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Bu kitap 2-4 May1s 2012 tarihleri arasinda diizenlenen, “Yeni Iletisim Teknolojileri ve Toplumsal Déniisiim” II. Ulus-

lararasi Iletisim Sempozyumu bildirilerinden olugmaktadir. Sempozyum kitabinda yer alan her bildiri yazar/yazarlari

tarafindan sozlii olarak da sunulmustur. Caligmalar, sempozyum bildiri kitab1 yazim kurallarina gére tek bir format al-

tinda toplanmugtir. Makalelerin igerikleri ve kaynak kullanimlari, bilimsel etik degerler agisindan gosterilmesi gereken

dikkat, yazarlarin sorumlulugu altindadir. Caligmalar tamamen ya da kismen kopyalanamaz, ancak kaynak belirtmek
suretiyle caligmalardan alint1 yapilabilir. Sempozyum kitabinin tiim haklar: saklidur.
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This book consists of the panel presentations of the II. International Symposium of Communication on “New Com-

munication Technologies and Social Transformation” organized on May 2-4, 2012. Each paper in the book was also

presented orally by its author(s). Works have been organized in a single format according to the publication rules of

the symposium presentation book. The essential care for scientific ethic rules, references and the content of papers
are solely under the responsibility of the author. All rights of the symposium book are reserved.
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Bya xurer 2012 — 5BIAABIH 2-4- MAfIBIHAQ YIOYIITYPyATraH “JKaHbl KOMMYHHUKAIIUS TEXHOAOTUSIAAPHI JKaHA KOOMAYK
TpaHCPOpPMALHSIAAP” ATTYY SKHHIH JAAPAABIK KOMMYHHUKAIINS CHMIIO3UYMY YIVH AQSIPAAATAH MAKAAAAAPAQH
Ty3yAreH. CHMIIO31yM KUTeOUHAE SKAPBLIAAQHTAH ap OHP MAKAAA ABTOPAOPY TAPAOBIHAH AOKAAA TYPYHAO AQ CYHYATQH.
AOKAAAAAP CUMIIO3UYMAYH OUAAUDPYY KUT€OUHAETH 5Ka3yy KypaAAApbIHa BIAAMBIK OHp GpOpMATTa AASPAAATAH.
VAumuit oTHKara KypaaAapblIHa Xapaliia MAKAAAAAPABIH Ma3MYHy JKaHa GyAAKTapPABIH KOAAOHYAYIITY aBTOPAOPAYH
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“Yeni Iletisim Teknolojileri ve Toplumsal Déniisiim” konulu II. Uluslararas: Iletisim Sempozyumu; basta
iletisim bilimciler olmak tizere tiim sosyal bilimcileri, aragtirmacilar1 ve sektdr uzmanlarini kiiltiir, iletisim ve medya
alanindaki en son arastirma sonuglarini, diisiincelerini ve uygulamalarini sunmalari igin bir araya getirmeyi amagla-
maktadur.

Kiiltiirel, ekonomik ve siyasal anlamda kiiresellesen diinyada yeni medyanin toplumsal doniisiime etkisi kat-
lanarak artarken, farkli disiplinlerin aragtirma konusu olmaktadir. Sempozyum; iletisim bilimcilere, sosyal bilim-
cilere ve uzmanlara giincel konular: tartismak ve gelecek ¢alismalar icin Oneriler gelistirmek amaciyla bir bulugma
ortami saglamustir. Nitekim 2-4 Mayis 2012 tarihinde Kirgizistan-Tiirkiye Manas Universitesi Cengiz Aytmatov
Kampiisii'nde diizenlenen sempozyuma degisik iilke ve cografyalardan gelen bilim insanlar1 katilmistir. Ug giin sii-
ren sempozyum boyunca aragtirmalarini sunmus, 6grenciler, ilgililer ve birbirleriyle bulgular: paylasarak tartismalar
gerceklestirmistir.

Katilan tiim aragtirmacilara, sempozyumun sorunsuz bir sekilde gergeklestirilmesi i¢in olanaklarini seferber
eden Kirgizistan-Tiirkiye Manas Universitesi Rektdrliigiine, emegi gecen, katkisi olan herkese tegekkiir ederiz.

Sempozyum Diizenleme Komisyonu Bagkani
Prof. Dr. Mahmut IZCILER

Konu Basliklar:

Gazetecilik Televizyonda dijital teknoloji
Gazetecilik ve internet Gazeteciligi Internet Televizyonlari

Yeni Medya Yeni Radyo

Sosyal medya Radyoda dijital teknoloji
Sosyal ag Popiiler Kultir

3G ve mobil iletigim Etnisite ve Milliyetgilik

Yeni habercilik anlayis1 ve muhabirlik Halkla iligkiler

Gazetecilikte dijital teknolojiler Internette halkla iligkiler
Internet ve Siyasal Iletigim Blog ve Haber gruplar
Ekonomi Politik Film Caligmalar1

Medya ve Kiltiir Sinemada dijital teknoloji
Kiiltiirlerarasi [letisim Animasyon Teknolojisi

Dil ve Toplumsal Etkilesim 3D sinema

Gorsel ve Isitsel Iletisim Reklam ve Gorsel Tasarim
Yeni Televizyonculuk Internet reklamciligt

IPTV Ve yeni iletisim teknolojileri ile ilgili baglantili arag-

tirma alanlarindaki ¢aligmalar.
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Preface

II. International Symposium of Communication on “New Communication Technologies and Social Trans-
formation” aims to assemble all social scientists, researchers and specialists from the field to share their ideas and
practice.

While in the culturally, economically and politically globalizing world the effect of new media on social
transformation is gradually increasing, it is developing into a field of research for different disciplines. The sym-
posium presented an opportunity for engagement in order to discuss recent issues and develop new proposals for
future works. Thus scientists from different countries and territories joined the symposium organized in the Kyrgyz-
stan-Turkey Manas University Chyngyz Aytmatov Campus on May 2-4, 2012. During the three days of the sympo-
sium they shared their researches through presentations and discussed with students, interested persons and among
themselves.

We express our deepest gratitude to all participated researchers, to the Rectorate of the Kyrgyzstan-Turkey
Manas University, which bestowed all its capacity for the realization of the symposium without any difficulty, and
to all contributors.

Head of the Symposium Organization
Prof. Dr. Mahmut IZCILER

Main Topics
Journalism Digital Televis‘ic?n Technology

. . . Internet Televisions
Journalism and Online Journalism .

) New Radio

New Media Divital Radio Technol
Social Media P 1g1t211 (_f: ;o echnology
Social Network EoEu‘ a.r u ‘;u;? onall
3G and Mobile Communication Pt b111.1c1tRy lan. ationalism
The New Understanding of Journalism and a Re- u ‘1c € at%ons _
porter Online Public Relations
Digital Technologies in Journalism Blog and News groups
Internet and Political Communication Movie Studies
Political Economy Digital Technology in Cinema
Media and Culture Animation Technology
Intercultural Communication 3D cinema

Language and Social Interaction
Visual and Auditory Communication
New Television Broadcasting

IPTV

12

Adpvertising and Visual Design
Internet advertising

and Studies related to new communication techno-
logies and related research areas.



[iIpegucaoBue

Bropoit MeXXAYHApPOAHBII CHMIIO3HYyM B OOAAQCTH KOMMYHHKALUM Ha TeMy: «HoOBble KOMMyHHKaTHBHbIE
TEXHOAOTHH M OOIIeCTBeHHble TPAaHCPOPMALMK> OBIA OPraHM30BAaH C IjEABI0 COOpaTb YYeHHBIX B 00OAACTH
KOMMYHKAIIUM, COLMOAOTOB, Hay4HbIe KCCAEAOBaTeAeH M IPAKTUKYIOMMUX CIELUAANCTOB AASL TOTO YTOOBI
IIPEACTABHUTD CBOH HAEU U HCCAEAOBAHUS B Cpepe KYABTYPBI, CaMble [IOCACAHHE Pe3yABTAThI HCCAEAOBAHMIT B 06AACTH
CBSI3H U CPEACTB MaCCOBOM HHPOPMALHIH.

Hossie Mepra Bce 60AbIIe SIBASIFOTCS TPEAMETOM HCCAGAOBAHMIT BAUSIS HA O0IIeCTBeHHbIE TPAaHCGOPMAL[HU
B raobasnsoBaHHOM Mupe. CHMIIO3MYM OOeCIeYHA AAs YYEHHBIX B O0OAACTH KOMMYHHUKAIIUM, COLIMOAOTHH U
Pa3HBIX CIIEIIUAAMCTOB TAATPOPMY AASL OOCYXKAEHHMS aKTYAABHBIX BOIIPOCOB M MECTO BCTPEUH AASL Pa3pabOTKH U
PEKOMEHAAIIMH OYAYIINX HCCAEAOBaHMIL B cummosmyme, KOTopbiit MpoBoAUACs 2-4 Mast 2012 ropa B Keipreizcko-
Typenxom yHuBepcureTe «Manac>, B kamiryce nMeHn YuHrusa AiTMaToBa MPHHSAAU YYacTHe yYeHble U3 pasHbIX
crpan mupa. Ha mpoTsbkeHMu Tpex AHell OHM IIPEACTAaBUAM CBOM HMCCAEAOBAHMs, MU IPOBOAMAU AUCKYCCHH CO
CTYA€HTaMHU U yJaCTHUKAMU CUMITO3HyMa.

Brrpaskaem 6aaropapHOCTb pekropary Keiprascko-Typerkoro YauBepcuteTa «MaHac» 1 BCeM KTO BHeC
CBOM BKAAA B OPTaHU3ALUIO M TPOBEACHHE CHMITO3HyMa.

IIpeacepaTeAb Opr. KOMUTETA CUMIIO3MyMa

ITpod. Ap. MaxmyT HMsxuaep

Tembr

JKypuaancruka TeaeBuaeHMe U ITUPPOBBIE TEXHOAOTHU
JKypHaAncTuka 1 MHTepHeT-KyPHAAHCTHKA HHuTepHeT-TeAeBUACHUE

Hosbie Mmepna Hosoe papuno

ConumaapHbIe MeAHa Paano u uppoBbIe TEXHOAOTUH
CornmaapHbIe ceTH ITonxyabrypa

3G 1 MOOHABHASI KOMMYHHKALIAS OTHUYHOCTD U HAIJMOHAAU3M

HoBoe nonnmMaHnue »XypHaAUCTHKU U Cssi31 € 00111eCTBEHHOCTBIO
KOppeCHOHACHIIHS CBs1311 ¢ 00111€CTBEHHOCTBIO B HHTEPHETE
Lu¢pposbie TeXHOAOrMHU B XKypPHAAUCTHKE Baorn u HOBOCTHBIE rpyTIIIBI
MHTepHeT U MOAUTHYECKAsI KOMMYHHKAIIHS VccAeAOBaHHUS B KMHO
IoanTaxonoMuS Kuno 1 nudposbie TEXHOAOTHH
CpeacTBa MaccoBoi UHPOPMALHH U KYABTYpa TeXHOAOTHS AHHUMAIIHH
MexXKyAbTypHAsE KOMMYHUKAIUS 3D kuHO

SI3BIK M COLMAABHOE B3aUMOAEHCTBHE Pexaama 1 AM3ITH

BusyaabHast i1 ayAn0 KOMMYHHKALIHS WHTepHeT-peksama

Hosoe Teaesemanue U HCCAEAOBAHUS B 0OAACTH HOBBIX
IPTV KOMMYHHKATUBHbIX TeXHOAOTHI.
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KupuLu ce3s

“O)KaHpl KOMMYHHMKATHBAMK KapaKaTTap >KaHA KOOMAYK TPaHCOpPMALUSAAP OKHHYH OA APAABIK
KOMMYHHUKAIUS CUMIIO3UYMYy KOMMYHHMKALIUSI HAUMAEPH AAKAIbIHAQ MIITEIeH COLIMOAOTAOPAYH, H3UAAOOUYAOPAYH
’KaHa IIPaKTHK-aAMCTEepUHHH MAAAHUAT, KOMMYHHKAITH )KaHa MeAHA KAaThIHAQA 9H COHKY M3HAAO© XKbIMbIHTHIKTAPbIH,
KO3 KapallTapbIH )KaHa U3UAAOOASPYH CYHYIITOO MAaKCATBIHAA YIOIITYPYATaH.

MapaHuil, 5KOHOMHUKAABIK JKaHa CasiCHil OAarbITTa aaAAMAQAUIKAH AYMHOA® >KAaHBI MEAHAHBIH COOLIMAAADBIK
©3repYYAOPre GOATOH TaaCHPH APTHII AP TYPAYY HAUM TAPMAKTAPBIHBIH H3UAAOO 0OBeKTHCH 60AyyAd. CHMIO3uyM
KOMMYHHKAIHSI, COLIMOAOTUSI TAPMAKTAPBIHBIH OKYMYINTYyAapbIHA JKAHA AAUCTEPHHE aKTYaAAyy TeMaAapABI
TAAKYAOO JKaHA KEeAEYEKTeI' U3HAAOOAOPTO CYHYIITAPBIH AASPAOO MAKCATBIHAA XKOAYTYILYY IAATGOPMACHIH TY3YII
6epan. 2012 — sxpiapbiH 2-4 — MaiibiHAQ Koipres — Typk “Manac” Yausepcuternnun Y. Avirmaros arbiHAArs: XKaa
KAMITYCYHAQ YIOIITYPYATaH OyA CHMIIO3MYMIA ap TYPAYY ©AKOAOPAGH HAMMIIOBAOP KATBINITHL Y4 KYH HUYMHAE
AOKAAAAAPBIH CYHYII, CTYAEHTTED, KaThIIIyyqyAap SKaHa OUpH OMPH MEHEH Off — IIMKUPAPHH OOAYIIYII, aKTYaAAYY
MaceAeAePAU TAAKYYAQLITHL.

CHMIIO3MYMAYH KaTBILIYydyAapbIHA, CUMIIO3HYMAY YIOWITYPYY Y4yH mwapt Tysyn 6epren Ksipreiz — Typk
“Manac” YHUBepCUTETHHHMH pPEKTOPAThIHA, CHMIIO3HYMAY YIOIITYPyra CAAbIM KOIIKOHAOPTO BIPAa3bIYBIABIK
OraAupebus.

CuMIO3UyMAYH YIOIITYPYy KOMUTETHHUH TOParachl
IIpo¢. Ap. MaxmyT M3sxuaep

Temasap

JKypnaancruka

JKypHaancTrKa xaHa HHTEPHET-)KYPHAAUCTHKA
JKanpr Mepna

CoLMaAABIK MeAra

CoLMaAABIK XKeAe

3G >xaHa MOOHAAYY KOMMYHHUKAIIUS

JKaHp! KabapUbIABIK TYLIYHYTY XKaHA
KOPPECIIOHAEHIIHSA

JKypHaAuCTHKaAQ CAaHAPUII TEXHOAOTHSIAAP
VHTepHeT jkaHa casCHil KOMMYHUKAIUSI
IToauTaxoHOMUS

Meamna >xaHa MapaHUAT

MapaHuATTap ApaAbIK KOMMYHHUKAI[US

Tua 5kaHa KOOMAYK TaaCHpAeNIyy
BusyaaabIK )kaHa ayAHO KOMMYHHKAITHS
JKanp! TeaeOepyyayAyK

IPTV

14

TeaeBuACHHEAEC CAHAPUII TEXHOAOTHSIAAP
HHTepHeT TeAeBUACHHECH

JKansl papno

Papropo caHapun TeXHOAOTHAAAP
TTonmapauuar

OTHHUKAAYYAYK SKaHA YAYTIYAYK
Koomuyayk MeHeH 6aiiaaHbiin
HHTepHeTTE KOOMYYAYK MEHEeH OaifiAQHbIII
Baor xxaHa kabap Tornropy

Kuno TapMarsiHAa H3HAA©©AED

KunoaO caHapy TeXHOAOTHSIAAD
AHMMaIMI TEXHOAOTHUSACHI

3d xunO

PexaaMaAbIK HII )KaHA BU3YAAABIK AM3ANH
VHTepHeTTe peKAaMaABIK HII

’KaHa JKaHbl KOMMYHHUKATHBAUK TEXHOAOTHSAAPTa
0aAQHBIIITYY OOATOH U3HAAOOAOD.
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TEKNOLOJIK GELISMELER ve HABERDE ETiK SORUNLAR

Prof. Dr. Nurettin GUZ!

Gazi Universitesi Iletisim Fakiiltesi

OZET

Haber kitle iletisim araglar1 igin haber her zaman 6nde gelmistir. Bu araglarin ortaya ¢ikmasi ve konumunu
giiclendirerek devam ettirmesinde haber hep 6n planda olmustur. Teknoloji medyayi gelistiren temel bir unsurdur. Son yillarda
teknolojinin gelismesine paralel olarak medya kuruluglar1 daha fazla oranda kiiresel boyut kazanmigtir. Haber kaynaklarinin
artmasi medya kuruluglarinin eleman ihtiyacini da artirmugtir. Hizli haber verme ihtiyact medya kuruluglarini daha fazla eleman
aramaya zorlamistir. Canli ve hizli haber verme ihtiyaci medya alaninda egitim almamis olan vatandaglarin da kimi zaman
muhabirlik yapmasini gerekli hale getirmistir. Bu durum medya alaninda etik sorunlar1 da beraberinde getirmektedir. Haber

kaynagi ne olursa olsun yapilan yanhslarin sorumlulugu medya kurulusuna aittir.

Anahtar Kelimeler: Medya, haber, teknoloji, etik, yeni medya.

TECHNOLOGICAL IMPROVEMENTS AND NEWS ETHICAL PROBLEMS
ABSTRACT

News for the news media has always ahead. This means strengthening the position ofthe emergence and continues
the news has been the forefront. An essential ingredient indeveloping the technology media. Media organizations with the
development of technology in recent years has gained a global dimension more frequently. News media organizations to
increase resources has increased the need for staff. Quick news has forced the need to seek more elements of media outlets.
Live fast and need to notifycitizens who have received training in the field of media can sometimes make it necessary to do as
a reporter. This situation also raises ethical issues in media. Responsibility of the media establishment, regardless of source of

news mistakes aremade.

Keywords: media, news, technology, ethics, new media.

GiRis
Teknolojilerin tipki medya gibi insan hayatinin ayrilmaz bir pargasi oldugu 21. Yiizyilda diinya adeta bir 6nceki asrin
ikinci yarisinda 6ngoriilen evrensel bir kéye doniismiistiir. Medya kuruluslar: giiniimiizde insan hayatinin neredeyse ayrilmaz

bir pargasi haline gelirken, medyay1 giinlik hayatin ayrilmazi haline getiren faktorler igerisinde kusku yok ki teknoloji ayr1 bir

oneme sahiptir.

Teknoloji, ilk ortaya ¢ikisindan itibaren medya kurumlarinin gelismesinde temel unsur olurken 6zellikle son dénemde
bu kurumlara yiiklenen yeni misyonun belirleyicisi olarak da dikkati cekmektedir. Kiiresellesmenin temel faktori olan medya
kurumlarina bu &zelligini veren de teknolojik gelismeler olmaktadir. Kurumsal olarak medyanin ilk ortaya ¢ikmasinda olmasa

bile sonraki donemlerinde gelismesinin temel tag: teknoloji olmustur.

Bugiin bilinen anlaminda yazili, sozlii ve gorsel anlamda medya araglarinin ortaya giktigi ve son seklini aldig1 dénem
olan 20. yiizy1l diger alanlarda oldugu gibi iletisim teknolojileri alaninda da dev adimlarin atildig1 bir dénem olurken kitle
iletisim araglar1 alaninda yeni araglarin devreye girmesini saglamistir. Gazete ve dergiler basta olmak tizere yazili medya

araglarina bugiinki sekli gecen asirda verilirken, iletisim teknolojisindeki gelismeye paralele bicimde bu araglar igerik agisindan

1 Prof. Dr. Gazi Universitesi Iletisim Fakiiltesi
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zenginlesmistir. Gegen ytizyillda medya araglar1 agisindan saglanan en 6nemli gelisme kuskusuz ki sozlii ve gorsel alanda
olmus, asrin baglarinda devreye giren radyo ve yine ikinci yarisinda daha yaygin olarak kullanilan televizyon toplumsal etkileri
agisindan énceki araglari gélgede birakmugtir. Iletisim teknolojisindeki gelismelere paralel olarak gelisen medya kuruluslari,

siyasal rejimlerin ve &zellikle liberal sistemin ayrilmaz bir parcasi ve onun olmazsa olmaz kurumlar olmustur.

Medya diinyasinin sihirli kutusunu golgede birakan yeni mecra ise kugkusuz ki internet olmaktadir. Daha 2003’lerde
diinyada 360 milyon olan internet kullanicist sayisinin 3,5 milyara ulagmasi, bireysel iletisim yaninda kitle iletisim amaci
ile de bu mecranin kullanilmasi kugkusuz ki tizerinde ¢ok durulmas: ve tartigilmasi gereken bir konuyu olusturmaktadir.
Geleneksel medya kuruluglarinin bu mecray1 kullanmalarinin yaninda salt bu alana 6zgii yeni kitle iletisim alanlar1 olusmustur.
Kullanimindaki kolaylik, neredeyse milyonlara ulagan internet tabanli yeni medya kuruluslari, yeni medya organlarinin sahibi
ya da kullanicis1 olma konusundaki biiyiik firsatlar, gizlilik, sinirlilik, baski ve bir 6l¢tide denetimden uzak bir kitlesel iletisim

yeni aragtirma ve tartismalar1 da beraberinde getirmektedir.

Gelinen yeni noktada bir 6nceki asrin tartisma konular1 olan iletisim alanin gii¢ sahipleri, reklam verenler, iktidar
odakli olarak dizayn edildigi, haber ve bilgilerin belirli siizgecten gegirilerek hedefkitleye ulastirildigi, enformasyona ulasgimda
serbestligin iitopyadan ibaret olduguna iligkin goértsler ortadan kalkmugtir. Yeni ortama iliskin yapilacak ¢alismalar medya

alanina yonelik yeni tanimlarin olugmasina zemin hazirlayacaktir.

Teknolojik gelismeler ve internet tabanli yeni medya alanlarinin en gok etkiledigi konularin baginda haber gelmektedir.
Haber alma/vermedeki hiz, haber kaynaklarinin biiyiik oranda artmasi, haber kuruluglarinin ¢ogalmasi, etik ilkeler agisindan
denetimden uzak habercilik anlayis1 beraberinde 6nemli sorunlar1 da giindeme getirmektedir. Bu ¢alismada geleneksel medya

kuruluglar1 ve yeni medya haberciliginde yasanan etik sorunlar ele alinmaya ¢aligilmistur.

HABER ve UNSURLARI

Medya kuruluglarinin gorev ve fonksiyonlarina iliskin olarak birgok tasnifleme yapilmistir. Genel olarak bakildiginda;
medyanin olaylar hakkinda bilgi vererek iilke ve diinyada gelisen olaylarin algilanmasini ve buna tepki gosterilmesini saglayan
haber verme islevi hep 6nde gelmistir. Haberin yaninda toplumlar hakkinda bilgi vererek bireyleri toplumlarin birer parcasi
haline getiren toplumsallagtirma, toplum tarafindan belirlenen amaglar i¢in bireyin ¢aligmasini saglamaya yonelik bir faaliyet
olarak gtidiileme, toplumsal degerlere agiklik getirmek ve ortak uzlagsma noktalarini saglamak iizere hazirlayacaklar: tartisma

ortamuni igeren tartisma ortami hazirlama bu gorevler arasinda yer alir.

Yine, bireyleri toplumsal hayatin birer parcas: haline getirme ve bireylere hogca vakit gecirtmeyi amaglayan eglendirme
ve toplumsal uyum ve toplumun bireyler tarafindan tanmmasima yonelik olarak butiinlegtirme islevleri bulunmaktadir.
(MacBride vd, 1980: 283-285; McQuail, 1994: 75-79) Medya ya da kitle iletisim araglar1 dendiginde hemen her donemde
haber bu araglarla birlikte dile getirilmistir.

Haberin Tanimi ve Gergekle iliskisi

Kitle iletisim araglarinin en temel islevi olarak ortaya ¢ikan haberin ¢ok sayida taniminin yapildigini gériiyoruz.
Haber degisikliktir; haber bugiin olup biten her seydir, haberin yaymnlanmasindan sonra diinyada yeni olan her seydir gibi
tanimlari vardir (Milburn, 1998:232). Haber nedir, sorusunu gazeteciler genellikle sezgi ve tanr1 vergisi olarak yorumlarlar. Bu
yorum beraberinde gazeteci/iletisimci olunmayacag, gazeteci/iletisimci dogulacag: gibi iddial bir argimani da beraberinde

getirir.

Haberin, sagduyusu kutsanmus bir bilim ve haber adamini digerinden ayiran gizli yetenegi vardir. Lippmann, haberin
sosyal durumlarin bir aynasi olmadiginy, kendisini giindeme tagimis durumun raporu oldugunu séyler. Haberin ashnda eskiden
ibaret oldugu seklinde bir goriis de vardur. Yine; satilabilir, ytizeysel, basit, nesnel, faaliyet merkezli, ilging, yapay ve agikgoz
kelimeleriyle 6zetlemistir haber. Haberin dogru olmasi 6nemli olurken, haber toplamadaki zorluga karsilik alisilmighk, bilgiye
kargilik insann ilgisinin gekilmesinin 6nemi vurgulanmaktadir. Haberin sonraki olaylar i¢in 6nemi, editoriin kontrolii ve
haberle iligkisi, hedefkitlesi icin islevi ve etkisi, haberi yazana gériiniirliigii onun degismesinde etkili olur (McQuail, 1994:213-
214).
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Haberde esas olan husus, olabildigince gercege sadik kalinarak olayin aktarilmasidir. Bunun igin de kim, ne, nerede,
ne zaman, nasil, neden sorularinin sorulmasi, bunlara cevap veremeyen haberin tam olmamasi s6z konusudur. (Hicks, 2004:
15; Gaillard, 1991:38; Schlapp, 2000:21). Haber kavramu icerisinde yer alan ilgi ¢ekicilik haberciyi ve medya yéneticilerini
zorlar. Olaylarin hangi yonlerinin 6n plana ¢ikarilacag, hedefkitleye nasil sunulacagi konusunda yol gosterici olan temel faktor
yayn politikasidir. (Doob, 1966: 429)

Haberle ilgili yapilan birgok tanimdan hareketle genel olarak haberi, insanlarin ilgisini gekecek, zamanl olan bir

olayin, bilginin veya gelismenin edebilestirilmis 6zeti seklinde tanimlayabiliriz.

Haber tanimlarinda alt1 ¢izilmesi gereken bir nokta vardir ki konumuz agisindan da ¢ok 6nemlidir. Haber olabilecek
olaylar segilirken insanlarin ilgisini gekebilecek olmalar biiyitk 6nem tagur. ilgi cekmeyen siradan olaylarin haber olabilme
sansmin bulunmamasidir. Ancak ilgi cekici olaylarin haber olarak hedef kitleye sunulmasi, bu 6zelligi olmayan gelismelerin ilgi

gekici hale getirilerek haberlestirilmesi kimi zaman elestirilmektedir.

Rekabetin son derece yogun yagsandig1 bir alan olan medya sektérii (Keane, 1993: 62), insanlarin birinci derecede ilgi
kaynag: olan haberi elde edebilmek i¢in higbir fedakarliktan kaginmazken aracin y6netimini tistlenen profesyonel yoneticiler
kendilerine ulasan ¢ok sayidaki olay ve konu arasindan hedef kitlenin ilgisini en gok ¢ekenleri seger ve okuyucuya sunar. Bu
se¢im ve sunum yapilirken olayn ilging hale getirilmesi iin gesitli teknikler kullanilarak habere esas olan olay baslik, resim ve

spotlarla siislenir ve bu suretle haberin etkisi artirilmaya caligilir. (Childs, 1965: 148)

Habercilikte arz ve talep dengesi alan i¢in gerekli olmaktadir. Bu ¢ercevede olusan habercilik anlayiginda iletigimcileri
zorlayan bir se¢im s6z konusudur. Neyin haber oldugu, hangi bilgilerin algilanmas: gerektigi konusunda iletisimciler bir se¢im
yapmakta, bu yapilirken de metinler ve diger materyaller bazi asamalardan ge¢mektedir. Haber, kaynagindan derlenmesinden

hedefkitlesine ulastirilmasina kadar gecen bir¢ok asamada bilgiler ierisinden se¢im yapilarak olusturulur.

Haberle ilgili olarak yapilan bu se¢im, Kurt Lewin'in 1940’larda muhabirler i¢in ortaya koydugu “gatekeeper-
esik bekgisi” terimi ile agiklanir. Kitle iletisim araglariyla topluma nelerin haber olarak verilmeyecegine esik bekgileri karar
vermektedir. Hangi olaylarin haber olup hangilerinin olmayacagy, baska bir ifadeyle “news values-haber degeri” olgusunu 1922’li
yillardailk ortaya atan Lippmann'dir. Ona gore; celigkiye diigmeden hedefkitleye aktarilabilen net temalar, agiriliklar, catigmalar,
stirpriz gelismeler, okuyucunun kendisiyle 6zdeslesebilecegi, mekansal ve psikolojik olarak yakinlik duyacag: konular, hedef

kitleyi dogrudan etkileyen ve 6nemli sonuglar ortaya ¢ikaran olaylar haber olabilecektir.

Lippmann kitle iletisim araglarinin hedef kitle egilimlerini yansitmak yerine temelde sahibinin veya yaymcinin
egilimlerini aktardigini belirtir. Muhabirlerin haber se¢im kurallar1 birbirine benzedigi igin okuyucu tizerinde bir onay etkisi
yarattigini ve boylece sahte bir diinyanin olustugunu séyler. En iyi yayin politikasini olusturan ve buna gére sunum yapan yayin
organ1 bile yayimcinin diisiincesini destekler. Farkli ideolojiyi benimseyen yayin organlarinin farkli ierikle yayin yapmasinin
sebebi de budur (Neumann, 1998:170-171).

Medyanin hedef kitle zihninde yarattii gercekligin habere esas olan gergeklikle aymi olup olmadigi konusu
Lippmanndan beri tartisilmaktadir. Haber, gercegin bir aynasi degil, olgularin, gelismelerin bir temsilcisidir ve temsilen
secilmistir. Gergek, haber olarak aktarilirken bir boliimii se¢ilmis, diger boliimii ise se¢ilmemistir. Haber olarak sunulanlarin
se¢imi yapilirken nelerin, nasil segildigi 6nemlidir. Hedef kitlenin tercihlerinden daha ¢ok siibjektif yargilarin ve kisisel

degerlerin isin icine girmesi gercegin temsilini engeller (Schudson, 2003:33).

O halde gerceklik nedir? Lippmann’a gore gerceklik medya yoluyla insanlarin kafasinda olusturulan gergekliktir,
bunun 6tesinde esas gergekligin ne oldugu 6nemli degildir, 6nemli olan insanin ona dair varsayimlaridir ve bu varsayimlar
beklentileri, timitleri, ¢abalari, duygular1 ve davramiglar belirler. Medya araciligi ile hedefkitleye iletilenler sadece muhabirlerin
algilayabildikleri ve insanlara aktarabildikleridir. Insanlar medya tarafindan olusturulan bilingleriyle diinyay1 ve gelismeleri
algilar ve agiklar. Yayilanmayan veya hedefkitleye ulagtirilamayan haber ve bilgiler yok anlamini tagir. Bu durum gergek kiltiir
ve medya kiiltiirii olarak da anlamlandirilir. (Neumann, 1998:172-173).

Gergek kiltiir ve medya kiiltiirii kavrami, bagka bir deyisle yaymna konu olan gelisme ile medyanin kamuoyuna
sundugu haberin farkliliklari, farki olusturan degisik faktorler, medyanin hangi 6l¢iide olayin ashna sadik kalarak haber ve
yaymu yapabileceginden kaynaklanmaktadir. (Giiz, 2005: 72) Gergege sadik kalinarak bilginin verilmesi temel bir etik ilke
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olmakla birlikte uygulamada bu durum gogu zaman g6z ardi edilebilmektedir.

Kitle iletisim araglarinin 6zellikle haberlerde gercegi ne derece ortaya ¢ikarmayi amagladiklar: konusu tartigmalidur.
Medyanin bir ayna islevi gérerek gercegi oldugu gibi kamuoyuna yansitmay: m1 amagladigi yoksa gercegi yeniden kurgulayip
kendi gercegini mi kamuoyuna aktardigi konusunda bir fikir birligi yoktur. Haber ve gerceklik iizerine caligmalar yapan (Adoni,
1984; Schenk, 1989; McCombs, Shaw, 1972, 1983; Weaver, 1982; Lang, Lang, 1953; Halloran, Elliot, Murdock, 1970;
Shomaker, Mayfield, 1987; Altheide, 1974; Ostgaard, 196S; Smith, 1969; Glasgow Universitiy Medya Group, 1976, 1980;
Graber, 1980 gibi) birgok aragtirmacinin bu konudaki goriisii farklidur.

Insanlarin diinyaya agilan pencereleri konumunda olan medya kuruluslarinin, insana agtiklar1 pencereden verdikleri
bilgilerin her zaman gergegi ve dogruyu yansittig1 soylenemez. Bu araglarin gergegi vermedigi, bunun yerine biisbiitiin ticari
birer ara¢ konumuna gelerek sosyal fonksiyonlarindan tamamen uzaklastiklarina, haber séyleminin titketim séylemine gore
diizenlendigine iliskin yogun elestiriler vardir (Baudrillard, 1997:145; Keane, 1993). Medya kuruluglarinin igeriklerini
olusturmada demokratik ilkeler geregi toplumu olusturan bireylerin istek, egilim ve beklentileri yerine piyasanin etkili olmas:
bu kurumlarin zaaf noktalarini olusturur. Ticari medya kuruluglarinin @irtinlerini kitleye, kitleyi de reklamecilara pazarladiklar

suglamasi klasik liberal sistemin 6ngérdugi ¢ogulculukla bagdagmayan bir yapiyi isaret eder.

Giiniimiiz medyasinin kamusal 6zelliklerinden daha ¢ok ticari amaglarinin 6n plan ¢iktigi dikkate alindiginda
medya yaymn politikalarna yon veren faktorlerin de farklilagtigi goriilecektir. Ticari amaca yonelik calisan medya
kuruluglarinin bagarisindaki temel unsur fazla sayida insana ulagarak daha biiyiik oranlarda reklam alabilmek ve dolayisiyla
kazang saglayabilmektir. Yayinin amaci kamu yararma bir amag gergevesinde hedef kitleye ulasmak ve bu ¢alismanin sonucu
reklam almak olmadigina gore, hedef kitlenin ilgisinin yogunlastirilarak daha fazla insana ulastigini 6zellikle reklam verenlere

duyurabilmektir.

Haberle ilgili tartismalar ne olursa olsun, haber ierigine etki eden faktorler hangi boyutta bulunursa bulunsun her

haberin tagimasi gereken unsurlari vardir.
Haberin Unsurlar1

Haberin var olabilmesi icin bir olaya, fikre, degismeye veya soruna ihtiyag vardir. Bu olmadan haber yazilamaz (Hicks,
2004: 11). Yalan, yanhs veya eksik habercilik meslek ilkeleri ve hukuki agilardan uygun bulunmayan bir davranistir. Haberin

gercek zeminine oturabilmesi igin ona esas teskil edecek bir olay, fikir, degisme veya sorunun bulunmas: gerekmektedir.

Olaylar, fikirler, degismeler, sorunlar haber haline getirilirken 6zetlenerek verilmelidir. Kugku yok ki haber metinleri
olayin veya fikrin birer raporu degildir. Bir trafik kazasinda trafik polisinin olaya iligkin tuttugu rapor ile kazanin medya
kuruluglarinda yayinlanan haber metni arasinda ¢ok biiyiik farklar vardir. Hedef kitlenin dikkatinin kaybolmamasi, olayin
6nemli yerlerinin 6n plana ¢ikarilmasi i¢in habere temel tegkil eden bilgiler 6zetlenerek verilir. Her olayin biitiin y6nlerinin
ayrintili olarak ele alinip anlatildig1 raporlar haber olarak yayinlansaydi buna medya kuruluglarinin ne zamani ne de giicii

yeterdi.

Ozetleme sirasinda habere esas olan olayin ana unsurlarinin haberde yer almasina 6zen gosterilmelidir. Habere temel
teskil eden olay, fikir veya gelismenin haber olarak kaleme alinmas: sirasinda konu asli unsurlarindan alinip bagka alanlara
gotirilmemelidir. Diger bir ifade ile olay bagka, haber bagka seyler séylememelidir. Olayn asli unsurlar1 6zetleme yapilsa
bile yine haber metni igerisinde yer almalidir. Bunlardan birisinin unutulmasi bile haberin dogru verildigi ve meslek ilkelerine

uygun habercilik yapildig1 konusunda kugkularin ortaya ¢tkmasina sebep olacaktir.

Habere esas olan unsurlar haber haline getirilirken edebilestirilmeli, bagka bir deyisle haber dili ile anlatilmalidir.
Medya kuruluglarinin kullandig: farkl bir dil, bagka bir deyisle basin/medya dili vardir. Haber dili ne bilimsel ve ok edebi,
ne de ¢ok siradan ve alt kiiltiir diizeyine seslenen bir dildir. Hedef kitlenin farkli yas, cinsiyet ve kiiltiir gruplarindan olustugu

dikkate alinarak herkesin anlayabilecegi, algilayabilecegi bir iislup haber dilinde kullanilmalidr.

Yine olaylarin, fikirlerin, degismelerin ve sorunlarin zamanli olmasina bagka bir deyisle yeni olmasina ihtiyag vardr.
Medya kuruluslar rakipleriyle oldugu kadar zamanla da yarigan kurumlardir. Bir haberin 6mrii ¢ogu zaman yeni haberlerin

verildigi zaman dilimi ile sinirhdir. Bir televizyon igin haberin gegerliligi hemen sonraki haber saatine kadar siirebilmektedir.
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Bir giinlitk gazete haberinin 6mrii ertesi giine kadardir. Medya kurulusglar1 olaylar1 haber haline getirebilmek i¢in bunlarin
zamanli olmasina 6zen gésterirler. Haberde zamanlilik kuralini belirleyen ii¢ ana unsur vardir. Bunlar; yenilik (recency), anilik

(immediacy) ve gegerliliktir (currency).

Bir olayin, gelismenin veya fikrin haber olabilmesi i¢in onun yeni olmasina ihtiyag vardir. Kamuoyunun giindemine
gelmis, tartigilmis, eskimis bir olayin haber olmasi mimkiin degildir. Medya kuruluslarinin sundugu yaynlarin igerigi arz ve
talep dengesine gore olustugu icin yeni olmayan bir olayin medyada haber olmasi da beklenmemelidir. Ancak gegmiste oldugu
halde medyada haber olmamis veya kamuoyunun giindemine gelmemis bir olay veya gelisme bunun disindadir. Bu tiir olaylar

daha 6nceki tarihlerde meydana gelmis olsa bile haber olarak hedef kitleye sunulabilecektir.

Ikinci unsur olan anilik olayin meydana gelis siireci ile ilgilidir. Yavas seyreden ve kamuoyunun gézlemleyebildigi bir
olayin haber degeri olmayacaktir. Hizli gelisen ve sonuca ulasan olaylar haber degeri tagryacaktir. Meydana gelen olayn farkli

boliimleri varsa ve bunlar belirli bir siire icerisinde olusuyorsa bu bélimlerin her biri ayr1 bir haber konusunu olugturacaktir.

Ugiincii unsur olan gegerlilik ise haberin kaleme alindig zaman dilimi igerisinde olayin gegerliligini korumasidr.
[letisim teknolojilerinin de gelismesi ile birlikte bir olayin geerlilik siiresi son derece kisa olabilmektedir. Bir haber verilerken
ayni olayla ilgili yeni gelismeler bir 6nceki bilgileri gecersiz kilabilmektedir. lletisimci olay1 veya gelismeyi haber olarak kaleme
alirken konunun kamuoyu nezdinde hala gecerli olup olmadigini, haberin yayimlanacagi zaman dilimi igerisinde olayla ilgili
yasanabilecek gelismeleri de dikkate almalidir. (Giiz, 2005: 61-62)

YENI HABERCILIK ANLAYISI

Medyadaki haber tanimi ve habercilik anlayis1 asirlarca belirli ilkeler ¢ercevesinde devam ettirilmigtir. Yukarida
agiklananhaberinunsurlarinabakildiginda dindenbugiine haber ve habereiligkin beklentikonusundafazla birseyin degismedigi
sdylenebilecektir. Ilk gazetenin ortaya ¢ikisindan itibarin haber dendigi zaman éncelikle insanlarin ilgisini gekebilecek bir olay,
degisme ya da gelisme s6z konusu olmustur. Bu durum teknolojinin n plana ¢iktig1 yeni ortamda da gegerlidir. Insanlar haber
dendigi zaman 6ncelikle ilgi cekici gelismeleri gormek istemektedir. Ozellikle sosyal medyada insanlar kendilerine ait siradan
olaylar1 da haber formatinda verebiliyorsa da bu tiir bilgilerin fazlaca ragbet gormedigi bilinmektedir. Dolayisiyla haber dendigi
zaman daha genis kitlenin ilgisini ¢ekebilecek gelismeler anlagilmaktadr.

Medya kuruluglarinin tarihleri boyunca haber konusundaki en biiyiik hassasiyetleri onun hizla hedef kitleye
ulagtirilmasi noktasindaki ¢abalar1 olmaktadir. Elde edilen bilginin hizli bicimde haber formatina sokularak olabildigince
cabuk bigcimde hedef kitleye ulagtirilmasi her dénemde 6nem arz etmistir. Bu durum medya kuruluglarini her ¢agda zorlamus,
rekabetin son derece ¢etin oldugu bu alanda, rakipsiz medya kuruluglar1 bile zamana kars1 kendileriyle yarigmak zorunda

kalmiglardur.

Teknolojinin alana getirdigi en biyiik yenilik haber kaynagina hizli ulasma ve haberin olabildigince hizli olarak
hedef kitleye ulastirilmasinda yaganmugtir. 11 Eylil saldirilarinda kiiresel ¢apta insanlarin film seyreder gibi ugaklarin ikiz
kulelere carpmasini izlemesi, savasan taraflarin canli olarak ekranlardan hedef kitleye yansitilmas: teknolojinin gelismesi ile
miimkiin olabilmistir. Kiigiilerek evrensel koye doniisen diinyadaki haber olabilecek hemen her gelisme yazily, sézli, gorsel ve
elektronik medya kuruluglar: tarafindan insanlara ulastirilabilmektedir. Haber kaynaklarina ulagma ve bunlar1 derleme, haber

haline getirilerek hedefkitleye ulastirmada en hizl dénem yasanmaktadur.

Habere ulagmadaki bas dondiriicii bu hiz yakalanirken, teknolojik gelismeye paralel olarak medya kurulusu
sayisindaki artigin da etkisiyle haber icerigi konusundaki gerekli 6zenden taviz verilebilmektedir. Hizli haber verme konusunda
iletisimciler tizerindeki baski igerigin dogrulugu, haberde uyulmasi gerekli ilkeler konusunda sorunlar ortaya ¢ikmasina sebep
olabilmektedir. Medya profesyonellerinin haber igerigine miidahaleleri, meslek ilkeleri, hedef kitlenin istek ve beklentileri
ile haber igerigine giren siibjektif yorumlar konusundaki tartigmalar (Lipmann, 1965: 223) devam ederken teknolojinin de

etkisiyle ortaya ¢ikan yeni konum sorunlar1 daha karmagik hale getirmektedir.

Teknolojinin gelismesine paralel olarak haber kaynaklarinin ¢ogalmasi medya kuruluglarini habere génderilecek

muhabir konusunda zorlamaktadir. Kimi zaman ani gelisen ve zaman/mekan geregi muhabir gonderilemeyen olaylara medya
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kuruluglar1 gelismenin meydana geldigi yerde bulunan insanlar araciligs ile ulagabilmektedir. Cep telefonlar1 basta olmak
tizere insanlarin sahip olduklar teknolojik araglar medya kuruluglarinin ihtiya¢ duyduklar olaylarin goriintillenmesini de
saglayabilmektedir. Goriintiiyii elde eden siradan insanlar beraberinde muhabirin tstlendigi gorevleri de yerine getirmeleri
konusunda medya yoneticileri tarafindan cesaretlendirilmektedir. Haber konusunda formasyona sahip olmayan insanlarin
yaptig1 muhabirlikle elde edilen bilgi ve goriintiilerin hedefkitleye ulastirilmas: da zaten tartigmali olan alani daha da karmagik

hale getirebilmektedir.

I¢inde yasadigimiz yiizyilin kitle iletisim araglari agisindan en énemli gelismesi kusku yok ki internettir. Internet
tabanli medya kuruluglarinin kiiresel boyutta haber ve bilgi derleyerek amator veya profesyonel olarak hedefkitleye ulagtirmas:
haber ve bilgiye ulasma agisindan son derece 6nemlidir. Ancak internet tabanli medya kuruluglarinin milyonlarca insana
ulagtirdiklar1 haberlerin kaynag ve igerigi konusu da tizerinde ayrica tartigilmasi gereken bir konuyu olusturmaktadir. Genellikle
kes yapistir yontemiyle derlenen haber iceriklerinin yeniden iiretilerek, ¢aba sarf edilmeden haber haline getirilmesi 6nemli

sorunlardan birisini olusturmaktadir.

Gelisen teknoloji ve bunu paralel olarak yayginlasan medya kuruluglarinin yayinlarinda toplumsal sorumluluk

konusundaki duyarhliklarina iliskin endigeler alanin yeniden degerlendirilmesini zorunlu kilmaktadr.

YENI HABERCILIK ANLAYISI ve MEDYA ETIGI

Uluslar aras1 birgok metinde medya etigine iligkin agiklamalar bulunmakta, konuya dikkat ¢ekilmektedir. Tiirkiye'de
Basin Konseyi'nin olusturdugu etik ilkeler de bunlardan bir tanesidir. Bu ilkelere bakildiginda; yayinlarda hi¢ kimsenin 1rk,
cinsiyeti, sosyal diizeyi ve dini inanglar1 sebebiyle kinanamayacag: ve asagilanamayacag: kayit altina alinmistir. Yine, diisiince
ve ifade ozgiirligiini sinurlayic, genel ahlak anlayisini, dini duygular: ve aile kurumunun temel dayanaklarini sarsici ya da
incitici yayimn yapilamayacagi, meslegin 6zel ¢ikarlara alet edilemeyecegi belirtilmektedir. Ayrica, 6zel hayatin kamu ¢ikarlar
gerektirmedikge yayin konusu olamayacagy, su¢ oldugu yargi karariyla belirtilmedikge hi¢ kimsenin suglu ilan edilemeyecegi,
meslegin sayginhigina golge disiirebilecek yol ve yontemlerle haber arastirmaktan sakinilacag: belirtildikten sonra siddet ve

zorbalig 6zendirici yayin yapmaktan kaginilacagi agikea ifade edilmektedir. (Basin Konseyi, 1989:53).

Genel olarak evrensel boyutta yer alan bu ilkelerin hayata ge¢irilmesi medya kuruluglarinin gosterecegi hassasiyete
baghdir. Medya kuruluslari i¢in en biiyiik yargi merciinin kendi vicdanlar1 oldugu dikkate alindiginda medya yoluyla verilen
haberlerin yapiminda mesleki bir formasyonun gerekliligi ortaya ¢ikmaktadir. Hemen her meslek grubu i¢in gerekli olan etik
ilkeler medya alani i¢in ¢ok daha 6n plandadir. Bu kuruluslarin sahip oldugu etkileme ve yonlendirme giicii dikkate alindiginda
sorumlulugu tagiyamayacak ya da sorumlulugun bilincini kavrayamayacak insanlarin tiretecekleri haberlerin olusturacag:

olumsuz sonuglar iizerinde durulmasi gereken konuyu olusturmaktadr.

Bu gergeveden bakildiginda yerel, bolgesel, ulusal veya uluslar arasi medya kuruluglarinin haberlerin derlenmesi,
hazirlanmas: ve yayinlanmasinda kurumsal ve mesleki formasyona sahip insanlar1 gorevlendirmeleri 6nem tagimaktadir.
Zamanla veya rakiple yaris, haber kaynagina ulasmada yasanan giiglikkler sebebiyle mesleki formasyona sahip olmayanlarin

tiretecekleri haberler yayin konusu yapilmamahdir.

Yapilan ve yayinlanan her haberin dogrulugunu ispat yitkiimliligi her zaman muhabire ve yayin kurulusuna
aittir. Mesleki formasyona sahip olmayan, medya alani ile ilgili kurumsal bir kimlige, profesyonel bir ehliyete sahip olmayan
insanlarin trettikleri haberlerin yanlig ¢ikmasi halinde olusacak sorumlulugun yayin kurulusuna ait olacag unutulmamalidir.

Sorumlulugun 6tesinde yapilan yanls haberden dolay: olusacak zararin telafisi de miimkiin olamamaktadur.

Yeni habercilik anlayisinda kargilagilan 6nemli sorunlardan bir digerini internet tabanli haber kuruluglarinin
haber igerikleri olusturmaktadir. Medyada yayinlanan haberlerin kaynaginin agik olarak belirtilmesi, bagkas: tarafindan elde
edilen haberlerin izinsizce kullanilmas: en 6nemli etik ilke ihlali olarak kabul edilmektedir. Halbuki internet tabanli medya
kuruluglarinin énemli bir b6liimii, dogrudan haber kaynagina ulasarak haber derlemek yerine diger kuruluglarinin haberlerini
—ki kimi zaman kaynak da belirtilmeden- alarak kullanmaktadir. Bu durum haber igeriklerinin dogrulugu konusunda 6nemli
sorunlara yol agmaktadir. Haberi ilk yapanin yaptig1 bir yanlilik, yanhslhk dogrudan diger haber kuruluglar: tarafindan da
aym sekilde yayinlanmaktadir. Haberi ilk yayinlayana yonelik hak ihlali ise tizerinde durulmas: gereken diger bir noktay1
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olugturmaktadir.

“Yurttas Gazeteciligi” icinde bulundugumuz déneme ortaya ¢ikan yeni bir kavram olarak karsimiza ¢ikmaktadir.
Toplumsal konulari tartigma, sorun ve projeler konusunda kanaat olusturma, haber ve bilginin daha genis kitleye yayilmasina
yonelik olarak ortaya atilan bu uygulama yayginlasmaktadir. Genellikle internet tabanli olarak gelisen bu uygulamada gorev
alan insanlarin biyiik bolimi siradan vatandaglar olmaktadir. Bilginin aktarilmasi yaninda kisisel kanaat ve konumlarin

paylagildig1 bu uygulamada haber format: da degisebilmektedir.

Insanlarin kendi 6zel hayatlarinin kamu gikarlari s6z konusu olmadigi durumlarda kendi istekleriyle bile olsa yayin
konusu yapilmas: medyanin gorev ve fonksiyonlariyla bagdasan bir tutum degildir. Diger taraftan haber konusunda yapilan
tartigmalarin en yogununu haberdeki siibjektiflilik olusturmaktadir. Habere muhabir veya bir bagkasinin yorumunun, deger
yargilarinin, kisisel gortislerinin girmesi en énemli etik ihlal olarak degerlendirilmektedir. Siradan insanlarin haberle ilgili bu

ilkeleri bilmeden muhabirlige soyunmalar1 da bu agidan tizerinde durulmasi ve tartigilmasi gereken bir noktay: olusturmaktadir.

Yayinlarda haberlerin formati diger program ve yayinlardan farklidir. Yeni haber mecralarinda bu duruma uyulmamasi
bir bagka etik ihlali olugturmaktadir. Haber ve yorumun, haber ve reklamin i¢ ice olmasi ve birbirinden ayrit edilememesi temel

bir hata olmaktadir. Hangi yayin tiirii olursa olsun habercilik yapanlarin bu konuda dikkatli olmalar1 6nem tagimaktadur.

Haberlerle ilgili tizerinde durulmasi gereken diger bir noktay: verilen goriintillerdeki ayrinti olusturur. Kimi
haberlerde ayrintinin verilmesi olayin anlagilmas: i¢in bir zorunluluk tegkil ederken ve verilmemesi halinde haber eksik
kalacagi icin etik ilkelerin ihlali anlamina gelmesi s6z konusu iken, kimi haberler i¢in ayrintinin verilmesi haber verme hakkinin
ihlali anlamina gelebilmektedir. Haberdeki ayrintinin hedef kitlede yaratacagi olumsuz psikolojik etkiler ayrintinin haberin bir
pargas olmaktan ¢ikmasina sebep olmaktadir. Teknolojik gelismelere paralel olarak bu ayrint1 dikkate alinmadan elde edilen

goriintilerin 6zellikle internet ortaminda haber olarak yayimnlanmas da etik bir ihlal olarak karsimiza ¢ikmaktadir.

SONUC

I¢inde bulundugumuz dénemde insanin ayrilmaz bir parcas: haline gelen medya kuruluglar1 diinyay evrensel bir koye
doniistirirken, etik ihlaller konusundaki sikayetler elestirilerin odak noktasinda yer almaktadir. Teknolojik gelismeler iletisim

mecralarinda biiyiik gelismeleri beraberinde getirirken habercilik konusunda daha titiz bir anlayisi zorunlu kilmaktadur.

Internetin yayginlasmasi ve teknolojik arag gereglerin gelismesine paralel olarak medya diinyasindaki yeni agilimlar
alanin toplumsal sorumluluk agisindan kontrolsiizlesmesini de giindeme getirmektedir. Her medya mensubunun bilmesi ve
tagimasi gereken formasyonun yeni yapilanmada istenerek, istenmeyerek ya da yeni durumun geregi olarak goz ard edilmesi

onemli bir sorun olmaktadir.

Ister ticari, ister kamusal, ister geleneksel ister yeni mecra yaymncilik anlayisini benimsesin, her medya kurulusunun
yaynlarinda toplumsal sorumluluklarini géz 6niinde tutmasina ihtiyag vardir. Medyanin haber verme gérevi ile etik ilkelere

bagli, toplumsal sorumluluk igerisinde yayimncilik arasindaki ince ¢izgi noktasinda hassasiyet gostermesi 6nem tasimaktadr.
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TOWARD A TECHNOLOGY-MEDIATED PARADIGM OF WORLD DISORDER:
POLITICAL OPPOSITION, SOCIAL MEDIA, AND ECONOMIC INVASION

Ali SIMSEK'

ABSTRACT

The world has changed dramatically in the last several decades. Closed-circuit dictatorships in carefully-selected countries have
been toppled down by their own people with the immense support of unchallenged superpowers. Political sensitivities have been stretched
and people have occupied streets with a number of unclear demands that had nothing to do with improving the standards of their daily
lives. Slogans have been prepared in cosmic rooms of chaos-leading countries and shared via social media in the public spheres of to-be-
saved countries. Uprisings have been apparently successful. Old governments have been replaced with new ones. This was called democ-
ratization of tyrannies. Then what happened? Following a short period of silence, economic invasion and exploitation of critical resources
have started. Recent power-shifts throughthe Color Revolutions in the Black Sea region and the Arab Spring in the Middle East can be
considered vivid examples of these transformations. This paper assumes that social media have played a significant role in these upheavals.
Therefore, it analyzes what has really happened or is still happening in the target countries before the open eyes of the world community. It

particularly focuses on the deliberative use of social media to mobilize great masses and form a militant public opinion.

Introduction

With the emergence of the Internet as a communication environment, we have been living in a different
world. The Internet has connected countries, organizations, cultures, and individuals at a global scale. People can
get information about developments around the world in a surprisingly short time after they occur. We don’t have
to wait for mass media to tell us about incidents based on their biased or official reporting. Information sources in
social media vary and most of them are authentic compared to traditional media.

As common saying goes, “information is power” for its holders. Mainstream media do not share this power
with the audience; in contrast, they create dependency in readers, listeners, and viewers as their consumers. News
anchors and reporters become powerful and popular story tellers in the name of communications. In doing so,
mainstream media may change the stories and bring us distorted realities that never happened.They may even create
illusions in perceptions of millions of people for a variety of reasons including hidden propaganda, well-constructed
rhetoric, and dirty economic interests. Actually, these are not new phenomena for those who are familiar with the
functioning of industrial media.

As alternative media started to emerge, however, people have developed hopes for the true actualization of
freedom of speech, the right to know, and balanced reporting with multiple perspectives. Moreover, people have got
chances to tell the world their own versions of stories or realities. Almost all individuals have experienced this power
to some extent depending upon their access to technology and sharing information with others. This has been an
unprecedented opportunity for the humankind since the beginning of the history of communications (Li & Bernoff,
2008; Rheingold, 2002). The reason is very clear: Information has played a key role in social life throughout the
history and political elite have always controlled the flow of informationby taking advantage of the unidirectional
feature of mainstream media. It appears that nowadays people have a chance to make their voices heard with the
help of social media.

Stated differently, particularly during the last several decades, the new information and communication tech-
nologies have emerged and started to shakethe customary pattern of governing in a revolutionary way. The rulers
cannot straightforwardly control the source, diffusion, and impact of information-sharing anymore. The masses can
generate any kind of messages quickly among themselves and organize social gatherings easily. Even the professional
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mass media are unable to catch the speed of these amateur communicators. The primary channel for this fast and
effective way of information-sharing was “mount-to-mount communication” in previous centuries/decadesbut it is
now “social media.”

Although contemporary social media play a significant role in social events around the world, communication
researchers have started to question the involvement of social media in major political incidents, particularly in the
third world countries. Some of them are even skeptical regarding “to whom social media really serve.” Certain occur-
rences such as political uprisings in the Eastern Europe and in the Middle East have provoked these thoughts. This
paper discusses the roles of social media in such cases. The discussion is built around the concept of digital media
manipulation in the age of omnipotent and omniscient technology.

Social Media

The concept of social media can be defined as web-based applications and mobile technologies that allow to
creating and exchanging user-generated content for communications throughinteractive dialogues. The content can
be either unimodal (i.e. SMS) or multimedia-based (i.e. video clip). Enabled by ubiquitously and directly accessible
communication techniques, social media have substantially changed the way communities, groups, and individuals
interact with each other (Kietzmann, Hermkens, McCarthy, & Silvestre, 2011).

Social media may take on different forms including Internet forums, e-mail exchanges, social blogs, discussion
groups, wikis, virtual games, wall-postings, instant messaging, music/video-sharing, digital collaboration, podcasts,
social bookmarking/tagging etc.Each of these communication forms has its own electronic technologies or appli-
cations with assumedsocial characteristics. It is also possible that many of these social media services can easily be
integrated via social network aggregation platforms using certain multimedia tools.

By applying a set of theories in the field of media research (i.e. social presence, interactivity, media richness)
and interpersonal processes (i.e. self-presentation, building relationships, self-disclosure), Kaplan and Haenlein
(2010) suggesteda classification scheme for various social media. According to this classification, there are six dif-
ferent types of social media. These are: collaborative projects (e.g., Wikipedia), blogs and microblogs (e.g., Twitter),
content communities (e.g., YouTube), social networking sites (e.g., Facebook), virtual game worlds (e.g., World of War-
craft), and virtual social worlds (e.g. Second Life). Many of today’s social media platforms are built to accommodate
multiple functionalities including verbal, auditory, and visual messages and most of the users enjoy this blended
capacity combining virtual technology with social interaction to create some value.

Kietzmann, Hermkens, McCarthy, and Silvestre (2011) define seven functional building blocks for social
media. These are listed asidentity, conversations, sharing, presence, relationships, reputation, and groups. These
building blocks help understand the engagement needs of the social media audience. For instance, LinkedIn users
care mostly about identity, reputation, and relationships; whereas YouTube’s primary building blocks are sharing,
conversations, groups, and reputation.Knowing the prevailing or precise building blocks for each social media ap-
plication is particularly important for exchanging the consumable message with the right audience.

Figure 1 illustrates the functional building blocks and their implications. As depicted in the figure, each build-
ing block has certain implications that should be considered during communications through social media. For
example, “sharing” implies that an effective content management system should be in place to let users exchange the
content.
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Source: Kaplan & Haenlein (2010).

It appears that social media are relatively inexpensive and accessible to enable anyone to publish or access
information compared to traditional media which require significant amount of resources to publish or share infor-
mation. This is one of the reasons that explain why social media have become popular and more preferred by the
users generating and exchanging messages on continuous basis. It may be useful at this point to compare industrial
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and social media based on important characteristics (Wikipedia, 2012):

® Reach: Both industrial and social media technologies provide scale and are capable of reaching a global
audience. Industrial media, however, typically use a centralized framework for organization, production, and dis-
semination, whereas social media are by their very nature more decentralized, less hierarchical, and distinguished

by multiple points of production and utility.

e Accessibility: The means of production for industrial media are typically government and/or privately

owned; social media tools are generally available to the public at little or no cost.

e Usability: Industrial media production typically requires specialized skills and training. Conversely, most
social media production does not require specialized skills and training, or requires only modest reinterpretation of

existing skills; in theory, anyone with access can operate the means of social media production.

o Immediacy: The time lag between communications produced by industrial media can be long (days, weeks,

or even months) compared to social media (which can be capable of virtually instantaneous responses).

e Permanence: Industrial media, once created, cannot be altered (once a magazine article is printed and dis-
tributed changes are not possible to that same article) while social media can be altered almost instantaneously by

comments or editing.

Social media have changed how people involve in communication in many ways. People are not just consum-
ers of media anymore. With social media users can make, change, and distribute information.One of the assump-
tions of social media is that you cannot control your message; you can only participate in the conversation. You may
initiate communication but you never know where it will go or when and how it will end. It is generally accepted
that “the loudest and most opinionated” will lead the conversations and those who have a “fear of missing out” will
attend or contribute at best. This explains how masses can easily be activated through social media in civil disobedi-

ence activities or political uprisings.
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With all these revolutionary features, social media presentenormous challenges and crucial implications for
governments, organizations, and individuals who are somehow in the business of communications. The most com-
monly usedsocial media applications in this respect are considered to be Facebook, YouTube, Twitter, Wikipedia
etc. The facts about the widespread uses of these social media applications around the world are really surprising.
Some of them are listed below (Alexander, 2012; Qualman, 2012).

Facebook

e One in every eight people on Earth is on Facebook (845 million users)

e The average Facebook user has 130 friends.

¢ Each Facebook user spends on average 15,5 hours a month on the site

® More than 250 million people access Facebook through their mobile devices

e Approximately 2.5 million websites have integrated Facebook

YouTube

e The original name of this video-dating site was “Tune In, Hook Up”
e YouTube has 490 million users who visit YouTube sites every month
e YouTube is the second largest search engine in social media

e YouTube generates around 92 billion page views per month

e It includes a variety of multi-media and social sharing platforms

Twitter

® 190 million average tweets per day occur on Twitter
e Twitter is handling 1.6 billion queries per day

e Twitter is adding approximately 500,000 users a day
o It has about 465 million users around the world

e Its 140 character limit keeps the messages short and simple

Wikipedia
e Wikipedia hosts 17 million articles
e Wikipedia authors total over 91,000 contributors

All these statistics show that social media as an information and communication environment clearly repre-
sentsa phenomenon,; it touches upon the lives of millions of people around the world in either positive or negative
ways. For example, 1 out of 8 couples married in the United States in 2010 met via social media; in contrast, 1 in
5 divorces are blamed on Facebook alone. No doubt, social media have also played a crucial role in political arena.

Social media presents important opportunities for political participation. It provides a platform to construct
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and distribute ideas by all users anytime and anywhere. In fact, this can be done on continuous basis and through
hypermedia-based networks where the users can take advantage of digital and interactive technologies. For this
reason, social media is considered a vital component of deliberative democracy.

Contemporary political movements and their campaigns have used social media from the very beginning.
Actually, this has been true for all kinds of technologies. However, the situation was different for the pre-Internet
age because governments could break the communication lines centrally to control communications among their
citizens. With the emergence of social media, they lost this power so that people can communicate easily to get or-
ganized, distribute messages, put pressure on the rulers, and demonstrate their power in peaceful ways. In the last
several decades, we have witnessed effective uses of social media including Internet and Web during social uprisings
around the world.

Social Uprisings

The “Color Revolutions” and “Arab Spring” are vivid examples for the involvement of social media in massive
political campaigns. The Arab Spring as the most current and pervasive case will be analyzed here in details. Similari-
ties and differences between the Color revolutions and the Arab Spring will also be discussed.

The most recent wave of social uprisings has occurred in the Middle East. It is called “Arab Spring”, “Arab
Awakening”, “Arab Uprisings” or “Arab Revolution” by different authors. The wave of uprisings was sparked by the
protests that beganon 18 December 2010 in Tunisia, following Mohammed Bouazizi’s self-immolation in protest of
police corruption and ill treatment. With the unexpected success of the protests in Tunisia, a wave of social unrest
struck other countries in the region such as Egypt, Libya, Bahrain, Yemen, and Syria.

The geopolitical implications of the protests have drawn global attention. For example, Bouazizi was pos-
thumously awarded the Sakharov Prizein 2011 jointly along with four others for their contributions to “historic
changes in the Arab world”. The Tunisian government afterwards honored him with a postal stamp. The Times of
the United Kingdom named Bouazizi as “person of the year.” Similarly, Tawakel Karman from Yemen was one of the
three laureates of the 2011 Nobel Peace Prize as a prominent leader in the Arab Spring. Another award was noted
when the Spanish photographer Samuel Aranda won the 2011 World Press Photo Award for his image of a Yemeni
woman holding an injured family member, taken during the civil uprising in Yemen on 15 October 2011.

The Arab spring is still a work in progress. Tunisia and Egypt, the two countries whose citizens managed to
topple their corrupt regimes, are undergoing a “learn as you go” experience that will prove to be the roadmap for
other Arab countries. With Tunisia’s Ben Ali and Egypt’s Mubarak falling after just weeks of protests, there was a
sense that “it could happen anywhere - and just as quickly”. However, Arab autocrats have redoubled their efforts,
growing both more stubborn and more emboldened in their efforts to preserve power.

The vast majority of Arabs who have taken to the streets have shared similar demands, including putting an
end to corruption and a larger say in the running of their countries via free and fair elections.The spectrum of re-
sponses from Arab governments ranged. Typical responses were: (a) outright denial that there exists any problem
(e.g. Saudi Arabia, Kuwait, and Bahrain); (b) blaming “foreign elements” (e.g. Egypt and Tunisia); (c)giving eco-
nomic/political concessions (e.g. Yemen, Algeria, and Jordan); (e)using ruthless force (e.g. Libya and Syria).

This so-called revolutionary wave has not gone all the way down. In fact, there are core dynamics to suc-
cessful revolutions such as substantiated goals, mobilization of masses, coercive apparatus, dedication to the cause,
grass rootcommunications, and sustainable impact. For example, there will be no revolution if the same ideals are
not shared by thegreat majority, if armed forces are willing to kill their own people when they protest government
policies on streets, if the elite stays broadly intact without any sensitivity or sympathy to demands, if people are not
willing to die for their common cause or expect foreign forces to intervene, and if small concessions/revisions made
by the authorities satisfy their needs before reaching the shared goals.

This understanding of revolution helps us navigate the diverse trajectories of the Arab spring. At one extreme
lies Egypt, where the army removed its support for the regime, where the elite fractured significantly, and where pro-
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testers were both well-organized and highly-committed.Because Arabs retain that they are somehow an extended
family, they pushed Tunisia’s revolution eastwards by chanting the same slogan everywhere: “The people demand
the fall of the regime”This slogan was chanted first by a group of school children in Tunisia where the Arab Spring
sparked and now in Syria where the same wave of political unrest continues.

What is the “Arab spring” becoming? In other words,where is the Arab spring going? The truth is that nobody
knows. After months of upheaval, repression and conflict, the so-called “democracy wave” in the region reached at a
critical stage. Skeptical authors call it the “Arab Autumn” while others call it the “Arab Winter.” These labels are not
suggested without reasons because the developments in the region are not consistent with the blooming nature of
spring season. It rather represents stagnation, silence, and uncertainty. In order to understand the real aspects of this
disappointment, the evolution of incidents in certain countries is summarized below (Wikipedia, 2012).

Tunisia

First incidents of the Arab Spring started in Sidi Bouzid, Tunisia. On the 17 December 2010, out of frustra-
tion, a 27 years-old Arab street vendor Mohammed Bouazizi set himself on fire in protest of the seizure of his wares
by a municipal official. His primary goal was to be an ordinary bread-winner his poor home. He was treated improp-
erly by the local authorities; he reported humiliation and harassment inflicted his death. Then, people demonstrated
on the streets shouting slogans against the government.

Massive demonstrations started on 18 December 2010. President Zine el Abidine Ben Ali disregarded the
demonstration and called the local authorities’ brutality a sporadic case. This did not satisfy the crowds. Both the
police and the army tried to stop the masses but it was out of their control. Finally, Ben Ali, who has been in power
for 23 years,fled into Saudi Arabia when he felt that it was not ‘business as usual’ anymore. After several trials, a
new government took power and promised certain reforms in the ruling of the country. Political police was dis-
solved. Political prisoners were released. The ruling party was dissolved. Approximately 223 people were killed dur-
ing incidents. On 23 October 2011, Tunisians voted in the first post-revolution election to elect representatives to
a 217-member constituent assembly that would be responsible for the new constitution. The leading Islamist party,
Ennahda, won over 40% of the vote.

Egypt

The effects of demonstrations and the obtained results in Tunisia encouraged people in Egypt for revolt.
Almost the same pattern occurred there: The young person was beaten by the army personnel when he entered the
military complex to bring his soccer ball back. Because he was seriously beaten, people of Egypt started to protest
the handling of this case. The incidents started on 25 January 2011 and lasted for 18 days. Soon the demands in-
cluded the resignation of President Hosni Mubarak who was in power for about thirty-five years. Police exercised
force against demonstrators gathered in Tahrir Square of Cairo but this only increased the number of protesters.

After weeks of massive demonstrations and expanding demands of the Egyptians, Mubarak resigned. The
military assumed the power. The constitution was suspended and the parliament was dissolved. The State Security
Investigations Service was disbanded. The ruling party was dissolved and its assets were transferred to the state.
Prosecution of Mubarak, his family members, and former government ministers started. During the uprising, a total
of 875 people were killed.

Libya

Libya represents a different case. It was ruled by Colonel Kaddafi for more than forty years. Because it is an oil-
rich country and almost all tribes benefitted from oil revenuesLibya was a silent country. The problem was that the
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Muammar Gaddafi regime did not let western countries take advantage of their oil resources as they wished in other
Arab countries. Gaddafi enjoyed popular support of Libyans for some time, which eventually turned him into a dic-
tator. As all dictators, he ruled his country with oppression and suppression. He even tested his power arrogantly on
western countries by involving terror incidents against Europeans and Americans.

In the recent cases, young militia started to protest against the Gaddafi regime. The incidents began on 21
December 2010 and ended on 23 October 2011, marking the end of Gaddafi’s 42 years of autocracy. In the begin-
ning the western powers wanted to make sure about the potential of the militia. It took some time for them to make
up their minds. Theysoon saw the prospect of the militia and decided to support them militarily. After about a year
ofarmed conflicts and clashes between the NATO-backed militia and the Gaddafi forces, Gaddafi was killed in his
hometown. The National Transitional Council was recognized by the international community as the sole govern-
ing authority for Libya. At least 30,000 people were killed during the war by the Gaddafi forces, rebels, and interna-
tional forces.

Bahrain

Massive demonstrations started on 14 February 2011. Public places were occupied by protestors. The pro-
tests in Bahrain were initially aimed at achieving greater political freedom and respect for human rights; they were
not intended to directly threaten the monarchy.It is reported that in the 8 months following the outbreak of protests,
“more than 1,600 peaceful political protesters, medical professionals, journalists, human rights defenders and in-
nocent bystanders have been arrested” and more than 100 people convicted by special military court.King Hamad
ibn Isa al Khalifa also promised to give1,000 dinars ($2,650) to each Bahraini family, which wasa step that the Sunni
rulers have taken to appease the majority Shi’ite public before planned protests. After the agreements between the
sides, political prisoners were released. A total of 86 people were killed.

It is important to note that Bahrain, which hosts the headquarter of the US navy’s Fifth Fleet, is seen as a buf-
ter by its allies Saudi Arabia and the United States against the regional influence of Shi’ite Iran. Therefore, the Saudi
Arabia intervened in Bahrain to support the al-Khalifa regime against protestors, and this has turned Bahrain into an
island of fear. Of course, the heavy presence of the USAand its vital interests in the Gulfarea further complicates the
democratization of the countries in the region.

Yemen

Protests occurred in many towns in both the north and south of Yemen starting in mid-January 2011. Dem-
onstrators initially protested against governmental proposals to modify the constitution, unemployment, economic
conditions, and corruption. However, their demands soon included a call for the resignation of President Ali Abdul-
lah Saleh, who had been facing internal opposition even from his closest advisors for the last several years.

Demonstrations reached at a critical stage on 27 April 2011. Protestors occupied public places and demanded
certain changes in the regime. At least 2000 protestors were killed during the clashes. First the Prime Minister then
the members of the parliament resigned from the ruling party.Following some negotiations, Yemeni legislators ap-
proved President Saleh’s immunity from prosecution. Presidential election was held and the Vice President Abd
Rabbuh Mansur Al-Hadi was elected and inaugurated as the new president.

Syria

Syria has been in conflict with neighboring Israel for years. It appears that this situation will determine its
destiny. The Assad family has been power for half a century, first the father Hafez al-Assad and now the son Bashir
al-Assad. Although Bashir attempted to open the country a little bit and tried to establish a softer regime, this did
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not satisfy the West and its regional ally Israel. Incidents began months ago against the Assad regime and the govern-
ment has been harsh to use power against its people. Every week, hundreds of people are killed in clashes. Syrians are
scared of their own government and therefore they escapeto Turkey, whichestablished refugee camps as a neighbor-
ing country. The situation was brought to the attention of the United Nations but the conflict still continues.

The protests started on 26 January 2011. The protesters attacked and occupied some government buildings.
First the government released political prisoners. Emergency law was ended. Provincial governors were dismissed.
The unrest did not stop. Then the military intervened by opening fire against people. Battles between the Syrian re-
gime’s official security forces and the opposition’s Free Syrian Army have continued in certain cities. Some ministers
from the government along with some members of the parliament resigned from their duties. At least 10,000 people
were killed; the estimations even go up to 30,000 deaths.

Taken together, the lessons many of the Arab countries seemed to learn from the recent upheavals was almost
the exact opposite of what democracy advocates were hoping for. Most governments used force brutally but it did
not help. Perhaps, then, leaders would learn to pre-empt opposition demands by granting satisfying concessions. In-
stead, in countries like Bahrain, Syria, and Saudi Arabia, they have granted fewer concessions while using even more
force. Shooting into crowds has become frighteningly common during these uprisings. Interestingly, the weapons
used against the crowds struggling for democracy have come from “democracy-promoting” countries of the western
world. These are the same countries deciding where to ignore or support pro-democracy movements by employing
double-standards rooted in their national interests.

For example, it is difficult to understand that the Saudi Arabia, a close ally of the United States, is enthusiasti-
cally adopting aself-assumed role for leadership of the Arab ‘counter-revolution’The United States and its European
allies are in complete silence there. Probably, Tunisia and Egypt were more moderate than Saudi Arabia, although
they were far from meeting the criteria for democracy. However, western countries have provided support for the
Saudis because they don’t want any chaos on the land of their biggest oil supplier. Other Arab countries like Ku-
wait, United Arab Emirates, Jordan, Morocco, and Bahrain have also been ruled by hereditary dictatorssince their
presence as independent states but they enjoy immense support of the western powers. Perhaps they are out of the
coverage and no spring is desired there.

It is certainly worth to note that autocracies don't last forever. They are stable until they’re not. Once they
become unstable for any reason, it’s too late for them because no state can repress all of the people all of the time.
The revolutionary model, which is also valid for the Arab Spring,is simple: Bring large crowds into the streets and
overwhelm the regime with total number of participants along with their perseverance. Once this happens, no sin-
gle-party system, no one-man dictatorship, no hereditary rulers, and no absolute monarchy will remain unaffected
(Hayes, 2011).

When the people of a country take the initiative and control of uprisings at their hands to accomplish sub-
stantiated goals, they are destined to win and it makes no difference if the existing regime is backed by superpowers
of the world. However, when the social revolution is designed, initiated, or executed by external forces, people of
the targeted country become only operational tools and they are doomed to loose. It appears that the Arab Spring
represents the latter case for several reasons. Here is why:

e Although the conditions are same or similar in many Arab countries, uprisings have taken place only in
certain countries.

e Demonstrators enjoyed international support/tolerance of the western countries which in fact backed the
corrupt regimes for decades.

o The incidents that ignited the demonstrations (i.e. police brutality and public bribery) are commonplace in
the Arab world and it was not clear what the real difference was this time.

e The practical pattern of the social uprisings was almost identical in all countries starting with Tunisia and
still continuing in Syria.
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e Corrupt regimes have somehow prevailed with minor power shifts among top level officials during upris-
ings (i.e. Mubarak’s army generals are in power in Egypt, former vice president was elected president in Yemen, al-
Khalifa family is still ruling Bahrain).

e Social media content was mostly constructed and distributed live by users of Web-based applications and
mobile technologies on the ground. This made the messages more credible for the audience worldwide.

e Islamic parties or movements have gained more power and they seemed to be the strongest force after “re-
volts for democracy””

e The economic situation has not changed for ordinary people on the street in the countries where uprising
took place but there are no more demonstrations.

® Western governments and corporations are negotiating for splitting natural and economic resources of the
countries where the “revolutions” were materialized to create better living standards for Arabs.

® Developments on the ground are consistent with and executed according to the “Great Middle Eastern
Project” of the United States, which provides enough reasons to believe that the region is re-designed but the new
design has no real democracy component.

Involvement of Social Media in Political Unrests

The Arab spring would have been really difficult without the contribution of social media which fostered the
sharing of information and discussion of issues regarding various topics. In thenew technological era and for the
young “Ygeneration”, probably the focus should be harnessing the power of social media as an alternative voice for
all. In fact, social media have made the communication among protestors possible at a large scale regardless of their
political ideologies and priorities.

A rising spirit of protest has spread like wildfire across the Middle East, communicated primarily through
the channels of social media. The power of the official Ministries of Informationas a vital part of the regimes was
not enough to control communications during the Arab Spring. It is mainly because traditional mass media do not
represent the sole source of information anymore. Most people with certain a degree of sophistication have access
to social media as an effective way of communication which brings about the power of organizing without organiza-
tions (Shirky, 2008).

Consider this example: Beginning around midnight on 28 January 2011,the Egyptian government attempted,
somewhat successfully, to eliminate the nation’s Internet access in order to inhibit the protesters’ ability to organize
through social media. However, there were other alternatives so that such an attempt did not produce desired results.
Thus, they restored the Internet the next day. Similarly, in early days of demonstrations the Tunisian government
blocked the websites and even developed a technique to identify bloggers (Anderson & Technica, 2011). This re-
minds us that the last military junta in the former Soviet Union had forgotten the elimination of Internet and they la-
ter claimed that this mistake caused their failure. Believe or not, today’s world is not the old same world anymore. No
government can completely control communications among people in the information age of digital technologies.

It would not be an exaggeration to say that some people’s Twitter accounts produced more coverage of the
uprisings than any of the mainstream media outlets. The common uses demonstrated that social media is more
about narratives than isolated content. One can share humanitarian sides of cold facts or tragic incidents by looking
and showing their delicate aspects. In this regard, the rise of social media around the world can be equated to de-
mocratization of world politics, shifting the balance of power from states to individualsincluding well-educated and
technologically skillful doctors, lawyers, and engineers (Kirkpatrick, 2011).

Goebbels, who claimed to “have made the Reich by propaganda’, also perceived “the truth as the greatest
enemy of the Nazi State.” Probably this kind of thinking can be adopted for all dictatorships because they can sur-
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vive only by controlling public sphere by mainstream media.In March 2011, as the regime continued brutally to
massacre its own population, Muammar Gaddafi showed no hesitation in proclaiming on TV that “the moment of
truth had come to destroy them and to extinguish their communications points that are spreading lies.” Gaddafi and
others like him always think that they are the center of truth. Gaddafi’s regime, like Hosni Mubarak’s and Zine El
Abidine Ben Ali’s simply cut off online access. Of course, the internet could notset the people free. However, there
are many communication tools and innovations that can aid the struggle for civil rights and democracy. Social media
help people produce and share as many truths as possible. In other words, today’s cyber-technology can quickly and
effectively diminish a dictator’s monopoly of “truth” (Hayes, 2011).

Everyone agrees that social media have been undeniable part to the Arab Spring or revolts of 2011. This is
true but the issue is more complicated than it appears. The so-called revolution can be tweeted but the transition
cannot. The chances for a negotiated transition are worse in the Arab world in comparison with Eastern Europe that
has experienced revolutions in previous decades. The two central characters of the political awakening so far -the
army that stepped forward to side with people and the social-media connected youth- will have major difhiculties in
finding a common language and delivering a consensual transition. The army is the most hierarchical structure, the
youth movement the most non-hierarchical one.

It is likely that everything that was so admirable about the young people on the street will turn into vulner-
ability due to lack of leaders, absence of policy platforms, and distaste for traditional ways of organizing. At the
same time, this generation preserves a high capacity to mobilize people and feels itself to be the real force of change.
Clashes between the army and the most radical youth groups may come as no surprise in the near future. Stated
differently, the political systems shaken by the semi-successful protest movements of the Arab spring are unable to
retreat but facing a difficult way forward. What does the future hold for people toppling the old regimes?The various
constituencies of workers, globalized youths, Islamists, liberals, Christians, tribesmen, former government officials,
brought-in leaders, and others mobilized into political action are too large and imbued of their own sense of power
to be completely excluded from newly constructed political orders (Hayes, 2011).

Communication technologies such as Facebook, Wikis, YouTube,and Twitter are a double-edged sword.
They played an undeniable role in mobilizing the youth as well as fostering global networks of support for the dem-
onstrators during the Arab Spring. However, the potential of social media is not enough to bring about revolutions
which will last forever or which will make the technology-boom generations active players in shaping the prospects
of their countries.

Conclusion

One should accept that the initial spontaneity and lightness with which the opposition movements in Arab
countries called the regimes into question stunned not only western observers but also the Arab rulers themselves.
After the initial surprise, the remaining autocracies returned to their former methods of stabilizing their rulewith
only limited success (Rosiny, 2012).

Lebanese once used the term “constructive chaos” to cast a glow on their ability to survive wars, domestic
turmoil, and the complete absence of a functioning state. However, they came to believe so much in the construc-
tiveness of chaos that they forgot how to live rather than just survive. Today, with all the fear and uncertainty that
change brings, “constructive chaos” could be the right term to describe the changes in the many Arab countries. We
still have to wait and see if and how the youth of the information age will survive them.Ownership of social media
content, the survival of the loudest as well as the most opinionated, perpetuating the digital divide, and utilizing
social media as a viable alternative in the processes ofdeliberative democracy are fundamental issues to deal with. It
is equally important to ask: “How does individual behavior aggregate to collective behavior through social media?”
(Watts, 2008).

As often indicated, “democracy is a messy affair.” It takes dedicated efforts, committed individuals, and even
devoted lives. It does not happen overnight and nobody can bring it for you. The fight for democracy should be
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rooted in the dynamics of a country and its own citizens should take the initiative. International support or encour-
agement can help in staging the revolt but it doesn’t come without cost. Arab countries should have learned or will
learn soon this fact. There is no such thing as Arab Spring yet but mixed weather conditions ahead.

Just for a comparison, the idea of an “Arab spring” conceals a big difference between the Middle East’s 2011
and Europe’s 1989. It should be remembered that the central European countries benefited from the disintegration
of the Soviet Union. However, the situation is somewhat similar with the circumstances during the Color Revolu-
tions that took place in early 2000’s (Rose Revolution in Georgia in 2003; Orange Revolution in Ukraine in 2004;
Tulip Revolution in Kyrgyzstan in 2005). Some Arab states are closely tied in to the imperial networks of United
States and other western powers but local rulers have more autonomy, the US clearly prioritizes geopolitical interest
over democracy-promotion, and the “empire” is not falling apart.

One may say that there are elections being held after the old regimes fell down. Well, elections do not always
mean democracy nor necessarily bring stability and economic recovery. The enemies of social change -the old re-
gime’s military in Egypt or Islamists craving to jump on the bandwagon of freedom- have the capacity to create in-
stability or violenceas they wished. In light of the experiences regarding the “color revolutions”, it is too early to talk
about springs, dawns or democratic revolutions in the Arab world or elsewhere without significant qualifications.
Color revolutions did not bring serious or radical socio-economic changes in lives of people on the street other than
introducing them more European or American corporations/products. The Arab Spring seems to be no different.

Where does all this leave the Arab spring or awakening? Retaining its momentum will be crucial in the near
future. The autocratic regimes of the Middle East will use everything within their means to stay in power. Western
military intervention has not proven to be an effective way to promote democratic forces within the region, nor will
it be possible in every case. Most of all, we have had enough illusions so it should be clear to everyone: Social media
cannot topple a regime but it can facilitate communications in people’s struggle for democracy.
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The phrase “Arab spring” which covered too much of the world press during a year is being used for the
resistance movement formed to topple leaders that have reigned their countries and people long years with allegedly
dictator’s power and to bring democracy to these countries. The Arab Spring started in Tunisia and Egypt and leapt
to Libya where Muammar Kaddafi was reigning for 42 years. Unlike the other Arab leaders, Kaddafi did not give up
his leadership and fought until his last breath. His end was not ordinary and he was lynched after an uprising of the
Libyan resistance fighters whom he referred as rats.

The coverage ways of his death were subject to controversy as his death. His bloody pictures and the news
about his lynching passed as last minute events in the world media occupying the discussions for days. Normally
considered as unethically in means of journalism ethics, these pictures were given on the first page by many dailies,
the news text featuring an ideological language. The aim of this study is to study the ways these bloody lynching
visuals of a man who was much debated as a dictator, found their way to the media and to question this from the
aspect of ethics. Scrutinizing he ideological meanings produced by the news texts is another objective of the study.

This study draws a comparison of how this worldwide covered event was presented in the Turkish and
American press. As the American press is very exhaustive, 12 dailies from the politically most important states
Washington DC, California and New York -four each- were selected for the study. From the Turkish press, 12 dailies
with ideologically different stance, and sufficient circulation were elected for comparison. The first pages of each
newspaper were analyzed as most-read showcases of the papers.

The importance of the study arises from the comparison of the American and Turkish way of press coverage
that conveyed the killing of Kaddafi. As both news texts and visual material were studied, both semiotics and
discourse analysis have been used as method of the study. Semiotics was particularly applied to photography to
explore hidden meanings. For analyzing the meanings conveyed by news texts, discourse analysis was indispensable.

Keywords: Arab Spring, Kaddafi, American press, Turkish press, discourse analysis, semiotics.

Introduction

The definition of Arab Spring is the name of resistance movement which aims to overthrow the government
of dictators in the Middle East, who have governed their countries with dictatorship, and establish democratic
governments in these countries. The first Arab Spring resistance has started in Tunisia and Egypt and it passed
Libya. Muammer Kaddafi who has controlled his country for 42 years resisted to opponents until at his last gasp but
at the end he was lynched by the opponents. Lynch was criticized intensively. Also the broadcasting of bloody videos
and pictures showing lynch of Kaddafi by international media organization was criticized intensively all around the
world. Photos which are not suitable for press ethic were published in the first pages of so many newspapers and an
ideological language was used in news texts.
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The purpose of this study is to analyze how death of Kaddafi and its videos and pictures took place in
press. Analyzing of news texts in terms of production of ideological meaning about the case is another purpose
of the study. In the content of study, a comparative analysis was conducted in terms of how death of Kaddafi was
presented in Turkish and American Press. Because of big capacity of American press, 12 newspapers were selected
from Washington, California and New York Counties for analyzing and these are The New York Times, The Wall
Street Journal, Times-Union, New York Post, Los Angeles Times, The San Diego Union- Tribune, Daily News, San
Francisco Chronicle, The Washington Post, The Washington Times, The Examiner Washington and Observer-
Reporter. The reason of why these counties were selected is that they include three important political cities which
are Washington, Los Angeles and New York.

As for Turkish Press 12 best-selling newspapers from differentideological perspectives were selected to analyze
and they are Cumhuriyet, Aksam, Haber Tiirk, Milliyet, Radikal, Sabah, Star, Taraf, Vakit, Vatan, Yeni Safak, Zaman.
Because of being the most important page of newspaper and taking most valuable news place on this page (Tokgéz,
2000: 157), first pages of newspapers were analyzed in this study. Presenting these news on first pages especially
headlines and sub-heads, usage of photos in news structures proved that these news were given importance (Mora,
2008: 4).

In order to analyze photos and news texts of newspapers, semiotic and discourse analysis method were used.
1. Ideology and Discourse

Today the concept of ideology is used frequently and generally Marxist theory focused on it. Marxist theorists
have defined ideology as false consciousness, everyidea conditioned as socially, struggle done for socialism, scientific
theory of socialism (Eagleton, 2005: 135). Ideology was given name in terms of different perspectives from a
behavior which knows wrongly its connection with social reality, actions oriented believes and wrong indispensable
ideas which legitimize the dominant political power (Rigel, 2005: 316).

According to Eagleton although there are a lot of ideology definitions, it is ideas for legitimizing a dominant
political power of false consciousness (Quoted by Mutlu, 2008: 133) and this is most accepted definition of ideology.
However, this definition has changed ideology from its first emerging period and it gave a negative meaning to
ideology. The definition shows that it is a system of ideas which is useful for legitimization of the special interests
belonging society (Cakmak Kiligaslan, 2008: 95). van Dijk (1999) defined ideology as social cognition shared by
a group, class or the members of other social formations. Ideology determines prejudices, knowledge, beliefs and
designs. Most of the social practices are formed by ideologies (van Dijk, 2003: 43).

Ideologies develop for standing, living, controlling group clash, legitimizing them and governing power and
hegemony relations (Devran, 2010: 18). Generally this situation was developed by owners of power or capital in
order to turn ideology into suitable form with their interests. According to Marx, ideologies designed by classes
whish has political and economical power want subclasses, which exposed exploitation and inequality by dominant
classes, to accept these implementations legal ( Kaya, 2004: 69). Another feature of ideology is that it is defended, as
indefensible belief, implicitly and blindly by its members who can defend them by shedding blood (Mardin, 2009:
170). Hall (1985) claims that ideologies cause people to reflection of freedom and he also claims people born in
ideologies can be spoken by ideologies. In macro level ideologies are defined in terms of group relations in terms
of such as sovereignty and power. Ideologies operate as mind controlling systems for legitimizing power of power
elite (van Dijk, 2003: 48). Discourse is another concept which is generally used with ideology. Discourse is saying,
realization of language as spoken or written and usage of speaker (Inceoglu and Comak, 2009: 24). Every discourse
process is resulted from ideological class relations (Pecheux, quoted by Dursun, 2001: 49). Obtaining, learning
and changing of ideology by people is also resulted from usage of language and discourse (van Dijk, 2003: 18). The
relation between ideology and discourse looks like the relation of computer program and knowledge produced by
using this program. Ideology is a computer program and discourse is outputs or corrects produced by this program.
Ideology is semantic rules used for production of messages. In this context, ideology is existent message level and
also it is perception level of messages. The meaning of reading ideology is to read hidden side of messages (Sancar
Usiir, 2008: 132). In terms of effect, discourse and ideology looks like each other. Discourse can hide possibilities.
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There are some things in discourse which can be spoken or thought. As a existent thinking way, discourses eliminate
alternative thinking ways, because of this it can support specific power relations (Mutlu, 2008: 262).

1. The Relation of Media, Ideology and Media

Ideologies diffuse messages which are claimed that they prevent masses from not seeing realities (Arikan,
2011: 47). According to Althusser, ideology has taken place all forms of social structure and it could get into every
social formation, simple institutions and social relations. If person accept subject calling of ideology, he or she
perceives perspectives of ideology as individually proven realities and he or she experiences a word in which ideology
is always affirmed. Ideological callings are generally done by using ideological state apparatuses that is church, family,
education system, unions, communication vehicles etc. (Althusser, 2006: 128). These apparatuses which serve for
ongoing of capitalist system function without using violence but in reality they mainly function by using ideology
(Althusser, 2006: 132). Apparatuses used for maintaining of capitalist system are formed and hidden by dominant
bourgeois ideology. Consequently, reproduction relations of capitalist social formation that is reproduction relations
of exploiter and exploited and ideology of dominant classes are situated social consciousness (Mora, 2008: 6).
Media which is defined as ideological apparatuses functions an ideological role which is so effective for maintaining
of dominant ideologies. Especially it is an ideological function that how events in the world are presented in media
(Ozyigit, 2008: 37). By categorizing the world according to the discourses of dominant ideologies, media realizes an
ideological function (Hall, 1999). Because getting information about events experienced in the world and formation
of opinions mainly depend on news discourses on television ( van Dijk, 1999: 371). Because of being ideology of
dominant classes, ideology in society will inevitably serve for dominant classes (Barnard, quoted, Devran, 2010: 21).
Ideological issues mainly are implemented by dominant powers. In this implementation, dominant powers use media
as a vehicle. News discourse can appear as a result of existent dominant discourses (Tokgdz, 2000: 183 ). Dominant
discourses inside news discourse are turned into natural and in this way dominant ideology can be reconstructed.
After perceiving news as discursive, position of media in political, economical and cultural structures was started
to criticize (Inal, 1996). Inside news discourses, dominant discourse became natural and dominant discourses are
reconstructed (Mora, 2008: 4). One of the most important functions of media is legitimization. Legitimization is
production of social consent by hiding some situations (Ozyigit, 2008: 39). In countries where bureaucracy has
power apparatuses, media implements a systematic propaganda which serves benefits of dominant elites (Chomsky
and Herman, 2004: 35). The struggles of power groups in society for controlling news discourse and meanings in
society can be associated with ideological practices. Social power relations are reproduced in ideological processes
which are used also by media (van Dijk, 1999: 334). Media produces suitable discourse for dominant discourse
and it does this with a persuasive attraction (lull, 2001: 22). Eagleton (2005: 23) emphasizes that by using the ways
of naturalization and globalization, dominant power represents ideas which are suitable with dominant power as
realistic and true. On the other hand opposite ideas to dominant power are presented in terms of negativity and
unrealistic perception. Conducted studies by critical approaches in England proved that presentation of violence
by media legitimizes powers which form law, norms and social system. also it produces social consent and presents
opponents in negative manners or marginal (Ozyigit, 2008: 27-28). Media organizations always arrange social
structure with a stable ideology and it also plays the role of producing hegemony on society by producing mutual
values and some mechanisms. This causes classes which are controlled elite groups to accept the domination of elite
by individually joining (Shoemaker and Reese, 1997: 116-117).

2. The Reflection of Violence to Turkish and Usa Press with The Example of Kaddafi
2.1. Method

Because of focusing on news texts, in this study Discourse Analyze is the first method. Discourse analyze is
a kind of reading. Discourse analyze does not depend on fiction or event, it depends on meaning in texts (Atabek,
2007: 152). One of the most powerful semantic concept in discourse analyze is allusion. Words, accessory
sentences, statements only imply concepts or proposals which can be taken in background. This feature of discourse
and communication has important ideological sides. Analyzing of unsaid or untold sentences is sometimes more
explanatory or clear than analyzing of spoken or written in text (van Dijk, 2007: 170). Analyzing news discourse, van
Dijk emphasizes the benefits of an analytical separation between macro and micro structures. As macro structures
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in news discourse; titles, subtitles, photos, spots with different fonts and news entrance are taken in hand. Thematic
and schematic structures account for macro structure of news. According to van Dijk; beside micro structures of
news discourse, word choice and sentence structures; the relation of cause and effect can form persuasion ways of
news text. All structures in news influence each other and this forms structure and meaning of news (Inal, 1996).

In the study news photos were taken in hand and thatis why semantic was accepted as second method. Semiotic
is a science which analyzes signs and its systems in order to show how meaning is formed or produced by using signs
(Mutlu, 2008: 116). Semiotic is a discipline that analyze languages, modifier and reagent, signs etc. 8Guiraud, 1994:
17). The center point of semiotic is indicator (Fiske, 1996: 62). Semiotic means science of indicator serials and
the concept of indicator is basic of this science (Guiraund, 1994: 8). Signs are defined as a representative which
represent everything and that is why it is defined as everything which is represented by sign (Rifat, 2009: 11). Pierce
separates sign three parts: Icon, reagent and symbol. Symbol is sign which is spontaneous connotation. Because of
causeless relation between word and sentence, oral language can be given an example to symbol (Biiker, 1991: 46).
Sign which has causality relations with its object can be defined as icon. Sign which has psychical connection with
its object is reagent (Pierce, quoted by Biiker, 1991: 46). Developing a relation between signifier and signified is
called giving meaning (Erkman, 1987: 63). Semiotic believes that there is a connection or interdependence between
serials which can form system and semiotic act from the point that meaning can be formed by using the relation of
opponent components not similar component (Rifat, 2009: 22).

2.2. The Presentation of Kaddafi by Turkish Press
2.2.1. Aksam:

Newspaper published the death of Kaddafi on the position of lower left-hand corner. It used the general
heading of “Tragic end of Libya President Kaddafi” and main heading of “Desert rat was lynched” and it embraced
a subjective editorial policy. Because Fox is accepted the cleverest animal of the world and newspaper highlighted
this adjective frequently in news discourses. The usage of Fox by newspaper implied that Kaddafi is a clever person
and newspaper affirmed this.

By using “Libya’s 42 years legend is over” newspaper defined Kaddafi aslegend. By giving detailed information
newspaper highlighted the event and using the definition of desert rate proved that newspaper emphasized
the features of Kaddafi as a clever soldier, fighter and powerful commander of Green person. With using some
qualifications, newspaper tried to create the image of Kaddafi as leader whom everybody fears. Newspaper used
the sentence of “Last sentences of Colonel Kaddafi who walked to death with his uniform and golden gun are “do
not hit me”. By doing this newspaper emphasized soldier and honorable side of Kaddafi. The sentence of “do not hit
me” was highlighted by newspaper in order to show desperation of Kaddafi but mentioning about his golden gun
newspaper emphasized Kaddafi’s richness. Beside this newspaper tried to form a similarity between Kaddafi and
Saddam Hussein. Newspaper used only one photo and it showed Kaddafi among opponents and he was still alive
but he was seriously wounded. Angry opponents were going on hitting Kaddafi. On the faces of opponent there are
angry and hate and Kaddafi looks like desperate, tired and scared.

2.2.2. Cumbhuriyet:

Cumbhuriyet published its news about death of Kaddafi next to its headline by using the titles of “a period was
closed in Libya” and “Opponents killed Kaddafi”. Cumhuriyet used an objective publishing policy about the event
and it generally tried to connect developments about the event to a news source. Contrary to USA press which used
the definitions of resistance group, democracy fighters, Cumhuriyet used the term of opponents for defining groups
in Libya. Also it did not use the term of dictator for defining Kaddafi. Newspaper generally used “claim” word for
the explanations of Kaddafi when he was caught by opponents. Because of this it can be said that newspaper did
not want to take side about lynch of Kaddafi. Cumhuriyet used only one photo about the death of Kaddafi which
shows body of Kaddafi in a water carrier. On the top of photo newspaper used the sentence of “A period was closed
in Libya” and it also used a subtitle which is “ A view which was recorded in Sirte in Libya was delivered to the world.
But newspaper did not use exact knowledge about the body because it is not sure that person is Kaddafi and that is
why it can be said that newspaper did not want to lose its reliability in the eyes of public.
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2.2.3. Habertiirk

Newspaper published its news about death of Kaddafi in its headline. Headline is the place of most important
news in journalism. Newspaper used the title of “Rebels killed Kaddafi by beating”. Title mainly focused on method
of death. Similarly title, news text gave a huge place that how Kaddafi was killed and it also gave place developments
until Kaddafi’s death. Newspaper used the term of dictator for Kaddafi in its news discourse. In detail of news,
Kaddafi’s sentence “What did I do to you?” was used as subtitle and by using this sentence newspaper tried to
highlight desperation of Kaddafiin its general news discourse. In terms of editorial policy about the death of Kaddafi,
newspaper used two converse photos for news discourse. The first photo shows Kaddafi in desert clothes waving his
hands. Second one shows Kaddafi’s death body on the ground. Newspaper wrote a subtitle under the photos about
Kaddafi who defined opponents as rats and newspaper emphasized that opponents killed Kaddafi.

2.2.4. Milliyet

Milliyet declared the death of Kaddafi in its headline. It used the expression of “he was lynched by kicking”
and also it tried to highlight dramatic and terrifying sides of the events. Newspaper also used the term of “overthrown
dictator” for Kaddafi. Next to its news title, newspaper used the expression of “End of Dictator” on the photo which
shows bloody death body of Kaddafi. This photo and expression produce a negative meaning about dictatorship.
Second photo shows a funnel in which Kaddafi hidden and took cover while he was escaping from NATO forces.
On the photo one opponent soldier pointed a death body lying down inside funnel that who is Kaddafi. Third photo
shows haughty Kaddafi in soldier clothes.

2.2.5. Radikal

Newspaper published the death of Kaddafiin its headline as a declaration. Newspaper used the title of “One of
the Dictators was felt down” and it used a photo which shows Kaddafi lying down on the ground. News includes two
photos, a title and a spot and it highlighted the sentence of “42 years old dictator was killed”. Second photo shows a
crowded group on the streets and they make demonstration for celebrity of death of Kaddafi. Newspaper highlighted
that people on the streets do v sign in order to show their happiness for Iynch of Kaddafi. People on photo look like
so happy and these two photos emphasized the start and finish of Kaddafi in the eyes of his own citizens.

2.2.6. Sabah

Newspaper published its first news about the death of Kaddafi and it used the title of “End of Kaddafi: Lynch”
and lynch was written on red ground which represents blood and murder. Moreover, newspaper used photo of
Kaddafi in blood and it tried to support its general news discourse. Instead of using the term of dictator, newspaper
embraced to use the term of “overthrown leader of Libya”. Again instead of using being killed, newspaper used the
word of death for definition of Kaddafi. But it can be said that this usage is resulted from uncertainty of Kaddafi’s
death shape. Newspaper used two different photos for its news. First one shows a Kaddafi who is in his soldier
uniform with his indefensible glasses. Second one shows death body of Kaddafi in blood. First one represents a
powerful Kaddafi image but second one represents a desperate Kaddafi image.

2.2.7. Star

Star published its first news about the death of Kaddafi in its headlibne by using the title of “Kaddafi was killed
in galleries of his city”. Also newspaper used the last sentence of Kaddafi which is “do not shoot me” as a subtitle.
Star used some news sources about the death of Kaddafi and it highlighted the situation from the explanations of its
source. Also it tried to look like Kaddafi’s view to Saddam Hussein. Newspaper highlighted desperate situation of
Kaddafi in its news discourse and it used three different photos about the death of Kaddafi. First one shows a death
body of Kaddafi and second one shows Libyans demonstrating the death of Kaddafi and also this photo shows
Libyans for making v sign and carrying Libya flags and placards writing some messages. Some placards emphasized
the end of dictatorship and newspaper highlighted these messages frequently. General news discourse of star about
the death of Kaddafi depends on highlighting the end of dictatorship and that is why newspaper generally used
some negative signs and imply about Kaddafi regime. Beside this, violence was accepted as main focusing point by
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newspaper for the formation of its news discourse and editorial policy about the death of Kaddafi.
2.2.8. Taraf

Newspaper gave a place on the bottom of its fist page to its news about the death of Kaddafi. It used the title
of “In the end he was killed”. By using this title, newspaper tired to form an image about Kaddafi which highlights
“his last” and “expected end”. Newspaper started its news text with using “the last of 42 years dictatorship”. This
situation proved that newspaper accepted Kaddafi as a dictator. Newspaper used a Kaddafi photo which shows him
as a powerful and charismatic leader but in the photo Kaddafi used a scarf for hiding his face and that is why in news
discourse Kaddafi was defined implicitly as a desperado.

2.2.9. Vakit

Vakit published its news about the death of Kaddafi in its headline and news was based on explanations of its
news source. Moreover newspaper used the title of “Kaddafi was killed” and this usage proves that newspaper tried
to produce an objective point of view in its news discourse. Also newspaper never used the term of “dictator” for
definition of Kaddafi. Although it did not give a place for comments, it also did not support to the death of Kaddafi in
its news discourse. Newspaper used two different photos and fist one shows Kaddafi while he was thinking. Second
one similarly common media show the death body of Kaddafi in bloods.

2.2.10. Vatan

Vatan used the title of “he was killed by beating” on its headline for presentation of the death of Kaddafi. It
tried to draw attractions for his terrifying death. Newspaper embraced a biased approach in terms of content of the
news and according to newspaper Kaddafi had this lynch coming. When opponents started the rebellion, Kaddafi
said that we will kill all of the rebels as rats and newspaper used this sentence in its content in order to produce the
discourse which Kaddafi had being lynched coming. And also newspaper used this kind of sentence regularly in
its content. Vatan is the first newspaper, which gave a huge place for the death news of Kaddafi, in Turkish press in
terms of publishing. It used three different photos for news and fist one shows Kaddafi as smiling. Second one shows
death body of Kaddafiin bloods and newspaper used some statements from Aljazeera such as “he had being lynched
coming’”, “if he accept to go, he was still alive now”. By using the sentences of “last of persistence” and “result of
persistence” newspaper implicitly tried to produce a discourse which saddle Kaddafi with responsibility of his lynch.
Only this statement proves that newspaper did not support Kaddafi and embraced a biased editorial policy for the
presentation of the death of Kaddafi. The last photo used by newspaper shows funnel in which Kaddafi hidden in his
last minutes. On the photo one opponent looking inside funnel and there was a death body who is Kaddafi.

2.2.11. Yeni Safak

Yeni $afak published the death of Kaddafi in its headline by using the title of “last of dictator” and because
of this newspaper tired to produce a discourse that this death is an expected situation. Newspaper highlighted a
similarity about the death of Kaddafi and Saddam Hussein and it gave desperation of Kaddafi by using his “do
not shoot me” sentence. Inside news text the death was connected with persistence of Kaddafi and that is why
newspaper showed Kaddafi responsible person of his death. Beside this newspaper used “overthrown leader” and
“colonel” in its news discourse but it tried to use an objective language about publishing its news. Contrary most of
the Turkish press except Taraf, Yeni Safak did not use bloody photos of Kaddafi for its news discourse. Newspaper
used two photos about the event and fist one shows Kaddafi in his colonel uniform. Second one shows an opponent
looking from inside the funnel in which Kaddafi was captured.

2.2.12. Zaman

Zaman published small news in its left side of fist page about the death of Kaddafi and newspaper used the
sentence of “Kaddafi was killed” as its news title. Newspaper used an objective language and it used information from
reliable news sources in its news content. It used two different photos about the death of Kaddafi and first one shows
bloody death body of Kaddafi. Second one shows Kaddafi in his colonel uniform. Newspaper used some terms for
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the definition of Kaddafi in its news discourses such as “wanted person” and “prison”. Because of this newspaper
produced a biased an ideological perception of Kaddafi in its news discourse. Beside this, using two different photos
by newspaper provided its reader to make comparison between to different Kaddafi. Fist photo shows desperate side
of Kaddafi and second one shows powerful side of Kaddafi.

2.3. The Presentation of Kaddafi in USA Press
2.3.1.  Press of New York County
2.3.1.1. The New York Times:

Newspaper published the death of Kaddafi in its headline by giving a huge place on its first page. For this news
newspaper used the sentence of “Kaddafi captured by his enemies faced a brutal end” as news title. Newspaper gave
detailed information in its news content about the before and after of situation. It gave detailed information until
the death of Kaddafi and it used a narrative technique like a story. Beside this newspaper reflected the desperation,
incurability and madness of Kaddafi by using the sentence of “he was begging in front of crowded”. Also newspaper
made positive guess for the future of country after the death of Kaddafi and newspaper used the statements which
are “God is big”, “blood is streaming from Kaddafi’s face” in order to show happiness of Libya citizens. Newspaper
focused on how Kaddafi was killed by being lynched or in a clash and newspaper gave place explanations of
opponents from Libya and experts from legal medicine. Newspaper used the sentences of “Overthrown leader
of Libya” and “Colonel” for the definition of Kaddafi. Newspaper presented opponents by using these sentences:
“They reached last victory of revolution” On the other hand newspaper presented Kaddafi in a desperate situation
before being lynched and it used some negative sentence and adjective structures including hatred and antagonism
against Kaddafi. Newspaper used the fits person who saw how Kaddafi was captured as its news source and that
is why newspaper gave place to explanations of that person such as “when he was captured, his head and chest
were bleeding but he could speak and said ‘what was happening”. The source added that these were last sentences
of Kaddafi. By giving these sentences, newspaper defined the death of Kaddafi as an end for Libyans and it gave
information by using its news source that this night will be so happy for Libyans. It is clear that by giving information
newspaper produced a supportive discourse for the death of Kaddafi in its general news discourse. Although it gave
place opponent ideas, it generally support the death of Kaddafi. For example newspaper gave place the explanations
of an activist from Syria who said that “this is not a justice, his crime should have been researched and judged because
Libya was inside security and reliability”. On the other hand newspaper gave examples from the countries such as
Syria and Tunisia where Arab Spring was going on and it produced general discourse by using the title of “whose
turn is it?”. Beside these aspects of news discourse, newspaper tried to draw attention despotism and violence used
by Kaddafi in Libya. Newspaper used two different photos for its news and fist one shows Libyans in a happy and
lyric situation and subtitle of photos explained why Libyans are so happy. Newspaper defined opponents as fighters
not as rebels. Second photo shows last minutes of Kaddafi before being lynched.

2.3.1.2. The Wall Street Journal:

There is news in headline of newspaper about the death of Kaddafi and newspaper used the sentence
of “the death of Kaddafi started a new age” as news title. Newspaper used the sentence of “Praise from west to
transformation of Libya: Fist leader was killed in Arab Spring rebellion” as news spot. Newspaper’s mentioning
about “praise from west “is so meaningful. Generally other American newspapers focused on how Kaddafi was
killed, The Wall Street Journal focused on “praise from west” and that is why news discourses of newspaper draw
attentions. Then newspaper announced the death of Kaddafi in its news structure and it gave place the statements
of “After 42 years dictatorship, a new era will start for Libya and Libyans for recovering consciousness. Newspaper
claimed that in order to recover consciousness, Libya and Libyans must embrace democratic systems and democracy
culture. Newspaper also blamed Kaddafi for governing Libya with a dictatorship for a long time and this caused not
developing democracy culture in the mind of Libyans. This usage proved that newspaper is far away from objective
and it embraced a subjective point of view to situation in Libya and also this caused the production of biased news
discourse. Newspaper defined Kaddafi as “iron hand” and it emphasized happiness of Libyans after the death of
Kaddafi. In order to do this, it highlighted celebrations in streets, praying in mosques, city tour with cars by Libyans
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and it tried to produce a discourse focusing on Libyans are so happy now. Newspaper gave information that Libyans
wanted to see the death body of Kaddafi in long lines. Newspaper used the title of “off-the-wall and heartless, as a
desperado he faced his last” and usage of heartless, desperado etc. proved that newspaper has a subjective editorial
policy. Also it used similar negative definitions such as “supportive of international terrorism”, “mad dog”, “bizarre”,
“minatory” and “desperado”. Beside this newspaper emphasized heartless of Kaddafi because it tired to produce
a subjective discourse which highlighted Kaddafi’s regime as “helotry” and “vicious”. Newspaper focused on
misgoverning of Kaddafi for his country and it gave the explanations of President Barak Obama in the direction “one
of the dictators in the world is not anymore”. Because of this newspaper used the explanations of President Obama
for supporting its general biased news discourse about the death of Kaddafi. Also newspaper emphasized the role
of USA in this situation. Newspaper used three different photos of Kaddafi from different ages. Newspaper wanted

to draw attentions to the negative features of Kaddafi and positive and beneficial side of NATO operation to Libya.
2.3.1.3. New York Post:

Newspaper used the title of “Kaddafi was killed by American admires” and it published this news on its inside
pages. With using this title, newspaper tired to produce a discourse that Libyans wanted a Libya looking like America.
Moreover newspaper separated almost whole first page of it to the news about the death of Kaddafi. As visual image,
newspaper used a bloody death body of Kaddafi and one adolescent carrying golden gun of Kaddafi after death.
Newspaper made some design on the photos and adolescent looked like to direct the gun to head of Kaddafi. This
adolescent is Muhammed Bibi, he is 20 years old and he is wearing an American hat and carrying golden gun of
Kaddafi. Newspaper defined Bibi as correspond from Libya said “Bibi is declaring from Libya: “Kaddafi is death”. In
this news generally was formed according to domination and highlighting American image about the situation and
that is why news discourse produced a supportive and beneficial American image for Libya and Libyans.

2.3.1.4. Times Union:

Times Union tried to give an earnest to President Obama from the death of Kaddafi in its news content.
Because of this newspaper used the title of “the death of Kaddafi is a gain fro Obama” and this proved the biased
approach of newspaper. This situation is important in terms of showing the role of USA in Arab Spring. That is why,
instead of focusing on the death of Kaddafi, newspaper highlighted the death as success of president Obama. In news
text it was emphasized that this result would be a beautiful answers those who were against the military intervention
of USA and NATO to Libya. Newspaper used only one photo for this subject and this photo was selected for
affirmation of military intervention of USA. In the subtitle of photo which is “with the support of NATO, opponent
took over control in Libya” newspaper tried to support its biased discourse about the role of USA in Libya. On the
photo a women is prying to God for disposing of Kaddafi and this produced a supportive discourse to general news
frame of newspaper about the death of Kaddafi.

2.3.2.  Press of California County
2.3.2.1. Los Angeles Times:

It shows that newspaper overrated this news specificallybecause it separated almost three fourth of its first page.
It published its title with biggest fonts and used the sentence of “They disposed of Kaddafi” as news title. Similarly
it used the sentence of “Libyans relaxed after the death of dictator” as subtitle. Contrary all newspapers, instead of
highlighting the death of Kaddafi, Los Angeles Times did not separated its columns for emotions of Libyans after
the death. In news text, concerns about the future of Libya were mentioned and also in the content dangerous side
of Kaddafi was mentioned intensively. In fact, newspaper wanted to call attention to a danger which nobody could
see. This danger is that how the guns which are in hand of Libyans can be confined and because of this newspaper
defined Libya as “country of heavy guns”. News discourse also emphasized that under these circumstances how Libya
will experience a democratic process and militias who have heavy guns will be put in order. From the beginning of
its title to last sentence of news, newspaper regularly mentioned happiness of Libyans after the death of Kaddafi
and it used some officials’ explanations as news source in order to support its general news discourse. For example
newspaper used the explanations of Mahmud Cibril who is interim prime minister of Libya such as “we have been
waiting this moment for a long time”. NATO operation was directed generally by USA and western countries and
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that is why newspaper tried to produce a discourse which implies effectiveness of USA in Libya. Beside this it used
commonly explanations of President Obama about the death of Kaddafi and future of Libya after Kaddafi. For
example, the sentence of Obama “it was long and hard for Libyans but in the end they got victory. This is a new
era in which democracy will govern Libya and Libyans will decide their own future without any dictatorship”. On
the other hand, newspaper published bloody photos of Kaddafi and it used the sentence of “bloody videos congeal
audiences” as subtitle. According to newspaper this caused a panic for defenders of humanity rights.

In addition to this, newspaper defined Kaddafi as “iron hand”, “instable” and “mad” in its news discourse and
by doing this it affirmed its general news discourse which depends on justness of USA about military intervention.
In the end of news definitions of Kaddafi done by different political leaders all over the world were given such as
“mad dog of middle east” said by President Reagan and “he is 100 percent crazy or he had a stroke” said by Enver
Sedat. By using these kinds of explanations, newspaper produced a discourse that Kaddafi had his death coming and
he was not a normal person. Beside this, newspaper blamed Kaddafi with supporting logistically and economically
international terrorist groups. Newspaper proved his biased and supportive discourse about USA politics in Libya
by using this sentence: “a fuzz to hawk Obama”. This sentence shows that newspaper defined Obama as hawk which
is accepted the presentation of power and it defined Kaddafi as fuzz which is accepted the presentation of powerless.

Moreover, newspaper highlighted the success of Obama against terrorism or dictatorship and Kaddafi could be
beaten only by Obama. Furthermore Kaddafi was explained as an enemy for humanity and because of this his death
was legitimized by newspaper as a normal situation. Newspaper supported its general news discourse by using two
different photos but they are not bloody photos which were generally used almost all part of American newspapers.
First photo is a big one and it shows fervid opponents on a tank who celebrate the death of Kaddafi by waving Libya
flags and guns. Second photo which was taken in 1986 shows Kaddafi inside desert clothes which are used by native
people live in deserts. By using this photo newspaper implied that Kaddafi was a native and uneducated person and
he was not a modern political leader. Consequently, newspaper produced a negative and critical discourse about
Kaddafi and it legitimized the death of Kaddafi in its news discourse.

2.3.2.2. Daily News (San Fernando Valley):

Newspaper published the death of Kaddafi with using the title of “Kaddafi was killed by rebels”. It used a
story-telling style for transforming the case and the case was tried to recreate in the minds of readers. Newspaper
expressed the death of Kaddafi with using the sentence of “he was killed wildly by rebel fighters”. It expressed his
death, death style and situations after death by using video records which was defined to be congealed. It gave voice
to the demonstrations which were done in the first flush of victory on the death body of Kaddafi. Mostly, newspaper
preferred to transfer situation and case but it used violence as a way of transmitting information. Especially
demonstrations going on in the countries where Arab Spring has been continuing were emphasized and newspaper
made a proposal to the leaders of these countries for using empathy to communicate their citizens. Newspaper used
only one photo and it shows Kaddafi in blood and he was lynched under foots of his opponents.

2.3.2.3. The San Diego Union-Tribune (U-T):

The death news of Kaddafi is on headline of newspaper and it used the sentence of “Kaddafi was not showed
clemency by opponents” as title of news and also in news spot newspaper used the sentence of “bloody end”.
Newspaper gave place to the style of death and last sentence of Kaddafi which is “do not kill me my sons”. The
desperation of Kaddafi can be seen in this sentence and news text mentioned celebrations of Libyans after the death.
Because of this newspaper gave place to statement of “Libyans displayed their hate to Kaddafi” Newspaper tried to
produce a discourse which proves the rightness of the death of Kaddafi in its news structure. By asking the question
of “What is in line now?”, newspaper wanted to attract attentions to Syria and Yemen where Arab Spring is going
on. Newspaper used two different photos for its news and first one shows celebrations of Libyans after the death of
Kaddafi. Libyans carrying heavy guns on tanks displays their happiness like this. Also Libya flags draw attentions in
the photo. This newspaper did not use bloody photos which show the death body of Kaddafi or his bloody situations.
Second photo shows Kaddafi as normal and dressy and by doing this newspaper tried to force its readers to compare
two situations of Kaddafi and Libyans. That is why it can be said that newspaper produced a biased news discourse
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which support opponents in Libya for legitimizing and affirming the death of Kaddafi.
2.3.2.4. San Fransisco Chronicle:

Newspaper released its news about the death of Kaddafi in its headline and it used the sentence of “wild end
of Kaddafi” as news title. Newspaper wanted to draw attentions to violence in the death of Kaddafi. For example it
used some words and adjectives implying violence such as wild, bloody, hate etc. newspaper used the sentences of
“Arab World: Reformists become so strong.”, “History: Life story of Kaddafi” and “Obama: His policies received
support”. Newspaper used two different photos for its news. Fist one is a porter photo of Kaddafi. Second one is
about fervid celebration of Libyans after the death of Kaddafi. Photos also show Libya Flags and v signs done by
Libyans. According to news discourse this is a holly pilgrim of Libyans.

2.3.3.  Press of Washington County
2.3.3.1. The Washington Post: “

“A bloody end for Kaddafi in Libya” used as news title in headline of newspaper and also it separated huge
part of its page to this news. Newspaper gave voice to the role of USA and NATO in the end of Kaddafi. News also
mentioned in details that how Kaddafi was killed. It wanted to draw attentions to similarity between Kaddafi and
Saddam Hussein in terms of their death. Beside this newspaper compared President Obama with President Bush in
terms of their international policies. According to newspaper policies of President Obama are more consistent than
President Bush’s. Newspaper used two different photos and first one shows happiness of two young Libyans who
are hugging each other in order to celebrate the death of Kaddafi. This shows pleasure of newspaper for the death of
Kaddafi in its news discourse. Second photo shows last minutes of Kaddafi before being lynched among resistance

fighters.
2.3.3.2. The Washington Times:

Newspaper announced the death news of Kaddafi in its headline with using the title of “Kaddafi was captured
and killed in Libya” and newspaper drawn attentions the future of Libya which has rich oil reserves. Newspaper
defined Kaddafi as dictator and colonel and it emphasized that Kaddafi governed his country with iron hand so
far. Inside news discourse, lynch of Kaddafi was argued. Newspaper also gave place to the explanations of interim
Prime Minister of Mahmud Cibril comprehensively such as “we have been waiting this moment for long time, in
the end Kaddafi was killed”. Beside this newspaper gave huge place to information about the death of Kaddafi with
big font as subtitle and spots of news. However, newspaper generally focused on the in formation about oil reserve
of Libya and oil export of Libya. Newspaper commented the situation in terms of oil reserve of the country and
expectations of USA from Libya. Newspaper produced an ideological discourse by using the sentence of “despotism
is over” for supporting policies of President Obama. Similarly, newspaper affirmed the policies of President Obama
by mentioning in its news structure frequently. Newspaper gave huge place the explanations of president Obama
which criticizes Kaddafi strongly in news content. Beside this newspaper affirmed the sentence of President Obama
in a positive perception and that is why news text has experienced a syntactic closure in terms of supporting the
discourse about President Obama.

2.3.3.3. The Washington Examiner:

Newspaper released its news in its headline by using the title of “Kaddafi was killed the war in his country”.
Newspaper used short text and it gave a huge place for the news photo which is rather big. Photo does not show
bloody images of Kaddafi; instead of this, it shows the shelter of Kaddafi. On the photo, there is an opponent carrying
a gun and looking at the shelter and next to shelter there is death body who is Kaddafi.

2.3.3.4. Observer-Reporter (Washington):

Newspaper published its news about the death of Kaddafi with using the sentence of “Opponents did not
show clemency to Kaddafi” and it defined Kaddafi as miserable. For example newspaper gave huge place for begging
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of Kaddafi to opponents not to kill him such as “do not kill me my sons”. Newspaper defined opponents as revolution
fighters and this proved that newspaper produced a discourse supporting opponents. Beside this newspaper
mentioned oil richness of Libya in its news content frequently and it used Interim Prime Minister Mahmud Cibril
as news source and it gave huge place these explanations in news discourse. Newspaper also emphasized the
effectiveness of USA to military intervention to Libya and it highlighted sentences of President Obama about the
situation in Libya. Newspaper used only one photo about the case and its shows a young Libyans guy pointing
Kaddafi’s death body to objectives and there are fervid Libyans behind him.

Conclusion and Discussion

In this study which analyzed what kinds of discourses were produced about the death of Kaddafi by Turkish
and American Press, twelve newspapers from Turkish press and twelve newspapers from Turkish press were analyzed.
As a result of analysis, Turkish press handled the death of Kaddafi as second important news and American Press
handled the death of Kaddafi as first important news. Actually Turkish Army made a cross border operation to
north region of Iraq and because of this the death news of Kaddafi was handled as second important. Turkish press
handled the death of Kaddafi more objective than American press and Turkish press used these kinds of sentences
such as “deserts rat”, “colonel’, “dictator”, “overthrown leader”, “overthrown dictator”, and “escapee leader of Libya”
These usages differ according to political positions and editorial policies of newspapers.

American Press has an supportive perception of opponents but Turkish press used different definitions which
differs according to editorial policies and ideologies of newspapers. For example Habertiirk and Aksam used the
tersm of “rebels” for opponents in Libya, on the other hand, Cumhuriyet, Sabah, Milliyet and Vatan used the term
of “opponents” for opponents in Libya. Seven newspapers in Turkish press released the news about the death of
Kaddafi on their headlines, one published the news as sub-headline and four newspapers published small news on
their fist pages. Almost all of the newspapers did not use an ideological language for the presentation of the death
news of Kaddafi. Bloody photos of Kaddafi were used by almost all Turkish newspapers except Taraf and Yeni Safak.

American Press has a more different approach to the death of Kaddafi than Turkish press and the death news
of Kaddafi is more important for American press than Turkish press. Because of this, eleven newspapers published
the news about Kaddafi on their headlines and only one newspaper published the news in a small part. By reading
these implementations, it can be said that American press handled the death of Kaddafi as first important news of
the day. Besides announcing the death of Kaddafi on headlines and subtitles, especially newspaper emphasized the
happiness of Libyans after the death of Kaddafi and news discourses were formed in order to support this happiness.
American press defined Kaddafi as “iron hand”, “monster” and “dictator” and also news discourse highlighted that
Kaddafi had this end coming. By using Kaddafi case, American press warned leaders of Syria and Yemen and also
some newspaper took in hand the oil richness of Libya in news content. Moreover, newspaper highlighted the role
of Obama and American forces for overthrowing of Kaddafi and the explanations of Obama were generally used
by newspapers as reliable news source. Also the death of Kaddafi was defined as a success in terms of American
international policy. American press generally used celebration photos of Libyan in their news structures and by
doing these newspapers tired to affirm military intervention to Libya by USA and NATO.
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THE CHANGING ROLE OF WESTERN BROADCASTING

Prof. Dr. Charles F. Carlson

Abstract

This paper will examine how the shifts in policies and public diplomacy goals have affected western broadcasting from the
period of the Cold war to the present. As examples of western broadcasting, the Voice of America, Radio Free Europe / Radio Liberty,
Radio Free Asia, Deutsche Welle, and the BBC will all be cited in the course of the paper. (The author has had almost 2S5 years of
experience in radio journalism in his capacity as manager of Central Asian broadcasting at Radio Free Europe/Radio Liberty,
throughout the Cold War and after, both in Munich and in Prague.)

I maintain that there have been two main factors that have changed the role of international broadcasting: earlier the fall
of the Berlin Wall and the end of the Cold War and later the election of Barack Obama. This paper will examine the effects of
both of these factors.

If there is a foreign policy of media space, then international broadcasting has been a traditional way to implement or fill
this gap through broadcasting a complex combination of local and world news, news analyses, and commentaries (something
that was once called “propaganda”). The Voice of America (VOA), Radio Free Europe/Radio Liberty (RFE/RL), the BBC
World Service, Deutsche Welle (DW) and Radio Free Asia (RFA) are examples, but there are well-known Russian, Austra-
lian, French, Turkish and many other counterparts.

In addition to the role of providing information, international broadcasters are moving away from being merely propa-
ganda stations that advocate regime change and convey messages with their own self-interests in mind, but have now started
to adjust to a new world order and to new technologies. International broadcasting is considered to be a tool, appropriately
used, for helping to initiate, support, and reinforce transitions to more stable democratic societies. Post-Cold War efforts by
international broadcasters seem to be achieving desired outcomes in international affairs through attraction rather than coer-
cion.

To begin with, it would seem that the very election of Barack Obama has shifted the world of public diplomacy and has
automatically altered the dynamics of the way the US conveys its message abroad. It now seems that with his election to the
presidency of the United States, policies and public diplomacy goals have been brought into greater harmony.

In the early 1960s, President Kennedy sought to build up the VOA to broadcast for the “peaceful evolution” of socialist
countries. The President aimed to make the broadcasts “leap national borders and the oceans, the ‘Iron Curtain’ and stone
walls, in a life-and-death competition with communism.” A United States Congress report noted that, “radio broadcasting is a
most valuable means of promoting foreign policy.”

The VOA was, through World War II, the symbol of United States international broadcasting. In the post-war era, as a
response to the Cold War, Radio Free Europe (targeting Central and Eastern Europe) and Radio Liberty (targeting the So-
viet Union) came into existence. The mission of the two radios, now known as RFR/RL, was to transmit uncensored news
and information to audiences behind the Iron Curtain.

In the first years of the Cold War, RFE/RL adopted more confrontational editorial policies than other Western broad-
casters. In what came to be called “surrogate” broadcasting, RFE/RL provided an unbiased, professional substitute for the
free media that countries behind the Iron Curtain lacked. Unlike other Western broadcasters, the programs focused on local
news not covered in state-controlled domestic media as well as religion, science, sports, Western music and locally banned
literature and music. RFE/RL also gave a voice to dissidents and opposition movements that, in the late 1980s and early
1990s, would emerge as leaders of the new post-communist democracies.

The programs were produced primarily at the radios” Munich headquarters and broadcast on shortwave and medium
wave transmitters from Germany, Spain, and Portugal through the 1970s and well into the 1980s. At the same time, regimes
launched technical, espionage, diplomatic, and propaganda offensives intended to discredit the broadcasts. Stalin personally
ordered the establishment of local and long-distance jamming facilities to try to block broadcasts. To overcome jamming, the
radios resorted to the use of high power and multiple frequencies.

50



But the Cold War ended and with it the established basis for this ethereal penetration of sovereign borders has ended.
Fundamental geopolitical change, new technologies and new industrial modes of distributing information have all required
the reconfiguration of international broadcasting.

With the collapse of communism, some thought RFE/RL had fulfilled its mission and could be disbanded. But officials
throughout Central and Eastern Europe and Russia, many of them former dissidents, saw a continuing need for precisely the
kind of objective broadcasts that RFE/RL provided, especially during democratic transition. Czech President Vaclav Havel
spoke for many when he said, “we need your professionalism and your ability to see events from a broad perspective.”

As the new governments grappled with the challenges of building new democracies from 1989 onwards, RFE/RL
established local bureaus throughout its broadcast region, trained local journalists, and served as a model of the journalistic
ethics of fairness and factual accuracy for developing local media. Iwas personally involved in establishing bureaus in our
Central Asian target countries, including Kyrgyzstan where it is known as Azattyk Radiosu.

Instead of relying solely in short wave, the transmission and distribution of the international broadcasts of RFE/RL and
other broadcasters have now turned increasingly to the use of local media frequencies managed by the societies in which the
signals are received.

Just as commercial enterprises are sensitive to their audiences in order to be successful, international broadcasters have
similar obligations. The BBC, VOA and RFE/RL always supported efforts to evaluate the size of their audience, and to some
extent, its demographics, so that they can report to the legislators and officials who must determine whether they are per-
forming adequately. These bodies study broadcast reception results such as number of listeners, status, listening time, place,
means, and environment

Despite these and other changes, international broadcasting underwent a deep crisis of purpose and credibility in the
mid-1990s. After the collapse of the former Soviet Union, Russian international broadcasting efforts deteriorated consider-
ably. The transmitting facilities in the former Soviet Union and the Eastern European countries, once the source of propa-
ganda outwards, were no longer used against the Western nations. Ironically, the United States, the UK, and Germany now
began to rent the same equipment for propaganda purposes against new targets. The VOA, for example, employed seven 500
kW short-wave transmitters in places such as Russia’s Novosibirsk, Irkutsk, Petropavlovsk-Kamchatskiy, and Krasnodar to
broadcast to China and other Asian countries.

In 1992 shortly after coming to office, President Bill Clinton called for the consolidation of all United States interna-
tional broadcasting. This was a low point in the prospects for international radio. Consolidation was to be an opportunity to
reduce budgets, rethink missions, and question assumptions. Under his initial proposal, the budget of Radio Free Europe/
Radio Liberty (RFE/RL) would be slashed, foreshadowing extinction.

In 1994 all international broadcasting came under pressure from the great private media moguls and their political
counterparts. Whether warranted or not, the invention and growth of CNN caused momentary questioning of the continu-
ing need for such entities as the Voice of America and the so-called surrogate radios, including RFE/RL. RFE/RL and the
VOA were considered Cold War relics with an obsolete mission. In 1995, facing massive funding cuts that precluded con-
tinued operations in Germany, RFE/RL accepted the invitation of Czech President Vaclav Havel to move to Prague, Czech
Republic.

In the face of this effective opposition, RFE/RL and other western broadcasters recognized that changing conditions in
the region required rethinking the purposes of their broadcasts. No longer facing an authoritarian regime where they served
as surrogates expressing the views of dissenters, they created a new role of facilitating transitions. RFE/RLs mission, they
claimed, had evolved from a purely surrogate task of providing “objective” news and analysis on internal events where no
such media were available, to compensating for the limitations of domestic media and setting a standard by which emerging
free media could judge themselves.

Although the primary mission remained that of a broadcaster, RFE/RL began to see its role in a broader context. It as-
serted three primary missions in the transition period:

(1) To act as a traditional broadcaster by providing information and news on important issues such as democracy and
political organization, the environment, and economic growth; (2) To provide assistance to local radio stations; (3) To train
local radio personnel and broadcasters. RFE/RL offered itself as a “model of western journalism, an alternative news source.

Having played a significant role in the collapse of communism and the rise of democracies in post-communist Europe,
RFE/RL has now become one of the most comprehensive media organizations in the world, producing radio, Internet and
television programs in countries where a free press is either banned by the government or not fully established. RFE/RL
now broadcasts in 28 languages in 20 countries, including Afghanistan, Iran, Russia, and the Central Asian Republics.
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But as it turns out, there is much more to be done.

A real international broadcasting environment must be built more on receiving and hearing as well as sending. Interna-
tional broadcasting should be a platform that demonstrates more pervasively the idea of recognizing messages from all sides.
To achieve this goal more collaboration among international broadcasters needs to take place. Under the latest reorganiza-
tion, the VOA, together with the external radios, became subject to the Broadcasting Board of Governors, many of who are
political appointees.

Another point is that the national security and well-being of a country is weakened if its populace has too limited
knowledge and understanding of global events. Knowledge of the world is a public good. If the market cannot provide itin a
way that is essential for citizenship, then other means to finance it must be found. International broadcasting already emerges
as partially filling that gap. The Voice of America and RFE/RL have been playing that role. The BBC World Service has be-
gun to play that role within the United States.

I'joined RFE/RL in 1978 at the height of the Cold War. I experienced several major changes in technology: balloons
with messages sent over to Czechoslovakia, makeshift shortwave radio receivers, prerecording transmissions on reel-to-reel
tape, broadcasting from shortwave transmitter sites, digital recording and finally the Internet where real audio has been made
available to listeners.

My first job was to review scripts written in the Turkic languages of broadcast before airing for policy violations, and
objectivity. I later became director of our so-called Nationalities Services that included all of the non-Russian broadcasting
services. In my capacity of director, I worked with such well-known Kyrgyz figures as Azamat Altay and Salamjan Jigitov who
was our first Kyrgyz bureau chief.

During the Soviet period we were unable to hire directly from our target countries, so we must have hired more than
100 Turkish citizens, including second and third-generation Kyrgyz, Kazakh, Uzbek, Turkmen, Azerbaijan, Tatar and Uighur
speakers.

But there was a persistent criticism that certain international broadcasters, especially the so-called “surrogates” who are
charged with broadcasting the news of a target society to that society relied too much on expatriates, often on political dis-
senters. Critics would hold that using the powerful tones of such exiles may allow the slide from impartiality to partisanship.
But it is the fervency of the exile that brings energy to programs. There are those who still believe that, in 1956, passionate
dissidents misled Hungarians into thinking that western aid would be theirs if they merely demonstrated their initial rebel-
lion.

One of the related themes of international broadcasting, tied to an integrated and ethical view of foreign policy, is an
emphasis on human rights. Not surprisingly, one of the insistent complaints of the governments of target societies has been
this very purposeful emphasis.

The issue of international broadcasting and its post-Cold War justification was a global one. In 1999, Deutsche Welle,
the German external broadcaster, suffered severe budget cuts forcing its director to announce a new strategy. The principles
declared were similar to changes marked for many external broadcasters. Radio broadcasts would continue for regions with
real information shortage. DW Radio would be discontinued in liberalized regions that were well served by privatized infor-
mation markets. DW television would be maintained and Internet offerings expanded.

The debate over the future of the BBC World Service was far more public than the debate within the United States and
other countries over international broadcasting. After outliving the historic spasms of fascism, the Cold War and decoloniza-
tion, it became necessary for the World Service to find a more inclusive definition for its long-term purposes. In 1993, the
former head of the enterprise justified the service differently than the American surrogates had justified themselves. The cri-
teria for the material to be broadcast, he said, were, “It must be relevant to all audiences worldwide. It must appeal to a global
rather than an elite audience. It must be ‘international’ rather than foreign.” The Service’s broadcasts should “operate like aid,
transferring knowledge and skills; they have an element of cultural advertisement; they are an instrument of informal diplo-
macy; they bring individuals in touch with a nation.”

The American approach to international broadcasting is different from that of the UK. United States international
broadcasting is evolving into a cluster of aggressive broadcasters with specific sectoral managements typified by Radio Free
Asia. There are those who favor a television broadcasting system that emulates the BBC World Service as a unified “source of
reliable, factual, and dispassionate information” over the cluster. There are some additional redefined functions for interna-
tional broadcasting. For example, the VOA justified increasing its reach and audience with claims that new programming on
child health and survival helps reduce child mortality. VOA reported that its programming on polio in Nigeria “influenced as
many as 800,000 adults to bring their families in for immunizations.”
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Radio Free Asia can serve as a case study in the use of international broadcasting to affect information space in target
countries. This surrogate service, established in 1994 was designed to target China, Vietnam, Burma, Laos, Cambodia, and
North Korea. The “surrogate” function of RFA was to give “accurate and timely information, news, and commentaries about
events in the respective countries of Asia and elsewhere and to be a forum for a variety of opinions and voices from within
Asian nations whose people do not fully enjoy freedom of expression.”

Conclusions

Not long after the end of the Cold War western broadcasters announced the curtailment of short-wave transmissions.
Listeners could now access the Internet or listen to a service rebroadcast on FM by local stations. New technologies, includ-
ing the Internet in specified locales had greater audiences than traditional modes for distributing their messages. What the
events of the 1990s and the early twentieth century had demonstrated was that old principles could not be maintained with-
out new techniques and new strategies. But what constituted suitable targets and what, as a result, constituted effective means
for achieving change among them had changed. As always, there were desires to increase stability in certain zones of conflict,
but to destabilize disfavored regimes as well. International broadcasters had to cope with the changed agenda there as well.
And, finally, the capacity of international broadcasters to shore up states that were struggling to become more democratic
presented altered challenges as well.

All of these factors, as well such others as the increased competition from private suppliers of international news, added
to the transformation among international broadcasters. For them, after the relatively steady role they played during the Cold
War, the 1990’s were years of turbulence. Yet that very turbulence was a prelude to enhanced effectiveness of western broad-
casting that was to follow.

There are histories of international broadcasting that often seek to answer how international broadcasting accomplished
or assisted in the accomplishment of the goals assigned to it. A book by Michael Nelson, former chairman of the Reuters
Foundation, eloquently summarizes the position of many who support international broadcasting and are confounded by the
under-appreciation of radio as a tool in altering the global political landscape. Nelson asks rhetorically, “Why did the West
win the cold war? Not by use of arms. Weapons did not breach the Iron Curtain. The Western invasion was by radio, which
was mightier than the sword.
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POLITICAL ADVERTISING IN 2011 TURKISH PARLIAMENTARY ELECTIONS

Seyit Ali AVCU

Abstract

Political advertising has been the main way of political communication and is used widely and effectively both in
democratic and non-democratic elections alike. Political advertising by political parties trying to influence voters
in Turkey has proliferated and has become sophisticated during the last decades as a parallel to the proliferation
of private televisions and radios and internet. This article examines the political advertising by political parties in
2011 elections not only by governing Justice and Development Party (JDP) and main opposition parties: Repub-
lican People’s Party (RPP) and National Action Party (NAP), but also anti-system parties such as Kurdish seces-
sionist Peace and Democracy Party (PDP). I analyzed the video, audio ads and pamphlets and identified the main
ideas of the ads and answered the following questions: Was the ad broadcast nationally or locally? Who is/was the
intended audience (age, gender, economic level, etc.)? The thesis of this article is that political advertising has shif-
ted from streets to television and radio ads, therefore giving advantages to the parties with more funds.

Keywords:Political Advertising, Political Parties, 2011 Parliamentary elections in Turkey, Justice and Development
Party, People’s Republican Party, National Action Party

Introduction

Political communication is one of the normative principles of liberal democracy and very essential to democratic
process. However, political communication is one of the terms, which has proved to be extremely difficult to define
with any precision. However, the term refers broadly as purposeful communication about politics, which incorpora-
tes, first, communications undertaken by politicians and other political actors for the purpose of achieving specific
objectives. Second, communication addressed to political actors by voters, interest groups and by media. Third,
communication about these actors and their activities in news reports, editorial, and other forms of media discussi-
on of politics. (McNair 2011, 4)

Political advertising is central to political communication, although styles and venues differ from one country to
another. Although political advertisement started its journey from print to internet; the nature of the message has
not changed since the beginning of competitive elections and campaigns. Political marketing is similar to commer-
cial marketing because political actors and organizations must also target audiences from whom support is sought,
using channels of mass communication, competitive environment where the citizens has a choice between more
than one brand of product. However, there are important differences between commercial and political marketing;
political actors and parties measure success in terms of votes received rather than profit as opposed to commercial
marketing. Nonetheless, political marketing adopted many principles developed in commercial marketplace. Both
political and commercial advertising seek to exploit persuasive power of mass media. This form of political commu-
nication uses mass media to differentiate political products, such as parties, messages and candidates from others
just as a car producer seeks to distinguish its luxury car from another in a competitive marketplace(McNair 2011,

6).

Political advertising by political parties trying to influence voters in Turkey has proliferated and has become sophis-
ticated during the last decades as a parallel to the proliferation of private televisions and radios and internet. Althou-
gh competitive elections had been held in Turkey since 1877, professional political advertisement only started in
1977 elections(Can 2006, 390).This article examines the political advertising by political parties in 2011 elections
not only by governing Justice and Development Party (JDP) and main opposition parties: Republican People’s
Partyand National Action Party (NAP), but also anti-system parties such as Peace and Democracy Party (PDP).
analyzed the video, audio ads and pamphlets and identified the main ideas of the ads and answered the following
questions: Was the ad broadcasted nationally or locally? Who is/was the intended audience (age, gender, economic
level, etc.)? The thesis of this article is that political advertising has shifted from streets to television and radio ads,
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therefore giving advantages to the parties with more funds.In this paper, first I will analyze the relationship between
political advertising and democracy. Second, I willanalyze political advertisements of four parties which were able
to send representatives to the parliament.

A-Relations between Political Advertising and Democracy

Scholars have identified the role of political parties as being essential to the functioning of modern, representative
democracy but have stated that the role of communications is even more important to the functioning of political
parties (Norris 2005: 3). Touching on Norris’s point, not only is the role of communications essential to the functi-
oning of political parties but it is also essential to the functioning of society as a whole; as communication (media) is
expected to establish a well informed citizenry among many other roles. Like Norris (2005), Bogart (1998: 7) argu-
es that advertising introduces an astounding and constantly changing display of fresh images into everyday life, thus
constantly raising aspirations and challenging the status quo, and in this respect it fosters democracy. Norris (2005:
3) moves on to suggest that “strong party-based communications provide vital avenues for public participation,
structure citizens’ electoral choices, and connect leaders and elected officials around common programs”. However,
as much as party-based communications are vital, what is more important is the manner in which they are commu-
nicated and the way that they are delivered to the citizens. For instance, in order to enable a strong democracy, when
constructing these messages a great deal of thought needs to go into the whole process.

Although political advertising, frankly and honorably made, can be important to democracy, there are several criti-
cisms in terms of possible negative effects of political ads to the democratic process. First, the high costs of ads can
limit political competition to the wealthy, or people who promise to compromise their integrity on certain issues to
get campaign contributions. Second, images and text can be designed to appeal primarily to emotions rather than to
reason which hinders voters’ ability to judge candidates on real issues. Third, related to above but more hazardous is
that political ads can appeal to bias, fear, hostility, and prejudice.

When analyzing the political advertisement during the 2011 Turkish parliamentary elections, I borrowed the ca-
tegories used by Tak, Kaid, and Leein their study. “ The categories included types of commercial (image or issue
with issue adsemphasizing a policy issue or proposal and image ads emphasizing the candidate’sbackground, cha-
racteristics, or qualifications), focus of commercial (positivecommercials focused on the candidate sponsoring the
ad, negative commercials focuson criticism of the opponent), facial expression, hands and gestures (non-use in
whichno hands and arms are used or hands are held downward, mild use in which handsare raised below the shoul-
der line, and broad use in which hands are raised abovethe shoulder line or are very expressive), dress (formal with
candidate in suit and tieor informal with candidate in casual dress), dominant setting (formal as in office orprofessi-
onal setting or informal as in personal setting), and eye contact (direct orindirect). Categories were also developed
to measure types of appeals used by theads. Types of appeal included logical appeals (using evidence, statistics,
examples),emotional appeals (invoking feelings of emotions such as happiness, pride, anger, orpatriotism), and et-
hical appeals (relying on the character of the candidate or thespeaker). Appeals were also designed as fear appeals if
they attempted to convincethe audience that harm would come to them or those they were concerned about”(Tak,
Kaid, and Lee 1997: 183).

Next section outlines the advertisements of the selected parties; it illustrates the messages covered in the political
advertisements on television, radio, billboards and pamphlets during the 2011 parliamentary elections. The images
and the themes that appear in these political advertisements are also established. There are only two parties engaged
in extensive and comprehensive political advertisement: The governing Justice and Development Party and the
main opposition Republican People’s Party.

B-Political Advertisement by Justice and Development Party (JDP)

As an incumbent party Justice and Development Party (JDP) engaged in systematic and organized campaign which
included political advertisement. JDP organized its political advertisement in several themes which were the issues
during the 2011 Parliamentary Elections. These themes included: education, health, agriculture, transportation and
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economy. The political advertisements of JDP employed comparison technique which compared the era before the
JDP came to power in 2002 and during the JDP governments in power. All JDP political advertisement videos give
the impression that the real people were employed rather than professional actors.

Analysis of a Video Advertisement on Education by JDP

This video is about state providing books for school children free. The subject of this video ad is a family which had
lived in distressed conditions because of the policies of the past. The ads is shown from the perspective of a father,
Tamer Avcilar, who is a consultant but does not earn much and experienced problems in previous periods. The vi-
deo starts with a dramatic music, and school and students were shown along with dark colors. Later, the father walks
in the city to look for the books assigned for his children with a pessimistic and unhappy expression in his face. It is
hard to find the books and even if he finds them, he may not afford them.The second part of the video depicts the
same father as happy and optimistic after the contribution made by the state in terms of free books. The second part
of the video contains vivid colors and the music included in this section is a bit livelier. He is overjoyed with full of
positive feeling. The video ad ends with views of school gardens with students holding hands and playing happily
while free books are being distributed. Purpose of this ad is to appeal to all the families sending their children to
school in Turkey.

Posters and pamphlets of JDP

Poster 1. “Turkey is Ready, Goal 2023” By adopting this slogan JDP wanted to give the impression that by 2023,
which is the 100™ anniversary of the foundation of Republic of Turkey, Turkey will be a leading country in many
aspects with the implementations of JDP programs.

L

Poster 2.The JDP, superimposed Erdogan’s poster with Mender’s and Ozal’s pictures in a campaign ad.This poster
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implies that JDP is the political descendent of DP and ANAP. Demirel, who was the leader of center right during
1960s and1970s,was not included. Although they share the similar name, the JDP distanced itself from another cen-
ter-right party, Demirel’s Justice Party (JP), which was shut down in 1980 military coup, possibly because because
of then president Demirel’s pro-military stand during the 1997 military coup.

havaldi, gercek oldu!

Poster 3.Free Text books: “I can get my text books free. We distributed 1 billion free text book. It was a Dream, now
Reality”

AP BIRAKMADIK |-

o L W o L

Poster 4. “I can go to university in any city. No city left without a university”

C-Republican People’s Party (RPP) Political Advertisement

The 2011 general election was the first general election in which Kemal Kiligdaroglu participated as the leader of
Republican People’s Party (RPP). The former RPP leader Deniz Baykal had to resign from his post in May 2010
after the videos revealed about his private life and left the RPP with 26% of the votes, according to opinion polls.
Kiligdaroglu announced that he would resign from his post if he was not successful in the 2011 elections. He did
not provide details as to what his criteria for success were."' Political campaign of RPP was based on redistribution;
Kihigdarogluacknowledges the fact that the GDP had been increasing but claims that the income gap between rich
and poor had been widening. Therefore, political advertising targeted the groups who were vulnerable and became
worse off in the process. These groups included: low income families, farmers, workers, pensioners.

As a new leader, Kiligdaroglu desperately needed a reference from the past to support him. He was not able to refer
to his predecessor, Deniz Baykal, because of the sexual scandal the latter involved; although he made Deniz Baykal
as a candidate he tried to distance himself from Baykal as much as possible. Nevertheless he found much needed
1 “RPPMost Assertive in Search for Candidates Ahead Of June Elections”Sunday’s Zaman. January 25,

2011.
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support from the wife of former, oldest and most important leader of the left, Prime Minister BiilentEcevit: Rahga-
nEcevit. Since became the leader of the RPP, Kemal Kiligdaroglu emphasized that he was close to common men by
claiming he was populist and wore the similar hat worn by Ecevit who is known as “People’s Ecevit. By these moves,
he tried to change the image of RPP which was accused of being an elitist party and not close to common men. Ki-
ligdaroglu is shown as a leader who lives simply in a flat just like regular people.

Analysis of a Video Advertisement about Retirees byRPP

Almost all video ads involve the leader of RPP Kiligdaroglu and he addresses to public with a sincere tone of voice
to make more credible promises. He starts or ends the ads with “I am Kemal Kiligdaroglu” and shows his signatu-
re, by which they tried to show him as confident and trustworthy leader. This resembles “I approve this message”
used in political advertisements in the USA as a required by so-called Stand By Your Ad provision of the Bipartisan
Campaign Reform Act (BCRA), enacted in 2002, that requires “a statement by the candidate that identifies the
candidate and states that the candidate has approved the communication.” Proponents argued that this provision
force political candidates to associate themselves and take responsibility for the content of their television and radio
advertising, therefore making them less likely to engage controversial claims or attack ads(Malbin 2006, 145). Alt-
hough there is no legal requirement for political candidates to make a statement similar to “I approve this message”
in Turkey, it shows that the RPP’s campaign managers were influenced by the US political campaigns.

The same music is being used throughout the videos; probably aimed to distinguish the RPP’s ads from others. At
the beginning of the ads, the music is slow and pessimistic and the colors are dark. As Kiligdaroglu explains his poli-
cies, the music livens up more and more and becomes more optimistic. Also colors became sharper and vivid.I will
analyze a video ad about pensioners as an example.

The video about pensioners is one ofthe most effectiveand emotional videos RPP broadcasted. In this video,a
retiredteacher who is trying to survive and his basic pension is not enough.Former teacherin the videois rather
old,wearyand has a sadfacial expression andin aslow mannerhepushes a streetcar because he works as a street vendor
who sells bagels. In addition, he is almost hit by a car and this neartraffic accidentdeepens the drama he is in. His
badsituationis beingaddressed to conscience of the society. Then a girl approaches him to buys bagel and she recog-
nizes him because he is her former teacher. Here,the retired teacherfelt ashamed of his condition and looks down
without saying a word. The cheerful expression is replaced with a sad one in her face and looks at him with apity.
After the presumed policies of the RPP implemented the music becomes cheerful and colors become vivid. The
retired teacher is now spendinghis time with his grandchildren in a smalland peaceful park with joy and happiness
in his face. KemalKiligdarogluis alsoseentowards the endof the video chatting with retireesin a park. He is wearingan
unofficialoutfit with anEcevit cap and a red sweaterjust like those retirees.

Posters by RPP

RPP used new slogans, which tried to change the elitist image of the party during the Baykal era. Below slogans
were adopted and used extensively during the campaign: “We are coming to you” Turkey will breath comfortably”
“Everybody will breathe with ease” and “RPP is for everyone”
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Poster 1.New leader resemblesEcevit and wears same cap and dresses modestly.

Aile Sigortast Y8
Her aile

rahat bir
nefes alacalt

Her yoksul aileye Il'l‘-h-

ayda en azx

600 TL

Poster2. RPP promises 600 lira for low income families under the family insurance plan. He is holding a child to
emphasize family and children.
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Kihedaroglu Sozii:

Mazot 1,5 lira olacak

Ciftcimiz

rahat bir nefes CHP promises that
alacak.

diesel will be 1, 5
liras. Farmers will
breath with ease.

Poster 3.Kiligdaroglu is greeting farmerson a tractor.

Negative ads by CHP: mocking
it was a dream no it is reality

Poster 4. RPP involved negative campaign.

D- National Action Party Political Advertisement (NAP)

Compared to incumbent JDP and the main opposition RPP, NAP did not broadcast many video advertisement
was not very active in political advertisement mainly because the campaign process became quite expensive. NAP
ran few video ads on television and tried to compete with a less expensive form of political advertisement: posters.
However, NAP also could not afford many billboards; party fans held posters on the side of the roads. The following
slogans were apparent in video and poster ads: “It is the decision time. Turkey will start moving in 12 June. Our
nation will have clean society, clean politics and clean government “ Issues commonly stressed by NAP ads were
terrorism, social issues, income gap, youth and vulnerable groups. I will analyze a 25 second ad for the youth who
votes first time.

In this ad the target audience is the young people who will go to the polls for the first time. Here, support of young
people requested by referring to the cheating scandal experienced in University entrance exams. A sad young girl
appears accompanied with a dramatic music. She states that she is 18 and would like to enter the university, but she
is hopeless because of the scandal. She smiles and says her ever first vote will go to NAP.
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Posters by NAP

Slogan: Voice up Turkey: Clean
Government, Clean Society,
Clean Politics

TEMIZ YONETIM
TEMIZ TOPLUM
TEMIZ SIYASET

SES VER TORKIYE

CCMHP
Poster 1. National Action Party promises: clean government, clean society, and clean politics.

Minimum Wage will be 825 lira

MILLIYETC
HAREKETIN 56z0

ASGARI UCRET
NET 825 LIRA
OLACAK

SES VER TURKIYE ¢cMHP

EErr=————

Poster 2. NAP promises: Minimum Wage will be 825 lira.,

No negotiation with terrorism,
but fighting

TERORLE!

MUZAKERE DEGIL
MUCADELE EDILECEK

SES VER TURKIYE {<MHP

Poster 3. NAP promises: no negotiation with terrorism but fighting.
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D- Peace and Democracy Party Political Advertisement (PDP)

PDP actually did not enter the elections as a party becauseit did not have a hope to pass %10 national threshold. Ins-
tead PDP members run as independents and PDP supported Labor, Freedom and Democracy Platform. Therefore
most of the ads ran as to support individual candidates. In these ads, yellow, green and red colors were used. The
issues brought forward by PDP supported candidates were: autonomy, freedom, democracy, social issues, unemp-
loyment, woman and gay rights, poverty, native tongue.

As an example, I will analyze an ad ran by NurselAydogan, Diyarbakir independent candidate. She, with a backg-
round fast folk music, is addressing to her constituencies in Diyarbakir but using the “Amed” an ancient name used
for the city before the 7" century. She appeals to the voters to support Labor, Freedom, and Democracy candidates
to decrease 10% national threshold, to end military and political operations, to prepare democratic and civic cons-
titution, to have constitutional guarantee for Kurdish identity and language, general amnesty for political prisoners,
to have democratic autonomy, democratic republic, and democratic Turkey.

Posters by PDP

Unemployment

Tiirkiye'de 14 milyon kisinin bir isi vok!
ba91 ms1 zlar
gelecek

gelecek

=
f % BDP, 38 ilde 61 bafimsiz adayi destekliyor.

Poster 1. 14 million people are without a job. Hope will come with independent candidates.

Platform: labor, freedom,
democracy

tbe:mﬂ&‘;g‘“ T Tyet

ﬂemﬂg kN P\ % AR

-4 — u

Poster 2. Democratic Republic, Democratic Autonomy.
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- Knmal'a 0
Jibo Mo K

Poster 3. PDP took advertisement in Kurdish because first time, campaigning other than Turkish language was
allowed.

Conclusion

This paper analyzed the political advertisements by four political parties that were able to win seats in the parlia-
ment in 2011 Turkish Parliamentary elections. As a result of the elections the JDP received 49.83 % of the votes, an
increase of some 3.5 points over the last election and the party’s third consecutive victory at the polls.At the same
time, because of Turkey’s parliamentary arithmetic, the party’s seats dropped from 341 to 326. The main opposi-
tion Republican People’s Party (RPP) saw its share of the vote increase from 20 percent in 2007 to 25.98 %, while
its number of seats in parliament rose from 112 to 135. The National Action Party (NAP) won13.01 %by getting
over the 10 percent threshold and winning 53 seats as compared to 71 in 2007. Independents, including Peace and
Democracy Party (PDP), won 6.57 %. The PDP, in order to avoid the threshold question, ran all its candidates as
independents and gained 36 seats, up from 2007’s 22.

These elections showed that the political advertisements were increasingly getting more expensive in Turkey becau-
se of increasing the importance of television ads. Asaresult, the richer parties had the advantage over poorer parties.
For June 12 elections, the JDP has spent 69 million 683 thousand TL.*But for example, the NAP could not afford air
time and enough billboard ads the fans hold party ads on the side of the roads.

2 The JD Party has spent 161 million Lira in 2011. Daily Zaman 22 April, 2012.
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TURKISH PARTY POSITIONS ON THE EYE OF BEHOLDERS: THE
PERCEPTION OF POLITICAL PARTIES BY YOUNG VOTERS

Cihat POLAT'?

Abstract

Voters have their own political identities, beliefs, and political views, which affect their political positions. Therefore,
the messages being sent by political parties to them are evaluated and interpreted based on their current political
positions. It is important for political parties to address the right group of people and target audience so that their
messages can be received and understood as desired. However this completely depends on the knowledge about
and understanding of the target audience and where they are in the political space. It also depends on where (which
party / position) the messages come from.

It is a point of interest whether voters perceive the political parties as the same as they describe and position them-
selves in the political spectrum. This study investigates how and where the political parties in the political spectrum
are perceived. A case studyhas been carried out on a group of university students, young voters, from Nigde Uni-
versity, Turkey.The study finds that the young voters’ minds in the sample are very clear and neat about the parties’
political positions. The young voters are very conscious about political parties and they can separate each political
party from the others. Additionally, the study finds, and party decision-makers and political marketers should know,
that party perceptions vary based on the voter position in the political spectrum, although there is a general consen-
sus about where some parties are seen.

Keywords: Marketing, political marketing, politics, political parties, party position, political space, elections, voter,
perception

1. Introduction

Political spectrum hasbeen summarized in a unidimensional form, namely left-right position, for decades especially
in Western European countries. People have expressed their political identity, ideas and perceptions with these
phrases. This dimension is thought to reflect some general attitude on the issues concerning the socio-economic
structure of society, as well as it does political identity, opinions, and people’s attitudes. A general assumption goes
like this: A more left position in the spectrummeans that one favors ‘social change in the direction of greater equal-
ity’, while a location on the more right side represents opposition tosuch changes and favors ‘conservatism’ Political
cleavages were used to beconveyed by associating the terms ‘left” and ‘right’ with proletarian and bourgeois interests
respectively. However, by the time, it has been experienced many changes in political arena and socio-economic
life (e.g. the collapse of communism, the rise of feminism, individualism, green and environmental movements, the
increase in the wealth especially in Western countries, rapid transition to service economies from traditional heavy
industrial economies, and rapid advances in information and communication technologies and their effects on eco-
nomic and social life, youth movements, post-modernism, new social values, which make voters form new political
attitudes and behaviors), and noticeable shifts have occurred in the meaning of these terms. Today the process of
change continues, keeping the process of ‘de-alignment’ alive and eroding these linkages®. However,"... the left-right
dimension is still considered the most important generalized orientation frame for politics in many countries.”(Van
Deth and Geurts, 1989).

Conversely, political life does continue without interruption in the democratic countries, so does the political rela-
tions in the communities, shaping most of the relations among people and institutions. The question is how much
the traditional left-right dimension can explain the existing political cleavage in modern communities?” In search

1 Assoc. Prof. Dr.,, / Kyrgyzstan-Turkey Manas University (KIMU), The Faculty of Economics and Administrative
Sciences, Department of Business, Cal Campus, Bishkek, Kyrgyzstan

2 Assoc. Prof. Dr., / Nigde University, The Faculty of Economics and Administrative Sciences, Department of Busi-
ness, Nigde, Turkey ~E-mail: cpolat@nigde.edu.tr , polat3@hotmail.com

3 “Consequently, the traditional,class-related political cleavages among the population gradually lose their

relevance and new conflict dimensions arise.” (Van Deth and Geurts, 1989).
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of the truth, many authors notice the limitations of the traditional left-right scheme in understanding the political
behavior of people (voters / political buyers) and political institutions (e.g. political parties).

Democracy and many of the democratic institutions are western originated.The second question is ‘how much
those Western political formations fit to and explain the political cleavages in non-western countries, which mostly
have remarkably different social, economic, cultural structures, and institutions, which means that they may have
their own peculiar social, economic, and political problems and political backgrounds. These all require the ques-
tioning of the findings of the current literature on the applicability of party positions and political cleavages in the
Western countries to, if not politically, culturally different countries such as Turkey, for which some of the findings
in the literature (e.g. unidimensionality of party spectrum) may be insufficient to explain.

Besides this, the issue has mostly been studied by political researchers in the literature and requires different per-
spectives and approaches in order to have been covered from a more comprehensive look. This study is carried
out, not a completely but, though, a slightly different area, political marketing research aspect. That is why,unlike
in the literature of politics or political science, we do not consider itas a ‘dimensioningwork’in spite of some of the
similarities to those studies in the political science literature, werather consider ita ‘voter perception’ work. The dif-
ference between the two is that, in the former one the studies tend to position political parties based on different
scales or political issues, in the second one the political parties are attempted to determine based on how and where
voters perceive them. Although these issues look very much similar, there is a main difference in which the studies
determining party positions focus on where the party is located in the political spectrum, while the ‘perception’
studies focus on how voters perceive the party regardless of the party positions or how and where of the political
spectrum it describes itself. As much as party positions are determined to be very important in the political science
literature,party perceptions are also, probably more, important as (than) that because the ‘perception’ (of some-
thing) dominates and replaces the reality (of it) many times.

The third point is related to the voter transitions among political parties, which is supposed to happen more among
the closer parties in the political spectrum. The question is, in terms of Turkish political parties, “among which par-
ties are the voter transitions higher or more likely?”, which can be understood based on the parties that are seen
closer to each other by voters.

The purpose of paper is to determine how and where the young voters in Turkey perceive the positions of political
parties in Turkey. Voter perceptions are determined based on a two-dimensional triangular perception map devel-
oped for this purpose. The study considers the specific nature of the Turkish political space and makes the evalua-
tions regarding this specific nature.

The paper is organized in four main parts. In the second part, the paper presents the material and the method of the
study. The theoretical background and literature review is presented in this part in addition to the presentation of
the Turkish political space. In the third part, the voter perceptions of party positions are evaluated and discussed
based on the analysis of data collected. This section also presents the voter perceptions of party positions against the
voters’ positions. The last section is the summary and conclusion.

2. The Material and Method
2.1.  The Material: Background

This study is an attempt to determine how the young voters perceive the parties’ current positions.It looks at the is-
sue from a marketing point of view, having no claim of determining the party positions as done by political science
scientists; however,it is to determine how and/or where they are perceived regardless of their (official) positions.

The perception is an important topic in consumer behavior in marketing. From this perspective, the subject is pri-
marily within the focus of political marketing. However, party positions have been studied extensively in the litera-
ture of politics but not in that of political marketing. Marketing and political science have many things in common
in the area of politics and the party perceptions and party positions are just an example of its type but these two look
at the subject from different angles, covering the issue more comprehensively. Besides this, it seems that political
marketing literature has neglected the issue, which it is possible to find few studies focused on the specific subject.
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In terms of party positions, the political science literature investigate the party positions in order to detect where a
specific political party is exactly, political marketing investigate the same subject how a specific party is perceived
regardless of the positions of a political party in the political space, assuming that a party’s (officially determined)
position and voter perceptions may differ.In marketing, consumers buy and consume not only what something is
but also how they perceive of that. This is similar to the reality and the perception of it. For instance, spending a
nightin an ordinary hotel is not the same thing in a five stars hotel, where the consumer perception changes because
of the external conditions, in both of which the consumer probably sleeps in the same/similar quality of beds.

‘Reality’, a term discussed widely in philosophy, in a narrow definition, is the state of things as they actually exist. On
the other hand, ‘perception’ is a process by which an individual selects, organizes, and interprets information inputs
to create a meaningful picture of the subject under consideration or situation (real thing)*.

Perception depends not only on the physical stimuli but also on the stimulant’s relation to the surrounding field, on
the conditions in which the individual is and on the personal conditions within the individual. Each individual’s
being in different internal and/or external conditions make him/her have the ‘perception’ experience different from
others. That is to say that ‘perception’ may vary extensively among individuals exposed to the same reality and that is
why each person would respond differently to the same subject, case, or situation because of emerging with different
perceptions of the same subject under consideration.

Perceptions are important in marketing, sometimes more important than even the reality itself, because consumers
(voters) behave depending on how they perceive the world or the subject assumed (e.g. political party, candidate, or
issue) (see Zeithaml (1988) for how ‘perception’ functions in the context of marketing). Individuals notice, value,
and interpret the external inputs directed at them based on their perceptions of the input source. Thus, it is more im-
portant that how something is perceived than what it is in fact. That is why, it is important to know how consumers
(voters) perceive a specific subject (e.g. product, political party, candidate, political issue, etc.) so that right decisions
can be made and right strategies can be developed to achieve desired results. In having that piece of information,
(political) marketers attempt to manage and shape the consumers (voters) perceptions of the assumed subject (e.g.
product, political party, candidate, or political issue) in the desired way. However, prior to this, it is important to
know/determine how a specific subject is perceived by.

In marketing, perception is frequently used in order to motivate the target audience. A motivated person is easier to
act and behave in a specific way because he/she is influenced by his/her view of perception of the subject/situation.
That is why ‘perception’ is important in political marketing as much as in (commercial) marketing, which uses the
methods and approaches of marketing in politics.

Of course, consumer (voter) perceptions are affected by both internal and external stimuli (needs, advertisements,
environment, etc.) and information feeds (e.g. social interactions, education). Current environment and structures
affect consumer (voter) perceptions of reality. Therefore, the real and perceived positions of parties may differ con-
siderably on the eye of voters, which may lead to different voter behavior in each case. Itisa matter of concern ‘how
and where of the political spectrum voters perceive a political party” from political marketing point of view

Theoretically, political parties are the entities established by groups of people who share similar ideological, eco-
nomical or philosophical beliefs, policies, expectations, common economic, social and political views, interests, etc.
People (voters) gather around parties that are closest to themselves in terms of the specified subjects but they need
to be convinced to do so. Political parties are not alone in the political market, which is quite competitive. There are
many parties who compete on the same group of voters and it is important for them to obtain their support®. Parties

4 Reality and perception is closely related and discussed in the same context frequently but they are quite dif-
ferent. The perception of something is based on the current (real) state of it. Thus, the ‘perception, mostly but not
necessarily, answers the question of ‘how” something is perceived while the ‘reality’ answers the question of ‘what
state’ something is in. The reality is related to the ‘existence’ and ‘being), the perception is the result of the one’s act
of perceive. The perception mostly comes after the reality and varies based on who perceives it. (For the sake of
subject, that much of explanation is thought to be sufficient. The more interested reader can read further about the
discussions on the subject in the literature of philosophy, which includes comprehensive discussions.)

5 This is the system requirement in democracies because parties need to obtain the majority of votes to
come to power, which generally requires the support of masses in elections.
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need to find voters with whom they share the same interests or those that they can convince to vote for themselves.
For this, they position themselves somewhere in the political market (or in the political spectrum), which they
believe to be the most suitable position to express their own beliefs, expectations, policies, views and interests, and
they could have the support of those (voters) with similar interests. In order to do so and clearly give their messages
to the target audience (voter groups), they need to define clearly themselves, position somewhere suitable, and pres-
ent themselves to the political market based on how they defined and where they are positioned. This is the party
side of the issue but there is the voter on the other side, too.

A political party’s definition of itself and its position in the political market are the matters of party itself. They may
or may not have something to do with the voter. The voter may receive the part messages about its own definition
and market position (i) ‘as is’ and perceive the party in the way it intent to, (ii) may receive them partially altered
and perceive the party in a differentiated way, or (iii) may alter them completely and perceive the party in an entirely
different way. Unfortunately, although political parties try to manage and shape it, they have limited control over
these outcomes because they are mostly voter dependent, depending on variety of factors, including but not limited
to, his/her background, ideological thoughts, environment, expectations etc. Therefore, the reality of party’s self-
definition and its political position might be quite different from the way that voters perceive it.

One of the main factors in locating and perceiving of a political party is the ‘political ideology’ Political ideology,
which we simply refer to the term ‘ideology’, is a certain set (collection) of ideals, ethical rules, principles, doctrines,
myths, or symbols of a social movement, institution, class, or large group that proposes how society should work,
and offers some political and cultural proposal for a certain social order. It contains ideas on what it considers to be
the best form of government (e.g. democracy, theocracy, etc.), and the best economic system (e.g. capitalism, social-
ism, etc.). Sometimes the same word is used to identify both an ideology and one of its main ideas such as ‘socialism),
which may refer to an economic system or an ideology which supports that economic system. Political ideologies
have two dimensions: goals and methods. It mainly concerns with how society should work and the most appropri-
ate ways to achieve the ideal order. That is why political ideologies are concerned closely with many different aspects
of a society including, but not limited to, the economy, education, law and justice system, health care system, social
security and social welfare, environment, military, religion, etc. Some parties follow a certain ideology very closely,
while others may take broad inspiration from a group of related ideologies without specifically embracing any one
of them.

Political ideologies help us to locate and identify political parties in terms of their position in the political spectrum
(e.g. the left, the center, or the right), although this may sometimes be controversial.Ideology is important both for
parties and voters. Political parties are institutions being formed for the achievement of targets based on some ac-
cepted ideological principles (thoughts). Ideology is also important for voters because ideology is seen as a part of
one’s identity and value system. It helps both parties and voters’ define themselves with respect to others in the com-
munity. In this sense, party ideology is seen as the part of the political product form the political marketing point of
view and it is known that voters evaluate it closely in their voting decisions. Therefore, parties’ political positions are
important in determining the voter perceptions. Before discussing how parties are perceived, it would be helpful to
discuss how parties are located in the political space first.

2.1.1. Locating Parties in the Political Spectrum

Party positions have long been a point of discussion in the (political science) literature and a wide range of studies
have been published regarding the topic (Pelizzo, 2010; Dinas and Gemenis, 2009; Pellikaan et al, 2005;Hinich
and Munger, 1994: Van Deth and Geurts, 1989). Although the discussions continue, some models such as classical
Hourseshoe (see Pellikaan et al., 2007 for how it is used) andDownsian (Downs, 1957) have attracted considerable
attention and found wide range of space in the literature. One of the main discussions about the topic is if and to
what extent those models can represent the political spectrum. This is important because if a specific model is the
best representation of the political space, then all the evaluations about the party positions and voter behaviors can
be justified based on the underlying model.

A classical tool to locate party positions is the common left-right scale, which is a unidimensional approach. The
left-right orientation has its roots in the seating arrangements in the French Constituent Assembly of 1789 (Laver
and Hunt 1992: 11-13), where the seats were placed in the shape of a horseshoe with the radicals to the left of the
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Chair and the conservatives to the right. The other delegates had their seats in the middle, sitting in front of the
Chair (Bowen 1975).
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Graphl: TheHorseshoe Model of thePosition of Parties

The horseshoe model arrangement (in Graph 1) is used as a two-dimensional in explaining and locating party posi-
tions in the twentieth century, with the economic dimension (state intervention versus free market) on the hori-
zontal axis and the political dimension (democratic versus totalitarian) on the vertical axis (Eysenck 1954: 111).
All parties on the outer circle in the figure can be placed on a single dimension in the figure, communists on the left
to fascists on the right. This single dimension is called the ‘left-right scale’ while the ideological position of parties
isregarded as ‘left), ‘middle’ or ‘right’ Some other authors use a similar two-dimensional model but different terms-
such as equality and inequality in the first dimension (horizontal) and liberty and authoritarianism in the second
(vertical). In the model it is used the same classification of political parties from communists on the left to fascists
on the right of the left-right dimension (Bobbio 1996).

Another model that is used extensively in the literature is the Downsian model. In his economic theory of democ-
racy, Downs uses the left-right orientation as a ‘short cut’ for voters who have no complete information of the effects
of different party policies for their own utility-income. The theory is based on the ‘private ownership’ and the ‘degree
of the government involvement into the economy. (Downs 1957: 116).

An illustration of the Downsian left-right scale is presented in Graph 2 below, where communists have ownership

of all productive forces on the left extreme and fascists are in favour of a free market economy on the right extreme
(Downs 1957).
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Graph2: TheDownsian Model of theLeft-Right Orientation of Parties

Although used commonly, the left-right orientation is used as a much broader concept that includes all sorts of polit-
ical issues including, but not limited to, nuclear energy, abortion, law and order and so on (Van der Brug 1997: 37).

The literature includes many criticism of the unidimensional left-right scale. “The concept of the left-right scale is
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severely criticized by political sociologists because the unidimensional presentation of political positions disregards
the societal sources of cleavage, such as language, religion, ethnicity and region (Lipset 1959: 92-93). And scholars
following the approach of The American Voter warned that the generality of the left-right distinction creates a num-
ber of pitfalls, such as that a political issue can be liberal in one time or place but it may be conservative in another
(Cambell et al. 1960: 160). Also social psychologists disapproved the unidimensional left-right scale and they used
factor analysis to demonstrate that voter’s attitudes clustered on more than one dimension (Middendorp 1978;
Himmelweit et.al. 1981)” (see Pellikaan et al. 2005: 1).

Pellikaan et al. (2005: 21-22) also investigated if all parties could be placed on a single (unidimensional) line. They
have found that more than 75% of the voters (respondents) have constructed a transitive ordering that differs from
the average position of parties and from each other. In other words, they have made their own characteristic left-
right scale. Their final verdict is that “... political parties must be located in a multidimensional space of competi-
tion.” They also stated that unidimensional approach is not always valid. They put the criticism that:

“The assumption being that even with more than two dimensions it remains possible to compress the various policy
positions of parties to a unidimensional simplification. ... empirical data does not support the existence of this
common left-right scale but strongly points towards multidimensionality instead. ... the most common left-right-
scale (based on the mean-positions of parties) fails all prescribed theoretical requirements and therefore cannot be
considered to be valid common scale. We conclude ... by ruling out the possible existence of other common scales.
We conclude our case ... by using a data-driven approach to show the multidimensionality of the political space.
We ... conclude ... that greater accuracy is achieved by using multidimensional models instead of a unidimensional
common scale. In Popperian terms we have thereby falsified the idea of a common left-right scale.”

Discussions go on about the left-right scale although conceptions of what left and right entail might have changed
over time but the left-right classification still continues to be the basics of the party positioning. Pellikaan et al.
(2005) states that “it would be an error to regard the left-right common scale as obsolete.... and the left-right-dimen-
sion remains the best model of voters” and party positioning.” In spite of the criticism, the overall view is that a spatial
left-right scheme of party positioning is still a realistic representation in a polarised multiparty system (Sartori 1966:
153). Politics in a multiparty system is explained in terms of political polarisation between or among parties and the
left-right locations is seen as the best way to measure polarisation (Sani and Sartori 1983).

The next issue is ~-whether uni-dimensional or multi dimensional- how to locate the parties on the left-right dimen-
sion, keeping in mind that the left-right dimension always looks the main one in party positioning studies. The litera-
ture reports three main methods that measure the party positions on the political space: Manifesto Research Group
(MRG),expert survey, and voter surveys.

The MRGmethod uses content analysis to locate parties on a single (left-right) dimension by calculating the differ-
ence between the number of left and right words in the election programs, producing a numerical value for each
party that corresponds with a specific location on the scale (Klingemann, 1995; Budge et. al. 2001). In expert survey,
experts are asked to assign a numerical value, based on a —in general a ten point- scale, for each party that designates
the respective position of the parties on evaluation, which determines not only the left-right dimension but also any
scale that measures a specific value orientation, ensuring a standard scale among expert. In voter surveys, a large num-
ber of voters are asked to place parties on a left-right scale (out of a ten point) and party positions are determined
accordingly (Pellikaan et al. 2005: 4; see also Van der Eijk and Nieméller 1983; Van der Brug 1997; Shikano and
Pappi 2004). Thus, by any of these methods, parties are located somewhere in the political space.

2.1.2. 'The Turkish Political Tradition and Political Market

Modern Turkey, as a democratic country, has an experience of about 65 years in multi-party system but in fact the
party experience goes back to early 1900’s (at the Ottoman times). One can find, from nationalists to socialists, so-
cial democrats and conservatives,the ideological roots of almost all the current parties at that time. In fact, most of
the current political traditions and ideological views have strongbackgroundsinitiated at that time and those tradi-
tions and ideological currents stillkeep their effects on the current political space in Turkey.

Turkish political market is highly competitive. There are about 60 parties in the market and they need to endeavor
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to have the support of electorates. The multiparty system is well received and well understood by Turkish voters.The
majority of the electorate vote very consciously, which was exposed by the election results many times in the past.

The traditional left-right dimension has its own roots in Western countries but it is also used in Turkey as well as
many countries, where the Turkish political area is also described in these terms in general despite the fact that this
definition ignores some country specific details.Every country may have its own political traditions shaped by its
own culture, social structure, social and economic dynamics, and political background. Especially the countries in
the eastern and western world may have considerably different social and economic structures and dynamics and
therefore political cleavages. Thus it is difficult to claim the traditional left-right unidimensional form is sufficient
to explain the political spacein all countries, which yet there are many critics of the left-right dimension mentioned
above, and the analyses not considering country and culture specific factors would absolutely be incomplete. For
instance, in Turkish politics, the political traditions and traditional views show divergences for that of the Western
countries in spite of many similarities. In Turkish politics, traditional political views have rootsgoing back to 19007,
with an experience of more than100 years or more, having voting dynamics that are affected mainly from the history,
culture, social structure etc.

In the late 19" and early 20" century, Ottoman state experienced extensive ideological discussions concerning the
reasons of staying backward against European countries socially, economically, socially, scientifically, technologi-
cally and in many other aspects and where the country should have sought its future. From socialism to ultra-nation-
alism, many ideological and philosophical thoughts found place in the community and they were discussed widely.
Thoseviews found deep roots in the society, some of which later became political currents. However in generaltwo
main thoughtsseemed to be found more space in the community than the others did through having been mod-
ernized (muasirlasmak / ¢agdaslasmak). These were Tiirkgiiliik” (Turkism) and‘Islameilik’ (Islamism). Those views
found ways to be represented under different political and social formations and platforms such as political parties,
media, non-government organizations etc.. Especially the 1910’s experienced the establishment of many political
parties in different ideological domains.

Of those, the first one corresponds to the contemporary ‘Turkish nationalism)the second one holds its presence
under its original name ‘Islamism’ Political traditions and the political parties being the representative institutions
of those traditions in modern Turkey are formed and shaped around those traditional political views, of course, with
some variations.

After the establishment of Turkish Republic in 1923, the political process entered a new phase: A new country, a
new state, and a new constitution.In spite of some attempts, the current conditions at that time were not seen suit-
able for multiparty system and some parties already established under control were closed down. Until 1950, a few
attempts produced no outcomes and met with similar results. The year 1950 is the start of the modern multiparty
system in Turkey, but followed by few military coups in 1960, 1971, 1982, and 1997 (the last one being slightly
different in form from the previous one, called ‘postmodern coup’), which created a fragile democracy. After each
coup, the political parties were closed down and the process produced political parties with shorthistories, shallow
traditions, and little knowledge collection. However, in spite of those interruptions in the democracy, those politi-
cal currents have found ways to come to surface after each military coup. Since 1900 or earlier,those political tradi-
tions havecontinued and are still represented by one or more political parties. For instance; “Turkism’ tradition has
found life andbeen represented —first, by the ‘IttihatveTerakkiPartisi’ in Ottoman time, Republican People’s Party
between the years 1923-1950 and later- by the line of parties CKMP/MHP/MCP/MHP in a slightly difterent form
and ‘Islamism’tradition has been represented by the line MNP/MSP/RP/FP/SP.However, the political representa-
tion of ‘modernism’ is open to discussion. In Turkish context, not the ‘modernism’ but the ‘modernization by the
State hand’ is represented by CHP/SODEP/SHP/CHP line® but if ‘modernism® is taken into hand in its common
6 It should be noted that in Turkish political tradition, ‘modernism’ does not correspond to natural evalua-
tion of the traditional society to modern one by its own dynamics. It rather defends that the society should and can
be modernized by the state itself based on the modernization projects. Therefore, in Turkish case ‘modernism’ is
not a liberal but a pro-government political tradition. Thus, the representative parties of ‘modernism’ are also pro-
government although, for instance, the CHP line positionsitself in the left side of the political spectrum.

7 The Turkish State has put its preferences on the side of creating a modern society (in fact, modernizing it)
and regulated the society with the hands of the government, which was formed by the single party, the CHP.

8 “Modernisms ...a socially progressive trend of thought that affirms the power of human beings to create,
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meaning, it is represented by the central parties being in the line of DP, AP, ANAP-DYP and AkParti.The current
CHP is seen as a pro-government ‘conservative’ state party by many political experts although it defines itself on the

left.

The Turkish political market consists of over SO parties and many of which take part in the elections. The political
market includes parties from different ideological dimensions, from communist to ultra-nationalist and liberal to ul-
tra-religious. However, in spite of the breaks in the democratic process several times by the military coups, there are
a few political traditions that continue and the representative of those lines play a major role in the Turkish politics.

The main political lines after the 1950 term are as follows:

The center-left line : Mainly represented by the Republican People’s Party (CHP), founded in 1923 by Mustafa
Kemal Atatiirk. It was closed down in the 1980 military coup but reopened later in 1992, during which time the left
was represented by other leftist parties.The party’s ideology is pro-Atatiirk and social democrat. The voter base is
generally elites, bureaucrats, upper class businessmen, etc. The market share is between %20 and %28 changeable
but its weight in the Turkish political area has always been more than the rate of vote it succeeds. The CHP forms
the secular backbone party of the secular regime in Turkey.

The center-right line : Represented by the parties in the line DP/AP/ANAP-DYP/AK PARTT. It is conservative
in nature but has the capacity to include different non-extremist ideological colors as well. The first party (DP —
Democrat Party) is founded in 1946, gained the first free elections in 1950 and the following two elections with big
majority. It ruled the country between the years 1950-60 until closed down by the military coup. In 1961 the AP
(Justice Party) was founded. It achieved big electoral successes but closed down again in 1980 by the military coup.
Then the ANAP (Motherland Party), a more liberal party, was established in 1983 and had 45% of the votes in the
first elections in 1983. It ruled the country until 1990’s as a single party government but lost its share of votes gradu-
ally, during which time it joined in the coalition governments a few times. In 2009 local elections, its rate of vote was
justabout %01. Later it joined in the DP and was dissolved. The DYP (True Path Party) was also established in 1983
as a predecessor of the DP and the AP. In 1991 elections it became the first party with %27 of votes and formed a
coalition government with the central leftist party, SHP.It formed a coalition government again after 2008 elections
first with the ANAP then with the RP, a religious party. In 2002 elections, it did not get enough votes to enter to the
parliament. In 2007, its name has been changed to the Democrat Party (DP), to which the ANAP also joined later
in 2009. Although it was a central party, it had a more rural character in terms of voter base compared to the ANAP,
whose main rival in the central right.

The last element of the chain in the line is the AkParti ( Justice and Development Party), declared itself as a con-
servative democrat,was established in 2001. Just a year after its initiation, it gained a %34,6 of votes and formed the
government alone. Since its establishment, it joined people from different ideological backgrounds into its lines. It
enjoyed its %41,7 of votes in 2004 local elections, %46,6 in 2007 general elections, %38,8 in 2009 local elections,
and almost %50 in 2011 general elections, being the first party in each of the elections. It is the only party that has
increased its rate of votes in the subsequent three general elections in Turkish political history.

The nationalist line : Represented by the parties in the line CKMP/MHP/MCP/MHP. Established in 1969
by renaming the CKMP as the MHP. It is a Turkish nationalist and conservative party. It has been able to gain only
slight rate of votes until 1977 elections, in which it gained about %6,4 and joined in the coalition again but gained
more seats in the government. (The first time it joined in the government after 1975 elections with a rate of %3,2.)
It was closed down by the 1980 military coup. Later it was established the MCP, as a successor of the MHP, which
was renamed to MHP in 1993. It gained a rate of about %18 in 1999 general elections and became the second party
after the post-modern coup in 1997 by the leaning of conservative electorates to it, which later became the coalition
partner in the government. It did not have enough votes to enter to the parliament in 2002 elections but did have
in 2007 (%14) and 2011 (%13) general elections. Regardless of its rate of votes, the MHP represents an important
tradition in the Turkish political space.

Religious line :Known as ‘MilliGériis’ (National View) and is represented by the parties in the line MNP/

improve and reshape their environment with the aid of practical experimentation, scientific knowledge, or technol-
ogy.” (http://en.wikipedia.org/wiki/Modernism#cite note-12).
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MSP/RP/FP/SP. The chains first party (MNP — National Order Party) was established in 1970 and closed down by
court in 1971 for being against the secular character of the State and the principle of protection requirement of the Ataturk
nationalism. However, the same staff established another party under the name of MSP (National Salvation Party). It
gained %11 of votes in 1973 elections and formed the CHP-MSP coalition government with the central leftist party.
It promoted ethical values and heavy industrialization policies. In the following years it joined two more times in
coalition governments but was closed down by the military coup in 1980, after which another party was established
again with the name RP (Welfare Party). It was able to enter the parliament in 1991 (%16,9) and became the first
party in 1995 elections with %21,4 of votes. It formed the government with the DYP in 1997 but became the target
of the post-modern coup this time. In 1998 it was closed down by the Constitutional Court again for being the focus
of the activities against the secularism. The FP (Virtue Party) had already been initiated in 1997 as a secure before the
RP was closed down. The FP joined in the 1999 elections and succeeded the rate of %15,4 but it was also closed
down in 2001 by the Constitutional Court one more time for being the focus of the activities against secularism and
being the continuation of the RP. Then the last party of the MilliGoriis chain, the SP (Felicity Party), has been estab-
lished in 2001. It succeeded only %2.5 in the 2002 general elections, %4,8 in the 2004 local elections, %2,4 in the
2007 general elections, and %1,24 in the 2011 general elections. However, it can also be said for the MilliGoriis that
regardless of its rate of votes it represents an important tradition in the Turkish political arena.

Kurdish nationalist line : Represented by the line HEP/ OZDEP/DEP/HADEP/DEHAP/DTP/BDP, whose
main character is to be a nationalist ethnic party.The line’s first party (HEP-People’s Labor Party) was established
in 1990, which was renamed asthe DEP (Democracy Party) later, which was closed down by the Constitutional
Court in 1994.It was established the OZDEP (Freedom and Democracy Party) in 1992 as a secure against the prob-
ability of the DEP being closed down by the Constitutional Court but the party itself was closed down by the court
in 1993 for the party having ‘the provisions against the undivisible unity of the State and through dividing the unity of
the Nation in its party program’. Then it was established the HADEP (People’s Democracy Party) in 1994. It joined
in the 1995 general elections and the 1999 local elections, gaining about %4 of votes in each. It was closed down
in 2003 for being the center of illegal activities. Later the DEHAP (Democratic People’s Party) was initiated in 2005
but was dissolved by itself in order to join in the formation process of the DTP (Democratic Society Party), which
was established in 2005 and closed down in 2009 by the Constitutional Court one more time. The party joined in
the 2007 elections with independent candidates with the concern 0f%10 election threshold and had a group of 21
members in the parliament. It gained 99 municipality with its %5,7 of the votes in 2009 local elections. Then it was
established the final party of the chain, the BDP (Peace and Democracy Party), in 2008 as a safe before the DTP was
closed down. It keeps on its activities on its assumed lines. The Kurdish nationalist parties have always been regional
in their vote bases but their effects on Turkish politics have been more than the rate of votes they gained in the last
20 years or more.

Beyond these, there are also some other multi-colored parties (e.g. nationalist left, religious nationalists) that had
relatively long lives in the Turkish multiparty era but their effects on the political picture have relatively been limited.
Most of those parties are capable of gaining moderate rate of votes and are little likely to be the first in the elections
(except some rare times as in the 1999 elections, in which the DSP, nationalist-left natured party, become the first
party) but there are times that they played some major roles especially in coalition terms, especially when the rate
of parties were close to each other and they needed support of those parties to have the majority of the seats in the
parliament. In the most recent terms (1990’s), the coalition period in Turkey, the BBP played a critical role in 1996-
1997. There are also similar times in the 1970-80 period, that the other parties did the same.
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Graph3: TheGraph of Parties’ Votes in theElections (2002-2011)

In sum, the Turkish political market is very competitive and deep. The electorate are politically very conscious and
are able to distinguish between the parties, which party is what. That is why, although there are more than 50 par-
ties currently, the voters are not inclined to vote for the majority of them. In general, the traditional political lines
continue in the market and especially after the 2002 general elections the market is shared by a few political players,
which are he representatives of the traditional political lines discussed above.

2.2. The Method

The study basically includes an exploratory field research based on the data collected from young voterswith a paper-
based and face to face questionnaire. Nigde University has been chosen for the field research. Nigde University is
in the city of Nigde, which is located in the central Anatolia, the middle part of Turkey, with a population of around
100.000.Nigde University had the student population of about 15.000 in its four major faculties at the time of re-

search.
2.2.1. The Purpose of the Study

The purpose of the study is twofold: (i) To determine how the young voters in Turkey in general perceive the politi-
cal parties’ ideological positions and (ii) to determine if the voters in different ideological orientations and the sup-
porters of different political parties perceive political party positions differently than the general voters. The study
attempts to approach the issue from a political marketing point of view, aiming at detecting whether the current
(pre-determined) party positions and the perceived positions by young voters fit together or there exists any differ-
ences in the Turkish political market. By this, the study aims at contributing to the decision makers of the current
political parties, especially those who contribute to the positioning decisions, and the current literature of political

marketing and political science.

2.2.2. Measuring the Perceptions of Turkish Young Voters

In the light of the discussions in the literature, it has been developed a triangular perception map to measure the
voters’ relative perceptions of the political party positions (Graph 4). The triangular map has consisted of two main
dimensions namely ‘left-right” and ‘religiosity’ dimensions, which has the roots in the political literature.

The left-right dimension is one of the most common ways in the literature to describe the political space. The second
dimension, ‘religiosity’is also a factor whose eftects on the voter decisions discussed very much in the literature
(Carkoglu and Hinich, n/a; Kalaycioglu, 2007) however no many studies utilized it yet how it determines the voter
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perceptions.

Carkoglu and Hinich (n/a) attempted to estimate the spacial positions of all major Turkish partiesin a two-dimen-
sional ideological space: namely pro-Islamism vs. secularism and Turkish nationalism vs. Kurdish nationalism,
which was aroused after 1990,having claimed that these dimensions are in line with the Mardin’s center-periphery
framework (Mardin, 1973).The authors utilized the spacial theory of Hinich and Munger(1994)°.
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Graph4: The ‘PerceptionTriangle’ of PoliticalPartyPositions

The Turkish political space should be represented in at least two dimensional and one of them, we believe, should
be the ‘religiosity” as in Graph 4 above. Of course, some other dimensions can also be added, if found a base.In the
triangular map, the most left corner has been referred to the ‘communist’, the most right corner (at the bottom) has
been called “ultra nationalist’ and the most right corner at the top has been named the ‘ultra-religious” The triangular
map has been divided into 15 sub-regions, in which the point ‘0’ represents the very political center (the areas 1, 2,
3,4, 5, and 6, representing the first three the ‘central right’ and the last three the ‘center left’), if such a thing exists,
as frequently referred to in Turkish politics. In fact, the ‘0’ is a hypothetical center only, which is assumed to exist,
because it is very difficult to have a central ideological position that has equal distances to all the other ideological
positions. However, such a hypothetical reference point is helpful to identify the relevant positions of the other
ideological positions. The corners include the most extremes (or the most radicals) of the three main ideological
thoughts (ultra-left — the area 15, ultra-right — the area 14, and ultra-religious — the area 13). The center is a combina-
tion of several different sub-regions, which are different from each other politically but, at the same time, closer to
each other in terms of the softness of those political views. Contrary to many other zones in the triangle, the center
includes colors from many different political views. It is the mixes of the colors including left, right, religious, and
less religious (or secular). (In Turkish politics, it is important for a political party having sat on the political center
because it gives that party the opportunity to gain votes from the voters having different political views.) The areas
between the extremes and the center (the zones 7,9, and 11) represent the political views (or positions) with strong
colors but non-extremes such as religious (the area 7), nationalist (the area 9) and socialist (the area 11). Beyond
those, the triangle also include the shared areas representing (and giving chance to express) the multi-poled views,
which are observed in Turkish political market frequently, such as ‘religious nationalists’ (the area 8), the ‘nationalist
left’ (the area 10), and the ‘religious left’ (the area 12), the last one being not observed frequently in Turkish political

9 According to the spacial theory of Hinich and Munger (1994), ideological space is similar to the onedis-
cussed in Downs (1957). Both theories treat the ideological space as latent but Hinich and Munger (1994) claim
that the dimension(s) arises out of competition for political power by politicians, parties, and their supporters (see
Carkoglu and Hinich, n/a).
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market. In fact, one of the main reasons for the perception map being in the form of a triangle with right angle is that
the political distance between the religiousness and left is more than that between the nationalism and the religious-
ness, a view also supported in the literature. The leftists are in general more secular than the rightists.This political
distance is represented by the hypotenuse in the triangle.

2.2.3. The Population and Sample

Turkey is a country with a population of approximately 74 million 725 thousands (as of 31 December 2011) accord-
ing to the Statistics Institute of Turkey (TUIK). Of the population, the median age is 29,7; %25,3 is in the 0-14 and
%67,4 is in the 15-64 age groups while only %7,3 is 65-over. %50,5 is under 30 years old. Also, its 76,8% lives in city
centers(http1: BugiinDaily Newspaper; http2: Habertiirk Daily Newspaper, 27 January 2012). The figures clearly
indicate that Turkey has a very young population. The voting age is 18 and the age to be elected is 25. The general
elections are held in every four years. Therefore, anybody who is 14 years old or over is the natural voter in the very
first elections. At least %25 of the population is in the group of 15-30 age and they are the young voters. Their rate
within the total voters show that they are so important that they can affect the whole election results. That is why no
party can ignore them, their preferences or their expectations. It is also important that how and where they see and
perceive the political parties and party positions.

In principle, the research population is all the young voters at the Turkish universities. However, such a compre-
hensive study would be too difficult because of several limitations including time, labor, financing, applicability etc.
Therefore, it has been decided to apply the research on a case, the students in Nigde University, which had about 15
thousands students, as —although a limited- representative of the population.

2.2.4. The Sample and the Sampling Process

In the academic year 2007-2008, the total number of students reported in Turkish universities is about 2,5 million
(Giinay&Giinay, 2011). This figure indicates a big population. The research literature proposes some formulae in
order to compute the sample size (Nakip, 2006: 233; Kurtulus, 2004: 191) or ‘calculated sample sizes’ for different
populations.Therefore, it can be used one of the formulae suggested.

As the population variance is unknown in our case, the sample size needed has been attempted to calculate by the

proportions. For this, it has been used the equation j = p(l-p) , suggested by Kurtulug(2004: 191). In the equation,

2

e/Z
n the sample size
P the population rate (the rate of occurrence of the case under investigation)
e the rate of error (assumed)
Z the statistical value that corresponds to a specific confidence level

In %95 confidence level, %35 error rateand 0.50 population rate, the minimum sample size required can be calculated

~0.50(1-0.50)
~ (0.05/1.95)

In choosing sample elements, it has been applied a multi-stage sampling procedure. In the first stage, it has been de-
cided approximately a sample of 400 young voters and distributed proportionally based on the four main faculties
at the university based on their students numbers. In the second stage, some of the classes in the faculties have been

selected randomly and the students at those classes have been included in the survey.

tobep — 384 ,which isan acceptable sample size for this study.

2.2.5. Data

Data has been collected with the survey questionnaire method. A paper-based survey questionnaire has been applied
to the sample. The questionnaire forms includedquestions in three main parts regarding to (i) voters’ demographics
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(6 questions), (ii) voters interest in politics (7 questions), and (iii) parties’ perceived positions (13 questions for
10 parties + 2 party combinations and one question for the voter’s own political position).The questionnaire form
included 26 variables in total and questions in different forms including ‘yes/no), ‘Likert scale’ and ‘placement in one
of the 15 zones’The question regarding parties’ perceived positions has been given as a table with a four column that
includes the parties’ open full names, emblems and acronyms in order to give the voter a clear picture of and easily
recognize the specified parties. The voters have been asked to copy the corresponding zonal numberin the triangle
that they think the specific party’s most suitable position could be that placeto the fourth column in the table. The
voters have evaluated the perceived positions for each of the 10 parties and two party combinations ona table in the
form. Additionally, one final question asked the voters to consider their own political positions in the triangle. The
forms have been applied to the young voters by face to face in the faculties just before the 2007 General Elections
within the same week.

3. Findingsand Discussion
3.1.  The General Characteristics of the Sample

Up to this point it has been discussed the research problem with its background and draw a general picture of the
Turkish political market. Before going further and presenting the research findings, it is needed to present the sam-
ple characteristics so that the findings can be interpreted in the light of those features.

Table 1: Demographic features of the voters

Sex % Marital % Age Faculty % Year in the %
Status group % faculty
Female 34,0 | Single 96,9 [18-20 29,4 | Economics 34,6 1 18,6
(Never and Ad-
Married) ministrative
Sciences
Male 66,0 | Married 2,3 [21-23 52,8 | Science- 20,8 2 36,3
Letters
Di- 8 |24-26 14,9 | Architec- 16,9 3 21,6
vorced/ ture-Engi-
Widowed neering
27-29 LS | Education 27,7 4 17,5
30-32 3 S 4,4
33-Above 1,0 6-Above L5
Total 100,0 | Total 100,0 |Total 100,0( Total 100,0 | Total 100,0

Firstly, some of the demographic characteristics of the sample is presented in Table 1. About 2/3 of the sample is
male, mostly because of being the engineering faculty students male. Roughly %97 is single and %80 is under the age
of 23. The sample is almost evenly distributed among the students in different years in the faculty except the second
year students.
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In addition to the demographic features of the sample, it has also been investigated the degree of young voters’
interest in politics. This is a relevant point due to the fact the degree of voters’ interest in politics determine how
much they are also interested in the political subjects and pay attention to the political happenings (activities, news,
circumstances, etc.) in their environment. Therefore, if voters’ degree of interest is low, they are also unlikely to per-
ceive the political parties” positions properly and their messages correctly. Such a group of voters would signal that
there are some other problems that the political parties should deal with because their messages are little likely to
reach their target properly. The detection of voters’ interest level in politics serves in both ways.

Graph § presents the degrees of voters’ interest in politics. If the voters in the ‘not at all’ category are excluded, the
remaining voters, who correspond to %84, are interested in politics in some degree and %S5S of them are interested
in at least mediocre or higher levels. This figures shows that the sample voters’ politic inclinations are high.

Similarly, it has also been attempted to determine if the young voters feel closer to a political party. This is important
for two reasons: (i) The voters’ replies to this question show the level of materialization of their replies to the ques-
tion regarding ‘the degree of interest in politics and (ii) the preference of a party isboth a mental and an emotional
process that require the acceptance of some inputs from outside, which increases the conciseness of the voters and,
in turn, affects the perception of the political party.
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Graph 6: TheDegree of FeelingClosertoa Political Party

Graph 6 presents the results of how much the young voters in the sample feel closer to a political party. Excluding
the ‘not at all’ option, the remaining categories indicate that at least %77 of the young voters feel some degree of
closeness to a political party. Similarly, about %50 of the sample voters feel in favor of a political party at least in
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medium or higher degrees. This also means that the majority of the sample voters are, at least, emotionally involved
in politics.

Another point through to measuring the young voters’ orientation to politics is if they already voted for in a previ-
ous (local or general) election. This is meaningful for (i) learning the degree of interest, (ii) degree of involvement,
and (iii) degree of experience in politics (to a certain extent). An electorate who already voted for in an election
can be assumed to be (i) more interested in the political cases compared to the one who did not take part, (ii) more
involved in politics because political involvement is the result of various factors including feeling closer to it, feeling
a member of a large community, feeling more responsible politically to his/her country, feeling more conscious in
politics, etc., and (iii) more experienced compared to the one who never vote before.All these factors influence the
voters’ perception ofa party.

According to the questionnaire results, about %40 of the sample elements has voted for in a previous election (Graph
7). The remaining has not. The figure is considerable when thought that probably a major part of the young voters
were not yet at the age of voting in the very last election, which was held in 2004, they missed the opportunity to
vote. Therefore, the %40 who did vote is an important figure that shows the political interest, involvement, and ex-
perience of the voters.
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Graph 7:TheState of Having Voter for in a Previous [Local or
General) Election

In this context, one further point is the degree of importance of a political party’s position in voting. In other words,
if it matters for the young voters the political position of a party when they vote.If the party position has an effect
for the majority of the voters, there is a strongevidencethat the voters’ party perceptions are more durable and firm.
In Graph 8below, it is presented the results of the voters’ replies. The graph shows that at least %73 of the voters, a
political party’s position in the political spectrum is important in mediocre or higher degrees. When added the ‘very
little’ option, the figure reaches to %90, meaning that, for at least %90 of the voters, a party’s political position is
important in voting decisions. This is noteworthy figure that indicates why both the ‘party position’ and the ‘percep-
tion’ of it are important.
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In order to understand the picture more in detail, the young voters’ political orientations have further been surveyed
with a few more questions, the results of which are presented in Table 2 below. The first item shows that about %60
of the voters’ families are politically leaned to a political party. Similarly, the second item is both a cross-check to ‘if
the voter feel closer to any political party’, already discussed above, and an explanation of the existence of relation-
ship between the voters’ and their families’ political orientations. The results indicate that about %60 of the voters
are politically inclined toward a party, confirming the discussions above. More importantly, the results of the first
and second items are very close, meaning that the rates of families” and children’s political orientations are similar.
The third item clarify the issue further, indicating that about %70 of the young voters have the same political inclina-
tions with their families. In fact this is a little surprising result because individuals are grown up in family environ-
ment and are thoughtthe family values first. Probably the degree of political values’ transferability within the family
is higher'® and the young voters are more inclined (and easier) to accept their own families’ political values.

Table 2: The State of the Young Voters’ Political Orientation

No | Variables Percent

Yes |No [ Total
1 If the Voter’s Family’s has Specific Politi- | 60,1 | 39,9 | 100,0
cal Orientation
2 If the Voter Him/herself has Specific Po- | 61,3 | 38,7 | 100,0
litical Orientation

3 If the Voter has the Same Political Orien- | 68,9 | 31,1 | 100,0
tation with His/her Family

The discussions up to now show that the political conciseness and awareness of the young voters’ in the sample
is very high in general.This is important in that studying the issue over such a sample can be more productive and
explanatory in determining the perceptional position of the Turkish parties. In the following part of the paper, it is
discussed how the young voters perceive the political parties.

One final point of interest is the young voters’ political positions.The voters’ political positions are relevant be-
cause of several reasons: (i) to check if the results in Graph 6 and Table 2 (especially item 2) above are consistent
(cross-checked), (ii) how the voters self-describe their own political positions,and (iii) to interpret the survey re-
sults because they can be interpreted within its own frame.Due to these three main reasons, the issue has also been
addressed to. The survey results are presented in Table 3 and Graph 9 below.

10 Of course, these figures alone do not prove the validity of such an important claim but it is an interesting
point that needs further research.
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Table3: The Distribution of theVoters’ Self-declaredPoliticalPositions

Party Position Al\rlza %
Central 1 1 5,2
Central 2 2 13,6
Central 3 3 4,8
Central 4 4 2,1
Central § ) 3,6
Central 6 6 3
Religious 7 2,7
Nationalist-Reli— 8 25,2
gious
Right 9 11,5
Nationalist-Left 10 7,9
Left 11 7,3
Religious-Left 12 2,4
Radical Religious 13 4,8
Radical Right 14 5,8
Radical Left 15 2,7
Total (N=330) 100,0

In a quick visual inspection of the left-right dimension in Graph 9, it is seen that the voters are heavily concentrated
on the right dimension of the triangular map. If looked at ‘religiosity dimension) the voters are seen to be positioned
in the upper side of the triangle. These results are consistent with the current political cleavage in Turkey and also
supported by various public surveys performed in different times (for instance, TiirkiyeDegerlerAragtirmas: 2011,
Eng: Turkey Values Survey 2011). According to this survey, the majority of the Turkish electorate is positioned in
the right and %81 of the people defined themselves as ‘religious’ Moreover, %92 of the surveyed stated that ‘religion’
is important for them.

9%29,6 of the young voters is positioned in the center. Of this figure, only %6 is on the center left (in the areas 4, S,
and 6). The center is primarily composed of the right wing voters.

Of the whole voters, only %26,3 is on the left (in the areas 4, 5, 6,10, 11, 12, and 15) while the remaining %73,7 is on
the right. This is also consistent with the traditional left-right cleavage in Turkey as the last general election of 2011
results show,in which the leftist CHP has received %25,9 of the votes and the rates of other leftist parties are ignor-
able.(The figures show that the sample represents the electorate population in Turkey well, catching the traditional
%75-75 vs. %25-30 left-right cleavage in votes.) Similarly, %54,2 of the young voters are positioned themselves in
the ‘more relisious’ areas (including the areas 1,2, 6,7, 8, 12, and 13)"!

11 It should be noted that it is impossible to divide the political surface with hard lines as in the triangle. The tri-
angle should be taken just as a model to better understand the political spectrum and the voter behaviors. Therefore,
the figures obtained here about religiosity or left-right dimensions are just the approximations rather than absolute
descriptions. As moved down below the left-right line, the voters are still likely to define themselves ‘religious’ but
probably in different degrees, in which case the figure of %54,2 would go up somewhere closer to the one obtained
from the public survey of “Turkey Values Survey 2011’ mentioned above. Therefore the figure of %54,2 should be
read from such a perspective.
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Graph 9: The Distribution of the Voters’ Self-declared Political Positions (the Whole Sample)

So far the first results indicate that the distribution of the voters’ positions in the political spectrum is distributed
unevenly as expected from the traditional political cleavage in Turkey. However, these findings may highlight some
other issues regarding the perception of the political party positions because it is difficult to assume that the per-
ception of parties is independent of where the voter is in the political spectrum. This issue needs to be investigated
further but first it should be examined where the young voters in general see the parties in the political space.

3.2.  The Perceived Positions of Turkish Political Parties: All Voters

It has been stated in the beginning of the paper that sometimes it is more important how something is perceived
than what it is. This statement is more valid for political parties than probably many other things. Having perceived
properly and on theirown state is very significant for political parties because most of their decisions and activities
are based on the assumption that voters perceive themselves in the way that they intent to. However, this may or
may not be the case. ‘Perception’ is something based on the voter her/himself and the political party has very little
control over the process and how the receiver (voter) perceives it. How and where a party is perceived has some
concrete results for parties such that they may or may not able to deliver their messages to voters effectively or they
may make right/wrong strategies and decisions. More than that, if voters perceive their political positions in a place
that is not ideologically acceptable for them, they may not vote for them at all. Based on the importance of the issue,
it has been presented below the detailed positional graphs for each of the parties so that it can be seen where they
are seen in the political space.
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Graph 11: The Perceived Positions of the Republican People’s Party (CHP)
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Graph 12: The Perceived Positions of the True Path Party (DYP)
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Graph 13: The Perceived Positions of the Nationalist Movement Party (MHP)
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Graph 14: The Perceived Positions of the Young Party (GP)
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Graph 15: The Perceived Positions of the Democratic Society Party (DTP)
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Graph 16: The Perceived Positions of the Motherland Party (ANAP)
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Graph 18: The Perceived Positions of the Democratic Left Party (DSP)
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Graph 19: The Perceived Positions of the Grand Unity Party (BBP)
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Graph 20: The Perceived Positions of the CHP+DSP (If United)
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Graph 21: The Perceived Positions of the Democrat Party (DYP+ANAP) (If United)

Graph 10 shows the AkParti’s perceived positions.AkParti is seen completely on the right by the young voters. In
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fact, it is seen on three different axes. The first one is the axis of ‘0, 1, 7, and 13" This axis corresponds to the ‘reli-
gious line), on which the degree of religiosity increases from 0 to 13. The second axis is the line of ‘0, 2, and 8, which
corresponds to the ‘nationalist-religious’ line. The third one is the line of ‘0, 9, and 14, which corresponds to the
nationalist line. The strongest one is the first one while the weakest one is the third line. The graph indicates that the
voters’ minds are clear enough about AkParti’s political positions. It is placed on the ‘right’, the percent of the voters
who position it on different zones are relatively high and its main characteristic is its ‘religiosity’ but not seen as a
‘radical’ party. That the spread of the positions over the ‘0, 13, and 15 sub-triangle’ on the graph can be read both in
the perceptional differences existing in the minds of the young voters about the party and the widenessof the voter
base of the party in different political positions in the right dimension. If it is thought that the AkParti has received
almost %50 of the votes in the 2011 elections,the second comment explain the current situation better.

Graph 11shows where the CHP is perceived by the voters. As the graph exposes, the voter perceptions of the party’s
positions are clear and neat. They perceive the CHP on the axis of ‘0, 5, 11, and 15" As the major part of the voters
identify it as a leftist party (in the zone 11), the considerable number of voters perceive it either as a central left party
or, in a higher rate than that, a radical left party, which a similar thing is also valid for the AkParti, which is assumed
to be a radical religious party. A noticeable number of voters also identify it as a nationalist-left party (in the zone
10), which the CHP had such a mission in its history.It is difficult to expect that all the voters perceive a specific
party only in a certain area in the triangle, in which case such a party would only be an ideological party with hard
lines. Such a thing would be very difficult for the mass parties such as the CHP or the AkParti. In general the voter
perceptions of the CHP lookvery specific, clear, and combined. In our opinion, the political positions of the CHP
are also determined reasonably, which is also the case for AkParti.

Grap13 is about the MHP, which is known as an ultra-nationalist party, which is perceived in two main axes. The first
one is the ‘0, 2, and 8’ line” and the second one is the ‘0, 9, and 14 line’ Surprisingliy the first line is stronger than the
second one, which means that by a big percent of the voters the MHP is perceived as a ‘nationalist-religious’ party
rather than a pure nationalist. In this regard, the voters’ perceptions are similar to those of the BBP, which is consid-
ered as a ‘nationalist-religious’ party, with two exceptions that the BBP is also considered a pure ‘religious’ party by
a small group of voters and the voters are spread out in their perceptions of it but the focus is on the area 8, which is
also the case in the MHP. In this regard, the MHP and the BBP are perceived similarly (see Graph 19 for the BBP)
and the MHP has not distinguished itself from the BBP yet (or the vice versa).

The GP has been a special case in Turkish politics, which is also seen in Graph 14. Founded by a business tycoon and
it received %7,25 in its first election of 2002. The voters put the GP onto two different main axes: the first one is the
‘0, 3,9, and 14 line’, which is ‘nationalist’ line and the second one is the ‘0, 5, 11, and 15line), the leftist line. The GP is
probably the only party that the voters have been able to put in two opposite axes at the same time. In our personal
views, the party has not accepted any ideological view or position for itself but was a populist party. The graph shows
the voters’ mixed / confused perceptions of the GP because it is rarely the case that any party could bring voters
together from such opposite dimensions together. It has disappeared from the political scene after the 2004 local
elections with a vote of %3. It has been presented as an example here in order to show how the voter perceptions
might be problematic and they create problem for a party.

Another party that we should point out is the DTP, a socialist and nationalist Kurdish ethnic party (Graph 15). The
voters place it on the single axis of ‘0, 5, 11, and 15, a leftist line. ('This is the same axis that the CHP is on but the
DTP’s voters have always been able to distinguish their own parties from the CHP. However, it is needed extra tools
to distinguish these two parties on this map.) In fact, this is the estimated line for that party and the young voters are
quite neat in their minds.

A final party is the SP, a religious party. The voters are seen to place it on the line of ‘0, 1, 7, and 13, the religious line.
As almost half of the voters perceive that party ‘ultra-religious’, the other half see it ‘moderately religious’ However,
the voters in general are also clear in their minds about this party, too.

Just before the 2007 general elections, some attempts have been made by CHP and DSP to collaborate in the elec-
tions. The DYP and the ANAP also started talks to join together and unite under the umbrella of the Democrat Party
(DP), an old root party. These two issues have also been addressed in the questionnaire and the young voters have
been surveyedhow these attemptsaffect the perception of those parties by young voters.In terms of the CHP+ DSP
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case, Graph 20 shows that there is almost no effect of this attempt on the perception of positions. Previously, both
the CHP and the DSP was seen on the axis of ‘0, 5, 11, and 15’ and there does not seem any major change in the axes.
Similarly, both the DYP (see Graph 11) and the ANAP (see Graph 18) are used to be perceived on the axis of ‘0, 3,
9,and 14’ independently and the voters will not change their perceived positions, given that they combined together
(see Graph 12 and Graph 16, respectively).

It is also possible to analyze all the other parties, whose graphics are presented here, but those are sufficient enough
for our purpose. It has already been evaluatedall the major parties that exist in today’s political arena andthe other
parties can also be interpreted in a similar way.

The graphs and tables clearly demonstrate that the parties are not evenly distributed over the triangular graph, which
indicates that the voters have different positional perceptions of the parties, meaning that the young voters clearly
distinguishes every single party properly and replace them on its suitable position in the political space in a suitably
well manner to thetraditional ‘left-right’” and ‘religiosity” cleavages'®. This is an apparent situation but requires to be
documented. For this purpose, it has been applied an ANOVA analysis in order to detect if there exist differences
between the mean percentages showing the parties’ political position assigned on the triangular map. The results of
analyses' show, not presented here for the space limitations, that there do exist statistically significant differences
between the mean percentages that show the assigned party positions for all parties. In other words, the political
parties are not evenly distributed over the triangular map. The majority of voters recognize parties in different loca-
tions on the map.

3.3. The Parties’ Perceived Positions Based on Voters’ Political Positions

So far it has been discussed where the voters perceive the Turkish political parties in a two dimensional political
space but the discussions have focused on the analyses of all the voters in the sample. In other words, the values in
the graphs reflect the general picture (average values) regarding the sample’s views. But we do not know yet if the
party perceptions of the voters in different political positions vary.
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Graph22: Perceptionof thelusticeand DevelopmentParty (Ak Parti)
based on theVoters' Positions

To clarify the point, the data has been investigated further with a closer look at it. It has been made cross-tabulations
based on the voter position vs. the party position (in the triangular map) in order to detect how the voters in a spe-
cific positionplace the parties (and if the new placements differ from the placements made by all the voters).

Graph 22 presents the perceptions of AkParti by the voters in different political positions. It is clear enough from

12 The second cleavage is not a commonly accepted description yet but we believe that it always existed in the
minds of the voters in Turkey. The traditional development of the political party system also supports this.

13 As Table S (in the Appendix) shows clearly how unevenly the political parties are distributed over the tri-
angular map and there are big differences among parties, ANOVA test results are not presented here for the lack of
space.
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the graph that the voters in different political positions perceive the AkParti quite differently from each other. For
instance, as the voters who self-declared themselves in the Center'* see the AkParti mostly in the fields 1 and 7
(Central 1 and Religious), the voters who self-declared themselves in the ‘Nationalist-Left’ and ‘Left’ see that party
in the areas 7 and 13 (‘Religious’ and ‘Ultra Religious’). Surprisingly, most of the ‘radikal religious’ voters also see
the AkParti in the areas 7 and 13, which is parallel to the perceptions of the nationalist-leftists and leftists. These two
group probably see the AkParti in the same positions for different reasons, probably the first one feeling too far to the
AkParti and the second one feeling closer to the AkParti. (The detailed figures are given in Table 4.1in Appendix).
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Graph 20: Perception of theRepu blicanPeopl e'sParty [ CHP ) based on
theVoters' Positions

Likewise, a similar picture is also valid for the CHP and other parties. For those parties as well, the voters in differ-
ent positions evaluate the positions differently from the others.For instance, the voters in the Center mainly see it
in the areas S and 11 (Center and Left) while those in the right see it mostly in the area 11, and those in the area 10
(nationalist-leftists) see it in the areas 10 and 11. Additionally, the voters in the area 11 also see the CHP mostly
in the areas S and 11 as those in the area 13 (radical religious) see it mostly in the areas 10 (nationalis-left) and 11
(left). In fact, majority of the voters see the CHP in its main places but there is also some major differences between
where the voters see it based on the voters’ positions. The corresponding tables (4.3 to 4.6) for the other major par-
ties should be read accordingly.

4. Summary & Conclusion

This study has investigated the young voters perceptions of political parties in Turkish political market based on a
two-dimensional triangular perception map developed for the purpose. The analyses have been performed accord-
ing to both the aggregate level and the self-defined voter positions in the triangular map. The study has been applied
on a case in one of Turkish universities, Nigde University. The study sample has produced very close results to the
left-right cleavage in Turkey in terms of voter positions (%70-75 right and %25-30 left). From this perspective, the
study sample used looks a good approximation of the population.

The study reveals worth noticing and interesting findings as follows:

1 - The findings clearly show that the majority of the Turkish political parties investigated are very successful in the
market positioning and are well represented in the minds of young voters. The voters have been able to position the
parties on the triangular map easily and correctly according to the general understanding about the Turkish political
parties. The majority of the voters have the true positional perception of the parties.

2 - The findings also reveal that the voters with different political positions on the triangular map have different per-
ception of the parties and position them based on their ideological views. In other words, the perception of political
parties is subject to the political views of the voter. The parties are required to well understand how it is perceived

14 For the sake of simplicity, the six areas indicating (and called) Centralhave been combined together under
Center in the analyses so that it could be obtained clearer results.

90



by the voters in different political views and political orientations and develop strategies accordingly. Therefore, the
findings of this study are helpful to the political parties in carrying out such a finding to their agenda.

3 - This is a case study carried out in a university. The purpose of the study is not to be generalized to represent the
young voters in all universities or in all over Turkey but to draw a picture and present a new approach to handle
such an issue. Therefore, the findings should be read accordingly. However, it is also needed to repeat the study
in a large example that is to be drawn from sufficient number of universities in different regions. It is also helpful
to think about repeating the study on high school students, if possible, so that a better picture can be drawn. High
school students will give the chance of learning how the ‘future voters’ perceive the political parties. This would also
give chance to the political parties and political marketers so that they can develop marketing strategies and —for
instance- re-position their parties based on the findings from such studies if they see any problems with the ‘future
voters’ perceptions. This would also give time to parties for the long term preparations.

4 - The young voters are able to position parties not on a single area but on a line that consists of a few neighboring
areas. This has been the case for almost all parties.

The study also reveals that the triangular perception map can be utilized to measure the voter perceptions on the
political party positions and the voters’ political positions as well.
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MASS MEDIA AND POLITICAL REGIME

Yagar SARI"

ABSTRACT:

The mass media is often considered to be the 4th branch of power, which may affect people’s perception and
significantly influence public opinion. Therefore, many politicians and political forces try to manipulate and control
the mass media for their own sake. This, there is a strong relation between political regime and mass media. Regime
types influence the relations between government and mass media. Under the democratic regime, government and
mass media may accommodate each other in normal time. However, a crisis or a war time has been especially critical
for both mass media and government. It is time that determines the essence of both, putting them to test. A crisis
time is also a testing for the power projection of political system particularly exists during foreign policy crises, such
as a war abroad, or ethnic conflict in the country.

By keeping journalists away from the battlefield, governments are closer to dominating the press coverage.
This is why the history of crisis time reporting is largely chronicles of media and government interdependent relati-
onship with its crises and turning points.

In this paper, first it will explain what kinds of relations between political regime and mass media have. How
regime types influence on mass media. Second part of the paper is based on how crisis or war times influence relati-
ons of mass media and government.

1. INTRODUCTION:

There is a strong relation between political regime and mass media. Regime types influence the relations
between government and mass media. Under the authoritarian regimes, media is either owned by the government
or government control media itself or contents which media publish or broadcast. Therefore, the governments in
these type regimes are both owners and gatekeepers for media outlets.”> Under the democratic regimes, media out-
lets may own by private owners, collective owners, and/or public owners. Most of the people think that private
owned media outlets are more reliable than other media. However, private owned media means that they are also
commercial media, where it means that whoever pays for the cake he gets the piece of the cake. Moreover, owners
and redactors of media may have their own political view and ideology. Here gatekeepers are owners and redactors
of media outlets. They become very significant actors in the political game.?

Under some circumstances, government and mass media may accommodate each other in normal time
with their agenda-setting approaches. Media agenda can be defined as an ability of media to tell us what to think
about the subject or issue. In other words, public judgments are influenced by the media agenda-setting. On the
other hand, public agenda is when government or any other organization or person is attempting to promote somet-
hing through media. The public agenda setting does not necessary have to deal with political issues. The last one is
policy agenda. Media resources are used the most during the election campaigns. Majority of people stay at home
and watch or read the news in order to be informed of all the political and social developments. For that reason, at
the time of elections, media plays a crucial role to reaching voters so this way the media shapes the faith of candida-
tes. So the real power of mass media in forming the public opinion. All of these indicates us the role that media plays

1 Assist. Prof. Dr., Kyrgyzstan-Turkey Manas University Faculty Of Economics And Administrative Sci-
ences

2 Samuel L. Popkin, “Changing Media, Changing Politics,” Perspectives on Politics, 2006, vol. 4, no. 2, pp.
327-341.

3 Kenneth Newton, “May the Weak Force be with You: The Power of the Mass Media in Modern Politics,”

European Journal of Political Research, 2006, vol. 45, pp. 209-234.
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in agenda-setting and agenda-building in democratic regimes.

The real test for the relations between government and media is the crisis/war time. A crisis or a war time
has been especially critical for both mass media and government. It is time that determines the essence of both, put-
ting them to test. A crisis time is also a testing for the power projection of political system particularly exists during
foreign policy crises, such as a war abroad, or ethnic conflict in the country.

By keeping journalists away from the battlefield, governments are closer to dominating the press coverage.
This is why the history of crisis time reporting is largely chronicles of mass media and government interdependent
relationship with its crises and turning points.

In this paper, first it will explain what kinds of relations between political regime and mass media have. How
regime types influence on mass media. Second part of the paper is based on how crisis or war times influence relati-
ons of mass media and government.

2. THEORETICAL DEBATE:

Government ——— Media ——— Public Opinion

In authoritarian regimes, the media shapes the news according to government viewpoints. They get first-
hand information form the government officials and then, present it to the public. In this case the government can
restrict the access to some news if they think that it will undermine their authority. The government may chose what
will and what will not become news.

However, this scheme might differ in democratic governments:

Media ——— Government ———— Public Opinion

In case if the governance of the state is transparent, and the media is independent, it may reflect the some
issues that need to be addressed. For example, wars. If the media chooses to coves such issues like war, and expresses
its negative opinion on that, the government, wishing to ‘save its noble face’ will try to stop support for war. As an al-
ternative, it can set a different agenda may related who own and control media outlets. There are numerous examples
how political elites develop close relations with owners and managers of media outlets. Of course vice versa is true.

It is now extremely obvious that media is not something that only has an effect on followers and viewers;
it has now enormously expended into many other areas and continues to do so especially in the politics. However,
unlike actual political system in a country which may have many different aspects and forms, when it comes to the
media, the political system tends to be shown in bias or not completely in its true form.

In democratic countries, role and the way media acts are different from authoritarian regimes. In an aut-
horitarian regime media is either own or control by the government but democratic countries media outlets are
own and control by the specific group, people and business affiliates. Because of these media outlets own specific
individuals and groups that increase possibility of media bias. Media bias can define as “a real or perceived tendency
of journalists and new producers within the mass media to approach both the presentation of particular stories, and
the selection of which stories to cover, with an unbalanced perspective.” This is due to the fact that owners of media
outlets have a strong economic and most probably political interests stance over freedom of expression.

Therefore, mass media organizations are corporate entities. They earn their money through ratings, which
in turn gives them advertising revenue. In order to get the necessary ratings, however, they must air exciting stories
to get people to watch. Bad news, such as murders, etc., is more exciting. This makes the world look more dangerous
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than it really is and it pushes the good news, such as charities reaching fundraising goals, etc., to the background.

Moreover, even the real power of mass media is in forming the public opinion. However Not only media
has a power of forming public opinion, the government officials use same maneuvers in getting to the public with
its own interpretation and commentary of the events and issues through arranging press conferences and briefings
with the closed audience of journalists. These ways they pressure the media outlets to publish or broadcast their
views on the issues. Pressure, whether subtle or direct, is put on reporters to cover certain stories. The governments
and corporate entities that are the news organizations are obviously more likely to want certain stories covered more
than others. For example, they could want stories that are more beneficial to the outlets’ owners covered more he-
avily than the ones that would show them in a bad light. One prime example is the way the media broadcasted the
2011 Occupy Wall Street protests in New York and the other cities. They ignored the real message and focused on
violence, most of which was created by the New York police.

3. WARTIME RELATIONS:

Driven by the idea of wartime reporting, this part of study focuses on phenomenon of framing in mass me-
dia and its link to a governmental position towards in a crisis or war time. The main research question of this part
is, “Did governmental framing influence mass media coverage of the crisis/war?” In addition to it, the study aims
to clarify the role of mass media in this situation by looking at ideological differences of mass media, as a possible
restraint factor to governmental influence. This inquiry is presented in second research question, “Did ideological
positions of mass media influence the use of governmental framing of the crisis/war?”

Throughout the history, the crisis/war time has been especially critical for both media and government. At
this time the essence of both was put to the test. Robert Entman in his cascading activation model emphasizes that
the presidential power projection on mass media is especially prevalent during foreign policy crises, such as during
wartime.*

In crisis time, even democratic governments control flow of information from battlefield. Their power pro-
jection emerges from the unique situation and crisis, especially war time provides opportunity for the governments
for media control.> Power projection is reflected by the degree of control of the battlefield. By keeping journalists
away from the battlefield, governments are closer to dominating the media coverage. This is why the history of cri-
sis/wartime reporting is largely a chronicle of the mass media and government’s (inter)dependent relationship with
its crises and turning points.

The coverage of World War II can be considered as one of the main turning points in military reporting.
Despite the relative freedom in reporting, the coverage in American media was political and ideological to the ex-
tent that “journalists committed to report in favor of government.” Such military reporting was caused and partially
justified by dominance of a “political adversary model”, which used a dichotomy of only “good and evil” sides.” Ac-
cording to this ideological model, journalists and military were fighting on one side- against the fascist “evil” regime.
Consequences of such framing combined with the strict censorship imposed on all journalistic material are easy to
identify - favorable news representations towards United States government and its policies.

In Vietnam, the next major military conflict for the United States, lack of strategic planning by the United
4 This model aims to explain the framing processes among social networks that shape the news coverage.
According to it, since government officials take the role of the principal actors in a state, they are at the top of the
information cascade that exists among social networks. Such position allows the officials to set the descending di-
rection for the flow of information. Thus, information originates at the very top of the cascade and after it is filtered
through the state elitist actors, it “spills over” to networks of non-administration elites, news organizations and
public. See, Robert M. Entman, Projections of Power: Framing News, Public Opinion, and U.S. Foreign Policy,
Chicago: University of Chicago Press, 2003.

5 A. Trevor Thral, War in the Media Age, Newark, NJ: Hampton Press.2000, p. 238.
6 Waller, 2001, p.1.
7 Ibid.
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States government, led to mostly uncensored war, and journalists felt free to report on failures of the war. As a result,
mass media framing, which presented the horrors of war, was in overt dissonance with the official briefings of Penta-
gon. This dissonance caused the official framing of the war to lose the American public’s trust and support.

With humiliation in media coverage of the Vietnam War the U.S. military escaped media coverage at all in
the next military conflict in 1983. This small-scaled war took place on the Grenade Island and lasted few days -one
of the shortest-term U.S. military campaigns. These factors were conductive to exclusion of media workers of this
conflict, but the main reason, as admitted later by special report, was a “government’s failure to plan for the timely
accommodation of journalists.”® Mass media failed to report on the war, and the coverage was available only after
the actual war was ended. Because of this failure, the media umbrella organizations insisted on investigation and
later, the Special Commission was created, which worked out the guidelines on mass media coverage and military
operations. Known as the Sidle Commission rules, the basic principles of war reporting were based on the concept
that “the presence of journalists in war zones is not a luxury, but a necessity.”

After the Sidle Commission rules, the United States governments have permitted journalists to escort to the
United States military in war zone, but the journalists still could not report effectively on small-scale conflict.

With the Gulf War of 1991, the technological equipment of both military and media at the time was unp-
recedented. Reporters were able to use the newest technologies and report simultaneously in the very first minutes
of any battle: the audio, video and comments would go as live reporting. These new advantages were stumbled by
military ground rules for journalists that restricted objective and on time coverage. The United States government
restricted to access to combat units for a limited, pre-selected pools of reporters and that the reports would be a su-
bject to so called “security review.” As a result, the focus was shifted from the military actions that could be harmful
in favor of relatively safe reporting. Consequent studies on the Gulf war show that the results of reporting were less
than satisfactory, instead of objective reporting the media fell into the trap of an informational war. The war cove-
rage by media was putting government goals above public interest. Such imbalance in priorities for mass media is
originating from the excessive dependence upon government sources when constructing news, fear of undermining
the war effort and “ideological factors.”'* Therefore, the ideological factors are also the influential factor to be consi-
dered. This factor presents the rationale why one media outlet could be influenced by governmental framing more
than other and introduces the question of importance of media’s ideological factor.

Another aspect of roles of media is when the political and economic crises are within a democratic country.
For example, protests against government policies usually happen when a large enough amount of the population
has been affected by the policies. Oftentimes, protests have been met with local police, national militaries or even by
people who are close to the policy makers. For example, the large protests that occur at WTO (World Trade Organi-
zation) meetings, at IMF (International Monetary Fund) or World Bank and Occupy Wall Street protests are only a
handful at the ones that occur all over the world. The mainstream media has only presented a few of the protest such
as protests in Seattle in 1999, Washington, D.C. in 2000 and 2002 as well as New York in 2011. In actuality there are
hundreds of protests against free trade and big cooperation that occur all over the world but those are never covered.
The only reason why the Seattle, D.C. and New York protests were even reported on was based on the fact that they
were in the home country of the superpower United States so its hits close to home.

Majority of the protesters were peaceful, however, a small group of people did began to get violent and
started looting which led to the Seattle and New York police violently dispersed the protesters. Next came the tear-
gassing, and the shooting of rubber bullets and pepper spraying of mostly innocent, peaceful protestors. This aspect
of the protest became the main focus of the media, portraying all protestors as violent people. This portrayal comp-
letely missed the point that in past protests has shown to change history with examples like civil and women’s rights.
This is due to the fact that the media is corporate owned through different networks and some of these corporate

8 Peter Braestrup, Battle lines: Report of the Twentieth Century Fund Task Force on the Military and the
Media, New York: Priority Press Publications, 1985, p.4.
9 Ibid.

10 Piers Robinson, Peter Goddard, Katy Parry & Craig Murray, with Philip M. Taylor, Pockets of Resistance:
British News Media, War and Theory in the 2003 Invasion of Iraq, Manchester: Manchester University Press.,
2010, p.2.
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owned networks, if not participating in, have direct links to the international and financial corporations benefiting
from the violent capitalism.

Most of the protesters were not against capitalism. Majority of the activists were pro-democracy and were
protesting the unfair state and financial sector which caused the global economic crisis. Most of the protestors ag-
reed that capitalism is very beneficial toward everyone as long as it’s fair. Instead of showing that side of what the
people stood for, the media distorted the protestors’ agenda claiming them all to be anti-trade.

“A guerrilla army of anti-trade activists took control of downtown Seattle today,” a Washington Post headli-
»11

ne began.

“An ABC News story by correspondent Deborah Wang in Seattle failed to address the activists’ concerns
with “they are fighting for essentially the same issues they campaigned against in the 60s. Corporations, which they
say are still exploiting workers in the Third World. Agribusiness is still putting small farmers out of work. Mining
companies, still displacing peasants from the land... But what is different is that, for these protesters, this single
organization, the WTO has come to symbolize about all that is wrong in the modern world.”

Thus, the United Stated is claiming to be among the most democratic and politically developed countries.
It is supposed to that the freedom of media should be the main feature of this country, and any politically biased
influence on the media should be at least reduced to a minimum. However, in the crisis/war time the reality is con-
tradictory.

4. CONCLUSION:

The role of television, newspapers, and radio as well as particular journalists is noteworthy for the agenda-
setting and for the agenda-building. Whether their effect on policy making may be direct or indirect, the results of
their influence may be sometimes very predictable or very shocking. The reason is the power or the opportunities
mass media has. Even though the influence of media agenda on public agenda sometimes may not be very signifi-
cant, overall the press may use its tools and specific methods to determine or guide the public opinion. Moreover,
the media may become a major contributor to agenda building, creating precedents around different issues.

Under the democratic regimes, “corporate control of media” is the major media issue, which will push for
less democracy since the owners will try to publish or broadcast information that they think is appropriate for their
interests and fit their ideology or political views, especially if they involve directly to the politics such as Robert
Murdock is. There is always question of money or “news business” that is what they are exactly doing.

Thus, people are receiving the wrong information or only partial information because the corporate control
forces media outlets to report bias news so issues like global economic crisis and responsibility of financial sector
look good to the people. This prevents truthful reporting and enables people to make a decision for themselves or
take action against government policies for the simple fact that they think the policies are working. Those who take
part in the protests or those who are apart of organizations that advocate changed are only a small percentage that
sees the role played by the media. If there were more different types of corporations were able to have a voice or
some essence of control then the media wouldn’t be so biased in its reporting. Until the ownership and the way work
of media is reformed, media will remain unfair towards majority and until the political and economic system are
reformed, media have no choice but to report what owners and ideology push them to do.

Media has become the main source of information, through what people make up their mind and come to
some judgments. In other words, media has become a nervous system of democracy, thus, it should function corre-
ctly.

11 Washington Post, 12 January 1999.
102



3-Social Media



SOCIAL MEDIA USAGE FOR KAZAKHSTANI UNIVERSITIES: PURPOSES,
METHODS AND OUTCOMES

Dinara TUSSUPOVA!

Abstract

The usage of social media for public relations purposes has become more and more popular at Kazakhstani
organizations. Kazakhstani universities are also beginning to use social media frequently, both as a tool for attracting
and interacting with prospective & current students, partners, and researchers as well as for increasing university
coverage in traditional & multimedia outlets. Both local and international social media are found to be popular PR-
instruments for national educational organizations in Kazakhstan, and this talk highlights the ways in which these

interactions are taking place.

INTRODUCTION

In the 7 International PR-forum in Almaty, in May 2011 it was found that the minority of the participants
used social media strategies at their companies. Basically, it means that even PR-practitioners have a pooridea about
whether they need social media, and if so, what is the purpose of using them. However, social media has become
more and more popular in Kazakhstan and more and more companies use them as a tool of PR and marketing.

This is also true for higher educational organizations. It is not a rare case to find Kazakhstani universities
public profiles on Facebook or Twitter. It might be seen that through social media, universities implement different
functions such as informing, connecting, communicating and interacting with different audiences, including pro-
spective and current students, faculty and staff, stakeholders, and mass media.

In this paper four universities have been analyzed in terms of social media usage. The Eurasian National Uni-
versity and Kazakh National University are the largest and the leading national universities in Kazakhstan, and are
located in Astana, the capital city, and in Almaty, the largest city of the country. KIMEP is a private university that
positions itself as an American-oriented college, so that education here is taught in English languages. It has foreign
faculty and has adopted the western academic system. KIMEP is also located in Almaty. Nazarbayev University is the
youngest but also a very ambitious university, one that positions itself as the university working under international
academic standards. In addition to that that it is the only university in the country that has academic autonomy and
acts independently from the Ministry of Education and Science. Nazarbayev University is located in Astana. It might
be noted that all the universities except for Nazarbayev University have media and journalism degrees.

The social media network audience’s peculiarities, usage patterns, unusual cases, content commons and differ-
ences, and universities’ behavior patterns have been defined. The effectiveness of social media accounts as marketing

and PR-tools have been analyzed.

ANALYZING THE SOCIAL MEDIA OUTLETS

In this section social media accounts of the universities have been screened in terms of outlets, users, content
and usage purposes. All the data are valid as of March 20, 2012.

Eurasian National University

www.enu.kz

1 MS in Mass Communications, Senior Manager of the Department of Communication and Marketing,
Nazarbayev University
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At the head part of the web site there are icons of five social networks: Facebook, Twitter, YouTube, Mail.ru,
VKontakte and at the main website they have promotion for ENU Life

http://enulife kz/ru/index/index?, a social media network for the university community. In addition to a

News and Events and Calendar sections, they have a blog platform and file sharing sections. ENU Life has 1015
users.

The YouTube channel had some university breaking news made in studio. However, it has not been run on a
regular basis. The last two releases were aired in December, 2011 and March, 2012. All the releases were in Kazakh
language and took 20 minutes. Overall, the YouTube channel had S subscribers, 15 videos and no options for view-
ers to post comments. It might be noted that all the videos have original content: news, university administration
addresses and speeches, and student events.

The Twitter @ENUofficial account of the university has 295 followers and released 710 tweets. Twitter up-
dates of the NU are posted only in English. Almost no interaction (REPLY) was found here. The last update was
made on March 15, 2012. No images were found through the updates.

592 users liked the ENU Facebook page. The page presented five photo albums and a detailed Events Calen-
dar.

The Official VKontakte community of the university had 67 members whereas the unofficial “We love NU”
-2 15S people.

The Moi Mir profile at Mail.ru of the Eurasian National University was created in the form of a user profile,
it friended 2485 people, presented 1 album and two video files. Only Kazakh and English languages were used for
profile updates, low interaction from users was found. At the same time unofficial Eurasian National University
community had over 8 thousand members. The community shared 7 photo albums and 8 music files. Russian and

Kazakh languages were found to be used for communication between the community members.

Kazakh National University
http://www.kaznu.kz/

At the footer part of the main page of the university web-site there is a promo for the university Forum and
Social network.
There is also a promo of social media outlets on the main page of the web-site.

They have their own forum http://forum.kaznu.kz/

Social network http://stud.kaznu.kz/

860 users were networked there, discussions had 478 comments and posts.

Facebook page of the KazNU has 237 likes and contains NO information.

The Twitter @Kaznuofficial account of the university had 210 followers and was presented with 326 tweets
in Kazakh and Russian languages. The last update was made in March 13, 2012. 3 images were found through the
updates.

KIMEP University

www.kimep.kz

At the footer side of the main page, icons of such social networks as Facebook, Flickr, Twitter, LinkedIn, You-
Tube and VKontakte are presented.

The Facebook page had 2,116 likes and was often updated. All the posts were in English and Russian. Active
feedback from users might be noted.
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The Facebook open group had S members, presented 151 photos and demonstrated good interaction. Since
the group is open there is no need for Facebook users to join the group in order to see the content.

YouTube channel content was mainly presented by copied translations of T'V-channels breaking news. No
original content was there. The channel had 57 subscribers and 32 929 views, and contained 37 videos.

The twitter @ KIMEPnews account contained 745 tweets and had 589 followers. Updates were written in
Russian and English. No interaction (REPLY) has been found there. The last update was made in March 20,2012

Unlike previous universities, KIMEP also had an account at Flickr.com where a photo gallery of the college
could be found. Last time the pictures were updated in March S, 2012 and February 28, 2012; it might be seen that
pictures are updated on a regular basis.

Another unusual social activity is having a public channel at KIWLKZ video-log channel which can be con-
sidered as a Kazakhstani analogue of YouTube. The channel contained 19 videos and had 4 subscribers.

The VKontakte KIMEP official page contains 53 photo albums, 24 videos and 9 music files. Overall 8888
people friended it.

Nazarbayev University

www.nu.edu.kz

On the footer of the main page the university has Facebook, VKontakte, YouTube and Twitter icons. No social
networks of the university are found.

Nazarbayev University Facebook open group had 914 members, and contained 130 photos and 7 documents.
Users and admins posted messages in English, Kazakh, and Russian. Active interaction, especially from university
applicants, might be noted.

Nazarbayev University Facebook page had 145 likes and contained 10 photo albums. The content was mainly
updated in English. High interaction activities such as likes and shares of the updates were found at the page.

Twitter @NUedukz account presented 506 tweets in English, Kazakh and Russian, and 24 images. The ac-
count had 546 followers. The account demonstrated high interaction activities such as Mentions, Retweets, Favor-
ites and Replies. The last update was made on March, 20, 2012.

Nazarbayev University VKontakte group had 3 096 members, and contained 17 photo albums, 30 videos. The
last update was made on March 20, 2012. Most of interaction activities have been done by the university applicants.

The YouTube channel had 121 subscribers, and contained 39 videos that have been viewed 35779 times.

Original content as well as copies of TV breaking news releases might be found there.

NAZARBAYEV UNIVERSITY SOCIAL MEDIA USAGE

Nazarbayev University is the youngest university in Kazakhstan. It accepted its first students in Fall 2010. The
overall audience of NU social media communities is about 4,800 people, whereas more than 3, 000 people belong
to VKontakte community and about 1,000 people have NU Facebook group membership. In 2010 NU started with
the VKontakte network, which is now the largest NU virtual community. The university most recently created a
Facebook page in February, 2012, and it still has the lowest number of participants compared to another accounts.

Twitter @ NUedukz account

The major part of the content here is created in English. The university tries to reach mass media via their twit-
ter account. For example, there is a popular new media outlet in Kazakhstan — Uchi.kz, this outlet actively uses NU
Twitter account and often makes retweets and replies. Second, Twitter is often used to interact with stakeholders

through their twitter accounts, including university official partners, government officials, and public figures with
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retweet and reply functions. Good example of such interaction is the post of the Prime Minister of Kazakhstan who
tweeted once “Nazarbayev University is a breath of fresh air” and that was cited many times in mass media, including
print media and news agencies. Third, the Twitter account helps to communicate with the university affiliates and to
have the whole picture of what is going on around NU campus. And fourth, Twitter also helps to keep in touch with
the students and applicants (however this function is less significant compared to another networks). With the use
of “Mentions” function it is possible to monitor public talks about the university.

It is a challenge to increase the mass media usage rate of Twitter account. The university so far still keeps us-
ing traditional ways of communication. No activities like journalist accreditation over Twitter occur. It might be
explained with the fact that the majority of mass media do not use Twitter and do not have their accounts over there.
And one of the reasons for such behavior is that weekly newspapers, for example, are not so focused on quick news,
preferring analytical information, and that TV channels definitely need a video rather than just text. Therefore, the
list of targeted outlets in Twitter in Kazakhstan might be defined as news agencies, daily newspaper and new media.

Facebook group and page

The targeted audience of the Facebook group is mainly students, applicants and stakeholders. For example,
the membership poll included other universities, government officials, public figures, NGOs etc. Since public atten-
tion to the university is very high, the Facebook group helps to communicate especially with stakeholders, to keep
them updated, and to answer their questions and respond their comments.

The Nazarbayev University Facebook page started in February 2012. Now the university tries to get more
people to switch to the page. For greater promotion of the page, the university posts multimedia content (videos,
photos) only on the page whereas in the group admins mostly communicate and hold discussions with the group
participants. Therefore 99% of the updates on the page are in English whereas in the group, Russian and Kazakh
languages are mainly used.

The Facebook profile of the university is used sometimes by mass media, especially by print editions on order
to download some pictures of the university. In the future the university plans to have the page users prevail over the
group members.

VKontakte group

The largest NU virtual community is located right there. Why? Probably because VKontakte is a Russian so-
cial media outlet so it often looks friendly for users, whereas Facebook is still a more foreign venue for many people.
The main audience of the VKontakte group is NU applicants and students. No stakeholders, no partners, no affili-

ates. VKontakte is found not to be used by the mass media.

RESULTS

Comparing social media account usage patterns it might be found that Eurasian National University and Ka-
zakh National University in most cases address their messages to current students and staff members, informing
them about housing issues for staff or about visiting scholars in the university. KIMEP was found to also create
messages for prospective students and general audiences, for example, announcing a summer camp for high school
students or initiating the Best logo contest. Nazarbayev University’s messages mostly covered applicants and aca-
demic news, announcements for open-for-public events, research seminars and public contests which appealed to
prospective and current students, staff and stakeholders.

Overall it might be noted that transliteration when users write in Kazakh and Russian with Latin letters is often
used. So “Dostar, SETke kim dayindaldy?” can be found more often rather than “Aocrap, SET-ke kim pafibrHAQAABI”

Kazakh language speakers use the Latin alphabet more often compared to the Russian speakers. This phenomena
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might be explained through the fact that specific letters of the Kazakh alphabet (that do not exist in Russian al-
phabet) can be typed only via the upper numeric line on a keyboard, whereas digits should be typed via the right
numeric part of a keyboard. This is not a case for laptops with smaller screens and netbooks that have smaller key-
boards without a right numeric line, which means no opportunity to type numbers without switching languages.
Due to these reasons for virtual communication, the Latin alphabet seems to be more convenient for Kazakh speak-
ing users.

Another interesting observation is an uncommon case of a well-organized communication by Nazarbayev
University prospective students. In 2011 NU applicants started a closed group in VKontakte network called Naz-
arbayev University applicants. It was created by one the applicants who then failed in one of the entrance exams and
passed his admin rights to other users. So these applicants followed the project. It might be seen that young people
from different country areas shared their experience about applying to NU. Applicants from the same city could find
each other through the group and schedule a live meeting, they shared their textbooks and notes, advised to each
other, and helped each other. This is an interesting case how social media help people to connect and continue their
communication in a real life — all centered around a higher educational institution.

VKontakte and Facebook were found to be more effective tools in terms of reaching prospective and current
students. Facebook and Twitter seem to be effective to reach faculty, staff members and stakeholders. For mass me-
dia it would be more convenient to use Facebook page due to content variety options, and Twitter account due to

the speed of updates. YouTube is found to be intended for general audience.

CONCLUSIONS

It might be concluded that the most popular social media outlets for the universities were Facebook, Twitter,
YouTube and VKontakte.

Universities used both Facebook page and group options, however the page option was more popular, and
seemed to better respond to the needs of the universities, since it can be viewed without logging in to Facebook, and
the content can be organized in a more friendly for users way on the page. Twitter accounts were used as a tool for
quick information updates, and that it is the quickest news source gives a big priority to Twitter as the most useful
for addressing mass media. The VKontakte network is mainly used to reach a Russian-speaking audience, though
it is found to be less technically sophisticated compared to Facebook. And YouTube is definitely the most slowly
updated channel, but the most valuable source for video materials to gain a wide audience.

There are also rare cases of the use of Mail.ru (a social network), Flickr.com (a photo hosting platform), and
YVision (a blog platform). It is an interesting trend that Eurasian National University and Kazakh National Univer-
sity develop their own social media outlets. That for sure gives them more freedom and opportunity to adjust techni-
cal characteristics and create special solutions according to the community needs. Local Kazakhstani social media
outlets were still less used by the universities.

Social media outlets seem to be well accepted by students, applicants and stakeholders for the universities
which makes them good marketing and promotional tools. But they are not yet sufficiently popular among mass me-
dia, and that means they are weak instrument for publicity. However, continuing increase of Internet usage, develop-
ment of new technical applications and tools for communication, and formation of a e-society in Kazakhstan overall
looks promising for social media usage growth in the country. That means Kazakhstani PR-practitioners should
consider social media also as a valuable public opinion maker, and thus a serious PR and marketing tool. And edu-
cational organizations could get the benefits of social media usage too: build closer ties with communities, spread

their messages to a broader audience and get better feedbacks, become more diverse in the ways of communication.
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THE USING OF SOCIAL MEDIA ON POLITICAL CAMPAIGNS : “TWITTER” IN
2011 GENERAL ELECTIONS

Enderhan KARAKOC'
Ramazan CELIKEL?

ABSTRACT

While the technological process evolved from traditional into social and adds people from all walks of life, political
platform is also attempting to find its place in this order. During that time in which one way information sharing passed to
double-sided and simultaneous information sharing, social mediums have become one of basic campaign arguments of poli-
ticians. Conception of mutual interacting with voters in general through internet and particularly through social media be-
gan to gain more efficiency during every election period. Politicians now try to be organized by carrying out their campaigns
through social media and conveying political messages by this means. The effects of using “Twitter’ as political platform
during the general elections on 12th June has been considered in this study. Data obtained from study shows that “Twitter’

couldn’t reshape politics and voter during this election but could become a strong campaign material during next election.

Key Words: Social Media, Twitter, Internet, Political Communication, Political Campaigns.

INTRODUCTION

In today, the communication tools are progressing rapidly to towards a structure that is growing and diversify-
ing. In particular, the internet that described as the new communication technology is indispensable for everyday
life. The importance of the message that given by internet is increasing because of to use from all walks of people.

Internet reaches to a wider audience in a shorter time. This is inevitable that

the politic parties take advantage of thistechnology more effectively. For thisreason, the politicians and po-
litical parties use the internet actively during the election campaigns. They transfer to their election program and
comments about their parties to the public via the internet. As well as the party sites and personal sites, especially

through the social media like ‘Facebook’ and “Twitter’, politicians enter to interact with the voters one to one.

Based on this, the study discuses the political message that is used on election campaign via the “Twitter’.
“Twitter’ is a new era micro blog site that called social media. Before the election date on 12.06.2011, the (AKP,
CHP and MHP) party leaders who have group in the parliment how to use the Twitter, how often and for what
purpose? This questions are the focal point of the study. The research findings are determined by the method of
content analysis; at the end of the study, it is evaluated that the “Twitter” is used/ or not used to be as an effective and

functional political campaign tool.
1. SOCIAL MEDIA

Internet that reaches the most important position within the communication tools and serves as backbone
within mutual interaction of all communication tools, became a new medium of lucidity, democracy, participation,

questioning and accountability in the new century. The technological infrastructure and current that allows them
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to implement these values in internet, is WEB 2.0. WEB 2.0 is a current that ensures the participation of website
visitors in order to improve web service and cooperates with other websites and visitors for the same purpose. With
adopting of WEB 2.0 approach in internet technology, social media tools appeared widely and became internet tools

that most widely used around the world eventually today or in the future(Taggt, 2010: 72,73).

Without any definition accepted generally, all platforms that publishes and shares individuals self produced
contents are called as social media. Differently from traditional media, social media are mutual interaction tools
(Asan, 2012: 127). Thanks to internet websites and applications like social networks, blogs, micro blogs, instant
messaging programs, chat sites, forums that allow people to share content and information with each other, internet
users get the opportunity to access to contents they are looking for and are interested in. Even if it seems like dia-
logues occur between individuals or small groups, the number of people interested in shared information or content

is increasing very quickly and in more ways(http://www.kurumsalhaberler.com, 2010).

Social media is best understood as a group of new kinds of onlinemedia, which share most or all of the follow-

ing characteristics (Mayfield, 2008):

Participation: Social media encourages contributions and feedback from everyone who isinterested. It blurs

the line between media and audience.

Openness: Most social media services are open to feedback and participation. They encouragevoting, com-
ments and the sharing of information. There are rarely any barriers toaccessing and making use of content — pass-

word-protected content is frowned on.

Conversation: Whereas traditional media is about ‘broadcast’ (content transmitted or distributed toan audi-

ence) social media is better seen as a two-way conversation.

Community: Social media allows communities to form quickly and communicate effectively.Communities

share common interests, such as a love of photography, a political issueor a favourite TV show.

Connectedness:Most kinds of social media thrive on their connectedness, making use of links to othersites,

resources and people.

Social media are classified in various sources in different ways. It is possible to base the classification as fol-

lows:

Social networks(MySpace, Facebook, Bebo)
Blogs

Wikis (Wikipedia)

Podcasts (Apple iTunes)

Forums

Content communities(Flickr, del.icio.us, YouTube)

NN WD

Microblogging(Twitter)

Social media, one of the sector posed by the internet, is in terms of being updateable continually, enabling
multi-user and allowing virtual sharing, one of the most ideal tools for communication. People are using social
media to pass daily thoughts, to discuss on ideas and may reveal new ideas. By the content existing in social media
created by the user, ‘innovation’ or ‘invent’ gained importance and the distinction between content producer and

user has been eliminated. Especially managers, administrators and organizations, almost every institution become
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a part of the social ecosystem by opening internal section of social media(Asan, 2012: 128). The world of politics in
which social media applications spread increasingly is also affected by this change and began to see the social media

now as a strategic power.
2. TWITITER

Twitter that loomed large as a new and effective communication tool also for the world of politics especially
by using through Barack Obama during the U.S. election in 2008, is shown as one of the most popular social media
tools. Twitter is a free micro blogging service which allows users to communicate with each other by sending short
text based messages in length of maximum 140 characters (Akar, 2010: 58). Micro blogging makes small scale blog
and it’s a tool that combines instant messaging and social networking components with blogging. Twitter provides
powerful tools to send and receive updates on various devices. Twitters main purpose is that the users reply ‘what
they are doing’ with 140 characters or with less(Cetin, 2010: 50,51). Since the development in 2006 by Jack Dorsey,
Twitter has increased its popularity worldwide day by day and began to be called with opportunities of short mes-
sage sending and receiving of programming interface of content applications, as internet worlds SMS (short mes-
sage) (http://tr.wikipedia.org, 2012) Twitter, popular social media network with increasing number of users each
day, gained academic respectability by coming as a word into the dictionary ‘Collins English’ The word Twitter is
described in the dictionary as an internet site that short messages regarding people’s instant status and activities can

be published and the word ‘to Twitter” is described as short message publishing (Aktaran, Bostanct, 2010: 53,54).
2.1. Twitter in numbers

GigaTwitter that counts the total number of messages sent over Twitter in real-time and stopped tweet count-
ing on 6th of November, 2011 because of technological changes from Twitter, shows the total tweet number sent
until that day at 29 billion 700 million 500 thousand and 268 (http:// gigatweeter.com, 2012). According to the

latest estimates, 1 billion tweets sent in five days.

Figure 1: Total tweet number from 2006 to 6th of November, 2011 (Retrieved 14.03.2012)

gigatweet

29,700,500,268

Update: Counter stopped on 2010-11-06. Unfortunately it is no longer possible to
calculate tweet rates extemally due to some technical changes in the way twitter
generates their tweet ids.

counter stream

According to Twopcharts statistics, the number of Twitter users from now on reaches to 520 million 444
thousand and 537. Only in the last 24 hours the number of people added to Twitter users is seen as 3 million 507
thousand and 400 (http: //twopcharts.com, 2012).

Figure 2: Total number of Twitter users (Retrieved 14.03.2012)

Twitter account just registered: 520,444,537
New accounts registered per second at this moment: 33.0
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Figure 3: The number of people becoming a member of Twitter in the last 24 hours (Retrieved 14.03.2012)
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Total registered accounts last 24 hours: 3,507,400

According to records kept by Twopcharts site, Twitter will reach to 600 million users within a very short pe-
riod of time. The site which designs a special countdown timer, estimates that Twitter will reach to 600 million users

on 4th of April, 2012.

Figure 4:The counter that shows the date for reaching 600 million Twitter users (Retrieved 14.03.2012)

Estimated time until account 600,000,000 is registered:

22 Days, 16 Hours and 23 Minutes
ETA: 2012-04-0519:09

Twitters popularity increases also in our country with every passing day, celebrities, companies, civil society
organizations, political organizations and government agencies continuously take place in Twitter, one of effective
social media environments, to make their voices heard. While U.S. is being the country with most Twitter members
with 107 million, the number of Twitter users in Turkey exceeds 6 million from February 2012 on. Twitter with
rapidly growing pursuers in Turkey, presents users the Turkish language as 9th language option in the system in Feb-
ruary 2011. Turkey behind Canada that is on the 10th place by country with 7 million users doesn’t seem too far to
climb to top positions in the near future (http://www.aktifhaber.com, 2012). While U.S. singer Lady Gaga is being
with 20 million 707 thousand and 517 users, the most followed person in the world, Cem Yilmaz with 1 million 998
thousand and 610 pursuers, takes the first place in Turkey.

With 6 million pursuers in Turkey, political leaders could not be oblivious to Twitter. Leaders also use social
networks to announce various political messages and daily programs to their members and sympathizers. The senior
user among the leaders on Twitter is the President of People’s Voice Party (HAS Party) Mr. Numan Kurtulmus.
Kurtulmus with his first tweet publishing on 22nd of April, 2009 is followed by former deputy of Peace and Democ-
racy Party (BDP Party) Mr. Ufuk Aras, who signed in to Twitter on 25th of April, 2009. While Prime Minister and
the President of Justice and Development Party (AK Party) Mr. Recep Tayyip Erdogan signed in to Twitter on 23rd
of August, 2009 and President Mr. Abdullah Giil on 7th of April 2010, the President of Republican People’s Party
(CHP Party) Mr. Kemal Kiligdaroglu published his first tweet on 27th of August, 2010. The last political leader who
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became a member of Twitter is the President of Nationalist Movement Party (MHP Party) Mr. Devlet Bahgeli with
his first tweeting on 10th of November, 2010. The President Mr. Giil is the most popular leader on Twitter with 1
million 564 thousand and 303 pursuers. Followed by Prime Minister Mr. Erdogan with 1 million 143 thousand and
911 pursuers, and the President of CHP Mr. Kiligdaroglu with 590 thousand and 889 and the President of MHP Mr.
Bahgeli with 264 thousand and 501 (http://www.socialbakers.com, 2012).

Figure §: The people with the most pursuers on Twitter in Turkey (Retrieved 14.03.2012)

# FETTTT T Following # Follov.;ers -
1. I Cem Yilmaz (@CMYLMT) 12 1998 610
2. B Abdullah Giil {@cbabdullahgul) 2 1664 303
3 Demet Akalin (i@AkalinDemet) 830 1386714
4. E okan bayulgen (@okanbayulgen) 426 1339 687
5. §% Gilben (@GeErgen) 341 1329197
6. % Recep Tawip Erdodan (@RT Erdogan) 1 1143 911
7. B NTV SPOR ({@ntispor) ] 948 563
g. +~ NTV (@niv) 26 814 611
9. ﬂ Kemal Kiligdarodlu (@kilicdarogluk) 171 590889

10. ’?' Erdil Yasaroglu (@erdilyasaroglu) 260 547 781
11. & CNM TURK (@cnnturkcom) 195 414 955

12, ﬁ Devlet Bahceli (@dbdevietbahceli) ] 264 501

The number of the pursuers of political leaders shows not only the popularity of leaders also the use of party

members and sympathizers and the power of social networks (Dirlik, 2010).
3. THE USE OF SOCIAL MEDIA IN POLITICAL CAMPAIGNS

There is a serious and new change in the view of political events and relationship with politics of millions of
people in Turkey who share social media tools actively. Politics is developing within political party preferences, so-
cial oppositions to social sharing sites and social networks, announcements, propaganda’s and even demonstrations
made by conventional means of political parties are losing increasingly their influence. Political opinions, thoughts
and visualizations within the social sharing ambiance with a wide freedom of humorous, are a serious factor in the

political preferences of individuals (Tasg1, 2010: 74).

While political scientist and academics Mr. Dogu Ergil describes own thought and action plans as a form
of expression to the masses who want to win the support of political discourse, politicians and political parties, he
emphasizes to be competitive and participation of many actors as long as (Ergil 2011). Barack Obama has included
the voters into the work for election actively; who he shared messages with, in the social media campaign conducted
during the election in U.S. 2008. The success of Obama who became a President, also paved the way for use of social
media as a new and effected tool in political communication. Parties, leaders, political cadres are using Facebook

and Twitter, sending messages and learning the view of target groups, every moment of the day in most effective way.
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3.1. Obama And The Social Media

United States of America (US) was the first country of the world that recognized that voters passed in front
of politicians and political parties and took the necessary steps. Barack Obama who was the candidate for U.S Presi-
dential elections on 4th of November, 2008, went down in history as first politicians who used social media in most
effective way. The team managed Obama and his election campaign was able to cope social changes, brought with
changed international system; reacted immediately, used the social media channels, most effective communication
tool to persuade voters, by regulating political understanding and method according to new social reality. Obama
and his team has called over the internet for ‘Join us’ for a year. This call made Obama two important benefits: first,
he increased the number of people, who liked his opinion, approved and supported him. Second, amount of dona-
tions made for his campaigns has risen up. In addition, the meeting in virtual environment, speech, debate and co-
migration of people who support Obama has risen up the interaction at a time. The number of volunteers, who want
to work for Obamas campaigns, has risen up. Obama reached through the social media 850 thousand subscribers
during the election campaign and mobilized them. The success of S0 thousand events done in all over America was
the result of effective social networks. Obama, who succeeded in reading the changing world and the society, has
turned tools used as social tool by people, into media ambiance and became the first black President of America by

succeeding to persuade voters (Ozkan, 2010: 53,54,55).
3.2. The Victory In Canada

After the social media victory of Barack Obama, lots of leaders all over the world followed the same path to
reach the masses and to give a new direction to electoral strategies. Naheed Nenshi, who wined local elections of
Calgary in Canada by leaving two rivals behind him, is a good example to show how social media plays a role in
terms of political elections, instead of using Facebook and Twitter only as a publishing tool for an announcement /

message (Demirel, 2010).
3.3. The Victory In Poland Goes To Traditional Media

Despite the dizzying growth of the Internet and social media, channels that used for reaching news and differ-
ent developments by people are still traditional media tools. In Poland, Lech Kaczynski, the President of the period,
together with his wife and several high-ranking soldiers died in airplane crash on 10th April, 2010, created a major
shock. 2010 selections were therefore proposed in 6 months. Poland people preferred to follow all developments
through television and radio. The use of internet and social media was only by 2%. According to the laws of Poland
there was a period of 2 weeks to explain the date of election after President’s dead and a period of 60 days from that
date to go to the polls. Parties and politicians caught unprepared for this period. In the study made for finding out
from where the people get the information about political situation, the utilization rate increased to 47%. This was
an effect, to think that election campaigns will be carried out by new media. There were also a thought that the suc-
cess of Barack Obama in US will contribute to this situation. The opening of new road of new technology during this
campaign was also expected. Commentators make estimates that candidates could be effective with social media
campaigns that interact with voters and that is relatively costless. However, the situation had been different from
expected. One of the most popular newspapers in Poland published an article about internet activity of Presidential
candidates. Accordingly, none of the candidates used American Presidential campaign as a model. Comments in
the newspaper’s web page showed that candidates with the most active on the internet were candidates with the

lowest support. Two candidates, who didn’t afford to take part in internet and social media and use the traditional
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media, were passed to the second round with high votes. In this election took place in a very narrow time, interact-
ing through social media were not successful, but it was the first election of candidates used in a wide range of new

media technologies (Miscicka, 2011: 121-128).
3.4. The Situation In Turkey

Of course it is not expected to remain indifferent of politicians and political movements in Turkey to profes-
sional election campaigns conducted through the world of social media. The country with 70 million generates
more than half of young people (http:// www.tuik.gov.tr, 2012), brought with 30 million Facebook members and

more than 6 million Twitter members, the necessity to use these mediums during electoral period.

The use of new communications technology in the field of political communication has risen up especially
with general election of 2007 and local elections of 2009. While these technologies were used in general elections
2007 more in the form of one-way information transfer, in a very short period and it was started to be used more
efficiently in our country (Sar1, 2009: 2). The election where social media was more effective in real sense was the
general elections on 12th of June, 2011. While social networks like Facebook and Twitter gain more importance in
party’s election campaigns, movie sharing sites like YouTube and Dailymotion were used more efficiently. There was
an explosion of using internet and social media by political actors and political parties in these elections. Unlike pre-
vious periods, of a result of using internet and spreading social media, political parties paid attention to their status

in internet and in social networks (Acar, 2012: 259,261).
3.4.1. AK Party

AK party, single party government for three times with 49.89% votes in 12th June elections used his official
site to transfer declaration of election, President Erdogan’s speeches and demonstration programs to visitors mo-
mentarily. In addition to the official site, there were sites to add election promises, introduce the candidates and to
explain acts of the ruling process. AK party that used Facebook and Twitter more effectively reaches hundred thou-
sand of pursuers with opened accounts on behalf of Erdogan. By opening accounts, different organs of party and
candidates get in contact with voters. Party lovers and sympathizers who participate in the electoral process, carried
out various activities through social media. With contents such as ‘Mott is mine, Award Winning Blog contest), the
perception was created that voters were in the position of decision makers. The video clip of election song ‘Come
again’ that gave an emotional message to the voters and people from all walks personally took part, has received

tremendous attention on YouTube (Acar, 2012: 262,263).
3.4.2. CHP

CHP, with ‘new CHP’ perception campaign start, used the social media effectively. ‘seffafsayfa.org’ prepared
as a communication center between social media users and CHP, collected the communication in Facebook, Twit-
ter and Friendfeed medium under a single center. Through this way, a direct communication between users and
party leaders was provided and user’s questions were answered from first hand. ‘Play also a whistle’ campaign was
also created on Facebook and this contributed to a fun way to communicate with voters. The party’s official page
with a similar function like AK Party, every detail about election was shared on behalf of Twitter and Facebook pages
of President of CHP Mr. Kemal Kiligdaroglu. Videos like ‘CHP for everyone” on YouTube reached a high watch-
ing rate and in response to AKP’s ‘Again’ slogan, CHP’s “Tévbe bi Daha’ video has become the most watched video
(Paktin, 2011).
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3.4.3 MHP

MHPD, situated as third party, has carried out his campaign with ‘Give voice Turkey’ slogan. With a website
that used as more functionally than official site, ‘Give voice Turkey’ pages were created on Facebook and Twit-
ter. Internet site election studies, candidates introduce, election promises, President of MHP Mr. Devlet Bahgeli’s
speeches are given in this campaign founded on this slogan. Twitter and Facebook accounts opened on behalf of
Bahgeli, have worked in an integrated way and Bahgeli shared his own tweets with voters. Entertained campaigns
that give a feeling of belonging and allows to create with ‘I gave voice with my flag” slogan on Facebook and to upload
the photos of party with MHP flag, were used during this period. At the same time, Bahgeli invites all country people
to volunteer for the MHP. Social media campaign for which volunteers can fill out online forms, partakes Obamas
2008 electoral strategy (http://www.yenimedyaduzeni.com, 2011). Videos, where Bahgeli said ‘piiskevit” instead of
biscuit and new constructs made accordingly this on YouTube, has reached a high watching rate. On the expression
of ‘puiskevit, Bahgeli met humor and fiction made by social media with mellow and from this state he received posi-

tive responses from the eyes of voters.
4. FINDINGS ANDCOMMENTS

The three month parts (13rd of March, 2011 — 12nd of June 2011) from the date 14th of March, 2011, de-
clared as election start date of 24th Period of Deputy General Election of elections boards, to the date of election
day, the number of pursuers of these three leaders on Twitter of 12nd of June 2011 amounted between 42 thousand
and 12§ thousand. On 18th of April, 2011, the President of CHP Mr. Kemal Kiligdaroglu gets the first place within
these three leader with 125 thousand of pursuers, followed by the President of AK Party and Prime Minister Mr.
Recep Tayyip Erdogan with 82 thousand and by the President of MHP Mr. Devlet Bahgeli with 42 thousand pursu-
ers (Yasar, 2011).

Table 1:The Number Of Pursuers Of Political Party Leaders On Twitter(13rd of July 2011)

Number Rate

| R.Tayyip Erdogan 209.597 37,8
Kemal Kiligdaroglu 235.270 42,5
Devlet Bahgeli 109.049 19,7
Toplam 553.916 100,0

One month after the end of General Election of 12nd of June, 2011, the number of pursuers of three leaders
has increased exponentially. To total number of three leaders pursuers are at 553 thousand and 916, Kiligdaroglu
with 235 thousand and 270 pursuers (with 42.5%) got again the first place. Erdogan’s pursuers were with 37,8% by
209 thousand and 597 and Bahgeli about 19,7% with 109 thousand and 049 pursuers.

Table 2: The Number Of Pursuers Of Political Party Leaders On Twitter (14th of March 2012)

Number Rate

| R.Tayyip Erdogan 1.143.911 57,3
Kemal Kiligdaroglu 590.889 29,5
Devlet Bahgeli 264.501 13,2
Toplam 1.999.301 100,0

Now with the use of social media by wider masses in Turkey, we can see that the number of pursuer of these

three leaders has increased in a large way. The number of pursuer with 553 thousand and 916 on 13rd of July, 2011
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has quadrupled after eight months and risen to approx. 2 million. Kiligdaroglu with the most pursuers before and
after the General Election of 12nd of June, 2011, transferred the first place to Erdogan. After President Mr. Abdullah
Giil with 1 million pursuers, Erdogan was the second politicians who had a rate of 57,3% of 1 million 143 thousand
and 911 pursuers. Erdogan is also 6th person who has the most pursuers in Turkey. While the number of pursuers
of Kiligdaroglu on Twitter shows an increase of two and half time within eight months, the number has increased
to 590 thousand and 889 with a rate 0f29,5%. The number of pursuers of Bahgeli has also risen two and half time to
264 thousand and 501 with a rate of 13,2%.

Table 3: The Number Of Tweets Sent By Leaders Within Three Months Period (14th of March 2011 - 12nd

June 2011)
Number Rate
| R.Tayyip Erdogan 149 49,8
Kemal Kiligdaroglu 43 14,4
Devlet Bahgeli 107 35,8
Toplam 299 100,0

The number of tweets of three leaders between the relevant dates is 229. Erdogan was the person with most
sent tweets of 149 with a rate of 49,8%. Bahgeli was the second leader, who sent 107 tweets with a rate of 35,8%.
Kiligdaroglu sent only 43 tweets with a rate of 14,4%.

Table 4:The Content Of Sent Tweets (Recep Tayyip Erdogan)

Number Rate
Election
42 28,2
Announcement
19 12,8
Domestic Policy
9 6,0
Education And Youth
0 0,0
Econom
7 1 0,7
Foreign Polic
8 v 9 6,0
Anniversary/Celebration/Condo-
7 4,7
lences
1 0,7
Terrorism
56 37,6
Retweet
S 3,3
Other
149 100,0
Total

With the total amount of 149 tweets, the President of AK party Mr. Erdogan was the leader who used Twitter
with most intense, during this period contents were shared through the parties instead of him. Erdogan also said

that his account will be administrated by his friends on behalf of him (Yagar, 2011). On tweets, in which official pro-
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grams and speeches of Erdogan are given, the tweets of other parties and party sympathizers were used by retweet-
ing. The number of total retweet message amounts of 56 with the most rate of 37,6%. These shares content mostly
Erdogan’s speeches, demonstrations and live broadcast programs, thoughts and ideas of other parties regarding AK
Party, election and rival party. While 42 tweets with a rate of 28,2% was sent, actions taken before were mostly used.
The speeches made at election squares by Erdogan , videos of demonstration fields, numerical estimates, election
videos, projects for Istanbul and Ankara, election messages and introduction of candidates create other tweet con-
tents shared for election. There are 19 tweets that announce the demonstrations attended by Erdogan and other
party leaders and live broadcasts with a rate of 12,8%. Tweets regarding domestic and foreign policy is about 9 with
a rate of 6%, Prime Minister’s contacts and negotiations against CHP and BDP were given in the domestic policy.
Tweets regarding foreign policy, that gives governments approach to what happened in Libya, will be responded to
criticism from other parties. There are 7 tweets sent for the conquest of Istanbul with a rate of 4,7%, 19th of May, 1st
of May and regaib fitr celebration and for anniversary messages. 1 tweet was sent regarding economy and terrorism
with a rate of 0.7%. The rest of sent tweets contain news about discourses of Erdogan outside the election with 3.3%,

judicial determinations and AK Party’s actions on media.

Table 5:The Content Of Sent Tweets (Kemal Kiligdaroglu)

Number Rate
Election
24 55,8
Announcement
0 0,0
Domestic Policy
9 20,9
Education And Youth
6 14,0
Economy
0 0,0
Foreign Polic
8 Y 0 0,0
Anniversary/Celebration/Condo-
3 7,0
lences
0 0,0
Terrorism
0 0,0
Retweet
1 2,3
Other
43 100,0
Total

The President of CHP Mr. Kemal Kiligdaroglu with low sent tweets, are mostly about election. 22 tweets
with a rate of 55,8% were sent by Kiligdaroglu with the content of CHP’s promises. Besides of promises such as
family budget, pension reform and children’s reform, election videos and social share accounts form the content of
sent tweets. 9 tweets with a rate of 20,9% sent by CHP’s leader regarding domestic policy, contains criticism about
nuclear power plant, imprisoned journalists, internet filtering and dialog between Health Minister Recep Akdag

and a person with disabilities. 6 tweets with a rate of 14% contain criticism about the youth policy of new leader
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regarding education and youth and shares of videos. The rest of sent tweets contains Labor Day with a rate of 7%,
three messages regarding Mother’s Day and 19th of May Youth and Sports Day, and one tweet regarding the nuclear

power plant disaster after the Tsunami in Japan with a rate of 2,3%.

Table 6:The Content Of Sent Tweets (Devlet Bahgeli)

Number Rate
Election
29 27,1
Announcement
0 0,0
Domestic Policy
6 5,6
Education And Youth
24 22,5
Economy
0 0,0
Foreign Polic
8 v 9 8,4
Anniversary/Celebration/Condo-
36 33,6
lences
3 2,8
Terrorism
0 0,0
Retweet
0 0,0
Other
107 100,0
Total

After Erdogan, the President of MHP Mr. Bahgeli is the leader who sent the most tweets, mostly with the
content of anniversary, celebration and condolences. 36 tweets with a rate of 33,6% sent by Bahgeli were about anni-
versary, celebrations and condolences, he also passed his feelings and thoughts about Newroz Day, Canakkale Naval
Victory, the birth of Hz. Mohammed, the death anniversary of the leader of Nationalist Movement Mr. Alparslan
Tiirkes and about Ibrahim Tatlises, who armed an attack. 29 tweets with a rate of 27,1% was sent by Bahgeli regard-
ing the election, where he shared social media estimates of election campaigns and expectations regarding election.
24 tweets with a rate of 22,5% were sent regarding education and youth with the content of copy scandal of ALES
exam and criticism about university exam system. The rest of sent tweets contain 9 tweets with a rate of 8,4% for
foreign policy, 6 tweets with a rate of 5,6% for domestic policy and three tweets with the rate of 2,8% for terrorism
issues. Bahgeli reacts every year on foreign policy the discussions of genocide made by U.S Presidents related to Ar-
menian incidents. Domestic policy tweets contains difficulties experienced because of rains that affect farmers and
producers in Antalya and communicated his wishes to get past. The tweets regarding terrorism offers soldiers who

wounded and lost their lives in the mined terrorism attack in Osmaniye, Bahgeli’s condolences.
CONCLUSION

Social media was used for first the time as an important tool of election campaigns in General Election of 12th
of June, 2011 in Turkey. AK Party, CHP and MHP leaders try to use the communication opportunities through so-

cial media like Facebook and Twitter and social media constitute party sympathizers and critics, political volunteers
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and voters to the closest area of politics (Acar, 2012: 269).

Approximately seven months before election, during the closed-door speech in own group party of the Presi-
dent Erdogan critic’s deputies who are out of electoral districts like ‘Could it be a deputy who doesn’t go to election
field? Either you should be a deputy or if you should do the best. This could not be done through Twitter. You should
go personally and you'll feel the smell of manure’ (http://www.radikal.com.tr, 2010). However the President, who
gives more emphasis on face to face contact, talked about Twitter like that, he was the person who effectively used
this platform during election period. Erdogan tried to use his account on Twitter administrated by his friends, as or-
ganization tool seen in the Obama’s example, than to other two leaders. 149 tweets contain the contact with parties
and shares of them. The announcements regarding Erdogan and other AK Party member’s programs were also used.
Through ‘HashTag’ used to determine a topic (#oyunakpartiye, #birlikteTiirkiyeyiz, #hayaldigercekoldu, etc.) which

has a great importance for all sectors today, topics were created to ensure the organization of parties.

After the approach of Erdogan, that ‘this could be done through Twitter, CHP leader Kiligdaroglu said that ‘it
is important for us to get in contact with 22 million people who enter the internet and pass our thoughts’, so he gave
the message that he will accomplish influence studies of social media during the election. Unfortunately Kiligdaroglu
who used YouTube and Facebook effectively is the leader who sent low tweets. Only 43 tweets were sent by CHP
Leader, President of AK Party shares his messages from first hand, but he doesn’t interact with parties. Tweet used
for information transferring contains mostly election promises and criticism of other leaders. Kiligdaroglu also di-

rects campaigns sustained in other social media and especially topics that target the young masses are given.

If we examine the accounts of three leaders on Twitter, we can see that they are aware of the power of this
platform, but don’t know how to use this. The organization tries of Erdogan through Twitter are more dominant in
conflict with other two leaders; this is the result of administration Erdogan’s account by AK Party members. How-
ever we know the importance of face to face contact seen in the example of Obama, Kiligdaroglu and Bahgeli are not

succeeded in this issue.

Asst. Associate Professor from Galatasaray University Faculty of Communication thinks that the messages
sent through Twitter must be written under special strategy. Conflicts related to this media shows that the style of
discussion and the language of these three leaders don’t have a strategy. Political member Mr. Necati Ozkan based
on foreign examples says: ‘Our politicians don’t know the meaning of social media and Twitter. He also adds that
‘Obama uses Twitter to announce the information about preparing legislation, speeches or attending a meeting. He
invites people and says: ‘I need your opinions regarding this issue. But our politicians try to influence the factors
and this in a much unrelated way. Thoughts in 140 characters will be written in 10 times of 140 characters. This is for

Twitter meaningless’(Oguz, 2011).

The results of elections moved AK Party in leading of Erdogan for three times to power and this is the fact of
traditional election campaigns, traditional media. The elections of 12th of June, 2011 forced the parties and party
leaders to use internet as social media. But interacting through social media didn’t bring concrete results. Twitters
activity was very small in conflict to YouTube and Facebook. Besides of the accounts of leaders opened for cam-
paigns, other Twitter accounts also created many divisions. Twitter doesn’t reform politics and voters during elec-

tion period, but provides to be a good campaign material for the next elections.
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EPISTEMIC MODAL FRAME IN ANALYTICAL ARTICLES
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Pyatigorsk, Russian Federation

In a fast moving world of information technology, mass media is dominant in forming public opinion. Texts of modern
mass media are interpreted as integral images of a language that reflect a national train of modern thought and form mental
frame in which the fragments of national pictures of the world interact. This new aspect of research study a great variety of texts
that are interesting from their structural organization and language means, including modal components. Newspaper articles
are most appropriate material among numerous mass media texts. Journalistic style nowadays is closely connected with the

informal norms of the language usage; so the study should be aimed at modern language patterning.

Analytical articles have already gained wide popularity and distinction as a new genre in a newspaper discourse. It’s very
important to specify that an analytical article covers actual social events, phenomena, it also contain facts, speculations into the
essence of things. The author tries to analyze them; he suggests possible solutions to concrete problems and also warns about
coming danger; he criticizes inefficient ways of achieving goals or he reports the most important information to the reader as

well. The range of interests is unlimited: politics, economics, science, sport, education and other spheres of modern life.

Analytical articles are a type of publicistic texts published in periodicals; they reflect popular social journalistic views
and concepts; writers usually examine logical relations between events, which happen in the society, and state their importance
and effectiveness. The object of analytical journalism lies in the most significant social phenomena, where processes and
situations stipulate theoretical problems. Thereby information represented in analytical articles is concerned mainly with the

interaction of real actions.

Analytical articles have different goals and ways of achieving them also differ. It’s necessary to mention that analytical
article, as any newspaper article, may have a great effect on the reader through not only a distinctly expressed author’s position

and convincing argumentation, but also through special speech organization and efficient usage of different language means.

Validity is a leading component of communication and its linguistic implementation in analytical articles exposes its
discourse perspective. It predetermines the aspect of information transmission; the author chooses a certain type of object
representation. The content of an article reflects the integrated model of the world, which is a combination of author’s views
and readers’ expectations about things in reality. Readers turn to analytical material, which is the form of communication with

the author.

We noticed that true information, given through mass media, is in high demand, which is especially significant for
descriptive, factual and estimated information. Evidentiality of information in analytical articles is a subjective feature and the

author of the text is the one who takes responsibility for the righteousness of propositions; the readers think so.

Propositional attitude in analytical texts is closely related to decision making, to forming of socially significant positions
and to implementation of concrete practical actions. Thereby the efficiency of an analytical text depends to some extent on the
force of persuasion and on the adequacy of the author’s representation of the essence of the object (phenomenon, or fact) to
readers. To achieve this purpose the author uses different methods of facts evaluation: direct to mark basic information and

indirect, when evaluative information is transferred to commenting sections.

As S. A. Manaenko put it, the author of an analytical article may use verification method. He resorts to this method

when he cannot rely on the reader’s experience as a factor of validity; and reference to certain reliable sources of information is
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required for the readers to interpret the content of an analytical text in the proper way [Manaenko: 2006, p.260].

The author of an analytical article doesn’t only inform but also tries to convince the reader, to influence his emotional
state and make him think over the problem and its solution. An article reflects the situation and social circumstances; so it
requires the knowledge of communicative conditions - both linguistic and extra linguistic. The usage of the language and
different pragmatic (meta-textual) markers provide adequate understanding of propositions in a text as a whole. The analysis
of reader’s - author’s speech interaction through mass media proves the importance of regulation of their communication.
Different language means, both semantic and pragmatic, serve this purpose, as they set semantic and pragmatic relations in a

text according to its general modality.

Formation of knowledge structure and mental presentation of the world provide the effectiveness of the whole process
of communicating, whish leads to generating yet another socially significant bit of knowledge. Cognitive and communicative
processes overlap and develop on the basis of understanding events, phenomena and things of real world. When writing an
analytical article the author uses his mental abilities to give the readers certain information to help them acquire an adequate
perception of the problem. Useful pragmatic language means, or markers of intention, as we may call them, form a definite
modal frame which plays a significant role in transferring and interpreting information. Modus (or modal frame of the text)

incorporates fragments of events in definite order, establishing their interconnection.

Modal frame, which consists of epistemic modal components, is a necessary part of every sentence structure and text
structure as well. These epistemic markers (modus) verbalize logical relations between statements, thus fulfilling a definite
pragmatic function. Modus is based on subjectivity, which is especially conspicuous in predication structures of epistemic

character. Let’s study the following text:

(1) I don’t think it’s appropriate to watch a football game before, during or after meal. “During” is especially wrong.
You need to be present for this precious gathering ofloved ones, and you need to stay on high alert so that Uncle Kenny doesn’t

hog the gravy again. In fact, I'm not sure it’s a good idea to watch television at all [New York Times, 2011, 11].

Relation of predication sets an initial semantic-pragmatic perspective, in which different bits of proposition inter-
correlate to form a solid cognitive structure (knowledge). The proposition, having the status of communicative unit, is a
nomination of state of things, whereas propositional content (modus) is the attitude of the author towards this stating of things.
When proposition and propositional content overlap, it results in the appearance of modal statements that have epistemic
origin, i.e., they enter a modal frame of universal semantic primes, which need not always be morphologically simple. In the
above example the word ‘think’ is a universal semantic prime, and structurally it is a simple item; on the contrary, ‘be not sure’
reveals its complexity. Nonetheless, both words refer to the same epistemic evaluation of the proposition they are attributed

to - ‘1 doubt’

Every semantic prime has a certain ‘conceptual syntax) i.e., certain specifiable possibilities as a consequence of its
meaning. On present evidence, it appears that a set of frames can be universally available to the prime ‘think’ In the following
example the expression not really think’ is morphologically a complex structure, which conveys the epistemic modality of the

conceptual type ‘T doubt’.

(2) Ifully expect to be deported to Liechtenstein soon after saying this, but I don’t really think it’s appropriate to watch
football on Thanksgiving [New York Times, 2011, 11].

Language-specific specialized verbs of thinking (epistemic verbs) involve also the word ‘know’, which can have different

combinations with other elements. In the following context the verb is morphologically simple, though.

(10) I don’t know whether any of us could not have predicted that on the second day of the conference, the plenary
audience of more than 1,000 would be so riveted by this historical conjuncture that almost all of us spontaneously joined a

night march, which wended its way through the streets of Philadelphia toward the tents outside city hall [Guardian, 2011, 9].
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The English language has an exceptionally large array of epistemic verbs like ‘believe), ‘suspect’, ‘doubt), etc. and other
epistemic means, such as syntactic combinations of words belonging to different parts of speech: ‘in my idea), ‘in fact’, ‘surely’,
etc. All these means, used in analytical texts, help interpret the information and understand the meaning, or message that the

author is trying to convey.

We suppose, that in any proposition the correlation between the content of language units (semantic information)
and the reality (cognitive information) is defined by the author’s pragmatic perspective (modal information) and setting
(communicative information). Epistemic modality is included into a general pragmatic frame and denotes a subjective point

of view. For example:

(3) But I think we will see also in Germany the rise of anti-bailout thinking, but it’s so difficult to criticize it now

without being labeled a certain kind of populist [Guardian, 2011, 11].

(4) Thonestly believe that the only real explanation for the insane swings in Republican popularity polls is simply that
the Republicans have targeted the ‘mediocre middle’ as their Election Day winning strategy [New York, 2011, 11].

The author’s choice of lexical units is stipulated by that information (or knowledge) which is the most significant to

produce a desirable effect on the readers. We differentiate two main pragmatic functions:
(1) emotional (the author directly or indirectly affects the reader’s emotions);
(2) logical (the author affects the reader’s mental state).

The language elements of emotional type can be implicit and explicit; markers with the dominant implicit modal

meaning show that the reader’s presupposition is strong. Explicit markers are used in the following example.

(5) I've watched his delivery of that line four times now; and I'm fairly sure I can see in his eyes that even he knows it

makes no sense [Guardian, 2011, 10].

The language elements of logical type (explicit or implicit) serve to make the interpretation of the message easier for the

reader by stating logical relations between bits of information. For example:

(6) In fact, Moscow was the last time any white man lined up for the Olympic 100m final, and that was more than 30
years ago [Guardian, 2011, 9].

The analysis of analytical articles allow to define a group of epistemic modal markers that represent the author’s attitude
to the information, contain in the proposition, from the point of view of its validity. Modal markers can be divided into
those that express personal knowledge ‘T know’, Tm sure, T'm well aware’, ‘T believe’, etc., and those that carry the author’s
uncertainty - ‘T think), ‘T suspect) ‘T doubt), etc. Both types of predicate constructions form core components of two basic
subgroups of epistemic modal markers: (1) knowledge and (2) absence of knowledge. Each subgroup also comprises predicate

constructions with impersonal subject as well as non-predicate phrases.

Modal markers based on external reliable sources - ‘It’s true), “The fact is...) ‘as a matter of fact), ‘of course), etc. - enter
the first subgroup ‘knowledge. And modal markers which have the meaning of uncertainty - ‘It seemed that), ‘in some ways),

‘probably’, etc. — enter the second subgroup ‘absence of knowledge’

In analytical articles the author uses certain pragmatic means that meets his communicative aim. Functioning in the
propositional part of the statement these means form the modus, or epistemic modality of the text, of the type - ‘certainty\
uncertainty\doubt’ It’s necessary to mention that epistemic modality includes not only the category of ‘certainty/uncertainty/

doubt), but also prediction of events, phenomena, etc., in terms of their importance or necessity of their realization in reality.

We suppose that epistemic modality, going beyond the proposition and expressing generally the author’s attitude to the
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proposition content can be presented in a form of a frame “epistemic modality”, the elements of which are epistemic predicates

of propositional relations with their ability to link parts of the text.

This frame can fall into two parts with regard to the type of epistemic meaning: (1) epistemic meaning of necessity
(logical conclusion from something that is known) and (2) epistemic meaning of possibility (expressing the idea of something
that thought). The variety of the author’s attitudes towards the reality is revealed in propositional components, containing
different modal meanings from ‘possibility\impossibility, ‘validity\invalidation), to ‘apprehension\expectation) etc. with the
basic ‘know/think’ being pragmatic and semantic prime. Each epistemic meaning contributes into the modus that organizes
the proposition constituents of the text; they contain subjective thoughts about phenomena in question and at the same time

help assert objective state of things.

The structure of epistemic modality (modus) is determined by different degrees ‘knowledge’; the scale of language

means of epistemic evaluation is presented in the following scheme:

knowledge insufficient knowledge ignorance
(Iknow) (1 think/believe/suppose) (Idon’t know/I doubt)

The first step of this scale is represented by epistemic predicates denoting the knowledge of things; the second step
comprises epistemic elements with certain degree of doubt resulting in insufficient knowledge about the state of things the

author is writing about; and the third step is the domain of his full ignorance as to what the reality might be.

The correlation of mental levels ‘knowledge — insufficient knowledge - ignorance’ generates the variety of

epistemic markers that ascribe certain evaluative characteristics to the propositions in a text.

Epistemic modality is based on the author of the text. The knowledge of the reality is the ground for the author’s
predictions about things. The degree of certainty is expressed in the author’s usage of different language means that give the

possibility for the reader to place the epistemic coloring of statements in the text within the limits of the validity of information.

Each epistemic marker reveals the author’s intention (pragmatic aspect), represents the degree of knowledge about
facts (denotation aspect), and links segments of the text (syntactic aspect). All these features allow us to state that epistemic
elements form a meta-textual modal frame, which serves to keep the semantic information, or semantic content, in a certain
structure to make it adequate for understanding and interpreting by the recepient of the text, i.e,, the reader of an analytical

article.

So, in the conclusion it’s important to mention that the study of epistemic modality in the English language from the
point of view of the opposition of two semantic primes ‘T know’ and ‘I think’ adds to the linguistic research into very complex
objects of extralinguistic reality, which are cognitive activity of a human being and his mental state. These two things lie in the
foundation of actual discourse with its own laws, procedures, participients, and different patterning of language means; and

publicistic, or newspaper discourse is no exception.
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The language we use forms an important part of our identity. It plays an important role in constructing diverse identi-
ties: political, economic, gender, national, ethnic, cultural and religious. The language completes the formation of cultural and

social identity via conversational performance, discourse conventions, socio-cultural factors, etc.

As is frequently stated language is one of the most significant elements of social identity which gives a feeling of depen-
dence or independence, superiority or inferiority, power or weakness. It even influences our personal identity as a part of social
identity. It can specify your social level and your position. Moreover language conveys the whole story of a nation and keeps

the identity of a nation.

In most countries of the world there are now strong demands for social and racial integration. Some sociolinguistic stud-
ies have shown that greater intergroup contact can really strengthen social distinctions and ethnic stereotypes. Language in

its social setting is a social phenomenon. Throughout the world languages are shaped via contact, conflict and cultural variety.

Linguists study not merely the sounds, grammars and meanings of the world’s languages, but also how these languages
function in their social settings since languages arise naturally and inevitably in all human groups. Most linguists presume that

humans are genetically programmed to learn language, but it is the social contact which makes us speak.

We all use various versions of our native language because our social networks are complex. One may speak differently
in different social situations. The context of communication (its purpose and audience) determines whether our speech is
spoken or written, formal or informal, slangy or full of professional jargon, dull or expressive, emotional or neutral. The social
context of communication also affects the degree to which our language approaches or evades the norms of correctness that

our speech community estimates appropriate to the occasion.

Besides, language is an important element which influences cultural and intellectual aspects of human life. Language
creates not only several varieties of communication among people but also it makes bilateral relation between different groups
and societies. Events and realities are expressed by words and sentences. People assert their abilities, their views and attitudes
through language and speech. Currently, since the role of media has become very crucial, we are able to learn about the signifi-
cance of language. Consequently we can say that individual’s ideology, religious, ethical and cultural concepts, literature are

indebted to the language, and in fact all of them shape the social identity of a nation.

What is more, language is more than just words. It’s a powerful social behavior that speaks volumes about who we are,
where we come from and how we relate. Walt Wolfram[6] explains how the field of sociolinguistics has taken on new signifi-

cance as a means of understanding our world.

The fundamental notion underlying sociolinguistics is quite simple: language use symbolically represents basic dimen-
sions of social behavior and human interaction. The idea is simple, but the ways in which language reflects behavior can be both
complex and subtle. Furthermore, the relationship between language and society affects a wide range of encounters — from

broadly described international relations to narrowly defined interpersonal relationships.

When sociolinguists consider language as a social institution, they often use sociological techniques involving data from
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questionnaires and summary statistical data, along with the information from direct observations.

A slightly different approach to language and society focuses more narrowly on the effect of particular kinds of social

situations on language structure.

In the process of examining language contact situations, it is also possible to examine not only the details of a particular
language but also the social and linguistic details that show how bilingual speakers use each language and switch from one to

the other.

Next approach to language and society centers on the situations and uses of language as an activity in its own right. The
study of language in its social context tells us quite a bit about how we organize our social relationships within a particular com-
munity. Addressing a person as ‘Mrs., ‘Ms., or by the first name is not really about elementary vocabulary choice but about the
relationships and social position of the speaker and addressee. Likewise, the use of sentence alternatives such as Pass the sauce/
Pass me the sauce, will you?/ Would you mind passing the sauce, or I think this food could use a little sauce is not a matter of simple

sentence structure — it is a choice of cultural values and norms of civility, regard, and standing.

When we regard language as a social activity, it is worth concentrating on finding out some specific patterns or social
rules for conducting conversation and discourse. We may, for example, describe the rules for opening and closing a conversa-

tion, ways of taking conversational turns, or telling a story or joke.

What is more, it is possible to examine how people handle their language in relation to their cultural backgrounds and
their objectives in communication. Researchers look into such issues as how mixed-gender conversations differ from single-
gender ones, how differential power relations manifest themselves in language forms, how parents let children know the ways

in which language should be used, or how language change occurs and spreads in communities.

Gender differences in the use of English are subtle. Nevertheless, notions of men’s and women’s language use are obvi-
ous: men are known to swear more, to be more crude and informal. Studies assert that American women know more color
terms and men know more tool names; that women use more qualifiers and diminutives; and that young women are more
likely than men to end a declarative sentence with a rise in pitch, as if it were a question. At meetings or other professional
conferences, men are said to speak more than women and interrupt more often. On the other hand, women seem to carry the

burden in mixed-gender conversations.

Obviously, these stereotypes are not very reliable. It’s probably not so much gender as gender roles that influence lin-
guistic behavior. As gender roles change, gender differences in speech frequently disappear. Women who work as mechanics

know the names of tools, and men who paint and decorate are sure to know a variety of color terms.

Gender roles change, but they will hardly disappear. For example, although the taboo for women against swearing has

eased, both men and women students still report some degree of embarrassment when women swear in mixed company.

In the 1970s, the U.S. Department of Labor rewrote its extensive list of job titles to eliminate gender bias, making lan-

guage less denigrating, more accurate and inclusive — by, for example, replacing “stewardess” with “flight attendant.”

The case of the missing “Miss” illuminates further change. For some time people sought an alternative to Miss or Mrs.
that did not indicate marital status, a title that would be an equivalent to the masculine title Mr. “Ms.” took root (after decades
of unhappy starts) in American usage in the 1970s. It is pronounced /miz/ to differentiate it from Miss /mis/. Since then, Ms.
has undergone an interesting shift. Many young women use it either as a trendy alternative to Miss, or to specify an unmarried
woman (widowed or divorced) of their mother’s generation. It’s a good example of what can happen when planners decide a

word should mean one thing, but users of the language modify it to mean something else.

One more interesting development in gender-neutral vocabulary is the rise of you guys as a new kind of second person

plural in American speech. Even though guy is usually masculine, the plural guys has become, for most people, gender neutral

129



— and can even refer to an all-female group.

In order to answer the questions of language and social activity interactions, sociolinguists often use ethnographic
methods: they attempt to gain an understanding of the values and viewpoints of a community in order to explain the behaviors

and attitudes of its members.

The development of sociolinguistics over the past several decades is characterized by two trends. First, the rise of partic-
ular specializations within this field has coincided with the emergence of more broadly interpreted social and political issues.
Hence, the focus on themes such as language and nationalism, language and ethnicity, and language and gender has corre-
sponded with the rise of related issues in society at large. Second, specialists who examine the role of language and society have
become more and more interested in applying the results of their studies to the broadly interpreted social, educational, and
political problems which probably gave rise to their emergence as sociolinguistic themes to begin with. Thus sociolinguistics

offers a unique opportunity to bring together theory, description, and application in the study of language.

When groups of people speaking different languages encounter one another, the result isn’t always nice: language con-
tact can lead both to mutual understanding and cultural conflict. Although it is the speakers who unite or fight, language often
symbolizes what unites or divides people — and linguistic minorities often fight for their right to use their native language in

case it is severely restricted by laws demanding to use the majority language in any situation.

Language is an intrinsically socio-cultural phenomenon, and so linguistic structure cannot be separated from language
users. But if it is important to study society in order to understand language, it is equally important to study language in order
to understand society. In a world of infinite diversity of race and ethnicity, gender, sexuality, age, social class, region, nationality,
and many other dimensions, language provides a way of organizing social similarity and difference. In this course, linguistic
features are not mere indicators of pre-existing identities but of resources that speakers can draw on and adjust to their social
and communicative needs. This notion—that we are what we say—is one of the most exciting contributions of socio-cultural
approaches to linguistics. As Benjamin Whorf [7] said, “Language shapes thoughts and emotions, determining one’s percep-

tion of reality”
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9-¥Yeni Medya ve
Toplumsal Donudsim



YENI MEDYA VE TOPLUMSAL DONUSUM BAGLAMINDA ILETiS$iM
PRATIKLERI

Seda ICIN AKCALTI!

OZET

Giiniimiiz insan iligkilerinde iletigim teknolojileri etkin bir 6neme sahiptir. Bu yeni teknolojinin giindelik
yasam pratiklerinde kapladig: alan abartili bir ifadeyle, irrasyonel boyutlara ulagmistir. Bugiin multimedya orta-
minda bulunan bireyin deneyimledigi her tiirli yeni iletisim bi¢imi toplumsallagma pratigine yansiyarak yeni bir
“tekno-iletisim” donemi baglatmigtir. Enformasyon teknolojisi devrimi, yeni bir toplum bigimini, ag toplumunu
ortaya ¢ikarmistir. Siber uzamda, sohbet etmek, e-posta yazmak, forumlarda ve bloglarda yazmak, TV veya film iz-
lemek, miizik dinlemek, aligveris yapmak giindeligin siradan rutinleri arasinda yer almaktadir. Dijital cagin paylagim
aglar1 iizerinden gerceklestirilen bu yeni iletigim pratikleri, kullanicilarina bulunduklari fiziki mekandan (odadan,
evden, sokaktan, kentten, iilkeden vb) belki de daha 6nemlisi ait olduklar1 konumdan ve her tiirlii kimlik bilgisinden
bagimsiz, diinyanin herhangi bir yerindeki ve herhangi konumdaki diger birey(ler)le interaktif iletisime dahil olma
imkani tanir. Giinimiizde kullanici sayilar1 ve kullanim sireleri ¢ok hizli bir sekilde artan yeni medyada giindelik
yasam pratiklerinin sanal uzama taginmasi ile artik giindelik yagamin neredeyse tamamen sanallagmasi s6z konusu-
dur. Calisgmamizda, toplumsal doniisiim baglaminda belirleyici olan yeni medya kiiltiirii ve bireyin giindelik yagam

pratiklerinin tartisilmasi hedeflenmektedir.

Anahtar Kelimeler: Yeni medya, Siber Uzam,Internet, Iletisim Pratikleri

COMMUNICATION PRACTICALS IN THE CONTEXT OF NEW MEDIiA AND
SOCIALTRANSFORMATION

Abstract

Communication technologies have effective importance in human relations nowadays. The footprint of the
new technology in daily life has reached irrational extents in an exaggerated saying. A new period of “techno-com-
munication” has bagun by the fact that the new communication skills, which are experienced by individuals who are
in multimedia environment today, are reflected on socialization practical. The revolution of information technology
has revealed network society, a new society form. Chatting, writing e-mail, writing in forums and blogs, watching TV
or movie, listening to music, shopping in cyber extension have taken parts of everyday routine. The new communica-
tion practicals which are followed through sharing network of digital age allow users for getting involved in interactive
communication with other individuals who are in anywhere and any position independently of the material environ-
ment which they are tied to (room, house, street, city, country, etc.), more importantly position that they belong to
and any credentials. Itis a fact that daily life is about to be totally virtual with carrying daily life practicals in new media,
users and exposure time of which rapidly increased into virtual extension. In our studyj it is targeted to discuss new

media culture, which is a determiner in the context of social transformation and daily life practicals of individual.
Key words: New media, cyber extension, Internet, communication practicals

1 Dog.Dr., Ege Universitesi [letisim Fakiiltesi, Gazetecilik Béliimii, selda.icin.akcali@ege.edu.tr
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GIRIS

1900’1l yillarin ikinci yarisina, 6zellikle iletisim alanina yogunlagmis arastirmacilar tarafindan ortaya atilan
onemli iddialar ve kavramlar damgasini vurmustur. Genis bir kesim tarafindan “Global Kéy” ya da “Ara¢ mesajdir”
onermeleri, teknolojiyle degisen yeni diizeni ifade eden sloganlar olarak benimsenmistir. Giiniimiizde yeni iletigim
teknolojileri ve toplumla ilgili analizler, hala gegerliligini koruyan bu goriisler baglaminda ele alinmaktadir. Iletigsim
alaninda yasanan teknolojik gelismelerin insanlarin gelisiminde 6nemli bir rol oynadigina ait gorisi ilk defa 6ne
siiren iktisat tarihcisi Harold Innis, 1950 yilinda yayinladig “Imparatorluk ve Iletisim” adli kitabinda &zellikle ileti-
sim teknolojilerinin iktisadi, toplumsal ve siyasal kurumlar ile etkilesimine dikkat ¢ekiyordu. Innis kitabinda, tarihin
gesitli donemlerinde basat konumda olmus imparatorluklar 6rneginden yararlanarak iletisim araglarinin iktidarin
bir pargasi, tasiyicisi olarak egemenlik iligkilerinin siirdiiriilmesinde ve megsru gosterilmesinde oynadig: temel roli

sergilemeye ¢aligmugtir.

“Mistr yazisi, imparatorlugun yavas yavas yiikselip, oldukga hizli ¢oktiigii siirecte de karmasik bi¢im-
de ve yapida kalmayi siirdiirdi. Bu karmagiklik, yazicilara giig ve statii kazandirds; kendi gikarlarini koruma
noktasinda din adamlari ile yazicilar: bir araya getirdi; tekelci yonetime 6zgii ag, krallarin gliciinii azaltt: ve

evrimsel nitelikteki toplumsal degisimleri sinirlandirdr”. (Innis, 2007: 22)

Iletisim teknolojilerinin olanakli kildig1 “bilgi iktidar ve bilgi tekelleri” ona gére, modern yagamin totaliter
yapisint ifade ediyordu. Innis’in karamsar olarak kabul edebilecegimiz elestirisinin en temel &zelligi, teknolojik iler-
lemenin sonucunda radikal degisimler karsisinda bireyin savunmasiz kalmasina olan vurgu olmustur. Innis, sansiir
gibi yazi/iletisim araglari tizerindeki iktidar1 merkezde toplamaya, yogunlastirmaya doniik ¢abalarla senato gibi ik-
tidarin tek bagina tekelci kullanimini kirmaya doéniik ¢abalarin salt gegmise degil bugiine doniisen bir siireg i¢inde
siirekli bir catisma halinde oldugunu sergilemeye ¢alismistir. Innis’in fikirlerinden etkilenen ancak ondan ¢ok daha
popiiler olan Toronto Universitesinin bir bagka aragtirmacist Marchall McLuhan ise, 1964 yilinda yazdig1 “Medyay1
Anlamak” adli kitabinda 6ne siirdigii; “aracin mesaj oldugu dolayisiyla iletisim teknolojisinin insan iletisiminin do-
gasina hitkmederek her tiirlii insan iligkisine etki ettigi” goriisiiyle giiniimiize kadar 6nemi gittikce artan tartigmalara
yeni bir boyut kazandirmustir. Evrensel bir kiiltiire nasil ulagilabilecegine yogunlasan McLuhan'in “global kéy™i, tek-
noloji dolayimiyla “evrensel bir anlayis ve birlik”in tesis edildigi yeni bir ¢aga gonderme yapmaktadir. McLuhan'in
yazilarinda meslektasi Innis’in 6zellikle vurgu yaptig1 iletisimin ekonomi politigini dikkate almamus olmasi énemli
bir elestiri konusu olmustur. McLuhan'in da dahil oldugu “teknolojik determinist” geleneginin bir bagka temsilcisi
Jacques Ellul ise, ayni y1l yayinladig1 “Teknolojik Toplum” adli kitabinda teknolojiye daha olumsuz bir vurgu yapa-
rak modern Bat1 toplumunun krizinin, somiirii ve totalitarizmin sebebi olarak gostermistir. Teknolojiye her turlii
etkiden ve toplumdan bagimsiz béylesine bir 6z atfetmesine ragmen Ellul, baz1 teknolojilerin, kendi kanunlarini
empoze ederek biitiin ufku isgal ettiklerini ve artik otomatik degil otonom(6zerk) hale geldiklerini diigiinmektedir
(Kiligbay, 2005:15-31). Diger yandan kendinden dnce baglayan bu tartismalara “ag toplumu” tanimlamasiyla katk
saglayan Castell, ti¢ cilt olarak hazirladig1 “Enformasyon Cagi: Ekonomi, Toplum ve Kiltiir” adli galismasinda, en-
formasyon teknolojilerini merkez alan teknolojik devrimin toplumun maddi temelini gittikce artan bir hizla yeniden

sekillendirdigi goriistinii temel almaktadur.

Ayrica giderek evrensel, sayisal bir dili konusan iletisim sisteminin, hem kiltirimiiziin s6zciikleri, sesleri ve
imgelerinin tiretimini ve dagitimini kiiresel olarak entegre hale getirdigini, hem de onlari bireylerin kimliklerinin ve

halet-i ruhiyelerinin begenilerine uygun kildigini belirtmektedir. Interaktif bilgisayar aglar, yeni iletisim bigimleri
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ve kanallar1 hayati yaratarak, hayati sekillendirerek, ayn1 zamanda hayat tarafindan gekillendirilip katlanarak biyii-
diigiine dikkat cekmektedir (Castell, 2005:2-3).

Castell, enformasyon teknolojilerinde yaganan devrimin insan etkinliginin tiim alanlarina yayilma 6zelligi
nedeniyle, yeni ekonomik, toplumsal ve kiiltiirel biitiinligiin ¢éziimlenmesinde baglangi¢ noktasi oldugunu soyle-
mektedir. Onun i¢in, “daha derin bir diizeyde, toplumun, uzamin ve zamanin maddi temelleri dontismekte, akiglar

uzami ve zamansiz zaman etrafinda orgiitlenmektedir” (Castell, 2005:630).

Boylece gok uzun zamandir iizerinde yogunlasilan globallesme ve yeni iletisim teknoloji tartismalarinin,
farkli kavramsallagtirmalar literatiire tagidigini gérmekteyiz. “Dijital medya’, “bilgisayar dolayimli iletisim”, “siber-
netik”, “siber uzam’, “siber gag”, “siber kiiltiir” gibi kavramlar yeni iletisim teknolojileri baglaminda yapilan aragtur-
malarin en temel kavramlar: olarak kargimiza ¢ikmaktadir. Giintimiizde tiim bu tanimlamalari kapsayan bir kavram
olarak kabul edilen “Yeni Medya” ise, geleneksel medyadan ve dolayisiyla geleneksel iletisimden farkli, bireye yeni
bir iletisim bi¢imi sunmaktadir. Yeni medya denildiginde cep telefonlary, dijital oyunlar, Internet ortami, Internet
ara yiizeyinde sunulan tiim yazilim hizmetleri, i-podlar, PDA’lar tizerinden gergeklesen iletisim etkinligi kastedil-
mektedir. Dolayisiyla yeni medya; yeni metinsel deneyimler, dzneler (iiretici-tiiketici taraflar1) arasinda yeni iligki-
ler, bireyin ve toplulugun yeni kimlik deneyimleri ve multi-medya bigemselligini ortaya ¢ikartir. Bu baglamda yeni
medyay1 geleneksel medyadan (gazete, dergi yayinciligy, radyo, televizyon yayinlari ve sinema filmleri) farklilagtiran

ozellikler ise, dijitallik, etkilesimsellik, hipermetinsellik, yayilim ve sanalliktir (Binark, 2003:13).

Bu konuda Eric S.Raymond, internet’in -gogu ticari amaglarla olmak kaydiyla- kullanimiyla birlikte yaygin-
lagan baglica bes mitin varligina isaret etmekte ve sunlar1 yazmaktadir: “internet’in yayginlasmasi oldukga popiiler
hale gelen bazi mitleri de yayginlagtirmustir beraberinde. ‘Mitkemmel Besler’ olarak da anilan bu mitler, gercekte
yeni medyanin bir uzantisidir. Raymond’un séziinii ettigi bu mitleri kisaca su sekilde siralamak miimkiindiir (Kése,

H.,2007:275):

1) Ticariigletmeler tarafindan internet kullaniminin yayginlagmass,

2) Internet’in eglence igerikli enformasyon alaninda kullanilmas,

3) Siber-cehalet probleminin tek tek kisilerle ilgilenilerek ¢6ziimlenmesi,
4) Online magazalar yoluyla para kazanmanin yayginlagmasi

5) Internet gazeteciliginin yayginlagmas:.

Giindelik yagam pratikleri ierisinde bireyin ¢esitli sekillerde —toplumsal paylagim aglari, oyunlar, vb.- dahil
oldugu yeni medya mecrasinda iletisim ortamlarini nasil kullandiklarina yogunlasan ¢alismamiz, yeni medya ve onla

iliskilendirdigimiz bu kavramlar baglaminda bireyi merkeze alan bir tartismay1 amaglamaktadir.

YENIi MEDYA ORTAMI SiBER UZAMDA BIiREY

Insanligin girdigi yeni agamay1 temsil eden siber uzam, McLuhan'ct deyisle insanin yeni bir uzantisidir. Bil-
gisayar bedenin bir uzantisi iken siber uzam, kullanicilarinin adeta zihinlerinin ve kisiliklerinin uzantilar1 gibidir.
Psikanalitik terimlerle bilgisayarlar ve siber uzam, bireyin intrapsisik diinyasinin bir uzantis1 olan bir gesit gegis uzami
(transitional space) haline gelmektedir. Bu anlamda, benlik ile 6teki arasinda bir ara bolge gibi diisiiniilebilir (Paker,
2007:105-134). Ote yandan kullanicinin tepkisine gore yanit veren, ona dzgii bir siber uzam s6z konusu oldugu igin

kisinin bir yansimasi (alfer ego) gibidir.
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Siber terimi sibernetik* kokeninden gelmektedir. Ik olarak 1958 yilinda, canlilar ve /veya makineler arasinda-
ki iletisim disiplinini inceleyen Sibernetik biliminin babasi sayilan Louis Couffignal tarafindan kullanilmstir. Inter-
netin tam kargilig1 olarak kullanilan siberuzay (cyberspace) terimiyse, orijinal anlamini kargilamasa da yaygin olan
bir bagka kullanimryla sanal alem (cyberspace) terimi, bilgisayarlarin ve onu kullanan insanlarin Internet ve benzeri
aglar icinde kurdugu iletisimden dogan sanal gerceklik ortamini anlatan metaforik bir soyutlamadir. ilk olarak Ka-
nadali tinlii bilimkurgu yazar1 William Gibson tarafindan bir bilgisayar korsaninin matrix adi verilen bir bilgisayar
sistemine sizarken yasadiklarini anlatan Neuromancer adli romanda kullanilmigtir. Bu tinlii roman ayni zamanda sa-
nal gerceklik (virtual reality), yapay zeka (artificial intelligence) ve genetik mithendisligi (genetic engineering) gibi
kavramlarin da ilk olarak islendigi eserdir. Cokga birbirine karistyor olsa da siber ve sanal ayr1 kavramlardir. Interneti
anlatan sanal dlem ve siber dlem kavramlarinin ikisi de dogru birer 6nermedir. Internet, iletisim yontemi agisindan

siber, yarattig1 ortam agisindan sanaldur.

Uzam ise, pek ¢ok anlami i¢inde barindiran bir kelimedir. Oncelikle uzam, biitiiniiyle ele gecirilemeyen son-
suz olarak uzanmug bir boyuttur. Bu tanim internetin sebekeler arasinda yer alan elektronik verilerinin sinirsizhigini
tanimlamaya iyi bir 6rnektir. Ikincisi, uzam 6zgiir hareket fikrine cagrigim yapar. Ugiinciisii ise, uzam bir geometridir

ve mesafe, yon, boyut kavramlarini igerir (Timisi, 2005:91).

Suler’e gore, siber uzamin nerde baglayip nerede bittigini belirlemek suretiyle onu tanimlamak oldukga giig-
tir. Zira terim artik TV, radyo, telefon ile de baglantihidir. Siber uzam donanim altyapisi olmanin 6tesinde, genis
anlamda “bilgisayar aracili evren” seklinde anlagilabilir. Bu, son derece karmasgik, cok detayli, gercek diinyayla ig ice
gecen ve uyum gosterme acisindan gercek diinyayla benzer, sosyal psikolojik bir biitiinliiktiir (entity). ~ Siber uzam
adeta insana ait edimlerin dijital izdiisimlerinden olugan paralel bir diinyadir. Bu uzam insan bilisi kadar, ¢esitli insa-
ni etkilesimlerin nasil ve ne zaman olacagina iligkin sinirlar1 genisletmistir (Paker, 2007:105-134). Suler’in tespitle-
rinde vurgu yaptig1 sey, bireyin giindelik yasam pratiklerinin siber uzam iginde gerceklestirmesinin birey tarafindan
icsellestirilmis bir rutin pratige doniismiis olmasidir. Tiim bu rutinlerin hizli ve yogun bir sekilde normallesmesi

yeni medyanin olanakl kildigy iletisim ortamun bir zaferi oldugu abartili bir ifade olmasa gerek.

Yeni medyada 6zellikle kamu entelektiielleri olarak tanimladig1 bireylerin bu yeni mecrada alternatif muha-
lefet etme bicimleri {izerine calisan Petras da, “Internet Caginda Sosyal Muhalefet: Masabasg: ‘Militanlari’ ve Kamu
Entellektiielleri” baglikli makalesinde tipki Suler gibi, bireyin giindelikligin disinda bir yurttas olarak muhalefet

etme bi¢iminin de rutinleserek normallestigine dikkat cekmektedir:

Siber Internet halkin afyonu haline gelmistir. Geng ya da yasl, ¢alisan veya igsiz olsun, hepsi de saatlerce
edilgen bir tarzda Internet iizerinden gelen goriintiileri, pornografik yayinlari, video oyunlarini seyretmekte, online
tiiketiciliginin biytisiine kapilmakta, diger vatandagslarindan, mesai arkadaslarindan ve ¢alisanlardan soyutlanmug
olarak verilen “bilgileri/haberleri” izlemektedir. Kasith olsun, ya da olmasin, Internet siyasal yagantiy1 “6zellestirmis-
tir”. Birgok bagka potansiyel aktivist, sehir girislerinde ve kirsal kesimde, kamusal alanlarda rakipleriyle karsilasma
da déhil olmak tizere, haklarini talep etmek tizere, halkin yaptig1 eylemlerin aslinda siyasal olaylarin doniisiim temeli
oldugunu unutarak, yapilacak manifestolarin diger bireylere iletilmesinin politik bir faaliyet oldugu diisiincesine

sahip olmustur” (Petras, 2011)

Sanal uzam, bireye alternatif toplumsallagma imkan: taniyarak, 6zellikle toplumsal paylasim aglarinda risk

2 " Sibernetik; Yunanca kybernétes: “diimenci” veya giidiim bilimi; canli ve cansiz tiim karmagik sistemlerin denetlenmesi ve yone-
tilmesini inceleyen ve 20. yiizyilin ikinci yarisinda ortaya ¢ikmus bilim dalidur.
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almadan ¢ok kolay bir sekilde gergeklestirecekleri bir ¢esit muhalefet olanag: sunar. Petras’m da belirttigi gibi,
bu yeni muhalefet etme bigimi bireyi sanal bir doyuma ulagtirmaktadir, ancak bu 6rgiitliliik ve eylemlilik halleri
giindelik yagama taginamamaktadir. Maria Bakardjieva’nin ‘hareketsiz toplumsallasma’ kavramina (immobile sociali-
zation) deginerek agiklayacak olursak, sanal uzam eylemliligi, kolay, zahmetsiz olusundan dogru gerceklesmekte ve
yine bu hareketsizlik ile sinirli kalmaktadur. Ilerisi, bu tiirden bir érgiitliiliik, eylemlilik hali bireylerde insa ettikleri
kimliklerinin, diinya goriislerinin ve durduklar1 yerin gerektirdigini eyledikleri yoniinde bir tatmin de yagatmakta-
dir. Ag 6zneleri nasil ki gigegin kokusunu duyma, ya da konustuklar: bireye dokunma ihtiyact duymaksizin ¢igegi
aldiklariny, internetin diger ucundakiyle konustuklarini kabul etmekte iseler, 6rgitliiliik ve eylemlilik konusunda
da hareketsiz, eylemsiz bir eylemlilige mahkum olmakta, dahasi bundan geregini yerine getirmis olmanin hazzini

duymaktadirlar (Toprak, 2011).

Mevcut pratiklerde gerceklesemeyecek olan giiciin de ifadesi olan haz, ayn1 zamanda agn iiyeleri arasin-
da tesis edilen karsilikli anlayisa dayali uzlagi ve uyumu ifade etmektedir. Bu consensus, gergek hayatta ¢ok daha
zahmetli ve ¢ogu zamanda bedelleri olan bir yurttaghgin sanal karsiligi olarak yasanmaktadir. Gergek diinyada
diisiinsel ve eylemsel olarak bireyin géze alamadig1 pek ¢ok sey internet ortaminda bir tusla gercekleserek bi-
reye iktidarin 6znesi oldugu duygusunu yasatir. Sennett (2002), 6zgiinliik ve entelektiiel derinlikle kamusal
hayat ve 6zel hayat arasindaki dengesizligin yol actig1 sorunlari ele aldig1 “Kamusal Insanin Cékiisii” adli kitabinda,
bugiin tanimadigimiz ama aymi sehirde yasadigimiz insanlarla kurulacak ¢ok boyutlu iliski ve hazlardan yoksun kal-
digimiz1 séylemektedir. Ona gore, hayatin, aile ve yakin dostlar disgindaki pargasi olan “kamusal hayat” bir zamanlar
“hayat dolu”ydu ve kisiler i¢in ¢ok 6nemliydi. Bir anlamda Sennett’in modern zamanlarin kamusal hayattaki yalniz-
lagan bireyi igin siber uzam, yitirilene karsilik gelen 6nemli bir islevi iistlenmektedir. Sennett i¢in bu yalnizlagma,
otekine olan ilgisizligin ve 6zel olanin kamusal olan karsisindaki tstinligiiniin bir sonucudur ve yazar bu sonugla
iliskilendirdigi sorular1 soyle ifade eder: Yabanci, nasil tehdit edici bir unsura déniistii? Siber uzamda yabanciyla
kargilagma bireyi tehdit etmeyen steril ve risksiz bir sekilde gergeklesir; sessiz kalarak seyretme, kamusal hayatin tek
yolu haline nasil geldi? Siber uzam tam da bu seyre uygun bir ortam sunar; yalmz kalma bir hak olarak nasil olustu?
Insan toplumsallagtigini hissedebilmek igin bagkalarinin yakin gozetimlerinden uzak olmaya gerek duyar ve siber
uzam anonimlikten bireysellige gecisi kolaylastirir hatta bu iki var olma hali i¢ ige geger; 6zel hayat ilgi odag: haline
nasil geldi? Sanal ortam gergek kimliklerin gizlenebilmesi olanagiyla 6zel olanin ¢ok daha rahat bir sekilde sergilen-

mesine neden olur.

Yiiz yiize iletisimde miimkiin olamayacak sekilde birey giindelik yasamda yapamadigy, ifade edemedigi ya
da baskiladigs her tirlii duygu ve diisiinceyi internetin zamansiz ve sinursiz uzamina birakir. Kisaca Sennett, kamusal
alanlarin yaganan mekanlar olmaktan ¢ikip gelip gegilen yerlere doniismesiyle bireyin kendi 6zel hayatina tutsak,

yasayan degil seyreden bir birey olduguna dikkat gekmektedir.

Diger yandan, internet diinyasi, metinden ¢ok gorsel olanin tistiinliigiiniin hakim oldugu bir diinyadur, bir
baska ifadeyle; siber uzamda dolagima sokulan yazil, s6z1i, sesli, gorsel vd. metinler gergeklestirilen iletisimde gor-
selin egemenligini ifade etmektedir. McLuhan'in ifadesiyle, “tipografik(okuryazar) mantik, biitiinsel, yani sezgisel
ve irrasyonel insan tipi olarak, disarida kalan, yabancilagmus insan1 yaratmugtir” ve ona gore tipografi doneminin ve
sonrasinda onu izleyen gorsel kiiltiir caginin insani, gevresi olmayan bir merkez konumunda olup; “marjinal, s6zel

noktalara ancak turist ve tiiketici olarak donebilen insandir” (McLuhan, 2001:298-299).

SONUC
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Yeni iletisim ve enformasyon teknolojileri baglaminda ele aldigimiz giindelik yasam pratikleri bir anlamda
icinde internetin de yer aldig1 sonsuz ve zamansiz siber uzam ve birey arasindaki etkilesim tizerinde yogunlagmakta-
dir. Siber uzamun kiiresel boyutta baskin kiiltiir olarak giinliik hayatta gok hizla benimsendigini s6ylemek miimkiin-
dir. Hemen her goriisten ve gesitten kisi ve gruplarla etkilesimin miimkiin oldugu bu aglarda birey, ulus 6tesi ve
kiiltiir 6tesi bir deneyim yasamaktadir. Ayrica siber uzam, kendine 6zgii ifade ve tarzlariyla, bir gorsel imaj kiiltiirii
tiretmeye devam etmektedir. Fakat bunlardan da 6te islevlerini siirekli genisletmektedir; 6yle ki artik psikoterapi ve

psikolojik danigmanlik gibi uygulamalarin yiiriitiildiigii bir ara yiiz islevi gormeye baglamustir (Suler, 2006).

Suler’in degerlendirmesi, siber uzamin giinliik hayatta hizla normallestigine ve kaniksandigina, sagduyuda asi-
na bir anlam nesnesi haline geldigine; artik hayatimiza bilgisayar aracili bir iletisim (computer-mediated communicati-
on) ortaminin ve yeni bir kiiltiiriin eklemlendigine isaret etmektedir. Bu kiiltiir, ulus 6tesi olmanin tesinde ‘kiiltiir’
otesidir de. Retorik gatis1 herhangi bir otantik kiiltiiriin kodlarindan degil, bir teknolojik yazilimdan tiiremistir. Bu
yazilim diinyasiyla birlikte soluk alip verme, ayn1 zamanda biligsel bir farklilig1 getirmektedir ve tam da bu nedenle
internet kiltiirti ‘kusak’ 6tesidir. Diger bir ifadeyle siber uzamda erisim olanag olanlar arasinda yas, tilke, stati gibi
geleneksel sinirlar bir 6l¢iide tasfiye olurken, giinliik hayatta sanal gerceklige asina olanlar ve yabanci kalanlar arasin-
daki mesafe agilmaktadir (Paker, 2007:2).

Toplumsal paylasim aglarinin sundugu gesitli secenekler i¢inde birey bir yandan gergek kimligiyle giindelik
yasamdaki iletisimine devam ederken ayn1 zamanda genelde giindelik yasamda sergilemek istemedikleri ya da
cesaret edemedikleri kimlikleri buralarda inga edebilmektedir. Bu yeni varolusu Robins, sdyle ifade eder; “Boyle-
likle kendimizi teknolojik hayal diinyasina gomdiigiimiiz siirece bu diinyada hakkimiz oldugu halde yoksun
birakildigimiz biitiin édiillere sahip cikabiliriz; (cocuksu) sihirli yaratic1 gii¢ yanilsamasini yola getirebili-
riz. Nihayet yeni bir fantazya ve tahayyil diinyasina katildigimiz taktirde artik kendimizi nasil istiyorsak o sekilde
sunmay1 bagarmak elimizdedir (Robins, 1999:159)

Giindelik gergekligin siradanligs karsisinda fantazyalar sunan sanal alanin, kurgusal ve masals1 diinyas: tiim
dokunulmazhis ve bireye 6zgii biricikligiyle kendisine olan y6nelimi arttirmaktadir. Bu yénelim ayni zamanda sanal
ve gercek olan arasindaki belirgin ayrimin giderek siliklestigine dikkat cekmektedir. Bireyler sanal iletisimi yiiz yiize
iletisime goktan tercih etmis durumdalar. Ancak Zygmunt Bauman'in da dikkat ¢ektigi gibi, “yakinlik artik fiziksel

komsulugu gerektirmemektedir; ama bu fiziksel komsuluk da artik yakinlig1 belirlememektedir”
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TURKIYE’DE EN COK IZLENEN TV KANALLARININ PROGRAM YAPISI:
TOPLUMA NELER SUNUYORLAR?

Dursun GOKDAG!

OZET

Televizyon izleyicilerinin say1 ve oranini saptamak i¢in yapilan 6l¢timler; hem reklam verenler, hem televiz-
yon (TV) kanallari igin kritik dneme sahiptir. Tiirkiye'de yapilan izleme 6l¢iimleri incelendiginde; yillardan beri
dort TV kanalinin agik ara 6nde gittigi gorilmektedir. Bu kanallar Kanal D, Show TV, ATV ve Star TV olup tamami

dzel sektore aittir.

Televizyonun kitle iletisim araglar1 arasindaki egemen konumu giiglenerek devam etmektedir. Eurodata tara-
findan her yil tekrarlanan “One Television Year in the World” isimli ¢alismanin 2009 yilina ait olani giinlitk TV izle-
me siiresinin ortalamasi 2009 yilinda 3 sat 12 dakikaya yiikselmistir. Bu siire 5 y1l 6ncesinden 3 dakika daha fazladur.
2015 yilina kadar yaklagik 40 tilke analog TV’den dijital TV ye gegecektir.

Yeni nesil TV’lerin sundugu ses ve gorunti kalitesi izleme keyfini artirirken; “time shift viewing” ya da “vi-
deo on demand” segenekleri, insanlar1 yayin saatlerine baglh kalmaktan 6zgiirlestirmisti. Bunlara ek olarak bilgisayar
teknolojisi de TV’nin giderek daha ¢ok izlenmesine katki saglamaktadir. Artik anne, baba ve ¢ocuklar; hi¢ olmadig

kadar sik¢a, kendi programlarini kendi TV setlerinde ve kendileri i¢in uygun olan zamanda izliyorlar...

En yiiksek izlenme oranina sahip dért kanalinda yayinlarin %76 ile % 92’si “dizi”, “yasam” ya da eglence-mii-
zik tiirti programlardan olusmaktadir. Bu bagliklar altinda gruplanan toplam 158 program, yeni yapim ya da tekrar
olarak 571 kez ekrana gelmistir. Dort kanaldaki toplam 56 giiniin 30’'unda, prime time ‘da sadece dizi yaymlanmistir.

Anahtar sozciikler: Izlenme orani, yayin tiirii, dizi program

PROGRAM STRUCTURE OF THE MOST VIEWED TV CHANNELS IN TURKEY:
WHAT ARE THEY OFFERING TO THE SOCIETY

Abstract

Ratings are important both for advertisement provider and TV channels. According to the ratings have been
made in Turkey, since years four channels have the height rating values, and all of them are belong to the private

sector.

The dominant position of TV among the mass media has been continuing through gaining strength. The

study named “One Television Year in the World” has been repeated by Eurodataeveryyear.

2009 report of this research shows that TV weaving duration has been raised up to 3 hours 12 minutes, and its

3 minutes longer than S years ago. Till to 2015, nearly 40 countries will move from analog TV to digital TV.

While the sound and vision quality offered by new TV generation has been increasied the viewing pleasure,

1 Prof. Dr. Anadolu Universitesi Iletisim Bilimleri Fakiiltesi, Eskisehir, dgokdag@anadolu.edu.tr
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the viewing alternatives like “time shift viewing” and “video on demand” have freed people from depending on
actual broadcasting. Edition to these, computer technology also has being supporting the TV viewing increasingly.
Mother, fathers and children are not viewing the same program anymore; they are watching their own program at

their own TV set, and at their convenient time.

Research findings show that, from 76% to 92% percentage of the programs broadcasted by the TV channels
which have the highest ratings are fall in three program categories: Serials, life style and music-competition. 158
programs which are classified under those heading broadcasted 571 times either as new productions or the repeat of

old ones. 30 of 56 days, only serials broadcasted on these channels at prime times.

GIRiS

Televizyon izleyicilerinin say1 ve oranini saptamak i¢in yapilan 6l¢timler; hem reklam verenler, hem televiz-
yon (TV) kanallari igin kritik 6neme sahiptir. Bir reklamin hangi program icerisinde yayinlanacag: kararinin veril-

mesinde esas alinan 6lgiit izlenirlik diizeyidir. Zaten izlenirlik 6l¢timleri yapmanin temel gerekgesi de budur.

[zlenirlik diizeyinin TV kanallar1 bakimindan 6nemi ise reklam pastasindan alinacak miktarin temel belirle-
yicisi olmasidir. Bir TV programi ¢ok sayida insan tarafindan izlendiginde reytingi, dolayisiyla reklam geliri yiiksek

olmaktir.

Bu baglamda izlenmeyen dolayisiyla reklam getirisi diisiik olan yapimlarin yasama sansi yoktur. Nitekim ye-
teri kadar izleyici cekemedigi icin en fazla 6 tekrardan sonra kaldirilan yapimlar oldugu gibi; ¢okga izlendigi i¢in

yayinda kals siiresi uzatilan, hatta izleyici say1sin1 artirmak igin yayin saati degistirilen programlar da olmaktadr.

Tirkiye'de yapilan izleme ol¢timleri incelendiginde; yillardan beri dért TV kanalinin agik ara 6nde gittigi
goriilmektedir. Bu kanallar Kanal D, Show TV, ATV ve Star TV olup tamamu 6zel sektére aittir. Bu ¢alisma, en
cok izlenen bu dért kanalda yer alan program tiirleriyle ilgilidir. Once bu kanallarin yayin akiglarinda hangi tiir
programlarin ne kadar yer tuttugu ortaya konulmaktadir. Devaminda bu programlarin izleyici tarafindan ter-

cih edilme nedenleri sorgulandi. En sonunda da ¢ok izlenen bu tiirlerin izleyici tizerindeki olas: etkileri tartigildi.

TELEVIZYON TEKNOLQJiSININ BUGUNU VE GELECEGI

Televizyonun kitle iletisim araglar1 arasindaki egemen konumu giiglenerek devam etmektedir. Dolayisiyla
bilgisayar teknolojisindeki gelismeler nedeniyle TV nin liimiinden bahseden hatta 3 yil 5 yil gibi 6miir bigenler
(Edwards, 2011), ya gergekleri hatali yorumluyor ya da TV’nin ne oldugunu bilmiyorlar” TV bir kutu ya da ek-
ran degildir. Dahasi bir kimsenin herhangi bir kanaldfa yayinlanan bir yapimi ne zaman, nerede ya da nasil izledigi
onemli degil, o (izledigi) her halitkarda TV'dir” (Shapiro, 2012)

Eurodata Television Worldvide tarafindan her yil tekrarlanan “One Television Year in the World” isimli ¢a-
lismanin 2009 yilina ait olani (Braun, 2010) bes kitadaki 88 iilkede ve 2000’i agkin TV kanali tizerinde yapilmustir.
Bu ¢aligmanin bulgularina gére giinlitk TV izleme siiresinin ortalamasi 2009 yilinda 3 sat 12 dakikaya yiikselmistir.
Bu siire S y1l 6ncesinden 3 dakika daha fazladir. 4 saat 35 dakikalik izleme orani ile Kuzey Amerika, 1994 yilindan
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bu yana lider durumdadhr.

2018 yilina kadar yaklagik 40 iilke analog T'V'den dijital TV ye gegecektir. Bunun anlami, Tv kanallar1 var olan
yay1n sistemlerini biitiiniiyle degistirmeyi goze almaktadirlar. TV satiglar1 2009 yilindaki krizden hi¢ etkilenmemis-
tir. Yeni nesil TV’lerin sundugu ses ve goriintii kalitesi izleme keyfini artirirken; “time shift viewing” ya da “video
on demand” segenekleri, insanlar1 yayin saatlerine bagh kalmaktan 6zgiirlestirmisti. Bir TV programini kaydedip
daha sonra izleyenlerin orani olarak giderek artmaktadir. Bu tiir izlemelerin de 6l¢iimiinii yapma ihtiyac1 duyan
iilke sayis1, 2011°de 21’ gtkmgtir (Braun, 2010). Sézgelimi Hollanda’da 2009 yilindaki toplam izlemelerin %1,6’s1
sonradan yapilan izlemelerdir. Dijital TV, “time shift viewing” ve “video on demand”; TV’ye olan talebi artiran ve
biitiiniiyle TV teknolojisinde saglanan gelismelerdirler. Bunlara ek olarak bilgisayar teknolojisi de TV nin giderek

daha ¢ok izlenmesine katki saglamaktadhr.

TV Igeriginin titketilmesinde esas olan teknoloji, giderek artan bir sekilde ¢oklu-platforma déniigmektedir.
TV, internet ve mobil telefonlarin tamami; sevilen programlar: giiniin her hangi bir saatinde, herhangi bir yerde
izlenmesinde inanilmaz olanaklar sunmaktadirlar. Dahasi; bilgisayarlardan TV programlari izlenebiliyorken; inter-
netteki devasa vido kitapligina da TV'den ulagsmak igin sadece bir ara kablosuna gerektiriyor... Dolayisiyla her yeni
teknoloji, TV’yi yok etmek bir yana -ilk siyah-beyaz yayinlardan bu yana- onu hi¢ olmadig kadar etkili ve 6nemli
kilmaktadir.

YENI PROGRAM ANLAYISI

Televizyon izleme teknolojileri gibi program izleme bigimleri ve program anlayis1 da degisti ve degismeye de-
vam ediyor. Her ne kadar eskiye oranla daha ¢cok TV izlesek de; eskiden oldugu sekilde izlenmiyor ve izlediklerimiz
biiyiik 6lgiide degisiyor. Bir programu izleyenlerin sayis1 asla bir zamanlarin o “Kagak”, “Bonanza” “Dallas”, “Kéle
Isaura” ya da “Komiser Kolombo” gibi yapimlarin izleyici rakamlarina ulagamayacaktir. Herhalde “kitle iletisi arac1”

nitelemesindeki “kitle” s6zciigiinii TV igin yeniden tanimlamak gerekecektir.

Gelismelere bakildiginda radyodan, televizyona, sinemaya kadar biitiin medya tiirleri “herkes” yerine, segil-
mis gruplara yonelmekte ve bu secilen gruplarin beklentilerine, isteklerine uygun konularda uzmanlagmaktadirlar.
Artik anne, baba ve gocuklar; hi¢ olmadig: kadar sik¢a, kendi programlarini kendi TV setlerinde ve kendileri igin
uygun olan bir zamanda izliyorlar... Tematik TV kanali anlayis1, daha kiigiik ama net olarak tanimlanmug hedef grup-

lar igin yayin yapiyor ve bu degisim giderek yayginlasiyor.

Tiirkiye’de durum

Tirkiye'de TV yayinlar1 1968 yilinda bagladi. Anayasadaki bir hitkiim nedeniyle; 6zel sektor, 20 yil boyunca
televizyon alanina giremedi. 1990 yilina gelindiginde; uydu teknolojisi ilgili anayasa hitkmiini alt etti ve” Star 17
isimli 6zel kanal, Almanya’dan Tiirkiye'ye yayin yapmaya basladi. Devaminda ayni sirket, eglence agirlikli “Teleon”
kanalini yayina soktu. Bu iki kanali Show TV, Kanal 6, ATV, HBB, TGRT, Samanyolu, Kanal D, Kanal 7 ve Flash
TV gibi diger 6zel girisimler izledi. Bagka gare kalmayinca; 1993 yilinda 6zel sektoriin radyo TV yayini yapmasini
engelleyen Anayasa maddesi degistirilerek fiili duruma yasal dayanak saglanmis oldu (Cankaya, 1977).

Tiirkiye'de 2008 yili itibariyle ulusal, bolgesel ve yerel yayin izni almig TV istasyonu sayis1 249°dur. Bunlarin
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24’1 ulusal, 15’i bolgesel, 210’u ise yerel TV istasyonudur. Bunlara ek olarak 78 kablo ve 153 uydu yayin1 vardir
(Bilgili, 2011: 37). Ulusal TV kanallar1 7 farkli gruba aittir.

Tiirkiye'de Ekim ve Kasim 2011 aylarinda yapilan 6l¢timlere gore en yiiksek izlenme oranina sahip TV kanal-
lar1 Kanal D, Show TV, ATV ve Star TV'dir. Bu dért kanalin Kasim 2011 aymndaki toplam izlenme oran1 % 53,7'dir.
Yine bu dért kanal, Radyo Televizyon Ust Kurulu (RTUK) tarafindan 2010 yilinda yapilan “Kadinlarin Televizyon
izleme Egilimleri Aragtirmasi — 2” de de (RTUK, 2010) en ¢ok izlenen kanallar olarak bulunmugtur. RTUK tara-
findan gerceklestirilen 2006 ve 2009 yillarindaki Televizyon Izleme Egilimleri Aragtirmalarinda (RTUK, 2006 ve
2009) en ¢ok izlenen kanallar siralamasinda; ilk iig siray1 yine ATV, Kanal D ve Show TV almust1.

Bir kanalin izlenme diizeyi bakimindan rakiplerini geride birakmasi; o kanalin yayin akisi igerisindeki prog-
ram ya da programlarinin begenilmesi anlamina gelmektir. Tiirkiye'deki izleyici aragtirmalar1 yayimncilar, reklam ve-
renler ve reklam ajanslarinin olusturdugu Tiirkiye izleyici Aragtirmalari Kurulu (TIAK) tarafindan gérevlendirilen
ve AGB International'mn bir sirketi olan AGB-Anadolu tarafindan yapiliyordu. Ancak 6l¢iim igin belirlenen denek-
lerinin yarisinin desifre olmasi; daha dogrusu yapimcilara sizdirilmasi nedeniyle, 20 Aralik 2004 tarihinde AGB
Anadolu gérevden el gektirildi (tiak.com.tr). Aslinda bu olgu bile izlenme oranlarinin TV kanallari igin ne kadar
yasamsal oldugunun bir gostergesidir. O zaman sorulmasi gereken soru; yukarida anilan TV kanallarinn izleyicileri

cezbeden programlarinin 6zellikleri nelerdir?

Bu aragtirma, yukarida anilan dort kanalin Aralik 2011 ve Subat 2012 ayindaki birer haftalik yayin akiginda yer
alan programlar tizerinde yapildi. Aralik 2011 igin 19-25; Subat 2012 igin de 20-26 tarihlerindeki haftalar segildi.
Kanallarin kendi web sitelerindeki haftalik yayin akisinda yer alan programlar bilgisayara indirildi. Devaminda bu
programlar tiirlerine gére siniflandirildi ve her tiirden haftada kag programin yayinlandigi hesaplands; en gok yayin-
lanan iig tirtin; kag farkli programdan olustugu bulundu; Prime Time ’da yayinlanan program tiirleri belirlendi ve en

¢ok yayinlanan tiir olarak dizilerin haftalik yayin siireleri hesaplandi.

Programlari tiirlerine ayirirken; Show ve Star TV nin kendi programlarinin tiiriini belirtmek i¢in kullandig:
siniflama esas alindi. Bu kanallarin her ikisi de ayni yayin grubuna ait oldugu igin tiirleri isimlendirmede benzer
olcutleri kullandiklar: varsayildi. Anilan iki kanalin “yasam” baghg altina yerlestirdigi programlar genellikle stiid-
yo ortaminda gerceklestirilen, kimilerinde dis cekimlere de yer verilen yemek programlari; stiidyoya ¢agrilan farkli
mesleklerden kisilerle yapilan séylesiler, evlilik programlari, magazin diinyasina iligkin bilgiler, saglik, moda giizellik
iizerine yapilan sdylesi tiirtindeki yapimlari nitelemektedir. Iceriklerindeki kiigiik farkliliklara kargin benzer olan

yapimlar1 i¢erdigi i¢in anilan tiirdeki yapimlarin bu baglik altinda toplanmasi uygun bulundu.

Oteki iki kanaldaki programlarin hangi tiire girdiginin karari ise aragtirmaci tarafindan verildi. Bu siirecte
tiriini belirlemede kugkuya diisiilen programlar igin internete girilerek bilgi alindi. Elde edilen bulgular; hem ka-
nallar arasinda kiyaslama yapabilmeyi, hem de resmi biitiin olarak gérebilmeyi kolaylastiracak sekilde ¢izelgelere

donugtirilda.

Cizelgel secilen haftalarda kanallarda yayinlanan program sayilarinin tiirlere gore dagilimini gostermektedir.
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Cizelge 1
Kanal D, ATV, Show TV ve Star Televizyon Kanallarinin bir haftada yayinladig1 programlarin tiirlerine gére dagilimi (19-25
Aralik 2011 ve 20-26 Subat 2012)

Dizi Yasam Eglence Haber Sinema Spor Cocuk Kiiltiir Toplam

Kanal D
19-25 Aralik 43 12 8 17 8 7 S 6 106
20-26 Subat 32 18 11 17 20 7 6 S 116
TOPLAM 75 30 19 34 28 14 11 11 222
% 33.8 13.5 8.5 15.3 12.6 6.3 S S 100
ATV
19-25 Aralik 61 12 3 12 3 - 1 - 92
20-26 Subat 28 12 14 28 6 - S 94
TOPLAM 89 24 17 40 9 1 1 S 186
% 479 129 9.2 21.5 4.8 0.5 0.5 2.7 100
Star
19-25 Aralik 66 16 12 7 6 - - - 107
20-26 Subat 52 32 6 11 S S 6 - 117
TOPLAM 118 48 18 18 11 S 6 - 224
% 52.7 214 8.1 8.1 49 2.2 2.6 - 100
Show
19-25 Aralik 9 38 14 12 6 9 - 1 89
20-26 Subat 19 34 19 8 2 9 - - 91
TOPLAM 28 72 33 20 8 18 - 1 180
% 15.6  40.0 18.3 11.1 4.4 10.0 - 0.6 100

Cizelge 1'deki program tiirlerinden haber ve kiiltiir programlari ¢ikarildiginda; Yayinlarin Kanal D’de yaklagik
%801, AT'V’de %761, Star TV'de %92’si ve Show TV’de %88'i eglendirici, oyalayici, vakit 6ldiiren tiirde program-
lardan olustugu soylenebilir. Cizelgede dikkat geken AT'V’deki haber programlarinin oran olarak yiiksekligi, her giin

verilen 19 ana haber biilteninin, ertesi giin sabaha kars1 05 civarinda tekrar edilmesidir.

Cizelge 1'de dikkat ¢eken 6nemli bir nokta, kanallardaki “dizi”, “eglence” ve “yasam” bagliklar1 altinda sinif-
landirilan programlarin oran olarak yiiksekligidir. Iki haftalik yaymn akust icerisindeki programlardan bu ii¢ gruba
girenlerin orani yaklagik olarak Kanal D’de %56, AT V'de %72, Star’da %82 ve Show TV'de %74 diir. Kanallar ayr1
ayr1 incelendiginde; ilk ti¢ kanalda dizi yapimlarin, Show’da ise yasamla ilgili programlarin daha fazla oldugu goril-

mektedir.

En ¢ok izlenen TV kanallarinin bir bagka &zelligi; bazi yapimlar1 hem giin igerisinde, bazilarini da hafta igeri-
sinde birkag kez tekrar etmeleridir. Cizelge 2, bir haftada kanallarin dizi, yagam ve eglence tiiriinde kag farkli prog-

ram yayinladiklarini ve bunlar1 kag kez tekrarladiklarini géstermektedir.
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Cizelge 2
Dizi, yasam ve yarigma ad1 altinda kag farkh program oldugu ve bunlarin kag kez yayinlandig
(19-25 Aralik 2011 ve 20-26 Subat 2012)

Dizi Yasam Eglence Toplam

Adedi - Yayin ~ Adedi- Yayin ~ Adedi- Yayin  Adedi-Yayin

sayisl sayisl sayisl sayisl
Kanal D
19-25 Aralik 13 43 3 12 4 8 20 63
20-26 Subat 11 32 4 18 S 11 20 59
TOPLAM 24 75 7 30 9 19 40 124
ATV 19-25 Aralik 16 61 4 12 1 3 21 76
20-26 Subat 11 28 4 12 3 14 18 52
TOPLAM 27 89 8 24 4 17 39 130
Star 19-25 Aralik 17 66 2 16 S 12 24 94
20-26 Subat 16 52 4 32 3 6 23 90
TOPLAM 33 118 6 48 8 18 47 184
Show 19-2§5 Aralik S 9 4 38 6 14 15 61
20-26 Subat S 19 7 34 S 19 17 62
TOPLAM 10 28 11 72 11 33 32 133

Cizelge 2’ye gore Aralik 2011 ve Subat 2012 aylarindaki birer haftalik yayin akis1 icerisinde dizi, yagam ve
eglence baghklar altinda gruplanan toplam 158 program; yeni yapim ya da tekrar olarak 571 kez ekrana gelmistir.
Bu bulguya gore bir program hafta icerisinde yaklasik ti¢ kez tekrar edilmektedir. Tabii ki haftada bir kez yayinlanan

programlar oldugu gibi haftanin her giinii hatta bir giinde iki kez tekrarlanan programlar da var.

Biitiin kanallar dikkate alindiginda; en ¢ok tekrar edilen yapimlar yagam baghg altinda yer alanlardir. Bu tiiri
en ¢ok tekrarlayan kanal ise Show TV’dir. Show TV yasam baghg: altina yerlestirdigi 11 programu; iki haftada tam
72 kez yayinlamugtur.

Cizelgeye gore bu ¢alismanin yapildigi 19-25 Aralik 2011 tarihleri arasinda; dért kanalda, farkli 51 dizi 179
kez ekrana gelmistir. Bu rakam 20-26 Subat 2012 i¢in 43 dizi ve 131 yayin olarak gerceklesmistir. En ¢ok dizi yayin-
layan kanal Star T'V, en az yayinlayan ise Show TV dir.

Dizilerin ¢ogunda, 6nceki boliimiin bir 6zeti yapilmaktadir. Ancak 6zet biitiin kanallarda 6nceki bolimiin

tam bir tekrar1 gibi olmaktadir. Dahasi, bu 6zetlerin uzunlugu bir tekrardan digerine degismektedir.

Sozgelimi ATV’ deki “Cocuklar Duymasin” dizisinin siiresi 23-24 $ubat 2012 tarihlerinde 50 dakika, 26 Su-
bat 2012°de 85 dakikadir. Benzer sekilde Star TV’de haftanin yedi giinii yayinlanan “Kalbimin Sahibi” isimli dizi; 19
Aralik 2011 tarihinde 50 dakika, sonraki iki giin ikiser saat, devamindaki dort giinde ise SO dakika, iki saat ve birer
saat olarak yaymlanmustir. Farkli bir 6rnek; ATV’ de Subat 2012 de iki kez yayinlanan “Canim Annem” dizisi ilkinde
150 dakika, ikincisinde 90 dakika sirmiistiir.
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Cizelge 3
Kanallarin prime-time ‘da yayinladig1 programin ne oldugu

Ptesi Sali Car. Per. Cuma C.tesi Pazar

Kanal D

19-25 Aralik D D D D-F D-E D D

20-26 Subat D D D D-F D-E E-D D-F
ATV  19-25 Aralik D-F D D D-E D D-F E

20-26 Subat D D D D D D-E S
Star 19-25 Aralik D D D F D D D

20-26 Subat D S-D D D-S D D E-D
Show 19-25 Aralik E D D E D E E

20-26 Subat E-S D-E E E D D-E E
D= Dizi F=Film
E=Eglence S=Spor

Prime time, insanlarin en ¢ok TV izledikleri ve genellikle saat 20-23 arasindaki yayn siiresi igin kullanilan bir terim-
dir. Cizelge 3’teki “D-E’, “D-F” gibi ikili gosterimlerin anlami; saat 20°’de baglayan program saat tam 23 olmadan
bitmis ve bir bagkas1 baglamistir. Tekli gosterimler ise 20’de baglayan yayinin saat 23’ gege bittigi anlamina gelmek-
tedir.

Cizelgeye gore 4 kanaldaki toplam 56 giiniin 30’unda, prime time ‘da sadece dizi yaymlanmistir. 15’inde ise
yayinlanan programlardan bir tanesi dizidir. Show T'V’nin prime time’ da yayinladig1 eglence programlari, say1 ola-
rak dizilerden daha fazladur.

En ¢ok izlenen dort TV kanalinda yayinlanan dizilerin haftalik siirelerine bakmanin ilging olacag: diistinildi.
Cizelge 4kanallarda yayinlanan dizilerin her giin i¢in ne kadar siire aldigini gostermektedir. Haftanin 7 giiniinde
yaymnlanan kanallarda yayinlanan dizilerin en gok yer verilen iig tiiriin (Dizi, yasa ve eglence) siire olarak ne kadar

zaman aldigini gostermektedir.

Cizelge 4
Dizilerin her giin i¢in ne kadar zaman aldiginin kanallara gére dagilimi
Ptesi Sali Car. Per. Cuma C.tesi Pazar Toplam
Kanal D

1925 Aralik 1425 13,05 1235 1035 1335 815 11,15 83,45
20-26 Subat 915 10,15 900 830 7,30 530 515 55,15

ATV  1925Aralk 13,10 13,30 1600 12,05 13,30 17,40 17,40 101,15
20-26 Subat 7,55 8,25 8,15 7,00 8,15 5,45 10,15 55,50

Star  1925Arallk 17,40 1830 17,15 13,30 17,50 11,40 16,45 113,10
20-26 Subat 12,00 10,558 9,55 9,55 12,30 940 12,15 77.05
Show 19-25Aralik 1,30 4,45 445 130 445 030 - 17,45
20-26 Subat 2,15 5,30 2,15 2,15 5.30 5.30 5,15 28,30
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Cizelge 4% gore ATV ve Star TV; 19-25 Aralik 2011 deki haftalik yayin siiresinin (7x24=168 saat) iicte
ikisinde dizi yayinlanmigtir. Bu oran Kanal D’ de yaklagik %50, Show TV’ de ise %10 civarindadur. Ilk ti¢ kanalin
2012°deki dizi yayinlar: 6nemli 6l¢tide azalirken, Show TV’de artmigtir. Oran olarak ifade edilirse; Kanal D, ATV ve
Show TV’ deki dizilerin yayn siiresi, toplam yayin siiresinin yaklagik tigte birine diiserken; Show TV’ de % 10’dan
%17’ye yaklagmugtir.

Bu degisikligin nedenlerinden birisi, reklam pazarindan biraz fazla pay alabilmek i¢i ¢abalayan kanallarin;
nerede Bagarli bir yapim gorse hemen benzerini tireterek kazang yarisina girmesi olabilir. Elbette bu tutumun, bir
yanda —ozellikle- yerel kanallarin yama tutunmalarini zorlastirirken, 6te yanda program cesitliligini ve yaraticiligin

da oniini kesmektedir.

TURKIYE'DE HAZIRLANAN DiZILERIN KARAKTERISTIKLERI
Bu baglik altinda kanallarin yayin planlarinda neden dizilerin daha ¢ok yer tuttugu irdelenmeye ¢alisilacaktir.

Maliyetlerinin diigiikliigii: Dizilerin TV yayin akisinda bu kadar fazla yer tutmasinin temel nedenlerinden
birisi yapim maliyetlerinin diigiikliigiidiir. TV sektdriiniin taninmig isimlerinden Faruk Bayhan’a gore (Sabah Gaze-
tesi, 2007) bir dizinin maliyeti 150 bin ile 400-500 bin TL arasinda degismektedir. Cogu 300 bin TL civarinda bir
harcamayla gergeklestirilmektedir.

Yapimcinin yiizde 15-20 karla sattigs bir dizi; yiiksek reyting yaptiginda hem kanala, hem de yapimcisina iyi
para kazandirmaktadir. Bir dizinin yedi reytingden sonraki her bir puani, yapimcisina 10-15 bin TL kazandirmakta-
dir (Sabah Gazetesi, 2007). Tiirkiye'de bir diziye 4 reklam kusag1 girmektedir. Bir kusak 6,5-7 dakika siiriiyor. Rek-
lamin bir saniyesi igin en az 500, en ¢ok 2000 TL 6denmektedir. Fiyat: belirleyen, dizinin aldig1 reytingdir. Medya
Takip Merkezi'nin 12 — 18 Mart 2012 tarihlerini kapsayan aragtirmasina gore, o hafta icerisinde en gok reklam alan

ti¢ diziye iligkin bilgiler s6yledir http://www.televizyongazetesi.com

1.Unutma Beni /FOX (10 béliim, 5’i tekrar) 535 reklam almig
2 Akasya Duragi /Kanal D (7 boliim, tekrar) 418 reklam almug
3 Beni Affet/ Star TV (10 béliim, S’i tekrar) 417 reklam almug

Siirelerinin uzunlugu: Dizi tasarim ve yapimcisi Tomris Giritlioglu “Haftada bir sinema filmi uzunlugun-
da dizi ¢tkarma durumunda kaliyoruz” diyor. Bunun ¢ok yorucu oldugunu belirten Giritlioglu; siirelerin uzunlugu
i¢in, RTUK iin reklamlar1 kisaltmas iizerine kanallarin dogal bir siire uzatmas: yaptigini, dolayistyla bu uygulama-
nin tamamen ticari oldugunu belirtmistir http://www.radikal.com.tr/. Genellikle siireleri 45 dakika olan diziler
Tirkiye’'de 90 dakika olarak hazirlanmaktadir. Ancak yayin saati geldiginde 6nceki boliimiin 6zeti, reklamlar derken

stire 2,5-3 saatin tizerine bile ¢ikabiliyor.

Cekim kosullarinin agirhgi: Dizi ¢ekimlerinde insanlar; sabahin erken saatlerinden gece yarilarina kadar yo-
gun bir sekilde ¢alistirllmaktadirlar. Nitekim Bagak Sayan isimli dizi oyuncusu; gekimleri bes giine sigdirmaya ¢a-
lisan ekiplerin, sabahin 7.30>undan (bunun igin 6>larda, evin uzaktaysa 5.30>larda kalkman gerek) gece 2>lere,
3>lere kadar galismak zorunda kalindigini belirtmektedir. “Cogu kez 6zellikle teknik ekibin uyumak icin sadece
birkag saati oluyor. Eve gidip dus alip, bir seyler atistirip geri dénen insanlar gordiim bu meslekte” Sayan, 2012).

Iki y1l i¢inde 470 bolimde rol alan iki oyuncu; giinde 13-15 saatlik uzun galigma siiresine dayanamayip caligma
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kogullarina itiraz edince yapim sirketiyle mahkemelik olmustur (Habertiirk, 20012). Atilanlardan birisi olan Giines
Emir, (2012) “470 bolim ¢alistim ... Giinlitk SO dakika dizi ¢ikiyor. Bu yiizden giinde 1S saat calistyorduk ...” Bir
daha da giinliik dizide olmay1 diisiinmedigini belirten oyuncu; setteki ¢alisma kosullarinin fiziksel ve ruhsal saghigini

bozdugunu belirtmistir.
Dizi oyunculari agisindan bir bagka olumsuzluk; dizinin tekrarlar: tizerine hak iddia edememeleridir.

Kalitelerinin diisiikligii: Radyo Televizyon Ust Kurulu (RTUK) Baskani Davut Dursun, son yillarda Tiirk
dizilerinin teknik kalitesinin artmasina karsin igerikleriyle ilgili ayn1 seyi soylemenin miimkiin olmadigini belirt-

mistir http://www.showhaber.com/. Buna kargilik Unlii oyuncu Kadir Inanur; dizilerdeki kalite diisiikliigiinden s6z

ederek “Ben yaptigimiz biitiin islerin gorsel yanindan sikayetciyim. Clinkii diziyi yetistirebilmek igin kaliteyi unutu-
yoruz. Bu sartlarin diizelmesi lazim (Habertiirk, (2011). Dizi senaristi Gaye Boralioglu; “cekimlerde insanlar 18 sa-
atten fazla ¢alismak zorunda. Ama daha da 6nemlisi toplam kalite diisiiyor, seyirci kalitesizlige alistyor. ... Dizilerin
45-60 dakika oldugu zamanlarda reyting oranlar1 ¢ok daha ytiksekti. Ancak yapimci igin de kanal igin de 6nemli olan

dizinin kalitesi degil, izlenme diizeyidir” . Nitekim Gold Film yapimcisi Faruk Turgut; dizilerin biz izleyiciler izlesin

diye degil reklamlar izlensin diye yapildigini belirtmektedir ( http://www.televizyondizisi.com/ )

Izlenme diizeylerinin yiiksekligi: Dizilerin bir bagka 6zelligi, izlenme diizeylerinin yiiksek olmasidir. “One
Television Year in the World” isimli ¢alismada, 77 iilkeye iliskin bulgularin ortalamasina gére (Braun, 2010), en
cok izlenen program tiirii kurgusal (fiction) yapimlardirlar. Bu baglik altina giren yedi tiir (diziler, sinemalar, soap
opera’lar...) arasinda da birinci siray1 %62’lik oranla diziler almaktadir. RTUK tarafindan yapilan “Kadinlarin Te-
levizyon Izleme egilimleri Aragtirmasi - 2”ye gére; Kanal D ile ATV en fazla dizilerinden dolay: tercih edilmektedir.
En ¢ok izlenen bes yerli dizinin ti¢ti Kanal D, ikisi ise AT'V tarafindan yayinlanmaktadir. Kadin izleyicilerin arasinda

yerli dizi izleyenlerin orani yaklagik olarak % 78 olarak bulunmugtur (RTUK, 2009).

Dizilerin Begenilme Nedenleri: Insanlarin TV'de en ¢ok begenip izledikleri programlarin diziler olmasi
dogaldir; ciinkii kanallarda; ancak belli bir reyting diizeyini yakalayan diziler yaymnla devam etmekte, bunu basa-
ramayanlar ise yayindan kaldirilmaktadir. Dizi yapimcilari ile TV kanallar: arasinda yapilan anlagmaya gore; kanal

reklamdan para kazanmazsa diziyi yayindan kaldirmaktadir. Bir dizinin devam edip etmeyecegi kararinin verilmesi

i¢inde ilk 4 - 6 béliimiin yayinlanmasi yeterli olmaktadir (http://www.televizyondizisi.com/ )

Dizilerin televizyonlardaki en popiiler tiir olmasinin temel gerekgesi; “Kullanimlar ve Doyumlar” kuramina
gore insanlarin bu yapimlari izlemekten zevk almalaridir. Program segeneklerinin alabildigine fazla oldugu TV diin-
yasinda; izleyenlerin daha ¢ok dizileri tercih etmesi, bunlarin izleyiciye ne tiir doyumlar sagladiginin yanitlanmasini

gerektirir.

TV dizilerinde genellikle kisilerarasi iligkiler -kurgusal da olsa- gercek insanlarin yagamlar1 tizerinden anlatil-
maktadir. Bu yasamda kétii ve iyi insanlar var, kahraman ve korkaklar var. Suglular, sugsuzlar, siradan insanlar... var.
Bu karakterler tizerinden yiriitillen dykilerin anlatiminda; i yerinden ev ortamina, yatak odasina kadar gesitli ya-
sam ortamlarinin kullanildigini gérityoruz. Boylece; bagka tiirlii gormenin, igine girmenin olanakli olmadig; ¢esitli
toplumsal katmanlara ait aileler ve insanlar arasindaki sevgi, nefret ve ikiytizliliklerin tizerindeki perde kaldirilmus

olmaktadir.

Diziler, insanlart mutlu ya da acikli sona gétiiren olaylarin arka planina tanik olmalarini saglamaktadur. Izle-

yenlerin, insanlarin giyabinda yapilan her tiirli plandan haberdar olmasi ve planin adim adim yiiratildagini gor-
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mesi, duygusal uyarilmalarini ve olaylara katilimlarini artirmaktadr.

Dizilerin temel 6zelliklerinden birisi, melodramin varligidir. Melodram izlemelerinde; hem kurbanin yanin-
da yer alma ve onun duygularini paylagmanin yarattigi sempati, hem de zalime duyulan kizginlik insanlara doyum

saglamaktadir. Ayrica izleyicinin, kurbanin yerinde olmadig1 i¢in duydugu hosnutluk ta izleyenleri rahatlatmaktadur.

Dizilerde; izleyenlerin oyuncular ve ortam araciligiyla katildig: bir gergekgilik vardir. Charlotte Brunsdon'un
belirttigi gibi dizilerde sunulan sorunlar ve senaryolarin gergekligi; izleyicinin kendi deneyimleri temelinde karak-
terlerle duygudashk (empati) kurmasini saglamaktadir. Bu olgunun sonucu katarsistir. Pek ¢ok insan dizileri; yeni
karakterleri, paylasilan diisiinceleri, yasam bigimlerini ve yasantilar1 gormek-tanimak igin izlemektedirler. Bu karak-

terleri 6zellikle yalniz olanlar, arkadaslari olarak gormektedirler (Hobson, 1982).

Dizi izlemenin temel gerekgelerinden birisi kagis ve rahatlamadir. Ang’in Dallas dizsiyle ilgili galigmasina ka-
tilanlardan birisi, “...benim icin o (yani Dallas dizisi) giinliik iglerin diginda haftada iki kez rahatlama demekti...”
(Ang, 1966: 24). Izleyenler dizilerin diinyasina daldiklarinda; gerginliklerinden ve giinliik yasamin stkintilarinda

uzaklagtiklarini belirtmektedirler.

Oykiiniin dramatik isleyisi dogal olarak onu izleyenlerin sohbet konularindan birisi olmaktadir. Izleyenler;
kendi deneyimlerini de kullanarak taraf olduklar: dizilerle ilgili anlamli tartismalardan haz duymaktadirlar (Cantor
ve Pingree 1983:129).. Olas: kiyaslamalarin ¢ogu, gercek yasam ile dizide sunulanin kiyaslanmas: ve aralarindaki
fark iizerine olmaktadur. Izleyicilerdeki oyunculara ne olacag, olayin nasil gelisecegini kestirme seklindeki giiclii
merak duygusunun varligy, dizilerin popiilaritesinin yiiksekligindeki 6nemli bir etkendir. Hele “... tam benim tahmin

ettigim gibi ...” diyebildiklerinde kendilerinden duyduklar1 hognutluk da artmaktadur.

Dizilerin begenilerek izlenmesinde; hem diizenli olarak haftanin ayni giin ve saatinde, hem de ¢ogunlugun
izleyebilecegi saatlerde yaymlanmalari; oldukea genis ve degismeyen bir oyuncu kadrosunun olmasi, aylarca hatta
yillarca ekranda kalmalari, genellikle kiigiik bir toplumsal kesimi ya da genis bir aile tizerine odaklanmasi, gercek
zaman ve gergekgi olaylar tizerine kurulmasi, olaylarin i¢-ige 6rgiisii, sorun ¢6zmenin benzer ya da farkli bigimleri-
nin tekrar tekrar denenmesi, dedikodu, kiskanglik ve entrikalarin bollugu, duygusal erkekler, giiclii kadinlar... gibi
ozellikler de etkili olmaktadir.

TURK DIiZILERININ TOPLUMA SUNDUKLARI

Tirkiye yapimu dizilerin ¢ogu ayni sablon tizerine kurulmustur. Yapimcilar: ve yayinlandiklar: kanallar farkls
da olsa 6ykiiniin tasarimi benzer 6zellikler gostermektedir. Gelistirilen dykiilerinin yapisi tig agag1 bes yukari soyle:
: Dizi bir hata (egemen kiiltiiriin yasakladigi ya da hos karsilamadig1 bir davranis) ile basliyor. Devaminda bu hataya
bir bagka hatayla (siddet kullanimi) kargilik veriliyor; sonunda bir ¢éziime (egemen kiiltiiriin onayladigi bir ¢6ziim)

ulagiliyor. Eskinin Yesilcam Filmlerindeki 6ykiiler gibi...

Sézgelimi Kanal D’de yayinlanmakta olan “Bir Cocuk Sevdim” dizisinde; resit bile olmamis yoksul kiz, sev-
gilisiyle isteyerek cinsel iligkiye giriyor (bir hata isliyor) ve hamile kalryor. Bdylece en basinda cezasini buluyor. Aile
durumu 6grendiginde; 6zellikle baba kizina psikolojik siddet uyguluyor, dahasi evden gikmasin diye kilit altina ali-
yor. Coziim, ussal olarak bu genglerin evlendirilmesi. Ancak oglanin zengin ama gaddar babasi, kizin gadre

ugramis babasini; insan yerine koyup dinlemek bir yana evden kovuyor. Babanin ve ailenin magduriyeti kizin yaga-
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diklarinin niine gegiyor. Burada hata (evli olmayan iki gencin iligkisi) genellikle ayr1 diinyalarin insanlar1 arasinda

oluyor ve aradaki sinif farki nedeniyle iligkilere bir de nefret boyutu ekleniyor.

Tekelioglu'na gére (2011) iglerin ters gittigi asil mesele cinselliktir; artik anakentlerde kizlar1 eve kapatami-
yorsunuz. O nedenle yeni baglayan dizilerdeki babalarin varsa-yoksa dertleri kizlarinin ev disinda ne yaptigidir. Top-
lum ¢agdaslagmasi elbette istendik bir durumdur; ama cinselligin nasil yasanacagi, daha dogrusu bekaret s6z konusu

oldugunda ¢agdaslasmanin geride durmasi gerekir. Geng kiz igin cinselligin yasanacag1 ortam kocasinin evidir.

Dizilerde ekrana getirilen kadinlarin &ykiileri ya yoktur, ya da son derece yiizeysel anlatilir. Genellikle kis-
kangtirlar, duygulariyla hareket ederler, beklentileri ayan-beyan ortada. S6zgelimi “Canim Ailem” dizisinin {ig neseli
kiz1 tam da bu 6zellikleri yansitmaktadirlar. Dizinin kétii kadini $ehnaz, géziint hurs biirtimiis, kiskang ama higbir
derinligi olmayan bir karakter. S6ziin 6zii dizilerde yaratilan kadinlar, toplumda kendilerine yonelik biitiin 6nyarg:
ve cinsiyet rolleriyle donatilmiglardir. Buna karsilik erkekler bir muamma, anlagilmaz oluyorlar. Suskun, gizemli,
duygularini kolay kolay agiga vurmuyorlar. Hikmet dolu szler ediyorlar. Oykiileri cok karmagik; dolayisiyla onlarin
yapip ettikleri gegmiste yasananlara bagh bir kin, yasanilan bir sarsinti, yoksulluk ya da olumsuz kogullarda yaganan
bir ¢ocukluk olabilmektedir. Dizilerde sergilenen bu tutum erkek egemen zihniyetin yeniden tiretimidir kuskusuz
(Tekelioglu, 2009).

Kadinlar kétiiliik yapmada, diizenbazlik ve geytanlikta her zaman erkekleri gegmektedir. Oyle ki kadinlarin
dizilerdeki resmedilisi; kotiilitkk onlarin dogasinda varmig duygusu uyandirmaktadir. Buna karsilik erkeklerdeki ko-
tulikler toplumsallagma siirecinin bir sonucudur. Onlar sug iireten ortamlarda buytidiikleri igin suga yonelmekte-
dirler. Ornegin “Ask ve Ceza’nin $ah Nur Anasi, oglunun katil olmasina gz yumabilen, sinirlendigi i¢in torununu
kizinin elinden alabilen bir kotiiliik kaynagidir. Iktidarina yonelik herhangi bir tehdit algisi nereden-kimden gelirse
gelsin yok etmek i¢in her kotalugi yapabilir.

Kadin erkek arasindaki bir bagka fark; erkek kisa yoldan isini bitirmek isterken, kadin kedi-fare oyununa gi-
rismekte, siirtindiirme, giiniinii gosterme yolunu se¢mektedir. Komedi tiiriindeki dizilerde sergilenen gariplik ya
da —s6ziim ona- komikliklerin kadina ydnelik siddetin mantiga biiriindiiriilmesinedir. “Alemin Krali” isimli dizide

yapilan kadina yonelik siddetin mesrulastirilmasi yoniinde isledigini soylemek yanlis olmayacaktir.

Dizilerin kimilerinde; s6zgelimi Star T'V’de yayinlanan “Firar” ‘da, Dogu’ya iligkin tiim sehir efsaneleri resmi-
gegit yapryor. Dizi, Dogu’ya dair her tiirlii hurafeyi yeniden canlandirarak oradaki diinyay1 ‘olumsuzlarken, insanla-

rin1 da Stekilestirmektedir Tekelioglu (2011)

Cok tanrili dinlerin hepsinde basat olan kadin diismanlig: ile ailenin kutsallig ve vazgecilmezligi dizlerde
farkli bigimlerde ve déne déne tekrarlanarak yeniden iiretilmektedir. Oyle Bir Geger Zaman ki” bir kadin igin evini
terk eden bir babadan hareketle kurulmus. Aslinda bu durum ¢okga yasanan ve son siginak olan ailenin sarsilmasryla
ilgili oldugu icin de ilging bulunmaktadir (Tekelioglu, 2011). Babanin evi terke etmesi; ailenin toplumsal statiisiinii
alagag ettigi gibi; baba denetiminden 6zgiirlesen iki kiz ve erkek ¢ocugun ask iligkileri ve evliliklerinde yasadiklar:
sorunlar; tam yoluna girdi derken bozulan ya da engellenen mutluluklar hep kutsal ailenin ve aile reisinin yaptig
yanlighiklara mal edilmektedir. Dahasi, insanlarin bir baglarina yasam olanaklarinin olmadig1 duygusu verilmekte-
dir. lle de evlenmek gerekiyor. Evlenildiginde iligkinin kutsalligina saygili olunmadiginda ise olmadik igler agiliyor.
Insanlarin bagi sikigip dara diistiiklerinde (genellikle kadinlar dara diigiiyor) siginacaklari yer karakol, siginma evi,

mahkeme ya da bir bagka resmi otorite degil, daha ¢ok baba evi, koca evi ya da akraba, arkadag yan1 olmaktadur.
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Dizilerin igerigine iligskin yukarida 6rneklenen degerlendirmelerin ve yapilan nitelemelerin genellikle gegerli
oldugu; tam zidd1 6rneklerin her zaman bulunabilecegini belirtmek gerekir. Dizi senaryo yazarlarinn izleyenleri
sagirtan “bu kadar1 da olmaz artik” dedirten olaylar planlamak igin gosterdikleri gabalarin 6ziinde; belli bir reytingi
yakalamak, daha da 6nemlisi stirdiirme gabasinin yattigini kimse saklamiyor. Ancak bu sekilde daha ¢ok izleyici
yakalayip reklamcilara pazarlayabiliyor (Smythe, 1977). Izleyenlerin serbest zamanlari kapitalizm yararina kullani-

lirken, egemen ideolojinin yeniden iiretimi ve pekistirilmesi de kendiliginden gergeklesmis oluyor.

KULTUREL HEGEMONYA YA DA DEVLETIN IDEOLOJIK AYGITLARI

TV’nin dolayisiyla dizilerin izleyenler tizerindeki olasi etkilerinden s6z etmemek bu ¢aligmayi yarim birak-
mak olacaktir. Ancak TV’nin etkileri konusuna kapi aralamak bitmez tiikkenmez tartigmalarin i¢ine dalmak demek-
tir. Bu konuda taban tabana zit goriiglerin oldugu bilinmektedir. O nedenle burada; sadece Antonio Gramscinin
“kiiltiirel hegemonya” ve Louis Althousser’in “devletin ideolojik aygitlar1” kavramlarindan yola ¢ikarak TV nin
dolayisiyla dizilerin etkilerine kisaca deginilecek ve sonunda neden soruna bu iki diistiiniiriin gorisleri agisindan

yaklagildigs bir aragtirmanin bulgulariyla yanitlanmaya ¢alisilacaktur.

Ideoloji; insanlarin diisiince ve davraniglarini etkileyen ve cesitli kaynaklardan beslenen (Mardin, 1969: 16)
ya da belli bir sinifa ya da gruba 6zgii inanglar sistemidir. Bell (1960) ise siyasal sistemlerin bir goriintiisii, drdiikleri

bir ag olarak tanimliyor ideolojiyi.

Egemen ideoloji, varlhigini bu otomatik biling yiiklemeye bor¢ludur. Althousse’e gore insanlara ideoloji yiik-
leme adeta otomatik, kendiliginden gerceklesmektedir. Toplumdaki gelenekler, gorenekler, din ve 6teki toplumsal
aligkanliklar, kitle iletigim araglar1 var oldukea ideolojiler de yasayacaktir. Insanlar1 okul ¢aginda okul, egitim sistemi
ya da aile denetlerken, olgun yasta bireyin ideolojik denetimi daha ¢ok din ve kitle iletisim araglarina geger. Dolay-
styla insan1 bigimlendirip yonlendiren ve denetleyen bu saydigim aygitlardir. Althousse bunlara devletin ideolojik
aygitlar1 diyor. Bu mekanizmalar araciligiyla egemen ideolojinin benimsetilmesi, Gramsci'de “kiiltiirel hegemonya”

kavramiyla agiklamaktadir. Gramsci “insani kafasindan yakaladiniz my, kol ve bacaklar kolay gelir” diyor.

Bu 6zet bilgiden sonra; asagida deginilen aragtirma sonuglar1 dikkate alindiginda, her iki bilim insaninin go-

rugleri daha bir anlam kazanmaktadir.

Diinyanin birgok tilkesinde ayni1 soru setiyle uygulanan ve dolayisiyla Tiirkiye'de de tekrarlanan 2011 Diinya

Degerler Aragtirmasinda sorulan kimi sorular ve alinan yanitlar sdyledir ( Tekelioglu, 2011).

“Baz1 kadinlar kocalarindan dayak yemeyi hak ediyor” gibi bir “tutum” igeren ifadeyi kabul edenlerin oram
ytzde 39°dur. Daha da acisi, bu ciimleyle hemfikir olan kadinlarin oraniysa yiizde 27. “Bir erkegin birden fazla ka-
risinin olmasi kabul edilebilir” ifadesini kabul edenlerin orani yiizde 39; bu ifadeyi kabul eden kadinlarin oraniysa,

diisiik ama hélen yiizde 20 gibi bir seviyede.

“Ev kadin1 olmak da, galismak ve para kazanmak kadar tatmin edicidir”. Bu konudaki genel kabul yiizde 54
gibi kadinin is yasaminda neden az bulundugunu agiklayacak oranda. Bu ifadeye katilan kadinlarin oraniysa daha da

yiksek, ytizde 66.

“Ulkede, eger insanlar is bulamuyorsa, ¢alismak kadinlardan ¢ok erkeklerin hakkidir” ifadesine kadinlarin ya-
risindan ¢ogu (yiizde 54) katilliyor. “Eger bir kadin, kocasindan daha fazla para kazaniyorsa, bu durum evlilikte

sorunlara yol agar” ifadesine erkeklerin yiizde 52’si, kadinlarin ytizde 45’i katilryor.
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Peki, yillar i¢inde bir degisim olmus mu? Arastirmanin Tiirkiye ayagini yiiriiten aragtirmacinin yanitlarina gore; Or-
negin, birden ¢ok es durumunun kabulii 1990°da yiizde 10, 2009°da yiizde 11 iken, 2011 aragtirmasinda ytizde 23’
yiikselmis. 1996°da kadina gerekirse kocasi tarafindan siddet uygulanabilir ifadesi ytizde 19 oraninda desteklenirken,
2011°de bu oran yiizde 30 seviyesine yiikseliyor.

Devletin ideolojik aygit1 olarak egitim sisteminin Tiirkiye’deki yeniden yapilandirilmasiyla getirilecek diizen-
lemelerin diyelim ki bir 10 y1l sonra yukaridaki yanitlari nasil degistirecegini soylemek igin miineccim olmak gerek-

mez herhalde...
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KURESEL KAMUOYUNUN YUKSELISINDE INTERNET KULLANIM
PRATIKLERI: "Universite Gengliginin Farkindalig1” Uzerine Yapilan Bir Arastirma

Ahsen ARMAGAN!
Nimet ONUR?

Giiniimiizde uluslararasi ekonomik temelli entegrasyonlar, kiiltiirel birlesmeleri de gerektirmektedir. Bu ne-
denle kiiresel kamuoyunun birgok konuda yonlendirilmesi 6nemlidir. Internetin ve telekomiinikasyon olanaklari-
nin artmasi ve giderek giindelik yasamda daha ¢ok yerlerini almasiyla, uluslararasi iletisim ortaminda daha ¢ok bilgi
paylasimi gergeklesmektedir. Birgok ulusal ve uluslararasi toplumsal olaylarla ilgili kiiresel kamuoyu, kiiresel giigler
tarafindan internet iizerinden dolagim kazanan degerlerle yonlendirilmektedir. Dolayisiyla internet kiiresel sistemin
hegemonyasinin kuruldugu bir toplumsal etkilesim ortamidur.

Gengler, diger yas gruplarina gore daha yogun internet kullanmaktadir. Kiiresel giicler tarafindan sosyal med-
ya tizerinden bir¢ok toplumsal olaylar anlamlandirilmakta ve deger yiiklii igeriklerle haber portallarinda yerlerini
alabilmektedir. Siireg ulus i¢inde oldugu kadar, ulus 6tesi olusumlar hakkinda da gengleri daha ¢ok bilgilendirmek-
te ve bilinglendirmektedir. Bu bilingle diinyanin gesitli bolgelerinden gengler, internet tizerinde bulusarak, ortak
yonelimler kazanabilmekte hatta harekete gecirebilmektedirler. Dolayisiyla gengler, internet ortamindaki haberlere
baglanarak, telekomiinikasyon olanaklarinin sinirlarini agmakta, yeni 6zgiirlikk ve etkilesim ortamlarinin arasinda
kamuoyu olusumuna katilabilmektedirler. S6z konusu ortam, titketime sundugu bilgi cesitliligi icinde “yanls biling”
gelistirebilmesinin yan sira, “ideolojik bir rizanin” saglanabildigi, iletisimsel eylem pratiklerin yagsandigi uzamlara
dontigmektedir.

Bu galismada; tiniversite 6grencilerinin, egitim formasyonlari geregi “daha bilingli olabilecekleri varsayilarak”,
sosyal olaylarla ilgili bilgi edinim siireci, internette tizerindeki hareketlilikleri ve iletisim pratikleri sorgulanmaktadir.

Anahtar Kelimeler: Internet, kamuoyu, genglik.

THE ROLE OF THE INTERNET EXPERIENCE IN THE RISE OF THE GLOBAL PUBLICOPI-
NION: A Research Carried on the Perception of the University Youth

Nowdays economically based international integrations require also cultural gathering. For this reason, the
orientation of the global public opinion in various aspects is important. The enhancement of the internet and tele-
communication tools gradually taking an important place in the daily life, necessitate the more sharing of knowledge
at the international communication media. Global public oppinion related with numerous national and internatio-
nal social events are manipulated by the values circulated on internet is social interactif medium estabilished by the
hegemony of the global system.

Young people use the internet more intensively than the older ones. The manipulated concepts and the valu-
es attributed to the social events at the social media by the global powers take place in the news portals. This process
abundantly informs and makes conscience the youngsters about the national formations as much as the internatio-
nal ones. With this consciousness the youngsters from different parts of the world meet together on the internet and
gain similar orientations, even take actions. Hence, the young people oriented by the internet news exceed the limits
of the telecommunication means and take part in the formation of the public opinion in auro of the new freedom
and interaction media. The medium concerned, in the variety of information presented to conscuption, developping
mis consciousness together with provision of ideological consent, is transformed to the space where communicati-
onal actional experiences take place.

In this work; The university students are assumed to be more counscious, owing to their educational forma-
tions, their knowledge process related with social events, internet mobility and communicational experiences are
investigated.

Key words: Internet, public opinion, youth

1 Dog. Dr. Ege Universitesi Iletisim Fakiiltesi Gazetecilik Boliimii, e-mail: ahsenar@mynet.com.
2 Prof.Dr. Ege Universitesi Iletisim Fakiiltesi Radyo-Televizyon ve Sinema Béliimii
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GIRIS

I¢inde bulundugumuz siireg kiiresellesme, sanayi sonrasi toplum, postmodernizm, radikallesen modernlik,
kapitalizmin son kertesi, enformasyon toplumu tanimlari ile ifade edilse de bu yeni form igin de farkli bir diinya
diizeni i¢inde yasadigimiz kusgku gétiirmemektedir. Seksenli yillardan sonra ivme kazanan yasanilan bu degisim ve
dontsimiin merkezinde, teknolojik ilerlemeye kosut olarak gelisen yeni iletisim teknolojileri ve 6zelde de bilgisayar
aglar1 ve teknolojisiyle diinya yiiziindeki bireylerin birbirine baglanmasi, ekonomik, politik, sosyal ve kiiltiirel alan-
larda birbirleri ile entegre olmasi bigiminde belirtilmektedir.

D.Bell, Kahn, A Toffler gibi (Porat, 1997:122) ¢ogu diisiiniir bu evreyi, Mc Luhan’in kiiresel koy metaforun-
dan hareketle betimlemeye calistig1 gibi, Myrowitz'de (Timisi, 2003:140), yeni iletisim teknoloji ve aglarinin diinya-
y1 kaplayarak zaman ve uzam kavramini ortadan kaldirdigini Global Village'de yasamlarimizi siirdiirdéigiimiizii ifade
etmektedir. Yine Harvey (Sucu, 2011:2) i¢inde bulunulan ani, zaman ve mekan sikismasi olarak nitelemekte, Healy
bu araglar sayesinde uygarligin son halkasina gelindigini hecelerken, Kellner de iletisim teknoloji ve aglarinin gele-
neksel egemenlik iligkilerini doniistiiren ve insanligin yeni toplumsal iligski bigimlerinin alani olarak gérmektedir.

Manuel Castells de yeni ag toplumunun merkezine interneti koymakta, ekonomik, politik, toplumsal ve kiil-
tirin degisim ve doniisiimiinde, yeni iletisim teknolojilerine 6zelde de internete bes islev yiiklemektedir. Bunlar
sirasi ile; enformasyon temel hammaddedir, internet her alana global 6lgekte yayilmistir, ag mantig1 yerlesmistir, aga
entegrasyon esneklik iizerine kurulmustur ve yeniden 6rgiitlenebilir, teknolojiler biiyiik oranda merkezilesmis bir
sistem iginde yondesmektedir (Castells, 2005:27).

My Field (2010:5-10) yeni internet teknolojisi ile diinya iilkeleri arasindaki paylasimciligin, seffafligin, kati-
limciligin, sosyalizasyonun ve geri bildirim almanin artmasi ile biitiinlesik merkezlerin oldugunu, yerelin kiiresele
taginarak simetrik iletisim ortamu iginde herkesin, her kosede olup bitenden haberdar oldugu ifade edilmektedir.

1990l yillardan itibaren tiim sektorlerde tiretim siiregleri, bilgi teknolojileri ve bilgiye yapilan yatirim tize-
rinden ilerlemektedir. Yeni iiretim teknolojileri bilisim teknolojileri tizerinden ilerledigi i¢in, her iletim teknolojileri
diger teknolojilerle eklemlenmektedir. Bu durum, salt tiretim ve hizmet yapilarini déniistiirmemekte, ayn1 zamanda
kamuoyunun duyarlihginin gelismesinde gerekli olan bir alt yapiy1 insa etmis olmaktadir.

Kapitalizmin soguk savas doneminde ABD’de ortaya ¢ikan ve Avrupa'da yayilan internet ilk kez savunma ve
akademik ¢alisma amach kullanilmistir.Elektronik posta, tartisma gruplari, uzak veri tabanlarina erigim islevini yiik-
lenmis ve 2000 yilinda World Wide Web’in kurulmast ile bireyselleserek yayginlagmus, ekonomik, politik ve kiiltiirel
geciskenligin saglanmasinin bag aktorii haline gelmistir. Ozellikle web sitelerinin ve portallarinin yayginlagip, sosyal
medyanin islerlik kazanmasi, toplumlardaki gesitli katmanlardaki bireyleri, kurumlarin, devletlerin yerel, ulusal ve
ulus 6tesi diizlemde etkilesimini yogunlagtirmistir. E§ zamanli olarak kullanilan e-mail, sohbet odalar, bloglar, fo-
rum odalari arasinda iletigimin yogun yasandig: bir alan olugturmustur (Sener, 2006:60-67). Ortacagin sonunda
yiikselen sanayi burjuvazisinin ¢ok ihtiya¢ duydugu kamusal alan giiniimiizde internet ortamina tagmmugtir.Gelisi-
minden bu yana yeni iletisim teknolojilerine farkli ideolojik yaklagimlarin oldugu dikkati ¢ekmektedir. Bunlar1 iki
kutupta toplamak mimkiindir.

Goriiglerden bazilarinca; internetin olusturdugu alan kiiresel kapitalizmin ve kurumlarinin niifuz ettigi, di-
stincelerin pazarlanmasinin mecra olarak goriiliirken, digerlerince de birey ve gruplarin kendini 6zgiirce ifade ede-
bildigi bir alan olarak kabul edilmektedir (Sener, 2006:60-70).

Bir yandan esnek iiretim, internet tizerinde 6rgiitlenerek kapitalizmin toplumsal iligkilerini yayginlastirirken
diger yandan da giindelik yasam gerceklerinden alikonmus 6tekilenerek susturulmus muhalefetin sesi, ancak bu 6z-
giir ortamda yiikselebilmistir. Kapitalist tiretim bigimlerinin dogurdugu 6zel sermayenin gokuluslu sirketleri, kiire-
sel capli hegemonyalarini bu aragla siirdiirmekte, yeni pazarlar yaratabilmek i¢in reklam endiistrisini pompalayarak
kapitalist degerleri yerlestirmektedir. Diger yandan internet; 6zgiir iradeleri ile farkli kamusal alanda boy gosteren
kamuoyunu ulus 6tesine tasiyarak egemen karar mekanizmalarini sarsabilmektedir.

Internet bir yandan uluslar arasi érgiitlerin devletler ile iliskisini kolaylagtirirken diger yandan vatandaglar
hakkinda bilgi toplamak ve gozetleme islevini yerine getirmek igin kullanilan bir denetim mekanizmas: sunmakta-
dir.internetle biryandan kullanici etkin kilinmakta ve denetlenmesi zor olan alanda sanal cemaatler, e posta zinciri
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ve sohbet odalarinda binlerce konu tartigilarak toplumsal ¢esitliligin yolu acilmakta iken diger yandan kapitalizmin
etkisi altinda popiiler kiiltiir iginde apolitize olmus bireylerden demokrasiyi yeniden insa etmeleri konusunda yurt-
taglik hizmeti beklenmektedir.Internetin gelismesi ve kiiresel kamuoyu olusumunun zemini olusturulmakta, ortaya
ctkan gelismelerin degerlendirilmesinde iki farkli yaklagim s6z konusudur.

1- NEO-LIBERALIZM YORUNGESINDE IYIMSER GORUSU SAVUNANLAR

Mc Luhan’in kiiresel koy ve elektronik etkilesimin yeniden kazandirdig1 sozel gelenek ile son bulan mekanik
Gelin’i, Masuda’nin kiiresel enformasyon toplumu, Bell'in endiistiiri sonrasi teknokratik toplum adlandirilmalari ile
insanlik tarih boyunca ilk kez emek giiciiyle degil beyin giiciiyle iiretim siirecinde yer almaktadir. Toplumsal diizen-
lemelerde ezenler ezilenler, kazananlar kaybedenler, yonetenler yonetilenler kategorileri yok olarak yeni bir uygarlik
diizeyine evrilmektedir. Yeni iletisim teknolojileri ile siire¢ kendi 6zgiil bigimlerini gelistirip gelecegin politikasi sap-
tanmaktadir. Ozelde de internet ile yeni iligki bigimleri ile sanal mekan, sanal gergeklik, sanal cemaatler ve kimlikler
gibi yeni kavramlar hayatimiza getirmektedir.

Internet; insanlarin her tiirlii fikir, diisiince, deneyim ve bilgi perspektifini kullandiklar1 8zgiir online bir plat-
formdur. Facebook, Twitter, Linked-in, Youtube gibi sosyal aglarin yaninda Web 2.0 ‘in kapsadigi blog ve mikro
bloglar, agik kaynak ansiklopediler, fotograf, video, ses, miizik, anlik mesajlagma uygulamalari, forumlar, sanal oyun
ve sanal gruplar1 da kapsayan genis bir mecra sunmaktadur.

Internet ya da sosyal medya aracilhigiyla bireyler giinliik diisiincelerini cekincesizce birbirlerine iletebilmekte,
esitler arasinda bir miizakere ve elestiri zemini olusmaktadir. Ayrica multimedya yondesmesi ile farkli fotograf ve
videolar paylasabilmekte, banka isleri, alis-veris yapmak kolaylagmakta, bireyler bu araglar yolu ile is ve es arayip
bulabilmekte, sanal alemin biiyiisii icinde kaybolmaktadir (Hagen, 2005:450).

Castells (2005,124) yeni teknolojilerin diinya yasam standartlarinin yiikselip esitsizliklerin giderilmesinde
yeni bir gii¢ oldugunu ve teknolojiye dayali yeni bir toplumsal sinifin ¢iktigini ifade ederken diinya yiiziinde her
alanda etkinlik ve optimizasyona dayali rasyonaliteye evrilindigini ve diinya ytiziinde radikal doniisiimlerin yasana-
cagini belirtmektedir. Masuda'da evrensel bolluk toplumlar: ¢agina girildigini soylemektedir (Masuda, 2007:303).
Benedict (2004:342) gercek mekanin hareket etme 8zgiirliigiinii saglasa da, sanal mekanin ¢ok boyutlulugu, siirek-
liligi, kayganligi, yogunlugu ve geciskenligi nedeni ile bireylerin ve gruplarin hareket 6zgiirliigiini en st seviyeye
tasidigini belirtilmektedir.

Sanal mekan; bireylere psikolojik bir rahatlama ve doyum saglamakta, bireyler kendi benlik ve diisiince yapi-
larinin uzantis olarak gérmeleri nedeni ile de, tiim hayatlarini, gereksinimlerini, imit ve beklentilerini bu mekana
aktararak intra psijik bir tatmin saglamaktadirlar. Bu griisii paylasan Gibson (Timisi 2003:121) aglarin ag1 olarak
taninan internetin, bireyleri sanal gerceklik yetisiyle kurgulayarak sanal toplum haline getirdigini ifade etmekte ve
sanallagan mekani, mekani olmayan yerde etkilesim i¢inde olunan ortak uzlagimsal halisilasyon alani olarak tanimla-
maktadir. Sanal mekanda siradan insan (Timisi 2003:148) yonlendirilebilir, yeniden yaratilabilir, kontrol edilebilir,
egitilebilir, dayanigma arayabilir, egemenlik kazanip kaybedebilir. Genellikle onun anonim yapis1 nedeni ile sanal
kimlikler, cinsiyet, goriiniis ve diger 6zelliklerini degistirebilir, nick name kullanabilir yada maskelerini firlatip atabi-
lir. Gorildiigii gibi, neoliberal kuramcilar tarafindan internete yiiklenen misyon sadece ekonomik ve kiiltiirel alanda
degil bunun ¢ok 6tesinde gerceklesmektedir.

Neoliberal kuramcilarin ¢agimiz teknolojisine yaptiklar1 en 6nemli vurgulardan birisi de tarihi siireg i¢inde
ugruna pek ¢ok seyin feda edilerek verildigi demokratiklesme ve kamusal alanin yeniden tiretimi ve kamuoyu olug-
turma misyonudur.

Ozellikle, internetin enformasyon bollugu sayesinde bireysel bilinclenme saglanacak ve yurttaglik kiiltiiri
olusup yayginlastirip, siyasal katilim artarak muhalif seslerle alternatif gruplari harekete gecip giiclii bir kamuoyu
yaratilacaktir. Internet, sivil toplumun sesi olan STKlar1 farkli sorunlar konusunda harekete gecirip, karar siireglerin-
den pay almaya zorlayarak demokratiklesmenin yolu agilacaktir (Curan, 1997:142). Béylece cagimizda toplumlar
esitlik, ozgiirliik ve seffafliga dogru evrilecektir.

Internetin diisiince olusturma ve diisiinceleri ifade edip yayma &zgiirliigiindeki sinir tanimazligy, kiiresel ka-
muoyunun yaratilmasinda oldukga islevseldir. Ayrica giintimiizde sik¢a yasanan bir durumdur. Bu yolla hitkiimet-
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leri gozlemleyip denetlemek ve skandal politikalara karg: politik katilima mesruiyet kazandirmak kolaylasmaktadir
(Castells, 2003:150)

Poster de internetin 6zneyi yeni ve ¢oklu kimlikler yoluyla insa ederken iletisimi demateryalize hale getir-
digini, sdylemsel alanlar1 esitleyip, genisletip kiiresele baglayarak siber demokrasiyi giiglendirdigini belirtmektedir
(Poster, 1995).

Timisi'ye (2003:193) gore internet; demokrasi ve kamuoyu iizerine vurgu yapan diisiiniirlerin ¢ogu bes ana
nokta tizerinde odaklanmistir. Bunlar; enformasyona kolay ve yeterli diizeyde erisim, otoriteden ademi merkeziyet-
cilige ve yatay iligkilere yonelim, diisiinceleri ifade ve yayma 6zgiirliigiinde sinir tanimazlik ve kontroliin minimuma
inmesi, politik alanda katilima ivme kazandirmasj, sivil toplumun kiiresellesmesi ve kamuoyunun harekete ge¢mesi-

dir.

Habermas’in tasarladigy, yurttaglarin kanaat ve iradelerinin yansidig, adalet ve 6zgiirlitk miicadelesinin ve-
rildigi, siyasal iktidarin 6z yonetim (Porat, 2005:435) ilkesini benimseyip rasyonalite ve iletisimsel akli talep ettigi
kamusal alanda, internet yolu ile yeni kamuoyu filizlenebilecektir. i¢ ve dis baskilardan azade olarak, herkesin her
iddiay1 gekincesizce sorgulayip dillendirebilecegi ve esitler arasinda miizakere zemininde bulusabilecegi bu durum
sosyal medya dolayimi ile gerceklesebilecektir. Zaten de internetin anarsik dogasi ve interaktif iletisime yol agmasi
kamuoyuna ulusal ve uluslararasinda bir miicadele ekseni sunmaktadr.

Rheingel (1993:149) internetin sanal gruplarin alternatif toplanma mekanlari olarak, yeni agoralar yarattigini,
yeterli say1da insanin insani duygularla siber uzamda iligkiler kurarak toplumsal sorunlar: tartisabildigini “The Virtu-
al Community” eserinde belirtmektedir. Sanal gruplar, sanal gerceklik tizerinden titopyaci projeler gelistirmekte ve
gercek diinyada yoksun birakilan tiim 6diil ve fantazyalara sanal alemde ulagilabilmektedir. Sanki 6tekilerle bedensiz
iliski kurmada kendilerine bir sanal hareket alani yaratmakta, coklu kimliklerle etkilesime gecebilmektedir (Robins,
1999:148).

Baskinin hissedilmedigi bir yerde siiper egolarindan soyutlanarak benlerinin 6zgiirce tadina varabilmektedir
(Giirhani, 2004).

Bu yolla Bosnali, Kosavali savas kurbanlarinin, Sirp muhaliflerin, Zapatistalarin Seattle’daki kiiresellesme kar-
sit1 hareketlerin, Ingiltere ve ABD’deki sistem karsit1 hareketlerin, son olarak da Arap Baharini destekleyen muhalif
hareketlerin, kamuoyu yaratilarak domino tas1 etkisi ile tiim Arap tilkelerine yayginlagsmasinda, e gruplar olarak sanal
gruplarin etkisi gok olmustur. Olaylarin ve sorunlarin uluslar arasi diizleme tasinmasinda ve kamuoyu olusturmada
sanal cemaatler gii¢ birligi ile hak ihlallerine, hiyerarsiye ve biirokrasiye meydan okuyabilmistir.

2-ELESTIREL PERPEKTIFTEN YAKLASANLAR

Iyimser goriisii savunanlara kargt H.Marcuse, R.Bahro, J.Galtung, F.Schumacker gibi diisiiniirler bu siireci
medya emperyalizminin en siddetli buna karsin daha az algilanabilen agamasinin yagandig1 ve insanligin biyiik de-
mokrasi yiiriiyiisiiniin bazen kendi enkazina basarak devam ettigi donem olarak nitelemektedir (Onder, 2002:10).
Kapitalizmin kogullarinda kar pesinde kosan ¢ok uluslu sirketler totaliter tiranligini ilan etmekte, iktidar ve kar mii-
cadelesi kiiresel 6lcekte olmaktadir. Iletisim aginda basta internet olmak tizere tiim teknolojik gelismeler, bir¢ok
¢ok uluslu sirketlerin elinde bulunmaktadir. Bilgisayarda kodlanarak veri bigimine déniismiis ve sinurlar arasi veri
dolagiminda énemli rol oynayan operasyonel (yonetsel) veriler, parasal iglemler, kisilerin kimlikleri ile ilgili bilgiler,
bilimsel ve teknik bilgiler ¢ok uluslu bilgisayar iletisim sistemleri ile dev ¢ok uluslu bankalar tarafindan kontrol edil-
mektedir (Topuz, 1984:168).

Virilio da (Giiliim, 2006:137) internet gibi ¢oklu medya ortamlarinin kendi celiskisini icinde tagidigini, 6z-
giirliik yerine yeni totalitarizme yol a¢tigini sanal diinyanin gercek diinyay: ortadan kaldirdigini ifade etmektedir.
Ayrica internet teknolojisinde enformasyonun miktar: ve tiirii agir1 artig gostermekte, enformasyon pargalanmakta
ve bireysellesmekte, kolektif biling ortadan kaybolmakla edilgen izleyici kitlesi artmaktadir. Enformasyon otoyollar:
reklam, Pazar ve eglencenin egemen oldugu ticari ¢ikar i¢in kullanilmakta, tiiketim kiiltiirii yayginlagmakta, kiltir
trtinleri metalagarak kar mantigina yonelik olarak alinir satilir duruma biiriinmektedir. Kellner'in deyimiyle enfo

eglence toplumu yaratilmaktadir (Kellner, http://www.uta.edu/huma/illuminations/kell32.htm).
Kaplan da (1991:141), yeni iletisim teknoloji araglari ile kapitalist iiretim bigimleri ve iligkilerinin diinya yii-
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ziine yaymlagmasi sonucunda yerel kiiltiirlerin metalagtirilarak kiiresele katildigini ve tek bir kiiresel kiltiir altinda
kar maksimizasyonuna baglanan giiglerce diinyanin denetlenmesinin kolaylastigini bu nedenle bu araglarla demok-
ratiklesme yaratmasinin bir fanteziden ibaret oldugunu ifade etmektedir. Siyasetin ve demokrasinin popiiler kiiltii-
riin dinamiklerine gore sekillendigi sayisal esitsizligin kiiresel arenada artarak siirdigiini siyasal politik katilimin se-
¢im zamanlarina indirgendigi, a politiklesen yurttaslarca kamusal sorunlarin geri plana itilip kamuoyu olusturmada
toplumsal baglamin ortadan kalktig1 bu siirecte, internet dolayimu ile; ugruna tarihi siireg iginde gaba harcanan ve
aydinlanmanin mirasi olan demokratiklesmenin nasil gergeklesebilecegi kuskular: arttirmaktadur. Ozellikle sanal or-
tamda pargali kimlikleri ile kendi yalmizligina itilen bireyler giin gectikce anlama, karar verme ve direnme yetilerini
kaybetmekte ve kolektif biling zayiflamaktadur.

Ayrica tilkeler arasi ve tilke i¢indeki internet kullanimindaki sayisal u¢urumlar, internetin ekonomi politik
yapist (tekellesme), internet kullanicilari ile kullanmayanlar arasindaki toplumsal tabakalagmanin artirmaktadir. In-
ternetin kapitalist iilkelerce bir gézetim ve denetim araci olarak islev gormesi, demokratik bir zeminde farkli kamusal
sorunlar i¢in, ulusal ve uluslar aras: eksende kamuoyu yaratabilme giiciinii zayiflatmaktadir (Timisi, 2003:216).

Internette kullanilan dil Ingilizcedir. Kiiresel iletisime katilma bu dili bilmeyi gerektirmektedir. Oysa sanal
cemaatlerin birbirleri ile olan ortakliklar1 dil sayesinde gerceklesmektedir. Kald: ki sanal cemaatlerin simetriyi 6ne
ctkaracak farklilagmayi siirekli reddetmeleri, kargit goriisleri 6tekileyip kendinden olmayanlar: reddetmeleri bunlar
arasindaki statii esitsizligini arttirirken, demokratiklesme ve kamuoyu olusturma pratiklerine de giiveni zedelemek-
tedir. Bu durumu destekleyen Demircan da (2006:29) gevrimigi tartigma siirecinin parcali ve biitiinlesmeden uzak
bir kamusal alan yarattigini ifade etmektedir.

Gorildigi tizere modernlesme doneminde oldugu gibi, giiniimiiz post modern toplumlarinda da kapitalist
tiretim bi¢imi altinda internet, kiiresel ¢apta rizann iiretimi ve panopticon 6zellikleri ile kendi hegemonyasini, eko-
nomik, kiltiirel ve politik alanda siirdiirmeye devam ettirmektedir.

3-ARASTIRMANIN YONTEMI VE KULLANILAN TEKNIKLER

a) Aragtirmanin Amaci:

Bu aragtirmada; tiniversite 6grencilerinin egitim formasyonlar1 geregi daha bilingli olabilecekleri varsayilarak,
“sosyal olaylarla ilgili bilgi edinim stirecini nasil sagladiklar1 ve internet tizerindeki hareketlilikleri gibi iletisim pra-
tiklerinin sorgulanmasini temel amag olarak alinmistir. Betimsel nitelikli bir aragtirmadir.

b) Aragtirmanin Degiskenleri:
Bagimsiz Degisken:

-Cinsiyet

Bagimlhi Degisken:

-Haber tiiketim aligkanlig

-Haber kaynagina duyulan giiven
-Sosyal medyada katilim aligkanlig
¢) Aragtirmanin Hipotezleri:

H1: Internet kullanim durumu ve amaci, haber kaynagina karst duyulan giiven ve sosyal medyaya katilim
cinsiyete gore degismektedir.

HO: Internet kullanimi, internet kaynagina karsi duyulan giiven ve sosyal medyaya katilim, cinsiyete gore
degismemektedir.

d) Arastirmanin Sinirhiliklar::

Bu aragtirmanin ilk sinirhihigr sadece internet kullanan &grencileri temel almaktadir. Erigim olanagina sahip
olmayan 6grenciler aragtirma kapsami disinda birakilmigtir. Diger bir sinirlilik da sadece Ege Universitesi Iletisim
Fakiiltesi'ndeki 6rgiin 6grenim goéren 6grenciler tizerinde denenmesi, ikinci 6gretimi dikkate almamasindan kay-
naklanmaktadr.

157



e) Aragtirmanin Evreni ve Orneklemi:

Arastirma evreni Ege Universitesi Iletigim Fakiiltesinde 6grenim géren RTS, Gazetecilik, HIT ve Reklamcilik
Boliimlerindeki 6grencilerin tiimidiir. Orneklememiz tesadiif 6rneklem yontemi ile dort boliimden segilen 121
kisiyi kapsamaktadr.

f) Aragtirmanin Teknigi:
Arastirmada anket teknigi kullanilmus, yiiz yiize goriisme ve gozlem tekniginden de yararlanilmistir.
g) Verilerin Istatistiksel Analizi:

Aragtirma verileri SPSS 16.0 programinda degerlendirilmistir. Siras ile frekans dagilimi, ytizde dagilim ve
hipotezlerin sinanmasinda Ki-Kare teknigi kullanilmugtur.

ARASTIRMA BULGULARININ DEGERLENDIRILMESi

Aragtirmaya konu olan internet kullanim durumu, amaci, duyulan giiven ve sosyal medyaya katilim tist baglik-
lar1 ve ilgili alt bagliklar agsagida degerlendirilmektedir.

I) Demografik Ozellikler
a) Aragtirmaya katilan 6grencilerin % 46.3 i erkekler % 53.7 sini ise kiz 6grenciler olugturmaktadir.

b) Ogrencilerin yas dagilimlarina bakildigina, en fazla pay1 % 52.1 ile 20-25 yas grubu olusturmaktadir. Bunu
% 3.3 ile 15-19 yas grubu ve % 0.8 ile de 26-30 yas grubu arasindaki 6grenciler takip etmektedir.

II) internet Kullanim Durumu

Internet kullanim durumlary, kullaniyorlarsa ne siklikta, kag yildir ve hangi amag icin kullandiklarina dair so-
rulara 6grencilerin verdikleri yanitlar tablolagtirilarak verilmektedir.

Interneti aktif olarak kullaniyorum diyen égrencilerin % 97.5 ile oldukea fazla internet kullanmakta iken,
heniiz % 2.5 gibi bir orandaki 6grenciler de internet kullanmadigini ve internete erisemedigini belirtmislerdir. Uni-
versite 6grencilerinin interneti en azindan bilgiye ve haberlere erisim i¢in kullanma zorunlulugu disinildigiinde
ytuzdelik dilim az olsa da, sayisal ugurumun 6grenciler arasinda olabildigi ifade edilebilir.

a) Internet Kullanim Durumu

Internetin Hangi Siklikla
Kullanildig:

N % Toplam %
8 saatten fazla 25 20.6 24.8
2-8 saat 48 39.7 60.3
1-2 saat 48 39.7 60.3
Toplam 121 100.0 100.0

Ogrencilerin internet kullanim siklig1 irdelendiginde internete en fazla ayrilan payin sirasi ile % 39.7 ile 2-8
saat oldugu dikkat ¢cekmekte, ikinci siray1 % 39.7 1-2 saat aras1 dilim almaktadir. 8 saat tistiinde vakit ayiran 6grenci

kiimesi ise % 20.6 ile tigiincii sirada yer almaktadur.

b) Internetin Kag Yildir Kullanildig:

Kullanim Yil N % Toplam %
10 yil ve tistd 63 52.1 51.0

5-10 yildir 51 42.1 40.0

2-S yildir S 4.1 S.3

Diger 2 1.7 4.1
Toplam 121 100.0 100.0

Ogrencilerin yarisindan fazlasi 10 yilin iizerinde, yarrya yakini da % 42.1 ile 5-10 yildur interneti kullanmakta-
dir. Yeni erisim saglayan 6grenciler sadece % 1.7 gibi ¢ok az bir yiizdeyi temsil etmektedir.
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c) Sosyal Medya Denilince Ne Anlagildig

Anlagilan N % Toplam %
Anlik Erisim 43 35.6 35.6
Paylagim 35 28.9 289
Eglence 10 8.3 8.3
Tletisim 32 26.4 26.4

Diger 1 0.8 0.8
Toplam 121 100.0 100.0

Sosyal medya denilince 6grencilerin ne algiladig1 soruldugunda alg: spektrumunu sirasi ile anlik erisim (%
35.6), paylasim (% 28.9) ve iletisim (% 26.4) olusturmaktadir. Eglence algilar1 daha geri planda kalmaktadir.

d) Internetin Hangi Amagla Kullanildig:

Amag N % Toplam %
Bilgi Edinme 103 85.2 85.2
Haber 9 7.4 7.4
Eglence 9 7.4 7.4
Toplam 121 100.0 100.0

Interneti 6grenciler en fazla (% 85.2) bilgi edinmek i¢in kullanirken, internet kullaniminda eglence ve haber
izleme amaci oldukga diisiik diizeyde (% 7.4) seyretmektedir.

II) Internette Haber Tiiketim Aligkanlig

Ogrencilerin internette haber tiiketim aligkanligini saptayabilmek igin, takip edilen haber tiirlerinin ne oldu-
gu, hangi sosyal medyaya yoneldikleri, hangi haber sitelerini tercih ettiklerine yonelik sorular sorulmusg ve degerlen-
dirilmigtir.

a) Internette Takip Edilen Haber Tiirleri

Haber Tiirleri N % Toplam %
Giindem 100 82.6 82.6
Siyaset 9 7.4 7.4
Ekonomi S 4.1 4.1
Magazin 1 0.8 0.8

Spor S 4.1 4.1
Teknoloji 1 0.8 0.8
Toplam 121 100.0 100.0

Ogrencilerin takip ettigi haber tiirii icerisinde giindem % 82.6 oldukga biiyiik payla yer alirken, siyasete iliskin
haberlerin % 7.4 gibi oldukg¢a diisiik bir pay1 olusturdugu dikkat gekmektedir. En az takip edilen bir haber tiiriiniin
de magazin ve teknolojiye y6nelik haberler oldugu izlenmektedir.

b) Haber Takibinde Kullanilan Sosyal Medya Tiirii

Sosyal Medya Tiirii N % Toplam %
Televizyon 64 52.9 52.9
Gazete 23 19.0 19.0
Internet 30 24.8 24.8
Radyo 2 1.7 1.7

Diger 2 1.7 1.7
Toplam 121 100.0 100.0
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Haber izlemede kullanilan sosyal medya tiirtinde ilk siray1 % 52.9 ile televizyon alirken, ikinci siray1 % 24.8 ile
internet almakta, radyoya yonelim ise yok denecek kadar azalmaktadhr.

c) Haberin Hangi Internet Sitesinden Takip Edildigi

Hangi Internet Sitesi N % Toplam %
e-kolay 37 31.4 31.4
Mynet 24 19.8 19.8
Ntvmsnbc 23 19.0 19.0

Cnn Turk 2 1.7 1.7
Gazetelerin Web Sitesi 34 28.1 28.1
Toplam 121 100.0 100.0

Internetten haber izleyen dgrencilerin gogu e-kolay sitesini tercih etmektedir. Daha sonra diger internet site-
leri yer almaktadir.

d) Haber Sitesini Takip Etme Nedeni

Takip Etme Nedeni N % Toplam %
Siteye Duyulan Sadakat 26 21.5 21.5
Haberde Detayl Bilgi 9 7.4 7.4
Sektorler Hakkinda Bilgi 64 529 529
Kisisel Ilgi 8 6.6 6.6

Diger 14 11.6 11.6
Toplam 121 100.0 100.0

Internet haber sitesini neden takip ettikleri soruldugunda, dgrencilerin yaridan fazlasi sektdrler hakkinda bilgi
edinebilmek oldugu (% 52.9) konusunda goriis bildirmiglerdir.

IV) Internet Haber Kaynagina Duyulan Giiven

a) Takip edilen haber sitesinin verdigi bilgilere giiveniyor musunuz sorusuna % 82.6 égrenci giivendigini be-
lirtirken, % 17.3’4 haber kaynaklarini giivensiz buldugunu belirtmistir.

b) Takip edilen haber sitesinden vazgectiginiz oluyor mu sorusuna, 6grencilerin % 31.5’i sitelere giivenmedigi
icin haberleri bagka siteden takip ettiklerini belirtmislerdir. % 68.6s1 sitesine giivenmedigi halde sitesine sadik kalip
ayni siteden haberleri takip etmeye devam ettigini ifade etmistir.

c) Takip edilen haber sitesinden vazgecme nedeni bir sonraki adimda soruldugunda ise, 6grencilerin farkli
bir siteye yonelmesinin esas nedenini farkli sitenin daha giivenilir olmasindan kaynaklandig ifade edilmigtir (%
70.2). Buna kargin sadece % 14.0’1 kullandiklari sitenin ¢ok fazla reklam ve spam yaptigi igin vazgectigini belirtirken,
%11.7’si tutumlarinin olumsuz etkilenmesi nedeni ile sitelerini kullanmaktan vazgectigini ifade etmistir. Sadece %
5.1 ise 6zel nedenlerini gerekce gostermistir.
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V) Sosyal Medyada Katilim Durumu

Bu baslik altinda 6grencilerin sosyal medyadaki etkilesim 6riintiilerine iligkin algilar1 ve hangi amagla, hangi
gruplara yoneldikleri belirlenmeye ¢alisilacaktir.

Kesinlikle Katilmryorum Kararsizim Katiliyorum Kesinlikle
Katilmiyorum Katilryorum

Katilim Davranisi N % N % N % N % N %

Sosyal medyada 6gren-

digim haberleri bagkala-
r1ile paylagirim 7 5.8 24 19.8 40 33.1 43 38.5 7 5.8

Celisen giindemi 6gren-
mek i¢in bagka kaynak-
lara yonehrlm 3 2.5 17 14.0 32 26.4 48 39.7 21 17.4

Haberin dogru ve yan-

lighgini tartigma gruplari

Internette birden ¢ok

sitedeki gruplarla etkile-
sim kurarim 18 14.9 53 43.8 34 28.1 14 11.6 2 1.7

Kendi gorislerime uy-
gun diisen haber site-
lerine yonelir, o site ile

etkilegsim kurarim.
25 20.7 44 36.4 12 9.9 28 23.1 12 9.9

Karsit gortslerin  yer
aldig: siteleri de ziyaret
eder, onlarla da etkile-

sim kurarim.
10 8.3 18 14.9 9 74 59 48.8 24 19.8

Haber tizerinden olugan
gesitli sosyal gruplar
sosyal medya araciligiile

desteklerim.
11 14.0 26.4 33.9 6

9.1 17 32 41 20 16.5
Toplam 84 100.0 121 100.0 121 100.0 121 100.0 121 100.0

Sosyal medyada 6grendigi haberleri bagkalari ile paylasanlarin goriisiinii savunan 6grencilerin orani yiizdelik
dagilm iginde % 35.5’i olusturmakta, digerleri sirasi ile kararsiz kalmakta ya da bu goriise katilmadigini ifade etmek-
tedir.

Yine birbiri ile celisen giindem maddelerini 6grenmek icin bagka kaynaklara yonelim fikrine katilanlar (39.7
+17.4) % 57.1’i olusturmaktadir.

Haberlerin kaynaginin dogru ya da yanlighgini tartisma gruplar ile paylagirim diyenlerin oranlar1 % 43.0°dur.
Yaridan fazlasi bu goriisii paylasmamaktadr.

Internet etkilesiminde birden fazla sitedeki gruplarla etkilesim kurmak goriisiine katilmayanlar (43.8 + 14.9)
% 58.7 yaridan fazladir. % 28’i kararsiz, katihim gosterenlerise = % 11.6’lik bir pay1 olusturmaktadur.

Ogrenciler arasinda, kendi goriislerine uygun diisen haber sitelerine yonelmediklerini (% 57.1), aksine kargit
goriigiin yer aldigy sitelere daha fazla yoneldiklerini (% 68.6) belirtenlerin orani daha fazla pay1 olusturmaktadir.

Haber tizerinden olusan gesitli sosyal gruplar1 sosyal medya araciligiyla desteklerim gériisiinii savunanlarin
orani ise % 49.4’tiir. Bunu kararsizlar % 26.4 ile, paylagsmayanlar % 23.1 izlemektedir.

HIPOTEZLERIN TEST EDILMESI

Degiskenler ile cinsiyetler arasindaki farklilagma bulgular: arasinda, istatistiksel olarak anlamli iligki tagryanlar
tablolastirilmig, anlamsiz olanlar elemine edilmistir. Yapilan aragtirmada ayrica hipotez testine bu kisimda yer veril-
migtir.
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a) Takip Edilen Haber Sitesinden Vazge¢me ve Cinsiyet Farklilig iligkisi

Cinsiyet Evet Hayir Toplam
N % N % N %
Erkek 2§ 446 |31 554 |56 100.0
Kadin 13 19.0 52 80.0 65 100.0
Toplam 38 3LS |83 68.6 121 100.0
P=,001

Takip edilen haber sitesinden vazgegme ile cinsiyetler arasi iliskiye bakildiginda istatistiksel anlamda farklilas-
ma gosterdigi saptanmugtr.

Kiz 6grencilerin % 80’1 sitelerine sadik kalip, degistirmedigini soylerken erkek 6grencilerin daha az1 % 55.4
sitelerini degistirmedigini belirtmistir. Hipotezimiz bu y6niiyle desteklenmistir.

b) Siteden Vazgecme Nedeni ve Cinsiyet Farklilig: iliskisi

Siteyi Kullanma- | Tutum Degisi- | Sitenin Fazla Diger Toplam
masi mi Reklam Almasi
Cinsiyet [N % N % N % N % N %
Erkek 31 56.4 3 S.5 11 20.0 10 182 |55 |100.0
Kadin 54 83.1 1 1.5 3 4.6 7 10.8 |65 [100.0
Toplam |85 70.8 4 3.3 14 11.7 17 14.2 | 120 |100.0
P=,007

Bir iist sorunun devamu olarak; takip ettigi siteden vazge¢me nedeni olarak, erkeklerin % 56.47ti sadece siteyi
kullanmak istemediklerini belirtirken, bu oran kiz 6grencilerde % 83.1%e ¢tkmaktadir. Hipotezimiz bu anlamda da
desteklenmigtir.

c) Sosyal Medyaya Katilim ve Cinsiyet Farklilig Iliskisi

Cinsiyet |Haberlerin Dogrulugunu, Yanlishgini Tartisma Gruplari ile Paylasma

Kesinlikle Ka- | Katilmiyorum [Karasizzim |Katiliyorum |Kesin Katiliyo-

tilmiyorum rum

N "[% N % N % N % N %
Erkek 8 14.3 11 19.6 12 214 |17 304 |8 14.3
Kadin 2 3.1 15 23.1 21 323 |25 385 |2 3.1
Toplam |10 8.3 26 21.5 33 27.3 |42 34.7 10 8.3

P =,025

Bir haberin dogrulugunu ya da yanhshgini tartisma gruplariyla tartisan 6grencilerin cinsiyetler arasindaki ayi-
rimina bakildiginda istatistiki anlamda bir farkhilagsma gortilmistir. Erkek 6grencilerin toplam % 44.7si gruplara
katilimi gergeklestirirken, kiz 6grencilerin sadece % 41.6’s1 katildigini, % 32.3’t1 kararsiz kaldigini belirtmistir. Hipo-
tezimiz bu anlamda desteklenmisgtir.
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d) Sosyal Medyaya Katilim ve Cinsiyet Farklilig

Haber Uzerinden Olusan Sosyal Gruplar1 Sosyal Medya Uzerinden Destekleme

Cinsiyet Kesinlikle Kesin

Katilmiyorum Katilmryorum |Karasizim | Katiliyorum Katiliyorum Toplam

N |% N % N [% N % N % N %
Erkek 10 | 179 9 16.1 9 16.1 |20 35.7 8 14.3 56 100.0
Kadin 1 1.5 8 12.3 23 354 |21 32.3 12 18.5 65 100.0
Toplam 11 |91 17 14.0 32 264 |41 33.9 20 16.5 121 |100.0

P =,004

Haberler iizerinden olusan sosyal gruplari, sosyal medya araciliiyla desteklerim diyen kiz ve erkek 6grencile-
rin her ikisi de yaklagik % 50 ile destekledigini belirtmelerine karsin, kiz 6grencilerin erkeklerden daha fazla kararsiz
oldugu % 35.4, erkeklerin ise daha fazlasinin % 34.0 net olarak katilmama gorisiinii belirttigi izlenmistir. Hipotezi-
miz bu anlamda da desteklenmistir.

SONUC

Teknolojiye dayali iletisim ortaminda internet ve sosyal medya, giindelik yasam pratiklerinin olmazsa olmazi
haline gelmistir. Bilimsel literatiirler tarandiginda bu konuya farkli yaklagimlarin oldugu dikkat gekmektedir. Olum-
suz goriisli savunanlarca internet kapitalist sistemin kendi hegemonyasini pekistirdigi, yanlis bilinci yayan ve riza
tireten bir arag olarak goriilmekte ve elestirilmektedir. Olumlu goriisii savunanlarca ise; internet zaman ve mekan
stnirini ortadan kaldiran ve diinyanin biiyiik tilkiisiint gerceklestirecek bir arag olarak nitelendirilmekte, ekonomik,
politik, sosyal ve kiiltiirel entegrasyonun gerceklesecegine inanilmaktadir. Insanlik bu sayede daha bilinglenip si-
villesecek, kamusal alandaki sorunlar, internet dolayimi ile olusacak kamu oyu ile, ulusal sinirlarin Gtesine taginip,
katilim saglanacak ve demokrasi gelisecektir.

Bu caligmada her iki bakig acis1 da kuramsal kisimda irdelenmistir. Calismanin gérgiil kisminda ise Ege Uni-
versitesi Iletisim Fakiiltesi 6grencilerinin internet kullanim pratikleri sorgulanmugtir.

Aragtirma bulgular agagida belirtilmektedir.

Aragtirma; yas ortalamalar1 19-30 yas grubu arasinda degisen 121 kiz ve erkek 6grenci iizerinde gergeklesti-
rilmigtir.

a) Ogrencilerin internet kullanim durumlar dikkate alindiginda;

- % 97.S giiniin internete erisim sagladiklari, % 2.5 gibi azimsanmayacak bir grubunda heniiz internete sahip
olmadig goriilmiistiir.

- Ogrenciler tarafindan en fazla 1-8 saat arasinda internet kullanildig: belirtilmistir.
- Yaridan fazlasi1 10 yili agkin siiredir internet kullandiginy,

- Sosyal medyay1 en fazla anlik erisim, paylasim ve iletisim olarak algiladiklarin,

- Internete en fazla % 85.2 bilgi edinmek icin kullandiklarin: ifade etmislerdir.

b) Internette haber titketim aligkanligina bakildiginda;

- Interneti takip etme nedenlerinin baginda ise giindem hakkinda bilgi edinmek oldugu, siyasal giindeme
ilginin az oldugu,

- Kullandiklar1 sosyal medya tiiriiniin gogunlukla televizyon oldugu ve internetin ikinci sirada yer aldigi, en
¢ok e-kolay haber sitesi kullanildig1 ve haber sitesinin kullanim nedeni olarak da sektérler hakkinda bilgi toplamak
oldugu, istatistiki bulgulardan anlagilmaktadur.

c) Internet haber kaynagina duyulan giiven bagligina bakildiginda;
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- Ogrencilerin % 82.6’sinin haber kaynagini giivenilir bulduklarins,

- % 70.2’si kendi haber kaynagina giiven duymamasi nedeni ile farkli siteye yoneldiklerini,

- % 68.6's1 sitesine giivenmedigi halde kendi sitesine sadik kaldiklarini belirttikleri gozlemlenmistir.
d) Sosyal medya ve katilim s6z konusu oldugunda ;

- Sosyal medyadan 6grendigi haberleri bagkalari ile paylasan, ¢elisen giindemi 6grenmek i¢in farkh kaynaklara
yonelen ve farkli gruplarla tartigtigini belirten 6grenciler vardir. Karsit gorislerin yer aldig siteleri daha fazla ziyaret
eden, haber tizerinden olusan gesitli sosyal gruplari sosyal medya iizerinden destekleyen 6grenciler yiizdelik dilimde
yartya yakin bir pay: olugturmaktadir. “Internet iizerinde birden ¢ok sitedeki gruplarla etkilesim kurarim ve kendi
goriislerime uygun olan sitelerdeki gruplarla iletisim kurarim” gériislerine 6grencilerin yariya yakininin katilmadig:
gozlenmistir.

e) Hipotezler;
Aragtirmada iki hipoteze yer verilmistir. Bunlar:

H1: Internet kullanim durumu, amaci, haber kaynag olarak internete kars: duyulan giiven, sosyal medyaya
katilim ile cinsiyetler arasi ayirim arasinda iligki oldugu gozlediginden gegerlidir.

HO: Dogrulanmamustir.
f) Istatistiki sonuglar;

- Takip edilen haber sitesinden vazge¢me nedeni ile cinsiyetler arasindaki, farklilasma arasindaki iliski dikkate
alindiginda, kiz 6grencilerin erkek 6grencilere oranla haber sitelerine sadik kalarak sitelerinden vazge¢medikleri,

- Kendi haber sitelerinden vazgecen kiz 6grencilerin, erkek 6grencilere gore daha fazla oranda aynu siteyi kul-
lanmak istememesinden kaynaklandigini belirttikleri,

- Sosyal medyaya, haberlerin dogrulugunu, yanlighgini tartismak icin katilan erkek 6grencilerin, kiz 6grenci-
lerden daha fazla oldugu, buna karsin kiz 6grencilerin katilimda kararsiz kaldiklarini agikladiklar,

- Haberler tizerinden olusan sosyal gruplari sosyal medya araciligi ile destekleyen kiz ve erkek 6grencilerin
ayn1 yiizdelik dilimde yer aldig1 g6zlemlenmistir.

Belirtilen bu durumlar igin hipotezimizin kismen desteklendigi goralmiistiir.

Ozetle; Iletisim Fakiiltesi dgrencilerinin, internete yillardir bilgi ve haber edinme amaci ile yonlendikleri
ve sektorler hakkinda bilgi sahibi olmak istedikleri, politik olaylara yonelimlerinin az olmasina karsin, sosyal olay-
lar konusunda farkli disiincedeki gruplarla sosyal medyada diistincelerini paylasip, etkilesim kurarak kamuoyunun
olugmasina, yogun olmamakla birlikte katki sagladiklar1 sonucuna ulagilmaktadhr.
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GAZETECILIGIN GELECEGI YURTITAS GAZETECILIGI Mi? : ARAP BAHARI
ORNEGI

Funda ERZURUM'

Ozet

Sosyal medya modern medya ¢aginin yeni bir agamasi olarak goriinmektedir. Haberin ve gevresindeki tar-
tismanin genis kitlelere ulasmasinda yeni medya belirleyici bir rol oynamaktadir. Yeni medya, bilgiyi kontrol etme
giiciine sahip olan biiyitk medyay1 da zorluyor, gizli sakli bir ey kalmiyor. Dijital ¢agin bireye ve yurttasa sundugu
yeni imkanlar1 anlamak ve anlatmak, bu imkanlarin nasil kullanildigini gérmek amacryla Arap baharinin baglangic
olarak adlandirilan, 18 Aralik, 2010 tarihinde Tunus'da baslayan daha sonra Misir,Yemen, Cezayir, ve Urdiin’e sigra-
yan protestolarin sosyal medyadaki ve basindaki yansimalar1 yurttas gazeteciligi baglaminda irdelenmistir.

Anahtar Sozciikler: Yurttas Gazeteciligi, Yeni Medya, Sosyal Ag

IS THE FUTURE OF JOURNALISM CIVIC JOURNALISM: ARAB SPRING CASE
Abstract

Social media seems to be a new stage of modern media age. News and debate surrounding the new media play
a decisive role in achieving wider audience. New media forces the mainstream media who has the power to control
of the information, nothing stays concealed. Understanding the new opportunities offered by the digital age, and to
tell the individual and the citizen how this possible medium is used at the beginning of the period beginned in 18
th of December, 2010 called Arab Spring in Tunisia, and then Egypt, Yemen, Algeria and Jordan in the context of
citizen journalism.

Key Words: Civic Journalism, Public Journalism, New Media, Social Network

Giris

Kamusal gazetecilik (public journalism), yurttas gazeteciligi (civic journalism) ya da bazen topluluk baglantil
gazetecilik (community-connected journalism) olarak adlandirilan bu yeni gazetecilik anlayig1, hem akademisyenler
hem de gazeteciler arasinda genis ve tartismali bir alan olarak karsimiza ¢ikmaktadir.

Bu galigmada, yurttas gazeteciliginin ortaya ¢ikisi, 6zellikleri, gazetecilerin degisen rolii ve yeni teknolojilerle
iligkisi tartigilmaktadir. Konuyla ilgili literatiir calismasinin yapildig: bu ¢alismada 6ncelikle yurttas gazeteciliginin
ortaya ¢ikmasina etki eden faktorler ele alinmis, daha sonra yurttas gazeteciligi baglaminda 18 Aralik 2010 tarihinde
Tunus’ta baglayan olaylarin sosyal paylasim aglarinda Twitter tizerinden duyurulmasi ile ilgili 6rnek irdelenmisgtir.

Internet, arag ve ortam olarak sundugu imkénlar ile iletisim alaninda 6n plana gikmaktadir. Internet ortami
hem medya profesyonelleri hem de siradan yurttaglar igin alternatif bir iletisim ve habercilik alani olma anlaminda
onemli olanaklara sahiptir. Internet ortaminin ve internette haberciligin gazeteciliginin alternatif bir iletisim mecras
ve gazetecilik pratigi yoniindeki potansiyelleri ile baglantili olarak alternatif medya; toplumsal, siyasal, iktisadi, kiil-
tiirel baglamlarda medyadaki yerlesik ve egemen soylemin yerine seslerini duyuramayan, temsil edilemeyen ya da
yanlis temsil edilen kesimlere, gruplara vb. alan acan bir ortam ve gazetecilik pratigini ikame etmeyi amaglamaktadur.
Bir bagka ifadeyle alternatif medya, egemen medya ile hikim gazetecilik norm ve pratiklerine bir parantez agmakta
ve alternatif iletisim ve temsil bigimleri ile gazetecilik pratiklerine isaret etmektedir. Alternatif medya arayislarin-
da farkli gazetecilik anlayisi ve pratiklerine isaret eden yurttas gazeteciligi, medyadaki tekellesme ve okuyucularin
medyaya giiven kayb1 ve medya kuruluslarinin izler kitlesiyle agilan aralarini yakinlagtirma gibi nedenlerle ortaya
cikmugtir.

1 Yard.Dog.Dr., Anadolu Universitesi Iletisim Bilimleri Fakiiltesi
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Yurttas gazeteciliginin ortaya ¢ikisinin arkasinda yatan nedenlerin agiklanmasinda iki temel yaklagim dikkat
cekmektedir.. Birincisi, geleneksel medyanin kitle okuyucusu/izleyicisinin azalmasina ¢6ziim arayislarini 6n plana
¢tkaran ekonomik yaklasimdir.Bu yaklagim tarzi, basinin kiiresel pazarin ¢ikarlarina uygun olarak bigimlenirken
gazetecilik pratiklerinde meydana gelen bazi degisimlerin yurttas gazeteciligi ad1 altinda yeni bir alternatif gibi
sunuldugunu vurgulamaktadir.Ikinci yaklagim ise siyasal iletisimde ortaya ¢ikan sorunlardan kaynaklanan sosyal ve
siyasal etkenleri one ¢ikarir. Yurttas gazeteciligini, Amerikan demokrasisinin krizine ¢6ziim arayig1 sirasinda ortaya
cikan alternatif bir gazetecilik pratigi olarak sunmaktadir (Uzun, 2006:633-656 ). Jay Rosen ve Davis “Buzz” Merritt
tarafindan 1993 yilinda “Amerikan Basin tarihinde en iyi organize edilmis sosyal hareket” olarak tanimlanan yurttag
gazeteciligi ( Nip, 2008), 1990’li yillarda ABD’de ortaya ¢tkmis ve tartigilmaya baglanmugtur.

Yurttas Gazeteciligi ve Temel ilkeleri

Haber, insanlik tarihi kadar eski bir olgudur. Giniimiizde enformasyon ve kiltiiriin tiretim ve dagitimini
denetleyen girisimlerin sayis1 azalmakta, medya sektoriindeki yogunlasma hizla artmaktadir.Yayincilik diizenleme-
leriideal olarak ti¢ amaca dayanmaktadir. Bunlar medya ¢ogulculugunu ve ifade 6zgiirlugiinii korumak, uluslararas:
ticaretin ve ulusal medya piyasalarinin diizenlenmesini giivence altina almak ve uluslararasi iletisim kanallarinda
(uydu, internet, kablo ve diger yayinlarin) tikanikligi énlemek tir. Medyada ¢ogulculuk (pluralism) ve gesitlilik (di-
versity) kavramlary, ise iilke medya politikalarinin merkezinde bulunmaktadir. Ancak bu kavramlarin medya sektorii
ile ilgili diizenleme girisimlerinde ne sekilde kullanilacagina dair uygulamada ve doktrinde bir fikir birliginin olus-
madig1 gozlenmektedir. Ayrica, “cogulculuk” ve “harici cogulculuk (external pluralism)” kavramlari, daha ziyade
medya sahipligi ile ilgili tartismalarda, “cesitlilik” ve dahili ¢ogulculuk (internal pluralism)” kavramlar: ise igerik
cesitliligi (content diversity) ile ilgili olarak kullanilmaktadir (Westphal, 2002: 459-487).Medya sirketlerinin biiyiik
bir gii¢ haline gelmesi,okurlara/izleyicilere ¢arpitilmis, degistirilmis, yonlendirilmis haberler sunulmasinin olagan
hale gelmesi sonucunu dogurmustur. Ancak, izler kitlenin medya kuruluslarina olan giivenlerinin sarsilmasi onlarin
haber alma araci olarak gazete, radio ve televizyondan uzaklagmalarina ve alternatif haber alma kaynaklarina yon-
lenmelerine neden olmustur. Gazete tirajlarinin diigmesi ve radio ve televizyon kanallarinda haber izlenirliklerinin
azalmasi ise, medya kuruluglarinin gelirlerinin azalmasiyla sonuglanmaktadir. Bu azalmanin 6niine gegme ve tiraj/
reyting artirma gabalar1 gergevesinde ortaya ¢ikan uygulamalardan biri de okuyucu, dinleyici ve izleyicilerin haber
tiretim siirecine dahil edilmesi, yani yurttas gazeteciligidir.

ABD’de 1990’l1 yillarin baslarinda gazetecilik 6rgiitlerinin proje ¢alismalariyla medya kuruluslarinin okurlars,
dinleyicileri ve izleyicileriyle baglarini ( dolayli olarak da ekonomik) giiglendirme ¢abalarinin bir parcasi olarak, so-
run ¢bzmede ve hangi konularin haber degeri olduguna karar vermede kamunun katilimini vurgulayan bir habercilik
pratigi olusturma galismalar1 baglamistir. Bu pratikte, topluluk neyle ilgilendigini, karsilastigi en 6nemli sorunlar
ve onlar1 ¢ozmede medyanin nasil yardimci olabilecegini gazetecilere anlatmaktadir. Bu tiir bir vekillik ve ortaklik,
medya ile halk arasindaki iligkileri engelleyen giivensizligi en azindan kismen kirmak icin tasarlanmistir (Seib ve
Fitzpatrick, 1997:196)

Yurttas gazeteciligini “kiiltiirel bir degisim” olarak nitelendiren Lambeth (1998:12) ise, bazi yurttas gazeteciligi
uygulayicilarinin aragtirmaci haber vermeye hala sadik kaldiklarini belirterek, yorumlayici, derinlemesine, agiklayici,
aragtirmaci bir habercilik anlayisinin yurttas gazeteciliginde 6nemli bir rol oynadigini belirtmektedir. Yurttas gaze-
teciligi, vatandaglarin egitilebilmeleri igin gereksinim duyduklar1 konular ile giincel olaylar hakkinda haberler iiret-
meyi, sehir ve yurttashk ile ilgili kararlar alinmasini, buna y6nelik olarak diyalog ve faaliyetlerin saglanmasini ve
demokrasi anlayisi igerisinde vatandaglarin sorumluluklarini harekete gegirerek gelistirmeyi hedeflemektedir. Pek
cok gazeteci, haberleri anlagmazlik, catigma, ihtilaf gibi konular tizerinden degerlendirmektedir. Yurttas gazeteciligi
ise bu noktada haberin tarifini genigletmek i¢in ¢abalamakta ve okuyucular1 daha fazla ilgili kilmak i¢in haber yapma
gergevesini yeniden diizenlemektedir. Buna paralel bigimde yurttas gazeteciligi, haberde dengenin yeniden tanim-
lanmasi igin de ¢aligmaktadir. Yurttas gazeteciligi, haber iiretim siirecine okuyucular1 dahil etmek igin giris noktalar:
vermekte ve ipuglari saglamaktadir. Boylelikle yurttas gazeteciligi, gazeteciler ile vatandaglar arasinda etkilesimlerin
gerceklesmesi yoniinde tesvikte bulunmaktadir (Shaffer 2004'den aktaran Kutlu Ozkan ve Bekiroglu, 2010, s:254-
269).

Yurttas gazeteciligine yonelik elestirilerde, soz konusu hedeflerin yeni olmadig: belirtilmektedir. Aslinda bu
hedefler, Hutchins komisyonunun raporunda yer alan bazi boliimler ile paralellik tasimaktadir. Ornegin bu raporda,
ozgir bir basinin “gtiniin olaylarini anlaml bir baglam icerisinde dogru ve kapsaml bigimde” agiklamasi; “yorum ve
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elestirilerin degisimi i¢in bir forum” islevi gérmesi gerektigi gibi konular tartisilmaktadir. Ayrica, basinin “toplumun
bilesenleri olan gruplarin temsili bir resmini” sunmasi, “toplumun hedef ve degerlerini” anlatmasi ve “giinliik bilgile-
re tam erigim” saglamasi gerektigi gibi konular da irdelenmektedir (Lambeth 1998: 118).

Blazier ve Lemert (2000: 72-74) de ayn1 zamanda yurttas gazeteciliginin karakteristikleri olan ve bu gazeteci-
lik formu igerisinde olmasi beklenen bazi egilimlere isaret etmektedir. Buna gore; gazetenin kendi personeli tarafin-
dan yazilan ve yerel halki ya da kamuoyunu ilgilendiren konular1 kapsayan haber metinleri, yurttas gazeteciliginin/
kamusal gazeteciligin ytukiimlilikleri icerisinde yer almaktadir. Bu gazetecilik anlayisinda haber kaynaklari, agirhikly
olarak yurttas organizasyonlari ya da bagimsiz bireylerden olusmalidir. Bir bagka anlatimla bu durum, daha sik ya
da daha belirgin bir bi¢cimde gerceklesmelidir. Yurttas gazeteciliginde haber icerisinde olaylarin nasili ve nedeni hak-
kindaki tematik bilgiler, sorunlari anlamak igin baglamsal bir ¢erceve saglayacak nitelikte yapilandirilmalidir. Ciinkii
bunlar, vatandaslarin s6z konusu olay ya da sorun ile daha genis bir baglamda baglant: kurmasina yardimei olmakta-
dir. Yurttas gazeteciligin/kamusal gazeteciligin bir diger 6nemli gerekliligi, haberin kapsaminin ¢6ziimler hakkinda
bilgi icermesi ve boylelikle yurttaglara sorunlar1 kontrol altina alabilmek igin olanak tanimasidir. Katilimci ve mii-
zakereci stiregleri kolaylastiric1 bir gazetecilik anlayis1 olarak yurttas gazeteciligi, mobilize edici bilgiyi igermelidir.

Temel ilkeleri degerlendirildiginde yurttas gazeteciligi; 6ncelikle haber iiretim siirecinde konuyla ilgili miim-
kin oldugu kadar ¢ok haber kaynagina ulagilmasini ve tiim bu kaynaklarin goriislerine bagvurulmasini esas almak-
tadir. Bu yapilirken ise rutin resmi bakis agisinin aktarilmasi yerine yurttaglarin, okurlarin ve dolayisiyla toplumun
bakis agisinin yansitilmasinin gerekliligi vurgulanmaktadir. Ikinci 6nemli noktada, devamlilik niteligi tagtyan uzun
vadeli bir habercilik anlayis1 ¢ercevesinde haberin olusum siireci 6n plana gikartilmaktadir. Bu dogrultuda, yurttag-
larin yapilan haberleri kendi haberleri olarak hissetmelerini saglamak amaciyla vatandaglar haberin olusum siirecine
dahil edilmekte, haberle ilgili vatandaslarla sik sik temasa gegilmekte ve boylelikle vatandaslar hem yapilan haberleri
kendilerine ait olarak algilamakta hem de haberin olusturulmasi siirecinde aktif bir rol almaktadirlar. Bir diger temel
ilke kapsaminda ise yapilan haber ile tayin edilen hedefe ulagmak i¢in haberin takibi ve yayinlanmasina siirekli olarak
devam edilmektedir. Yurttas gazeteciligi, bu noktada kamu ¢ikar1 gerceklesinceye kadar faaliyetlerini siirdiirmekte ve
“yurttas taleplerinin sdzciiliigiinii” iistlenmektedir (Duran 2003: 89-93).

[letisim teknolojisindeki gelismeler ve bilgi edinme hakkinin taninmasi, yurttas gazeteciligi hareketine yeni
agilimlar sunan olanaklar olarak degerlendirilmektedir.Diger yandan, ayni gelismeler, bir meslek olarak gazeteciligin
gerekliliginin sorgulanmasini da beraberinde getirmektedir ABD’de 1970’lerde giiclenen aragtirmaci gazetecilik,
ancak giin 1s1ginda yonetim anlayisinin vurgulandig: bir toplumda yesermistir.Bu anlayis, teknolojik gelismelerle
birlesince ayn1 zamanda yurttas gazeteciliginin de ortaya ¢ikmasinda etkili olmustur.

Habercilik alaninda yaygin bi¢cimde kullanima sunulan teknolojik yenilikler sayesinde artik yurttaslarin,
parmaklarinin ucunda kiiresel erigimli bir yayinevine sahip olabildikleri (Witt, 2004) 6ne siiriilmiistiir.iletisim
teknolojilerinin hizla gelismesi ve bilgi edinme hakkinin saglanmasiyla birlikte yurttas gazeteciligi hareketi de
yeniden degerlendirilmeye gereksinim duymustur. Yurttas gazeteciligi hareketi, ilk dénemlerinde biiytik haber
orgiitlerine yerlestirilmesi gereken bir pratik olarak goriiliirken, bilgisayar ve ag teknolojilerinin gelismesi, yurttas
gazeteciligi uygulamalarina yeni olanaklar sunmustur.Blogger.com gibi sitelerden ticretsiz ulagilabilen online kendi-
yaymcilik araglarinin kullanimu ile kiiresel erigime sahip hale gelmistir. Bu durum, pek ¢ok kisinin yeni ag teknolo-
jilerini habercilik agisindan yeni agilimlar sunan bir firsat olarak degerlendirmesine yol agmistir.

Teknolojinin erisilebilir, taginabilir ve ulagilabilir olmasinin etkisiyle, bu cihazlarin haber kaydetme araglar
olarak kullanilmalar, siradan yurttaglara kendi haberlerini yapmalar1 i¢in olanaklar sunmaktadir. Hazirlanan haberl-
er, haber yayma araci olarak internet ortaminin kullanilmasiyla erigime sahip olan herkese ulagabilmektedir. Gergek-
te, haber konusu olay1 meydana getiren, deneyimleyen ya da olaya tanik olan yurttaslar, —ki gazetecilik terminolo-
jisinde gore haber kaynaklari- biiyiik medya kuruluglarinda yayimlanmayan hikayelerini, ag teknolojileri sayesinde
kitlelere ulagtiracak bir araca sahip olmuglardir. Gazeteler de haberi dogrudan haber kaynagindan almak yerine, ik-
incil bir haber kaynag: olarak interneti kullanmakta, sanal ortamda ilgi géren haberlere sayfalarinda yer vermekte-
dirler. Bu durum, yeni teknolojileri elde etme ve kullanma becerisine sahip her yurttag1 potansiyel muhabir haline
getirse de uygulamada ¢6ziilmesi gereken sorunlar bulunmaktadir.Bunlardan biri yayilanacak pek ¢ok haber igerigi
igerisinde gercekten ilgi duyulan habere, dogru olarak nasil ulagilacagidir. Hangi sitenin igerigi giivenilirdir, hangi
site hizli habercilik yapmaktadir, aldig1 enformasyonu yorumlayabilecegi, degerlendirebilecegi bilgiyi hangi siteden
edinecektir?Ikincisi ise yurttas muhabirin haber hazirlamaya ayiracak sinirli zamani olacaktir, gegimini sagladigy isi
gazetecilik olmayacag igin bazen hi¢ zamani olmayacaktir. Siirekli ve diizenli haber akiginin saglanmasi biiyiik bir
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sorun olarak karsimiza ¢tkmaktadir. Diger yandan, Web siteleri ve webloglarda yayinlanan haberler, biiyiik medya
kuruluslar: i¢in bir kaynak olugturmaktadur.

Yurttas gazeteciliginin amaci, yurttaglarin ¢6ztimsiizliik ve yabancilasma duygularinin tstesinden gelmelerini
saglayabilmek i¢in onlar1 katilima tegvik edecek olanaklar yaratmak olarak sunulur.Bu da, haberin olugma siirecinde
yurttaglara s6z hakki taniyarak, bir kamusal tartisma ortami yaratilmasiyla gerceklestirilmeye ¢alisihr.Edmund B.
Lambeth (1998:17'den aktaran Uzun, 2006:633-656), yurttas gazeteciligi pratikleriyle ilgili olarak asagidaki 6zel-
likleri saymaktadir:

¢ Neyin haber yapilacagini segme 6zgiirliigiinii korurken bile yurttaglarin hikayelerini ve fikirlerini
sistematik bicimde dinlemek;

¢ Onemli topluluk meseleleriyle ilgili hikayeleri cercevelemenin alternatif yollarini aragtirmak;

e Yurttag: tartismaya ve meselelerin kamusal anlayisini olusturmaya tesvik etmede en ¢ok sansa sahip
olan cerceveleri segmek;

¢ Onemli kamusal sorunlar1 haberlestirmede, olasi ¢dziimlere iliskin kamusal bilgiyi ve alternatif ey-
lem y6nlerinin hizmet ettigi degerleri gelistirecek bir bi¢cimde inisiyatif almak;

e Kamuyla nasil daha iyi ve saygin bir iletisim kurulacagi konusuna siirekli ve sistematik olarak dikkat
etmek.

Rosen’e (1998:46) gore de yurttas gazeteciligi, gazeteciligin hangi yone gitmesi gerektigi hakkinda agik bir
diyalogdur. Hem kamu tizerinde diisinme, konusma ve yazma ile hem de kamusal bir bi¢imde gazetecilik yapmayla
gergeklestirilirYurttas gazeteciligiileilgilisunulan gériislerin odaklandigi konulariki nokta etrafindan toplanmaktadir.
Birincisi gazetecilerin haber iiretim siirecindeki duruglaridir. Gazetecilerin, sistemin aksayan yanlarini sorgulamak-
la mu1 yetinecekleri yoksa ¢oztimlerin girisimcisi mi olacaklari; bagimsiz gozlemciler olarak mi kalacaklari, yoksa
katilmcr aktivistler mi olmalar1 gerektigi sorular: tartisilmaktadir. Buzz Merritt ve Rosen, gazeteciligin demokratik
bir toplum igin sadece bagimsiz, olgusal bir vakanivislik degil, fakat ayn1 zamanda demokratik siirecin bir ekicisi
olmas: gerektigini one siirmektedirler (Nip,2008). Buna kargin, ana akim medya elegtirmenleri, gazetecilerin gé-
zlemci rollerini terk edip katilimci ya da savunucu haline geldiklerinde hem tarafsizliklarini hem de giivenilirlikleri-
ni yitireceklerini éne siirerek yurttas gazeteciligini elestirmektedir.Ozliice, gazetecilerin yansiz olmalarmnin olanakl
olup olmadig: degil, yansiz olmalarinin gerekip gerekmedigi konusu tartigilmaktadir.Bir diger tartiyma noktasr ise
haberin tretim siirecinde yurttagin roliine iliskindir.Gazeteciler, yurttaglar ilgilendiren konularda yurttaslarla ilgili
haberler mi yapacaktir; yoksa haberin olusturulmasina yurttaglar1 da katan pratikler mi benimsenecektir sorusu
tartigilir. Ancak her iki goriisten kaynaklanan gazetecilik pratigi de yurttas gazeteciligi ad1 altinda toplanmaktadur.
Gazetecilerin yurttaglari ilgilendiren konularda, kamusal meseleler hakkinda haber yapmalari yeni bir pratik degildir
(Uzun 2006: 633-642). Her gazete kendi yayn politikasi dogrultusunda degisen 6lgiilerde haberlerinde kamusal
meselelere, tartigmalara yer verir.Ikinci Pratik ise haberin iiretim siirecine yurttaglarin aktif olarak katilmasini ger-
ektirir ki, bu etkilesimi saglamak igin projeler iiretilir. Bu projeler yurttaslarin haber iiretim siirecinde aktif rol aldig:
uygulamalari icermektedir.

Arap Bahari Siirecinde Yurttas Gazeteciligi

18 Aralik 2010 tarihinde Tunus’ta Muhammed Buazizi'nin, igsizlik, koti yasam kogullar ve fikir ve disiince
ozglrliginiin engellenmesini protesto etmek igin kendisiniyakarak baglattig1 gosteriler kisa siirede domino etkisi-
yle neredeyse tiim Arap iilkelerine yayilmistir. Yeni medya, insanlarin ve gruplarin iletisim yollarini ve sistemleri-
ni degistirmistir Tunus’taki isyan, tamamen genglik isyani olarak dogmustur.Ulkedeki dijital aktivizmin koklii bir
gecmisi vardir. Ayrica iilkede internet sansiirii de ¢ok katidir.Dr. Ozgiir Ugkana gére; Tiirkiye'deki gengligin inter-
neti sadece karsi cinsten arkadasiyla haberlesmek ve eglenmek amaciyla kullanmaktadir, dolayisiyla Ugkan, bugiin
gengligin “internetin seyirci metas1” haline geldigini vurgulamaktadir. Ancak eger genglik olaylara daha politik
yaklasabilirse Tiirkiye'de dijital aktivizimin tipki Tunus ve diger ortadogu iilkelerinde oldugu gibi patlayabilecegini
ongormektedir (http://www.kigem.com/content.asp?bodyID=5737).

Dijital aktivizmde sosyal aglari kullanmanin gesitli nedenleri ve yollar1 vardir; bunlarin ilki aralarinda iletigimi
saglamaktir. Tunus’taki eylemlerde sosyal network tizerinden haberlesmislerdir. Mesela WikiLeaks Tunus’la ilgili
¢ok onemli belgeler yayinlandiginda aninda Arapga’ya gevrilip, bilgiler taranmug sayfalar haline getirilip “kuslama”
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tabir edilen yontemle yiiksek binalarin tizerinden atilmistir. Béylece Facebook’la dagitilan bilgi, okuma-yazma bilen
herkesin okuyabilecegi bir sekil almigtir.2011 yilinda Wikileaks diplomasiyi dijital alana tagiyarak yayinladig: belgel-
erle Arap Baharinin baglamasinda etkili olmugtur. Wikileaks ile birliktede dijital diplomasi kavrami ortaya ¢ikmugtur.

Sonug

Toplumdaki degisimlere kosut olarak gazeteciligin de degismesi kaginilmazdir.Yeni iletigsim teknolojilerinin
baslattig1 doniisiime bagh olarak haberciligin, gazeteciligin gazetecinin meslek tanimini da yeniden ele almak gerek-
mektedir.Eskiden ‘s1zint1 gazeteciligi’ vardi. Gazetecilerin ele gegirdigi bazi gizli bilgilerin yayimlanip yanyinlanmaya-
cagina gazete editorleri karar verirken, giiniimiizde Wikileaks gibi online platformlar bu konuda 6n plana ge¢mistir.
Bu gibi olusumlarin yani sira yurttas gazeteciligi de biiyiik olanaklak sunmaktadir. Yurttas gazeteciligi, uluslararasi ve
ulusal oldugu kadar hatta daha fazla yerel medya agisindan 6nemli olanaklar barindirmaktadir. Yurttas gazeteciligi,
gazetecilik anlayis1 ve pratikleri ile ana akim medyanin gazeteciliginden farklilagmakla birlikte egemen gazetecilik
anlayisini ve medyanin durumunu kékten doniisiime ugratacak bir proje olarak da degerlendirilmemelidir. Buna ko-
sut olarak yurttas gazeteciligi, medyanin mevcut yapisina bir refleks olarak gelisen, iyi niyetli ve reformcu nitelikleri
tastyan bir gazetecilik tiirii olarak irdelenebilmektedir (Duran 2003: 89).

Yurttas gazeteciliginin ag teknolojileriyle birlesmesiyle, “Gazetecilik yok mu olacak?” giindeme gelmistir.
Insanlarin haberdar olmaya olan ihtiyaglar1 devam ettigi siirece gazetecilik meslegi de dnemini korumaya devam
edecektir.Ancak gazetecilik mesleginin tanimi ve hangi mecrada varolacagi konusugiindemi megsgul etmeye de-
vam edecektir.OhmyNews sitesinin “her yurttag bir muhabirdir”slogan, izerinde durulmaya degerdir. Bu durum,
degisen kosullar altinda haber, gazete ve gazetecinin tanimlarinin ve islevlerinin yeniden gozden gecirilmesini
zorlamaktadir.Yurttag gazeteciliginin hareketinin bir bagka 6zelligi ise topluluk sorunlarinin ¢oziilmesinde nor-
mal hiikiimet kanallar1 disindaki ¢6ziimlerde yogunlagsmasi, temsili demokrasi yerine katilimci bir demokrasi ide-
alini yagatmaya ¢alismasidir. Yurttas gazeteciligi ile ilgili yapilan ¢aligmalar incelendiginde, bunlarin basinin giin-
dem olusturma isleviyle ilgili olduklar1 goriilmektedir.Yurttas gazeteciligine Arap bahar1 6zelinde bakildiginda;
bu olaylarin kiiresellesen diinyanin smirlarinin ortadan nasil kalktigini somutlagtiran 6rnekler olarak karsimiza
ctkmaktadir; cografya ve kiiltiirle sinirlandirilamayacak bir toplumsal biling liderliginde, her kulakla duyulur, her
gozle goriilir hale geldigi yadsinamaz hale gelmistir.

Arap Bahari ile Sosyal Medyanin 6nemi daha da artmaya baglamugtir. “Twitter ve Facebook tizerinden orgiit-
lenen Arap gengler” diye baslayan ciimleler goziimiize asina gelmektedir.2011 yilinda Twitter’da en gok Misir
konusulmugstur. #egypt ve #Jan25 hashtaglari1 2011 yili igerisinde Twiter'da en fazla paylagilan hashtaglar arasinda
yer almistir. Sosyal medyanin etkisiyle 2011 yilinda Arap Bahari baglamus ve yarim ytizyildir iilkelerini yoneten lid-
erler bir anda devrilmistir. Sosyal medya ve dolayisiyla yurttas gazetecilik Arap Bahari ile birlikte siyaset alaninda
gii¢ kazanmustir.

Kaynakga

Blazier, T. F. and Lemert, J. B. (2000). Public journalism and changes in the content of the Seattle Times, Newspa-
per Research Journal, Vol. 21, No. 3, pp. 69-80.

Duran, R. (2003). Yurttas Gazetecili§i, Gazetecilik ve Habercilik, Sevda Alankus (ed), Gazetecilik ve
Habercilik,IPS Iletisim Vakfi Yayinlari, Istanbul.

Lambeth, E. B. (1998). Public journalism as a democratic practice, Edmund B. Lambeth, Philip E. Meyer and
Esther Thorson (eds), Assessing Public Journalism, University of Missouri Press, Columbia.

Nip, JY.M. (2008). “The Last Days of Civic Journalism”, Journalism Practive, Vol2.,No2, DOI:
10.1080/17512780801999352.

Rosen, J. (1998). “Imagining Public Journalism”, Assessing Public Journalism, Lambeth, Edmund B. Philip E.

171



Meyer, and Esther Thorson (eds)., Colombia and London: Universiy of Missouri Press.

Rosen, J. (2004). “Will Mainstream Media Coopt Blogs and the Internet?” World Economic Forum, Jan. 22,
2004, http://www.weforum.org/site/knowledgenavigator.nsf/Content/ S10121
2open,17.09.2006

Seib, P. & Fitzpatrick, K. (1997). Journalism Ethics. USA: Harcourt Brace College Publishers.

Shaffer, J. (2004). The Media and Civic Engagement, http://www.pewcenter.org/ doingcj/ speeches/s
grantmakers.html, Erigim: (07.03.2012).

Uckan, O.(2011). “Dijital Aktivizm Bizide Etkilermi?"http:/ /www.kigem.com/content.asp?bodyID=5737,
21.03.2012.

Uzun, R. (2006). “Gazetecilikte Yeni Bir Yonelim: Yurttas Gazeteciligi”, Selcuk Universitesi Sosyal Bilimler En-
stitiisti Dergisi, 16, 633-656.

Voakes, P. S. (2004). “A Brief History of Public Journalism”, National Civic Review, Fall 2004
Westphal D. (2002). “Media Pluralism and European Reguletion”, E.B.L.R..13,s. 459-487.

Witt, L.(2004). “Is Public Journalism Morphing into the Public’s Journalism?”, National Civic Review, Fall 2004,
Vol. 93 Issue 3.

Yu, YJ. (2003). “OhmyNews Makes Every Citizen a Reporter”, Japan Media Review, http://www.japanmediar-
eview.com/japan/internet/1063672919.php, 17. 09. 2006

172



YENIi MEDYA VE SPOR

Murat ATAIZI!
OZET

[letisim teknolojilerinin ve bu teknolojilerin getirdigi yeniliklerin haberlesmeye olan katkilar1 giiniimiizde bii-
yitk boyutlara ulagmigtir. Internet hizinin ¢ok yiiksek sinirlara ulagtigs giiniimiizde yeni medya kavrami alanyazinda
yerini almugtir. Yeni medya her tirla elektronik iletigimi, ¢evrimigi-¢evrimdisi, mobil ve mobil olmayan, kapsayan
bir terimdir. Yeni medya kavrami analog yayin yapan radyo ve televizyondan, gazete ve dergi gibi basili yayinlardan
farkli olarak sayisal (digital) bilgisayar ve onlarin a§ tabanli iletigimi ile agiklanabilir. Yeni medyanin geleneksel med-
yadan farkli kitle iletisimine sagladig1 olanaklarin yan sira igerigi ve hizi ile bireysel iletisime de olanak saglamasidur.
Ayni zamanda, yeni medya, biirokratik siirecleri de azaltmaya ve hatta ortadan kaldirmaya baglamistir. Yeni medya
araglar1 bireylerin de sisteme dahil olabilecekleri ve igerige ulasarak kendi trettikleri icerigi de sisteme yerlestirebile-

cekleri etkilegimli bir iletigim ortami sunmaktadir.

Kitleleri etkileyen ve giinden giine hizla artan bir sayida insanlar1 birbirine baglayan yeni medya araglarinin
yine biiyiik kitleleri etkileyen kitle sporlari ile iliskisi bu galigmanin amacini olusturmaktadir. Bu baglamda yeni
medya ile kitle sporlar1 arasindaki iliski Tiirkiye 6zelinde incelenecektir. Spor kultplerinin, takimlarinin ve 6zelde

sporcularin yeni medya araglar ile iletisimi bu aragtirmada tartisilacak ve Tiirkiye 6zelindeki durum irdelenecektir.

Anahtar Kelimeler: Yeni Medya Araglari, Yeni Medya ve Spor

Abstract

Today,contributions of new media and their technologies to communication area are considerably enormous.
Theconcept of newmedia has founditself in there lated literature to day witht he help of highspeed internet. New
media cover the terms of every electronic communications both online-offline, and mobile-immobile related with
digital computers and their web based connections and explained apart from analog broad casting technologies like
radio and television and conventional printed media such as journals and newspapers. The differences between new
media and conventional media are described with the speed that they have and the amount of content they carry for
the contribution to individual communications. In the mean time, new media have been started to breakdown the
bureaucratic barriers among the people. New media tools introduce a new communication platform which allows

to individuals comfortably entrances and interactions in the system.

The aim of this paper is to examine the relationship between new media tools which connect individuals each
other and mass sports which affect the people deeply. In this context, relationship between new media and sport is
analysed particularly in Turkey. Specificly, Turkey’s sport clubs, and teams will be researched and argued in the new

media context.

KeyWords: New Media Tools, New Media andSport

GiRIs
Yeni medya ile ilgili pek ¢ok tanim yapilmistir ve yapilmaktadir. Tanimlardaki gesitlilik bakis agilarina gore

degisiklik gostermektedir. Baz1 6nemli aragtirmaci ve yazarlarin yeni medya tanimlamalar s6yledir:

1 Dog. Dr, Anadolu Universitesi Iletisim Bilimleri Fakiiltesi, mataizi@anadolu.edu.tr
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McQuail (2005)’e gdre yeni medya geleneksel yani var olan medyanin yerini almaktan ¢ok ona yapilan bazi
ilaveler olarak tanimlamaktadir. Ilave edilenleri ise sayisal (dijital) ve kiimelenme olarak agiklamaktadir. Burada sozii
edilen sayisallik bilgisayarin verileri “0” ve “1” lerden olusan say1 formlarina gevirerek islemesidir. Kiimelenme ise
geleneksel medyada var olan metin, ses ve goriintii formlarinin diizenleme ve yayinlanma siireglerinde bir araya
getirilmelerini ifade eder. Diger bir deyisle bilgisayar yardimiyla olusturulan sayisal formlar tim ileti bigimlerini
(metin, ses ve goriintii) bir araya getirip ileyebilmektedir. Bunun yan sira tiim formlardan yeni bicimler de olustu-

rabilmektedir.

Flew (2008) ise yeni medyanin analog (sayisal olmayan) yayin yapan televizyon ve radyo yayinlari, basili or-
tamlardan gazete ve dergi gibi geleneksel medyadan farkli olarak sayisal bilgisayar ve ag tabanli iletisim ara¢larindan

olustugunu belirtmektedir.

Yeni medya kitle iletisimine de yenilikler getirmistir. Daha 6nce izleyici konumunun, istisnalar disinda, 6tesi-
ne gegemeyen bireyler yeni medya uygulamalar ile birlikte igerige ve uygulamalara da erisebilir bir konuma gelmis-
tir. Geray (2002) izleyenler farkli zaman dilimlerinde icerige ve uygulamalara etkilesimli bir bicimde ulasabilen bi-
reylerden s6z etmektedir. Bu durumun anlami sudur; geleneksel medya uygulamalarinda (radyo, televizyon, gazete
vb.) bireyler kitleye gonderilen iletileri izleyebiliyorlard. Bu iletilere veya mesajlara yanit vermeleri, geribildirimde
bulunmalar1 oldukga giictii ancak sayisal iletisim ve yeni medya araglar1 bu imkani yalnizca izleyici olan kesime sun-

maya baglamistir. Kitle iletisimi i¢in bu durum ¢ok 6nemli bir yeniliktir.

YENI MEDYA ARACLARI

Yeni medya iletisim ortam ve araglarini akilli taginabilir ortamlar, internet, internet uygulamalari ve ara yiizleri

ve sayisal gorsel oyunlar olarak siralayabiliriz.
Mobil Ortamlar

Taginabilir ortamlar iletisim uygulamalarinda giin gegtikce yayginlagmaktadir. Alanyazinda mobil iletisim
(seyyar iletisim) olarak da adlandirilan yontem akilli taginabilir araglar yardimiyla gerceklestirilmektedir. Mobil
iletisimde mesajlar PDA’ler, cep telefonlar: veya tablet bilgisayarlar ile taginabilir. Bu yontemle bireyler her an ve
her yerde iletisimi gergeklestirme sansini yakalayabilirler. Cihazlarin, ayni zamanda, internete ve diger sayisal aglara
baglanabilme kapasiteleri sayesinde gok zengin bir iletisim igerigine kavusmak bireyleri motive etme agisindan da

onemlidir.
PDA’lar (PersonalDigital Assistant-Kisisel Sayisal Yardimct)
Tiirkge olarak kisisel sayisal yardimci ad1 verilen ve Ingilizce kisaltmasi PDA olan bu teknolojik iiriin bilgisa-

yar, cep telefonu, sayisal miizik ¢alar ve kameradan olusan taginabilir bir ortamdir. Telefon olarak da kullanilan bu

sistem giiniimiizde tablet bilgisayar olarak da kullanilmaktadur.
GSM (Cep) Telefonlar
Akl taginabilir teknolojilerin belki de en bilineni GSM ya da cep telefonlaridir. Global Systemfor Mobile

Communications veya kisaca GSM olarak isimlendirilen teknoloji Tiirkge olarak Mobil Iletigim igin Kiiresel Sis-
tem olarak terciime edilebilir. Sistem adindan da anlagilacag: gibi bir cep telefonu iletisim protokolidiir. Giniimiiz-
de telefonla konugma hizmetinin yani sira, kisa mesaj gonderme ve alma, fotograf ¢ekme, miizik ve video ¢alma,

internet’e baglanma, dosya indirme, elektronik posta okuma, veri aktarma ve ses kaydi gibi 6zellikleri vardur.

Tablet Bilgisayarlar
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Cesitli ekran boyutlarinda ancak tagimaya olanak veren, giiniimiizde oldukga hafif ve hizli modelleri bulunan,
bilgisayar gibi degisik isletim sistemleriyle ¢alisabilen, kalemle ya da dokunmatik olarak ¢alisabilen ekran 6zellikle-
rine sahip, kolayca her yere taginabilen, el yazisini metne gevirebilen ve hemen hemen kisisel bilgisayarlarin yaptigi

her iglemi yapabilen bir teknolojik ortamdhr.
Internet ve Sayisal Aglar

Cagdas toplum c¢esitli niteleme ve adlandirmalarla anilmaktadir. Bu nitelendirmeler arasinda bilgi toplumu,
teknoloji toplumu, iletigim toplumu ve ag toplumu gibi kavramlar sayilabilir (Simgek, 2011). Bu kavramlarin bize
anlatmaya ¢alistig1 en 6nemli deger ise giiniimiiz insaninin iletisimi ve 6zellikle uzak mesafelerle iletisimi yogun bir
sekilde kullanmasidir. Uzak mesafelerle iletisim de teknolojik araglarin yardimiyla gerceklesmektedir. Bu teknolojik

araglar1 birbirine baglamak ve aralarinda iletisim kurmak i¢in de aglar bize yardimci olmaktadir.

Kisaca Web ad1 verilen World Wide Web (www) diinya iizerindeki en énemli sayisal agdir. Web teknolojisi
kullanicilarina bir adres tizerinde sisteme baglanma olanag: sunar ve «www> ile baglayan adreslerdeki sayfalarin

goriintiilenmesini saglayan bir hizmeti ifade eder.

Web’inorataya gikmasi ve yayginlasmasi oldukga hizli olmustur. $u anda biiyiik ¢ogunlukla 2. Kusak web hiz-
metlerini kullanmaktayiz. Web 2.0, O’Reilly Media tarafindan 2004 'de kullanilmaya baglayan bir s6zciiktiir ve ikinci
kusak internet hizmetlerini - toplumsal iletisim sitelerini, vikileri, iletisim araglarini, folksonomileri- yani internet

kullanicilarinin ortaklasa ve paylagarak yarattig: sistemi tanimlar (http://tr.wikipedia.org/wiki/Web_2.0).

Ikinci Kusak Web Hizmetleri

Giiniimiizde yaygin bir bigimde ikinci kugak web hizmetleri kullanilmaktadur. Ikinci kusak web hizmetleri

kisaca sunlardir:
Blog

Tiirkgede internet giinliigii olarak adlandirilan (Web Log) teriminin kisaltmasidir. Bireyler ya da gruplar ta-
rafindan yapilan serbest yorumlar ardigik sira ile listelenir. Web giinliikleri iletisimde bagimsiz bireyler tarafindan

belirlenen konularin tartismasi ve yorumlamasi bigiminde kullanilir.
RSS

Ingilizce Really Simple Syndication kelimelerinin kisaltmasidir. Web kullanicilarinin igerikte yapilan degi-
sikleri otomatik olarak almalarini saglayan bir tiir giincelleme sistemidir. Kitle iletisiminde alic1 konumunda olan
bireyler ierikte yapilan degisiklikleri aninda izleyebilirler. Ornegin internetten yayin yapan gazeteler mangetleri giin
icerisinde pek ok kere degistirirler. Izleyenler her an yeni bir haber alabilirler.

Wiki

Wiki Tiirkge “cabuk” kelimesinin Hawicesidir. Kullanicilarin web igerigi olusturmalarina ve diizenlemelerine
olanak veren bir tiir yazilimdir. Birey ya da gruplar wikinin bu 6zelliginden faydalanarak biiyiik caplarda dokiimanlar

olusturabilir. Wikipediawikiye verilebilecek en 6nemli 6rneklerden biridir.
Sosyal Aglar

Bireyleri internet sistemi tizerinden birbiriyle bulusturan ve metin, ses ve video paylasarak eszamanli ve eg-
zamansiz sosyallesmelerini saglayan bir tiir yazilimdir. En ¢ok kullanilan sosyal aglar Facebook, Twitter, Linkedin,
Myspace, Badoo, Xingvb olarak siralanabilir. Bu sosyal aglarin kullanimu tilkeden tilkeye degisiklik gosterebilir. Her
ne kadar bu sosyal aglar bireyler arasinda sosyallesmek ve iletisim amagli olarak kullanilsa da spor alaninda da son

zamanlarda kullanilmaya baglanmistir.
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SPOR VE YENI MEDYA

Teknoloji ve teknolojik yenilikler izin verdik¢e degisik spor dallar1 i¢in ¢evrimici olma, internete ve sosyal
medyaya katilma ve bu nedenle kendilerini izleyenlerine tanitma olanaklar: gelismistir. Yeni medya araglar1 spor
kuliiplerine ve onlarin hayranlarina kendi web sayfalarini olusturma olanag: sunmus ve takimlarin hayranlarina fark-
l1 deneyimler yasatmaya baglamistir. Yeni medya spora 6yle bir gii¢ olanagi sunmustur ki diinyanin her tarafindan
spor takimlarinin hayranlar, belki de ilk kez, bir araya gelmeye baglamiglardir. Video-straming internette bilgilerin
paketler halinde ulasmasini ve gelen verinin aninda geliyormus gibi iletilmesini saglayan bir sistemdir. Ozetle anlat-
mak gerekirse, istenilen dosyay: bilgisayara indirmeden, aninda ve durmadan veri transferi (6rnegin; hareketli resim
(video) /miizik) olarak agiklanabilir. Bu sistem sayesinde spor hayranlari daha énceden hig kargilagmadiklar1 bir bi-
¢imde spor olaylarini ve etkinliklerini izleme olanagina kavusmuslardir. Hayranlar gézde sporlariyla ve bu sporlarla

ugrasan sporcularla yeni bir seviyede iletisime gegme imkéani bulacaklardir hatta bulmuglardir da denilebilir.

http://baruchnewmedia.com/wiki/How_the New Media are Used In_Sports (Mart, 2012) adl inter-

net kaynaginin verilerine gdre 30 Ekim 2009 yilinda Iskog Premiyer Lig takimlarindan Rangers bir internet tv istas-
yonu kurmustur. Bu durum sayisal televizyon yayininda Ingiliz futbol kuliipleri arasinda bir ilke de imza atmistir. Bu
TV istasyonuna diinyanin her tarafindan Rangers taraftarlari iiye olabilmekte isteyen taraftara futbol mag yayinini
iletebilmekte, mag 6ncesi-devre arasi-mag sonrasi degerlendirmeleri ulastirabilmektedir. Giiniimiizde Tirkiye'de
yayin yapan bazi 6zel televizyon kanallar1 ve platformlar1 benzer internet televizyonu hizmetlerini izleyenlerine ve

spor hayranlarina sunmaya baslamislardir.
Yeni Medya ve Tiirk Futbolu

Tiirkiye'de hemen tiim siiper lig futbol takimlarinin sosyal medyada (facebook, twitter) sayfalar1 ve takipgileri
vardir. Katilimar sayilari taraftar sayilariyla ve ilgileriyle degisiklik gosterebilmektedir. Taraftarlar bu tir sitelerde
takimlarinin her tiirli etkinligini takip etmekte ve birbirleriyle gercek zamanli haberlesebilmektedirler. Stiper ligde
yar alan ilk dort takim ve siiper playoft’a ilk sekize katilan takimlardan biri olan Eskisehirspor incelendiginde bu
takimlarin yeni medya araglarini kullandigini gérmekteyiz. Ancak, ilk dort takim diginda kalan Eskisehirspor’da
geleneksel medya araci olarak yorumlayabilecegimiz radyo ve televizyon yayinini gérememekteyiz. Tablo 1.1. de bu

bilgiler 6zetlenmistir.

Kuliip Galatasaray Fenerbahce | Besiktas | Trabzonspor | Eskisehirspor
Kitle fletisimAraglar:
TV Var Var Var Var Yok
Radyo Var Var Var Var (Sosyal Yok
medya)
Sosyal Medya Ortamlar:

Facebook Var Var Var Var Var

Twitter Var Var Var Var Var

Diger Var Var Var Var Var

Web Sayfalar1 Var Var Var Var Var
Sosyal Medya Baglantilar1 | Var (Baglant: yok) Var Var Var Var (Baglant:

yok)

Mobil Cihaz Uygulamalari Var Var (Baglant: Var Var (Baglant: Yok

yok) yok)

Tablo1.1. Siiper Lig takimlarinun iletisim araglar1
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BULGULAR VE TARTISMA

Yeni medya kullanimi diinyada oldukga yaygin bir hale gelmistir. Tiirkiye'de de durum bundan pek farkli de-
gildir. Yeni medya araglari, sosyal medya ve mobil uygulamalar her gecen giin artan bir ivme ile yayginlagmaktadr.
Yeni medya ve spor iliskisine odaklandigimizda diinyada kitle sporlarinin yani sira bireysel sporlarda bile olduk-
¢a yaygin bir kullanimi oldugunu gézlemlemekteyiz. Ornegin Amerika Birlesik Devletlerinde Profesyonel Squash
(Duvar tenisi) Birligi erkekler profesyonel kargilagmalarinin izlenebilecegi Squash TV adinda bir televizyon kur-
mugtur. Internet iizerinden sayisal yayin yapan bu televizyonun 2009 yili izleyici hedefleri 20 milyon izleyendir ve
yillik 250 mag1 da internet tizerinden canli yayinlamay: planlamiglardir. Durum béyle olunca Tiirkiye Stiper Liginde
dort biytik takim diginda kalan takimlarin ve genelinde diger spor dallarinin yeni medyadan ve hatta geleneksel
medyadan da olduk¢a uzak olduklarini gézlemlemekteyiz. Kitlesel sporlarda iletisim ortamlarinin kullanimi bu ka-
dar zayif iken bireysel sporlardan s6z etmek, bu durumda, biraz gii¢ gériinmektedir. Sonug olarak iletisimde ¢1gir
acan ve paradigmalari bile degistirmeye baglayan yeni medya iletigim araglarinin genelde iletisim alaninda 6zelde ise

sporda daha etkin kullanimi i¢in yapilacak ¢aligmalarin daha yogun ve nitelikli olmas: gerekmektedir.
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YENI ILETiSIM TEKNOLOJILERININ SOSYAL HAREKETLERIN
GELISMESINDE YERI VE ONEMI

Dilek Cift¢ci YESILTUNA!
Elife KART?
OZET

Ginimiizde, ekonomik, sosyal, siyasal ve kiltiirel etkinlikler kiiresel boyutta ortaya ¢ikan bir etkilesim orta-
minda gelismekte ve bi¢imlenmektedir. Bunun da temelini kiiresellesen sermaye ve ona eslik eden, iletisim- ulagim
teknolojilerindeki hizli gelisme olusturmaktadir. Béylece sermaye kendini siirekli tiretecek sekilde, sosyal dinamik-
leri yerelden kiiresele baskilama, yonlendirme ve gelistirmek i¢in her yeni teknoloji yeni bir gii¢ arac1 anlamina gel-
mektedir.

Diger yandan, ayn1 teknolojik gelismeler yeni sorunlar, hareketler ve tepkiler anlamina da gelmektedir. Boy-
lesi birbiriyle ¢elisme, ¢atisma potansiyeli tagtyan dinamiklerin zamansal ve mekénsal boyutta sikismasi, yerelden
kiiresele ¢ok farkli sosyal hareketlere kaynaklik edebilmektedir.

Bu bildiride, genglerin giindelik yasamlarinda, sosyal hareketler ve organizasyonlarin yer alis bigimleri tize-
rinde yeni iletisim teknolojilerinin etkisi ele alinacaktir. Bunun igin lise 6grencileri tizerine yapilacak bir aragtirma-
dan saglanacak veriler kullanilacak ve 6zellikle genglerin eylem bigimleri ve tiirleri izerinde odaklanilacaktur.

Anahtar Kelimeler: Yeni iletisim Teknolojileri, Sosyal Hareket, Genglik, Giindelik Yagam Abstract:

The Importance and Place of New Communication Technologies
in the Development of Social Movements

Today, economic, social, political and cultural activities have been formed in an atmosphere of interaction
on a global scale. The globalized capital and the rapid developments in communication and transportation techno-
logies form its basis. Thus, with the capital’s producing itself continuously, every new technology means a new tool
of power to suppresss, direct and develop social dynamics from local to global scale.

On the other hand, the same technological developments mean new challenges, movements and reactions
.Such a contradiction in which the dynamics that are potentially in conflict with one another on temporal and spatial
scale could lead to various social movements fom local to global scale.

In this paper the impact of new communication technologies on depiction of social movements and organiza-
tions in daily lives of young people will be discussed. The data collected from high school students will be used and
the focus will be especially on the types and forms of actions of the youth.

Key Words: New Communication Technologies, Social Movement, Youth, Daily Life

GIRIS

Yeni iletisim teknolojileri, giiniimiiz kiiresellesmenin ayirt edici 6zelliklerinden biri olarak, yeni toplumsal
hareketleri biiyiik oranda etkileyen dinamik bir unsur olarak dikkat cekmektedir. Yeni iletisim teknolojilerinin ola-
nakli kildig: iletisim ortaminda, sadece maddi tiretim degil, siyasal, sosyal ve kiiltiirel anlamiyla biling de yeniden
tretilmekte ve toplumsal siiregleri yeniden dontistiirmektedir. S6z konusu dontisiim siireci, etkileri bakimindan yeni
sosyal hareketlerin cercevesini de belirlemektedir. Bu gerceve, yeni toplumsal hareketlerin, degerlerini, temalarini,

1 Dog. Dr. Ege Universitesi, Edebiyat Fakiiltesi, Sosyoloji Béliimii /IZMIR dilekyesiltuna@ege.edu.tr
2 Yrd. Dog. Dr Akdeniz Universitesi, Edebiyat Fakiiltesi, Sosyoloji Béliimii /ANTALYA elifekart@hotmail.
com
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catigma alanlarini ve toplumsal tabanini igermektedir.

Bu ¢alismada, yeni iletisim teknolojilerinin, yeni sosyal hareketlerin gelisimindeki etkisinden hareketle, yeni
iletisim ortamuyla, hareketlerin olusum zeminleri iizerindeki etkisini ele almay1 amaglamaktadir. Oncelikle, kiiresel-
lesen diinyada yeni iletisim teknolojilerinin, sosyal iligki yapilarinin degismesinde nasil bir rol oynadiginin sorgula-
masi yapilmaktadir. Yeni iletisim ortaminin bir sonucu olarak, yeni sosyal hareketlerin gelisim siirecleri irdelenmek-
tedir. Yeni teknolojiler ve yeni sosyal hareketlerin iligkisin sorgulandigi bu ¢alismada, yeni sosyal hareketler, daha
cok, “kimlik”, “cokluk” ve “farklilik” temelinde incelenmektedir. Yeni iletisim teknolojileri, toplumsal yagamin biitin
alanlarini derinden ve farkli boyutlarda etkilemektedir. Bu 6zellik dikkate alinarak, Tiirkiye'de, bir meslek lisesi orne-
ginde, otuz yedi 6grenciyle yiiz yiize yapilan goriismelerde, genglerin giindelik yasamlarinda yeni iletisim teknoloji-
lerine yiikledikleri anlamlar, bu teknolojileri kullanma amaglari ve yeni iletisim teknolojilerinin dolayimiyla olusan
degerler gibi temalar cercevesinde, yeni sosyal hareketlerin dinamikleri analiz edilmektedir. Ayrica gériismecilerin
verilerinin degerlendirilmesinde, 6zellikle internetin ekonomik bir aktor olarak 6n plana ¢ikmasi yasanilan gergegi
irdeleme noktasinda 6nemli goriilmektedir.

Calismada, yeni sosyal hareketler incelenirken, kiiresellesme siirecinin, diinya 6lgeginde “esitsiz” bir seyir
izlemesi, teknolojik olgunun tiretim ve pazar yapilarini doniistiirmesi, kiiresellesmenin bir ideolojisi olarak neo-li-
beralizmin yiikselisi baglaminda devletin fonksiyonlarinin sorgulanmasina kadar birgok faktériin etkileri de dikkate
alinmaktadir.

KURESELLESEN DUNYADA DEGISEN ILETiSIM ORTAMI

Kiresellesme kavramini, politik, kiiltiirel ve ekonomik etkenlerin birlesiminden olusan, karmagik bir siireg
olup, biitiin diinya toplumlarini degisime maruz birakan ve var olan toplumsal kurumlar1 gegmistekinden farkl: bi-
¢imlerde doniistiiren bir “olgu” olarak betimlemek miimkiindiir. Yeni iletisim teknolojileri, dikkate deger bir sekil-
de degisim ve doniisiimler geciren toplumsal yasamun, siyasal, ekonomik ve kiiltiirel baglamlarinda iligkilere niifuz
etmekte, etki altina aldig1 bu iligkiler tizerinde kiiresel sermayenin 6rgiitlenmesinde merkezi bir rol oynamaktadr.

Multimedya ya da ¢oklu medya terimlerinde ifadesini bulan, yeni iletisim-bilisim teknolojisi, yeni ekonomik
diizende, gekirdegi olusturan, yeni bir ekonomik sektor olmaktadir. S6z konusu ¢ekirdek sektoriin gevresindeki ilk
halkada enformasyon teknolojisi, yazilim; telekomiinikasyon; basili medya; AV iretim; reklamcilik yer almaktadur.
Onu gevreleyen dis halkada ise, endiistri; egitim; yonetim; saglik; ticaret; turizm; bankacilik ve sigortacilik bulun-
maktadir. Gelisen yeni ekonomik dinamikler, bolgeler arasi biitiinlesme ya da pargalanma yoniinde temel ve radikal
bir degisimi getiren dinamikler yapisindadir (Fuchs, 2003:271-272).

Kiresellesmenin teknoloji aracilig1 ile zamani ve mesafeyi ortadan kaldirarak, diinya genelinde yayginlagma-
st (Gray, 2006: 94), siurlarin nemini kaybetmesi ve farkliliklara yonelimin s6z konusu olmasi, ayni zamanda, siya-
sal iletisim olgusunun diinya capinda hizli bir yayilma olanagi bulmasina yol agmaktadir. Ozellikle internetin biiyiik
bir ekonomik aktor haline gelmesi, kuskusuz bu ¢ok yonlii boyut ve beraberinde getirdigi yeni toplumsal dinamikler
tizerinde 6nemli sonuglar iiretmektedir.

Ekonomik kiiresellesme siireci, ulusal ekonomilerin var olan genis kontrol diinyasinda, ulus devletlerin eko-
nomilerini, pazar gii¢lerine ve ekonomik bagimliliga agilmaya y6nelten bir kayisla sonuglanmaktadir. Bu gelismeler
teknolojik gelismelerle birlikte, kapitalist birikimdeki artis ve siyasi kararlarin sonucu olmaktadir. Béylece, ekono-
mik yeniden yapilanma devletin ¢ikari iizerinde temel bir etkiye sahip olmustur. Bu baglamda devletler degisen
kiiresel pazar iginde yer almaktadir ( Williams, 2003:82).

Yeni iletisim teknolojilerinin gelismesi, bireylerin, kimliklerin ve toplumlarin da siirekli olarak yeniden ta-
nimlanmasina neden olmakta, toplumsal iligkilerin ve olaylarin yapisini degistiren, bir durum yaratmaktadir. Bu
yonelimler kiiresel sermayenin etkinliklerinin artigiyla paralel gitmekte ve bu durum, devletlerin kendi kendileri-
ne ulusal politikalarini belirleme ve bigimlendirme giiglerini énemli derecede sinirlandirmaktadir (Navarro, 1998:
742). Biitiin kurumsal olugumlar: etkileyen kiiresel sermaye, devleti, ekonomik birimler kargisinda zayif konuma
itmekte, diinya 6l¢eginde tek merkeze dogru entegre olma dinamiklerini yakalamaya dogru yoneltmektedir.

Diinya piyasasinin geldigi bu boyut, sadece finansal etmenlerle degil, tiretimsel iligkilerin doniisiimii yoluyla
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da gerceklesmektedir (Hardt&Negri, 2002: 269). Bu déniisiimiin énemli unsurlarindan biri, sosyal, siyasal ve kiiltii-
rel birgok alan1 koklii bigimde degistiren teknolojidir. Teknolojik yenilikler sonucunda tiretim siirecinde kullanilan
yontemler ve isgiiciiniin niteligindeki degismelerin yan sira, bireylerin inang, tutum ve degerleri de degisime ugra-
maktadir. Bu siirecin itici ve doniistiiriicii giicii olan yeni iletisim teknolojileri, sermayenin, diinyanin her yerinde
siyasal, ekonomik ve kiiltiirel icerikli biitiin alanlarda, 6nemli kararlar1 kontrol edebilme giiciinii siirekli hale getire-
bilmekte, sermaye, 6zellikle internet yoluyla, diinya 6l¢eginde ideolojik ve kiiltiirel iktidarin genisletebilmektedir.
Bu siireg, ¢ok farkli siyasal, sosyal ve kiiltiirel yonelimlerin 6niiniin agilmasinda etkili olmaktadir. S6z konusu siireg,
yeni iletisim teknolojilerinin dolayimiyla olanakli hale gelen, kiiresel bir etkilesim ortaminda, alternatif muhalefet
ortamlarinin olugmasinda etkili olmaktadir. Bunun temelinde, sermayenin, yeni iletigsim teknolojilerini, iiretim, sos-
yal ve kiltiirel alanda kullanimiyla sinirsiz tilketim nesneleri tiretebilme potansiyeline ulagmasi ve bu potansiyeli,
esitsizlik temelinde dagitmasi ve bunun sonucunda, insanlik agisindan, olumsuz birgok durumun ortaya ¢ikmasin-
dan kaynaklanmaktadir.

Kiiresellesmenin yikici 6zelliklerine isaret eden bu olumsuzluklar, kiresellesmenin, demokratik siirecteki
yikiciligy, calisanlarin haklar ile ilgili yikicihigy, kiiresellesmenin dogal kaynaklar tizerindeki yikiciligi ve ulus-devlet-
lerin otoritesi tizerindeki yikicilig1 (Fiss & Hirsch: 2005: 32) olarak dikkat gekmektedir. Sermayenin neo-liberal po-
litikalarla, ulus-devleti, ulusal ekonomileri ve ulusal kiiltiirel kimlikleri zayiflatma gabalar, kiiresel ve yerel kimlikler
seklinde karakterize edilebilecek yeni olusumlarin varlik géstermesine neden olmaktadur.

Neo-liberalizm ile birlikte, tartisma konusu olan, ulus devletin konumudur. Devletin artik bireylerin ihti-
yaglarimi kargilamada yetersiz kaldig: ve 6zellikle ekonomik islevlerinin, artik diinyanin beklentileriyle uyumlu ve
iiretken olmadigi noktasinda yogunlagmalar (Ohmae, 1990: 24) ve uygulamalar beraberinde, ulus ve ulus otesi dina-
miklerin birbirleriyle etkilesiminin gerceklesebilecegi ortami yaratmaktadir. Bu etkilesim ortaminin yaratilmasinda,
yeni iletisim teknolojileri, alternatif olabilecek iligki ve iletisim bigimlerini ortaya ¢ikarmaktadir. Bu etkilesim siire-
cinde, “cogulculuk” ve “farklilik” gibi kavramlarin 6n plana ¢iktig1 goriilmektedir. Bugiiniin diinyasina bakarak, yeni
iletisim teknolojilerinin yarattig1 iletisim ortaminin, tarihselligi icerisinde var olan gerginlikleri daha belirginlestir-
digini, “kimlik”, “farklilik” ve “yerellik” temelinde farkl1 gerginlikler tirettigini, bu gerginliklerin, ekonomik alandan
baslayarak, etnik, sosyal, dinsel, kiiltiirel ve siyasi alana kadar etkilerinin genisledigini belirtmek miimkiindiir.

Yeni iletisim teknolojisi olarak internet, sagladigi web yayimnciligy, reklam, pazarlama ve satis kosullar ile kii-
resel sermaye giiclerine, yeni pazar alanlar1 yaratmaktadir (Ozdemir, 2005:231). Bu durum sermayenin kendini iiret-
me ¢abalarina katkida bulunurken, diger taraftan, farkli gériislerin, yagsam pratiklerinin ve taleplerin, ifade edilebilme
ortamini olanakli kilmaktadir. Yeni iletisim teknolojilerinin yarattig1 bu goéreceli 6zgiirliik ortami, daha ¢ok, politik
siireclerden ve karar mekanizmalarindan, gesitli nedenlerle diglanan ve kendini ifade edebilme olanagini bulamayan
bireyler ve gruplar igin demokratik bir alana déniismektedir. Yeni iletisim teknolojileri ve demokratiklestirici islevi
sorgulanabilir kuskular igerse de, yeni iletisim teknolojilerinin sinirsiz bilgiye erisimi kolaylastiran potansiyelinin,
bireylerin siyasi ve sosyal olan alanlara kars1 ilgi ve katilim diizeylerini etkiledigini, yeni eylem ve s6ylem tarzlarinin
gelistirilmesine olanak tanidigini belirtmek miimkiindiir. Yeni iletisim ortaminin olanakli kildig: bu potansiyel, top-
lumsal hareketleri ve bu hareketlere iliskin yonelimleri de bigimlendirmektedir.

Bu baglamda, yeni toplumsal iligkilerin, etkilesimlerin kuruldugu bir alan olarak belirginlesen interneti, et-
kinlikleri garanti eden bir arag olarak diisiinmekten ¢ok, etkinliklerin 6niindeki temel engelleri agmak igin kullanilan
bir arag olarak diisiinmek daha iyidir. Internet, bilgi paylasiminin éniindeki engellerin agilmasini saglamakta ve go-
nilliligi mimkin kilmaktadir. Bu da, internetin, basari igin bir garanti araci olmaktan ¢ok, basarisizlik tiirlerinin
olasiligini azaltan (Klein, 2001: 410) bir arag olarak belirginlesmesine neden olmaktadir. Internetin belirtilen bu
potansiyeli, geleneksel hiyerarsik yapilarin koydugu engellerin agilmasini saglayarak, yatay iliski aglarin1 miimkiin
kildig: gibi, yerel ve kiiresel iligki aglar1 arasindaki etkilesimleri saglayarak, bireylerin tartigma, paylasma ortamlar:
olusturmalarini ve birbirlerini organize edebilme kosullarini tiretmektedir. Boylece, yeni toplumsal hareketlerin ge-
lismesi, hareketler kapsamina girecek zeminlerin olugmasi ve hareketin i¢inde olan bireylerin, yeni eylem ve sdylem
bigimleri gelistirmeleri olanakli hale gelmektedir.

DEGISEN ILETiSIM ORTAMININ ICERDiGI SOSYAL HAREKETLER

Evrensellik soyleminin yaninda, farkliliklara vurgu ve 6tekilestirme boyutunun dikkat ¢ektigi giiniimiizde,
post-modernizm, farkliliklar1 evrensel baglamda kurarak, politik, yerel, kiiresel, cinsiyet ve etnik ayrimina kars: du-
yarli miicadele alanlarina dikkat cekmektedir.
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Bumiicadele alanlari, sorunlara ve taleplere gore gesitli toplumsal hareketlere doniisebilmektedir. Toplumsal
hareketlerin, yogunlagilan farkli noktalarina gore ¢ok farkli bigimlerde irdelenebildigi gorilmektedir. Ayni zamanda,
konuya yogunlasma noktalarinda, odaklanilan temalara gore de tanimlamalar degisebilmektedir. Ornegin, “kaynak
mobilizasyonu paradigmasi” aktorlerin ekonomik ¢ikarlar: temelinde bir araya geldiklerini vurgularken, “yeni sos-
yal hareketler paradigmas1” ise, aktorlerin kimliklerini kurgulama siirecine yogunlasmaktadir (Cayir, 1999:9). Yeni
Toplumsal Hareketler Paradigmasi, kaynak mobilizasyonu teorisi ile dikkate alinamayan toplumsal eylem boyutunu
analizinin temel merkezine koymaktadir. Paradigma, yapisal toplumsal iligkiler tizerine odaklanmakta ve toplumun
kiltirel boyutuna 6nem vermektedir. Toplumsal alanda miicadele, devlet ya da pazar mekanizmasina karst degil,
sivil topluma karg1 verilmektedir. Kimlik yonelimli paradigma igin en genis teorik gergeveyi sosyal hareket teorisyeni
Alain Touraine sunmaktadir (Cohen, 1999:121). ‘sivil toplum genislemesi’ olarak kavramsallagtirdig1 paradigma,
feminist, ekolojist, baris ve yerel-6zerk hareketlerin konusu, birlikte kamusal, 6zel ve toplumsal yagamin sinirlarinda
degiserek, birbirleriyle baglantili olarak bu alandaki eski ve yeni egemenlik bicimlerine kars1 miicadeleyi icermekte-
dir (Sanli, 2005, 53-65).

Bu konuda dikkatlerin daha ¢ok toplumsal hareketler ve demokrasi iliskisine odaklandig1 goriilmektedir.
Toplumsal hareketler olgusunun, demokrasinin kurumsallagma siirecinde, demokrasiyi ve politikay: etkileyen islevi
tizerine yogunlagilmaktadir. S6z konusu olgu, 6zellikle kadin, is¢i ve genglik hareketlerinde oldugu gibi, bireylerin
ve toplumun 6zgiirlitk alanini genigletmek baglaminda yiiklendigi islevleriyle dikkat cekmektedir. Bu islevini bu-
giinde siirdiiren “olgu”, farkli eylemleri, fikirleri ve érgiitlenme bigimleriyle, toplumlarin kamusal ve siyasal farkl
kesimlerinin kendilerini ifade edebilmelerinde ve taleplerini duyurabilmelerinde, ayn1 zamanda, katilimin daha ge-
nig toplumsal kesimlere yayilmasinda énemli roller iistlenmesi (Sanli, 2005: 12) boyutuyla dikkati cekmektedir.
Toplumsal hareketlerin islevi, yasanilan sistemin biitiiniine ya da sistemin kimi yanlarina karsi miicadele igerisinde
olmasi boyutuyla da devam etmektedir. Bu durum, toplumsal hareketlerin, ayn1 zamanda sistem karsit1 hareketler
olarak tanimlanmasima (Coban, 2009:19) da neden olmaktadhr.

Toplumsal hareketlerin belirtilen igerigiyle yayginlasmasinda, kiiresellesme siirecinin beraberinde getirdigi
yikicr etkiler ve bu etkilere karg1 farkindaligin ve duyarliligin gelismesi konusunda, insanlarin bilinglilik diizeyini art-
tirmada etkili olan boyutu gosterilmektedir. Bu boyut, toplumsal hareketlerin, kiiresellesme, yeni liberal politikalar
ya da sadece yikici etkilerin sorumlusu olan sirketlere kars1 yogunlagsmasina neden olmaktadir. S6z konusu hareket-
lerin iginde yer alan bireyler, yasanilan sistemin insanlik agisindan yol agtig1 yikici etkilerin giderilmesi hususunda,
bu sirketlerin, daha ahlaki ve toplumsal olarak sorumlu hale getirilmesiyle ancak miimkiin olabilecegini varsaymak-
tadirlar (Wood, 2006:155-156). Ote yandan, diinyada giderek artan yoksulluga, adaletsizlige, toplumsal esitsizlige,
gevre kirliligine, etnik, dinsel ve cinsiyete yonelik ayrimciliga karsi tepkiler bigiminde, toplumsal hareketlerin gesitli
ve karmagik etkileri gozlenebilmektedir. “Cogulculuk” ve “farklilik” kavramlarina dayali bu hareketlerin, sinif temeli
tizerinden degil, kimlik temeline dayali olmasi dikkat gekmekte ve kiiresellesme siirecinin beraberinde getirdigi so-
runsalliklarin sadece sermaye ve emek ikilemi gergevesinde ¢oziillemeyecegine iliskin kanilar1 yayginlagtirmaktadr.
“Yeni sosyal hareketlerin toplumsal tabani sinifsal yapiy1 asan bir egilimi tasimasi” (Johnston& Larana& Gusfield,
1999:135) bu siiregteki uygulamalarin politik cergevesini “sinif” yerine, “kimlik ve farklilik politikasina” dogru yé-
neltmektedir.

S6z konusu yonelimin temelinde, giiniimiiz toplumlarinin, ekonomik, politik ve kiiltiirel yapilarin biitin-
lesmelerine sahne olan yapisi agiga gtkmaktadir. Artik toplumsal gatismalar sadece ekonomik temelle sinirh kalma-
makta, ¢atismalarin alani, ekonomik temelden, kiiltiirel alana dogru kaymaktadir. S6z konusu ¢atigmalar, bireysel
kimligi, giinlitk yasamdaki zaman ve mekéni etkiledigi gibi, sistemlerin genel mantig: iizerinde de etkili sonuglara
yol agmaktadir (Mellucci, 1999: 88). Yeni toplumsal hareketlerin, daha ok hayatin ekonomik olmayan niteliklerine
isaret etmeleri (Cayir, 1999: 17), &zellikle yeni toplumsal hareketlerin, demokratik miicadelelere agirlik vermesi
(Wood, 1992: 21-22) noktasinda goriiniirlitk kazanmaktadir. Yeni toplumsal hareketler, iktidari ele gegirmeyi degil,
daha ¢ok, sivil toplumda 6zerklik ve esitsizliklerin giderilmesi tiiriinden kiiltiirel bir takim taleplerin dillendirilmesi-
ni amaglamaktadir (Cogkun, 2007: 142). Bu da, yeni toplumsal hareketlerin, hemen hemen biitiin yagam alanlarin-
da etkin ve etkili olmasini anlamli (Wood, 1992: 230) kilmaktadir. Yeni toplumsal hareketler kavramy, kiiresellesen
ekonominin yikici etkilerine karg1 ortaya ¢ikmasina ragmen, “feminist hareketi, ekoloji hareketini, niikleer karsit1 ha-
reketleri, barig hareketlerini ifade etmek amaciyla kullanilmaktadir” (Cogkun, 2007: 107). Yeni toplumsal hareket-
lerin icerdigi bu temalar, “yeni” hareketlerin, eski sinif” temelli hareketlerden farklilagmasini da ortaya koymaktadur.

Tim bu sorgulamalarin temelinde yatan ana neden, kiiresellesme siirecinin, 6zellikle ekonomik gériintimii
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itibar1 ile yeni gelismelere yol agmasidir. Sistemin stirekli olarak esitsizligi tiretmesi, yani siirecin ortaya koydukla-
rindan faydalanma noktasinda esitligin saglanamamas, hata siirecin bazilarini tamamen diglamasi, beraberinde, top-
lumsal hareketler agisindan yeni arayiglarin zeminini olusturdugu gibi, etnik, dinsel, cinsel, yerel ve kiiresel temalar
etrafinda, yeni dayanigma, s6ylem, iletisim ve pratik bi¢imlerinin giindemde yer almasina neden olmaktadir.

“Bugiinkii kiiresellesme protestolarinda iyice yayginlagan karnaval ve gosteri bigimlerini” (Hardt & Negri,
2011: 361) 6rnek gosteren Hardt ve Negri, yasanilan siireci, “siyasal aktivizmin, sinif miicadelesinin ve devrimci 6r-
giitlenmenin kimi bicimlerinin zamaninn artik gectigini ve ige yaramaz hale geldigini belirtelim” (2011: 86) seklin-
de ifade etmektedirler. Kiiresel sermayenin iktidar alanini, “maddi olmayan mallar” alaninda genisletmeye galigmass,
maddi mallarin iiretiminin yaninda, gercek toplumsal iligkiler ve yasam bi¢imlerinin de tiretimini s6z konusu etmek-
tedir (Hardt & Negri, 2011: 110). Sermayenin bu bicimde kendini iiretmesi, giiniimiizde demokrasinin igeriginin
nasil doldurduguna iligkin degerlendirmeleri de yonlendirmekte ve ayni1 zamanda “gokluk” kavraminin toplumsal
zeminin nasil olustugunu da gostermektedir. Bu da beraberinde toplumsal hareketlerin hangi toplumsal iligki zemin-
lerinde ortaya ¢iktigi meselesini tartismaya agmaktadr.

Toplumsal hareketlerin iligki zeminlerini sorgulamaya yonelik bir tartisma ancak, sermayenin kiiresellesen
ve giderek mekénsizlagsan boyutlarinin dikkate alinmasiyla anlam kazanabilmektedir. Ciinkii kiiresel sermaye, gi-
derek derinlesen servet ve gelir ugurumlar yaratarak, diinya niifusunun biiyiik cogunlugunun yoksulluk ve sefalet
icinde yasamasina yol agmakta ve ayn1 zamanda, toplumlarin yararina goriilen her tiirli etkinligi, ekonomik ve top-
lumsal agidan gereksiz kilmaktadir (Bauman, 2000: 184). Bu siirecin, toplumlar acisindan gesitli ve farkli gerilim ze-
minlerini olugturmasi, yeni toplumsal hareketlerin yeni iletisim araglarinin dolayimuiyla, yeni ifade ve farkli miicadele
alanlar1 yaratmasina yol agmaktadir.

Bu dogrultuda, yeni toplumsal hareketler, s6z konusu siirece, bu siirecin islemesinde islevsel bir rol oyna-
yan devlete kargi, kendilerini korumak amaciyla olusan, ayn1 zamanda, 6zerk ve demokratik bir toplum ingasinin
gerceklestirilmesine yonelik miicadele egilimlerini de igeren (Sanly, 2005: 45) bir cerceve sunmaktadir. Toplumla-
rin demokratik bir politik kiiltiire yonelme arayislarinda etkili olan bu nedenler, ardinda yatan etkilerin varhigiyla,
iletisimin roliinii belirleyici kilarak, muhalif medyalarin gelistirilmesine ve toplumsal hareketlerin gelismesinde et-
kili olmaktadir. Ozellikle internet, zaman ve mekanlar1 agan 6zelligi ve daha diisitk maliyetle bireylerin daha genis
kitlelere ulagma ve taleplerine yonelik dayanisma aglarini kurma imkanini miimkiin kilmasiyla, sosyal hareketlerin
gelismesine 6nemli bir katk: saglamaktadr.

Ayni zamanda bu araglar, diinyay1 anlama ve donistirmeye yonelik egilimlerimizin bigimlendirilmesinde
rol oynamaktadir. Zaten, “herhangi bir siyasal projenin hedeflerinden biri de, var olan bilgi akislarina ilerici ve yapici
bir bigimde miidahale etmektir” (Harvey, 2008: 290). Bu anlamda, yeni toplumsal hareketlerin kendi muhalefetini
gelistirebilmeleri ve muhalefetinin igeriginin gelismesini olanakli kilmasi agisindan yeni iletisim teknolojileri 6nem-

lidir.

Yeni iletisim teknolojileri yerel hareketlerin kiiresel bir ag iizerinden uluslar aras1 dayanismalar 6rgiitlemesi-
ni saglamaktadir (Coban, 2009: 56). Eski merkezi 6rgiitlenme bicimlerinden farkli olarak, yeni sosyal hareketlerin,
“esnek ve adem-i merkeziyet¢i” (Cayir, 1999: 19) érgiitlenme yapisy, 6zellikle, internetin, sinirlari agan potansiyeli ve
etkilesim boyutunu derinlestirme 6zelligi ile farkli ve gogulcu kimliklerin igerdigi demokratiklestirici bir iletisimsel
ortaminin yaratilabilme olanaklarini barindirmaktadir. Internet iizerinden kurulan bu iletisim ortami ve kurulan ilis-
ki aglar, yerel ve kiiresel igerikli sorunlar1 goriiniir kildig1 gibi, hareketlerin eylem bigimleri tizerinde de etkili olmak-
tadir. Sosyal hareketlerin, 6zellikle, 6rgiitlenme siireclerinde yeni iletigsim teknolojilerini kullanmasi ve internetin,
hareketlerin temel iletisim ortami haline gelmesi (Lelandais, 2009: 85), birgok farkl siyasal olusumlarin zeminsel
dayanagini yarattig1 gibi, bireylerin, daha ¢ok kiigiik ve yerel gruplar bi¢iminde, belirli konular etrafinda organize
olma siirecini de gelistirmektedir. Gelistirilen bu iletisim ortaminda, e-posta listeleri, tartigma gruplar1 ve forumlar
gibi iletisim yontem ve araglarin kullanildig1 gériilmektedir.

Yeni toplumsal hareketlerin 6rgiitlenme ve iletisim bi¢imi bakimindan yeni 6zellikler barindirmasi, 6nceki
hareketlerin kitlesel ve biitiinliiklii hareketleri karsisinda, daha pargaly, farklilagmus ve 6zellesmis konular baglaminda
sekillenmis olmasindan kaynaklanmaktadir (Sanli, 2005: 92). Hareketler, “giindelik yasamla i¢ ige ge¢mis, kiigitk
gruplardan olusan bir ag seklinde” (Mellucci, 1999:88), cinsiyet, etnik, dinsel, ekolojik ve yerel ierikli belirli tema-
lar temelinde ortaya ¢ikmaktadur.
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GUNDELIK YASAMDA YENI ILETiSIM TEKNOLOJILERI VE GENCLERIN SOSYAL HARE-
KETLERI

Kiiresellesme, diinya ¢apinda sosyal iligkilerin yogunlasmasina (Giddens, 1998: 21) karsilik gelmekte, top-
lumsal hayatin yeniden diizenlenmesine doniik siyasi ve ekonomik faaliyetler biitiinii olarak, giindelik yasamin pra-
tiklerini de daha karmasgik ve gesitli aglarla 6rmektedir. “Kiiresellesme, diinya capinda meydana gelen olaylari oldugu
kadar giindelik yasami da etkilemektedir” (Giddens, 2000:15). Bu etkilesim siireci, kiiresel degerlerle de biitiinles
(tirme) me pratikleri baglaminda, genglerin giindelik yasamlarinda da yeni farkindaliklar ve yeni sosyalliklerin iire-
tilmesine neden olmaktadir. Kendi yasam pratikleri ve trettikleriyle de karsilikli bir etkilesimin igerisinde yer alan
gengler, yeni kiiltiirel ve sosyal anlamliliklarin da tiretilmesini saglamaktadir. Dolayisiyla da, genglerin, kendi pratik-
leriyle, amaglariyla ve kendini ifade etme bigimleriyle yeni sosyallikler tiretmeleri, yeni toplumsal hareketlere farkl:
bir boyut kazandirmaktadir. Genglerin sosyal hareketlere yonelik ortaya ¢ikan egilimleri, yeni iletisim ortaminda
ok gesitli etkilesim bigimleriyle sekillenmektedir.

Bu cercevede ¢aligma, Izmir'deki bir meslek lisesinin égrencileri iizerinde gerceklesmistir. Aragtirma kap-
samina alinan lisenin 6grencileri, bilgisayar egitimi alan, ¢ok farkli sosyal, ekonomik, kiiltiirel, etnik ve dinsel aile
yapilarindan gelen &grencilerden olugsmaktadir. Incelenen konunun igerigine uygun olarak saptanan temalar cerge-
vesinde, “Derinlemesine Goriisme Teknigi” kullanilmaktadir. Caligmamizda, goriismeler, otuz yedi kisi ile gergek-
lestirilmis ve yorumlama agamasinda tiim goriismelerdeki veriler kullanilmugtur.

Kiiresellesen diinyada yeni iletisim teknolojilerinin, genglerin giindelik yasamui tizerinde ve yeni toplumsal
hareketlere etkisi baglaminda, nasil degisimler getirdigi, aragtirmanin temel sorunsalini olusturmaktadir. Aragtirma-
nin 6rneklem grubu da, bu gergevede olusturulmustur. Goriismeler, etkilesimin dogal akis1 iginde gergeklesmis, so-
rular, goriismenin kendi dogal akisi ierisinde sekillenmistir. “Derinlemesine goriisme teknigi” ile toplanan veriler,
saptanan temalar cergevesinde diizenlenmis ve aragtirmanin yonergesi su sekilde olusturulmustur:

—Genglerin giindelik yasaminda yeni iletisim teknolojileri,
—Toplumsal hareketin dayandig iliski zemini ve hareketlerin ortaya koyulus bigimleri

—Soylem bigimleri

GENCLERIN GUNDELIK YASAMINDA YENI ILETiSIM TEKNOLOJILERI

Kiresellesme baglaminda Tiirkiye bir istisna yaratmamakta, aksine, kiiresellesmenin Tiirk toplumunun ra-
dikal degisimleri ve doniuigiimleri iizerinde gok onemli etkileri olmustur. Bu siireg, ¢ok sayidaki faktoriin iligkisinin
bir sonucu olmaktadir: Tiirk ekonomisinin neo-liberal yapilanmasinda artan siyasi ve ideolojik baskinin es zamanl
ortaya gikisi; siyasal Islam bi¢iminde kimlik politikalarinin canlanmasi; “Kiirt sorunu”; ulusal sinirlarin dtesinde
cografik hareketliligin dogusu ve demokratiklesme igin, sivil toplum ¢agrilar1. Tiim bu etkiler, 1990’lardaki Ttrk
politikasinin igerigi, odag1 ve aktérleri konusunda belirleyici olmustur. (Keyman& I¢duygu, 2003:193-194).

Genglerin giindelik yasami deneyimleme bigimlerinde ve iletisim ortamlarinin degismesinde hig siiphesiz
internet temel bir belirleyen olmaktadir. Tiirkiye'de de yeni iletisim teknolojileri genglerin giindelik hayatlarinin vaz-
gecilmez bir pargasidir. Genglerin internet ve cep telefonu kullanmaya yonelik amaglarini belirten veriler, bu goriisii
destekler nitelikte ifadeler icermektedir:

“...Evden ve Cep telefonumdan da internete baglanabiliyorum... Siyasetgileri takip etmek i¢in, yabanci di-
limi gelistirmek igin, sohbet i¢in, hobilerimi sergilemek ve tanitmak igin, tinlii sirketlerin sayfalarina girip yaptiklar:
isleri takip etmek igin, film ve takip ettigim dizileri izlemek i¢in...”G1, “... derste uydugum konularda aragtirmalar
yapmak igin interneti kullantyorum...” G2, “... Sosyal paylasim sitelerine giriyorum. Vaktimin ¢ogu Facebook ve
twitter de gegiyor... Film izliyorum...” G3, “... Sabahlara kadar facebook’da arkadaglarimla sohbet ederim...” G31.

“...Gunde 3-4 saat internete giriyorum. Bazen daha fazla... Arkadaslarima sadece buradan ulagabiliyorum...
Film izlerim, miizik dinlerim. Ogrenmek istedigim bilgileri aragtiririm....” G4, “... Giinliik haberleri takip etmek igin
giriyorum... 8dev yapmak i¢in, miizik dinlemek i¢in...”GS,"... Internet hayatim1 olaylastirryor... Internetsiz hayat
distinemiyorum... Cep telefonu kullanmadigimda kendimi eksik hissediyorum...” G16, “...internet kesildiginde
sikint1 basiyor...” G21, “... internet arkadagim gibi bir sey oldu...” G23,
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GS, “...internet kafeye gidiyorum. Ortalama bir buguk saat giriyorum... Oyun oynamak ve facebook’a gir-
mek i¢in... Herhangi bir konuda bilgi almak igin, giinlitk haberleri okumak i¢in, ara ara e-posta géndermek igin...”
G6, “... Daha ¢ok facebook’a giriyorum. Gazete haberlerini okuyorum. Sevdigim yazarlarin roman 6zetlerini okuyo-
rum...” G9, “... Internet kefeye gidiyorum ... Bilimsel, siyasi, dini ve felsefi konular hakkinda gériislerimi tazelemek
i¢in giriyorum... Cep telefonum sayesinde akraba ve arkadaglarimla daha sik goriisebiliyorum...” G10,

Yukaridaki anlatilar, genglerin giindelik yagamu tizerinde iletisim teknolojilerinin ¢ok 6nemli bir yere sahip
oldugunu gostermektedir. Yeni iletisim araglarinin kullanimryla birlikte genglerin giindelik yasamlarinda farkli bo-
yutlarda, birgok degisimin gozlendigi, genglerin su ifadelerinde anlam kazanmaktadir:

“...Internet ve cep telefonu hayatima girdiginden beri, arkadaglarimla iligkilerim yakinlagt: ama ailemle ¢ok
eskisi gibi degiliz...”G11, “... Internet bana hiz kazandiriyor. Mesela film izleyebiliyor, merak ettigim seyleri hizlica
ogrenebiliyorum... Uye oldugum alis veris siteleri bize kolayliklar sagliyor...” G12, “...disartya daha az ¢tkmaya
basladim... Takildigim sézliiklerden ilging bilgiler ve énemli seyler 6greniyorum...” G13, “...Internet yiiziinden
derslerime daha az zaman ayiriyorum. Sagladig birgok kolaylikla zamandan tasarruf ediyorum. Arkadaglarim konu-
sunda daha iyi kararlar verebiliyorum...”G14, ... Hayatimi kolaylastiriyor... Aninda istedigim seylere ulasabiliyo-
rum ...”G1S,

“...Internet yokken arkadaglarimla iligkilerim da iyiydi... internet olunca arkadaglarimla yiiz yiize olmadi-
gim igin her seyi soyleyebiliyorum. Bu da arkadaglarimla aramin bozulmasina neden oluyor. Interneti kullandik-
tan sonra kendimi daha giincel hissediyorum. ...Onceden insanlarin benim gibi olduklarin: diisiinityordum. Ama
anladim ki farkli farkli insanlar var... Artik her geyi yapabileceklerini tahmin edebiliyorum... Insanlara giivenim
azaldi... Uyku problemi yasamaya bagladim... Ailemle iligkilerim sogudu...” G16, “...daha az kitap okuyorum...
Film satin alirken simdi film indirip izleyebiliyorum... Ben internet kullandiktan sonra kendimi daha giincel olarak
gérityorum... Internet hayatima girince insanlar1 daha yapmacik buluyorum ve yaslarina gére davranmadiklarini
disiiniiyorum...” G18,

“...Internetle sosyal aktivitelere yoneldim. Partilere, mitinglere...” G21, “... Internette genel kiiltiiriim gelis-
ti. Gazete ve haberler okuyorum...” G23, “...internet hayatimda yokken her seyden habersizdim...” G26, ... Igine
kapanik biriydim. $imdi insan canlisi oldum. Bagka iilkelerin bize benzemeyen yonlerini 8grendim...” G27, “...In-
ternet hayatima girdiginden beri yeni insanlarla tanistim. Miizik ve filmler hakkinda bilgilerim genisledi. Siyasi, spor,
sanat ve giindelik haberler hakkinda daha fazla haberdar oldum. Siyasi gériisiim netlesti. Internet sayesinde destek-
ledigim parti hakkinda bilgiler edindim... interpals sitesine iiye oldum. Her irktan insanla sohbet ediyorum. Fark-
It iilkelerden arkadagliklar gelistirdim... Internet hayatimda oldugundan beri diisiincelerim daha da olgunlasti...
Bilgilerim her yonde artmaya bagladi...” G29, “... Diinyay1 ve Tiirkiye’yi daha ¢ok tanimaya ve Tiirkiye hakkinda
bilgilenmeye bagladim... Internet insanin bakis agisin1 degistiriyor...” G30, “... Bagka wrklarla tanigtim ... Icimdeki
sanatgt ruhum ortaya ¢ikti. Miizikle ugragmaya bagladim...” G31, “... Internet evimize girince artik evimiz sadece
izmir'de degil, diinyada herhangi bir yerdeydi...” G32, ... Internetle tanigmadan 6nce, olaylara daha olanaksiz veya
pratik ¢6ziimii olan bircok seye ¢oziimii yokmus gibi yaklagtigim ¢ok oluyordu... Internetten canli miizigin oldugu
ve fiyat listesinin tam olarak goriildiigii mekanlara gitmeye bagladik... e-randevu, e-rezervasyon, nerede ne var, ne
zaman hepsini internet sayesinde 8greniyoruz... Internet sayesinde ben biiyiidiigiimii hissetim. Sinema, etkinlik,
kiltiir ve irk alaninda, kendimi ait oldugum alanlara yerlestirdim. Ciinkii internet sayesinde arastirma yapabiliyo-
rum... Bana internet zaman agisindan tasarruf sagliyor. Sinemaya gideceksem, interneti agryorum, hangi salonlarda
saat kagta film oynuyor dgreniyorum. Istedigim saate yerimi ayirtryorum...” G33, “... Kitap okuma aligkanligimi
kaybettim. Internetten 6zetini okuyup geciyorum...”G9, ... Internette aragtirma yaparken, kendimi sadece bu yer-
lerden ibaret gormiiyorum. Arastirmalarda kendimi bagka sehirler, iilkeler geziyormus gibi hissediyorum...” G17.

Anlatilar, yeni iletisim araglarinin baginda gelen internet ve bunun yaninda cep telefonunu ¢ok sik kullan-
diklarin1 géstermektedir. Internetin, genglerin taleplerine bagli olarak, aninda ve istedikleri her yere ulagabilme ko-
sulunu yaratmasi, gengler agisindan interneti vazgegilmez kilmaktadir. Bu siiregte internetin gelismesi, genis sosyal
etkilegim iizerinde ve kisisel iletisim 6zgiirliigiiniin genislemesine olanak vermektedir (Smith, 2003: 279). Gengle-
rin basta interneti, eglence ve arkadaslariyla sohbet etmek amaglh kullanirken, zaman iginde giderek, bu amaglarinin
yaninda, daha bilingli kullanicilar haline geldikleri de gozlenmektedir:

“... Interneti ilk kullanmaya basladigimda oyun gibiydi. Higbir seyi tam bilmiyordum. Ama simdi hangi site-
lerin ne oldugunu, ne ige yaradigini iyi biliyorum...”G17, ... Internette her siteye giivenmiyorum. Ama bazi bilimsel
ve yazarlar1 belli olan sitelerin yanildigin1 hi¢ gormedim...”G33, ... Interneti kullanmaya bagladigim ilk zamanlarda
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benim igin sadece futbol oyunlarindan ibaretti. Zaman gectikge ve kullanmay1 daha iyi 6grendik¢e benim igin giin-
liik yagamimda yeme igme gibi bir ihtiyaca déniistii...”G6, “... Interneti eskiden oyun oynamak icin kullanirdim.
Ama simdi bilgilenmek igin kullaniyorum...”G1

Yeni iletisim ortamy, yukaridaki verilerden de anlagildigs gibi, genglere, giindelik yasamlarinda, ge¢misle bag:
olan fakat ge¢misten farkli formlar sunmaktadir. Genglerin anlam diinyalarinda ve diinyaya bakis acilarinda yeni
duyarliliklar gelistirmelerini saglamakta ve yeni ilgi alanlariyla iliski kurmalarina neden olmaktadir. Anlatilar, s6z
konusu iletisim ortaminin geglerin, sadece giindelik yasamdaki gereksinimlerinin biiyiik bir kismimnin giderilme-
sindeki islevini degil, ayn1 zamanda, genglerin, toplumsal gergekligi birlikte anlama ve anlamlandirma siireglerine
katkida bulunan ve toplumsal gercekligi yeniden organize etme ve yeni iligki bi¢imlerinin ortaya ¢ikmasina neden
olan iglevini de ortaya koymaktadur.

TOPLUMSAL HAREKETIN DAYANDIGI ILiSKi ZEMINI VE HAREKETLERIN ORTAYA KOYU-
LUS BiICIMLERI

Guniimiizde yeni iletisim/bilisim teknolojinin getirdigi yeni iletisim ortamy, her bireyin kendisini ifade ede-
bilecegi ortamlari, olanaklari, gesitlendirmekte artirmaktadir. Diger yandan, Internetin, biiyiik bir ekonomik aktér
olarak da belirleyiciliginin 6n olana ¢iktig1 goriilmektedir. Kuskusuz internet, bireyler arasi iletisimin ve paylagimin
cok yonlii bir gekilde gelismesini olanakli kilmaktadur. Iletisim ortaminin sundugu olanaklar gergevesinde, gengler,
giindelik yasam igerisinde karsilikli diisiinceler, inanglar, duygular ve tutumlar1 paylasarak, kimlik ve kiiltiirel te-
melli yeni sosyalliklerin olugma zeminlerini yaratmaktadirlar. Ayni zamanda s6z konusu iletigim ortaminin yarattig
zemin, sosyal hareketlerin potansiyelini de olusturmaktadir. Gengler, Wikipedia, Facebook, Youtube, Tiwitter, Eksi
Sozlik gibi siteleri kullanarak, kendi aralarindaki iliskiyi yeniden tiretmektedirler. Kurulan iligkinin igeriginin ve
yogunlugunun, s6z konusu zeminin olugsmasinda nasil bir rol oynadigini asagidan izlemek miimkiindiir:

“...Facebook, twitter, msn, giriyorum... okuldan arkadaslarimla ve sokak sanatgilarryla paylagimlarim var...
myspace’de hobilerimi sergilemek tanitmak igin giriyorum... Sohbetlerim genelde sokak sanati {izerine konusma-
lar... Penguen ve uykusuz dergilerini internette web sitesinde takip ediyorum...” G1, “....Facebook’a giriyorum. In-
ternetteki gevrem, mahaleden ve okuldaki arkadaglarimdan olusuyor... Internet sayesinde Afrika'da yasayan insan-
lar hakkinda gok iyi bilgi sahibi oldum. Oradaki insanlarin bize gére ¢ok zor kosullar altinda yasadiklarini 6grendim.
Bu haberleri internette gonderilen videolar ve fotograflar sayesinde 6grendim...” G2, ... Sosyal paylagim sitelerini
geziyorum... facebook’da Atatiirk’le ilgili sayfalar: takip ediyorum... Sohbet kisminda birkag kisi birbirini hig ta-
nimayan kisilerle goklu oturumda tarihle ilgili sohbet ediyoruz... Gegen aylarda Giindogdu Meydaninda sehitler
icin yiirtiytis yapilacagini Facebook’dan 6grendim. Herkes birbirine etkinlik daveti gonderip binlerce insani davet
etti katildim ... Bunun gibi seyler sosyal paylagim siteleri sayesinde bu kadar yayiliyor... Cocuk esirgeme ile ilgili bir
etkinlik yapilmusti. Herkes ¢ocuklara destek vermek icin profil resmini ¢izgi film karakterleriyle siislemisti... Van
depremi oldugunda kiyafet gonderme etkinligine katildim ... Telefondan nasil bags yapilacags, hangi bankadan para
yatirilip yardim edilecegi hep sosyal paylagim siteleri tarafindan yayinlandi...”G3., “... Internet sayesinde siyasete
bakis agim degisti. Siyaseti sevmezken, siyaset ile daha ¢ok ilgilenmeye bagladim...” G6.

Anlatilar, genglerin Facebook, Twitter, mySpace gibi sosyal paylagim sitelerini kullandiklar: ve bu web sitele-
rini ziyaret etme davranigini giinliik aktivitelerinin 6nemli bir parcasi haline getirdiklerini gostermektedir. Gortisme-
ler, s6z konusu paylagim sitelerinde gesitli etkinliklerin paylagilmasinin, toplumsal hareketler anlaminda, genglerin,
siyasal ve toplumsal igerikli ¢gesitli sorunlara karsi duyarlilik gelistirmelerinde etkili oldugunu ortaya koymaktadir.
Sosyal paylagim siteleri, yeni iletisim teknolojilerinin potansiyeline iliskin bilgiyi de icermektedir. Potansiyeli gide-
rek genisleyen ve gesitlenen iletisim ortaminda, bireyler ve kimlikler yeniden tanimlanma siire¢lerine maruz kal-
makta ve s6z konusu iletisim ortaminda toplumsal iligkilerin ve olaylarin yapis1 da degisime ugramaktadir. Twitter,
Facebook gibi sitelerin disinda, internet iizerinden gerceklesen, yerel ve kiiresel diizeyde yiizlerce paylasim siteleri
bulunmakta ve giderek kullanici sayis1 artmaktadir. Anlatilar, bu paylagim sitelerinin, gengleri, ortak begeniler, ilgi
alanlari, etnik, dinsel ve kiiltiirel benzerlikler, ulusal kimlik ve gesitli etkinlikler cergevesinde bir araya getirdigini
ortaya koymaktadir. Sosyal paylagim sitelerinin i¢erdigi uygulamalarin da ayrica genglerin katilim diizeylerini etki-
ledigi gorillmektedir:

“...Facebook sayesinde sosyallestim... Arkadas secerken disiinme sekline bakarim...”G4, “... Kitapyurdu
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sitesinden ¢ok giizel kitaplar siparis edebiliyorum ... Kendime bir miizik grubu kurdum...” GS, “... Dogulularla Do-
gulular daha iyi anlagir, kendilerini daha rahat hissederler...” G7.

Gengler sosyal paylasim sitelerinde, iliski kurduklar: kisilerin olusturduklar: igerik tizerinde yorum yapa-
bilmektedir. Gengler, Facebook arkadaslarinin paylagimlarini web siteleri tizerinde begendikleri ve begenmedikleri
ierigi isaretleme yoluyla tepkide bulunabildikleri gibi, kendileri de begenilerini arkadaglarina sunabilmektedirler.
Builetisim ortamy, bireylerin inang, tutum ve degerlerini degisime ugramakta ve ¢ok farkli siyasal, sosyal ve kiiltiirel
yonelimlerin 6niini de agmaktadir:

“...Sosyal paylagim sitelerinde arkadaglarimla daha sik konusmaya bagladim... Tanimadigim arkadaglarim
da var. Onlarla pek konusmuyorum. Sadece durumlarimi begenmeleri i¢in ekledim ... Herhangi bir diisiincemi du-
vara yazarak bitiin arkadaglarima ulagtirabiliyorum ... Arkadaglarimin digtiince ve davranislar beni etkiliyor. Mil-
liyetci ve 1rk¢1 insanlar beni rahatsiz ediyor. Kiirtleri kiigiik goriiyorlar... Kiirtge dili 6greten kurumlar var, Kiirt
dayanigma kurumlari var ama ben hi¢ gitmedim... Kiirtlere yapilan asilsiz elestirilerden dolay: rahatsiz oluyorum
ve kendilerine cevap yaziyorum... Internet hayatima girdikten sonra deger yargilarim degisti. Farkli dinlere sayg:
duymaya bagladim. Farkli dinleri kesfettim. Yeni bilgiler 6grendim. Felsefeyle ilgili sitelere tiye oldum... Bagka il-
kelerinde gerici ve katliamci oldugunu 6grendim. Bakis agim degisti. Siyasi sorunlar, iilkelerdeki kargasalar vb. 6g-
rendim... Escinsellerin hayat1 dikkatimi ¢ekiyor... Alevilere karsi1 6nceden 6n yargilarim vardi. Simdi ise o 6n yar-
gilarimi attim ... Internette solcu fikirlerle dolu olan bir grubum olsun isterim. Benim icin internet énceleri bir oyun
ve 6dev yapma aracrydi. Simdi arkadaglik kurma, sosyallesme, giincel olaylari takip etme araci haline geldi...” G8

Goriismecinin anlatisy, yeni iletisim teknolojilerinin yarattigs iletisim ortaminin kimlik, farklilik ve yerellik
temelinde farkli gerginlikleri tirettigini ve bu gerginliklerin, sosyal, dinsel, kiiltiirel ve siyasi alana kadar etkilerini
genislettigini gostermektedir. Bu goriismecinin interneti ilk kullanma amaci ile siireg igerisindeki kullanma amaci
arasindaki farklilasmada da gozlenmektedir. Farklilasmanin etnik, dini, kimlik ve politik alana dogru kaydig: goril-
mektedir. Ayn1 zamanda gencin, “internette solcu fikirlerle dolu olan bir grubum olsun isterim” ifadesi, genglerin
yeni iletigsim araglarinin dolayimiyla kurduklari iletisim ortaminda, toplumsal hareketlerin iligki zemini i¢in var olan
potansiyelini de ortaya koymaktadir. S6z konusu potansiyeli, diger bir gériismecinin anlatisindan da izlemek miim-
kiindiir:

“...Kirtlere kars1 yazilan bir siirii yazilar ve kurulan gruplar benim canimu sikiyor... Agikgas: Kiirt-Tiirk
ayrimu yiiziinden Tirkiye'de yasamak istemezdim... Her ne kadar Tiirklige 6nem veriyorsam, ben bir Tiirk oldu-
gum kadar Kiirdiim de. Heniiz benligimi kaybetmis degilim...” G9, “... Ben kesinlikle insanlar1 ikiye b6lmem. Ama
genellikle Batil arkadaglarim bizi yadirgryor. Ama ne olursa olsun laf getirtmem ... Biz nasil onlara sayg1 duyuyorsak
onlarda duymali...”GS.

Giiniimiizde yasanan sosyo-ekonomik siireg, tiim diinya toplumlar: agisindan hissedilen benzer bi¢imlerde
etkiler yaratmakta ve benzer tepkileri giindeme getirmektedir. Verili politik bir ¢ercevede bir hareket tipinin ko-
numu zaman i¢inde degisebilmektedir. Ornegin aragsal hareketler ¢ok kimlige dayali hareketlere ve alt kiiltiir ha-
reketleri digsal yonelimleri olan hareketlere doniisebilmektedir. Diger bir deyisle ayn1 hareket bir tipten digerine
en azindan genel egilim olarak kayabilmektedir ( Kriesi&Koopmens&Duyvendak vd.,2003: 85). Séz konusu sii-
recin etkileri, Tiirkiye agisindan, bir taraftan kimlik ve farklilik temelinde degerlerin olumlanmasini, diger taraftan,
ulus- devletin ve Atatiirk¢iiliigiin sahiplenilmesi gereken baglica degerlerden biri olarak algilanmasini beraberinde
getirmektedir. Genglerin konuyla ilgili séylemlerinde, Atatiikgiiliik ve Dogulu olmak birbirleriyle karsit bir iligki
icinde ele alinmakta ve bu kavramlarin igerikleri yine kendi bakig agilar1 gercevesinde ortaya konulmaktadir. S6z
konusu kavramlarn, birbirlerini dislamas: dikkat gekmektedir. Gengler tarafindan dile getirilen kavramlarin, gengler
tarafindan birbirlerini “6tekilestirme”nin araglar1 olarak kullanilmasi g6ze ¢carpmaktadir. Verilerden, etnik kimliginin
onaylanmasini talep eden goriisler oldugu gibi, ulus- devlet ve onun kurucusu olan kisiye karsi baglilig1 esas alan
siyasal muhalif bir durus da gozlenebilmektedir. Siirecin, gengler arasinda ayrimlagmayi nasil etkiledigini bir anlaty
sOyle ortaya koymaktadir:

“...En ¢ok Kiirt¢e konusmalarina kiziyorum... Biz Tiirkiye Cumhuriyeti vatandas: olarak bu tlkede yagi-
yorsak eger, dilimiz Tirkgedir... Kiirtce sarkilar1 sevmiyorum... Kendim gibi diisiinen insanlarla konusmay: sevi-
yorum... Internetten siyasi haberleri takip ediyorum. Bazi yazarlarin bakis agilarin1 greniyorum. Kése yazilarini
okumak hosuma gidiyor... Atatiirk’e saygisizlik yapan kisilerin bir de usanmadan fotograflarini paylagmasi, hadsizce
bir de altina yorum yazmalar1 bazen bizi de ¢igirimizdan ¢ikarabiliyorlar. Bunlara cevap da veriyoruz bazen...”G18.
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Gengler arasindaki ideolojik ve pratik farklilasmanin ve kendi aralarindaki karsitliklarin dayandigi nedenler,
diger goriismecilerin ifadelerinde ise soyle izlenmektedir:

“... Kendimi dogululara uzak gérityorum ... Bagka bir diinyada yasiyorlar gibi. Anlamadigimiz bir dilde ko-
nustuklari igin, hakaret mi ediyorlar, kiifiir mi ediyorlar belli degil. Dogulular kendi baglarina higbir is yapamazlar.
Bildikleri sadece kavga. Konusmazlar her seyi zorbalikla hallederler...” G17, “... Dogulular kendi kullandiklar: dili
konusuyorlar. Arkadaglarimi segerken Tiirk olmalarina dikkat ederim. Kiirtler gok kétii kokuyor. Miimkiin oldugun-
ca uzak duruyorum. Internette, Atatiirk’cii Kemalizm diisiinceli gruplarda olmak isterim. Sadece kendim gibi olan
insanlarla konusuyorum. Ben Tiirkiim ve Tiirk gibi yasamak istiyorum... Internet hayatima girince siyasi anlamda
Tiirkiye'ye sevgim artt1 ve bolmek isteyenlere de sinirim artt1... Okulda gorislerimizi séyleyemiyoruz. Farkl go-
riiste olanlar, bizim goriiglerimize sayg1 duymadig igin tartigmalar ¢ikiyor. Bu yiizden internetten konusuyorum...
Internette Atatiirk’e hakaret eden yazilar, resimler oluyor. Ben ¢ok rahatsiz oluyorum... Genelde muhabeti siyasi
yonde yapan arkadaglar seciyorum...”G16

Genglerin ifadelerinin bu yondeki seyrine bakildiginda, toplumsal gerilimlerin hangi temalar tizerinden ge-
listirildigi gozlenmektedir. Gerilimlerin, arka planda baz1 gruplarin digerlerinden daha istiin olduguna iligskin dii-
sinceler temelinde, tamamen bir digerini olumsuzlayici bir bigimde, ifadelere yansidig1 goriilmektedir. Atatiirkgii
soylem temelinde, 6tekine kargit bir yaklagim s6z konusudur:

“...Facebook’da Atatiirk’e kiifiir eden ve kiigiimseyen siteleri sikdyet ediyorum...” G34, “... Biz Dogulular
gibi tutucu degiliz ... Dogulular kétii kokuyor..” G18.

Yeni iletisim ortaminin aktorii roliindeki internet, neo-liberal politikalarin daha genis uygulama alanina
kavusmasina olanak taniyarak, sermayenin beklentileri baglaminda, sadece ekonomiyi, sosyal iliskileri ve kiiltiirii
degil siyaseti de donuistirmektedir. Kuskusuz, yeni iletisim teknolojileri, kiiresel sermayenin kendini yeniden tiret-
me siirecinde etkin bir igleve sahiptir ve bu islevi, sermayenin, internet tizerinden yeni titkketim alanlar1 yaratma ¢a-
basiyla iligkilendirmek miimkiindir. Buna karsin, yeni toplumsal hareketlerin de, ayni iletisim teknolojilerini etkili
bir sekilde kullanarak, yasanilan sisteme kargt muhalefetini gerceklestirmeye calistiklar1 gozlenmektedir. Internetin
paylagim ve tartismanin esas oldugu bir alana déntismesi, beraberinde alternatif muhalefet ortamlarinin olugmasini
saglamakta, kiiresel ve yerel kimlikler seklinde karakterize edilebilecek yeni olusumlara kaynak olusturmaktadir. Bu
olusumlar, asagidaki anlatilardan da izlenecegi gibi, “etiketleme”, “dislama” ve 6tekilestirme kavramlarini icermekte-
dir. Gégmen olmayan genglerin asagidaki ifadeleri, farkli etnik yapida olan bireylerin, s6z konusu kavramlari, birbi-
rinden farkli ve ya birbirine karsit ierikleri vurgulamak amaciyla kullandiklar1 gériilmektedir:

“... Ashinda gogmenlerle aramizda pek bir sey yok. Ama onlarin Tiirk-Kiirt ayrimi yapmalar1 hosuma gitmi-
yor. Go¢menlerin hepsi degil ama bazilar1 irkgilik yapiyor. Biz, onlar farkli dilde konustuklarinda bir sey demiyoruz.
Ama biz Kiirt¢e konustugumuz zaman ¢ok kiziliyor...”G9, “... Kii¢iikken irk¢ilik nedir bilmezken, simdi her konuda
rkgilik kelimesi gegiyor...” GS,

Diger yandan, genglerde “biz duygusu’nun ve ortak hedefler belirleme konusunda belirli bir ortak siyasal
bilincin gelismesinde, yeni iletisim ara¢larinin islevsel rolii izlenmektedir:

“...Facebook’da siyasi amagh kurdugum grubum var. Hepsi Kiirt. Gelecege doniik planlar ve bilgi alis verisi
yapiyoruz. Sebebi, tizerimizde bulunan baskici, zulmedici ve psikolojik ¢okeltici bir sistem oldugundan, eylem yeri-
ne kalem ve kitap iizerinden giiclii olmamiz1 saglamak istiyoruz. Universiteye gidince siyasi gruba girmeyi diisiinii-
yorum. Kiirt halkinin ABD’nin emperyalist giiciine karg1 bir tutum sergilemesini arz ediyorum. Arap Baharinda olan
olaylar ise saltanatin bittigini tiim diinya ve ezilmis halkalar 6grenmis bulunmaktadir. Bunlar1 Facebook'da protesto
ettim... Internet hayatima girdiginden beri gittikge Islamc1 Kiirt bir kisi oldum. Yerel kimligim daha da éne ¢tkmig
vaziyette... Kendimi daha 6nce asimile edilmis bir kisi olarak goriirken, internet, arkadaslar ve en 6nemlisi kitaplar
sayesinde asimilasyondan kurtulmug bulunmaktayim...” G10.

Yeni iletigim araglarinin alternatif olabilecek iligki ve iletisim bi¢imlerini olanakl kilarak, ulus ve ulus 6tesi
dinamiklerin birbirleriyle etkilesimini kolaylastirmaktadir. Anlatilardan