti ile
iligkili oldugu kadar arastirma sahasindaki bireylerin, hatta arastirmacinin sahip oldugu dijital olanaklar ve
dijital okuryazarlik diizeyiyle de iliskili olabilmektedir.

Bu noktada, ¢alismanin temel sorulari, iginde bulundugumuz dijital ¢agin, sdzIii tarih arastirmalarina nasil bir
kap1 araladigi, aragtirma siirecinde aragtirmacinin kendi seriivenine ve arastirma konusuna ne yonde ve nasil
etki edebilecegi iizerinedir.

Caligmada bahsi gecen sorular baglamiyla, sozlii tarih yonteminin siklikla kullanildigi kentsel bir rutin olan
sinema ve daha kirilgan bir karaktere sahip miibadele konusunda gergeklestirilmis iki saha ¢alismasindan yola
cikilarak bir tartigma yiiriitiilmiigtiir. Bu iki arastirma hem sahadaki yiiz ylize goriismelerle hem de dijital
alandaki gériisme ve kayitlarla gergeklestirilmistir.

Anahtar sozciikler: Dijitallesme, sozlIii tarih, arsiv, giindelik hayat, sinema, miibadele
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REDISCUSSING ORAL HISTORY IN THE DIGITAL AGE

Oral history studies have found a place in the social sciences with the developments in which social sciences
and history have come close and especially through the rise of the memory studies in the 1980s, the interest in
ordinary people and their everyday practices and experiences has increased. The objects of memory studies, the
focus of which has shifted from the governing subjects to the governed ones, are the spaces of everyday
practices, the ordinarinesses, and the ignored events. Thus, for oral history researchers, the archive recording
the events and the memory as a matter of witnessing are significant sources. Oral history studies that have
turned to ordinary people attempt to collect a range of inventories such as the researcher’s own recordings,
diaries, photographs, family archives, ephemera, which are not archived officially.

Each time however has its own methods of personal and official archiving. Methods enabling to reach to these
sources and data affects the researcher as well as the research process. It might even transform the research
question. In this context, the archive that was under the monopoly of the historians has with the process of
digitalization been opened up to all. Mobilization of knowledge with the help of digital technologies has made
both the researchers and ordinary people easier to reach knowledge by clearing some temporal and spatial
obstacles. Additionally, network as a virtual organization model and also networking as a logic of
communication have played significant roles for researchers in choosing the research topic and in the general
research process. Especially for the researches on/with groups difficult to contact and on the traumatic events,
technological opportunities enabling distance communication, as well as networks specific to the research topic,
might significantly affect the research process in either positive or negative ways. Limitations are related not
only to the characteristics of the research topic but also to the access of the participants as well as the researcher
to digital tools and to the level of their digital literacy.

Thus, we can claim that all of these shifts have brought forward new questions and discussions. In this respect,
the main questions of this paper are what new doors the digital age in which we are living have been opening
up to the researcher as well as how it affects the research topic and the own narrative of the researcher. In this
paper, these will be discussed based on two research fields using oral history: one is on cinema as an urban
routine and the other on the population exchange, clearly a more difficult topic. Both were conducted through
face-to-face interviews as well as interviews in digital space, and their records.

Keywords: Digitalization, oral history, archive, everyday life, cinema, population exchange
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SEXUALISATION OF CHILDREN THROUGH MEDIA AS MERCHANDISED
COMMODITIES:

AN URGENT CALL FOR MEDIA LITERACY ATTENTION

Meltem Kanoglu'

Sexualisation on media is when characters are conveyed in a sexual manner. Although there are examples of
male and underage boys’ portrayals, these characters are usually women and girls. Sexualisation can be
presented through conversations, comments, glances, touches and clothing. As sexualisation is described to be
actualised when individuals are valued through their sexual appeal, they are viewed as a sexual object. The
common examples of sexualisation could be: wearing sexualised clothes that expose body parts; animal
mimicking actions like purring; performance related actions like dancing or applying make-up; move and pose
erotically, touching and kissing without consent; commenting on weight, weight loss, fatness and appearance.
Currently, the growing concern is accumulated upon the innocence of young girls and their vulnerability to
physical and emotional violence through media’s sexualisation content and their possible outcomes. The
concern in focus in this study is the increasing sexualisation of children, particularly girls, in media.

This topic brings about two dimensions within media literacy; individual’s ability to critically analyse the media
content and the availability of a media policy, education content and the role and responsibility of media
stakeholders. Elements of media literacy, such as awareness of the impact of media, recognising media content,
understanding the process of mass media, developing strategies to analyse and discuss media messages, could
actually framework the path of discussion proposing a participatory culture to set cultural competence and social
skills that young consumers of media, the policy makers, educators, parents and adult audiences need especially
in a world where sexualised images are flooded and promoted through all sorts of media devises.

This study focuses on determining how media content is promoting sexualisation of children via applying seven
steps of Galician model - detection, description, deconstruction, diagnosis, design, debriefing and dissemination
- for media literacy to determine the preadolescent and adolescent girls’ sexualisation in the Netflix movie the
Cuties and TikTok Social Media, which as the result of this study reveals, promotes preadolescent and
adolescent girls as prosumers who are the willing participants in their own sexual exploitation.

Keywords: Sexualisation, media content, children, media literacy
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COVID-19 PANDEMI KRiZi SIRASINDA CiN’DE PARTI-DEVLETIN URETTIiGi
“ZHONGGUOJIAYOU” VE “WUHANJIAYOU” (s E h0ih-& X 5H) VIDEO
ANLATILARI: ULUSAL BiRLiK, BASARI VE FEDAKARLIK SOYLEMi

Mutlu Binark!, Sevda Unal?

Calismanin konusunu, Cin Halk Cumbhuriyeti’nin Hubei eyaletinin bagskenti Wuhan merkez olmak {izere
yayilmaya baslayan ve Diinya Saglik Orgiitii’niin daha sonra bu pandemi olarak ilan etmesi ile kiiresel dlgekte
bir saglik krizine doniisen Covid-19 olayinda, Cin’in ilk basta basarisizlikla baglayan salginla bas etme siirecini
gerek lilke i¢inde gerekse diinya dl¢eginde sosyal medya platformlarinda dolagima sokulan video anlatilar ile
basari/zafer hikayesine doniistiirmesinde kullandigi sdylemsel pratiklerin analizi olusturmaktadir.

Covid 19 krizinde, Cin devletinine bagli medya kuruluslarmin (CCTV, XinhuaNet, People’s Daily, Global
Times gibi) tirettigi “Jiaoyao” (Giiglii Kal/Gayret Et) videolarmin iki farkli mikroblog ortami olan SinoWeibo
ve Twitter gibi platformlara yiiklendigi goriilmiistiir. Bu ¢aligmada her iki platformdan Wuhan’in kapatilmast
ile acilis1 (24 Ocak-8 Nisan 2020) arasinda farkli kamulara yonelik olarak olarak Cince ve Ingilizce altyazil
iiretilen 15 adet “Jiaoyao” video anlatis1 se¢ilmis olup, tematik sdylem analizi yapilmistir. Bu video anlatilarda
iiretilen sOylem stratejileri Foucault’unun yonetimsellik kavramindan hareketle ve bir yonetimsellik teknigi
olarak propagandanin uygulanmasi {izerinden tartismaya agilmistir. Foucault’u izlersek, yonetisim modern
diinyada giiciin 6zel sekli ve tarihsel siiregleriyle ilgilidir. Foucault'ya gore, bu yonetsel yapida egemenlik,
yalnizca disiplin ve giic mekanizmalarina yaslanmak yerine, igbirligi ve goniillii uyum ile kurulur (Hoppner ve
Nagl, 2009:3). Yonetisimin agda ve sosyal medya platformlarinda gerceklesen pratiklerini incelemede
Foucault’nun yonetimsellik kavramina bagvurulabilir (Merlingen, 2011). Cin devletinin secilen video
anlatilarda, salgin krizinin yonetmek i¢in bagvurdugu sdylem stratejileri, Bat1 dis1 diinyada da yonetimsellik
tekniginin uygulanabilecegini gostermektedir. Segilen video anlatilarda “Ulusal Birlik”, “Gayret Et Cin” ve
“Giiglii Kal Cin” vb. sdylemsel pratikler araciliiyla, Cin devletinin bu salgini kontrol altina alacagina yonelik
ikna dilini kurdugu ve yeni bir yonetim stratejisini yasama gecirdigi diisiiniilmektedir. Analiz edilen videolarda,
ulusal birlik, fedakarlik ve basarinin kahramanlari birlikte ele alinmig, Wuhan’in salginla basa ¢ikmasi ile Cin
arasinda parca-biitiin bagi kurulmustur. Anlatilarda basarinin aktérleri mikro 6lgekte Cin Halk Kurtulus
Ordusu’nun saglik ¢alisanlari, yerel saglik ¢aliganlari ve Wuhan’daki kamu hizmetlileri, makro 6lgekte de Cin
Komiinist Partisi, Baskan Xi JinPing ve Cin halki (minzu) olarak gdsterilmistir. Anlatilar, Cin’in salgim
istesinden geldigi bir “savas” olarak sunarken, salginin iistesinden gelen Cin’in gelecegi de Bagkan Xi’nin
dolagima soktugu “Cin Riiyasi”na kosut bir sekilde aydmlik bir gelecek olarak kurgulanmaktadir. Ozetle,
Covid-19 pandemi krizinde sosyal medya platformlarinda iiretilen anlatilar ve sdylem stratejileri Cin devletinin
uyguladig1 yonetimsellik teknigidir.

Anahtar sézciikler: Cin, Pandemi, Yo6netimsellik, Michel Foucault, Tematik Soylem Analizi
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“ZHONGGUOJIAYOU” AND “WUHANJIAYOU” (2 Ein;i-# X I0H) VIDEO

NARRATIVES PRODUCED BY CHINESE PART-STATE DURING COVID-19
PANDEMIC CRISIS: NATIONAL UNION, SUCCESS AND DEVOTION DISCOURSE

The subject of the study is the struggle of China with Covid-19, which started to spread from the center of
Wuhan, the capital of the Hubei province of the People's Republic of China and turned into a global health crisis
with the World Health Organization's announcement as a pandemic. In this context, the discursive practices
that China uses in transforming the process of coping with the pandemic that started with failure into a success
story with video narratives circulated both in the country and on the world scale through social media platforms
have analyzed.

During the Covid 19 crisis, it was observed that the "Jiaoyao" (Stay Strong) videos were uploaded to two
different microblogging environments named as SinoWeibo and Twitter produced by the Chinese state media
organizations (such as CCTV, XinhuaNet, People's Daily and Global Times). In this study, 15 "Jiaoyao" video
narratives with Chinese and English subtitles produced for different publics between the closing and opening
of Wuhan (January 24-April 8, 2020) were selected, and thematic discourse analysis was conducted. The
discourse strategies produced in these video narratives have been opened to a discussion based on Foucault's
concept of governance and the application of propaganda as a governmentality technique. If we follow Foucault,
governance is related to the special form and historical processes of power in the modern world. According to
Foucault, sovereignty in this administrative structure is established by cooperation and voluntary harmony,
rather than relying solely on discipline and power mechanisms (Hoppner ve Nagel, 2009:3). Foucault's concept
of governmentality can be used to examine the practices of governance on the network and social media
platforms (Merlingen, 2011).  The discourse strategies used by the Chinese government to manage the
pandemic crisis in the selected video narratives show that the governmental techniques can be applied in the
non-Western world. Through discursive practices such as "National Unity", "Strive China" and "Stay Strong
China" in selected video narratives, it is thought that the Chinese state has established the language of persuasion
to control this pandemic and implemented a new governmental strategy. In the analyzed videos, the heroes of
national unity, sacrifice and success discussed together, and a metonymy is produced between Wuhan's coping
with the epidemic and China. In the narratives, the actors of success on a micro scale are shown as the health
workers of the Chinese People's Liberation Army, local health workers and public servants in Wuhan, and on a
macro scale the Chinese Communist Party, President Xi JinPing and the Chinese people (minzu). While the
narratives present the pandemic as a "war" that China overcome, the future of China is set up as a bright future
in parallel with the "Chinese Dream" put into circulation by President Xi. In summary, the narratives and
discourse strategies produced on social media platforms during the Covid-19 pandemic crisis are the
governmental techniques applied by the Chinese state.

Keywords: China, Pandemic, Governmentality, Michel Foucault, Thematic Discourse Analysis.
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DIGITAL INEQUALITIES AND FILM VIEWING EXPERIENCE DURING COVID-19
PANDEMIC

Nil Yiice!, Senem Duruel Erkili¢?

COVID-19 pandemic is an ongoing struggle. In Turkey, due to risk of infection and rise of death toll, the
Ministry of Interior published public mandates on 22nd of March including lockdown measures for children
between 0-18 years and elderly people above 65. Therefore, lockdown measures affected a considerable
percentage of the country. Thus, film viewing has become beyond a leisure activity, an essential practice of
daily life especially for these people. It is also known that frequency of watching television and using mobile
devices increased dramatically since the first case was officially announced on 11th of March. This current
situation also affected movie theaters, since they were forced to shut down. Film viewing experience has already
become pluralized by domestication of information and communication technologies (Silverstone & Haddon,
1996) and gained significance within the convergence culture (Jenkins, 2006). Inevitably, the setting of filmic
experience has emerged (Casetti, 2007). However, accessing films from mobile devices and platforms make
the film viewing experience problematic and creates a level of digital inequality. Digital inequalities have
become more complex in differences of ICT access and usage (DiMaggio & Hargittai, 2001). The aim of our
study is to reveal digital inequalities and film viewing experience in Turkey during the pandemic. We looked
into both age groups in pre-pandemic and the pandemic period on film viewing practices including the tendency
to go back to movie theatres in the course of new normal. There has already been an increasing tendency of
preferring digital platforms. We wanted to perceive these changes during lockdown and if there are rigid
differences of ICT ownership between both age groups.

Our study is based on a mixed methodology of quantitative and qualitative measures. We created a survey
through social media platforms to get a better understanding of film viewing practices of different generations’
ICT usage. Beside gathering demographic info, we asked their film viewing devices and cinema-going
frequency before the pandemic. We also conducted in-depth interviews with 30 people representing both age
groups to find out more about their digital skills for their daily usage of film viewing devices and their level of
interaction within the household. In this study we aim to reveal the digital inequalities and elaborate which age
groups were affected the most in the face of lockdown in Turkey.

Keywords: Covid-19, digital inequality, film viewing experience
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#evdekal ZAMANLARINDA SEHIR MARKALAMAK: NEW YORK VE LONDRA
SEHIRLERININ INSTAGRAM STRATEJILERIINDEKI COVID-19 iZLERI UZERINE
BiR ARASTIRMA

Niliifer Geysi', U. La¢in Yal¢cinkaya®

Diinya, COVID-19 pandemisi nedeniyle zor bir donemden gegmektedir. Bu kiiresel krizden en kétii etkilenen
sektorlerden biri ise kuskusuz turizmdir. Salginin ilk giinlerinden itibaren seyahat etme fikri kiiresel anlamda
kaygi ve korku gibi olumsuz duygularla iligkilendirilir hale gelmistir.

Sehirlerin imajlar1 savaslar ve salgmlar gibi gesitli yikici olaylar sonucu zaman iginde olumsuz ydnde
degisebilir. Bu gibi durumlar sehirleri, etkili sehir markalama stratejileri uygulayarak imajlarini tekrar olumlu
hale getirmeye yoneltebilmektedir. Sehir markalama, "bir konumun sermaye sahipleri, turistler, yerliler ve
ogrenciler gibi gruplar i¢in ¢ekiciligini tesvik etmek amaciyla gesitli pazarlama uygulamalarinin kullanilmasi”
olarak tanimlanmaktadir (Andersson & Ekman, 2009: 41). Sosyal medya platformlar1 da sehir markalama
caligmalar i¢in yiiksek oneme sahip araclar olarak kabul edilmektedir (Insch, 2011: 13). Bununla birlikte,
bireylerin davranislarini etkileme kapasitesine sahip olan gorsel mesajlarin (Bergkvist vd., 2012) COVID-19
salgin1 gibi kriz durumlarinda etkili iletisim olanaklar1 sunabilecegi savunulabilir. Bu nedenle ¢alismanin odak
noktasini diinyanin en popiiler turist destinasyonlarindan ikisi olan New York (NY) ve Londra’nin Instagram
paylasimlart teskil etmektedir. Bu cerceveyle tasarlanan arastirmayla asagidaki arastirma sorularina yanit
vermek amaglanmistir:

Aragtirma Sorusu 1: NY ve Londra'da ilk COVID-19 vakasinin goriilmesinden 6nce ve sonra ne gibi Instagram
paylagim stratejileri gozlemlenmektedir?

Aragtirma Sorusu 2: NY ve Londra’nin pandemi siirecindeki Instagram kullanim pratikleri arasinda ne tiir
benzerlikler ve farkliliklar gozlemlenebilmektedir?

Aragtirma tasariminda karma yontem benimsenmistir. Aragtirma verisi NY ve Londra’nin Instagram tizerindeki
resmi turizm bilgilendirme hesaplar1 olan @nycgo ve @visitlondon iizerinden elde edilmistir. Bu hesaplar
tarafindan, bagli olduklar1 sehirdeki ilk vakanin goriildiigii tarihten 6nceki 4 ay ve sonraki 4 ay olmak {izere
toplam 8 aylik bir siire zarfinda yapilan paylasimlar arastirmanin veri setini olusturmustur. S6z konusu 8 aylik
dilimin ilk vakanin goriilme tarihi etrafinda sekillendirilmesinin arkasindaki ana sebep, bu tarihin sosyal medya
paylasim stratejilerinin yapilandirilmasinda belirleyici olacagmin diisiiniilmesidir. Incelenecek sehirlerin
secilmesinde ise; her ikisinin de diinyanin en bilinen turizm destinasyonlar1 arasinda olmasinin yani sira
pandemiden oldukga sert sekilde etkilenmeleri nemli rol oynamuistir.

Bu alanda yapilan 6ncii ¢alismalara dayanan (Acuti vd., 2018; Vanderleeuw & Sides, 2014) bir analiz ¢ercevesi
ile sehirlerin Instagram paylasimlarinda goriilen gérsel unsurlar, bu unsurlara eslik eden metinler, paylagimlarin
oncelikli olarak hangi takipgi kitlesini hedef aldigi, igerigin kim tarafindan iiretildigi gibi bir dizi degisken analiz
edilmistir. Kriz donemlerinde sehirlerin markalama c¢alismalarinda Instagram platformunun kullanim
pratiklerine odaklanan bu c¢alismanin, literatiiriin bakir sayilabilecek bu alanina katkida bulunacagi
disiiniilmektedir.

Anahtar sozciikler: Sehir markalama, sehir imaji, Instagram, COVID-19, kriz iletigimi.
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BRANDING CITIES in #stayhome TIMES: TRACING COVID-19 WITHIN
INSTAGRAM STRATEGIES OF NEW YORK CITY AND LONDON

The world is passing through a rough time due to the COVID-19 pandemic. Tourism is one of the worst affected
sectors of this global crisis. Starting from the very beginning of the pandemic, traveling as an activity has been
associated with negative emotions like anxiety and fear. Thus, both domestic and abroad tourism activities seem
to be considered as risky by the global community.

The images of cities may change over time due to several social upheavals (wars, epidemics, etc.). These
discontinuities may prompt cities to re-present their positive images by applying effective city branding
strategies. City branding is characterized as “the use of various marketing practices to promote a place’s
attractiveness for business, tourists, residents, and students” (Andersson & Ekman, 2009: 41). Social media
platforms are considered as tools with high importance for city branding efforts (Insch, 2011: 13). In crisis
situations such as the COVID-19 pandemic, using visual messages may be efficient since they have the capacity
to affect human behaviors (Bergkvist et al., 2012). Therefore, this study aims to focus on messages disseminated
through Instagram by two of the most well-known tourist destinations, namely; New York City (NYC), USA,
and London, UK. By considering the issues discussed, this study attempts to answer the following research
questions:

RQI1: What are the main patterns in NYC and London’s Instagram strategies before and after COVID-19
pandemic hit them?

RQ2: What are the (dis)similarities between NYC and London in terms of Instagram usage patterns during the
COVID-19 pandemic?

The research is constructed with a mixed-methods research design. Data was collected from official tourism
information Instagram accounts of NYC (@nycgo) and London (@visitlondon) by applying content analysis
method for a 8 months’ timeframe; starting from 4 months before the first COVID-19 positive case for each
city, since the first cases are expected to provide evident turning points in this process. The popularity of these
cities as tourist destinations and their harsh suffering from the pandemic played an important role for them to
be selected.

The analysis aimed to identify visual elements, textual information, target audience, and message source via
codebook created based on previous works (Acuti et al., 2018; Vanderleeuw & Sides, 2014). It is foreseen that
this study will contribute to the related literature by discussing city branding efforts of cities using Instagram in
crisis times, which is a barely researched subject.

Keywords: City branding, city image, Instagram, COVID-19, crisis communication
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NOIR’IN YUKSELISi: DIJITAL PLATFORM DIiZILERINDE TUR

Nisa Yildirim'

Son on yilda hayatimiza giren Netflix, Hulu ve Amazon Prime Video gibi dijital platformlarin etkisiyle
televizyon igeriginin tiiketim sekli tiim diinyada degisime ugramistir. Onceden belirlenmis / planlanmus igerige
dayali yayin yapan geleneksel televizyon, kitlesel eglence konusundaki hakimiyetine devam ediyor olsa da
popiilaritesini kaybetmektedir. Televizyonun gelecegi hakkinda tartigmalar devam ederken, bu doniisiim siireci,
Tiirkiye’deki televizyon endiistrisini de etkilemis ve 2016 yilinda Netflix TR ile birlikte iki yerli dijital platform
olan Blu TV ve Puhu TV’nin kurulusuna neden olmustur. Tiirk televizyon kanallarinca iiretilen yerli dizilerin
gerek ii¢ saati agsan yayn siireleri, gerekse giderek artan sansiiriin anlatilarda muhafazakarlasma ve benzesmeye
neden olmasi ile son donemde seyirci kendi iginde ayrigmaya baslamig ve bir grup seyirci geleneksel
televizyonu terk etmeyi tercih etmistir. Internet teknolojisi ile yabanct film ve dizilere ulagma konusunda sikintt
yasamayan bu seyirci grubunun izleme aliskanliklarinda igerikte ¢esitlilik talebi 6ne ¢ikmaktadir. Yerli dijital
platformlarca firetilen dizilerin tiirlerini incelendiginde, geleneksel televizyon igerigini terk eden seyirciye
ulagsmak amaciyla son dénemde Tiirk televizyon kanallarinda yer bulamayan sug¢ dramast tiiriiniin tercih edildigi
goriilmektedir. Su¢ dramasinin gerektirdigi anlati &geleri, tiirlin prime-time olarak bilinen saatlerde
yaymlanmaya uygun olmamasma ve Internet mecrasimin sundugu 6zgiir alana ihtiyag duymasma neden
olmaktadir. Yerli dijital platformlarca iretilen su¢ dramalari analiz edildiklerinde, gelencksel televizyon
iceriklerine kiyasla daha yaratict anlatilar sunduklart gériilmektedir. Bununla birlikte s6z konusu anlatilarin
sosyal baglamda benzer bir karamsarligi paylastigi, buna neden olanin ise ‘kotii’ye sinirsiz gii¢ atfedilerek
toplum iiyelerinin her birinin az ya da ¢ok kurban olarak temsil edilmesi ile birlikte, statiikkonun degismezligine
vurgu yapilmasi oldugu dikkat ¢ekmektedir. Anlatilarin tamaminda bireye verilen 6zgiirlik ‘beden’ ile
sinirlandirilmigtir. Bu nedenle geleneksel televizyonlarin kisitlamalarindan bagimsiz olunmasina ragmen, bu
anlatilarin yine muhafazakar oldugu soylenebilir. Ayrica islevsiz hukuk sisteminin normallestirmeleri ve
iyilesme beklentisini ndtralize etmeleri nedeniyle elestirilebilirler. Sonug¢ olarak televizyonun kabuk
degistirmekte oldugu son donemde, yerli dijital platformlarinin igerikte ¢esitlilige olan talebi yerine getirdigi,
ancak yeni olarak sunulan anlatilarin mevcut olan1 yeniden iiretmenin 6tesine gecemedigi sdylenebilir.

Anahtar sozciikler: Dijital platformlar, tiir, televizyon dizileri

NOIR THAN EVER: GENRE IN LOCAL SERIES OF STREAMING SERVICES IN
TURKEY

With the impact of streaming services such as Netflix, Hulu, and Amazon Prime Video, the way of consumption
of television series has changed throughout the world in the last decade. Even though broadcast television is
still the dominant medium for mass entertainment, pre-determined / scheduled content has been losing its
popularity. As the discussions on the future of television continue, this transformation process has also affected
the television industry in Turkey and resulted in the foundation of two Turkish streaming services: Blu TV and
Puhu TV, alongside the arrival of Netflix TR in 2016. With the rise of censorship in traditional television series,
audience in Turkey got fragmented lately and a group of audience had abandoned traditional television. Internet
technology allowing the consumption of foreign films and series has been the shaping the viewing habits of
these group of audience who demand diverse content. When the genres of series produced by local streaming
services are studied, it can be seen that crime drama genre which is excluded by Turkish television channels
lately is primarily preferred to attract the audience who abandoned broadcast television. Narrative elements of
crime drama genre requires freedom of Internet medium and the crime dramas of local streaming services have
more creative narratives. However, these series share a common pessimism in social context which is created
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by representing the evil as omnipotent and all members of the society as more or less victims, as well as
depicting the status quo as unchangeable. In addition, the freedom left for individuals is limited with their own
body. As a result, what they offer is again conservative, despite being freed from the constraints of traditional
television. On the other hand, they can be criticized for normalizing dysfunctional legal system and neutralizing
the prospect for improvement. Finally, it can be concluded that, while television is changing its shell, streaming
services fulfill the demand on diverse content by offering series in different genres; however, their narratives
that are promoted as new, cannot go beyond reproducing already existing ones.

Keywords: Streaming services, genre, television series
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KURUMSAL SOSYAL SORUMLUK iLETiSiMi iCERIGINDE KULTUREL BOYUTLAR

Nurcan Yilmaz'

Kurumsal sosyal sorumluluk (KSS), belli paydas gruplarina yonelik hazirlanan, kurum ve topluma 6nemli
katkilar saglayan ve stratejik bir yonetim faaliyeti olarak gesitli sektorlerdeki kurumlarin iletisim pratiklerinde
yer almaktadir. Oncelikli olarak ticari amagli hedeflere odaklanan kurumlarin, topluma karsi birtakim
sorumluluklarini yerine getirme ve paydaslarin kurumlara yonelik artan sosyal beklentisini kargilama c¢abast
icinde olduklar1 goriilmektedir. Kurum ve markasina yonelik olumlu bir tutumun gelismesinde, kurum itibarinin
artmasinda, satin alma niyetinin olusmasinda ve rekabet avantaji elde etmede etkili olan KSS girisimleri,
kurumlarin faaliyet i¢inde olduklari kiiltiirden elbette ki bagimsiz degildir. Toplumlar tizerinde yonlendirici bir
etkisi olan kiiltiiriin, toplumlarin farklilagsmasinda ve sekillenmesinde 6nemli bir rolii bulunmaktadir. Benzer
sekilde kiiltlir, kurumlarin kurumsal sosyal sorumluluk faaliyetlerinin sekillenmesinde de belirleyici bir rol
istlenmektedir. Diger bir ifade ile kurumlarin KSS uygulamalari, faaliyet gosterdigi cevre ile iligkili
olabilmektedir. Bunun yani sira KSS, her ne kadar bir halkla iligkiler ¢aligma alani olsa da KSS’nin kiiltiir ile
arasinda organik bir bag bulunmaktadir. Bu baglamda kurumlar, paydaslarinin istek ve beklentilerini ele alan
KSS faaliyetlerinin olugturulmasinda kiiltiir géz oniinde bulundurmak durumundadir. Kurumlarin dikkate
almalar gereken bir diger konu da iletisim ve teknolojide meydana gelen gelismeler olmustur. Meydana gelen
gelismeler sonucunda kurumlar, web sitelerini de igeren iletisim araglarina ve teknolojilerine yonelmistir. Bu
iletigim araglari ve teknolojiler, kurumlarin paydaslarina mesajlarini iletmeye, faaliyetlerini duyurmaya, onlarla
iletisim kurmaya, slirdiirmeye ve iliski insa etmeye yonelik yeni firsatlar sunmustur. Bu kapsamda ¢aligmanin
amact, Hofstede nin {i¢ kiiltiirel boyutunun (kolektivizm, gii¢ aralig1 ve belirsizlikten kaginma) KSS iletisiminin
icerigine nasil yansidigini incelemektir. Belirtilen amag¢ dogrultusunda 2019 yilinda Brand Finance tarafindan
yapilan arastirma sonucunda belirlenmis Tiirkiye 'nin En Degerli Markalar1 Raporu’nda ilk beste yer alan Tiirk
Hava Yollari, Ziraat Bankasi, Garanti Bankasi, Tiirk Telekom ve Turkcell gibi kurumlarin web siteleri 6rneklem
olarak secilmis ve icerik analizi teknigi ile analiz edilmistir. Markalarin KSS igerikleri, Vollero ve digerlerinin
(2020) ¢alismasinda yer alan ii¢ kiiltiirel boyuttan hareketle degerlendirilmistir. S6z konusu boyutlar temelinde
KSS iletisimi agisindan THY disinda diger markalar arasinda dikkat ¢eken bir farkin olmadig: tespit edilmistir.
Ote yandan tiim boyutlarin KSS iletisim igerigine yansidig1 markanin Turkcell oldugu sonucuna ulasilmistir.
Bu baglamda KSS iletisimi i¢eriginde kiiltiirel etkinin inga edildigi sdylenebilir. Diger bir ifade ile markalarin
kiiltiirel baglami1 dikkate alarak KSS igeriklerini hazirladigini séylemek miimkiindiir.

Anahtar sozciikler: Kurumsal sosyal sorumluluk, Hofstede, Kiiltiirel boyutlar
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CULTURAL DIMENSIONS IN CORPORATE SOCIAL RESPONSIBILITY
COMMUNICATION

Corporate social responsibility (CSR) is involved in the communication practices of institutions prepared for
certain stakeholder groups, making significant contributions to the institution and society and in various sectors
as a strategic management activity. It is seen that the institutions, which primarily focus on commercial goals,
are in an effort to fulfill some of their responsibilities towards the society and to meet the increasing social
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expectations of the stakeholders towards the institutions. CSR initiatives, which are effective in developing a
positive attitude towards the company and its brand, increasing the reputation of the company, creating the
purchase intent and gaining competitive advantage, are of course not independent of the culture in which the
institutions operate. Culture, which has a guiding effect on societies, has an important role in differentiation
and shaping of societies. Similarly, culture plays a decisive role in shaping corporate social responsibility
activities. In other words, CSR practices of institutions may be related to the environment in which they operate.
In addition, although CSR is a public relations field, CSR has an organic connection with culture. Another issue
that institutions need to take into account has been the developments in communication and technology. As a
result of the emerging developments, institutions have turned to communication tools and technologies
including websites. These communication tools and technologies have provided new opportunities for the
stakeholders of institutions to convey their messages, announce their activities, to communicate with them, to
maintain and build relationships. In this context, the purpose of this study is to examine how Hofstede’s three
cultural dimensions (collectivism, power range, and avoiding uncertainty) are reflected in the content of CSR
communication. For the stated purpose, the websites of institutions such as Turkish Airlines, Ziraat Bank,
Garanti Bank, Tiirk Telekom and Turkcell, which are in the top five of Turkey’s Most Valuable Brands Report
as determined by a study conducted by Brand Finance in 2019, were selected as samples and analyzed by
content analysis technique. The CSR contents of brands was evaluated based on three cultural dimensions in
the study of Vollero et al. (2020). On the basis of these dimensions, it has been determined that there is no
notable difference between brands other than THY in terms of CSR communication. In this context, it can be
said that cultural impact is built in the content of CSR communication. In other words, it is possible to say that
brands have prepared their CSR content by taking into account the cultural context.

Keywords: Corporate social responsibility, Hofstede, Cultural dimensions
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BAGIMSIZ SINEMA iLE DiJITAL PLATFORMLAR ARASINDAKI iLiSKiYE
YAKINDAN BAKMAK: TURKIYE ORNEGI

Onur Aytag'

Tiirkiye’de Internet kullaniminin artmasiyla beraber televizyon mecrasinda farkli seyir deneyimleri kendini
gostermektedir. Bu yeni izleme bigimleri, kullanicilarin analog yayin ile olan mevcut aligkanligini gevseterek
web tabanl dijital yayin platformlarna yonelik tercihini ¢ogaltmistir. Bu platformlardan birisi olan Internet
televizyonu, diinyada ve Tiirkiye’de Netflix ile popiilerlesmis, Tiirkiye’de ise Blu TV ve Puhu TV araciligiyla
giindeme gelmistir. Gerek yayincilik faaliyeti gerekse seyir pratigi agisindan Blu TV ile Puhu TV, Internete bagh
bir platform olarak hem yerli 6zgiin hem yabanc1 popiiler yapimlarla izleyicilerine alisilagelmisin disinda bir
televizyonculuk tecriibesi kazandirmaktadir (Dikkol, 2020). Tiirkiye’de faaliyet gosteren bu platformlarin yan
sira uluslararasi bir platform olan Netflix’in de Netflix Tiirkiye olarak Tiirkiye’deki kullanicilarina 6zel olarak
icerik liretmeye bagladig1 bilinmektedir.

Bu igerikler incelendiginde hem bagimsiz sinema olarak ifade edilebilecek olan alanda filmler iireten
yonetmenlerin hem de tecimsel sinema olarak adlandirilabilecek kisimda film ¢eken yonetmenlerin dijital
platformlardaki islerde yer aldiklar1 goriilmektedir. Bagimsiz yapimlariyla one ¢ikan sinemacilara
konvansiyonel (lineer) televizyon alaninda ¢ok fazla rastlanmiyorken dijital mecralara yonelik iiretilen islerde
olmalan ilgiye degerdir. Hem bu tercihin nedenlerini arastirmak hem de bagimsiz filmler iiretebilmek i¢in
gerekli olan finansal kaynagin saglanmasi noktasinda dijital platformlarin roliinii sorgulamak amaciyla boyle
bir g¢alismaya ihtiyag duyulmustur. Bu c¢alisma evrenine dahil edilen projeler baglaminda dizilerin
yonetmenleriyle gériismeler yapmak yontemin ana eksenini olusturmaktadir.

Dizilerin bagimsiz sinema ile olan iligkisinin ortaya ¢ikartilmasi da amaglardan biri oldugundan, anlat1 bigimleri
iizerinde de durulacaktir. Calismada incelenen projeler; 7 Yiiz (2017), Masum (2017) ve Alef (2020) seklinde
belirlenmistir. Bu érneklemde segilirken bagimsiz sinema diginda da (popiiler) proje lireten bir yonetmenin yer
almasina dikkat edilmistir. Sonug olarak goriismek istenen diger kisilerin programlarinin uymamast nedeniyle
platform bazinda Blu TV (Masum, 7 Yiiz & Alef) ile sinirhi kalinmistir. Yonetmen baglaminda ise; Tung Sahin
(7 Yiiz), Seren Yiice (Masum) ve Emin Alper (Alef) ile goriisiilmistiir. Netflix ve Puhu Tv platformlar1 da
Ahmet Katiksiz (Ask 101) ve Onur Saylak (Sahsiyet) ile dahil edilecektir. Ayrica Tolga Karagelik (Bartu Ben)
ile de goriisiilerek uzun vadede caligmanin zenginlestirilmesi planlanmaktadir.

Hem dizi/film &rneklerini paralel bicimde inceleme hem de eserleri iireten yonetmenlerle goriisme bu amag
dogrultusunda gerceklestirilmesi planlanan faaliyetlerdir. Caligma kapsaminda goriisiilen yonetmenlerin
aktardiklarinda bazi farkliliklar olsa da belirli bir aga dahil olma, kendini bu alanda deneme ve maddi kaynak
saglama ortak motivasyonlarindandir. Bagimsiz sinema ile dijital platformlar arasindaki is {iretme pratikleri
arasinda paralellik arz eden “Bag1 Sonu Belli” ifadesi yonetmenlerin vurguladigi en 6nemli unsurlardandir.
Projenin baslangi¢c agamasinda teslim edilen senaryoya sadik kalinarak ¢ekimlerin yapilmasini ifade eden bu
tamlamanin yam sira Internetin igerik agisindan sagladii gorece ozgiir ortam da ydnetmenlerin dijitale
yonelmesinin bir baska nedenidir. Dijital platformlar ile Tiirkiye bagimsiz sinemasi arasindaki bu karsilikli
etkilesimin artan boyutlariyla stirmesi beklenmektedir.

Anahtar sozciikler: Dijital platformlar, Bagimsiz sinema, Blu Tv
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READING TO RELATIONSHIP BETWEEN INDEPENDENT CINEMA AND DIGITAL
PLATFORMS: THE CASE OF TURKEY

With the wide use of the Internet in Turkey, different watching experiences began to appear in the field of
television. The new generation of television concept starts the era of Internet-based television platforms by
loosening individuals' strong ties to analogue broadcasting. Internet television is one of these platforms, known
with Netflix in the world-wide, and it is represented by Blu Tv and Puhu Tv in our country. In terms of both
broadcasting and viewing practices, Blu Tv and Puhu Tv offers a different television experience to its viewers
through both original and popular foreign productions via Internet (Dikkol, 2020). Netflix as well as an
international platform as well as those platforms operating in Turkey Netflix is known that Turkey started to
produce special content to users in Turkey

When these contents are examined, it is seen that both directors who produce films in the field that can be
defined as independent cinema and directors who shoot films in the part that can be called commercial cinema
are involved in works on digital platforms. It is interesting that filmmakers who stand out with their independent
productions are not very common in the conventional (linear) television field, but they are in works produced
for digital platforms. Such a study was needed both to investigate the reasons for this preference and to question
the role of digital platforms in providing the necessary financial resources to produce independent films.
Interviews with the directors of the series within the context of the projects included in this study universe
constitute the main axis of the method.

Since revealing the relationship of series with independent cinema is one of the aims, narrative forms will also
be emphasized. The projects examined in the study; 7 Yiiz (2017), Masum (2017) and Alef (2020). In this sample,
attention has been paid to include a director who produces (popular) projects other than independent cinema.
As a result, the platform was limited to Blu TV (Innocent, 7 Yiiz & Alef) due to the non-compliance of the
programs of other people to meet. In the context of the director; Tung Sahin (7 Yiiz), Seren Yiice (Masum) and
Emin Alper (Alef) were interviewed. Netflix and Puhu Tv platforms will also be included with Ahmet Katiksiz
(Ask 101) and Onur Saylak (Sahsiyet). In addition, it is planned to enrich the study in the long term by
contacting Tolga Karagelik (Bartu Ben).

The activities planned to be carried out for this purpose are both examining the serial / movie samples in parallel
and online meeting with the directors who produce the works. Although there are some differences in the
narrations of the directors interviewed within the scope of the study, being involved in a certain network, trying
oneself in this field and providing financial resources are among the common motivations. One of the most
important elements emphasized by the directors is the expression “Top to End Certain”, which is parallel to the
practices of producing work between independent cinema and digital platforms. In addition to this statement,
which expresses the shooting in accordance with the script submitted at the beginning of the project, the
relatively free atmosphere provided by the Internet in terms of content is another reason for the directors to turn
to digital. Digital platforms between Turkey and independent cinema, this is expected to continue with
increasing size of the interaction.

Keywords: Digital Platforms, Independent Cinema, Blu Tv.
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KAMUSALLIK VE YENI KAMUSALLIK ARASINDAKI ACMAZLAR:

YENi KAMUSALLIGIN iKTiSADi VE SiYASi YAPILANISININ YARATTIGI
SORUNLAR

Onur Dursun', Filiz Yildiz*

Giiniimiizde kamusal alan tartigmalar1 hizli bir sekilde devam etmektedir. Kamusal alan, insanlarin birbirleriyle
karsilastiklari, kamusal meselelere iliskin fikir aligverislerinde bulunarak ve tartigmalar yiiriiterek kamuoyunu
olusturduklari bir uzamdir. Geleneksel kamusal alan yaklasimlari, ki 6zellikle Habermasgi1 yaklagim, kamusal
alam bu sekilde temellendirmeye ¢alismaktadir. Iktidar bu uzama sadece bu uzamin giivenligini tesis edebilme
baglaminda miidahale etme hakkina sahiptir. Bunun disinda bu alan, herkesin hicbir baski altinda kalmadan ve
korkmadan kendisini temsil etmesi i¢in iktidardan bagimsiz olmak zorundadir. Fakat tarihsel siireg
incelendiginde, kamusal alanda, kurulusundan giliniimiize bir¢ok sey degismis ve kamusal alan doniigiimler
yasamustir. Giiniimiizde artik farkli bir kamusal alan, kamusallik tartisilmaktadir ki o da Internet tabanli aglarm
olusturdugu kamusal alandir. Fakat bu yeni kamusal alan, yeni olanaklar sundugu gibi birtakim olumsuzluklar
da beraberinde getirmistir.

Internet tabanli aglar, yeni bir kamusal alan olarak nitelendirilmekte ve agir1 bir olumsallikla yaklasilarak,
yarattig1 sorunlar arka plana atilmaktadir. Bu ¢alisma, yeni kamusal alanin, olumsuzluklarina deginerek ideal
bir kamusalliktan beklenenleri neden karsilayamadigi ya da karsilamadig iizerinden bir tartigma yiiriitmeyi
amaclamaktadir. Ozellikle yeni kamusal alanin gerek kiiresel gerekse yerel diizeyde iktisadi ve siyasi yapilanisi
iizerinde durarak, bu giic merkezlerinin, yeni kamusal alan tizerinde kurmus oldugu hegemonyadan kaynakli
kamusal iletisim iizerindeki olumsuzluklarina dikkat ¢ekmeye calisacaktir. Ozellikle sansiir, yayin yasagi,
korku kiiltiirii, erisim engelleri, altyap1 gibi teknik denetim, bireysel ya da kurumsal cezai islemler gibi birgok
resmi ve fiili mekanizma, bu uzami kismen iglevsizlestirerek kamusal alan olma giiciinii zayiflatmistir.

Bu ¢alisma, oncelikle, teknoloji temelli aglarin/kamusal alanin iktisadi (mense, gelir kaynaklari, kiiresel
diizlemdeki ticari hareketlilikleri) ve siyasi yapisina (hem kiiresel hem de yerel dlgekte tabi olduklart yasal
zeminleri) ortaya koyacak ve bagli olduklar gii¢ merkezleriyle iligkileri irdelenecektir. Ardindan elde edilen
bilgilerin, geleneksel kamusal uzamla hangi noktalarda gelistigi ve bdylece kamusal iletisimin 6niinde ne tiirden
engellerin olustugu agiklanacaktir. Ayrica yine iktisadi yapilanislarindan dolay1 bu kamusal alanin, kamusal
alani paylasan herkese ne dlgiide agik oldugu tartisilacaktir.

Anahtar sozciikler: Kamusal alan, yeni kamu, iletisim ve katilim engelleri, teknoloji

DILEMMAS BETWEEN PUBLICITY AND NEW PUBLICITY:

THE ISSUES ARISING FROM ECONOMIC AND POLITICAL STRUCTURING OF NEW
PUBLICITY

Today, the discussions on public sphere are continuing intensively. The public sphere is a space in which people
meet each other and form public opinion by exchanging opinions and discussions on public issues. Traditional
public sphere approaches, especially the Habermasian approach, have tried to ground the public sphere in this
way from the beginning of public sphere debates. Political power has the right to intervene in this sphere only
in the manner of establishing the security of this sphere, and making it accessible for everyone. Apart from that,
this sphere has to be independent from the government/powers because of that everyone is able to represent
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themselves without any pressure or fear. But when we review the historical process, it is so clear that the many
things in this sphere have changed from its foundation to its transformation. Today, a different public sphere,
publicity is discussed, which is the public sphere formed by Internet-based networks. However, this new public
sphere not only offered new possibilities but also cause particular negativities about the ideal one.

Internet-based networks are considered as a new public sphere, and by approaching them with an over-
contingency, the problems they cause are pushed in the background. This study aims to propound a debate on
why the new public sphere could not or does not provide the expectations of an ideal public sphere, by drawing
attention its negativities. Concentrating on to the economic and political structuring of this sphere at both global
and local levels, this study tries to draw attention to the negativity of these powers on public communication
arising from the hegemony established on the new public sphere. Especially many official and de facto
mechanisms such as censorship, media blackout, fear culture, accessing barriers, technical supervision, personal
or institutional criminal proceedings etc., partially make this new public sphere non-functional and weakened
the power of this new sphere.

This study will firstly reveal the economic (origins, income sources, commercial mobility at the global level)
and political structure (legal grounds to which they are subjected at both global and local areas) of networks
which are today called Internet-based public sphere or new public, and their relations with global powers on
which they are depend will be examined. Then, it will be explained at what points the obtained information
contradicts with the traditional public sphere, and what kind of obstacles occur in front of public
communication. It will also be discussed to what extent this public sphere is open to everyone sharing the same
public in the context of its economic structures.

Keywords: Public sphere, new public, communication, accessing obstacles of the new public, technology.
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TOPLUMSAL DEGIiSIiMDE 360 DERECE VIDEONUN OLASI ETKiLERi:

EXILED (2019) VE BEHIND THE FENCE (2016) BELGESEL FILMLERIN
KARSILASTIRMALI ANALIZi

Onder M. Ozdem'

Imge kayit, isleme ve dagitim teknolojisindeki geligmeler, belgesel film yapimcilarina toplumsal amaglar igin
eylemi tegvik edebilecekleri yeni olanaklarm altim gizmektedir. Ozellikle, belgesel filmdeki sanal gergeklik
uygulamalar gibi etkilesimli temsil bi¢imleri, insanlar1 harekete gegmeye tesvik ederek toplumsal degisim igin
bir potansiyel yarattiklar1 iddiast ile ¢ok dikkat cekmistir. Bir belgeselin toplumsal bir etki yaratmasi, genis bir
izleyici kitlesine ulasmadik¢a ve izleyicinin dikkatini ¢ekip, onlar1 harekete gegmeleri icin tesvik etmedikge
beklenmez. Bu baglamda, 360 derece videolarin daha kapsamli ve cazip etkilesimli belgesel uygulamalarina
kiyasla iiretim, islenme ve izlenmesinin daha ulasilabilir ve kolay oldugu belirtilmektedir. Dolayisiyla 360
derece videolar, belgeselin icerigi ile aktif olarak etkilesimde bulunabilecek daha fazla izleyiciye ulasip onlart
bu konuda tegvik edebilir. Biitiin bu tartismalarin 1s1nda bu makale Exiled (2019) ve Behind the Fence (2016)
adli iki belgeselin karsilagtirmali analizine yer verecektir.

Exiled (2019) and Behind the Fence (2016) Myanmar’daki Rohingya halkinin soykirimi ve Banglades’e toplu
gociliyle ilgili belgesellerdir. Exiled geleneksel anlamda bir belgeselken, Behind the Fence 360 derece ¢ekilmis
bir belgeseldir. Yapilan analiz uyarica, 360 derece kamera teknolojisinin kurmaca olmayan filmlere sagladigi
biricik avantajlarin yani sira hem yapim hem de izlenmelerinde bazi dezavantajlarinin da oldugu ortaya
cikmaktadir. 360 kameralar bazi toplumsal durumlarin, toplumsal hareketlerin, ¢atisma ve eylemlerin temsili
icin smursiz goriis acisiyla kaydetme ve gosterme kabiliyetleri sebebiyle uygun secenek olarak diisiiniilebilir.
Ancak kurmaca olmayan filmlerde 360 derece videonun kullanilmis olmasi bu filmlerin gii¢lii bir toplumsal
etkiye sahip olacagi anlamina gelmemektedir.

Anahtar sozciikler: Kurmaca olmayan film, belgesel film, 360 derece kameralar, etkilesimli belgesel,
toplumsal degisim, sanal gerceklik

POSSIBLE EFFECTS OF 360 DEGREE VIDEO ON SOCIAL CHANGE:

A COMPERATIVE ANALYSIS OF THE DOCUMENTARY FILMS EXILED (2019) AND
BEHIND THE FENCE (2016)

Advances in image recording, processing and distribution technology highlight new opportunities for
documentary filmmakers to encourage action for social causes. Especially interactive forms of representation
in documentary film such as virtual reality practices have drawn strong attention due to their claimed potential
for social change through encouraging people to take action. It is difficult to anticipate particular social effect,
unless a documentary reaches huge number of viewers, engage and encourage them to take action. In this
context, it is argued that the production, processing and viewing of 360 degree videos relatively more affordable
and easy compared to more immersive and engaging interactive documentary practices. Thus, 360 degree
videos can reach and encourage more viewers who are expected to actively interact with documentary content.
In the light of all these arguments, this article analyses two documentary films ,Exiled (2019) and Behind the
Fence (2016), through a comparative perspective.

! Dr. Ogretim Uyesi, Baskent Universitesi, Giizel Sanatlar Tasarim ve Mimarlik Fakiiltesi, Film Tasarimi ve
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Exiled (2019) and Behind the Fence (2016) are documentaries related to the genocide of Rohingya people in
Myanmar and mass exodus of Rohingya to Bangladesh. While Exiled is a traditional one, Behind the Fence is
a 360 degree documentary. By analysing those two documentaries, this article asserts that besides the unique
advantages of 360 degree camera technology for non-fiction film, it has also several disadvantages both for the
production and viewing of documentaries. 360 cameras might be the proper option for the representation of
particular social situations, social movements, conflicts and actions due to their ability to record and show in
limitless point of views. However, a powerful social effect should not be expected just due to usage of 360
video in non-fiction films.

Keywords: Non-fiction film, documentary film, 360 degree cameras, interactive documentary, social change,
virtual reality
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KISA FiLM REKLAMLARA YONELIK GOSTERGEBILIMSEL BiR ANALIZ:
DARDANEL TON “UNUTULMAZ TONLAR”

Ozal Karadeniz'

14 Subat 2005 tarihinde YouTube’nin kurulmast, bireysel internet kullanicilarinin kendilerini odyoviziiel olarak
ifade etmelerine imkan verecek alisilmisin diginda bir deneyim sunmaya baslamigtir. YouTube zaman iginde
popiiler hale geldikge, kar amaci giitmeyen bircok kurulus da kendi adina hesap/kanal agmaya baglamistir.
Boylelikle, televizyon kanallarinda yiliksek maliyetle yaymlanan reklamlar gorece diisiik maliyetlerle
yaymlanmaya baslamistir. Ortalama televizyon reklamlarinin stiresinden ¢ok daha uzun, bazen bir kisa film
kadar siiren tanitim filmlerinin reklam verenler tarafindan bu kanallar i¢in 6zel olarak siparis edildigi
goriilmektedir. Bu tiir igeriklerin sayis1 giin gectikce artmaktadir.

Bu calismada yeni bir reklamcilik tiirii olarak degerlendirilen kisa film reklamlar incelenmistir. Caligmada bu
tiir reklamlarin kisa film reklam olarak adlandirilmasinin sebebi hem reklamcilarin bunlart kisa film reklam
olarak adlandirmasindan hem de bu tiir reklamlarin bir kisa filmin tagimasi gereken nitelikleri bilyiik dlciide
tagimasindan ileri gelmektedir. Tiriinin ilk 6rnekleri 2001 yilinda “BMW Movies” baslikli seriyle ortaya
¢iktig1 kabul edilen bu yeni reklam tiirii giderek yaygimlagsmistir. Bu konuda Tiirkiye’deki ilk 6rnek olarak
degerlendirilebilecek olan “Unutulmaz Tonlar” baslikli kisa film reklamlar Peirce’nin kuramindan hareketle
gostergebilimsel analizlere tabi tutulmustur. Caligmanin amaci kisa film reklamlarda kullanilan gostergeler ve
retorigi tespit ederek bunlar1 geleneksel reklamlarda yaygin olarak kullanilan gostergeler ve retorik ile
kiyaslamaktir. Bildigimiz kadartyla, literatiirde kisa film reklam kavramsallagtirmasiyla ilgili bir ¢aligma
yoktur. Bu agidan, bu ¢alisma bir ilk olma 6zelligini tasimaktadir. Son yillarda kargimiza ¢ikan kisa film reklam
kavramsallastirmasi reklamcilik alanindaki uygulayicilara aittir. Bu tiir i¢eriklere genellikle dizi film reklam,
uzun reklam ve viral reklam gibi isimler verildigi goriilmektedir. Bununla birlikte, az sayidaki reklam pratisyeni
ve blogcu gibi igerik {iireticilerinin bu tiir uygulamalar kisa film reklam seklinde kavramsallastirdiklar da
goriilmiistiir. Son olarak, kisa film reklamlarda kullanilan gostergeler ve retorik ile geleneksel reklamlarda
kullanilan gostergeler ve retorigin benzer oldugu; aradaki farkin sadece bigimsel oldugu tespit edilmistir.

Anahtar sozciikler: Kisa film reklam, gostergebilimsel analiz, retorik

A SEMIOLOGICAL ANALYSIS FOR SHORT FILM ADVERTISEMENTS:
DARDANEL TON “UNFORGETTABLE TONES”

The establishment of YouTube on February 14% 2005, has begun to offer an unorthodox experience to enable
individual Internet users to express themselves in audiovisual ways. As YouTube has become popular over
time, many non-profit organizations have started to open official accounts/channels on their behalf too. Thus,
advertisements published on television channels with high costs have started to be published at relatively low
costs in these channels. It is seen that the promotional films, which are much longer than the average television
advertising length, sometimes up to a short film, are ordered by advertisers specifically for these channels. The
number of such contents is increasing day by day.

In this study, short film ads considered as a new type of advertising are examined. The reason why these kind
of ads are called as short film ads in the study is that both the advertisers call them short film ads and that such
ads have the qualities that a short film should has. Ads series of “BMW Movies” appeared in 2001 could be
deemed as first-of-its-kind and has become increasingly widespread ever since. Considered, in this regard, as

! Ogretim Gorevlisi, Sivas Cumhuriyet Universitesi, Iletisim Fakiiltesi, Halkla iliskiler ve Tanitim Béliimii,
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the first example in Turkey, short film ads series “Unforgettable Tones” are examined by using semiotic analysis
from the perspective of Peirce theory. The aim of the study is to identify the signs and rhetoric used in short
film ads and compare them with the signs and rhetoric commonly used in traditional ads. To the extent of our
knowledge, there is no study on short film ad conceptualization in the relevant literature. In this respect, this
study is a first. The concept of short film ad that we have come across in recent years belongs to the practitioners
in the field of advertising. It has been observed that these types of contents are generally tagged as serial film
advertising, long advertising and viral advertising. However, it has also been noticed that a small number of
advertising practitioners and content producers, such as bloggers, conceptualizes such practices as short film
ad. Finally, it is ascertained that the signs and rhetoric used in the short film ads share some similarities with
those used in traditional ads and they only differentiate in the form of ads.

Keywords: Short film ad, semiological analysis, rhetoric
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CONFRONTING HISTORY, REPAIRING MEMORY (IES):

POLITICS AND AESTHETICS OF RECYCLING IMAGES IN PAYS BARBARE,
GULYABANI AND SANS SOLEIL

Ozge Erbek Kara'

From industrial production to hybrid artistic creations, the practice of recycling pre-existing moving images has
gained interest in the last decades, manifesting in many forms (mash-up, compilation, collage, appropriation
etc.), and turned to be a common practice in the digital era. While increasing global circulation of film fragments
and transmedial migrations of images along with the expansion of digital databases and archives, rapidly
changing visual culture and media landscape do not necessarily always indicate developing consumer culture
and mass media enterprise. Following a long lineage of avant-garde film tradition of recycling moving images,
some essayist filmmakers respond to the need for alternative approaches and techniques of handling found
footages and archival materials between which the distinction tends to become blurry while they are getting
widely accessible and available for conventional and commercial uses and re-uses.

Revisiting archives and reinvestigating found footages within an art form might inaugurate new historiographic
experiences, provide new ways to recontextualize the images of the past and therefore, to rethink the
connections between history and cinema. Essay film form in particular, combining theory and practice, can
even be considered as a critical model of methodological approach not only making history but also interpreting
it. These issues are discussed in this study in relation to three films selected as representatives of creative
recycling archival images in a non-transparent manner: Pays Barbare (Yervant Gianikian & Angela Ricci
Lucchi, 2013), Gulyabani (Giircan Keltek, 2018) and Sans Soleil (Chris Marker, 1983).

Each of above mentioned audio-visual essays, referring to particular historical contexts at different levels, are
characterized, as it is argued, by a Foucauldian sense of understanding archive as social practice that functions
as an archeology of knowledge. We retrace the possibility of an historical thought and sensibility emerging
through these archival film practices which provide critical modes of producing knowledge about the past and
invent new forms of temporality through filmic means, challenging traditional approaches and hegemonic
narratives of history.

By exploring and distinguishing different modes of discursive and aesthetic strategies adopted in these films,
film analysis would permit to demonstrate how essayistic and experimental film forms might mobilize archival
images beyond pre-existing narratives to invent figurative ways to make possible an encounter between the past
and the present (Pays Barbare), turn archival aesthetics into an affective mode of experiencing the past as a
form of critique (Gulyabani) or put into question historical thought itself, by initiating an epistemological
inquiry into the links between history, memory and media images.

Keywords: Essay film, found footage, archival images, historicity, memory
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SAGLIK iLETiSIMINDE UNLULER

Ozgiir Kiling'

Saglik alanina yonelik farkindalik olusturma, bilgi sunma ve saglik kurumlari ile kurum ig¢i ve dis1 paydaslar
arasinda iligki ingas1 amaci tasiyan saglik iletisimi birtakim halkla iligkiler kampanyalar1 ve programlari temel
alinarak yiirtitiilebilir. Dijital iletisim; halkla iligkiler, reklamecilik ve pazarlama iletigimi gibi kurumsal iletisim
uygulama alanlarim etkiledigi kadar saglik alanina yonelik iletisimsel uygulamalari da etkilemistir. Internet’in
ikinci evresi olarak nitelendirilen Web 2.0 ile birlikte kullanicilar gesitli igerikler olugturabilmekte, kurumlar
ile etkilesime gegebilmekte ve dijital iletisim siirecine dahil olabilmektedir. Saglik kurumlari, ilgili paydaslara
yonelik saglik igerikleri sunarken kisilerarasi iletisimin, kitle iletisiminin yani sira sosyal iletigim
platformlarindan da yararlanmaktadir. Dijital saglik igeriklerinin yani sira saglik alanina yonelik iletisimsel
faaliyetlerde dne ¢ikan unsurlardan biri de iinlii bireylerdir. Ozellikle reklamcilik alaninda belirgin olan iinlii
kullanimi, halkla iligkiler uygulama alanlarinda da belirgin bir nitelik kazanmistir. Pazarlama amacli halkla
iliskilerin yani sira bir diger halkla iliskiler uygulama alani olan kurumsal sosyal sorumluluk faaliyetlerinde
iinlilerin kampanya siirecine dahil oldugu goriilmektedir. Saglik iletisiminin, halkla iliskiler boyutu
diistiniildiigiinde paydaglart bilgilendirmenin, paydaslar ile iliski kurmanin ve tutuma yonelik birtakim
degisimler olusturmanin 6nemli oldugu sdylenebilir. Bahsi gegen faaliyetlerde inliiler de yer almaktadir.
Ozellikle Covid-19 déneminde {inliilerin sosyal medya platformlarinda birtakim video igerikler ve saghk
alaninda uzmanlarin katilimi ile paydaslar bilgilendirici igerikler olusturduklari goriilmiistiir. Caligmada,
Covid-19 siirecinde Diinya Saglik Orgiitii’niin hastaliga yonelik bilgilendirme faaliyetinde {inliilerin yer
almasma odaklanilmistir. Bu baglamda YouTube’da yer alan bir program, “anlam transfer modeli”
cergevesinde degerlendirilmistir.

Unliiler ile saglik alamindaki uzmanlarin dijital bir saglik iletisimi iceriginde ya da saghk iletisimi
kampanyasinda bir araya gelmesi iletisimde kaynak giivenirligi agisindan énem tasimaktadir. Unliilerin sosyal
acidan etkili olma egiliminde olduklar diisliniildiigiinde mesajin ikna ediciligi baglaminda saglik iletisimi
kampanyalarinda ve igeriklerinde inliilerin yer almasmin onemli oldugu belirtilebilir. S6z konusu
kampanyalarda ve iceriklerde yer alan {inliiye yonelik giivenin de 6ne ¢ikan bir unsur oldugu ifade edilebilir.
Bu dogrultuda McCracken’in (1989) gelistirdigi “anlam transfer modeli” halkla iliskiler kampanyalarina ya da
saglik iletisimi programlarina uyarlanabilir goriinmektedir. Modele gore, ilk adimda {nliiniin etkileyici
rollerinde baglayan anlam, {inliiniin kendisinde bulunmakta; ikinci adimda {inliiniin anlamy, {irine aktarilmakta;
ticiincli adimda ise anlam, iirtinden tiiketiciye tasinmaktadir. Bahsi gegen model, saglik iletisimi programlarina
uyarlandiginda ilk adimm yine {inlii bireyin kendisine 6zgii nitelikler oldugu; ikinci adimda {inliiye 6zgi
niteliklerin bir hastalia yonelik farkindalik olusturma, bilgilendirme ya da davranigsal bir degisime
uyarlanabilecegi; iigiincii adimda ise s6z konusu nitelikler araciligi ile olusan anlamlarin tutumun biligsel,
duygusal boyutu ya da davranigsal bir degisim aracihig1 ile paydas grubuna aktarilabilecegi belirtilebilir. Unlii
bireyin pandemi doneminde iki uzmanin katilimryla canli yaym seklinde YouTube’da gergeklestirmis oldugu
programin, saglik iletisiminde {inlii bireylerin ilgili paydaglar1 bilgilendirme ve paydaslarda birtakim
davranissal degisimlere yol agma kapsaminda araci bir rolii bulundugu sdylenebilir. Dolayisiyla {inliilerin,
kamunun saglik kararlar1 izerinde etkisi oldugundan (Dean, 2016: 753) bu bireylerin etkilerinden yararlanilarak
saglik farkindaligi iletisimi gliglendirilebilir (Mututwa ve Matsilele, 2020: 13).

Anahtar sozciikler: Saglik iletisimi, iinliiler, dijitallesme, sosyal medya, anlam transfer modeli
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CELEBRITIES IN HEALTH COMMUNICATION

Health communication, which aims to raise awareness, provide information and build relationships between
health organisations and internal and external stakeholders, can be conducted on the basis of several of public
relations campaigns and programs. Digital communication has affected corporate communication practices such
as public relations, advertising and marketing communications as well as communicative practices for the health
field. With Web 2.0, which is described as the second phase of the Internet, users can create various content,
interact with organizations and be involved in the process of digital communication. Health organisations while
providing health content for relevant stakeholders benefit from social communication platforms besides
interpersonal communication and mass communication. In addition to digital health content, one of the
prominent elements in communicative activities in the field of health is celebrity individuals. The use of
celebrities, which is especially prominent in the field of advertising, has also become prominent in public
relations practice fields. In addition to marketing public relations, it is observed that celebrities are also involved
in the campaign process in corporate social responsibility activities, which is another field of public relations
practice. Considering public relations dimension of health communication, it can be said that it is important to
inform stakeholders, to establish relationships with stakeholders and to create some changes in attitude.
Celebrities also take part in the aforementioned activities. Especially in the period of Covid-19, it has been
observed that celebrities have created various video content on social media platforms and informative content
for stakeholders with the participation of experts in the field of health. In the study, it was focused on the
involvement of celebrities in the World Health Organization’s disease-related informational activity during the
Covid-19 period. In this context, a program on YouTube was evaluated within the framework of the “meaning
transfer model.”

Gathering celebrities and health experts in a digital health communication content or health communication
campaign is important in terms of source reliability in communication. Considering that celebrities tend to be
socially influential, it can be stated that it is important to include celebrities in health communication campaigns
and content in the context of the persuasion of the message. It can be stated that the trust towards the celebrities
in these campaigns and content is also a prominent factor. In this direction, McCracken’s (1989) “meaning
transfer model” seems to be adaptable to public relations campaigns or health communication programs.
According to the model, the meaning that begins in the dramatic roles of the celebrity in the first step is found
in the celebrity his/herself; in the second step, the meaning of the celebrity is transferred to the product; in the
third step, the meaning is carried from the product to the consumer. When the aforementioned model is adapted
to health communication programs, it can be stated that the first step is again that the celebrity individual’s own
characteristics; in the second step, celebrity-specific characteristics can be adapted to raise awareness, inform
or behavioural change towards a disease and in the third step, the meanings formed by the present characteristics
can be transferred to the stakeholder group through the cognitive, affective dimension of the attitude or a
behavioural change. It can be said that the program, which was organized by the celebrity on YouTube in the
form of live broadcast with the participation of two experts during the pandemic period, has an intermediary
role in the scope of informing the relevant stakeholders in health communication and causing some behavioural
changes in the stakeholders. Therefore, since celebrities have an impact on the public’s health decisions (Dean,
2016: 753) health awareness communication can be strengthened by taking advantage of the effects of these
individuals (Mututwa & Matsilele, 2020: 13).
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HABER TWEETLERINDE KADIN CINAYETLERININ CERCEVELENMESI:
SANSASYONELLESTIRME Mi RUTINLESTIRME Mi?

Ozlem Akkaya'

Medya kadin cinayetlerinin altindaki mizojenist sdylemlerin pekistirilmesinde bir rol oynar. Bu acgidan haber
medyasi elestirel bir sorgulamayi hak eder. Yakin zamanda iilke ¢apinda kadin cinayetleri oranlarindaki
dramatik artislardan dolay1 bu cinayetler sik islenen haber konularmmdan biri olmustur. Ayrica kadin
cinayetlerinin sira digilik, catisma ve insani ilgi gibi geleneksel haber degerlerini tasidigi disiiniiliir, ki bu
konunun ele aliniginda sansasyonel bir tarzin kullanimini tegvik eder. Ancak biitiin kadin cinayetleri esit 6lgiide
haber degerine sahip goriilmez. Mega cinayetler kadin cinayetleriyle ilgili toplumsal algiy1 sekillendirirken,
“rutin” vakalar fazla glindemde kalmaz ve genellikle “yine bir kadin cinayeti” gibi bir mansetle haberlestirilir.
Bu haber yazim tarzi kadin cinayetlerini siradan bir vaka olarak normallestirmekle elestirilir. Ancak bu tiir bir
rutinlestirme de hi¢c yoktan var olmamistir, aksine feminist hareketin bir basarisidir ve hareket kadin
cinayetlerine kars1 miicadelesinde, sosyal medyanin &zellikle 6nemli bir haber mecrasi olarak Twitter’in
sundugu olanaklardan biiytik dl¢lide yararlanmustir.

Twitter’mn baslica kullanim alanlarindan biri haber sitelerine uzanan bir aktarim kanali olmasidir. Ancak bugiin
kullanicilar giderek artan sekilde haberleri sadece Twitter’dan almaktadir. Bu, haber tweetlerinin kullanicilarin
dikkatini yakalayacak sekilde uyarlanmasi ihtiyacini arttirmigtir. Ayrica yerli online haber medyasinin yerli
olmayanlara kiyasla sosyal medya metriklerine daha 6nem verdigi de séylenmektedir. Bunun yani sira, yerli
online haber medyasi, kullanicilarin katilimina agikliga daha fazla deger verdigi i¢in, feministlerin kadin
cinayetleri lizerine sdylediklerine daha duyarli olabilir.

Bu calismada, hem kadin cinayetlerinin Twitter’da haberlestirilmesinde goriilen egilimler hem de sosyal
medyanin bir biitlin olarak haberin sdylemi {iizerindeki etkileri hakkinda iggdriiler saglamak amaciyla,
Tiirkiye’deki evlilik i¢i bir kadin cinayetinin yerli olan ve olmayan haber medyasinin haber tweetlerinde nasil
cergevelendigi karsilagtirmali bir perspektiften incelemistir. S6z konusu vaka, 13 Haziran 2020’de Bursa’da
gerceklesmistir ve fazla giindemde kalmamistir. Yine de cinayetin kadin kurbanin cesedinin ¢ocuklart
tarafindan bulunmasi gibi bazi unsurlari, haberi, sansasyonel bir dilin kullanimina uygun hale getirmistir. Haber
tweetleri olayin oldugu gilin arasgtirmacinin kendisi tarafindan toplanmistir. Arastirmada, 6nce hangi haber
mecralan tarafindan yayinlandiklarina, kullanilan hashtaglere ve ne kadar ilgi gordiiklerine bakilmistir.
Ardindan altlarinda yazan ideolojiyi kaziyip ¢ikartmak amaciyla, su sorular sorulmustur: Haber tweetleri
toplumsal m1 yoksa epizodik bir cercevemi kullaniyorlar? Kadin cinayetlerini normallestirme egilimi
sergiliyorlar mi1? Cinayetle ilgili kii¢iik ayrintilar1 vermek vb. yollara cinayeti sansasyonellestirme egilimi
gosteriyorlar mi1? Kadin kurbani sug¢lama egilimi goriiliyor mu? Ayrica, ¢aligmada haber tweetlerinin erkek
cinayet zanlistmm nasil sundugu da incelenmistir. Calismada haberin islenisinde genel olarak
sansasyonellestirmenin rutinlestirmeye gore daha belirgin oldugu, bununla birlikte yerli olmayan online haber
medyasinin yerli medyaya gore haberi hem rutinlestirme hem sansasyonellestirme egiliminin az da olsa daha
yiikksek oldugu gorilmiistiir. Ancak her iki tir medyada da ozellikle cinayetin, zanlinin ve kurbanin
tanimlanmasinda kadin cinayetlerine dair feminist sdylemlerin etkileri de gdzlemlenmistir.

Anahtar sozciikler: Feminizm, kadin cinayetleri, haber tweetleri, Twitter, ¢evrimigi gazetecilik
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FRAMING OF FEMICIDE IN NEWSTWEETS: SENSATIONALIZATION OR
ROUTINIZATION?

The media play a role in strengthening misogynist discourses underlying femicide. News media deserve critical
inquiry in this respect. Recently, femicide has been a frequently covered news topic, due to dramatic increases
in femicide rates across the country. Also, femicide is accepted to carry the conventional news values of
unusualness, conflict, and human interest, encouraging the use of a sensational style in its coverage. But not all
cases of femicide are deemed equally newsworthy. Whereas mega murders are implicated in the social
understanding about femicide, “routine” cases do not stay in the limelight much and are usually covered with a
headline like “Another femicide again.” This newswriting style is criticized for normalizing femicide as an
ordinary occurrence. Still, such routinization has not come out of blue. Instead, it is an achievement of the
feminist movement, and in its struggle against femicide, the movement has largely enjoyed opportunities the
social media, particularly Twitter as an important news driver, provide.

One of Twitter’s main uses is to be a conduit to news websites. However, today users are increasingly accessing
news only through Twitter. This has increased the need for tailoring news tweets for grabbing users’ attention.
It is also argued that native online news media pay more attention to social media metrics than non-native ones.
Besides, as native online news media value openness towards users’ participation, they might be more
welcoming to what feminists say about femicide.

This study will compare and contrast how the news-tweets by non-native and native online news media framed
a particular case of marital femicide from Turkey, with the aim of providing insights both to current tendencies
in the coverage of femicide on Twitter and to the way social media influence the overall news discourse. The
case occurred in a western Anatolian city, Bursa, on June 13, 2020 and did not stay under the spotlight much.
Still, certain aspects of the murder, such as that the victim’s body was found by her small children, made it
suitable for the use of a sensationalist language. The news-tweets were collected by the researcher on the day
the killing took place. In the study, first they were examined to see what news outlets they came form, what
hashtags they included, and how much active attention they received. Then in order to unearth the ideology
lying behind them, the following questions were asked: Did the news-tweets use a social frame or episodic
frame? Did they tend to normalize femicide? Did they sensationalize it such as by giving minute details about
the murder? Did they tend to accuse the female victim? Also, the study questioned how the news tweets
portrayed the male murderer. The study found out that sensationalization was more a powerful tendency than
routinization in the overall coverage, yet non-native online news media demonstrated a slightly higher tendency
both to sensationalize and routinize the case. Still, effects of feminist discourses were found in both types of
media, particularly in the definitions of the murder, murderer, and the victim.

Keywords: Feminism, femicide, news tweets, Twitter, online journalism
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UNLU ETKIiSI KULLANIMI CERCEVESINDE PANDEMI ILETISIMI:
INSTAGRAM MiKRO UNLULERIi UZERINE BiR INCELEME

Ozlem Asman Alikilic', Asuman Ozer’

Bilinen tarihin baglangicindan bu yana siirekli gelisen iletisim ve araglari, toplumu ilgilendiren énemli durum
ve zamanlarda 6nemini artirmistir. Bu durum 6zellikle travmatik olaylarda (6rn; savas, dogal afetler, salgin vb.)
iletisimin toplumsal 6nemi ve tartigmasiz etkisini ortaya koymaktadir (Potter, 2009). Travmatik olaylarin diinya
tarihinde vaka buldugu donemlerde dezenformasyonun, eksik bilginin kamuoyuna sunulmasi, sadece bireyleri
degil toplumlar1 da son derece olumsuz etkilemektedir. 2020 yilinda Cin’in Wuhan eyaletinde ortaya ¢ikan
Covid-19 salgim elbette ki diinyanin yasadig1 ilk ve son travmatik olay degildir. Ozellikle diinya saghgmi ve
insanlig1 tehdit eden dnemli salgin ve biiyiik hastaliklar insanlik tarihi kadar eskidir. Veba, Kolera, Ispanyol
Gribi, Domuz gribi, Sars gibi diinyay1 tehdit eden biiyiik salginlar sadece ge¢cmiste degil modern gagda da
toplum, devlet ve siyasi erklerin korkulu riiyas1 halini almistir.

Ozellikle pandemi dénemlerinde iletisim ve onu ydnetmek, salginla miicadele etmek kadar zordur (Abraham,
2011). Hele ki giiniimiiz iletisim teknolojilerinin toplumlarda bilgiye ulagsmak kadar, dezenformasyon ve
manipiilasyonu da bir o kadar kolay bir hale gelmistir. Eve kapanilan donemde bilgi erisiminde yiiz yiize iletigim
yerine birincil kaynak haline gelen sosyal medya uygulamalari, kullanicilarin pandemide neler yapmasi
gerektigi ile ilgili kullandiklar1 bir rehber haline gelmistir (Kirik & Ozkogak, 2020). Siiphesiz bu donemde
bireyler dogru bilgilenmek, kendilerini koruyabilmek, uzmanlarin tavsiyelerini uygulamak, sakinliklerini
korumak i¢in saglikli ve dogru bilgiye oldugu kadar toplumdaki kanaat 6nderlerinin tavsiyelerine de ihtiyag
duymaktadir. Pandemi doneminde, sosyal medyanin yol gosterici 6zelligi kazanmasiyla, kanaat 6nderi haline
gelen fenomenler (mikro-iinliiler) etkili olmaktadir (Yaylagiil, 2017). Bireyleri etkileyerek, onlar iizerinde
davranis degisikligi saglayabilme potansiyelleri olan mikro {inliilerin (Gémez, 2019), Covid 19 doneminde
yapilmasi gerekenler ile ilgili icerikler iirettikleri ve evde kalma, sosyal mesafe kurallarina uyma, maske takma
gibi konularda etiketler aracilig1 ile farkindalik yaratarak takipgilerini bilgilendirme, uyarma, yonlendirme ve
hatta olumlu davranis degisikligi gelistirmeyi amacladiklar1 gozlemlenmistir.

Buradan yola ¢ikilarak hazirlanan bu ¢alismada amag, Tiirkiye’de en ¢ok tercih edilen sosyal aglardan biri olan
Instagram’daki mikro tinliilerin salgin doneminde Covid 19°1a alakali igeriklerini 6l¢mek, pandemi iletisimini
sosyal medya aracilig1 ile nasil gergeklestirdiklerini analiz etmektir. Caligmanin kavramsal ¢ercevesi, ¢alisma
amacina uygun olarak; {inliilerin medya iizerinden bireyler iizerindeki etkisini inceleyen “Unlii Etkisi Modeli”
(Brown & Basil, 1995; Brown & Fraser, 2004) iizerinden gelistirilmis ve Instagram iizerinde (Tiirkiye’de 2019
yilinda etki giicii skoruna gore) ilk on siraya yerlesmis mikro-iinliiniin pandemi dénemindeki paylasimlari
analiz edilmistir. Arastirma kapsaminda Tiirkiye’de karantinanmn bagladigi tarih olan 16 Mart 2020 tarihinden
itibaren karantinanin sona erdigi 1 Haziran 2020 tarihine kadar olan 2,5 aylik donema ait mikro {inlii igerikleri
incelenmistir. Mikro tinliilerin karantina déneminde yaptiklar1 paylasimlarin %68,4’tiniin Covid-19 ile ilgili
oldugu; sponsorlu gonderilerinin %24,7 oraninda kaldigini; pandemiyle ilgili kullandiklar iletisim dilinin
%48,5 ile en ¢ok mizahi dil oldugu; karantina déneminde paylasilan gonderilerin %83,9’unun i¢ mekanda
paylasildig1 %36,6 ile en ¢ok “hayat tarz1” ile ilgili paylasim yaptiklari; karantina déneminde takipgilerine
%40,7 ile en ¢ok “eglenme” degerini sunduklari; bu dénemde iistlendikleri temel roliin de en ¢ok %34,8 ile
eglendirme rolii oldugu belirlenmistir.

Anahtar Sozciikler: Pandemi iletisimi, Unlii Etkisi Modeli, Covid-19
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PANDEMIC COMMUNICATION WITHIN THE USE OF CELEBRITY INFLUENCE
MODEL: EXAMINING MICRO CELEBRITIES’ INSTAGRAM ACCOUNTS

Since the beginning of the existing history, communication and its tools have increased its own value in
important situations and times that concern society. This importance reveals the social importance and
undisputed impact of communication, especially in traumatic incidents (war, natural disasters, epidemics, etc.)
(Potter, 2009). In times when traumatic events found cases in world history, the presentation of disinformation
and incomplete information to the public affects not only individuals but also societies extremely negatively
(Abraham, 2011). The Covid 19, which occurred in Wuhan province of China in 2020, of course it is not the
first and last traumatic situation that the world has experienced. In particular, epidemics and diseases that had
threaten world health and humanity; they are as old as human history. Major epidemics threatening the world
such as Plague, Cholera, Spanish Flu, Swine Flu, Sars have become the fearful dreams of society, state and
political powers not only in the past but also in the modern age. Communication and managing this
communication during pandemic are as difficult as fighting with pandemic.

Due to the extreme dimensions brought by today's communication technologies to societies, disinformation and
manipulation of information have become as easy as reaching information. Social media, the primary sources
of access to information, instead of face-to-face communication during the pandemic, have become a guide that
individuals use about what needs to do in the pandemic (Kirik & Ozkogak, 2020). Undoubtedly, in pandemic,
individuals need healthy and correct information as well as the advice of opinion leaders in the society in order
to be informed correctly, to protect themselves, to apply the advice of experts and to maintain their calmness.
During the pandemic period, due to the guiding nature of micro celebrities in social media, they became
effective opinion leaders (Yaylagiil, 2017). It has been observed that; micro-celebrities, who have the potential
to influence and change behavior on individuals (Gomez, 2019), have produced content about what to do during
the outbreak. It has been also observed that they aim to inform, warn, direct their followers and even develop
positive behavioral changes by raising awareness on subjects such as staying at home, obeying social distance
rules, wearing masks.

From this perspective, the purpose of this study is to measure the micro celebrities’ content related to Covid 19
in the most preferred social network Instagram, and to analyze how they carry out pandemic communication on
Instagram. For this purpose, the conceptual framework of the study was developed from “Celebrity Influence
Model” (Brown & Basil, 1995; Brown & Fraser, 2004) that examines the effects of celebrities on individuals
through the media. Within the scope of this research, from March 16 (as the beginning of the commencement
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of quarantine in Turkey) to June 1, 2020 (as the date of the end of the quarantine period), the contents of top
ten micro celebrities (according to influence score in Turkey in 2019) were examined, in a 2.5-month period.
Results show that 68.4% of the posts made by micro celebrities during the quarantine period are related to
Covid 19; their sponsored posts were remained at 24.7%; they mostly preferred “humorous language” (with
48.5%) in their Covid 19 posts; 83.9% of the posts shared during the quarantine period were shared “indoors”
and “lifestyle” content with a 36.6% share was in the first place; they offered the most “fun” value to their
followers with 40.7%; and it was determined that the main role they assumed in this period was “entertaining”,
with 34.8%.

Keywords: Pandemic Communication, Celebrity Influence Model, Covid-19
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LOCAL JOURNALISM IN THE DIGITAL ARENA: CHALLENGES AND QUESTIONS -
THE CASE OF GREECE

Pantelis Vatikiotis'

Local media promote in practice the realization of the very principles of diversity and pluralism within a specific
social context (community), promoting communicative exchange and social action; in this context, a
‘community’ realizes the reproduction and representation of its shared interests.

Historically, the technical possibilities of broadcasting enabled the local context as the battlefield of challenging
the top-down, uniformistic system of mass communication, reflecting on and addressing particular common
interests — local, regional, cultural and specific group (minority, ethnic, elderly, unemployed, etc.) ones.

The digital era sets further challenges for local media and journalism, in addition to the support of decentralizing
practices in demographic, linguistic, and cultural terms. The interaction between digitally mediated and non-
mediated forms of communication in the local context shifts the interest from the prospective changing of the
communication structures to the very perspective and normative practices of the local public sphere it
accommodates.

Getting information and news in the high-choice, digital media environment is largely at issue; several concerns
have been raised regarding the spread of ‘fake news’ and the creation of ‘echo chambers’ — the circulation of
certain ideas and information where individuals reinforce existing beliefs and preferences. The context of the
local media, the specific audience they apply to and their interplay with social networks of strong social ties in
the transformation of individual experience into public collective experience, constitutes a vibrant terrain of
investigating practices and processes of disinformation, selective exposure, fragmentation and segregation.

The paper is part of a larger ongoing research project on ‘Local media in Greece: challenges and limitations in
the digital era’, which explores the development of the local public sphere, in terms of mapping digital local
media, analyzing practices of digital local journalism, and evaluating public’s engagement with the digital
material (political information and news) in the specific context. In the current analysis the paper probes in
specific into the following research questions: a) how do local journalists deal with issues related to
disinformation and fake news in the demanding and pressured digital environment? b) how do local
communities perceive and reflect on the coverage of related public issues in digital terms?

To answer these questions the paper draws on in-depth interviews conducted with local journalists across the
different regions in Greece, as well as on focus group sessions with citizens of the respective regions who
consume/use local digital media to access and exchange specific/local types of information and news. The
analysis of the findings will evaluate the extent to what local digital media elevate local voices, stories, and
agencies in a comprehensive way, preventing disinformation processes; and, whether the local context, along
with its ‘solid’ offline social networks, facilitates, or not, the exposure of the audience/users in different and
conflicting perspectives, inciting thus diversity and change.

Keywords: Local journalism, community, public sphere, dis/mis-information, digital media
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HABER URETIMi VE DAGITIMI BAGLAMINDA TiKTOK UYGULAMASI NE VAAT
EDiYOR?

Recep Unal', Alp Sahin Cigeklioglu?

Basili medyanm habere erisim igin kullanimmin giderek geriledigi giiniimiizde, Internet ve sosyal medya
platformlart kullanicilarin habere erisimi agisindan ilk sirada yer almaktadir. Haber kuruluglar ve gazeteciler
ise yasanan bu degisime uyum saglamaya galigmaktadir. Artan mobil cihaz kullanimiyla birlikte, mobil haber
tiiketiminin de artmasi sonucu medya platformlari, daha ¢ok mobil cihazlardan erisim saglanan sosyal medya
platformlart i¢in yeni haber formatlari denemektedir. Bu denemeler; platformlara 6zgii igeriklerin {iretimini
saglayacak yetkin kigilerin istihdami, biitge sorunlar1 ve zaman yonetimi gibi birgok sorunla da kars1 karsiya
kalmaktadir. Literatiirde bu kapsamda daha ¢ok, Twitter, Facebook ve Instagram platformlari ele alinirken;
cogunlugunu ¢ocuklar ve genglerin olusturdugu ve aktif kullanici sayist bir buguk milyar1 gecen TikTok ve
haber ile iliskisini ele alan ¢aligmalar yeteri kadar bulunmamaktadir. Merkezi Cin Halk Cumhuriyeti’'nde
bulunan ve 2016 yilinda kurulan TikTok, her gecen giin artan kullanici sayisi, kendisine 6zgii igerik tiirleri,
kullanicilarina hazirlayacaklar icerikleri icin 6zel efektler, miizikler ve birgok diizenleme araglart sunan bir
video paylasim uygulamasidir. Kullanicilar, uygulama iizerinden olusturulan popiiler akimlara karsilik olarak
15-60 saniye araliginda videolar iiretmekte, bu videolar1 paylasip, yorum yapabilmekte, mesajlasabilmekte ve
canli yayin agabilmektedir. Artan kullanici sayisi, kamuyounu yakindan ilgilendiren konularin odaginda yer
almasi, haber kuruluslari ve gazetecilerin platformda yer almaya baglamasi ve habercilik alaninda yeni bir ortam
yaratmas1 nedeniyle TikTok, iizerinde degerlendirilme yapilmasi gereken 6nemli bir sosyal medya platformu
olarak karsimiza ¢ikmaktadir. Calismada, platformda yer alan haber kuruluslarinin profilleri ve paylagimlart
iizerine bir igerik analizi gergeklestirilmistir. Analiz sonuglarina gore platformda 60 adet haber kurulusu yer
almaktadir. En ¢ok takipgi, icerik ve begeni sayisina spor kategorisinde haber kuruluslar1 ulasmistir. Platformda,
en ¢ok aktiiel haber kategorisinde yayin yapan kuruluslar yer almaktadir. TikTok’da en ¢ok haber kurulusu olan
iilke ise Amerika Birlesik Devletleri’dir. Platformda Tiirkiye’den dort adet haber kurulusu bulunmaktadir.
Sonuglar, TikTok’un haberciler ve haber kuruluslari i¢in heniiz bir deneme alani oldugunu ve artan kullanim
oranlariyla birlikte habercilik adina 6nemli bir potansiyel tagidigini ortaya ¢ikarmaktadir.

Anahtar sozciikler: Sosyal Medya, TikTok, Habercilik

WHAT DOES TIKTOK APPLICATION PROMISE IN THE CONTEXT OF NEWS
PRODUCTION AND DISTRIBUTION?

Internet and social media platforms are in the first place in terms of access to news by users, as the use of printed
media for access to news is gradually decreasing. News organizations and journalists try to adapt to this change.
With the increasing use of mobile devices, as a result of the increase in mobile news consumption, media
platforms are trying new news formats for social media platforms that are accessed mostly from mobile devices.
These trials; also faces many problems such as the employment of competent people who can produce platform-
specific content, budget problems and time management. In the literature, Twitter, Facebook and Instagram
platforms are mostly discussed in this context. There are not enough studies dealing with TikTok and news,
where users are mostly children and young people and whose active users exceed one and a half billion. TikTok,
headquartered in the People's Republic of China and founded in 2016, is a video sharing application that
provides users with increasing number of users, unique content types, special effects, music and many editing
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tools for their content. Users can produce videos between 15-60 seconds in response to popular streams created
through the application, share these videos, comment, message and open live broadcasts. TikTok stands out as
an important social media platform that needs to be evaluated, due to the increasing number of users, its being
at the center of the issues that are closely related to the public, news organizations and journalists starting to
take place on the platform and creating a new environment in the field of journalism. Internet and social media
platforms are in the first place in terms of access to news by users, as the use of printed media for access to
news is gradually decreasing. News organizations and journalists try to adapt to this change. With the increasing
use of mobile devices, as a result of the increase in mobile news consumption, media platforms are trying new
news formats for social media platforms that are accessed mostly from mobile devices. In the study, a content
analysis was carried out on the profiles and shares of news organizations on the platform. According to the
analysis results, there are 60 news organizations on the platform. News organizations reached the highest
number of followers, content and likes in the sports category. On the platform, there are organizations that
broadcast the most in the current news category. The country with the highest number of news organizations in
TikTok is the United States of America. There are four news organizations from Turkey on the platform. The
results reveal that TikTok is still a testing ground for reporters and news organizations and has a significant
potential for journalism with its increasing usage rates.

Keywords: Social Media, TikTok, Journalism
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INTERNET GAZETECILiGINDE NEFRET SOYLEMININ GORUNUMU

Rengim Sine Nazh', Arzu Kalafat Cat?

Internetin hayatimizin her asamasinda yiikselise gecmesiyle birlikte basili gazetelerin tirajlarinda 6nemli dlgiide
azalma olmustur. Oyle ki bugiin Z kusagina gazete ve haberin ne oldugu soruldugunda alman cevaplarda
neredeyse basili gazete hi¢ yer almamaktadir. Geleneksel basin ve Internet gazetelerinde kasith iiretilen ve
mesleki etik nosyonlarini yok sayan en biiylik problemlerden biri haberlerde iiretilen “nefret sdylemi”dir.
Egitici, ogretici ve yonlendirici islevleri olan gazetelerde iiretilen nefret sdylemleri sonucunda diismanlik
tohumlar ekilmektedir. Nefretin soylemin disina ¢ikarak siddetle sonuclanabiliyor olusu ise bu tarz haberlerin
ne denli tehlikeli olabilecegini gostermektedir. Nefret sdyleminden iiretilen haber igeriklerinin Internet
gazetelerinde nasil sunuldugunun tespit edilmesinin amaglandigi bu ¢aligmada, tesadiifi 6rneklem yontemiyle
sekiz Internet gazetesi belirlenmis (ntv.com, yeniakit.com, haber7.com, cumhuriyet.com, superhaber.tv.’de,
sabah.com, birgiin.net, ensonaber.com) ve bu gazeteler 16.08.2020-22.08.2020 tarih araligin1 kapsayan bir
haftalik siire boyunca incelenmistir. Nefret soylemine 6rnek olusturdugu belirlenen haberler kategorize edilerek
tablolastirilmis ve nefret sdylemine tipik 6rnek olusturan haberler séylem analizi yoluyla incelenmistir. Ayrica
caligmada nefret sOylemine tipik Ornek olusturan haber metinleri elestirel sdylem analizi ydontemiyle
incelenmistir. Cogunlukla “biz” ve “onlar” ayrimi {izerinden yapilandirilan nefret séyleminin &znesi olarak
isaret edilen topluluk ya da kisilerin “6teki” olarak nitelendirildigi haberlerin elestirel sdylem analizine tabii
tutulmas1 sonucunda nefret sdyleminin tiirii belirlenmek istenmistir. Calisma siiresince incelenen bir haftalik
tarih aralifinda ntv.com 'da 2, yeniakit.com’da 4, haber7.com’da 7, cumhuriyet.com’da 4, superhaber.tv.’de 4,
sabah.com’da 11, birgiin.net’de 4, ensonaber.com’da 10 olmak {izere toplam 46 haberde nefret sdylemi tespit
edilmistir. Tespit edilen haberlerde one ¢ikan nefret sdylemi kategorisinin Siyasal Nefret Soylemi oldugu
gozlenmigstir. Ayrica haberlerde yer alan bu séylemlerin Diismanlik/Savas Soylemi, Kiifiir/Hakaret/Asagilama,
Abartma/Yiikleme/Carpitma gibi temel nefret tiirleri ekseninde olusturuldugu elde edilen sonuclar arasindadir.
Calismada dikkat gekici bir diger sonug da Alexa verilerine gore Tiirkiye’de en ¢ok ziyaret edilen internet
gazetesi ensonhaber.com 'da yer alan haberlerde nefretin, diigmanligin mesrulastirildig, alisilagelmis habercilik
kodlarinin 6tesinde bir haberciligin tecriibe edildigi tespit edilmistir. Ancak bu haber sitesinin Tiirkiye’de en
cok tiklanan haber sitesi olmasi, okuyucularin ilgi duydugu habercilik anlayisinin da bir dlgiide degistigine
isaret etmektedir.

Anahtar sézciikler: Gazetecilik, Internet gazeteciligi, nefret soylemi, sdylem analizi

THE APPEARANCE OF HATE SPEECH IN INTERNET JOURNALISM

With the passing time of the Internet, there has been a significant decrease in the circulation of web newspapers.
So much so that in Generation Z today, when asked what newspapers and news are, web newspaper does not
receive any answers in quoted answers. One of the biggest problems in press and Internet newspapers that
deliberately ignores notions of experienced and professional ethics is the high society "hate speech" in the news.
Hate speech is added when they are produced in newspapers with educational, instructive and executive
functions. How dangerous is such news that hate can appear and result in violence. The purpose of determining
how news content originating from hate speech is presented in Internet newspapers is to use the random
sampling method in the Internet newspaper (ntv.com, yeniakit.com, haber7.com, cumhuriyet.com,
superhaber.tv. Sabah.com, birgiin.net, ensonaber.com) and these newspapers have been examined for a while
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to learn the date range of 16.08.2020-22.08.2020. The news that constitutes an example of hate speech has been
categorized and tabulated and analyzed through news analysis as an example of hate speech. In addition, the
critical discussion of news texts about a futile example of scrutiny discourse was examined. It has been aimed
to determine the type of hate speech by keeping the news that is referred to as the community or the "other",
which is referred to as the subject of hate speech, which is mostly structured on the distinction between "us"
and "them", in critical discourse. The one-week date examined during the study was 2 on ntv.com, 4 on
yeniakit.com, 7 on haber7.com, 4 on cumhuriyet.com, 4 on superhaber.tv., 11 on sabah.com 46 news items
were hated, 4 on .net and 10 on ensonaber.com. It was observed that the category of hate speech shown in the
detected news was Political Hate Speech. In addition, it is in the results obtained that these discourses in the
news are formed in the axis of basic types such as Enmity / War Discourse, Blasphemy / Insult / Denigration,
Exaggeration / Attribution / Distortion. In the news on Ensonhaber.com, it was determined that hate and scent
are legitimized, and a different experience of journalism than the usual reporting codes. However, this news is
very Watched news site in Turkey, the interest of the readers understanding of journalism hear that suggest that
another change.

Keywords: Journalism, Internet journalism, hate speech, discourse analysis
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ALTERNATIF MEDYA BAGLAMINDA DEUTSCHE WELLE TURKCE ORNEGI

Seda Nur Cinar'

Medyada tekellesme ve medya miilkiyetlerinde yasanan degisimler birlikte g¢oksesliligini ve kamuoyu
olusturma islevi sorgulanir hale gelen medya kuruluslart ana akim medya kavramimi dogurmustur. Merkeze
yanasmis olan medya kuruluslarina ana akim tanimi getirilirken, kendisini merkezden geriye yaslayan
olusumlara ise alternatif medya denilmektedir (Taylan, 2012, s.3). Konu se¢imi, haber dili ile ana akim
medyadan farklilagsan alternatif medya i¢in farkli kuramsal tanimlar ve ayrimlara gidilse de net bir tanim
yapilamamustir. Ote yandan yapilan literatiir taramasiyla alternatif medyaya farkli kuramsal yaklasimlar gz
6niinde bulundurularak alternatif medyanin genel 6zellikleri su sekilde siralanabilir: ana akim medyaya
alternatif olma, azinliklarin ve toplumdaki farkli gruplarin sesi olma, mevcut politik sese karsi gikabilme, sivil
toplum hareketlerinin pargasi olabilen, c¢alisma ilkeleri ile toplumun her kesimine saygili ve olusturdugu
iceriklerle kamuoyu yaratarak halk: etkileyebilme. Bu makalede Tiirkiye’de medya miilkiyetinin degisiminin
cokseslilige etkisini de gbz Oniinde tutarak, DW Tiirk¢e nin alternatif medya islevini yerine getirip getirmedigi
irdelenmistir. Farkli kuramsal tanimlamalardan ¢ikartilan finansal agidan bagimsizlik ve siireklilik, profesyonel
isgiicii ve kaynak kullanimi, konu se¢imi kriterleri géz oniine alinarak DW Tiirkiye’nin betimsel analizi
yapilmistir. DW Tiirk¢e’nin haber dilini ve giindeme yaklagimini daha iyi anlamak i¢in ABD’de siyah bir
vatandas olan George Floyd’un polis tarafindan g6zaltina alinirken 6ldiiriilmesi ve ardindan yasanan eylemlerle
ilgili haberlerin 25 Mayis-14 Haziran tarihleri arasinda niceliksel olarak taramasi yapilmis, haber basliklart
incelenmistir. Bununla birlikte DW Tiirk¢e’nin 8-15 Haziran haftasinda ana sayfada “Editoriin Se¢imi” basligi
altinda yer alan 6 haberin konu dagilimi, haber baslig1 ve spotu da tatlilastirilarak incelenmis, betimsel analiz
desteklenmistir. Konu se¢cimi ve haber dili, ekonomik bagimsizlik ve siireklilik, kaynak kullanimi ve
profesyonel isgiicli bagliklari altinda yapilan betimsel analiz sonucunda Alman Hiikiimeti’nin sozciisii
olmadigint vurgulayan Alman kamu yayimcist DW’in Tiirkiye’de politik elestiriler yapmak konusunda rahat
davranabildigi, politika, insan haklar1 gibi konulara agirlik verdigi goriilmektedir. Bu ifade 6zgiirligiiniin
altinda ekonomik bagimsizliginin yani sira basin 6zgiirliigiine verilen 6nem de yatmaktadir. Yapilan haber
taramasinda George Floyd kelimesi gegen haber sayist hurriyet.com.tr’de yaklasik 3 kat kadar fazla olsa da DW
Tiirk¢e’nin ayn1 konulu haberlerde kullandig1 dil popiilistlikten uzak, ikeilik karsiti vurgulartyla goze
carpmakta, eylemler pozitif vurguyla verilerek desteklenmektedir. DW Tiirk¢e, hem konu se¢imi, hem
profesyonel ekibi hem de haberlerinde sectigi kelimeler ve sdylemleriyle alternatif medya ozelliklerini
barindirmaktadir.

Anahtar sozciikler: Alternatif medya, Internet gazeteciligi, Deutsche Welle Tiirkge, medya miilkiyeti, ana
akim medya
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DEUTSCHE WELLE TURKCE AS AN EXAMPLE IN THE CONTEXT OF
ALTERNATIVE MEDIA

Media monopolization and changes in media ownership have given birth to the mainstream media term, whose
pluralism and public opinion formation has come under question. Media organizations closer to the center are
identified as mainstream, while those that excluded from the center are called alternative media (Taylan, 2012,
p-3). Technological developments and the media ownership transformation eliminating the pluralism in Turkish
media are the driving forces behind the alternative media evolution. Alternative media, bearing no resemblance
with the mainstream media because of its topic selection & news language, has not been defined clearly though
various theoretical definitions and distinctions are put forward. Taking the different theoretical approaches to
alternative media into consideration through the literature survey, the general characteristics of alternative
media are as follows: an alternative to mainstream media, the voice of minorities and various groups, against
the existing political voice, a part of the civil society movements, respectful to all segments of the society with
its principles, the capability to influence the public by forming public opinion through its contents. Whether the
DW Turkey fulfils its function as an alternative media is examined in this article considering the change of
media ownership and its impact on pluralism in Turkey. The descriptive analysis of DW Turkey is carried out
considering financial independence and sustainability, professional workforce and resource utilization, topic
selection criteria which are eliminated from various theoretical definitions. George Floyd, a black citizen in the
US, was killed while being arrested by the police. The murder of Floyd and the news about the protests between
25 May and 14 June are quantitatively researched, and the headlines are analyzed in order to understand DW
Turkey's language and how it deals with the agenda better. Furthermore, the six news in June 8-15 week under
"Editor's Choice" on DW Turkey's main page, their topic distribution, headlines and spots are also tabulated,
and the descriptive analysis is supported. It is observed that the German public broadcaster DW, which
emphasizes that it is not a voice of German government, can easily criticize politics and focus on topics such
as politics, human rights in Turkey as a result of the descriptive analysis conducted under the criteria of topic
selection and language, financial independence and sustainability, resource utilization and professional
workforce. Besides financial independence, the importance given to freedom of the media forms the basis for
the freedom of expression. Though the number of news including the word George Floyd is approximately three
times more in Hurriyet.com.tr, the language DW Turkey uses on the same topic stands out through its anti-
racist and non-populist discourse, and the actions are positively emphasized. DW Turkish involves alternative
media characteristics with the topic selection, the professional team, and the words and discourses it uses in the
news.

Keywords: Alternative media, digital journalism, Deutsche Welle Turkish, media ownership, mainstream
media
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TEMASSIZ YASAM, iZOLE KiMLIKLER

Seda Tunall', Onur Ulkii?

Tirkiye’de, 2020 yili Mart aymun ilk haftasi sosyal yagamda her sey olagan sekilde ilerlerken, Cin’de tespit
edilen ve tiim diinyay1 etkisi altina alan COVID-19 (Korona Viriisil) salgiminin ilk vakasinin goriildiigi Mart
aymin ikinci haftasindan (11 Mart) itibaren temasiz banka kart1 kullanimi artmistir. Mart ay1 sona erdiginde ise
2019 yilmin aynt donemine ait verilerle karsilastirildiginda banka karti kullanimi yiizde seksen artis
gostermistir. Banka kart1 kullanimindaki artisa bagli olarak nakit para harcama miktar1 da azalmis ve daha 6nce
Internet iizerinden alig-veris i¢in kullanilmans 3 milyon yeni kredi kart: verisi kayitlara gecmistir. Pandeminin
etkisiyle yeni tiikketim bigimi Online olmustur. Uzun yillardir yapay zeka ve Internet iizerinden aligveris imkani
bulunmaktadir fakat biitiin insanlar1 bu imkanlar kullanmaya adapte etmek, verilen reklamlar, sosyal aglar ve
banka kartlarinin giivenliklerinin arttirilmasi ile saglanamamistir ancak “temas edersen Slebilirsin” climlesiyle
insanlarin dikkatinin ¢ekilmesi bu durumu degistirmistir. Hayatta kalmak i¢in yeni 6gretilen format temassiz
olmustur. iginde bulunulan salgn siirecinin ne kadar siirecegi bilinmese de eskiye doniis olmayacagi ve yeni
temassiz bi¢cimli yagsamlarin olacagi kesin gibi goriinmektedir.

Bu arastirmada, arkadaslik sitelerinde, alig-veriste, diyette, psikolojik destekte, sporda Online/temassiz bir
yasama uyum saglamaya calisan; italya’da balkonlarda sarki sdylemek, Tiirkiye’de balkondan balkona sohbet
etmek gibi sosyallesme Orneklerini gézlemledigimiz, toplumsal bir varlik olan insanin, izole edilmis haliyle
yeni iletisim bigimleri ve motivasyon sekilleri arayist ile birey ve toplumun nasil sekillendigi tespit edilmeye
calisilmistir. Davetlisi olmayan nikah torenleri, cemaati olmayan ibadethaneler ile Online cemiyetler daha ¢ok
6nem kazanirken, global diinya olma fikri vadesini dolduruyor mu? Artik gezmek, gérmek de Online bir hal
almisken, yeni format nasil gelisecek? Cevaplari aranan bu sorularin ana ekseni, hayatta kalmak ile hayati
yasamak arasinda bir se¢cim yapilmasinin zorunlu oldugu dénemler degildir. Pandemi siirecinde edinilen yeni
aligkanliklarin, bir anda “her sey normale dondii ve geride birakalim” seklinde olamayacagi, bir takim
degisiklikleri de beraberinde getirecegi kagimilmazdir. Bu degisim, bireylere yasamlarini sadece gostermek
iizerine mi kurgulatacak, yoksa yiiz yiize iletisim yerini yasanilan hayatin Online olarak gosterilmesi bigimine
mi birakacaktir? Arastirma kapsaminda cevabi aranan bu sorular ¢aligmanin ana izlegini olusturmaktadir.
Calismanin teorik baglamu, siber kiiltiir yaklasimi temel alinarak, degisen ve degisecek olan temasiz yasamlarin
birey, tiiketici profili ve bireyin toplumsal tarafini nasil ortaya koymaya c¢alistigi sorunsali {izerinden ortaya
¢ikmis; bireyin artik tiiketici olmanin yani sira sosyal aglar araciligiyla hem iiretici hem de iiriin durumuna
gectigi sonucuna ulastlmistir.

Bu calismada, pandemi siirecinde evlerinden asgari seviyede ¢ikan bireylerin, sosyal ag aplikasyonlarindan biri
olan Instagram aracilifiyla yaptiklar1 paylasimlar analiz edilmeye ¢alisilmistir. Katilimer gézlem neticesinde
elde edilen veriler sentezlenerek, bireylerin yasadiklari izole hayatlari, iiretici-tiiketici profili ekseninde
Instagram’da nasil yansittiklarinin belirlenmesi amaglanmigtir. Degisen tiiketim bigimleri baglaminda, bu
calismanin bireylerin sosyal etkilesimini agiklamak dogrultusunda iletigim bilimleri alanina katki saglamasi
hedeflenmektedir.

Anahtar sozciikler: Tiiketim, Sosyal Medya, Sembolik Tiiketim, Instagram, Reklam

' Doktora Ogrencisi, Yakin Dogu Universitesi, Iletisim Fakiiltesi, Medya ve iletisim Caligmalari,
tunanehirseda@hotmail.com

2 Doktora Ogrencisi, Yakin Dogu Universitesi, Iletisim Fakiiltesi, Medya ve Iletisim Caligmalari,
ulkudevrimonur@hotmail.com

160



Communication in

the Digital Age The 2nd

Dijtal Cagda INTERNATIONAL SYMPOSIUM
lletisim OCTOBER 26 -28 iZMIR, TURKEY

CONTACT-FREE LIFE, ISOLATED IDENTITIES

In Turkey, while the first week of March 2020 in social life everything that moves in the usual way, contactless
bank card usage has increased since the second week of March (11st March), when the first case of the COVID-
19 (Corona Virus) epidemic was detected in China and affected the world. When March ended, compared to
the data of the same period of 2019, the use of debit cards increased by eighty percent. Due to the increase in
the use of debit cards, the amount of cash spending has also decreased and 3 million new credit card data, which
have not been used for online shopping, have been recorded. With the effect of the pandemic, the new form of
consumption has been Online. For many years, there has been artificial intelligence and online shopping, but
adapting all people to use these opportunities has not been achieved by increasing the security of the
advertisements, social networks and debit cards, but attracting people's attention with the phrase “you can die
if you touch” has changed this situation. The newly taught format for survival has been contactless. Although
it is not known how long the epidemic process will take, it seems that there will be no return to the past and
there will be new contactless shaped lives.

In this study, it has been tried to be determined how the individual and the society -trying to adapt to an
online/contactless life in dating sites, shopping, diet, psychological support, sports; singing in the balcony in
Italy, like chatting on the balcony to balcony in Turkey- have been shaped by the search for new forms of
communication and motivation, as a social entity, in isolation. While uninvited wedding ceremonies, places of
worship without communities and online communities are gaining more importance, does the idea of becoming
a global world fill its promise? While traveling and seeing have become online now, how will the new format
develop? The main axis of these questions, whose answers are sought, is not the period when it is necessary to
choose between survival and life. It is inevitable that the new habits acquired during the pandemic process will
not be in the form of “everything is back to normal and let's leave behind” and that it will bring some changes.
Will this change build on individuals only to show their lives, or will face-to-face communication be replaced
by the way life is shown online? These questions, the answers of which are sought within the scope of the
research, form the main track of the study. The theoretical context of the study has emerged through the
cyberculture approach, the emerging and changing contactless lives emerged through the problematic of how
the individual, consumer profile and how the individual tries to reveal the social side of the individual; It is
concluded that the individual has become a producer and a product by means of social networks as well as being
a consumer.

In this study, it was tried to analyze the shares of individuals who left their homes at minimum level during the
pandemic process via Instagram, which is one of the social network applications. The data obtained as a result
of participant observation was synthesized and it was aimed to determine how individuals reflect their isolated
lives on Instagram in the axis of producer-consumer profile. In the context of changing consumption patterns,
this study is aimed to contribute to the field of communication sciences in order to explain the social interaction
of individuals.

Keywords: Consumption, Social Media, Symbolical Consumption, Instagram, Advertisement
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COVID-19°UN ORTAYA CIKISINA iLISKIN TURK BASININDA YER ALAN
HABERLERDE OTEKILESTIRME:

CIN ILE iLGIiLi HABERLER UZERINE BiR ANKET

Selin Maden!

i1k kez 2019 yilinin Aralik ayinda Cin’de goriilen ve kisa siirede tiim diinyaya yayilan Korona viriisii (COVID-
19), toplumlan yakindan ilgilendiren bir konu olmasi nedeniyle diinya basininda genis yer tutmustur. Cin
merkezli olarak baglayan ve dalgalar halinde diger iilkelere de sicrayan bu hastaligin Tiirkiye’de ilk 6rneklerine
de Mart 2020 itibariyle rastlanmistir. Bu gelismelerin akabinde, konuya iliskin Tiirk basininda yer alan
haberlerin sayisinda bir artis goriilmiis ve okurlar medya araciligiyla gelismeleri daha yakindan takip etme
imkanina sahip olmustur. Bu siirecte, Diinya genelinde binlerce kiginin 6liimiine yol agan Korona viriisiin ortaya
¢ikig sebebi merak edilmeye baslanmis, bilim insanlarinin aragtirmalarina konu oldugu gibi medyanin da
glindemine girmistir. Ancak konuya iligkin tartigmalar siirerken, gazeteler varsayimlar {izerinden haber
iiretimleri yapmaya baslamis ve halkin yanlis bilgilendirilmesinde rol oynamistir. Cin de bu donemde, viriisiin
ortaya ¢ikisi ile ilgili olarak elestirilere maruz kalan iilkelerden biri haline gelmis ve Tiirk basininda siklikla yer
almigtir. Viriisiin ortaya ¢ikis nedeninin Cin ile iligkilendirildigi haberler araciligiyla, heniiz dogrulugu
kanitlanmamis mesajlar kitlelere iletilmistir. Bu mesajlarda Cin’in tiiketim aligkanliklarina, Cin mutfagina,
Cinlilerin beslenme sekillerine odaklanilmis ve {iretilen ¢ok sayida haberde ideolojik sdylemler kullanilmistir.
Bu haberlerde kullanilan sdylemler incelendiginde ise Otekilestirme pratiklerinin bir temsili olduklar1
belirlenmistir. Etnosentrik otekilestirmelerin yapildigi bu haberler ile okurlarin aklinda var olan Cin imajt
degistirilmeye ¢aligilmistir. Bu baglamda, Korona viriisiin ortaya cikistyla ilgili olarak Tiirk basininda yer alan
haberlerin, kitleler tarafindan nasil alimlandigina ve bireylerin Cin’e yonelik diisiincelerinde ne tiir degisimler
yasandigina iligkin bir caligma yapilmasi ihtiyact dogmustur. Bu cercevede calismada, 500 (+/- 10) kisilik
ornekleme ¢evrimici anket ¢alismasi uygulanmistir. Anket ¢alismasi sonucunda, bireylerin COVID-19’un
ortaya ¢ikist ile ilgili olarak diigiincelerine dair veriler analiz edilmis, bu diisiincelerin olusumunda medyanin
etkisi de irdelenmistir.

Anahtar sozciikler: COVID-19 salgini, Korona viriisii, Tiirk basini, Cin, 6tekilestirme

OTHERING IN THE NEWS IN THE TURKISH PRESS REGARDING THE EMERGENCE
OF COVID-19:

A SURVEY ON NEWS ABOUT CHINA

Coronavirus (COVID-19), which was first seen in China in December 2019 and spread to the whole world in a
short time, has a wide place in the world press because it is a subject that closely concerns the societies.
Beginning in and spreading from China to other countries, the first incidents of this disease has been found in
Turkey as of March 2020. Following these developments, there has been an increase in the number of news in
the Turkish press related to that issue and readers have had the opportunity to follow the developments more
closely through the media. In this process, the reason for the appearance of the Coronavirus, which caused the
death of thousands of people worldwide, began to be wondered, and it was included in the agenda of the media
as well as becoming a part of scientists' research. However, while discussions on that issue continued,
newspapers started to produce news based on assumptions and played a role in informing the public. In this
period, China has become one of the countries that have been criticized for the emergence of the virus and has
been frequently included in the Turkish press. Through the news that associate the cause of the virus with China,
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a lot of messages have been delivered to the masses without being proved. These messages focused on the
consumption habits of China, Chinese cuisine, and the diet of the Chinese, and ideological rhetoric was used in
many news articles. When the discourses used in these news are examined, it is determined that they are a
representation of othering practices. With this news, in which ethnocentric otherizations were made, the existing
image of China in the mind of the readers was tried to be changed. In this context, there was a need to conduct
a study on how the news in the Turkish press regarding the emergence of the coronavirus was received by the
masses and what kind of changes occurred in the thoughts of the individuals towards China. In this framework,
sampling of 500 (+/- 10) online surveys was applied in the study. As a result of the questionnaire study, data on
the opinions of individuals about the emergence of COVID-19 were analyzed and the effect of the media on
the formation of these thoughts was also examined.

Keywords: COVID-19 pandemic, Coronavirus, Turkish press, China, othering
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DOGAL REKLAM VE ETiK: TURKIYE’DEKi ADOLESANLARIN DOGAL REKLAMA
YONELIK ETIiK ALGISI UZERINE BiR ARASTIRMA

Sema Misci Kip', Zeynep Aksoy”

Kokleri advertorial ve iiriin yerlestirme gibi geleneksel medya tiirlerine dayanan dogal reklam, giiniimiiz dijital
medyasinda tercih edilen bir tiir olarak karsimiza c¢ikmaktadir. Birgok iilkede dogal reklamin nasil
kullanilacagina dair kurallarin konulmasi ve etik meselelerin tartisilmas: heniiz baslangic donemindedir
(Gorshkoca vd, 2020; Koga, 2015). Her ne kadar dogal reklama kargi olumlu tutumlar gésteren aragtirmalar
bulunsa da (Harms, Bijmolt ve Hoekstra, 2019), bu formatin tiiketici nezdinde olumsuz algiya neden oldugu da
bilinmektedir (Han, Drumwright ve Goo, 2018). Medya igeriginde reklam mesajinin ortiik olarak yer almasi ve
reklam verenin ikna etme motivasyonunun gizlenmeye calisilmas1 bu alginin nedenleri olarak goériilmektedir
(Verci¢ ve Tkalac Verci¢, 2016). Tiirkiye’de dijital medyada dogal reklama iliskin diizenlemelerin muglak
olmast nedeniyle her zaman reklamverenin agikca belirtilmesi s6z konusu olmamaktadir. Dogal reklamin agik
olarak belirtilmesi mecranin inisiyatifine kalmaktadir. Ozellikle dijital yerli olarak kabul edilen addlesanlarin
temel bilgi kaynaginin Internet olmasi dolayisiyla, dogal reklamin etik boyutlari onlar icin daha fazla nem
kazanmaktadir.

Reklamlara iligkin etik algida cinsiyetin belirleyici bir faktér oldugu vurgulanmaktadir (Bernardi, 2002).
Yapilan calismalarda kadinlarin erkeklere gore reklamlarda etik agidan daha duyarli oldugu ortaya
konulmaktadir (Mostafa, 2011). Calismalar ¢ogunlukla reklam igerigine iligkin etik algiyr 6lgmektedir. Bu
aragtirma, dogal reklam tiiriine yonelik etik algiy1 addlesan kullanicilarda cinsiyet baglaminda incelemektedir.
Bu ¢alismada, addlesanlarin cinsiyete gore dijital medyada yayinlanan dogal reklamlar hakkindaki etik alg1
farkliliklart aragtirilmaktadir. Reklamda etik algt; ahlaki esitlik, gorelilik ve faydacilik boyutlari ile (Reidenbach
ve Robin, 1990) 6l¢iilmektedir. Anket yontemi ile gergeklestirilmis aragtirmada, Reidenbach ve Robin (1990)
tarafindan gelistirilen Cok Boyutlu Etik Olgegi adapte edilerek olusturulan 5°1i Likert tipinde olgek
kullanilmistir (ahlaki esitlik, 4 madde; gorelilik, 2 madde; faydacilik, 2 madde). Veriler, Tiirkiye genelinde 200
katilimer (%50 kiz, % 50 erkek, yas ortalamasi 15,5) ile bilgisayar destekli telefon goriismesi araciligiyla
toplanmustir. Bulgulara gore, ad6lesanlarin dogal reklamlara karsi etik algisini agiklamada faydacilik yaklagimi
belirleyicidir. Kiz ve erkek addlesanlar arasinda dogal reklam tiiriiniin etik algis1 hakkinda ahlaki esitlik boyutu
acisindan anlamli bir fark saptanmistir. Bu ¢aligma, adolesan kullanicilarda kizlarin erkeklere gore dogal
reklam1 daha fazla oranda aldatici, haksiz ve yaniltict bulduklarini ortaya koymaktadir. Dogal reklamlar,
tiketici, reklam veren ve medya arasindaki dengesiz iliskiyi (van Noort, 2020) pekistirmektedir. Yakin
gelecegin tiiketicileri olan adélesanlarin, yenilik¢i reklam tiirleri hakkinda daha fazla bilinglenmeleri ve etik
algilarmin gelistirilmesi gerekmektedir. Sonuglardan yola ¢ikarak, caligmada, dijital medya iceriginin iiretim,
yayin ve tiiketim siire¢lerinde etik anlayisin ve dijital medya okuryazarliginin gelistirilmesine yonelik oneriler
sunulmaktadir.

Anahtar sozciikler: Dogal reklam, addlesan, etik, ahlaki esitlik, cinsiyet
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NATIVE ADVERTISING AND ETHICS: A RESEARCH ON THE ETHICAL
PERCEPTIONS OF ADOLESCENTS TOWARDS NATIVE ADVERTISING IN TURKEY

Native advertising, which has its roots in traditional media such as advertorials and product placement, appears
to be a preferred format in today's digital media. In many countries, regulations and ethical debates about native
advertising are still in their early stages (Gorshkoca et al, 2020; Koga, 2015). Although there are research studies
indicating positive attitudes towards natural advertising (Harms, Bijmolt, & Hoekstra, 2019), it is also known
that this format leads to negative consumer perceptions (Han, Drumwright, & Goo, 2018). The reasons for this
perception are attributed to the embedded advertising message in the media content and the attempt to hide the
persuasive intent of the advertiser (Ver¢i¢ & Tkalac Veréi¢, 2016). In Turkey, due to unclear regulations
concerning native advertising in digital media, disclosure of the advertiser is not always clear. The advertiser is
disclosed according to the media’s own rules or initiative. Since Internet is the main source of information for
adolescents who are regarded as digital natives, ethical dimensions of native advertising gain more importance
for them.

It is emphasized that gender is a significant factor in the ethical perception of advertisements (Bernardi, 2002).
In terms of advertising content, research reveals that women are more ethically sensitive than men are (Mostafa,
2011). These studies mostly measure the ethical perception of advertising content. The importance of this
research lies in the examination of ethical perception of the native format of advertising in the context of gender
among adolescent users. In this study, gender differences in ethical perception of adolescents regarding native
advertisements published in digital media are investigated. Ethical perception in advertising is measured with
dimensions of moral equity, relativism, and utilitarianism (Reidenbach & Robin, 1990). A 5-point Likert type
scale, which was created by adapting the Multidimensional Ethics Scale developed by Reidenbach and Robin
(1990), was utilized (moral equity, 4 items; relativism, 2 items; utilitarianism, 2 items). In Turkey, 200
participants (50% female, 50% male, mean age 15.5) were interviewed with Computer-Assisted Telephone
Interviewing (CATI). According to the findings, utilitarianism is determinative in explaining adolescents'
perception of ethics towards native advertising. Data analysis reveals a significant difference in terms of moral
equity between male and female adolescents. This study shows that among adolescent users, girls find native
advertising more deceptive, unfair and misleading than boys. Native ads reinforce the unbalanced relationship
between consumer, advertiser and media (van Noort, 2020). Adolescents, who are the consumers of the near
future, should be more aware of innovative advertising types and they should improve their ethical perceptions.

165



Communication in

the Digital Age The 2nd

Diftal Gagola INTERNATIONAL SYMPOSIUM
llgtigirn OCTOBER 26 -28 iZMiR, TURKEY

Based on the results, the study offers suggestions for the development of ethical understanding and digital media
literacy in the production, broadcasting/publishing and consumption processes of digital media content.

Keywords: Native advertising, adolescent, ethics, moral equity, gender
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UNIVERSITE OGRENCILERININ CEVRIMIiCi COK OYUNCULU OYUN OYNAMA
MOTIVASYONLARI: KULLANIMLAR VE DOYUMLAR YAKLASIMI CERCEVESINDE
BiR ARASTIRMA

Serkan Biger', Halil ibrahim Koc>

Yeni medyanin gelismesiyle birlikte dijital oyunlarin igerik ve tiirlerinde gesitlilik ortaya ¢ikmistir. Internet
teknolojisiyle beraber ¢cevrimigi oyunlar da gelismeye baslamis ve ¢ok sayida oyuncu bu oyunlari eszamanl
olarak deneyimleme imkéanina kavugsmustur. Bu sebeple 6zellikle gengler arasinda ciddi bagimlilik yaratan ve
gerek hikaye kurgusu gerekse oyuncunun oyun i¢indeki deneyimlerinin farklilagabildigi bu oyunlarin kullanim
motivasyonlarinin neler oldugu énemli bir soru olarak durmaktadir. Bu sorudan hareketle gerceklestirilen bu
calismada ¢evrimi¢i ¢ok oyunculu bir oyun oynayan iiniversite 6grencilerinin oyun oynama deneyimlerinin
derinlemesine anlasilmasi ve motivasyonlarinin ortaya ¢ikarilmasi amaglanmistir.

Bu calismada kullanimlar ve doyumlar yaklasimi ¢ergevesinde Battle Royale tiirii bir dijital oyun olan
PlayerUnknown’s Battleground (PUBG) oynayan iiniversiteli genglerin hangi motivasyonlara ve doyumlara
sahip oldugu nitel aragtirma yontemiyle arastirilmistir. Cevrimigi oyun oynama motivasyonuyla ilgili literatiirde
yer alan ¢aligmalar genellikle nicel aragtirmalara yogunlasirken, nitel yontemle yapilan ¢aligmalarda ise metin
coziimlemesi, netnografi ve katilime1 gézlem teknikleri tercih edilmistir. Belirli harita icerisinde hayatta kalma
miicadelesine ve karakter gelisimine odaklanan PUBG’nin kullanim motivasyonlarini derinlemesine goriisme
teknigiyle arastiran bu ¢alisma, bu yoniiyle 6nemini ve 6zgilinliiglinii ortaya koymaktadir.

PUBG oynama deneyimini ve motivasyonlarini, bu oyuna Onemli oranda zaman ayiran iniversiteli
ogrencilerinin algisindan anlamaya/kavramaya calisan bu arastirma fenomenolojik (olgubilim) modelle
desenlenmistir. Arastirmanin toplam 12 katilimeili calisma grubu ise Firat Universitesi ve Inonii Universitesi
ogrencileri arasindan kartopu ve oOl¢iit 6rnekleme yontemleriyle belirlenmistir. Giinde en az 2 saat PUBG
oynayan goriismecilerden elde edilen bulgular, arastirma sorulari esas alinarak belirlenen “dijital oyunlara
yonelik algilar”, “PUBG oynama deneyimi”, “PUBG oyununun ifade ettigi anlam” ve “PUBG oynama
motivasyonlari ve doyumlar1” temalar altinda betimsel analiz yontemiyle analiz edilmistir.

Calisma neticesinde genglere gore dijital oyunlar giinliikk yasamlarindaki eglence ve sosyallesmenin 6nemli bir
parcas1 olmasina ragmen, bu aktivitenin yerine baska hobiler/aktiviteler bulabildikleri siirece vazgecilmez
olmadig1 goriilmiistiir. Bununla beraber ¢evrimi¢i dijital oyun oynayan gengler, sanal ortamin anonim ve 6zerk
yapisi sayesinde bu ortamlarda sanal kimliklerini kurgulayabildiklerini belirtmistir. Arastirmada elde edilen bir
diger sonuca gore gencler bu oyunlari genellikle ev ortaminda oynamaktadir. Ayrica galisma sonucunda
sosyallesme/etkilesim, rekabet ve istiin gelme ile eglence ve vakit gecirme motivasyonlarinin PUBG oynamada
en yogun motivasyonlar oldugu belirlenmistir. Arastirmada bulgulanan bu motivasyonlar literatiirde yer alan
calismalarin sonuglariyla (Lucas ve Sherry, 2004; Sun et al., 2006; Colwell, 2007; Gibson, 2008; Wu et al.,
2010; Sucu, 2014) benzerlik tasimaktadir. Caligmada literatiirden farkli olarak ise kendini 6zel hissetme, siddet
diirtiisiinii hafifletme, 6diillendirilme (loot boxes) ve kendini gelistirme motivasyonlarina ulagilmistir.

Anahtar sozciikler: Yeni Medya, Dijital Oyun, Cevrimi¢i Oyun, Battle Royale, PUBG
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UNIVERSITY STUDENTS’ MOTIVATIONS TO PLAY ONLINE MULTIPLAYER
GAMES: A RESEARCH IN THE FRAMEWORK OF USES AND SATISFACTION
APPROACH

The content and types of digital games have changed and varied in line with the development of new media.
Online games have developed along with Internet technology and many players have got the chance to
simultaneously experience these new games. As there is a potential to experience serious addiction, especially
among teenagers, it is important to understand analyze the motivations of individuals in terms of playing these
games which have different settings and present different experiences. Based on this importance, the goal of
this study is to deeply understand the game experiences of university students playing online multiplayer games
and reveal their motivations.

Motivations and gratifications of university students playing Player Unknown’s Battleground (PUBG), which
is a Battle Royal type of digital game, is researched with a qualitative research method. The research is based
on the Uses and Gratifications Approach. Studies in the related literature focusing on online game motivations
are generally based on quantitative researches. Textual analyses, netnography, and participant observation
techniques are preferred in the studies carried out with the qualitative method. This study focuses on researching
the use motivations of PUBG players through in-depth interview techniques. Studying this issue through an in-
depth interview technique is important as the game requires a fight for survival and character development,
which can be thoroughly analyzed only when interviews are carefully constructed and carried out.

The research, which aims at understanding/studying PUBG experiences and motivation of university students
who spare a significant amount of time to this game, is designed with the phenomenological model. The study
group of the research, which includes 12 participants, is determined through snowball and criterion sampling
methods. Students included in the study are chosen from Firat University and Indnii University. Findings
obtained from the interviewees who play PUBG for a minimum of 2 hours per day are analyzed through the
descriptive analysis method. The analysis sections are divided into themes and analyses are carried out in the
frame of these themes: ‘“Perceptions about digital games”, “PUBG playing experiences”, “The meaning
represented by PUBG”, “PUBG motivations and gratifications”.

According to the study results, although digital games are a significant part of entertainment and socialization
in the daily life of the young, these games aren’t indispensable as long as individuals can find different
hobbies/activities that replace these games. On the other hand, these individuals who play online digital games
mentioned that they can fictionalize their virtual identities thanks to the anonymous and autonomous structure
of the virtual environment. According to another result of this research, the young generally play these games
in the home environment. On the other hand, it is determined that the biggest motivations of university students
in playing PUBG are: Socialization/Interaction, Competition and Beating the Opponent, Entertainment, and
Killing time. These motivations determined in the research are similar to the results of the other studies in the
literature (Lucas and Sherry, 2004; Sun et al., 2006; Colwell, 2007; Gibson, 2008; Wu et al., 2010; Sucu, 2014).
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On the other hand, according to this research other motivations of the young are: Feeling special, decreasing
the urge of violence, being rewarded (lootboxes), and self-development. These motivations determined in the
research process of this study are different from the findings presented by similar studies in the literature.

Keywords: New Media, Digital Game, Online Game, Battle Royale, PUBG
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DIJITAL PLATFORMLARDA ETKILESIMLI HABERCILIK VE DiJiTAL DONUSUMDE
YOUTUBE ORNEGI

Serkan Bulut'

Geleneksel habercilik her yoniiyle derinden bir teknolojik doniigiim gegiren giiniimiiz toplumunun haber alma
ihtiyaclarina yanit vermekte zorlanmakta, izleyici ve okuyucu kitlesini kaybetmemek i¢in kiiltiirel boyutu ile
de degisim gegiren toplumsal yapiya uyum saglayabilmek igin yeni atilimlar ger¢eklestirmektedir. Bu yoniiyle
her anlamda etkilesimli bir siirecin pargast olmayi tercih eden okuyucu ve izleyici kitlesi, gegmiste higbir
donemde olmadigi kadar etkilesim merkezli bir anlayis1 benimsemektedir. Daha 6nceki donemlerde okuyucular
haberleri ve en etkili haber mecralar1 olan gazetelere bagimli iken, artik gazeteler ve diger habercilik ortamlari
okuyucu ve izleyicisinin talep ve goriiglerini anlayarak ve haber tercihlerini belirleyerek bir habercilik deneyimi
gerceklestirmeyi hedeflemektedir. Giinlimiiziin dijital platformlarinda birer kimlik sahibi olan okuyucu ve
izleyici kitlesi, haber iiretim siire¢lerinin biiyiik kisminda gelismelere katilmakta ve iradeleri ile olaylarin seyrini
etkilemektedir. Bu durum gazetelerin sosyal aglarda ve diger dijital platformlarda tipki birer birey gibi
davranmalarini, 6zglin yorum ve elestirilerini paylagmalarin1 beraberinde getirmistir. YouTube sahip oldugu
kullanici sayist ile habercilik i¢in giiglii bir alternatif dijital platform haline geldikce, gazeteler de sadece metnin
giicinden faydalanmakla kalmayip, ayni zamanda video temelli goriintiiniin avantajlarindan da istifade ederek
geng ve dinamik izleyici kitlesine yonelik haberler iiretmeye baslamistir. Bu doniisiim haberciligin
dijitallesmesi ve etkilesimli bir is modeli haline gelmesinde biiyiik katk1 saglamaktadir.

Bu calisma, geleneksel basin hayatina devam eden gazetelerin YouTube platformundaki aboneleri ile
(okuyuci/izleyici) gerceklestirdikleri etkilesimi anlamaya yonelmektedir. Birer hesap agarak varligini ve
gOriiniirligiinii arttirmak isteyen gazetelerin, YouTube platformunda hangi haber konularini izleyici kitlesine
ulastirdigini (aboneler), genel olarak hedef kitlenin ne tiir haberlere daha ¢ok etkilesimde bulundugunu ve hangi
temalara agirlikli olarak geribildirim sagladiklarini sorgulamak temel amaglardan bazilaridir. Ayrica gazetelerin
dijital platformlarda var olan akiga déhil olmasinin nedenleri de tartigma konularindan biridir. Caligma, nitel
aragtirma yontemi ¢ercevesinde gerceklestirilmis, drneklem olarak belirlenen gazetelerden elde edilen veriler
icerik analizine tabii tutulmustur. Sonug¢ olarak geleneksel basinin 6n plana ¢ikardigi temel konularm, yine
dijital medya mecralarinda da popiilerligini korudugu goriilmiistiir. Ayrica ¢ogu ana akim gazetenin, artik
YouTube kanali olusturdugu ve bu kanallarini birer televizyon gibi kullanmaya calistiklart ortaya
goriilmektedir. Nitekim gazetelerin YouTube kanallarinda giindem degerlendirilmekte, konuklar davet
edilmekte, izleyicilerin anlik takip ve katilimi tesvik edilmekte, izleyici ile aktif ve etkilesimli bir habercilik
tirti icra edilmektedir. Bu yoniiyle YouTube habercilik kiiltiiriinii donilisiime ugratmaya baslamis, dijital
platformlarda etkilesimli gazeteciligin olabilirligini sorgulatmistir.

Anahtar sozciikler: Dijital platformlar, dijital doniisiim, etkilesimli habercilik, gazetecilik, YouTube

INTERACTIVE JOURNALISM ON DIGITAL PLATFORMS AND THE YOUTUBE
EXAMPLE IN DIGITAL TRANSFORMATION

Traditional journalism is undergoing a profound technological transformation in every aspect. It has difficulty
in responding to the news needs of today's society. In order not to lose its audience, journalism makes new
breakthroughs in order to adapt to the social structure that changes with its cultural dimension. In this respect,
the readers and audience, who prefer to be a part of an interactive process in every sense, are in a participatory
understanding more than ever before. While readers used to follow the news and newspapers, which are the
most influential news outlets in the past, now newspapers and other news media follow their readers and
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audiences, aim to realize a journalism experience by understanding them and determining their news
preferences. Having an identity in today's digital platforms, readers and audience participates in the
developments in most of the news production processes and affects the course of events and their will. This
situation brought newspapers to behave like individuals on social networks and other digital platforms and to
share their original comments and criticisms. As YouTube has become a powerful alternative digital platform
for journalism with its number of users, newspapers have started to produce news for young and dynamic
audiences by not only taking advantage of the power of writing but also taking advantage of the power of video-
based images. This necessitates a transformation of journalism from text-based to image-based. This
transformation contributes greatly to the digitalization of journalism and its transformation into an interactive
business model.

This study focuses on understanding the interaction of newspapers that continue their traditional media life with
their subscribers (readers/viewers) on the YouTube platform. One of the main objectives of this study is to
question which news topics the newspapers bring to the audience on the YouTube platform, what kind of news
the target audience demands more, and which themes they interact with. In addition, the reasons why
newspapers are included in the flow existing on digital platforms is one of the discussion topics. The study was
carried out within the framework of qualitative research method, and the data obtained from newspapers
determined as samples were subjected to content analysis. As a result, it has been observed that the basic issues
brought to the forefront by the traditional press are still popular in digital media channels. In addition, it has
been revealed that most mainstream newspapers now create YouTube channels and try to use these channels as
television channels. As a matter of fact, the agenda is evaluated on the YouTube channels of the newspapers,
guests are invited and an active and interactive journalism type is carried out with the audience. With this aspect,
YouTube has started to transform the journalism culture, demonstrating the possibility of interactive journalism
on digital platforms.

Keywords: Digital platforms, digital transformation, interactive journalism, journalism, YouTube
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YENi IMKANLAR’IN GETIiRDiIGi HOMOJENLIK: DIJITAL PLATFORM DiZIiLERi VE
IZLEYICILERINE YONELIK BiR ARASTIRMA

Seyhan Aksoy'

Dijitallesme diger pek ¢ok alanda oldugu gibi genelde kitle iletisimini 6zelde ise televizyon yayimciligini
doniistiirmiistiir. Dijital televizyon yayinciligindaki asil doniisiim, Internet temelli yaymcilik ile gerceklesmistir.
Giiniimiizde Internet temelli dijital yayincilikta 6n plana ¢ikan yaymecilik OTT TV dir (over the top television).
Ulkemizde faaliyet gosteren OTT TV ler, uluslararas: diizeyde varlik gosteren ve endiistrinin basat aktorii olan
Netflix ile yerli versiyonlar1 olan Puhutv ve BluTV’dir. S6z konusu platformlarin teknolojisi, izleyicisine
videoyu/goriintilyil istedigi zaman izlemek, durdurmak, geri almak, tekrar tekrar izlemek, izlerken baskalar ile
sosyal medya platformlarindan etkilesimde bulunmak gibi ‘yeni imké&nlar’ sunar. Literatiirde televizyon
yayinciligimin teknolojisindeki ve iiretimindeki bu yeniligin, ‘yeni izleme bigimleri’ ortaya ¢ikardigma dair
hatir1 sayilir calisma bulunmaktadir. Internet temelli dijital yayincilikla birlikte geleneksel televizyonun sona
ererek yerini “yeni televizyon”a biraktigina isaret eden bu ¢alismalar mevcut televizyon endiistrisinin iiretim
mantiginda bir degisiklik olmadigin1 géz ard1 etmektedir. Bu ¢alismada ise, literatiirdeki mevcut ¢alismalardan
farkl olarak, Frankfurt Okulu’nun kiiltiir endiistrisi kavramsallastirmasindan hareketle dijital dizilerin yer aldig1
platformlarin teknolojisinin ve iiretim bigiminin, izleyicilerin tikketimini, izleme bi¢imini tektip/homojen hale
getirdigi ortaya konulmaktadir. Bu amagla ¢aligmada dijital yayinciligin en 6nemli igerigi konumundaki dijital
dizilerinin izleyicisi olan on iki katilimci ile derinlemesine goriismeler yaparak veriler toplanmis ve toplanan
veriler, betimsel analize tabi tutulmustur. Caligma sonucunda, izleyicilerin bir ya da birkag dizinin birden fazla
boliimiinii arka arkaya izleyerek asir1 izleme (binge watching) yaptiklari, icerikleri istedikleri zaman ve yerde
izleyebilmelerini ve iceriklerin geleneksel televizyon yaymciligina gore ‘sansiirsiiz’ olarak degerlendirmeleri
sebebiyle soz konusu dijital platformlarda dizi izlemeyi 6zgiirliik olarak tanimladiklari bulgusuna erigilmistir.
Buradan hareketle literatiirde siklikla ‘yeni izleme bi¢imi’ olarak tanimlananin, séz konusu platformlarin
teknolojisi ve iiretim mantig1 tarafindan belirlenen homojen bir izleme bigimi oldugudur.

Anahtar Kelimeler: Dijital platform dizileri, internet dizileri, izleyici, kiiltiir endiistrisi

HOMOGENITY BROUGHT BY NEW OPPORTUNITIES: A RESEARCH ON DIGITAL
PLATFORM SERIALS AND AUDIENCES

As in many other fields, digitization has transformed the mass communication in general and television
broadcasting in private. The real transformation in digital television broadcasting has come about through
Internet-based broadcasting. Today, the most prominent broadcasting in Internet-based digital broadcasting is
OTT TV (over the top television). OTT TVs operating in our country are Netflix, which is internationally
recognized and the leading actor of the industry, and Puhutv and BluTV, which are domestic versions. The
technology of these platforms offers “new possibilities” to the audience such as watching the video/image at
any time, stopping it, rewinding it, watching it again and again, interacting with others on social media platforms
while watching. There are considerable studies in the literature showing that this innovation in the technology
and production of television broadcasting has brought about “new viewing styles”. These studies showing that
traditional television has been replaced by “new television” through the use of Internet-based digital
broadcasting, ignore the fact that there is no change in the production logic of the current television industry.
In this study, different from the existing studies in the literature, the Frankfurt School's conceptualization of
culture industry is based on. It is revealed that the technology and production style of the platforms where digital
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series take place make the consumption of the audience and the way they watch homogeneous. For this purpose,
the data were collected by conducting in-depth interviews with twelve participants who are the audiences of the
digital series, which are the most important content of digital broadcasting, and the collected data were subjected
to descriptive analysis. As a result of the study, it has been found that the audiences binge-watch more than one
episode of one or more TV series consecutively, and define watching TV series on digital platforms as freedom
as they can watch the content whenever and wherever they want and regard the content as 'uncensored'
according to traditional television broadcasting. From this point of view, what is often defined as “new viewing
style” in the literature is a homogeneous viewing style determined by the technology and production logic of
the platforms in question.

Keywords: Digital platform series, Internet series, audience, culture industry
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SURDURULEBILIR TUKETIM SOYLEMININ REKLAM MESAJLARINA YANSIMASI:
FAIRY VE FINISH REKLAMLARI ANALIZi

Sefika Ozdemir'

fletisim araglar1 pazarlama ideolojisinin her siirecinde stratejik bir arac olarak kullanila gelmistir. Pazarlama
ideolojisi tarihsel siiregte farkli asamalardan gegmis temel amaci -kar ve miisteri elde etme- degismese de bu
amaclara ulasmanin araglari evrilmistir. Insan1 ve gevreyi stratejinin odak noktasina koyan toplumsal pazarlama
anlayis1, iiretim, tiikketim ve iletisim siireglerini sosyal konulara ve ¢evreye duyarl tiiketici talepleri karsilamak
iizere tasarlamaktadir. Bu anlayisa paralel olarak endiistrilesmenin olumsuz sonuglarini azaltma, dogal
kaynaklarin korunmasi ve insan sagligi gibi hedefleri gergeklestirmesi agisindan siirdiiriilebilir kalkinmanin
onemli bir pargasi olarak ortaya ¢ikmaktadir. Bununla birlikte siirdiiriilebilir tiketim Birlesmis Milletler’in
2016 yilinda siirdiirtilebilir kalkinmay1 saglamada yol haritas1 olarak yiiriirliige koydugu 17 siirdiriilebilirlik
hedefinden biri olarak da isletme politikalarina dahil olmustur. Siirdiiriilebilir tiiketim kavrami sosyal,
ekonomik ve cevresel konular kapsaminda kaynaklarin sinirliligini dikkate alarak yasam kalitesini koruyarak
tiiketicilerin ihtiyaglarini karsilamay1 amaglamaktadir. Modern yagamin karmasasindan sikilan, cevreye duyarli
veya dogayla dost yasama arzusu iginde olan farkli tiiketici tipolojilerinin talepleri siirdiiriilebilir tiketimin
popiilerlesmesinde etkili olmustur. Siirdiiriilebilir tilketim kavrami bir yandan {iretim ve tiiketim siireglerinin
¢evreye duyarli olarak iyilestirilmesi diger bir yandan ise gelecegi kurtaran ve dogaya saygili iiriinlerin satin
alinmasina indirgenen pazarlama stratejilerinin gevresel bakisla olusturulmasi seklinde degerlendirilmektedir.
Siirdiiriilebilir tilketimin yansimasi ¢evreye zarar vermeyen iriin i¢eriklerinde ve ambalajlamada, yeni yasam
bigimleri ve bunun tamamlayicist tiiketim kaliplarinda da goriilmektedir. Siirdiiriilebilir tiikketim, tiiketicilerin
ve kurumlarin g¢evreye karsi sorumluluklarini vurgulayarak, ekolojik vatandaslik anlayisinin olusmasina
aracilik etmektedir. Bu gelismeler neticesinde isletmelerin basarili olmast ve yatirim ¢ekmesinin kriterleri
arasina strdiriilebilirlik faaliyetlerine odaklanma girmis ve bunun kurumsal olarak tesvik edilmesi
siirdiiriilebilir tiiketime konu {irlin ve hizmetlerin gelistirilmesini ve siirdiiriilebilir iletisimini tegvik etmistir.

Tiketim kiiltiirii ideolojisinin bir devami, igletmelerin iletisim stratejileri ve pazar payi yarisi, tiiketici
hassasiyetleri siirdiirtilebilir tilketim sdyleminin reklam mesajlarinda goriintirliiglini arttirmaya baglamistir.
Reklam mesajlar tiiketici tercihlerini ve davraniglarini etkilemek amaciyla belirli bir ¢ergeve sunarak
tiketicileri satin almaya giidillemektedir. Son yillarda reklamlarda temel Onerme siirdiiriilebilir tiiketime
yonelik farkindaligr arttirma odakli olmaktadir. Arastirmada Finish Quantum markasinin “Yarmin Suyu i¢in
#sozver” reklam kampanyasi kapsaminda So6zVer, Bir Konuda Anlasalim, Taner Olmez Suyun Sonu
Goriinliyor, Miige Anli ile #2020deS6zVer,Yeni Finish Quantum Max ile Giiciimiiz Yeter”, reklam filmleri ve
Fairy markasiin “ Bosa Harcama” kampanyasi kapsaminda "Dolu Tabaklara Sahip Cikmak Sizden, Bos
Tabaklar1 Tertemiz Yapmak Bizden" reklam filmi belirlenmis kategoriler baglaminda betimsel olarak analiz
edilmistir.Bununla birlikte markalarin reklam mesajlarindaki paradigmik degisimi ve bunun kurumsal politika
kaynaklarimn ortaya koymak i¢in ikincil kaynaklardan yararlanilarak her bir marka igin bu konuyla iliskili olan
stirdiirtilebilirlik raporlarina dokiiman incelemesi yapilmistir. Siirdiiriilebilir tiiketimin dogal kaynaklarin etkin
kullanimu, siirdiiriilebilir tiriin, geri doniisiim, atik yonetimi boyutlar1 agisindan reklam mesajlar1 incelenmis ve
izleyicilere “israf etmeme”, “yetecek kadarini tiiketme”, “gidalart ve suyu kurtarma” iletilerinin gonderildigi
belirlenmistir.

Anahtar Sozciikler: Siirdiiriilebilir Tiiketim, Pazarlama Ideolojisi, Reklam, Betimsel Analizi
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REFLECTION OF SUSTAINABLE CONSUMPTION DISCOURSE ON ADVERTISING
MESSAGES: ANALYSIS OF FAIRY AND FINISH ADVERTISEMENTS

Communication tools have been used as a strategic instruments in every process of the marketing ideology.
Although the main purpose of marketing ideology has gone through different stages in the historical process -
gaining profit and customer- has not changed, the means of achieving these goals have evolved. Social
marketing, which puts people and the environment at the focal point of the strategy, designs production,
consumption and communication processes to meet consumer demands that are sensitive to social issues and
the environment. In line with this understanding, it emerges as an important part of sustainable development in
terms of achieving goals such as reducing the negative consequences of industrialization, protecting natural
resources and human health. In addition, sustainable consumption has also been included in business policies
as one of the 17 sustainability goals put into effect by the United Nations in 2016 as a roadmap for sustainable
development. The concept of sustainable consumption aims to meet the needs of consumers by protecting the
quality of life, taking into account the limitations of resources within the scope of social, economic and
environmental issues. The demands of different consumer typologies, who are bored with the complexity of
modern life, environmentally sensitive or desire to live in nature, have influenced the popularization of
sustainable consumption. On the one hand the concept of sustainable consumption is considered to be
environmentally friendly improvement of production and consumption processes, on the other the creation of
marketing strategies with an environmental perspective, which are reduced to the purchase of products that save
the future and respect the nature. The reflection of sustainable consumption can be seen in the contents and
packaging of products that do not harm the environment, new lifestyles and its complementary consumption
patterns. Sustainable consumption mediates the formation of an understanding of ecological citizenship by
emphasizing the responsibilities of consumers and institutions towards the environment. As a result of these
developments, focusing on sustainability activities has become one of the criteria for businesses to be successful
and attract investments, and the institutional promotion of this has encouraged the development and
communication of products and services subject to sustainable consumption.

A continuation of the consumption culture ideology, the profit motive of the enterprises and the race for market
share, and consumer sensitivities started to increase the visibility of the sustainable consumption discourse in
the advertising messages. Advertising messages motivate consumers to buy by providing a framework to
influence consumer preferences and behavior. In recent years, the main proposition in advertisements has been
focused on increasing awareness of sustainable consumption. In the research, within the scope of the "# promise
for the Water of Tomorrow" advertising campaign of the Finish Quantum brand, S6zVer, Let's Agree on a
Subject, The End of Water Appears with Taner Olmez, With Miige Anl1 in # 2020S6zVer, We Have Enough
Power with the New Finish Quantum Max ", commercial films and Fairy brand's "Don't Waste" campaign,
"Protecting Full Plates From You, Making Empty Plates Clean From Us" was analyzed descriptively in the
context of specified categories. In addition to this, in order to reveal the paradigmatic change in the advertising
messages of the brands and its corporate policy sources, a document review was made for the sustainability
reports related to this issue for each brand by using secondary sources. Advertising messages were analyzed in
terms of the dimensions of sustainable consumption, effective use of natural resources, sustainable products,
recycling and waste management, and it was determined that messages of "not wasting", "consuming enough",
“recovering foods and water” and "recycling" were sent to the audience.

Keywords: Sustainable Consumption, Marketing Ideology, Advertising, Content Analysis
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YENi MEDYA CAGINDA MiZAHI “MENTION” KULTURU:
SANAL HAZIRCEVAPLAR

Tahsin Emre Firat'

Yeni iletisim teknolojileri, insanlarin fikir ve diisiincelerini daha kolay ifade etmelerini saglayan, temelinde
paylasim ve tartismanin oldugu medya organlarini da beraberinde getirmistir. Sosyal medya seklinde
adlandirilan bu sanal ortam, kullanici merkezli bir goriiniime sahiptir ve mesafe tanimaksizin insanlari bir araya
getirerek toplumsal bir etkilesim saglamasi agisindan son derece dnemlidir. Devasa boyutta kullaniciya sahip
olan bu sosyal medya uygulamalari, kendine 6zgii bir dinamizm yaratarak Internet araciligiyla kullanicilarina
dogrudan iletisim kurma imkani sunmakta ve bdylelikle kendine 6zgii yeni bir kiltiirlin insasin da
kolaylastirmaktadir. Sosyal medya ve dijital teknolojilerin gelisim siireci, insan yasamina dair birgok unsuru ve
aligkanlig1 da doniistiirmiis ve degistirmistir. Bu duruma iligskin en belirgin 6rnek olarak mizahtan bahsedilebilir.
Bilindigi gibi mizah insani rahatlatan, hos vakit gegirmesini saglayan ve giildiiren gorsel ve yazinsal igerikleri
ifade etmektedir. Bir seyi ya da bir kimseyi tiye almak ya da elestirisini ortaya koymak i¢in mizah oldukga etkili
bir aractir. Zira mizah, eglendirmenin 6tesinde icten ige bir elestiriyi de biinyesinde tasimaktadir. Devinim
kaydeden Internet teknolojileriyle birlikte sosyal medya da kendi, mizahini olusturmaya baslamistir. Sosyal
medya kullanicilarinin dijital ortamdaki etkilesimleri diisiiniildiigiinde, eskiden yiiz yiize yapilan saka, niikte
veya hazircevaplik gibi mizahi tepkilerin gliniimiizde comment (yorum), reply (yanit) ya da mention (bahsetme)
gibi bicimlerde kendini gosterdigi ifade edilebilir. Ozellikle Twitter gibi sosyal paylagim aglarinda gézlenen bu
yeni hazircevaplik, elestiri, abarti, uyumsuzluk, tiye alma ve igneleme iceren bir alt metne sahiptir. Komik bir
anlat1 olarak ele alindiginda verilen bu hazircevaplar mizahi dilin “online” uzantilart gibidir. Twitter’daki
gercek ve trol kullanicilarin mizahi yorumlarinin incelendigi ¢alisma, bu yorumlarin mizahi boyutlarini ortaya
koymay1 amaglamaktadir. Nitel igerik analizi yonteminin kullanildigi bu calisma sanal hazircevapligin
boyutlarin1 6lgmektedir. Nitel icerik analizi, gézlem ve goriisme gibi veri toplama yontemleriyle toplanan
verilerin diizenlendigi, kategorilere ayrildigi, temalarin kesfedildigi ve sonugta tiim bu siirecin rapora aktarildigi
bir etkinlikler biitiiniidiir. Bu kapsamda, Twitter 6zelinden hareket edilerek, ¢esitli paylagimlara karsi verilen
mizahi tepkiler analiz edilmistir. Mizahi sdylemin temelini olusturan, elestiri, abarti, uyumsuzluk, tiye alma ve
igneleme gibi unsurlarin 6l¢iildiigi bu ¢alismada, MAXQDA programi araciligiyla nitel i¢erik analizi yapilarak
ve s0z konusu comment (yorum), reply (yanit) ve mention (bahsetme) gibi igerikler incelenmistir. 28 Eyliil 2020
ile18 Ekim 2020 tarihleri arasinda atilan yaklasik 300 tweetin incelendigi ¢aligmada, iceriklerin belirlenmesi
noktasinda #Covidl9, #Dolar§, #Mention, #Kapak, #Cevap hashtagleri belirleyici olmustur. Mizahi
hazircevaplarin incelendigi bu arastirmanin bulgularina gore, abarti ve igneleme icerikli ifadeler siyasi
elestiriler ile birlikte kullanilmaktadir. Incelenen tweetler biitiinsel acisindan diisiiniildiigiinde, uyumsuzluk,
abart1 ve ignelemenin siklikla tercih edildigi ve bu tweetlerde elestirinin olduk¢a yogun oldugu sonucuna
ulagilmaktadir.

Anahtar sozciikler: Sosyal Medya, Hazircevap, Mizah, Yorum

HUMOROUS CULTURE OF “MENTION” IN THE NEW MEDIA ERA:
VIRTUAL REPARTEE

New communication technologies have brought media organs which enable people to express their ideas and
thoughts more easily and are based on sharing and discussion. This virtual environment, which is called as
social media, has a user-centered appearance and is extremely important in terms of providing a social
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interaction by bringing people together without knowing distance. Social media applications, which have a huge
number of users, create a unique dynamism, and provide the opportunity to communicate directly to their users
via the Internet, thus facilitating the construction of a unique new culture. The development process of social
media and digital technologies has also transformed and changed many elements and habits of human life.
Humor can be mentioned as the most distinct example related to this condition. As it is known, humor refers to
visual and literary contents that make people relax, provide to have a pleasant time and make them laugh.
Humor is a very effective tool for taunting something or someone or expressing their criticism. Because humor
also contains inwardly a criticism beyond entertainment. Social media has begun to create its own humor along
with Internet technologies losing motion. Considering the interactions of social media users in the digital
environment, it can be asserted that humorous responses such as face-to-face jokes, humorous humor or repartee
today manifested themselves in forms such as comment, reply, or mention. This new repartee, especially
observed in social networks such as Twitter, has a subtext that includes criticism, exaggeration, incongruity,
resentment, and sarcasm. Treat it as a comic narrative, these quick replies are the "online" extensions of the
humorous language. The study, which will examine the humorous comments of real and troll users in the virtual
environment, aims to reveal the humorous dimensions of these comments. This study, in which qualitative
content analysis method was used, measures the dimensions of virtual repartee. Qualitative content analysis is
a set of activities where the data collected by data collection methods such as observation and interview are
organized and categorized, themes are discovered and ultimately the whole process is transferred to the report.
In this context, based on the specificity of Twitter, humorous reactions to various posts were analyzed. In this
study, in which elements such as criticism, exaggeration, incompatibility, teasing and sarcasm, which form the
basis of humorous discourse, were measured, qualitative content analysis was performed through the
MAXQDA program, and the contents such as comment, reply, and mention were examined. In the study,
examining where approximately 300 tweets posted between September 28, 2020 and October 18, 2020, the
hashtags #Covid19, #Dollar8, #Mention, #Kapak, and #Reply were decisive in determining the contents.
According to the findings of this study, examining humorous repartee, exaggeration and sarcasm are used
together with political criticism. Considering the tweets analyzed in their entirety, it was concluded that
inconsistency, exaggeration and sarcasm were frequently preferred and the criticism was very intense in these
tweets.

Keywords: Social Media, Repartee, Humor, Mention
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HOW NEW MEDIA AFFECTS TRADITIONAL FOUNDATIONS OF JOURNALISM IN
AZERBAIJAN: THE INCREASING OF EMOTIONALITY IN NEWS AND MEDIA
CONTENTS

Terane Mahmudova'

New media has accelerated the information flow all over the world. As technology advances, so does the speed
at which products are developed, improved, and made available to the public. Within a generation, huge changes
are happening right in front of the eyes of that same generation. New trends observed in mass communications
nowadays gravely impact traditional media. Due to the current tendencies and technological trends, all media
outlets try to be represented on the Internet. It sharpens the competition and struggle for consumers, which
results in the recurrence of former methods of news presentation, methods such as sensationalism, exaggeration,
use of words, appealing to feelings and/or inducing them. While the use of adjectives in the news was not
desirable and/or acceptable before, now we can witness more inverse cases.

As is widely known, media traditionally focuses on specific information which is considered worthy of
dissemination. However, the content is no longer the most decisive point. The presentation of information -both
visual and linguistic- also becomes a key factor. One important trait of new media techniques is the following:
they are of a visual nature. This feature plays a key role in popularization of social media platforms. As is well
known, visual information is accepted easily due to its attractiveness and global understandability. Additionally,
technologies now make it possible to disseminate photos and videos in seconds/minutes. Thanks to YouTube
and other such social media sites, an article or video can catch the public’s attention and spread like a virus to
cover the earth within a few days, sometimes even within hours. This trend in mass communications also
contributes to the increasing of emotionality and sensationalism. Since this type of content can be shared by the
users with no journalism background and media literacy, they may cause inevitable consequences.

Another important factor of the current trends is strongly related to social media. Different emojis are available
in the social networks for making content more interesting and entertaining. They also allow users to express
their emotional state. It has become so popular that some individuals barely stop themselves from using them
in texts where emojis cannot be used. The influence of this trend can also be seen in news sites. Now, photos
that accompany the texts may have more emotional power and message.

Increasing emotionality observed in media content triggers subjectivity and sensationalism. All these trends
seriously affect media ethics principles. Although these trends are of a global nature, this paper will focus on
the above-mentioned cases observed in Azerbaijani media. It seeks answers to questions such as, in which ways
do new tendencies in mass communication affect the traditional media ethics in Azerbaijan? Can these
principles be considered as outmoded? Are new processes, including increasing emotionality in mass
communication, making it inevitable to develop new media ethics principles?

The paper draws parallels between the Azerbaijani media and tendencies in global media. The analysis will be
based on cases and evidence obtained from these sources.

Keywords: New media, news, competition, emotionality, media ethics
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YENi MEDYA ARACILIGIYLA “BEN ODAKLI KARAKTER”E DONUSEN DiJiTAL
YERLILER: TURKIYE’DE COK TAKIiPCiLi Z KUSAGI YOUTUBER’LARIN KANAL
ICERIKLERININ “POST-MODERN BEN ODAKLI KARAKTER EGIiLiMi”
BAGLAMINDA DEGERLENDIRILMESI

Tuba Sel'

2000’lerden itibaren yasamimizda gittikge daha giiglii bir konum edinen Internet teknolojisi, kullanicilarinin
yalniz giinlik yasam pratiklerini belirlemekle kalmamus, kimlik ve karakter yonelimlerinde de pek g¢ok
degisime/gelisime kap1 aralamistir. Bu degisim/doniistimler ise insanligin var olusundan beri sosyal bilimciler
icin her zaman iizerinde durulmaya deger bir konu olmustur. Giiniimiizde toplumlarin yasadig ideolojik ve
teknolojik degisimlerin de etkisiyle arastirmacilar farkli bir kimlik insasindan, yeni bir karakter yoneliminden
s0z etmektedir. Geleneksel, modern ve post-modern toplumlarda doniisen insan karakteri, postmodern sonrasi
olarak adlandirilan giiniimiiz diinyasinin teknolojik uzantisi olarak da kabul edebilecegimiz “yeni medya” ile
bambaska bir boyut kazanmis, insan karakterini her yonii ile degisime ugratmustir. Uretmekten gittikge
uzaklasan, tiikketimi ve hazzi hedef haline getiren ve adeta akigkan hale gelen bu yeni karakter, Rainer Funk
tarafindan “Post-Modern Ben Odakli Karakter” olarak adlandirilmaktadir. Funk “ben odakli karakteri
yonelimini” tanimlarken onun pargalanmis bir kimlik oldugundan s6z eder ve insani beceriden uzaklastigini,
kendini degersizlestirdikge teknolojiye baglandigini, 6zgiir oldugunu zannederken tam anlamiyla bagiml
oldugunu anlatir. Tiim diinyadaki gibi Tiirkiye’de de teknolojiyi en yogun olarak kullanan genglerin, sosyal
medyanin kendini sinirsiz bir 6zgiirlik ve demokrasi alani olarak sunmasi ve bu sunus iizerinden mesruiyet
parametreleri belirlenmesi karsisinda, sosyal medyaya yiikledikleri anlam ve kullanim pratiklerinin anlagilmasi
da 6nem kazanmistir.

Bu baglamda calismada, sosyal medya platformlar: kategorisinde en ¢ok ziyaret edilen fenomen sosyal medya
agl YouTube’un g¢ocuklarin ve genglerin karakter yonelimini ne yonde etkiledigi iizerinde durulmustur.
Ozellikle yiiksek aboneye sahip olan hesap yéneticilerinin (YouTuber) sayfalar1 incelenmis ve sosyal medya
platformlarinin insani beceri yerine yapma beceriyi ikame etme egilimi dogurup dogurmadig1 analiz edilmistir.
Calismaya bir smirlandirma getirmek amaciyla; ¢ocuk gelisim ekollerinden Montessori yaklagimina gore
tictincii evre g¢ocukluk (12-18 yas) ile dordiincii evre gocukluk (18-24 yas) yas gruplarindan ikiser farkli
YouTuber belirlenerek, paylagimlar van Dijk’in Elestirel S6ylem Analizi modeli ile incelenmistir. Bu analiz
yontemi diger yontemlere kiyasla irdelenen veriyi iginde bulundugu tiim baglamlar ile ortaya koyabilme imkani
tanidigi i¢in seg¢ilmistir.

Analizlerden ¢ikarilan sonug dijital yerliler olarak adlandirdigimiz Z kusaginin kendilerini tanimladiklart bu
evrende karakterlerini post modern ben odakli olarak insa ettikleridir. Genglerin 6zgiir ve her tiir mahalle
baskisindan uzak kalabilecegi bir yer olarak benimsedigi sosyal medyay1 sonsuz/sinirsiz bir umarsizligin ve
duyarsizligin mecrasi olarak gérmelerine yol agtigini sdylemek de miimkiindiir.

Bu tespitlerden yola ¢ikarak, istisna olmasi gereken yasantilar genel anlamda g¢ekici olana doniistiigiinde
gecmisten gelen tiim birikimleri, manevi degerleri mesruiyet krizine ugratip, hi¢bir otoritenin kabul edilmedigi,
gercekligin ve dogrulugun sadece kendisinden menkul olduguna inanan bir kusagin yetismesine sebebiyet
verebilecegi iddia edilebilir. Bdyle bir yeni diinyanin olugsmasinin kaosu beraberinde getirecegini sdylemek de
miimkiindiir. Ciinkii merkezinde “ben” olan bu yeni bireyin ‘bizi’ veya ‘Gtekini’ diisiinebilme ihtimali bir hayli
azalmaktadir. Coziim olarak ise kisaca; genglerin hakim kiiresel yonelim karsisinda kirilgan hale gelen
karakterlerini kadim geleneklerin araciligi ve toplumsal kusaticilikla yeniden insa etmek gerektigi sGylenebilir.
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DIGITAL NATIVES WHO TURN INTO “SELF-ORIENTED CHARACTER” THROUGH
NEW MEDIA: EVALUATING THE CHANNEL CONTENT OF MULTI-FOLLOWER
GENERATION Z YOUTUBERS IN TURKEY IN THE CONTEXT OF “POST-MODERN
SELF-ORIENTED CHARACTER INCLINATION”

Internet technology, which has gained an increasingly powerful position in our lives since the 2000s, has not
only defined the daily life practices of its users, but also opened the door to many changes/developments in
identity and character orientations. The concept of identity has always been a topic worth focusing on since the
existence of humanity. Today, due to the ideological and technological changes experienced by societies, there
is a new identity building, a new character orientation. Traditional, modern and post-modern societies-turned-
human character, post-modern, post-known as a technological extension of today's world that can be considered
as the “new media” gained a whole new dimension, as every aspect of human character has changed. This new
character, which gradually moves away from production, becomes a target for consumption and pleasure, and
becomes almost fluid, is called a “Post-Modern self-oriented character” by Rainer Funk. Funk describes his”
self-oriented character orientation", talking about his fragmented identity and explaining that he has moved
away from human skill, become attached to technology as he devalues himself, and become literally dependent
when he thinks he is free. Most of the youth in Turkey and all over the world as well as technology intensive,
social media, self-present and unlimited freedom in the field of democracy and legitimacy in the face of the
determination of the parameters through this presentation, you have gained an understanding of the meaning
and usage practices install social media.

In this context, the study focused on the direction in which YouTube, the most visited phenomenon in the
category of social media platforms, affects the character orientation of children and young people. The pages
of account managers (YouTuber) with particularly high subscribers will be examined and analyzed whether
social media platforms tend to substitute skill for human skill. In order to bring a limitation to the work;
according to the Montessori approach of Child Development schools, two different YouTubers were identified
from the age groups of third stage childhood (12-18 years) and fourth stage childhood (18-24 years), and the
shares were studied using van Dijk's Critical Discourse Analysis model. This analysis method was chosen
because it allows you to reveal the studied data in all the contexts in which it is located compared to other
methods.

The conclusion drawn from the analysis is that Generation Z, which we call digital natives, built their characters
in this universe where they built themselves, focused on the post-modern self. It is also possible to say that
social media, which young people adopt as a place where they can stay free and away from all kinds of
neighborhood pressure, leads them to see it as a medium of endless/unlimited despair and insensitivity.

It can be argued that when experiences that should be exceptions turn into attractive in a general sense, they
can cause all the savings, spiritual values from the past to cause a crisis of legitimacy, and lead to the upbringing
of a generation that believes that no authority is accepted, that reality and truth are securities only from itself.
It is also possible to say that the formation of such a new world will bring chaos. Because the probability that
this new person, whose “i” is at the center, will be able to think of " us " or "the other" is greatly reduced. As a
solution, in short, it can be said that it is necessary to rebuild the characters of young people who have become
fragile in the face of the dominant global orientation through ancient traditions and social siege.

Keywords: Post-modern self-centered character orientation, digital natives, social media, YouTube
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YENIi SINEMANIN YENI ANLATI DENEYIMLERI: AiDIYET FiLMi

Tugba Elmaci’

1990 I1 yillarmn ortalarindan itibaren Yesilgam'dan kopan yeni bir sinemact kusagi ile birlikte Tiirk sinemasinin
iislupsal ve tematik hikayesi de degismeye baslamustir. Ozellikle Nuri Bilge Ceylan ve Zeki Demirkubuz'un
goriinmeyenlerin, siradanin hikayesine odaklandiklari minimalist anlatilar1 Tiirk sinemasinin ticari olmayan
kanadin1 belirleyen temel parametre olmustur. Bunlari takip eden pek ¢ok filmde bu anlatilarin izleri goriilse de
farkli iilke sinemalarindan etkilenen farkli sinematik anlatilar deneyimlemek isteyen yonetmenler de yeni
sinema igerisinde varolma savasi vermektedir. Ozellikle ilk uzun metraj deneyimlerini yasayan yonetmenlerin
islup arayiglart igerisinde gordiigiimiiz bu farkli sinematik anlatilar Tiirk sinemasinin da cesitliligine katk1
saglamaktadir.

Bu katkilardan biri de Burak Cevik'in Tuzdan Kaide'den sonra ¢ektigi belgesel ve kurmaca sinirlarinda dolagan
Aidiyet filmidir. Film anne babasini sevgilisine 6ldiirtme plani yapan bir gen¢ kadin ile sevgilisinin cinayeti
gerceklestirme siirecini anlatir. Film belgesel ile kurmaca arasinda gidip gelir. Oykiiniin anlati mesafesi,
kurmaca iddiasindaki bir filmi, alisila gelmisin disinda mimetik bir yap1 yerine diegetik bir anlatiya oturtarak
farklilagtirir. Filmin birinci boliimiinde yonetmen kendi aile trajedisini, bizzat kendi durdugu noktadan
verirken; karakterleri de yine kendi gordiigli yerden belirler ve iist ses olarak anlatiya dahil olur. Ttim hikayeyi
de bu ist ses ile izleyicisine aktarir. Film bahsedildigi iizere gergek bir hikayeden yola ¢ikarak
senaryolastirilirken, bu gerceklik filmin bigimsel kurulusunu da ¢agdaslarindan ayiran bir noktaya tasir. Klasik
anlatinin sadece gelisme kismi ve trajik sonuna odaklanan film, tiir olarak bir su¢ filmidir ve bir cinayet dykiisii
olmasina karsin izleyicisine nedeni hakkinda herhangi bir bilgi verme geregi de duymaz. Bu anlamda seyircisini
bir sona siiriiklerken o sonu sunmayarak zorlayic1 bir iligki gelistirmeye ¢alisir. Y6netmen mekanlarini organize
ederken onlari iki boyutlu bir fotograf gibi kullanir. Boylece diegetik anlatiy1 belgesel kurgusu ile devam ettirir.
Karakterlerini de bu mekanlarda herhangi bir perspektife yerlestirmeden bir nesne gibi kullanir. Ornegin
karakterlerin de biitiinciil gorselligine ihtiyag duymaz. Onlart bu iki boyutlu gorsellikte zaman zaman
uzuvlardan ibaret gosterir.

Hem bicimsel hem de anlat1 6zellikleri ile aidiyet filmi ilk bakista alimlamasi zor bir film olmakla birlikte yeni
sinema igerisinde ilging bir iislup ve anlati denemesi olarak karsimiza ¢ikmaktadir. Film tim farkliliklar ile
anlatt mesafesi agisindan yeni Tiirk sinemasi igerisinde diegetik anlatinin unsurlarini nasil kullanmis, anlatinin
yeni sinematik deneyimler i¢in oncii olma durumunu nasil gergeklestirmis, izleyici deneyimi agisindan ise
Oykiiniin anlasilmasindaki deneyim farkliligi nasil olusmus™ gibi sorular anlatt mesafesinin igerik analizi ile
¢Oziimiine odaklanmay1 hedeflemektedir.

Anahtar sozciikler: Diegetik Anlati, Sinemada Yeni Anlati, Aidiyet Filmi, Yeni Tiirk Sinemas1, Burak Cevik

NEW NARRATIVE EXPERIENCES OF NEW TURKISH CINEMA: AIDIYET

The stylistic and thematic story of Turkish cinema began to change with a new generation of filmmakers
breaking away from Yesilgam since the mid-1990s. Nuri Bilge Ceylan and Zeki Demirkubuz's minimalist
narratives focusing on the story of the unseen and the ordinary has been the main parameter that determines the
non-commercial wing of Turkish cinema. Even though the traces of these narratives are seen, directors who
want to experience different cinematic narratives influenced by the cinemas of different countries are also
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struggling to exist in new cinema sciences. These different cinematic narratives contribute to the diversity of
Turkish cinema as well, answering the search for style of directors who had their first feature-length experience.

One of these contributions is the documentary and fictional film Aidiyet, shot by Burak Cevik after Tuzdan
Kaide. The film tells the story of a young woman planning to murder her parents and her lover's murder process.
The film oscillates between documentary and fiction. The narrative distance of the story differentiates a film
that claims to be fictional by placing it in a diegetic narrative rather than an unusual mimetic structure. In the
first part of the film, the director depicts his family tragedy from the point he himself stands; He also determines
the characters from where he sees them, and is included in the narrative as a superset. He also conveys the
whole story to his audience with this top voice. While the film is scripted based on a real story, as mentioned,
this reality carries the formal establishment of the film to a point that separates it from its contemporaries.
Focusing only on the development and tragic end of the classical narrative, the film is a crime film as a genre,
and although it is a murder story, it does not need to give any information to its audience about its cause. In this
sense, while dragging his audience to an end, he tries to develop a compelling relationship by not presenting
that ending. The director uses them as a two-dimensional photograph while organizing his spaces. Thus, he
continues the diegetic narrative with his documentary fiction. He uses his characters as an object in these spaces
without putting them in any perspective. For example, it does not need the holistic visuality of the characters.
It shows them in this two-dimensional visual from time to time as limbs.

With both its formal and narrative features, the movie of belonging is difficult to take at first glance, but it
appears as an interesting style and narrative experiment in the new cinema. In terms of all its differences and
narrative distance, it aims to focus on the solution of narrative distance with content analysis, such as how it
used the elements of diegetic narrative in the new Turkish cinema, how the narrative became a pioneer for new
cinematic experiences, and how did the experience differ in understanding the story in terms of the viewer
experience.

Keywords: Diegetic Narration, New Narration in Cinema , Aidiyet Movie, New Turkish Cinema, Burak Cevik
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SAVASI RENKLENDIRMEK: KOLEKTIF BELLEGIN IMGELERI VE TEMSILIN ETIiGi

Tugba Tas', Burcu Siimer?

Birinci ve Ikinci Diinya Savaslarinda sayisiz goriintii iiretilmistir. Bunlar, donemin teknolojisinden kaynakli
olarak genellikle siyah beyaz, yiiksek grenli, netlik ve keskinligin az oldugu, az ya da fazla pozlanmis
goriintillerdir. Sayisiz belgeselde kaynak malzeme olarak kullanilan bu goriintiilerin yakin zamanda yeni
teknolojilerle renklendirildigine ve goriintii kalitesinin artirildigina taniklik ediyoruz. Peter Jackson’in I. Diinya
Savas1 goriintiilerinden olusan They Shall Not Grow Old (2018) filmi ile Marina Amaral’mm Auschwith-
Birkenau Miizesi ile ortak bir ¢aligmayla soykirim magdurlarinin fotograflarini renklendirdigi “Faces of
Auschwitz” (2018) projesi son yillarin en popiiler 6rneklerindedir. Filme yonelik yorumlarda filmin savagin
cehennemvari ortamini daha dnce olmadig1 kadar hissettirdigi (Gopnik, 2019), izleyiciyi alisik oldugu ytiksek
kaliteli goriintiilerle bulusturarak, izleyicinin bu goriintiilerle ve I. Diinya Savasi’na katilmis insanlarla daha
iligkili hissetmesine yardimct oldugu (Taub, 2020, s. 139) belirtiliyor. “Faces of Auschwitz” projesinin
yaraticisi Amaral, goriintiilerin renklendirilmesiyle fotograftaki insanlarin daha az soyut hale geldiklerini,
canlandiklarin1 ve “bizim kadar gercek” olduklarini sdylityor (Amaral, 2019). Bu c¢alismaya iliskin yapilan
yorumlar da renkli fotograflarin Auschwitz’e hayat verdigi (Walsh, 2020) ve Holokost un insani gercekligini
gosterdigi (Roberts, 2018) yoniinde.

Bu bildiride giiniimiiz teknolojileri kullanilarak doniistiiriilen goriintiilerin neden daha gergek¢i ya da daha
yakin goriindiigii, imge ve gergeklik arasindaki tarihsel/giincel baglantidan yola ¢ikilarak tartigilacak; ardindan
bu tiir miidahalelerle olusturulan goriintiilerin ne tiir tehlikeler barindirdigt lizerinde durulacaktir. Gegmigi
bugiine getiren fotografik imgeler, kolektif bellegin olusumunda 6nemli bir giice sahiptir. Bununla birlikte
toplumsal travmalarin imgeler araciligiyla temsilinin miimkiin olup olmadigi tartigmali bir konudur. Ozellikle
Holokost s6z konusu oldugunda, Theodor W. Adorno’nun “Auschwitz’ten sonra giir yazmak barbarcadir”
(1983, s. 34) sozlerine atifla estetik ve etik arasindaki iligki ile temsil meseleleri tartigilmaktadir. Nurdan
Giirbilek Sessizin Payr (2015) kitabinda “Sessizin (heniiz konusmayanin, konusma imkani1 olmayanin, artik
konusamayacak olanin) paymna daima el kon[dugunu]” sdyler ve yazinin bu pay1 geri alip alamayacagini,
kendisi bu paya el koymadan, “oradan kendine miras ¢ikarmadan” var olup olamayacagin sorgular (Giirbilek,
2015, s. 16-17). Giirbilek’in sorusunu tahrif edilen savas ve soykirim imgeleri i¢in soracak olursak cevabimiz
ne olur? Bu sunusta savas ve soykirim imgelerini, travma, bellek, temsil ve gorsel kiiltiir iligkisi i¢inde ele alan
kuramsal ¢aligmalar da temel alinarak, renklendirilmis goriintiilerin kendi adina konusma yetisi elinden alinmis
olan sessizin payina el koydugu ve olayin vahsetinin kendisinden ziyade teknolojiyi 6n plana ¢ikararak bir
bakima oradan kendine miras ¢ikardigi iddia edilecektir. Savasa ya da soykirima iligkin gériintiilerin kutsal ve
dokunulmaz oldugunu sdyleyemeyiz elbette, ama “daha gercek” hale getirmek ugruna arsiv goriintiilerinin
tahrif edilmesi, popiiler sinemanin gorsel kodlari kullanilarak doéniistiiriilmesi, goriintiilerin otantikligine
miidahale edilmesi tizerine diisinmemiz gerekir.

Anahtar sozciikler: Kolektif bellek, temsil, savas imgeleri, soykirim imgeleri
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COLORING WAR: IMAGES OF COLLECTIVE MEMORY AND ETHICS OF
REPRESENTATION

Numerous images were produced during the First and Second World Wars. Due to the technology of the period,
these images are generally black and white, grainy, poor in focus and sharpness, under or overexposed. These
images featured as the initial historical evidence in countless documentaries have recently been colored with
special technologies resulting in the improvement of the image quality. They Shall Not Grow Old (2018)
directed by Peter Jackson on the First World War, and "Faces of Auschwitz" (2018) by Marina Amaral produced
in collaboration with Auschwitz-Birkenau Museum are among the most popular examples. Both academic
commentaries and popular reviews on They Shall Not Grow Old suggest that the film makes the viewer feel
the hellish atmosphere of the war like never before (Gopnik, 2019), help them feel more connected to the images
and also with people who joined the First World War by introducing high-quality images to the viewer that they
are accustomed to (Taub, 2020, p. 139). Marina Amaral, the creator of the "Faces of Auschwitz" project,
expressed that with the coloring of the images, people in the pictures became less abstract, came to life and
became "as real as us" (Amaral, 2019). The commentaries on this project are also on a similar line with Amaral
confirming that color photographs gave life to Auschwitz (Walsh, 2020) and revealed the humanitarian reality
of the Holocaust (Roberts, 2018).

In this paper, we will first discuss why the images converted using today's technologies appear more realistic
or closer by giving particular emphasis on the historical/contemporary relation between image and reality; then,
problematize the dangers these images created by such interventions pose. Photographic images that bring the
past to the present have an important power in the formation of collective memory. However, whether it is
possible to represent social traumas through images is a controversial issue. Remembering Theodor W.
Adorno’s saying “[T]o write poetry after Auschwitz is barbaric” (1983, p. 34), we argue that the relationship
between aesthetics, ethics, and representation needs to be further addressed especially where the Holocaust is
concerned. Nurdan Giirbilek in her book Sessizin Pay: (2015) argues that “the share of the Silent (the one who
has not yet spoken, not able to speak, cannot speak anymore) has always been seized” and questions whether
writing can take this share back, whether it can exist without seizing it, “without taking a stake” (Gtirbilek,
2015, p. 16-17). If we pose the same question for the images of war and genocide, what would our answer be?
In this presentation, by situating ourselves within the interdisciplinary boundaries of research on trauma,
memory, representation and visual culture, we will argue that the colored images of war and genocide have
actually taken over the share of the Silent, who can no longer talk for him/herself and took a stake in the share
by bringing the technology to the fore rather than the brutality of the event itself. Of course, this does not mean
that images of war or genocide are sacred or untouchable, but we strongly believe that distorting archive images,
transforming them by using the visual codes of popular cinema to make them look “more real” should be seen
as an interference with the authenticity of these very images.
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GENC, SAGLIKLL, FiT:
YERLIi GENCLIK DiZILERINDEKi ANA KARAKTERLERIN
BESLENME TUTUM VE ALISKANLIKLARI UZERINE BiR ANALIZ

Uriin Yildiran Onk®

Geng hedef kitleyi televizyon izleyicisi olarak konumlayan genclik dizileri (feen drama) son yillarda Tiirk
televizyonlarmda hem sayica hem de izlenme orani olarak artis gostermistir. Yerlesik televizyon izleyicisinin giderek
yaslandig, yeni nesillerin dizi izleme pratiklerinin degistigi ve dncekilere gére daha az televizyon izledigi s6ylemi her
ne kadar dogruluk pay1 tasisa da, 2000 sonrasi genglik dizilerinde gbzlenen sayisal artis ve gesitlilik, yapimcilarm geng
kitleyi ekran bagina ¢gekme hedefini ortaya koymaktadir. Yerli genclik dizilerinin yiiksek izlenme orani yakalamast ise
bu ¢abanin karsihksiz kalmadigim gostermektedir. Buna karsin televizyon ¢aligmalart kapsaminda kadin ve gocuk odakl
alimlama aragtirmalarmin ¢oklugu dikkat ¢ekerken, geng hedef kitleyle ilgili ¢alismalar kisithdir. Bu noktadan hareketle
bu ¢alismada 6nemli bir saglhk unsuru olan beslenme konusu yerli genglik dizileri 6zelinde ele alinmaktadir. Calismanin
amaci yerli genglik dizilerindeki ana karakterlerin beslenme tutum ve aligkanliklarini incelemektir. Bu dogrultuda yerli
dizi piyasast igin sayisal anlamda 6nemli ¢ikis yakalanan 2000 yilindan itibaren Tiirkiye’de ulusal kanallarda yaynlanan
yerli genglik dizileri listelenmistir. Bunlar arasindan amagl 6rneklem yoluyla ve yaymn araligi 18 yila kapsayacak
bigimde 10 yerli genglik dizisi se¢ilmistir. Dizilerin konu, kanal ve yapim sirketi bakimindan gesitlilik gdstermesinin
yani sira yiiksek izlenme oranina sahip ve uzun soluklu olmasina 6zen gosterilmistir. Segilen diziler yapim tarihlerine
gore sOyle siralanmaktadir: Yedi Numara (TRT1), Hayat Bilgisi (Kanal D), Kavak Yelleri (Kanal D), Arka Swradakiler
(Fox TV), Pis Yedili (Show TV), Adin Feriha Koydum (Show TV), Giinesi Beklerken (Kanal D), Medcezir (StarTV),
Kirgin Cigekler (ATV), 4NIK Ilk Ask (Fox TV). Dizilerin ilk ii¢ boliimii segilerek toplamda 30 boliimden olusan bir
orneklem elde edilmistir. Caligmada yontem olarak igerik analizi kullanilmustir. Dizilerdeki ana karakterlerin cinsiyeti,
yas grubu ve beden oOlciisii bilgilerinin belirlenmesinin ardindan beslenme tutum ve aliskanliklari {izerinden bir
¢oziimleme yapilmistir. Bu baglamda 6giin sayisi, ana ve ara dgiinlerde tiiketilen besin maddelerinin (yiyecek, igecek
ve atistirmalik) ne oldugu, beslenmenin nerede ve hangi durumlarda gergeklestirildigi gibi sorulara yanit aranmustir.
Karakterlerin fiziksel aktivite ve spor yapma durumlarimin da ayr bir kategori olarak inceledigi ¢calismada karakterlerin
alkol ve abur cubur tilketimi ile diyete iligkin tutumlar da arastinlmigtir. Bulgular, yerli genglik dizilerindeki ana
karakterlerin hem giin igerisindeki 6giin sayis1 ve 6glinlerin niteligi hem de asir1 tiiketimi tavsiye edilmeyen gidalart stk
tiketmeleri nedeniyle yeterli ve dengeli beslenme aliskanliklarina sahip olmadiklarmi gostermektedir. Diyetin sadece
kadmnlarin giindeminde oldugu, spor yapanlarla yapmayanlar arasinda herhangi bir farkin olmadig, parti kiiltiiriiniin
yukarida anilan beslenme bi¢imini 6zellikle alkol tikketimini tetikledigi, gengler arasinda ¢ay ve kahve tiiketiminin
oldukga yaygin oldugu buna karsmn siit, yogurt ve meyve gibi gida tiriinlerine nadiren rastlandigi arastirmanin bulgulari
arasindadir. Buna karsin bu karakterlerin beslenme kaynakli herhangi bir saglik sorunu yasamalari veya kilo almalar
s6z konusu degildir. Dolayisiyla yerli genglik dizilerinin, olumsuz beslenme aligkanliklarina karsin saglikli ve fit goriinen
karakterler araciligtyla yamltict bir temsil yarattig1 sonucuna varilmustir. izleyicinin 6zdeslestigi veya hayran oldugu
karakterlerin davramglarini benimseme egiliminde oldugu sosyal biligsel kuram ve drama kurami gergevesinde verilerle
desteklenmektedir (Kincaid, 2002). Bu baglamda diziler aracihgiyla yetersiz ve dengesiz bir beslenme kiiltiiriiniin
kurgulanmasi, bu alanda yapilacak elestirel calismalarin dnemini artirmaktadir.
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YOUNG, HEALTHY, FIT:

AN ANALYSIS OF NUTRITIONAL ATTITUDES AND HABITS OF MAIN
CHARACTERS IN TURKISH TEEN DRAMAS

Teen drama, which positioned the young audience as television viewers, has increased on Turkish TVs in terms
of both numbers and ratings since 2000. Although the permanent television audience is getting older and the
new generations watch less television than the previous ones regarding new viewing practices, there is a
numerical increase and diversity in teen dramas. On the other hand, while the abundance of women and
children-oriented research within the scope of television studies draw attention, studies related to the young
target audience are limited. In this context, the issue of nutrition, which is an important health element, is the
focus of this study. The aim of the study is to examine the nutritional attitudes and habits of the main characters
in Turkish teen dramas. Ten teen dramas aired on national TV channels since 2000, were selected by purposeful
sampling. In addition to the diversity of the dramas in terms of subject, channel, and production company,
attention was paid to have high ratings and long-term. Chronologically they can be listed as Yedi
Numara (TRT1), Hayat Bilgisi (Kanal D), Kavak Yelleri (Kanal D), Arka Swadakiler (Fox TV), Pis
Yedili (Show TV), Adini Feriha Koydum (Show TV), Giinesi Beklerken (Kanal D), Medcezir (Star TV), Kirgin
Cigekler (ATV), 4NI1K Ilk Ask (Fox TV). By taking the first three episodes from each, 30 episodes were
analyzed by content analysis method. Firstly, the gender, age group, and body size of the main characters were
determined. Then, the number of meals, what the nutrients consumed (food, drink, and snack), where and in
which situations the nutrition was carried out, were analyzed. In the study, which examines the physical and
sports activities of the characters as a separate category, the attitudes of the characters towards alcohol and junk
food consumption and diet were also investigated. The findings show that the main characters do not have
adequate and balanced nutritional habits due to the number of meals in the day and the quality of the meals and
their frequent consumption of foods that are not recommended excessively. It is also found that diet is only on
the agenda of women, there is no difference between those who do sports and those who do not, party culture
triggers the above-mentioned diet, especially alcohol consumption, tea, and coffee consumption is quite
common among young people, whereas milk, yogurt, and fruit are rarely encountered. However, these
characters do not experience any nutritional health problems or gain weight. On this basis, it is inferred that
Turkish teen dramas create a deceptive representation through healthy and fit characters despite their negative
nutritional habits. It is known that the audience tends to adopt the behavior of the characters they identify with
or admire. Yet, it is supported by studies within the framework of social cognitive theory and drama theory
(Kincaid, 2002). In this context, constructing an inadequate and unbalanced nutrition culture through TV
dramas increases the importance of critical studies in this field.

Keywords: Teen Drama, Television, Nutrition, Health, Diet
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DIiJITAL MEDYA VE KOMPLO TEORILERIi: COVID 19 SONRASI ARTAN
DEZENFORMASYON PRATIKLERININ ELESTIREL OKURYAZARLIK
CERCEVESINDE INCELENMESI

Zeliha Hepkon', Oya Saki Aydin®

Her gegen giin yayginlasan dijital teknolojiler ve artan sosyal medya kullaniminin enformasyon ekosistemini
degistirdigi; bir yanda biiylik oranda bir haber bollugu yasandig1 6te yanda ise neyin dogru neyin yanlig
olduguna yonelik ciddi sorunlar oldugu goriilmektedir. Covid 19 pandemisi sonrasi dijital teknolojilerin ve
sosyal medyanin artan kullanimi diisiiniildiigiinde bu degisimin izleyici/okuyucu agisindan olasi sonuglarinin
ortaya konulmasi ve tartisilmasi ozellikle biliylik 6nem tasimaktadir. Yapilan akademik c¢alismalar
dezenformasyon ve sahte haberlerin izleyici acisindan artan siyasal kutuplasma, kendini gii¢siiz hissetme, hayal
kiriklig1 ve tepkisizlik gibi 6nemli sonuglar1 oldugunu ortaya koymaktadir. Bu noktada dezenformasyonun 6zel
bir bicimi olan komplo teorilerinin artmasi toplumsal kutuplagsmay artirmakta, nefret sdyleminin ve irk¢iligin
da yayginlagsmasina sebep olmaktadir.

Son yillarda dijital mahremiyet, arama motorlarinin kullandig1 algoritmalar ilaglar ve saglikla ilgili tartigmalar
cergevesinde siklikla rastladigimiz komplo teorileri Covid 19 viriisiiniin kdkenleri ve hastaliktan korunma ve
tedavi yontemleri ¢ergevesinde de ¢ok yogun bir bi¢imde goriiniirliik kazanmigtir. Komplo teorileri 6zellikle
anksiyetenin ve giivensizligin yiiksek oldugu zamanlarda; toplumsal altiist oluslarin hemen ertesinde ¢ok yogun
olarak iiretilmektedir. Bu calisma Covid 19 pandemisi baglaminda iiretilen komplo teorilerinin {iniversite
ogrencileri iizerindeki etkisini ortaya koymayi amaglamaktadir. Bu amagcla dijital teknolojileri ve sosyal
medyayi1 ¢ok yogun bir bigimde kullanan iletigim fakiiltesi 6grencilerinin Covid 19 baglaminda iiretilen komplo
teorileri konusundaki yaklagimlar1 ve enformasyon kaynaklarinin tespiti i¢in anket yontemi uygulanmus; ilgili
komplo teorilerinin ve dezenformasyon ve sahte haberlerin gengler iizerindeki etkilerinin ortaya konulmasi igin
odak grup caligsmasi1 yapilmistir. Caligma iletisim fakiiltesi 6grencilerinin, pandemi doneminde haberlere biiytik
oranda Internetten ulastiklarini; televizyonu teyit amagh kullandiklarini ve Covid 19 baglaminda iiretilen
komplo anlatilarindan etkilenmis olduklarini ortaya koymaktadir. Ogrencilerin medya okuryazarhgi-dijital
okuryazarlik cergevesinde gesitli dersler almis olmalarina ragmen cesitli diizeylerde sahte haber ve komplo
teorilerinden etkilenmis olmalari bu konunun sadece bir egitim sorunu olarak degerlendirilemeyecegini ortaya
koyar niteliktedir. Bu cercevede elestirel bir medya okuryazarligi hareketinin insa edilmesinin olgusal
gercekligin degersizlestirilmesine hizmet eden komplo teorileri ve sahte haberlerin yayginlagsmasina karsi
o6nemli oldugu diisliniilmektedir.

Anahtar soézciikler: Covid 19, Elestirel Okuryazarlik, Komplo Teorileri, Dezenformasyon, Sahte haber

DIGITAL MEDIA AND CONSPIRACY THEORIES: A STUDY ON INCREASED

DISINFORMATION PRACTISES AFTER COVID 19 EPIDEMIC WITHIN THE
FRAMEWORK OF CRITICAL LITERACY

The increasing use of digital technologies and increasing social media change the information ecosystem; on
the one hand, there is a large abundance of news, on the other hand, there are serious problems regarding what
is right and what is wrong. Given the increasing use of digital technologies and social media in the post-Covid
19 period, it is particularly important to present and discuss the possible consequences of this change for the
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reader/user/audience. Academic studies reveal that disinformation and false news have important consequences
such as increasing political polarization, feeling of weakness, disappointment, and unresponsiveness.

At this point, the increase of conspiracy theories, which are a special form of disinformation, increases the
duality of us and them, in this sense, it causes the spread of social polarization, hate speech and racism. In recent
years, digital privacy, algorithms used by search engines, conspiracy theories, which we frequently encounter
within the framework of health and discussions about health, have gained intense visibility within the
framework of Covid 19 virus origins and disease prevention and treatment methods. Conspiracy theories are
produced very intensely, especially when anxiety and insecurity are high and in situations of crisis. This study
aims to reveal the effect of conspiracy theories produced in the context of the Covid 19 pandemic on university
students. For this purpose, a questionnaire method was applied to determine the approaches and information
sources of communication faculty students who use digital technologies and social media extensively on
conspiracy theories produced in the context of Covid 19; A focus group study was conducted to reveal the
related conspiracy theories and the effects of disinformation and fake news on young people. It was stated that
the students of communication faculty reached the news mostly on the Internet during the pandemic period; It
reveals that they used television for confirmation and were influenced by the conspiracy narratives produced in
the context of Covid 19. Although the students have taken various courses within the framework of media
literacy-digital literacy, they have been influenced by fake news and conspiracy theories at various levels,
revealing that this issue cannot be considered only as an educational problem. In this context, building a critical
media literacy movement is thought to be important against the spread of conspiracy theories and fake news
that serve to devalue factual reality.

Keywords: Covid 19, Critical Literacy, Conspiracy Theories, Disinformation, Fake News
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TURKIYE’DE COCUK TELEViZYONU, KAMU YAYINCILIGI VE TOPLUMSAL
CINSIYET ESITSIiZLiGi

Zeynep Giiltekin Akcay'

Toplumsal cinsiyet, kadin ve erkek olmanin, dgrenilmis davranislar, beklentiler, algilar, sosyal kurumlar ve
toplumlar tarafindan insa edilme siirecidir. Toplumsal cinsiyet tartigmalari, giinlik yasam pratiklerinde
davraniglar ve sosyal iligkiler araciligtyla iiretilenlerin bedenle nasil iligki kuruldugu iizerinedir. Toplumsal
cinsiyet ve medya arastirmacilarina gére, medyanin, kendimizi ve baskalarimi cinsiyetimize gore tanimlamay1
nasil 6grendigimiz ve bdylece kendimizin ve baskalarinin cinsiyeti hakkindaki &znelliklerimizi nasil
gelistirdigimiz {izerindeki sosyallestirme giicii oldugu konusunda genel olarak hemfikirdir. Cocuklarin
toplumsal cinsiyet pratiklerini ve kimliklerinin sekillenmesinde televizyon onemli bir etkendir. Cocuk
televizyonu da, cocuklarin yakin g¢evresinin otesinde diinya fantezileri ve imgelerini saglayan bir hikaye
anlaticis1 olarak islev gormektedir. Cinsiyet odakli 6grenimlerde, televizyonun sundugu imgelerin ¢ocuklar
iizerinde 6nemi de gdzden kagirilmamalidir. Cocuklar televizyonun bu hikayelerini izlerken nasil bir erkek veya
kadin olunacagini 6grenirler. Ancak cocuk programlarina yakindan bakildiginda erkeklik ve kadinlhigin
ingasinda ciddi bir sosyal esitsizligin oldugunu séylemek miimkiindiir. Cocuk kanallarinda kullanilan icerikler,
ataerkil kiltiir ideolojisini, toplumsal cinsiyet rollerini yeniden liretmektedir yargisi ¢alismaya y6n veren
onermedir. Bu 6nermeden yola ¢ikarak, cinsiyet esitsizliginin, ¢ocuk kanallarinda hangi noktada oldugunu
ortaya koymak temel sorunsaldir. Bu noktada ¢alisama su sorulara yanit aramaktadir: Toplumsal cinsiyet
kodlarmin yaratiminda karakterlerin fiziksel sunumlari nasil?, Toplumsal cinsiyet kodlarinin yaratiminda
karakterlerin fiziksel sunumlar nasil?, Karakterlerde kadin-erkek stereotiplestirmesi nasil?, Toplumsal cinsiyet
kodlarinin yaratiminda karakterlerin davranislart nasil?, Toplumsal cinsiyet kodlarinin yaratiminda hayali
yaratim karakterlerin sunumu nasil? Toplumsal cinsiyet kodlarinin yaratiminda karakterlerin sosyal iliskileri
nasil?, Toplumsal cinsiyet kodlarinin yaratiminda karakterlerin mekansal durumlari nedir? Sorulara yanit
aranirken nitel igerik analizi kullanilmistir. Animasyonlarda karakterlerin dis goriiniigleri ve davraniglari
incelenmistir. Toplumsal cinsiyet esitsizligini ortaya koymak igin bu esitsizligi sundugu diistiniilen temalar
(karakterlerin fiziksel sunumlari, karakterlerin mekansal durumlari, karakterlerin davranislari, karakterlerin
sosyal iligkileri) belirlenmistir. Metindeki sembolik igerigin nicel verilere sistematik olarak g¢evrilmesini
aciklamak i¢in agik ve ortiik kodlama sistemi, temalarin altinda detaylandirilmistir. Bu sayede, programlardaki
toplumsal cinsiyet esitsizliginin sikligi, yonelimi, yogunlugu ortaya koyulmustur. Kamu yayincist TRT Cocuk
kanalinin 2019-2020 ddénemi animasyon programlari calismanin Orneklemini olusturmaktadir. Kanalda
yayinlanan yarisma, gezi programlari, ¢izgi olmayan canlandirmalar, haber programlari, yabanci yapim ¢izgi
filmler; karakter, konu, bi¢im farkliliklari nedeniyle ¢aligmanin kapsami disinda birakilmigtir. Animasyon
programlarda rastgele 6rneklem yoluyla 6rnekler se¢ilmistir. Calismada TRT Cocuk kanalinda yayinlanan 21
animasyon program ve 240 dakika incelenmistir. Caligmanin sonucunda yapilan 6nerme, dogrulanmistir. TRT
Cocuk kanalinda erkek karakterlerin, kadin karakterlere goére daha ¢ok goriiniir oldugu, kamusal alanin
erkeklere birakildigi, renk klisesinin yogun kullanildig1 saptanmustir.

Anahtar soézciikler: Cocuk televizyonu, toplumsal cinsiyet, animasyon
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CHILDREN’S TELEVISION, PUBLIC BROADCASTING, AND GENDER INEQUALITY
IN TURKEY

Gender is socially constructed, involving an ongoing process in which learned sets of behaviors, expectations,
perceptions, and subjectivities are applied by individuals, social institutions, and societies in defining what it
means to be a woman and a man. Gender is not viewed as something originally existent in human beings, but
rather it is a set of understandings that organize how we relate to our bodies that is produced through behaviors
and social relations in the practices of daily life. Gender and media researchers are in general agreement that
the media are socializing force that have significant influence on how we learn to define ourselves and others
by our gender and so develop our subjectivities about our own and others' gender. Television is an important
factor in shaping children’s gender practices and identities. Children’s television acts as a storyteller that
provides world fantasies and images beyond the audience’s immediate surroundings. In gender-oriented
learning of children, the images presented by television are important to children. Children learn how to become
a man or a woman while watching these stories of television. However, it is possible to say that there is a serious
social inequality in the construction of masculinity and femininity when we look closely at the children’s
program’s. The content used in children’ channels reproduce the ideology of patriarchal culture and gender
roles’, is the proposition that directs the study. Based on this proposition, it is goal of the study is to reveal at
what point gender inequality is in children’s channels. At this point, the questions of the study are designed as
follows: How is the stereotyping of male and female in characters? How are the physical representations of the
characters in the construction of gender codes? How are the characters’ behavior in constructing gender codes?
How is the presentation of imaginary/creature characters in the construction of gender codes? How are the
characters’ social relationships in the construction of gender codes? What are the spatial states of the characters
in the construction of gender codes? Content analysis is used to look for answers to the questions above. The
appearance and behavior of the characters in animations are examined. In order to reveal gender inequality,
themes (Physical representations of characters, spatial situations of characters, behavior of characters, social
relations of characters) that are thought to represent this inequality are determined. The explicit and implicit
coding system is detailed under the themes to explain the systematic transformation of the symbolic content in
the text into quantitative data. In this way, the frequency, orientation and intensity of the gender inequality in
the programs are revealed. In Turkey, TRT Cocuk channel is one of the two local children channels. TRT
Cocuk, as a public broadcaster, was included in the study based on the assumption that it respects United
Nations Children’s Rights and produces content that complies with many international broadcasting
agreements. The animation programs of the public broadcaster TRT Cocuk channel in the 2019-2020 period
constitute the sample of the study quiz shows, travel programs, non-animations, news programs, foreign-
animations broadcast on the channel are excluded from the scope of the study, due to character, subject, and
format differences. Samples are selected through random sampling from animation programs. In the study, 21
animation programs broadcasted on TRT Cocuk and 240 minutes are examined. The proposal made as a result
of the study has been confirmed. It is determined that male characters are more visible in TRT Cocuk than
female characters, public space is left to male, and the color stereotype is used extensively.

Keywords: Children’s television, gender, animation
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DiJITAL AGDA ROMANTIK iLISKIiLER: KULLANICILARIN TINDER DENEYIiMLERI

Ziileyha Ozbas Anbarlt'

2012 yilinda kurulan sosyal ag platformu Tinder, bir flort uygulamasidir. Mekan bazli olarak ¢alisan Tinder,
kullanicilarinin dniine kendileriyle ayn1 mekanda bulunan diger kullanicilan getirir, onlarin “begenilmesine”
ya da “begenilmemesine” gore davranislar bekler. Bu davraniglar, begenilmeyenin sola, begenilenin saga
kaydirilmasidir ki Tinder bunu “swipe” davranisi (parmagi dokunmatik ekran yilizeyinde hareket ettirme) olarak
adlandirir. Sadece ¢evrimigi agda kalmayan, ¢evrimdisi giindelik yasama da aktarilan bu yeni iligki bigimi
kendisiyle birlikte bir¢ok yeni kavram, jargon ve iligki bi¢cimi tiretmektedir. Dijital uzam, yeni iletisim bi¢imleri
de olusturmaktadir. Romantik iliski temelinde algilanan ancak farkl: iligki bigimlerine de yol agan Tinder, diger
cevrimici flort platformlart gibi hem romantik iliski hem de romantik olmayan iligki amacryla kullanilmaktadir.
Tinder, mekan bazli ¢alistigi i¢in sadece sanal ortamda kalmamakta, ayn1 zamanda karsilikl yiiz yiize iletisim
vaadi de sunmaktadir.

Bu ¢alismada Tinder kullanicilarinin Tinder’da nasil bir davrams 6riintiisii sergiledikleri ve ¢evrimdisi ortama
bunu nasil yansittiklari, gorlisme yontemiyle agiga c¢ikarilmaktadir. 18-30 yas araliginda 10 kisiyle
yapilandirilmis goriismeler yapilmistir. Deneyimler ve kullanimlar ¢ok fazla dile getirilmedigi ve kamusal
ortamda agiklanmadigi i¢in goriismeciler kartopu Orneklem teknigiyle secilmistir. Yapilan derinlemesine
goriismelerle, Tinder’in nasil deneyimlendigi, bu eski iligki bi¢imleriyle eklemli olan ama yeni bir dil de i¢eren
ortamin nasil algilandig1 ve ¢evrimigi ortamin ¢evrimdigt ortama ne sekilde tasindigi anlagilmaya ¢aligiimistir.

Sonug olarak katilimcilarin Tinder’1, yeni insanlarla tanismak, flortlesmek, romantik birliktelik yasamak ya da
romantik olmayan cinsel iliski kurmak, uygulamaya olan meraki gidermek, eglenmek ve can sikintisini
gidermek amaciyla kullandiklart bulunmustur. Karsidakinin cinsel yonelimini bilebiliyor olmak, farkli cinsel
yonelimdeki kisilerin uygulamay1 kullanmasinin temel nedenlerindendir. Ayrica yine farkli cinsel yonelimdeki
kisilerin uygulamayr kullanma nedeni damgalanmadan partner bulabilmektir. Katilimeilar, uygulamay1
kullandiklarinin, c¢evredeki kisiler tarafindan bilmesini istememekte, ifsa olma korkusu yasamaktadirlar.
Katilimeilar profillerinde kendilerini sunarken dis goriiniisleriyle birlikte hayat tarzlarmi ve kiiltiirel
sermayelerini belirtmeye 6zen gostermekte, ayni sekilde kargidakini alimlarken de dis goriiniisle birlikte, hayat
tarzlarina ve kiiltiirel sermayelerine dikkat etmektedirler. Katilimcilar ¢iplaklik igeren ve agik cinsellik talebi
olan hesaplar itici bulmaktadir. Tanigmadan sonra gergeklesen fiziksel bulugsmalardan c¢ekinilmese de, karsi
taraftaki kisiye tam olarak giiven duyamadiklari i¢in, kisilerin tercihi bu bulugsmalarin ya kamusal bir alanda ya
da kendi evlerinde gergeklesmesinden yanadir. Tinder kullanimi uzun siireli bir romantik iligki kuruldugunda
birakilmakta, iligki bittiginde kullanima tekrar devam edilmektedir.

Anahtar sozciikler: Tinder, ¢evrimici bulugsma, ¢evrimigi iligkiler, flort uygulamasi, romantik iligki

ROMANTIC RELATIONSHIPS IN DIGITAL NETWORK: USERS’ TINDER
EXPERIENCES

Tinder launched in 2012 as a geo-social networking and a flirt application. As a location-based real-time dating
app, Tinder brings other users who are in the same place in front of its users and expects behaviors according
to their “likes” or “dislikes”. These behaviors are shifting the dislikes to the left and the likes to the right, which
Tinder builds on the “swipe” behavior. This new form of relationship, which is not only kept on the online
network but also transferred to offline everyday life, produces many new concepts, new jargon and relationship

! Dr. Ogretim Uyesi, Anadolu Universitesi, Iletisim Bilimleri Fakiiltesi, Iletisim Tasarimi ve Y&netimi Boliimii,
zozbas@anadolu.edu.tr

192



Communication in

the Digital Age The 2nd

Diftal Gagola INTERNATIONAL SYMPOSIUM
llgtigirn OCTOBER 26 -28 iZMiR, TURKEY

forms with it. Digital space also creates new forms of communication. Like other dating platforms, Tinder is
used for both romantic and non-romantic relationships. Tinder is not only remains in the online communication
but also offers mutual face-to-face communication because of being location-based.

In this study, the behavior pattern of users on Tinder and how they reflect the offline environment is revealed
by interviews. Structured interviews were conducted with ten users in Turkey, between the ages of 18-30.
Because of the tendency to hide Tinder usage, the interviewees were selected with the snowball sampling
technique. With these interviews, it was tried to understand how Tinder is experienced and perceived and how
the online environment is transferred to the offline environment.

As aresult, it was found that the participants use Tinder in order to meet new people, to flirt, to have a romantic
relationship or to have casual sex, to satisfy the curiosity about the app, to have fun and to relieve boredom.
Being able to know the sexual orientation of the other user is one of the main reasons why people with different
sexual orientations use Tinder. In addition, the reason why people with different sexual orientations use the
application is to find a partner without being stigmatized. Participants do not want people around to know about
their use of the application and they fear disclosure. While presenting themselves in their profiles, the
participants take care to indicate their lifestyle and cultural capital as well as their physical appearance and also
pay attention to their lifestyle and cultural capital while recruiting the other. Users find accounts that contain
nudity and explicit sexual demands offensive. Although they are not afraid of physical meetings that take place
after the acquaintance, they prefer to have these meetings either in a public place or in their own home, as they
cannot fully trust the other person. Tinder usage is discontinued when a long-term romantic relationship is
established, and usage is continued when the relationship ends.

Keywords: Tinder, online dating, online relationships, dating application, romantic relationship
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