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Open Access Policy
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Message from the Editor

Greetings Dear readers of TOJDAC,

We are happy to announce to you that our Volume 7, Issue 1 has been published. There
are 12 articles from 19 authors published in this current issue.

Dear readers, you can receive further information and send your recommendations and
remarks, or submit articles for consideration, please contact TOJDAC Secretariat at the
below address or e-mail us to info@tojdac.org .
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ABSTRACT

By paying more attention to “concept” of artwork in Postmodern and Contemporary Art, and with the
advent of Hermeneutic and Intertextual topics in art, attentions to “title” effects on transferring and
turning of concept have increased. Conceptual Art has concerned with these effects more than the
other movements. The purpose of this study is identifying of “title” function in visual conceptual art
and “title” effectiveness on audience's perception of these works. The article has been conducted on
the basis of a Sequential Multi-Method including Semi-Experimental, and Content Analysis methods.
The researchers have been experimented “title” effects by semi-experimental method on perception of
the sample group members of two visual conceptual artworks. Each one of these two works which
made by the researcher have been presented to respondents in “without title” and “titled” situations in
which has been requested them to write their perception of the artworks by separate questionnaires
including an open-ended question. Then, the information has been processed using content analysis
method. The results have been analyzed quantitatively and qualitatively. The authors have based Set
Theory in quantitative study part. this article has innovation not only in applying combined
methodology in art territory studies, but also in studying “title” effects quantitatively. The results show
that “title” in a visual conceptual artwork is considered the part of a work itself and it’s not something
separate from it. Furthermore, “title” involves in transferring visual conceptual artworks concept and
can change their concept between 70% to 80% and turn it between 50% to 64% and concentrate it into
some concepts that itself predicate on them, but cannot thin it out into one. “Title” is also able to limit
audience’s perception of these works between 47% to 61% and expand it between 19% to 32% and
create new concepts.

Keywords: Title, Visual Conceptual Art, Concept of Artwork, Audience's Perception of Artwork,
Entitling

INTRODUCTION

Some believe that the "title" of a artwork affects the audience reading and is considered as a dishonor
to him. Some also think that a work of art in itself is obvious and does not require attaching words or
phrases such as labels to it in order to add an explanation. But some also suggest that titles play a
serious role in understanding and perception of the audience, and is a measure that the work creator
uses it to convey intended meaning to the audience. In the post-modern and contemporary art, with
further consideration of meaning and hidden concept in the artwork and addressing Hermeneutics and
Intertextuality topics in visual art, given the role of the "title" is increased in the transfer of the concept
so, artists by titling their works consciously, try to determine the overall direction of their work. In the
meantime, conceptual art, more than any other current trends, has paid attention to "title" because in
this kind of art the idea and concept play an essential role. In the late 60s, increasing growth of texts
on art galleries disturbed the distinction between exhibition and publication spaces, conceptual
paintings were concern to represent the meaning and as much as artists used to emphasize visual
forms, also overemphasized semantic content of words painted. "Language" in the sense of unlimited
and fresh artistic material became a very important tool (Osborne, 2012: 32-42 and Lucie-Smith, 2008:
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201-205). The majority of visual works of conceptual art either had a "title" or that the visual "text"
was to a part of the work and plays a role in the transition of the concept. How to transfer this concept
to the audience is a topic that has been studied in this research and the difference in understanding and
perception of the audience of a conceptual visual work is tested in the presence and absence of the
"title" to determine the importance of the title in this art type. Accordingly, in the present study the
authors attempt to test the "title" function in two conceptual visual works (created by one of them) and
evaluate its effect on the audience's perception of the work to determine the role of the title in a
conceptual art work in the transfer and turning of the concept.

Although traditional classifications of art into contemporary and conceptual art are considered as
rejected, but in this study, there is an assumed border among works of conceptual art in order to limit
research area. So that introduced works based on traditional media of art (e.g., painting, sculpture and
photography) have been considered in the form of groups named "visual conceptual art works" and
have been distinguished from others in order to examine the "title" function in these works.

LITERATURE REVIEW

A literature search that was conducted in computerized bibliographic databases about “title” effects on
audience’s perception of artwork shows a few studies which none of them have focused on conceptual
art and none of them have addressed quantitative effects of “title”. These studies are:

* The Influence of Titles on How Paintings Are Seen:
This paper states that changing the "title" causes interpretive readings of a painting and when an
artwork is titled will represent a significant effect on its aesthetics and the quality that we understand.
The attempt to achieve a balance between the "title" and visual image is considered as a part of the
viewer experience and different species of the title uses and directs the viewer in different ways
(Franklin, Becklen, and Doyle, 1993).

¢ Entitling Art: Influence of Title Information on Understanding and Appreciation of
Paintings:
This paper states that it seems that if there is enough time to perceive the meaning by the audience,
understand the work of art becomes important (Ledera, Carbona and Ripsasb, 2006).

* A Study of Title Role in Expressive Functions of photos
Results of this thesis state that in the transfer of the meaning of a titled picture, the "title" can play a
role as an identifier, creator and sometimes changer of the meaning and its message is received at
different levels to achieve the ultimate meaning of a work. Hence, ignoring the title role in reading a
titled picture content is as removing a part of the picture (Abdollahabadi and Moghimnejad, 2012).

* Title Paratextualite and Titling as a Threshold of Text in Cinema with an Emphasis on
Abbas Kiarostami’s films
This thesis relying on Gérard Genette theories of Intertextuality, states that the "title" and "titling" of a
film have been introduced as a kind of text that plays a role in the audience reading of the text of an
artwork (Moadikhah and Namvar Motlaq, 2013).

METHODOLOGY

This study is conducted based on a sequential multi method (Creswell, John W., 2013), including
methods of semi-experimental and descriptive content analysis at two stages. Thus, at the first stage,
the researchers using semi-experimental method have tested the independent variable (title) in the
sample and at the second stage, using descriptive content analysis have processed data obtained from
semi-experimental part (answers to open questionnaires) as the raw data and then using multi method
(quantitative and qualitative) have analyzed them. Since the method of collecting data in this research
is multi method (both library and fieldwork), in the library part, taking notes and in the field part,
researcher-made written questionnaire with only one question has been used. The reason for using this
type of questionnaire is to minimize the effect of other factors on the mind and perception of the
sample members (other than the "title" as the independent variable). The authors have considered the
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population as students and graduates of undergraduate and postgraduate available. Sampling method is
"non- probability purposive" and the sample size has been selected 15 persons. Because it was
attempted to select a diverse range of persons to establish age, gender, education diversity and the
results are not biased to a particular group. Thus, the sample composed of 7 men and 8 women, ages
20 to 50 years, in academic disciplines of arts, humanities, medical and experimental sciences, 6
persons with undergraduate education, 6 persons had MS and 3 persons had Ph.D. degree. Each person
was asked to write his perception of "Work 1" and "Work 2" given in " Image 1 and 2," once in the
absence of the "title", and once for the first title and last time for the second title.

Image 1. Work 1, the author work, shaped copper Image 2. Work 2, the author work,
piece and copper filings on wooden base, copper vase and iron wire on
22%20*12 cm, source: Authors wooden base, 16¥18*28 cm,

source: Authors

Semi-experimental stage

Thus, at the first stage, "Work 1" without any title is provided to the sample population. In a question
in the questionnaire they were asked to write their perception to the work at least in 5 lines. At the
second stage, title of "Love Elixir Fell on My Copper and ..."" was put under the work they were
asked to write their perception to the work according to the title at least in 5 lines. At the third stage,
the previous title of the work was removed and the second title i.e. "Nothingness" was placed below it
and members were asked to write their perception to the work according to the title at least in 5 lines.
At the end of these three stages, a total of 45 questionnaires of the audience's perception of "Work 1"
were collected. This trend was done for "Work 2" but with the difference that its titles are "Modernity"
and "Looking for Authenticity Preservation". A total of 6 stages, 90 questionnaires entered the next
stage of the research that would be content analysis.

CONTENT ANALYSIS STAGE

Research at the second stage used category content analysis and, subsequently, to extract the concepts
contained in the questionnaire. For this purpose, the authors have encoded the questionnaires' text
sentence by sentence. This means that apparent concept of each sentence implies has been extracted
without interpretation and recorded in the form of a code. At the first stage, in coding "Work 1", 252
codes were counted, but at next stages, codes with similar content and close together were integrated,
so that at the second stage of coding, the codes were reduced to 22 ones and at the third stage were
reduced to 17 ones. During coding process of resulting questionnaires of "Work 2" also encoded at the
first stage, 235 codes were counted and at the second and third stages codes were reduced to 16 and 13
codes, respectively. According to the results of the questionnaires' rewriting based on the third layer
codes for each "Works (1) and (2)", "Separate Tables 1 and 2" have been drawn indicating that each
person had referred to what concepts at each of the three stages about each work and how the concept
dispersion has been.

Table 1. Perceived concepts' distribution by respondents of "Work 1" as without title (a), the first*(b)
and second** (c) titles
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The other

Telling the story of my life

Aging and the passage of time

>

Spiritual presence without a physical
presence

Move and try in the path of life and
hope

Induction of confusion and paradox

Unity in diversity

Induction of negative energy

Concepts of originality

Induction of a positive sense

Brilliance

Outburst and outflow

Concepts of the relationship
between redundancy and essence

Creation and destruction

Opposed to nothingness

Despair and nothingness

Romantic and mystical concepts

Title state

Respondents' code

01

02

03

04

05

06

07

08

09

10

11

12

13

4
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* and **: The first and second titles, respectively are states of the work titled "Love Elixir Fell on My

Copper and ..." and "Nothingness" provided to respondents.

Table 2. Perceived concepts' distribution by respondents of "Work 2" as without title (a), the first* (b)
and second** (c) titles
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= & | Bg | &g & ¢ S8
IS a " s}
S <
a| v v v
01 | b v v
c v v
a v v | vV
02 [ b v v v 4
el v [ v % d
a v v v
03| Db v Y
c | v v
04 | b v v
c v Y Y
a v v v v
05| b v 4
c v Y
a v v v
06 | b v 4
c v v
a v Y
07 | b v
c v v
a v
08 [ b v v
c v v
a v v v
09|b| v v
c | v v
10 | a v v v v 4 Y
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b v v v
c v v v v
a v
11| b| v v
cl v | v
a v v | v
12 | b v v
c| ¥ v
a v v | v v
13| b v v v
c| ¥ v
a v Vv v
14 | b v
cl| v v
a v | v
15| b v 4
c |l v

* and **: The first and second titles, respectively are states of the work titled "Modernity" and
"Looking for Authenticity Preservation" provided to respondents.

Data from the "Tables 1 and 2" should change into quantitative data to calculate the effect of the title
on the audience understanding of conceptual visual work. To convert these data extracted from content
analysis method to analyzed data in quantitative method, "Set Theory" (Stewart and T, 1986: 45-65
and Jamali, 2004: 1-7) has been used, so that based on the data of "Tables 1 and 2", for each person for
each of the two conceptual works, three separate sets were defined which members are concepts that
the person has mentioned:

Set A: Concepts referred to by one member of the sample population without any "title" for "Work 1"
Set B: Concepts referred to by the person with the 1% "title" for "Work 1"

Set C: Concepts referred to by the person with the 2™ "title" for "Work 1"

The sets have been provided and described with the help of "formula 1-10" in "Table 3", indicating
features that authors seek to measure them.

Table 3. Used formula in this study according to “Set Theory”

r Formula description on the "title" effect
No. Formula Formula description .
p on ''respondent’s perception"
4-B Amount of limitation of a person's
- Percentage amount of . . .
1 x100 limitation of Set B to Set A perception in the first title state to without
% title state
B -4 P t of Am(-)unt- of expansion of a person's
2 x100 expa(:;:iiri:a(;gfesﬁlgu; ge ¢ A perception in the first title state to without
title state
3 ANB %100 Percentage amount of Amount of unity of a person's perception in
Intersection of Set B to Set A the first title state to without title state
4 AAB %100 Percentage amount of Amount of changes of a person's perception
changes of Set B to Set A in the first title state to without title state
g
A-C Percentage amount of Arpoupt of llmltatlop of a person s
5 x100 e perception in the second title state to without
limitation of Set C to Set A .
title state
C-4 Percentage amount of Amoupt of expansion of a person >
6 x100 expansion of Set C to Set A | Pereeption in the second title state to without
P title state
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. ANC «100 Percentage amount of Amount of unity of a person's perception in
AUC Intersection of Set C to Set A the second title state to without title state

g AANC %100 Percentage amount of Amount of changes of a person's perception

changes of Set C to Set A in the second title state to without title state

9 BNC «100 Percentage amount of Amount of unity of a person's perception in

ucC Intersection of Set B to Set C the second title state to first title state

10 BAC «100 Percentage amount of Amount of changes of a person's perception

ucC changes of Set C to Set B in the second title state to first title state

CONCEPTS FOCUSED ON THE "TITLE"

Although based on poststructuralist approaches in linguistics, a word phrase can have a large and
varied implications, however, the implications will be stopped somewhere and/ or in other words do
not enter some areas of the meanings (Safavi, 2004: 272). For example, the phrase "a glass of water"
can imply concepts like ask a glass of water, the role of water on Earth's life, health, thirst and the like;
and if this is considered as a metaphorical expression, we can extend the circle the implications to
concepts like simplicity, honesty, pleasing, pureness and so on. So, if phrases and words appear in
metaphorical combinations, its conceptual cycle that implies can be widely predicted. However, the
scope of the implications will not cover all the concepts. In other words, some concepts can be
considered focused on that phrase, some linked to it by metaphorical relationships and some very
distant and impossible. Concepts focused on a phrase are more clearly implied by the phrase or words.
These concepts do not include concepts obtained from a metaphoric phrase. According to this
argument, the authors believe among 17 concepts referred by all members of the sample population for
"Work 1" and among 13 concepts referred for "Work 2", concepts focused on each "title" can be
obtained as given in "Table 4".

Table 4. Concepts focused on each title used in the test

No. Title Concepts of each title

"Love Elixir Fell on My Copper and ..." - Romantic and mystical concepts

Despair and nothingness

"Nothingness" .
ne - Opposed to nothingness
- Concepts of novelty, change and to be
) influenced
"M ty" . o
odernity - Concepts of juxtaposition or contrast
2 between tradition and modernity

- Concepts about preserving the tradition

"Looking for Authenticity Preservation" oS
and present situations

"Table 4" states that, for example, when the "Work 1" as "Love Elixir Fell on My Copper and ..." is
provided to the person, it is expected he has referred to "romantic and mystical concepts" in the
questionnaire, of course if "title" has been able to affect his perception of the work.

CALCULATING ABSOLUTE AND RELATIVE FREQUENCY OF THE GENERAL CODES

"Table 5" that is drawn based on calculating the concepts' frequency of the perception of members of
the sample population of "Work 1" shows that among all concepts, "Work 1" by itself and without a
title, reflects the concepts of "despair and nothingness" more than other concepts, but no serious
difference in relative frequency of concepts in this case states that the distribution of concepts is high
in without title situation, and "Work 1" when released to the audience as without title, no clear
orientation was found in the perception. Because the difference between the highest and lowest
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concept that has been mentioned in this case, is low and about 10 percent. But when the same work in
the first title as "Love Elixir Fell on My Copper and ..." has been released to members of the sample
population, the audience's perception of the work, became more toward "romantic and mystical
concepts" and 53.5 percent of mentioned concepts have been drawn in that direction. Since "romantic
and mystical concepts" are those focused on the concepts as "Love Elixir Fell on My Copper and ..."
the authors predict the significant effect of the title on the audience's perception. "Table 5" also shows
that after the second title, "Nothingness" on "Work 1", two concepts of "despair and nothingness" and
"opposition to nothingness" have been in this case more than other concepts with relative frequency of
27.7 and 19.4 mentioned by the audience. Given that these two concepts are the concepts focused on
"Nothingness", and have attracted a total of about 47 percent of the audience's perception, confirm the
authors expectation of the occurrence of such an event. Last row of the "Table 5" represents a very
important point that shows that by entitling "Work 1", it has been able to reduce the range of the
concepts mentioned by the audience, from 58 to 28 and 36 of the absolute frequency.

Table 5. Concepts' frequency in without title and titled states in "Work 1"

c c "Love Elixir Fellon| ,, . "
Without title My Copper and ..." Nothingness
Concepts Absolute | relative | Absolute | relative | Absolute | relative Total
frequency | frequency | frequency | frequency | frequency | frequency| frequency
Romantic and 6 1034% | 15 | 53.57% 6 16.66 % 27
mystical concepts
Despair and 8 13.79 % 2 7.14 % 10 [ 27.77% 20
nothingness
The other 4 6.89 % 3 10.71 % 2 5.55% 9
Creation and 5 8.62 % 1 3.57 % 1 2.77 % 7
destruction
Opposed to 0 0 0 0 7| 19.44% 7
nothingness
Concepts of 4 | 689% 0 0 2 5.55 % 6
originality
Move and try in the o o o |
T fPIEs i g 3 517 % 1 3.57% 2 5.55% 6
Aging and the 5 8.62 % 0 0 1 2.77 % 6
passage of time
Outburst and outflow 5 8.62 % 0 0 0 0 5
Induction of
confusion and 3 517 % 1 3.57 % 1 2.77 % 5
paradox
Unity in diversity 3 517 % 1 3.57% 0 0 4
Concepts of the
relationship between| 3.44% 1 3.57 % 1 2.77 % 4
redundancy and
essence
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Induction of'a 2 3.44 % 1 3.57 % 1 2.77 % 4
positive sense
Telling the story of 2 3.44 % 1 3.57 % 1 2.77 % 4
my life
Induction of negative 5 344 9, 0 0 1 277 9, 3
energy
Brilliance 3 517 % 0 0 0 0 3
Spiritual presence
without a physical 1 1.72 % 1 3.57 % 0 0 2
presence
Total 58 100 % 28 100 % 36 100 % 122

In accordance with what said about the frequency and distribution of concepts for "Work 1", "Table 6"
shows the same things about "Work 2". "Table 6" shows that for without title "Work 2" respondents
have referred to "contradiction and inconsistency" and "concepts of repairing” little more than the
others, although relative frequency states no certain position on their behalf in this case. But once the
work titled "Modernity" is provided to them, the perception is focused on the concepts related to this
title suddenly, namely "concepts of novelty, change and to be influenced" and "concepts of preserving
tradition and present situations" and when the work is provided with the title "Looking for
Authenticity Preservation" at once the two codes are not considered and totally have attracted 15% "of
the perception. This is while the code of "concepts of preserving tradition and present situations"
(which is the concept focused on "Looking for Authenticity Preservation" as well) has attracted only
41% of the audience's perception in the second title. Last row of "Table 5" also shows that the title of
"Work 2" has been able to reduce the range of concepts mentioned by the audience as without title
from 47 to 32 and 34 of the absolute frequency.

Table 6. Concepts' frequency in without title and titled states of "Work 2"

"Looking for
Without title "Modernity" Authenticity
Preservation"
Concepts Absolute | relative | Absolute | relative | Absolute | relative Total

frequency | frequency | frequency | frequency | frequency | frequency| frequency

Concepts of preserving

tradition and present 4 8.51 % 3 9.37 % 14 41.17 % 21
situations
Concepts of novelty,
change and to be 4 8.51 % 10 31.25% 4 11.76 % 18
influenced
Contradiction and 9 11914% | 4 12.5 % 3 8.82 % 16
Inconsistency
Concepts of repairing 9 19.14 % 1 3.12% 3 8.82 % 13
_ Concepts of 3 6.38 % 6 18.75 % 1 2.94 % 10
Juxtaposition or
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contrast between
tradition and
modernity
The other 2 4.25% 4 12.5 % 4 11.76 % 10
An attemfl’itf;" prolong} 8.51 % 3 9.37 % 1 2.94 9% 8
NOStalile"‘n::d good 5 10.63 % 0 0 1 2.94 % 6
Recalling nature 3 6.38 % 0 0 1 2.94 % 4
Weakness 1 2.12 % 0 0 1 2.94 % 2
Regarding the
judgment of others 0 0 1 3.12% 1 2.94 % 2
about yourself
Materialistic pacifism 2 4.25% 0 0 0 0 2
concepts of inner and 1 212 % 0 0 0 0 1
outer beauty
Total 47 100 % 32 100 % 34 100 % 113

THE EFFECT OF TITLE ON THE CENTRALIZATION OF AUDIENCE'S PERCEPTION
TO CONCEPTS FOCUSED ON THE TITLE

The authors have drawn "Table 7" to investigate the effect of each title on the centralization of the
audience's perception to the concepts focused, in each of these two conceptual works. This Table is
based on counting the number of concepts which have been mentioned by any sample members in any
of the titled states and the number of concepts focused on each of those titles in the same state.
According to "Table 7", the title "Love Elixir Fell on My Copper and ..." on average has attracted
68.5% of the audience's perception and moved it toward its concepts.

It is very important that the effect on 7 persons was 100 percent. The title "Nothingness" has been also
able to attract an average of about 59 percent of the perception of members of the sample population to
the concepts focused on the "title"; as well as among 15 members of the sample population it has been
effective on 5 people 100 percent. Another important point to note is that although the first title (Love
Elixir Fell on My Copper and ...) has a greater metaphorical effect than the second title (Nothingness)
it is expected that due to a wider range of implications of a metaphorical expression, the effect of
centralizing the title on the audience's perception is less, but "Table 7" shows that, contrary to what is
expected, the second title ("Nothingness" that consists only of one word) has been effective about 10%
lower than the first title on focusing mind of the audience and has been less successful on convergent
audience's perception of the work. One of the reasons can be an intertextual relationship between the
title "Love Elixir Fell on My Copper and ..." and a famous couplet of Saadi Shirazi'” that causes
recalling the full content of this poem and associations related to it in the mind and the same
perception of "Work 1" in this case.

According to "Table 7", in "Work 2", "Modernity" on average has attracted about 53 percent of the
audience's perception to its concepts. The title was ineffective on two members of the sample
population, but as on 3 members has been 100 percent. "Looking for Authenticity Preservation" on
average has controlled less than half of the audience's perception (about 47 percent) to its concepts.
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Table 7. Comparison of the percentage effect of the first and second titles* on the audience's
perception of "Works 1 and 2" toward the concepts focused on the title

- "Work 1" "Work 2"

a

$ [P ol e S| prconsgs itcor | e

b .

a . ) . . the first title on . .

g audience's audience's audience's percention audience's

7] perception of the perception of the bereep perception of the

o . . of the work into the :

g work into the work into the work into the

a concepts focused on

) concepts focused concepts focused the first title concepts focused

on the first title on the second title on the second title

01 50 % 50 % 50 % 50 %

02 25 % 50 % 50 % 25 %

03 50 % 25 % 0 50 %

04 20 % 28.57 % 100 % 33.33 %

05 33.33 % 66.66 % 50 % 50 %

06 50 % 33.33 % 50 % 50 %

07 50 % 50 % 100 % 50 %

08 100 % 0 50 % 50 %

09 100 % 100 % 50 % 50 %

10 100 % 50 % 66.66 % 0

11 100 % 100 % 50 % 50 %

12 100 % 100 % 0 50 %

13 50 % 100 % 33.33 % 50 %

14 100 % 33.33 % 100 % 50 %

15 100 % 100 % 50 % 100 %
Aveerag 68.55 % 59.12 % 53.33 % 4722 %
Averag

e of o o

both 63.81% 50.27 %
states

*: The first and second titles of "Work 1" are “Love Elixir Fell on My Copper And...” and
“Modernity”, respectively and the first and second titles of "Work 2" are “Modernity” and “Looking
for Authenticity Preservation”, respectively.

With comparison of average amount of the titles directing on the audience's perception in the last row
of "Table 7", it appears that the titles on average in "Work 1" in comparison with ones in "Work 2"
have had a greater effect on the audience's perception in directing towards the concepts focused on the
title, and about 13.5 percent have been more effective. The main reason for this can be found in the
nature of "Work 1". In other words, since "Work 1" has less forms than "Work 2", it is obviouse that
its circle of implications would be wider than "Work 2". Thus, in "Work 1" there is a better platform to
lead the audience to its intended direction.

THE EFFECT OF TITLE ON AMOUNT OF LIMITATION, EXPANSION AND CHANGES
OF THE AUDIENCE'S PERCEPTION
In this section, the title function based on Set Theory and "formula 1-10" (in Table 3), 4 characteristics
of the audience's perception can be calculated for each member of the sample population:

* The amount of limitation of the audience's perception due to "title" to without title state

* The amount of expansion of the audience's perception due to "title" to without title state

* The amount of unity of the audience's perception among without title and titled states

¢ The amount of changes of the audience's perception due to the title to the previous state
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Accordingly, "Tables 8 and 9" have been calculated and plotted to consider above four characteristics
in each sample members’ perception in various states. "Table 8" shows that, on average, by titling
"Work 1" with "Love Elixir Fell on My Copper and ..." it has been able to limit the audience's
perception about 60 percent to without title state which seen by the audience. This means that the
range of concepts that the work has implied them has been reduced by "title" then extended 19% and
new concepts have been born. 20.5% of concepts still have remained common and well. By titling
"Work 1" totally, respondents' perception of this work has changed about 79.5% in comparison with
without title state.

This high rate of change is very important. Because, only with the advent of some words, the meaning
of the work has significantly changed. "Table 8" also investigates the effect of the second title to
without title of "Work 1" and the results. In the last two columns (from right) of the Table, the second
title effect on the audience has been evaluated to the effect of the first title, and in this comparison,
characteristics of "limitation" and "expansion" of the audience's perception would not be significant,
because the first title cannot be considered as the basis to study the second title effect whereby to
investigate the amount of "limitation" or "expansion" of a person perception. Thus, the amount of
"unity" and "changes" of the perception of members of the sample population is calculated in two
states and provided in these two columns.

Table 8. The amount of limitation, expansion, unity and changes of the audience's perception of
"Work 1" in titled states* to without title state and the previous state

Audience's
Audience's perception in first titled] Audience's perception in second | perception in
to without title state titled to without title state second titled to
first titled state
w
&
=2 - - - - - - - - - -
=) <1 <1 <1 <1 2 2 2 2 2 2
& =0 = & & & - & = & & & & &
= E = ge = s 2 £ 2 ge eSS = o=
2 |EE |S& |5& | 2& |EE |EE | 5€ |6 |58 | £&
© s s @ =0 = @ S ° = E.© 5 @ E.c =y
o :_p.m m.m QN rQ & :_p.m m.m QN g ® QN Qe &
o S B = < 3 e 3 S B = < 3 4k < 3 =
= O =5 O ) L& = O 5 © ) = O ) L9
S = = £ = = S = = £ = = = =
= = = = = = = = = =
] ] ] ] ] ] ] ] ] ]
~h ~h ~h ~h ~h ~h ~h ~h ~h ~h
66.6
01 71.42 | 14.28 | 14.28 | 85.71 | 66.66 0 33.33 6 33.33 | 66.66
02 33.33 16.66 50 50 42.85 | 28.57 | 28.57 712'4 33.33 | 66.66
66.6
03 50 0 50 50 3333 | 3333 | 33.33 6 50 50
04 37.5 37.5 25 75 30 50 20 80 33.33 | 66.66
05 57.14 | 14.28 | 2857 | 7142 | 57.14 | 14.28 | 28.57 712'4 0 100
06 57.14 | 14.28 | 2857 | 71.42 | 57.14 | 28.57 | 14.28 851'7 25 75
07 60 20 20 80 66.66 | 33.33 0 100 25 75
08 50 0 50 50 50 0 50 50 100 0
09 75 0 25 75 80 20 0 100 0 100
10 80 20 0 100 60 20 20 80 0 100
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11 50 50 0 100 50 50 0 100 | o 100
12 | 66.66 | 33.33 0 100 | 66.66 | 33.33 0 100 | o 100
13 66.66 | 16.66 | 16.66 | 8333 | 80 0 20 80 0 100
14 75 25 0 100 | 40 40 20 80 0 100
15 75 25 0 100 | 66.66 0 | 3333 666'6 0 100
Avfag 60.32 | 19.13 | 20.53 | 79.45 | 56.47 | 23.42 | 20.09 | 79.9 | 19.99 | 79.99

*: Titled states of "Work 1" include the first titled state (“Love Elixir Fell on My Copper And...””) and
the second titled state (“Nothingness™).

Like what has been explained for the effect of the title on the audience in the case of "Work 1" in
"Table 8", also "Table 9" has provided the results of study and calculate the effect of the "title" on

respondents' perception in the case of "Work 2".

Table 9. The amount of limitation, expansion, unity and changes of the audience's perception of titled
states* to without title and the previous state of "Work 2"

Audience's
Audience's perception in first titled] Audience's perception in second | perception in
to without title state titled to without title state second titled to
first titled state
=
&
= - - - - - - - - - -
=) <1 <1 2 2 2 2 2 2 2 2
& =6 =6 & & -8 = & & & & &
= E = ge = s 2 = ge eSS = s 2
= 2@ | 2% | @ | Se |E2: 2w |6 |Ex |k | £
9 go o B o g o g o o B o g o B o g o
a. :v;N m.m QN Qe & :v;N m_m QN g ® QN Qe &
o S B s 8 < 3 e 3 S B s 8 < 3 4k < 2 =
= O =5 O ) L& = O 5 © ) = O ) L9
S = = £ = = = = £ = = = =
= = = = = = = = = =
] ] ] ] o ] ] ] ] ]
~h ~h ~h ~h =h ~h ~h ~h ~h ~h
01 66.66 | 33.33 0 100 50 0 50 50 0 100
02 33.33 50 16.66 | 83.33 | 33.33 50 16.66 8%’3 60 40
03 60 40 0 100 50 25 25 75 33.33 | 66.66
04 66.66 | 16.66 | 16.66 | 83.33 50 16.66 | 33.33 666'6 0 100
05 60 20 20 80 66.66 | 33.33 0 100 | 33.33 | 66.66
06 50 25 25 75 60 40 0 100 0 100
07 66.66 | 33.33 0 100 33.33 | 33.33 | 3333 666'6 0 100
08 0 50 50 50 0 50 50 50 33.33 | 66.66
09 50 25 25 75 50 25 25 75 100 0
10 57.14 | 14.28 | 28.57 | 71.42 | 42.85 14.28 | 42.85 51'1 40 60
11 33.33 | 66.66 0 100 33.33 | 66.66 0 100 100 0
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12 33.33 0 66.66 | 3333 | 50 25 25 75 | 3333 | 66.66
13 50 | 3333 | 1666 | 8333 | 60 20 20 80 25 75
14 75 0 25 75 | 66.66 | 33.33 0 100 0 100
15 50 50 0 100 | 66.66 | 33.33 0 100 0 100
Avfag 50.14 | 305 | 1934 | 80.64 | 47.52 | 31.06 | 21.41 788'5 30.55 | 69.44

*: Titled states of "Work 2" include the first titled state (“Modernity””) and the second titled state

(“Looking for Authenticity Preservation”).

THE "CONCEPT" TURNING

The titles which have been used in this study at titled states have been selected in a way that their
meaning would be almost in contradiction or conflict with each other and each title orientation is in
opposite of the other, so that one is in positive direction and the other in negative direction in order to
study the "concept turning" because of "the title effect". Thus, the titles used for "Work 1" are "Love
Elixir Fell on My Copper and ..." and "Nothingness" that the first title is further toward romantic and
mystical topics opposite of nothingness topics as implied by the second title. This trend has been also
applied in the titles used to "Work 2" and titles accordingly have been selected as "Modernity" and
"Looking for Authenticity Preservation". So, "the concept turning" means a significant shift in the
audience's perception from the first title concepts toward concepts of the second title. For example, if
respondents after facing with the first title refer to the first title concepts in their perception and after
facing with the second title refer to the second title concepts without referring to the first title
concepts, "title" has been able to turn the concept of artwork and "the concept turning" fully occurred.
"the concept turning" is a continuous quantity, and their values can be calculated. "Table 10" shows
how and to what extent in "Works 1 and 2" have been able to turn the perception of respondents.

Table 10. The amount of concept “turning” of "Works 1 and 2" due to the first and second titles*

"Work 1" "Work 2"
Effect Effect Effect
éU Percentage Percentage Effect Percentage| Percentage
= amount of the | amount of the amount of the | amount of the
(ED_ first title on second title Percentage first title on  |second title on| Percentage
=1 audience's on audience's | amount of audience's audience's amount of
ﬁ‘ perception of | perception of concept |perception of the | perception of | concept
2 the work to the| the work to “turning” work to the the work to | “turning”
° concepts the concepts concepts focused | the concepts
focused on the| focused on on the title focused on the
title the title title

01 50 % 50 % 50 % 50 % 50 % 50 %
02 25 % 50 % 37.5% 50 % 25% 37.5%
03 50 % 25 % 37.5% 0 50 % 25 %
04 20 % 28.57 % 24.29 % 100 % 3333 % 66.66 %
05 3333 % 66.66 % 49.99 % 50 % 50 % 50 %
06 50 % 3333 % 41.66 % 50 % 50 % 50 %
07 50 % 50 % 50 % 100 % 50 % 75 %
08 100 % 0 50 % 50 % 50 % 50 %
09 100 % 100 % 100 % 50 % 50 % 50 %
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10 100 % 50 % 75 % 66.66 % 0 33.33%
11 100 % 100 % 100 % 50 % 50 % 50 %
12 100 % 100 % 100 % 0 50 % 25%
13 50 % 100 % 75 % 3333 % 50 % 41.66 %
14 100 % 3333 % 66.66 % 100 % 50 % 75 %
15 100 % 100 % 100 % 50 % 100 % 75 %
Average 68.55 % 59.12 % 63.83 % 5333 % 4722 % 50.27 %

*: The first and second titles of "Work 1" are “Love Elixir Fell on My Copper And...” and
“Modernity”, respectively and the first and second titles of "Work 2" are “Modernity” and “Looking
for Authenticity Preservation”, respectively.

RESULTS

The study results show that the title is effective on transferring the concepts of conceptual visual art
works and can change concepts 70-80%, and turn 50-64% to concepts implied, but cannot thin it out
into one. “Title” is also able to limit audience’s perception of these works 47-61% and expand it 19-
32% and create new concepts.

According to the results of previous studies on the effect of "title" on the audience's perception of an
art work that show "title" affects the audience's perception (Abdollahabadi and Moghimnezhad, 2012
and Moadikhah and Namvar Motlaq, 2013 and Franklin et al., 1993 and Ledera et al., 2006), in
conceptual art that audience's perception of the work is highly regarded, the "title" role is a serious
matter. A conceptual artist by entitling his work makes a language game on the concept between the
"title" and "what is screened", furthermore forms the final concept of the artwork. Although with the
acceptance of Modern Hermeneutics in contemporary art, the role of author in reading the work is
fading down to zero, but it can be said that in conceptual visual artworks, "title" can change the
author's role from zero (as a alone creator) and turn it into an effective role. The results of the present
study also prove the claim, as if "Work 1" with the first title (Love Elixir Fell on My Copper and ...)
was introduced to the audience, 68.5% of the audience's perception directed to the concepts focused by
the first title and when the second title was introduced (Nothingness) to them, 59.12% of the
audience's perception directed to concepts focused by the second title too, and other readings were
limited. This was true for "Work 2" and the direction amounts of audience's perception toward the
concepts focused by titles respectively, were 53.33 and 47.22 percent. Thus, the work creator by titling
his work paves the way for reading of the audience and conducts him to the specific directions.

Given that the phenomenon investigated in this study is the audience's perception of a work of art,
many factors other than the independent variable (title) affect it that should be considered as the most
important limitation of this research. For example, the researcher cannot clear personal experience of
the members of the sample population in their minds and control associations recalled by each art
work in the audience’s mind (originated in their personal life). So, although the researchers first have
conducted a pre-test (without title state), but not all changes resulting from the post-test (titled states)
will be considered born of the effect of the independent variable.

According to the results of semi-experimental and quantitative stages of this research, the authors
suggest that future researchers examine the "title" function in other conceptual arts, especially musical
and installation works quantitatively and qualitatively in order to besides the results of this study, a
decisive opinion can be obtained on the role of "title" in all works of conceptual art.

SUBSCRIPTS
1. This title is a part of Saadi Shirazi’s famous poem that says: “““Who made your red face
golden? Saadi” They asked. Love elixir fell on my copper and I got gold”. According to a
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historic mystical Persian opinion, love can change someone into Perfect Man as the alchemy
can make change copper into gold.

2. Saadi Shirazi. 1210-1291. He was one of the major Persian poets and literary men of the
medieval period.
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AVANTAJLARI VE DEZAVANTAJLARI iLE DIiJITAL DERGICILIK
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(0V/

Medyanin djjitallesmesi ve yeni medya ortamlarinin artmasi ile birlikte yayin siireglerinde, yayinlarin
iceriginde hizli bir degisim ve doniisiim yasanmaktadir. Bu doniisiim 6zellikle gazete ve dergilerde
kendini gostermektedir. Dergilerin sayisallasmasi ve tamamen dijital ortamlarda yaymlanmasi
gazetelere nazaran daha hizli ger¢eklesmektedir. ‘Dogustan dijital’ neslin internet ve mobil cihazlarla
adeta biitlinlesmesinden dolay1 dijital i¢eriklere uyum saglamalar1 zor olmamigtir. Siirekli olarak mobil
cihazlarla yasayan dogustan dijitaller dijital ortamlarda dijital icerikleri geleneksel medya igeriklerine
oranla daha c¢ok takip etmektedirler. Bu iceriklerin basinda da dijital dergiler gelmektedir. Cep
telefonu, iPad, tablet ve sosyal aglardan kolayca ulasilabilen dijital dergiler yayinci, oyucu ve
reklamveren agisindan ©Onemli firsatlar sunmaktadir. Literatiir taramasi yapilarak hazirlanan
“Avantajlar1 ve Dezavantajlar1 ile Dijital Dergicilik” isimli bu ¢alismada geleneksel dergicilikten
dejital dergicilige dergiciligin doniisiimii, dijital dergiciligin avantajlar1 ve dezavantajlar1 ele
almmigstir. Makale, dijital dergicilikle ilgili ulusal caligmalarin son derece yetersiz olmasindan dolay1
dijital dergicilik konusunda yapilacak genis kapsamli c¢aligmalara katki sunmak amaciyla
hazirlanmistir.

Anahtar Kelimeler: dergi yayinciligi, dijitallesme, dijital dergicilik, dijital ortamlar, yayincilik

DIGITAL MAGAZINE WITH ITS ADVANTAGES AND
DISADVANTAGES

ABSTRACT

With digitalizing of media and increasing of new media environment, it has been fast changes and
transformation in the process of publishing process and their content. This transformation arises
especially in magazines. Digitalizing of magazines and their publishment in the digital world totally
occur faster when compared with newspaper. Because of “Natural Born Digital Generation’s
integration with the internet and mobile devices, their adaptation to digital contents haven’t been
difficult for them. The Natural Born Digital Generations living with mobile devices at all the time
have been following digital content in the digital environment more than traditional media content.
Digital magazines are at the forefront of these contents. Digital magazines easily accessible from
mobile phones, iPads, tablets and social networks provide important opportunities for publishers,
performers and advertisers. It is studied the transformation of digital magazine from traditional
magazine and the advantages and disadvantages of digital magazine in this study. Because of
insufficiency of national studies in respect of digital magazine this article is studied in order to
contribute wide ranging studies in this area.

Keywords: magazin publishing, digitization, digital journalism, digital media, publishing

GIRIS

Iletisim teknolojilerindeki gelisim medya iiriinlerini gelistirmekle kalmamis ayni1 zamanda bu iiriinleri
de doniistiirmiistiir. Iletisim ortamlarinin gelisen teknolojiyle birlikte genislemesi mecralarin
cogalmasint saglarken medya iirlinlerinin ulagilabilirliginin artmasina da olumlu katki yapmuistir.
Ozellikle internet agmin genislemesi internet kafelerin yerini her evde internet baglantili bilgisayarlara
birakmasi iletisimde devrim sayilabilecek 6nemli gelismelerdir. Iletisim teknolojilerindeki bu hizl
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gelisim bununla da sinirh kalmayip akilli telefonlarin yayginlagsmasiyla birlikte internete cep
telefonlar1 iizerinden de ulasilmigtir. Bireyler diziistii bilgisayarlar, masaiistii bilgisayarlar ve
tabletlerden sonra nerdeyse bagimli yasadiklar1 cep telefonlar: ile giinlin 24 saati internete bagli hale
gelmislerdir. Bunun olumlu sonuclarinin yani sira olumsuz sonuglar1 da bulunmaktadir. Bunu hem
birey hem de dijital endiistri acisindan ele almak gerekmektedir.

Bireylerin 365 gilin 24 saat akilli cihazlarla diinyadan haberdar olmalar1 haber alma ihtiyacinin
karsilanmasi1 ve kisisel ihtiyaclarin giderilmesi agisindan olumlu sonuglar verirken bireyin siirekli
olarak enformasyona maruz kalmasi agisindan olumsuz sonuclar dogurmaktadir. Siirekli olarak daha
fazla kazanma arzusunda olan sirketler yazili, gorsel ve isitsel mecralarin 6tesinde dijital medyay1 da
aktif bicimde kullanarak bireylere ulagsma ¢abas1 vermektedir. Cep telefonlarina gelen mesajlar ve bir
tikla internet sitesi iizerinden ayaginiza kadar gelen magazalar tiiketim kiiltiirlinii artirmaktadir. Birey
siirekli olarak c¢esitli mecralar tarafindan enforme edilmektedir. Nitekim bu durum rahatsizlik
boyutuna varinca, yapilan yasal diizenleme ile kullanicilarin cep telefonlarina sirketler tarafindan
mesaj gonderilmesi izne baglanmistir.

Yaymcilik sektorii  yillardir  dijital ortamda faaliyet gostermektedir. Genel kullanic1 igin
programlamadaki pek ¢ok onemli gelismenin yaninda dijital islemler yoluyla igerik iiretimi de
gelismistir. Dijital ortam uzun siiredir bilgiyi islemenin esas yontemi olmustur. Basili iirlinler de
internet ortaminda kullanicilarin hizmetine sunulmak i¢in dijital {iretim metotlarin1 kapsayacak sekilde
doniisiime ugramaktadir. Yayinciligin bazi sektorleri bu yolda digerlerinden daha hizli ilerlemigtir ve
dijital iirlinleri gercek anlamda gelistiren ilk sektdr bu olmustur (Hall, 2014:23). Bireysellesmenin
artmasi1 ve internet teknolojilerinin hizla gelismesi basinin da doniisiimiini saglamistir. Geleneksel
basin kan kaybederek kendini korumaya devam ederken beraberinde dijital ortamlarda da kullaniciya
ulagma cabas1 vermektedir. Gazeteler internet siteleri lizerinden haberleri, son dakika gelismelerini
takipcileriyle paylasmaktadirlar. Hatta bazi gazetelerin internet siteleri basili gazetesinden daha biiyiik
ragbet gormektedir. Radikal Gazetesi basili hayatina son vererek sadece internet sitesi ve sosyal
medya ag iizerinden takipgilerine ulagmaktadir. Ingiltere’nin 6nemli yayin organlarindan The
Independent The Guardian, The Daily Telegraph gazeteleri ve The Economist dergisi internet sitesi
iizerinden {icretsiz olarak kullanicisina hizmet vermektedir. Burada {icret konusunun altini ¢izmek
gerekmektedir. Baz1 gazete ve dergiler internet sitelerinde kullaniciya igerige ulagmasi igin ya iicretli
iiyelik ya da ticretsiz iiyelik sart1 getirmektedir.

Dergilerin doniisiimii gazetelere oranla daha hizli olmaktadir. Bir kisim dergiler basili olarak ¢ikmaya
devam ederken eski sayilarini da internet sitelerine yiikleyerek kullanicinin elektronik olarak rahatca
ulagsmasini saglamaktadir. Bunun yaninda geleneksel dergiden dijital dergiye donen dergilerle birlikte
sadece dijital olarak kurulup dijital olarak yayin hayatina devam eden dergiler bulunmaktadir.

DIJITALLESME

Dijital kavrami kisaca bilgisayar dili olarak tanimlanmaktadir. Dijital dilin gelisimi 19. yiizyila
dayanmaktadir. Matematik¢i Gootfried Wilhelm’in 0 ve 1 degerlerinden olusan aritemetik sistemi
kesfetmesiyle dijital dilin temelleri atilmistir. Dijital dilde her harfin, semboliin bir kodu vardir ve
yapilan tiim isler bu dildeki kodlamalar ile ger¢eklestirilmektedir. Giiniimiizde bilgisayarlar, mobil
cihazlar, internet ve ag tabanli pek¢ok alanda dijital dil kullanilmaktadir. (Ispir, 2015:5). Dijitallesme,
yeni is modelleri gelistirmek, bilgi, sirket kaynaklar1 ve dijital teknolojileri yeni kombinasyonlarla
birlestirerek benzersiz miisteri deneyimleri olugturmak, yeni iiriin ve hizmetleri uygulamaya koymak
ve sirket kaynaklarmi ¢ok daha etkin kullanmak igin teknolojiyi bu kaynaklara uygulamaktir.
(Accenture Dijitallesme Endeksi Tiirkiye Sonuglari, 2015:12). Egitimden sagliga, Spordan sanayiye
iletisim teknolojilerinden medyaya varana kadar hayatin her alaninda kagmilmaz bir siire¢ olan
dijitallesmenin beraberinde getirdigi avantajlar ve dezavantajlar bulunmaktadir. Etkilesim, her ortamda
ayni kaliteyi saglama, yliksek hizmet standarti, {iriin ve hizmetlerin giivenilirligi, daha genis kitlelelere
daha kisa siirede ulagsma imkani, analog sistemlere gore daha ucuz olmasi, ¢ogaltma ve kopyalama
siireclerinde yiiksek kalite standartt saglamasi, depolama ve arsivleme kolayligi, ézellikle medya
metinlerinde ¢oklu ortam saglamasi dijitallesmenin baslica avantajlar1 arasinda yer almaktadir. BT
sistemlerinin ¢dkmesi sonucu verilerin kaybedilmesi, siber saldirilar yoluyla hizmetlerin ¢alinmasi ve
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kesintiye ugramasi, BT altyapilarinin istenen seviyede yayginlasmamasi, dijital teknolojinin biiyiik
maliyetler gerektirmesi dijitallesmenin dezavantajlart arasinda yer almaktadir. Dijitallesmenin
dezavantajlar1 dijital doniisiimiin tamamen saglanmasiyla birlikte minimum seviyeye inmesi
ongoriilebilir.

DIJITAL DERGICILIK

Dijital dergi basili derginin Portable Document Format (PDF) olarak bilgisayar ortamina aktarilip
paylasilmasindan 6te, derginin dijital ortamda tasarlanmasi, iceriginin olusturulmasi, paylasiimasi,
etkilesimli olmasi, basili kopyasinin olmamast ve internet, cep telefonlari, 6zel aglar, iPad veya diger
dijital cihazlardan ulasilabilir olmasini1 (Silva, 2011:301) gerektirmektedir. Burada interaktif
vurgusunun altini ¢izmek yararl olacaktir. Dijital dergiyi geleneksel dergiden ayiran en dnemli 6zellik
dijital dergi okuralarinin dijital igerikle kolaylikla iletisim kurabilmesi (6zellikle aligveris odakli
haberlerde), icerige yorum yapabilmesi ve ayni platform iizerinden derginin yazarlari ve editorleriyle
iletisim kurabilmesidir.

Josh Gordon etkilesim kavramini bir adim daha ileri tasiyarak “Interaktif Dijital Dergi”ye dikkat
cekmektedir. Gordon, dijital diinyada yasamak icin tasarlanan dergilere ilk 6rnek olarak Winding
Road'un yayincist Tom Martin'in Mart 2008'de blogunda yayinladig1 igerigi gdstermektedir. ilerleyen
siirecte bigim, platform, reklam modeli, diizen, hikdye atamalari, zamanlama, fotografcilik, maliyet
yapisi bakimmdan Winding Road sayisallastirilmis dijital dergi ile etkilesimli dijital dergi arasindaki
farki net olarak ortaya koymaktadir. (Gordon, 2011:5) Gordon “Interaktif Dijital Dergi”yi dijital
dergiden ayiran ii¢ 6zellige vurgu yapmaktadir.

+ Interaktif dergiler, okuyucularin degil, cevrimi¢i okuyucularin dikkatini ¢ekmek ve diger
dergilerle rekabet etmek icin tasarlanmistir.

» Etkilesimli dergiler sadece tek yonlii icerik dagitimi i¢in degil okuyucular ve dergi
arasinda kolay etkilesim saglamak i¢in tasarlanmistir.

» Etkilesimli dijital dergiler, okuyucularin etkilesimde bulunabilecegi reklamlar1
icermektedir.

Teknik imkanlar, yazilimsal farkliliklar, tasarimsal tercihler ve igerik uygulamalarina gore farkliliklar
gostermekle birlikte en yaygmn olarak kullanilan dijital dergi c¢esitleri bes kategoride
siniflandirilmaktadir.

 Basili halde olmayan dijital dergiler

Salt dijital dergiler

* Dergi siirtimlerinin iPad, Android veya iPhone uygulamalar1
 Baski siiriimlerinin PDF kopyalari

» Kindle veya Sony eReader uygulamalari. (Silva, 2011:301)

Geleneksel dergicilikten dijital dergicilige dergiciligin doniisiimii ise 1990’lardan giiniimiize kadar
devam eden bir siirecin {iriiniidiir. Internetin yayinginlagmas1 ve iletisim ortamlarmin dijitallesmesi
elektronik ortamlar1 cazibe merkezi haline getirmektedir. Bu da beraberinde iireticinin tiiketiciye
ulagsmasi i¢in bu ortamlar1 kullanmasmi bir anlamda zorunlu kilmaktadir. Tabletlerin ve akilli
telefonlarin yayginlagsmasi iireticiye 6nemli mecralar sunmaktadir. Bireyler giiniin her saatinde mekan
ayrimi olmadan internete bagli bir tablet veya akilli bir cep telefonu ile dijital verilere rahatlikla
ulagmaktadir. Ozellikle Apple iiriinlerinin biiyiik bir prestije sahip olmasi App Store’daki
uygulamalara ilgiyi de artirmaktadir. Kullanicilar buradan indirdikleri uygulamalarla iicretli ve
iicretsiz ¢ok sayida degiye ulasma imkanina sahip olmaktadirlar. Ayni sekilde Andoid islemciye sahip
cep telefonu kullanan kullanicilarin Google Play iizerinden de dijital iceriklere ulagabilmektedirler.
Diinyada dijital dergiciligin gelisim siireci 2000 sonrasi Tiirkiye’de de 2005 sonrasi olurken elektronik
dergiciligin yayin gecmisi 1990’11 yillara kadar gitmektedir.

Bilgi ve iletisim teknolojilerinde yasanan hizli gelismeler sonucunda 1980°li yillarin basinda yogun
olarak kullanilmaya baslanan e-posta mesajlari, e-yayinciligin ilk 6rneklerindendir. 1990’larin basinda
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CD-ROM’larin  e-yayincilikta kullanilmaya baslamasiyla yeni bir donem basladi. Bilgilerin
arsivlenmesi, dagitilmasi ve saklanmasi miimkiin hale geldi (Eby, 2015:77) Ozellikle kiitiiphanelerde
CD-ROM’lar aktif olarak kullanilmaya baslandi.

Elektronik dergi yaymnciligi agisindan 1990’1 yillar déniim noktasi olarak diisiiniilmektedir. Ozellikle
Internet’in yayginlagmas1 ve internetteki cesitli tarayicicilarin gelistirilmesi elektronik yayimciligin
gelisiminde dnemli rol oynamistir (Besimoglu, 2007:19). Ilk yaygin internet tarayicisi olan Netscape
Navigator ile daha sonra Microsoft’un gelistirdigi internet Explorer arasinda 90’11 yillarda yasanan
tarayict rekabetini Internet Explorer kazanmistir. (Erorta, 2015:105). Bu gelisim beraberinde
elektronik dergilere yonelik olarak yapilan proje ve aragtirmalarin artmasini saglamistir. Bir¢ok
kurum, yaymevi, dernek ve vakif bu tarihlerde bu tiirde projeler yiiriitmiis ya da desteklemistir.
Yiiriitiilen projeler genellikle basili yayinlarin elektronik versiyonlarinin iiretilmesi, elektronik
dergilerin olusturulmasi, arsivleme c¢aligmalari, standartlarin gelistirilmesi ve farkli yayincilik
modelleri vb. olusturulmasina yoneliktir. Bu girisimler i¢inde en carpict olan1 1992 yilinda sadece
elektronik ortamda yayinlanan Online Journal of Current Clinical Trials adli hakemli dergidir.
Derginin en 6nemli 6zelligi kuskusuz sadece elektronik ortamda yayinlanmis olmasidir (Besimoglu,
2007:19). Bu dergiyi bagka dergiler izlemis ve elektronik devrim ivme kazanarak devam etmistir.
1994-1995 yilina gelindiginde Institution of Electrical Engineers tarafindan Electronics Letters Online
adinda dergi yayimlandi. 2004 yilinda Google, Kuzey Amerika ve Avrupa’daki {iniversitelerle is birligi
yaparak, basimi tiikkenmis ve yeni basimi yapilmayan yayinlari dijital hale getirerek herkesin
kullanimina sundu. 2010’lu yillardaysa Personal Dijital Assistans, tablet bilgisayarlar, IPAD, cep
telefonlar1 vb. ortamlar (Eby, 2015:77) dijitallesmenin hizlanmasmi ve dijital {iriinlerin
yayginlasmasini sagladi. Ozellikle IPAD dijital yayinlar i¢in cazibe merkezi haline geldi.

21. ylizyilin ilk yillarinda medya dijital fakslar1 dagitmaya baslamigtir. 2006 yilinda dergilerin orijinal
baski versiyonlart PDF bi¢iminde dagitimi yapilmistir. Bu dagitim indirilebilir mobil igerik ve
YouTube yoluyla yapilmistir. 2007 yilinda ilk olarak yalnizca sayfa ¢evirme teknolojisine dayanan
dijital dergiler (MonkeyMag veya JellyFish) yayin hayatina baslamistir. 2008 yilindan bu yana sayisal
dergi satis1 konusunda sanal magazalarin en biiyligli konumunda olan Zinio (Silva, 2011:301) dijital
dergilerin yayginlagmasi ve kullaniciya ulagsmasi noktasinda dnemli bir islev gormektedir.

Ocak 2010'da piyasaya stiriilen ilk elektronik kisisel okuma cihazi iPad pazardaki ilk kisisel tablet
bilgisayar1 degildir; Amazon Kindle ve diger e-okuyucularin kullanimina sunulan cihazlar, 6zellikle de
Birlesik Devletler'de, 6nemli derecede pazara girisi olusturmustur. Bununla birlikte, iPad'in
yapabilecegi sey, kisisel bilgisayarin islevselligini, tiiketicilerin iPhone gibi diger Apple iiriinlerinden
tanidiklar1 sezgisel arayiizi ve Apple'in hem diinyanin medyasini hem de mobil medyay1 harekete
gecirme yetenegini birlestirmektir. Ayrica kendi kullanict tabanini kullanarak yeni iirlinlerini
tanitmaktir. (Flew, 2010:2). Apple bu konuda son derece basarili olmus ve kisa siirede iPad yayginlik
kazanmustir. Ipad hem kullanicilar hem yayincilar hem de reklamverenler igin kisa siirede onemli bir
pazarlama mecrasina doniigsmiistiir. eMarketer’in aragtirmasi bu anlamda 6nemli sonuglar vermektedir.
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Basili dergi iceriginden daha fazlasini sunabilmenin avantaji ve bireylerin tiim eski sayilara bir
iPad’den ulagabiliyor olmalarinin kazandirdigi deneyim son derece 6nemlidir. Bu platform internetin
olmadig1 her yerde eger iPad’iniz yaninizdaysa daha Onceden indirdiginiz tiim dergi igerigini
cevrimdigt olarak gezme firsatini sunmaktadir... (www.emarketer.com) Tiirkiye’de de IPAD’in
kullanim oraninin artmasiyla birlikte gazeteler ve dergiler bu ortam {izerinden kullaniciya
ulasmaktadir. Her gegen giin IPAD iizerinden kullaniciya ulasan gazete ve dergi sayisi hizla artt1 ve
artmaya da devam etmektedir.

AVANTAJLARI iLE DIJITAL DERGICILIK

Dijital dergiciligin avantajlarin1 en iyi sekilde ortaya koymanin belki de en donemli yolu geleneksel
diger bir ifadeyle basili dergi ile arasindaki farklari ortaya koymaktan gegmektedir. ilk ayrim
geleneksel ortamda ve internet ortaminda iiretim ve dagitim yapilmasidir.

Yayinlarla internette var olmanin kendisi tek bagina bir avantajdir. Siradan bir diz {istii bilgisayar ve
internet baglantist sayesinde diinyanin her yerinden ve 24 saat istenilen dergiye erisim imkani
bulunmaktadir. Bu kolaylik, web sayfalarinin dinamik yapisi, dergi arsivinde arama yapabilme,
referanslara ulagabilme, i¢inde video, ses, gibi unsurlara yer verilebilmesi sayesinde, elektroniklesen
ve dijitallesen dergilerin yayginligi ve okuyucusunu (Ozyurt, 2003:1) artirmaktadir. Geleneksel
yayincilik ile dijital yayincilik arasindaki en biiylik fark tiiketicinin konumunun degismesidir.
Ozellikle yeni medyanin getirdigi etkilesim ortami ile "okur", "kullanic1"ya doniismiistiir.

2000'lerin ilk yillarinda herhangi bir metanin internette popiiler olmast aylar alirken giiniimiizde
dakikalar i¢inde popiiler olunabilmektedir. Bunun en biiyiik sebebi "dogustan dijital"lerdir. 1985
oncesi doganlara dijital go¢men, sonrasi doganlara "dogustan dijital" denilmektedir. Dogustan
dijitaller cep telefonu ve internet ile i¢ i¢e biiylimiislerdir. Teknoloji onlar i¢in yiirlimek gibi saydam
bir histir. Hi¢bir zaman kullanim kilavuzu okumayan bu nesil gdsterge diline son derece hakimdir.
(http://www.sabah.com.tr/teknoloji/haber/2012/02/21/tabletler-dergicilik-icin-buyuk-firsat).

Bu anlamda bu dijjital kitle hemen her seye yanlarindan ayirmadiklari akilli cihazlarla ulagmaktadirlar.
Giiniin her saatinde kullanicinin bu dijital verilere ulasmas1 miimkiindiir. Ozellikle Tiirkiye gibi
okumay1 pek sevmeyen ve trafik sorunu nedeniyle vaktinin dnemli bir kismini yolda gegiren toplumlar
icin dijital i¢erik son derece cazip hale gelmektedir. Cok sayida derginin iicretsiz olmast da okuyucu
cezbeden bir baska unsur olmaktadir. Basli dergi gibi tasima sorununun olmamasi ve her istendiginde
rahatlikla ulasilabilir olmasi dijital dergiye avantaj saglayan diger bir unsurdur. Dergi yayincisi
acisindan da daha masrafsiz olmasi, daha zengin bir i¢erik olusturma imkani ve ¢ok sayida kullaniciya

Submit Date: 01.08.2016, Acceptance Date: 23.12.2016, DOI NO: 10.7456/10701100/002 21
Copyright © The Turkish Online Journal of Design, Art and Communication



The Turkish Online Journal of Design, Art and Communication - TOJDAC January 2017 Volume 7 Issue 1

ulagma avantaji 6nemli noktalardir. Yayimnci agisindan bir diger onemli nokta da siiphesiz iyi bir
reklam mecrasi olmas1 bakimindan iyi gelir elde etmesidir.

Tablet yayinciligi reklamcilik alani i¢in de son derece avantajli bir yayincilik tiiriidiir. Kullanicilar
reklam1 sadece gormiiyor, yayinci interaktivite ile birlikte kullanicinin etkilesime gegmesini
hedefledigi i¢in kisilerin tepkisini aninda 6lgerek reklam verenlere bildirebilmektedir. Hazirlanan
reklamlar etkilesimli hazirlandig1 icin kullanicinin reklami gérmemesi veya atlamasi miimkiin
reklamla biitiinlesmemesi miimkiin degildir. Bu agidan reklam verenler i¢in de ¢ok avantajli bir alan
tablet yaymciligi. Bu anlamda zengin igeriklerle donaninca viral reklamlar da c¢ok etkileyici
http://www.medyadernegi.org/dergi-yayinciliginin-gelecegi/) sonuglar verebilmektedir.

Dijital dergilerin avantajlarim1  “erigebilirlik”, “kullanilabilirlik”, “etkilesim”, “yayilabilirlik”,
taranabilirlik, coklu ortam, maliyet, arsivleme, istatistiklendirme ve raporlama seklinde ifade
edebiliriz.

Erisebilirlik: Dijital dergilere zaman ve mekan sinir1 olmadan internet baglantisinin ve sayisal
cihazlarin oldugu ortamdan ulagsmak miimkiindiir. Okuyucular ¢evrimi¢i ve ¢cevrimdist olarak dergiye
ulagabilir, internete bagliyken dergiyi indirebilir ve daha sonra internet erigiminin de olmadigi
ortamlarda dergiyi okuyabilirler. Fiziksel olarak agirliginin bulunmamasindan dolay1 da dijital dergiye
erisim gelenekse dergiye oranla daha yaygin ve daha kolaydir.

Kullanilabilirlik: Ucretsiz dijital dergilere web tarayicilarinin destekliyici niteliginden dolay1 herkes
tarafindan rahatlikla ulagilabilir. Ucretli dijital dergilere abone olunmasi sonucunda kullaniciya
tanimlanan sifre ve kullanici bilgileri ile ulagilabilmektedir.

Coklu ortam: Dijital ve elektronik dergiler, animasyon, sanal gerceklik, interaktif 3D goriintii,
referanslara yonlendirme, yorumlara baglantilar, gezinti destekleri (yazitablo-figiir ve bibliyografik
unsurlar) saglamaktadir. Internetin en dnemli &zelligi olan “hipermetin” 6zelligi, e-dergilerin de baska
referanslara yonlendirilmesinde 6nemli bir ara¢ olarak goriilmektedir. (Giircan & Demiray, 2005:6).

Taranabilirlik: Arama motorlar1 sayesinde anahtar kelimeler kullanilarak dijital dergilerin icerigine
ulagilabilir. Akademik calisgamalarda calisma yapilan konularda tarama yapilarak dijital dergilerin
konuyla ilgili iceriklerinden faydalanilarak hem kullanicilara kaynak saglanir hem de dijital derginin
popiilerlesmesine katkida bulunulur.

Etkilesim: Dijital dergide derginin interaktifligi saglayan yapisi sayesinde kullanici ile yayinci,
kullanicr ile igerik (linkler, e-ticaret siteleri vb.) ve kullanici ile diger kullancilar arasinda iletisim
kurup etkilesim saglanmaktadir. Kullanicilar dergideki haberlerin, makalelerin, videolarin altina
yorum yapabilmekte, diger kullanicilarla ayni haberlerin altina yorum yaparak tartisma platofmu
olusturmakta, reklam1 yapilan iiriinlerin sitesine baglantili linklerle ulagarak aligveris yapma imkanina
sahip olmaktadirlar.

Arsivleme: Dijital dergilere zaman kisitlamasi olmadan ulasilabilmekte ve eski sayilari indirilerek
okunabilmektedirler. Dergilerin sitelerinde eski sayilar1 yer aldigindan dolay:r kullanicilar geriye
doniik olarak bu dergilere ulasarak okuyamadiklar1 sayilari inceleme ve arsivleme imkanina sahip
olmaktadirlar.

Yayilabilirlik: Dijital dergilerin iceriginin olusturulmasindan sonra, dergi son seklini alinca vakit
kaybetmeden okuyucuyla bulugmaktadir. Geleneksel dergilerde zaman alan basim siirecleri dijital
dergilerde olmadigi icin dijital dergiler daha hizli sekilde yayina hazir hale gelerek geleneksel dagitim
siiregleri icermeden internet {izerinden kullaniciya ulastirilmaktadir. Kullanicilar da mail yoluyla ve
sosyal aglar aracilig ile birbirleriyle dergiyi paylasabilmektedirler.

Maliyet: Dijital dergilerde sayfa ve baski sayisi sinirlamasi olmadigi i¢in geleneksel dergilerde artan
maliyetler dijital dergilerde sabit kalmaktadir. Dagitim maliyeti olmadig1 i¢in geleneksel dergilere
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oranla daha avantajli biitgelendirme yapilmaktadir. Dergilerin ¢ogunlugu iicretsiz oldugu igin
kullancilarin tercih etmesinde de dncelige sahip olmaktadirlar.

Istatistiklendirme ve raporlama: Teknolojik avantajlar sayesinde dijital dergilerde kullanicilarin
hareketleri istatistiklendirilerek rapor haline getirilebilmektedir. Dergiyi ne kadar kullanicinin ziyaret
ettigi, kullanicilarin hangi haberleri ne kadar okudugu, hangi sayfada ne kadar kaldigi, sayfalarin
icerisine yerlestirilen linkler ve reklamlar araciligi ile aligveris tercihlerinin ne kadar
yonlendirilebildigi rakamsal verilere dokiilebilmektedir. Giinliik, haftalik, aylik, altt aylik ve yillik
olarak elde edilen istatistiki veriler anlamlandirilarak derginin igerik ve pazarlama strtejisi yeniden
yapilandirilabilmektedir. Dijital derginin avantajlarini bu alanda dnemli bir deneyime sahip olan Alan
Rutter’in tespitleri ile bitirelim.

Vogue, GQ, Wired ve Vanity Fair gibi dergilerin Ingiltere tablet versiyonlar: editdrliigiinii yapan,
gazeteci ve dijital medya danismani Alan Rutter, dijital dergilerin basili dergilere (veya kendilerinin
basili versiyonlarina) kiyasla artilarini su sekilde siralamaktadir:
*  Multimedya kullanim islevleri (Haberin videoyla veya ses kaydiyla zenginlestirilebilmesi)
» Yarattig1 etkilesim firsatlar1 (Slayt gosterileri, oyunlar vs.)
» Baglant1 6zellikleri (Sitenin yorumlart ve gilincellemeleri gosterebilmesi, okuru sosyal
aglardaki profillere gotiirebilmesi)
» Pazarlama yontemleri (Dijital dergiler sosyal medyada, farkli pazarlama ydntemleriyle ve
akillt telefon uygulamalariyla -Newsstand gibi- pazarlanabiliyor).
https://londranotlari.wordpress.com/tag/dijital-dergicilik/)

DEZAVANTAJLARI ILE DiJITAL DERGICILIK

Dijital derginin avantajlari olmakla birlikte belli noktalarda dezavantajlar1 da bulunmaktadir. Fakat
dijital derginin dezavantajlari avantajlarinin yaninda son derece basit kalmaktadir. Dijital dergiye
ulagmak i¢ine bilgisayara, tablete veya akilli cep telefonuna sahip olma geregi bulunmasi ve bunlarin
da internete bagli olmas1 gerekmektedir. Hemen herkesin enazindan bir cep telefonuna sahip olmasi bu
durumu dezavantaj olmaktan biiyiik olciide ¢ikarmaktadir. Internetin giderek ucuzlamasi ve
kullanicisin artmasi da dezavantaji minimalize eden O6nemli bir etkendir. Sektoriin heniliz yeni
sayilabilecek bir sektor olmasi, gelisim siirecinin heniiz tamamlanamamast ve yeterince
yayginlagsmamasi diger dezavantajlardir.

Yayincilarinin bir kismimin heniiz internet sitesinin dahi olmamasi ya da olanlarin bir kisminin
sitelerinin basarisiz ve kullanigsiz olmasi bunun yaninda heniiz dijital dergicilige adim atmamis
yayincilarin bulunmasi énemli sorunlardir. Dijital yayinlarin son derece dinamik ortamlar olmasi ve
siirekli bir gelisim i¢inde olmasi avantajin yaninda dezavantaji ve ekstra maliyeti de beraberinde
getirmektedir. Uygulamalarin, dijital altyapinin ve gorsel tasarimin siirekli olarak gelisim ve doniigiim
icinde olmasi dijital dergilerin teknik altyapidan tasarimina kadar stirekli olarak gelistirilmesini ve
degistirilmesini gerektirmektedir. Bu hem ekstra zaman hem de ek maliyettir.

Dijital ortamlarin hackerlar tarafindan saldirtya ugrayip ¢6kme riski tasimasi giivenlik agisindan diger
bir risktir. Dijital dergilerle ilgili son bir nokta da okuyucu aligkanliklar1 ve arsivleme sistemi ile
alakalidir. Teknoloji ¢agindan 6nce dogan eski kusak olarak nitelendirebilecegimiz 80 dncesi kusak
dijital devrimle barigik profil ¢izmemektedir. Dijital kusagin kolayliklarindan faydalanma cabasi
yaninda geleneksel aligkanliklarindan da vazgegmek istemeyen bu kusak gazetede oldugu gibi dergiyi
dokunarak, sayfalarini ¢evirerek, koltugunun altinda gittigi yere gotiirerek okumak arzusundadir. Hem
geleneksel hem de dijital dergide arsivleme olanagi olmasia ragmen geleneksel aligkanliklarin bir
tezahiirii olarak basili dergileri arsivlemek ve istenildigi zaman ¢ikarip okumak dijital dergiye oranla
daha avantajlidir. Dijital derginin géz yormasi basili dergiye nazaran bir diger dezavantajdir. Tim
bunlara ragmen ozellikle Tiirkiye’de geleneksel dergiciligin ayakta zor durmasi avantajlari
bakimindan dijital dergiciligi bir adim daha 6ne ¢ikarmaktadir.

SONUC
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Iletisim teknolojilerindeki basddndiiriicii gelisim hiz kesmeden her gecen iletisim siireclerine farkli bir
boyut getirerek yoluna devam etmektedir. Her yeni teknolojik ilerleme iletisim siireclerini
zenginlestirirken yeni firsatlar1 da ve yeni mecralar1 da beraberinde getirmektedir. Web 1.0’dan Web
2.0’a gegisle birlikte elektoniklesme ve son donemde dijitallesme yasamin her alaninda doniisiimii
hizlandirdi. Spordan sanata, sagliktan hizmet sektoriine, egitimden medyaya kadar dijitallesme hemen
hemen biitiin sektorlerde yayginlik kazanmaktadir. Bu sektorlerin i¢in de {iretim siirecleri ve hizmet
kalitesinin artmasinda en ¢ok dijital doniisiime ugrayan sektorlerden biri sliphesiz medya sektoriidiir.
Kitle iletisim Araglari biitiin yonleriyle teknolojiyi yakindan takip etmeye ve dijital teknolojinin iistiin
avantajlarindan faydalanmaya devam etmektedirler. Oniimiizdeki dénemde teknolojideki hizli
doniisiime ayak uyduramayan yayincilarin ayakta kalmast miimkiin gériinmemektedir.

Dijitallesmenin en ¢ok etkiledigi, doniisiime ugrattig1 ve yeni firsatlar sundugu yaymecilik tiirlerinden
biri dijital dergilerdir. Dijital dergiler bu ¢agin bir iiriinii olarak yerini ald1 ve hizli bir biiylime
siirecinde... Dijital dergilerinin avantajlarinin fazla olmasi bu dergiciligin yaygin bir trend haline
gelmesini saglayacaktir. Web 2.0°1n sagladig: etkilesimlik ortamlar Web 3.0’la birlikte dijital dergiyi
daha etkin, daha aktif ve daha kullanici dostu yaparak cazibe merkezi haline getirmeye devam
edecektir. Ilerleyen yillarda dergilerin sayis1 artaracak, icerigi zenginlesecek daha da interaktif hale
gelerek ¢ok daha genis kitlelere ulasacaktir. Bununla birlikte geleneksel dergiler de kan kaybetmesine
ragmen dijital ortamda da var olma kaydiyla yayin hayatlarini siirdiireceklerdir. Yazilim ve teknolojik
olarak maliyeti diisiik i modellerinin heniiz yaygin olarak {iretiminin yapilamamasi, dijital dergilerin
heniiz tam anlamiyla yayginlik kazanamamasi, teknolojiyle biitiinlesemeyen 80 Oncesi neslin
geleneksel dergileri okumayi tercih etmesi ve geleneksel dergilerin yayginlik olarak dijital dergilere
nazaran hala agik ara dnde olmasi dijital dergiciligin sektore egemen olmast i¢in minimum on yillik
bir siirece daha ihtiyaci oldugunu ortaya koymaktadir.
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Bilingaltinin; insan tutum ve davranislarini belirleyen en oOnemli etkenlerden biri oldugunun
anlasilmasi, bu alani, iiriin veya fikirlerini satmak isteyen kisilerin hedefi haline getirmistir. Reklam
verenler ve siyasiler bilingalt1 etkileme yontemlerini kullanarak ¢ikar saglamayi amag¢ edinmis ve
bunun i¢in de ¢esitli araglar kullanmiglardir. Subliminal mesaj teknigiyle bilingaltini etkileme yontemi
cizgi filmlerden dizilere, grafiklerden reklamlara kadar degisik alanlarda karsimiza c¢ikmaktadir.
Ozellikle Tiirkiye’de konunun ¢ok bilinmemesi ve bunu fark edecek uzmanlarin yetersizligi nedeniyle
insanlarin bilingalt1 korunmasiz bir sekilde her tiirlii yonlendirmeye agik durumdadir.

Anahtar Kelimeler: bilingalti, subliminal mesaj, kitle iletisim araglar

THE METHODS OF SUBLIMINAL INFLUENCE AND APPLICATIONS
IN MASS MEDIA

ABSTRACT

Understanding that subconsciousness is one of the most important factors determining human attitudes
and behaviors, has made this field the target of those who want to sell their products or ideas.
Advertisers and politicians aimed to make profits by using subconscious influencing methods and for
this used various tools. The method of influencing the subconscious with the subliminal message
technique is confronted in various fields from cartoons to tv series, from graphics to advertisements.
Especially in Turkey, because of the subject is not known very well and the experts who will notice it
are inadequate, people’s subconscious area is open unprotectedly to any kind of direction.

Keywords: subconscious, subliminal mesage, mass media

GIRIS

Insanlar1 etkilemenin ve onlar1 bizim istedigimiz gibi diisiinmeye ve hareket etmeye ydnlendirmenin
onemli ticari ve siyasi sonuglara yol agtig1 diinyamizda, bilingalt1 etkileme yontemleri de bu amag i¢in
kullanilan etkili -ama az bilinen -bir sistem olarak karsimiza ¢ikmaktadir.

Subliminal mesajlar yani bilingaltina yonelik telkinler insanlarin farkina varmadan bilingaltlarina
gonderilen sakli (gizli) mesajlardir. Bu mesajlar goriintii, ses ve ya yazi seklinde olabilmektedir. Bu
yontem reklamcilikta, siyasette, sinema filmlerinde, dizilerde, sanat ¢caligmalarinda, miizik, grafik, ve
daha bir ¢ok alanda kullanilmaktadir. Telkinler, genellikle gorsel veya igitsel karakterdedir. Kisaca
gbze veya kulaga hitap eder; ancak bu telkinler normalde gozle veya kulakla fark edilmeden bilingalti
tarafindan algilanirlar. Bu durum genellikle “G6z gormese de zihin goriir” seklinde ifade edilmektedir.
(Kilg, 2011: 30)

Insanoglunun yiizyillar boyunca kelimeler araciligi ile diisiindiigii varsayilmasina ragmen giiniimiizde
imgeler ve onlarin yarattigi cagrisimlar ile diislindiigii anlasilmistir. Mesela “elma” kelimesini
gordiigiimiiz ya da okudugumuz anda, beynimiz onu bagka kelimeler ile ya da o kelimeye dair
hatirladiklarimizla eslestirir. Dolayisi ile insan beyni sonsuz sayida kelimeye nano saniyede yani
saniyenin milyarda biri gibi bir siirede ulasabilir. Kelime goriildiigii anda elma imgesi var oldugu
yerden ¢ikip gelir. Zaten insan beyninde olan bu imge, a¢iga c¢ikartilmis olur. Arastirmaci R.S.
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Nickerson’in yaptigi deneyde her bir denege saniyede bir resim olmak iizere 600 resim gosterilmistir
ve sunudan sonra yapilan tanima testinde ortalama dogruluk orani %98 olarak tespit edilmistir.
(Kiigiikbezirci, 2013: 1884).

Glintimiiz toplumlarinda artik olaylar cogunlukla biling diizeyinde degil, bilingaltina ydnelik ve
manipiilasyona dayali yontemlerle aktarilmaktadir. Bu durum kitlelerin ihtiyaclarinin dahi yapay
oldugunun, iistelik bu ihtiyaglarin1 giderecekleri yontemlerin de disaridan empoze edildiginin
gostergelerindendir. Kiiltlir endiistrisi, drnegin kitlelerde eglenceye yonelik yapay arzular ve ihtiyaglar
olusturmakta, bu isteklerini nasil gidereceklerini, yine kendisinin olusturdugu eglence sekilleriyle
aciklamakta, bdylece de kitlelerin kendi ihtiyag ve istek olusturma hiirriyetlerini hedef almaktadir.
Adorno’nun deyimiyle kiiltiir endiistrisi yoneltilmis oldugu milyonlarin bilincini ve bilingaltini
yonlendirmesine ragmen, kitleler birincil degil, ikincil role diiserler ve hesaplanabilir nesneler,
makinenin tali parcalari olurlar. (Bilsin, 2007, s.3)

Bilingalt1 ikna insanlarin diisiincelerinin ve inanglarinin degisimini ve yeni bilgileri dogru olarak kabul
etmenin yani sira yayilmasini da saglamaktir. Sizin hedef olarak belirlediginiz ve istediginiz degisimi
bilingli olarak degerlendirmeyen bir kimsenin ya da bir grubun zihnine basarili bir sekilde mesajinizi
yerlestirebiliyorsaniz ve bu fikri ¢evresindekilere yaymasini tesvik edebiliyorsaniz, bilingaltini ikna
etme siireci baglamis demektir. Reklam, pazarlama, film yapimi, halkla iliskiler, propaganda, tartisma
ve din hepsi bilingalt1 iknaya dayalidir (Kiiclikbezirci, 2013: 1884).

BILINC, BILINCALTI, BILINCDISI NEDIR?
Insan davramislarinin ardindaki motive edici gii¢ olarak, icgiidiisel diirtii ve ihtiyaclar1 arastiran
psikanaliz, insanin bilingli eylemlerinin ruhsal yasaminin olduk¢a kiiciik bir boliimii oldugunu
gostermis, boylece davraniglarin ardindaki bir¢ok belirgin giidiiniin ruhsal ve bilingalti kaynakl
oldugunu ortaya koymustur. (Fromm, 2004a: 53)

Tanimlara gegmeden Once sunu sdylemeliyiz ki; bilingalt1 (subliminal, esikalt1) veya bilingdisi, bazi
kaynaklarda ayni anlamda bazi1 kaynaklarda farkli anlamlarda kullanilmistir. Bilingdist kavramini ilk
bulan Freud'tur daha sonra bu kavram; bilingalt1 olarak da kullanilmistir. Bilingdisini ilk kesfeden
Freud boyle bir ayrim yapmadigi i¢in biz de bilingdisini, bilingaltin1 (subliminal, esik alt1) ayni
anlamda kullanacagiz. (Sayim, 2015: 21)

Biling, psikolojide su sekilde tanimlanir: “Beynin, bilgiyi islemede gerceklere uyumu onde tuttugu,
mantiksal diigiincenin egemen oldugu zihinsel siirectir.” Kisi uyarani, beyninde gerceklere ve
mantiksal iligkilere gore igler ve sonuca varir. Bu islemde; diisiinciilerin duygularin ve anilarin
birbirleriyle iligkileri, neden-sonug iliskileri, yer-zaman iliskileri ve diger tim baglantilar1 gercege
uygun yapilandirilir. Davraniglar da bu esasa gore gelistirilen sonuca uyumludur. Bu sistem insanin
hayatta kalmasini saglayan sistemdir. Biling, telkini ise pek iyi kargilamaz. Daha ¢ok diisiinmeye, akil
yiiriitmeye ve &nceden Ogrendiklerini eyleme dokmeye yatkindir. Onceden 6grenilen kayitlar ve
telkinler, bilingaltindan gelen “diirtiiler” seklinde bilince yonlendirilmektedir. (Kilig, 2011, s.12)
Freud, bilincinde oldugumuz bir¢ok seyin gercek olmadigini ve gergek olan bir ¢ok seyin de
bilincimizde olmadigini géstermistir. (Fromm, 2005: 14)

Bilinglilikte, gergegi degerlendirme yetisi ile dis gergekte olanla zihinde olan birbirinden ayirt edilir.
Cocuklugun ilk yillarinda diisiince bigimi boyle mantiksal ve dis gercege uyumsal nitelikte degildir.
Cocuklugun ilk dénemlerindeki ilkel ve gergegi tanimayan diisiince bigiminden, zamanla olgunlagma
ve Ogrenme ile ayrisarak gelisen bilingli mantiksal diisiinceye "ikincil siire¢" adi verilir. Iste
bilinglilikte egemen olan diigiince bi¢imi, ikincil siire¢ niteligi tagir. (http://freud.hypermart.net)
Freud’un tanimiyla, hakkinda higbir sey bilmedigimiz ama etkilerine dayanarak varligin1 kabul etme
geregi duydugumuz ruhsal siirece ise bilingdist [bilingsiz] deriz. Bu durumda bununla iligkimiz, kendi
icimizdeki bir olgu olusu disinda, baska bir insandaki ruhsal bir siiregle olan iligkimizle aynidir. Belli
bir anda varligi konusunda bir sey bilmesek de, o belli anda etkilestigini varsayma zorunlulugu
duydugumuz bir siirecin bilingsiz oldugunu sdyleyebiliriz. Bu sinirlama bilingli siireglerin biiyiik
cogunlugunun ancak kisa bir siireyle bilingli oldugunu; hemen sonra gizli duruma gegtigini, ancak
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tekrar kolayca bilingli kilinabilecegini diisiinmemize yol acar. iki tiir bilingdis1 (bilingsizlik) oldugunu
s0yleyen Freud, sadece gizli olan ve bu nedenle kolayca bilince ¢ikabilen sey i¢in “Onbiling”[li], ancak
onemli bir ¢abayla bilingli bir seye doniisebilen, ya da hi¢ donlisemeyen sey icin de “bilingsiz”
terimini kullanir. (Freud, 2007b: 97)

Ruhsal yapida disaridan gozlemcinin veya kisinin incelemesine o anda agik olmayan etkin kisimlar
vardir. Freud ruhsal yapmin bu kisimlarini bilingdist [bilingsiz] olarak nitelendirir. Bu kisimlarin
varlig1 hipnoz sonrasi telkinle de gosterilmistir; bu telkinde kigi tam uyanik durumdayken, telkin
edilen seyi tamamen unutmus olmasina ragmen, daha dnce telkin edilen seyi yapar. (Freud,2007a: 15-
16)

Yani zihinsel islemlerin tiimii birden kavramsal olarak boélmelere ayrilmis ve bunlara biling,
bilingdncesi ve bilingdigi adlar1 verilmistir. Bilingdisi, kiginin 6zel bir ¢abasi ile bilince cagrilamayan,
farkina varilamayan yasantilarin sakli oldugu ruhsal bdlmedir; daha dogru bir deyimle, bu nitelikte
olan ruhsal siireclerdir. Bu yasantilar ancak 6zel yontemlerle: uyutum, serbest ¢agrisim, diislerin,
anormal ruhsal belirtilerin incelenmesi ile agia cikarilabilir. Biling Oncesi Diisiinceler ise; kisinin
belirli bir anda bilincinde ayirt edemedigi bir¢ok diisiinceleri ve anilari vardir. Bunlarin bazilar
bilingli bir ¢aba ile bilin¢ diizeyine ¢agrilabilir. Bu ¢esit diisiincelere ise biling 6ncesi diisiinceler adi
verilir. Ornegin, bir siire dnce karsilastigimiz bir olay artik bilincimizden tiimiiyle silmis olabiliriz.
Ancak bu olayla ilgili bir ¢gagrisim, bir uyaran tiim olayimn yeniden bilince donmesini saglayabilir. Bu
tir bilingten silinmis gibi sanilan ve uyaranlarla, ¢agrisimlarla bilince gelebilen anilar, duygular,
diirtiiler, biling Oncesi niteligi tasirlar. (http://freud.hypermart.net) Bilingdisinda ise diisiince
cagrisimlart mantig1 kesinlikle dikkate almadan geligir: benzerlikler 6zdeslik olarak degerlendirilir,
negatifler pozitiflerle esitlenir. Karsit egilimlerin baglandigi nesneler de bilingdisinda olagandist
6lciide degiskendir; hicbir ussal temeli olmayan bir ¢agrisimlar zinciri boyunca bir nesnenin yerini
tamamen bir bagkasi alabilir. Freud, birincil siirece ait mekanizmalarin bilingli diisiinceye sizmasinin,
sadece riiyalardaki degil, diger normal ve patolojik bir ¢ok ruhsal olaydaki tuhafligi da agikladigini
fark etmistir. (Freud, 2007a: 18)

Bilin¢disini; yargilama, algilama, isteng gibi birer yeti olarak gérmek yanlis olur. Aslinda biling, biling
oncesi ve bilingdisi arasinda kesin siirlar oldugu da diisliniilemez. Bu kavramlar, bilingli olarak ayirt
edebildigimiz ve hi¢ ayirt edemedigimiz psikolojik islemlerin niteligini belirten kavramlardir. Hig
kuskusuz aralarinda bir siireklilik, baglant1 vardir ve dinamik bir etkilesim séz konusudur. Onemli
olan, bilin¢disinda bulunan istek ve anilarin zaman ve yer tanimaksizin eski gii¢lerini, eski enerjilerini
siirdiirebilmeleri ve ¢esitli bicimlerde davranis {izerinde etkili olabilmeleridir. Ornegin, bilingdis1 bir
korku, bir saplanti kisiyi yetiskin yasaminda etkileyebilir ve kisi bu etkileyici glicii hi¢ ayirt
edemeyebilir. Oyle ki, insan davraniglar1 tiimden mantiksal diisiincenin ve istencin iiriinii degildir.
Uzun yillar evlenmeyen ve annesini birakamayan bir erkek, evlilige kars1 bircok akilct gibi goriinen
bilingli diisiinceler ileri siirebilir. Fakat bunlarin altinda, bilingdisindaki bir Oedipal (Odipal) saplant:
evlenemeyisinin ger¢ek dinamik kaynagi olabilir. (http://freud.hypermart.net)

Bilingdis1 kurami, insan davranisinda gergegi goriinenden ayirt etme yetimizde ve insanla ilgili
bilgilerimizde attigimiz en onemli ve en kararli adimlardan biridir. (Fromm, 2005: 15) Gergek
kavramini epeyce genisleten Freud’un en Ozgiin yani, gercegin bilingli zihinle disiiniilen ya da
inanilan sey degil de, asil diisiinmek istemedigimiz i¢in bastirilan olgular oldugunu ortaya koymasidir.
Freud, i¢cimizde bizim farkina varamadigimiz egilimlerin ve diislincelerin oldugunu ilk fark eden
kimse degildir. Ama bu bulusu, kendi psikolojik sistemine temel alan ve bilingdist olaylar1 biiytik bir
titizlikle inceleyerek, onlar1 sagilacak sonuglara vardiran ilk diigiiniir Freud’dur. O, “diistinmek” ile
“olmak” arasindaki karsilikli iligkinin birbirlerinden farkli olusu bilgisinden yola ¢ikar. Sevgi, kendini
adamak, gorev duygusu gibi seyler tarafindan bazi davraniglar dogrultusunda motive edildigimizi
diisiiniiriiz. Ama gercekte, giliglii olmak arzusu, mazosizm ve baglilik ihtiyaci tarafindan etkilenip,
yonlendirildigimiz bilince hi¢ ¢ikmaz. (Fromm, 2004b: 10-45)

ICGUDU
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Freud, ruhsal yapinin bilingdis1 igeriginin, enerjilerini dogrudan dogruya temel fiziksel iggiidiilerden
alan tamamen karsit egilimlerin —arzularin- etkinliginden olustugunu bulmustur. Bunlar aninda doyum
bulmanin diginda higbir seyi dikkate almaksizin isler ve ruhsal yapidaki, gerceklige uyarlanmayla ve
dis tehlikelerden kaginmayla ilgili olan daha bilingli diger 6gelerle ¢atisma egilimi gosterir. Dahasi, bu
ilkel egilimler biiyiik 6l¢lide veya yikici yapida oldugu i¢in, daha sosyal ve uygar olan ruhsal giiclerle
mutlaka catisacaklardir. (Freud, 2007a: 17)

Freud cinsel i¢giidii ve 6liim i¢giidiisii olmak {izere iki grup i¢giidiiden bahseder. Bunlar insanin ruhsal
yasaminin ardindaki ger¢ek motive edici icgiidiilerdir. Freud yasami siirdiiren erotik iggiidiilerin
kargisina, 6lim icgiidiisiinii koymustur. (Fromm, 2004a: 53) Yasam icgiidiisii bir araya getirmeye,
daha biiyiik seyler liretmeye yonelirken, 6liim i¢giidiisii bunlar1 parcalamaya, daha kii¢iik parcalar
haline getirmeye ve nihayetinde yok etmeye calisir. Ortaya c¢ikan, hayatin dinamigidir. Freud,
agresyonun Oliim ic¢giidiisiiniin dig diinyaya yoneltilmis hali oldugunu soyler. Her ne kadar Freud,
olim i¢gilidiisiiyle yok etme arzusu arasinda bag kursa da, 6liim i¢giidiisiiniin giindelik hayatin devam
etmesi icin asli oldugunu da soyler. Freud dliim i¢giidiislinii 6ne siirerek, insanin cansiz formu arayan
bir yani oldugunu ve yikiciligin bu cansiz forma geri doniis ¢cabasinin disavurumu oldugunu iddia
eder. Nihayetinde, hayat da, deneyim de, bir araya getirmeye yonelik egilimimizle, yok ederek cansiz
forma dénmeye ¢alisan yanimiz arasindaki bitmek bilmeyen, daha dogrusu, ancak 61diigiimiizde biten
salinma halidir. (Sensoy, 2015: 2-3)

Insan davranislarinin gerisindeki motive edici gii¢ olarak icgiidiiler kesfedildiginde ve bilingalti, insan
ideoloji ve davraniglarinin kaynagi olarak goriildiiglinde, analitik arastiricilarin insan sorunundan,
toplum sorunlarina, bireyden de toplum psikolojisine doniisleri ka¢inilmaz olmustur. Sosyal yagamda
—din, gelenekler, politika ve egitimdeki- agik bir sekilde goriinen akildisi davranislarin gizli kaynagini
kesfetmek i¢in, psikanaliz teknigini kullanmak durumunda kalmiglardir. (Fromm, 2004a: 57)

BILINCALTI ETKILEME YONTEMLERI

Bir¢ogumuz kendi kendimizi aldatip, kandirmakta ve kendi diisiincelerimizin ger¢cek oldugunu
sanmaktayiz. Freud bilingli diisiinceye icgiidiileri aklilestirme gorevi vermekle, temsilcileri arasinda
oldugu aklilestirme olayinin temellerini sarsmaya yonelmistir. Kisi ger¢ekten de kendi fark etmedigi
etkilerin ve iggilidiilerin baskis1 altindadir. Materyalist felsefe ve cinsel arzularin bilingli zihin
tarafindan bastirilmalari, Freud i¢in bilingdisinin igerigini olusturan ¢ikis noktalaridir. (Fromm, 2004b:
45-48)

Freudyen psikolojinin goriis acisindan hareket ederek, birgok reklamci, piyasa arastirmalar: yapmayi
denemislerdir. Mesela; miisterilerine sorular yoneltilip alinan cevaplarla tiiketicinin kanaat ve tutumu,
daha etkili reklam kampanyalarima zemin hazirlamak i¢in kullanilmak istenmistir. Fakat neticede
goriilmistiir ki; ¢ogu zaman insanlar neyi istediklerini kesinlikle bilmemekte ve sorulara dogru
cevaplar vermemektedirler. Ciinkii alig-veris sirasinda onlar1 etkileyen diirtiiler c¢ogunlukla
bilingaltindadir. Bilingaltindaki bu diirtiileri yeni teknik usullerle tespit etmek, ‘diirtiilerin
arastirilmasi’ (veya motivasyonel analiz) adi altinda birtakim yeni ¢alismalara yol agmistir. Halen
Amerika’daki biiyiik reklam girketleri, bu arastirma metotlarindan faydalanmaktadirlar. Ancak bu
metotlara bagvuranlar sadece reklamcilar degildir. Sosyal uzmanlik yapmaya calisanlar arasinda
is¢ilerini daha iyi yonetmek isteyen idareciler, segmenlerine en etkili bir sekilde niifuz etmeyi arzu
eden politikacilar ve hatta miiritlerinin sayisin1 arttirmak gayesini giiden din adamlarina rastlamak
miimkiindiir. Bu metotlar sayesinde; bir kimsenin ‘ger¢ekten neyi istedigi’ (onun gergek diirtiileri)
Ogrenilmeye calisilir. Ve bu gergeklere dayanarak, bir kimseyi, kendisi farkina bile varmadan,
istenildigi gibi yonetmenin miimkiin olduguna inanilir. (Brown, 2000: 147) Ayrica agik bir bilinci ikna
etmek i¢in ¢ok cazip teklifler sunmak gerekirken, bilingaltini etkilemek i¢in olay aninda bu kadar ¢aba
sarf edilmesine gerek yoktur. Tiiketici ge¢mis deneyimlerine, onda daha once iz birakmis hatiralarina,
kiiltiirel kodlarina goére hareket edecektir. Yani tiiketici sosyolojik, psikolojik, antropolojik kodlarina
uygun sekilde davranacaktir. Ornegin bir hayat sigortasi iiriinii icin yapilan reklamlar1 ele alirsak
korku, endise, tehlike olgular tiiketiciye sunularak satig yapilmasi daha etkili olacaktir. (Yolcu, 2010:
23)
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Reklameiligin bir ilim oldugu kabul edilse de edilmese de, Amerika Birlesik Devletleri ve
Avrupa’daki reklamcilik firmalariin psikolog, sosyolog, psikanalist ve sosyal antropologlar istihdam
edip, onlardan faydalandigi bir ger¢ektir. ABD’de birkag yiiz aileyi i¢ine alan bir psikolojik arastirma
yapilmistir. Bu ailelerin her ferdinin ruh halleri heyecanlar1 dnceden iyice arastirilip tespit edilmistir.
Gtivenlik hissine sahip bulunup bulunmadiklari, bir gayeye yonelip yonelmedikleri ve nevrotik olup
olmadiklar1 hakkinda edinilen bilgiler sahsin kartlarina iglenmistir. Boylelikle bu kisilerin, belirli bir
mamul maddeye kars1 olan tutumlarini tespit ederek, buna gore yapilacak reklami, hipokondriyaklarin
(hastalik hastalar1) korku ve endigelerine veya gaye sahiplerinin umutlarina dogru yoneltmenin
miimkiin olacag diiglinilmiistiir. Freud’un “serbest ¢agrisim metodu” da her ferde uygulanmigtir. Su
farkla ki; siijeye (denemeye tabi tutulan kisi) uyarici kelime olarak, reklami yapilacak mamuliin adi
verilmis ve mantiki bir siralama gozetilmeksizin, bu kelimenin onda uyandirdig1 diisiinceleri hemen
sOylemesi istenmigtir. Kullanilan diger testler arasinda “projeksiyon testleri”, “miirekkep lekesi testi”,
“Szondi testi” gibi testler de yer almigtir. Bu testlerin kullanilmasin nedeni siijenin tercihlerinin, daima
onun suuraltindaki gercek problemine 151k tutacak mahiyette olmasidir. Zira siije, yine suuraltinda,
sectigi fotograflarla kendisini “idantifiye” etmektedir (aynilagtirmaktadir). Ruhsal durumlarin
tespitinde kullanilan bir baska yontem olan hipnotizmada da hipnotize edilen siijeye, nigin hep ayni
marka otomobil satin aldig1 soruldugunda, birden yirmi yil 6nce yapilmis olan bir araba reklamini
hatirlamigtir. Olagan sartlar altinda hi¢ aklina gelmeyecek olan bu reklam, siijeye, yillar sonra bile hala
tesir etmektedir. Dolayisiyla miisterinin satin aldig1 her iiriin, kendisini projekte edebildigi bir esyadir.
Bagka bir deyimle bu esya, onun karakter 6zelliklerini yansitmaktadir. (Brown, 2000: 141-152)

Tiirkiye’de yayimlanan ve hedef kitlesi gencler olan Mavi jeans reklamlarinin basarisindaki nedeni de
buna baglamak miimkiindiir. Genglerin egilimleri, korkular1 ve gayeleri bu reklamda c¢ok giizel
islenmistir. Reklamda tek basina yasayan modern giiclii bir kadinin miicadelesi ve yiikselme hikayesi
anlatilir. Hayat zorludur ama bu zorluklarla basa ¢ikmasini bilir, korkularina yenilmez, yiikselme ve
iinli olma hayallerinin pesinden gider, miicadele eder, diiser kalkar, arkadasinin manevi destegi ve
kendi i¢inde bulunan gii¢ ve 1s1kla kalabaliklar1 pesinden siirilklemeyi basarir. Eti Canga reklaminda
da benzer bir sekilde ergen egilimleri gbze carpar. Ailelerinin diizenli olma isteklerine karsi bunalan
gengler daginik olmay1 seger ve bu ¢ikolatay1 her yediginde istedigi gibi evi dagitir.

Giliniimiizde mdiisterilerin egilimlerini ve kisiliklerini tespit etmek icin daha farkli yontemler de
gelistirilmistir. Ornegin, internete girer girmez yaptigimz her sey, attigmiz her adim, girdiginiz her site
tek tek kaydedilmektedir. Bunlara nereden aligveris edip nerede yemek yediginiz de dahildir. Bir giin
internette incelediginiz bir {iriiniin benzerleri bir baska giin karsiniza ¢ikarilarak size o6nerilmektedir.
Begenilerinizi ve ilgi alanlarinizi internet araciligi ile O6grenerek buna uygun reklamlart size
sunmaktadirlar.

SUBLIMINAL MESAJ

Subliminal mesaj genel tanimi ile bagka bir objenin i¢ine gdmiilii olan bir isaret ya da ayni yolla
uygulanan mesajdir. Bu mesajlar bir yazi, bir resim ya da farkli bir obje olabilir ve bu objeler insan
bilincinin altinda algilanir. (Sayim, 2015: 23) Subliminal telkin verme yontemi, diger hipnoz
cesitlerinde oldugu gibi biling ve bilingsizlik arasinda yer alan sanal ¢izginin agilarak bilingaltina
ulagilmasi ve bilingaltina verilen bu gorsel veya isitsel telkinlerin zamanla “diirti” olarak ortaya
ctkmasidir. Geleneksel (formal) hipnozdan farki; formal hipnozda hipnoz altindaki birey, zihninde
goriintiileri kendi kendine olugturur, canlandirir ve bu goriintii sadece kendi bilingaltinin eseridir. O
kisiye 6zeldir. Oysa subliminal uygulamalarda goriintii veya ses seklindeki telkin kisinin bilingaltina
disaridan verilir ve ayn1 goriintii ve telkin, ayni anda ¢ok kisiye enjekte edilebilir. (Kilig, 2011: 29)

Bilingaltt mesaj1 tasarlayan uzman grafiker/efekt uzmani, nesnenin goriiniisiine dair 6grenilen ve
bellekte depolanan bilgileri, tasarlama kabiliyeti ile birlestirir. BOylece mesajin igindeki nesne
algilayan i¢in yeniden iretilmis arketip imge durumuna gelir. Arketip imgelemin giicii, iggiidiilerin
etkisiyle alisilmis ortak diinyasal ya da dogaiistii yerleri besleyip costurur ve bdylece diigsel durumlar
sunar. (Darict, 2013: 133) Dr. Roland Cahen’in belirttigi iizere ilk zihinsel yapilar1 tanimlamak tizere
kullanilan arketip kavrami zihinsel mimarinin temelidir ve insanin bilingdisin1 olustururlar. Bu
baglamda bilincaltt mesajlarda en fazla kullanilan arketiplerden olan dogum ve 6liim arketiplerin etkisi
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yiiksek olup, orantisal olarak kisiden kisiye biiylik farklar gostermezler. FMRI cihazi ile yapilan beyin
tarama aragtirmalarinda deney gruplarina bir insanin dogumundan olimiine kadar olan degisik
fotograf kareleri gosterilmistir, en fazla zihinsel tepkinin ise dogum ve 6liim olaylarina verildigi
goriilmiistiir. Bununla birlikte icerisinde cinsellik iceren reklam filmlerinin diger reklam filmlerine
nazaran beynin daha fazla bolgesini uyardigi fark edilmistir. Dolayisi ile film ve reklam sektdriinde bu
arketipleri temsil eden imgeler, semboller, yazilar ve diger ¢agristiricilar filmin, reklamin ya da iiriiniin
unutulmamast ve akilda kalmasini saglamaktadir. (Kiigiikbezirci, 2013: 1888)

Tiirkiye’deki reklam ve dizilerde de subliminal yontemle bilingaltini etkilemeye yonelik ¢aligmalar
yapildigina dair iddialar vardir. Mart 2012’de atv’de yayinlanan “Cocuklar Duymasin” dizisinin
senaristi Birol Giiven, kendisini; Cocuklar Duymasin’da arka fonda kullandig1 bikinili fotograflarla,
bilingaltin1 fark ettirmeden etkileme anlamina gelen subliminal yontemi kullanmakla suglayan
izleyiciye, twitter’dan su yanitt vermistir: “Anlamadigim sey; ben bikinili kadin fotografiyla topluma
subliminal mesaj verince benim bu isten ne ¢ikarim olacak? Zeki Triko muyum ben?... Bir sey
sOylemek istersem, adamin goziine sokarim!”. Giiven boyle dese de subliminal yontemde bilinen bir
gergek vardir ki; o da seks Ogesinin her zaman daha ¢ok sattirdigidir. Bu yiizden reklamlardaki
kadinlar dondurmay1 yerken sekilden sekile girer veya reklamlarda cinsel birlesmeyi ¢agristiran 6geler
kullanilir. Ya da kola kutularinda oldugu gibi iist iiste dizildiginde gizlice sex yazisinin belirdigi
grafikler kullanilir.

Freud’un soziini ettigi iki ana i¢giidii olan cinsel i¢giidii ve 6liim i¢giidiisiinden hareketle reklamlar en
cok bu konularda gizli mesajlar icerirler. Insanlarin en c¢ok cinsellik ve 6liim temali mesajlardan
etkilenmelerinden yola ¢ikilarak, bazen 6limii simgeleyen bir kurukafa yada cinselligi ve seksi
cagristiran gizli erotik imajlar yalnizca ¢ok dikkatli bir goziin algilayabilecegi sekilde karsimiza
cikarlar.

Diinyada insan aklin1 ve hareketlerini etkilemeye yonelik ikna taktiklerinin kullanimi tarihin ¢ok eski
yillarina kadar uzanir. Tarihin biitiin donemlerinde insanlar birbirlerini ikna edebilmek i¢in degisik
yontemler kullanmistir. Kullanmaya da devam etmektedir. Ancak ilk kez 1859 yilinda Alman fizyolog
A.W. Volkman tarafindan gelistirilen “takistoskop” cihaz1 ile iknada farkli bir gelisim siirecine
girilmistir. Televizyon ya da sinemada bilingaltina yonelik reklam yapilmak istendiginde kullanilan en
yaygin sistem Takistoskop olmustur. Kisaca Takistoskop; bir saniyenin 1/3000 gibi kisa bir siirede
acilip kapanan objektif kapagi sayesinde mesajlar (goriinti ya da resim) yansitan bir film
projektoriidiir. Bu mesajlar genelde 5 saniyede bir yansitilmaktadir, ancak ayni zamanda degisik amag
ve etkiler i¢in bu siire uzayip, kisalabilmektedir. Aslinda cihazin ¢alisma prensibi ¢ok basittir. Gérme
ekraninda belli zaman araliklarinda, belli sayida sézciik veya goriintiiyli cok hizli, adeta simsek ¢akar
tarzda ortaya cikariyordur. Bir projeksiyonda resim gosterilmesine benzer bir teknikle c¢aligsan
takistoskop, verilen goriintiilerle zihinde tanima hizini artiriyordur. Iste buradan hareketle bilingaltini
etkileyerek, insan davraniglarini yonlendirmeyi amaclayan ve adina “Subliminal Message (Bilingalt1
Mesaj) denilen bu tiir uyaranlar ilk kez 1950°li yillarda Amerika’da ortaya ¢ikmistir. 1957 senesinde
Vance Packard bu gizli ikna yollarmn ele aldig1 “The Hidden Persuaders (Gizli Tkna Ediciler)” adli
kitabin1 yayimlamigtir. Kitabinda, umut, korku, sucluluk ve cinsellikleri {izerine odaklanmis reklamlar
ile insanlarin ihtiyaclari olmayan mallar1 dahi satin almaya ikna edildigini tespit etmistir. (Darici,
2013: 323-326)

Ardindan reklamlarin tiiketici davranislari {izerindeki etkilerini aragtiran James Vicary, 1957 yazinda,
New Jersey, Fort Lee Sinema Salonu’nda “Piknik” adli filmin gosterimi sirasinda efsane deneyini
gergeklestirmigtir. Film William Inge’nin “Piknik” adli oyunundan sinemaya uyarlanmistir. Fort Lee
Sinema Salonu’nda film alt1 hafta boyunca gosterilmistir. Toplam 45.699 kisi filmi izlemistir. Filmde
eski bir jokey olan William Holden’in Kansasli Kim Novak’a olan agki anlatiltyordur. Vicary, sinema
salonunda projeksiyon makinesinin yanina, goriis algisi1 denemelerinde kullanilan ve ¢ok kisa, anlik
siireler ile resim ve harf gosteren bu cihazi (takistoskop) yerlestirmistir. Vicary, film siiresince her 5
saniyede bir flag seklinde patlayan reklam mesajlarin1 ekranda goriintiilemistir. Bu mesajlar saniyenin
1/3000°i kadar kisa bir siire sinema perdesinde goriindiigii icin hi¢ kimse fark etmemistir. Izleyicilerin
hi¢ biri bu mesajlar1 bilingli bir sekilde algilayamamistir. Ancak bilingaltlart ikna olmustur. Sarth ve
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siirekli kendilerine aktarilan bu tekrarlamalar hareket ve davranislarimi etkilemistir. Gonderilen
mesajlar “Hungry?” (Aciktiniz m1?) “Eat popcorn!” (Patlamig misir ye!) “Drink cola!” (Kola ig¢!)
seklindedir. Sonug ise son derece ilgingtir: Patlamig misir satis1 yiizde 57,8; kola satis1 ise yilizde 18,1
oraninda artmistir. Farkina varilamayan ve dogrudan bilingaltina yoneltilen bu goriintii, ses ve diger
telkinlerle kisilerin belli davraniglarinda degisiklik saglamak miimkiin olmustur. (Daric1, 2013, s.327-
328) Iddiaya gore James Vicary'ye, bu deneyini agiklamasinin ardindan Amerikan hiikiimeti ve gizli
servisi tarafindan yogun baski yapilmistir. Cilinkii gizli servisin o donemlerde yiiriittiigli 6zellikle zihin
kontrolii bazli bazi projelerinin temelinde bu yatiyordur. (Sayim, 2015: 55)

Takistoskop ile gonderilen mesajlarin etkinliginin denendigi bir diger 6rnekte ise; Playboy dergisinden
alman bir erkek model resmi ekrana yansitilmigtir. 100 {iniversite O0grencisi denekten, modeli
erkeksilik agisindan degerlendirmeleri istenmigtir. "1" en giicli etkiyi temsil edecek sekilde "5"
iizerinden puanlama yapilmistir. Deneklerin %95°1 modeli erkeksilik agisindan "3 - 4" derecesinde
puanlamigtir. Ayni kiiltiir, yas, din, sosyoekonomik ge¢mise sahip olan bir diger gruba da ayni model
resmi gosterilirken, takistoskop ile 1/3000 hizinda 5 saniyede bir erkek (Man) yazili mesaj
yansitilmigtir. Bu kez sonu¢ ¢ok farkli olmustur ve deneklerin biiyiik cogunlugu modeli erkeksilik
acisindan "1 - 2" derecesinde puanlamigtir. (Sayim, 2015: 56)

Bu bilingalt1 mesajlar ayni zamanda siyasette de kullanilabilmektedir. Siyasiler kendileri yada rakipleri
icin vermek istedikleri mesajlar1 gizlice yansitabilmektedir. Amerika’da 2000 yili bagkanlik
secimlerinde George Bush’un televizyon reklamlarinda rakibi Al Gore’un yiiziinde “RATS” yani
“Sican” bilingaltt kelimesi ortaya ¢ikarilmis ve biiylik tepki almistir. Bu olayin kazaran oldugu
Bureaucrats yazilacagia kelimenin son kisminin yazildig1 beyan edilse de tatmin edici bir agiklama
yapilmamustir. (Taylor’dan akt. Kiiclikbezirci, 2013: 1887)

Bilingalt: reklamla ilgili olarak ii¢ tiir bilingalt1 uyaranin varligindan bahsedilir: 1. Isitsel mesajlarda ve
reklamlarda diisilk ses tonuyla hizlandirilmis konusma, 2. Sinema ve reklamlarda gozle
goriilemeyecek kadar kisa siirede gosterilen uyaran, 3. Basili reklam materyallerine sézciik ya da
cinsel imajlarin yerlestirilmesi. Bunlarin en ¢ok kullanilant dijital ses dosyalarina gomiilen
mesajlardir. Uzerinde oynanabilirligi ve islenilmesi ve yayilmasi daha kolay oldugundan mp3
dosyalar1 gizli mesaj i¢in olduk¢a uygundur. Insan kulagi belirli frekans araliklarindaki sesleri
duyabilir ama insan beyninin algisi ise daha diisiik ya da daha yiiksek frekanslar1 algilayabilecek
kapasitededir. Subliminal mesaj iceren bir mp3'i kulaginizla dinlersiniz, ancak icindeki gizli mesaji
kulaginiz duymaz, beyniniz dinler. (Sungur, 2007: 179)

1920°1i yillarda BBC ilk olarak radyoda yayina basladiginda halkta radyonun koétii bir sey oldugu
goriisii hakimdi. Hatta onun seytanin sesi oldugunu kabul ediyorlardi. BBC toplumdaki bu kantyi
degistirebilmek icin bilincaltina yonelik (subliminal) mesaj kullanmay1 denemistir. Bunun igin radyo
sesinin arka planinda gercek amaca yonelik telkinler verilmistir. Bu kelimeler 6n plandaki seslere
nazaran ¢ok zayiftir. Adeta yokmus gibidir. Fakat isitilebilmektedir ve bu teknik basarili olmustur.
(Kilg, 2011: 32)

Bilingaltt mesaj gondermek i¢in kullanilan bir diger teknik ise 25. kare teknigidir. Sinema filmleri 24
kareden olugsmaktadir, géz bir saniyede 24 kareyi algilayabilirken, 25. kareye yerlestirilen goriintiiyii
algilayamaz ancak bilingaltt bu goriintiiyti depolar. Boylelikle istenilen mesaj hedef kisi/kitleye
iletilmis olur. (Kiigiikbezirci, 2013: 1885) Ancak artik biitiin bu yontemler ¢ok sayida iilkede iyi
bilinmekte ve dikkatle takip edilmektedir. Diinya iizerinde 50’nin tizerindeki iilke bilingalti mesaj
kullanim1 yasaklamistir. Ayrica Rusya’da 25. kareleri otomatik olarak yakalayan bir sistem mevcuttur.
(Daric1, 2013: 362)

URUN YERLESTIRME

Uriin yerlestirme, tiiketicilerin bir marka veya iiriine kars1 olan ilgi, algi ve tutumlarini degistirme veya
etkilemeye yonelik olarak film, dizi, tiyatro gibi sanatsal veya eglence faaliyetlerinde, tiiketiciye
reklam hissi uyandirmaksizin, bilingli dikkat esiginin bu uygulamay:1 reklam olarak algilamadig:
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sekilde, cesitli Uirtinlerin farkli formatlarda kullanilarak, planli ve bedeli 6denmis olarak uygulandig:
iletisim stirecidir. (Yolcu, 2010: 28)

Uriin yerlestirme ya da {iriin entegrasyonu (product placement) uygulamasi reklamcilik igin yirminci
ylzyilin ikinci yarisinda ortaya ¢ikmis ve bu bakimdan yeni olarak tanimlanabilecek bir uygulama
alanidir. Uriin yerlestirme, reklam mesajlarmdan kagmak amaciyla kanal degistiren izleyiciye ulasmak
icin reklamveren firmalar1 ve reklam sektoriinde ¢aligsanlari iiriinlerini ve mesajlarini programlar veya
icerikleriyle biitiinlestirmeye zorlamakta ve geleneksel reklam ortamlarinin neden oldugu
kisitlamalarin {istesinden gelinebilmesi icin alternatif bir strateji sunmaktadir. Uriin yerlestirme
uygulamast Tiirkiye i¢in ¢ok yeni bir uygulama olsa da Hollywood’da uzun yillardan beri kullanilan
bir yontemdir. Bir markanin film igerigine yerlestirilmesi yoluyla gergeklestirilen {iirlin yerlestirme
uygulamasmin film stiidyolarina ve filmde yerlestirmesi bulunan firmalara ¢ok sayida avantaj
sagladig1 bilinmektedir. Uriin yerlestirme; edebiyat eserleri, televizyon programlari, diziler, haber
programlari, bilgisayar oyunlar1 gibi bir¢cok alana uyarlanabilmektedir. Ancak {iriin yerlestirmenin en
etkili ve yaygin olarak uygulandig1 alan sinema filmleridir. Sinema filmleri icerigine uygulanan iiriin
yerlestirmenin tercih edilmesindeki en 6nemli faktor, bir filmin sinema salonlarinda gosterildikten
sonra en az dort, bes yil daha televizyon, cd, ved, dvd gibi enstriimanlar aracilifiyla popiilerligini
korumasi ve izleyiciye ulasabilme potansiyelidir. (Arslan, 2011: 3-4) Ancak Tiirkiye’de son
donemlerde televizyon dizileri, ¢ok popiiler olmalar1 ve milyonlarca insana ulagmalar1 nedeniyle {iriin
yerlestirmenin uygulandigi en etkili alanlardan olmustur. “Bu programda iiriin yerlestirme
uygulanmaktadir” ibaresi alt yazi seklinde bir kez gectikten sonra her tiirlii {irlin ya da mesaj
yerlestirilerek igerigin i¢ine sizmakta izleyicinin bundan kagmasi imkansiz hale gelmektedir. Basrol
oyuncusu yolda yiiriirken, biriyle konusurken yada herhangi baska bir sahnede arka fonda beliren bu
reklamlar 5 saniye siiresince gosterilmekte izleyici de bunu mecburen izlemekte ve bilingaltina bu
iirlin yada tanitim kazinmaktadir.

Bir zamanlar “Truman Show” filminde izlerken hayrete diistiigiimiiz, reklam tarz1 artik hayatlarimizin
bir parcasi olmustur. Ornegin Umutsuz Ev Kadinlar dizisini izlerken birden Yasemin karakteri s6ziim
ona senaryo geregi yemek yapmakta yemekte de bilmem ne marka tavuk sosu kullanmaktadir. Bunun
reklam oldugunu fark edip kanal degistirmekse Truman’in yasadigi aydinlama ve kurtulus kadar
cetrefilli olacaktir. Yani zaten gegek olmayan bir seyin i¢ine daha da gercek olmayan uygulamalarla
sanalin da sanal1 yaratilmaktadir.

Heniiz gelismekte olan bir reklam ortami1 olmasina ragmen {irlin yerlestirme; izleyicilerin
seyrettikleriyle bagini koparmaksizin ve hikayenin biitiinliigline zarar vermeksizin reklam havasindan
uzak bir sekilde sunuldugu ve senaryoya dahil edildigi takdirde marka degeri ve satislar1 iizerinde
dogrudan etkili olabilmektedir. Bu nedenle iiriin yerlestirme giiniimiizde sadece filmlerde degil, roman
ve resim gibi sanat dallarinda da rastlanabilen gilincel bir uygulama olarak nitelenebilmektedir.
(Arslan, 2011: 134) Uriin yerlestirmenin kullanilacag: ara¢ icerisinde izleyiciyi rahatsiz edecek ve
direkt olarak reklam oldugu belli olacak sekilde kullanilmas1 hem yapimin hem de markanin izleyici
goziindeki degerini diislirebilmektedir. Bu sebeple iirlin yerlestirme yapimin dokusuna uyum
saglamali, olay orgiisii icerisinde sonradan eklem olsa dahi bu anlasilmayacak sekilde yapilmalidir.
(Yolcu, 2010: 28)

Uriin yerlestirme, markalarin, bilyiik ekranda ve oturma odalarinda rekldm zamani satin almadan ¢ok
daha ucuz ve etkili sekilde goriinmelerine olanak saglamaktadir. Ayrica iiriin yerlestirme, reklam
mesajlarindan kagmak icin sik sik kumandalarimi kullanan seyirciye ulagmak igin profesyonel
iletisimcileri, iiriinlerini ve mesajlarini programlar veya igerikleriyle biitiinlestirmeye zorlamistir. Bu
cercevede bu uygulama filmlere ve dizilere yaratici ve/veya dogal olmak iizere iki sekilde
uygulanabilmektedir. Dogal yerlestirmelerde, {iriinler (markalar) sanki o anin dogal bir geregiymis
gibi tiiketicinin dikkatine sunulurken; yaratici yerlestirmelerde filmlerin senaryosuna dolayli olarak
yerlestirilmektedirler. Bu islem ise; gorsel, isitsel ve gorsel-igitsel olmak iizere ii¢ sekilde
yapilmaktadir. Gorsel yerlestirmeler; iirliniin kendisini ya da marka kimligine iliskin gorsel
belirleyicileri icermektedir. Uriin yerlestirmelerin ikinci tiirii olan isitsel yerlestirmeler ise; iiriin ya da
markanin sozlii olarak tiiketiciye sunulmast ve iletisim iceriginde yer alan karakterlerin markaya

Submit Date: 01.08.2016, Acceptance Date: 23.12.2016, DOI NO: 10.7456/10701100/003 32
Copyright © The Turkish Online Journal of Design, Art and Communication



The Turkish Online Journal of Design, Art and Communication - TOJDAC January 2017 Volume 7 Issue 1

iligkin mesajlar tiiketicilere sozel bir sekilde iletmesi anlamina gelmektedir. Son yerlestirme tiirlinii
tanimlayan gorsel-isitsel yerlestirme ise, hem iiriin ya da markanin gosterilmesi, hem de telaffuz
edilmesi seklinde olmaktadir. (Barut ve Kurtbas, 2009: 144)

Uriin yerlestirme uygulamasmin ortaya cikist 1940’11 yillara dayansa da, 1960’1 yillarla birlikte
uygulama alani giderek kii¢lilmiistiir. Reklam agisindan 60’11 ve 70’li yillarda {iriin yerlestirme 6nemli
bir reklam ortami1 olarak goriilmesine karsin tiiketici tepkilerinden c¢ekinilmesi nedeniyle bir
duraksama yagsamistir. Ancak ABD’de bu duraksama, hem 1982 yilinda Steven Spielberg’in yonettigi
E.T. (The Extra-Terrestrial) filminde, Reese’s Pieces sekerlemelerinin kullanilmasi ve {iriiniin
satiglarmin filmin gosterimini izleyen yil ylizde 65°lik artis gostermesi hem de uygulama agisindan
getirilen kurallar ve E.R.M.A. (Eglence Kaynaklar1 & Pazarlama Birligi — Entertainment Resources &
Marketing Association) gibi meslek birliklerinin galigmalar1 sonucunda asilmistir. Bunun sonucunda
reklamveren firmalar iirlinlerini sinema filmleri igerigine yerlestirmek icin taleplerini artirmiglardir.
(Arslan, 2011: 134)

TURKIYE’DE YASAL DURUM

Tiirkiye’deki yasal durum sebebiyle marka yerlestirme uygulamalari {iriin yerlestirmeye nazaran daha
az kullanilmaktadir. Bunun yani sira marka yerlestirme uygulamalar: iiriin yerlestirme kavraminin
igine girmektedir. Ornek olarak bir filmin bir sahnesinde oyuncu telefonla konusurken goriilebilir,
bu iirlin yerlestirme olarak kullanilmaktayken, eger kamera acis1 markay1 gosterecek sekilde o sahne
cekiliyorsa bu hem iiriin hem de marka yerlestirme olarak kullanilmaktadir. (Yolcu, 2010: 29)

Kanunda ve yonetmeliklerde yer almasina ragmen Tiirkiye tam bir subliminal cenneti durumundadir.
Bilingalti1 mesaj uzmanlarinin Tiirkiye’de hemen hemen hi¢ olmamasi, bu konuda yapilan bilimsel
caligmalarin yetersizligi ve kanun uygulayicilarin yontem ve tekniklerin farkinda olmamasi toplum
icin biliyiikk bir tehlike olusturmaktadir. Bu nedenle Tiirkiye’de Ulusal Algiyr Koruma Kanunu
¢ikarilmasi dogru adim olacaktir. (Daric1, 2013: 366)

Konumuzla alakali olarak Tiirkiye’de yapilan yasal diizenlemelerde yer alan unsurlar sunlardir; 6112
Sayili Radyo ve Televizyonlarin Kurulus ve Yayin Hizmetleri Hakkinda Kanun MADDE 9 — (1)
Ticarl iletisim, yayin hizmetinin diger unsurlarindan gorsel ve isitsel olarak kolayca ayirt edilebilir
olmak zorundadir. (2) Ticari iletisimde bilingalt1 teknikleri kullanilamaz. (3) Gizli ticari iletisime izin
verilemez. (6) Ticari iletisim, 8 inci maddede belirlenen esas ve ilkeler sakli kalmak kaydiyla; ¢)
Cocuklarin fiziksel, zihinsel veya ahlaki gelisimine zarar vermemek, deneyimsizliklerini veya
safliklarini istismar ederek, ¢ocuklart bir iiriin veya hizmeti satin almaya veya kiralamaya dogrudan
yonlendirmemek; ¢ocuklar1 reklami yapilmakta olan {iriin veya hizmetleri satin almak igin
ebeveynlerini veya baskalarini ikna etmeye dogrudan tesvik etmemek; cocuklarin ebeveynlerine,
ogretmenlerine veya diger kisilere duydugu giiveni istismar etmemek veya sebepsiz olarak ¢ocuklari
tehlikeli durumlarda gostermemek, zorundadir. (http://www.rtuk.org.tr/#, 2016)

2 Kasim 2011 tarihli 28103 sayili Resmi Gazete’de yer alan Yaym Hizmeti Usul Ve Esaslari
Hakkinda Yonetmelikte konumuzla ilgili tanimlar ise su sekilde yapilmistir: ¢) Bilingalt1 teknigi ile
ticari iletisim: Yayin hizmetlerinde ancak bilingaltiyla algilanabilecek goriintiiler ve sesler
kullanilarak, iirlin veya hizmetlerin tanitilmasina iligkin mesajlar i¢eren ticari iletisimi, §) Gizli ticari
iletisim: Medya hizmet saglayici tarafindan reklam yapmak maksadiyla veya kamuyu
yonlendirebilecek sekilde; mal veya hizmet {ireticisinin faaliyetinin, ticarl markasinin, admnin,
hizmetinin ve {irliniiniin reklam kusaklar1 diginda ve reklam yapildigina iliskin agiklayici bir ses veya
goriintii bulunmaksizin programlarda sdzciikler veya resimler ile tanitilmasini, ¢¢) Uriin yerlestirme:
Bir iiriin, hizmet veya ticari markanin, iicret veya benzeri bir karsilikla program igine dahil edilerek
veya bunlara atif yapilarak, program ic¢inde wverildigi her tiir ticari iletisimi ifade eder.
(http://www.rtuk.org.tr/#, 2016)

flgili yonetmelik 2014 yilinda yapilan degisikliklerle birlikte sunlari kapsar: Uriin yerlestirme
MADDE 14 — (1) (Degisik:RG-3/4/2014-28961) Sinema ve televizyon i¢in yapilmis filmler, diziler ile
spor ve genel eglence programlarinda iirlin yerlestirme yapilabilir. Radyo yayin hizmetlerinde de iiriin
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yerlestirme yapilabilir. Uriin yerlestirme uygulamalar: ticari iletisimle ilgili genel esaslara tabidir. (2)
Uriin yerlestirme ile ilgili bilgilendirmede, {iriin yerlestirme uygulamas1 yapilacak programin basinda,
sonunda ve her reklam kusagi sonrasinda program basladiginda, “Arial” yazi tipinde, “Normal” yazi
stili ve boyutu 15 piksel biiyiikliiglindeki “Bu programda iiriin yerlestirme bulunmaktadir.” ifadesi
yayinlanir. S6z konusu bilgilendirme yazisinin ekranda akan yazi ile belirtilmesi durumunda
izleyicilerin okuyabilecegi bir hizda olmasi; ekranda sabit bir yaziyla belirtilmesi durumunda ise
ekranda en az 10 saniye kalmasi saglanir. (Ek ciimle:RG-3/4/2014-28961) Radyo yayin hizmetlerinde
de bu ifade sozlii olarak ayni usulle belirtilir. (3) (Degisik:RG-3/4/2014-28961) Genel olarak, iiriin
yerlestirme, programin biitiinliigiinii bozmamalidir. Uriin yerlestirmede; program icine yerlestirilen
irlinlere asir1 vurgu yapilmasina izin verilmez. Program igerisine yerlestirilen iiriin ve hizmetlerin
tekrarlar halinde sunulmasi veya gosterilmesi; iiriin veya hizmetin 6zelliklerinin 6viillmesi ya da
benzeri diger {irlin ya da hizmetlere gore belli bir iiriine yonelik tercih bildirilmesi, {irlinlere veya
hizmetlere 6zel tanitici atiflar yaparak iiriin veya hizmetlerin kiralanmasinin veya satin alinmasinin
dogrudan tesvik edilmesi, iirtine iliskin detayli bilgi verilmesi ve farkli ¢ekim teknikleriyle {iriiniin 6n
plana ¢ikarilmasi yasaktir. (4) Uriin yerlestirme ile program igerisine yerlestirilen {iriin, programin bir
parcastymis gibi dogal mecrasinda kullamilmalidir. (7) Uriin yerlestirmenin, medya hizmet
saglayicinin editoryal bagimsizligimi ve sorumlulugunu etkilemesine izin verilmez. (8) Haber
biiltenlerinde, ¢ocuk programlarinda ve dini toren yaymnlarinda iirin yerlestirmeye izin verilmez.
(Resmi Gazete, 2014)

RTUK iin internet sitesinde belirtilen Kanunlar arasinda yer alan “Kanal ve Frekans Bandi Tahsisi,
Yaylarin Diizenlenmesi ve Reklamlar” baslikli bolimde de su ifadeler yer alir: Reklamlarin Bicimi
ve Sunulusu Madde 20 — Reklamlar program hizmetinin diger unsurlardan agik¢a ve kolaylikla
ayirdedilebilecek ve gorsel ve isitsel bakimdan ayrilig1 fark edilecek bigimde diizenlenecek, bilingalti
ile algilanan reklamlara izin verilmeyecektir. Reklamlarin Yerlestirilmesi Madde 21 — Reklamlar
program arasina yerlestirilir. Programin biitiinliigii, degeri ve hak sahiplerinin haklar1 zedelenmeyecek
bicimde bir program i¢ine de yerlestirilebilir. Birbirinden bagimsiz boliimleri olan programlarda veya
spor programlari ile benzer yapida aralar iceren olay ve gdsteri programlarinda, sadece boliim veya
devre aralarina yerlestirilebilir. Reklamlar arasinda en az yirmi dakika siire bulunmalidir. Konulu
filmlerin veya televizyon filmlerinin (diziler, eglence programlari ve belgeseller hari¢) siireleri kirkbes
dakikadan fazla olmasi halinde, her kirkbes dakikalik siire sonunda bir kez olmak iizere reklam igin
kesinti yapilabilir. Film kirkbes dakikadan fazla ise kirkbes dakikadan sonraki zamanda her yirmi
dakika aralikla reklam yerlestirilebilir. Higbir dini téren yayinina reklam alinamaz. Haber biiltenleri,
giincel programlar, cocuk programlari otuz dakikadan kisa olduklar takdirde reklamla kesilemezler.
Her tiirlii yayinda gizli reklam yapilmasi yasaktir. (http:/www.rtuk.org.tr/#, 2016)

SONUC

Bilingaltinin insan davranislarindaki 6neminin ortaya ¢ikmasiyla, insanlarin bilingalti, {irliniinii satmak
isteyen reklamcilarin ya da fikrini satmak isteyen politikacilarin hedefi haline gelmistir. Kitleler,
bilingaltina yoneltilen mesajlarla bir yandan kiiltiir endiistrisinin ¢arklarinin dénmesini saglarken, bir
yandan Adorno’nun yukarida aktardigimiz sozlerinde oldugu gibi makinenin tali pargalar1 durumuna
diismiistiir. Insanlarin zihinleri, dogasindan gelen icgiidiileri ve diirtiileri de birilerinin ¢ikari igin
kullanilan birer nesne, ara¢ konumuna gelmistir.

Bundan kurtulmanin yollar1 ise bilingalt1 etkileme tekniklerinin ¢ok iyi 6grenilmesi ve uygulanan
yontemlerin bilincine vararak bir i¢gdrii olusturulmasidir. Konumuzla alakali bir terim olan i¢gorii,
aslinda rahatsizlik belirtileri ile bunlarin kaynaklari arasindaki baglar1 gérmektir. Bir bagka deyimle
herhangi bir davranigin altinda yatan bilingdis1 nedenlerin (diirtiiler, savunmalar, ge¢misteki iligkiler,
olaylar, ¢atismalar, karmasalar, vb.) bilincine varmaktir. Icgdrii kazanmak bir amag degil, aractir.
Kazanilan i¢gdrii degismek, iyilesmek, yeni ¢oziim ve bas etme yollar1 i¢in kullanilmadikea,
entelektiiel bir egzersizden bagka bir sey olamaz. (freud.hypermart.net, 2012) Ancak kitleler
bilingaltina yonelik bu yontemlerin ne oldugunu ve hangi amaglarla kullanildigin1 fark edebilirlerse,
bunlardan daha az etkilenmenin yollarini da bulabilirler.
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Bireyler bilgilenerek her ne kadar kendilerini bu mesajlardan ve bilingalt1 etkileme ydntemlerinden
korumaya c¢aligsalar da bunun yeterli olmayacagi da asikardir. Bu sebeple Tiirkiye’de de ¢ogu tilkede
oldugu gibi bilingalti mesajlara yonelik yasaklamalar giiclendirilmelidir. Darici’nin yukarida belirttigi
gibi Ulusal Algiy1 Koruma Kanunu ¢ikarilmasi da giindeme getirilmelidir.
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Gozetim ve mahremiyet sorunsali, dijital iletisim araglarina 6zgli olmamakla birlikte, son yillarda
teknolojik inovasyonlarla birlikte yayginlagmakta ve tiim insani faaliyet alanimi etkisi altina
almaktadir. Bu durum, kamusal ve 6zel alan arasindaki smirlarin siliklesmesine neden olmaktadir.
Gelinen noktada 6zel alan, 6z se¢ime bagli gerceklesen teshir ve dijital gdzetim pratikleri araciligiyla
siber uzamda kamusallagmaktadir. XXI. Yiizyillda mahremiyet sorunsalinin yogunlagmasinin
merkezinde, binlerce yildir gelisim halindeki fiziksel uygarlifimiz ile heniiz olusum asamasindaki
sanal uygarligimizin birbiri igerisindeki ¢atismasi yer almaktadir. Bu ¢atismanin itici kuvveti ise dijital
alanin ve onun teknik yeterliliklerinin kullanicilar tarafindan iletisim silirecinde tam anlamiyla
icsellestirilememesidir. Bu durumun sonucunda kullanicilar siber uzamda var olmak gayesiyle fiziksel
diinyada deger tasiyan mahremiyet, giivenlik, kisisel veri gibi bireye 6zgii enformasyonu siber alanda
erigilebilir hale getirmektedir. Bu ¢aligmada; gozetim olgusu, toplumsal denetim ve iktidar iligkileri
cergevesinde ele alinmaktadir. Bu baglamda, giicii elinde bulunduran egemenlerin, bireylerin giindelik
yasamlarini denetim mekanizmalar1 araciligiyla kontrol altinda tutarken, bu siiregte dijital gozetim
tekniklerine basvurmas: konusunda ortaya c¢ikan mahremiyet sorunsallari, literatiir  taramasi
yontemiyle tartigilmaktadir.

Anahtar Kelimeler: Gozetim pratikleri, Mahremiyet sorunsali, dijital iletisim, mobi iletisim
teknolojileri

REVELATIONS OF THE TECHNOLOGY IN THE DIGITAL
COMMUNICATION AGE: SURVEILLANCE AND PRIVACY

ABSTRACT

The question of surveillance and privacy is not exclusively restricted to the digital communication
tools and has recently become widespread with technological innovations and taken the human actions
under control. This results in the borders between public and private spheres becoming vague. At
present, private sphere is publicized in the cyber space through self-preferred exhibitions and digital
surveillance practices. At the vey heart of the ever-intensifying question of privacy in the 21* century
lies the inner conflict between our physical civilization which has been developing for thousands of
years and the cyber civilization which is still in the making. The motive of this conflict is that the users
fail to totally internalize the digital space and its technical capabilities during communication. As a
result, users make the personal information, which is important in the physical world, such as privacy,
security and personal data available to others in order to be present in the cyber space. The present
study deals with the concept of surveillance in terms of social control and power relations. In the same
vein, this study discusses, based on literature review, the questions of privacy emerging as a result of
the sovereigns, which hold the power, resorting to digital surveillance techniques while keeping the
individuals’ daily lives under their control through control mechanisms.

Keywords: Surveillance practices, question of privacy, digital communication, mobile communication
technologies
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GIRIS

Dijital iletisim ¢caginda meydana gelen teknolojik inovasyonlar, tiim insani faaliyet alanlarin1 yeniden
diizenlemektedir. Sosyal iligkilerden, ticari faaliyetlere ve hatta uluslarasi iligkilere kadar tiim
karmagik siireclerin icerisine sirayet eden dijital iletigim teknolojileri saglamis oldugu imkanlar kadar
toplumsal hayatta yeni gediklerin agilmasimna ayni zamanda var olan problemlerin derinlesmesine
neden olmaktadir. Ozellikle iletisimin dijitallesmesi ve mobil teknolojilerle bireyin artan hareketliligi
gozetleme ve mahremiyet sorunsalinin derinlesmesinde katalizor vazifesi goérmektedir. Boylelikle
teknolojik inovasyonlar sayesinde yeni dijital gozetleme pratikleri ortaya g¢ikarken; enformasyon ve
veri mahremiyeti gibi gézetim ¢aligmalar1 kapsaminda incelenen yeni sorunsallar en az bireyler kadar
ticari kuruluslar1 ve hiikiimetleri ilgilendirir hale gelmektedir. Gelinen noktada mahremiyetin sinirlari
yeniden belirlenmektedir. Bu doniisiimiin merkezinde enformasyon ve iletisim teknolojileri yer
almaktadir. Bunun oOncelikli nedeni tarihsel siirecte gdzetim ve mahremiyet ¢alismalar1 seyleri ve
insanlar1 gérmeyi hedeflerken; paradoksal bir sekilde XXI. Yiizyilda dijital gézetim mekanizmalarinin
odaklandiklar1 oncelikli nokta insanlar degildir (Lyon, 2013: 11). Aksine, siber uzamda ¢ogunlukla
bilingsizce birakilan her tiirlii veri iletisim teknolojileriyle agiga ¢ikmakta ve yeni bir gozetleme ve
mahremiyet sorunsali dijital iletisim caginda giindeme gelmektedir. Bu durumun baglica nedeni:
insanlar tarafindan dijital uzamda gozetimin nerede ve nasil gerceklestiginin net bir sekilde
belirlenememesidir. Ayrica gérinmeden gerceklesen gdzetim pratiklerinin itici giicii, dijital alanin ve
onun teknik yeterliliklerinin  kullanicilar tarafindan iletisim siirecinde tam anlamiyla
icsellestirilememesidir. Boylelikle gozetleme pratigi, egemen yapinin oncelikli denetim bicimlerinden
birisi haline gelirken; gérme ve her tiirlii veriyi kayit altina alma onemli bir iktidar organi halini
almaktadir. Bu sayede iktidarin gozetimi, giindelik yasami panoptik bir hapishane metaforuna
indirgemeyi basarmaktadir. Medyanin teknik iyilesmesi ve yeni iletisim teknolojileriyle birlikte
gozetleme eylemi gayr-i ahlaki bir davramis bigimiyken, siire¢ icerisinde tedrici olarak
normallesmektedir. Boylelikle toplumsal goézetim ve denetim siireklilik arz eden bir uygulama
bicimine dogru evrimini tamamlamaktadir. Yeni iletisim teknolojilerinin, etkilesimli iletisim
medyasinin ve sosyal paylasim aglarmin toplumsallagsmasiyla birlikte gozetim ve teshir; mesru ve
siradan bir uygulama halini almaktadir.

Dijital iletisim ve gozetleme pratiklerinin gelismesiyle es zamanli olarak gozetim alanlarida
cesitlenmektedir. Ozellikle modern dénemde biitiin yasam tarzlari izlenebilir ve kayit altina almabilir
durumdadir.Bu baglamda XXI. Yiizyil itibariyle siber uzam, yeni bir gdzetim alani olarak tiim
kurumlar1 ve vatandaglar1 tehdit eder konuma yiikselmektedir. Giindelik yasamda teshir ve
dikizlemeye dayali gozetleme pratiginden, askeri disiplin ve istihbarata, devlet idaresi ve niifus
sayimindan, emek giiciiniin izlenmesi ve denetlenmesiyle birlikte son kertede kapitalist iiretim
mantiginda miisteri odakl ticari faaliyetlere kadar tiim stiregler dijital gézetim icin biricik alanlardir.
Oyleki dijital gdzetim sistemi icerisinde gozetlenen 6zne ile gozetleyen arasindaki iliski klasik
donemdeki gozetim caligmalarindaki anlatilardan ¢ok farklidir. Bu noktada iki 6zne arasinda ¢ogu
zaman etkilesim diizeyi yoktur. Dahasi gozetlenen bu durumun farkinda dahi degildir. G6zetim
baglamlarina doniik bu vurgu siber giivenlik tehlikesi seklindede okunabilmektedir. Modern dncesi
donemdeki gozetim pratiklerindeki es zamanlilik esasi yapr bozumuna ugramaktadir. Ciinkii siber
uzamda birakilan izler ortadan kaybolmamakta ve kayit altina alinabilmektedir. Diger bir ifadesiyle
siber uzamda mahremiyetin sinirlarini belirleyen 6zel-kamusal alanin sinirlart siliklesmektedir. Bu
durum ¢ogu zaman dikizleme ve gdzetleme pratikleriyle gerceklesebildigi gibi sosyal iligkilerde teshir
ve paylagim kiiltiiriiniin yayginlasmasiyla da kendini gostermektedir. Kisisel hayatin ortiikliigiiniin 6z
secime bagli olarak teshir edilmesi bireysel bir 6zgiirliik olsa dahi; son kertede mahremiyetin ortadan
kaldirilmasi ve 6zel hayatin teknoloji dolayimli agiga ¢ikarilmasidir.

Tarihsel siirecte iktidarin en Onemli araglarindan biri olan gozetim, asil toplumsal agirligimni
modernlesmeyle birlikte ortaya koymustur. Ulus devletlerin ve biirokratik orgiitlerin gelisimiyle
beraber, gozetimin yayginlasmasi séz konusu olmustur. Bu c¢aligma kapsaminda, gozetim
teknolojilerinin gelisimine paralel olarak ortaya ¢ikan ‘gdzetim’ ve gozetim teknolojileriyle birlikte
aciga ¢ikan mahremiyet sorunsali argiimantatif bir ¢aligma kapsaminda ele alinacaktir. Bu kapsamda
‘Gozetim’ konusu, teknolojik determinizm ve teknolojik kdtiimserlik baglaminda, teorik bir ¢erceve
kapsaminda incelenecektir.
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TOPLUMSAL DENETIM VE GOZETIM KAVRAMI

Toplumlarin modernlesme siireci, toplumsal denetim ve gozetim kavramlarinin daha sik karsimiza
¢tkmasina neden olmaktadir. Bu perspektiften hareketle tarihsel siirecte gozetimin teknoloji merkezli
ivme kazanarak sessizce arttigmi sdylemek miimkiindiir. Ilerlemeci tarih anlayis1 veya bir diger
ifadesiyle pozitivist anlayis ¢ercevesinde modernlesme siireci, toplumlarin siirekli bir doniisiim
icerisinde olmasini gerektirmektedir; bu durum gozetiminde bulundugu caga gore sekillenerek
donilismesiyle devam eden bir siire¢ olarak kabul edilmektedir. Aslinda gozetim, karsimiza yeni ¢ikan
bir olgu degildir. Ancak siiratle gelisen teknoloji, giindelik yasamin dinamiklerini de ayni hizda
doniisiime ugratmaktadir.

Glintimiiz kosullarinda degerlendirildiginde, enformasyon toplumunun, goézetim toplumuna dogru
evrildigi goriilmektedir. Bu hizli gelismenin temelinde, internet ve enformasyon teknolojilerinde
meydana gelen hizli geligmeler yatmaktadir. Internet vasitasiyla, bilginin parmaklarimizin ucuna
taginmasi ve zaman-mekan mefhumunun ortadan kalkmasi, 6zgiirliik¢ii bir ortama yol agacakmis gibi
gorlinse de, toplum kendini panoptisizmin i¢inde bulmustur. Elektronik gozetimin toplumun her
alanina yayilmasi neticesinde ise; kamusal ve 6zel yasamda mahremiyet ihlalleri paralelinde, teknoloji
temelli yeni iktidar yapilar1 ortaya cikmaktadir. Yasanan bu silire¢ cergevesinde, giiniimiiz i¢in
itopyanin karst iitopyaya doniistiigii goriilmektedir. Giinlimiizde kamusal ve 0zel alanda beliren
ozgiirliik ve mahremiyet ihlallerinin temelinde, gézetim teknolojilerinin hayatin her alanina yayilmasi
yatmaktadir. Insanlar, kamusal alanlarda siirekli kayit altina alinarak, her hareketleri ve kurduklari
iletisimin izlenerek, viicut tarayicilari ve biyometrik denetleyicilere gilivenlik gerekgesiyle maruz
birakilmaktadirlar. Yine ayn1 gerekgeyle kayit altina alinan kisisel bilgiler ve goriintiiler; rutin, siradan
aligverigler, internet kullanimi veya sosyal medyada yer almakla ilgili gbzetim bicimleri de giin
gectikge yaygin hale gelmektedir. Ayrica, dijital iletisim caginda kullanicilar sanal diinyaya
baglanmanin getirecegi yararlar ugruna fiziksel diinyada deger tasiyan mahremiyet, giivenlik, kigisel
veri gibi bilgilerinden 6z tercihe bagl olarak vazge¢mektedir (Schmidt & Cohen, 2014, s. 281).
Bugiiniin kosullarinda, her birey kendi rizasiyla aligveris yaparken, binalara giris yaparken kimlik
gostermek, parola girmek, yiiz tanima ve parmak izi tanima teknolojilerinden birini kullanarak,
gdzetime maruz birakilmaktadir. Bu noktada gozetimin anlasilmasi konusunda, gézetimin tarihini ve
Batili kokenlerini arastirmak dnem arz etmektedir (Bauman & Lyon, 2013, s. 10-11).

Jeremy Bentham, 1971 yilinda, Londra’da basilan, ayni sene Fransiz Devrimci Millet Meclisi
tarafindan hizli bir sekilde, Paris’te yayimlanan Panopticon isimli kitabinda gozetimi, ‘bugiine kadar
ornegi olmayan, zihin iizerinde zihinsel iktidar elde eden yeni bir yontem olarak tanimlamaktadir
(Bentham, 1995).

Michel Foucault’nun da c¢arpici bir bigimde ortaya koydugu gibi, “bir veya daha ¢ok kiginin iletisim ya
da eyleminin sistematik olarak arastirilmasi ya da izlenmesi” olarak tanimlanan gézetim kavrami, giin
gectikge Onem kazanan ve tartisilan bir konu olmaya devam etmektedir (Bauman & Lyon, 2013).
Zygmunt Bauman, gozetimi modernitenin temel boyutlarindan biri olarak kabul edildigini
belirtmektedir. Bu noktada Bauman iki temel o6zellige dikkat ¢ekmektedir. Bunlardan birincisi,
toplumsal bi¢imlerin yenilerinin olusmasindan daha hizli bir sekilde ¢oziilmesidir. Bu noktada ayni
seyin gdzetim i¢in gecerli olup olmayacagini sorgulamaktadir. Bazi teorisyenler, bir zamanlar sabit ve
kat1 goriinen gdzetimin artik daha esnek ve devingen bir hal aldigini, dnceleri sadece marjinal bir
etkisi oldugunu, yasamin bir¢ok alanina sizdigin1 ve yayildigini iddia etmektedirler (Bauman & Lyon,
2013).

Gilles Deleuze ise; gozetimi, tipki bir agacin sarmasik gibi siiriinerek yayildig: toplumlar i¢in ‘kontrol
toplumu’ terimini ortaya koymustur. William Staples da giinlimiiz gbzetiminin, “modern yagamin bir
zamanlar sorgulanmasi bile akla gelmeyen anlamlarinin, sembollerinin ve kurumlarimin gézlerimizin
oniinde ¢oziilmesinden dolayi, temel 6zelligi parcalanma ve belirsizlik olan” kiiltiirlerde meydana
geldigini ileri siirmektedir (Staples, 2008).

Bauman’in panoptikon modeline gore; bir yandan mahkumlarin hareketlerinin kisitlanmasi
saglanirken; diger yandan da gardiyanlar acgisindan kolay modern bir kontrol mekanizmasi olarak
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goriilmektedir. Ancak, bazi durumlarda gardiyanin somut olarak kendisini gostermesi gereken
durumlar olabilmekteydi. Bununla birlikte panoptikon seklindeki hapishane pahali bir projeydi.
Denetmenin merkezde oldugu, mahkumlar tarafindan gdriilmeden hiicrelerin her birinin goriilmesiyle
kontrol saglanan bir tasarima sahip panoptikon, denetmenin mahkumlarin hayat: ile ilgili daha fazla
sorumluluk iistelenmesi anlamina gelmektedir (Bauman & Lyon, 2013).

Tarihsel diizlemde giicii elinde bulunduranlar ile bilgi arasinda her gegen giin artan bir baglant1 s6z
konusudur. Ozelliklede sanayi sonrasi topluma gegisle birlikte iktidarla bilgi arasindaki baglant:
giiclenmistir (Baran, 1992, s. 53-56). Giinlimiiz demokrasilerinde, iktidarda var olabilmek i¢in her
tiirlii bilgiye sahip olmanin hayati 6nemi bulunmaktadir. Ciinkii bilgi, giiniimiiz modern toplumlarinda
merkezi giic konumundadir. Oyle ki, bilginin iiretimi, denetlenmesi, dagitimi ve alikonmasi
olmaksizin iktidarlar gliniimiiz demokrasilerinde devamliligini garanti altina alamamaktadir
Foucault’nun (2003, s. 131). Bu baglamda, iktidarin, toplumu denetim altinda tutmasi i¢in toplumun
en kiiciik yapi tas1 olan bireyleri dahi ¢ok iyi tanimasi, bireyler ile ilgili her tiirlii enformasyona sahip
olmas1 gerekmektedir. Bu nedenle gdzetim, gliniimiizde iktidarin halk {izerindeki oncelikli denetim
bicimlerinden birisi halini almaktadir. Ozellikle mobil iletisim teknolojileriyle zaman ve mekan
methumunun 6nemini yitirdigi dijital cagda iktidarlar, toplumsal denetim ve gdzetimin saglanmasi
amaciyla haberlesme DIA’siyla iliskilerini yogunlastirmaktadir. Boylelikle toplumsal denetim ve
gozetim fark edilebilirligi, medya ve yeni iletisim teknolojileri araciligiyla mikro diizeye
cekilmektedir. Bdylelikle bireysellesen goézetim mekanizmalar1 toplumsal hayatin her alanina
yayilmaktadir. Gelinen noktada yeni dijital ¢agda, tiim gozetleme pratiklerinin yaninda 6zellikle
medya dordiincii kuvvet olarak iktidar1 denetleyen bir arag konumundan; paradoksal bir sekilde iktidar
tarafindan toplumu denetleyen ideolojik bir aygit halini doniismektedir.

Egemen giiciin siirekliligine hizmet eden bilgi, sadece bilimsel bilgiyle sinirli degildir (Foucault M. ,
2003, s. 244). Vatandasin ya da bir kuruma ait herhangi bir bilgi, iktidarin devamlilig1 i¢in biriciktir.
Ciinkii bilgi, bir hiyerarsidir ve bu hiyerarsinin zirvesinde devlet yer almaktadir. Bu nedenle bilginin
egemenligi Foucault’ya gore iktidarinda egemenligidir (Foucault M. , 1980, s. 131). Bu baglamda
egemen irade, yonetimi altindaki tiim yasam ve faaliyet alanlarina girme arzusu igerisindedir.
Ozellikle iktidarlar igin toplumlarin sosyal yasam alanlarinda gériinmeden gdrme ve kayit altina
alinmasinda, yeni medya ve toplumsal paylasim aglarinin basat onemi bulunmaktadir.

Sosyal iliskilerin ulusal sinirlarin 6tesine gegtigi, zaman ve mekan sikismasinin yasandigi dijital
iletisim caginda iktidarlar, bireye 6zgii enformasyona ulagsmak icin giindelik hayatin igerisine dijital
iletisim teknolojileri aracilig1 ile dahil olmaktadir. Oyle ki yeni donemde gozetleyen gdriinmeden,
gozetlenen de 6z iradesiyle her tiirlii enformasyonu kamusal alana yaymaktadir. Ancak 6zellikle dijital
kamusal alanlarda, Ozneler gozetim altinda olduklarin1 gercek yasamdaki gibi izlendiklerinin
bilincinde olamayabilirler. Hissettirmeden ve gorinmeden gergeklesen gozetim pratiklerinin nedeni,
dijital alanin ve onun teknik yeterliliklerinin kullanicilar tarafindan iletisim siirecinde tam anlamiyla
icsellestirilememesidir. Boylelikle gozetleme pratigi, egemen yapinin oncelikli denetim bicimlerinden
birisi haline gelirken; gérme ve kayit altina alma 6nemli bir iktidar organi haline gelmektedir. Bu
sayede iktidarin gozetimi, gilindelik yasami panoptik bir hapishane metaforuna indirgemeyi
basarmaktadir. Medyanin teknik iyilesmesi ve yeni iletisim teknolojileriyle birlikte gozetleme eylemi
gayr-i ahlaki bir davranig bigimiyken, siire¢ igerisinde tedrici olarak normallesmektedir. Boylelikle
toplumsal gozetim ve denetim stireklilik arz eden bir uygulama bigimine dogru evrimini
tamamlamaktadir.  Yeni iletisim  teknolojilerinin  ve  etkilesimli iletisim  medyasinin
toplumsallagsmasiyla birlikte gozetim, mesru ve siradan bir uygulama halini almaktadir. Panoptik bir
mantiga sahip olan bu dijital sistem, &zneleri bicimlendirmektedir. Oyleki, denetim ve gdzetim
pratiklerinin toplum {iizerinde giiciinii hissettirdigi toplumlarda akil dis1 otoriteye hayir diyebilmek
dahi alternatif bir sdylem halini almakta ve ugsallastirilmaktadir.

Giiniimiiz diinyasin1 ise panoptikon sonrasi olarak degerlendirmek miimkiindiir. Ustelik bugiinkii
teknolojik imkanlar vasitasiyla, geleneksel panoptikon modelinin yerini elektronik gézetim almistir.
“Azmlik Raporu” filminde ve romaninda goriildiigli gibi giivenlik artik gelecege doniik bir projye
donlismiistii ve gelecekte olacaklari dijital teknikler ve istatiksel akil yiirlitme sayesinde denetlemeye
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caligsarak gbzetim yoluyla islemektedir. Bu tiir bir giivenlik anlayisinda hareket eden herseyin (iiriinler,
bilgi,sermaye, insanlik) izlenmesi s6z konusudur.

GOZETIME KURAMSAL YAKLASIMLAR

Tarihsel siiregte gdézetim her daim varligini siirdiirmeye devam etmistir. {1k ¢aglardaki gozetim daha
cok siddet ve baskiya dayali bir sekilde, iktidarin giiciinii destekleyen bir unsur olarak varligini
siirdiirmektedir. Modernlesme siirecinde, gozetimin odag: siddet ve baskidan yonetime kaymistir ve
sistematik bir hal almistir. Gozetimin sistematiklesmesi sayesinde, toplumsal hayattaki ve gdzetim
uygulamalarinin sosyo-ekonomik kuramlardan bahsetmek gerekmektedir.

Modern anlamdaki gozetim, kapitalizmin gelisimine paralel olarak ortaya c¢ikmistir. Karl Marx’in
goriisline gore; giicli elinde bulunduran kapitalist yoneticiler, en yiiksek diizeyde verim saglayabilmek
icin, fabrika iscilerini siirekli bir diizen ve kontrol altinda tutmayr amaglamaktadirlar (Timurtiirkan,
2010). Gozetim kavraminin bir gostergesi niteligi olma 6zelligi tasiyan Foucault’nun “panoptikon”
diisiincesi, 6zel hayatin gizliligi ve gdzetim sdz konusu oldugunda giindeme gelmektedir. Ozellikle
Internet ve iletisim teknolojilerinin ¢ok hizli bir bicimde gelistigi giiniimiizde gdzetim kavrami son
derece Onemli bir yer edinmektedir. Marksizme karst bir meydan okuyus sergileyen Foucault,
kapitalizmin gelismesiyle birlikte ortaya ¢ikan fabrikalarda bas gosteren gozetim kavraminin sadece
is¢ilerin gozetlenmesinde degil, glindelik hayata da yansidigini ileri siirmektedir.

Foucault, gozetimi toplumun geneli perspektifinde ele almistir. Modern toplumlardaki goézetimi
anlatmak i¢in, Foucault, Bentham’in Panoptikon metaforunu kullanmistir. Foucault’nun diigiincesine
gore, gdzetim insan davranisi iizerinde bir giice sahiptir (Ozbay, Terzioglu, & Yasin, 2011, s. 8). On
dokuzuncu ylizyilin Bat1 toplumlarinda yayginlasmaya baglayan bu yeni hapishane modeli, iktidarin
isleyis bicimini simgeler niteliktedir. Onceki doénemlerdeki iskence, halka acik idam, gosteri gibi
cezalandirma yontemlerinin yerini hapsetme almistir. Act verme ya da iskence ¢ektirme seklinde
gerceklesen cezalandirmanin kalkarak; yerine ozgiirlikten mahrum birakilma ve 1slah edici bir
yontemin uygulanmasi, yerlesmis bir toplumsal diizenin degismesiyle, zorlayici, tiizel, gizli bir ceza
verme yonteminin ortaya ¢ikmasiyla neticelenmistir.

Gozetleme ve disiplin etmenleri her ne kadar hapishaneye 6zel iki yon olsa da, Foucault’ya gore,
bunlar sadece hapishaneye Ozgli kavramlar olarak nitelendirilmemektedir. Disiplin, O’na gore;
fabrikalarda, is yerilerinde, hastanelerde, okullarda kullanilmaktadir. Disiplin bu noktada iktidarin,
icsellestirilmesine vurgu yapmaktadir. Foucault’nun tabiriyle, iktidar tarafindan uygulanan disiplin,
goziinmez bir sekilde “iktidarin igsellestirilmesi”’ni saglamaktadir. Toplumun igerisinde bulundugu
cevre, bireylerin yazili olmayan kurallari benimsemesiyle, neyi nasil gérmesi gerektigini, nasil
davranmasi gerektigini dikta etmektedir. Giiniimiizde bireyler yazili olmayan kurallara kendilerini
uymak zorunda hissederek, bu kurallara tabi 6zneler haline gelmektedir. Bu noktadan hareketle
giinimiizde medya, bireyleri iktidarin goérmek istedigi bicime sokulmasinda 6nemli bir rol
oynamaktadir. Yeni kapitalist donemde insan, en degerli sermaye olarak goriilmekle beraber, diger
taraftan eski donemlerdeki gibi, cansiz makinelerle ayni sisteme dahil edilmekte ve is yagsaminda birer
robot haline dontistiiriilmektedirler. Tipki bir ciftcinin {rettigi mahsuller gibi, giiniimiizde insan
sermaye, mabhsiilleriyse mal ve emek haline donistiiriilerek, iretim aract olarak varligim
siirdiirmektedir. Foucault, bu durumu agiklarken; “bir senydriin géziinde varolan sey, toprak, kdyii,
kdytlinde oturanlardi, ailelerdi, fakat bireyler somut olarak, iktidarin goéziine gdéziikmiiyordu. Bir an
geldi ki, herkesin iktidarin gozii tarafindan fiilen algilanmasi gerekli oldu, kapitalist tiirde bir toplum
olsun istendi, yani miimkiin oldugunca yayginlastirilmig, miimkiin oldugunca verimli bir iiretimle
birlikte; igboliimiinde kimilerinin su isi, kimilerinin bu isi yapmasina ihtiya¢ oldugunda, halkin direnis
hareketlerinin, ataletin ya da isyanin, dogmakta olan tiim bu kapitalist diizeni altiist etmesinden
korkuldugunda, o zaman, her bireyin somut ve keskin gozetlenmesi gerekli oldu...” demektedir
(Foucault, iktidarin Gozii, 1992). Gzetim sosyal hayatin her alanina girerek, bireylerin iktidarin bir
parcasi 66 haline gelmelerine sebep olmaktadir. Sonug itibariyle; siirekli olarak iktidar bilgiye, bilgi de
iktidara eklemlenmektedir. Goézetim her ne amacla yapilirsa yapilsin, bir mahremiyet ihlali olarak
kabul edilmektedir. Geg¢mis donemlerde yasayan toplumlarin gdzetlenmesinde mimari yapilar
kullanildig1 goriilmektedir; ancak giinlimiizde gdzetim i¢in yeni iletisim teknolojileri kullanilmaktadir.
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Bentham tarafindan tasarlanmis olan Panoptikon adi verilen hapishane, bireylerin nasil
davrandiklarini, kurallara uyup uymadiklarini denetlemektedir. Bu sistemde birey siirekli olarak
kendisinin gozetlendiginin bilincinde oldugu i¢in, kendisini kontrol etmeye ve kurallarin disina
ctkmamaya calismaktadir. Giiniimiiz teknolojik kosullarinda ise; bireyler sosyal paylasim aglarin
kullanmakta ve birbirlerini gozetlemekten haz duymaktadirlar. Sosyal paylasim aglarinin
kullaniminda, bireyler gozetlendikleri hususunda bilgilendirilmektedir; fakat bu godzetimden
rahatsizlik duymamaktadirlar. 19. Yiizyildan itibaren bir cezalandirma ydntemi olarak kullanilan ve
bireylerin gozetlenmekten rahatsizlik duyma hali bugiin tam tersi yonde doniisiime ugramistir. Bugiin
gozetim konusunda bireylerin duyduklar1 kaygi, gézetlenmekten rahatsizlik duyma seklinde degil de,
gdz Onlinde bulunmamaktan otliri endiselenme seklindedir. Gelinen nokta, sosyolog Zygmunt
Bauman tarafindan, “iktidara teslimiyet” olarak agiklanmaktadir.

Bilimin sanayiye uygulanmas1 ve teknolojik yeniliklerin siireklilik kazanmasiyla beraber, tiretkenlik
nispi bir sekilde yogunlagsmaya baslamistir. Bilim ve teknolojik akileilik, sanayi devrimi sonrasindaki
donemde baskici bir hal almigtir. Bununla birlikte araglar amaclar1 kendilerine bagimli kilarken; doga
iizerindeki tahakkiim yerini insan iizerindeki tahakkiime birakmistir ve {iretici gii¢ler, yikici giigler
olarak anilmaya baslanmistir. Bilim ile teknolojinin ortakligi, toplumsal alanlar iizerinde radikal
doniisiimlere yol agmistir. Bu durumun giiniimiizdeki en garpici kanit1 Internet teknolojisiyle birlikte,
insanligin giin gegtikce sik1 bir gézetim altina girmesidir. Kamusal alanin elektronik ortamda yeniden
insas1, olumlu ve olumsuz birgok faktorii beraberinde getirmekte; ayn1 zamanda gdzetim pratiklerinin
iist noktaya tasinmasi gibi kaygilar1 da beraberinde getirmektedir. Internet ve enformasyon
teknolojilerinin sosyal teori iizerindeki onemi gbz Oniinde bulunduruldugunda, toplumsal hayatta
onemli yer tutan goézetim kavramina farkli acgilardan yaklasan kuramcilarin goriigleri aracilgiyla
gbzetim uygulamalarini irdelemek yerinde olacaktir.

MODERNITEYE GECIS SURECINDE GOZETIM PRATIKLERININ
KURUMSALLASMASI

19. yy ve sonrasindaki gdzetim uygulamalari modernite dahilinde degerlendirilmektedir. Sanayi
kentlerinin artmasi, ulus-devletin kendini tehlikelere karsi koruma giidiisii, askeri oOrgiitlenmeler,
devlet idaresi, kapitalist isletme sayisindaki artis olmustur. Modernite g¢ercevesinde, fabrika ve
biirokrasi ekseninde olusturulan kurumlar, gézetimin insan hayatinda kapladigi yerin neden-sonug
iliskileriyle daha iyi anlasilmasi noktasma 1sik tutmaktadir. Iktidar ve teknoloji iliskisi kapsaminda
diisiiniildiigiinde, toplumun denetimi ve gozetimi konusu, gozetime dair distopik anlatilarin sinirlarini
zorlamaya basglamistir.

Sanayi Devrimi’yle birlikte tarlada ¢alisan insanlarin fabrikalarda c¢alismaya abaglamalar1 ve
dolayisiyla fabrikalara yakin yerlere yerlesmeleri neticesinde, her anlamda sosyal yasantilarinda
degisimler meydana gelmesine nedne olmustur. Fabrikalarda ¢alisan is¢iler, yasantilarinin her alanini,
caligma saatlerini gosterir ¢izelgeye gore belirlemeye baglamiglardir. Bu noktada gozetim, isverenler
icin vazgecilmez bir unsur halini almistir. Bu zamana kadar kendini bask:1 ve siddet olarak gosteren
gbzetim, bu asamada teknikleserek kurumsallagmistir. Sonrasinda devlet gozetimi farkli alanlara da
yayilarak, 6zel alan1 da gozetlemeye baslamis ve gbzetim ¢ergevesinde, is ve Ozel alanlar birbirini
besler hale gelmistir (Marx, 2005).

Fabrika iscileryle artan kent niifusu, iiretim ile tiiketimin hizli bir dongii i¢ine girmesine neden
olmustur. Koleligin ortadan kaldirilmastyla caligsanlar iizerindeki baski ve siddet bi¢imsel olarak
kalkmis olsa da, kapitalizmle birlikte diigiik iicrete ¢alisan isciler nefes almadan caligtirilmaya
baslanmistir. Diigiik iicretle ¢alistirilmalarinin 6tesinde bir de kendilerinden yiiksek verim beklenen
is¢iler, gdzetim araciligiyla baski altinda tutulmaktadirlar.

Karl Marx, emek ve sermaye arasindaki iliskiyi siniflar ekseninde degerlendirmektedir (Bozkurt,
2000). Bu baglamda gozetim, sermaye sahibinin idari denetimi saglamasi i¢in gili¢ unsuru olmaktadir.
Piyasa igerisinde One gecebilmenin yolu ise; diisitk maliyetle igcilerin ¢alistirilmasi; ancak yiinsek
verimin saglanmasindan ge¢cmektedir. Marx’a gore; is¢ilerin fabrika catisi altinda toplanmasi ve
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makinelerin tam randimanla calistirilmasi yeterli goriilmemektedir. Ayn1 zamanda iscilerin gozetim
altinda tutulmasiyla emegin gozetim altinda tutulmasi s6z konusu olmaktadir.

Fabrikalarda is¢ilerin ige gelis-¢ikis saatleri, yemek molalari, ara verme saatleri siirekli bir gézetime
tabi tutularak, verimin arttirilmas1 hedeflenmektedir. Ayni sekilde okullarda da 6grencilerin ders
saatleri, yemek aralar1 ve tenefiisler araciligiyla, gozetleme soz konusudur. Bu sekilde gelecegin
is¢ileri olacak 6grenciler, gozetime erken tabi tutulmaktadirlar.

Anthony Giddens ise; goOzetimi modern toplumun kurumsallasmasmin bir boyutu olarak
tanimlamaktadir. Giddens modern toplumlarin dort kurumsal boyutu oldugunu ileri siirmektedir.
Bunlar: kapitalizm, endiistriyalizm, askeri gilic ve gozetimdir. Giddens’a goére gdzetim iki farkli
yonilyle ele alinabilmektedir. Birinci anlamiyla, bireylerin davraniglarini yonetmek {izere onlar
hakkinda toplanan, kullanilabilen, sifrelenmis bilgi birikimini ifade ederken; ikinci anlamiyla, baz1
bireylerin davraniglarinin onlar {izerinde otorite kuran diger bazi bireyler tarafindan dogrudan
izlenmesini igermektedir (Giddens, 2008, s. 24).

Giddens, modern toplumlarda sosyal bilimlerin dnemine vurgu yapmaktadir. Bununla beraber gézetim
ile sosyal bilimlerin birbirinden ayr1 diisliniilemeyecegini belirtmektedir. Bunun nedeni; ulus-devlet
icin glic unsuru olan toplumsal bilginin sosyal bilimlerde istatikler araciligiyla elde edilmesidir. Bu
unsurlarin neticesinde, c¢alisanlar i¢in isleri zamaninda yapmak, itaatkar olmak ve yaraticilik ile
bireysel kararlar1 kullanmaksizin istenileni yapmak onem kazanmaktadir. Bunlarin aksatilmadan
gergeklestirilebilmesi, gozetimin yasamin tiim alanlarina sizmasi sayesinde gerceklestirilmektedir.

KURESELLESEN GOZETIiM

Teknolojik gelismeler bir yandan bireylerin hayatin1 kolaylastirma gibi bir gorev iistlenmekteyken;
diger taraftan 6nemli sorunlar1 da beraberinde getirmistir. Elektronik gdzetim ve gozetleme kavramlari
bu sorunlardan sadece bir tanesidir. Insanlik tarihinin her asamasinda goézetleme denilen kavrami yer
aldig1 bilinmektedir. Giiniin kosullarina uygun olarak gézetim kavrami sekil degistirmektedir. Gelisen
teknolojiler neticesinde, bilginin deger kazanmasi ve bazi bireylerin bu durumu bir avantaja ¢cevirmeye
caligmasiyla birlikte, biliim teknolojileri araciligiyla legal ve illegal yollarla gozetlemeye
bagvurduklart goriilmektedir. Geleneksel iletisim araclarindan ¢ok daha farkli bir 6zgiirlikk alani
olusturan Internet, 6zel yasam ve mahremiyet alanindaki ihlallerin giin gectikge artmasina sebebiyet
vermektedir. Tarihsel siire¢ igerisinde, iktidarin en Onemli araclarindan olan goézetim kavraminin
geecmisi ¢ok eski tarihlere dayansa bile, gdzetimin asil 6nemi teknolojik gelismelerin hizlanmastyla
baslamistir (Bozkurt, 2000). Gozetim kavraminin iki farkli acidan ele alinmasi gerekmektedir. 11k
anlami, bireyler hakkinda toplanan bilgilerin, bireylerin davraniglarini yonetmek i¢in kullanilan sifreli
bilgileri ifade etmektedir. ikincisi ise, baz1 bireylerin davraniglarinm, onlar1 ydnetmek isteyenler, onlar
iizerinde otorite kurmak isteyenler tarafindan bireylerin direkt olarak gdzetimini icermektedir
(Giddens A. , Ulus Devlet ve Siddet, 2008, s. 24). Gozetim kavraminin tiirlerinden birincisini,
depolayarak gozetim; ikincisini ise izleyerek gozetim olarak nitelendirmek miimkiindiir. Caligma
konumuzun bu baglig1 olan kiiresellesmis gozetleme, her iki manadaki gézetimi de i¢ine almaktadir.
Giliniimiizde toplumsal diizen, iktidar giiclerince sekillendirilmektedir. Gozetim, toplumsal diizen
icerisinde, belirli normlar ve kurallara uyulmasini zorunluluk héline getiren mekanizmalardan biridir.
Insanlik tarihinin en eski dénemlerinden beri gdzetim, baslica egemenlik mekanizmasi olarak
goriilmektedir. Kapitalizm ve sanayi devrimiyle ortaya c¢ikan modernite ¢ergevesinde, gozetim
pratikleri kurumsallagsmistir. Ulus-devlet, gézetim pratiklerini kullanarak vatandaslarini fislemekte,
giindelik yasam iginde insanlarin davraniglarimi kayit altinda tutarak, her hareketlerini dosyalarinda
belgelemekte ve kayit altinda tutmaktadirlar. Enformasyon teknolojilerinde meydana gelen hizli
gelismeler, gerek Ozel gerekse kamusal alan icerisinde kalan tiim giindelik hayati ve toplumsal
iligkileri, elektronik goz(ler) araciligiyla siirekli olarak izleyeyerek goézetim altinda tutmaya
caligmaktadir. Bentham’mn hayal ettigi, Foucault’nun kurumsallastirdigi ve Orwell’in karsi-iitopya
olarak tabir ettigi panoptik toplum, 20. Yiizyildan beri diinyay: bastan basa saran elektronik aglar ve
siber-uzay sayesinde miimkiin olmaktadir (Dolgun, Enformasyon Toplumundan Gézetim Toplumuna,
2005, s. 9-10).
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Bireyler ile gruplarin, toplumsal denetim ve gozetim karsisindaki konumunu ve ne 6l¢iide bu duruma
kars1 koyabildikleri sorunsali, bireysel hak ve ozgiirlikkler ile mahremiyet ihlalleri sorunsalini da
beraberinde getirmektedir. Modern toplum yapisinin meydana gelmesiyle beraber, gozetim,
kurumsallagma gostermis ve Marks, Weber ve Taylor gibi 6nemli kuramcilar basta olmak {izere,
gozetim olgusu farkl sekillerde ele alinmigtir. Foucault’nun Bentham’in goriislerinden yola ¢ikarak
ortaya koydugu “panoptikon” toplumsal teori agisindan biiyilk 6nem tasimaktadir. Foucault’nun
gorlislerinin ardindan, gozetim, “modernitenin merkezi bir boyutu, kendi basina var olan ve
kapitalizme, ulus-devlete, hatta biirokrasiye indirgenemeyen bir kurum” (Lyon, 1997, s. 303) olarak
kabul etmistir. Ozel hayatin en ince ayrintilarini izleme bakimindan enformasyon teknolojilerinin
sahip oldugu potanssyelin incelenmesinin ardindan, gozetim toplumu kavrami ilk defa Gary T. Marx
tarafindan kullanilmistir. Marx’1n ardindan “Go6zetim Toplumunda Mahremiyetin Korunmas1” isimli
makalesinde David Flaherty tarafindan ve Anthony Giddens tarafindan kullanilmigtir. Gozetimin ve
gozetim toplumu kavramlarinin ele alindigi makalelerde, vurgulanan ve ortaya konan; giindleik
yasami esir altina alan enformasyon teknolojileri sonrasinda; kisisel bilgilerin veri tabanlarinda
saklanmasi, eslestirilmesi, islenmesi, pazarlanmasi ve dolagima sokulmasidir (Dolgun, 2004, s. 15).
David Lyon, gdzetim toplumu ve enformasyon teknolojilerini iliskilendirmektedir. Lyon, bireylerin
artik kodlanmis numara ve harf dizileri olarak tanimlanmasina vurgu yapmaktadir. Kisisel verilerin
siirekli olarak biiyiik sirketler ve devlet dairelerine ait bilgisayarlarin veri tabanlarinda toplanmasi /
saklanmas1 / c¢agrilmasi ve islenmesini, gozetim toplumu olarak tanimlamaktadir. Lyon’un bu
tanimindan hareketle, enformasyon teknolojilerinde meydana gelen gelismeler vasitasiyla,toplum hatta
tiim diinya “kiiresel panoptikon” a doniismektedir. Bu noktada, enformasyon iiretiminin art1 eskiden
oldugu gibi iletisim yoluyla degil de bireyler ve onlara ait etkinliklerin gozlemlenmesiyle elde
edilmektedir.

Gozetim toplumu ad1 verilen kavramin ortaya ¢ikmasiyla, bireyler artik birer vatandas olarak degil de,
cesitli harf ve rakamlardan meydana gelen sicil numaralar1 olarak anlam tagimaktadirlar. Bu durum,
bireyleri meydana getiren ruh, kisilik, karakter gibi kisisel Ozelliklerin anlamii ortadan
kaldirmaktadir. Bir diger ifadeyle, bireyler birer 6zne degil de, nesne haline getirilmektedir. Lyon,
gozetim kavramini ele alirken, bunu enformasyon teknolojilerinin yaratmis oldugu yeni bir durum
olarak degil de, belirli egilim ve siireglerin etkisini arttirma ve hizlandirma gorevi iistlenen bir unsur
olarak ele aldigimi ifade etmektedir (Lyon D, 1997, s. 311). Enformasyon teknolojilerini {iretme
giiclindeki tilkeler, hem ekonomik a¢idan hem de gozetim sistemleri sayesinde kiiresel lider olma gibi
bir sana sahiptirler. Bu acidan diisiiniildiiglinde, teknolojik ve ekonomik gelismeler esasinda kisisel
yasami gozetim altinda tutmayr hedeflemektedir. Teknolojik gelismelerin bir¢ok olumlu etkisinin
olmasimin yaninda, enformasyon teknolojileri, insanligin kontrol altina alinmasini saglamaktadir.
Insanlarin  evden disar1 c¢ikmasma gerek kalmadan tiim bankacilik islemlerinin evden
gergeklestirilebilmesini, bilgisayar ekraninda televizyon seyredilebilmesini, Internet vasitasiyla sanal
olarak tiim diinyanin dolasilabilmesini ve diinyanin bir ucundaki magazadan aligveris yapilabilmesini
miimkiin hale getiren ‘tiimlesik sistemler’ diinyanin farkli yerlerindeki bireylerle sanal ortamda
iletisime gegilebilmesini ve sosyallesmeyi olanakli hale getirmektedir. Giindelik ve zorunlu islemlerin
Internet vastasiyla sanal ortamda gerceklestirilebilmesi, ev merkezli bir yasam bigiminin
benimsenmesine neden olmaktadir. Bu panoptik diizen i¢inde, bireyler kendi arzulariyla kapali ve belli
bir mekan i¢ine hapsolmaktadirlar. Bu sayede, iktidarin bireyleri gozetim altinda tutmasi
kolaylagsmaktadir. Boylelikle, enformasyon teknolojilerinin bir ideoloji héline geldigini sdylemek
miimkiindiir. Bireylerin siirekli olarak gdzetim altinda tutulmasi durumu Foucault’ya gore, ailede,
okulda, is yerlerinde, hastanelerde de goriilebilmektedir. Bireyler siirekli olarak bu mekéanlardan
birinden ¢ikip digerine girmekte ve bu sayede iktidar iliskisi devam etmektedir. Bu iligki oncelikle
ailede baslamaktadir, ardindan bireyin okula gitmesi, askerlik doneminde kislaya gitmesi, ¢caligmak
maksadiyla fabrikaya gitmesi ve son olarak da yaslandiginda huzurevine ve ya timarhane gitmesi ile
siire¢ tamamlanmaktadir. Bu sayede bireyin siirekli gzetim altinda tutulmasi saglanmaktadir. Internet,
mobil cihazlar, uydu teknolojisi gibi teknolojik gelismeler, kiiresellesmeyi kolaylastiran araglar olarak
kabul edilmektedir. Bireylerin bu araclar vasitasiyla kiiresel boyutta iletisim kurmasmin oOni
acilmaktadir. Ancak bireylerin, kurumlarin ya da iilkelerin digerleriyle etkilesim igerisinde bulunmasi
kimi zaman bir takim olumsuzluklari da beraberinde getirebilmektedir. Uluslararas: gozetleme, sosyal,
ekonomik ve politik sistemler igerisinde karsimiza ¢ikabilen bir olgudur. Polislerin suc¢lular1 izlemek
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ve takip etmek icin geligsmis teknolojileri kullanmasi; sirketlerin kisisel miisteri verilerine ulagsmak i¢in
rekabet etmesi; bununla beraber tiiketim aligkanliklarinin izlenmesi ve takibinde enformasyon
teknolojilerinden faydalanilmaktadir. Netice itibariyle, Internet ve kiiresellesmis gozetim, bireysel
mahremiyet bakimindan Onemli riskler meydana getirmektedir. Tarihsel siirecte, bireysel
mahremiyetin ihlali ve tagidig: riskler ise glintimiizdeki kadar risk altinda olmamastir.

ENFORMASYON TEKNOLOJILERI BAGLAMINDA GOZETiM VE MAHREMIYET
IHLALLERI

Bilisim teknolojilerinin gelismesi ve yaygm bir sekilde kullanilmaya baslanmasiyla, gozetim
doniisiime ugramistir. Gézetimin enformasyon teknolojileri araciligiyla sekil degistirmesi, toplumun
da déniisiime ugramasini beraberinde getirmistir. Onceki donemlerde kontrol altinda tutmak amaciyla
basvurulan goézetim yontemleri, enformasyon teknolojilerinin yayginlastifi gilinlimiizde giindelik
hayatin her alanina yayilmistir. Bu durum neticesinde, gozetim, toplumsal hayatta mahremiyet
sorunsali tartigmasini giindeme getirmistir.

Postmodern bir ozgiirliikler ¢ag1 olmasi beklenen giiniimiizde, gozetimin kamusal ve 6zel alanda
kendini gostermesiyle, {itopya karsi iitoyaya doniigsmiistiir. Giovanni Sartori’nin belirttigi gibi, artik
enformasyonun toplumsal iliskiler yoluyla {iretimi sona ermis ve bireylerin, etkinliklerin ve mekansal
alanlarin gozetildigi yeni bir donem baslamistir. Bugiiniin diinyasinda bireyler dogduklar: an itibariyle
gozetlenmeye ve sistematik bir sekilde kayit altina alinmaya baglamaktadir.

Teknoloji ile toplumsal doniisiimler, Alvin Toffler’a gore yakin iligki igerisindedir. Toplumun
ihtiyaglar1 teknolojinin gelismesine katki saglarken; teknoloji de toplumsal yapiyr doniigiime
ugratmistir. Teknolojinin toplumsal yap1 iizerindeki belirleyiciliginin (teknolojik determinizm) siddetli
savunmasi tam olarak objektif bir bakis agisini yansitmasa da, McLuhan’in teknolojik determinist
yaklagimi, iletisim teknolojilerinin giiciinii ifade etmek i¢in faydali olmaktadir. Luhan’a gore; ayni
mesaj farkl ortamlarca iletildiginde, farkl kitlelere farkli etkilerle ulagabilmektedir. Bu noktada tarim
toplumu ve sanayi toplumu olarak adlandirilan siireglere enformasyon toplumunun eklenmesinde
bilisim teknolojileri 6nemlidir. Enformasyon teknolojileriyle gelisen gozetim pratikleri,
mahremiyetler pelerinini kaldirarak; hayatin her alaninin seffaflagmasina sebep olmustur. Gézetimin
yaygin hale gelmesi, giivenlik gerekcesiyle bireylerin hayatlarinin her alaninin iktidar ve sermaye
sahipleri tarafindan gdzetim altinda tutulmasiyla sonuglanmigtir. Bireylerin huzur ve giiven arayisi
icinde gozetime maruz kalmaya razi olmalariyla, panoptik devlet anlayisi fiilen hayata gecmistir
(Dolgun, 2005). Bu durumun arka planinda 11 Eyliil 2001°de meydana gelen terdér olaylar1 yer
almaktadir. Boylelikle gézetim teknolojileri var olan ya da silinmis her tiirlii dijital veriyi izlemekte,
fiziksel diinyadaki tiim eylemleri takip etmeye aracilik eder konuma yiikselmektedir. Bacon’un ifade
ettigi gibi “bilgi” bir giice doniiserken; gdzetim ve iletisim teknolojileri devletin ideolojik aygitlari
olarak yiikselen bir degere sahiptir. Bazi sonuglar otoriter uluslarin gézetim ve sansiire dayali
faaliyetlerini arttirdigi onermesini ortaya koymaktadir. Ozellikle Iran, Suriye ve Cin: ABD
sirketlerinin ya da kendi teknolojileriyle gdzetim, takip ve sansiir yazilimlari satin almaktadir.
Amerikan Sivil Ozgiirliikler Birligi tarafindan yapilan bir arastirma, ¢ok sayida sehirde polis
departmanlarinin yasal izin olmaksizin binlerce kisiyle ilgili konum takip verilerini edindigini
belirtmektedir (Gore, 2014, s.116-118). Yaygin veri takibi bu noktada kiimiilatif etkisi gii¢lii bir tepki
yaratabilmektedir. Cilinkii gézetimin tek yolu dijital iletisim ¢aginda kameralar degildir. Internet’in
saglamis oldugu dijital veri izleme yontemleri basit sosyal iligkilerden, karmasik ticari faaliyetlere
kadar tiim siirecleri farkettirmeden kayit altina almaktadir. Ornegin Facebook’taki “begen” butonu
kullanim1 sistemin direk olarak kullanicinin ilgi alanlarimi kayti altina almasina izin vermektedir.
Ayrica gerez olarak adlandirilan kiigiik yazilimlar tiim kigisel verileri, siber uzamdaki davranig
bicimlerini kayit altina almaktadir.

Enformasyon teknolojilerinin gelismesi, rasyonallesmenin devam eden ve acimasiz takibiyle beraber,
gozetlemenin biirokrasi ile olan ortakliginin modernitede derin kokleri vardir. Ongérii ve 6lciimiin
arastirilmasi, bilgisayarlagmanin gelmesiyle beraber ikiye katlanir. Fakat, bu bakis agis1, digerleri ile
baglantili olmadig1 siirece, tek yanli olma ve teknolojik gelisimi 6nemli olarak rasyonalizasyon
isleminin bir pargasi olarak gorme egilimindedir (Feenberg, 1999).
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Devlet ve ekonomi, gdzetimin sekillenmesinde 6nemli rol oynamaktadirlar. Merkezi kontrol ya da
kisisel hayatin ihlal edilebilirligi hakkinda yeni korkularin ortaya g¢ikmasi, enformasyon
teknolojilerinin nasil gelistigini ve yayildigin1 gostermektedir Bu nokada siber suglar énemli bir
mesele olarak yine teknoloji ve hukuk araciligryla Onlenmesi gereken Onemli bir konu olarak
popiilaritesini kaybetmemektedir. Ornegin bir giivenlik sirketi olan Norton, siber suclarmn kiiresel
capta yillik maliyetinin 388 milyar dolar oldugunu ifade etmekte; bu rakaminda marihuana, kokain ve
eroinin yillik toplam kiiresel piyasasindan daha yiiksek bir rakama karsilik geldigini belirtmektedir
(Norton, 2011). Ancak bunlar, her ne kadar istilact yollardan olsa da, teknoloji sosyal yasamin
sinirlari asan bigimde hayatin her alanina sirayet etmektedir. Teknoloji, sosyal iliskilerin artan bir
sekilde baskin olmasiyla beraber kismen teknoloji tarafindan kurumsallastirildigi i¢in giinliik yasamin
tek aracisi haline gelmistir. Gozetlemenin, siiperpanoptikon ve simulasyon terimleriyle yeniden
degerlendirilmesi i¢in ¢aba goserilmesine neden olan bu tiir anlayislardir (Lyon, 2006, s. 231).

Netice itibariyle, glindelik yasamda sarsilmaz bir yer edinen gozetim pratikleri, iktidarin vazgecilmez
giic kaynagi olmanin yani sira, enformasyon teknolojileriyle kendini daha giivende hissettiren
iktidarlar ¢ogu zaman kendi menfaatleri i¢in toplum {izerindeki olumsuz etkileri gérmezden
gelebilmektedirler. Bu etki mahremiyetin yikilarak ihlal edilmesi olarak ifade edilebilmekte ve
teknolojinin 6zel alan iizerindeki asindirici etkileri olarak ortaya ¢ikmaktadir. Bilgiye erismede sinirsiz
Ozgiirliik alan1 vaadeden bilisim teknolojileri, 6zel yasamin sinirlarini ihlal ederek o6zgiirliigiin
sinirlarmi da yok etmektedir.

SONUC

Bilisim ve gozetleme teknolojilerinde yasanan hizli gelismeler, gizlilik ve mahremiyet konusunda yeni
sorunlarin ortaya ¢ikmasina neden olmaktadir. Gozetimin toplumsal denetim araci haline gelmesiyle
birlikte, toplumsal diizenin ve toplumsal denetimin vazgecilmez unsuru haline gelmistir. Tarihsel
siire¢ icerisinde ve toplumsal doniisiimlerle farklilagsan goézetim, bilisim teknolojilerinin giindelik
hayata girmesiyle birlikte, hem toplumsal yapinin hem de iletisim ortamlarinin doniisiime ugramasina
sebep olmustur. Bu doniisiimler, gdzetim olgusunu geleneksel yapmin dtesinde etkilesim, etkilesime
dayali kontrol ve bireysellesme eksenine oturtmustur. Teknoloji 1s1ginda, geleneksel gdzetimden
farklilasan gozetim, gliniimiizde yerini bilismsel gdzetime birakmustr.

Toplumun her hareketinin, kurdugu iletisimin gézetim araclariyla sistematik bir sekilde kayit altina
almmasi, bugiin muhbircilik seklini almistir. Ik olarak kapatilma ile giindelik hayatta kendine yer
bulan gozetim, Orta Cag’da salgin hastaliklarin yayilmasini 6nlemek amaciyla uygulanmistir. On
yedinci yiizyila gelindiginde ise; gozetim konusunda koklii degisimlerin yasandig1 goriilmektedir. On
sekizinci ylizyilda ortaya ¢ikan ve Bentham’in Panoptikon tasarimi gdzetimin en somut hali olarak
kabul edilmektedir. Foucault’'nun Panoptikon konusundaki degerlendirmeleri, gézetleme denildiginde
ilk akla gelen metafor haline gelmistir. Panoptikon’daki belirsizlik temas1 etkili bir bicimde gozetlenen
iizerinde etkisini gostermektedir. Modernite ve devlet yapisinin merkezilesmesiyle birlikte, gozetim
olgusu yogunluk kazanmistir. Tarim Toplumu’ndan Sanayi Toplumu’na gecisle beraber, bireyin yeni
caligma alani fabrikalar olmustur. Az zamanda ¢ok {iretimin hedeflenmesi sebebiyle sermayederler,
gbzetimi isciler lizerinde denetim aract olarak kullanmiglardir. Bu nedenle Karl Marx, gézetimi, emek
ile sermaye arasindaki miicadelenin bir unsuru olarak tanimlamaktadir. Bundan sonra gozetim,
modernitenin de etkisiyle yogunlasarak; kati bir disiplin araci olarak birey iizerinde tahakkiim
uygulamaya baslamistir.

Foucault’nun deyimiyle, toplumsal hayatin her alanina s1zan gdozetim ile birey, kendisini izleyen goziin
farkindayken iktidarin normlaria uygun sekilde davranmaktadir. Gozetleyen orada olsa da olmasa da,
birey iktidarin gozinli igsellestirerek ona goére davranmakta ve normalizasyon siirecini
tamamlamaktadir. Sonug olarak gézetim teknolojileri, giiniimiizde essiz bir toplumsal denetim araci
haline gelmistir. Toplumun disiplin altinda tutulmasindan daha farkli amaglara hizmet etmeye
baslayan goézetim pratikleri, gizlilik ve mahremiyet gibi konularda onemli ihlaller yaratmaktadir.
Bilisimsel gozetim uygulamalarina karsi toplumsal bosvermislik yok edilirse, giindelik hayatin her
alaninda toplumsal denetim aract olarak kullanilmasmin oniindeki engeller ortadan kalkacaktir.

Submit Date: 01.09.2016, Acceptance Date: 25.12.2016, DOI NO: 10.7456/10701100/004 45
Copyright © The Turkish Online Journal of Design, Art and Communication



The Turkish Online Journal of Design, Art and Communication - TOJDAC January 2017 Volume 7 Issue 1

Boylelikle gozetime yodnelik teknolojiler, gergek bireyler tarafindan olumlu ydnleri agir basacak
bicimde kullanilabilecektir. Bu durumun aksinin devam etmesi durumunda, enformasyon teknolojileri
ve gozetim sayesinde dahada gii¢lenen iktidar, bilgi edinme yoluyla giiciinii arttirmaya; sessiz ve etkili
bir toplumsal denetim arac1 olan gézetimi, kiiresellesen diizeyde kullanmaya devam edecektir.
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ABSTRACT

Stories, which have been important parts of social life for centuries, are narratives that keep social
memory alive. With developments in communication technology, many of its constituents like its
format, transfer speed, environments and size have changed and developed. Especially the narratives
that have emerged through the effects of social media and have started to form a new century’s new
stories. This study analyzes that how the stories that are shared on Instagram create a sustainable story
from the perspective of narrative transportation theory. In the research part of the study, a
multidimensional analysis applies netnography and content analysis research techniques.

Keywords: Instagram, Narrative, Netnography, Storytelling, Memory

ANLATI AKTARIM TEORIiSi PERSPEKTIFINDE INSTAGRAM
HiKAYELERI

0z

Hikayeler yiizyillardan beri toplumsal yasamin dnemli bir parcasi olmus, toplumsal bellegi canli tutan
anlatilardir. {letisim teknolojilerindeki gelismeler ile birlikte hikayelerin formatlari, aktarim hizlari,
mekanlari, boyutlar1 gibi bircok bilesenide degismis ve gelismistir. Ozellikle sosyal medyanin etkileri
ile ortaya ¢ikan anlatilar yeni yiizyilin yeni hikayelerini olusturmaya baslamistir. Bu ¢alismada anlati
aktarim teorisi perspektifinde Instagram iizerinden paylasilan anlatilarin nasil siirdiiriilebilir bir hikaye
yarattig1 incelenmistir. Calismanin aragtirma kisminda netnografi ve igerik ¢oziimleme aragtirma
teknikleri kullanilarak ¢ok boyutlu bir ¢6ziimleme yapilmustir..

Anahtar Kkelimeler: Instagram, Anlati, Netnografi, Storytelling, Hafiza

INTRODUCTION

Stories have always played a part in people’s lives throughout the history of humanity, and have
provided societies’ sustainability through the transportation of cultural codes. Rapidly changing and
developing communication technologies have created new ‘“narrative” forms with the effect of
globalization. One of these communication means which, unlike the printing press, drags people into
tribal life and transforms people into digital tribesmen, is Instagram. Instagram has become an
increasingly popularized visual messaging medium in the digital narrative world, where 40 million
photos are uploaded daily and 1000 comments are made per second. In 2013, Instagram expanded its
influence and reach by providing video uploading (Vaynerchuk, 2013:26-50). Instagram created a new
potential narrative language of photos between different cultures and countries. It developed a natural
facilitative language which enables people to tell about themselves or understand one another. Thanks
to this, stories and storytellers have developed rapidly and now are able to address wider audiences.

In the literature review, the concepts of culture and digital storytelling are analyzed. The research
model of the study is formed by combining netnography and content analysis research techniques.
Within this framework, the official Instagram account of the Canadian Cancer Society has been
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analyzed since its establishment day on 15.05.2015 considering cultural components, and the story that
emerged from here is also analyzed.

THE CONCEPT OF NARRATIVE

Narratology, basically, can be described as the analysis of the narrative from a stylistic aspect. This
term became widespread in 1970’s due to work Geral Prince, Gerard Genette, Micke Bal and other
structuralist critics. The concept of narrative, which is the base for narratology, is the meaningful
representation of events which are related to each other in a timewise and causal manner by using
different instruments. This reveals that the concept of narrative has a potential ambiguity. In the
narrow sense, narrative is a linguistic phenomenon, an illocution by excluding all other things. In other
words, with oral and written narrative, it restricts its analysis area to literary types such as story, saga,
poetry, novel and anecdote. The wider structure of narrative is defined as a work “which has a
storyline” from aspect of Aristotelianism (Onegai, Angel & Landa, 2002:9-12). With its narrow and
wider extents, narrative is a base for many sciences of art and gains new aspects according to its
environment (Ong, 2013:165). Narrative is a whole. By coming together with its constituents it gains
new dimensions and aspects. Events and entities are single and independent; however, narrative items
are successive and compound. Besides, events in a narrative do not occur accidentally, instead they are
linked to each other and have a mutual interaction between them (Chatman, 2008:13-23). There is a
deep relationship between the concept of narrative and time. Time only transfers into human time
when it is not included in the aspect of narrative; on the contrary, in order for narrative to become
meaningful it has to demonstrate characteristics of timewise experiences. It can be explained; “Time
becomes typical human time to the extent that it is included according to a narration (narrative) type,
and thus narrative retrieves its meaning since it is a condition of timewise existence.” (Ricceur,
2007:108). Narrations are made up of events, and only if there is an event transportation, there can be
a narration (Kilang, 2013:40). Narrative includes everything that offers or creates a narration. Whether
it is by means of a text, a performance, a picture, a compilation of all these, they are all narratives.
Therefore, novels, movies, comics are all narratives (Jann, 2012:44). With the narratives- becoming
stories, we have the chance to deliberately evaluate our undeliberately made choices, potential
emotions and inference. In other words, stories and narratives integrate audience into the process by
changing their state from passive to active, and they give our thoughts the chance to be evaluated in
others’ minds (Simmons, 2012:25-43).

According to Chatman, narrative consists of two fundamental structures which are content and
discourse. Stories which form the content part of the narrative consist of events, entities and cultural
codes, and this formation creates the form and core of the content. On the other hand, the discourse
part of the narrative consists of the structure of narrative transportation and manifestation. This
formation also creates the form and core of the expression. Considering the fact that discourse of the
narratives which spread over Instagram consists of photos and short dialogues, the structure of the
narrative transportation is revealed and thus, the core of the story is available (Chatman, 2008:23).
Transportation applications have a vital role in the organic structure of the narrative both mentally and
emotionally. In particular, if this transportation is made by means of mass media applications, it will
have a more important role. Looking at the studies, it is observed that this method is used in mass
media applications directly effects people’s beliefs, attitudes and behaviors (Green and Clarck,
2013:477-484).

Many studies have been conducted to analyze the relationship between stories and persuasion.
Especially, some researchers link stories to persuasion through narrative transportation theory.
According to Gerrig, “It is assumed that individuals are transported to a world where aesthetic based
expression process is used rather than paradigm based analytical process.” This expression takes
places as a distinct mental process where listeners, audience or readers are fascinated by the place,
characters and events of the story and develop potential relationships with them. He demonstrated that
in this process expression can have an effect on real world attitudes and behaviors, and also claimed
that during the expression process individuals lose contact with some of the characteristics of the real
world (Gerrig, 1993:10-11).
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Narrative Transportation Theory provides a basis for researchers to analyze the mental processes in
persuasion processes of those the listening stories. It deals with story, apart from explanations, as a
special form of process like dual-process models. World facts are the base for story process, and
detailing includes piece by piece evaluation of asserted thoughts against formerly known facts.
Heuristic process generally relies on contextual cues about individuals’ attitudes towards consumption
according to story or superficial rules. Actually, all the constituents of a story function as a road map
which is intended to create short cuts/heuristic methods to use in future or to change them (cited by,
Gilliam, 2011:18-20). Narration can substantially affect individuals’ or societies’ buying behaviors in
product or brand advertising, and has a vital function in understanding and analyzing target markets
for companies (Kilang, 2013:46).

Therefore, narrative creates dynamic patterns between past and future, and integrates mental images
which it pictures imaginary situations by uniting possible outcomes. This causes motivation related to
actualization possibility of pictured events, which will create a basis for behaviour change, and even
leads to new attitudes and behaviors. Thus, sustainable stories take part in the persuasion process of
audience by creating sustainable behavior change. Besides, by creating this mechanism by means of
social media, interaction between audience and social network can take place, and constantly, the
audience plays its roles actively in development and narration of the story.

THE CONCEPT OF CULTURE
Culture has been defined many times so far, and because of so many definitions it is thought that it
cannot be defined. In fact, defining culture is not difficult, the difficult thing is people’s agreement on
a single definition. It is clear that the origin of the word is colere or culture from Latin. The word
culture is first explained by Voltaire by relating its meaning to the development of human mind. The
concept of culture has become an interdisciplinary study area. The definitions of culture as an
individual and social phenomenon can be summarized as (Giiveng, 2005:96):

¢ Culture in the field of science is: Civilization.

*  Culture in the humane field is: The output of education process.

¢ Culture in the aesthetic field is: Fine arts.

* Culture in the material and biologic field is: Production, agriculture, crop, reproduction and

cultivation.

In its most general and objective definition, “Culture is all the creations of humans. Culture, as a
whole, can be divided only with the aim of analysis. All the tools and materials created by humans
belong to material culture, and all the senses, values, rules belong to non-material culture.” (Kongar,
1999:19). The most basic definition according to Taylor is: “Culture or civilisation is a complicated
whole which includes all the knowledge, beliefs, art, rules, customs and traditions and habits which
belongs to humankind that is a part of a society.”(Cited by: Moore, 2000:17).

Storytelling Elements from the Cultural Perspective

From cultural perspective, story is a subject that has been studied on for many years. Stories that
enabled cultures to become distinct have helped emotions, moral principles, cultural values to be
handed down from generation to generation. Besides, stories have a key role in explaining
organizational culture. Within this context, we can say that rituals, symbols, heroes and values make
up the basis of stories from the cultural perspective (Gabriel, 2000:88-89).

Rituals:

Rituals play an important part in determining social roles and status. Ritual, from past to present, is a
social phenomenon which is sustained orally and practically with social participation, and expressed
by standard rhythmical movements and a symbolic language. Ritual both removes to search for
searching new motions with each new event and provides fidelity to the past with an emotional
connection by showing individuals how to act and by offering behavioral patterns which are already at
hand. Ritual is a way for people to say what is important and required (Karaman, 2010:235).

Symbols:
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Symbols are used for expressing all the material and non-material elements of a culture. Therefore,
they increase and reinforce the feeling of belonging to the culture. Belkis Temren defines symbols as:
“Tangible things and signals that makes things which cannot be perceived by perceivable emotions.”
Hence, symbols becomes a shared universal language (Koca, 2010:90-91).

Heroes:

Heroes make up a vital part of stories. The hero bears the viewpoint that the story aims to offer
through his personality, and is virtually a guide for audience. There are many hero types but the things
that every hero should do are as follows (Maxwell&Dickman, 2008:76-78):

* Hero should provide sameness with audience. Thus, trust should be developed between the
audience and the hero.

* Heroes have their own time and place. Heroes should share their borders with audience.

* Heroes have an important influence power over audience. Thus, the hero to be chosen should
have the abilities to offer such surprise influences.

e Heroes do not have to be human all the time. Sometimes an animal, sometimes a robot,
sometimes a photograph but all the heroes must be good.

STORIES

According to some scientists the concept of story turned into a format that is interwoven with the
concept of narrative and they are inseparable. According to Haven (2007) story and narrative are quite
different. Narrative is based on the description of an event whereas stories have many elements such
as heroes, aims, difficulties, and have a structure which has horizontal components (Haven, 2007:79).

Stories are basis for the continuation of human existence. Since stories preserve and hand down
cultural codes and the secrets of social rules. Storytelling can be considered as warranty for human
existence and sustainability of society (Benjamin, 2006:161). Stories are a shared knowledge and a
source of information that is used collectively. In oral culture, knowledge is a social phenomenon
rather than an individual learning process or an experience. Therefore, nobody is smarter or less smart
than the others. Stories and other narrative types that are told in a society creates a conscience which
leads to interaction of the people around an issue. Together, all members of the society access the
information. Thus, stories build a potential sharing network between individuals (Sanders, 2010:22).

It is crucial for storytellers to reach their audience. Within this framework, they have these functions
(Luecke: 2007:103):

* They contribute to drawing the attention of the audience, and make theme and characters
evident

*  They simplify and materialize complicated ideas

* They contribute to the creation of strong emotions within the audience

* Even though the complicated details are forgotten, stories stick in the mind of the audience

Storytelling is the style of expression of the story contained in the narrative. Therefore, it is necessary
to make some choices about the story. To sum up, it is by whom, with which viewpoint, in what order,
with which rhythm and which form the fictional story and its whose theme is told. For example,
Pinocchio can be told seriously, sarcastically, in short or long from, from the beginning to the end or
from the end to the beginning. Thus, the distinction between fiction and narration removes the
ambiguity of the word of narrative (Kiran&Kiran, 2007:97).

Digital Storytelling

When we search the roots of the concept of storytelling in order to understand it, we come across
concepts like story or tale. Turkish Language Association considers storytelling as “narrative” in its
literature dictionary, and it is defined as; “real or imaginary events’ in the forms such as novel, story
and tale.” (www.tdk.gov.tr, 19.04.2015).
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The concept of Digital Storytelling first appeared in 1980 via the center that was established by
Atchley. According to him “Digital tools such as image, film and music are used in Storytelling
studies.” Gacia (2010) defined digital storytelling as vignettes where digital tools are used. Figa (2004)
defines digital storytelling as; “usage of voice, music and visual messages according to text in digital
environments.” (Figa, 2004:34-36). Chung (2007) emphasises that for successful digital storytelling
many different digital tools need to be used (cited by:Conrad, 2013:460). According to Armstrong,
“digital storytelling is doing information transportation and story transportation by means of media.
Digital storytelling is representation of short movies mostly created by personal stories by using
digital tools.” (Armstrong,2003:11-18 ). Whereas, according to Robin, “Digital storytelling is
association of interaction of multimedia devices such as graphics, videos and voices to create a
narration about a specific theme.” (Robin, 2008:220-228).

There has not been an explicit study of digital storytelling’s elements but these elements are defined in
stylistic form according to their intended use. Many scientists have tried to determine the elements of
digital narratives to make the analysis of digital storytelling easier. Due to the fact that this subject is
an interdisciplinary one, and the users appear formally or informally, clear-cut describable elements
have not been developed. Paul and Fiebich analyzed digital storytelling’s elements in five different
titles. They are as follows (cited by:Inceelli, 2005:134-140):

* Media Usage: In media usage, the combination of media appears with the usage of single
media, multiple media and multimedia. The graphics, videos, animations, visual effects and,
music that are used provide the identification of media type. Flow process appears with the
tyepe of sharing like interactive, live, video broadcasting of story.

* Motion: Both the content’s and the user’s motions are vital in digital storytelling process.
Motion of the content can be stable, dynamic and combined. Motion of the user can be
passive, active and mutual.

* Relationship: The relationship chain between the story and the audience is defined in this step.
This relationship consists of linear, customizing, calculation, processing and adding steps. In
the customizing step the audience makes the story personalized. In the calculation step
statistics between story and audience are identified. In the processing, the step audience is
included into the story by the storyteller. In the adding step, feedback from storytellers is
added into the story.

* Context: Context has a major importance in digital storytelling, since it surrounds the story
and gives it a meaning. It is possible to give unlimited meanings to stories with the context on
social media.

* Communication: The multilayered communication environment that creates digital stories has
multiple effects in the process of reaching to the audience. By surpassing normal media
practices, this can easily be accomplished on social media. Since this communication chain
can take place in many ways like one-to-one, multimedia and many other forms (chat, Twitter
messages, forum post etc.), it has many effects.

The digital storyteller’s most powerful weapon is transmedia storytelling. Transmedia storytelling has
become more efficient with the development of both technology and people’s search for new
communication methods. It has been used in all the communication channels that are in our lives
without our realisation. Jenkins widened its definition with his work named “Seven Principles of
Transmedia Storytelling”. This list consists of inner stylistic conflict and four individual characteristic
pairs. These are Spreadability vs. Drillability, Continuity vs. Multiplicity, Immersion vs.
Extractability, Worldbuilding, Seriality, Subjectivity and Performance (Jenkins, 2014).

Place/ Space/ Memory

According to the Turkish Language Association space is “an object’s area in space; breadth” and
“basic quality of perceived objects” whereas place is “ the location that one is found in”
(www.tdk.gov.tr, 2015). When the concept of place is evaluated from the perspective of history of
humankind, it can be seen that it is a special concept that holds many potential codes in it beyond
“location that one is found in”. “Place, in addition to its being a location which is produced, built,
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created, it is also a social environment where social events take place. Place is a pot where history
takes place, and is a register where time turns into history.” (Alver, 2010:19). Therefore, place and
space, beyond their technical structure, have many factors which have sociological and psychological
dimensions.

It can be seen that according to their field of usage place and space are sometimes used with the same
meaning, and sometimes used in related perceptive meanings. In the press period narrative tools,
research of the space is generally made based on the presentation style. In order to comprehend the
space, it is required to answer the questions of Where, How, Why (Cetin, 1996:49). However, the
concept of space has gained a new dimension through narrative in the digital world, because
characters and places started to be created independently from space and time. According to Robins,
space is now an electronic environment and it does not have a core (Robins, 1997:76). It would be
most logical to evaluate this concept’s basis within the context of visual message chains, where place
and space are considered within the context of digital stories. Within this framework, place can be
defined as the location in which the event takes place. Whereas space can be defined as the “quality”
that appears according to the relation of existing things to the which these things are in. For instance,
a thought’s space can be mentioned but it is not possible to refer to its place. According to Descartes,
“Features that are attributed to objects requires space; thus, all the features that are found in the
reasonable creature are not different than various ways of thinking. Therefore, we can neither
comprehend a form that is not in space, nor a motion that takes place in location which hasn’t got
space.” Similarly, we cannot think about a physical world of the internet but the qualities sprung from
this world’s outputs have created a huge space (Descartes, 1997:109).

Due to its qualities on the internet, Instagram has created its own unique space. In this space, stories
that are created with visual messages have their own visual places and spaces which appear with the
qualities that are created by users (audience) in these places. While the place is stable and the only
location (Instagram page-internet) for storytellers and audience, space makes up a spatial chain that
has thousands of layers. Therefore, Instagram narratives turn into stories with its their symbols,
rituals, heroes and values, and this transformation creates a unique memory. The concept of memory
that is defined in various ways in different disciplines can be basically defined as the storage, keeping
and recalling of information. According to Assman, memory can be divided into two as cultural and
communicational memory. Cultural memory focuses on exact events of the past, and it does not stay
the same, and mostly emerges with symbolic figures. Real history in cultural memory, first turns into
reminiscence then into legend by passing through cultural layers. As for communicational memory, it
is about recent past. This kind of memory involves individuals’ sharing with other individuals who
live in the same period of time. It occurs and disappears in time. It passes to someone else’s memory
when its owner dies (Assman, 2001:54-55). It can be said that Assman’s definition for
communicational memory explains memory entities in current social media. On the other hand, before
digital communication devices there was a conflict between memory and archives but with digital
communication devices and applications like Instagram and similar platforms this conflict has gained
a new dimension. According to Huyssen, our way of thinking is constantly changing and is turning
into a memory that has no borders. He argues that this occurs because modernity compresses time and
place. Our understanding of time and place is evolving so fast with the developments in technology.
This caused our memory to produce hypertrophy in its fight with the speed of this change. As we are
pushed into this unreliable world our will to slow down will strengthen, and we will turn to our
familiar and comfortable memories. Different from our familiar past and present encounters, current
future started to change current past in the 80s when communication technology development
accelerated. (Huyssen, 2003:1-23).

According to Halbwachs, memory creates the socialization process of individuals and it is determined
by social elements. As the memory cannot stay the same, its duty is always to “recreate”. This explains
the organic link between memory society (Sancar, 2010:41-42). Instagram provides the creation of
symbols, rituals and heroes with its visual messages, and it creates a memory that has its own
dynamics about this creation. This memory makes up its individuals and these individuals’ society.
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METHODOLOGY OF THE STUDY
This study is carried out by applying netnography and content analysis techniques. According to
Kozinets, Netnography is “the ethnography of internet or technological network, and is the
ethnography that is adapted to our technological modern and social world’s complication”.
Netnography is the adaptation of ethnography to technological networks which is efficiently used by
anthropologists. It can be seen that when this technique is compared with ethnography, netnography is
more useful in terms of speed and cost. In online groups, netnography reveals information about
symbols, secret meanings, reactions, attitudes and behaviours of groups. Netnography technique
consists of five steps which are: introduction, data collection analysis, reliable interpretation, ethical
research and member check (Varnali, 2013:17-35). The other technique that is used in this study is
content analysis. Due to the fact that the study is being applied to a field that has dense photographic
instruments like Instagram, the study is supported with a second research technique, content analysis,
that covers the field of semiotics. Content analysis research projects have a common purpose: to
interpret content based on elements which are observed and described in messages. Content analysis is
a systematic, quantitative and objective technique that is used to describe behavior and interpret
content (Bilgin, 2006:1-2). A research practice that is a mix of these two techniques is executed in this
study. Before beginning this study, questions (hypothesis) are determined which will direct this study
based on netnography. These are;

* s the Canadian Cancer Society using Instagram as an instrument of narrative transportation?

*  Are there storytellers of the Canadian Cancer Society?

* s the Canadian Cancer Society utilising transmedia applications?

*  What are the elements of Instagram narratives?

*  What are the effects of heroes, symbols, rituals and values of Instagram narratives on creation

of both the audience and the story?
* Do the stories on Instagram consist of only one photo or photos and videos that support one
another in different times?
* Do the stories on Instagram have a multi-layered structure that uses memory, space and place?
* Do the narratives on Instagram cause behavioral change in the audience?

Introduction

Looking at the Instagram page of the Canadian Cancer Society, it is seen that has made 456 posts
between 14th December 2015 — 15th May 2015. When these posts are studied in a general framework,
it is observed that they consist of both photographic and written narratives in which corporate identity,
corporate activities, corporate culture is told. As mentioned in the literature review, narrative is the
basis of the story. What is story for narrative? “How” is its discourse? Here, the photos and written
posts of the Canadian Cancer Society make up the “what” and “how” part of the narrative.

Every story has a storyteller and audience. The Instagram page of the Canadian Cancer Society created
a soft environment where many storytellers and the audience come together. Therefore, the exchange
of emotions between the storytellers and the audience becomes easier. A storyteller who adds a new
place, time and dimension to story and a transportation process is born like in the Shaman culture
where the audience has a voice like the storytellers. This enabled the realization of the 7 principles of
transmedia which are Spreadability vs. Drillability, Continuity vs. Multiplicity, Immersion vs.
Extractability, Worldbuilding, Seriality, Subjectivity and Performance.

Narratives used by the Canadian Cancer Society on Instagram caused the creation of a strong and
lasting story by being supported by symbols, rituals, logos and heroes. Hereby, both the cultural and
corporate characteristics are defined more clearly. Looking at the posts that create the stories by being
used as a narrative tool, many rituals and heroes appear. Thus, this caused the corporation to create a
sustainable narrative instead of compressing them into a single photo. On the other hand, changes of
attitude and behavior in the audience are revealed with their interpretation, sharing of the posts and
transferring these posts to other channels.

Data Collection
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To achieve this, researcher downloaded on the visual posts from the Canadian Cancer Society’s
official web page on Instagram, and literary sharings linked to these posts. Despite the fact that each
post tells a different story, researcher stipulated that all the stories tell one story, the story of the
Canadian Cancer Society by coming together. Data collected from the Instagram page is analyzed with
the techniques of content analysis and semiotics.

Findings
The 456 photographic posts and literary narratives that are created with these posts are analyzed within
the scope of this research. Due to the fact that the story is continuing for 3 years and has a deep rooted

past, it has a wide perspective. Hence, the story will be analyzed by separating it into sections.
‘::, cancersociety AKIP E
17 beenme
cancersociety Our first | ram! We look
forward to sharing and in 3 with

photos. Spread the word
mondegro Welcome!

cancersociety @mondegro thanks!

w

Visuall: Visual Post dated 14 December 2012

This is the starting point of the story. It all begins with the appearance of the hero and the telling of its
story through symbols. Rituals, places, mnemonic connotations, heroes that are brought by this
starting point makes this story a sustainable narrative.

Visual Post: Logo of the Corporation

EE T3

Literary Post: Expressions like “Be Voluntary”, “Be Strong”, “Keep Fighting” are used in this
element of narrative that is used in different periods of time.

Ritual: A ritual is created by using the logo of the corporation periodically. Here are the periods:

1 April 2013, 5 April 2013, 9 April 2013, 10 April 2013, 14 April 2013, 15 April 2013, 24 April 2013,
25 April 2013, 27 April 2013, 23 February 2014, 1 April 2014, 3 April 2014, 17 April 2014, 30 April
2014, 14 February 2015, 23 March 2015, 1 April 2015, 8 April 2015, 11 April 2015, 17 April 2015, 20
April 2015, 21 April 2015, 22 April 2015, 1 May 2015

Hero: Canadian Cancer Society

Evocations over Audience: Definition of corporate structure, corporate culture, corporation’s
activities, non-governmental organization’s influence on Instagram and its being recognized in a new
place and time.

Place/ Space/ Memory: Place is internet, space is Instagram world, memory is factors about corporate
identity.
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Visual 2: 3rd January 2013 Dated Visual Post

The audience is dragged into the depths of the story by the storyteller. Storytellers are introduced by
going to the roots of the story. Spaces that are created by the storyteller’s heroes in different times and
places appeared in many different posts repeatedly. For example, they sometimes appear as a public
relations campaign or sometimes demonstration march. The main point is that the storyteller is
stretching the borders of place, memory and space with their involvement in the story.

Visual Post: A woman’s activities like that of Canadian Cancer Society with communication devices
of 1950s.

Literary Post:
In 25 February 2013 dated post;
Rituals: Posts that are created by storytellers who appear in time to create their own ritual.

17 January 2013, 25 February 2013, 28 February 2013, 5 March 2013, 11 March 2013, 14 March
2013, 21 March 2013, 22 March 2013, 28 March 2013, 28 March 2013, 4 April 2013, 25 April 2013, 9
May 2013, 27 June 2013, 1 December 2013, 30 December 2013, 16 January 2014, 2 April 2014, 6
April 2014, 6 May 2014, 9 July 2014, 9 August 2014, 25 August 2014, 16 September 2014, 24
September 2014, 2 November 2014, 16 December 2014, 26 March 2015, 2 April 2015, 15 May 2015

Hero: Storytellers in the posts

Evocations over Audience and Values: Flow of communication, continuity of the corporate culture,
commitment to the corporation, sharing the future, being a member of the Canadian Cancer Society,
creativity, fidelity, having a corporate structure that is recognized by the world, struggle of the heroes,
corporation’s versatile communication strategies.

Place/ Space/ Memory: Place is internet, space is 1950s in the Instagram world, memory is
recollection transportation between past and present.
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The Canadian flag turned 50 this year. If you did too, it
may be time to get screened. Screening for colorectal
cancer is easy and convenient. All you need to do is
have a stool test once you tum 50 — and keep having 1
every 2 years. Colorectal cancer screening programs
vary among the provinces and territories, 50 ask your
doctor about how the program works where you live.

Are you older than our flag?

rgicalcapsdotcom, jen_bar25

/ It might be time to get
screened for colorectal cancer.

= ) S
O]

cancer.ca/screening

Visual 3: 6th March 2015 Dated Post

The storyteller draws attention to the issue by asking questions of the audience with the literary post
on the photo of Canadian Flag. Hereby, a multi-layered structure is created by using story elements
that can make evocations in memories.

Visual Post: Canadian Flag, corporate logo and writings with messages

Literary Post: Are you older than our Flag? It might be time to get screened for colorectal cancer.
Rituals: Posts related to rituals that are about being a Canadian and being proud of being a Canadian.
1 July 2013, 1 July 2014

Evocations over Audience and Values: Being Canadian, winning Canadian’s heart with national
emotions, nationalism, instutionalization with use of logo of the corporation, being recognized in the
world, becoming an international symbol.

Place/ Space/ Memory: Place is internet, space is Instagram world, memory is factors about corporate
and national identity.
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| 8 . b_ 132014

1 colgaryrelay
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Visual 4: 16th November 2014 Dated Post

The storyteller makes transportations about situations of the Canadian Cancer Society’s heroes and
individuals in the story with both visual and literary posts. This transportation tells about the activities
of volunteers’ donation of their hair and having financial support within the framework of the
agreement between the corporation and Pantene.
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Visual Post: A supporter who donates her hair and posts that tell her happiness after donation.
Rituals: Cutting the hair, posts about volunteering rituals.

17 January 2013 (cops who cut their hair), 12 June 2013 (Hair donation of an executive of the
corporation), 19 October 2013 (Hair donation of a man who grows his hair for three years), 8 February
2014 (Hair donation of cops whose number is over 120), 6 November 2014 (Hair donation of a
woman), 8 November 2014 (A woman who donates her hair with literary narratives), 20 November
2014 (A woman who donates her hair and posts that encourage everyone to tag their donated hair), 22
November 2014 (A woman who donates her hair and contributions of this donation to the corporation
and a corporate gratitude), 22 November 2014 (A woman who donates her hair), 14 February 2015
(hair donation rituals on different platforms).

Evocations over Audience and Values: Volunteering, sacrifice, being a hero, becoming a symbol,
being a part of the ritual, commitment to corporation, devotion, commitment to past, continuity of the
values, being open to new ideas, transferring traditions to future with new generation (new volunteers
and heroes).

Place/ Space/ Memory: Place is internet, space is Instagram world and living spaces of Instagram
society, memory is individual recollections and connotations which will create social memory.

nnleo, borkborkbjork

Visual 5: 11th March 2013 Dated Post

The storyteller is creating processes that will make an emotional exchange between the story and the
audience. The storyteller brings the story into daily life by handling the events with a childish
perspective. He is trying to create a new place that will take a part in people’s memory. Hereby,
Instagram which is a tool for storytelling, refers to cultural codes by using a very old communication
tool like letters.

Visual Post: A photo of a letter that is written by a six-year-old kid, and the post that shows comments
and likes to this letter.

Literary Post: “Six-year-old Ava’s wish; My wish is to give money to cancer. Because my
grandmother has cancer in her brain. I really hope this to help her. She is really sick. My mom is sad.
And I know that my grandmother is going to die soon and she, she will be so sad.”

Rituals: Storyteller enabled audience to be the hero or communicate directly with the storyteller by
sometimes allowing individuals’ stories. Thus, this created a ritual in the narrative.

19 September 2013 (Post that tells the story of mom and her child), 16 September 2013 (A father who
fights cancer with the support of his family and his family’s narrative), 28 August 2013 (A person who
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died of cervical cancer and posts about her family), 14 February 2014 (Jennifier and Philippe’s posts
that dreams can come true.)

Heroes: Canadian Cancer Society and Society Members

Evocations over Audience and Values: Fighting, achieving, not to surrender, hope, corporate
support, humanitarian values, values about existence, struggle for life, telling true stories, relating real
world with story world, integration of cultural codes, recognition of non-governmental organization by
having an influence over life, being a part of society, linking the story with society.

Place/ Space/ Memory: Place is internet, space is Instagram world and dimensions about posts,
memory is individual recollections and connotations which will create social memory.

CVA cancersociety

| 62

Visual 6: 7th August 2014 Dated Post

Storyteller transfers the place of the story to a different time and dimension with this narrative.
Storyteller links the basic theme of the story which is “not to be afraid of cancer” with fears that are in
the minds of the audience. They move people to a new dimension that both provides the chance to
overcome their fears and contributes to sustainability of the story. Audience leaves the place of the
storyteller, namely Instagram, and becomes a part of the whole by creating their own stories, and
storyteller both creates rituals and makes people hero by transferring narratives, which are created in
this different time and place, back to Instagram. Thus, Instagram causes the creation of a chronic
communication network in the memories of the audience.

Visual Post: A post that appears with the “fearless challenge”

Literary Post: “We are asking Canadians to face their fears in support of people living with cancer.
Find how you can start from here...”

Rituals: Posts that are shared with the call of the storyteller, and that belong to those who challenge
fearlessly.

9 August 2014 (Story of jonnkanyon), 10 August 2014 (Suzya challenges her beloved hair against the
donation of $2000), 11 August 2014 (Mike Bradwell gathered $2500 donation by walking on the CN
tower), 12 August 2014 (Natalie Brown challenges water and swimming) 14 August 2014 (Farah
Ismail becomes a part of the story by eating hot pepper), 15 August 2014 (A supporter/hero who
challenged by promising to shave his beard), 18 August 2014 (A hero who challenges to swim with
sharks).

This ritual has continued in many posts.
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Evocations over Audience and Values: Being a hero, being a part of the story, mix of stories and
realities, people/memories that are transferred to the imaginary world, evaluation of feedback that
comes from the audience by the storyteller and his integration of them into the story, story possessing
a new place, time and space.

Place/ Space/ Memory: Place is internet, space is shifting a new web page with Instagram world and
dimensions about posts, memory is individual recollections which will create social memory, and
facing with witnesses.

CONCLUSION

People’s life-style is changing and developing with the development of communication technologies.
Through this, new social and cultural elements appear. The concept of story that includes cultural
codes, and the concept of gossip, has become indistinguishable in digital platforms. Therefore, people
have gradually become oblivious, with everyone on the internet beginning to act like they have
Alzheimer’s. The process of digital narratives becoming a digital story that bears cultural codes, rather
than a gossip, is analyzed in this study. In order to do so, social lives and posts are analyzed in the
study location (Instagram) like an ethnologist in this process.

In this study, Instagram is considered as a storytelling tool. It is seen that the page is used as a
storytelling tool when the official page of the Canadian Cancer Society is analyzed. Symbols, rituals,
heroes and values are analyzed with the stories that are presented by means of visual posts, and their
process of influence on attitudes and behaviours is observed by evaluating their effect on the audience.
As a consequence of this, it is seen that Instagram narratives add values, not only to individuals, but
also to corporations. Within the context of developing corporate communication, it is seen that they
contribute to many public relations steps like institutionalization, branding and corporate reputation.

The changeability of concepts like time, place and space are revealed within Instagram narratives. It is
also revealed that transmedia applications can easily be realized in Instagram with especially people
dragging themselves to another dimension by inviting each other to a “fearless challenge”, and reusing
the outputs from these dimensions on Instagram. A new socialisation process has begun, and the
memory of the Instagram is created with the sharings on Instagram. As Huyssen says, current future
started to create current past with the structure of this memory that compresses sharing speed on
Instagram and memories’ time and place. Instagram is a chain of visual narrative/story. Thus, when it
is used professionally by a storyteller, a sustainable story will appear. Like the change and
development of the prototype stories which create all the stories in the world, this will cause the
creation of new prototypes for the stories of future.
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0z

Uluslararas1 diizeyde ¢ok boyutlu hale gelen iliskiler, iilkemizi de ¢ok boyutlu bir itibar politikasi
izlemeye zorlamaktadir. Ulke itibar1 konusunda, kiiltiirel diplomasinin ve uluslararasi halkla iligkilerin
kapsami dahilindeki siyasi, ekonomik ve ticari iligkiler, niifus hareketleri, fikir ve diislince hayati,
medya faaliyetleri, spor etkinlikleri, kalkinma ve yardim programlari, kiiltiir ve dil enstitiileri, sanatsal,
bilimsel, akademik degisim programlar1 gibi ¢ok yonlii ve farkli araglari, itibar olugturma ve koruma
konusunda gereksinim olarak karsimiza ¢ikarmaktadir. Bu ¢aligmada farkli kiiltiirlerin bulugmasina
imkan saglayan, bir uluslararas1 halkla iliskiler ve kiiltiirel diplomasi aracit olan Yurtdist Egitim
Programlar1 g¢ergevesinde iilkemizde bulunan &grencilerin Tiirkiye’nin itibar1 ve imaji konusunda
edinimleri incelenmistir. Katilimcilarin  Tiirkiye’ye gelmeden oOnce ve geldikten sonra
degerlendirmeleri arasinda anlamli farklilik olup olmadiginin belirlenmesi amaciyla uygulanan
parametrik olmayan testlerden Mann Whitney u testi ile yapilan ¢ekicilik boyutlar1 degerlendirmesinde
boyutlar arasinda anlamli farkliliklar olmadig1 sonucuna varilmistir.

Anahtar Kelimeler: Tiirkiye nin itibari, uluslararasi halkla iliskiler, kiiltiirel diplomasi, yurtdis
egitimi

EFFECTS OF EDUCATION PROGRAMS ABROAD AS
INTERNATIONAL PUBLIC RELATIONS AND CULTURAL
DIPLOMACY TOOL, REGARDING TURKEY’S REPUTATION:
A RESEARCH UPON FOREIGN STUDENTS IN TURKEY

ABSTRACT

The relationships becoming multidimensional within international level, are forcing our country as
well as to follow a multidimensional reputation policy. About country reputation, within the scope of
cultural diplomacy and international public relations, political, economic and trade relations,
population movements, ideas and thoughts, media facilities, sport activities, development and
assistance programs, culture and language institutions, artifical, scientific, and academic exchange
programs are such kind of cases that confront us as a requirement in terms of building and protecting
reputation.In this study, within the perspective of education programs abroad, enabling
transculturation and being a tool for international public relations and cultural diplomacy through the
acquisition of the students, the images and reputation of Turkey is analysed. In order to find out the
evaluations of the participants before and after coming to Turkey, Mann Whitney’u nonparametric test
has been applied and within the evaluation of attractiveness dimension, the study has been concluded
that there are no significant differences between dimensions.

Keywords: Turkey’s reputation, international public relations, cultural diplomacy, education abroad.
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GIRIS

Cogunlukla kurumlarla birlikte anilan “itibar” kavrami sadece kurumlar i¢in degil iilkeler i¢in de
onemli bir kavramdir. Hem i¢ hem dis hedef kitlelerin ve sosyal paydaslarin rasyonel ve duygusal
algilamalarinin tamamini igeren itibar, ayni zamanda giiciin de bir gostergesidir. Giiglii itibar,
devamliligin, sirdiriilebilirligin bir garantisidir. Gerek siyasi, gerek ekonomik, gerekse sosyal
anlamda giiglii olan iilkeler her zaman diinyanin gidisine yon veren konumdadir. Ulkelerin itibar
insalarinda ve korunmasinda belli bagli hedeflere ulagsma konusunda ¢oklu aktorlerle caligmak
kaginilmazdir.

Uluslararas1 halkla iligkiler ve birgok ortak paydada bulustuklar kiiltiirel diplomasinin uygulama
alanlar1 da tlkelerin itibarlarina, taninirliklarina, farkindaliklarina hizmet etmektedir. Bu ¢aligmanin
amac1 da uluslararas1 halkla iliskiler ve kiiltiirel diplomasinin ortak uygulama alanlarindan biri olan
yurtdist egitim programlarmin iilke itibarlar1 konusunda ne derece katki sagladigini ortaya
koyabilmektir. Bu sebeple Istanbul’da iiniversite diizeyinde Yurtdist Egitim Programi aracihigiyla
bulunan yabanci 6grencilere yonelik diizenlenen bir anket ¢aligmasiyla Tiirkiye’nin itibaria yonelik
diisiincelerine ve algilamalarina ulagilmaya ¢alisilmigtir. Bu ¢alismanin aragtirma kismi diinyada sik
kullanilan ve Harris-Fombrun RQ “Reputation Quotient” olarak bilinen “Itibar Katsayis1 Olcegi”
modelini iilkelere uyarlayan Passow, Fehlmann ve Grahlow’un “Fombrun RI-Country Reputation
Index”inden (2005) yola cikilarak gerceklestirilmistir.

ULUSLARARASI HALKLA ILISKIiLER VE KULTUREL DiPLOMASININ ULKE iTiBARI
VE IMAJINDA ETKIiSI

Kiiresel captaki ticari ve sosyal aglar, ulus Otesi pazarlar ve ulus oOtesi toplumlarla iliskilerin
arttirilmast  ve yogunlastirilmasini  zorunlu kilmaktadir. Uluslararasi halkla iliskiler ve kamu
diplomasisi ¢aligsmalar1 da bu farkli kiiltiirlerin arasindaki iligkilerin diizenlenmesine zemin
hazirlamaktadir.

Ulkelerin sempatisini kazanmak, farkli toplumlarin kalplerinde ve zihinlerinde yer edinmek, diger
toplumlarin algisin1 degistirmek, iyi itibar olusturmak, giiven ve anlayis yaratmak, ortak uzlagma
alanlar1 bulmak, diyalog platformlar1 yaratmak, ¢ift yonli iletisimi insa etmek cabalar1 gerek kamu
diplomasisini gerekse uluslararasi halkla iligkileri ortak paydada bulusturmaktadir. Signitzer ve
Wamser’in (2009: 389) belirttigi iizere, uluslararasi halkla iligkiler ve kamu diplomasisi bir kurumun,
bir devletin stratejik iletisim fonksiyonlarini olusturmaktadir. Bir ayaklari kurumda/devlette diger
ayaklar1 disarida olan her iki yapinin da temel islevi kurum/devlet ve dis gruplar/bireyler arasindaki
baglar1 kurmak ve yonetmektir.

Uluslararasi halkla iligkiler; bir hiikiimet, sirket veya 6zel ve/veya kamu kurulusunun bir bagka devlet
biinyesindeki toplumlarla, kurum ve kuruluslarla karsilikli anlayis gelistirme, diyalog ortami yaratma,
olumlu imaj olusturma, tamitimma katkida bulunma ve itibar gelistirmeye yonelik yapilan ¢ok
kapsamli bir stratejik iletisim planidir (Yildirim, 2015: 5). Diger halkla iliskiler alanlarindan daha
riskli, daha karmasik ve sonucunun belirsiz oldugunu belirten Wakefield’a (2008: 142) gore
uluslararast halkla iliskiler, cografi, dilsel ve kiiltiirel olarak farkli toplumlara yonelik yapilan
faaliyetlerin biitiintidir.

Freitag ve Stokes da (2009: 8), kiiltiirel farkliliklarin insanlarin iligkilerinin ve iletisimlerinin sekil ve
sireglerini etkiledigini, halkla iligkilerin de bu farkliliklarin etkiledigi iletisime baglh bir disiplin
oldugunu belirtmektedir. Freitag ve Stokes (2009:97) uluslararas1 halkla iliskilerin temelde; ulusal
kimlik ve tanitim, kurumsal itibar yonetimi, kriz iletisimi ve lokal iletisim olarak dort fonksiyonu
oldugunun altin1 ¢izmektedir.

Halkla iligkiler ve dolayisiyla uluslararas: halkla iligkilerin basta gelen gorevlerinden olan itibar
yonetimi, her tiirlii yapiya karsi, giiven ve sayginlik kazandirilmasi, bu giiven ve saygmligin
korunmasi, giiclendirilmesi ve devamliliginin saglanmast adina biitiinciil olarak siirdiiriillmesi gereken
bir siirectir.
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Imaj olusturmanin kamu diplomasisi literatiiriinde sikca yer aldigmm altin1 ¢izen Yang, Kluyeva ve
Taylor (2012: 652-664) da ulusal imajlarin, dil ve sdylemlerle yaratilan toplumsal bilgiye dayandigini,
ozellikle kisisel deneyimlerin (ziyaretler vb.) ve medya mesajlarinin o ulus hakkindaki imajlarin
birikiminde etkin oldugunu, bu noktada imaj yaratimi i¢in 21. ylizyilin karmagik ve g¢oklu iligki
yonetimi olan kamu diplomasisi ve halkla iligkilerin bunun i¢in bir ¢er¢eve olusturdugunu ifade
etmektedirler. Gergekler ve algilanan gercekler birbirinden farklidir. Dolayisiyla bir {ilkenin gergek
imajinin, itibarmin yam sira o iilkeye yapilan ziyaretler, belli siirelerde yasama, farkli insanlarin
gortisleri, kitaplar, internet, filmler, cesitli uluslararasi organizasyonlarda sunulan tutum ve
davraniglar, ekonomik, siyasi, sosyal yansimalar imaj ve itibar insasinin birer tuglasidir.

Ik kez Edmund Gullion (1965) tarafindan tanimi yapilan kamu diplomasisinin esaslari, iilkelerin
yumusak giiclerine dayanmaktadir. Yumusak giicii Bound to Lead kitabinda kiiltiir, siyasi degerler ve
dis politika iizerine dayandiran Joseph Nye (1990), uluslararast 6l¢ekte daha kalici olmak isteyen
iilkelerin, askeri miidahaleler, ambargolar (sert gii¢c) yerine ekonomi, kiiltiir-sanat, medya, tanitim,
egitim, spor gibi yumusak gii¢ unsurlarini 6n plana ¢ikarmalar1 gerektigini savunmaktadir.

Uluslararasindaki iligkilerin boyutlar1 hiikiimetler, devletler sinirin1 ¢oktan asmis durumdadir. Bu da
iligkileri, diplomatik diizeyden daha sivil insiyatiflere ve farkli aktorlere tasimaktadir. Aksi halde
yumusak gii¢c unsurlarinin uygulanmasi miimkiin olamamaktadir.

Kamu diplomasisini siyasal enformasyon ve kiiltiirel iletisim olarak iki yonden ele alan Signitzer ve
Coombs (1992), kamu diplomasisi ve halkla iliskilerin 6zellikle kiiltiirel iletigsim/kiiltiirel diplomasi
baglaminda biitlinlestigini belirtmektedir. Bu goriisler uluslararas1 halkla iligkileri bircok konuda
kiiltiirel diplomasi ile baglantilandirmamiz gerektigine isaret etmektedir. Mellisen (2007: 23) de
kiiltiirel diplomasiyi, mesaj pazarlamasindan 6te ortaklik kurulumu, politik kampanyalardan daha ¢ok
kalict iligkiler ingasi, kisa siireli projeler yerine uzun soluklu hedefler yaratimi, kalplere ve zihinlere
seslenerek giliven olugturma temeline dayandirmaktadir.

Szondi (2009: 297) itibar noktasindan bakildiginda, halkla iliskilere entegre edilmis kamu
diplomasisinin, bir {ilkenin itibarmi etkileyebilecek yurti¢i ve yurtdisi konular1 tanimlayip analiz
edebilecegini, sorunlarin ¢6ziimii i¢in sorunlarin tiplerine ve igeriklerine gore proaktif veya reaktif
stratejiler gelistirebilecegini belirtmektedir.

Bir gii¢ kaynagi olan ulusal itibar yonetimi, dis politika ve kamu diplomasisinin énemli bir parcasidir.
Bir ulusun kiiltiir, siyaset ve ahlak yapilarinin diger uluslar tizerindeki etkisi ile ilgili olan ulusal itibar,
yumusak gii¢c olarak uluslararasi iligkilerde askeri ve ekonomik kaynaklar kadar 6nemlidir. Yumusak
giic, tlilkenin kiiltiir, siyasal idealleri ve politikalarinin ¢ekim kabiliyetinden gelmektedir. Ulusal itibar,
iilkenin kiiresel alanda kendisini gostermesini ifade etmektedir. Bir ulusun giivenilir maddi varligi,
iilkenin uluslararasi siyasi hedeflerini bagarmasinda isbirligine girmesini ve birliklere dahil olmasini
etkileyebilmekte, yabanci yatirimlari cezbedebilmekte ya da turizme katkisini arttirabilmektedir.

Ulusal itibar yonetimi, ulusal imaj tasarlamaktan 6te, dis kamularla karsilikli anlayisi miizakere
etmektir. Bugiiniin diinyasinda tek giicle itibarlarin insast miimkiin degildir. Toplumlarin ve ¢esitli
kamularin varliklarinin da hissedildigi giicler, fiziki gii¢leri daha anlamli kilmaktadir (Wang, 2006:
91-96).

Itibar yonetimi ¢ok boyutlu bir siire¢ olmakla birlikte siirdiiriilebilir olmak zorundadir. itibarda
siirdiiriilebilirlik de mutlak giiven, biitlinliik, kararlilik, sorumluluk, katilimeilik, etkilesim, es zamanl
politika ve tutum gerektirmektedir. Ayrica farkli sosyal paydaslarin belli degerler ve ortak cikarlar
dogrultusunda birlesmeleri, hareket etmeleri ve buna inanmalar itibar yonetiminin devamhiligi i¢in
onemlidir.

Kiiltiirel diplomasi kapsaminda itibar yonetimini degerlendirdigimizde; ulusal itibarin yonetimi iilke
kapsaminda kurumsallasmay1 gerektirmektedir. Itibar ydnetiminin kurumsallagmasi, bir iilkenin farkl
iilkeler nezdinde imajinin arastirilmasi ve dlglimlenmesi i¢in hiikiimete bagli ¢esitli organizasyonlarin,
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departmanlarin kurulmasi; yurtdisinda politik ve ekonomik alanlarin giiglendirilmesi icin iletigim
politika, strateji ve taktiklerinin gelistirilmesi ve konuyla ilgili ¢esitli organizasyonlarin
koordinasyonunun saglanmasi anlamina gelmektedir (Szondi, 2009: 295). Cok sayida siyasi, ticari
aktoriin rol aldigi, sayisiz gelismenin oldugu diinyada bir iilkenin itibarin1 yénetmek ¢ok zor ve uzun
soluklu bir is oldugu gibi stratejik ve proaktif politikalar, kurumlar ve organizasyonlar
gerektirmektedir.

Ulke itibarin1 insa eden unsurlar, yiizlerce yil dncesinden baslayarak bugiin ve yarin1 da kapsayan
imajlarin, fikirlerin, vizyonlarin ve algilarin birlesiminden olusmaktadir. Uluslararasi iliskilerin temel
aktorii elbette ki devlet ve onun yonetim kadrolarini olusturan siyasi iktidar yani hiikiimettir.
Devletlerin kurulus politikalarinin yan1 sira donemsel hiikiimetlerin politikalari, kararlart ve
uygulamalari, iilke yOneticilerinin tutumlari, davraniglari, kararlar1 o iilkenin itibarim
sekillendirmektedir. Ancak diinyada yasanan teknolojik, siyasi, ekonomik ve sosyal gelismeler
devletlerin yan1 sira birgok devlet dig1 ulusal/uluslararasi (Tiirkiye Odalar ve Borsalar Birligi, iktisadi
Kalkinma Vakfi, Birlesmis Milletler, Diinya Saglik Orgiitii, Uluslararas1 Af Orgiitii, Greenpeace vb.)
farkli orgiitlenmeyi de beraberinde getirmektedir. Benzer sekilde kiiltiirel diplomasi baglaminda
degerlendirilen British Council, Goethe Institut, Instituts Francais, MTV, Voice of America, United
States Information Agency, TIKA, Yunus Emre Enstitiisii, Tiirksoy gibi kurumlar ve érgiitlenmeler
iilke itibarlarin1 sekillendirip, etkilerken, ayni zamanda diger toplumlarla da kdprii kuran yapilar ve
olusumlardir.

Ulke tanitimi ve itibarindan soz edildiginde iilke markalama (nation branding/place branding)
kavramini da bu kapsama almak gerekmektedir. Ulke ve sehir imajlar1 ve markalagmasi konusunda
diinyanin sayil1 isimleri arasinda gosterilen Saffron Brand Consultants’in kurucu bagkan1 Wally Olins,
“yer markalama” kavramini degerlendirirken uluslarin, her zaman geriye doniip bakmalar1 ve koklii
ge¢mislerinde kendilerine nasil bir kimlik gelistirdiklerini hatirlamalar1  gerektigine vurgu
yapmaktadir. Olins, yer markalamanin giiniimiizde tiim diinyada etkili oldugunu, bunun sebebinin de
zenginlik, dogrudan yabanci yatirimlar, marka ithalatlar1 ve turizm i¢in birbirleriyle yarisan “yerler”
oldugunu, 6zellikle ekonomik, politik ve kiiltiirel politikalar ¢ergevesinde gerceklestirilen ¢aligmalarin
iilkelerin marka degerini arttirdigin1 belirtmektedir (Olins, 2012).

Nation Brand 2015°te diinyanin en degerli ulus markast olarak ABD gelirken, Nation Brand 2015
raporunda bunun arkasindaki en biiylik giiciin yumusak giic oldugunun alt1 ¢izilmektedir. Yatirim,
toplum ve iirlin/hizmetler ana kriterleri dogrultusunda iilkeler siralanirken, Tirkiye de ilk 20 iilke
arasinda 19. sirada yer almaktadir (http://brandfinance.com, 2015: 6-8). Bu siralama Tiirkiye’nin
marka olma konusunda daha ¢ok yolu oldugunu gosterirken, iilkemizin i¢inde bulundugu cografya ve
cevresinde yasanan olaylarin bu siralamanin altlarda olmasinda etkili oldugu da raporda ayrica
belirtilmektedir.

Anholt’a (2008: 206) gore de bugiin diinya biiyiik bir pazar durumundadir. Kiiresellesmenin hiz
kazanmasiyla, her iilke, her sehir, her bolge uluslararasi medyanin, diger iilkelerin, diger toplumlarin
ilgisini ¢gekmek ve sayginligini kazanmak igin bagka iilkeler ile tiiketicileri, yatirimcilari, 6grencileri,
girigsimcileri, uluslararasi sportif ve kiiltiirel etkinlikleri paylasabilmek icin rekabet etmek zorundadir.
Diinya o kadar biiylik ki her iilkeyi gidip tanima sansimiz olmadigi icin birgok yeri g¢esitli
kaynaklardan 6grendigimiz olumlu-olumsuz, dogru-yanlis kliselerle, kaliplasmig diislincelerle taniriz.
Ancak diinya iilkeleri her gecen giin birbirine biraz daha yaklasirken, sosyal, ticari iliskileri daha da
siklagirken bu goriisler cok daha 6nemli hale gelmektedir.

Anholt’un da altin1 ¢izdigi lizere tiim diinya iilkeleri, hiikiimetleri, o {ilkenin isletmeleri ve diger
kurumlar1 kendi halklarmin gelecekleri ve menfaatleri adina digerlerinin kendi iilkeleri hakkindaki
gorlislerini, imajlarini tespit etmek ve bu dogrultuda bir itibar yonetim stratejisi olusturmak
zorundadir. Bu gorevin en 6nemli kismi ise, adil, gergek, giiclii, ¢ekici, ekonomik, siyasi ve toplumsal
amaclara hizmet eden dogru bir itibar inga edebilmektir.
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ULUSLARARASI HALKLA ILISKILER VE KULTUREL DIPLOMASI KAPSAMINDA
YURTDISI EGITiM PROGRAMLARI

Diinyada yasanan savaslar, fiziksel ve beyinsel gocler, hizlanan ulagim ve iletisim teknolojileri bugiin,
bir¢ok farkli kiiltiirlin, ulusun bir arada yasamasini zorunlu kilmaktadir. Zorunlu cografya degisiminin
yani sira egitim, evlilik, i3 ve benzeri sebeplerden dolay1 da farkl {ilkelerde farkl kiiltiirlerle yasam
olagan hale gelmistir. Ote yandan kiiresellesme, iletisim teknolojileri ve bilgi toplumunun getirileri,
bireylerin taleplerini de degistirmektedir. Evrensel toplumun bir pargast olmak, yeni diinya diizenine
uyum saglamak, yasam boyu egitimi zorunlu kilmaktadir. Karmasiklasan ve evrensellesen is diinyasi
genig ufuklara sahip, rekabet giicii fazla, etnosantrizmden uzak, farkl: kiiltiirlere uyum saglayan, sosyal
ve iletisim becerileri yiiksek, iyi egitimli, ¢ok kiiltiirlii, ¢ok yonlii isgiiciine taleplerini artirirken
bireyler de bu taleplere cevap verebilmek i¢in egitimin farkli olanaklarini bulmaya zorlanmaktadir.

Egitim degisim programlar1 ve yurt dis1 egitim programlart da gerek evrensel boyutta calisabilecek
isgliclinlin yaratilmasinda, gerekse kiiltiirleraras1 baglarin ve etkilesimin gii¢lendirilmesinde, énemli
araclarin baginda gelmektedir. Scott-Smith’in (2009: 54) belirttigi lizere kiiltiirel diplomasinin altinda
degerlendirilen egitim programlari, ¢esitli riskler tasisa da elbette diinyay1 degistiremeyecek ancak
toplumsal birlikteligin olusmasina katki saglayacaktir.

Degisim programlar1 ve uluslararasi egitim kapsaminda diinyanin en biiyiikk meslek oOrgiitii olan
NAFSA (Association of International Educators), 1948 yilindan bu yana 150 iilkede 10.000’den fazla
iiyesiyle tiniversite 6grencilerinin ve akademisyenlerin kendi iilkeleri diginda egitim almasi, vermesi,
aragtirma yapmasi ve kiiltiirel aligveriste bulunmasini desteklemektedir (http://www.nafsa.org, 2016).

Yurtdigt egitim programlari arasinda en ¢ok bilinenlerinin baginda Fulbright burslari gelmektedir.
USIA tarafindan ydnetilen akademik degisim programlarindan en ¢ok bilinen ve 155 iilkeyi kapsayan
Fulbright Programi, Amerika Birlesik Devletleri’nin en prestijli burs programidir. Program, 1946
yilinda, Ikinci Diinya Savagi sonrasi, Senatdr J. William Fulbright'm egitim ve kiiltiirel degisim
yoluyla, iilkeler arasinda ortak bir anlayis gelistirmek amaciyla Amerikan Kongresi’ne sundugu bir
kanun teklifiyle baslatilmigtir. Senatoér J. William Fulbright, bu programi diinyadaki silahli ¢atigma
potansiyeline kars1 atilan bir adim olarak gormiistiir. Bu program sayesinde Amerikali 6grenciler ve
sanat¢ilar diinyanin her yerindeki sayisiz kaynaklardan faydalanabildigi gibi diinyanin her yerinden
gelen 6grenci, 6gretmen ve akademisyenler de Amerika’da egitim alabilmektedir. Kisilere kendilerini
uluslararast alanda gelistirme firsatini sunan Fulbright Programi, 2016 yilinda 70. kurulus yilini
kutlamaktadir (http://www.fulbright.org.tr/tr/fulbright-programi, 2016).

Avrupa Birligi de kendi tanitim1 ve yagaminin devami i¢in diger iilkelerle ortaklasa birgok calismay1
devam ettirmekte ve desteklemektedir. Tiirkiye 1999 Helsinki Zirvesi’nde Avrupa Birligi’ne adaylik
siirecinin baglamasi ile topluluk programlarindan yararlanmaya baglamistir. 2003 yilinda pilot
uygulamalara baglayan Ulusal Ajans 1 Nisan 2004 yilinda AB Egitim ve Genglik Programlarinin tam
iiyesi haline gelmis ve 2006 yilina kadar siiren Socrates, Leonardo da Vinci ve Genglik adlariyla
bilinen topluluk programlarini yiirlitmeye baslamistir. 2007-2013 ddénemi igerisinde Hayatboyu
Ogrenme ve Genglik Programlari da Tiirkiye Ulusal Ajansi tarafindan basariyla yiiriitiilmiistiir. 2014-
2020 yillarmi kapsayan yeni program, Erasmus+ Programi da yine Tiirkiye Ulusal Ajans iinvaniyla,
AB Egitim ve Genglik Programlart Merkezi Baskanli§i tarafindan yiiriitiilmektedir (
http://ua.gov.tr/kurumsal/baskanlik, 2016).

Avrupa Birligi Bakanligi Avrupa Birligi Egitim ve Genglik Programlar1 Bagkanlig1 resmi sitesinde yer
alan Genglik Programlarinin amaci “Genglerin ¢esitli sosyal ve kiiltiirel beceriler edinmesine énemli
katkilar saglamaktir. Bu program genglerin kendi insiyatifleriyle yiiriittiikleri faaliyet ve projelere
destek vererek, bir yandan geng insanlarin bir Avrupa boyutu kazanmalarini saglamakta bir yandan da
resmi ve gayri resmi 6grenme firsatlart olugturmaktadir” seklinde agiklanmaktadir.

Avrupa Birligi egitim programlar igerisinde yer alan okul Oncesi egitim, ilkogretim ve ortadgretimi
kapsayan Comenius Programi’nin temel amaci "Okul Egitimi" alaninda Avrupa iilkeleriyle isbirligi
yapmak suretiyle egitimde kaliteyi artirmak ve kiiltiirel diyalogu saglayarak dil 6grenimini tesvik
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etmektir. Avrupa Birligi Mesleki Egitim programinin adi ise Leonardo da Vinci’dir. Tiizel kisilik
sahibi tiim resmi ve 6zel kurum ve kuruluslar, egitim kurumlari ile KOBI, sivil toplum kuruluslar1 ve
yerel idareler Leonardo da Vinci projesi sunabilmektedir. Avrupa Birligi’nin destekledigi bir diger
egitim programi ise yetigkin kisilere yasamlar1 boyunca, bilgi ve niteliklerini gelistirmek i¢in imkanlar
sunan Grundtvig Programi’dir (http://www.ua.gov.tr/index.cfm?action=detay&bid, 2016).

AB egitim programlarina dahil olan Hayat Boyu Ogrenme Programi kapsaminda; Erasmus programi,
yiiksekdgretim kurumlarmin birbirleri ile igbirligi yapmalarini tesvik etmeye yonelik bir Avrupa
Birligi programidir. Yiiksekogretim kurumlarinin birbirleri ile ortak projeler iiretip hayata gecirmeleri;
kisa siireli 6grenci ve personel degisimi yapabilmeleri icin karsiliksiz mali destek saglamaktadir.
Erasmus+ Programi ise 1 Ocak 2014 itibartyla uygulanmaya baglayan; egitim, genglik ve spor
alanlarinda farkli yas gruplar1 ve farkli hedef kitlelere yonelik destekler iceren ¢ati programin genel
adidir. Erasmus+ Programi igerisinde, 6nceki programlarda oldugu gibi okul egitimi, yliksekdgretim,
mesleki egitim, yetiskin egitimi ve genglik alanina yonelik destekler devam etmekte, bununla birlikte
spor alanindaki projelere de hibe destegi saglanmaktadir (http://ua.gov.tr/programlar/erasmus-
programi, 2016).

Tiirkiye’de kiiresel sistemlere uyum saglamak, uluslararasindaki iligkileri giliglendirmek, kiiltiir
aligveriginde bulunmak ve iilkenin tanitimi i¢in benzeri burslar ve degisim programlar: ile faaliyet
yuriitmektedir. Tiirkiye’de faaliyet gosteren hemen hemen tiim iiniversiteler karsilikli kiiltiir ve egitim
aligverisi kapsaminda diinyadaki yiizlerce {iniversite ile Erasmus, Farabi, Mevlana degisim
programlar1 kapsaminda ortaklasa calismalar yiiriitmektedir.

Farabi Degisim Programi'nda iki yiliksekdgretim kurumu aralarinda ortak faaliyetler ve programlar
gerceklestirme konusunda isbirligi yapmak iizere anlasirken, Mevlana Degisim Programi’nda da
yurticinde egitim veren yiliksekogretim kurumlart ile yurtdisinda egitim veren yiiksekdgretim
kurumlar1 arasinda 6grenci ve dgretim elemani degisimi saglanmaktadir. Bir diger yurtdisi egitim
programi da ICEP Burs Vakfi’'nin degisim programlaridir. Yurt i¢inde misafir d6grenci ve stajyer
Ogrenci programlari yiiriiten vakif yurtdisina yonelik lise degisim ve staj programlari diizenlemektedir.

Dil ve kiiltiirlerin yayilimi i¢in faaliyet gosteren cesitli enstitii ve vakiflar da kiiltiirlerarasi iletisim ve
diyalog ortaminin kurulmasi konusunda dnemli misyonlar yerine getirmektedirler. British Council,
Alliance Francaise, Goethe Enstitute, American Culture, The Dante Alighieri Society gibi kurumlar
hizmet verdikleri 6grenciler araciligiyla kiiltiirel iliskilerin insasinda biiylik 6nem arz etmektedir.
Dogu Avrupa’ya baktigimizda Magyar Kulturalis Macaristan’in, Instytut Poliski Polonya’nin, Eesti
Instituut Estonya’nin ve Latvijas Instituts Litvanya’nin kiiltiirel tanitimlart icin kurulmus Snemli
enstitiilerdir. Konfii¢yiis Enstitiisii ve Konfiigyiis Kolejleri de Cince ve Cin kiiltiiriiniin yayilimi i¢in
faaliyet gostermektedir.

Benzer sekilde Tiirkiye’yi, Tiirk dilini, tarihini, kiiltiiriinii ve sanatini tanitmak, Tiirkiye’nin diger
iilkeler ile kiiltiirel aligverisini artirip dostlugunu gelistirmek amactyla kurulan Yunus Emre Enstitiisii
ve Yunus Emre Vakfi ise Tiirkiye’nin son donemdeki en dnemli kiiltiirel diplomasi girisimlerinden
biridir.

Ayrica Tiirkiye ve Orta Asya Tiirk Cumbhuriyetleri ile baglarin gii¢lendirilmesi, dostluklarin
pekistirilmesi, igbirliklerinin ve ortakliklarin arttirilmasi adina 1992-1993 yillar1 arasinda baglatilan,
egitim konusunda basta “Biiyiik Ogrenci Projesi” olmak iizere “Tiirkiye Burslar1” ve “Uluslararasi
Tiirk Kiiltir Teskilatt (TURKSOY)” gibi girisimlerle Tiirk kiiltiir, sanat, dil ve tarih mirasinin
korunmasi ve diinyaya anlatilmasi noktasinda bir dizi caligma hayata gecirilmistir (www.mfa.gov.tr).

Ulusal ekonomiler, birbirleriyle yaklastikca ve i¢ ice gectikte egitimin alanlari da genislemekte,
yiksekogrenim ve yasam boyu egitim ¢ok daha 6nemli hale gelmektedir. Genigleyen ekonomiler
ogrencilere yeni ufuklar acarken, onlari evrensel vatandas olmaya, diinyanin diger dillerini,
kiiltiirlerini, iy yapma yontemlerini 6grenmeye, dolayisiyla farkli iilkelerde egitim almaya
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zorlamaktadir. Bu sebeplerle iilkelerarasi 6grenci hareketliligi de her gegen giin daha fazla artis
gostermektedir.

Bugiin yaklasik 5 milyon 6grenci iilkelerinin disinda egitim gérmektedir. Bu saymin 2020 yilinda 8
milyona ¢ikmasi beklenmektedir. Diinyadaki yabanci 6grencilerin yiizde 50’sinden fazlas1 Avustralya,
Kanada, Fransa, Almanya, Japonya, Ingiltere ve ABD’de egitim gérmektedir. Bu yabanci 6grencilerin
ylizde 53’1 de Asya iilkelerinden gelmektedir. Bunlarin arasinda Cin ve ardindan Hindistan énemli bir
pay1 kapsamaktadir (Education at a Glance 2015, 352; http://www.kalkinma.gov.tr).

Diinyadaki gelismelere paralel olarak, Tiirkiye’ye gelen uluslararasi O6grenci sayist da artig
gostermektedir. Birlesmis Milletler Egitim, Bilim ve Kiiltiir Teskilati (UNESCO) ve Yiiksek Ogretim
Kurumu’nun istatistiklerine gore, liniversite ve esdegeri yiiksekdgretim kurumlarindaki uluslararasi
ogrenci sayist 2000-2001 egitim-6gretim yilinda 16.656, 2013-2014 egitim- dgretim yilinda 48.183,
2014-2015 egitim-6gretim yilinda ise 72.178 olmustur. 2015-2016 egitim-6gretim yilinda bu say1
87.903’e ulasmistir. Siirekli artis gdsteren rakamlar, gerek iilkelerin gerekse dgrencilerin bu degisim
hareketliligine her gecen giin daha fazla ilgi gosterdigini ifade etmektedir.

Farkl iilkelerde egitim gdren ogrenciler, kiiltiirlerarasi bag kurmakla kalmamakta ayni zamanda
dogrudan ya da dolayli olarak bulunduklar1 iilkenin ekonomisine katki saglamaktadirlar. Ornegin
ABD’deki uluslararasi 6grencilerin 2011-2012 egitim-6gretim yili toplam harcamalarinin 29,8 milyar
Dolar, 2010 yilinda Kanada’da egitim goéren uluslararasi 6grencilerin egitim, barinma ve diger
kalemler igin yaklagik 7,5 milyar Dolar harcama yaptigi, 2009 yilinda Ingiltere’nin egitim ihracati
icinde yiliksekdgretim ihracatinin paymnin yaklasik 12,2 milyar Dolar oldugu ve Avustralya’nin
uluslararast egitimden 2009 yilinda yaklasik 14 milyar Dolar gelir elde ettigi géz Oniine alinirsa,
yiiksekdgretimin uluslararasilasmasinin iilkelere ekonomik katkisinin biiyiikligii ¢cok daha iyi
anlasilmaktadir (http://www .kalkinma.gov.tr, 2015: 27).

YURTDISI EGITiM PROGRAMLARI iLE TURKIYE’DE BULUNAN OGRENCILERIN
TURKIYE’NIN TANITIMI VE IMAJI UZERINDE EDINIMLERINE DAIR ARASTIRMA
Farkli uluslar ve kiiltiirler arasinda kalic1 kopriilerin kurulmasi, kalplerin ve zihinlerin kazanilmasi,
hedef kitle ile birebir iletisim ortami kurulmasi konusunda yurt dis1 egitim ve Ogrenci hareketliligi
programlari, uluslararasi halkla iliskiler ve kiiltiirel diplomasinin 6nemli uygulama alanlarindan
biridir. Egitim programlar, iilkelerin algilanmasinda, imaj ve itibar insa edilmesinde de belirleyici
roller iistlenmektedir. Bu kapsamda bu ¢alismada, diinyanin ¢esitli iilkelerinden egitim-6gretim amacli
gelen ve Istanbul Aydin Universitesi’nde 6grenim géren yabanci égrencilerin Tiirkiye’ye gelmeden
once ve geldikten sonra Tiirkiye’nin itibarina iliskin degerlendirmeleri karsilagtirmali olarak ele
alimmaktadir.

Arastirmanin Amact ve Onemi

Uluslararas: halkla iliskiler ve kiiltiirel diplomasinin uygulama alanlarindan biri olan yurtdisi egitim
programlarinin, farkli kiiltiirler arasinda bilinirligi, taninirligi arttirma ve baglar gliglendirme
anlaminda ne derece etkili oldugu, yabanci 6grencilerin algilarinda nasil bir itibar biraktigr bu
arastirma ile ortaya konmaya amaglanmaktadir.

Yurtdis1 egitim programlar1 ve yabanci dgrencilerle ilgili olarak imaj, 6grenim programlari, egitim ve
uyum sorunlart kapsaminda daha once cesitli arastirmalar yapildigi ancak bunlarin hemen hepsinin
orneklemi olarak Orta Asya Cumbhuriyetleri’nden gelen dgrencilerin tercih edildigi goriilmiistiir. Bu
arastirma kapsaminda yabanci Ogrenciler iilke ayrimi yapilmaksizin genel olarak ele alinmakta,
Tiirkiye’ye gelmeden onceki ve sonraki Tiirkiye algilamalar1 karsilagtirmali olarak degerlendirilmeye
calisilmaktadir. Ulke ayrimi yapmaksizin ulasilan tiim yabanci 6grencilerin gériislerinin Tiirkiye nin
itibar1 noktasinda degerlendirilmesi bu ¢aligmay1 6zgiin ve dnemli kilmaktadir.
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Arastirmanin Sorulart

Bu ¢aligma kapsaminda yabanci 6grencilerin Tiirkiye’ye gelmeden 6nce ve geldikten sonraki Tiirkiye
itibar1 degerlendirmeleri tespit edilmek istenmektedir. Bu dogrultuda arastirma yapilirken asagidaki
sorularin yanitlar1 aranmaktadir.

1. Yabanci 6grencilerin Tiirkiye’ye gelmeden once Tiirkiye hakkindaki goriisleri nelerdir?
2. Ogrencilerin geldikten sonraki Tiirkiye hakkindaki goriisleri nedir?
3. Ogrencilerin gelmeden dnce ve sonraki goriisleri arasinda farklilik var midir?

Ayrica aragtirmanin alt problemleri olarak g¢esitli iilkelerden Ogrenim i¢in gelen Ogrencilerin
Tiirkiye’nin itibarina yonelik yargilar1 cinsiyet, yas, iilke, Tiirkiye’de kaldiklar1 siire ve 6grenim
gordiikleri programin degiskenleri acisindan farklilik géstermekte midir sorularina yanit aranmaktadir.

Arastirmanin Sinirlihgr (Evren ve Orneklem)

YOK’iin resmi internet sitesinde (yok.gov.tr) yer alan 2015-2016 egitim-dgretim yili Yiiksekdgretim
Istatistiklerine gore, Tiirkiye’de dgrenim goren yabanci uyruklu dgrencilerin toplam sayist 87.903 dir.
Bu sayinin 27.747’si kadin 6grencilerden, 60.156°s1 erkek 6grencilerden olusmaktadir. Dolayisiyla bu
calismanin evrenini 204 farkli iilkeden gelen 87.903 6grenci olusturmaktadir. Ancak Tiirkiye’deki tiim
iiniversitelere ve Ogrencilere ulasmak miimkiin olmadigindan 2015-2016 egitim-6gretim yilinda
Istanbul Aydin Universitesi’nde 6grenim goren ve 97 farkli iilkeden gelen 2633 6grenci iizerinden bu
arastirma yapilmaya calisilmistir. Bu kapsamda arastrmanin  drneklemi, Istanbul Aydin
Universitesi’ndeki yabanci uyruklu 6grenciler arasindan tesadiifi drneklem yoluyla segilen toplam 507
ogrenciden olugmaktadir.

Yontem ve Olcek (Verilerin T oplama Siireci)

Arastirma kapsaminda yabanci Ogrencilerin Tiirkiye’ye gelmeden once ve geldikten sonraki
goruslerlnl tespit etmek amaciyla bir anket caligmas1 gergeklestirilmistir. Arastirmada Istanbul Aydm
Universitesi’nde 6grenim goren 2633 yabanci Ogrenciden 516 tanesine ulasilmig, 507 anket
degerlendirmeye alinmistir.

Arastirmanin ilk kisminda katilimcilarin demografik bilgileri yer alirken, ikinci kisminda dlgek olarak
“Harris-Fombrun RQ modeli” (Reputation Quotient) itibar katsayis1 6l¢egi olarak bilinen modelden
yola ¢ikarak Passow, Fehlmann ve Grahlow’un (2005: 313) d{ilkelerin itibarina uyarladiklari
“Fombrun-RI Country Reputation Index” olg¢egi (Tablo 1) kullanilmistir. Passow, Fehlmann ve
Grahlow bu 6lcekle Liechtenstein’in itibari lizerine bir ¢calisma yapmiglardir.

Olgekte Harris- Fombrun RQ modelinde yer alan kurumsal itibarin &lgiimlendigi 6 kriter baslig
(duygusal ozellikler, iiriin ve hizmetler, finansal performans, vizyon ve liderlik, ¢alisma ortami, sosyal
sorumluluk) altinda 20 6nermeden yola ¢ikarak Passow, Fehlmann ve Grahlow kendi dlgeklerinde
duygusal, fiziksel, finansal, liderlik, kiiltiirel ve sosyal g¢ekicilik faktorleri izerinden degerlendirme
yapmaktadir.

Ankette 5°li likert Olgegi kullanilmigtir. Verilerin analiz edilmesinde SPSS 20.0 programi ile
demografik verilerin hesaplanmasinda frekans dagilimindan, cekiciliklere iliskin boyutlarin toplam
ortalama hesaplamasindan ve katilimcilarin Tiirkiye ile ilgili olarak degerlendirmelerinde elde edilen
verilerin normal dagilim gdstermemesi nedeniyle dnce-sonra karsilagtirmasinda parametrik olmayan
(non-parametric tests) Mann-Whitney u testinden faydalanilmistir.
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Tablo 1: Harris-Fombrun RQ tablosunun Passow, Fehlmann ve Grahlow tarafindan CRI olarak
doniistliriilmiis hali (2005: 313).

Original Original Instrument: RQ Adapted Instrament: CRI Adapted
Dimensions (Harris-Fombrun Reputation Quotient) (Fombrun-RI Coentry Reputation Index) Dimensions
- Have a good feeling about the company - | respect [COUNTRY)
Emotional Appeal Agmire and respect the company | Wz [COUNTRY) Emotional Appeal
- Trust the company a great deal - | trust [COUNTRY)
- Stangs behing its products and services - [COUNTRY] s 2 beautiful place
= Devedops innovative products and - [COUNTRY] has well-educatec resdents
Products & services [COUNTRY] has a good infrastructure of Physical Appeal
Services — Offers high-quality products and services roads, housing, services,
- Offers products and services that are a health care, and commun
good value for the money. catiens
~ Has a strong record of profitability. ~ [COUNTRY) s an inviting plac2 to do
- Looks like a low-risk investment Jusingss.
Financial ~ Looks like a company with strong ~ [COUNTRY] has a well-developed
Performance prospects for future growth noustrial sector Financial Agpeal
- Tends 10 outperform its competitors - [COUNTRY] is 2 low tax country
- [COUNTRY] is a safe place in which to
nvest
~ Has excellent leadership ~ [COUNTRY] has charsmatic leaders
Vision & ~ Has a clear vision lor its future ~ [COUNTRY] communicates an appealing .
Leadership - Recognizes and lakes advantage of markst vision of the country. Leadership Appeal
oppartunkies -~ [COUNTRY] s well-managed
-~ [COUNTRY] upholds internabonal liws
s well-managed [COUNTRY] s socially and cuRurally
- Looks like a good company 10 work for diverse
Evn‘v:::t':::l - Looks like a company that would have ~ [COUNTRY) has a rich historical past Cultural Appeal
ood employees. ~ [COUNTRY] offers enjoyable
entertainment actaaties.
- Supports good causes ~ [COUNTRY) supports good causes
Social ~ Is an environmentally responsile — [COUNTRY] s a responsible member of Social
Responsibility company. the global community Appeal
- Maintains high standards in the way — [COUNTRY] supports responsibie
treats people envircnmental poicCes

Passow, Fehlmann ve Grahlow’un (2005: 313) iilkelerin itibarina uyarladiklart “Fombrun-RI Country
Reputation Index” oOlgeginden alinti yaptigimiz c¢alismada karsilagtirma yapabilmek i¢in sorularin
yanina (before/dnce), (after/sonra) ibareleri eklenmistir. Ogrencilerin biiyiik bir gogunlugu Ingilizce
egitim veren boliimlerde bulunduklar: i¢in anketin sorular1 degistirilmeden orijinal haliyle ingilizce
olarak kullanilmistir. Ancak Tiirki Cumhuriyetler’den gelen 6grencilerin de varlig1 gozetilerek anket
ayrica Tiirkce olarak da dagitilmistir.

Miimkiin oldugu kadar ¢cok 6grenciye ulasabilmek icin 6zellikle final sinavlari donemi tercih edilmis,
anketler sinav baslama saatinden Once yabanci Ogrencilere dagitilmis, anketin amaci agiklanarak
yanitlamalari istenmistir. Anketin yanitlama siireci birebir gergeklestirilmistir.

Arastirmanin Analizi ve Bulgular

Istatistiksel Analiz Yontemleri agisindan siirekli degiskenleri tanimlamak igin deskriptif istatistikler
kullanilmistir (ortalama, standart sapma, minimum, medyan, maksimum). Bagimsiz ve normal dagilan
iki siirekli degiskenin karsilastirmast Student t testi ile bagimsiz ve normal dagilima uygunluk
gostermeyen iki degiskenin karsilagtirmas1 Mann Whitney u testi ile yapilmistir.

Normal dagilan iki siirekli degisken arasindaki iligkinin belirlenmesi i¢in Pearson korelasyon katsayisi,
normal dagilmayan iki stirekli degisken arasindaki iliskinin belirlenmesi i¢in Spearman’s rho
korelasyon katsayis1 hesaplanmistir. Kategorik degiskenler arasindaki iliskinin incelenmesi amaciyla
Ki-Kare (ya da uygun yerlerde Fisher Exact test) kullanilmistir. istatistiksel anlamhilik diizeyi 0,05
olarak belirlenmistir. Analizler SPSS 20.0 programi kullanilarak gergeklestirilmistir.
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Tablo 2: Demografik Verilerin Dagilimi

Kadmn 185 36,5

Cinsiyet
tsiye Erkek 322 63.5

Afrika 148 293
Amerika 5 1
Asya 54 10,7
Gelinen Ulke Avrupa 55 10,8
Ortadogu 174 34,3
Rusya 5 1
Tiirki Cumhuriyetler 66 13

Bulgularin demografik dagilimi incelendiginde (Tablo 2) ilk boliimde anketi yanitlayanlarin %36,5
kadin, %63,5’inin erkek oldugu goriilmektedir. Bu veriler cinsiyet dagilimimin dengeli olmadigini
gostermektedir. YOK verilerine gore Tiirkiye’de bulunan yabanci dgrencilerin genelinin ve Istanbul
Aydin Universitesi’nde egitim goren yabanci dgrencilerin tiimiiniin cinsiyet dagilimina bakildiginda
erkek Ogrencilerin kadin 6grencilerinden daha fazla oldugu goriilmektedir. Anketi yanitlayan
ogrencilerin ¢gogunlugunun (%63,5) erkek olmasi da bu verileri desteklemektedir.

Yas dagilimina bakildiginda anketi cevaplayanlarinin ¢ogunun 21-23 yas (%37,9) arasinda dagilim
gosterdigi tespit edilmistir. Ogrencilerin gelmis oldugu iilke sayisinin 97 olmasi nedeniyle, verilen
rahat iglenebilmesi i¢in 7 farkli bolge bazinda degerlendirilmis ve biiylik bir cogunlugunun Afrika ve
Ortadogu tilkelerinden geldigi goriilmiistiir. Ankete katilan yabanci 6grencilerin biiyiikk bir kisminin
IIBF (%22,9) ve Miihendislik Fakiiltesi’ni (%20,1) tercih ettigi tespit edilmistir.

Tablo 3: Tirkiye’de Kalinan Siire

Tiirkiye’de Kalinan
Siire (Ay) 507 25,82 24 20,9 1 132

Anketi cevaplayanlarin ¢ogunun Tiirkiye’de kalma siirelerinin (Tablo 3) ise ortalama 25,82 ay oldugu
tespit edilmistir.
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Demografik olarak yukaridaki sorularin cevaplarinin analizine baktigimizda asagidaki gibi sonuglara
ulagilmigtir:

Cinsiyete gore; “Turkey is a safe place in which to invest” sorusunda Once-sonra farki skorlari
acisindan anlamli farklilik vardir (Mann-Whitney U p<0,01). “Turkey supports good causes”
sorusunda sonra skorlar1 agisindan anlamli farklilik vardir (Mann-Whitney U p=0,003). “Turkey is a
responsible member of the global community” sorusunda sonra skorlar1 agisindan anlamli farklilik
vardir (Mann-Whitney U p=0,036). Bu ii¢ 6nermeye verilen yanitlarda kadinlar erkeklere gore daha
olumlu anlamda yanit vermislerdir. Diger 6nermelerde ise cinsiyet agisindan anlamli bir farklilik
goriilmemistir.

Yas gruplarina gore cevaplar analiz edildiginde genel anlamda Post-Hoc sonuglarina gore ikili gruplar
incelendiginde gruplar arasinda anlamli farklilik goériilmemistir. Sadece duygusal, fiziksel g¢ekicilik,
finansal ¢ekicilik ve liderlik ¢ekicilik kapsaminda ¢ok biiyilkk olmayan anlamli farkliliklar
bulunmustur. Yas gruplari aralifi ¢cok genis olmadigi i¢in arastirma kapsaminda onem arz eden
verilere ulagilmamistir.

Tiirkiye’de gecirilen siirenin dgrencilerin fikirlerinde 6nemli bir degisiklige yol agmadig1 izlenmistir.
Ornegin; “Turkey is an inviting place to do business” sorusu i¢in dncesi ve sonrasi farki ile Tiirkiye’de
kalinan siire arasinda zay1f pozitif yonlii iliski vardir. “Turkey is a low-tax country” sorusu i¢in sonrasi
ve Oncesi-sonrasi farki ile Tiirkiye’de kalinan siire arasinda zayif pozitif yonli iligski vardir. “Turkey
communicates an appealing vision of the country.” sorusu i¢in Oncesi ile Tiirkiye’de kalinan siire
arasinda zayif negatif yonlii iliski vardir. Diger sorular ile Tiirkiye’de kalinan siire arasinda anlaml
korelasyon bulunmamaktadir.

Gelinen bolge (iilke) ve egitim goriilen iilke bazinda incelendiginde ise ¢ok belirgin bir farklilik
goriilmemistir.

Ankette sorulan sorularin her biri ayr1 ayri ele alindiginda (Tablo 4) Tiirkiye’ye kars1 olan sevgileri (3.
Soru), giivenleri (5. Soru) gelmeden dnceye gore artis gdstermektedir. Ogrenciler Tiirkiye nin giizel
bir iilke (7. Soru) oldugunu diisiinmekte, is yapmaya deger bulmakta (13. Soru), gelismis endiistriye
sahip, yatirim yapmak i¢in giivenilir (15.,19. Soru) oldugunu diistinmektedirler.

Karizmatik liderlere (21. Soru) sahip oldugu, vizyoner bir iilke olusu (23. Soru), iyi yoOnetildigi,
uluslararasi yasalar1 destekledigi, sosyal, kiiltiirel ve tarihi agidan zengin, eglence aktivitelerine sahip,
kiiresel ve g¢evresel olaylara karst duyarli olusu (25., 27., 29., 31., 33., 35., 37. ve 39. Sorular)
konularinda genel anlamda olumlu olan goriisleri geldikten sonra da yine olumlu anlamda pekistigi
gbzlemlenmistir.
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SORULARIN DAGILIMI

w
& < 3
= g 2 5 %2
NO SORULAR = 5 3 = g
= = = = = .2
s | T | B |2 %5
= [
281 172 43 5 6
1 |I t Turkey. (Beft
respect Turkey. (Before) (55.4) (33.9) (8.5) (1.0) (12)
258 176 57 8 8
2 |1 t Turkey. (Aft
respect Turkey. (After) 09 | @an | a1 | a6 (1.6)
231 177 86 8 5
11 Turkey. (Bef
3 |!love Turkey. (Before) @6 | 349 | a700 | a6 (1.0)
233 187 62 16 9
4 [Tk Turkey. (Aft
ove Turkey. (After) @60 | 369 | 122 | 32 (1.8)
183 170 131 17 6
I Turkey. (Beft
S |1 trust Turkey. (Before) (36,1) 335 | 258 | G4 (12)
198 167 95 36 11
1 Turkey. (Aft
6 |I trust Turkey. (After) (39.1) 329 | asn | a.n 22)
275 178 39 11 4
Turkey i iful place. (Befi
7 urkey is a beautiful place. (Before) (54.2) (35.1) a7 22 0.8)
286 159 44 12 6
Turkey i iful place. (Aft
8 urkey is a beautiful place. (After) (56.4) (GLA) 87 2.4 (12)
141 196 126 34 10
Turkey h 1- i . (Bef
9 urkey has well-educated residents. (Before) 27.8) (38.7) (24.9) ©7 2.0)
131 200 104 51 21
10 | Turkey h: 1 i . (Aft
0 | Turkey has well-educated residents. (After) (25.8) (39.4) (10.5) (10.1) @
1 Turkey has a good infrastructure of roads, housing, services, 174 200 101 28 4
health-care and communications. (Before) (343) (39.4) (19.9) (5,5) (0,8)
12 Turkey has a good infrastructure of roads, housing, services, 178 199 74 43 13
health-care and communications.(After) (35.1) (39.3) (14.6) (8.,5) (2,6)
. L . - 169 176 124 30 8
13 | Turkey is an inviting place to do business. (Before) (333) (34.7) (24.5) (59 (1.6)
. L . 177 191 96 31 12
14 | Turkey is an inviting place to do business. (After) (34.9) (37.7) (18.9) 1) Q4
. . 138 209 131 23 6
15 | Turkey has a well-developed industrial sector. (Before) 272) (412) (258) (4.5) (12)
. . 160 209 96 32 10
16 | Turkey has a well-developed industrial sector. (After) (31.6) (412) (18.9) (63) 2.0)
B 81 131 183 60 52
17 | Turkey is a low-tax country. (Before) (160) (25.8) (36.1) (118) (103)
. 84 128 126 87 82
18 | Turkey is a low-tax country. (After) (16.6) (252) (24.9) 17.2) (162
. . . . 120 191 144 33 19
19 | Turkey is a safe place in which to invest. (Before) 237 (37.7) (28.4) (6.5) G7)
. . . . 123 197 121 44 22
20 |Turkey is a safe place in which to invest. (After) (243) (38.9) (23.9) ) 43)
. . 155 167 138 29 18
21 |Turkey has charismatic leaders. (Before) (30.6) (32.9) 272) o) (G.6)
. . 150 161 132 36 28
22 |Turkey has charismatic leaders. (After) (29.6) (GL8) (26.0) 2. (5.5)
23 Turkey communicates an appealing vision of the country. 124 206 143 26 8
(Before) (24.5) (40.,6) (28.2) (.1 (1.6)
. . .. 144 201 125 20 17
24 | Turkey communicates an appealing vision of the country. (After) 284 (39.6) a.7) (3.9) G4
140 191 135 29 12
25 |Turkey i 1- d. (Beft
'urkey is well-managed. (Before) (27.6) (37.7) (26.6) (5,7) 24
150 181 96 48 32
26 |Turkey i 1- d. (Aft
urkey is well managed. (After) 296) | 357 | (189) | (95 (63)
. . 126 184 156 32 9
27 | Turkey upholds international laws. (Before) (24.9) (36.3) (30.8) 63) (1.8)
121 201 133 35 17
28 | Turk holds int tional laws. (Aft
'urkey upho: international laws. ( er) (23.9) (39.6) (262) (69) G4
. . . 176 194 98 32 7
29 |Turkey is socially and culturally diverse. (Before) (347 (38.3) (19.3) 63) (1.4
. . . 192 194 73 31 17
30 [Turkey is socially and culturally diverse. (After) (37.9) (38.3) (14.4) .1 G4
. . . 282 141 61 18 5
31 |Turkey has a rich historical past.(Before) (55.,6) (27.8) a2,0) (3.6 a.09
. . . 298 141 49 10 9
32 |Turkey has a rich historical past. (After) (58.8) (27.8) ©7 2.0) (1.8)
33 |Turkey offers enjoyable entertainment activities. (Before) (3168;1)) (;;)é) (1245) (:‘;) (048)
34 |Turkey offers enjoyable entertainment activities. (After) (;;)é) (;;)3) (]6246) (522) (21;)
155 197 130 21 4
35 | Turkey supports good causes. (Before) (30,6) (38,9) (25.6) 4.1 0.8)
156 218 95 30 8
36 | Turkey supports good causes. (After) (30,8) (43.0) (8.7 (5.9 1.6)
37 Turkey is a responsible member of the global community. 145 197 137 19 9
(Before) (28.6) (389) | (27.0) | (3. (1.8)
38 |[Turkey is a responsible member of the global community.(A fter) (3116;) (3178?) (21312) (5:2;) (31 2)
39 | Turkey supports responsible environmental policies. (Before) (2121) (31:3) (315%)) (j;) (21(()))
163 179 109 35 21
40 |Turk t ! i tal policies. (Aft
urkey supports responsible environmental policies. (After) G (35.3) (21.5) (69) @n

Tablo 4: Sorulara verilen cevaplarin genel dagilim
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Tablo 5: Tiirkiye’ye gelmeden dnceki ve geldikten sonraki diisiincelerinin karsilagtirmasi

ONCE/SONRA KARSILASTIRMASI

SORULAR

N Ort. |Medyan|St. Sap]Min. |Maks.|p
1|1 respect Turkey. (Before) 507] 1,59 1] 0,78 1 5[ 0,01
2|1 respect Turkey. (After) 507) 1,68 1] 085 1 5
3|1 love Turkey. (Before) 507 1,77 2| 0,85 1 5| 0,81
4{1 love Turkey. (After) 507) 1,78 2] 091 1 5
5|1 trust Turkey. (Before) 507 2 2] 093 1 5| 0,87
6|1 trust Turkey. (After) 507 2,004 2| 1,03 1 5
7| Turkey is a beautiful place. (Before) 507 1,6 1] 0,79 1 51 097
8| Turkey is a beautiful place. (After) 507 1,6 1] 0,83 1 5
9| Turkey has well-educated residents. (Before) 507 22 2l 097 1 5| 0,03
10| Turkey has well-educated residents. (After) 507 2,27 2] 1,08 1 5
Turkey has a good infrastructure of roads, housing,
11|services, health-care and communications. (Before) | 507| 1,99 2 091 1 5] 03
Turkey has a good infrastructure of roads, housing,
12|services, health-care and communications.(A fter) 507 2,04 2| 1,03 1 5
13| Turkey is an inviting place to do business. (Before) 507 2,08 2| 0,98 1 5| 023
14| Turkey is an inviting place to do business. (After) 507| 2,03 2l 0,99 1 5
15| Turkey has a well-developed industrial sector. (Beford 507| 2,11 2l 0,89 1 5] 0,21
16| Turkey has a well-developed industrial sector. (After)| 507 2,06 2l 097 1 5
17| Turkey is a low-tax country. (Before) 507 2,75 31 1,17 1 5 0
18| Turkey is a low-tax country. (After) 507 291 3] 131 1 5
19| Turkey is a safe place in which to invest. (Before) 507 2,29 21 1,02 1 5| 0,74
20| Turkey is a safe place in which to invest. (After) 507) 23 2] 1,06 1 5
21| Turkey has charismatic leaders. (Before) 507 2,19 2 1,04 1 5] 0,06
22| Turkey has charismatic leaders. (After) 507 2,72 2l 1,12 1 5
Turkey communicates an appealing vision of the
23|country. (Before) 507 2,19 2l 092 1 5| 022
Turkey communicates an appealing vision of the
24|country. (After) 507{ 2,14 2| 098 1 5
25| Turkey is well-managed. (Before) 507| 2,18 2| 0,98 1 5| 0,12
26| Turkey is well-managed. (After) 507 2,27 2] 1,16 1 5
27| Turkey upholds international laws. (Before) 507 2,24 2l 095 1 5| 0,75
28| Turkey upholds international laws. (After) 507] 2,26 2| 1,006 1 5
29| Turkey is socially and culturally diverse. (Before) 507 2,01 2l 0,96 1 51 05
30| Turkey is socially and culturally diverse. (After) 507 1,99 2l 1,03 1 5
31| Turkey has a rich historical past.(Before) 507] 1,66 1] 0,89 1 5| 0,08
32| Turkey has a rich historical past. (After) 507] 1,6 1] 087 1 5
Turkey offers enjoyable entertainment activities.
33| (Before) 507{ 1,94 2| 089 1 5| 035
Turkey offers enjoyable entertainment activities.
34| (After) 507{ 1,92 2| 099 1 5
35| Turkey supports good causes. (Before) 507 2,06 2l 0,89 1 51 06
36| Turkey supports good causes. (After) 507] 2,04 2] 093 1 5
Turkey 1s a responsible member of the global
37|community. (Before) 5071 2,11 2 092 1 5] 0,78
Turkey 1s a responsible member of the global
38| community.(After) 5071 2,11 21 1,02 1 5
Turkey supports responsible environmental policies.
39| (Before) 507{ 2,19 2| 095 1 5| 0,23
Turkey supports responsible environmental policies.
40| (After) 507f 2,16 2] 1,08 1 5

*Wilcoxon p value
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Tiirkiye’ye gelmeden once ve geldikten sonra karsilastirmali analize (Tablo 5) bakildiginda ise iic
soruda anlamli farklilik bulundugu tespit edilmistir. Ortalamast en yiiksek soru (2,91); “Turkey is a
low-tax country”(After). Ortalamasi en diisiik sorular (1,59); “I respect Turkey”’(Before).

“I respect to Turkey” (Before), sorusunun ortalamasi 1,59+0,78 olup, “I respect to Turkey” (After)
sorusunun ortalamas1 1,68+0,85°dir. Once ve sonra arasinda anlamli farklilik oldugu gériilmektedir.
(Wilcoxon p=0,011)

“Turkey has well-educated residents” (Before), sorunun ortalamast 2,2+1,08 olup, “Turkey has well-
educated residents” (After) sorusunun ortalamasi 2,27+0,91°dir. Once ve sonra arasinda anlamli
farklilik oldugu goriilmektedir. (Wilcoxon p=0,034)

“Turkey is a low-tax country” (Before), sorusunun ortalamasi 2,75+1,17 olup, “ Turkey is a low-tax
country” (After) sorusunun ortalamasi 2,91+1,31°dir. Once ve sonra arasinda anlamli farklilik oldugu
goriilmektedir. (Wilcoxon p=0,001)

Buna gore duygusal ¢ekicilik kriterine dahil olan “I respect to Turkey”, fiziksel ¢ekicilik kriterine
dahil olan “Turkey has well-educated” ve finansal ¢ekicilik kriterine dahil olan “Turkey is a low-tax
country” sorularinin degerlendirme sonuglarina bakildiginda 6énce ve sonra arasinda anlamli farklilik
oldugu goriilmektedir. Diger ¢ekicilik kriterlerinde ise anlamli bir farklilik bulunmamaktadir.

Tablo 6: Cekicilikler Bazinda Once-Sonra Karsilagtirmasi

CEKICILIKLER BAZINDA ONCE-SONRA KARSILASTIRMASI
SORULAR N Ort. Medyan |St. SapmdMin. Maks. |p
Duygusal (6nce) 507 1,79 1,67 0,7 1 5 0,572
Duygusal (sonra) 507 1,82 1,67 0,78 1 5
Fiziksel (6nce) 507 1,92 2 0,66 1 5 0,11
Fiziksel (sonra) 507 1,97 2 0,74 1 5
Finansal (6nce) 507 1,31 2,25 0,74 1 5 0,989
Finansal (sonra) 507 233 2,25 0,8 1 5
Liderlik (6nce) 507 2,19 2,25 0,74 1 5 0,754
Liderlik (sonra) 507 2,24 2 0,82 1 5
Kiiltiirel (6nce) 507 1,87 1,67 0,72 1 5 0,067
Kiiltiirel (sonra) 507 1,84 1,67 0,75 1 5
Sosyal (6nce) 507 2,12 2 0,78 1 5 0,103
Sosyal (sonra) 507 2,1 2 0,85 1 5
*Wilcoxon p value

Katilimeilarin gekicilik boyutlarinin dnce ve sonra olmak iizere kendi i¢inde toplu olarak (Tablo 6)
ortalamalar1 alindiginda Duygusal Cekicilik ortalamalari gelmeden 6nce 1,79’dan geldikten sonra
1,82’ye yiikselmistir. Ayn1 sekilde Fiziksel Cekicilik ortalamast 1,92’den 1,97’ye; Finansal Cekicilik
ortalamasi 1,31°den 2,3’e; Liderlik Cekicilik ortalamasi 2,19°dan 2,24’e; yilikselmistir. Kiiltiirel
Cekicilik ortalamas1 1,87°’den 1,84’e; Sosyal Cekicilik ortalamasi 2,12°den 2,10’a diismiistiir.
Tiirkiye’ye gelmeden once ve geldikten sonraki degerlendirmelerde anlamsal farklilik bulunan
maddelerin tespit edilmesi amaciyla yapilan analiz sonucunda konu basliklari acisindan anlaml
farklilik olmadig1 gériilmektedir (Wilcoxon p>0,05).

SONUC

Her gecen giin uluslararasindaki iligkilerin boyutuna yeni faktorler ve aktorler eklenmektedir.
Uluslarin  varliklarint  korumalari, evrensel platformda sayginliklarmi olusturmalari, iliskilerini
diizenlemeleri, itibarlarini inga etmeleri ve ydnetmeleri bircok farkli unsura ve boyuta baglhdir.
Yurtdigi egitim programlari, yiiriitiiciileri ve katilimcilar: da farkl kiiltiirler arasinda bir iletisim ortami1
araci olusturma konusunda yillar i¢inde dnemi artan bir rol oynamaktadir. 2000 yilinda Tiirkiye’de
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egitim goren yabanci 6grenci sayisi 16 binlerde iken, bu say1 2016 yili itibariyle 90 bine yaklagmig
durumdadir. Tiim diinyada da benzer bir yabanci 6grenci hareketliligi izlenmektedir.

Giliniimiizde yurtdist egitim programlari1 sadece kiiltiirel ve sosyal anlamda degil, ekonomik katki ve
yatirim anlaminda da hiikiimetleri ve c¢esitli kuruluslari bu alanda daha fazla galisma yapmaya
itmektedir. Ancak bircok konuda oldugu gibi bu alanda da istikrar ve siirdiirebilirlik 6nem arz
etmektedir.

Bu ¢alisma kapsaminda iilke itibari, yurtdisindan gelip Tiirkiye’de egitim goren yabanci 6grencilerin
goziinden degerlendirebilmek adina yapilan bir anketle incelenmeye c¢alisgilmistir. Aragtirmada;
“Yabanci 6grencilerin Tiirkiye’ye gelmeden 6nce ve geldikten sonraki Tiirkiye hakkindaki goriisleri
nelerdir?” “Ogrencilerin gelmeden dnce ve sonraki goriisleri arasinda farklilik var midir?” sorularmin
yanitlar1 aranmistir. Bu dogrultuda ulagilan veriye gore 6grencilerin genel anlamda (3 soru harig- 1.
Soru, 9. Soru ve 17. Soru) Tiirkiye hakkindaki goriisleri gelmeden once ve geldikten sonra ¢ok
farklilik igermemektedir. Bu ii¢ 6nermeye iliskin 6grencilerin Tiirkiye’ye saygi duymalari, iyi egitime
sahip olmasi1 ve diisiik vergi oranlar1 hakkinda gelmeden onceki fikirleri, geldikten sonraya gore daha
fazla farklilik gostermektedir. Diger geri kalan onermeler teker teker incelendiginde, 6grencilerin
gelmeden Once de olumlu goriise sahip olduklart ancak geldikten sonra da goriislerinde genel anlamda
yine olumlu yonde degisiklik oldugu sonucuna varilmistir.

Ayrica aragtirmanin alt problemleri olarak g¢esitli iilkelerden Ogrenim i¢in gelen Ogrencilerin
Tiirkiye’nin itibarina yonelik yargilari cinsiyet, yas, iilke, Tiirkiye’de kaldiklar1 siire ve 6grenim
gordiikleri programin degiskenleri agisindan farklilik géstermekte midir sorularina yanit aranmis,
demografik karsilastirmali analizler yapildiginda ise dnce ve sonrasinda farklilik tespit edilememistir.

Katilimcilarin ¢ekicilik boyutlarinin dnce ve sonra olmak iizere kendi i¢inde toplu olarak ortalamalari
alindiginda ise Duygusal Cekicilik, Fiziksel Cekicilik, Finansal Cekicilik ve Liderlik Cekicilik
ortalamalar1 yiikselmis, Kiiltiirel Cekicilik ve Sosyal Cekicilik ortalamasi diigmiistiir. Tirkiye’ye
gelmeden 6nce ve geldikten sonraki degerlendirmelerde anlamsal farklilik bulunan maddelerin tespit
edilmesi amaciyla yapilan analiz sonucunda konu basliklari agisindan anlamli farklilik olmadigi
gortilmektedir (Wilcoxon p>0,05).

Istanbul Aydm Universitesi’nde ve Tiirkiye genelinde egitim goren dgrencilerin cogunun Ortadogu
(Suriye, Irak, iran, Libya, Misir, Urdiin, Yemen, Filistin vb.), Asya (Pakistan, Afganistan, Banglades,
Endonezya), Tiirki Cumhuriyetler (Azerbaycan, Tiirkmenistan, Kazakistan, Ozbekistan, Giircistan vb.)
ve Afrika’dan (Nijerya, Mali, Fas, Cibuti, Kamerun, Gambiya vb.) geldigi goriilmektedir. Bu
iilkelerden gelen yabanci dgrencilerin ¢cogunlukla miisliman olmasi, dolayisiyla iilkeler arasindaki
kiiltirel ve sosyal degerlerin birbirine yakin olmast sebebiyle gelmeden onceki beklentileri ile
geldikten sonraki diistinceleri ve algilar1 arasinda belirgin farklilik olmamasiin nedeni olarak
gosterilebilir.

2014 yilinda ilk kez kiiresel gapta yayimlanan Toplumsal Ilerleme Endeksi’ne (Social Progress Index)
gore diinyada yasam kalitesi en yiiksek 132 iilke degerlendirilmis ve Tiirkiye siralamada 64. sirada yer
almistir.  (http://www.socialprogressimperative.org) Endekste iilkeler temel insani ihtiyaglar
(beslenme, tibbi bakim, barinma, kisisel giivenlik), refah (siirdiirebilir ekosistem, bilgiye ve internete
ulagim, saglik, iletisim Ozgiirliigli) ile hosgdrii ve firsatlar (bireysel hak ve oOzgiirliikler, egitime
katilim, dini, etnik, cinsel hosgorii) basliklar1 bakimindan degerlendirilmektedir. Yabanci 6grencilerin
cogunlukla geldigi iilkelerin bu siralamada alt siralarda yer aldig1 veya hi¢ degerlendirmeye alinmadigi
goriilmektedir. Tiirkiye’nin nispeten bu iilkelere gore daha yasanabilir ve gelismis bir {ilke olmasi da
ogrencilerin goriislerinde olumlu pekismenin sebeplerinden biri olarak gdsterilebilir.

Ayrica niversite egitimi yapacak kisinin iilke secerken yaptigi arastirmalar, okumalar, internet
aramalar1 vs. gibi siiregler sonrasi iilkeye hazirlikli gelmesi, yine gecirilen siire sonrasinda diistinceler
arasinda farklilik olmamasinin sebeplerinden biri olarak sayilabilir.
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Sonug itibariyle gergeklestirilen arastirma verilerine bakildiginda Tiirkiye’nin itibar1 ve Tiirkiye’ye
iligkin genel alginin olumlu seyrettigi, buraya gelindiginde ise bu diisiincede fazla farklilik olmadigi
tespit edilmistir. Bu durumda gelinen iilkelerin siyasi, ekonomik, cevresel kosullari géz Oniine
alindiginda Tiirkiye’nin ekonomik, siyasi, sosyal anlamda bu {ilkelere nazaran daha giiclii ve koklii
olmasi, uluslararasi platformda bu iilkeler kargisinda so6zii geger konumda bulunmasi, buralardan gelen
ogrencilerin gozilinde Tiirkiye algisinin olumlu olmasinin bir diger nedeni olarak aciklanabilir.
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ABSTRACT

The modern painting of Iran can be considered as one of the most significant art trends in the history of
Iran as well as a period of transition, change and painting creative work. One of the clear changes in the
paintings of this era is the growing trend toward modern European art styles and the manner of making
relationship with European styles. Although at times Persian artists have merely imitated the western
artists, this movement is not depriving of precious art work. This study investigates on the modern
Persian painting and cubism art style in Ziapour Art works. Considering the aim of the research, this is a
fundamental research and with regard to the nature of the research, it is a historical, descriptive and
analytical research. The results show that the creative method applied by Ziapour at creation of his new
art style is an instance of creative misreading proposed by Bloom. He has tried not to be affected by the
dominance of the cubism art style and has invented a new creative method to create art works by
flexibility at the style, theme, visual elements and principles in order to avoid imitation and influence of
cubism style.

Keywords: Persian modern art, Ziapour, Cubism style

INTRODUCTION

The art works are the manifestation of the activities of the artists who have contributed to create beautiful
and creative art work. Mere skill and mastery of the artist is not sufficient for creating an art work, but it
is in need of a kind of creativity in order to be timeless and everlasting. The advances in technology and
the emergence of Modernism as a new phenomenon in human life, has made drastic changes in life style,
thoughts and effective trends. No aspect of the human life was immune to storms of the modern life
elements. This new phenomenon even affected the politics, society and art (Godarzi, 2005).

The modern painting of Iran can be considered as one of the most significant art trends in the history of
Iran and as an era of transition, change and the creative work. Modern painting of Iran has had a decisive
effect on contemporary Persian art. One of the tangible changes in the paintings of this era is the trend
toward modern European art styles and how they deal with European styles. Although at times Persian
artists have just imitated the western artists, it occasionally resulted in creation of some precious and
everlasting art works which are the hallmark of Persian modern art and resulted in universal reputation of
Persian art.

Within an era that was characterized by trend to modernity, the modern artist of Iran has created some art
works by utilizing acquired techniques from the west art style. These works were based on national
traditions and preserving cultural identity but have been created by new styles (Moghbali et al, 2014).
Modern painting is new to Iran, since early on in its formation, modern painting has always been
accompanied by many social changes which were the result of the conflict between modernity and
traditions. On the one hand, Iran society tries to get in line with criteria of the contemporary world; on the
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other hand, it is involved with past traditions and culture. So, this is a paper that seeks to carry out
investigation and research on the modern aspect of the painting. This paper aims to investigate the cubism
art style and to analyze its effect on the artist’s works. No matter whether these works’ quality is high or
law, they represent the attempt of the artists who want to come in line with modern world and they need
to preserve their Persian identity of their art works as well.

METHODOLOGY

It is the method applied in research that makes a research reliable, the aim of the research may not be
achieved, unless we apply a coherent research methodology. Considering the aim of the research, this is a
fundamental research and with regard to the nature of the research, it is historical, descriptive and
analytical research.

Painting in Persian culture

Painting is the very first confrontation of the primitive human being with the art. And it is among the
earliest kind of the art that has been survived up to now. Imagination, mentality and displaying and
recording what is going on the soul and mind of the human being is common to all human being and
every corner of the world (no matter in the west or east). What matters here, is the condition for its
improvement and enhancement that makes it a cultural index over the various historical eras.

One of the distinguishing features of the Persian painting is the imagination and daydreaming. Persian
painting is the manifestation of a variety of aspects of God. This is true about both ancient era and Islamic
era of the nation. Although after the Islamic era, it takes on a mystic significance. The God has long been
an in inseparable component in the imaginations of an Iranian artist. So, that is due to this fact that,
everything is mythical or imaginary from an Iranian artist point of view and the nature is depicted as s/he
remembers it (Pakbaz, 2000).

Establishment of the Persian modern art

Modernism is in conflict with traditions in all aspects and fields. It has overthrown its preceding system
and has founded a new perspective and viewpoint based on the new era. The emergence of the Persian
modern art is also the result of modernism. Modernism generated from the western countries and spread
on various regions of the world over time and made fundamental changes in its domain of influence. The
tendency of Iranian artists toward European art began to exist late Safavid Era. This may be due to the
presence of the European artists and their art works in the Safavid court (Maghbali et al, 2014).
Kamalolmolk passed away in 1940, and according to some historians his school began to fade away in
this year and new movements began to emerge in the contemporary painting of Iran (Godarzi, 2001).

The emergence of modernism movement of Iran dates back to the establishment of the faculty of fine arts
(1938). Development of the Modernism in Persian art is somehow related to the effects of the rapid
process of modernization on socio-cultural and political fields. The faculty of fine arts played a crucial
role in developing the modernism. One of the factors that played a crucial role in modernism development
was the establishment of the said faculty that was built in the first university of Iran, and motivated artist
to adopt modern European art by way of educational programs and following exhibition. This faculty was
the fountainhead of modern art of Iran in the following decades.

University of Tehran was established in 1934 to promote modernism both culturally and scientifically. It
played as the only major center for realizing the modernization policy made by Rezashah. In fact,
educational policy of the government and university curriculum were at the core of this official project.
Modern educational policy was continuously implemented according to this political project. Like other
faculties of the University of Tehran, the faculty of fine arts was formed by integrating several institutions
in 1940, based on a project proposed by Ismaeil Meraat. Earlier, he had been student in France and had
been interested in faculty of arts at “ecole superieure de bouzareah” university. He integrated the school
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of industry, occupation and art with higher school of architecture and established the faculty of fine arts
(KeshmirShekan, 2015).

After establishing the faculty, two schools were closed and the professors and amenities of the two
schools were assigned to the new art faculty. So, the modern painting has established to replace the
preceding art trends but not to coexist with them. But this goal did not realize at once, and the formal
stabilization of Iran’s modern painting had to prolong by the late 1940s.

Art school of Fine arts, or later Faculty of fine arts, can be called as the most important base for
modernism in Iran. When the art students of the faculty graduated and some other students who were in
Europe for higher education returned to their hometown, the modernism movement entered into a new
stage. Many modern art centers and associations (like associations, galleries, art groups) were created and
some other activities like holding the exhibitions ,Biennials, conferences and seminars as well as art
books, articles and interviews were published by the press and stabilized the modernism in the art society
of Iran(Moghbali et al, 2014).

Cubism style

Between the 1425 and 1450, the artists all over the Europe left the mediaeval method of displaying the
reality which was by way of empirical perceptions. Instead, they relied on visual perception, one-point
perspective and natural light. In other word, the artist of the renaissance era ignored to depict the
comprehensive truth of the reality that is not foreign to human mind and just depict what is observable by
the eyes. For about 450 years, European artists followed the same general principle . Finally, when artist
used up all pictorial techniques and possibilities of this style, the cubism was invented to replace it.
Cubism style was born in Paris between 1906 and 1908. Within 4 years, visual techniques and technical
innovation of this style attracted the other artists in France, Germany, Netherlands, Italy, Czechoslovakia,
Russia, America and England.

Cubism somehow affected all technical experiences and stylistic innovation between 1909 and 1914, i.e.
all advances of the western avant-garde art. The influence of the cubism was considerably decreased after
1952, but it affected the pictorial techniques of the many great artists. It proved to be most powerful
stimulating factor of the 20 century and has managed to change the impression of the artists from pictorial
display techniques and possibilities (Kouper, 1987).

By formulating a logical system in the art, cubist tried to realize the concept of relativeness of the fact that
phenomena are intermingled and aspects of the world mutually affect each other. Philosophical nature of
this discovery was in line with other discoveries invented by the scientists, especially by the physicians
(Pakbaz, 2004).

The exact date of cubism emergence has always been the matter of controversy among the art historians.
Some believe that the famous painting “Les Demoiselles d'Avignon” created by the Pablo Picasso is the
first sample of emergence of the cubism. This painting depicts women with figures composed of flat,
splintered planes and jagged shards and forms which were inspired by African masks. At the bottom of
this art work, a piece of magnified dead nature like the dead nature art works created by Cézanne. This
painting marks the birth of a new pictorial technique, by which, Picasso has drastically violated the
traditional and prevalent principle. Some other art historians believe Paul Cézanne, the French artist’s art
works’ influences on Picasso and Braque was the most significant reason of Cubism movement
formation. The technique applied by Cézanne indicates his high interest in geometrical shapes, but his
most revolutionary invention as a painter is how he deals with space and his personal imagination of the
space. Cézanne left the common linear perspective behind and gave preference to color in creating and
stimulating a sense of space.
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In a series of paintings which were designated to “Saint Victoria Peak”, Cézanne has used the pink, beige
and tan color in the foreground and blue and grey colors in the background. One of these two color
spectrums is cool and the other is warm color. They were applied extensively by the early painters of the
cubism art style. Cézanne died in 1906 and a great exhibition was held to show his art works. This
exhibition played vital role in emerging the cubism.

Such innovations were of significance for the cubist due to two reasons: firstly: this style challenged the
physical experiences law, secondly: it motivated the artists to change their view toward painting and view
it as an independent integrity (even against) the physical experiences of the outside world which have an
independent nature and internal logic.

Therefore, Braque and Picasso, inspired by Cézanne style Cézanne style in the painting, created some art
works from the natural landscapes. They exhibit their art works in exhibition in Paris in 1908. The critics
criticized this exhibition harshly like that of the first impressionistic works exhibitions. It was in the same
exhibition that, the famous critic Louis Vauxcelles coined the term “cubism” to make fun of the new
style, the word “cubism” originates from the word “cube”. “According to Matisse, he used the term to
make fun of the tiny cubes of the Braque, but he admitted the new style after a while” (Pakbaz, 2004).
The genuine cubism was initiated by the Braque, Picasso and later Juan Gris. Braque, Picasso and later
Juan Gris are the artists who applied this style in unsystematic and genuine way.

The principled of the cubism art style

The cubists try to present the integrity of a phenomenon (various aspects of an object) on a two-
dimensional surface at the same time. In this respect, cubism was the rival of the conceptual realism, but
not visual and impressionistic realism. They also tried to represent their mentality on the creatures and
objects in the form on the geometrical shapes. So, we don’t see the reality in this works as we see it in the
outside world by our eyes.

Cubism is the product of rational attitude toward the universe. It reacted against the trend which
connected Delacroix romanticism, sensorial attraction of the impressionism and painterly qualities and
strong color of the Fauvism. He tends to the rational and classic traditions of the Ingres. The pioneers of
the cubism left the historical, emotional and sensorial themes and mainly concentrated on the still life as
their painting’s subjects. In this field, they depicted the combination of the geometrical shapes and
objects, and avoided emotional and personal impressions from the objects. They omitted the
representation of the space, light and color attraction from their paintings, as an achievement of the
impressionists, and virtually painted in mono chrome. By applying the geometrical shape, they ignored
the organized lines and the emotional motivations of the subject or painting were considered to be
dependent on their rational goal. In a space with low depth, they showed the volume and objectivity of the
picture, without using the Three-dimensional view techniques. Unlike the preceding artists, cubists didn’t
represent the visible world in a way that a landscape of the objects to be visualized in certain time or
place. They believe that they should ignore the superficial aspect and consider the internal aspect. In order
to represent multi-dimensional object, it requires depicting various angles at the same time i.e. the all
possible representation of an object should be visualized. But achieving this goal was impossible
virtually. So, at most, the cubist artist was able to utilize just a portion of the unlimited possibilities. The
technique used by a cubist artist, was to dissolve and disintegrate the face of the objects into geometrical
planes and then compose these flats into an intermingled set. So, the cubist artist claimed to be realistic.
But it was conceptual realism rather than visual realism (Pakbaz, 2004).

Types of cubism

We can divide the cubism into the following subcategories:

"Cézannian cubism"(1907-1919): the subjects were depicted with simple geometrical shapes and with
limited colors. This era is characterized by experiences based on later works of the Cézanne and African
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and Iberian sculptures. This era ends when the “Les Demoiselles d'Avignon” painting created by Picasso
was finished (early 1907). The structure of this painting bears is the sign of the emergence of the Cubism
era. Because we can see the displacement and intermingled plans, concurrent integration of the side view
and front view and a kind of two dimensional space (fig.1) (Pakbaz, 2004).

-y, A ¥l
Imagel. Pablo Picasso, self-portrait 1907 (www.artexpertswebsite.com)
2. Analytical cubism (1909-1912): the artist draws the pictures in the geometrical shapes and tries to
represent various angles of the painting; the color importance takes on the least significance. The art
works are mainly drawn in mono- chromic with hues of grey, blue and brown.

7 ol

Image 2. Pablo Picasso, Portrait of Ambroise Vollard, 1910
(www.artexpertswebsite.com)

3. Synthetic cubism “Collage” (1913-1914): in this period, Picasso and Braque invented the Papier Colles
style (collage) and proposed a new synthetic style from the cubism. They attach the useless objects like
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paper, newspaper and sands into the plane. This assemblage of irrelevant objects was known as collage.
The objects which are arranged beside each other, will recover their useful identity, when they take on a
formal, abstract application as a part of the art composition (Cooper, 1987).

Image 3. Pablo Picasso, Guitar, 1913 (www.artexpertswebsite.com)

Cubism and modern Persian painting

From among the young painters who graduated from the faculty of fine arts, Jalil Rezapour had the
highest effect on rejection of the stabilized art systems and promoting new painting styles in Iran.
Rezapour had managed to win an scholarship to study his higher education in the France, after coming
back to Iran in 1948, he along with Gholam Hossein Gharib and Hassan Shirvani established an
association called “ Khorous Jangi”(fighting cock) and published a magazine with the same name,
Gholam Hossein Gharib and Hassan Shirvani had creative ideas on story writing and theatre.

This association attacked the literature and art that were prevalent on that period. Ziapour were in love
with cubism and geometrical painting, he tried to make an Iranian interpretation from the cubism and
encourage Persian painters to move toward modernism by getting inspiration from the national art. In a
lecture delivered in 2005, Ziapour said “geometrical painting was not foreign to Iran, when this art work
lifetime was 40 years in Europe; this style had been for 6000 years in Iran. We always walk on our
diverse carpets and never contemplate who has created these design” (Ziapour, 2005).

Ziapour had concentrated on a quisi cubism style at the beginning to learn the integration of some local
subjects. But as Rouin Pakbaz states, Ziapour works’ didn’t represent what cubism reminds. “Because his
art lacked some elements of the cubism” However, it seems that Ziapour intention was to create a
connection between cubism and traditional Persian art. The result gain from this period is considered to
be a form of inconsistency and doubt. Ziapour after doing hard art activities found out this inconsistency
and created a personal figurative style. In this style, the reality was shown by integrating Qajar period art
and cubism. Ziapour had learned this technique from his teacher, Andre Lhote. Using saturated colors like
red; brown is the sign of Ziapour art works in this period. Ziapour selects some square geometrical units
from the tiling and native arts as a primary constituent part of the configuration. He forms the structure of
his paintings within these dynamic colorful structures. His information and knowledge about the
traditional Persian life, rural people and nomadic tribes has been collected by carrying field research in
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these territories. This information provided him an incentive to select these subjects (Keshmirshekan,
2015).

These paintings had been created by angled broken lines in the text of the background of the squares. It
was the realization of the suggestions proposed by him since 1948 to change the modern painting style
based on the national heritage of the art associations (Mojabi, 1997)

Image 4. “The minaret of the mosque “Painting, Jalil Ziapour, abstract cubism, oil on canvas, 85 * 61 cm.
1949, museum of contemporary arts, Tehran

Image 5. “My father puts henna on his hand” painting, Jalil Ziapour, personal and national style, oil on
canvas, 121*171 cm. 1965, museum of contemporary arts, Tehran
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Ziapour writes on this subject: “I wanted to enter our national identity into a modern world by drawing
inspiration from our heritage, without being mere imitator or letting them to be imitators. This movement
was purposeful and fundamental movement, not a subjective matter”.

Zeynab Khatun is one of the most important art works of the Ziapour by using the cubism art style. We
will discuss this art work in the following sections.

The structure and geometry of this art work is in the form of a mosaic, the figure of a woman has been
depicted on its center. This woman has occupied the whole space of the painting. The figure has been
painted with exaggeration, she is sitting and arranging her hairs and holds a turquoise comb in her hand
and she has dyed her hair red with henna which has intertextulity with an old poem’s hemistich (there
need to be turquoise comb). Nudity of her body is covered by dark brawn color. This is a style to show
subjects that were not common in Iranian painting. Iranian painter’s treatment was different from the
European with this regard. The volume and voluminous body has shown by brown color tonality. At the
background of the painting, the transcript of the poem has been written at the bottom and top of the
painting within two blue stripes, in which there are horizontal and diagonal boxes in white.

The yellow color of the tiles, the dark brown color of the Zinab Khatun and the orange color of the palms
and under surface of the feet present a live space for the audience. Generally, integration of the words
with the color of the painting and the tile shape of the portrait create such harmony that any static and
stillness flee from the mind of audience. The yellow surface behind the figure is surrounded by square
shaped shapes in blue tonalities. Therefore, warm colors beside the cool colors has shown a new
manifestation of the two dimensional space. In Zeynab Khatun painting created late 1950; Ziapour has
chosen a familiar Iranian subject. A woman who is combing her hair (based on a local childish poem), the
whole plane of the painting is covered by flat tiles of the same dimensions. Ziapour has depicted the
diagonal stripes on which the poems has been written in light blue color to avoid monotony. Some tiles
are in blue and some others in in blue-green.in order to represent the twisted figure of Zeynab Khatun, the
neighboring tiles are in yellow. The dark and mysterious figure of the Zeynab Khatun with its curved
lines controls the painting in all dimensions (Keshmirshekan, 2011).

Image 6. The portrait of Zeynab khafﬁn ,'oil Béinting on the panel, with the dimensions 95 *120 cm
painted by Jalil Ziapour, contemporary visual art museum collections, Tehran (Goudarzi, 2005)
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Ziapour had created many works by imitating from the Impressionist, surrealism, expressionism and
cubism styles prior to creating his own special and national style. He somehow misread the cubism style
by creating Zeynab Khatun Painting and left his former style in which he had just imitated the common
and prevalent style of his era. After painting Zeynab Khatun, Ziapour painted all of his paintings based on
his national and personal style. He intentionally violated the regulations and principles of the cubism
style. He has implied the flexibility and deviation from the previous artist’s style. “We should preserve
our national identity but we should also try to make relationship with world culture. “When I came back
to Iran, I was wondering why we don’t make use of our numerous possibilities. I had seen how the
European deal with their past traditions, how they deal with current situation and how they determine
their frame of deviation and how they make the process of changes... my work and duty was to rely on
our local culture and find those aspects of our culture that is still alive and conforms to the world paining
language. I wanted to develop these aspects and improve the art and culture of my country” (Mojabi,
1997).

Ziapour made use of the capacities of the Persian painting and stood against imitation from cubism. In
fact, Ziapour had always been fascinated by cubism and geometrical painting but he has tried to put a
Persian interpretation on the cubism and to encourage Iranian painters to draw inspiration from national
art and draw their attention toward modernism.

CONCLUSION

Although it is a widely held view that western painting style was entered into Iran dates back to Shah
Abbas, the Safavid king, period, the first sign of modernism in Iran dates back to Qajar dynasty period. It
seems that emergence of the modernist movement in Persian art has formed with regard to the necessities
and requirements of that period of Iranian culture. The pioneers of Persian modern art managed to make
some associations between traditional and basic art of Iran and contemporary art. The trend of the Iranian
art (themes, patterns, applying the characteristics and visual qualities) was applied by the modern artist in
the new forms. They tried to do their nest they managed to reflect their mental perception of the outside
reality by using a new style along with creativity in reflecting their artistic ideas. Following emergence of
the modernism in Iran and its subsequent changes, Modern artists’ of Iran relied on the their preceding
stable artistic traditions and preserved their artistic identity and trends in a new form which were in line
with Persian contemporary painting and modern movement. This movement is known as modern painting
of Iran. Ziapour was one of the prominent artists who played an effective role in rejecting the established
art systems and promoted the new painting styles in Iran.

The results showed creative method applied by Ziapour at creation of his new art style is an instance of
creative misreading proposed by Bloom , because he has tried not to be affected by the dominance of the
cubism art style. He has attained a new creative method to create art works by deviation from style, theme
and visual elements and principles in order to avoid imitation and influence of cubism style. Generally,
we may say, the integration of the Persian and western painting resulted in emergence of the modern art
of Iran. This phenomenon is considered as modernism proponents overcoming their opponents and it has
gained a positive reputation for Persian art on the international scale.
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ABSTRACT

Daily language has changed with the rising popularity of social media. This usage of language
developed within daily events and expressed through “surreal” signs is a part of social communication.
All the codifications used structurally by language can be explicated by the concept of “exaggeration.”
To explain what is meant by exaggeration in this context, the concept of carnivalesque used by
Mikhail Bakhtin in his literary criticism is taken into account. Bakhtin employed the term
carnivalesque to define criticism characterized as “destructive” and “subversive” in the Middle Ages
due to the ban of the critique of established values and social hierarchies. This concept designates the
longing to symbolically subvert the hierarchy between the rulers and the ruled, the nobility and the
common, the elite and the vulgar and the sacred and the profane. The study also utilizes Julia
Kristeva’s notions of intertextuality and intertextual relations. Using these concepts, it is demonstrated
that the contents of news portals are composed much more like tabloids than as exhibitions of
universal news criteria.

Keywords: Media, Myth, Exaggeration, Bakhtin, Carnivalesque

YENIi MEDYANIN YAZILI VE GORSEL ILETIiLERDE KULLANDIGI
GERCEK-USTU KODLAR ILE OYUN-GERCEK
KAVRAMLARINDAKI ANLAM DONUSUMU

0z

Kullanilan giindelik dilin sosyal medyanin yayginlagmasi ile birlikte degisim gecirdigi bir gergektir.
Giindelik olaylarin igerisinde kurgulanan ve “doga- {istli” gostergelerle ifade edilen dilin bu kullanimi,
sosyal iletisimin bir par¢ast durumundadir. Dilin yapisal olarak kullandig1 tiim kodlamalar “Abart1”
kavrami ile agiklanabilir. “Abart1” terimini agiklayabilmek i¢in ydntem olarak Mihail Bahtin’in
edebiyat elestirisi kuraminda kullandig1 Karnavalesk kavrami degerlendirilmektedir. Bahtin,
Karnavalesk deyimini degerlerin ve hiyerarsilerin acikga elestirilememesi nedeniyle Ortacag’da
‘yikict’, ‘tersyiiz edici’ ve ‘karnavals1’ bir nitelik kazanan elestiriyi tanimlamak i¢in kullanmistir. Bu
kavram, abartiy1 yaratan odaklarin iktidar ve yonetilenler, soylu sinif ile halk tabakasi, seckin ile kaba,
kutsal ve kutsal olmayan arasinda kurulmus biitiin agama diizenini, simgesel olarak altiist etme
amacini belirtir. Caligmada bu yontemin disinda Julia Kristeva’nin metinlerarasilik ve metinlerarasi
iligkiler kavramindan da yararlanilmaktadir. Aragtirma sonucunda, haber portallar1 i¢eriklerinde gergek
anlamda evrensel “haber degerleri” olan konularin seg¢ilmesi yerine, bulvar gazeteciliginin ornekleri
sayilabilecek, sansasyon yaratacak kisi ve konularin giindeme getirilmeye ¢aligildig tespit edilmigtir.

Anahtar Kelimeler: Medya, soylence, abarti, bakhtin, karnavalesk

INTRODUCTION

The reality element stressed by the conventional media as a basic element of news criteria has started
to change with the rising popularity of social media. The reality as presented in the new media
conflicts with the reality as the primary element of news criteria' in terms of the assessment of news
content. Another case to be observed is the rising importance of quaintness amongst the news criteria

! The elements of news criteria: reality, novelty, importance, comprehensibility.
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instead of reality. One may notice this rising importance in stages of choosing the news subject, the
usage of language in the news text and emphasizing of visual messages.

On the contrary of conventional media, the “reality” concept in the new media has been restructured
within the frame of a different notion of reality. The necessity of verifying the resource and
reasonability as the former prerequisites of reality to be accepted as a news criterion is likely to be
questioned. While for the notion of conventional media, this renunciation of the element of reality in
order to gain more popularity is a negative thing which deserves to be questioned and severely
criticized, within the context of the expectations of new reader and spectator who use the social media
with another perspective, the need for a new set of principles concerning media and journalism has
arisen.

The stages of news collection and production and the rules of news language and editing that are still
followed by the media is being transformed into a new format through the new media and this new
format is adapted by a both reader-spectator and even writer mass whose adherence to this new media
is paramount. In this essay it would be perhaps proper to call this mass as digital mass; hence from
here on the followers of this new media is going to be named as digital mass. What are the
expectations of this new interactive digital (numerical) mass from the media, a mass who does not
need even the punctuation marks? What do they wish to read and watch? What kind of texts and news
do they avoid to read and watch? It is certain that for social media researchers these questions are still
without certainty due to their constantly changing nature and remain definitely to be answered. Does
this reader-watcher-writer mass, bearing an interactive character, feel a need to design and redesign its
own reality like a play maker? Does the fracture of the reality with the rapid advance of technology in
the conception of journalism which is presented to public opinion with an alleged concern for reality
by the conventional media has an effect in the emergence of the need for this new fictive reality?

This paper stems from the idea that the construction of this new reality which has started to emerge
within the new media with the language, visual elements and music might be considered under the
concept of play to which the humanity has an existential want.

“If you are wise, all men will be your friends and kindred, for you will be useful and good; but if you
are not wise, neither father, nor mother, nor kindred, nor anyone else will be your friends.”(Plato,
2014: 86). One can argue that the information has begun to be acquired relatively easily in our age;
however, one cannot speak of a new generation who gets excited about acquiring or accessing to
information. On the contrary, this new generation makes us think to redefine the rules of
communication and reading, shows an interest in the unseen and mysterious rather than our readings
which we call knowledge and employ to acquire truth and desires to have fun and play.

The concept of model reader defined in Eco’s Interpretation and Overinterpretation is related with the
different, hidden reality in Georg Simmel’s account of secret. For Simmel, “... secret gives one a
position of exception; it operates as a purely socially determined attraction. It is basically independent
of the context it guards but, of course, is increasingly effective in the measure in which the exclusive
possession is vast and significant... From secrecy, which shades all that is profound and significant,
grows the typical error according to which everything mysterious is something important and
essential. Before the unknown, man's natural impulse to idealize and his natural tearfulness cooperate
toward the same goal: to intensify the unknown through imagination, and to pay attention to it with an
emphasis that is not usually accorded to patent reality.” (Eco, 2012: 56)

One may perhaps utilize Julia Kristeva’s intertextuality concept here, for it describes a hermeneutical
approach in which both the author and reader can write and read in a boundless freedom concerning
the lectures aimed to attain real knowledge by reading (Cevizci, 2005: 1169).

In Eco, we encounter with a conception of reading which contributes to production and reproduction
of a text as well as writing. For him, “...a ftext is an open-ended universe where the interpreter can
discover infinite interconnections... Any text, pretending to assert something univocal, is a miscarried
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universe, that is, the work of a muddle-headed Demiurge’ (who tried to say that 'that's that' and on the
contrary elicited an uninterrupted chain of infinite deferrals where 'that'is not 'that") (Eco, 2012: 57).
Contrary to the today’s reader who pursues excitedly the mysterious and unknown, Eco calls for the
mystery of various different significations that may emerge during each reading and rereading of a
text. The author defines the ideal reader as following: “The Real Reader is the one who understands
that the secret of a text is its emptiness.” (Eco, 20102: 57-58) The real reader or model reader who
aims to discover the free thought and the richness of signification during reading is replaced by a new
kind of reader which we call as “digital mass” who combines the reading and writing processes as if in
a play. Moreover, the interactivity of the new media, as its prime superiority over the old one, allows
digital mass to involve in the design-production stage of news as a first hand resource through writing,
taking photos or shooting videos.

PLAY AND HUMAN BEING

This new play exhibited by digital mass is not a sub-code of culture but a spontaneous experience
which predates, accompanies and influences culture. The play is also a voluntary act in terms of
spontaneity which corresponds to Homo ludens (Playing Man) and frees people (Tekerek, 2001: 47).
The digital mass of new media needs to follow the hot topics by jumping from one website to other
(surfing) as well as to involve to the content providing process through its instantaneous reactions and
comments.

The main reasons of the attraction of play can be enumerated as going beyond the daily life within a
specific time and place, balance, opposition, weighing, solution, replacement, diversification and
separation. The body language of people who are in their forties is obviously different from the body
language of younger people while sitting in front of a computer or using a telephone.

Older people tend to be more helpless about digital media due to their lack of expertise over the
computers; this can easily be seen from their troubled facial expressions and longer time they spend in
front of the monitors. While the need to play as an integral part of our childhood period is being
transformed into digital toys, and for the adults who can’t adapt to this transformation it’s without
doubt much more easy to read a newspaper or to press the button of remote control.

Play, as the basic and essential desire of a human being, is an emancipatory and creative act situated at
the source of all cultures and provides abstract thinking ability to human beings. According to
Huizinga (2006), when the need to play is satisfied one begins to grow up by preparing to reality,
confronting reality through play. Namely, he states that play can’t be justified on a rational basis: “The
very existence of play continually confirms the supra-logical nature of the human situation. Animals
play, so they must be more than merely mechanical things. We play and know that we play, so we must
be more than merely rational beings, for play is irrational.” Huizinga introduces a new dimension to
human culture as he brings a third one to the other two basic concepts which characterize human
being: homo faber (making man), homo sapiens (thinking man), and finally, homo ludens (playing
man).

From a Platonic perspective, “God alone is worthy of supreme seriousness, but man is made God's
plaything... Therefore every man and woman should live life accordingly, and play the noblest games
and be of another mind from what they are at present... Life must be lived as play, playing certain
games, making sacrifices, singing and dancing, and then a man will be able to propitiate the gods, and
defend himself against his enemies, and win in the contest.” (Plato, “Laws” VII, 803. Huizinga, 2006:
38)

In famous Ottoman shadow puppetry Karagéz, similar to Plato’s Laws, the playful aspect of life is
mentioned within the context of “dream.” The scrim used in the play is inspired from Sufism, and it
may be considered as a screen of dream (Tekerek, 2001: 42). Boratav mentions some features of the

? Demiurge (anc. Gr.): an artisan-like figure responsible for the fashioning and maintenance of the physical
universe.
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play such as voluntariness, freedom, being carried out in a specific time and place and delimits the
play-concept as “the acts which recreate through entertainment.” (Boratav, 1994: 232) Maybe for this
reason the ritualistic account is indispensable to us.

Two most important functions of the play are striving for something and representing something. The
play is a representation which is situated above, or at least independent from all cultures. An adult can
play non-serious games just like a kid to have pleasure and get relaxed or endeavor more serious ones
which eventuates from beauty or sanctity. Elmer Mitchell and Bernard Mason relate play to the human
want of self-expression. In their opinion, one desires to live, to use one’s abilities and to express
oneself. This desire of self-expression is different from the instincts and results from life experience.
The desire to express oneself may be elaborated as following: 1. Desire to try a new experience (ex.
hunting, fighting, trying a new food); 2. Desire to have security; 3. Desire to react and respond
(philanthropy, love, love for family, friendship, altruism, etc.) 4. Desire to be recognized; 5. Desire to
participate (membership, belonging to a community); 6. Desire to the beauty (color, shape, sound,
mobility) and so on (Tekerek, 2001: 56 from And, 1948: 52).

The modern human, in other words, the digital mass can both play games in a virtual world and be
recognized as someone else through these games and interactive participation and social media
without leaving his or her room or house. Internet became the new playfield of the modern human to
satisfy his or her basic need to play games, and allowing them to attain this field, the digital toys begin
to gain significance for most of the people. The actions of virtual world (playing games or sharing in
new media) create a magical illusion due to their realization outside of daily life. By virtue of the
collective structures of these games and friend groups formed in the virtual world, enthusiasm and
rhythm for a togetherness of the holy abundance rituals can be obtained.

The play is also a turning point that sparks the courage to create which potentially exists in a human
being and cultivates/develops him or her. One express one’s specific feelings-thoughts-fantasies with
body-language-brain coordination through this revealed courage to create, and the necessary space to
realize oneself is thus opened.

For Schiller, man is complete only if he plays; but he should not cheat and ought to participate
sincerely and honestly to game:

“Hence the cheat or the spoil-sport shatters culture itself... It (play-element) must not be a false
seeming, a masking of political purposes behind the illusion of genuine play-forms. True play knows
no propaganda; its aim is in itself, and its familiar spirit is happy inspiration. The modern
propaganda that seizes all fields of life feeds upon the hysterical reactions of masses. It is not thus to
be accepted as the modern spirit of play even it emerges as a play-form, but a degenerated and false
version of it.” (Huizinga, 2006: 198)

DIGITAL ENVIRONMENT: THE NEW PLAYFIELD OF POST-MODERN HUMAN

While the conventional media has a more propagandistic structure, the new media brings interactivity.
Hence the target audience may reach directly to the source of information through this system. It is a
virtual play environment where the critical messages can be forwarded to thousands of people and
verified immediately from the first source. In this virtual environment, propaganda becomes less
dangerous, for in the conventional media the masses can easily be manipulated via propaganda due to
their limited access to the sources of information. The propagandistic news with their misinformation
(provide false or deficient news) and disinformation (deliberately misleading information announced
publicly) features were to be detected and corrected more lately as we’ve seen in many examples in
the past. Nowadays the new media, owing to its limitless diversity of resources, offers the possibility
of comparing these kinds of news rapidly and economically with the real information and of
transmitting more true news to target audience.

Fastness and multitasking as the most important characteristic features of the new media bring various
problems. In a world of constant rush, Heidegger proposes to humanity to slow down to get free of the
grasp of the capitalism. For Strain, slowness, ““...can accommodate to the order of the things as it was
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before the capitalism with a respectful heed... This may be possible with philosophy (epistemology),
with the constitutive perspective of philosophy, with its principle of creating new worlds. Media should
give this opportunity of providing new perspectives to people to philosophy. This opportunity won'’t
come from the capital that controls the media but the development and widely recognition of virtual
media. Otherwise people continue to harbor within hollowness, to desperately live an unhappy life
evading reality.” (Strain, 2003)

If one who seeks an escape way in a world of constant rush can’t slow down, with the influence of
advertisement and media, he or she begins to get drawn into a world full of self-improvement
methods, addictions and hollowness. In Taburoglu’s words, “advertisement and media specialists seek
to approach to an ego full of complaints... As in all hollow thoughts, the material merges with
spiritual and the visible fuses with invisible (Taburoglu, 2011: 180).

Human being strives to find escape routes in the modern world of constant rush and hustle that does
not allow desire of play, hence the normal and healthy development of a human being through play is
at stake. In this context, the new media becomes one of the few playfields of the modern world. The
new culture of play transforms consequently man into a technological work. The study fields of new
media are the new forms of play now. For example, the celebrities of tabloid journalism have been
converted into the relentlessly followed actors and actresses of new media. However, the rules of
being followed have also been redefined. The extra thin bodies of women can be seen as examples of
anorexia or men who seems always fit and in good condition may be set as role models.

Ozgiir Taburoglu notices the quest for slowing down of humanity in an industrializing world of
gaining pace: “To confront the hardships and problems of life with the reifying and hastening effects
of capitalism has several results. The sudden transition from childhood into maturity creates a vacuum
and one tries to fill this gap with excessive workout programs or self-development activities. Due to
one’s inability to slow down, one develops obsessions, twitches and fetishes and tends to get drawn in
hollowness...” (Taburoglu, 2011: 258)

So the women and men who are physically too perfect to be real as well as a luxurious life to which
everyone tries to attain are interactively designed with the new media. Yoga, meditation, a conception
of sports that is alien to play-concept and ethics code as well as the sportsman who has been turned
into iconic figures such as Beckham all cooperate to create a new life style; hence the new media
appears as an area of common values exhibiting changing cultural processes. The aliments they
consume, the clothes they wear, the movies they watch, the books they read, the songs they listen to,
their body language and the places they live start to constitute the new common values, in other words,
make virtual the actual as soon as they appear on the new media.

On the other hand, the digital masses who desire to create new realities by taking refuge in plays head
for the social media. The authors such as Homerus or Rabelais who have influenced people for
hundreds or even thousand years chose to adorn and integrate their texts with myths, dreams and
surreal images, regarding the need of human being to escape reality. Looking these authors, it seems
inevitable that the new media must pay heed the basic needs of people such as tolerating the reality or
preparing to innovations despite the developing technology. One can appropriate the given truths more
easily when one is prepared to reality in a suitable manner to one’s disposition; namely, through an
entertaining discourse decorated with tales, dreams and myths.

The desire of a human being to constitute a fictional life entails the use of a new fictive language in the
new media. The instructive language of the conventional media seems inappropriate for the modern
media as the users of new media, namely digital mass doesn’t want to be instructed; instead they long
to be active and they need to think and live as they know and share their choices and deeds. The
transitional language from the conventional media to new one should be natural as playing and sharing
a game. The most suitable method of this transition seems also to be a playful one. One of the figures
to follow in the matters of playful language and method is Rabelais. Rabelais succeed to be one of the
rare authors who chose to instruct through entertainment by placing tenderly the high and holy ideas
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and concepts that humanity tends to be afraid to accept in a poetic expression such as “how happy was
he who resisted to the end.” (Rabelais, 2000: 252) Moreover, Rabelais sublimes peace, entertainment,
friendship, knowledge, freedom and sincerity in a manner which might lead to creating new values to
the one who tries to realize oneself in the new media. However, he presents this values not as an
instructor but as a storyteller like he did in his famous work Gargantua, benefiting from exaggeration
and surprise elements as if he recites a tale or story.

EXAMPLES OF THE NEW MEDIA

The new media begins to be indispensable via satisfying two crucial needs of a human being. These
are the myths and beliefs lacked by urban people and the need to consume. In the examples of new
media, it is seen that both of these needs are satisfied by countless resources.

The flaneur character of Benjamin’s Passages (1993) who is a loafer, conformist guy can be related to
modern new media audience. Thus we begin to see a similar of Benjamin’s loafer guy who raises
unproductivity to an aesthetical even political level in the technology-addict urban guy who aims to
satisfy his or her needs without leaving the desk. Shopping becomes merely the precondition of
survival for this new urban guy. Unlike the hedonist traveler of our time who plans to stroll in as many
places and to see as many different cultures as he can, their consumer and traveler behavior involves a
tragical, almost spiritual aspect in itself (Taburoglu, 2011: 59).

The loafer conformist guy of Benjamin and the consumer of Taburoglu meet on the economic news of
media. The latest developments in economy and the increase and decrease of assets are the news of
primary importance to be followed. However, one can come across irrational statements even in the
economic departments of newspapers such as this piece of news dated December 12, 2014 on a
national newspaper (www.milliyet.com.tr):

“Ghost Ship in the Harbor of Iskenderun”

“UK flagged ship named Aqua Hercules of 193 meters and thirty three thousand gross tons which
came to the harbor of Iskenderun at 2012 for ROPAX services has been waiting anchored for 15
months due to the debts of its owners.”
When we keep reading we understand that the ghost expression refers to the situation of tanker waiting
without lights and crew.

THE DANGER OF ORTHODOXY, HOLLOWNESS

Post-modern, post-industrial is a period where accumulating and saving is merely prohibited. “The
orthodoxies which are a certain type capital of the cultural accumulation degenerates rapidly.”
(Bourdieu, 1984). Orthodoxy is an intellectual accumulation, sedimentation; it is the petrified sense
stabilized by blind belief and one of the basic materials of hollowness and superstitions. Superstitions
necessitate the existence of orthodoxies, the fragments of sense resistant to questions. The beliefs
invited unquestionably to orthodoxies, fetishes and forms of fanaticism constitute the basis for
superstitions. (Taburoglu, 2011: 77)

One of the examples taken from the website of national newspaper Sabah, begins with the following
statement: “Many irrational, horrifying, supernatural things that are inexplicable by science happen in
the world. Here are some examples of those events which left question marks in many minds:...”
Many similar news were published between the last months of 2014 and January 2015 in the same
website (www.sabah.com.tr).

“In 1945, an experienced archeologist named Waldemar Julsrud found little clay statuettes buried in
the ground at the slopes of the mountain El Toro (Mexico).”

“In the New Zealand, the walls consisted of perfectly aligned stones which belong to an ancient
empire are found. There isn’t any information about the builders of these walls.”

“The undecaying body found in the shrine of the Asikli Sultan who was martyred during the conquest
of Kastamonu Castle around the beginning of 12th century amazes the visitors.”

“The famous ‘Kievan Cosmonaut’
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This figurine is the only finding found in Europe which exhibits ‘space man’ characteristics. It is very
old.”

“Orange flying objects were seen in Cambridge, England.”

“This 15 years old boy literally weeps blood. The kid living in Tennessee, USA weeps blood
uncontrollably three times a day.”

Another example is from the website of Milliyet: It is a report about a statue which suddenly started to
turn around itself after having been exhibited peacefully for 80 years in a museum in Manchester.

In the report Price states that, “I put the statue back in the exhibition closet and the next day again it
turned around itself. We made a fast-forward playback and detected its movement obviously. This
statue had stayed in a sarcophagus with a mummy for thousands of years.” (www.milliyet.com.tr)
Moreover, the source of the popular news with a hit of 356,980 is a scientist:

British Egyptologist reminded ancient Egypt beliefs to explain the auto-movement of the statue:
“Egyptians bury their dead with the items they used in their life in order to provide them with the
necessary means in the after-life... Ancient Egyptians believed that if the mummy of the deceased one
is destroyed, the statue will take his or her soul safely to the after-life. The reason for the movement of
the statue may be this...”

However, the ordinary and routine knowledge may easily be degenerated within a network of
information which always points different worlds and lives. Particularly in media, a surplus of
information and visual materials in which one can’t distinguish the right from the wrong emerges. For
someone whose truths are constantly falsified, anything becomes instantly trendy or outdated
(Taburoglu, 2011: 78). One of the functions of the media may be remedied here: Can’t the new media
be the intermediary of the transformation of the actual one into a more dignified version which gives
the true and correct information?

One of the most favorite topics focused by the new media is environmental issues and the promotion
of environmental protection campaigns. With this context, the true aspect of so-called
environmentalist and ecologist organizations and associations is revealed by the new media. The
environment issue seems one of the most harmless matters to support and for the supporters and
followers of these organizations, falling away from its true purpose, it may be seen as a reasonable
way to socialize. “The refusal of these organizations —Greenpeace, 350.org and Sierra Club amongst
them— to protest against the intensive animal farming shows the impotence of activists against the
corporate power.” (Hedges, 2014)

Nowadays urban population strives obsessively to rediscover and participate into the lost naturalness.
Nature becomes a myth, a distant past, a place for a tale full of memories of the nostalgic times, a
supplement which completes and integrates our void, our lack. One finds itself in a game of merging
and separating with animals, plants, wild creatures and the strangers from distant lands. The natural is
dreamt as a place that may be seen by moving away from here and now and returning from now to
past (Strain, 2003).

The nature becomes a passive, accumulated, disclosed, and in Heidegger’s words, “enframed”
grandeur which is forced to be productive and which does not bloom or sprawl (Taburoglu, 2011:
122).

For primitives, tales, myths and other kinds of hollow accounts become a part of tribal life. This
hollowness that can take illustrated, visual, iconic, vivid and physical shapes returns occasionally to
the daily reasoning like a specter, without getting completely lost in the logic and various abstractions.
Contrary to their effort to leave them out, hollowness can merge into the life of the denizens of
metropolis who have to live an expeditious life, and media precipitates this case. They return as the
deliriums of the primitive mentality common to everyone. The existence of this primitive mentality is
somewhat necessary.
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“Everyone has a strong primitive mentality. If this mentality disappears, poetical works, poetry, art,
metaphysics and science will also disappear alongside with beauty and glory. This mentality
symbolizes an indestructible thing in the human nature.” (Levy-Bruhl, 2007: 29)

This situation which coincides with the primitive need for play is like a key to return from tolerance to
reality to the art itself. “In the primitive mentality, a magic, fabulous accounts corresponding to a
weird symbolism fill the gaps, accidental, indefinite fields. When the primitive mentality starts to
operate, self-evident magic, myths, legendary weirdness cover the gaps which seems irrational. The
weirdness which disturb the natural course of events is graced with this symbolism.” (Malinowski,
2000: 30)

Supposing the primitive mentality functions as a catalyst between the human desire for truth and the
desire for science and arts does not seem wrong. One who has to live with familiar patterns of reality
but wants to investigate further needs these kinds of unordinary and unfamiliar patterns of thinking to
attain new possibilities, findings, inventions and artistic perspectives. Erasmus associates this thinking
beyond the borders of reason with folly.

THE FREEDOM OF FOLLY

Erasmus begins his work named /n Praise of Folly in which he explained classical medieval thought
as well as introduced his own understanding and wit as “For [ am now in a humor to act...”. He writes
that instead of tyrannizing the reader he choose to imitate the elders who preferred the title of humorist
and whose task is to celebrate the work of gods and heroes; but he declares that he preferred to praise
the folly instead of gods and heroes (Erasmus, 2013: 14). He does not refrain from mocking the
sophists who praise themselves as they grow older and stating that “only folly slows down the
ephemerality of youth and expels the dull senility...” he begins to praise the folly as well as assert his
own ideas and opinions about various matters in his own limitless area of freedom.

For Erasmus, the folly detracts one from reason and approaches him to his passions. The folly also
saves one from two calamities which prevents him from recognizing the things in their entirety: shame
and fear. Thus even the restrictions of medieval setting won’t hinder him from explaining himself.
Erasmus advises human being not to get too much wise in the comedy of life: “The difference between
the fool and saint is while the former acts on passion the latter acts on reason.” Therefore it is
erroneous to associate the happiness with the real facts, for the happiness is associated with ideas and
thoughts.

In his In Praise of Folly, Erasmus makes reference to all wise men and philosophers and recounts their
inadequacies, characterizing the educators as most miserable of them, and he supposes that only the
educators can overcome the difficulties through an amusing folly. “Despite their miserableness, they
(educators) conceive themselves as the agent of noble deeds in so much that their essential source of
happiness is their great confidence in their wisdom.” (Erasmus, 2013: 84)

MIKHAIL BAKHTIN’S CARNIVAL

One of the cases which the new media prefers to accept without questioning their authenticity and
temporality is the comic events created by a humorous language and approach. As a matter of fact, for
digital mass, being comic begins to be the most important factor to be preferred. Being comic is
amongst the most sensational, well accepted and favored qualities for new media.

According to Mikhail Bakhtin, one of the writers who illuminates us concerning the history of comic,
“The plane of comic (humorous) representation is a specific plane in its spatial as well as its temporal
aspect. Here the role of memory is minimal; in the comic world there is nothing for memory and
tradition to do. One ridicules in order to forget. This is the zone of maximally familiar and crude
contact; laughter means abuse.” (Bakhtin, 2001: 178)

For Bakhtin, the four hundred years history of the appreciation, interpretation, and influence of
Rabelais’ work (Gargantua) is closely related to the history of laughter. In Gargantua, exaggeration is
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not for itself but to remark how relative is the measure and order in this game of creativity. One can
see an astounding oscillation between imagination and real (Rabelais, 2012: 20).

In the history of laughter, Rabelais represents an important turning point of delimiting the Renaissance
laughter conception. The Renaissance conception of laughter can be roughly described as follows:
“Laughter has a deep philosophical meaning, it is one of the essential forms of the truth concerning
the World as a whole, concerning history and man;, it is a peculiar point of view relative to the world;
the world is seen anew, no less (and perhaps more) profoundly than when seen from the serious
standpoint. Therefore, laughter is just as admissible in great literature, posing universal problems, as
seriousness. Certain essential aspects of the world are accessible only to laughter.” (Bakhtin, 2005:
94) Some news have smiling and entertaining aspects even they originally intend to be serious reports
whose authenticity deserves to be questioned:

“Thigh Bone in Mars?

A recent photograph sent by reconnaissance vehicle Curiosity from the planet Mars caused excitement
amongst UFO researchers of the world. It is supposed that there is a human or animal bone in the
photograph.” (Al Jazeera, www.milliyet.com.tr)

“UFO in holiday! After examining the photographs taken by Oya Oztiirk, Begiim Bilgic and Emine
Eren in Bodrum county of Mugla, authorities from Sirius Space Sciences Research Centre claimed
that the object in the photos is an UFO.” (www.milliyet.com.tr)

“The photo from Mars stirs excitement.

The photographs taken by the NASA Mars Science Laboratory Robot Curiosity which is at Mars on an
expedition mission excites UFO contests.” (www.milliyet.com.tr)

“The ‘bright’ anxiety in Nasuhoglu

Seyman brothers who saw the bright object falling near the village while watching the World Cup
soccer game on TV took the object for a sign of ‘Alien Invasion’ and made their last prayers.
Nowadays, Nasuhoglu village of Sandikli, Afyon witness an interesting contest. In the village
consisting of merely 55 houses, the only topics of conversation are meteors, space objects and
UFOs...” (www.milliyet.com.tr)

Mikhail Bakhtin describes carnival as the return of man to his natural, title-free state where the
hierarchy, fear and etiquette are suspended; a free and sincere relationship develops between people;
and where an awkwardness, a wild and primitive structure emerges with an experience outside of the
flow of daily life (Bakhtin, 2001). These formulations and definitions make one to hope that the
entertaining and carnivalesque mood which modern people needs as well as the most easy and
democratic way to escape from the dullness of daily life are possible with the new social media. In
social media the taboos, restrictions, hierarchy and etiquette are eliminated. The ghost photographs
and news that we begin to see especially in the new media in which the interconnected mass
constitutes a sense of belonging with the bodily touch of carnival continue to attract reader’s, or to be
more precise, watcher’s attention. The hit numbers of these kinds of news prove us the amazing
amount of attraction they catch.

However, as one can presume, these vivid news conceptions of the journalists who are responsible of
providing realistic information about world contradict with the scientific facts. Because according to
the article “Neurological and Robot-Controlled Induction of an Apparition”, published in November
2014 issue of Current Biology, people’s ghost belief stems from a fascinating particularity of human
brain. According to the research cited in the article, an erroneous perceptive induction whose cause is
still unknown creates an illusion of another’s presence, called FoP (Feeling of a Presence). Another
interesting finding of the research is that this illusion is also described by healthy people (Current
Biology, 2014: 2681).

One of the examples is titled “The Ghost of Teresa Fidalgo Shook Instagram” (www.hurriyet.com.tr)
“The Ghost of Teresa Fidalgo That Shook Instagram Has Also Reached to Turkish Users

Early on Halloween a new ghost story got viral on the internet. This time the tale spreads mostly on
Instagram. The users who got the message “I am the ghost of Teresa Fidalgo and I will haunt you
forever unless you don’t send this message to 20 other people,” take a screen shot and share it on
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Instagram. The producer of short video “A Curva,” a Portuguese named David Rebordao says that he
completely invented this story for artistic purposes. However, many users who have already got in the
mood of Halloween continue to share the spam-like message.

As one can see, it is not plausible to claim that all of the news on the new media is irrational but it is
an interesting fact that even in the events whose date, time, place and source is evident, it gradually
diverges from reality to catch attention of both the digital mass and the new media. This is an example
of the events whose authenticity and source is evident may be reshaped and organized according to
fictional images (www.hurriyet.com.tr)
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Image 1: www.hurriyet.com.tr
“Zombies against drugs. In the protest organized by Ankara University Student Council the students
looking like zombies draw attention to the addiction of drugs. Don’t use drugs, don’t be a zombie.”

DIGITAL NEWS AND ETHICS

In his Journalism and New Media, John V. Pavlik considers the transformation of news and
journalism in the new media with its positive and negative aspects and informs the reader about the
future of journalism (Pavlik, 2001: 133). A detailed discussion of one of the problems of future media
can be found under the topic of “Producing Digital News” situated in section five named “Journalism
Ethics and the New Media” of part two, “Transforming How Journalists Do Their Work?”” For Pavlik,
digital news producing raises various ethical questions about the verification of news content for their
authenticity, since the number of controllers for each video gradually decreases because of technical
developments and financial issues. The same reasons also make the unrealistic manipulation of
audiovisual contents of the news more easy and accessible.

There are three ways of the digital image manipulation: add, cut and change (enlarge, merge) (Pavlik,
2001: 134.) Through these three methods non-existing objects can be added to visuals out of thin air,
the size of existing objects in visuals can be changed and objects and details can be removed totally
from visuals. Hence with the advance of digital technologies, the ethical problems of news producing
are going to be multiplied and sometimes difficult situations can arise such as the manipulation of
public opinion by producing unrealistic news through the means provided by digital technologies
whose defects are unseen to the untrained eye.

CONCLUSION

One can conclude that the modern media desires to think outside the established intellectual and
cultural borders like Mikhail Baktin’s carnivalesque or deliver its messages through exaggeration like
Rabelais’s Gargantua. Apparently the plain and pure real does not seem to be sufficient for the
modern digital mass; maybe modern man does not want to go outside the Plato’s cave and find the
truth. Instead he presumably desires to experience the deepest and tiniest remnants of his primitive life
with mystery, he aspires to play, rather being Eco’s model reader, he wants to be author of his own
pages and to discover new readers, and he maybe needs to live with readers.

Most people like mystery and legends and want to read and discover them. It seems easier to obtain
knowledge from them. In order to reach this new reader-watcher and writer mass who we called above
digital mass, one should try to understand this new language of the new media, to analyze this new
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visual language. A need for a new reader who can combine the rhetoric of Aristotle and the sense of
mystery and wonder in Plato’s cave with the discovering motive of Homerus and emancipating
content of Rabelais’s exaggeration, the carnivalesque enthusiasm of Bakhtin with the scrupulousness
of Eco’s real reader, a need for a new reader who can find a common ground with common sense
seems to rise. For, a new language which combines the advantages of technology concerning obtaining
information with the visual graphical elements seems to rise, a language which we needed since the
primitive man and which is going to endure as a visual carnival after blending the poetry with myth
and ideas.

The reporters of new media should now seek Zow to transmit reality and realize the digital mass that
does not anymore pursue the truth like an enthusiastic reader and for whom the matter is not the real
itself but the style of it. They should seek to understand how to transmit the non-absolute truth,
integrating it with visualization. They should try to develop this new reality, and strive to make it
attractive like a game through the presentation of truth with the new communication and reporting
styles. The reporter or the writer ought to find which values should be underlined and presented by the
new media. Sometimes, searching old values and examining old writers and works that make people
happy and reflect upon life and world might be useful alongside with the constantly changing news
feed for the auto-development of media. Before creating the needed values for humanity, it might
prove fruitful to remember the fables and plays that tell us the core and crucial characteristics of
human life since the ancient times. They will always continue to be the bright and important sources of
human values.

People will need to hear the news as they used to be. The important thing is to popularize the texts and
videos that remind us our humanity while satisfying the need for information through both
informative, educative and entertaining sources, since the news is a potent means to affect the
society’s public opinion and values. Consequently, since they conceive the digital as a playground, the
digital mass that seems to share power with the media in the future does not only want to know but
also to learn the comic and mysterious, and to join the party; in a word, they change.
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ABSTRACT

With the development of the Internet and the emergence of two way communication along with it, the
issue of marketing has gained even a greater importance for organizations. With the Internet, various
marketing models such as viral marketing, content marketing, avatar marketing, interactive marketing
and real time marketing became necessary. In particular, when social media is used concurrently with
the agenda in an accurate manner, it presents organizations with a great opportunity to promote
themselves. The purpose of the study is to find the answer to the question whether Real Time
Marketing applications increase the visibility of organizations or not. Accordingly, an in-depth
interview has been conducted with the officials of the social media department of Kadikdy
municipality. The reason why Kadikdy municipality has been included in the sample is that it has
become news story in the media with about 10.000 re-tweets to its #backtotefuture content it has
posted on Twitter on 21 October, 2015.

Keywords: Social media, real time marketing, marketing

GERCEK ZAMANLI PAZARLAMA UYGULAMALARI:
KADIKOY BELEDIYESI ORNEGI

0z

Internetin gelismesi ve beraberinde ¢ift yonlii iletisimin de ortaya ¢ikisiyla pazarlama konusu kurumlar
icin ¢ok daha énemli bir hal almistir. internetle birlikte pazarlama konusuda viral pazarlama, icerik
pazarlamasi,avatar pazarlama, interaktif pazarlama ve ger¢ek zamanli pazarlama gibi ¢esitli pazarlama
modellerine ihtiya¢ duyulmustur.  Ozellikle sosyal medya giindemle es zamanl olarak dogru
kullanildiginda kurumlara kendilerini tanitmalar1 agisindan ¢ok biiyiik firsat sunmaktadir. Caligmanin
amaci, Real Time Marketing uygulamalarimin  kurumlarin goriiniirliigiinii artirip artirmadigini
sorusuna yanit bulmaktir. Buna gore kadikdy belediyesinin sosyal medya departmani yetkilileriyle
derinlemesine miilakat yapilmistir. Calismada kadikdy belediyesinin Ornekleme dahil edilmesinin
nedeni ise 21 Ekim 2015 tarihinde twitter iizerinden yayimladigi #backtotefuture icerigiyle 10.000
civarinda re-tweet alarak basinda haber olmasidir.

Anahtar Kelimeler: Sosyal medya, ger¢ek zamanlt pazarlama, pazarlama

INTRODUCTION

When we take a brief look at the history of marketing, it is seen that marketing has developed as the
options of mass communication devices became wide-spread and that competition in mass production
and consumption which have been shaped in the beginning of 20th century (production era) has begun
to increase. In this era, it is seen that very little promotions have been done for goods and the idea that
whatever I produce and I sell has been dominant. In the era following this, the brands of the great
competitive environment impose the prioritization of individual sales which are supported by
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researches, promotions and advertisement. With this era which is defined as sales orientation, the
sudden increase in competition in the 1950’s and the emergence of individual customers ethics, the
complex marketing orientation has begun to be adopted by many firms and firms began to focus on
branding and positioning of goods and gave more consideration to customers’ needs and expectations
(Cornesillen, 2004:37-38). In the 1960’s, it is seen that the activities in the area of marketing are under
the influence of marketing mix and marketing management (Alabay, 2010:2). In the 1970’s, it is seen
that the interest are of marketing became non-profit organizations and social marketing. In the 1980’s,
computers began to be used in business life. Starting with the 1980°s and the 1990’s, computers
became a part of the business and daily life of individuals. In the 2000’s, with the use of the Internet
for personal purposes, establishments’ using the Internet as a part of marketing and recording
customer data. Kiang and et.al argues that “marketing activity occurs through three types of channels:
distribution, transaction, and communication channels” (Kiang and et.al, 1999: 384). The developing
technologies, the creation of new marketing concepts and people’s being able to share their thoughts
through social media has pushed firms to be real time. Today, social media is a significant platform of
entertainment and knowledge acquisition. In addition, social media is very effective in transmitting the
messages of organizations to the target masses. The most striking example of this is seen in the real
time use of social media by organizations to promote their products, services and special campaigns.
This simultaneous sharing has brought the real time marketing efforts along with it as well.

REAL TIME MARKETING

Nguyen (2015) states that real time marketing involves the digital world, the production of
infrastructure, organization and communication and expresses that social media hold a key position in
brands’ being included in the conversations about themselves (Nguyen, 2015:11). Real time marketing
becomes more advantageous for the promotion of goods in line with the rapidly changing trends and
tendencies. One of the greatest viral effects created by Real Time marketing is that it can reach a large
public with a much lesser budget. Real Time marketing depends not only on reducing the
advertisement costs through the use of events which naturally take place within the framework of
opportunities provided by technology as a marketing tool, but also on the willingness of the person
doing the marketing to manage customers relations for the center. Oliver and et al. argues that Real-
time Marketing calls for goods and services that are not only customizable to the individual consumer,
but also inherently capable of adapting themselves over time (Oliver and et.al, 1998:29). ‘Branding in
real-time creates a center of gravity, a locus of intention and action that draws in fans, advocates,
partners, and power’ (Macy and Thompson, 2011:66).

In order for Real Time marketing to be successful, firstly organizations need to listen to their
customers. At this point, Macy and Thomson suggest certain strategies. Some of these are as follows:
*Listening

*Responding

*Staying nimble

*Engaging in reputation management

*Thinking counter intuitively (Macy and Thompson, 2011:63)

Listening is one of the most important aspects in terms of people making decisions, taking action,
being oriented and being guided. Listening which is extremely important for people has become quite
important for organizations as well today with the rapid spread of the Internet. In order for
organizations to be able to perform effective listening, they need to make use of information
communication technologies. Today, when listening is performed through technological ways, that is
in the web environment, it is possible to report the conversations related to you organization. As
organizations can find out about the views related to them free of charge through Google analytics,
they can do the same through getting support of social media agents in return for a fee. “They can send
the alerts to you in real time as they find the mentions or gather them up and send a report or e-mail
daily or weekly” (Klososky, 2011:87). Handley states that it is quite important for organizations to
have a central place in order to coordinate their listening activities in terms of success and that RSS is
a web page notifies which allows the newly added content easily to be followed (Handley and
Chapman, 2012:174) Handley expresses that there are free web page notifier such as Google reader
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and Google alerts which give the same service as RSS and that Twitter’s search function over
search.twitter.com also allows to see the whole usage of a word or sentence in question on Twitter in
the last two weeks (Handley and Chapman, 2012: 173-175). The content of these sites and our
following the content they provide us helps firms to see their strong and weak areas, opportunities and
threats; in others words, to do SWOT analysis According to Reece (2010), some of the key aspects we
need to give importance to while following these contents are as follows (Reece, 2010:100):

* Identifying rivals

* Following what is said about the firm and its key administrators

* Following the tendencies/trends in one’s own sector

* Following the goods and services in one’s own sector

* Receiving feedback from the people in your network

* Exchanging ideas with the other people in your network

* Discovering new sources

* In this manner, organizations are able to perform more successful real time marketing activities.

It is extremely important to listen to the views of customers and act accordingly. What is important is
to communicate with the followers and answer their questions. While doing this in the Internet
environment, it is necessary to be speedy and solution centered. While certain organizations use in
particular the automatic reply method when answering their customers’ questions, some others reply
one-to-one. Other than these methods, not replying creates a negative image for firms. Another point
to while answering questions on social media is to consider the reputation of the firm.

Corporate reputation is defined as the perceptions of the target group inside and outside the firm about
the firm (Ural, 2012: 85). Reputation becomes an abstract entity which shows how a firm is perceived
by the employees and the customers (Karakdse, 2007:2). Kadibesegil defines reputation as the reward
of being a firm which is appreciated by the public (Kadibesegil, 2012: 59). To be able to be
appreciated by the public, it is important to meet the demands of customers in real time. In this
respect, in order to be able to preserve corporate reputation, the posts need to be followed in real time
as well.

In terms of reputation, firms make the promise of measuring, evaluating, clarifying an enormous
amount of information about the image or reputation of the firm coming from various sources and
transmitting these to the firm in real time (Er, 2008:151). Informing the firm which has been done in
the past through traditional methods can be performed today through the Internet and in particular
social media. The management of corporate reputation has been becoming increasingly more difficult
and important. The following are some methods of preserving online reputation (Dennis, 2013: 18-
19):

* Through the proactive reputation method, developing related positive online content has been
gaining importance. Today, as many firms actively use their social media profiles, having a powerful
site can play an effective role for firms in reducing the effect of negative online messages.

* It has become important to reply to online criticisms in real time. To achieve this, professional
comment sites such as Yelp, Angie’s List and Healthgrades can be used. These sites prevent subjective
comments about businesses or professionals and turn them into positive ones.

* [t is important that the firm’s social media policy’s online communication activities are carried out in
a respectful, candid, cultural manner or in line with the values of the firm towards both its employees
within the firm and its customers outside the firm. It is also important for the reputation of the firm
that the employees adopt the same policy and if there is need, for them be trained in terms of this issue
and the firm to share content accordingly.

» When difficult conditions arise due to the erroneous online communication applications giving rise to
financial loss due to slander, it becomes necessary to consult a legal consultant. In cases of slander and
similar situations, as filing a lawsuit can prevent the firm to receive a greater damage, it is also
important in terms of helping to gain the reputation back and compensating for the loss of revenue.
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In the social media environment, if we take into consideration that people share their positive views
besides negative views, and even insults about brands, the “engaging in reputation management” point
listed among the points above is highly important in real time management.

Today, since negative views about firms spread on the Internet, this viral effect pushes firms to think
fast. If the problems are not immediately supported, corporate reputation can get damaged. We can
also use data we obtain from the views of the target group in increasing reputation. In real time,
intuitive thinking should also be given importance to besides these data. What is important here is to
recognize the popular issues which make up the agenda and to use these accurately. In this stage,
although grabbing the interest of people carries importance certain tactics need to be developed for this

purpose.

According to Forbes, some of the tactics which need to be employed to grab attention while doing real
time marketing on social media are as follows:

Having an effective follower base: This has become necessary today. If there is no such base, we
cannot expect our posts to create a viral effect.

Not worrying about being the first: Following the trend and being the first in something has also
become important. Sharing posts on Facebook and Twitter has become important. Communicating
with the target groups has become important. In real time marketing, taking action knowing about the
interest area of your target group is important.

Being careful: Since real time marketing requires rapidly and accurately taking decisions, being
careful leads to success (Olenski S, 2015, http://www.forbes.com)

Along with the aspects mentioned above, seasonality, holidays and special days, days, hours, natural

or interesting events etc. Carry a guiding quality for firms while creating content in Real Time

Marketing. Giildag states that firms in the content they create need to take their customers as the basis,

design their content by identifying on which Digital Media they are going to share them and knowing

what the Dynamics of these media and need to pay attention to the fact that there is a strategic

distribution in terms of time as well (http://www.emreguldas.com/?s=Real+time+marketing). After

making sure that these steps are accurately applied, it is important that the firm follows how much

mention the content created in real time gets mention to be able to measure the success of the firm. In

this respect, Klososky (2011) explains the points which need to be considered to be able to actively

use real time marketing:

* How much mention you receive in Tweets, Blogs, Facebook and similar sites to Facebook; in
short, in social media

* Increase in the number of mentions in comparison to the previous month

* The quality of the content the organization shares

* With the help of the quality of content shared by the organization, the messages exceeding the
number of people who follow the firm and reaching everyone

* The proportion of negative messages to positive messages

e Third-party ratings from relevancy measurement sites (Klososky, 2011: 92)

As mentioned above, Social Networks have facilitated collection of data. With the entering of easily
carried technologies such as smart phones in our lives and being able to connect to the Internet
through technologies such as 3G and 4G, the chance of collecting real time data has increased. By
means of social networks, customer problems can immediately be solved today and this allows giving
immediate supports to customers. As organizations realize these problems in Real Time Marketing and
solve them, they are also able to shape their products in accordance with the tendencies of customers.
The yare able to use social media sites to both analyze customer profiles and to carry out real time
marketing campaigns. To be able to carry out all of these in an accurate manner by organizations and
achieve success, the right solution will be to give simultaneous customer services and carry the
characteristic of call centers to the Internet. Below are some examples as to how effective real time
marketing is:
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Google’s Google smart box joke dated 1 April, 2016. Google in this April Fool’s Day joke announced
that it would be giving a new service to its users by equipping its classic mailbox with technology.
Google had so realistically prepared this joke that, it has convinced its users that it would be a real
service. To give a few examples to show why the users believed it, these could be mentioned: The
filtering of unwanted real mails in Google’s new smart mailbox; grouping of mails among themselves
in a folder and carrying your mailbox wherever you want
(http://www.theverge.com/2015/4/1/8327379/april-fools-roundup). The users for these reasons totally
believed this Google product promotion.

Image 1i. Google smart box jok~e

The firm Pegasus actively makes use of real time marketing. For instance, it has been able to grab the
interest of its customers with real time content such as “Your Fortune Says You are Going to Travel —
Of Course, If You Buy Your Ticket for the Most Suitable prices from Pegasus” and “Check Your
Points, Better Yet Fly with Pegasus and Do not Leave it Alone in the Deplacement” in Google
Adwords. Similarly, by creating its real time marketing campaign “atlayipgitsem” (“let me jump on
the plane and fly”) during the Galatasaray-Chelsea match in parallel with “Forget about the Goals of
the Match, Jump on Pegasus, Go to London and Do not Leave your Team Alone in the Deplacement”
texts and supported it and thus has been able to achieve 10% additional traffic to its site

(http://sosyalmedya.co/gercek-zamanli-pazarlama-ornekleri/).
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Image 2. Galatasaray Chelsea goller

Another example is brands such as Turkcell which shared a photograph titled “I Love Pluton” with a
reference to the “heart” shape which appeared on the planet on NASA’s Twitter account when NASA
shared the first image of its flight to Pluton on its Instagram account and made use of real time
marketing using this occasion (http://fikrimesai.com/markalarin-pluton-ile-ilgili-gercek-zamanli-
pazarlama-cabalari/).

gnctrkcll wF Takip et
@gncirkcll

“arinca caldir B Yae

. FE EPIutoFlyby
14-16 - 14 Temmuz 2015
- 3 30 «° 193

Image 3. I Love Pluton

As these kinds of activities increase the visibility of firms, they can also develop the reputation of the
firm by reaching millions of people as they create a viral effect when they are successful. What is
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important here is to know the target group well. Since real time marketing requires taking fast
decisions, the firm can be affected negatively when it is not carried out with care. As an example,
KFC’s real time marketing activity can be given.

Although the advertisement content of KFC’s Australia campaign to appear on Twitter consisting of a
man covered in pixels and a woman sitting next to him was supposed to create a sexy perception, it
has been perceived as obscene. The writing in the content text “Warning: Disturbing content!
Something hot and spicy is coming!” reinforced this perception, received negative reactions from the
public and it was deleted in the end by the firm. In the time until it was deleted, it was retweeted 1300
times and as a result of being marked as negative by a high number of users, the firm had to post an
apology message. In this message, KFC stated “We did not wish to hurt anyone, we are truly sorry.
We have removed our post since it caused a wrong perception” (http://sosyalmedya.co/kfc-paylastigi-
mustehcen-tweetini- 1-saat-icinde-sildi-ama-sosyal-medyanin-gundemi-oldu/)

In order not to come face to face with such a situation, the firms need to be careful what they are
posting and it is highly important that they know the target groups very well. Real time marketing
activities which ignore this can cause negative reactions and give damage to the firm’s reputation.

METHOD OF THE STUDY

In the study, it has been attempted to present how important the issue of real time marketing is in
relation to firms’ reaching larger masses through the interview made with Kadikdy Municipality’s
social media officials on 02.04.2016. The main reason why Kadikdy Municipality has been included
in the study is that the municipality’s #backtothefuture tweet has been retweeted 10.000 times and has
greatly been given place in the pres. The tweet in question has been given place to in Sozcii
newspaper’s article titled Back to the Future in Social Media with Fun Caps dated 21 October 2015,
with the content “We are looking for the person who has stolen the vest of our Kadikéy Municipality
cleaner who claims he has come from the past on 07:28 this morning #backtothefuture” as a funny
news which came from the social media account of the municipality. In the interviews, questions in
particular as to how the municipality carries out real time marketing activities, how the approval
process takes place in relation to the subject, whether there are projects initiated by taking the
comments made about Kadikdy municipality and how they preserve their brand fame although the
yare a state institution.

Kadikdéy municipality’s social media coordinator Ulas Yilmaz has stated in the interview that they
actively use social media and that in social media environments such as Facebook, Instagram,
YouTube, Flicker, Foursquare, Wayn and Vimeo, they exist with a single account. Yilmaz has
expressed that the municipality’s social media users of over 50 years of age are close to 150.000 and
the younger population is about 1.000.000 and that as a municipality they have to address both groups.
However, Yilmaz has also stated that they have witnessed that the channels change according to the
age group and that as there is a much older generation on Facebook, there is a younger generation on
Twitter and the youngest population is on Instagram. Ulas has stated that the most checked in place on
Foursquare is Kadikdy. We are able to reach a much wider target group through Real Time
Marketing.

Ulas has stated that they are able to reach a much wider target group over social media and in
particular through real time marketing strategy and as an example, has stated that the number of
readers they can reach when they are in the news in a national newspaper is limited with that
newspaper. For instance, if the number of readers is 350.000 people, the 2.000.000 social media
followers of Kadikdy municipality display the difference clearly. Ulas has stated that they are given
place to more in pres when there is very special news about the municipality or when the lord mayor
has an announcement, whereas they are in interaction with each small target group on social media.

What is important in service marketing is that people are able to reach organizations.
In the rest of his interview, Ulas has expressed the importance of people reaching organizations
through social media as follows:
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“When you exist in all places in social media, people can write to us whenever they like and get
information. Therefore, a piece of information about us given in a national newspaper is not really
beneficial. In the past, newspapers had complaint and Istanbul pages; when there was a problem with a
pavement, a problem to do with the garbage or parking demand, people would write there. However,
the newspapers do not have such columns anymore. After that, the places people could reach
decreased in number in national pres. Due to all of these reasons, social media is a very easy place for
them to reach us. Right now, our Instagram account is our social media channel which gets the most
interaction and has the most followers. Through our Instagram page, people can directly write about
their complaints. In the national press, in order for people to solve their problems, that is problems
related to the municipality, they firstly need to have a new article written by the newspaper and this is
not easy to do. However, they are able to reach us easily through the social media and Express their
problems.

Real Time Marketing and Brand Reputation

Ulas has stated that they do not carry out real time marketing in a planned manner and that a reputation
loss can be experienced when a wrong content is shared at the wrong time. Yilmaz has expressed how
they prevent reputation loss in the Real Time Marketing activities as follows:

“Kadikdy municipality has got a style and it is a recognized style now. Kadikdy municipality uses its
social media accounts as a person and uses a candid language. Therefore, a phenomenon called
Kadikéy municipality was created. As for complaint management system, we have used a more
humane, sincere and warm language. We have used a serious but sincere language which puts the
coldness of state organizations away. The general policy of the municipality is not so and the language
used in social media is a candid one. RTM?? In fact we do this every time. There are no upper level
institutions we consult, because we always know what to use and when. Firstly, we know Kadikdy, its
residents and our municipality very well. Therefore, we are able to decide what kind of content to post
or not by ourselves. For instance, TUBITAK announces a piece of news: “Kurbagali creek water is
drinkable.” We say, it if can be drinkable, then we are sending it to you to make tea. In other words,
we are saying that Kurbagali creek is a major problem and we have taken it as a problem, but
TUBITAK s report cannot be taken seriously. Or that the cleaning of the place belongs to Istanbul
Metropolitan Municipality. Accordingly, we take a photograph of the creek and post it as saying “Is
this Neptune’s surface? Or is it Kurbagali Creek?” with a reference to IMM. If there had been a
different kind of bureaucracy, Real Time Marketing would not be possible. We do not work with any
agency either.”

Yilmaz has stated about Real Time Marketing that their main problem as different from the other
brands is the fact that they are a state institution. He has also expressed that they had thought about the
#backtothefuture (10.000 retweets) and #starwars (4000 retweets) much before.

- Kadikdy Belediyesi p—

Bu sabah 7.28'de gecmisten geldigini iddia edip temizlik
iscimizin yelegini calan sahs! anriyoruz. #FBackTo T heFuture

Image 4. #backtothefuture
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Image 5. #starwars

We use a humorous and elite language on social media

Yilmaz has stated that people were not given replies to in the past on social media or they were
directed to the call centers and that they are the first state institution which gives replies to people on
social media in this respect. Ulag has also expressed that since they use humor on social media but are
a state institution at the same time, they use an elite language and they do not decide in the usage of
this language through official meetings, it naturally comes forward and that their experiences have
steered them to use this language. He has explained that they have decided to use this language in
particular in an effort to find an answer to the question “Why would a person follow a municipality?”

IKadikcoy Bolodivesi cokadikcoybaledn e - 20 R
InNnstagram hesabimii= birileri taratindan sle
gecirildi. Nasil geri alabiliri=—=

iNnstagram._conmvp/BEau Tl PGwW3x<RRR/

Image 6. Example of create content

In Real Time Marketing, the greatest problem for organizations is that there is an approval process in
their content. We at Kadikéy Municipality have by-passed this process for the content we create.

Yilmaz has stated that the social media department of Kadikdy Municipality is now a black box of the
municipality; they are in command of data and therefore know which service is being given where and
how. Yilmaz continued his words saying that they have identified their own style and principles, have
created the Kadikdy Municipality style and that is the reason why they do not need approval
mechanisms in their social media content. Yilmaz has expressed that organizations/institution which
work with agencies have the most difficulty in this area, because the agencies are not competent about
the operations of the organization and that they receive approval and have established trust. He has
stated the following about the use of humorous language:

“Besides being a state institution, the humorous language we use has received approval. If you do not
know what you are doing, then the humor you use may not be suitable. Therefore, something which
comes from an agency may not be accepted within the institution. The joke you make can cause a
problem inside, because there might be a problem related to that inside the institution. Agencies may
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not know these processes well. We know very well what a municipality’s deficiencies, vulnerabilities,
good and bad sides.”

We have a unit which supports the problems of our citizens for 24 hours

Yilmaz has stated that they deal actively with the problems of the citizens from 08:00 in the morning
until 01:00 at night. He has also stated that the yare active on social media as well and that when an
urgent complaint is received, that person is replied to for sure and the complaints received through the
wireless operations center are answered for 24 hours. He has stated that they do not answer complaints
through the automatic reply method.

All positive and negative replies on social media shared by all employees?

Yilmaz has explained that the comments on social media are shared not with all employees, but with
people who are to solve particular problems.

Are there any services you have developed considering your social media services?

Yilmaz in the interview has stated that the comments on the social media of Kadikéy Municipality are
in particular given importance to and that there are services they have developed as a result of these
comments. He has explained that urban renewal is being experienced in Kadikdy and that they have
brought certain bans on construction activities in this process. He has stated that the ban in question
has emerged as a consequence of the complaints made in social media and gave the example of
Sunday bans which became effective in Turkey for the first time two years ago. He has explained
besides the construction bans that in the recent weeks, they have banned the excavation trucks to be in
traffic once again as a result of taking into consideration the complaints in social media. Yilmaz has
stated the following about the residents of Kadikdy area giving them information:

“People are sending photographs and videos from all over Kadikoy; thus, these are very useful for us
in reporting. We can show this to the chamber of engineers and the association of businessmen.
Complaints are made to our call center and mail addresses, however visual can also come to our social
media accounts. People can make unfounded complaints to the call centers as well, but when the issue
is visuals on social media, it is more convincing.”

Yilmaz has stated that through the Kadikdy on My Mind Project, they have taken the views and
projects of the citizens.

There are activities we have succeeded in through social media

Yilmaz has expressed that they have achieved a tremendous success in 4 years with the Purchasing
Owners Project and that the purchasing owners slogan has been approved by many local
administrations, artists and brands. Yilmaz has stated that the purchasing owner slogan is given place
to in TV series now. Yilmaz has stated that they have found homes for 650 animals through the
project and these animals’ vaccinations and care have been taken care of besides having been given for
free.

Yilmaz explains the investments and activities they have carried out in line with the feedback they
have received from social media as follows:

“For instance, the number of cars, busses and cabs. We are the first in terms of the handicapped cab
application. After people have used this service, the demand has increased and the municipality has
planned its investments for handicapped cabs accordingly. In this manner, the number of our
handicapped cabs has reached 8 in three-four years. Besides these, people are sending us photos of
what they see abroad like the handicapped swings.”

CONCLUSION
Today, it is apparent that Real Time Marketing which allows a brand to reach its desired target group
by actively participating in the social media platform dialogues used the most by them is an effective
marketing method. The most important characteristic which sets Real Time Marketing apart from the
others is that it communicates a product or service to the target group just when they need it. The tactic
in real time marketing is that there is a race against minutes and even seconds. Another important
point is that, it is created through a creative and humorous language in line with the agenda. When the
users in social media platforms find the content in question enjoyable and humorous, these are shared
Submit Date: 01.10.2016, Acceptance Date: 21.12.2016, DOI NO: 10.7456/10701100/009 107
Copyright © The Turkish Online Journal of Design, Art and Communication



The Turkish Online Journal of Design, Art and Communication - TOJDAC January 2017 Volume 7 Issue 1

immediately and the firms’ visibility increase without paying for any advertisement and promotion fee
to mass communication tool.

In Real time Marketing Applications, what is important is that it is carried out without harming the
reputation of the firm. If not, the firm can receive damage. As for an example, as it has been explained
above, a sexy perception has been attempted to be conveyed in the content of KFC’s tweet “Warning:
Disturbing content! Something hot and spicy is coming” posted on 16 April, 2016 and its visual”,
however it has lead to KFC to delete the tweet in question and apologize from its users as a result of
having a great reaction on social media since it was perceived as extremely obscene by the users. For
Real Time marketing to be successful, firstly the content needs to be in line with the agenda of social
media and the policy of the firm as well. Content which is created in this manner, fun, humorous, is
successful in keeping up with the agenda and suitable for corporate reputation are sure to increase the
visibility of the firm. One of the most important points which should be carefully considered is
corporate reputation. As it has been explained in the study, although Kadikdy Municipality is a state
institution, it has been using both a humorous language and accurately following the current events;
and while speedily applying these it has also been able to preserve its reputation. The main function of
the municipality of being successful in this is that their social media departments within their body
know the municipality very well and the yare very competent in terms of corporate culture. Another
reason for their success is instantaneity. The most important reason why Kadikéy Municipality has
been successful in this is its creation of content and eliminating of decision mechanisms in their posts.
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ABSTRACT

Developments that have been realized regarding software and hardware in the communications
industry have led to compulsory developments in approaches to website designs. The problem of
providing and sustaining compatibility of websites with devices on the market has led to the
development of new approaches. As a result of this situation, a responsive web design approach that
solves the problem of hardware compatibility has been developed in addition to software and software
development methods that allow for the application of this approach. This design approach, which has
been more frequently used since 2011, has been preferred by both individuals and companies because
it is more sustainable and easier to use. Responsive web design principles and the reasons behind their
necessity have been analyzed in this paper. Furthermore, the frameworks that have been developed
based on this design approach were analyzed and their characteristics and qualities were compared in
reference to responsive web design principles. The criteria necessary for choosing a powerful and
effective framework have been laid out.

Keywords: web design, responsive design, responsive web design frameworks, media queries

UYUMLU WEB TASARIMI VE GELIiSEN ALTYAPILARIN
KARSILASTIRMALI ANALIZI

0oz

Iletisim sektoriinde gergeklesen yazilim ve donanmm ile ilgili gelismeler web sitelerinin tasarim
yaklasimlarinda da gelismenin zorunlulugunu dogurmustur. Web sitelerinin, piyasada bulunan cihazlar
ile uyumlulugunun saglanmasi ve slirdiiriilmesi problemi yeni yaklagimlarin gelistirilmesini
saglamistir. Bu durum sonucunda donanim uyumu sorununu ¢dzen duyarli web tasarimi yaklagimi ve
bu yaklagimin uygulanmasini saglayan yazilim ve yazilim geligtirme yontemleri ortaya ¢ikmigtir. 2011
yilindan beri kullanimi siklasan bu tasarim yaklasimi firmalar ve kisiler tarafindan siirdiiriilebilirligi
artirdig1 ve kullanim kolaylig1 sagladigi icin tercih edilmektedir. Bu makale kapsaminda duyarli web
tasariminin prensipleri, ilkeleri ve neden ihtiya¢ duyuldugu irdelenmistir. Ayrica, bu tasarim yaklagimi
temel alinarak gelistirilen catilar incelenmis, sahip oldugu 6zellikler ve nitelikler, duyarli web tasarim
ilkeleri dogrultusunda kiyaslanmigtir. Giiglii ve etkin bir cati se¢imi i¢in gerekli olan kriterler
cikartilmisgtir.

Anahtar Kelimeler: web tasarimi, duyarl, akiskan, duyarli web tasarimi ¢atilari, medya sorgusu
INTRODUCTION

Web design approaches and technologies undergo continual dynamic changes. The reason behind this
change is the developmental tools entering the market at short intervals and the diversity of devices on
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the market. In order to create an effective website, it is very important today to adopt design
approaches that are inclusive and in line with our times.

In the art of painting, all works are depicted on fabric, paper or a surface. When the work of art is
completed, those who look at that work see something of the same size and proportion. When web
designers begin to work, the beginning stages resemble those of artists. They create an empty web
page of a specific size and begin to design. When the design is completed they face a difficulty. The
appearance that the website visually presents to users may differ according to the size and resolution
of the device with which the user is viewing that website. This problem was ignored during the first
years of the Internet when differences in screen dimensions were not big. However, today when there
are so many different sized devices, the solution of this problem has become mandatory. One approach
in solving this problem is “Responsive Web Design”. Responsive web design is a new topic that is
being used with increasing frequency and is arousing interest.

What is Responsive Web Design?

Responsive Web Design is a form of web design in which user interfaces are sensitive to screen
resolution. Thus all devices that can be connected to the Internet provide ease of navigation for the
user regardless of the device and its resolution properties. The device may be a personal computer,
telephone, tablet, television, vehicle or almost anything in the near future. In other words, it is a design
approach used to provide the same or very similar user experiences for different usage scenarios.

There are two basic components in the responsive web design approach. These components are the
contents of the website and the website itself which contains the contents. The dimensions of the
website are determined by means of software in accordance with the resolution and dimensions of the
screen in which the website is displayed. Following the defining process, the contents are inserted into
this page. Contrary to previous design approaches, since the display of the contents is dynamic, the
user experience provided by the website will be similar or the same even if the devices are different.
This situation increases employability. A user friendly website is a result that companies and
individuals alike expect. Furthermore, employability is a key factor in web design and marketing
strategies for companies [1] In this situation, the contents can be thought of as water and the website
as a vessel containing it. As the shape of the vessel changes, so does the shape of the water [2].
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Figure 1 The Increase in Usage of Mobile and Desktop Devices between 2009-2015

Reasons Why Responsive Web Design Is Needed

With the increase in the use of the Internet and the devices with which Internet is accessed, the
problem of websites appearing differently on different screens began. This has affected both users and
website owners. The first solution thought of for this problem was designing different websites for
each type of screen and presenting these websites to users in accordance with the screens they have.
Although this solution was effective in the beginning, it increased the cost of development and
sustainability. Thus it was adapted only by companies and individuals who could allocate greater
amounts for developmental costs in their budgets. This solution has become insufficient because the
resolution properties and dimensions of devices connectable to the Internet have undergone great
diversity in the past ten years. Designing and updating websites for tens of different resolution
properties requires great amounts of money, manpower and repetition of work definitions.

This necessity can be seen in the statistics regarding the increase in the use of the Internet and its
relation to the diversity of devices. The use of mobile Internet is increasing at a rate of eightfold in
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comparison to Internet use with desktops [3]. Today one out of every five people use the Internet on a
daily basis and 25% of the people who use the Internet carry out their entire search on mobile devices
[4]. In addition to this statistical information, the variety of multimedia in use is also undergoing
change and growing in size. In order for the industry to keep up with this progress there is a need for a
dynamic design approach. One of these approaches is responsive web design.

The Variation of
Screen Resolutions in Years
May 2009 May 2013
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Figure 2 Variation of Screen Resolution in Usage between May 2009-May 2013

PRINCIPLES of RESPONSIVE WEB DESIGN

The aim of the responsive design approach is to provide easy to use, user friendly websites which have
similar appearances on all screens. The principles and application methods necessary to actualize this
aim are more complex in comparison to traditional website development methods. As a result of this
complexity, it is more time consuming and higher skilled programmers and designers need to be
employed. In order to overcome these difficulties and reduce the time involved in designing, a
systematic course with specific components should be followed. In order to effectively and easily
actualize responsive web design certain principles need to be adhered to during the design process.
Abiding by these principles during the design process directly affects the quality of the resulting
product.

Responsive Web Template

One of the differences between older style and responsive web design is the format of the templates
used. In the old style web design approach, the breaking points of the connections among the
components are defined on a template of fixed size whereas in responsive web design, these breaking
points are defined by flexible ratios thus aiming for fluidity in display[5]. Responsive web design
templates are shaped similar to rubber and take the shape of the screen on which they will be
displayed. The usage of the multimedia displayed is also different. As queries are renewed on different
sized screens, this process is actualized in accordance dynamically. As a result of this approach,
continuity and fluidity of the displayed components is provided. Examples of responsive web
templates are shown in Figures 2.1.1.1 and 2.1.1.2.

=g

Figure 3 Responsive Web Design Template

Responsive Layout Example

1440px 400px
Figure 4 Responsive Web Design Template
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Responsive Web Design Formula

When preparing a template, there is a formula for rendering flexibility and finding side spaces and
fillings with relative numbers. The dimensions of the target component are calculated according to the
segment it is located in. In this formula, to find the necessary ratio, the width of the target component
is divided by the width of the segment it is located in. For example, in a screen of 1000 pixels, if left
and right segments are defined as 25% and 75%, respectively, these segments will be viewed as 250
pixels and 750 pixels. The change in the dimensions of the screen will lead to a dynamic renewal in
the calculation of the dimensions of these segments.

SIZE OF THE TARGET COMPONENT __ RESIZING
= RATIO
SIZE OF THE SEGMENT IT IS LOCATED IN

Figure 5 Responsive Web Design Formula

Flexible Side Spaces and Fillings

When creating responsive web design templates, all values should be given in ratios. The purpose of
this process is to present the user with a similar interface even if the properties of the screen in view
change. If side spaces and fillings are calculated in pixels, unwanted side spaces and fillings will
appear. In order to avoid this situation, these components should be defined as ratios. There are two
things that have to be taken into account in the defining process. (a) When defining a responsive side
filling for a particular component, the dimensions of the upper component that includes that particular
component should be taken as the dimensions of the segment it is located in. (b) When defining a
responsive area for a component, the size of the component should be calculated as the size of the
segment that component is located in.

Viewports

Viewport is the name given to all areas on a screen except the routing elements and fixed menus. The
dimensions of all the components and templates on the viewport are calculated with the dimensions of
the viewport. In order to carry out this calculation, the “viewport” parameter in the <Meta> HTML tag
is used. Since the screen sizes of mobile devices are small, the “viewport” parameter is used
differently in desktops than it is in mobile devices. This situation is necessary to avoid possible
problems. The reason problems occur is that the pixels used in devices are not standardized with
regard to CSS (Cascading Style Sheets) pixels.

In order to be able to use viewports effectively, two different concepts need to be examined: template
viewport and visual viewport. A template viewport is the unchanging dimension of the device pixels
despite the changes in the level of magnification and the location on the screen. The visual viewport is
the dimension of the pixels changing according to the image being displayed[6]. Some information on
the visual viewport can be found in Figure 2.1.4.1.

Figure 6 Visual Viewport
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Multimedia Queries

Multimedia queries are a type of query that enables more than one CSS to be assigned to an element
for one specific kind of view. The screen type of the device, which makes up the contents, facilitates
changing the styles according to their properties, including width, height, direction, and even
resolution.

They are generally used in increasing the responsiveness of website designs in which CSS
adjustmentshave been made for more than one screen size. These types of queries enable designers to
develop websites that can be read more easily on screens having different resolution properties.
Furthermore, these queries enable mobile and desktop website development processes to be united so
that two websites can effectively be designed simultaneously [7]. The code rules of multimedia
queries show similar behavior no matter what the properties of the device are, thus enabling the code
written to be independent of the devices. There are four basic components of multimedia queries:
multimedia specifier, multimedia properties for the target device, logical key words and CSS rules.
The breaking points are determined by CSS rules and show the places where multimedia queries are
enabled [8].

Responsive Typograph

The actual reason that responsive typography is used is to enable an increase in the ease of reading
material written on websites despite the differences in devices. The device may be any of the mobile
devices or a desktop computer. One of the topics that must be kept in mind is the distance between the
user’s eyes and the device in use. If the distance is increased, the size of the fonts should be increased.
The enlargement process is complex and difficult because there are four CSS measurement units that
enable the size of the fonts to be enlarged. A decision has to be made regarding which unit should be
used. Some measurement units provide for continuity on mobile devices while other measurement
units provide for continuity on desktops. For this reason discussions and critiques continue regarding
where they should be used.

Basic information has been given below regarding CSS measurement units which enable enlargement
of fonts.

(a) “Px” is the name of each and every point on the screen of any device. Px is the structural unit
which enables the concept of resolution to be formed. Good results can be attained at certain
resolution values. However unwanted images may be formed when resolution values are changed. It
diminishes the scalability of an image and is not appropriate for the responsive web design approach.
(b) “Em” is the unit of the font size of written material used in websites. It is scalable. One em is equal
to the font size defined for a template. For example, a font size defined for a template as 12 pt is equal
to 1 em, similarly 2 em is equal to 24 pt. This measurement unit is used widely because it is scalable
and can be used in mobile devices.

(c) “Pt” is the font measurement unit traditionally used in printed multimedia. Pt is equal to one of
seventy-two parts of an inch. Since the pt measurement unit is a fixed length just as the px
measurement unit is, it is not scalable.

(d) The “%” sign is the same as the em measurement unit with the exception of one difference. The
difference is that while the em measurement unit grows linearly, the % unit grows in squares. This
situation sometimes leads to results that designers do not want. When these technical properties are
kept in mind, the em measurement unit is the unit most widely used by designers. It is also the
measurement unit which yields the most predictable results.

The % measurement unit is used by designers, who have a stronger grasp of this unit’s behavior, when
they are designing more legible websites. The other two measurement units are generally used by less
experienced designers and this decreases the scalability of the website under design.

Flexible Multimedia Components

Hyper Text Markup Language (HTML) pages and CSS Technologies are very quickly uploaded by
browsers.[9] However webpage contents do not consist solely of text information. Everyday many
various multimedia are uploaded to the WWW (WorlWideWeb). For example, over 300 million
photographs are uploaded to Facebook Daily [10]. Almost all websites use multimedia. The existence
of vast numbers of multimedia components has the effect of slowing down the process of uploading
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webpages. However increasing the band width and solving this problem in this manner still poses a
great infrastructure problem. Therefore, all multimedia components should be compressed and possess
a specific ratio. This is how it should be presented to the end users.

Today almost all smart phones have screens with DPI (Dots Per Inch) properties. The most advanced
models have FHD (Full High-Definition) resolution. Yet FHD is not even the most popular resolution
for desktop screens. Reading texts on these types of screens is quite easy for the user because the outer
edges of the components and letters are not fine cut. However symbols and images appear blurred
when they are enlarged to screen size. This problem arises not only with mobile devices but also with
desktop and mobile computers.

There are some alternatives to approaching this problem. The first alternative is to use photographs
that are larger than needed for the standard monitor. Later on, the photograph is going to be seen in a
one to one ratio on FHD screens and in a smaller ratio on standard screens. For example, on the Apple
Inc. official website, all graphic files are twice the width and height of normal computer screens. Of
course this approach should be handled with great caution because this situation increases the
information size and server load. Nevertheless, other designers should utilize Apple’s approach for
certain pictures that are in their website design. This approach increases the investment cost but on the
other hand provides ease of usage, visual quality and high resolution support.

Another solution that should definitely be adapted is to avoid the use of cellular graphics wherever
possible, including SVG (Scalable Vector Graphics) with mobile support. This situation leads to the
necessity of using vector objects directly on website pages. When using this approach, users not only
see high quality images, they will also be exempt from a great deal of data traffic because vector
image sizes are much smaller than cellular images.

Flexible Images

One of the most important aspects of responsive web design is that it allows for images to change size
according to the device screen and browser window size. The width and height of images are
determined by default according to the use of the pixels. Scaling is not flexible with this method
because it fixates the size of the image. Proportional values need to be used in order to make the image
size flexible. This approach not only renders the images flexible, it also eases their control.

Today there are many formats of image files being used in the web environment. The discussion on
which ones should be used in responsive web design continues among designers and programmers.
The PNG (Portable Network Graphics) format seems to be the best solution because it supports
lossless data compression and transparency. Thus PNG is the best format for small graphics used to
decorate websites. JPEG (Joint Photographic Experts Group) is the most appropriate solution for
bigger sized images and photographs. JPEG is a file format method for lossy compression. Other
graphic formats possess different disadvantages. Thus JPEG and PNG are the best choices for
responsive web design.

Scalable Vector Images

Scalable vector images are images that are defined by mathematical functions. Their sizes can be
ignored because the images have been formulated with vectors. Scalable vector images can be scaled
in all directions without loss of quality. The advantages in using scalable vector images are: (a) They
are automatically scaled without quality loss. (b) Their sizes are defined in CSS pixels. (c) They are
supported by all modern browsers. (d) Their file size is relatively smaller and they can be compressed.
The biggest problem with scalable vector images is that they are not supported by old generation
browsers.
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Figure 7 The Difference between Scalable Vector Images and Standard Images

Flexible Videos

There are two different situations when using flexible videos in responsive design. If the video is
being uploaded from our server, the video is treated as any image would be and its size is determined
proportionally. If the video is being uploaded from a different source, it is placed entirely in a segment
and the dimensions of this segment are determined proportionally. After determining the areas where
the video is viewed, the display unit presents the user the option of choosing a video resolution.

Figure 8 Viewing Flexible Videos on Different Devices

Touchscreen Compatibility

The goal of the touchscreen compatibility endeavor is to make the design work effectively on mobile
devices. Usually it is difficult for mobile device users to interact with a component or a hyperlink. The
reason for this is that the necessary touchscreen compatibility procedures were not taken into account
during the design stage. The point that has to be taken into account at this stage of the work is that the
inner side spaces of the components and hyperlinks have to be 44 pixels in size. This number
corresponds to the area contacted on the screen when touched by an average person’s finger. In order
to carry out this procedure, the side filling and side space properties of the components should be
designed such that they are scalable. If this rule is followed during the design stage, an interface that is
easy to interact with on both mobile and desktop devices will be created.

Old Generation Browser Support

Responsive web design works through multimedia queries which are technically supported by
CSS3[11]. However CSS3 is not supported by some of the old generation browsers. This factor limits
the use of the responsive web design approach. For example, Microsoft Internet Explorer 8 which
went on-line eleven years ago and which is not supported by CSS3 is still being used today. However
it does not satisfactorily display websites which have been designed with the responsive design
approach. The reason this browser is still in use is that it is embedded in the Microsoft XP operating
system. The use of XP has de-escalated since Microsoft ceased to support it as of April, 2014. Thus
the use of the old generation browser Explorer 8 is also on the decline.

In the case that the support of old generation browsers is desired, it is possible via various technical
solutions and by lengthening the time needed to write the code. These technical solutions usually
include open source codes and are not entirely dependable. These technical solutions enable
multimedia queries to be implemented via JavaScript routines. Thus consequently they can be used on
all old generation browsers that can run JavaScript codes. They introduce an additional load to a
website and may lead to security vulnerability.
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Responsive Mobile Routing

The routing process that is performed on mobile devices is a sensitive and difficult to achieve stage in
responsive web design[12]. Since the screens of mobile devices are small in comparison to desktop
devices, locating and adjusting the dimensions of routing components such as menus present a
problem for designers. In order to solve this problem, the proportional dimensions of routing
components and contents should be determined and coded in accordance with the function of the
website. As a general solution, small menu tokens are embedded in the segments that are located on
the sides of the viewport. When these tokens are contacted, the menus become larger. As a result of
this approach, a large area will be available for the contents. Furthermore interacting with the menu
will be simplified for the user. Another topic that has to be kept in mind is managing the changes that
occur in the ratios of the viewport, namely the changes which take place with lateral and vertical
positional changes. The differences that arise when the sizes or dimensions change can be eliminated.
One approach to solve this difference is to use components that are close to the ratios of a square.
Another solution to this problem is to use two different templates. However this approach increases
the bulk of information which the website weighs down on the device.

Google

B offers
N wallet

W shopping
B siogger

RESPONSIVE WEB DESIGN FRAMEWORKS

Templates coded solely in HTML and CSS require lengthy time and extensive manpower. One of the
problems of this approach is the length of time needed to develop them[13]. One way of overcoming
this problem is by using ready-made code builders and development frameworks. These development
frameworks present designers and programmers with pre-made codes and directions. Thus they target
to diminish the repetitive workload carried on during the development stage. The target of code
builders is to diminish the duration of the development process by transforming the visual appearance
of the design into a code.

The top ten development frameworks as of 2015 have been chosen according to the number of times
they have been downloaded and used. In order of first to tenth, these are:
The top ten development frameworks as of 2015 have been chosen according to the number of times
they have been downloaded and used. In order of first to tenth, these are:

. Twitter Bootstrap

J Foundation

J Skeleton

. HTMLS5 Boilerplate

o HTML KickStart

J Montage HTMLS Framework
o SproutCore

. Zebra

o CreatelS

U Less Framework

These development frameworks have been compared with respect to responsive web design principles,
the size of the community they possess, and the number of documentations.
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The first aspect that catches attention when development frameworks are analyzed is that they have
successfully and entirely incorporated the basic necessities and principles. Among the packages
analyzed, all the frameworks possessed the necessary grid structure and responsive web template. The
analysis of this grid structure triggers being media-independent or the compatibility among media.
When the subject is viewports, the differences between frameworks and their inadequacies rise to the
surface. When different image sizes are correlated with old versions of web browsers, there are few
frameworks which maintain consistency. The display and usage of multimedia items on the web is
another important matter. The barrenness of frameworks regarding this matter also catches the eye.
Problems sometimes arise even with Twitter Bootstrap which is the most qualified and most
comprehensive framework on the list. At this point of the design process, the aid of third party
solutions becomes important. Again, Twitter Bootstrap possesses the most extensive libraryarchive
related to this topic.

All developmental frameworks are built up on an up to date and popular web technology, namely
HTML5[14]. This is an important factor for projects to be sustainable. On the other hand, some
packages still do not support CSS3 while some packages are integrated solely with the jQuery library;
these situations can be considered as handicaps. The fact that Twitter Bootstrap, in particular,
possesses values identical to the jQuery structure, facilitates the developers’ work. It is an important
issue that rich and complicated items are included in packages. At this point, Bootstrap’s shortcomings
arise to the surface. Packages that include more complex interface elements such as summary tables
and color choice pallets are available. Consequently making a correct analysis in accordance with the
project and conducting research on pre-requisites are important.

CONCLUSIONS AND RECOMMENDATIONS

The findings of the comparison of responsive web design frameworks is as below: Before choosing a
package, a requirement analysis should definitely be carried out. The properties of the packages should
be studied according to this analysis and the choice should be made accordingly.

When choosing, it is necessary to take into account if it possesses compatibility with JavaScript
libraries which are widely used. In order for the project to progress consistently, it is important to
prefer packages that are compatible with widely preferred packages, particularly such as jQuery. The
preferred package should be prepared according to the first media of the project to be developed. For
example, the framework for a project that will be prepared primarily for mobile devices would be a
framework with powerful mobile qualities.

For projects with concentrated contents and mainly content presentation, frameworks with a wide and
multi-grid system (12 or more) should be preferred. If it is a comprehensive and long-term project, in
order to maintain a sustainable project, it becomes important if the packages can be personalized. The
need for high performance and speed are also differentiating properties among frameworks. For
projects where the design of the interface is not important and practical, fast solutions are required,
high performance frameworks can be preferred.

Even if responsive web design solutions require more manpower in the first steps of the design
process, they should be used in modern website designs because they have a higher potential of being
sustainable. Since the capabilities of browsers and mobile devices increase day by day, web sites
designed with this approach provide users with ease and quality of experience. Since this approach is
accepted by search motors as a criterion of quality, access is easier. This situation has a positive effect
on the number of users. This is an approach that should be used by companies and individuals who
want to present a modern website of good quality, fixed user experience, and also complete the design
process in a single stage. Responsive web design has become a website rule in our day and is
becoming used more and more widely.
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SAGLIK iLETiSIMINDE INTERNET KULLANIMI UZERINE BiR
ARASTIRMA

Nur GORKEMLI
Selguk University, TURKEY
ngorkemli@selcuk.edu.tr
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2000’1i yillarin basinda ortaya ¢ikan ve internet kullanicilarinin igerik yaratip paylasabilmelerine
olanak taniyan Web 2.0 teknolojisinin getirdigi yenilikler, pek ¢ok alanda oldugu gibi saglik
iletisiminde de etkin olarak kullanilmaktadir. Bu ¢alisma, giinlimiizde énemli bir yer tutan internet ve
sosyal medyanin saglik iletisiminde kullanim alanlari hakkinda bilgiler verdikten sonra hasta ve
hekimlerin saglik alaninda internet ve sosyal medya kullanim tercihlerini, temel motivasyon ve kaygi
unsurlarii gérebilmek amaciyla gerceklestirilmistir. Bu kapsamda Selcuk Universitesi ve Necmetin
Erbakan Universitesi Kadin Hastaliklar1 ve Dogum Anabilim Dalinda gorevli 41 doktora ve Necmetin
Erbakan Universitesi Kadin Hastaliklar1 ve Dogum Anabilim Dalina gelen 475 hastaya anket
uygulanmistir. Sorulan sorularla deneklerin saglik alanina tercih etkileri internet uygulamalari, bu
uygulamalarin kullanim amagclart ve saglik iletisimindeki internet uygulamalariyla ilgili yasanan
endigeleri anlamak amaclanmigtir. Aragtirma verileri, hasta ve hekimlerin saglik amacgli internet
kullanim oranlarinin yiiksek oldugunu gostermistir. Hastalarin saglik amagli internet kullanimlarindaki
ana motivasyon kaynagi saglikla ilgili konularda bilgi edinmek iken hekimlerin ana motivayonu bilgi
giincellemek, meslektaslarla etkilesimde bulunmak ve etkinlikleri paylagsmak oldugu goriilmiistiir.
Hastalar agirlikli olarak internet kullanimlarinda bilginin mahremiyeti konusunda kaygi yasarken,
doktorlar en ¢ok internetteki bilgiler yliziinden saglikla ilgili problemler yasanabilecegi konusunda
kaygt tasimaktadir. Caligmanin son bdoliimii, literatiirde yer alan benzer ¢aligmalarla bu aragtirma
verilerinin kisa bir kargilagtirmasini icermektedir.

Anahtar Kelimeler: internet, sosyal medya, sosyal aglar, saghk iletisimi, Web 2.0

A STUDY ON INTERNET USAGE IN HEALTH COMMUNICATION

ABSTRACT

Web 2.0 technologies, which enable its users to create and share contents, have been intensively used
in the field of health communication since early 2000s like many other fields. This study provides
information about internet and social media usage in the field of health communication and then
examines patients’ and physicians’ internet and social media preferences with their motivations and
barriers. In this context, 41 doctors, who serve in the Department of Obstetrics and Gynecology at
Selcuk and Necmettin Erbakan Universities, and 475 patients, who came to the Department of
Obstetrics and Gynecology at Necmettin Erbakan University, were surveyed. With the questions
asked, it is aimed to understand the subjects’ internet preferences, main motivations and concerns in
health communication. It is shown that rate of patients’ and physicians’ usage of internet for health
purposes is high. Patients’ main motivations are having information on issues related to health;
whereas physicians’ main motivations are updating information, interacting with colleagues and
sharing activities. Privacy issues constitute patients’ main barriers in internet usage and health
problems that can be faced due to information existed on internet are seen as the main barriers for
doctors. The last part of the study contains a brief comparison of this research’s inputs with the similar
studies in the literature.

Keywords: internet, social media, social networks, health communication, Web 2.0
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GIRIS

Web 2.0 olarak adlandirilan ve olusturulan igeriklerin genis kitleler arasinda yayilmasi ve
paylasilmasina olanak taniyan teknoloji, iletisimde giiclii, diisiikk maliyetli, oldukca etkili ve etkilesimli
bir siireci miimkiin kilmaktadir. Web 2.0 teknolojisi sayesinde, bloglar, oynatict ve video abonelikleri,
vikiler, sosyal aglar ve biitiinlesik web siteleri gibi pek ¢ok uygulama da hizla hayatimiza girmistir.
Sosyal medya olarak adlandirilan bu uygulamalar, kullanicilar arasinda isbirligini, olusturulan
iceriklerin paylasimi ile es zamanli etkilesimi kolaylastirarak kisilerle kurumlar arasindaki iletigimi
zaman ve yer kisitlamasindan hem bagimsiz, hem de etkili bir hale getirmistir.

Sosyal medya ve sosyal aglar benzer sekilde birbirleri yerine kullanilsa da ayni anlama
gelmemektedir. Sosyal medya yaratilan mesaj1 aktaran bir iletisim kanali olarak iglev goriir (Morehead
vd. 2013). Sosyal aglar ise sosyal medyanin kullanim alanlarindan biridir ve benzer deneyim ve ilgi
alanina sahip olan veya ayn1 goriisteki gruplar arasinda daha kisisel icerikli paylasimlara olanak tanir.
Bu aglar, s6z konusu kisiler tanistikca ve aglarda bulustukca giderek biiyiir (socialmediatoday.com).

1. DUNYADA VE TURKIYE’DE INTERNET VE SOSYAL MEDYA KULLANIMI

[statistikler tiim diinyada internet kullanimindaki hizli artisin sosyal medya kullaniminda da soz
konusu oldugunu ortaya koymaktadir. 30 Kasim 2015 tarihi itibariyle tiim diinyadaki internet kullanim
orant %46,4 olarak bildirilmistir, internet kullananlarin sayist ise 3,6 milyardan fazla kisi ile son bes
yil icinde %832,5 gibi biiyiik bir oranda artmistir (www.internetworldstats.com). 2009 yil1 verilerine
gore diinyada %25 olan toplam internet kullanim orani (McNab 2009: 566) 2015 yilinda neredeyse
diinya niifusunun yarisim1 kapsamustir. Internet kullanimi kitalar ve bdlgeler bazinda gelismislik
oranlarma bagli olarak farkliliklar gdstermektedir ornegin en fazla internet kullanim oranina sahip
kitalar ve bolgeler %87,9 ile Kuzey Amerika, %73,5 ile Avrupa, %73,2 ile Avustralya’dir. Bu
oranlar1 sirastyla %55,9 ile Gliney Amerika ve Karayipler, %52,2 ile Ortadogu, %40,2 ile Asya ve
%28,6 ile Afrika takip etmektedir (www.internetworldstats.com). Sosyal medya kullanim oranlar1 ve
bu oranlardaki artislar, internet kullanimindaki oranlarla paralellik gostermektedir. 2015 yilinda sosyal
medya kullanimi bir dnceki yila gore 176 milyon kisi artisla diinya niifusunun %30’unu kapsayarak
2,2 milyar kisiye ulasmis, 1,9 milyar kisi ise sosyal medya uygulamalarint mobil cihazlarina
indirmistir (www.socialmediatoday.com). 2010 yilinda yarim milyon kullaniciya sahip olan
Facebook’un (Anthenuis vd, 2013: 426) 2015 yilinda 500 milyondan fazla aktif kullanicist vardir ve
bu uygulamaya her giin 500.000 yeni kullanict ve her saniye 6 yeni profil eklenmektedir. Mobil
kullanicilar diinya niifusunun neredeyse yarisini olusturmakta ve her giin 2 milyon akilli telefon satigi
gergeklesmektedir (www.socialmediatoday.com). Yine yaygin bir uygulama olan Twitter’in 284
milyon kullanicisinin oldugu, kullanicilarin %88’inin mobil cihazlardan uygulamaya eristigi ve giinliik
atilan tweet sayisinin 500 milyonu astigi rapor edilmistir. 300 milyon kullanici sayisina sahip
Instagram’da giinliik paylasilan resim ve video sayisi 70 milyonu bulmaktadir (www.jeffbullas.com).
Is diinyasindaki kisilerin diger kisilerle iletisim kurup bilgi alisverisi yapmasimi saglayan ve 2010
yilinda 70 milyon kullanictya sahip olan LinkedIn’in (Anthenuis vd. 2013: 426) 347 milyon kayith
iiyesi bulunmaktadir ve 2014 yilsonu itibariyle bu uygulamanin geliri gegen yila gore %44 artis
gostererek 643 milyon ABD dolarina ulagsmistir (www.jeftbullas.com).

Tiirkiye’deki internet ve sosyal medya kullanimi, diinyadaki bu artisa ayak uydurarak hizli bir gelisim
icerisindedir. Tiirkiye Istatistik Kurumu verilerine gére 2015 Nisan ayinda 16-74 yas arasi internet
kullanim oran1 %55,9’dur. Internet erisimine sahip hane halki oram %69.,5, cep telefonu veya akilli
telefon bulunduran hane halki orani ise %96,8’dir (www.tuik.gov.tr). Uluslararasi Telekom Birligine
gore 2000’li yillarin basinda Tiirkiye’de internet kullanici sayis1 2 milyon iken bu say1 son on yilda
%1750 artmistir (sgb.kulturturizm.gov.tr). Kiiresel Web Endeksinden alinan bilgileri derleyen
“WeAreSocial” verilerine gore 2015 Haziran itibariyle Tiirkiye’de aktif internet kullanicist 37,7
milyon (%49), aktif sosyal medya hesab1 40 milyon (%52), aktif mobil sosyal hesap sayis1 32 milyon
(%42°dir). 2015 verilerine gore aktif internet kullananlarin artis oram1 %5 iken sosyal medya
hesabindaki artis oran1 %11, mobil sosyal hesap artisi ise %14 tiir. Ayn1 aragtirma verileri Tiirkiye’de
internette gegirilen ortalama siireyi 4 saat 37 dakika, mobil internetteki siireyi 2 saat 51 dakika ve
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sosyal medyada gecirilen ortalama siireyi ise 2 saat 56 dakika olarak vermektedir. Bu kisilerin
televizyon basinda gecirdikleri ortalama siire ise 2 saat 17 dakika olarak bildirilmigtir. WeAreSocial
Haziran 2015 verileri ile Tirkiye’de tercih edilen sosyal platformlari ve kullanim yiizdelerini su
sekilde siralamistir (http://wearesocial.com) (Tablo 1):

Tablo 1.Tiirkiye 'deki Aktif Sosyal Platformlar ve Kullanim Oranlar (http://wearesocial.com)

Sosyal Platform Kullanim oram (%)
Facebook(*) 26
Whatsapp(**) 23
Facebook Messenger(**) 21
Twitter(*) 17
Google+(*) 14
Skype(*) 13
Instagram(*) 12
LinkedIn(*) 8
Pinterest(*) 7
Viber(**) 6

(*) sosyal aglar
(**)mesaj ortamlari

2. INTERNET VE SOSYAL MEDYANIN SAGLIK ALANINDA KULLANIMI

Kisa siirede bu kadar hizli bir sekilde biiyiiyen ve genis kitlelerin aktif bir sekilde kullandiklar araglar
haline gelen internet ve sosyal medyanin etkin kullanim alanlarindan birisi de saglik iletisimidir.
Saglk iletisimi, insanlarin hastalik ve saglik konusunda bilgi sahibi olmasi, genel saglik diizeyinin
artirilmast, tedavi siireci hakkinda kisilerin bilgilendirilmesi (Oztiirk ve Oymen 2013: 114), ulusal ve
evrensel saglik programlariin hazirlanmasi, saglik politikalarinin diizenlenmesi ve saglikla ilgili
tutumlarin degistirilmesi (Mendi 2015: 278) gibi genis ¢capli konular1 kapsamaktadir. Amerika Birlesik
Devletlerindeki “Healthy People 2020” Projesinin “saglik iletisimi ve saglik bilisim teknolojileri” alt
basliginda internet ve sosyal medyanin kullanim amaglart  su sekilde siralanmigstir
(www.healthypeople.gov):

- Bireylerin saglik okur-yazarligini gelistirmek

- Elektronik kisisel saglik yonetimi araglarini kullanan kisi sayisint arttirmak
- Bireylerin internete erigimlerini arttirmak

- Saglik iletisimi ile ilgili web sitelerin kalitelerini arttirmak

- Kamu sagligini koruma amacl kriz ve acil durum risk mesajlarini arttirmak

- Hastaliklar1 6nlemek ve kaliteli yasam icin sosyal pazarlama faaliyetlerini arttirmak

Glintimiizde farkli internet siteleri ve sosyal medya uygulamalari saglik iletisimi alaninda
kullanicilarina yeni acilimlar saglayarak aktif kullanict sayisini arttirmaktadir. Bu yeni gevrimigci
sistemlerle ¢cok genis cografyadaki bireyler ve saglik profesyonelleri i¢in kolay, ucuz ve hizli bir
sekilde paylasim yapmak, bilgi edinmek ve iletisim kurmak miimkiin hale gelmistir. Facebook,
MySpace, Twitter, Vikiler, Bloglar, YouTube ve g¢esitli forum siteleri saglik iletisimi alaninda
kullanilan sosyal medya araclarindan bazilaridir. Korda ve Itany (2013: 17) saglik alaninda kullanilan
sosyal medya uygulamalari, kullanim alanlar1 ve 6rneklerini Tablo 2’de siralamistir:

Tablo 2.Saglik Alaninda Kullanilan Sosyal Medya Uygulamalar: (Korda ve Itany 2013: 17)
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Aracg

Tanim / Kullanim

Ornekler

Bloglar

RSS (rich site
summary)
beslemeler

E-oyunlar

Mesaj
tahtalan

Mikrobloglar

Kisa mesaj
servisleri
(SMS)

Sosyal ag
siteleri (genel)

Sosyal ag
siteleri
(saghkla
ilgili)

Video dosyasi
paylasimi

Widgetlar

Wikiler

Yazarinin ilgi duydugu alanla ilgili paylagimda
bulunabildigi, yorumlar aldig: farkli
platformlarda paylasim yapabildigi yayinlardir.

RRS beslemeler, kullanicilarina ¢evrimig¢i metin,
video ve diger medya giincellemelerine abonelik
ve igerigi takip edebilme olanag: saglar.

Internet aracilityla video oyun konsolu ile veya
mobil bir telefon aracilig1 ile oynanan
etkilesimli oyunlardir.

Kullanicilarin mesaj veya soru yolladiklart ve
bunlarin yanitin1 diger kullanicilardan aldiklari
senkronize ya da senkronize olmayan
platformlardir

Uzunlugu kisitlanmig bloglardir

Mobil telefon ile bir kisiye gonderilen veya bir
kisiden alinan mesajlardir

Kisilerin ¢evrimigi topluluklar olusturmalarina,
mesaj yollamalarina ve igerik paylasmalarina
yarayan uygulamalardir.

Kullanicilarin diger kullanicilarla saglikla ilgili
konularda ¢evrimi¢i bilgi ve deneyim paylasimi
saglayan sitelerdir

Kullanicilarin paylasim ve yorum amacl
videolar yaratip yiikledikleri uygulamalardir

Bir sitedeki igeriklerin direkt olarak kullanicinin
web sayfasinda veya bagska bir web sitesinde
gosterilmesini saglayan uygulamalardir.

Birden fazla kullanicinin genel kullanim amagl
icerik yaratmasi ve iletmesine olanak taniyan bir
uygulamadir

www?2.mdanderson.org/cancerwise

health.com, mayoclinic.com,
cancer.or

CDC.gov,
healthgamesresearch.org

everydayhealth.com,
healthboards.com

Twitter ve Twitter'a 6zgii
uygulamalar, Tumblr

Text4baby

Facebook, MySpace, LinkedIn

dLife.com, stickK.com

YouTube, plannedparenthood.org

CD'n.gov, widgetbox.com

wikihealth.com, wikiph.org

(Korda ve Itany 2013: 17)

Internete erisimin artmasiyla saglikla ilgili konulara daha kolay erisilebilmesi saglik calisanlar1 ve
hastalar i¢in 6nemli bir firsat olarak degerlendirilebilir. Kisisel bilgisayardan akilli telefonlara yonelim
arttikca saglik personeli ve hastalarin sosyal medya kullanim olanaklar1 da artmistir. Saglikla ilgili
konular insanlarin bilgi paylasimima en gok ihtiyag duyduklari konular arasindadir (Oztiirk ve Oymen
2013: 113) . Sosyal medya sayesinde saglik bilgileri zaman ve mekanla sinirli kalmadan genis kitlelere
ulagabilmekte, tedavi siirecinde duygusal destek ve motivasyon miimkiin olabilmektedir (Morehead vd
2013). internet ve sosyal medya kisiler tarafindan sadece hastaliklar1 dgrenmek ve deneyimleri
paylasmak i¢in degil, saglikla ilgili tavsiye almak, saglik kuruluslar1 ve doktorlar hakkinda bilgi alarak
karar vermek gibi amaglarla da aktif olarak kullanilmaktadir. Her giin giderek daha c¢ok kisi
hastaliklarla ilgili sosyal medya kullanmakta, c¢evrimi¢i ansiklopedilerden bilgiler 6grenmekte,
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gorseller ve videolar1 goriintiilemektedir (McNab 2009: 566). internet sayesinde randevular online
almabilmekte, doktorla iletisim kurulabilmekte ve tahlil sonuglar1 aninda goriilebilmektedir (Hawn
2009: 366). Internet ve sosyal medya, saglikli kisiler icin de daha kaliteli bir yasam icin bilgi edinme
olanag1 sunmaktadir ayrica saglikli kigiler sosyal medya aracilig ile hastalara destek saglama ve saglik
konularinda etkinlikler diizenleme gibi faaliyetler de yiiriitebilmektedir. Saglik uzmanlar1 kendileri ile
ilgili bilgileri glincellemek, 6grenciler veya hastalarla hizli ve etkili bir iletisim kurmak, genis capta
hasta veya saglikli kisilerin katilimiyla saglik arastirmalari yapmak (Prasad 2013: 492-494),
bilgilendirmeler ve tanitim yapmak, tip egitimine katki saglayacak paylasimlarda bulunmak,
meslektaglarla farkli amaclarla paylagimlarda bulunmak, deneyim paylagmak, (McKee 2013: 298) ve
konsiiltasyon yapmak gibi sebeplerle sosyal medyadan faydalanmaktadir. Ozellikle saglik egitimi
alaninda egitilenin pasif konumdan ¢ikip katilim ve etkilesimin saglanabildigi sosyal medya ile bilgi
aktarilmasi1 miimkiin olabilmektedir (Mendi 2015: 276). Bireyler disinda saglik kuruluslari icin de
hedef kitleleri ile iletisimde geleneksel medyaya gore biiyiik avantajlar sunan sosyal medya dnemli bir
firsattir (McNab 2009: 566). Bakanliklar, saglik organizasyonlari, sivil toplum orgiitleri gibi
organizasyonlar hastaliklarin 6nlenmesi, farkindalik olugturmak (Liang ve Scammon 2011: 322),
tutum ve davranislara etki etmek (Oztiirk ve Oymen 2013: 114), saglik kurumlar1 arasinda iletisimi
arttirmak (Prasad 2013: 492) farkli organizasyonlar arasinda kampanya gelistirmek ve projeler
iiretmek gibi amaglarla sosyal medya kullanmaktadir. Bu kuruluslar hedef kitleleri ile kurduklari seffaf
ve katilimci1 cevrim ici iletisimle organizasyonlarma deger katarlar (Oztirk ve Oymen 2013:
114).Sosyal medya salgin hastaliklarin resmi kaynaklar tarafindan yayinlanmadan 6nce hastalik
egilimlerini gdstermesi agisindan da etkili bir aractir (McKee 2013: 298). Ornegin bir grup arastirmaci
grip hastaliginin yayilmasini Twitter verilerini inceleyerek arastirmistir. Sosyal medya es zamanl bilgi
sagladig icin salgin ve tehdit gibi durumlarda ihtiyaglar1 belirlemek, karsilamak, organize olmak ve
onlemler almak amagclarryla kullanilabilir (Mendi, 2015: 282-285). Sosyal medya uygulamalar1 tiim
bunlarin yaninda saglik politikalar1 olusturmada da etkili bir aragtir ¢linkii tibbi bloglar ve farkli sosyal
medya uygulamalari ana akim medya ve karar verici organlar tarafindan gozlemlenebilmektedir
(Morehead vd 2013). Sosyal medyanin farkli gruplar tarafindan saglik amach kullanimi yukaridaki
veriler 15181nda asagidaki tabloda derlenerek bir araya getirilmistir (Tablo 3).

Tablo 3.Saglik Alaninda Sosyal Medyanin Yaygin Kullanim Alanlart

Hastalar Saghk Kuruluslar: (bakanhklar, Saghk Uzmanlar:
hastaneler, sivil toplum kuruluslari, vb)

- Deneyim paylagsma - Hastaliklar1 6nlemek - Kendi tanitimlarini
- Tavsiye alma - Farkindalik olusturmak yapmak
- Duygusal ve sosyal - Tutum ve davraniglara etki etmek - Bilgi edinmek

destek - Saglik kuruluslart arasinda etkilesimi - Meslektaslarla  iletisim
- Saglk bilgisi arttirmak kurmak

arastirma - Kampanya, proje ve etkinlik - Ogrencilerle iletisim
- Saghk  kuruluslar gerceklestirmek kurmak

hakkinda bilgi alma - Kurumlarinmn tanitimimi yapmak - Hastalarla iletisim
- Doktorla ilgili bilgi - Saglik politikalari olusturmak kurmak

alma - Etkinlik ger¢eklestirmek
- Tlagla ilgili bilgi alma - Deneyim paylasmak
= Online randevu - Konsiiltasyon yapmak
- Tabhlil sonuglar1 alma - Egitim vermek
- Doktorla iletisime - Saglk arastirmalari

geeme yapmak

Saghkh Kkisiler

- Daha saglikli yasam yollar1 hakkinda bilgi alma
- Hasta olan yakinlara destek saglama

- Etkinlik diizenleme

- Farkindalik saglama
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Hastalarin ve saglik calisanlarmin saghk alamiyla ilgili internet ve sosyal medya davraniglarini
anlamak hedef kitleye mesajlarin nasil iletilebileceginin tasarlanmasi acisindan 6nemlidir. Bu konu
pek cok arastirmacinin ilgisini ¢ekmis ve alanla ilgili internet ve sosyal medya kullanimi iizerinde
caligmalar yapilmistir. Dijital pazarlama ajansi iCrossing tarafindan yapilan ve 12 ay boyunca 644
denek iizerinde gergeklestirilen bir arastirmada deneklerin %23%iniin interneti haftada birden fazla,
%40'nin da ayda ii¢ kere saglik amagh kullandig1 belirtmis ve interneti saglik amagli kullanmayan
denek orani sadece %1 olarak bulunmustur (Prasad 2013: 494). Pharma Marketing Blog tarafindan
saglikla ilgili bilgi arayanlara yonelik olarak yapilmis bir arasgtirmada deneklerin %48’inin saglik
sitelerine girdigi, %27’lik bir kismin vikiler gibi bilgi sitelerini takip ettigi %11’lik bir dilimin saghk
kuruluglarinin  web sitelerini ziyaret ettigi, %11’inin online hasta sosyal paylasim grubu
uygulamalarin1 kullandigr ve %6°lik bir grubun ise saglik iletisimi amagli sosyal medya kullandig:
goriilmistiir (Prasad 2013: 494). Tiirkiye’de internetin saglik amacl kullanimu ile ilgili olarak 2013
yilinda Social Touch tarafindan 8001 denek iizerinde bir arastirma yapilmis ve saglikla ilgili internet
kullanimlartyla ilgili sorular sorulmustur. Bu aragtirmaya gore saglikla ilgili her hangi bir konuda
internete bagvuran denek orami %78,77°dir. Denekler saglikla ilgili internet kullanimini sirasiyla
bilgisayardan (%93.9), cep telefonundan (%49,07) ve tabletlerden (%21,40) gerceklestirmektedir.
Deneklerin saglik amagli internet kullanim siklig1 %27 oraninda ayda 2-3 kez, %21,98 oraninda da
ayda bir kereden daha az olarak belirlenmistir. Arastirma internetten daha ¢ok saglik ve hastalik
konularini arastirma (%89,73), ilaglarla ilgili bilgi alma (%55,92), saglik hizmetleri ile ilgili bilgi
edinme (%44,12) ve doktor randevusu alma (%42,03) gibi amaclarla yararlanildigini ortaya
koymustur. Yine ayni arastirmanin verileri, deneklerin bilgi arama yontemi olarak %74,45 oraninda
arama motoru kullandigini, %60,88 oraninda forumlara baktigini, %46,74 oraninda doktorlara internet
araciligi ile soru sordugunu, %23,95 oraninda takip edilen sitelere ve bloglara girdigini ve %8,75’lik
kismin ise sosyal medya platformlarini kullandigin1 gostermistir (www.socialtouch.com.tr).
Hollanda’da saglik amacli sosyal medya kullanimini hastalar ve saglik profesyonelleri agisindan
arastiran bir ¢alismada hastalarin daha ¢ok Twitter ve Facebook'u kullandiklar1 ve bu kullanimdaki ana
motivasyonun diger hastalarla iletisime gegmek oldugu goriilmiistiir. Ayni aragtirma, hekimlerin alanla
ilgili olarak daha ¢ok LinkedIn ve Twitter’t meslektaslari ile iletisim kurmak ve pazarlama amaglariyla
kullandigin1 ortaya koymustur. Bu ¢alismanin 6ne ¢ikan baska bir sonucu da hastalarin sosyal medya
kullaniminin saglik personeline gore daha yiiksek oranda oldugudur. Her iki grubun da sosyal
medyanin sundugu zaman ve mekan serbestliinden memnuniyet duydugu goriilmiistiir. Hastalarin
saglik amagli sosyal medya kullanimindaki ana kaygilari mahremiyet sorunu (verilerin gizli
kalmamas1) ve bilgilerinin gilivenilir olmamas1 iken, profesyonellerin temel kaygilarinin sosyal
medyay1r zaman ve kaynak acisindan etkin gormemek ve sosyal medyayr kullanmakta yetkin
olmadigina inanmak olarak siralanmistir (Anthenuis vd 2013: 430).

Amerika Birlesik Devletlerinde internet ve saglik amaghi sosyal medya kullanimindaki kusak
farkliliklartyla ilgili degisik yilarda yapilan arastirma sonuglarini derleyen bir calismadainternet
kullanim alanlar1 ve yogunluklarinin kusaklar arasinda degisim gosterdigi ortaya konmustur. Bununla
birlikte saglik alaninda internet kullanimimin X kusaginda, Y kusaginda, Babyboomer olarak
adlandirilan ve 50-65 arasi1 yas grubunu kapsayan kusakta ve 66 yas listii kisilerde birbirine yakin
oranlarda bulundugu goriilmiistiir. Buna gore, tedavi amaclh internet kullanimi 18-29 yas grubunu
kapsayan Y kusaginda %56, 30-49 yas aras1 X kusaginda % 57, Babyboomer olarak adlandirilan 50-
65 yas arasinda %55 ve 65 yas iistiindeki grupta ise %53 oranindadir(Korda ve Itany, 2013: 18).

Farkli alanlarda oldugu gibi 6zellikle saglik alaninda oldukga etkin ve yaygin bir sekilde kullanilan
sosyal medya geleneksel medyaya gore pek ¢ok avantaj saglasa da dikkatli kullanilmadigi zaman
istenmeyen sonuglar1 beraberinde getirebilir. Yukarida pek ¢ok avantajina ve saglikla ilgili kullanim
alanlarma deginilen sosyal medyanin getirebilecegi ¢esitli riskler de s6z konusudur. Ornegin hastanin
izni olmadan verilerin paylagilmasi, hastanin mahremiyetine yonelik tehdit olusturabilmekte ve teshis
ve tedavide yliz ylize olmamak cesitli hatalar1 giindeme gelebilmektedir (Hawn 2009: 366-367).
Paylagilan verilerin yeniden paylasiminin etik olup olmadigi ve bunlarin denetimi konusundaki
uygulamalar iilkeden iilkeye farklilik gdsterebilmekte, bu da ¢esitli sorunlara yol acgabilmektedir.
Bunun diginda ¢evrimigi yiiriitiilen saglik konulu bilimsel arastirmalarda anketlerin yaniltici sonuglar
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verme olasilig1 bulunmaktadir (McKee 2013: 299). Ayrica bilginin dogrulugunun kontrol edilemedigi
durumlar ve asilsiz haberler sosyal medyanin saglik alaninda getirdigi riskler arasinda siralanabilir
(Oztiirk ve Oymen 2013: 115). Internet ve sosyal medya araciligtyla zararli veya yanls tavsiyelerin
giindeme gelmesi telafisi zor saglik sorunlarina yol acabilir. Nitekim 2001 yilinda 3001 yetigkine
uygulanan bir ankette deneklerin %3’l internetten bulduklari saglik bilgisinden zarar goérdigilini
bildirmistir (Prasad 2013: 494).

3. HASTA VE DOKTORLARIN SAGLIK ALANINDA iNTERNET KULLANIMI UZERINE
BiR ARASTIRMA

Amac ve Yontem

Hasta ve saglik personelinin saglikla ilgili internet ve sosyal medya kullanimlarindaki tercihleri,
motivasyonlari ve engellerini ortaya koymay1 amaclayan bu ¢alismanin evrenini Kadin Hastaliklar1 ve
Dogum Anabilim Dalinda goérev yapan doktorlar ve Kadin Hastaliklar1 ve Dogum Klinigine gelen
hastalar olusturmaktadir. Hem Konya Selguk Universitesi (SU) hem de Necmettin Erbakan
Universitesi (NEU) Meram Tip Fakiiltesinde Kadin Hastaliklart ve Dogum Anabilim Dalinda gorev
yapan 41 doktor ve Konya Necmettin Erbakan Universitesi Meram Tip Fakiiltesi Kadin Hastaliklar1 ve
Dogum Klinigine gelen 475 hasta ise ¢aligmanin 6rnekleminde yer almaktadir. Her iki iniversitenin
ilgili anabilim dallarinda gorev yapan toplam 41 doktorun hepsine ulasilmig ve yiiz yiize anket teknigi
kullanilarak formlar doldurulmustur. Hastalarla ilgili degerlendirme yapilmasi amaciyla Konya
Necmettin Erbakan Universitesi Meram Tip Fakiiltesi Kadin Hastaliklar1 ve Dogum Klinigine 4-15
Nisan 2016 tarihleri arasinda gelen hastalarin tamamina ankete katilip katilmayacagi sorulmus, kabul
eden 475 hastaya yine yliz ylize anket teknigi uygulanarak formlar doldurulmustur. Sadece
Konya’daki Tip fakiiltelerinin Kadin Hastaliklar1 ve Dogum Servislerindeki doktorlarin ¢alismaya
dahil edilmesi ve izin alma siirecindeki kolayliklar dolayisiyla yalnizca NEU Meram Tip Fakiiltesi
Kadin Hastaliklar1 ve Dogum klinigine gelen hastalarin arastirmaya alinmast bu ¢alismanin
kisithiliklarini olusturmaktadir. Toplanan veriler SPSS paket programi kullanilarak analiz edilmistir.

Bulgular

Calismanin bulgular iki asamada degerlendirilmistir. ik asamada NEU Meram Tip Fakiiltesi Kadin
Hastaliklar1 ve Dogum Anabilim Dalina gelen hastalara uygulanan anket verileri incelenmistir. ikinci
asama ise Konya’daki iki Tip Fakiiltesinin Kadin Hastaliklar1 ve Dogum Anabilim Dalinda gorev
yapan doktorlarin anket sonuglar1 analiz edilerek degerlendirilmistir.

Hastalarla Ilgili Bulgular

Ankete katilmayr kabul eden deneklerin %53,5’luk kismi 21-30 yas arasindaki hastalardan
olugmaktadir. Bunu, %29,3 oraniyla 31-40 yas aras1 hasta grubu takip etmektedir. Deneklerin %38,5
iiniversite mezunu, %25,7’lik kism1 ise lise mezunudur. Ortadgretim mezunlarinin %19,8, ilkogretim
mezunlarmin %15,6 ve bir okuldan mezun olmayip sadece okuryazar olanlar da %0,4 oranindadir.
Veriler incelendiginde katilimcilarin ¢ogunun orta yas ve alti; egitim durumlarmin ise agirlikli olarak
lise ve lizeri oldugu goze carpmaktadir, bu durumda deneklerin agirlikli olarak gorece geng ve egitim
diizeyi yiiksek kisilerden olustugu soylenebilir (Tablo 4).

Tablo 4. Deneklerin Demografik Ozellikleri

Yas Say1 Yiizde
20’den kiigiik 20 4,2

21-30 yas arasi 254 53,5

31-40 yas arasi 139 29,3

41-50 yas arasi 44 9,3

51-60 yas arasi 10 2,1

61 yas ve yukarisi 8 1,7

Toplam 475 100,0
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Egitim

durumu

Okur-yazar 2 0,4
[k gretim 74 15,6
Ortadgretim 94 19,8
Lise 122 25,7
Universite ve iizeri 183 38,5
Toplam 475 100,0

Doktorla iletisim kurmak, tahlil sonuglarini almak ya da saglik konulariyla ilgili olarak dertlesmek
veya sosyal destek almak i¢in interneti kullanan hastalar tiim deneklerin yaklasik 1/3’iini
olusturmaktadir. Katilimcilarin %30,9’u kendileri veya yakinlarinin saglik sorunlariyla ilgili olarak
internet kullanmaktadir. Tahlil sonuglarini internetten Ogrenenler %29,7 ve doktorla internet ile
iletisim kuranlar ise %27,4 oranina sahiptir. Egitim diizeyi yiiksek ve orta yas alt1 kisilerin cogunlukta
oldugu bu denek grubunda &zellikle tahlil sonuglarinin internetten takip edilmesi gibi bir kolayligin
cok fazla benimsenmedigi géze carpmaktadir. Forum sitelerinin saglik sorunlarimin paylasildigi, fikir
aligveriginin yapildig1 6nemli bir uygulama oldugu g6z oniine alindiginda, deneklerin bu uygulamayi
biliyiikk bir oranda (%69,1) tercih etmedigi dikkat c¢ekmistir. Yine hastalarin doktorlarla kurdugu
iletisimde internetin ¢ok sik kullanilan bir arag olmadig1 goriilmiistiir (%27,4) (Tablo 5).

Tablo 5. Saglikla Ilgili Internet Kullanimi

Evet Hayir
Say1 % Say1 % Toplam
Doktorla iletisim kurmak i¢in internet kullandiniz mi1? 130 274 345 72,6 475
Tahlil sonuglarini almak i¢in internet kullandiniz m1? 141 29,7 334 70,3 475
Sizin veya yakininizin hastaligryla ilgili olarak dertlesmek 147 30,9 328 69,1 475

veya sosyal destek almak i¢in internet kullandiniz mi1?

Saglikla ilgili olarak kurulan iletisimde kullanilan araglar1 anlamaya y6nelik sorulan sorular, internetin
diger seceneklere gdre daha yaygin olarak kullanildigini ortaya koymustur. Bu soru gurubunda
deneklere birden fazla secenek isaretleyebilecekleri belirtilmistir bu nedenle cevaplarin toplam1 denek
sayisindan daha fazladir. Deneklerin %77,7’si hastalikla ilgili bilgi almada doktor disinda daha ¢ok
interneti tercih etmektedir. Hastalarin internet disindaki tercihlerine bakildiginda tanidiklardan
(%34,9) alinan hastalikla ilgili bilgilerin gazete, dergi ve brosiir gibi yazili kaynaklar (%15,6) ve
televizyon (%16,4) segeneklerine gore daha fazla tercih edildigi goriilmistiir. Saglikli yasam yollari ile
ilgili bilgi almada yine internet agirlikli olarak (%71,4) tercih edilen bir arag¢ olarak goze carpmakta,
bunu sirasiyla tanidiklar (%28,2), televizyon (%24,3) ve yazili kaynaklar (%20,6) birbirine yakin
oranlarda takip etmektedir. Doktorlar disinda tedavi ve ilaglar hakkinda bilgi alinan en énemli aracin
yine internet oldugu (%69,7) gozilkmektedir. Katilimcilarin tedavi ve ilaglar hakkinda bilgi almada
tanidiklarin1 yazili kaynaklar ve televizyon segeneklerine oranla ¢ok daha fazla tercih etmektedir.
Hastaneyle ilgili bilgi alinan kaynak yine agirlikli olarak internettir (%68), bunu %45 gibi yiiksek bir
oranda “tanidiklar” segenegi takip etmistir. Yazili kaynaklar (%7,2) ve televizyonun (%2,9) ise bu
konuda ¢ok fazla tercih edilen kaynaklar olmadigini sdylemek miimkiindiir. Katilimeilarin doktor
hakkinda bilgi almada daha g¢ok internet ve tanidiklarini sirasiyla %61,5 ve %59,9 gibi yakin ve
yiksek sayilabilecek oranlarda tercih ettikleri goriilmiistir. Bu sonuglar, ¢alismaya katilanlarin
saglikla ilgili iletisimde internet ve geleneksel agizdan agiza iletisimi diger alternatiflere gére daha
yogun kullandigini ortaya koymustur (Tablo 6).

Tablo 6. Saglik Iletisiminde Kullanilan Araclar

Internet Tamdiklar Yazih TV
kaynaklar(*¥)
Say1 % Say1 % Say1r % Say1 %
Hastalikla ilgili bilgi almak i¢in doktor 369 77,7 166 349 74 15,6 78 16,4
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disinda hangilerini kullaniyorsunuz?
Saglikli yasam yollariyla ilgili bilgi almak 339 714 134 28,2 98 20,6 118 243
icin hangilerini kullantyorsunuz?

Tedaviyle ilgili bilgi almak i¢in doktor 331 69,7 162 34,1 58 122 50 10,5
disinda hangilerini kullaniyorsunuz?

[lagla ilgili bilgi almak i¢in hangilerini 331 69,7 148 31,2 42 8,8 16 3,4
kullaniyorsunuz?

Hastaneyle ilgili bilgi almak i¢in hangilerini 323 68,0 214 45,0 34 7,2 14 2,9
kullaniyorsunuz?

Doktorla ilgili bilgi almak i¢in diginda 292 61,5 283 599 22 4,6 10 2,1
hangilerini kullantyorsunuz?
Toplam katilhmci 475 475 475 475

(*) yazili kaynaklar olarak gazete, dergi, brosiir vb belirtilmistir.

Deneklerin internet ve 6zellikle internetin saglik amacli kullanimiyla ilgili olarak goriislerini anlamak
icin bir dizi ifade sunulmus ve bu ifadelere katilip katilmadigini belirtmeleri istenmistir. Denekler bu
ifadelere 1 (kesinlikle katilmiyorum) ve 5 (kesinlikle katiliyorum) arasinda degerler vermistir, 3
secenegi ise katilmcinin fikrinin olmadigi durumlarda isaretlenmistir. “Internetteki 6zel bilgilerin

P41

izinsiz bir sekilde paylasilabilecegi” konusunda katilimcilarin cevaplari degerlendirildiginde ortalama
yanitin “fikrim yok” ile “katiliyorum” arasinda oldugu gorillmistir (X = 3,3895). Deneklerin
“saglikla ilgili internette yer alan bilgilere giivenme” ( X =3,0442) ve “internetin saglk alaninda etkili

bir ara¢ sayilabilecegi” (X = 2,9853) goriiglerine verdikleri cevabin ortalamasi da “fikrim yok”
goriisiine daha yakindir. Arastirmaya katilanlar “internetten edindikleri bilgilerin saglikla ilgili karar
vermelerinde etkilidir” goriisiine ortalama olarak “katilmiyorum” ile “fikrim yok™ arasinda goriis

bildirmislerdir (}=2,6442). Calismaya katilan hastalar “interneti yeterli bilgim olmadigindan

kullanamiyorum” goriistine agirlikli olarak “katilmiyorum” demistir (X = 2,3958). Son olarak
denekler “saglikla ilgili olarak internetten alinan bilgilerin yeterli oldugu” goriisiine agirlikli olarak

“katilmiyorum” segenegini isaretleyerek ( X =2,1937) saglikla ilgili olarak internetten alinan bilgilerin
yeterli olmadigini belirtmislerdir. Bu tabloya bakildiginda, deneklerin internetteki mahremiyetle ilgili
kaygilart oldugu, saglikla ilgili yer alan bilgilerin giivenilirligi konusunda fikir sahibi olmadiklar1
sOylenebilir. Yine katilimcilarin internetin saglik konusunda karar vermede etkili oldugu ve internetten
alian saglikla ilgili bilgilerin yeterli oldugu konularinda olumsuz goriis i¢cinde olduklar1 goriilmiistiir.
Genel anlamda arastirmaya katilan hastalar internetin saglik alaninda etkili oldugu goriisiine de
temkinli yaklasarak kararsiz noktada durduklari sdylenebilir (Tablo 7).

Tablo 7. Internet ve Saglik Iletisimi Hakkinda Deneklerin Goriisleri

Ort. Min. Max. St.Sapma Topl.

Internetteki 6zel bilgilerin izinsiz bir sekilde 3,3895 1,00 5,00 1,14456 475
paylasilabilecegi endisesini tagiyorum
Saglikla ilgili internette yer alan bilgilere 3,0442 1,00 5,00 1,13263 475
giliveniyorum
Internet saglik alaninda etkili bir arag sayilabilir 2,9853 1,00 5,00 1,09554 475
Internetten edindigim bilgiler saglkla ilgili karar 2,6442 1,00 5,00 1,15001 475
vermemde etkilidir
Internet kullanimi ile ilgili yeterli bilgim 2,3958 1,00 5,00 1,21835 475
olmadigindan kullanamryorum
Saglikla ilgili olarak internetten alinan bilgiler 2,1937 1,00 5,00 1,06159 475
yeterlidir
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Arastirmaya katilan hastalar saglik iletisimi ilgili olarak agirlikli olarak bir arama motoru olan
Google’i etkin olarak kullandiklarini belirtmislerdir. Facebook, Twitter, Youtube ve forum siteleri gibi
sosyal medya araclarinin saglik iletisiminde yogun olarak kullanilmadig1 goze carpmistir. Vikipedia ve
kuruluglarin web sitelerinin de yine saglik iletisiminde yogun olarak kullanilmadigl goriilmiistiir.
Sosyal medya araglarindan Facebook ve Youtube’un saglik iletisimi amaciyla diger sosyal medya
araglarina gore daha fazla kullanildigini sdylemek miimkiindiir (Tablo 8).

Tablo 8. Saglik Iletisimi Ile Ilgili Kullanilan Uygulamalar ve Web Siteleri

Saghk iletisimi ile ilgili olarak Hayir Evet Toplam

kullanilan uygulama ve web siteleri Say1 % Say1 % Say1 %

Google 64 13,5 411 86,5 475 100
Facebook 271 57,1 204 429 475 100
Twitter 399 84,0 76 16,0 475 100
Youtube 291 61,3 184 38,7 475 100
Forum siteleri 337 70,9 138 29,1 475 100
Vikipedia 343 72,2 132 27,8 475 100
Kuruluslarin web siteleri 271 57,1 204 42,9 475 100

Internetin saglik iletisimi amagli kullanimi ve hastalarin egitim durumu ANOVA analizi ile
incelendiginde, katilimcilarin saglikla ilgili olarak internette yer alan bilgileri glivenmesi ve egitim
durumu arasinda anlamli bir iligki bulunmustur. Buna gore, {iniversite mezunu olanlarin ilkokul,
ortaokul ve lise mezunlarina gdre internette yer alan saglikla ilgili bilgilere giiveninin anlamli bir
sekilde daha fazla oldugu gériilmiistiir (F=12,78; df=4; p=0,000). Internette yer alan saglikla ilgili
bilgilerin yeterli oldugu goriisiinde {iniversite ve ilkokul mezunlar1 arasinda anlamli bir fark
bulunmustur (F=6,559; df=4; p=0,000); ilkokul mezunlar1 {iniversite mezunlarina gore daha fazla
internet bilgilerinin yeterli oldugunu ifade etmistir ve bu oran anlamli bir fark olarak hesaplanmaistir.
Bu sonuca gore, egitim seviyesi daha diisiik diizeyde olan deneklerin iiniversite ve daha iizeri egitim
diizeyindeki deneklere gore internette yeterli bilgi oldugunu diisiinseler de bilginin igerigine olan
giivenin egitim seviyesine paralel olarak artti31 goriilmektedir. Internetin saglik alaninda etkili bir arag
oldugu konusundaki denek goriislerinde, egitim durumuna gore anlamli bir fark goriillmemistir
(p=0,129>p=0,000). Internetin saglkla ilgili alinan kararlarda etkili oldugu goriisii ve egitim durumu
arasinda da anlamli bir fark bulunmamistir (p=0,129>p=0,000). Son olarak, egitim seviyesi ile
internetteki Dbilgilerin izinsiz bir sekilde paylagilacagi endisesi arasinda anlamli bir iligki
bulunmamigtir (p=0,036 > p=0,000).

Doktorlarla ilgili bulgular

Calismada yer alan 41 doktorun 24t Meram Tip Fakiiltesinden, 17’si ise Selguk T1ip Fakiiltesindendir,
dagilim ise sirasiyla %58,5 ve %41,5 seklindedir. Doktorlarin %53,2’lik kism1 Aragtirma Gorevlisi,
%23,4’u Ogretim iiyesi ve %10,6’si da uzman statiisiindedir. Yas dagilimi incelendiginde
katilimcilarin %43’unun 21-30 yas diliminde, %34,1’inin ise 31-40 yas arasinda oldugu goriilmiistiir.
41-50 yas aras1 doktorlar %14,6 ve 51-60 yas arasindakiler de %7,3’luk bir dilimi olusturmaktadir
(Tablo 9).

Tablo 9. Doktorlarin Demografik Ozellikleri

Sayi %
Calisilan Kurum
N.E.U. Meram Tip Fakiiltesi 24 58,5
Selguk Tip Fakiiltesi 17 41,5
Toplam 41 100
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Yas

21-30 18 43,9
31-40 14 34,1
41-50 6 14,6
51-60 3 7,3
Toplam 41 100
Unvan

Aragtirma Gorevlisi 25 53,2
Uzman 5 10,6
Ogretim Uyesi 11 23,4
Toplam 41 87,2

Arastirmaya katilan doktorlarin saglik amagli internet kullanim alanlari incelendiginde en ¢ok
hastaliklarla ilgili bilgileri giincellemek amaciyla internet kullanildig1 goriilmiistiir (%87,8). Bunu
“mesleki etkinlikleri paylagsmak” ve “meslektaglarla sosyal ag olusturmak™ %85,4 orani ile takip
etmektedir. Yine “meslektaslarla goriis aligverisinde bulunmak” %80,5 orani ile doktorlar arasinda
internetin saglik amacl kullanim sebepleri arasindadir. “Kendi faaliyetlerini tanitmak” amaciyla
interneti kullanan hekimlerin orant %65,9’dur. Hekimlerin sadece %34,1”1lik kismi internet araciligi
ile hastalarla iletigsim kurmaktadir (Tablo 10).

Tablo 10. Saglik Amagh Internet Kullanim Alanlar

Evet Hayir Toplam
Saghk amach internet kullanim alam Say1i % Say1 % Say1 %
Hastalikla ilgili bilgi giincellemek 36 878 5 12,2 41 100
Mesleki etkinlikleri paylagmak 35 854 6 12,8 41 100
Meslektaglarla sosyal ag olusturmak 35 854 © 12,8 41 100
Meslektaglarla goriis aligveriginde bulunmak 33 80,5 8 19,5 41 100
Mesleki bilgileri paylasmak 31 75,6 10 24,4 41 100
Kendimle ilgili faaliyetleri tanitmak 27 65,9 14 34,1 41 100
Hastalarla iletisim kurmak 14 341 27 65,9 41 100

Calismaya katilan doktorlarin saglik iletisiminde internetin kullanimiyla ilgili goriislerini anlamak i¢in
bir dizi ifade sunulmus ve bu ifadelere katilip katilmadigini belirtmeleri istenmistir. Denekler bu
ifadelere 1 (kesinlikle katilmiyorum) ve 5 (kesinlikle katiliyorum) olacak sekilde sayi ile degerler
vermistir, 3 sayisi katilimcinin fikrinin olmadigi durumlarda isaretlenmistir. Hekimler internette
verilen bilgiler yiiziinden saglik sorunlariyla karsilasilabilecegi goriisiine agirlikli olarak “katiliyorum”

secenegine yakin cevaplar vermistir (X =3,8049). “Internetin saglik alaninda etkili bir arag
sayilabilecegi” goriigiine katilim ise orta derecede sayilabilir ( X =3,2683). Hekimlerin agirlikli olarak

“Saglikla ilgili internette yer alan bilgilerin dogruluguna giiveniyorum” 6nermesine katilmadigi ( X-=
2,7317) gorlilmiistiir. Deneklerin internetteki bilgilerin mahremiyeti konusunda endiseleri oldugu

verilen cevaplarin ortalamasti ile anlagilmistir ( X = 2,2439). Doktorlar yeni teknolojinin ilave maliyet

getirdigi icin etkin olmadig1 goriisiine katilmadiklar1 verilen cevaplardan cikarilmistir (}=2,0732).
Denekler, ortalama olarak saglikla ilgili olarak internette verilen bilgilerin yeterli olmadigi
gorigiindedir (X =1,9512) ve internette verilen bilgiler sayesinde doktorlarin yiikiiniin

hafiflemedigine inanmaktadir (}=1,8293). Verilen yanitlardan aragtirmada yer alan hekimlerin
internet kullanimu ile ilgili yeterli bilgiye sahip olduklarini diisiindiikleri sonucuna varilmistir (Tablo
11).
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Tablo 11.Saglik Iletisiminde Internetin Kullanimi Konusundaki Goriisler

Ort. Say1 Min. Max. St. Sap.

Internette V.el’lleIil .b1.1g1}e'r' szunden saglik sorunlariyla 3.8049 41 1,00 5,00 1,1449
karsilagilabilecegini diisiiniiyorum 8
Internet saglik alaninda etkili bir arag sayilabilir 3.2683 41 1,00 5,00 1,140?
Sa%rhklavllglh 1f1terqette yer alan bilgilerin 27317 41 1,00 5,00 1,0960
dogruluguna giiveniyorum 0
Intemettekl gizli bilgilerin korunmas1 konusunda bir 2.2439 41 1,00 5.00 1,2405
endige duymuyorum 7
Yepl t.evlfr}o.lop VgSltas1yla iletisimi ilave maliyet 2.0732 41100 4,00 93248
getirdigi i¢in etkin bulmuyorum

Saglikla ilgili olarak 1nt§rnettef1 ahnafl Pll{gllerm 19512 41 1,00 5.00 1,0235
hastalar acisindan yeterli oldugunu disiiniiyorum 0
II'l'te{ne"tte Verllen.lzl-lglle"r s"ay"esmde doktorlarin 1,8293 41 1,00 5,00 1,0223
yiikiiniin hafifledigini diisiiniiyorum 1
Inteme‘E kullamml. 1.1e ilgili yeterli bilgim 1,7073 41 100 400 0,6420
olmadigindan etkili kullanamiyorum 2

Calismaya katilan doktorlara bir dizi uygulama ve web sitesi listelenmis ve saglik amacgli olarak
bunlar1 kullanip kullanmadiklari sorulmustur. Verilen cevaplara bakildiginda biiylik bir oran ile
(%92,7) arama motoru Google’in kullanildig1 goriilmiistiir. Hekimlerin yine yiiksek oranlarda (%70-
77) saglik amacli kullandiklar1 uygulamalar arasinda kullanim agirligi sirasina goére YouTube,
Vikipedia, ve Facebook bulunmaktadir. Twitter’in denekler arasinda saglik iletisiminde yogun bir
kullanima sahip bir uygulama olmadig1 sonucu géze carpmaktadir, bu uygulamay: kullanan hekimler
deneklerin %41’ini olusturmaktadir. Meslek sahiplerinin birbirleriyle etkilesimine olanak taniyan
LinkedIn uygulamas: ise deneklerin sadece %29,3’u tarafindan kullanilmaktadir. Saglik kuruluslarinin
web sitelerinin kullanim orani ise %59,5’tur (Tablo 12).

Tablo 12.Saglikla Iigili Kullanilan Uygulamalar ve Web Siteleri

Evet Hayir Toplam
Uygulamalar Say1 %o Say1 %o Say1
Google 38 92,7 3 7,3 41
Facebook 29 70,7 12 29,3 41
Twitter 17 41,4 24 58,5 41
Youtube 33 77,6 8 19,5 41
LinkedIn 12 29,3 29 70,7 41
Forum siteleri 29 70,8 12 29,3 41
Vikipedia 31 75,6 10 244 41
Kuruluslarin web siteleri 28 59,5 13 31,7 41

Saglik amacl internet kullanim amagclar1 ile doktorlarin unvam arasindaki iligki ¢apraz tablolardan
yararlanarak incelenmistir. Arastirma gorevlilerinin %80’1 saglikla ilgili bilgileri gilincellemek icin
internet kullanirken uzman ve o6gretim {yelerinin tamami saglhkla ilgili bilgilerini giincelleme
amactyla internet kullanmaktadir. Arastirma gorevlilerinin mesleki bilgileri paylasmak icin internet
kullanim orani %68 iken uzmanlarda %80 ve 6gretim iiyelerinde %90,9’dur. Meslektaslarla goriis
aligverisi i¢in internet kullanimi arastirma gorevlilerinde %76 oraninda iken uzmanlarda bu oran %100
ve Ogretim iiyelerinde %81,8°dir. Hastalarla iletisim kurma orani diger seceneklere goére daha
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diigiiktiir; arastirma gorevlilerinin %20°si hastalarla internet aracilig1 ile iletisim kurarken uzmanlarin
%80’1, dgretim iiyelerinin de %45,5’u hastalarla internet {izerinden iletisime ge¢mektedir. internet
iizerinde mesleki bilgileri paylasim orani aragtirma gorevlilerinde %84, Uzman doktorlarda %80 ve
ogretim tiiyelerinde %90,9°dur. Arastirma gorevlilerinin %80’ meslektaslarla sosyal ag olusturmak
amactyla internetten yararlanirken bu oran uzmanlarda %100, 6gretim iiyelerinde ise %90,9’dur.
“Kendimi ve faaliyetlerimi tanitmak amaciyla interneti kullantyorum” diyen arastirma gorevlisi orani
%72, uzmanlarin oran1 %80 ve 6gretim iiyelerinin orant da %45,5’tir (Tablo 13).

Tablo 13. Doktorlarin Unvanina Gore Saglk Amacl Internet Kullamim Oranlar:

Unvana Gore Internet Kullanim Oram (%)

Arastirma Uzman Ogretim Uyesi

Gorevlisi
Saghkla ilgili bilgileri giincellemek 80 100 100
Mesleki bilgileri paylasmak 68 80 90,9
Meslektaslarla goriis ahsverisinde bulunmak 76 100 81,8
Hastalarla iletisim kurmak 20 80 45,5
Mesleki etkinlikleri paylasmak 84 80 90,9
Meslektaslarla sosyal ag olusturmak 80 100 90,9
Kendimi ve faaliyetlerimi tamtmak 72 80 45,5

4. SONUC VE ONERILER

Saglik iletisimi insanlarin hastalik ve saglik konularinda bilgi sahibi olmasini saglamak, kaliteli yasam
hakkinda bilin¢lendirmek, bireylerin sorunlarini paylastiklar: ve sosyal destek bulduklar1 platformlari
olusturmak, saglikla ilgili sosyal pazarlama faaliyetlerine destek saglamak ve hatta ulusal ve evrensel
diizeyde saglik politikalarinin olugsmasina araci olmak gibi ¢ok temel islevlere sahiptir. Gelisen
teknolojiyle birlikte etkilesimli iletisimi olanakli kilan internet ve sosyal medya giiniimiizde saglik
iletisimi alaninda da etkin bir sekilde kullanilmaktadir.

Bu caligmanin ilk béliimiinde Necmettin Erbakan Universitesi Meram Tip Fakiiltesi Kadin Hastaliklari
ve Dogum boliimiine gelen hastalar arasindan ankete katilmay1 kabul eden 475 hastanin saglik amacl
internet ve sosyal medya kullanimlar1 incelenmistir. Deneklerin 6nemli bir boliimii (%82,8) 20-40 yas
arast hastalardan ve olugmaktadir ve lise ve iizeri egitim alanlarin orant %64,2’dir. Bu da arastirmaya
katilmak isteyen deneklerin geng ve egitim seviyesi yiiksek hastalardan olustugunu gostermektedir.
Deneklerin 1/3’inden daha az bir kisminin doktorla iletisime gegmek, tahlil sonuglarini almak ve
hastalikla ilgili sosyal destek saglamak veya almak amagclartyla internet kullandig1 anlagiimistir. Bu da,
egitim diizeyi yiliksek ve gorece geng¢ hastalarin ¢ogunlugunu olusturdugu deneklerin yukarida
belirtilen alanlarda internet kullaniminin yiiksek olmadigi sonucunu ortaya koymustur. Bununla
birlikte, hastalik, saglikli yasam, tedavi yollari, ilaglar ve hastaneyle ilgili bilgiyi internetten alanlar
tiim deneklerin 2/3’sinden fazladir. Yine internet doktorla ilgili bilgi almak amaciyla %61,5 oraninda
kullanilmaktadir. internet disinda tamdiklar yoluyla geleneksel agizdan agza iletisimin de bu
konularda etkili bir bilgi alma arac1 oldugu goriilmiistiir. Internette mahremiyet hastalarin en éne ¢ikan
kaygilart arasinda sayilabilir. Bunun diginda internette yer alan bilgilere giiven duyma noktasinda da
cok kararli olunmadifi gériilmiistiir. Internette yer alan bilgilere duyulan giivenin yiiksek
¢tkmamasinin da bir sonucu olarak denekler, internetin saglik konusunda karar vermede etkili oldugu
ve internetten alinan saglikla ilgili bilgilerin yeterli oldugu konularinda olumlu goriise sahip degildir.
Genel olarak bakildiginda internetin saglik iletisiminde etkili bir ara¢ oldugu konusunda denekleri
“temkinli ve kararsiz” olarak nitelemek miimkiindiir. Caligmanin bir diger sonucu olarak saglik
iletisimi ile ilgili Google arama motorunun en fazla kullanilan site oldugu; Facebook ve YouTube un
da en fazla kullanilan sosyal medya uygulamalar1 arasinda yer aldig1 sdylenebilir. Calismanin ortaya
cikardigi bir diger 6nemli sonug egitim seviyesinin artmasi ile internetteki saglikla ilgili bilgilere olan
giivenin arttig1, bununla birlikte bilginin yeterli oldugu inancinin azaldigidir.
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Calismanin ikinci boliimiinde incelenen 41 doktorun dnemli bir boliimiiniin 6zellikle “hastaliklarla
ilgili bilgileri giincellemek”, “mesleki etkinlikleri paylasmak”, “meslektaslarla sosyal ag olusturmak”,
“meslektaglarla goriis aligverisinde bulunmak” amacryla saglik amach internet kullandiklar:
gorilmiistiir. “Kendi faaliyetlerini tanitmak™ amaciyla interneti kullanan hekimlerin orani da
%65,9’dur. Internet aracilig1 ile hastalarla iletisim kuran hekimlerin orani tiim deneklerin yaklagik
1/3’nii olusturmaktadir. Calismaya katilan hekimlerin saglik amagli internet kullanimi ile ilgili en
bliyilk kaygist “internette verilen bilgiler yiiziinden saglik sorunlartyla karsilasilabilecegi”dir.
Hekimler, “internetin saglik alaninda etkili bir arag sayilabilecegi” goriisiine ise orta derecede
katilmakta, ancak “saglikla ilgili internette yer alan bilgilerin dogruluguna” gilivenmemekte ve
“internette verilen bilgilerin yeterli olmadigina” inanmaktadir. Doktorlarin saglik iletisiminde en ¢ok
kullandiklar1 web sitesi Google, sosyal medya uygulamalari ise YouTube, Vikipedia, ve Facebook’tur.
Twitter’in denekler arasinda ¢ok fazla tercih edilen bir uygulama olmadig1 goriilmiistiir. LinkedIn ise
deneklerin sadece %29,3’u tarafindan kullanilmaktadir. Hekimlerin unvanlarina goére saglik amagh
internet kullanimlar1 incelendiginde arastirma gorevlilerinin “saglikla ilgili bilgileri giincellemek”,
“mesleki bilgileri paylasmak”, “meslektaslarla goriis aligverisi yapmak”, “hastalarla iletisim kurmak”
ve “meslektaslarla sosyal ag olusturmak” amaglariyla uzman ve O0gretim iiyelerine oranla daha az
internet kullandig1 ortaya ¢ikmistir. Daha geng niifusa sahip bu grubun yukarida belirtilen faaliyetlerde
daha az internet kullanma sebebi olarak tip fakiiltelerinde gdrev yapan asistanlarin ¢ok yogun is ve
ndbet temposu diisiiniilebilir. Ogretim iiyesi olan doktorlarin diger gruplara gore kendini ve
faaliyetlerini tanitma amaciyla internet kullanim oranin ¢ok daha diisiik oldugu soylenebilir.

Tablo 15, bu ¢aligmada yer alan veriler ile yukarida belirtilen konuyla ilgili ¢aligmalarda elde edilen
sonuglart derleyerek bir araya getirmistir. Saglikla ilgili konularda bagvurulan kaynak acgisindan
bakildiginda bu ¢aligmanin sonuglarinin Tiirkiye’de 8000 denek {izerinde yapilan arastirma sonucu ile
benzerlik gosterdigi goze carpmaktadir. Internet her iki caliymada da saglikla ilgili basvurulan
kaynaklar agisindan %77-78 ile ilk sirada yer almaktadir. Saglik alaninda kullanilan web sitelerine
bakildiginda arama motorlarinin Tiirkiye’de yiiriitiilen diger calisma ile tutarlilik i¢cinde ve 6n sirada
oldugu anlasiimistir. Deneklerin genellikle sosyal destek amacli kullanilan forum sitelerine ragbet
orani diger ¢alismalarla tutarlilik gostermemistir. Bu ¢alismada deneklerin %29,1°1 forum sitelerini
kullanirken “socialtouch” arastirmasinda bu oran %60,88, Prasad’in ¢alismasinda ise %11°dir. Bu
caligmada Facebook ve Youtube saglik iletisiminde en ¢ok kullanilan sosyal medya araglari iken
Anthenuis’in ¢aligmasinda Twitter ve Facebook 6ne ¢ikmaktadir. Bu ¢alismanin sonucuna gore saglik
amacl sosyal medya kullanimi diger c¢aligmalara gére daha yiiksek orandadir. Hastalarin internet
kullanimindaki ana amaglar1 “socialtouch” arastirmasi ile benzer bir sekilde bilgi aragtirma agirliklidir.
Internetten doktor ile iletisim bu caligmanin sonucuna gore %27,4 iken socialtouch arastirma
sonucunda %46,7 gibi daha yiiksek bir orandadir. “Mahremiyet ve giivenlik” konular1 Anthenuis’in
calismasi ile benzer bir sekilde hastalarin saglik iletisiminde internet kullaniminin en biiyiik kaygisini
olusturmaktadir. Doktorlarin saglik amacli internet kullanimindaki ana motivasyon Anthenuis’in
caligmasinda oldugu gibi meslektaglarla iletisimdir. Ancak bu ¢alisma diger ¢caligmadan farkli olarak,
bilgi giincellemek ve etkinlik paylasmak gibi motivasyon unsurlarinin da 6n planda oldugunu
gostermigtir. Tercih edilen sosyal medya aracina bakildiginda bu arastirmadaki doktorlar arama
motoru Google ve Youtube’u tercih ederken Anthenuis’in ¢alismasinda saglik profesyonellerinin
tercihi LinkedIn ve Twitter’dir. Doktorlarin saglik alaninda internet kullanimu ile ilgili ana kaygilar1 bu
caligmada bilgilerin yanligligindan dogabilecek sorunlar ve mahremiyet olarak oOne ¢ikmis,
Anthenuis’in calismasindaki saglik profesyonellerinin ana kaygis1 ise sosyal medyanin etkinligine
inanmamak ve sosyal medya kullaniminda yetkin olmamak olarak belirtilmistir (Tablo 14).

Tablo 14.0zet Tablo

Hastalarla ilgili

Calisma Parasad Anthenuis vd (2013)  socialtou Bu calisma
Denek sayisi (2013) 139 hasta ch (2013) 475 hasta
644 153 saghk 8001 41 doktor
denek profesyoneli denek
Saghkla Internet - - %78 %77,7
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ilgili Tanidiklar - - %22 %34,9
konularda
basvurulan
kaynak
Kullamilan  Arama motorlari - %74,45 %86,5
web siteleri  Vikiler %27 - %27,8
Saglik %11 - %23,95 %42.,9
kuruluslarinin web
siteleri
Forumlar %11 - %60,88 %29,1
Sosyal medya %06 Daha ¢ok Twitter ve %38,75 Daha ¢ok
Facebook Facebook (%42,9)
Hastalarin sosyal ve YouTube
medya kullanimi (%38,7)
doktorlardan fazla
Amag Saglikla ilgili bilgi - %89,73 Hastalikla ilgili
(motivasyo arastirma bilgi almak
n) (%77,7)
Saglikli yasam
yollart ile ilgili
bilgi (%71,4)
Ilacla ilgili bilgi - %55,92 %69,7
arastirma
Saglik hizmetleri - %44,12 Hastaneyle ilgili
ile ilgili bilgi bilgi (%68)
Doktor ile - %46,74 %27,4
internette iletigim
Ana sorun Mahremiyet - Mahremiyet
Giivenlik Giivenlik
Doktorlarla ilgili
Amac (motivasyon) - Meslektaglarla - Bilgileri
iletisim kurmak giincellemek
Faaliyetlerini Meslektaslarla
pazarlamak sosyal ag
olusturmak
Etkinlikleri
paylagmak
Daha ¢ok kullanilan sosyal - LinkendIn - Google
medya Twitter YouTube
Ana sorun - Zaman ve kaynak - Internetten
acisindan etkin Ogrenilen bilgiler
degil yliziinden
Sosyal medya karsilagilan saglik

kullanmada yetkin
olmamak

sorunlart
Bilgilerin
dogruluguna
glivenmeme
Mahremiyet

Internet ve teknoloji alanindaki hizli gelismeler saglik iletisimi alaninda yeni kapilar aralamaktadir.
Hizli, etkili ve yaygin kullanim olanag: tantyan bu gelismeler saglik profesyonellerine ve hastalara
farkli agilimlar saglamaktadir. Ulke politikalarinin yaygimlasmasindan hastalar aras1 bilgi paylagimina
kadar ¢ok farkli alanlarda etkilesimli iletigimi saglayan internette verimli bir iletisim ortami
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yaratilmasi saglik alaninda internet kullananlarin davraniglarini analiz ederek ve anlayarak miimkiin
olacaktir. Bu calisma, hastalar ve doktorlarin saglik amacli internet kullanimlarini ortaya koyarak
literatiire katk1 saglamak amaciyla gergeklestirilmistir. Orneklem sadece Konya’da faaliyet gdsteren
iki devlet {tniversitesi hastanesinin kadin hastaliklari ve dogum hastalarmi ve doktorlarinm
kapsamaktadir. Yine devlet hastaneleri ve 6zel hastaneleri de i¢ine alacak sekilde ve farkli sehirleri de
kapsayan daha kapsamli bir arastirma ile bu ¢alisma daha ileri diizeye tasinabilir. Farkli disiplinlerin
de calismaya dahil edilmesiyle kapsam genisletilebilir. Elde edilen veriler, saglik politikalarinin
olusturulmasindan, hastalara yol gdsteren uygulamalarin yaratilmasina kadar pek ¢ok alanda yararh
caligmalar i¢in altyap1 olugsmasina olanak saglayacaktir.
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ABSTRACT

Although nation idea has still protected its power even in the globalizing world, the rise of new world order
with fluctuations on sense of belonging has pushed the democracy to be reformulated from a variety of
perspectives. The radical democracy, one of these perspectives, sees the conflict between liberal theory and
democracy as the fountainhead for itself. The key issue of radical democracy is the scope of collectivism and
common values in the new identity-driven world individual rights demanded. This paper aims to discuss the
argument of the social media platforms as public sphere and a new perspective for freedom of
communication concept beyond the democratic iterations in Deliberative Model of Democracy, Seyla
Benhabib’s articulation by argumentative method.

Keywords: Deliberative democracy, Benhabib, public sphere, social media.

THE PUBLIC SPHERE OF DELIBERATIVE DEMOCRACY:
A NEW WAY TO FREEDOM OF COMMUNICATION?

0z

Ulus-devlet anlayisinin, sarsintilar gegirse de, hala etkinligini korumasina karsin, bireysel kimliklerin temel
alindig1 bir hak arama miicadelesinin de yiikseldigi “kiiresel diinya”da aidiyetlerin yon degistirmesiyle,
demokrasi ¢esitli perspektiflerden yeniden formiile edildi. Bu perspektiflerden biri olarak, liberal kuramla
demokrasi arasindaki gerilimi, yeni bir demokratik anlayisin ¢ikis noktasi olarak goren radikal demokrasi
anlayisinin temeli, farkl kimliklerin taninmasina dair taleplerin ivme kazandig1 yeni diinya diizeninde, ortak
degerler ve kolektif iradenin siirlarimin nasil ¢izilecegi, bireysel hak ve kimlik taleplerinin karsilik buldugu
gorece kolektif bir diizenin nasil bir demokrasi gelenegi altinda kurulacagi ve siirdiiriilecegi sorusu oldu. Bu
makale, bu sorunun ardinda, radikal demokrasi kuramcilarindan Seyla Benhabib’in “Miizakereci Demokrasi
Modeli’nin demokratik yinelemeler kavrami etrafinda, sosyal medya platformlarinin bir kamusal alan olma
iddiasini, ve degisen politik kimliklerin aktdr oldugu bu kamusal alanda yeni bir iletisim 6zgiirligli anlayisini
tartismay1 amaclayan argiimentatif bir galigmadir.

Anahtar Kelimeler: Miizakereci demokrasi, Benhabib, kamusal alan, sosyal medya.

GIRIS

Ulus-devlet anlayisinin, sarsintilar gegirse de, hala etkinligini korumasina karsin, bireysel kimliklerin temel
alindig1 bir hak arama miicadelesinin de yiikseldigi “kiiresel diinya”da aidiyetlerin yon degistirmesiyle,
demokrasi ¢esitli perspektiflerden yeniden formiile edildi.

Yirminci yilizy1l ortalarinda dek refah, siyasal konum, siyasal katilim i¢in burjuva ve is¢i sinifi eksenli siiren
miicadeleler, yerini kiirtaj, Igbt haklari, irksal, dilsel, etnik farkliliklar, ekoloji gibi bagliklar etrafinda
sekillenen miicadelelere birakti. Bu yeni politik basliklar, siyasal partilerin yerine, aktivist kadin gruplari,
ilgili yurttaglar, farkli etnik gruplardan olusan topluluklar, gayler gibi c¢ok cesitli yeni politik aktorler
tarafindan temsil edilmeye baslandi (Benhabib, 1996, sf. 4). Din, dil, irk {izerine bir homojenite saglamis
ulus devletlerin, bu yeni ¢ok kiiltiirli post-modern taleplere karsi nasil konumlanacag: kiiresel diinyanin
basat sorunlarindan oldu.

Her ne kadar, Fukuyama (1989) liberal demokrasinin tarihin sonu olduguna dair kehanette bulunsa da,
farkliliklarin 6zel alandan ¢ikip kamusal alanda var olma talebiyle, siyasal ya da kamusal alanda yeni politik
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aktorlerin sahneye katildig1 yeni bir uluslararasi siyaset arenasinda, serbest rekabetle bireyin faydasini
azamilestirmesi esasina dayanan liberal demokrasi yetersiz kaldi. Kimlik/farklilik iizerine yapilan pazarliklar
meselesi, demokrasilerin kiiresel 6l¢ekte siyasal sorunsali haline geldi (Benhabib, 1996: 4).

Coleman’in (2005) da dedigi gibi, ¢ok farkli kimliklerin daha goriiniir olmasiyla kirilganligin yogunlagmasi,
Oznelerin ve Ozneler arasi artikiilasyonlarin tanimmalarinin yeniden degerlendirilmesinin yiikselmesi
demokrasiyi ¢ok daha hassas bir ¢izgiye c¢ekti. Demokrasinin icra edilisini donemlere ayiracak olursak;
vatandagligin 6nce bir politik partiye ya da c¢ikar grubuna aidiyet iizerinden kendini tanimlandigi bir
demokrasi anlayisiin ardindan, cesitli kuruluslarin da destegiyle bireysel rasyonalitenin gegerli oldugu bir
“bilgilendirilmis vatandaslik” kavraminin makul oldugu bir bilgi demokrasisine gegildi. Ardindan, hak
temelli, kimlik siyasetinin 6n plana oldugu bir bagska demokrasi anlayisina dogru evrilmeler de yasadi
(Schudson, 2003: 55). Schudson, giiniimiizde bilgilendirilmis birey anlayiginin en kabul géren vatandaglik
tanim1 oldugunu sdylese de, demokrasinin ¢ok fazla bilesenin olmasiyla en hassas ¢izgide oldugu, hak
temelli bir miicadelenin de ivme kazanarak siirdiigli bir donemde, bilgilendirilmis birey anlayisinin makbul
oldugu, yani iki donemin i¢ ice gectigi bir donemdeyiz.

Buna paralel olarak, internet bazli yeni medya uygulamalarinin medya ve demokrasi iligskisi baglaminda
kamusal alan olma potansiyeli de, 6zellikle “Arap Bahari”ndan bu yana diinyanin neredeyse her bolgesinde
yasanan toplumsal olaylarin yiikselisiyle, sik tartigilan konulardan biri oldu. Radikal demokrasinin 6nemli
isimlerinden Seyla Benhabib’in gelistirdigi “miizakereci demokrasi kurami” da, yapisi itibariyle iletisimsel
eylem kuramiyla temelden bagli bir demokrasi anlayigi. Miizakere siirecinin esas alindigi miizakereci
demokrasi formiiliinde, yeni medyanin bir kamusal alan olma iddiasi bir yana, bu kamusal alanin insa
siirecinde ve devaminda, iletisim 0Ozgiirliigli esaslari, modelin tatbiki i¢in bir zorunluluk sayiliyor. Bu
caligma, medya ve demokrasi iliskisi baglaminda, Benhabib’in demokratik yinelemeler kavrami etrafinda,
sosyal medya platformlarinin bir kamusal alan olma iddiasini, ve degisen politik kimliklerin aktor oldugu bu
kamusal alanda yeni bir iletisim 6zgiirligi anlayisini tartismay1 amagliyor.

Calismada, kamusal alan ve ¢evrimigi ortamlar arasindaki iliskinin 6nemini kavramak amaciyla, ilk boliimde
Benhabib’in miizakereci demokrasi kurami iizerine bir literatiir taramasina yer alacak. Kuramin detaylari;
yeni politik kimliklerin s6z sahibi oldugu bir kamusal alan tasavvuru, farkliliklarin  “demokratik
yinelemeler” kavrami altinda siirece dahil olmasi, miizakere siirecinin temelini olusturan sdylem etigi ve bu
formiilde kozmopolit bir diinya anayasasi ideali etrafinda aktariimaya galisilacak. ikinci béliimde ise, sosyal
medyanin bir kamusal miizakere alani olarak potansiyeli, ve alanda miizakere siire¢lerinin klasik iletigim
Ozgiirligli kavramindan ziyade yeni bir 6zgiirliikk anlayisina ihtiya¢ duyup duymama meselesi tartisilmaya
caligilacak.

MUZAKERECI DEMOKRASI MODELI

Farkli kimliklerin taninmasina dair taleplerin ivme kazandigi yeni diinya diizeninde, ortak degerler ve
kolektif iradenin sinirlarinin nasil ¢izilecegi, bireysel hak ve kimlik taleplerinin karsilik buldugu gorece
kolektif bir diizenin nasil bir demokrasi gelenegi altinda kurulacagi ve siirdiiriilecegi sorusu radikal
demokrasi anlayisinin temelidir.

Chantal Mouffe, Ernest Laclau, Seyla Benhabib gibi radikal demokrasi kuramcilari, liberal kuramla
demokrasi arasindaki gerilimi, yeni bir demokratik anlayisin ¢ikis noktasi olarak gordii. Bu alanda, siiregiden
tartismalar tizerinde goriis ayriliklarina ragmen, bireysel yasam haklar1 ve 6zgiirliikleri vurgulayan liberalizm
ile kolektif iradenin vurgulandigi demokrasi arasinda bir se¢imde bulunarak digerini saf dig1 birakamama
tercihi bu kuramcilarin ortak yaklasimidir (Ustiiner, 2007).

Miizakereci demokrasi modeli, Habermas’in iletisimsel eylem kuramindan hareketle, Seyla Benhabib’in
siyasal diizlemde yapilandirilan yasalarin ve kurallarin yurttaslarin esit katilimiyla devam eden miizakere
stirecleri ile mesruiyet kazanmasini1 saglamay: 6ngordiigii bir modeldir. Bu noktada, Benhabib’in diisiinsel
arka planina ve sistemin iglemesi i¢in gerekli noktalara belli kavramlar ilizerinden deginmek, modeli anlama
ve bir baglama oturtmak acisindan faydali olacaktir.
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MODERN ANAYASALARIN “OLUMCUL GERILiMi”: HALK EGEMENLIGINE KARSI
EVRENSEL HAKLAR

Habermas, ortaklarin esitlik ve Ozgiirliiklerinin yasalarla saglandigi bir birlikteligin sosyal sinirlarini
biitiiniiyle sorunlu goriir. Habermas’a gore, “anayasal devletin yasal yapisi i¢inde, insanlara iliskin dogalct
bir kavramla dolma egilimi gosteren bosluk” (Habermas, 1998 aktaran Benhabib, 2006: 26), 19. Yiizyil
itibariyle ideoloji ve milliyet¢ilikle dolmustur. Benhabib, bir dolgu malzemesi olarak ideoloji ve
milliyet¢ilik araciligiyla vatandaslik ve politik {iyelik ritiiellerinin ulus devletin sinirlarin1 korumasi ve
stirdiirmesindeki roliinii soyle aciklar: “Modern ulus-devletin hiikiimranlig1 ile yasit bolgesel sinirlarin
korunmasi, anlagsmalarii ve karsilikli eylemlerini mekanda denetim altinda tutma yoluyla, ulusun safligin
zamanda garanti alma yolunu artyor.” Benhabib, 2006, sf. 27.

Benhabib, daha dnce tel dolgu malzemesi milliyet¢ilik olan anayasanin kimlik hakk: temelli bir miicadelenin
de var oldugu bir diinyada, artik kavramsal olarak ne ile mesrulagtirilacagini, anayasal devletin ne ile
gerekcgelendirilecegini, bu kavramsal boslugun milliyetcilik yerine ne ya da neler ile doldurulacagini
Habermas’dan hareketle sorgular.

Bu noktada, Cole’dan referansla, demokratik halk egemenligiyle evrensel insan haklar1 beyannamesi
arasindaki ¢eliskiye dikkat ¢eker. Demokratik sistemde, halkin egemenliginin siirl bir temsille kalmasi, bu
yoniiyle “6zelci ve disarida birakamaya dayali demokratik kapanmaya” karsi, evrensel insan haklari
bireylere kendilerini idare etmeye doniik, yayilmaci bir ahlaki evrensellik sunar. Bu karsithga, Cole
“Olimcil gerilim” der (Cole 2000, alintilayan Benhabib, 2006: 28). Modern anayasal demokrasiler ise,
vatandaglarin esitligini temel alan demokrasi ile evrensel ahlaki esitligi temel alan liberalizm arasindaki bu
celigkinin (Schmictt 1923, alintilayan Benhabib, 2006: 28), birbirlerini sinirlandirma, yeniden diizenleme, ele
alma, anlamlandirma gibi hareketlerin miimkiin oldugu bir alana inanir.

Baska bir deyisle, modern anayasalarda var olan temel haklarin somutlastirma asamasi bir gerilim unsurudur.
Oyle ki, bu haklarda ifade bulan hukuki ve ahlaki ilkelerin, ayn1 anayasadaki diger maddelerle birlikte, adli
mercilerce somutlastirilma bi¢imi  ve demokratik yasama organlarinca yasalarla yorumlanmas: arasindaki
tartigmalar, buna istinaden yapilan diizenlemeler anayasal tartigsmalarin 6nemli bir kismini olusturur. Temel
haklar {izerindeki bu hermonetik tartismanin siyasal bir proje olma nedeni Benhabib sdyle agiklar: “(Temel
haklarin yorumlanmasi)... degisken bir 6z kavrayis 1s1ginda belirli ilkler ¢er¢evesinde yagamak isteyen bir
halkin kendisini siyasa olarak insa etmesini saglayan baglayict ilkeleri nasil yeniden ve yeniden ifade
ettigiyle ilgilidir.” (Benhabib, 2006: 36).

Gilintimiizde, bu hermonetik tartismalar sadece devletlerin degil, AB gibi devletler {istii yapilanmalarin,
hiikiimetler aras1 orgiitlerin, sivil toplum kuruluslarin dahil oldugu uluslararasi bir diizlemde devam ediyor.
Bir tiir yeni bir diinya anayasasindan sz etmek iitopyac1 bir yaklagim olsa da, temel haklarin smirlari Insan
Haklar1 Evrensel Beyannamesi, Birlesmis Milletler Antlagsmasi gibi devletler iistii uluslararast hukuk ve
kamu belgeleri tarafindan ¢izilir. Bu uluslararasi belgeler, bireylerin, herhangi bir devletin vatandasi oldugu
icin degil, sadece insan oldugu i¢in hak sahibi oldugu kiiresel sivil toplumun kurucu unsurlaridir (Benhabib,
2006: 37-38).

Oyle ki, temel haklar1 kapsayan uluslararasi adalet normlarinin siirekli yeniden yorumlandig1, yeniden ifade
edildigi ve somutlagtirildig1 bu yeni uluslararasi: hukuki diizlem, artik bir dizi kozmopolit normlar {izerinden
devam eden yeni bir yola evrilmektedir. Benhabib i¢in, kozmopolitizm, “yeni diinya”da temel haklar tizerine
devam eden tartigmalarin uluslararas1 bir hukuksal diizlemde devami i¢in bir dizi yeni normlar getirmesi
sebebiyle 6nemlidir. Bu yilizden, kozmopolitizmi yeni diinya diizeni ¢ergcevesinde sorgular.

KOZMOPOLITIZM: YENI BIR DUNYA ANAYASASI UTOPYASI

Huntington (2004) Amerika’nin varligia siikran duyan halkla ile Amerikali akademik elitler arasindaki
ucurumdan bahsettigi  “Olii Ruhlar: Amerikan Elitinin Gayri Millilestirilmesi” adli makalesinde,
milliyet¢iligin hala birgok devletin siradan vatandasinin, yiireklerindeki alevlendiren, yabanci memleketlerde
donilip dolastiktan sonra geri geldikleri memleketlerinde mutlu olmalarina saglayan ¢ok ciddi bir gii¢
oldugunu sdyler. Benhabib de “Buhran Caginda Haysiyet: Zor Zamanda Insan Haklari’nda, “karmasik
bugiiniin 6tesini, olas1 ve gergeklestirebilir bir gelecegi diisiinmenin yerinin tutan bir tabir” olarak niteledigi
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kozmopolitizm sorgulamasimna Huntington’a deginerek baslar. Cogulcu politikalarin, kimlik siyasetinin
dramatik bir gekilde bas gosterdigi yeni diinyada, Benhabib (2013: 24), “kozmopolitizm siradan
vatandaslarin kaygilardan uzakta, diinyay1 arsinlayip gezegeniz kucaklayan elitlere 6zgiir ayricalikli bir
tutum mudur?” diye sorar. Kozmopolitizmi, cesitlilige kapali cemaat nostaljisiyle “sag cenahtaki milliyetci-
cemaatgi tenkitcilerin” , kozmopolitizmi emperyal tahakkiime indirgeyen ‘“sol cenahtaki kinik muarizlarin”
ve postmodernist siiphecilerin eline birakilmayacak kadar mithim goriir, ve kozmopolit bir insan haklar1
sdylemindeki gelisiminin énemini vurgular (Benhabib 2013: 25-26). Oyle ki, yeni bir diinya hukuku ve yeni
bir diinya vatandasligi mefhumu yaratan kozmopolitizm, temasi arttirmasi sebebiyle, diinyanin herhangi bir
yerindeki adaletsizligi herkesin bir sekilde hissetmesine saglamasina yol acarken, diinya barisini saglayacak
bir iitopya igerir.

Benhabib, kozmopolitizmle yeni diinya vatandaslhigina dair kabuliiniin smirlariin yeniden g¢izer, ve
Arendt’in “haklara sahip olma hakki”n1 “politik bir topluluga {iyelik hakkindan” ziyade, her insanin, belli
bir etnik gruba ya da millet dahil olma degil, sadece insan olmast sebebiyle, tiim diinyada hukuki bir sahis
olarak taninmasi ve korunmasi olarak genigletilmesini Onerir (Benhabib 2013: 31). Kozmopolit insanin
hukuki haklari, elbette temel haklar ile demokratik anayasadaki diger haklar1 arasindaki gerilim {izerine
devam eden tartismalarla, somutlastirilarak belirlenecektir. Benhabib’in kozmopolit insan1 bu sekilde, bir
siyasaya ait, hukuki bir 6zne olarak goriir ve bu aidiyet olmaksizin bir kozmopolit insan gereginden s6z
edilmesinin imkansiz oldugunu iddia eder (Benhabib 2013: 37).

Benhabib, Guantanamo, Ebu Garib gibi siddetli insan hakki ihlalleri i, El Kaide’ye karsi diye baslayip
amagsiz bir sekilde devam eden Afganistan ve Pakistan miidahaleleri gibi insan haklarma yonelik giiveni
sarsan, hukuki kozmopolitizmi ¢ivileyen, son 50 yilin bir¢ok krizini hatirlatarak, kozmopolit projenin
basarisizliga ugradig: diisiincesine ragmen, bunu, kozmopolit projenin bir sonucu olarak gérmenin dogru
olmayacagin1 savunur. Kozmopolit hukuk yolunda, evrensel haklar {izerine ilerlemeler Benhabib igin,
akliselimle, iitopya cigirtkanligi yapmadan, bir dizi “demokratik yineleme” kanaliyla devam etmelidir
(Benhabib, 2006: 39).

DEMOKRATIK YINELEMELER

Benhabib’in modern demokrasilerin kavranmasi konusunda arag olarak gordiigii ve Jean-Jacques Rousse ile
Kant’tan hareketle sinirlarint ¢izdigi ideal demokrasi tanimi, “egemen kurumun tiim {iyelerinin insan
haklarinin tagiyicilari ve bu rejimin, hem yasay1 koyan hem de ona tabi olan kimlikleriyle, bir kendini idare
rejimini kurmak igin 6zgiir bir bicimde bir araya gelen ortaklar1 olarak gérmesi”dir (Benhabib, 2006: 52).

Modern demokrasilerde vatandaglik haklari, “insan haklar1” temelinde belirlenir; insan ve yurttas haklari
birbirini kapsar. “Halk™ belli bir mekan sinirinda, belli bir kiiltiir, belli bir tarihi miras etrafinda toplanmis
bir topluluk olsa da kisilik haklar1 konusunda, evrensel degerler baglaminda ortak haklar talep eder.
Benhabib, evrensel insan haklari ile ulus kimligi arasindaki ¢ekismeyi de demokratik mesruiyetin kurucu
0gesi olarak niteler ve bu gerilimin Habermas tarafindan “modern ulusun Janus yiizii” nitelemesini hatirlatir.
Mecazi olarak, bir seyin karsit taraflarini torpiilemek anlaminda kullanilan Janus, zit yonlere bakan iki yiize
sahip bir Roma tanrisidir.

Demokrasilerde, adalet taleplerinin ve kurallarin birbirleriyle gelismesi dogaldir. Benhabib bu gerilimde,
evrensel haklar1 demokrasi i¢in On taahhiit olarak baz almanin ve pratikte bu taahhiitlerin kendisini tekrar
insa etmesinin gerekliliginden bahseder ve hiikiimranin 6ncelikli haklarina kars:1 halklarin iradesi arasindaki
catigma potansiyelini 6ngoriir (Benhabib, 2006: 53-55).

Bu noktada, “demokratik yinelemeler” olarak kavramsallastirdigi siireg, Benhabib icin modern anayasal
demokrasilerdeki evrensel insan haklariyla, esit vatandaslarin demokrasisi arasindaki celigkiden dogacak
uzlasinin saglayicisidir. Hem normatif, hem ampirik bilesenleri barindirmasiyla, ideallestirilmis bir politik
mesruiyet yaklagimi sunan “demokratik yinelemeler”i (Benhabib, 2013: 196), Benhabib sdyle agiklar:
“Demokratik yinelemeler, karmasik kamusal tartigma, miizakere ve evrensel hak taleplerinin, liberal
demokrasilerin kamusal alaninda, yasal ve politik kurumlarla ispat edildigini ve baglamsallastirildigini, talep
ve feshedildigini 6grenmeye dayanan karmasgik siireclerdir.” (Benhabib, 2006: 28).
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Demokratik yinelemeler, halki kanunlarimi konusu olmaktan &te, “yasa koyucu” olmaya tagiyan, sadece
sistemdeki mevcut yonetim anlayisini degil, gecerli onciilleri dahi yeniden diisiinmeye, miizakere etmeye,
dontistiirmeye yarayan politik bir siiregtir. Demokratik yinelemelerdeki politikalar, tek yanli bir vatandaglik
hakki tizerine miizakereden ziyade, tiim diinya varliklarmi etkileyecek nitelikte kararlarlardir. Anayasal
diizenlemeler baglaminda halkin kimliginin tanimlanmasmin siirekli yeni ifadelere, yeniden
tanimlamamalara agik bir siire¢ olmasinin yani sira, “demos” iiyesi olamayanlarin alinana kararlardan
etkilenmesine ragmen karar verici diizlemde kendine yer bulamamasi, vatandaglar ve “yabancilar” arasindaki
oteki ayrimi tlizerinden “6teki”nin kim oldugu, “demos”un smirlar1 gibi 6zciil konular da miizakere ve
demokratik yinelemelerde doniisiime agik konulardir (Benhabib, 2006: 28-30).

Bir yasal sistemde resmi vatandas olan ve yerlesik diizende ikamet eden kisilerin yani sira, uluslararasi veya
ulus asir1 insan haklar1 orgiitleri, insan haklar1 gézlem kuruluslari, kiiresel aktivist yapilanmalar gibi “daha
akigkan, yapilandirilmamis diyalog toplumlarini” da igeren bir “demotik toplumun” katilim sagladigi bu
miizakere siireci su soruyla ilgilidir:

“Bir halk olarak ahlaki, politik ve anayasal taahhiitlerimiz ayrica insan haklar1 anlagsmalar1 ve belgelerinden
dogan uluslararas1 yiikiimliiliiklerimiz 15181nda, alacagimiz hangi kolektif kararlar hem adil hem de mesru
kabul edilebilir?” (Benhabib, 2013: 196-197)

Temelde diinyadaki halkalar ve kiiltiirler arasinda devam edecek demokratik yinelemeler, insan haklari
yasalarinin saglanmasiyla miimkiindiir. Bu, belirli bir zamanda ve sinirli bir mekanda kesin bir anlagsmaya
varmak {izere ilerleyen bir diyalog tiirii degil, kisilerin kendi kiiltiirel kimliklerine, 6znelliklerine diger
kimliklerin bakis a¢ilartyla bakmalarini saglayan, kiiltiirleri sorgulayan “siiregiden bir sdylesi, bir karmasik
diyalog”tur. Amaci, kesin, geri doniilemez bir sonuca varmak degildir; evrensel yasalarin yorumlanmasi,
hukuksal diizlemede somutlastirilmast noktasinda gecerli olabilecek alternatifler konusunda yasayr kuran,
yasaya tabi olan herkesin egitilmesi (Benhabib, 2013: 109), evrensel haklarin birligi ve c¢esitligine dair
ufkunun genisletilmesidir.

EVRENSEL INSAN HAKLARI

Avrupa’nin yani sira, Asya ve Afrika kitalari, somiirge devletlerinin de yeniden kaderinin ¢izildigi Birinci ve
Ikinci Diinya Savaglari’'mi 1948’deki Evrensel Beyanname ve ardindan devam eden “insan haklari ¢agi”
izledi., 7akil ve adalet”, “baris ve Ozgiirlik” ilkelerinin somutlastiriimasinin zorunluluguyla, diinyanin
evrensel kamu hukuku belgeleri, somiirgecilige karsi milli miicadeleler gibi “kolektif miicadelelerden ve
kolektif bir 6grenme siireclerinden damitildi” (Benhabib, 2013: 108). Bu belgeler, sadece devletleraras1 bir
zeminde kalmayan, devletlerarasi anlagmalarin iistiinde, kiiresel bir sivil toplumun da kurucu unsurdur.
Insanin, sadece insan olmasindan &tiirii hak sahibi oldugu yeni uluslararasi hukuksal zeminde, devletlerin en
giiclii aktorlerden oldugu gergegi degismemis olsa da, mesruiyet zeminleri daraldi. Benhabib, bu diizlemde,
kiiresel sivil toplum i¢in hala ordunun ve siddetinin bir tehdit unsuru oldugunu vurgulasa da, “halklar
yasasi”’nin bu yeni kiiresel sivil toplum temelinde kuruldugunun altinmi ¢izer. Kiiltiirlerarast temasin
yikseldigi bu yeni evrensel kamusal alandaki diyaloglar, derin catlaklar, catigmalar ile “demokratik
yinelemeler” siireci arasinda temel biri bag oldugunu agiklar (Benhabib, 2013: 109). Zira, toplumdaki kisiler,
ancak boyle bir demokratik miizakere siireciyle, kendi kiiltiirel degerlerini sahiplenebildikleri yeni bir
kimliklendirme politikas1 yolunda etkin olabilir.

Ote yandan demokratik yinelemelerin tam anlamiyla siirdiiriilmesi insan haklar1 yasalarmin tatbikiyle
miimkiindiir (Benhabib, 2013: 109). Ben Habib, “haklara sahip olma hakki”nin insanin tek temel ahlaki
hakki oldugunu savunur. Kavrami, insanin, digerleri tarafindan haklarinin hukuki giivence altina alindigs,
ahlaki saygiy1 hak eden bir kisi olarak kabul edilmesini ve bagka insanlar1 da bu sekilde kabul etmesi olarak
acar. Ozellikle, insan hakkini, “biitiin halklar i¢in diizenli politik kurumlardan olusan bir asgari standart”
goren Rawlsci anlayisa, devletin tanimadigi azinlik dinlerine esit vicdan ve orgiitlenme hiirriyeti tanimadigt
gerekgesiyle karsi ¢ikar. Rawls’in siraladigl, yasam, hiirriyet, din ve diisiince 6zgiirliigi, kisisel miilkiyet ve
dogal adalet kurallari, insan Haklar1 Beyannamesi’ne oranla ¢ok eksik, ve “esitsiz”dir. Benhabib, bu tiir
kamu hukuku belgelerinin felsefi agidan karisik oldugu gergegine karsin, Insan Haklari Evrensel
Beyannamesi’ni uluslararasi kamu hukukuna en yakin belge olarak goriir (Benhabib, 2013: 90-92).
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Benbabib, temel hakkin ne olduguna dair argiimaninda Kant’tan yola ¢ikar. Ahlaki konstriiktivizm
gelenegine gore hak, nasil bir diinyada yasamak istedigimiz sorusunu temel alir. Kant, temel hakka dair
yaklagimini, insanlarin, bagkalarinin 6zgiirliigiine saygi gosterdigi ahlaki sinirlar i¢inde, bir adli-sivil diizen
kurma seklinde ilkelendirir. Bu hak ilkesinin 6zellikleri “genellik, bigimsel karsililik ve esitliktir” (Kant,
1797, alintilayan Benhabib, 2013: 98). Bir eylemin hak olmasi, herkesin 6zgiir bir bicimde evrensel bir yasa
cercevesinde var olmasini saglamasina baghdir. Kant igin temel hak budur. Ozgiirliik, ancak bu ilkeler
herkese uygulanabilindigi takdirde kisitlanabilir, herkes bu ilkelere dayali siyasada “ahlaki bir varlik” olarak
saygi goriir (Benhabib, 2013: 98).

Bu noktada, insanlarin birbirlerine dair hak taleplerinin ¢elismeyecek bir sekilde, evrensel yasada var olmasi,
sOylemin nasil kurulacag: ile dogrudan iligkilidir. Kisiler, kendileri i¢in gecerli normlarin gecerliligine
digerlerini ikna etmek zorundadir. Bu sebeple, Rainer Forst’un (2010, alintilayan Benhabib, 2013: 99) ortaya
koydugu gibi Benhabib i¢in de “gerekcelendirme hakki” temel bir haktir. Kisilerin, eylem hedefinin dahi
formiile etmeden Once, hedefleri gerekcelendirmesi ve digerlerine bu hakkin gecerliligine ikna etmesi
gerekir. Benhabib, “dogalcilik yanilgisi ve miilkiyetci bireycilik gibi tuzaklara diismeden”, hak sdylemlerinin
nasil gerekcelendirilecegi iizerine kafa yorar. Bu sdylem siirecinde, herkesin iletisim 6zgiirliigiine sahip
oldugunu, ve ancak bu sayede anladiklari bir gecerlik iddiast {izerine “evet” ya da “hayu” deme
tasarruflarinin bulundugunu varsayar. Oyle ki, iletisim 6zgiirliigii, insan haklarinin ahlaki ilkeleriyle giivence
altina alinir, ve hukuksal diizlemde bunun bir karsilik bulmas1 gereklidir

Benhabib, iletisim ozgiirliigiinii, temel hakkin 6n kosulu olarak goriir ve “Her seyden once, iletisim
ozgirliigiine muktedir bir ahlaki varlik olarak, haklara sahip olma hakkina sahipsiniz” der (2013: 99).
Iletisim o&zgiirliigiiniin tatbiki, evrensel yasalarin kurulmasi ydniinde hayati 6nemdedir. Ozgiirliiklerin,
gerekcelendirerek miizakere edildigi sOylem siirecini, iletisim Ozgiirliigii saglanmaksizin kurmak ve
stirdiirmek miimkiin degildir.

ILETiISIM OZGURLUGUNUN SAGLAYICISI OLARAK SOYLEM KURAMI VE ETiGi

Insan haklarmn, sdylem kurami gergevesince gerekgelendirildigi siireglerin smirlari iletisim 6zgiirliigiiniin
Ozellikleri baglaminda c¢izilir. Burada séz konusu olan, iletigimin baglamasini ve nitelikli katilimin
saglanarak stirdiiriilmesini saglayacak bi¢imsel sartlardir. Katilimcilarin esit olmasi, konusma edinimlerinin
simetrik —herkesin giindeme yeni baslik ekleyebilmesi, soru sormasi, cevap vermesi, yorum yapabilmesi vs.)
ve iletisim rollerinin karsiliklt olmasi1 Benhabib’in (2013: 103) ¢izdigi bi¢imsel kosullaridir. Bu ii¢ kosul da,
diger giindem maddeleri gibi sOylem siireci i¢erisinde yoruma agiktir.

Soylem etigi, miizakere silirecinde karsilagilabilecek kisitlamalardan tiireyen, siire¢ boyunca atilimcilarin
kimligi, giindem maddelerin belirlenmesindeki, paydaslarin konusma dagilimlart gibi bashklarin kurallarini
belirleyen prosediirel kisitlamalarin ¢ergeveler (Benhabib, 2013: 196).

Benhabib, Habermas’in sdylem etiginin temel sartinin; muhakeme sirasinda gecerli olan normlarin ve
kurumsal diizenlemelerin muhakeme taraflarinin tamaminca kabul edilmesi gerekliligi sartin1 destekler.
Benhabib i¢in bu ilke, “evrensel ahlaki saygiy1” ve “esitlik¢i karsilikligi” kapsayan metanormdur. Burada,
evrensel saygi ile kastedilen, konusma ve eylem yetisine sahip herkesin muhakeme siirecinde ahlaki
etkilesimin katilimcisi olabilecegi kabuliidiir. Her katilimcinin, muhakeme sirasinda konusma, yeni bir
konuyu giindeme getirme ve gecen konusmalara iligkin 6n varsayimlarin (ifadeleri yorumlama, agikca
belirtmeyen bilgileri okuma) gerekcelendirmesini talep etme hakk: ise “esitlik¢i karsiliklilik™ ile saglanir
(Benhabib, 2006: 22).

Benhabib, konusma ve eylem yetisine sahip her seyi dahil ettigi sdylemin kapsam1 konusunda ise, ¢ocuklari,
zihinsel veya psikolojik engellileri ahlaki kurban olarak disarida tutarken, ahlaki etkilesimini sinirlarinin
ulusla kalmay1p tiim insanlig1 potansiyel katilimci olarak kabul etme zorunlulugunun alti ¢izer. Oyle ki,
herhangi bir sistem igerisinde, herhangi bir eylemin siirecinden ya da sonucundan bir sekilde etkilenebilecek
herkes, bireylerin birbirleri arasinda ahlaki etkilesimin var oldugu o sistemde ahlaki 6znedir; her birey bu
sistemin katilime1 ortagidir. Bu ahlaki etkilesim iginde, her bireyin eylemlerini gerekg¢elendirmekle, ve bu
gerekceyi bagkalarinin ahlaki degerlerine sayginin kosulu olarak oteki bireylere agiklamakla yiikiimliidiir
(Benhabib, 2006: 22-23).
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YENI BIR KAMUSAL MUZAKERE ALANI: CEVRIMICi ORTAMLAR?

Gilindelik hayatta internetin yayginlasmasiyla, STK’lar gibi oOrgiitli yapilarin ve bireysel kullanicilarin
cevrimi¢i alanda etkin olmalar1 ivme kazandi. Merkezsiz, ucuz ve ¢oklu (kamusal) olmasiyla, siyasal
katilima dahil olmak isteyen bireyler ve gruplar tarafindan , Web temelli forumlar, Twitter, Facebook,
Wikipedia gibi sosyal medya uygulamalari, yurttaglar arasi bir kamusal etkilesim ve tartisma platformu
olarak haline geldi. (Kasap, 2014: 121-126).

Yeni iletisim teknolojileriyle, yani bir kamusal alan anlayisinin ortaya ¢iktigina iligkin tartismalarda ¢ok
cesitli goriis ayriliklart mevcut. Miizakereci etkinliklerin niteligiyle dogrudan etkilesimli oldugu 6ne siiriilen
temel faktorlerden biri de sosyal medya uygulamasinin yazilim tasarimi, yani teknik yapilanma (Iyengar, v.d.
2003, aktaran Kasap, 2014: 124). Kisa iletilerin detay eksikligi yiizlinden tartismanin niteligine olumsuz
etkisi olduguna (Dahlberg 2001, aktaran Kasap, 2014: 124), iletisimin eszamanh yliriidiigii platformlardaki
tartismalarda ardisik bir diizen olmamasi sebebiyle ortaya ¢ikan uyum eksikliginin miizakereci bir siyasal
tartismaya ket vurduguna (Weger ve Aakhus, 2003, aktaran Kasap, 2014: 124), ya da tam aksine, bu
eszamanlilik 6zelliginin tutarli ve diizenli bir tartisma ortami igin firsat olduguna ve detayli, biitiinlesik bir
miizakereci siyasal tartigsma zeminin saglanabildigine (Stromer-Galley ve Martinson, 2009 aktaran Kasap,
2014: 124) dair ortaya konulan savlar konuya iligkin ¢ok cesitli goriislerin sadece birkact. (Detayli bir
derleme i¢in bknz. Kasap, 2014).

Tim bu tartigmalar etrafinda, ¢evrimici karsilasma platformlarinda ozellikle bloglar ve mikrobloglari,
Coleman’in (2005) da bireylere yeni bir dinleme siyaseti i¢in alan acacagi iddiasi sebebiyle onemli
buluyorum. Coleman (2005: 274) modern demokrasinin ihtiyag duydugu seyin evden oturup anonim
kimliklerle plebisitleri oylamak olmamasina ragmen bloggerligin aynm1 sey olmadigini demokrasiyi
besleyecek bir kaynak oldugunun altm ¢izer. Iran’daki (ve iltica etmek zorunda kalan iranlilarin) muhalif
bloglari, AB Anayasasinin Fransa’da referanduma sunuldugu 2005°teki bloglar gibi &rnekler anlatma ve
anlama ve karsilagma siyasetinin miimkiin oldugu yeni bir kamusal alan alternatif olma iddiasin1 gii¢lendirdi.
Bloglarin siyasi igerikten ziyade, kisisel giinliikler olarak kullanilma tercihi de karsilasmalarin saglanmasina
katkisindan dolay1 yeni bir kamusal alani besleyebilecek bir faktordiir. Bu, baskalarinin giinliigiine tanik
olma, bir yabanciyla karsilasma deneyimi edinme, ait olunan diinyay1 baskalarina anlatma, izleyiciyi anlam
ireten ve aktdr kilan bir faza gecirme, kiiltiirel kamusal alani zenginlestirme baglaminda miizakereci
demokrasi kuramindaki sdylem etiginin kargilagsma ve birbirini anlama iizerine kurulu olan iletigim
anlayigina katki saglayabilecek bir durumdur (Coleman, 2005; Kasap, 2014: 131).

Sosyal medyanin demokratik bir miizakere ve etkilesim icin etkili bir kamusal alan platformu potansiyeli
konusunda Twitter en ¢ok tartigilan mecralardan biri. Twitter, ana akim medyaya alternatif bir haber alma,
haberlesme, tartigma ve oOrgiitlenme zemini olarak, Tiirkiye’de de belli donemler ¢ok etkin kullanildi,
kullanilmaya devam ediyor. Medya ve iktidar iligkinin kusatmasina ragmen, Van Depremi, Gezi Parki olayi,
secim siirecleri gibi bircok kritik donemde, Twittter cok genis bir agda etkili bir bi¢imde kullanildi.
Haberlesme ve etkilesimin yani1 sira, Twitter organize olma, orgiitlenme, genis kitlelerin birlikte hareket alma
noktalarinda ana mecra haline geldi. Yardim toplama, koordinasyon saglama, enkaz sonuglarimi bildirme,
kayip arama, polisle ¢atisilan giizergahlara alternatif yol bilgisi edinme gibi birgok hareketin yan1 sira,
Twitter, iktidarin dolasimindan hoslanmayacagi, muhalif alternatif haber medyasimni da goriis bildiren,
okuyan kullanicilarin linkleri dolasima sokmasiyla goriiniir kiliyor. Alternatif haber kaynaklarinin Twitter
yardimryla gorece daha yaygin bir kitle tarafindan -diizenli olmasa da - takip edilmesi, bu vesileyle muhalif
haber kaynaklarina daha fazla okuyucu tarafindan ulasilmasinin, kamusal bir miizakere siirecinde besleyici
bir rolii vardir. Alternatif haber kaynaklarindan gelen mubhalif haberlerin dolasima girmesiyle kamusal
alanda miizakere edilecek yeni giindem maddeleri eklerken, karsilagsmalarin dozunu yiikseltir. Yeni ve ¢ok
yonlii bilgi akis1 dolayisiyla farkli bakis agilarinin miizakere siireclerine dahil olmasi, siire¢ igin
zenginlestirici bir unsur olarak da goriilebilir.

Karsilagsmalarin bir tiir kutuplagmaya sebep oldugu goriisii, Twitter’in olumsuz kilan nedenlerin basinda yer
alir. Yardi ve Boyd (2010) da birbirlerine benzer kisilerin online ortamlar da benzer gruplar etrafinda
toplanmasina ragmen, Twitter’da kamuya agik zaman tiineli (timeline) dolayisiyla ¢ok ¢esitli goriislerin
birbirleriyle karsilastigi bir mecra oldugundan yola ¢ikarak yiiriittiikleri ¢alismada, Twittter’in kutuplastirict
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etkisinin altin gizer. Oyle ki, benzer gériiste olan kisilerin etkilesimleri grup aidiyetini giiclendirirken, karsit
fikirle olan etkilesimler grupigi-grupdisi etiketlemeleri artirir. Karsit goriisle nitelikli bir tartigmay1, kisinin
sadece kendi becerisine baglansa da, ¢alisma, Sunstein’e de (2008, aktaran Yardi & Boyd 2010) referansla,
onceye gore, Twitter’in kigilerin daha fazla farkl goriisle karsilagsmasina sebep oldugunu da ortaya koyar.
Ustelik, benzer goriisteki kisiler dahi, kendi gruplari iginde devam eden tartismalarda yeni agilimlarla birlikte
daha genis bir perspektiften bakma, ¢ok ¢esitli fikirlerle temas etme ve bunlari tartigma sansi yakalar.

Bununla birlikte Wiki’leri de, belli bir filtreleme prosediiriinden gegse bile, toplumsal iiretim mekanizmast
olarak kamusal alanda onemli buluyorum. Cevrimic¢i paylagima ac¢ik bilgi ve belgeler toplulugunun,
goniilliilik esastyla, birbirinden bagimsiz kisilerin olusturdugu, icerik sagladigi, diizenledigi bu platformlari,
ayn1 zamanda “Oneren, tartisan, anlagan ve kendi politikalarin1 gelistirilen karmagik bir 6zyonetim siirecini
iceren hareketli bir ¢evrimici topluluktur” (Kasap, 2010: 137).

Akigkan kimliklerin de aktor oldugu kiiresel bir diinyada, ¢evrimi¢im miizakere siireci ile kamusal alanin
ulusaldan uluslararasi bir alana tasinma iddiasi, hakim dil olan Ingilizce yetkinligine her katilimcinin sahip
olmamasi, katilimcilarin bilgi diizeyinin asimetrik olmasi, erisimin sinirlt olmasi, editoéryal formatlar gibi
bicimsel faktorlere herkesin ayni sekilde asina olmamasi gibi nedenlerden otiirii de elestirilir. Bu kiiresel
esitsizlikler, katilimcilarin bir kismini fail kilarken, geriye kalan biiyilk ¢ogunluk sadece dinleyici
konumunda olmasina yol acar (Curan ve Witschge, 2012: 103-108).

Elbette yapisal faktorler ve kullanim pratikleri acisindan incelendiginde yeni medya teknolojilerinin
miizakereci bir siyasal etkilesim igin nasil bir potansiyel tasidigi, ne derece nitelikli oldugu, kisiler arasinda
birbirini anlamaya ydnelik ne derece rasyonel bir tartismaya olanak sagladigi, yani “ortak iyilikte “ uzlasma
cabasimin ne derece gergeklestigi iizerine devam eden tartismalar, konunun ¢ok su kaldirmasi sebebiyle
stiphesiz daha uzun yillar devam edecek. Fakat tiim bu tartigmalar devam ederken, yeni bir iletisim
anlayisinin gérmezden gelinemeyecegi gergegine itiraz etmek miimkiin goriinmiiyor. Bu yiizden, yeni bir
iletisim anlayis1, kurallarini, sinirlarin1 ve kapsamini belirledigi yeni bir iletisim 6zgiirliigii anlayigin1 da
dogal olarak tartigmaya agiyor.

Zira, iletisim 0zgiirliigii saglanmaksizin siirdiiriilmeye calisan miizakere siirecinin, tam olarak tatbik edilmesi
miimkiin degildir. Yeni bir kamusal alanin var olup olmadiginin ya da niteliginin tartisildiginin bir ortamda,
yeni iletisim Ozgiirliigli anlayigini tartismak, bu sebeple ikincil degildir. Benhabib’in de demokratik
yinelemeler ¢ercevesinde, miizakere siirecini demokratik bir ortamda siirdiirmek 6nkosul oldugu icin séylem
kuramini yeniden kurmasi; sdylemin etiginin kapsamini miizakereci demokrasi kuraminin temellerden biri
olarak gormesi; iletisim 0zgiirliigi, esitligi saglanmaksizin kurulmaya caligilan bir sistemin ¢alismayacagi
gercegiyle dogrudan ilgilidir.

KUTUPLASMAYA DOGRU: YENI BiR iLETiSIM ANLAYISI MUMKUN MU?

Geleneksel medyada sansiir, mahremiyet, kamusal ¢ikar gibi basliklar {izerine medya sahipligi baglaminda
tartigilan iletisim 6zgiirliigii meselesinin; haber verme kaynagi olarak dijital medyada degil fakat bir kamusal
alan potansiyeli tagiyan ¢evrimici ortamlar s6z konusu oldugunda farkli basliklar {izerinden konusulmasinin
anlamli diisiiniiyorum. Ornegin sahiplik meselesinden ziyade, esnek, bir y1gin prosediirel kural icermeyen,
mahremiyet ve giivenlik ilkesine iliskin, sadece igerige yonelik bir takim sinirlandirilmalarla yetinilen bir
cercevede tartisilmasini makul buluyorum. Ne“mutlak iyi” {izerine kurulmus Kantg¢1 deontolojik yaklagimin,
ne fayday1 maksimize etmek ugruna her yolu miibah géren pragmatist liberal yaklagimin, ne de —daha uygun
bulsam da- her toplumsal olay1 tikel degerlendiren, dogruluk (accuracy) —diiriistliik (sincerity)- iyicil
karsilama (hospitality) kodlar1 iizerinden erdemli, etik bir anlayis gelistiren Neo-Aristocu yaklagimin
(Philips, Couldry ve Freedman, 2010: 54) c¢evrimici miizakere alanlarinda ifade Ozgiirliigiini
sekillendirmesini uygun buluyorum. Ciinkii, ¢evrimi¢i miizakere alanlarinin karar mekanizmasina direkt
etkili olup olmamasi iizerine tartigmalar bir yana, bir tiir ylik bosaltma, enerjiden kurtulma araci gibi
kullanilmasin1 6nemsiyorum. Her ne kadar, hakaret, mahremiyeti ihlal gibi gerekg¢elerle ¢evrimigi alanlarda
siyasal konulara iligkin birtakim ifadelerin yasal mercilere tagindig1 drnekler her gecen giin artsa da, reeldeki
karsilagmalarda sOylenmesi pek miimkiin olmayacak seylerin sakinmadan sdylenmesine olanak taniyan
cevrimigi platformlari, kullanicilarin —reelde bir karsilig1 olmasa dahi- kendilerini ifade edebilecek ya da
sikayetlerini ortaya dokebilecek basat bir alan gérme egilimi tesadiif degildir. Oyle ki, genelin disinda kalan
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herhangi bir fikri ifade edebilecek bir kamusal alan yoklugu nedeniyle, ¢evrimici platformlara bir bosalma
islevi yiikliiyor.

Geleneksel medyanin dijitale aktarildig: tek yonlii haber verme platformlarini disarida tutarak, interaktif bir
tartisma ortami sunan yeni medya uygulamalar1 s6z konusu oldugunda yeni bir iletisim o&zgiirligi
anlayisindan s6z etmenin uygun olacagini diisiiniiyorum. Yeni, stabil olmayan, akigkan kimlikler ig¢in,
kendilerini ifade edebilecekleri bir kamusal alan sikintisi, ulus-devlet anlayisinin hala ¢ok giiglii olmast
sebebiyle, biiyiik 6l¢iide devam etmekte.

Ulus-devlet kodlarini igsellestirmis bireyler ile yeni politik 6znelerin karsilagmalarinin, gerilim ve catigma
dozu yiiksek atigmalardan ibaret oldugunu sdylemek miimkiin. Interaktif cevrimigi ortamlarim kamusal alan
potansiyeli tagima iddiasina iligkin tartigmalar bir yana, dncelikle yeni politik 6znelerle karsilagmanin, ulus-
devlet ideolojisini ve onun homojen bir topluluk idealini igsellestirmis bireylerin yeni politik 6znelerin
gercekligi ile yiizlesmesinin kaginilmaz bir gereklilik olarak goériiyorum. Bunun yaninda, daha ¢ok Twitter,
Facebook gibi yeni medya uygulamalar1 iizerine yapilan ¢alismalarda rastlanan, sosyal medyanin
kutuplastirict  etkisi iizerine goriislere katiliyorum. Fakat, boyle gerilimli ve yiiksek tansiyonlu
karsilagmalarin ilk asamasinda kutuplagmanin baskin olmasi bir ger¢cek. Taninma ve hak talepleri yillarca
sakli tutulmus bir karma kimlikler topluluguyla, ulus-devletin dayattig1 kodlar1 i¢sellestirmis, sahiplenmis,
homojen bir toplulugun ilk kargilagmasinin; birinci grubun var olma miicadelesinde ertelenmis sesinin
sabirsizlig1 ve hep bir “Oteki” tasavvuruyla “(hayali) digmanlara” karsi kenetlenmis ikinci grubun “tehdit”
unsuruyla yiizlesmesi sebebiyle, gerilim ve g¢atisma dozunun yliksek olmasi siirpriz degil. Bu catisma
alaninda ¢evrimigi ortamlari birikmis 6fkenin ve kabullenememe ile gelen tagkinligin akitilmasi, bosaltilmast
icin bir zemin firsati1 olarak goriiyorum. Zira, gercekten tanigsma ve kabul etme miimkiinse, bu asamanin
ardindan gelebilir. Nerdeyse iki yiizyildir her alani ¢evrelemis bir ulus-devlet idealinin hakim oldugu bir
diinyada, hicbir taskinlik, ayrisma, catigma olmaksizin, herkesin birbirini kabullenmesi iitopik bir beklenti
olurdu. Yeni bir iletisim 6zgiirliigii anlayisinin sinirlarinin bu baglamda c¢izilmesi gerektigine inaniyorum.
Giivenlik ve mahremiyet siirlarinin ihlal edilmedigi, fakat bu ikisi disindaki alanlarin esneklik kazandig1 bir
iletisim 6zgiirliigii anlayigini, kimliklerin karsilagma alanlarinda iglevsel goriiyorum.

SONUC

Toparlamak gerekirse, miizakereci demokrasi modeli, esit ve seffaf katilimla, yurttaglarin farkli politik
Ozneler olarak birbirlerini anlayarak, karsilasmalar araciliiyla egitilerek, farkli politik 6zneleri taniyarak ve
baskalarmi kendi mesruiyetlerinin gegerliligine ikna ederek kimliklerin mesruiyeti konusunda uzlas
saglanmis, insan haklarini goézeten bir hukuksal sistem ve pratikler biitlinii olusturma amaci tasir.

Zira demokrasi “salt yasalliga indirgenemeyecek” bir sistemdir. Benhabib (2013: 107), “insanlarin
kendilerini kanun yapan ve kanuna uyan toplumdaslar olarak gérmesini saglayan sdylemsel gerek¢elendirme
kurumlar1 ve kanallar1” demokratik mesruiyetin dayanagi olarak gériir. Benhabib, bu kurum ve kanallarinin
isleyisine iligkin yaklagimini, yani soylem f{izerine yaklagimini, Habermas’in séylem kuramindan hareketle
kurar. Keza, Habermas’in (1996: 28) sdylem teorisi, kamusal alanin gayri resmi gruplarini ve (yasama
organlarini elinde tutan) meclis iiyelerini ayn1 potaya dahil eden yiiksek oranda bir 6zneler arasi iletigim
stireci iizerine kuruldur.

Miizakereci politikalar, yasal topluluklar i¢in belli bir biling diizeyiyle entegrasyon saglama isleviyle
kompleks toplumlarin siirdiiriillmesini saglar (Habermas, 1996: 30). Bu yiizden, ¢ok kimlikli toplumsal
yapilarda, herkesin esit diizeyde katilim saglayabildigi diyolojik bir miizakere siireci, farkli politik 6znelerin
de siyasal diizlemede karar alma siire¢lerine katilabilmesinin yolunu agabilir.

Her sosyal perspektifin sadece o perspektifi paylagan hayatlarin degil, bagka hayatlarin akislarimi da
etkileyecek bir pozisyon oldugunun bilinciyle kisilerin birbirini, birbirlerine katilmasa da, anlamalariyla bir
ortak (sosyal) akla varmak miimkiin olabilir. Kolektif akil ancak bu sekilde her perspektiftin yer aldig1 bir
bilgi kombinasyonu ve farkli perspektiflerin anlatilar1 araciligryla iretilir (Young, 1996: 132). Miizakere
stireci bir anlamda ortak iyilikte uzlasma ¢abasidir.
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Habermas’in iletisime dayali bir demokrasi anlayisindan hareketle, Benhabib miizakere siireci baglaminda,
iletisim hakkini da tek temel hak olarak yorumladig1 “hakka sahip olma hakki”na dahil eder. Bu iletisim
Ozgiirligli hakkinin gergeklesmesini, insanlarin “hem yazari, hem tebaasi olduklar1 kanunlara tabi olan ahlaki
ve politik kisiler olarak goriilmesi” kosuluna baglar. Kisiler, “demokratik yinelemeler” olarak
kavramsallastirdigi bu miizakere siireclerinde hakka sahip olma haklarin1 sahiplenirler (Benhabib, 2013:
107). Miizakere siirecinin kurulumu, yapisal boyutu, icerigi bu demokrasi modelinin tam olarak tatbik
edilebilmesine direkt baglidir.

Bu noktada, niceliksel olarak katilimcilarin milyarlar1 bulmasi beklenen diyolojik bir miizakere modelinin
nasil bir platformda yaratilacagi ve siirdiiriilebilecegi konusunu yeni medya teknolojileri olmaksizin
tartismak miimkiin degildir. Zaman ve mekan mefthumun yeniden tanimlandig: internetle birlikte; yapisiyla,
kurallariyla, smirlariyla geleneksel medyadan c¢ok farkli yeni bir medya anlayisinin, yeni bir iletisim
modelinin hizla yayginlasmasi, ulus-devletin yarattig1 6znelerden ¢ok farkli olan akigkan, stabil olmayan
yeni politik 6znelerin kamusal alanda goriiniir olmasina imkan verdi. Bu goriiniirliigiin niceligi ve niteligi,
siyasal katilimdaki yeri, karar mekanizmalarindaki etkisi gibi maddelerin de tartisma konusu olmasina
karsin, Benhabib’in gelistirdigi miizakereci demokrasi modelinde, diyalojik miizakere siireci i¢in sosyal
medyanin basat bir alan olmasi1 ya da basat bir alan potansiyeli tagimasi ¢okga kabul gérmiis bir tespit.

Yeni politik 6znelerin g¢evrimi¢i ortamlarda da gorlinlir olmasiyla, internet bazli interaktif medya
uygulamalarinin Benhabib’in de 0ngordiigii bicimde bir kamusal alan potansiyeli tagimasina iliskin
tartismalar siirmektedir. Bu baglamda, miizakere alanlarinda iletisim 6zgiirliigii konusu, alanin niteligini,
islevini direkt etkileyecek olmasi sebebiyle goz ardi edilemeyecek bir meseledir.

Fakat bdyle “olgun” bir diyalojik miizakere alani idealinden Once; ulus-devleti idealinin icsellestirmis
cogunlugun, farkli ¢ok ¢esitli, akiskan yeni politik 6zneler ile karsilagtigi bir ¢atisma ortami kaginilmaz bir
merhale. Bu agamada c¢evrimigi ortamlarin 6fkeyi, kendi i¢inde sindirerek ¢atismay1 emici bir giicii oldugunu
diisiinliyorum. Kutuplasma, yeni politik 6znelerin de sahneye ¢ikmastyla, yilizlesilmesi ertelenemeyecek bir
faz. Kutuplagsmanin goriiniirliigiinii minimize ederek, onu yok saymak miimkiin degil. Kimliklerin kars1
karstya geldigi ¢evrimici miizakere alanlarinin, bu kutuplasmanin yasanabilecegi en giivenli alanlar oldugu
diisiincesiyle; Benhabib’in 6ngordiigii kamusal miizakere alanlarinin olgunlugundan once, bdyle bir
yetiskinlikten uzak, ilk basta inkarin ve kabullenememenin hiikiim siirdiigii bir ¢arpisma donemini olagan
buluyorum. Bu asamada, kimliklerin birikmis 6fkelerinin ve sabirsizliginin bosatilmasina olanak taniyan,
gorece “sert” bir cevrimi¢i ortam i¢in yeni bir ifade Ozgirligi anlayisinin tartigilmasi gerektigine
inantyorum.
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