th  International Symposium

| " S Communication
g1 N in the Millennium

it - Istanbul, TU | May 5-6-7, 2016 "A dialogue between
communication scholars”







14™ INTERNATIONAL
SYMPOSIUM
COMMUNICATION IN THE
MILLENNIUM

Publishing Coordinator

Prof. Dr. Niliifer SEZER
Prof. Dr. Suat GEZGIN
Prof. Dr. Ergiin YOLCU

Prepared for Publication by
Yildiray KESGIN
Serkan BULUT
Siileyman TURKOGLU

Graphic Design
Siileyman TURKOGLU

ISBN:978-605-07-0614-7

Istanbul, 2016

© All rights reserved. Before all of the work or one part of it can not be used in accordance
with the law which has the number, 4110, when right owner does not give impression and any
impression in accordance with 52" item is not taken, it can not be used by means of the fact
that being processed with any style and method, being multiplied, publishing multiplied parts,
being sold, being hired, being lent, being represented, being presented, being sent with wired /

wireless or other technical, numerical and/or electronical methods.

* All authors must take public responsibility for the content of their paper.



Communication in the Millennium Co-Founders / Co-Chairs:
* Maxwell E. McCombs, Ph.D., University of Texas at Austin, U.S.A.
 Erkan Yuksel, Ph.D., Anadolu University, Eskisehir, TURKEY
» Serra Gorpe, Ph.D., APR, Istanbul University, Istanbul, TURKEY

Organization Committee of the 14th Symposium - 2016
* Co-President: Prof. Dr. Niliifer Sezer, Istanbul University, Turkey
* Co-President: Prof. Dr. Suat Gezgin, Istanbul University, Turkey
* Co-President: Prof. Dr. Ergiin Yolcu, Istanbul University, Turkey
+ Co-President: Prof. Dr. Erkan Yiiksel, Anadolu University, Turkey
» Asst. Prof. Dr. Burcu Zeybek, Istanbul University, Turkey
* Asst. Prof. Dr. Feride Akim, Istanbul University, Turkey
* Asst. Prof. Dr. Mesut Aytekin, Istanbul University, Turkey
* Asst. Prof. Dr. Onur Akyol, Istanbul University, Turkey
* Asst. Prof. Dr. Ozlem Arda, Istanbul University, Turkey
* Asst. Prof. Dr. Siileyman Tiirkoglu, Istanbul University, Turkey
* Asst. Prof. Dr. Umit Sari, Istanbul University, Turkey
* Ahmet Kadri Kursun, Ph.D., Istanbul University, Turkey
* Alev Aslan, Ph.D., Istanbul University, Turkey
» Ahmet Faruk Cecen, Ph.D. Candidate, Istanbul University, Turkey
» Atacan Simsek, Ph.D. Candidate, Istanbul University, Turkey
+ Derya Giil Unlii, Ph.D. Candidate, Istanbul University, Turkey
» Ezel Tiirk, Ph.D. Candidate, Istanbul University, Turkey
* Oguz Kus, Ph.D. Candidate, Istanbul University, Turkey
 Pinar Aslan, Ph.D. Candidate, Istanbul University, Turkey
* Remazi Bilge, Ph.D. Candidate, Istanbul University, Turkey
* Seda Kandemir, Ph.D. Candidate, Istanbul University, Turkey
* Sedat Kokat, Ph.D. Candidate, Istanbul University, Turkey
 Serkan Bulut, Ph.D. Candidate, Istanbul University, Turkey
* Yildiray Kesgin, Ph.D. Candidate, Istanbul University, Turkey

* Esma Sancar, Lecturer, Istanbul University, Turkey

1Y%



The Association of Turkish and American Communication Scholars
(ATACS)

Board Members:

* President: Maxwell E. McCombs, Ph.D. , University of Texas at Austin,
US.A.

* Erkan Yuksel, Ph.D., Anadolu University, Turkey

* Serra Gorpe, Ph.D., APR, Istanbul University, Turkey

* Donald L. Shaw, Ph.D., University of North Carolina, U.S.A.

» David Weaver, Ph.D., University of Indiana, U.S.A.

* Christine 1. Ogan Ph.D., Indiana University, Bloomington. U.S.A.
* Amy Schmitz Weiss, Ph.D., San Diego State University, U.S.A.

Advisory Board:

+ Halil Ibrahim Giircan, Ph.D., Anadolu University, Turkey

* Judith K. Litterst , Ph.D., St. Cloud State University , U.S.A.

» Nazli Bayram, Ph.D., Anadolu University, Turkey

* Nejdet Atabek, Ph.D., Anadolu University, Turkey

* Nezih Orhon, Ph.D., Anadolu University, Turkey

* Roseanna Gaye Ross, Ph.D.,St. Cloud State University , U.S.A.
* Sezen Unlu, Ph.D., Anadolu University, Turkey

* Suat Gezgin, Ph.D., Istanbul University, Turkey

* Ugur Demiray, Ph.D., Anadolu University, Turkey

Referees and Scientific Committee

* Abdullah Kocgak, Ph.D., Selcuk University, Turkey

» Ahmet Kalender, Ph.D., Selcuk University, Turkey
Ahmet Yal¢in Kaya, Ph.D., Selcuk University, Turkey

Ali Murat Vural, Ph.D., Istanbul University, Turkey

* Amy Schmitz Weiss, Ph.D., San Diego University, U.S.A.

v



Asaf Varol, Ph.D., Firat University, Turkey.

Asli Yapar Goneng, Ph.D., Istanbul University, Turkey
Bertrand Cabedoche, Ph.D., Grenoble-Alpes University, France
Brad Hamm, Ph. D., Northwestern University, U.S.A.
Biilend Aydin Ertekin, Ph.D., Anadolu University, Turkey
Cengiz Erdal, Ph.D., Sakarya University, Turkey

Ceyhan Kandemir, Ph.D., Istanbul University, Turkey
David H. Weawer, Ph.D., Indiana University, U.S.A.

Don Stacks, Ph.D., University of Miami, U.S.A.

Ece Karadogan Doruk, Ph.D., Istanbul University, Turkey
Karin G. Wilkins, Ph.D., University of Texas Austin, U.S.A.
Michael Krzeminski, Ph.D., Bonn Rhein-Sieg University, Germany
Murat Ozgen, Ph.D., Istanbul University, Turkey

Nazli Bayram, Ph.D., Yasar University, Turkey

Nejdet Atabek, Ph.D., Anadolu University, Turkey

Nezih Orhon, Ph.D., Anadolu University, Turkey

Omer Ozer, Ph.D., Anadolu University, Turkey

R. Ayhan Yilmaz, Ph.D., Anadolu University, Turkey
Seckin Ozmen, Ph.D., Istanbul University, Turkey

Sezen Unlii, Ph.D., Anadolu University, Turkey

Siikrti Sim, Ph.D., Istanbul University, Turkey

Ugur Demiray, Ph.D., Anadolu University, Turkey

VI



CONTENTS

THE RESEARCH OF PROMOTIONALACTIVITIES THROUGH WEBSITES
IN THE PROCESS OF COUNTRY BRANDING EXAMPLES OF JAPAN,

SWITZERLAND, AND TURKEY 1
Niliifer SEZER, PRLD. ......coovmiouiieieieeeeeeeeeeeeeeeeeeeeee e 1
Derya GUL UNLU ... 1

WHO IS NEW MEDIA PROFESSIONAL? 23
Halil Tbrahim GURCAN, PR.D ...ttt 23
Ipek KUMCUOGLU ...t 23

HOW LOCAL PRESS IS PERSUADING CITTASLOW FACT?.....cccevevvenne 37
Haluk BIRSEN, PhLD. ..o 37
Ozgiil BIRSEN, PR.D. ....oooiiiiieiieecceeeeeeeeeeeeeeeee et 37
Sule YUKSEL OZMEN, PH.D. ..ottt 37

USING THE SOCIAL MEDIA FOR MOVIES AND THE INSTAGRAM

CASE 49
Ozgii YOLCU, PHLD. ..ottt 49

THE ROLE OF SOCIAL MEDIA IN CRISIS COMMUNICATIONS: A

SAMPLE OF GSM COMPANIES IN TURKEY 65
Yesim GUCDEMIR, PR.D. ... 65
EZEl TURK, PHLD. .ottt et e e e eeeeane 65

COMMUNICATION STUDIES IN TURKEY: AN OBSERVATION FROM
COMMUNICATION DEANS’ BOARD 77

ASaf VAROL, Ph.D ..ottt 77

VII



RELATION BETWEEN THE TVAND THE REALITY: UPON THE ARISING

OF THE MOVIE ‘ROOM’ 103
Bahar EROGLU YALIN, Ph.D.......c.ooiiiiiceeieeeeeeee e, 103
SIDEl MERT ...ttt st 103
Sebnem MODIRI..........o.oooiiiiecceeeeeeee e 103

ART IN THE AGE OF DIGITAL REPRODUCTION: RECONSIDERING

BENJAMIN’S AURA IN “ART OF BANKSY” 115
Canan AKIN, Ph.D. ..c.oooiiiiiiieiceeee e 115
Nedret Sezin KIPCAK .......cocoiiiiiiie et 115

TRACKING TRENDS OF DIGITAL MEDIA IN IMC 127
Ebru UZUNOGLU, PH.D. ....cooovieiiiieeeeeeeee e 127
Sema MISCI KIP, PH.D. ......cooviuiiieeeiceeccee e 127
Pnar UMUL UNSAL ..o 127
Senem KUM METIN, Ph.D. ....c.c.ooiviieeiceeieeeeeeceeee e 127

ETHNOGRAPHIC DOCUMENTARY IN DESCRIBING THE CULTURE.......

157
Ozlem ARDA, Ph.D. ..o 157

EFFECT OF WORD OF MOUTH COMMUNICATION ON CONSUMERS’
HOSPITAL SELECTION* 175

NULCAN YILIMAZ ..ottt ettt ettt e e e e e e e e e e e e e e e e e e e e e e e eeeeesseseas 175

THE GIVEN SUPPORT TO EDUCATION WITH SOCIALRESPONSIBILITY
CAMPAIGNS, EXAMPLE OF AN APPLICATION FROM TURKEY: THE
PROJECT ‘1 AM AT HOME’ OF CELEBI AVIATION HOLDING............. 195

Fadime BADUR, Ph. D. ..cccoiiiiiiiiieccccececeeeeese e 195

REPRESENTATION OF THE IMAGE OF LOVE BETWEEN DIFFERENT
SOCIO-ECONOMIC CLASSES IN YESILCAM MELODRAMAS AND TV
SERIALS: COMPARISON OF I LOVED A POOR GIRL” FILM AND ©1
NAMED HER FERIHA” TV SERIAL 209

Esma SANCAR ...ttt 209




PRESENTATION OF SUICIDE STORIES IN ONLINE NEWS PORTALS. 225

FEITNAN AYAZ ... ee e eaae e enaee e 225
Birgiil TASDELEN, PR.D........ooimieieiieeeeeeeeeeeee e, 225
F1rat ADIYAMAN ..o e aaee e 225
Erkan YUKSEL, Ph.D. .....oouiiiviiieieeeeeeeeeeee e 225

DARREN ARONOFSKY’S NOAH’S ARK AS A RE-PRESENTATION OF A

UNIVERSAL NARRATION 245
Mehmet YILMAZ, Ph.D........oouiiieeeeoeeeeeeeeeeeeeee e 245
Y1MAZ DEMIR ...ttt ettt e et eaenenas 245

POPULAR GENRES IN TURKISH CINEMA 267
Mesut AYTEKIN, Ph.D. .....c.covuiiiiiiieeiieeeceee e 267
Umit SARL PR.D. ..ot 267

IS SLOW RADIO POSSIBLE AN ANALIZE ON ACIK RADYO (OPEN

RADIO) 283
Ozgiil BIRSEN, PR.D. ....ooviiiiiiiiiceeeeeeeee et 283
ONUEL OGUR ..o e e eeeeeeeaene 283
Sule YUKSEL OZTURK, Ph.D. ..ot 283
Haluk BIRSEN, Ph.D. ..o 283

CHARLIE HEBDO’S REFUGEE CARTOONS AS RHETORICAL FORM OF

SETTING SOCIAL AGENDA 297
F. Senem GUNGOR, PR.D. ....oovuieiieeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee e eeeneeenenes 297

INCREASING CRITIQUE OF SEXISM IN ADVERTISING:
MAINSTREAMING OF FEMINIST ACTIVISM IN TURKEY?................. 321

Alparslan NAS, Ph.D....oc.ooviiiiiieieeeseseeseee et 321

IX



THE DISCRIMINATIVE SUB-DISCOURSE AS THE RISING STAR ON THE
CONVERGENT MEDIA ENVIRONMENT 339

Ahmet Faruk CECEN ..ottt 339

HOW TURKISH COLUMNISTS PORTRAYED THE JUNE 2015 GENERAL

ELECTION IN TURKEY VIA TWITTER 359
Deniz KILIC, PRD. ..o 359
Nevzat Bilge ISPIR, PR.D. .....cooviviiieiieieeeieeeeeeeeeeeee e 359

ANALYSIS OF GENDERED DISCOURSES ON SOCIAL MEDIA

SHARINGS 379
Serkan BULUT ......oooiiiiieiieceecee ettt st ve e et eaae b e eaveeeane s 379
Yildiray KESGIN ......ooooiiiiiieieeeeeeeeeeeee e 379

JAMES TAYLOR’S LETTER IN THE EASTERN WESTERN EQUATION

AND RAISING ISLAMOPHOBIA 393
Yildiray KESGIN ... 393
REMZI BILGE ...t e et s e e e e e snenn 393

USING INTERNET PUBLISHING AS A PROPAGANDA MEDIUM: AHSEN
TV 409

Dila NazZ MADENOGLU ...t e e ees e eeseses e 409

THE USE OF WEB TVs TO DEVELOP CORPORATE IDENTITY:IU WEBTV

EXAMPLE 433
Ergiin YOLCU, PR.D....oooiiiiiieeeeeee ettt s 433
Siileyman TURKOGLU, Ph.D. .......cooovviiieiieeieiece e 433

TELEVISION AND THE TRADITION OF PUBLIC THEATRE: A CONTENT

ANALYSIS SPECIFIC TO GULDUR GULDUR SHOW PROGRAM ....... 449
Mehmet OZBEK, PH.D......oooieeeeeeeeeeeeeeeeeeeeeeeee et eeeeeeeeee et eeeeeeeeeeeeeeseeenenes 449



GOOGLE EFFECT ON FINANCIAL PERFORMANCE OF TRADITIONAL

MEDIA AND NEWSPAPER COMPANIES 477
INCT TARL, PR. Dottt ettt e e eeenenene 477
ROLES OF PUBLIC RELATIONS PRACTITIONERS IN TURKEY......... 507
Fatih OZKOYTUNCU ...ttt et e e e e et e e e eeeeeeeeeessens 507

COVERING SYRIAN ASYLUM SEEKERS IN THE TURKISH PRESS... 531

Ibrahim EFE, PR.D. ...c.ooiiiiuiuiieeeeeeeeeeeeeeeeeeeeeeee et 531
Alaaddin F. PAKSOY, Ph.D......ooouviiiiiiiice e 531
Miizeyyen PANDIR, Ph.D.......ccocoiriiieieiiiiieieieeeiesieee et 531

THE EFFECTS ON ETHICAL PERCEPTIONS OF THE STUDENTS OF

MACHIAVELIST TENDENCIES 541
Muharrem CETIN, Ph.D.......ooouiuiiiiieeeeeeeeeeeeeeee e 541
Mehmet ALl GAZL........oooveeeeeeeeeeeeeeeeeee e, 541
Caner CAKT ....ooieiiie et et e et re e e e bae e e 541

USING OF HOMOSEXUAL IMAGE IN ADS: CANADA AND TURKEY

SAMPLES 555
Nurhan BABUR TOSUN, PR.D. ....coouimimeeieieeeeeeeeeeeeeeeeeeee e 555
Kivang Nazlim TUZEL URALTAS, Ph.D.....cuouimieeeeeeeeeeeeeeeeeeee 555
Yelda ULKER ........ooivieieeeeeeeeeeeeee e 555

DIGITAL DIPLOMACY, GLOBAL PERCEPTION AND TURKEY........... 573
P1ar ASLAN ...t e e e e eaaee e e 573
OFUZ GOKSU ..ottt s e 573

UNDERSTANDING THE INFLUENCE OF EXTERNAL FACTORS ON
BLOGS: A STUDY ON TURKISH BLOGGERS 591




WHAT DO YOUNG GENERATIONS DO DIFFERENTLY WITH DIGITAL
IMAGES TAKEN WITH THEIR SMARTPHONES? 605

Sibel ONURSOY, Ph.D. ...c.ooviiiiiiiiiiecceeee e 605

CIVILSOCIETYINTURKEY: APLATFORMBETWEENTHE GOVERNING
AND THE GOVERNED 625

Yavuz CILLILER, PRD. ..o 625

VIEWS of EDUCATORS on DISTANCE EDUCATION: ISTANBUL
UNIVERSITY as an EXAMPLE 637

Zeynep EKin Bal .......ooooiiiiiiiiee e 637

PRESENTATIONS OF ISIS’ TERRORIST ATTACKS IN TURKISH

NEWSPAPERS AND PEOPLE’S PERCEPTION 649
Erkan YUKSEL, PR.D. ..ottt e e eesnenas 649
OZAN YILDIRIM ..o e e s s es e e e s es e e eesseseseessesesesenns 649

HUMANITARIAN CRISES: HOW TO CREATE OUTREACH AND TOUCH
THE HEARTS OF TARGET AUDIENCES IN HUMANITARIAN CRISES? 651

Nezih ORHON, Ph.D. ..o 651

FACEBOOK AS A TOOL FOR COMMUNICATION AND EDUCATION: A

CASE STUDY DONE AT FIRAT UNIVERSITY 652
Nurhayat VAROL ......cccooiiiiiie ettt sere s sneesnee e 652
ASAF VAROL, PRLD ... 652

NEWS FRAMING OF VIOLENCE AGAINST WOMEN ON TV............... 653
ZUhAl AKMESE ... 653
Kemal DENIZ........ooviiiiiieeeieeeeieieeeee e 653
AleV ASLAN, PRLD. ..o 654

HANCING REPRESANTATION OF ISTANBUL IN 2000°S TURKISH
CINEMA 655

ALACAN SIMSEK ..o 655




THE RESEARCH OF PROMOTIONAL ACTIVITIES THROUGH
WEBSITES IN THE PROCESS OF COUNTRY BRANDING EX-
AMPLES OF JAPAN, SWITZERLAND, AND TURKEY

Niliifer SEZER, Ph.D.
Istanbul University, Turkey
nsezer(@istanbul.edu.tr

Derya GUL UNLU
Istanbul University, Turkey
derya.gul@istanbul edu.tr

Niliifer SEZER is a professor and deputy dean in Istanbul University
Faculty of Communication. She graduated from Galatasaray high school in
1985. Her academic career started in Istanbul University as a research assis-
tant French Language Teaching Department in 1989. Her research interests
semiology, visual semiology, personal image management interpersonal com-
munication advertising and outdoor advertising. Niliifer Sezer is currently head
of the department of Public Relations and Publicity, and also Interpersonal
Communication.

Derya GUL UNLU is a doctoral candidate in Istanbul University Fac-
ulty of Communication, Public Relations and Publicity Department. She grad-
uated from Istanbul University Faculty of Communication, Public Relations
and Publicity Department and Journalism Department. Her master thesis is
about gender discrimination in public relations sector in Turkey. Her research
interests include country branding, gender discrimination, gender identity in
communication field. She is currently working as a research assistant in Istan-
bul University since 2012.



Abstract

As globalization and media become more popular, they also make coun-
try advertising activities gain more importance. Countries are running various
introductory campaigns not only for their citizens, but also for the citizens of
other countries, they are trying to establish their own country brands by aiming
to build a positive image about themselves through the communication strat-
egies that they carry out. Countries that succeed in building a positive image
across the globe and establishing successful country brands doubtlessly have
more economic, political, and social advantages. On the other hand, it is pos-
sible to assume that in the process of country branding, new media has an im-
portant role on the country promotion activities. Countries are able to maintain
their promotional activities over various social networks and over the websites
that they created, or they are even designing special digital strategies for new
media, by this means they are able to reach their target audience easily and
they have the opportunity to form an interaction. In this context, in the websites
that are made for country promotion, it is important to decide which qualities
to bring into the forefront whether it is a historical, geographical or cultur-
al value and it is also important to reveal the websites integration with other
social networks. Accordingly, the two countries (Japan and Switzerland) took
partin “Country Brand Index” between the years of 2014-2015, and Turkey s
promotion web sites were chosen in terms of their opportunity of comparing.
Categorical content analysing technic will be used while researching countries
web sites. At the same time, how the countries who have different characteris-
tics, are structured and the similarities, deficiencies and differences in websites
are among the things that are targeted.

Keywords: Country branding, country promotion, social media.



THE RESEARCH OF PROMOTIONAL ACTIVITIES
THROUGH WEBSITES IN THE PROCESS OF COUNTRY
BRANDING EXAMPLES OF JAPAN, SWITZERLAND, AND
TURKEY

INTRODUCTION

Country branding is a process, which contains many elements, and this
process must be implemented in a long term and comprehensively. Creating a
country image successively and ensuring that a correct perception is achieved
for this purpose is only possible by carrying out these studies strategically. The
most important common aspect of the strategies used in country branding pro-
cess is the idea that determining a starting point, which could be designed on the
activities to be conducted is quite significant for branding efforts. Accordingly,
all the studies and discourses, values of a country, must be structured based on
the characteristics and cultural elements that distinguish a country from others.
Considered in this context, it is important for a country to bring its own par-
ticular values to the forefront and positioning itself in a context different from
that of other countries is also important for being distinguished in the process

of country branding.

Therefore, importance of investigating the activities conducted by coun-
tries, which have different historical backgrounds, cultural characteristics, geo-
graphical regions, economic and political structures, through the websites with-
in the scope of country presentation activities carried out for branding purposes,
is emphasized in the research. In the study, first importance of country branding
will be emphasized, various benefits of this process to the country will be pre-
sented, promotion activities of Japan, Switzerland, Turkey, which are consid-
ered as model countries, will be explained and the relation of websites with

country branding strategies will be determined.



COUNTRY PROMOTION ACTIVITIES IN THE PROCESS
OF COUNTRY BRANDING

Today, brand and branding concepts are not only limited to goods
and services, they also cover subjects such as individuals, ideas, facts
and places (country, region, city etc.). Therefore, as well as goods and
services, countries, cities and even countries need branding, and develop
various strategies in this direction. Especially globalization and spread
of media increased the importance of various communication strategies
and promotion activities implemented by countries for branding pur-
poses. Countries carry out promotion activities addressing both their
citizens and citizens of other countries, and build their country brand
focusing on developing a positive image of themselves thorough the
communication strategies they implement.

Promoting the country well through effective policies will ensure
that a country is distinguished among others in terms of components such
as cities and brands, and increase the competitive power of the country.
This will lead to more recognition and consequently branding for coun-
tries on a global scale. In other words, country branding can influence
our perception about a country, help us make our buying decision and
preference faster, easier and more reliable (Kurtulus, 2008: 287).

Hernstein suggests that country branding can be characterised with
two variants, namely representation (abstract and symbolic characteris-
tics, which individuals use in order to express themselves) and function
(practical appearances of spaces- combination of abstract concepts such
as sun, sky, culture) (Hernstein, 2011: 149). On the other hand, Gilmore
emphasizes the fact that effective country branding is like a preventive in-
oculation against poor promotion activities, and by this means, successful
brands, regardless of whether it is a country or not, will not be affected by
extraordinary situations easily (Gilmore, 2001: 284).

In addition to this, Erzen argues that in order to understand what
the significance of country branding, one must first understand what it
is not. Accordingly, country branding is not only about promoting tour-
ism, publishing promotional ads, logos; it does not address only foreign
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people, itis not a short-term project; branding of a country must not be
considered within the same context as corporate branding (Erzen, 2012:
114). With studies conducted in order to promote country branding, im-
ages of countries are improved, a new identity perception is achieved
and conveyed to the target audience by means of this image. This pro-
cess requires a long term, exacting and perseverant efforts (Melissen,
2007: 21 Quoted in Ozkan, 2015: 484).

With regard to the benefits provided by country branding, Roll
classifies country branding activities under three according to their in-
tended purposes, namely, branding in export, general country brand-
ing and domestic branding (VentureRepublic, Quoted in. Roll, 2011: 78):

Country Branding Activities Benefits

Branding in Export Positive feedback about the product

Increased export power

Attracting tourists and qualified labour force

Increased capacity to attract investors

Decrease in the need to provide incentives to investors

General Country Branding - —
Decreased financial pressure on competitiveness

Resistance to financial crises

Ability to apply higher pricing

Maintaining qualified labour force

Domestic Branding

Increased productivity as a result of higher morale

Branding of a country means that a country is distinguished among other
countries in its region, and perceived more specifically. Branded country will
be positioned differently in the minds of both country’s citizens and citizens of
other countries. Therefore, presenting various brands of country to the citizens
of other countries in an integrated manner is of great importance. On the other
hand branding of a country and managing this brand from a central manage-
ment mechanism requires considering and planning several aspects simulta-
neously. Considered in this context, we can list the factors that make country
branding process easier as economic development, quality education opportu-
nities, other national and global brands in the country. Country branding is also
affected significantly by activities carried out for branding the various cities and
regions of the country and nation.



On the other hand, building a successful country brand will con-
tribute positively to bot domestic commercial brands, city and, region-
al, national brands, public diplomacy activities and national reputation
management. For instance, city brands of the country make significant
contributions to the country branding process. For this reason, provid-
ing support to brand cities in the process of country branding, and even
carrying out these activities simultaneously is of capital importance.
The most significant role of countries in this process is to provide all the
means available to facilitate city branding and producing correct poli-
cies in order to increase the contribution of branding cities to national
economy (Zeybek, 2016: 62).

With all these, branding of a country doesn’t mean that the country
must have a very strong military structure, advanced technology and eco-
nomic structure. Branding as a country is possible only by presenting all
the national structures of a country inventively and in an integrated man-
ner, creating the required image on the target audience, thereby attracting
tourists and foreign investors. As a matter of fact, what is important in
this process, is a country’s providing a life style to its target audience. All
the countries such as France, United Kingdom, Kenya, Syria, Vietnam,
New Zeeland, Unites States, which are different from each other, also in-
stil different life styles in the minds of their target audience.

In this case, it is necessary to emphasize country origin and brand
diplomacy concepts. Koksoy suggests that brand diplomacy and brands,
which have become important actors for the presentation of countries in
international arena, not only contribute to the economic development of
countries, but also become a significant aspect of international commu-
nication activities and diplomatic practices of countries with the associ-
ations they evoke, and emphasizes this point quoting Aaker’s statement
that country brand will advance with the global brands of the country,
and South Korea advanced with Samsung, LG and Hyundai (Aaker,
2014, Quoted in Koksoy, 2015: 248-249).

In addition to this, supporting the communication strategies devel-
oped in the process of country branding as a state policy is of great impor-
tance. However, these country branding strategies should not be associat-
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ed with the political government of the period, and should not change in
parallel with the changing political power. Otherwise, it will not possible
to create a consistent perception in the minds of the target audience. In this
context, Ozkan draws attention to the relationship between country brand,
public diplomacy and strategic communication management. Public di-
plomacy refers to the general vision, prepares the ground, which will be
created by country brand, and builds the infrastructure, which will ensure
that relevant applications become successful. Until this infrastructure is
prepared, no country can develop its brand successfully or achieve sus-
tainable success. On the other hand, strategic communication management
provides guidance to countries on the subjects of correct planning, devel-
oping smart tactics, designing effective messages and conveying them to
the intended population optimally (Ozkan, 2015: 485- 486).

As aresult, building a successful country brand affects many aspects
related to the buying preferences of the target audience including travel
tendencies, admired artists and series preferences. On the other hand,
creating a country brand value is not a subject, which can’t be achieved
only through the implementation of certain techniques and methods. It is
important for countries to have universal values such as democracy, con-
stitutional state, human rights and freedoms, interiorize these values on
a domestic scale and be determined to make these values popular among
other societies. Because a successful country brand can only be built on
these universal values; these values can be transferred to other societies
through strategic communication method (Ozkan, 2015: 486).

DETERMINING COUNTRY BRANDING ACTIVITIES
BASED ON EXAMPLES OF COUNTRY APPLICATIONS

Country Branding Activities: Japan Example

According to Anholt, representation of the country’s culture can disputa-
bly provide all the important reputation qualities, which can be created by com-
mercial brands, but cannot be developed by countries. Despite Western consum-
ers’ superficial knowledge on Japanese art, poetry and cuisine, concepts such
as the technology, and efficiency of Japanese commercial brands are made in
accordance with the country (Anholt, 2002: 235). Therefore, when considered
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in the context of country origin and country brand relationship, it can be sug-
gested that commercial products and services of Japan, which are preferred in
many different areas and on international scale, makes significant contributions
to country brand. Japanese car brands such as Toyota, Honda, Suzuki, Mazda,
Nissan, Mitsubishi, Lexus, Subaru, technological product brands such as Sony,
Panasonic, Canon, Nintendo, Fujifilm, Mitsubishi Electric, Nikon Daikin, Hi-
tachi, Toshiba are available. In addition to this, there are other brands such
as Uniqlo, Shiseido, Asics, Bridgestone, Casio, Aijinomoto, Makina, Kupota,
which carry out activities in different fields.

Hernstein addresses the issue based on the relationship between country
and city brand. He suggests that Japan, which has a homogeneous geography in
terms of country positioning strategy, is an exemplary country with an effective
brand. He states that country brand is linked with a city brand, and branding
campaign focuses on only a few cities and their uniqueness instead of all the
cities and regions in the country. For instance, city of Hiroshima has turned
into a real city brand, which is considered almost synonymously with Japan
(Hernstein, 2011: 151- 152). In addition to this, it can be suggested that Japan
distinguishes its own culture from those of other Asian countries and presents
it with its specific features. It is seen that elements such as samurai warriors,
geishas, kamikaze pilots, tea ceremony, sakura (cherry blossom) flower and
sushi, which are specific to Japanese history and culture, are associated with
country brand. History and culture of the country gained widespread recogni-
tion especially after 2000’s, with Hollywood movies such as The Last Samurai,
Memoirs of a Geisha, Pearl Harbour. In fact, special touristic tours to Japan are
organized so that visitors can see sakura flowers, which blossom in April.

Japan is ranked in the top place in 2014-2015 Country Brand Index Con-
sidering the fact that what kind of associations a country evokes in the mind
of its target population in areas such as value systems, life quality, business
potential, historical heritage and culture, tourism, country origin, is evaluat-
ed in Country Brand Index’s ranking among countries (Country Brand Index,
2014-15), the necessity of investigating how Japan positions country brand
within country promotion activities is understood. According to Nye, Japan has
more potential soft power sources than other Asian countries. Japan is the first
Non-western country to modernize itself until reaching a status equal to that of
Western world in economic and technological terms by showing that maintain-
ing a single culture is possible (Nye, 2004).
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Recently, 2020 Summer Olympics, which will take place in Tokyo, is
among the most important organizations that will improve country’s promotion
activities and country brand. It can be suggested that raising the performance
level of country promotion on a global scale and increasing the number of tour-
ists coming to the country is targeted by this means. On the other hand, Japan’s
tourism oriented country promotion activities in recent period are carried out
with “Japan -Endless Discovery” slogan and sakura flowers, which are associ-
ated with the country, are used in the logo of the organization.

- Japan.
» Endess
- > Discowvery.

Image 1: Japan —Endless Discovery Logos (www.welcome-japan.cu, 2015).

Country Branding Activities: Switzerland Example

World-renowned brands with prestigious image are among the most im-
portant elements used by Switzerland in the process of country branding. Rolex,
Omega, Balmain, Logines, Chopart, Tissot, Swiss Air, Cartier, Patek Philippe,
Tag Heuer, Hublot, Swatch are some of these prestigious brands. In addition to
this, product and service brands such as Nestle, Roche, Nescafe, Nespresso,
Lindt, Schindler, Geberit, Novartis, Zurich insurance, Victorinox, which carry
out activities in different sectors of the country, and which are recognized across
the world, can be listed under this category. When these brands are considered,
it can be suggested that they associate themselves with various characteristics
of Switzerland in terms of country origin. For instance, quality and prestigious
Swiss watches Rolex, Omega, Tag Heuer, and Victorinox, which is known as
Swiss pocket knife.

In the branding process of Switzerland, one of the post important country
image characteristics other than country origin is account banking, also named
as offshore banking, which cannot be tracked. Gilmore suggests that Switzer-
land is associated with confidential banking service, but the reason of this se-
crecy is the confidentiality rules on banking, and therefore, he emphasizes, it is
possible for other countries to get into Switzerland’s personal banking market
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and competition activities through legal and environmental regulations (Gil-
more, 2002: 283). When considered in this context, it can be suggested that
Switzerland’s having a different legal infrastructure also distinguishes it from
other countries.

In addition, the fact that Switzerland is the only country where direct
democracy is applied, different languages such as German, French, Italian are
spoken in the country, Switzerland’s participation in initiatives to create peace
across the world, can be accepted as important aspects that distinguish Switzer-
land from other European countries.

High efficiency in transportation, ability to take correct decisions in the
right time in business environment, banking industry, spectacular landscapes,
high living standard, and presence of warm -hearted people (Country Brand
Index, 2014-15: 16). In the tourism oriented country promotion activity cam-
paign carried out by Switzerland, “Switzerland - Get Natural” slogan is used
and country’s flag is found on the logo.
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L - = ——
-"--
N =
-
F * % |

Switzeriand.

Rt restnarall

Image 2: Switzerland — Get Natural Logos (www.myswitzerland.com, 2015).

Country Branding Activities: Turkey Example

Turkey, is ranked in the 52nd place in Country Brand Index. Consid-
ered in this context, it can be suggested that, compared to Japan and Swit-
zerland, Turkey isn’t active enough in terms of carrying out country brand-
ing activities, and cannot connect different aspects, that represent a country
under the same roof. In this context, first decisions and applications of Tur-
key intended to contribute to country branding were investigated.

General Directorate of Promotion, which works within the body
of Ministry of Culture and Tourism, carries out its country promotion
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activities in foreign countries within the framework of its marketing
activities and communication activities. Accordingly, marketing activ-
ities intended for the country are increasing and maintaining the mar-
ket share of Turkey in regular and emerging markets, increasing total
number of visitors, increasing the share of high income group visitors,
increasing per capita spending and length of stay, decreasing seasonal-
ity and expanding tourism demand to 12 months, increasing demand
for different forms of tourism such as culture, golf, winter, congress,
yachting, urban, youth, health and eco-tourism, and ensuring that tour-
ism is distributed to regions in a balanced manner. While Turkey’s com-
munication objectives are defined as developing the country’s image
in world tourism market, and positioning Turkey as a modern country
with a unique cultural heritage and natural beauties, which provides
product diversity, activities planned within the framework of the coun-
try’s communication strategies are carrying out destination oriented
promotion activities, focusing on travelling motivations other than sea-
sand-sun and emphasizing the product diversity of Turkey, transmit-
ting the life style and travelling experience provided by Turkey with
sensuous messages, positioning destinations such as Istanbul, Antalya,
Mugla, Cappadocia and Nimrod as important alternatives for short
holidays, conducting studies for the promotion of international sports,
cultural, artistic activities, us of images from real life and human aspect
in promotional images, and concentrating on digital promotion (Gener-
al Directorate of Promotion, 2015).

In accordance with above-mentioned objectives, when promotion
activities carried out by Turkey so far are investigated, general country
promotion films with slogans such as Turkey Welcomes You, I Dream
of Turkey, Welcome Home, The Mediterranean and More, Turquoise
Calling, Embrace Your Dreams, Love of Continents are observed. Also,
films related to specific regions of Turkey such as Canakkale, Cappa-
docia, and promotion films explaining sports facilities such as skiing,
rafting are available. However, the fact that these films are produced
particularly with the purpose of developing tourism in Turkey and at-
tracting tourists to the country. Also, logo of Turkey with tulip symbol
was used in all promotion films and visuals prepared for promotional
activities .
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Various public institutions (Ministry of Foreign Affairs, Ministry of Cul-
ture and Tourism, Turkish Radio and Television Corporation, The Presidency
for Turks Abroad and Related Communities, Coordinatorship of Public Diplo-
macy etc.), private enterprises (Turkish Airlines, Mavi Jeans etc.) and Turkish
citizens who achieved success on a global scale (Fazil Say, Arda Turan, Aziz
Sancar etc.) can have a direct or indirect effect on country promotion.

On the other hand, Aslan emphasizes the fact that television series, espe-
cially those which narrate historical events, provides historical-cultural transmis-
sion, and this transmission gain an international characteristic when these series
reach to international popularity (Aslan, 2015: 18). When considered in this con-
text, it is seen that Turkish series such as The Magnificent Century (2011-2014),
Glimts (2005-2007) have reached a wide audience particularly in Middle Easy
many different regions including Russia and South America in the recent period.
This factor, which develops country image, is regarded as one of the important
soft power aspects of a country in the process of country branding.

When projects carried out in the process of building Turkish brand are
investigates, two important projects can be mentioned in the process of building
‘Turkey’ brand. First of these is Turquality project, within the scope of which
creating a positive image for country brand in terms of country origin. The
project was launched in 2004, with the purpose of increasing the number of
Turkish brands sold in international market, and make “Turkish” image a wide-
ly accepted Turkish brand in the world market. The focus of the program is
to contribute to branding objectives of companies apart from the objective of
increasing export with various incentives. Within this scope, providing govern-
ment support to Turkish brands and their branding activities in foreign markets
in different forms (patent registration, advertisement, promotion, marketing
activities, consultancy support, participation fees for international fairs etc.).

The other is the project, which was launched with the slogan ‘Turkey -
Discover the Potential’ and aim of building ‘Turkey’ brand. In the circular letter
issued in 2015, it was stated that promoting the country under the body of Tur-
key brand with “Turkey-Discover The Potential” logo, which was designed for
reflecting the potential of the country in different fields, instead of promotion
activities used so far, which are carried out with different colours, logos and
slogans, and which therefore cause confusion, is important. In order to use the
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logo effectively in the relevant promotional activities, the website www.turkey-
discoverthepotential.com was built to provide information about the subject,
and “Turkey Brand Monitoring Committee” was established in order to prevent
any misuse (Circular Note, 2015).
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Image 3: Turkey- Discover the Potential Logos (www.turkeydiscoverthepotential.com, 2015).

When activities carried out by Turkey in country branding process is
evaluated in general, it is observed that several different country identity el-
ements, promotion films and accordingly, communication strategies are used;
but there have also been efforts for bringing cohesion to these differences in the
recent period. Bati suggests that Turkey has many qualities that could make the
country a world brand, it is a candidate to become a world brand with important
elements such as its cuisine, Olympics, design, cultural wealth etc. these ele-
ments must be marketed accordingly, and puts emphasis on various examples.
Accordingly (Bati, 2015; 321-322);

* The fact that majority of Ancient Greece heritage is in Turkey,

» Positive effect of brands such as Efes, Mavi Jeans, Zeki Triko, Ram
Store, Beko, Arcelik Turkish Airlines on Turkey brand in terms of cre-
ating a world brand,

 Although an outstanding success has not been achieved recently, the
fact the world is aware of Turkey as a result of achievements in sports
(Galatasaray, Fairies of Basketball, Sultans of the Net etc.) and their
contribution to branding efforts,

» Targeting competition not only with Mediterranean countries, but also
other countries in the field of tourism within the scope of destination
marketing. Presenting historical and cultural elements of 12 thousand
years (Grand Bazaar, Mimar Sinan, Hagia Sophia, Dede Efendi, Rami,
Sultan Ahmet Mosque etc.), which will provide prestige to our country
brand, in a contemporary framework,
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« Positioning Istanbul, Antalya, Aegean, Cappadocia and Ephesus as ur-
ban and regional brands,

* The fact that Turkey acts as a real bridge, a cultural, financial, historical
and physical connection point for European, Asian, Mediterranean and
Middle East countries, are among the important aspects that could be
used by Turkey in country branding process.

However, it is obvious that Turkey must make more efforts in order to
build a worldwide successful country brand, and focus more on activities in-
tended for eliminating the negative image resulting primarily from relations be-
tween countries and terror events. For example, it can be suggested that coun-
try image and attitudes of the citizens of other countries toward country brand
changed as a result of terrorist attacks increasing in our country and all over the
world or diplomatic conflicts between Russia-Turkey such as the plane crash
crisis, and this affected many factors, particularly the number of tourists visiting
the country, negatively. Taking all these into account, promotion campaigns
intended for becoming a brand company must be developed within the frame-
work of strategic communication management.

Wally Olins argues that activities initiated by Turkey within the frame-
work of economic, political and cultural policies currently increase the brand
value of the country, but these activities cannot fit into a comprehensible frame-
work. He states that Turkey doesn’t act in an integrated manner, and the coun-
try, which goes through a rapid transition period, must develop a consistent and
comprehensible brand policy (Brandage, 2012). Similarly, he states that the
country always focuses on the same points in promotion activities, and charac-
teristics, which can be brought to the forefront to make a different are not used
effectively and this is one of the basic and unacceptable errors in the process of
becoming a world brand (Bati, 2015: 332). Considered in this context, it can be
suggested that world brand activities of Turkey cannot be built on a strategic
communication management ground yet.

AIM AND METHODOLOGY OF RESEARCH

Aim of the Study

The research is based on the comparative review of the general view
of the web sites, on which countries configure their promotion strategies and
use for promotional activities with different characteristics of their own in the
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country branding process. By this means, revealing the similarities, differences
between the websites and relevant shortcomings, and determining the country,
which represent the country brand best based on the website is aimed.

Also, determining the general appearance and ease of web-sites, which
are designed for country promotion, information related to country structure,
tourist facilities, integration with other social network accounts, and which
country uses the visual elements related to country identity and promotion most
efficiently are among the secondary aims of the research.

Scope of the Research

Websites of Japan and Switzerland were included to the research due to
the fact that they were the top two countries in the ranking by Country Brand
Index between the years 2014-15, based on values such as awareness, recogni-
tion, association, preference, intention to visit, deciding to visit the country or
establish commercial relations, and Turkey’s website used by Turkey for coun-
try promotion activities was included to the study in order to compare it with
successful country brands.

Within this scope, web-sites selected were; http://www.japan-guide.com-
for Japan; http://www.myswitzerland.com for Switzerland, and http://turkey.
com/trfor Turkey. Websites were preferred due to the fact that they are the most
comprehensive sites used for the promotion of a country.

Methodology

The study is based on a field research method, which is carried out by
applying categorical content analysis to the websites of two countries ranked in
the top two place of Country Brand Index for the years 2014-15, Turkey’s web
site for comparative purposes. Screening model, which is a qualitative research
technique was used to obtain numerical data.

Within the scope of the content analysis implemented, 5 main categories,
namely, general appearance of the website and ease of use, information related
to country structure, touristic facilities provided by the country, integration with
social network accounts, and visuals used for presenting country identity and
promotion, were determined. Accordingly, subcategories of website’s general
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appearance and ease of use are site map, ‘search in the site’ function, ‘share on
social media’ button, possibility to choose a different language, background and
font colour compatibility, design compatibility between pages, applications that
make communication with site administrators easier, press room, use of country
promotion identity elements, visual compatibility of country promotion identity
and website, compatibility between country promotion slogan and website’s
name, membership opportunity, visitor’s possibility to make comments, access
to links related to the subject, surveys available on the website, possibility to
vote certain cities and regions of the country, taking ads, possibility to ask ques-
tions online, other contact information, directing to mobile applications and
possibility to print the page.

Subcategories of country structure are information on the history of the
country, information related to historical artefacts of the country, information
related to geographic features of the country, information related to the coun-
try’s traditional cuisine (foods, drinks), information on investment opportuni-
ties, information on country’s investment opportunities, information on wide-
spread religious beliefs in the country, information on the artistic activities of
the country, information on educational opportunities in the country, current
news about the country and information for immigrant categories.

The subcategories under the category of touristic facilities provided by the
country are information on sports activities, information on shopping opportuni-
ties, information on food-beverage facilities, information on museums, special
promotion descriptions for specific cities, access information, travel information
and planning opportunity, information on touristic tours, eco-tourism possibility,
maps, suggestion on where to visit, information on visa procedures, weather in-
formation, and country’s calendar of special days and weeks categories.

Social network accounts under ‘integration with social networks’ catego-
ry are Facebook, Twitter, Instagram, YouTube, Pinterest, Google Plus, Linke-
dIn and Flicker.

Subcategories under the category of visuals about country’s identity and
promotion are country promotion film, country promotion logo, country pro-
motion brochure, visuals about the history and natural beauties of the country,
visuals about various facilities of the country and photo archive.
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In accordance with the determined categories, the same assessment form
was used separately for each 3 websites visited, subcategories under each main
category were marked with ‘yes’ (1) and ‘no’ (0).

Findings
-Yes (+)-No (-) | Japan | Switzerland Turkey
Website’s General Appearance and Ease of Use
Site map 0 0 0
Search in the site 1 1 1
‘Share on social media’ button 1 0 1
Possibility to choose a different language | 1 1
Background and font colour compatibility 1 1 1
Design compatibility between pages 1 1 1
Applications that make communication with site adminis- | 1 1 0
tration easier
Press room 0 0 0
Use of country’s promotion identity elements 0 1 0
Country promotion and website’s visual compatibility 0 1 0
Compatibility between country’s promotion slogan and | 0 1 0
website’s name
Membership Opportunity 1 0 1
Possibility to make comments 1 0 0
Access to links related to the subject 1 1 0
Survey on the website 1 1 0
Possibility to vote certain cities and regions of the country | | 1 0
Taking ads 1 1 0
Possibility to ask questions online 0 1 0
Other contact information 0 1 0
Directing to mobile applications 0 1 0
Possibility to print the page 0 1 0
Frequency 12 16 6
Percentage 35% 47% 17. 6%
Information on Country’s Structure
Information on country structure 0 1 1
Information on country’s historical artefacts 1 1 1
Information on country’s historical artefacts 1 1 1
Information on country’s cultural values 1 1 1
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Information on traditional cuisine (foods, beverages)

Country’s investment opportunities

Country’s employment opportunities

Information on widespread religious beliefs in the country

Information on artistic activities in the country

Information on technological opportunities in the country

Information on country’s festivals and celebrations

Information on educational opportunities in the country

Current news about the country

Information for immigrants

Frequency

11

10

12

Percentage

33.3%

31.2%

36.3%

Touristic Facilities Provided by the Country

Information on sports activities

Information on shopping opportunities

Information on food-beverage facilities

Information about museums

Special promotion descriptions for specific cities

Special promotion descriptions for specific regions

Access information

Travel information and planning

Information about touristic tours

Slo|lo o

Eco-tourism possibility

Maps

Suggestions on where to visit

Information about visa procedures

Weather information

Country’s calendar of special days and weeks

Frequency

14

13

[V, Neoll BR=l Bl Bl e

Percentage

43.7%

40.6%

15.6%

Integration with Social Network Accounts

Facebook

Twitter

Instagram

YouTube

Pinterest

olo| o

Google Plus
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LinkedIn 0 1 1
Flicker 0 1 1
Frequency 3 7 8
Percentage 16.6% 38.8% 44.4%
Visuals About Country Identity and Promotion

Country promotion film 0 1 0
Country promotion logo 0 1 0
Country promotion brochure 0 1 0
Visuals of country’s history and geographical beauties 1 1 1
Visuals of various facilities in the country 1 1 1
Photo archive 0 1 0
Frequency 2 6 2
Percentage %20 | %60 %20
Total Frequency 42 52 33
Total Percentage 33% 40.9% 25.9%

CONCLUSION

Country brand building is a process, which is applied on a long-term and
comprehensively, which gathers several different aspects of the company under
the same roof, and which must be developed strategically. Within the scope
of the research, information about how Japan, Switzerland and Turkey man-
age their country branding activities through their websites, which points they
highlight on their websites was collected by using categorical content analysis
technique.

According to this, it is seen that Japan’s rate is 35%, Switzerland’s rate is
47%, and Turkey’s rate is 17.6% under ‘website’s general appearance and ease
of use’ category. According to this data, it can be suggested that, in Switzer-
land’s website more attention is paid to the compatibility with country identity
elements than other categories. It is observed that Japan attaches more impor-
tance to ease of use and visitor interaction, and elements which are defined as
country image, such as country logos, slogans are missing on the website. It
is seen that Turkey’s website is only intended for providing information to the
visitors, it has a unidirectional structure instead of focusing on creating inter-
action, and elements such as the possibility of voting certain cities and regions
of the country, access to links about the subjects, possibility to make comments
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are missing on the website. In addition this this, it was also determined that site
map and press room plugins were missing on the website of all 3 countries.

When information about the country structure provided on the website is
analysed, it was observed that Japan’s rate is 33.3%, Switzerland’s rate is 31.2%
and Turkey’s rate is 36.3. According to this, it was observed that the primary
aim in Turkey’s website is to inform the visitors about the country as much as
possible, information about different subjects (immigrants, cultural values, his-
tory etc.) was provided more intensely than other counties. Also, unlike other
countries, Japan provided texts and visuals, which contained information about
widespread religious beliefs in the country.

When the category ‘touristic facilities provided by the country’ is an-
alysed, it is seen that Japan’s rate is 43.7%, Switzerland’s rate is 40.6% and
Turkey’s rate is 15.6%. Based on this data, it can be suggested that websites of
Japan and Switzerland focus more on the touristic opportunities of the country
and these website inform visitors about the different about different features of
the country (museums, access, travel planning etc.), and direct them to create
a travel program on the website. In addition to this, it was seen that unlike the
websites of other countries, Japan’s website provide country’s calendar of spe-
cial days and weeks to the visitors.

As for the integration with social networks category, it is seen that Turkey’s
website provides links to all the social network accounts with 44.4%. Switzerland
doesn’t provide only Google Plus link on its website. It was also observed in
Japan’s website that, links are provided for only Facebook, Twitter and Google
Plus accounts. Japan’s website provides online chat opportunity to its visitors on
the website, but it will not be wrong to regard this situation as a negative aspect.

When ‘visuals about country identity and promotion’ category is ana-
lysed, it is seen that Switzerland uses the visuals created within the scope of
country promotion in consistence with each other with 60%. On the other hand,
Japan and Turkey provide visuals about country identity and promotion at the
rate of 20%.

When websites of countries are analysed within the scope of 5 categories
reviewed, it is observed that Switzerland’s rate is 40.9%, Japan’s rate is 33%

20



and Turkey’s rate is 25.9%. In this context, it can be suggested that Switzerland
is the country, which makes use of country promotion activities best in the
process of country branding process. In addition to the possibility of interac-
tion with the visitors, features like information about different features of the
country, and country identity elements like slogan and logo are available, and
website had the same name with the slogan.

On Japan’s website, applications, which provide the means to provide in-
teraction between visitor and web site administration, travel planning and var-
ious information about the country are available, but country identity elements
are not used, and website serves the functions of a tourism oriented introduction
guide. In addition to this, it will not be wrong to suggest that information about
cultural structure, religious beliefs, daily life etc. was provide on the website
due to the different culture and geographical position of the country.

As for Turkey, it was observed that while a variety of information about
the country is provided, the website doesn’t allow interaction with the visitors,
but directs visitors to other social network accounts for this purpose. It can also
be suggested that country identity elements are not used.

In addition to this study, investigating perceptions of a country’s own
citizens and citizens of other counties about different country brands for further
research will be important for helping these countries understand what kind of
abrand image they have. Also, measuring how perception about country brand
is affected by various diplomatic processes, is considered important in terms of
providing a different perspective to researches on country brand.
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Abstract

The new media phenomenon, which has completely changed the media climate, has
also changed the work relationships of media, and a new working class appeared with the new
media. Media corporates now prefer to work with teams made up of workers who have a high
level of technical skills, who can analyze well, and who can transmit the correct message to an
appropriate population thanks to their emotional intelligence. This new working class called
“New Media Professional” is expected to be specialized not just in a single area but in more
than one area as well. The present study tries to identify the profile of the new working class
of the new media climate. In line with this purpose, in-depth interviews were held with six new
media professionals from the new media sector. The skeleton of the interviews was based on
three basic problems such as “How do participants define themselves?”, “What do they think
about the new media sector?” and “What qualities should a worker in this sector have? ”

Keywords: New Media, New Media Professionals
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WHO IS THE NEW MEDIA PROFESSIONAL?

INTRODUCTION

Convergence, which has transformed the traditional media to a great ex-
tent, is generally defined as gathering the media, computer technologies and tel-
ecommunication systems in digital platform. This transformation in media ap-
peared on technological and sectoral basis, and considerable changes occurred
in the content of communication, in the relationships with the users of media
organizations, in the structure of media organizations, and in the ways media
professionals do their job.

As a result of the changing communication environment and the works
requiring technical skills, new professions appeared in new media enterpris-
es, and with the new media, a new working class called “New Media Profes-
sionals” appeared. Convergence between the technologic tools also appeared
among workers, and specialization in traditional media has been replaced by
the integration of skills with flexibility applications.

WHO IS NEW MEDIA PROFESSIONAL?

Digital technologies led to a fundamental change in media industry. This
change also transformed media professionals’ skills and caused a different
working class to appear. The new media sector refers to a new media climate
which as a dynamic structure, which involves convergence of technologies,
and which allows presentation of different contents in different formats. Pro-
fessionals working in this new media climate are expected to adapt themselves
rapidly to different concepts and to have a high level of complex skills. Those
working in new media sector are professionals most of whom could be regard-
ed as ‘self-educated’. Here, the term ‘self-educated’ refers to individuals who
can themselves develop their ability to learn and to upgrade their skills. It is not
enough for new media professionals just to develop their technical skills. They
are also supposed to become a problem solver who can adapt themselves to the
rapidly-changing structure of new media. In other words, hybrid professionals
of new media should be able to combine all the traditional work skills expected
from a worker with new media technologies (Batt and Christopherson, 2000:
4). The concept of new media professional defines the profile of a worker who
approves flexibility, who does not resist to change, who can correctly analyze
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the media climate created by innovation, and who can use new computer-based
and Internet-based media technologies (Amman, 2002: 112). New media pro-
fessionals also known as engineers of the new economy which functions based
on the Internet and computer constitute a new working class who knows how
to use new hybrid media tools, who is relatively young, and who keeps up with
the innovations (Bartosova, 2011: 193-194).

New media professionals are magicians of content who can manipulate
the voices, images and tests with the help of Internet and computer technologies
(Amman, 2002: 114). However, it is necessary to mention what the Internet
means. Today, it would not be enough to define the Internet industry only as
network technologies based on advanced-technology. The reason is that it will
be better to define the Internet as a strong tool for using information and as a
source of big data. In this respect, new media professionals are supposed to
be good data-miners (Batt and Christopherson, 2000: 2-3). It is important to
become updated by selecting the correct information among piles of informa-
tion provided by the Internet as well as to present this information to correct
population with an appropriate tool at the right time (Bardoel and Deuze, 2001:
95). New media professionals are expected not only to remain in the field of
their specialization and to play an active role in all the phases of content. The
reason is that new media professionals are expected to become creative enough
to demonstrate their new skills rather than knowing about the basic principles
related to traditional media (Pavlik and Mclntosh, 2004: 12-16).

QUALITIES OF NEW MEDIA PROFESSIONALS

New media professionals have qualities different from other profession-
als in terms of the job they do. Accordingly, the qualities of new media profes-
sionals could generally be summarized as follows:

e Tendency towards flexibility: New media professionals are supposed
to be open to flexibility. Considering the fact that a message is no longer
permanent in the new media environment, it is important for workers
to adapt themselves quickly to the new situation. Similarly, the fact that
technology has the capability of rapid transformation in the new media
environment makes it compulsory to adapt oneself quickly to these
new technologies.

* Being a researcher: A new media professional should also be a good
researcher. In the new media, which allows accessing new information
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at any time, new systems and ideas appear and spread fairly rapidly.
New media professionals are supposed to draw a new research route
for any idea they will put forward.

* Having strong insights: Besides being open to conducting research,
another important quality for new media professionals, whose job is
mostly related to the Internet, is the ability to feel which data are appro-
priate. Moreover, a number of such alternative user-centered sources
of information open to access as blogs, YouTube channels and forums
have entered our lives with the new media. New media professionals
should be able to find out which of these alternative sources will be
most beneficial.

* Datamining: New media professionals are also data-miners. As a da-
ta-miner, a new media professional should be able to regard data not
only as a statistical value but also as a human-centered pile of infor-
mation that can combine the human with the computer interface. The
new media professional should thus be able not only to reach the most
functional data among piles of data but also to discover the differences,
similarities, variables and relationships between the data gathered.

* Being fast: For new media professionals, it is important to do a job,
but doing that job rapidly is more important. New media profession-
als who fail to adapt themselves to the rapidly-changing and constant-
ly-updated structure of new media will experience difficulty in produc-
ing new ideas since they can not integrate themselves into innovations.

e Creativity: New media, as required by its nature, is a platform open
to innovations. Therefore, new media professionals should be creative
and have the potential to put forward revolutionary ideas just like an
artist. All the contents of new media can be developed with details. In
this respect, a new media professional who demonstrates the expected
creativity should be able to enrich the contents with details like an artist.

COMPARISON OF NEW MEDIA PROFESSIONALS AND
TRADITIONAL MEDIA PROFESSIONALS

When new media professionals and traditional media professionals are
compared, it is seen that there are differences between the two working groups
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in terms of job relations, working hours, time, technological tools, job defini-
tions, and flexibility of the working process.

With Respect to Labor Laws: The concept of media professionals
has a broader definition than the concept of ‘journalist’, which covers
workers in any media organ and other workers apart from journalists.
There are many other workers from various professions who provide
technical support to allow readers and other audiences to access the
products of journalists in media organs. Most of these workers do phys-
ical labors, and some of them just produce ideas like journalists. In oth-
er words, according to the related literature, the term ‘traditional media
professional’ reminds of workers dealing with press_(idea production)
and those dealing with publication_(physical labors). Traditional me-
dia professionals who have the rights provided by Law Number-5953
(Number-212) include the following:

Authors

Reporters
Editors/Co-editors
News photographer
Translator
Proofreader
Painter

Cartoonist

Chief clerk
Editorial Secretary
Director in charge

Chief Editor

The employment procedure for traditional media professionals can be ex-
amined separately in terms of legal conditions and other exceptional conditions.

Freelance Journalist: If a person, whether he or she is a journalist
or not, does not do his or her job within the body of a certain media

28



corporate, then this person is called “freelance journalist”. Freelance
journalists are not employed within the scope of Press Labor Law
Number-5953, and their job relations are arranged according to Law of
Obligations Number-818.

* Dependent Workers: They are journalists working within the scope
of the provisions of Press Labor Law Number-5953.

* Different from Law, job relations in practice have a different dimen-
sion, which could be summarized as follows:

* Seemingly Permanently-Employed Journalist (Fake Journalist):
These are journalists who are not virtually journalists, who do not have
any job relations with the employer, and who seem to work just for the
sake of ‘press card’.

* Temporarily-Employed Journalist: These journalists work without
any labor contract though they are supposed to. Temporarily-employed
journalists mostly do not get any wages, or if so, they earn too little.
Working without any social insurance, most of them expect to be em-
ployed permanently.

* Apprentice Journalist: According to the Press Labor Law, the num-
ber of apprentice journalists can not exceed 10% of the contracted staff
of the editorial department. However, in practice, there are a several
media corporates that do their job only with apprentice journalists (Ka-
raca, 2010: 24).

While this is the case of traditional media professionals, it is seen that
new media professionals are found in different statutes in terms of their job
relations.

* Entrepreneurs: They are individual workers who make financial ben-
efit with the freedom of economic action by regarding new media as
an area of opportunities. While some entrepreneurs use new media to
make commercial profits, there are also others who use the new me-
dia for non-commercial purposes and who make financial profits via
the areas they have established for personal purposes. If freelance en-
trepreneurs establish a new media corporate through a company, then
following the establishment of the corporate, the responsibility of the
corporate is within the scope of the Turkish Trade Law Number-6102.
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However, depending on the scope of the new media corporate to be
established, entrepreneurs will not be subjected just to the scope of the
provisions of the Turkish Trade Law but to the regulations related to
Labor Law and Tax Law as well.

Dependent Workers: New media professionals working for private
or public institutions are those who get a salary from the institution
they work for with or without a labor contract. Especially when the
journalists working in Internet media are considered, it is seen that new
media professionals working for Internet news websites do not have
any social insurance within the scope of “Law of Regulations of Rela-
tionships between Employees and Employers in Press” (Number-5953
(212)). New media professionals working in new media corporates_are
employed in accordance with the system of standard premium pay-
ment within the scope of Social Security Institution. Internet journal-
ists, who are new media professionals working in Internet media, do
not have the right to carry insurance according to the Law (Number
212) for journalists. However, as a result of the regulations in the relat-
ed law, this situation is expected to change.

Independent workers (Freelance workers, home-office workers or
those doing job with other companies while working for a certain
company): New media professionals working independently are those
who conduct projects for corporates or entrepreneurs. Independent
workers working in the new media sector are mostly engaged with
design. Independent workers do not have any labor contract.

Apprentices: As in all media corporates, frequently, there are a num-
ber apprentices working in new media corporates. Apprentices, who
are regarded as “Junior” especially in digital agencies and in social
media departments, mostly work without any labor contract in terms
of their working conditions.

With Respect to Their Working Hours: When viewed from the per-
spective of their working hours, it is seen that the working hours of
both traditional media professionals and new media professionals are
not determined clearly. However, if a related comparison is made, it
is seen that traditional media professionals generally have a relatively
clearer working hours. On the other hand, when viewed from the gen-
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eral structure of media, it is seen that it is not possible to make such
a comparison at all. The reason is that the media, in general sense, is
already a ‘timeless’ job because the flow of life is associated with the
news on the agenda as well as because such cases can not be intervened
in advance.

With Respect to the Concept of Time: There is no difference be-
tween traditional media professionals and new media professionals in
terms of the concept of time. When viewed from the perspective of
journalists in traditional media, the day ends for a newspaper which
1s in the process of publication, and even in case of a very important
event, this news will be on the agenda of the next day’s newspaper.
When viewed from the perspective of new media, it is seen that it is not
possible to delay the news with respect to the concept of time. Today,
especially with the changing social media and with the developing new
media, news spreads more rapidly. In this respect, media professionals
are constantly to have the responsibility of control mechanism.

With Respect to Technological Tools: Today, the development of new
communication technologies has caused any worker not to be indiffer-
ent to this. The traditional media has now adapted itself to new commu-
nication technologies, and people capable of using these technologies
work in this sector. The difference between new media professionals
and traditional media professionals is that new media professionals not
only use new communication tools but also have the ability to manage
these tools and to manipulate the related contents.

With Respect to their Job Definitions: When viewed from the per-
spective of their job definitions, it is seen that labor division and spe-
cialization are more common among traditional media professionals
and that among new media professionals, labor division and special-
ization have a more complex structure. Today, a number of new me-
dia corporates can provide radio-television broadcast, film production,
musical records, sub-structure services, printed materials and mobile
communication services. For this reason, new media can be defined as
structures gathering common technologies under a single roof. From
this perspective, media could be said to provide consumers with the in-
tended content (written, visual and auditory) by using different product
technologies (Kiing, 2008: 8). Therefore, new media professionals are
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expected to do several tasks in this structure at the same time. Thus,
the job definitions of new media professionals are not clearly defined.

* With Respect to Flexibility of Working Hours: New media corpo-
rates are those which involve flexibility applications more than tra-
ditional media corporates. Jobs done digitally resulted in re-evalua-
tion of the concept of work place, and flexible working applications
become more frequent. Some of new media corporates allow some
professionals to work at home, which is known as home-office work-
ing or tele-working. When traditional media corporates are taken into
account, such applications are just executed in the new media part of
the traditional media. Especially in such works as design and content
coordination, there are a number of new media professionals who do
their job at home without going to the work place.

METHOD

The purpose of this study was to reveal what the concept of “new me-
dia professionals” covers, to classify what and how they do in line with their
knowledge and skills, and to provide a general framework regarding who this
new working class is. In line with this purpose, in-depth interviews were held
with six new media professionals from corporates active in the new media sec-
tor. In the study, the qualitative research method was applied not only to reveal
the responses of professionals working in the sector would be to the question of
“Who is new media professional?”” but also to determine how they would draw
the framework of their own working areas. It is important to determine media
professionals’ views about this subject because they work in that sector. In the
present study, which aimed at determining who new media professionals are
and what qualities they have, it was thought that it would be more appropriate to
get in-depth data from the professionals in this new sector. Therefore, the qual-
itative method was favored to reveal these people’ views, thoughts, viewpoints
and experiences in detail. In the study, semi-structured in-depth interviews were
held with the participants selected with the snowball sampling method.

For the interviews, the owner of a digital agency in Istanbul was reached,
and with the help of this source person, semi-structured in-depth interviews
were held with a total of six new media professionals, three of whom were
employers and three of whom were employees. The interview questions were
prepared separately for the employers and for the employees. The criterion for
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the selection of the participants was that they worked in this sector for at least
one year. Among the participants, two of them were female, and four of them
were male. In the study the participants’ ages ranged between 28 and 41. All the
participants were graduates of university.

The interview normally involved a total of seven questions. However,
depending on the participants’ responses, the number of the questions some-
times increased up to 10. The basic skeleton of the interview questions was
designed based on three main problems: how participants define themselves,
how they view new media sector, and what qualities a person working in this
sector should have.

During the interviews, sometimes, private issues were raised. Therefore,
it was thought that it would be better to avoid using the real identities of the
participants. For this reason, among the participating new media professionals,
the employers were coded as Erl, Er2 and Er3, and the employees were coded
as Eel, Ee2 and Ee3. Besides, such data about the participants as age and their
position in the sector were included as well (Erl, 39, Internet Journalist).

FINDINGS AND INTERPRETATIONS

After the in-depth interviews were held, the audio-records were tran-
scribed into texts. In these texts, the parts appropriate to the purpose of the study
were kept in a separate file and designed in accordance with the dominating
themes revealed from the interviews.

When the interviews were examined in detail, it was seen that Erl (38,
Owner of a Mobile Application Company), saying “New media professionals
should absolutely be available 24 hours a day”, reported the most important
quality of a new professional to be “availability”.

Eel (39, Internet Journalist) defined new media professional as “a person
who can contribute to content production by analyzing mathematical data well
and who can transform this into advertisement and financial benefit”.

Ee2 (25, Social Media Specialist), who pointed out that the criterion of
age was fairly important in terms of new media professionals, responded to the
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question of “Who is new media professional?”’ saying “First of all, he should be
young. I can say he should be at most 30 years old, and even 27 because in new
media, the duration of 3 years makes important difference. For example, I start-
ed to become interested in digital when I was a high school student. It is quite
difficult for a person indifferent to digital to get trained at a later time. Each
passing day, we learn new things. If I learn something via a blog post, this could
then facilitate something else. Therefore, it is important for a person to follow
and keep up with innovations.” In relation to the most important quality that a
new media professional is supposed to have, Ee2 mentioned the problems that
workers are likely to experience in relation to the flexible working system of
new media, saying “A new media professional should have the sense of respon-
sibility because in new media, there is little control mechanism in the process
of doing the job. One should not be too relaxed just because the job is flexible.”
Like Ee2, Er3 (41, Owner of Digital Agency) mentioned the importance of re-
sponsibility, saying “As the sector is flexible, we should be well-disciplined be-
cause rules are clear in flexible working conditions. New media corporates are
more flexible, so your company or you are supposed to determine these rules. If
you don’t, then you will have to work for 7/24. Self-control is fairly important.”

Besides all, Ee2 pointed out that a new media professional should speak
Turkish well. Similarly, Er2 (39, Owner of Digital Agency) reported that new
media professionals should be able to use their native languages and express
themselves well, saying “In fact, in new media, ‘writing’ should be done profes-
sionally. There are big problems regarding this. There are people who become
fashion bloggers just by visiting two shops. Writing is a skill that individuals
learn. Of course, everyone can write, but I earn my life by writing, and I think
over how to attract people in the shortest time. What makes new media pro-
fessionals different from others is that they can write professionally well. With
digitalization, a human generation, who believes gathering a group of letters
creates a product of thought has appeared. Digitalization has actually become
personalization.”

Er3 (41, Owner of Digital Agency) reported that new media profession-
als should combine technical skills and the ability to conduct analysis, saying
“New media professionals should select the correct tools they will use. They
should have a good technical background. Besides this, the most necessary
thing is to analyze people correctly because new media is a risky area. It is open
to anything at any time. You could meet a reaction at any time. It is timeless.”
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In addition, Er3 pointed out that new media professionals should never
give up learning to develop themselves, saying “Technology and the Internet
have an important place in our lives, and if you like following these technolo-
gies, you can be a professional in this sector. Social media specialist is a per-
son who does not just use Facebook well. If you are not systematic, you can
not manage the new media. Here, you really have to be dynamic and open to
development because the sector is growing rapidly, and almost every month, a
new phone, a new computer and new software programs are launched. In order
to follow all these developments, you are supposed to love this job, and you
should be able to discriminate between the correct and incorrect data.”

The most important quality, which, as reported by the participants, new
media professionals should have, is creativity. As a response to the question of
“What should the most important quality of new media professionals be?”’, Er2
said “New media professionals should be creative. A company receives tenders
from 10 different places, not just from you, and that company thinks about
what to do regarding this. At that moment, new media professionals should say
such a thing that they should make that company just say “That’s it”; thus, they
should produce original contents. New media professionals should master dig-
ital media. Receiving ‘likes’ via Facebook does not mean being a professional.
A professional should ask ‘How can I use Facebook more actively?” This is
actually similar to the difference between a computer operator and a computer
engineer: The operator uses the computer, and the engineer creates it.”

CONCLUSION

As a result of the interviews, it was revealed that the workers and em-
ployers, who are representatives of new media sector, thought new media pro-
fessionals should be young, creative and responsible individuals. New media
professionals working in new media sector, which involves use of technology,
are expected not only to have advanced level of technical knowledge and to
become good analysts.

All in all, to make a new definition, new media professionals represent
the profile of workers who combine their technical knowledge about communi-
cation technologies with contents prepared with correct analyses and who have
a high level of creativity and flexibility.
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Abstract

Seferihisar open a path for many Turkish towns to join cittaslow network when it accept-
ed to cittaslow network in 2009. “Slow” idea, which is a breast to speed, being monotype, and
consuming trends, is aiming to protect and to perpetuate the all colors of life and also to give a
chance living their Daily life in a new economic model.

There are 69 criteria for candidates to have to joining citta slow network. These 69 cri-
teria are presenting a development model by effecting economic, environmental, cultural and
architectural politics. This situation needs to work with not single dimension but also multiple
dimensions and to work not in short term but also in long term.

The structure of Cittaslow movement, which needs multi-dimensional and long-term
plans, is create difficulties to understand and accept it either in politic level or in public level.
In additional to it another problem lived during the translation for citta slow term in Turkish
is created negative effect. Because Yavas (slow) and sakin (easy or calm) are not positive per-
suasion on people’s mind.

In this study local press of 9 Turkish cittaslow cities will analyze and try to find answer

how citta slow framed in this newspapers. Research contains all issues of local papers between
2009 and 2015.

Keywords: Slow Media, Radio, Slow Journalism
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HOW LOCAL PRESS IS PERSUADING CITTASLOW FACT?
SLOW MOVEMENT

Slow Movement, has emerged with Slow Food. Also Slow food
movement had started after protest action against opening of a McDon-
alds at Rome in 1986 by a group of people leading Carlo Petrini (Yurt-
seven ve Harman, 2010:3). Providing support to local production by
balancing food production and consumption, recycling natural wealth,
making progress about healthy and balanced diet are the main princi-
ples of slow food movement (Sezgin ve Univar, 2011:117).

In 1991 disciples of snail create the 32-article base of slow food idea in II.
International Agricola Congress. Article 2 reveals to main purpose: “Slow Food
Works fort o protect pleasure and right of taking pleasure, to respect human
beings life rthythm, to establish a harmonious relationship between human and
nature (Petrini ve Padovani, 2012:132).

Philosophy of Slow food movement base on 3 basic understanding. These
are specified as good, quality and clean. Good tells, quality and hygiene at food
and products; clean tells, way of production harmless for ecosystem and at last
fair tells that creating fair trade market for both consumers and producers to sell
and buy products (http://www.slowfood.com/about-us/our-philosophy/ Reach
at: 27.02.2016).

As Slow food, slow movement rose against obligation of being fast or
living fast of daily life. It emphasize that we have to slow down because being
fast or living fast is caused to miss many thing in life and felt us as trapped. But
being slow is not doing everything in snail fast. It’s not against technology and
not to aim fell down the World in a stone age (Honore, 2008).

CITTASLOW

In the new social movements, addressing the social life and is perhaps
the most prominent among them are cittaslow. After the Orvieto Gastronomi
Congress in 1999 a group of local director with the excitement of what they
listen in Congress establish a n union to protect special products and life style
(Petrini, 2012:156). Through this association, slow movement expanded to in-
clude cities. The idea is belongs to Mayor of Geve in Chianti, Social Democrat
Paulo Saturnin (Petrini, 2012:156). In the beginning this union create a small
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network contains Ortv,eto, Positano ve Bre cities. After that cittaslow concept
became widespread in Europa, especially Italy. In time cittaslow concept cross
the oceans and has gained intercontinental dimension. Almost half of the Cit-
taslow cities in Italy and there are other cities especially in Germany, USA,
Australia, England, Norway, Poland and New Zealand. Number of Cittaslow
cites are rising day by day (Meile, 2008 akt. Yurtseven vd. 2010:40).

Today there are 200 cities from 30 countries in Cittaslow network and it
gain a global identity. It open their organization’s door to the cities, fulfill the
criteria which protect and able to sustain their cultural wellness. To join Cit-
taslow Network cities fulfill the 75 criteria (http://www.cittaslow.org, reached
at: 12.05.2015).

Cittaslow is protected by brecking to a better quality of development in
favor (Petrini, 2012:159). The underlying idea is slowing; main idea is estab-
lishing new order by leaving everything behind. In this context if it is necessary
technologies that make our lives easier could use, but we should not allow tech-
nologies to take prisoner our lives.

In the frame of sustainability concept supporting and using local brands
instead of global brands, necessity of supporting local producers are located in
Cittaslow criteria. Candidate cities that want to join Cittaslow network should
have under 50.000 populations. Thus cultural diversity protected, sustainability
of producing almost forgotten values will continue.

CANDIDATES AND CITTASLOW CITIES IN TURKEY

Cittaslow cities in Turkey can seem in every geographical region of
Country. There are cities selected as cittaslow in the east, west north and South
regions. There are candidate and prepare to be candidate cities. For now there
are 10 cittaslow cities in Turkey.

These are:
1. Seferihisar
2.Akyaka
3.GOkgeada
4 Halfeti
5.Tarakli

40



6.Vize

7. Yalvag
8.Yenipazar
9. Persembe
10. Savsat

Cittaslow cities are great opportunities for tourists to discover cultural
and local properties of the place where they visit. Also Cittaslow cities are a big
opportunity for local tourists to escape from big cities high rhythm and crowd-
ed structure. But high demand for Cittaslow cities is another problem source
because Cittaslow cites which population must be fewer than 50.000, be more
crowded in touristic season.

METHODOLOGY

This study is a part of No: 113K634 TUBITAK Scientific Research Pro-
ject “To Brake in the Communication Age: Analyzing Cittaslow Cities context
of Environmental Communication”. 9 cittaslow town Seferihisar, Gok¢eada,
Akyaka, Yenipazar, Tarakli, Yalvag, Vize, Persembe and Halfeti are constituting
the sample of study. 100news from local newspaper was investigated according
to title use (Yavas Sehir, Sakin Sehir and Cittaslow), cittaslow criteria and ac-
cording to manipulation in news.

SLOW CITY CRITERIA

Environment Policies

Infrastructure Policies

Enhancing the Quality of Urban Fabric

Celebrating and Promoting Local Produce and Local Products

Community and Hospitality

SN L

Communicating Awareness and Understanding of Cittaslow
FINDINGS

The scanning was made according to municipality name as key word,
appear that local and nation wide press do not give enough place to cittaslow
cites for showing them as an alternative tourism routes. Seferihisar is accepted
an alternative tourism route because of either capital of Turkish Cittaslow cities
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or achievement in local administration and being cittaslow. But there is limited
news about Cittaslow cities as an alternative tourism route. News is generally
emphasis Being Cittaslow but they don’t associate them with tourism. O n the
other hand Akyaka reached out to public opinion it self as an alternative tourism
route especially about water sports. It is qualify as center of kite surf in local
and nationwide press. According to news Akyaka is extending hospitality to
many tourist and sportsman for water sports. Also News about “Kadin Azmag1”
help to advertise Akyaka.

By its natural beauty and thermal springs, Cittaslow city Tarakl is finding
places in newspapers with hiking routes and plateau. Restored buildings, architec-
tural beauties and historical roads had also find place at newspapers to tell Tarakli.
Consequently Tarakli shown as charming place for trackers, photographers.

Traditions of Local people and Yoruks are mostly using in local and nation-
wide newspapers to present Yenipazar. In addition to these Antep nut, local pides
(bread), historical Bizans artifacts and Karya campus also use in newspaper.

Year * Name of Cittslow Town Crosstabulation
Count
Name of Cittslow Town
. < E (5]
Seferihisar g P i 2 o {:é
S ElelE|2]¢g]| 2
e} < o < < = 5]
Sl <Z = E| =5 &
2010 17 0 2 0 1 0 0 0
2011 9 0 0 0 3 2 0 0
Year 2012 15 0 0 0 1 0 0 0
2013 9 0 0 1 2 0 3 5
2014 4 1 0 0 2 0 2 10
Total 54 1 2 1 9 2 5 15

In the 89 news about Cittaslow cities of Turkey between 2010 and 2014
Seferihisar’s name is mentioned most. Seferihisar is the first Cittaslow town in
Turkey and is the capital of Cittaslow organization is a very important reason.
After Seferihisar most mentioned Cittaslow city is Tarakl.
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City

Name of Cittslow Town * City
©
Canakkale 2| = é‘ g £ E
S|E|ls|&|=2|8
Seferihisar 0 |0 |49 |o 0 1 0
Gokgeada 1 0 0 0 0 0 0
Akyaka 0 0 2 0 0 0 0
Yenipazar 0 0 0 0 0 1 0
Name of Cittslow | Tarakhi 0 |0 1 7 (o o o
Town Yalvag o o |o [o [1 Jo [o
Vize 0 0 0 0 0 0 0
Persembe 0 14 1 0 0 0 0
Halfeti 0 0 8 0 0 0 1
All 0 0 2 0 0 0 0
Total 1 14 63 7 1 2 1

Name of Cittslow Town * Criteria Referred in News Crosstabulation

Count

Environment Policies

Criteria Referred in News

Celebrating & Promoting Local Produce & Lo-

Enhancing the Quality of the Urban Fabric
cal Products

Infrastructure Policies
Community & Hospitality
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Most of the news belongs to Seferihisar. When city source of these news
was investigated seen that newspapers publishing news about Seferihisar are
from Izmir. Seferihisar is a part of City of Izmir. Tourism additive Seferihisar
to Izmir economy collects the attention of Izmir local press to Seferihisar. The
other cities interested in Cittaslow as a newspaper source are Sakarya and Ordu.
Behind the interest of local press there are the created synergy and own poten-
tial but also cities’ power of local press and number are also the other effects.

One of the most important criteria of Cittaslow is environmental policies.
News about these criteria generally about an environmental problem or solution
of an environmental problem. News about environmental policies are an impor-
tant place in the study. The other criteria coming from environmental policies is
celebrating and Promoting Local Produce and local Products criteria. This cri-
terion is also the reason of Cittaslow idea. There are thirteen news about these
criteria. Cittaslow Town and referred criteria cross tabulation table shows that
most of the new are about Seferihisar. 15 of those Seferihisar news are about
environmental policies and 13 of them are about Promoting Local Produce and
local Products criteria.
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Name of Cittslow Town * Manipulation in the news Cross tabulation
Count
Manipulation in the news
=
S| g
s | .8
To generate fear g § -
ol & 218
~ | o il I~
slzl 2] 8] s
ol % E | 5|2
elele]elB
Seferihisar 5 11 |35 (3 |0 |0
Gokgeada 0 [0 1 0 |0 [0
Akyaka 0 (0 |2 |0 [0 |O
Yenipazar 0 10 JO JO [0 |1
Name of Cittslow | Tarakl 0 12 |5 ]0 |2 |0
Town Yalvag 0o (o |2 o [o |o
Vize 0 (4 |1 |0 [0 |O
Persembe 2 (2 19 |0 (2 |0
Halfeti 0 {0 |9 |O [0 |O
All 0 (0 |2 |0 [0 |O
Total 7 |19 166 |3 [4 |1

News has an influence power with its subject and language. News about
Cittaslow fact, earn its meaning with its criteria are shown that most of the news
aim to give information. 19 of these news aim to evoke, 7 news aims to gener-
ate fear and 5 of these news about Seferihisar, 2 of them about Persembe. Both
towns have same problem. The common problem of these two coastal cities is
fish farms and sea pollution from these farms. News is about these struggles.
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Criteria Referred in News * Direction of explanation Cross tabulation
Count
Direction of explanation
Total
Positive Negative || Neutral
Environment Policies 14 9 0 23
Infrastructure Policies 3 2 1
Enhancing the Quality of the Urban Fabric 4 2 0
Celebrating & Promoting Local Produce & Local
13 0 0 13
Products
Community & Hospitality 5 0 0 5
Communicating Awareness & Understanding of 24 0 ol 24
Cittaslow
None 10 0 1 11
All 12 0 0 12
Total 85 13 2 100

Direction of explanation of news is also important factor like manipula-
tion at news. According to this table 14 of 23 environmental policies news have
positive direction, which shows that municipality solve a problem or establish
a new environmental system. On the other hand nine news have negative lan-
guage and direction that means that there are unsolved environmental problems.
Negative language also used in two criteria four times. These are Infrastructure
policies and Enhancing the Quality of the Urban Fabric.

CONCLUSION

Cittaslow was introduced to Turkey in 2009 when Seferihisar was recog-
nized as the first slow city in Turkey. Seferihisar Municipality was not on the
fist slow city in Turkey but also pioneered for the growth of Cittaslow network
in the country, in a way becoming the Cittaslow capital of Turkey.

A town by the Aegean Sea, Seferihisar could be considered as a tourism
center. In the news reports analyzed in this study, the tourism potential of Sefer-
thisar, the devoted efforts of the municipality, the efforts of non-governmental
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organizations and people to implement Cittaslow criteria were clearly visible.
Seferihisar was the prominent topic in the reports examined in the study.

Another important issue is power and efficiency of Local Newspapers.
Seferihisar is part of Izmir and izmir has a lot of strong local newspaper.
Persembe is part of Ordu and Ordu has strong Local journalism tradition. On
the other hand most cities have a few local newspaper.

Also proximity of cittaslow towns to city center is important. Distance
between two cities also determines the level of communication. It makes blind
the local newspapers against their cittaslow town.

Environment issue is one of the leading political discussions in news.
Municipalities direct local Cittaslow organizations and they have limited au-
thority on environmental topics. Because of that reason most of the news was
drawing picture of negative atmosphere
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Abstract

Nowadays cinema audience can get information about movies not only
through via mass media but also the Internet and social media. Social media
tools stand out in terms of giving the message directly in the message field, cre-
ating fast, easy and economical communications and establishing conditions
to communicate without the constraints of time and space, users being able to
divulge the information and ideas on topics of interest and allow them to share
with their own followers. There is also Instagram that include social media
applications that provide communications capabilities. The producer and di-
rector of movies are also users of Instagram and they create other social media
accounts are included as well as Instagram accounts for movies including rep-
resentation in festivals and interviews can be instantly shared with the audience
several stages. In order to investigate how people use their Instagram accounts
opened for the films, this article “Using the Social Media for Movies and the
Instagram Case” will be prepared. In our study, the official Instagram accounts
of the most watched 5 Turkish film in Turkey in 2015 will be examined. In our
research, Instagram posts will be compared with each other. The differences
between them shall be attempted to be identified using content analysis method
which is defined by Berelson as “objective of the content appearing in commu-
nications, is described systematic and quantitative”.

Keywords: Social Media, Movie, Instagram
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USING THE SOCIAL MEDIA FOR MOVIES AND THE INS-
TAGRAM CASE

INTRODUCTION

It is stated that the emergence of the Internet is one of the most important
changes in the media in recent years (Gorman and McLean, 2002: 198), and
Internet is said to have potential to break the monopoly of the cultural industry.
(Holmes, 2005: 220) Internet is sometimes called as “alternative media”; but it
1s necessary to produce an alternative content to be called as alternative media.
(Atabek, 2003: 77-78)

According to the 2015 report of the International Telecommunication
Union (ITU: 2015); 3.2 billion people use the internet in the world. Internet
penetration rate in the world between the years 2000-2015 has increased nearly
7 times from 6.5% to 43%. The percentage of households using the internet in
2015 in Turkey according to the data of Turkey Statistical Institute (TUIK) is
55.9% (TUIK, 2015). According to data of TUIK, 80.9% of individuals use the
internet in order to “create profiles on social media, sending messages or photos
and so on.”

Social media entered our lives with web 2.0 technology. During Web 1.0
times users was only the positions of contact information, the content of the
website was just being checked by web servers, web sites were brochures view.
Web 2.00 was made available in 2004 by O’Reilly Media, gives more opportu-
nity to interact. (Gligdemir, 2010: 24-25) “O’ Reilly (2005) has said that, Web
2.0 is not packaged software, more people have been enriched by the use of
the data source developers and users in the environment as trusted locations.”
(Baran and Ata, 2013: 195) “Social media is a term used for online tools and
websites that users are creating interaction by recognizing the possibility of
sharing information, ideas and interests. As it will be understood by its name,
social media, by encouraging participation and to be interested, mediates build-
ing community and networking.” (Sayimer, 2008: 123)

Individuals with social media now have become not only the viewers or

readers but actors emitting of direct knowledge. People, find an opportunity to
share their thoughts and experiences through social media with the people liv-
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ing in various regions of the World (Yagmurlu, 2011: 6). “Social networks, that
allows a high, active communication and interaction, bringing together produc-
ers and consumers of unmediated, has started to change the face of marketing
communications” (Akyol, Akyol and Yilmaz, 2014: 129) Individuals can share
the experiences that feel them valued and they want to of others as well as be
aware of, such as where s/he was, what s/he did, what s/he ate, where s/he stay,
through social media applications. (Eryilmaz and Sengiil, 2016: 34) Social me-
dia users share their experiences as well as information with each other, they
can influence the purchasing decisions of each other with messages they send.
(Eryilmaz and Sengiil, 2016: 33)

The development and expansion of technology everyday have led brands
to the focus on social media. (Aytan and Telci, 2014: 14) “Today, for the compa-
nies, to create a page benefiting from the social media applications in a virtual
environment and to reach potential customers have become vitally important.
Each company can reach their customers from anywhere at any time through
mobile or web-based applications, can receive feedback on products or servic-
es, or can continue their new generation marketing campaigns in order to create
new potential customers.” (Kara, 2016: 71) Researchers stating social media’s
impact on brand image and attitude that will be formed against brand, suggest
that brands to communicate with users interactively, to share the content that
attract the attention and win acclaim of followers. (Aytan and Telci, 2014: 13)

The film industry is also included in the uses of social media marketing
activities among others. The filmmakers that use social media, as well as other
tools for marketing, share the trailers, clips, photographs and music of film, and
set photos before the release of film yet, and thus intended the film to be heard
by more people and to increase the number of spectators of film in release time.
(Akyol and Kuruca, 2015: 64) Social media, is used to attract the attention of po-
tential movie audience during the time of stay of the film in vision. Furthermore
it can be used for increase the sales of DVD, or in work done to increase the sales
of industrial materials produced for film. (Akyol and Kuruca, 2015: 90)

Social media tools are to find their place in a wider perspective. These can
be classified in different ways by different authors. Day by day more effectively
assessing the potential of Web 2.0 technologies and the emergence of new types
of social media raises the need for a continuous updating of the list in question.
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According to the Hazar; (2011: 154-155) type of social media are blogs, social
networks, video sharing networks, photo sharing networks, wiki-style knowl-
edge sharing networks and microblogging. Some authors are listed podcasts
and forums among the types of social media. (Durmus et al., 2010’dan narrated
by: Koger, 2012: p.72)

The top 10 of social media platforms of 2,307 billion active users from
all over the world, the most preferred by are as follows according to Internet
and Social Media Users Stats” report prepared by the We Are Social in 2016;
Facebook (1,590 billion), WhatsApp (900 million), QQ (860 million), FB Mes-
senger (800 million), Qzone (653 million), Wechat (650 million), Tumblr (555
million), Instagram (400 million), Twitter (320 million), Skype (300 million)
(www.dijitalajanslar.com, January 29 2016)

Photo and video sharing platform Instagram has attracted the attention
by the meteoric rise in recent years, and offering different filter options and
with the measure of the framing chosen. People can share with their followers
through Instagram the information associated with themselves and their own
work in both as photo and video, using filters and rearranging, rendering it more
effective. On the selected framing, it is possible to attribute different meanings
to pictures taken or to cut out unwanted parts of the image that was taken easily.
Instagram is suggested to be one of the focal points of future content that will
include platform strategy for many brands. Dan Zaralla who is working on the
new generations of marketing also says that the future of the world of content
is in the future of visual content. (Budak, 2015) Instagram, which is one of
the most popular social media tool for sharing photos and videos was estab-
lished on 6 October 2010. According to data released by Instagram; Number
of monthly active users is approximately 400 million. (Instagram, 2010) The
basic feature of Instagram different from traditional photograph understanding
is that the photos are widely used not in 3: 2 ratio, photography is to record a
framing square and share the format of likewise the machine Instamatic (Polar-
oid) that Kodak firm produced in 1963.” (Tiirkmenoglu. 2014: 87-100)

OBJECTIVES AND METHODS

In our research called “Using the Social Media for Movies and the Insta-
gram Case” , the most watched 5 Turkish film in Turkey in 2015 will be exam-
ined in terms of the usage of official Instagram accounts of themselves.

The distribution of messages via the official month of shared accounts
will be examined and the differences and similarities between them will be
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studied to be determined by using content analysis method. By research the
usage of Instagram accounts for most watched Turkish cinema films will try to
be identified.

Content analysis is a method based of the qualitative and quantitative
dimensions of the texts that are available, some manifestations for some un-
known size and cross-section are not present social reality that is intended to be
achieves (Gokge, 2006: 20). Berelson (1952) states that “Content analysis is a
research technique for the objective, systematic, and quantitative description of
the manifest content of communication.”

In our research in the first step to identify the most watched Turkish films in
2015; Diiglin Dernek 2: Stinnet, Mucize, Kocan Kadar Konus, Ali Baba ve Yedi
Ciiceler, Selam: Bahara Yolculuk, Bana Masal Anlatma, Ask Sana Benzer, Yapisik
Kardesler, Niyazi Giil Dort Nala, Sevimli Tehlikeli. (boxofficeturkiye.com)

In order to identify the official social media addresses of these films clear-
ly, the posters of the films are examined and the Instagram addresses located on
the posters are determined. In case of there is no Instagram addresses located on
the poster then the official websites of films and official social media addresses
are examined and if there are official Instagram address of the film is given on
these addresses, they are used.

It is observed that some of the films do not have Instagram addresses.
The most watched Turkish film in 2015 has become Diigiin Dernek 2: Siinnet.
But there is no Instagram address of the film. Similar to this situation, Selam:
Bahara Yolculuk, Bana Masal Anlatma and Niyazi Giil Dort Nala which are one
of the most watched films also do not have Instagram addresses. Although the
film Ask Sana Benzer has Instagram account, there is no post in this account.
For this reason the films Mucize, Kocan Kadar Konus, Ali Baba ve Yedi Ciicel-
er, Yapisik Kardesler ve Sevimli Tehlikeli are decided as sample to be analyzed
using the official Instagram address of these films, the number of followers and
the number of their post at this address.

The film Kocan Kadar Konus is the second film of the serial. Both two
films of the serial have used the same Instagram account. For this reason, the
examination was made for the posts of this account from April 2, 2015 which is
the date of the first post about the second film of the serial to March 31, 2015.
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FINDINGS

Instagram accounts of the top 5 most watched Turkish films in 2015 were
identified; Mucize, Kocan Kadar Konus, Ali Baba ve Yedi Ciiceler, Yapisik
Kardesler, Sevimli Tehlikeli. When films is observed that it is come out that the
film’s box office success is not directly proportional to the number of followers
on Instagram account. Although the film Sevimli Tehlikeli watched by about
900 thousand people has about 7 times more followers from the film Mucize
watched by about 3 and a half million people. A similar situation can be told
for the number of posts. While the number of posts for film Mucize is 189, it
is 346 for the film Sevimli Tehlikeli. In the second section of our research the
Instagram posts abouth the films called Mucize, Kocan Kadar Konus, Ali Baba
ve Yedi Ciiceler, Yapisik Kardesler and Sevimli Tehlikeli are analyzed.

Mucize

The shares from the official Instagram account of the film Mucize which
was released in January 1, 2015 were looked and the distribution of the shares
by months is analyzed and Graph 1 were prepared.

Graph 1: Instagram sharing distribution by months related to the film Mucize
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When we look at the distribution of shares of months it seems to start shar-
ing the first five months ago before the release of the film. The content of the film,
release date and director Mahsun Kirmizigul is among the first issues to be high-
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lighted. While the number of shares are close to each other August, September
and October, shares declined in November. Then the shares of the post firmed to
its highest level on December whereas the premiere of the film. The number of
sharing fell to 35 from 51 in January which is the month of the film’s release. The
number of share has continued to decline in February, March and April.

It is seen that the majority of the shares is on the film’s premiere night.
It demonstrates that even after the film releases, the number of share held gala
night is in the maximum level.

It can be said that, to be higher share in the day of preimere rather than
the relase date is about the feautes of Instagram. Instagram is at the forefront
for photo and video sharing that, gala evening attended by a large number of
popular name contains messages that can be shared much more than the day
the film’s release. The photo of many popular people attending the gala has
been shared by Instagram account. The message that the night which was so
important for the art world has been transmitted to followers in Instagram with
photos and videos shared.

Kocan Kadar Konus
The shares held by official Instagram account about the film Kocan Kadar
Konus that was released on March 20, 2015 were analyzed. the distribution of

the shares of the month has been examinined and Graph 2 were prepared.

Graph 2: Instagram sharing distribution by months related to the film Kocan Kadar Konus
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The first Instagram message was shared about the film Kocan Kadar
Konus on November 27, 2014. 344 post have been shared over Instagram ac-
count. 33 of them are being repost by other users by sharing Instagram account
of the Kocan Kadar Konus film. First-sharing that gives a clue about the content
of the film. The number of shares continued to rise in December and January.
The sharing related the content of the film, the team, the release date and press
conference have been made in December and January. It fell in February. The
poster of the film in February was also shared through Instagram. The number
of shares rose to its highest level in March where the film’s premiere and the
release. In March, 143 were sent to the post. In March, a large number of film
crew also went on tour, guests have been interviewed and participated televi-
sion programs. The number has dropped to 51 from 143 post in April. In the
following months it continued to decline.

The second film is taken that a successful outcome well in the vision.
The same Instagram account is also used for the second film in the series. On
April 2, 2015 is the second film in the series was informed that preparations for
the start of the scenario. Shares have declined steadily in subsequent periods
associated with the first film. The second film about sharing were called. It has
not been associated with film Kocan Kadar Konus ever share in August, Sep-
tember and October. The account is used to make sharing on the second film in
the series. 3 posts were shared about the film’s television show in November.
November 5 2015 is the date that is made the last share about the film.

It is seen that the higher level of share is been made on March 18, 2015
that is premiere was made and release date during March.

Ali Baba ve Yedi Ciiceler

The official Instagram account sharing is made first on May 12, 2015
as film Ali Baba ve Yedi Ciiceler was released on November 13, 2015. A total
of 198 posts for eight months. To show the distribution of the shares held by
months about the film Graph 3 are prepared. The first shares were taken about
the content of the film and Cem Y1lmaz who is director and the protagonist of
film. A few shares were made in May, June, July, August, September and Octo-
ber. The film’s social media, addresses, the team, content, and capture images
of the stage and editing were shared. The poster of the film were also shared in
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October. The maximum share was made about film in November whereas the
film’s premiere and release date. During the month of November, it is made of a
total of 123 subjects taken sharing, as scenes from the film, the team participat-
ed in the TV program, the premiere, internet addresses that film tickets can be
taken of, website. The number of post in December, has fallen from 123 to 45.
After December, yet there is no sharing on the Instagram address.

Graph 3: Instagram sharing distribution by months related to the film Ali Baba ve Yedi Ciiceler
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It is seen that the higher level of share is been made on November 11,
2015, which is the date the press conference of the film that the actors of the
film attended and the date the Television show 3 Adam that the actors appeared
as an on-air guest also, during November.

Yapisik Kardesler

The official Instagram account sharing is made first on September 12,
2014 as film Yapigik Kardesler was released on January 30, 2015. For 6 months,
121 sharing have been made about the film. To show the distribution of shares
according to month Graph 4 are prepared. The first share in September were
taken for the images of team and behind the camera. 17 shares have been made
through September. The number of share in October was 15. The number of
share rose to 28 in November where the Press meeting has been made and
release date has been announced. The poster of the film has been shared in De-
cember. Total share fell to 16 in December rose to its highest level in January.
In January, the publication of the trailer, making the premiere, the release of the
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film, to be guests on the live television program of the film crew were shared.
The number of post in February, has fallen back to 15. Most shares in February
is about the discussions that people from the team attended. There are no share
at all on the official Instagram account after February.

Graph 4: Instagram sharing distribution by months related to the film Yapisik Kardesler
140

1200 +

100

80 = Poist

60 il Ripost
Toplam

40

20 . T e

0 o at —& —l—’/_*\~1

Eyl.14 Eki.14 Kas.14 Ara.l4 Oca.15 Sub.15

The most share is made on January 28, 2015 whereas the premiere of the
film made and it is seen that the last share was made on February 13, 2015.

Sevimli Tehlikeli

The first share from official Instagram account was made on October 17,
2014 for the film Sevimli Tehlikeli that was released February 6, 2015. As for
the film, it has made a total of 346 share for 14 months. To show the distribution
of the shares by month about the film Graph 5 are prepared. The first sharing 1s
information given about the content of the film, the websites of film, social media
addresses, team, posters, and teaser. The number of share that 1 in October, reg-
ularly increases and becomes 14 in November, 49 in December, 50 in January,
163 in February also has reached its highest level whereas the screening of the
film. The Release Date has been announced in November. The newspapers about
the film, the news, backstage footage, trailer, trailer premiere were shared in De-
cember. The information about TV programs that in the film’s crew involved as
guests were transferred in January. The premiere of the film information about
the cinema that shows movies, touring with the participation of people in the film
crew, interviews and broadcast live on television programs, the Internet channel
can purchase the soundtrack have been made subject of sharing in February.
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Graph 5: Instagram sharing distribution by months related to the film Sevimli Tehlikeli
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Total share has declined sharply from March 49 in the subsequent months.
The number of Shares have been, 5 in April, 6 in May, 2 in June, 2 in July, 1 in
August, 3 in September, the zero in October, and 1 in November. The informa-
tion about the exit of the DVD of the film was transferred in May. The last men-
tion of sharing from Instagram account was the message that was sent because
of Atatiirk’s death anniversary on November 10, 2015.

The maximum number of post sent that day is seen as not the day of the
film’s premiere but the day the film crew attended to television broadcast live
Beyaz Show and on February 13, 2015 where the shares related to the partici-
pation of team in the Berlin gala have also seen the highest level. It is seen that
the ratio is high shares are made available on February 4, 2015 whereas the pre-
miere of the film, on February 9, 2015 whereas shares are made regarding pre-
miere of Gaziantep, on February 14, 2015 whereas shares are made regarding
premiere of Eskisehir premiere, and February 20, 2015 whereas the information
about the theater shows that the film in different cities and in the countries can
be seen also shared in a number of other days.

CONCLUSION

Instagram that is among the social media applications becoming varied
and used by more people by degrees attracts attention by the fast increase in the
level of its users. Instagram in which photo and video sharing become prom-
inent, enables a platform where users can create different meanings easily by
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manipulating their own images taken by themselves and they can share with
their followers to its users.

Visuality comes to the fore on the internet and social media applications
gradually. People and institutions that can better describe themselves as visiual-
ly are seen that they can reach more of number followers on the internet and
social media. When you look at their social media accounts with the most fol-
lowers, many of them can be seen they are people from the art world and very
good at visual self-expression.

Instagram which is one of the most popular application that people and
institutions can express themselves visually also be used by the cinema industry
as well as many people and institutions. In order to see how the Turkish cinema
industry uses the Instagram, the research named “Using the Social Media for
Movies and the Instagram Case” has been realized. In the context of the re-
search, the most watched 5 Turkish films have been valued according to the us-
age of Instagram. The distribution of shared messages by months via the official
accounts were examined. Their differences and similarities are attempted to be
detected using content analysis method. With the research the use of Instagram
accounts that are created for the most watched films of Turkish cinema films
has tried to be determined.

There are active Instagram account of 5 ones of the top 10 most watched
films in 2015. It is been seen that maximum share made that month that is
premiere was held just before the release of the film. It can be said the reason
of this situation is producers need the marketing operations most in that era.
One of the activities carried out to inform potential audience is also for making
the film’s premiere. Premieres that are attended by numerous artists and pop-
ular name in other occupational groups, offer a rich visual material. Instagram
highlights with Photo and video sharing is a very convenient platform to share
photos and videos on the night of the premiere was made.

To rise to the highest levels of the number of sharing over months in
which the film’s premiere is made shows that Instagram used by filmmakers as
a primarily tool that they use in within the framework of marketing activities
of the films.
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When we look at the share of Instagram account of the most watched
Turkish films in 2015 that have official Instagram account, the lack of repost is
other attracted attention. Repost, refers to the transmission of shares related to
the film with other Instagram users. The sharing of audience or the sharing of
members of the media about the film and the team members are not too much
to repost. The total share examined by the 5 films held in 1198 consists of only
69 repost. It is likely to be more beneficial to use the repost in order to be heard
for their knowledge and experience with film and theater criticism in the media
as well as of the audience, also of artists and film felt more strongly in terms of
coming to further the agenda.

The number of followers on Instagram account seems not to be directly
proportional to the film’s box office success. Although the film Sevimli Teh-
likeli watched by about 900 thousand people has about 7 times more followers
from the film Mucize watched by about 3 and a half million people. A similar
situation can be told for the number of posts. While the number of posts for film
Mucize is 189, it is 346 for the film Sevimli Tehlikeli. The boxoffice success’ of
the films depend several reasons such as film itself, marketing oparations, the
qualification of the term. Instagram as a social media application framework as
one of the tools used in marketing operation, is not concerned though affect the
box office results of the film itself.
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Abstract

Since we live in a communication era, communication technologies are the core of our
lives. The latest figures show that Internet users spend most of their time on social networks,
and half of all social media users said that at least once a month they had expressed complaints
or concerns about brands or services on social media (Nielsen, 2012). That’s why the impor-
tance of social media for any kind of corporations is non issuable today. Though social media
can offer many possibilities to interact and communicate directly with audience; it also carries
a great risk for companies in terms of crisis. Messages can spread to millions of people just in
a moment and can lead to crisis immediately on social media. Managing social media crisis es-
pecially for telecommunication companies has a great importance because customers of GSM
companies generally use social media more than other users. Thus, in this study; it is aimed to
reveal these companies’point of view and their attitudes together with their strategies for social
media crisis. In order to outline their engagement with crises on social media, interviews with
their public relations practitioners have been conducted. Their responses have revealed that
social media crises are as important as offline crises and their reaction to social media crises is
based on a specific crisis plan, acting immediately and being fast as possible as they can after
a crisis arises on social media. Besides, companies agree on deleting their own posts if there is
a reaction from specific groups or non-governmental organizations.

Keywords: Social Media, Crisis Communication, Telecommunication Companies
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THE ROLE OF SOCIAL MEDIA IN CRISIS COMMUNICA-
TIONS: ASAMPLE OF GSM COMPANIES INTURKEY DEFI-
NITION OF SOCIAL MEDIA

Today; in the era of communication, called Web 2.0, communication
technologies are the core of our lives. Being a huge part of the communication
technologies, the Internet especially social media has penetrated into every part
of a daily life. Social media, as a basic definition, is a new generation of com-
munication technologies for sharing contents like texts, graphics, videos, pic-
tures on the online environment. People can share anything and communicate
with each other based on a dialog (Breakenridge, 2008). These new technol-
ogies, called “Web 2.0”, provide collaboration between users on the Internet,

thus “user generated contents” are posted or can be changed by other users
(Kaplan & Haenlein, 2010: 61).

According to Internet World Stats (November, 2015) the rate of Internet
users around the globe is 46.4%, which means almost half of the world’s pop-
ulation was online last year. As people are spending more time on the Internet,
managing reputation on social media platforms becomes increasingly signifi-
cant for public relations. The latest figures show that Internet users spend most
of their time on social networks, and half of all social media users have ex-
pressed their complaints or concerns about brands or services on social media at
least once a month (Nielsen, 2012). That’s why the importance of social media
for any kind of corporations is non issuable today.

CRISIS COMMUNICATION AND SOCIAL MEDIA

Crises are the events that can arise from natural disasters to human errors
and can harm an organisation or carry a potential to cause emotional, physical,
financial damage to stakeholders of that organisation (Freberg et al., 2013: 179).
According to Coombs (2004) the perception of stakeholders creates crises, not
the event itself. Stakeholders define an event as a crisis based on their percep-
tions about it. Whether a crisis is perceptual or not, it always results with an
impact of corporate reputation which can be affected and damaged. The most

important thing is that organisations should always keep on mind that there will
be crises (Coombs, 2015).
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Though social media can offer many possibilities to interact and commu-
nicate directly with stakeholders; it also carries a great risk for organisations in
terms of crisis. Because of fast diffusion of messages on social media, issues
can spread to millions of people just in a moment and can lead to crisis immedi-
ately. The difference between a traditional crisis and a social media crisis is that
social media crisis occurs more actively and effectively than a traditional crisis
because of fast diffusion of messages (Ly-Le, 2014). Within a very short time
social media can spread to thousands of people.

Social media both can cause a crisis and can help to control and calm a
potential crisis situation (Hallam, 2013: 96). Integrating social media into crisis
communication and crisis management allows public relations practitioners to
reach a lot of people at the same time and to communicate them directly. Social
media provides credibility and transparency to organisations especially in the
most needed time such as during crises. Since it provides conversations, it helps
to disseminate real-time information for the public, stakeholders, and the media
(Prentice & Huffman, 2008; Taylor &Kent, 2007). Social media as a commu-
nication channel, during a crisis, can provide practitioners to get involved in
discussions and debates immediately and to reach people who really care about
the crisis. Thus, the importance of social media for crisis communication and
management cannot be questioned (Hallam, 2013: 96).

For the fact that “a crisis is unpredictable but not unexpected” (Coombs,
2015:13) means that although crises arise suddenly, which makes them unpre-
dictable, they are not unexpected. However, online crises are more unpredict-
able than offline crises (Jin et al., 2014). According to Coombs (2009), social
media itself can create a kind of crisis, including rumours about the company,
complaints about the products and services. Whether a crisis arises from offline
or online situations, on e thing is certain that its result directly affects brand’s
reputation (Hallam, 2013: 96).

An ideal crisis communication is supposed to be transparent, frequent
and two-way (Chewning, 2015) and social media platforms with informational
links, real-time messaging, audio and video feeds (Taylor &Kent, 2007) can
provide ideal tools for public relations practitioners for social media crises. So-
cial media provides a unique and efficient way for public relations practitioners
to advocate corporate reputation and brand value by creating a tool to respond
users’ posts (Prentice & Huffman, 2008).
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Apart from two-way communication possibilities of social media on cri-
sis communication and management; social media also provides a real time
monitoring and reporting facilities for public relations practitioners (Ly-Le,
2014; Taylor & Kent, 2007). During crises, social media serves as a two-way
tool to communicate, but at the same time social media aids an organization’s
crisis monitoring process. Social media has given power to people and thus
they have become more influential, especially in the times of crisis, which im-
pacts a corporate reputation. As a result of this; not only the celebrity or key
opinion leaders’ voices matter, but any every-day person can spread a crisis on
social media (Ly-Le, 2014). Thus, monitoring on social media has become as
crucial as communicating during a social media crisis.

According to Hallam (Hallam, 2013: 96), there are certain things that
have to be done for a potential crisis and for the management process:

* Tools for social media monitoring which can collect data by using
mentions or keywords and report them as e-mails or text messages

* A chart to comprehend the process and people that have to be involved
when a problem arising- this has to be as fast as possible since time is
always significant in crises,

* A specific document developed from the traditional public relations
documents have to prepared for online audience

* Building and maintaining relationships with influencers within the in-
dustry

* A specific place on third party platforms for the brand to publish con-
tent that can be linked to

There are many crisis response strategies to select during a crisis, besides
communications practitioners must decide which social media tools are appropri-
ate to use and how frequently they should post updates. The choices range from
social networking sites such as Facebook and Google Plus, microblogging sites
such as Twitter, photo sharing sites such as Pinterest and Instagram, and video
sharing sites including YouTube and Vimeo. Sometimes it might be appropriate
to use all of these social media environments to communicate during a crisis, and
other times it would make more sense to focus on only one or two of them.
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RESEARCH QUESTIONS AND METHODS

Today the importance of social media for any kind of corporations is non
issuable. Being a significant part of the communication technologies, telecom-
munication companies in Turkey have already taken place on social media plat-
forms and integrated social media into their communication strategies and public
relations efforts. Though social media can offer many possibilities to interact and
communicate directly with audience; it also carries a great risk for companies in
terms of crisis. Organizations are increasingly incorporating social media into
their crisis response strategies and placing great importance on the ability of var-
ious social media tools to reach their audience. Managing social media crisis,
especially for telecommunication companies has a great importance. Because of
fast diffusion of messages on social media, issues can spread to millions of people
just in a moment and telecommunication companies are usually more affected
from social media crises since they provide communication services. These com-
panies are thought to be often on the front lines of a crisis.

Thus, in this study; it is aimed to reveal these companies’ point of view
and their attitudes towards social media together with their strategies for social
media crisis. Therefore, this evaluation of the companies utilizing specific so-
cial media tools in crisis communications has a particular importance. In order
to outline their engagement with crises on social media, this study is based on
an in-depth analysis of three telecommunication companies of Turkey (whose
brand names are Turkcell, Turk Telecom, and Vodafone). Although the study
intends to have deep interviews with these three telecommunication companies,
due to the difficulty of reaching a practitioner, it could not possible to arrange an
interview with one of the companies. Thus, the interviews were held only with
two of them and within the scope of the study, these research questions were
tried to be answered:

RQ1: What are their attitude and approach towards social media crises?
RQ2: How does the risk of social media crises impact an organisation?
RQ3: How can they react to social media crises?

RQ4: How do they monitor social media and through which channels do
they monitor?
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RESULTS

According to deep interviews of public relations practitioners, who are
working in these telecommunication companies of Turkey, corporate attitudes
to crises and especially social media crises are tried to be revealed. Thus, the
questions are categorized and the answers of public relations practitioners are
given below in Table 1:

Tablel: Deep interviews and answers of the GSM companies in Turkey

GSM 1 GSM 2
Unexpected or unforeseen events Everything that causes
-Natural disasters for example earth- - people to talk about com-
. quakes pany negatively or less
General definition o . positively.
of crisis: - negative discourse and conversations ’
about company - causes to lose reputation
As aresult, corporate reputation can be | - causes to decrease brand
damaged. value.
-If all these happen on

social media, such as on
Twitter, it is called social
-Usually a reflection of the real world | media crisis.

which is not a virtual. -On social media environ-

-For example you organise an event ment, people can talk about
somewhere and some negative inci- your company in a negative
dents happen. It jumps onto social way, which causes to lose
media, than it becomes a social media | reputation and brand value.
crisis. But the difference is, crises on The things that happen

social media can be predicted. They do | in the real world can also

not happen suddenly. They give notice | happen on virtual world, on
in advance. social media. So it is called

social media crises.

-The important thing: ) .
. -The important thing:

' o Whether the company follows social Whether users or profiles
Social media cri- media contents or not. of users that cause social
ses: . L ia crisi

Social media crises are generally media crisis are real people

caused by the contents that are not or not.

monitored by the company. Unreal profiles that are
supported by software pro-
grammes cannot be evalu-
ated as crises.
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The most followed
social media plat-
forms:

-All corporate social media profiles
(almost on each social media platform)

-All other environments that can be
reported

- Celebrities

- The most and actively used social
media:

Facebook, Twitter, Instagram and
Linkedin

-Corporate social media
profiles:

-Twitter, Facebook, You-
tube, Instagram.

-The other environments
such as blogs

- Conversations about com-
pany by using hash tags
(#turkcell).

Reaction of the
company in case
of a social media
crisis:

-Have a social media crisis plan, and a
kind of folder.

-There are three levels of alerts: yellow,
orange, red.

-Teams are also determined in advance
according to the colours of crises.

- The strategy is to be transparent

- During a crisis, using all corporate
social media platforms

- Reaction of social media crises and
Crisis management:

-Not deleting users’ posts and com-
ments as long as there is no swearing,
insult and attack to other people’s
rights.

-Can delete their own posts if there
is a reaction from specific groups or
non-governmental organizations.

-The important thing during a crisis is

to handle all the issues objectively and
not to take it as a matter of pride

-Have a social media crisis
plan.

- Teams have been arranged
in advance according to the
crisis plan.

- The strategy is to be fast
and act immediately and to
be transparent.

-During a crisis, using mul-
ti social media platforms,
instead of one that the crisis
arises.

-Reaction of social media
crises and Crisis manage-
ment:

-Not deleting users’ posts
and comments on different
social media platforms.

-The important thing is to
establish a mistake and take
action immediately after-
wards.

Monitoring users’
messages on social
media:

-Not paying regard to all the posts and
comments on social media, but seeing
all of them.

-Monitoring posts that mention compa-
ny with hash tags (#) or that need a help
and a support related to our services.

-Monitoring all their services and sub-
sidiary company

-Monitoring profiles having followers
more than 10 thousand people.

-Monitoring source of information of
the posts

- Paying regard to con-
versations and comments
on social media related to
company.

-Monitor company on all
social media platforms by
starting with brand’s name,
services and products in
detail.

- Monitoring all the words
related to us and we make
sense of them by making
reports.
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As it is understood by the table, for the companies there is no difference
between crises on real world and on virtual world in terms of their effects. On
the other hand, according to GSM 1, the difference between these two types of
crises is that social media (online) crises can be predicted. Since they give alerts
in advance, they do not happen suddenly, so they can be predicted. The impor-
tant thing, according to that point of view, is to monitor the online environment.
Whether the company monitors social media contents or not is directly related
to predictability of a social media crisis. Social media crises are usually caused
by the users’ contents that are not monitored by the company. One more thing,
which was emphasized by GSM 2, it is crucial to determine the genuineness of
social media profiles that cause crises on social media. Although unreal pro-
files and negative situations that are supported by software programmes cannot
be evaluated as crises because they do not change perceptions and choices of
stakeholders, they can create a bit of uneasiness for the company.

CONCLUSION

Turkish telecommunication companies have the same point of view about
crises, which is unexpectedness of the events and people’s negative conversations
about the company. As Coombs asserted that crises are perceptual (2015); tele-
communication companies also believe that perceptions of stakeholders or target
audience about events have a direct effect on crises. Once they perceive an event
negatively, they will start to talk about the company negatively or less positively.
As a result of negative discourse and conversations, corporate reputation can be
damaged. The practitioners agree that crises can cause to impact negatively or lose
brand reputation and to decrease brand value.

When it comes to social media crises, Turkish telecommunication compa-
nies’ attitude and approach towards social media crises are the same. Both of the
companies believe that social media crises are usually a reflection of crises in the
real world that is offline. Besides, they emphasize that there are also crises arising
only on social media platforms. Thus, they see social media (online) crises as
significant as offline crises. Waiting and wishing all the reactions to melt away
automatically are seen a great mistakes for social media crises.

According to the companies there are no differences between offline crises
and social media crises in terms of their effects. On social media environment,
people can talk about the company in a negative way, which causes to lose
reputation and brand value. The things that happen in the real world can also
happen on virtual world, on social media. Thus, there are also risks of social me-

73



dia crises which can directly impact corporate reputation. Negative conversations
about the company on social media have potential and risks to impact negatively
or lose brand reputation and to decrease brand value.

Reaction of both companies to social media crises is based on a specific
crisis plan. They have different types of crises alerts according to the crises size.
For a minor crisis, communication and management strategies are different from
the major ones. In order to decide the size and potential effects of a crisis, com-
panies have determined some points based on the number and time period of the
posts together with social media platforms. For a potential of a social media crisis,
companies have determined their crises teams in advance depending on the size
and effect of a crisis. In each crisis, the folder and crisis plan are examined and
updated so that previous crises provide an insight for future crises.

Their social media strategies are based on acting immediately and being
fast as possible as they can after a crisis arises on social media. Their strategy is
not based on deleting all the bad and critical posts of users from all social media
platforms as long as there is no swearing, insult and attack to other people’s
rights. As a type of reaction to social media crises, companies agree on deleting
their own posts if there is a reaction from specific groups or non-governmental
organizations. If they offend some people and if they significantly show their
reaction, they asserted that they can delete their post or advertisement.

There are many crisis response strategies to select during a crisis, and
companies have declared that at first they find out the source of a crisis when
deciding a response strategy. If a social media crisis stems from their own mis-
take, they strive to resolve it and apologise intimately and publicly. If a crisis
stems from a misunderstanding, then they make a statement in order to uncover
it. The important thing is to establish a mistake and take action immediately af-
terwards and not to take it as a matter of pride. During a crisis as a communica-
tion channel, both of the companies prefer to use multi-social media platforms,
instead of one channel from which the crisis arises. These are significant issues
when deciding a response strategy and communication channel.

As it is suggested, the best way to give a respond is the same platform
with the posts creating a crisis. Responding from the same social media plat-
form helps to prevent the message to diffuse to other social media platforms
(Coombs, 2009). However, sometimes it might be appropriate to use all of the
social media platforms to communicate, and other times it would make more
sense to focus on only one or two of them. In such cases, managing social
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media crisis especially for telecommunication companies has a great impor-
tance. Companies are increasingly incorporating social media into their crisis
response strategies and placing great importance on the ability of various social
media tools to reach their audience.

Social media crisis management is considered as an important factor. Ac-
cording to the companies’ point of view, social media crises cannot be managed
by deleting users’ posts and comments on social media platforms. Even though
it is possible to delete them, they still remain somewhere on the database of the
Internet and on people’s minds. The important thing during a crisis is to handle
all the issues objectively and to be transparent.

For both of the companies, social media monitoring has always been a sig-
nificant issue not only for crisis management but for social media management
in general. They do not only follow their corporate social media pages, but also
all other social media platforms that can be reported. Apart from their corporate
profiles, they also follow celebrities, employees, and people having more than ten
thousand followers. Since these people they have a great number of followers,
they need to know what they are talking about and follow all the things being
talked about them. Contents and sources of posts and comments on social media
have been regarded as significant as the numbers of followers. Whether the in-
formation that is posted comes from the company as internal information from
employees or comes from outside of the company. The companies are also moni-
toring posts that they consider important such as the ones that mention them with
hash tags (#) or that need a help and a support related to their services.

Monitoring channels like communication channels should not be restrict-
ed to only the owned channels (Ly-Le 10) and both of the companies are aware
of this fact. They follow contents and conversations related to them even if they
are not part of the social media environment. Although they have corporate so-
cial media pages almost on every social media platform, the most used channels
are Facebook and Twitter, followed by Youtube, Instagram, and LinkedIn.

Although social media and social networking sites provide many advantag-
es to public relations practitioners for doing their jobs in the name of their organ-
izations, they also carry potential risks for corporate reputation. It has found that
each telecommunication company in Turkey has employed different crisis plans
but their strategies related to crisis communication and management. Authentic-
ity of voice and transparency are seen crucial factors for crisis communication.
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Abstract

Deans of communication colleges in Turkey have gathered at least once in every year
since 2000 to discuss the issues of communication colleges, establish and create up-to-date
curriculums. In addition, we had established a board of communication colleges’ deans called
ILDEK in 2006. ILDEK has recommended many regulations for communication colleges since
2006 in terms of educational issues. There have been many meetings with stakeholders, such as
Higher Education Council of Turkey, The Radio and Television Supreme Council, Professional
Union of Broadcasting Organizations (RATEM), etc. to fulfill the requirements of contemporary
education at communication colleges.

In this study, the department names and their curriculums of various units at universities
will be discussed and analyzed. Crucial decisions of ILDEK (Board of Deans of Communi-
cation Colleges) will be analyzed and documented. Finally, some recommendations will be
offered to improve communication education in Turkey.

Keywords: Firat University's TV, communication colleges, ILDEK, RATEM.
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COMMUNICATION STUDIES IN TURKEY: AN OBSERVA-
TION FROM COMMUNICATION DEANS’ BOARD

INTRODUCTION

There are 109 public and 76 foundation (privately-funded) universities
in Turkey. Most universities, especially foundation universities have commu-
nication colleges (schools). This number has increased dramatically in the last
couple of decades. According to the Turkish Student Selection and Placement
Center Guide (OSYM) there are 56 communication colleges that have already
students and offer diploma programs as of 2015 (OSYM, 2015).

Local University Television Broadcasting System of Firat University was
established according to a project called “The control of the satellite dishes via
computer and a case study of television broadcasting system”, Project number
FUNAF-56 (Varol, 2010). During that time, there was not any law for con-
trolling of local television broadcasting units, because the existed policy was
covering only articles of governmental television, TRT. Because of this lack
of regulation for local university television, we met many problems during our
broadcasting periods.

ILDEK is a Board whose members are the deans of communication col-
leges in Turkey. All of those meeting minutes are recorded. A web page has
been released under the URL called www.ildek.org where a lot of information
about the works of board has been broadcasted.

We are going to explain the current situations of communication colleges
in Turkey. Some experiences gained during the programs of Firat University’s
TV will be studied. The role of ILDEK on communication colleges will be
analyzed and some recommendations will be suggested in terms of enhancing
of the educational quality of communication colleges.

Communication Colleges in Turkey

At the beginning of 1970s communication colleges in Turkey were high-
ly regarded as completely social subjects. Therefore, not only the faculty but
student profile was also coming from social science schools. Thanks to rapid
development in technology, communication education has been changed and
curriculums have been updated. More technical courses have been adapted and
added into the programs. For example, courses of broadcasting programs now
consist of many technical topics. As a result, science students from high schools
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have also preferred these departments if their scores in Turkish-Social branches
at the University Entry Exam (LYS) are enough for placements.

In Table 1 the list of communication colleges are shown. According to
Turkish Student Selection and Placement Center Guide (OYSM) of as 2015
there are 56 communication colleges that have been offering undergraduate
programs. As shown in this table 46 communication colleges have been found-
ed in Turkey while 10 of them have been established out of country. Actually,
there are more communication colleges that have been still established in other
Turkish universities, but they are not listed in Table 1 because they do not have
students yet (OSYM, 2015).

Table 1: Communication colleges of the universities that have still offered undergrad-
uate studies

Name of University and Location

Abant Izzet Baysal University, Bolu

Adnan Menderes University, Aydin

Akdeniz University, Antalya

Anadolu-Iletisim Bilimleri University, Eskisehir
Ankara University, Ankara

Atatiirk University, Erzurum

Bahgesehir University, Istanbul
Bagkent University, Ankara
Beykent University, Istanbul
Cumbhuriyet University, Sivas
Canakkale University, Canakkale

Cukurova University, Adana

Ege University, Izmir

Erciyes University, Kayseri

Firat University, Elazig
Gazi University, Firat

Gaziantep University, Gaziantep

Giresun University, Giresun

Giimiishane University, Glimiishane

In6nii University, Malatya

Izmir Ekonomi University, [zmir

80



Name of University and Location

Istanbul University, Istanbul

Istanbul Arel University, Istanbul

Istanbul Aydin University, istanbul

Istanbul Bilgi University, istanbul

Istanbul Sehir University, istanbul

Istanbul Ticaret University, Istanbul

Kadir Has University, Istanbul

Kastamonu University, Kastamonu

Kocaeli University, Kocaeli

Karadeniz Teknik University, Trabzon

Maltepe University, Istanbul

Marmara University, Istanbul

Mersin University, Mersin

Nigde University, Nigde

Ondokuz Mayis University, Samsun

Pamukkale University, Denizli

Sakarya University, Sakarya

Selguk University, Konya

Siileyman Demirel University, Isparta

Usak University, Usak

Uskiidar University, Istanbul

Yasar University, [zmir

Yeditepe University, Istanbul

Yeni Yiizy1l University, istanbul

Zirve University, Gaziantep

Dogu Akdeniz University, KKTC

Girne University, KKTC

Lefke Avrupa University, KKTC

Kirgizistan-Tiirkiye Manas University, Kirghizistan

Uluslararast Balkan Univeristy, Makedonya

Uluslararasi Kibris University, KKTC

Yakin Dogu University, KKTC

Bakii Devlet University, Azerbaican

Bakii Slavyan University, Azerbaican

Hoca Ahmet Yesevi International Tiirk-Kazak University,
Khazakistan
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There are several reasons in the increasing number of communication
colleges. First, establishment of most of the departments of communication
schools are easy. For example, departments of public relations, advertising,
journalism, and corporate communication do not need hefty investments (cap-
ital). A communication related department can be established if at least three
faculty members are available and physical infrastructures such as classrooms
and computer labs exist. Second, demands of being a student in the communi-
cation department is high, because there are a lot of private televisions and ra-
dio stations in Turkey that still looks for qualified personnel. In addition, we can
argue that the students who graduate from a social program of High Schools
in Turkey have limited opportunities to find an appropriate social program at
higher education to complete their university’s studies.

If we compere the names of departments of communication colleges, un-
fortunately we meet with a confused and complex situation. For example, some
of them have different department names, but if we check the offered curricu-
lums we observe that their courses are almost similar. In Table 2 the Journalism
department names of communication colleges are given. As shown in Table 2,
there are four different colleges where students are able to study journalism in
terms of undergraduate level. The interesting point is that although the grad-
uates earn the same diploma called “Journalism” the names of colleges are
different. For example, Journalism education is offered at Nisantagi University
under “College of Economic, Administrative and Social Sciences”. In contrast,
the same education is offered at other universities at the “College of Communi-
cation”. On the other hand, the journalism department has been founded at the
“College of Journalism and Azerbaijani Philology” at Baku Slavyan University
while the same department has been established at the “College of Social and
Political Science” at Ivane C. Higvili Tbilisi State University in Georgia.

Table 2: The various college names for departments of journalism

Names of departments University College/Faculty name

Journalism A. izzet Bay., Akdeniz, Ankara, Atatiirk, Baku State | Communication
(Azerbaijan), Cumhuriyet, Ege, Erciyes, Firat, Gazi,
Gaziantep, Giresun, Hoca Ahmet Yesevi International
Turkish-Kazakh (Kazakhstan), istanbul Arel, Istanbul
Aydm, Istanbul, Kastamonu, Kirghizstan-Turkey Manas
(Azerbaijan), Kocaeli, Karadeniz Teknik, Maltepe, Mar-
mara, Mersin, Ondokuz Mayis, Sakarya, Selguk, Usak,
Yeditepe, Dogu Akdeniz (KKTC), Uluslararast Kibris
(KKTC), Yakn Dogu (KKTC),
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Names of departments University College/Faculty name

Journalism Nisantas1 Economic,  Administrative
and Social Sciences

Journalism Baku Slavyan (Azerbaijan) Journalism and Azerbaijani
Philology

Journalism Ivane C. Hisvili Tbilisi State (Georgia) Social and Political Science

Table 3 indicates the distribution of the departments called “Public Rela-
tions and Publicity” of different colleges. Most of the universities have founded
this department at “College of Communication”, but Hali¢ and Karabiik Uni-
versities have established the same departments at the “College of Manage-
ment” while Istanbul Gelisim has created this department at the “College of
Economic, Administrative and Social Sciences.”

Table 3: The distribution of “Public Relations and Publicity” departments of different
colleges

Names of departments University College/Faculty name

Public Relations and Publicity Akdeniz, Ankara, Atatiirk, Bahgesehir, Baskent, Cum- | Communication
huriyet, Ege, Erciyes, Firat, Gazi, Gaziantep, Giresun,
Giimiishane, In6nii, istanbul Aydm, istanbul Bilgi,
Istanbul Ticaret, Istanbul, Kadir Has, Kocaeli, Maltepe,
Marmara, Ondokuz Mayis, Pamukkale, Selcuk, Siiley-
man Demirel, Yeditepe, Girne Amerikan (KKTC), Ya-
kin Dogu (KKTC), International Balkan (Makedonia),

Public Relations and Publicity | Halig, Karabiik Management

Public Relations and Publicity | Istanbul Gelisim Economic, Admin-
istrative and Social
Sciences

If we consider the departments of “Advertisement and Publicity” or “Pub-
licity and Advertisement” we meet an interesting situation. The curriculum of
these departments almost the same. The only difference is that the order the vo-
cabularies in the department names have been placed opposite (Table 4). On the
other hand, “Publicity and Advertisement” departments have been established
at the different colleges such as “Management”, “Art and Social Sciences”,
“Applied Sciences”, “Social and Humanities Sciences” or “Economic, Admin-
istrative and Social Sciences”. This shows that there does not exist an integrity
and unity between public and foundation universities. It means that they have
founded these departments arbitrary although these departments consist of al-
most the same curriculums.
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Table 4: “Advertisement and Publicity” department versus “Publicity and Advertisement”

Names of departments University College/Faculty name
Advertisement and Publicity | Bahgesehir, Ege, Istanbul Ay- | Communication
din, Istanbul Bilgi, Istanbul
Ticaret, Kadir Has, Kocaeli,
Selcuk, International Cyprus
(KKTC), Izmir Economy,
Kastamonu, Karadeniz Teknik,
Nigde,
Publicity and Advertisement | Adnan Menderes, Beykent, [ Communication
Istanbul Arel, Sakarya, Usak,
Yasar, Yeni Yizyil, Zirve,
Dogu  Akdeniz  (KKTC),
Kirghizstan-Turkey =~ Manas
(Azerbaijan),
Publicity and Advertisement | Anadolu Communication Sciences
Publicity and Advertisement | Atilim Management

Publicity and Advertisement

Istanbul Esen

Art and Social Sciences

Publicity and Advertisement

Istanbul Gelisim, Okan

Colleges (Yiiksekokul) of

Applied Sciences

Publicity and Advertisement | Necmettin Erbakan Social and Humanities
Sciences

Publicity and Advertisement | Nisantasi Economic, Administrative
and Social Sciences

Publicity and Advertisement | Lefke Europe Communication Sciences

Advertisemental Design and
Communication

Uskiidar, Yeditepe

Communication

Table 5 depicts the departments of “Printing and Publishing”. This de-
partment has been founded at “College of Communication Sciences” at Anad-
olu University. Almost the same department has been established at “College
of Applied Sciences” at Marmara University. Marmara University has only ex-
tended the name of department using “Technology” term as postfix.

Table 5: Printing and Publishing departments of different universities

Names of departments

University

College/Faculty name

Printing and Publishing

Anadolu

Communication Sciences

Printing and Publishing

Girne-American (KKTC)

Communication

Printing and Publishing

Azerbaijan State, Civilisation, and
Fine Art

Art Critics (Sanat Elestirisi)

Printing and Publishing Technology

Marmara

College (Yiiksekokul) of Applied
Sciences
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In the following table the distributions of the “Radio, Cinema and Tele-
vision Departments” of the different universities are shown (Table 6). We also
have the same problems here what we studied above. For example, many uni-
versities have founded these departments at “College of Communication”. In
contrast, some universities have established this department at the colleges of
“Economic, Administrative and Social Sciences”, “Art and Design”, and “Fine
Arts” or “Communication Sciences”. These picture does not depict an integrity
and unity between universities. The main problem is that the colleges have tried
to establish the departments arbitrary. The curriculums of “Radio, Cinema and
Television Departments” are mostly the same. There are some small differences
in terms of course contents, but they have generally used the same curriculums,
the same teaching materials and tools. Most public universities have established
this department at the “College of Communication” while some of them have
founded these departments at “College of Fine Arts”. The main reason for that
some universities have created this department at their existing colleges be-
cause they didn’t want to waste their times for creating a new college.

There has been a conflict between “Colleges of Communication” and
“College of Fine Arts” in Turkey. They have claimed that “Radio, Cinema and
Television Department” is a branch of “College of Communication” while the
others have claimed that this department is based on the fundamental of “Col-
lege of Fine Arts”. This conflict between parties could have not been solved
since a couple of decades.

The first local University’s Television broadcasting unit has been founded
in 1991 at Firat University. This TV has broadcast its educational, social, and
cultural programs continuously since 1991. We struggled to sustain broadcasting
of programs. In 1997, we proposed a report for establishing “College of Com-
munication” to the Firat University’s Senate and Higher Education Council of
Turkey. The proposal was approved by relevant institutions. I was appointed as
the Dean of Communication College in 2000. College of Communication of Firat
University has started to welcome its first students in 2001 (Varol & Varol, 2004).

Firat University’s Television Unit (FIRAT TV) has been a model for
some other universities. Selguk University has begun its TV broadcasting since
1998. Erciyes University has followed to broadcast in 2002 and finally Ataturk
University has broadcast its TV programs in 2006. These four Universities’

television units have continued to broadcast their programs since their estab-
lishment dates (Varol, 2010).
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[zmir Economy University has founded a new department of “Cinema
and Digital Media.” This is the first and unique department in Turkey with this
name. Since Izmir Economy University is a foundation University in Turkey,
this university have lead into combining cinema and digital media to create an
attraction for students (Table 6).

Table 6: “Radio, Cinema and Television Departments” of universities

Bahgesehir, Baskent, Canakkale Onsekiz
Mart, Cukurova, Ege, Erciyes, Firat, Gazi,
Istanbul Arel, Istanbul Aydm, istanbul Bilgi,
Istanbul Sehir, Istanbul, Kadir Has, Kastamo-
nu, Kocaeli, Marmara, Mersin, Selguk, Usak,
Uskiidar, Yasar, Yeditepe, Yeni Yiizyl, Zirve,
Dogu Akdeniz (KKTC), Lefke Europe, Kirg-
hizstan-Turkey Manas (Azerbaijan),

Names of departments University College/Faculty name
Radio, Cinema and Television Aydin Kocatepe, Akdeniz, Batman, Beykent, | Fine Arts

Isik, Istanbul Gelisim, izmir, Mimar Sinan

Fine Arts, Okan, Ordu, Yiiziincii Y1l,
Radio, Cinema and Television Adnan Menderes, Akdeniz, Ankara, Atatiirk, | Communication

Radio, Cinema and Television

Anadolu

Communication Sciences

Radio, Cinema and Television

Istanbul Gelisim

Economic, Administrative
and Social Sciences

Radio, Cinema and Television

Nisantas1

Art and Design

Radio and Television

International Cyprus

Communication

Cinema and Digital Media [zmir Ekonomi Communication

Table 7 indicates “Communication Sciences” and “Communication Arts”
departments of some universities in Turkey. Cukurova University has estab-
lished this department at “College of Communication” while Dogus University,
a foundation University, has established it at the “College of Science-Litera-
ture.” Istanbul Kiiltiir University, another foundation university, has founded
“Communication Arts” department at “College of Art and Design.”

Table 7: Communication Sciences Department versus Communication Arts Department

Names of departments University College/Faculty name
Communication Sciences Cukurova, Communication
Communication Sciences Dogus Science-Literature
Communication Arts Istanbul Kiiltiir Arts and Design
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“Visual Communication Design” departments have been developed a
new field of communication. Thanks to the rapid development of technology
many universities have begun to establish this new departments at their univer-
sities. If we analyze the Table 8 we can observe that there are conflicts in terms
of establishment of this departments. For example, some universities have cre-
ated “Visual Communication Design” department at “Communication Colleg-
es” while some of them have created the same departments at “College of Fine
Arts”. Especially, the foundation universities have founded this department at
various colleges such as “Fine Arts and Architecture”, “Fine Arts and Design”,
“Communication Sciences”. Interestingly, Dogu Akdeniz University in Cyprus
has established almost the same department with changing the department’s
name as “Visual Arts and Visual Communication Design” at “College of Com-
munication”. International Saraybosna (Bosna-Hersek) and International Bal-
kan University in Macedonia have created the same departments at colleges of
“Arts and Social Sciences” and “Art and Design” respectively.

Table 8: Distributions of Visual Communication Design Departments

Sakarya,

Names of departments University College/Faculty name
Visual Communication Design | Beykent, istanbul Arel, istanbul Bilgi, Istan- | Communication
bul Ticaret, Kocaeli, Maltepe, Uskiidar, Yasar,
Yeditepe, Yeni Yiizyil, Yakin Dogu (KKTC),
Visual Communication Design | Dogus, Eskisehir Osmangazi, Isik, Ipek Arts and Design
Visual Communication Design | Dumlupinar, Gazi, Izmir, Okan, Ondokuz Mayzs, | Fine Arts

Visual Communication Design

Gedik, Hasan Kalyoncu

Fine Arts and Architecture

Visual Communication Design

[zmir Ekonomi,

Fine Arts and Design

Visual Communication Design

TOBB Ekonomi ve Teknoloji

Fine Arts, Design and Archi-
tecture

Visual Communication Design

Letke Europe (KKTC)

Communication Sciences

Visual Arts and Visual Commu-
nication Design

Dogu Akdeniz (KKTC)

Communication

Visual Arts and Visual Commu-
nication Design

International Saraybosna (Bosna-Hersek)

Arts and Social Sciences

Visual Arts and Visual Commu-
nication Design

International Balkan (Macedonia)

Art and Design

“Media and Communication Systems” department has been founded
only by foundation universities in the last couple decades. As shown in the Ta-
ble 9, the most universities have established this department at the “College of
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Communications”. Interestingly, istanbul Gelisim University has founded the
same department with the same names in different colleges called “College of
Applied Sciences” and “Economic, Administrative and Social Sciences.” The
reason for establishing two departments with the same names can be explained
as following. The foundation universities in Turkey want to have more students
as much as they can because the tuitions are a vital revenues for them.

Table 9: Media and Communication Systems at foundation universities in Turkey

Names of departments University College/Faculty name

Bahgesehir, Beykent, Istanbul Arel, Istan-
Media and Communication Systems | bul Bilgi, istanbul Ticaret, izmir Ekonomi, | Communication
Kadir Has, Usak, Uskiidar, Yeni Yiizyl,

College (Yiiksekokul) of Ap-

Media and Communication Systems | Istanbul Gelisim . .
plied Sciences

Economic, Administrative

Medi icati i 1 Gelisi i . .
edia and Communication Systems stanbul Geligim, Nigantasi and Social Sciences

Social and Humanities Sci-

Media and Communication Systems | Izmir Katip Celebi ences

Humanities Sciences and Lit-

Media and Communication Systems | Kog erature

Media and Communication Systems | Okan Applied Sciences

There are a new major in Turkey of “TV Reporting and Programming”
(Table 10). There are only four foundation universities in Turkey that have
these departments. Beykent, istanbul Aydin, and Istanbul Bilgi universities
have established this department at the “College of Communication” while
Istanbul Gelisim University has founded this department at “Colleges of Ap-
plied Sciences”. In developed counties such as in the U.S. “Colleges of Applied
Sciences” consist of programs called Biomedical Science, Computer and Cog-
nitive Science, Computational Biology, Computer Science, etc., (Penn, 2016),
but it is a contradiction that “TV Reporting and Programming” Department has
been founded at College of Applied Sciences at the Gelisim University. In ad-
dition, although the names and the curriculum of the departments are the same
they have established at the different colleges.

One of the foundation university which have this department has an-
nounced in its web site that this department has been created because of con-
temporary development in communication fields. Perpetuating the conventional
forms, television is reconciling with the facts of this change via Web TV, Mo-
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bile TV, IP TV, VOD and 3D TV. They claim that their goal is to prepare their
students as individuals who are going to be successful in this rapidly changing
professional environment (Bilgi University, 2016).

As shown above announcement of the department, the goal is to use up-
to-date technology during the broadcasting TV programs over Internet. Broad-
casting over Internet or satellite, or cable, or on air has the same fundamen-
tal techniques. If we have investigated the curriculum of this new department
named “TV Reporter and Programming” we argue against the name of this
department. The new development of the technology in field of communica-
tion should have been adopted into the department called “Radio, Cinema and
Television Department” which has been established at the College of Fine Arts
at Istanbul Gelisim University. Since Istanbul Gelisim University has already
have “Radio, Cinema and Television Department” at the College of Fine Arts,
“TV Reporter and Programming Department” would have not been a necessity
for this University. We think that they wanted to establish this new department
in order to attract the students because of its new departmental name.

This name of department creates a conflict in terms of concepts. Since we
couldn’t locate any other university that has the same department’s name.

Table 10: TV Reporting and programming Departments at foundation universities

Names of departments University College/Faculty name
TV Reporting and Programming Beykent, Istanbul Aydmn, Istanbul | Communication

Bilgi,
TV Reporting and Programming Istanbul Gelisim College of Applied Sciences

Table 11 shows the distributions of communication design departments
in the universities. Although the names and curriculums of the departments are
the same they have been founded at various colleges. For example, Bahgesehir,
Baskent, Istanbul Bilgi, Kadir Has and Sakarya Universities have established
this department at the College of Communication while Beykent and Istan-
bul Gelisim universities have establish the same department at College of Fine
Arts. Interestingly, ihsan Dogramaci Bilkent University has created the same
department at the College of Fine Arts, Design and Architecture, while Ozyegin
University has created this department at College of Architecture and Design.
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Table 11: Distribution of Communication Design Department

Communication Design Anadolu Communication Sciences
Communication Design Bahgesehir, Bagkent, Istanbul Bilgi, Kadir | Communication

Has, Sakarya,
Communication Design Beykent, Istanbul Gelisim, Fine Arts
Communication Design Ihsan Dogramaci Bilkent Fine Arts, design and Architecture
Communication Design [stanbul Kiiltiir, Nisantasi, Yalova, Yildiz | Art and Design

Teknik
Communication Design Ozyegin Architecture and Design

The Meetings of Deans of Communication Colleges Organized be-
tween 1999 and 2005

The meetings of the Deans of the Communication Colleges have start-
ed in 1999 by Prof. Dr. Alemdar Yal¢in who was formerly served the Dean
of Communication College at Gazi University in Ankara. At that meeting a
few deans of communication colleges had gathered and discussed the problems
of the communication colleges. The First National Communication symposi-
um was held between the same dates at Conference Hall of Ankara University
(Varol & Cetin, 2004).

Beginning with the year 2000, the meeting of deans of communication col-
leges have conducted yearly without any interruption till today. In the first few
years the deans gathered more than ones per year and discussed the problems of
the colleges and created roadmaps for the future of communication colleges.

Table 12 shows the dates and places where deans’ meetings had organ-
ized between 1999 and 2005. As shown four meetings had been done in 2000
and three meetings had been completed in 2002. Communication College of
Firat University has participated at whole meetings of Deans’ of Communi-
cation Colleges since 2000. Between 1999 and 2005 the deans have gathered
only once out of country. That meeting was organized by East Mediterranean
University in 2002 in Turkish Republic of Northern Cyprus (TRNC).
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Table 12: Meeting Places and dates done between 1999 and 2005

Date

Place

Participated affiliations

# of
part.
colleges

1% meeting

March 05-06, 1999

Ankara

Hosted and prepared by Gazi and
Ankara Universities, The First Na-
tional Communication symposium
was held between the same dates
at Conference Hall of Ankara Uni-
versity.

2™ meeting

None of information has
been discovered about this
meeting.

3 meeting

May 05-06, 2000

(Karagol)

Ankara

Akdeniz, Anadolu, Ankara, Atatiirk,
Bahgesehir, Baskent, Dogu Akde-
niz, Ege, Firat, Istanbul Bilgi.

10

4" meeting

June 30-July 01, 2000

Izmir

Akdeniz, Anadolu, Ankara, Atatiirk,
Bahgesehir, Beykent, Ege, Firat,
Galatasaray, Gazi, istanbul, Istan-
bul Bilgi, Maltepe, Mersin, Selguk
and Yeditepe.

16

5" meeting

September 20-21, 2000

(Safranbolu)

Kastamonu

Anadolu, Ankara, Bahgese-
hir, Bagkent, Ege, Firat, Ga-
latasaray, Gazi, Istanbul Bil-
gi, Maltepe, Mersin, Selguk
and Yeditepe.

13

6™ meeting

September 27-28, 2000

Ankara

Akdeniz, Anadolu, Ankara,
Bahgesehir, Baskent, Bey-
kent, Ege, Firat, Galatasa-
ray, Gazi, Istanbul, Istanbul
Bilgi, Maltepe, Selcuk and
Yeditepe.

15

7t meeting

September 20-23, 2001

(Safranbolu)

Kastamonu

Ankara, Beykent, Dogu Akdeniz,
Ege, Firat, Gazi, Istanbul, Kocaeli,
and Maltepe.

8" meeting

February 04-05, 2002

Konya

Anadolu, Atatiirk, Bagkent,
Beykent, Dogu Akdeniz,
Ege, Firat, Galatasaray,
Gazi, Istanbul, Kocaeli,
Maltepe, Marmara, Sel¢uk
and Yeditepe.

16

9" meeting

April 04-05, 2002

Cyprus/
KKTC

Anadolu, Ankara, Atatiirk,
Bagkent, Dogu Akdeniz,
Ege, Firat, Galatasaray,
Gazi, Istanbul, Istanbul Bil-
gi, Kocaeli, Lefke Avrupa,
Maltepe, Marmara, Sel¢uk
and Yeditepe.

17
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Date

Place

Participated affiliations

# of
part.
colleges

10" meeting

September 20-22, 2002

(Safranbolu)

Kastamonu

Akdeniz, Ankara, Atatiirk,
Bagkent, Beykent, Ege, Er-
ciyes, Firat, Gazi, Istanbul,
Istanbul Bilgi, Kocaeli, Mal-
tepe, Marmara, and Selguk.

16

11" meeting

October 03-04, 2003

(Safranbolu)

Kastamonu

Ankara, Atatiirk, Bahge-
sehir, Bagkent, Dogu Ak-
deniz, Ege, Erciyes, Firat,
Galatasaray, Gazi, Istanbul,
Istanbul Bilgi, Kocaeli, Lef-
ke Avrupa, Marmara, and
Yeditepe.

17

12" meeting

May 06-09, 2004

Elazig

Akdeniz, Anadolu, Anka-
ra, Atatiirk, Bahgesehir,
Bagkent, Dogu Akdeniz,
Erciyes, Firat, Galatasaray,
Gazi, Istanbul, Istanbul Bil-
gi, Istanbul Ticaret, Kyr-
gyzstan-Turkey Manas,
Kocaeli, Marmara, Mersin,
International Cyprus, and
Yeditepe

20

13" meeting

May 05-07, 2005

Kocaeli

Akdeniz, Ankara, Atatiirk,
Bahgesehir, Baskent, Dogu
Akdeniz, Ege, Erciyes, Firat,
Galatasaray, Gazi, Inter-
national Cyprus, Istanbul
Bilgi, Istanbul Ticaret, [zmir
Ekonomi, Karadeniz Teknik,
Kocaeli, Lefke, Maltepe,
Marmara, Mersin, Selguk,
and Yeditepe.

23

THE BOARD OF DEANS OF COMMUNICATION COLLEGES
(ILDEK)

The Board of Deans of Communication Colleges (ILDEK) was found-
ed at the 14™ meeting of deans of Communication Colleges on April 2006 in
Mersin, Turkey. The goal of establishing a Board of Deans of Communication
Colleges is to execute the duties, works, and various activities on behalf of
deans until the coming meeting. Twenty five deans or their representatives of
Communication Colleges had attended at the meeting hosted by Mersin Uni-
versity. According to the decision of the General Board of Deans at that meet-
ing, the members of the Board of Communication Colleges (ILDEK) should be
selected as following policy (Table 13).
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Table 13: How are members of the Board of Communication Colleges selected?

The Dean of the Communication College who hosted the prior meeting (past year)

The Dean of the Communication College who are hosting the current meeting

The Dean of the Communication College who will host the coming meeting (next year)

A dean who will be elected from a communication college that is located at capital of Turkey in Ankara

IS4l Eall Bl B B

Prof. Dr. Asaf Varol. He has been selected as a permanent member of the Board.

The members select a Chair for the Board. The duties of the board’s
members are defined. Each member is responsible to follow his or her duties
and tasks given by the Board. This board is a platform that doesn’t have a legal
status. So, their decisions should be considered as recommendatory matters.
They have decided many subjects related to the communication education and
have sent them to relevant agencies, institutions or organizations in the past.
The decisions made by the meetings of deans have been executed and followed
by the Board of Communication Colleges (ILDEK) until the coming meeting.

After the establishment of Board of Deans of Communication Colleges
(ILDEK), the meetings have organized in a yearly manner. Every year a com-
munication college has organized and hosted the meeting. Table 14 indicates
meetings of ILDEK organized between 2006 and 2015.

Table 14: Meetings organized by ILDEK and members of ILDEK between 2006 and 2015

# of
meet- | Date Place Members of Board
ings
Prof. Dr. Alemdar Korkmaz (Gazi)
OAE?rﬂ 06- Prof. Dr. Selim Aksdyek (Mersin)
14 ’ Mersm Univ, | prof. Dr. Asaf Varol (Firat)
ersin
2006 Prof. Dr. Hiilya Yengin (Kocaeli)
Prof. Dr. Belma Aksit (Kyrgyzstan-Turkey Manas)
Prof. Dr. Haluk Geray (Ankara)
Kyrgyz-
May 14-16, | stan-Turkey Prof. Dr. Asaf Varol (Firat)
15 Manas Univ. | Prof. Dr. Belma Aksit (Kyrgyzstan-Turkey Manas)
2007 T
Kyreyzstan Prof. Dr. lieyaml Celikcan (Maltepe)
Prof. Dr. Umit Atabek (akdeniz)
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# of

meet- Date Place Members of Board
ings
Prof. Dr. Peyami Celikcan (Maltepe)
) Prof. Dr. Ahmet Tolungii¢ (Baskent)
16 ZASI: rg()z()‘g‘g_ ﬁiﬁ%ﬂ? Univ., Prof. dr. Haluk Geray (Ankara)
Prof. Dr. Asaf Varol (Firat)
Prof. Dr. Ahmet Biilend Goksel (Ege)
Prof. Dr. Asaf Varol (Firat )
; I\A/[prﬂ 30- Baskent Univ. Prof. Dr. Ahmet Tf)lul.‘lgﬁ(; (Baskent) '
202(1)}; 01, Ankara Prof. Dr. Orhan Cl.ft(;l (Near East Uni, KKTC)
Prof. Dr. Aysel Aziz (Arel)
Prof. Dr. Asker Kartar1 (Hacettepe)
Prof. Dr. Asker Kartar1 (Hacettepe)
Prof. Dr. Hamza Cakir (Erciyes)
18 12\/([)21}6 06-08, Eﬁ?\r/.EaKIs(tTC Prof. Dr. Sevda Alankus (Izmir Economy)
Prof. Dr. Nezih Erdogan (Istanbul Bilgi)
Prof. Dr. Suat Anar (Firat)
Prof. Dr. Asker Kartar1 (Hacettepe)
Prof. Dr. Necdet Atabek (Anadolu)
o | April 07- Erciyes, Kay- Prof. Dr. Hamza Cakir (Erciyes)
08,2011 sen Prof. Dr. Eser Koker (Ankara)
Prof. Dr. Siileyman Irvan (East Meditarean)
Prof. Dr. Asaf Varol (Firat)
Prof. Dr. Dilruba Catalbas (Galatasaray)
Prof. Dr. Suavi Aydin (Hacettepe)
" 99133102172_ Sﬁ?\??gskise- Prof. Dr. (")nd.erBarh (Atatiirk)
> hir Prof. Dr. Nezih Orhun (Anadolu)
Prof. Dr. Yusuf Devran (Marmara)
Prof. Dr. Asaf Varol (Firat)
Prof. Dr. S. Ruken Oztiirk (Ankara)
Prof. Dr. Umit Atabek (Yasar)
) JMuliZ 8 (1)' Atatiirk Univ., | Prof. Dr. Ugur Yavuz (Atatiirk)
2013 Erzurum Prof. Dr. Mehmet Kiigiikkurt (Kyrgyzstan-Turkey)

Prof. Dr. Siileyman Irvan (East Mediterranean)
Prof. Dr. Asaf Varol (Firat)
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# of

meet- | Date Place Members of Board
ings
Prof. Dr. S. Ruken Oztiirk (Ankara)
Kyrgyz- Prof. Dr. Nezih Orhon (anadolu)
stan-Turkey
5, |June 05-07, Manas, Prof. Dr. Mehmet Kiigiikkurt (Kyrgyzstan-Turkey)
2014 Prof. Dr. Halil Nalgaoglu (Istanbul Bilgi)
Bishkek, Kyr- . .
g}lfszstaen YT prof. Dr. Niliifer Sezer (Istanbul)

Prof. Dr. Asaf Varol (Firat)

Prof. Dr. S. Ruken Oztiirk (Ankara)

Prof. Dr. Hatice Cubukcu (Cukurova)
Prof. Dr. Asaf Varol (Firat)

Prof. Dr. Niliifer Sezer (Istanbul)

Prof. Dr. Aysel Aziz (istanbul Yeni Yiizy1l)
Prof. Dr. Selma Karatepe (Inonii)

Dog. Dr. Umit Inatg1 (East Mediterranean)

June 11-12, | Ankara Uni.,

B 12015 Ankara

May 05, Istanbul Univ.,

2 12016 istanbul

SOME CRUCIAL DECISIONS OF DEANS’ MEETING AND
ILDEK

Before 1991 there was only one institution called TRT that was allowed to
broadcast radio and television programs in Turkey. TRT belongs to the Turkish
Government. It means TRT was a unique official monopoly that could broadcast
programs via TVs and radios. But in 1991 a private TV company, Star TV, has be-
gun to broadcast its TV programs from Germany via satellite. It has been first and
unique private company that has begun to broadcast directly from another country.
The old policy had not covered any statement about broadcasts done from oth-
er countries. As a result, some private local television companies have started to
broadcast programs on televisions and radios. At that time Firat University’s Local
TV has founded. We have also started to broadcast our TV programs using anten-
nas which we installed ourselves. The name of TV unit has named FIRAT TV. We
constructed a studio where most of our TV programs have been broadcasted live.

Finally, a new Law No. 3984 on Establishment of Radio and Television
Enterprises and their Media Services came into force in 1994 (Varol et al, 2002).
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Unfortunately, according to the new law none of the Turkish Universities could
broadcast local or national TV or radio programs. In 1994, Firat TV was still
unique University’s television unit in Turkey. We invested a lot money to estab-
lish this TV. Since the new law has forbidden broadcasting of Universities’ pro-
grams we had to find a way to change the policy. We didn’t stop the broadcast
of Firat TV. In 1998 Selguk University has begun its TV programs. This local
TV was the second University’s TV unit in Turkey. We had struggled against
the law. With support of deans of communication colleges, ILDEK executive
board members have created a draft article of law to have freedom for univer-
sities’ TV and radio broadcasts. We had organized many meetings about this
issue and had presented the advantages of Universities’ broadcast in terms of
distance education. On the other hand, we had lobbied with the some members
of the Grand National Assembly of Turkey who belonged to different political
parties. Finally, we could persuade some members to support our articles that
we wanted to be injected into Law.

Some members had brought these articles to Grand National Assembly
meeting and finally the relevant law has been changed in 2001. As ILDEK we
had achieved to let changing of relevant law. After this new regulation, Erciyes
University has started to broadcast its local Television and Radio programs in
2002. Four years later Atatiirk University has begun to broadcasts TV and Ra-
dio programs. Thanks to changes of the law these universities have conquered
their freedoms and have continued their broadcasting. These four universities
are still broadcasting their educational, social, and cultural programs.

The 3rd meeting of deans of communication colleges had gathered in
Karagol/Ankara between May 5 and 6, 2000. At that meeting deans had de-
cided to organize international symposium in Communication fields parallel to
deans’ meeting. According to this decision ILDEK has organized its meetings
parallel to a symposium. For example, Kyrgyzstan-Turkey Manas University
has hosted the 22. Meeting of ILDEK in 2014 in Bishkek between June 5 and
7,2014. Parallel to this meeting III. International Communication Symposium
has been organized. Another organization was done by Istanbul University. Is-
tanbul University organized 14th International Symposium Communication in
the Millennium between May 5 and 7, 2016 in Istanbul. At the same time deans
of communication colleges have gathered thanks to ILDEK organization.

One other goal of ILDEK has been to build bridges between the devel-
oped and new established communication colleges. The new established col-
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leges have sent their Research Assistants to other developed colleges to let
them earn MSc or PhD degrees. Some developed and new established com-
munication colleges have signed protocols mutually to collaborate in terms of
communication education. For example, when College of Communication of
Firat University was founded in 2000, we did not have enough Instructors who
finished their Master and PhD studies. Thanks to agreements we sent some of
our Research Assistants to Ankara, Gazi, Istanbul or Ege universities to pursue
their advanced studies. Almost all of them completed their studies successfully
and came back to the college. They are now teaching for their students as well
educated Assistant Professors.

Thanks to deans of communication colleges some organizations could be
done collectively. For example, in 2004 thirteen communication colleges have
collaborated to determine awards for the best Journalist, the best TV program-
mers, the best anchors, the best executive director of TV series, etc. A survey
was prepared and delivered to these 13 communication colleges. The awards
winners has been elected according the votes given by students of colleges.
Some famous artists, actors, anchors, journalists, etc. came to Elazig to take
their awards during ceremony organized by the Firat University. It was the first
survey done by 13 communication colleges at the same time.

To improve the educational level of communication colleges ILDEK has
created many suggestions and distributed them to the relevant colleges and to
the Higher Educational Council of Turkey (YOK). For example, several year
ago the students who were placed to communication colleges by Turkish Stu-
dent Selection and Placement Center using only Turkish and Social Sciences
scores of the exam called OSS. The Turkish Student Selection and Placement
Center has applied some coefficients to the exam scores arbitrary that was crit-
icized by the experts. The students who have been placed to communication
colleges were weak in terms of analyzing capability. For example, most of them
are not able to analyze surveys properly because of lack of sciences knowledge.
ILDEK has prepared some reports about this weaknesses of selection of the
students. ILDEK was organized one its meeting between May 14 and 16, 2007
in Bishkek. At that meeting Vice President of Higher Education Council of Tur-
key (YOK), Prof. Dr. isa Esme, and the president of Turkish Student Selection
and Placement Center (OSYM), Prof. Dr. Unal Yarimagan, had been invited
to ILDEK Meeting to discuss this issue face to face with authorized people.
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This issue has occupied the agenda of ILDEK several years long. Finally, the
main exam for placement has been changed later. A new calculation methods
have been created and some improvements have been committed by increasing
the percentage of sciences questions. For the students who are placed to the
communication colleges the TS-1 (Turkish and Social Sciences) score is used
nowadays. It means these students have still weaknesses in terms of sciences
such as mathematics, physics, etc. Because of rapid technological development
in field of communication, the tools of broadcasting have changed. The students
of communication colleges should be familiar with the new media and they
have to be able to use relevant software to montage and dub the films, videos,
etc. This fact shows that the students who are placed to communication col-
leges should be selected according to TM-3 scores (Varol, 2001). ILDEK has
struggled to change the type of the placement exam scores since 2000 because
this issue had been discussed first at the 6th meeting of deans gathered between
September 27 and 28, 2000 in Ankara.

The workplace of graduates of communication colleges have been dis-
cussed almost at every meeting. There have been many TV and radio compa-
nies that have broadcasted their programs in local or national levels. Especially,
local television and radio companies have preferred to hire staff whose back-
grounds have not been in field of communication because companies could
pay very low salaries for these unqualified staff. The other professions such as
computer engineers, electronic engineers even other staff who has completed
only High Schools have been appointed for vacancy positions at the companies.
ILDEK has forced to change the policy in benefit of the graduates of communi-
cations. ILDEK has propagated to importance of graduates of communication
colleges for TVs and radios companies. Thanks to this pressure the Law of Es-
tablishment of Radio and Television Enterprises and their Media Services has
been changed in 2011. So, the companies of televisions and radios must hire
graduates relevant to their size of companies.

Another success of ILDEK is about teachers of Anatolia Communication
High Schools. Although these High Schools train students for the field of commu-
nication their teacher has been selected from other teachers’ branches. In the past,
teachers who have taught vocational courses in Anatolia Communication High
Schools have been appointed from other majors such as electronics, computers,
etc. ILDEK has handled this problem and has written to relevant institutions and
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to the Ministry of Education. Finally, Ministry of Education has begun to hire
graduates from communication colleges for the Anatolia Communication High
Schools, but the Ministry of Education has still continued to appoint other teaches
whose graduations have not been from the communication colleges.

Media Literacy is a course that are taught at primary or middle schools.
It is still questionable who should teach these courses. This conflict has con-
tinued for many years. In the last few years Ministry of Education has begun
to appoint graduates from communication colleges who already have teaching
certificates as a result of the pressure of ILDEK.

ILDEK has signed a protocol with Radio Television Enterprise (RTUK)
for publishing books in the communication areas. This project has not been
achieved because either the referees rejected the contents or didn’t submit their
reviewers on time.

CONCLUSIONS

Since computers are used almost in every field, including communication
some relevant courses should be added in their curriculums even the majors are
involved in only social sciences such as Public Relations, Journalism, Publicity
and Advertisement, etc.

The names of all communication colleges should be reviewed and re-
structured again. The duplicates should be removed and a unity and integrity
between department names and their contents should be provided.

The curriculums of the departments should be reviewed and updated ac-
cording to the technical development in communications.

Although ILDEK does not have an official status, it has achieved to solve
some critical issues. If ILDEK can gain a statute such as Communication As-
sembly under Higher Educational Council of Turkey, it would become more
powerful on the relevant institutions and agencies. So, ILDEK Board must
struggle to earn an official position.

Representatives of some institutions such as Higher Education Council of
Turkey (YOK), Turkish Student Selection and Placement Center (OSYM), Min-
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istry of Education, The Radio and Television Supreme Council (RTUK), Profes-
sional Union of Broadcasting Organizations (RATEM), etc. should be invited all
of the ILDEK’s meetings. In addition, some students of communication colleges
and some famous anchors, artists, directors of series can be invited to the meetings.

Every year collective competitions should be organized between commu-
nication colleges. They should organize collaborative survey to determine the
awards of the year of communication achievements.

Media Literacy courses in the primary and secondary schools should be
taught by the teachers who graduated from communication colleges and who
have teaching certificates.

The protocol signed between ILDEK and The Radio and Television Su-
preme Council (RTUK) should be reviewed and the instructors who prepare
books in the communication fields should be encouraged to publish their work
using this protocol.

Parallel to deans’ meetings symposiums should be organized to enable
opportunities for young Research Assistants to meet and discuss with deans
about future collaborative researches.

To increase the student quality TM-3 scores of exams should be used.

ILDEK has begun to prepare a regulation for accreditation of the com-
munication colleges since last year. This regulation should be completed and
applied for enhancing of quality of graduates.

The numbers of communication colleges should be restricted. The High-
er Education Council of Turkey should not allow to establishment of new com-
munication colleges.

To improve the education quality developed colleges should help to new
colleges in term of exchanging of faculty and students.

The current quota of sits at communication colleges should be decreased,
and a minimum score should be scored for entering of communication colleges.
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Abstract

Mass media, as Baudrillard says, the truth has been replaced by a world of simulation.
Individuals withdraw themselves away from their own reality and put themselves in the simu-
lation which has been offered to them and accept it as realities of everyday life. Compared to
other mass media, television is the most common simulation tool. Individuals who remain unre-
sponsive against re-produced simulations, move themselves away from the realities of everyday
life in the fickle society. As to Mass Communication or in other words life/experience mediums,
the reality of today s individual Alice’s of fluid and fickle society consist of jumping into daily
life it determines perception of reality and the size.

From this point of the study is an effort to discover insights about the reality in the
movie Room. The movie offers the viewers, the majority of unawareness of people about their
daily lives between simulation and real world is representated by a child who has experienced
it with trauma.This simulation which is obtained across the screen does not only represent
the reality of the experiences but at the same time, gets out of the room and begins to see the
world the likes of Jack and shows us how actually offered simulation in everyday life is limited
experiences are and how individuals remain passive in a situation as this. World of Jack and
his mothers in a shed, never connected to real life passes only within the frame that television
offers. Five-year-old jack, like the individuals who are trying to experience their everyday life
with the simulation, just like fickle fluidity of the mass media society offers, stucks between real
and simulation.from the first connection that is established with the real world. The aim of this
study is approached with the method of qualitative analysis of the movie * Room’ through the
mass media that is considered inconstant in today s fluid societies, where the individuals ex-
posed to dealing with the realities of the struggle to emerge from the simulations and who are
struggling to get back to their daily life reality.

Key Words: New media, daily life, movie, room, reality, fickle society, mass media
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RELATION BETWEEN THE TV AND THE REALITY: UPON
THE ARISING OF THE MOVIE ‘ROOM’

RELATION BETWEEN THE TV AND “ THE REALTY”

“The life that we realise and define as ourselves,
is nothing more than just images of expericences which is
we gained through mass media* (Yazici: 118-119)

Mass media tools are the achievement images that creates meaning and
life relateted understanding.

As a meaning creater and transmitter, television specifies what personal
and agglomerative is, what yorself and others is, what inner and outer is and
at the same time cultural and imagines in the codes offers with emotion, idea,
and action aspects. Commonizing what’s been offered with scope with all con-
tent, products presenting, make it own and more annihilates difference between
what’s real and what’s not and convicting his reality, the TV has the most impact
communication tool among all mass media, and it still maintains this feature.

“Extences that has an objctive existence in a outer world, all things that
established, all that exist, conscious, free from knowing mind of man everything
that established” (Cevizci, 147) addicted to himself and identified once again
transforms in a manufacture object when the subject is television. Baudler’s
capitalist society which is based upon production in a who want to control
everything with the characteristics of cybernetic neo-capitalist, not a reality but
of a specific layout has been defined as hyper-reality and it defines the universe
and era where the television and the society simulacra born into. The original
of Simulacrum (the copy of unoriginal), the truth, what not is an prototype; the
term is describing something that already has a copy of a copy and in this case
there is no difference between the original and copied one because the model is
not essential(Mutlu, 256). Image, which has come to take the place of the reali-
ty of imitation or simulation, according to baudrillard, the image of reality, must
be overcome the duality. Images do not connect to an external reality, the copy
cannot be taken to the original, the map does not correspond to the terrain(Ce-
vizei, 302). According to Baudrillard’s simulation theory which is described as
“theoretical violence”, in all reality, the hyperreality inherent in simulation and
code is being absorbed, life has been specified by a simulation that taken over
old reality principle. (Baudrillard 3-4). An equivalent of the definition of truth
has turned into something that can be reproduction.
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...At the conclusion of this process of reproduction, the real becomes
not only can be reproduced, but that which is always already reproduced: the
hyperreal. But this does not mean that reality and art are in some sense extin-
guished through total absorption in one another Hyperrealism is something like
their mutual fulfillment and overflowing into one another through an exchange
at the level of simulation of their respective foundational privileges and preju-
dices. Hyperrealism is only beyond representation because it functions entirely
within the realm of simulation. ”(Baudrillard 117-118)

WATCHING TV VIA CULTIVATION THEORY

In 1960’s George Gerbner has worked on the “Cultural Indicators and
CultivationThesis” which has an important place in the field of research and
communication theory. For the purposes of nesting and feeding of a particular
conscious in a certain psychology, culture or an ideology, the Cultivation theory
was developed and the “problem domain™ has dominated in American com-
munications field by moving along the axis. According to this study, the media,
seeds and raises the attitudes that exist in culture and so, and has an unifying
role in culture. Viewers who watching a lot of television, have dependency in
reality of TV for defining “the facts of everyday life”. (Erdogan, 1988: 149).

Cultivation Theory real porpose is to study, depending on the whatched,
how watching television sets of domination on the viewer. This domination,
especially is examined in terms of social reality. The dominant structures tend
to create messages and representations toward their own ideology and expec-
tations in cultural production. These messages and representations, institutions
practices, re-feeding the world views by producing and through television cul-
tivating it to the audience (Ozer, 2004: 63).

According to the cultivation theory, people who spent more time in front
of the television have a common worldview which is given by the TV. Therefore,
concerning the essence of the theory, , staying long-term connected to the imaginary
world of television and its impact and the role is investigated(Ozer, 2004: 63).

Television, tells the stories to the people from a closed box. These stories
not suddenly in the process of raising; but reveals itself in time and exponen-
tially. When the cultivation takes place, like the “chicken-egg” problematique
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indside the audience creating a dilemma the whole view can be transformed
into reality. At this point Gerber, has mentioned that one of the most important
elements of the television is the story telling and this even goes over to stories
that the parents has been telling. Because these stories setisfy the needs of the
people’s signification against the world(Ercan, Demir, 2015: 129).

Television is a centralized system of storytelling. News programs, dra-
mas, and with of all existing programs it conveys every home a common mes-
sages and images world. Viewers born in the these messages of symbolic com-
mon world and those are simulated live with what is re-produced by the TV.
Television cultivates today’s and future’s preferences and attitudes. TV, along
with the people; learning what is needed and what to consumes(Erdogan, 2014:
159). In addition, the people have the opportunity to live their way of life that
they can’t with the dreams that television world has to offer. Despite many re-
search, there is no definite conclusions on what effect exactly TV has on people;
but when a research is carried out among too much and less television viewers,
at least within the existing examples it can be said that TV has contributed to
the socialization of the new generation of children.

Within an imaginary social system television socialize the children and
do not reverbareteit from reality. For example, as it mentioned it, criminals
always get caught in this imaginary social system, minority and elder people
are for a little while to be seen, Justice will be brought just in a few hours as the
criminals get the punishment they deserve (Ozer, 2004:79).

Beside having a social impact, it is also an accepted opinion that televi-
sion’s “cultivation” makes individuals more and more alone. Isolated and ob-
jected individual through cinema are more isolated through television. Making
the masses numb for the sovereign authority ideologies sakes, occurs a lot more
by getting the audience into Television.

Through technical organization, television serves to the ideology of world
that can easily seen and through the images can be read. Television has set itself
up as a world message and it is imposing itself to the audience. Individuals who
exposed to these impositions are turned into the standardized unconscious viewers.
The world that passes through fitler of television, individuals increasingly perceive
the street and their daily lives as continuation of the program they watched on tele-
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vision a little while ago and in the context of imagery, the audience is trained along
with identification that provided by television programs. In connection with this,
television programs are, in fact, accepted as the mirror of the dominant ideology.
Because the majority of the audience consists of workers or individuals that com-
plain about their living conditions. Therefore they have to satisfy the audience with
the simulated televised images. As a requirement of capitalism, they should follow
a path that not conflict with the dominant structure while they doing this. Adorno,
mentioned that it became hard to seperate the real life from the programs that broad-
cast on television and the audience lost the ability of thinking and imagination in the
structure of the program’s(Hidiroglu, 2011: 454).

This simulated the ones who have less experience in the world by TV, the
young and ones and children is affected much more than adults. Depending on
the time they are watching television programs, this is changing their percep-
tion of their reality. Individuals who watch too much TV, accept the messages
that the TV offers as it their own truth, and they have been obtaining the facts
of the world through this.

Television, performs a non-directly and one-way message process by;
reconstructs the daily life rather than reflect the daily life. Because the truth,
equipped with simulacrum and thanks to reality of television, mass-level and
simulation are re-manufactured (Baudrillard; 2011: 12).

ANALYSIS OF THE MOVIE ‘ROOM’

The movie Room begins with the limited circumstances of Jack and Ma’s
daily life experiences in a cabin they called “room” where they are taken cap-
tive. Jack’s five-year life passes by between real and non-real concepts. Beside
the skylight there are planets on television. This “room” is an other planet be-
side the planets on the TV. After TV planets there is heaven. The plants in this
room are real; however, not the trees. The spiders are real, because once Jack’s
blood have been sucked by one of those. Squirrels and dogs are also not true;
but one day, Jack’s Lucky might come. Mountains and oceans are also too big
to be true. They are not real because they would never fit in Jack’s and his moth-
er’s planet (the room) . TV people ocur from flat and colors reflection. Jack
doesn’t know whether Old Nick is true or not, but according to him, his mother,
and he certainly are real
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After defining the concepts “of his life” in other words “ his room’s”, the
movie continues by five-year-old Jack with requesting birthday cake candle. He
makes a cake with his mother but he is not happy. Because a birthday cake is
birthday cake when the candles are on it. But, how come a child who has never
set a foot outside before ever know to having candles for a birthday cake? Of
course, from the TV which is the reflection of the colors.

There is no day and night in the room. Ma knows old Nick’s visit time
by looking at her watch. When Old Nick’s visit time comes, Jack hides himself
from room to an other planet;: Wardrobe. Jack, never had an eye contact with
Old Nick. Thats why he doesn’t realy get whether he is real or not. But he be-
lieves that Old Nick can bring candles fort he birthday cake by magic in the
that room.

In the proceeded duration of the movie, Jack met for the first time with
someone from different space apart from his mother and himself. A mouse came
into the room and Jack offered him a piece of his meal from the table. Jack knows
the mouse and obtained the idea to offer food to mouse from watching television;
but the communication with the mouse was quite short-lasted. The mouse moved
away from the room because of Ma throwing a slipper toward him. Jack and his
mother have had a much bigger discussion then the birthday cake. Jack is furious
because his mother killed the mouse. Mother told him that the mouse could have
steal their food, bite them in their sleep and could bring disease, the mouse actual-
ly didin’t die, but sent back to the backyard by Ma. Thereupon Jack began to think
that the mouse were sent to the backyard in the television planet.

The film essentially consisits of two parts. In the first part, jack who lives
on the planet Room, had to leave the planet Room and meet the real world in the
second part. And leaving the planet Room happened with an tough experience
and that isn’t easy for a child of that young age. One evening when Old Nick
came in again, Jack gets out of his closet to look in the pockets of Old Nick’s
jacket which was hanging on the chair and then he came closer to his bed side.
First meeting of Jack and Old Nick, has ended in a way where Jack’s moth-
er were exposed to violence. Depending on this experience which was gained
from the television, the next day Jack has proposed her mother to kill Old Nick.
We see the fact of this process that television has even influenced Jack, who
believes that all these weren’t real.
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Besides the fact that Jack lives in, when the electricity cut off by Old
Nick, with the purity of childhood, Jack’s conceptual confusion continues be-
tween the real and the unreal. Because of the cold Jack thinks of the smoke that
comes out from his mouth same as the Dragon’s, Jack’s mother thinks of that
he should learn about the real life. Shouting to skylight is not enough for her
anymore. Leting him belive that there was no real life outside the room untill
that day, for Jack real and unreal began to become blury.

What he saw on Television, the trees, the oceans were all believed as not
real by him, ascribing personalities to each of the items from the room and thanks
to the imagination having a dog named lucky; trying to explain that there actually
are really dogs will not be easy for Jack’s mother. Breastfeeding Jack, hatching
snake with eggs, making activities such as cooking and showering together in the
room, a new door must be opened for Jack on to the realities of life.

Jack and his mother have to leave the room. But this has to be done as
the baby comes from mother’s womb(room) with labour pain. Because it is not
easy to born into the real world. Plans have been set for a child that has never
went out, not for once, to have his freedom ina place where track of time has
been lost. Fot them to work this plan is up to five-year-old Jack. Jack and his
mother’s process can be assimilabled exactly as an antenantal process. What
his mother has been telling is conflicting to his reality. Jack wants to be four
again in this chaos. However he wants to escape from the reality and incom-
prehensibility curiosity for learning the real life has already captured Jack. Jack
started questioning his mother about real life wheter the is television, cartoons
and even the dreams were real. By giving the mouse example that she got rid
of, tries to give a meaning to Jack’s new world.

Ma: Hey Jack. Do you remember the mouse?
Jack: Yeah?

Ma: You know where he is? I do.

He is on the other side of this wall.

Jack: What other side?

Ma: Jack, there is two sides of everything.

Jack: Not an octagon.
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Ma: Yeah, but —
Jack: An octagon has eight sides.

Ma: But a wall OK? A wall like this. See, we’re on the inside, and Mouse
is on the outside.

Jack: In Outer Space?

Ma: No, in the world. It’s much closer than Outer Space.
Jack: I can’t see any outside side.

Ma: Listen, [ know that I...told you somethings else before

but you were much younger. I didn’t think that you could understand but
now you’re so old...And so smart. I know that you can get this.
Where do you think that Old Nick gets our food?

Jack: From TV by magic.

Ma: There’s no magic! What you see on TV, those are pictures of real
things, of real people. It’s real stuff

Jack: Dora’s real for real?

Ma: No, that’s a drawing. Dora is a drawing. But other people... They
have faces like us. Those are pictures of real things. And all the
other stuff you see on there, that’s real too. That’s real oceans, real
trees, real cats, dogs-

Jack: Where they all fit?

After questioning all this, Jack takes his mother’s rotten teeth (Jack is

geting out from the planet Room), and gets out the room by pretending to be
dead in a carpet and meets the real life. According to his mother’s words, he
got out of the truck and fell, hurt his knee, couldn’t see around in the sunlight,
unable to run, unable to speak, created his first steps into the real world. Just
like a new born baby.

In the second part of the movie, jack and his mother’s adaptation process

to the real, we understand that Jack is not a girl as thought by many but he ac-
tually is a boy. Jack starts to learn the reality by experience beside his mother
television.
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Jack came out of the room. In the morning whenever he wakes up, he
asks his mother whether they are on diffrent planet. Real and non-real, although
incomprehensibility confusion continues, he adapts the real world more easier
then his mother because his mother couldn’t not find the old world in the new
one. Jack is almost like a new born baby. He has difficulty in climbing the stairs,
can not go outside without a hat and glasses for a while. He is hapy in the world
as he was in the planet Room; however, his mother estranged from him fin the
real world, this situation increases longing to the planet Room. This situation is
similar to adapt to real life after us watching a movie we love.

At the end of the movie, Jack wanted to go back to the planet Room. The
room is not the same room, Jack understands that it is not possible to go back
because the is open now; he leaves the planet Room by bidding farewell to all
stuff in the room as they were real people.

CONCLUSION

Television is the most effective communication tool for the directing of in-
dividuals life perspectives. In the movie however we watch a five-year-old Jak’s
traumatic experiences between real and simulated ones; individuals must accept
the fact that we all stuck between the real and simulated messages like Jack is.

Depending on Gerbner’s theory, the mass media, with the most common
of the mass media we can say that especially television basically has the func-
tion of creating a collective consciousness for the community beside informat-
ing, entertaining, informing and educating. However, this consciousness, is not
the one that a consciousness hat reflects the realities of society, on the contrary,
it is simulated, re-produced and presented consciousness of current ideology.

Electronic media does not only encourage and re-edit to organize the
global time and space at the same time, it affects the domestic area that is posi-
tioned culturally. How we’ve been perceive, editing, and using our own living
spaces and with a interaction and relationship how those who live there are
affect. Lull, 45-46

As in the movie no matter where in the world, television was native to

the inner area of the device, and hence the meaning of what is intrinsic ranged.
Lull, 46
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In the film, when we watch the child between TV and his own processes
of experience the time actually is stucks in its own, space, and the place be-
tween the two frame/ screen and simulated with the experience of the reality.
While the viewers watching simulated Jack in a closed room, actually this mes-

sage have reached them from a closed box too.

As a result, just like the claim of Gerbner’s cultivation theory, even it
seems like the Tv legalize the affects in this situation seriously in time but as
Baudrillard maintains, it support the view of unreal or in other term experiences

are equipped with the simulated world communities.
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Abstract

Since Walter Benjamin wrote his renowned essay “The Work of Art in The Age of Me-
chanical Reproduction” in 1936, the aura of an artwork has always been an issue of debate.
Benjamin describes aura as “an art work's unique existence at the place it happens to be” and
claims that the aura of an art work is born out of the combination of factors such as uniqueness,
tradition, distance and authenticity. Benjamin announces the “death of aura” as a consequence
of new technologies which enable artworks to be reproduced mechanically.

Benjamin's claim is primarily true in works of art in digital form, including graffiti art
reflected on screens via digital technologies. Graffiti art, which reacts against the commodifi-
cation of all things including time and space, is commodified when it is displayed in an envi-
ronment which is different from the one its meaning was rooted and thus is deprived of its aura.

This paper aims to discuss how Benjamin's “aura” finds its reflections in Graffiti art. It
proposes that commodification of “graffiti”’ artworks and displaying them in new sites via dig-
ital technologies leads to vanishing of their aura. In the light of Benjamin s views, the exhibition
titled “The Art of Banksy”, which had its world premiere in Istanbul in January 2016 will be
examined on its capacity to evoke aura.

Keywords: Aura, Benjamin, Banksy, Commodification
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ART IN THE AGE OF DIGITAL REPRODUCTION: RECON-
SIDERING BENJAMIN’S AURA IN “ART OF BANKSY”

INTRODUCTION

“Even the most perfect reproduction of a work of art is lacking in
one element: its presence in time and space, its unique existence
at the place where it happens to be”

Walter Benjamin

Although it has been 80 years since Walter Benjamin wrote his famous
essay “The Work of Art In The Age Of Mechanical Reproduction”, his concept
of “aura” is still an issue of discussion in our present days. Living in an age art-
works were reproduced mechanically by means of photographs or films, Benja-
min claimed that the new technologies which enable artworks to be reproduced
mechanically led to the death of their aura. Describing aura as, “an artwork’s
unique existence at the place it happens to be” (Benjamin, 2007: 20) Benjamin
asserts that aura of an artwork is specific to the context in which it is created and
displayed. Benjamin’s conception of the aura of an artwork is the result of the
synthesis of its uniqueness, tradition, distance and authenticity.

Today, we are witnessing the digital era and Benjamin’s claim about the
aura of an artwork is primarly true in works of art in digital form, including
graffiti art reflected on screens via digital technologies. One of the key features
of graffiti is its being site specific, which means a particular visual communi-
cates a meaning in time and space. Another unique key feature of graffiti is its
reacting against the commodification of all things, including time andspace.
However, when graffiti is exhibited in galleries and museums, it becomes a
commodity and loses its aura even as it tries to exist as anti- commodity. In
Benjamin’s view, despite leading to the death of aura, mechanical reproduction
has some positive aspects such as enabling large masses of audiences to have an
access to artworks which are in distant places. More people have the chance to
experience the reproduced artworks which are displayed in their accomodation
areas, but still these artworks lack aura due to being in a place other than the
place of their creation.
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The aim of this paper is to search for Benjamin’s “aura” in graffiti art. The
paper claims that when graffiti is moved into galleries and museums by means
of digital reproduction, its aura withers. Commodification and displaying graffiti
in an environment which is different from the one its meaning was rooted are the
prevailing reasons for the vanishing of graffiti’s aura. In the light of Benjamin’s
views, the exhibition titled, “The Art Of Banksy” which had its world premiere in
Istanbul in January 2016 will be examined on its capacity to evoke aura.

GRAFFITI ART

Literal translation of the word graffiti is “little scrachings”, from the Ital-
ian verb graffiare, meaning to “scratch”. Some of the earliest examples were
the mélange of political commentary, real estate advertisements, lost and found
notices and quotations from Virgil and Ovid scratched into the walls of Pom-
peii. Mediavel graffiti often comprised inscirptions incised into churches. Like
its medieval antecedents, contemporary graffiti attempts to communicate a
message. These messages generally fall into broad categories — social or politi-
cal commentary, or personal communications. (Gottlieb, 5)

Graffiti is the art form of a complex urban subculture. A subculture can be
defined as a distinctial social group within a larger social group that creates its
own cultural patterns. In the urban environment, graffiti artists have made their
artwork part of an intricate subculture that not only embraces aerosol art as an
art form, but also stickering, found object art, public art, forms of performance
art. (Farris, 2009:4 )

Street art and graffiti become widespread between the years of 1960 and
1970, especially in New York. Artists start to tag their nicknames to the walls,
subways and automobiles. As a form of visual arts, graffiti use the public space
as an alternative communication tool. This tool makes social and political is-
sues visible and let realities of life flow to the city.

BENJAMIN’S AURA IN GRAFFITI ART

People have been drawing on walls since the Stone Age but modern Graf-
fiti art can be traced to the late 1960’s in the United States. Graffiti, as we
know it today, can be described as “writing or drawings scribbed, scratched
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or sprayed illicitly on a wall or other surface in a public place”. Graffiti has
been considered as an anti capitalist movement which provides subcultures and
minorities with a platform to express their ideas and identitiy. In other words,
being an illegitimate art form with political meanings, graffiti was not consid-
ered as a mainstream art. As several graffitists, such as Keith Haun Basqual and
Banksy became known worldwide graffiti, began to enter the world and market
of art. (oxforddictionaries.com)

The most important characteristic of graffiti art is its being site specific.
The street is the canvas for graffiti. It gets its power from the right choice of
location. Unlike any other form of art, graffiti depend on their contextual envi-
ronment. In other words, graffiti uses the material existence of the place or city
in which they are created (Lu, 2015: 8)

Graffiti art gains its aura mainly from being in a place it is not allowed to
be and it is present only as long as the authorities allow. This means, for graffiti
ephemerality is a built- in characteristic. To make his point clear, it’s possible to
have a look into some works of the well known graffiti artist, Banksy. The aura of
Banksy’s works relies on the temporality of street art. His works target the sites
relevant to the political issue the piece aims to highlight: for example, Banksy’s
painting of a tropical beach on the Israel- Palestine Wall is in a way questioning
the legitimacy of the wall itself and is making a political statement. In Banksy’s
own words: ““ Palestine is now the world’s largest open-air prison surrounded by a
wall which is three times the height of the Berlin Wall. On the other hand, it is the
ultimate activity holiday destination for Graffiti artists” (Banksy, 2005: 3) Bank-
sy’s drawing of a ladder along the height of the Israeli Wall is also outstanding.
The political issue he wants to highlight here is the powerlessness of Palestinian
people to overcome the wall. He is also questioning the authority of the wall and
the state who built it (Raychaudhuri, 2013: 54). If Banksy’s paintings of the “trop-
ical beach” and the “ladder” would be carried to another location or to a gallery
or museum by means of mechanical or digital reproduction, their effect, their
meaning, their aura would be lost. Again this reminds us of Benjamin’s concept
of aura. For Benjamin aura is captured only within the original and the authentic;
it is specific to the context in which it is created and displayed.

“...In the case of the art object, a most sensitive nucleus- namely,
its authenticity- is interfered with whereas no natural object is vul-
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nerable on that score. The authenticity of a thing is the essence of
all that is transmissible from its beginning, ranging from its subs-
tantive duration to its testimony to the history which it has expe-
rienced. Since the historical testimony rests on the authenticity,
the former, too, is jeopardized by reproduction when substantive
duration ceases to matter. And what is really jeopardized when the
historical testimony is affected is the authority of the object.”(Ben-
jamin, 2007: 21)

According to Walter Benjamin, “the presence in time and space, its
unique existence at the place where it happens to be”, bestowed the graffiti with
a sense of authenticity and aura, then the photography/documentation/installa-
tion of the graffiti was a reproduction the original. Hence, the curated graffiti
photographs enhanced, rather than reduced, the status of the actual graffiti as
the orginial, as a result of the mechanism of contemporary art. (Pan 2015:, 86)

Smilarly, Banksy’s works get their authority specifically from his target-
ing of sites relevant to the political issue the piece aims to highlight. The aura of
his work relies on the temporality of graffiti. The time in which it is viewed by
the observer reflects “the history to which it was subject throughout the time of
its existence.” (Benjamin, 2007: 21)

The fluidity and contextual relevance of graffiti art means that it is diffi-
cult to invoke the political reaction the artist aims to create through the repro-
duced image which is carried away from its place of creation. Benjamin argues,
the removal of aura leads to a loss of authority not only in the artwork but in
the audience as well. As a result, when reproduced mechanically graffiti art is
depolitisized because it is alienated from the context from which it was rooted.
(Beecham, 2013:2)

Another important feature of graffiti art is its being against capitalism, com-
modification and consumption. However, in the 1970’s commercial world started
to use graffiti in their marketing campaigns. This led to commodification of graffiti
art and as a result there was an increase in its market value. It became a legitimate
art form and moved into galleries from the streets. Commodified and exhibited in
galleries and museums, graffiti art becomes a commodity even though it tries to
exist as anti-commodity. This commodification influences the politic dynamics of

120



this art form. In other words, commodification leads to its becoming depoliticized
and thus vanishing of its power and aura.(Beecham, 2013: 3)

When graffiti is transferred from the walls to a canvas, page or screen, it
stops being graffiti and becomes mainstream art. Likewise, when Banksy prints
his stencils in a book or exhibits his works in exhibitions, he is converted into
a conventional artist.

As we have mentioned earlier in the text, graffiti art gains its aura from
the place of its creation, which is usually a place it is not allowed to be. Bank-
sy claims that, when his art moves from the streets to an art gallery, his work
ceases to be “the most honest art form available” because people can now be
“put off by the price of admission”. In other words it becomes a commodity
which can be analysed, criticized and packaged and this absolutely leads to the
vanishing of its aura. According to Banksy, Graffiti art has the level of honesty
that commercial art can never achieve:

“Graffiti is not the lowest form of art. Despite having to creep
about at night and lie your mum, it’s actually the most honest art
form available. There is no elitism or hype, it exhibits on some of
the best walls a town has to offer, and nobody is put off by the price
of admission”. (Banksy, 2005:9)

Another point that Benjamin puts forward about the aura of an artwork
is the sense of distance created between the art object and the spectator. He
defines aura as, “the unique phenomenon of a distance however close it may
be”. (Benjamin, 2007: 22) He claims that bringing things “closer” spatially and
humanly by means of reproduction overcomes the uniqueness of every reality.
What Benjamin means by distance here is the reverence that the spectator feels
in front of an original object. He feels as if the piece of art is unreachable al-
though it is at a reachable distance.

Benjamin’s claim is also valid for graffiti art. When graffiti are displayed
in their places of creation, they arouse a feeling of awe and respect. Their mes-
sage is delivered in a strong manner. However, when it is reproduced and dis-
played in galleries this distance is eradicated and the aura is lost.
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Today, intersection of graffiti art and popular culture is taking place in the
marketplace, where these forms are transformed into coveted merchandise. At
one end of the spectrum is the sale of original graffiti art pieces as artworks. The
winning bid at a 2007 Sotheby’s auction for and acrylic and spray paint stencil
on canvas by the Banksy was 200.000 dolar, that same year another of his paint-
ings fetched a record 575.000 at a Bonham’s sale. (Gottlieb, 2008:7 ) This also
shows us that graffiti art, specially Banksy’s artwork lose its authenticity and
protest atmosphere in today’s capitalist marketplace.

As can be seen from the above discussion, Benjamin’s views on the
“death of aura” of an artwork are viable for graffiti art. In the next section, in the
light of the Benjamin’s views, “The Art of Banksy” exhibition will be analyzed
on its capacity to evoke aura.

THE ART OF BANKSY

Banksy is probably the most famous graffiti artist whose real identity is
unknown. Some people consider him as “guerilla” street artist whereas others
consider him as an artistic genius. His artwork is characterized by striking im-
ages, often combined with slogans. His work often engages political themes,
satirically criticizing war, capitalism, commodification hypocrisy and greed.
(The Art of Banksy, 2016)

“The Art of Banksy” exhibition, which brought together the famous
works of the mysterious graffiti artist Banksy, made its world premiere in Istan-
bul on January 13 at “Global Karakoy”. Curated by Steve Lazarides and organ-
ized by Istanbul Entertainment Group, the exhibition exposed Banksy’s works
made over the last 15 years. The exhibition showcased a special Banksy collec-
tion owned by Lazardes and brought together Banksy’s most famous pieces by
using the latest technology. The value of the collection was announced to be 20
million pounds. (Hurriyet Daily News, 2016)

“The Art of Banksy” exhibition is a powerful example to clarify that be-
ing reproduced, graffiti art loses its sprit and aura. Several points contradicting
with the philosophy of graffiti art have been observed while making an analyses
of the exhibition.

First of all, visitors had to pay an entrance fee of 35 Turkish Liras in order
to enter the exhibition. This is a clear sign of commodification and contradicts
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with philosophy of graffiti art. Banksy had stated that “graffiti was the purest
art form” because whoever wanted to see it or draw it was welcome to do so.
However, by taking graffiti off the walls into an art gallery, its pureness was lost
—because only the people who could afford could go into the gallery to see the
graffiti works. In other words, being commodified, graffiti works in the exhibi-
tion were stripped off their political meaning and aura.

Another point is that, Banksy’s works from all over the world were taken
away from the places where their meanings were rooted and placed on the walls
inside the exhibition building. Although the curator tried to create an artificial
environment similar to London streets, this was also a kind of reproduction and
was not enough to create the auratic experience. The art works were stripped
off their aura because in Benjamin’s words, “aura is specific to the context in
which it is created and displayed.” In other words, they were not displayed in
their contextual environment and therefore their aura had withered.

“The Art of Banksy” exhibition aimed to bring Banksy’s Graffiti works
close to Turkish people who wouldn’t have the chance to see them in another
way. In addition, the exhibition aimed to promote Banksy in Turkey. It is a
fact that over 20000 people visited the exhibition which would be impossi-
ble if the exhibition had not been held. However, as Benjamin stated, “aura is
the unique phenomenon of distance however close it may be”. The exhibition
brought Banksy’s works closer but the distance, the awe, the aura of the works
were eradicated as well.

During the period of the exhibition, there was a great deal of discussion
going on in the art world about how Banksy would allow such an exhibition
which was completely contradictory to his philosophy. Criticizing capitalism,
commodification and consumerism in his works, Banksy had in a way become
part of the system he had criticized. The exhibition also included a simulation
of Banksy’s film “Exit through the Gift Shop” which he made in 2010. In Exit
through the Gift Shop, Banksy shows how the aura of art and artist becomes
exploited for monetary gain. (Daily, 2012:2)

When you finished your tour around the exhibition, you literally had to
exit through the gift shop in which some souveniers with Banksy’s works on
were sold. This was also an illustration of Banksy’s art being commercialized
and commodified.
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CONCLUSION

The effects of vast technological changes can be witnessed in all kinds of
art, including street art or graffiti. Graffiti art, which uses the walls as canvas,
gets its power from the right choice of location. When graffiti is taken off the
walls into galleries, its aura withers and it loses its political meaning. In addi-
tion, when graffiti is reproduced and exhibited in galleries, it is no longer graffiti
but mainstream art. Although it is an art which reacts against capitalism and
commodification, it is commodified and becomes part of the capitalist system
when it is displayed in galleries. This leads to the deprivation of its aura.

“The Art of Banksy” exhibition held in Istanbul brought together Bank-
sy’s most famous works and presented them to Turkish people. Although a nat-
ural London atmosphere was tried to be created, the exhibition was more like
a traditional art exhibition rather than graffiti. For graffiti, to be exhibited in a
gallery, almost all the works had to be reproduced by means of different kinds
of media. Although these reproductions enabled many people to see Banksy’s
works, they lacked the most important feature an artwork must have; the aura.
In short, Banksy’s works in “The Art of Banksy” exhibition were not graffiti
anymore. They were more like traditional art exhibited in a gallery, deprived of
their political meaning and aura.
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Abstract

This study provides a longitudinal content analysis of integrated marketing communica-
tions (IMC) articles that treat the issue of digital media; published in academic journals of re-
lated fields over the past two decades (1993-2015, n 135). Through this analysis, the study iden-
tifies the most commonly presented theories, research orientation, approach and methods, units
of analysis, digital media vehicles/channels and countries which are of interest of researchers.

Findings of the study indicate that there is an obvious growing interest in digital me-
dia among the scholars within this time period; however, many of the research still focus on
websites among many other digital media vehicles and platforms. In terms of country of origin
of research subjects, it was found out that the majority of research investigates U.S. subjects,
unintentionally disregarding cultural differences regarding digital perspectives and implemen-
tations of IMC. Furthermore, reviewed studies reveal an increasing trend in empirical and
quantitative research; while the adoption of mixed approach is relatively low. The research
findings provide an overview of the literature through systematic review and serve as a guide
for future research.

Keywords: Integrated Marketing Communications, Digital Media, Social Media, Lon-
gitudinal Content Analysis, Text Mining
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TRACKING TRENDS OF DIGITAL MEDIA IN IMC

INTRODUCTION

Originally proposed as a military-exclusive network, the introduction of
Internet as World Wide Web became open to general access in 1993 and changed
the daily reality of the world for ever. When the first user-friendly browser be-
came available in 1993, global penetration of Internet was only 0.3% of the
world population whereas today, the global Internet usage has been extended to
40.4% of the world with more than three billion individuals (Internet Live Stats,
2015). As a multi-purpose extension of our daily lives, Internet and related tech-
nologies have increasingly become a relevant aspect of activities such as every-
day research, shopping, entertainment, communication and so on. Therefore,
it is no coincidence that digital media, particularly with the rapid diffusion of
Internet, has transformed fields of practice such as communication, marketing,
and advertising. Consequently, this inevitable transformation in integrated mar-
keting communications practices in general has resulted in a serious increase of
interest in IMC as an academic approach as well. For scholars, IMC literature
a la mode provides opportunities for exploring this new ecosystem and making
sense of it with its antecedents, characteristics, and dynamics in order to pro-
vide deeper insights both for theory and practice. On the other hand, in terms
of practical knowledge, thriving developments in communication technologies,
number of mobile devices and Internet users have paved the way for digital
media to strengthen its place and have become an essential tool for companies
that are willing to strengthen their relations with their target groups in the last
decades. Living in a world where our surroundings are digitally enhanced (are
now even categorized as “Internet of things™), for consumers and organizations
alike, an active existence in digital world has moved beyond the scope of pref-
erence but has evolved into a prerequisite (Kip & Uzunoglu, 2014).

Centering upon the current situation that organizations have found them-
selves in, it is safe to say that the traditional understanding of recognition is now
out of the window. To involve and to engage its stakeholders and to become
a digitally integrated organization has become primary goals in the survival
guides of organizations. Not only rewriting the rules but also actualizing those
claims and fully embracing the potential of this digital world are significant
for the organization. In the past two decades, the initial step taken towards this

129



necessity of digital presence was building a website for each and every organi-
zation; regardless of their scale. Following the pace of developments in digital
technologies, the must-haves of an organization have evolved from a simple
checklist of web presence to a complex and strategic implementation of digital
platforms. Once viewed as standalone touch points, digital platforms such as
social networks, forums, blogs, mobile services, location based services are
now substantial tools for synergy, experience, engagement (Martin & Todorov,
2010) and interactivity (Deighton & Kornfeld, 2009; Hanna, Rohm & Crit-
tenden, 2011; Boyd, Clarke & Spekman, 2014).

At present, many organizations have informative, visually enhanced web-
sites that enable user-response and social network accounts or pages that are
utilized for information dissemination; such as news and announcements that
aim to encourage likes, shares, reposts or retweets. Nonetheless, organizations
should further aim at real engagement — customized, exclusive, interactive, col-
laborative, and mutually beneficial — as these outlets are contemporary vehicles
for building and sustaining meaningful conversations and relationships with
users and consumers. Thus, incorporation of the Internet and its accompanying
technologies — and particularly social media — into integrated marketing com-
munication efforts has enabled marketing communication professionals to ele-
vate interaction with consumers and other stakeholders. Social media is a com-
plex form of word-of-mouth (Ferguson, 2008; Mangold & Faulds, 2009; Chu
& Kim, 2011); a two-way communication that goes beyond traditional ways of
one-to-many, company to consumer and moving towards direct communication
from consumer to company and consumer to consumer (Mangold & Faulds,
2009). This leap from one-to-one to one-to-many and now even many-to-many
(Kaufman & Horton, 2014) also has the potential to disseminate information
within seconds (Kaplan & Haenlein 2010; Hanna, Rohm & Crittenden 2011).
In that sense, the conversation-generating nature and dynamics of social media
are highly compatible with IMC approach which relies on the basis of relation-
ship building (Finne & Gronroos, 2009) from a customer-centric, outside-in
perspective (Kitchen et al., 2004). However, widespread social media usage has
facilitated a new form of communication with a notable shift in control over the
flow of information and messages, resulting with the empowerment of its users
(Ryan & Leong, 2007; Kitchen & Schultz, 2009). This new communication
landscape with its more participatory (Pickton & Broderick, 2005; Mangold &
Faulds, 2009; Christensen, Torp & Firat, 2005), interactive, and user-generated
(Winer, 2009; Halliday, 2015) form requires a new mindset to adopt and to
ensure a sincere existence in it. From a managerial perspective, organizations
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should rethink and reinvent their IMC strategies in terms of digitalization. In
this era of consumer empowerment, it is of great importance for both IMC pro-
fessionals and scholars investing in this field to comprehend the elements and
dynamics of this ecosystem as drivers of change; and consumers as voluntary
members of this ecosystem. As it occurs in other fields, mutual exchange of
information between academia and practice should be perpetuated in the IMC
field in order to keep up with the pace of ever-changing digital trends.

Academic studies conducted by scholars can be considered as one of the
invaluable sources which provide a deeper understanding for business world.
The rising importance of digital media, as well as opportunities and concerns
they bring to integrated marketing communications practices, motivates schol-
ars to focus on this evolving area to search and analyze; further enabling them
to develop new models, perspectives and recommendations for both theory and
business. Through an extensive literature review, it is revealed that so far, there
are various studies which address the importance of digital media, their impact
on IMC and their different forms as implementations. However, these previ-
ous attempts do not aim at illuminating IMC as a corpus of literature; in the
sense of exploring the role of digital media in IMC literature and concentration
of digital-related topics among the existing body of work. In a recent study,
Mufioz-Leiva, Porcu & Barrio-Garcia (2015) have identified prominent themes
within IMC research between 1991 and 2012 through journal articles, reviews,
proceedings, conference papers, and book chapters. In a similar manner, Kim,
Hayes, Avant and Reid (2014) have performed a longitudinal content analysis
of research articles on advertising in reputable advertising, marketing, and com-
munication journals between 1980 and 2010. In terms of longitudinal research
specific to IMC, changes in definitions of IMC have been analyzed (Kliatchko,
2005) and research topics of studies conducted on the IMC field were examined
(Kliatchko, 2008). There are also other studies that refer to the effects of digital-
ization in specific areas; such as public relations (Duhe, 2015; Vercic, Verci¢ &
Sriramesh, 2015) and mobile advertising (Okazaki & Barwise, 2011). Cho and
Khang’s (2006) extensive research on trends in research on communications,
marketing, and advertising between 1994 and 2003 also provides valuable in-
sights for Internet-related research. However, there is a necessity for a more up-
to-date analysis in order to cover the current dynamics of this rapidly changing
environment; particularly including the hot issues of social media.
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In this regard, the present study addresses the need for an extensive study
on IMC related articles which directly treat issues of digital media. Through a
quantitative analysis of digital media’s role in IMC literature, the study aims to
contribute to the literature by providing comprehensive and scientific summary
of the digital related IMC literature through a systematic review; with evidenc-
es on commonly used research methods and approaches, related theories and
models, publics and digital vehicles subject to research over the last two dec-
ades. Apart from delivering knowledge on the relations between digital media
and IMC by analyzing previous studies, the study also attempts to shed light on
research areas and topics yet to be uncovered; providing clues and opportunities
for future research. In order to illuminate the relations between digital media
and IMC literature, the following questions are addressed in past studies which
mainly focus on digital media in the last two decades:

* RQI: What are the most commonly presented theories?

* RQ2: Which research orientations, approaches and methods are em-
ployed?

* RQ3: Which terms related to digital media are used most often?
* RQ4: Which digital media vehicles are of interest of researchers?
* RQS5: Which types of organizations are analyzed?

* RQ6: What are the units of analysis?

METHODOLOGY

The main goals of this study are to review the growing body of knowl-
edge in the field of IMC and to draw upon the links between the relatively
recent phenomenon of digitalization and its extensions in media. Additionally,
the research aims to provide insights as to if and where IMC literature is head-
ing on this path, with much potential yet to be uncovered in the related fields
of management and communication. In order to assess to what extent IMC and
digital media are intersecting each other, the authors have opted for a systematic
review of existing literature where IMC approach is utilized in relevant fields;
as previous efforts of analyzing trends in IMC have also similarly followed. A
systematic literature review fulfills the need for responding specific questions
that researchers wish to address, identifies and discusses relevant studies, and
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offers an overview of the literature alongside scientific confirmations for the
pre-determined questions with a limited bias; thus differing from traditional
or narrative reviews (Petticrew & Roberts, 2008). Considering that the natural
affinity between integrated marketing communications and digital media has
not been explored or reported in full detail, the systematic reviewing approach
adopted in this study is deemed valuable for academic and practical purposes.

For the systematic reviewing process, the study applies five basic steps,
originally proposed in Walker’s (2010) corporate reputation review. The steps
are as follows: 1) keyword and term identification, (2) article identification, (3)
quality assessment, (4) data extraction, and (5) data synthesis (Walker, 2010:
358). For the purposes of this study, the authors have defined the period for
reviewing as the years between 1993 and 2015 (January-June); since the year
1993 marks the starting point of usable web technologies. Under the assump-
tion that first contributions to the digital-related literature in the academic field
would have been made only after that year, the scope of this systematic review
is extended dating back to 1993. As IMC is a fairly comprehensive and diverse
body of literature that is in relation with many other fields of business, market-
ing and communication, the authors have chosen to limit the keyword iden-
tification to relevant variations of IMC approach as they are frequently used
in the literature; in order to access the most relevant studies in the existing

EEAN1Y

literature. These keywords are “marketing communications”, “marketing com-
munication”, “integrated marketing communication”, “integrated marketing
communications”, “marcom” and “IMC” as abbreviation. For article identifi-
cation, Web of Science (WoS) database was selected as the main source, since
it has broad and highly relevant search capability. Furthermore, WoS ensures
cross-disciplinary search results and covers SSCI (Social Sciences Citation
Index) journals; thus guaranteeing both extensive coverage of literature and
quality of papers. Through advanced search option of WoS database, a “Topic
search” — which scans selected keywords in title, abstract, author keywords and
Keywords Plus® — was performed (Web of Science, 2010). In order to fit the

purpose of this study, the initial search query below was performed:
TS=(“marketing communications” OR “IMC” OR “integrated marketing

communications” OR “marcom” OR “integrated marketing communication”
OR “marketing communication™)

133



Timespan=1993-2015
Search language=English

This initial query was performed on August 5, 2015, generating a return of
(approximately) 9,936 items. In order to refine the results, only journal articles
were selected and other material such as reviews, conference proceedings and pa-
pers and book chapters were excluded. Furthermore, as to eliminate publications
related to other fields and to avoid irrelevant uses of keywords (e.g. other uses of
the IMC abbreviation), the results were limited to main research domains of so-
cial sciences, arts and humanities and refined results were manually modified by
the authors by excluding irrelevant source titles generated by the query. The final
number of documents is 611 articles (with automatically given ID numbers from
1 to 611) in WoS database with the refined query as below:

Refined by: LANGUAGES: (ENGLISH ) AND DOCUMENT TYPES: (
ARTICLE ) AND RESEARCH DOMAINS: ( SOCIAL SCIENCES OR ARTS
HUMANITIES ) AND RESEARCH AREAS: ( BUSINESS ECONOMICS
OR COMMUNICATION OR WOMEN S STUDIES OR SOCIAL SCIENC-
ES OTHER TOPICS OR FILM RADIO TELEVISION OR EDUCATION
EDUCATIONAL RESEARCH OR ARTS HUMANITIES OTHER TOPICS
OR CULTURAL STUDIES OR BEHAVIORAL SCIENCES OR ART OR
SOCIAL ISSUES ) AND [excluding] SOURCE TITLES: ( IEEE TRANSAC-
TIONS ON ENGINEERING MANAGEMENT OR AMERICAN JOURNAL
OF PHARMACEUTICAL EDUCATION OR ACCIDENT ANALYSIS AND
PREVENTION OR WAYS OF LIFE IN THE LATE MODERNITY OR SEX
ROLES OR RENAISSANCE AND REFORMATION )

Timespan: 1993-2015
Search language: Auto

Although Walker (2010) offers quality assessment as a method of reduc-
ing the sample size for a third step in the systematic reviewing process, the
authors have not applied this step since the sample size was already manageable
and would naturally be reduced at the final stage by the elimination of IMC
articles which do not cover issues related to digital media. Furthermore, the
database search was refined once again by the authors by skim reading all 611
articles and eliminating faulty results such as reviews and book chapters; thus
reducing the final sample to 518 articles.
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In addition to journals accessed through WoS database, Journal of Mar-
keting Communications (JMC) as a specialty journal was included in the study.
Even though JMC is not indexed in WoS, it is one of the essential sources for
the IMC literature that is being published since 1995 as a field-specific journal.
For article identification in JMC, advanced search was performed on August 7,
2015 in Taylor & Francis’ database with queries below, respectively:

Article Title= “marketing communications” OR “IMC” OR “integrated
marketing communications” OR “marcom” OR “integrated marketing commu-
nication” OR “marketing communication”

Publication Title= “Journal of Marketing Communications”

Abstract= “marketing communications” OR “IMC” OR “integrated
marketing communications” OR “marcom” OR “integrated marketing commu-
nication” OR “marketing communication”

Keywords= “marketing communications” OR “IMC” OR “integrated
marketing communications” OR “marcom” OR “integrated marketing commu-
nication” OR “marketing communication”

Publication Date= From 1993 to 2015

As Taylor & Francis’ advanced search option only allows for performing
queries one at a time, duplicate records were identified and eliminated manually
by the authors; resulting in a total of 134 articles. All articles from JMC were
given an ID number, sequential to previous documents from the WoS database.

After combining two samples together, the final universe consisted of
652 articles. Following the acquisition of the universe for research, another
elimination process for identifying digital-related articles was performed by the
authors. Between August 7 and August 17, three authors as coders performed a
secondary skim reading of all 652 articles. While reading the articles, the coders
have applied a three-step evaluation as regarding the title, abstract and full text
respectively and searched for digital-related terms, concepts and approaches.
The coders have evaluated and coded journal articles as digital or non-digital
cooperatively in order to ensure intercoder reliability. In the final analysis, as
four articles could not be reached in full-text format and 513 articles were iden-
tified as non-digital, only 135 full-text articles were found eligible to investigate
the intersections of IMC and digital media.
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In order to conduct a comprehensive reviewing process, the researchers
followed a flow diagram that is originally based on preferred reporting items for
systematic reviews and meta-analyses (PRISMA) guidelines; a descriptive set
of principles usually applied in studies in medical fields in order to enhance and
ensure the quality of reporting for systematic reviews (Moher, Liberati, Tetzlaff
& Altman, 2009). Following the fundamental steps in flow diagram, the authors
have applied the levels below:

5 9.936 records identified through WoS database 275 records identified in JMC
:g search
=
o
L]
- l’
611 records after auto refine 134 records after duplicates removed
<"}
t=
‘E
o
IS
P
745 records screened > 93 records manually refined
from WoS results
4 articles excluded (full-text
/ non-accessible)
Py
:';.'D 652 articles assessed for eligibility
2
513 articles excluded
(identified as non-digital)
o
L]
E] 135 articles included in data synthesis
S
j=

Figure 1. Flow of systematic review

Modified from Moher, D., Liberati, A., Tetzlaff, J. & Altman, D. G. (2009). Preferred reporting
items for systematic reviews and meta-analyses: the PRISMA statement. Annals of internal
medicine, 151(4), 267.

At the fourth step of analysis, the authors have designed a code sheet

in order to minimize author subjectivity. The code sheet includes unique ID
numbers of each article, title, journal, year published, author(s), keywords (if
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available), theories which the articles are based on, research orientation (em-
pirical/non-empirical), research approach (qualitative/quantitative/mixed), re-
search method, digital media vehicles/channels, types of organizations, units of
analysis (types of public on which the research was focused), and country (if
the countries on which the research was conducted are mentioned). Elements
of the code sheet were adapted from previous studies of Kim et al. (2014) and
Vercic et al. (2015). Countries which are of interest of studies were added by
authors for the reason of mapping the territory of digital-related IMC research.
Finally, the raw data in the code sheet were synthesized in accordance with
research questions of the study; as the following section of findings will reveal.

As an additional step for research, the authors have performed text min-
ing method. The term text mining — for the first time mentioned in Feldman
and Dagan (1995) — refers to the process of extracting interesting information
and knowledge from unstructured text (Feldman & Sanger, 2007). It combines
techniques from a wide range of areas (e.g. information retrieval, natural lan-
guage processing, machine learning, and statistics) to analyze unstructured or
semi-structured texts (Hotho et. al., 2005). In this study, text mining methods
are employed to obtain and analyze the occurrences of 50 digital media terms
(predetermined by authors) in a set of 135 articles. The mining includes two
sub-processes: text preprocessing and extraction of occurrence frequencies.

In text preprocessing, Portable Document Format (PDF) files that contain
articles are processed to extract the texts in the articles. The extracted text of an ar-
ticle contains all readable parts of corresponding article, including the plain text,
tables and references. The number of tokens in each extracted text is calculated
and three of the 135 articles are excluded from the set as their text files contain
comparably less number of tokens. Each extracted text in the final data set of 132
articles is split into a stream of words by removing all punctuation marks and by
replacing all space characters. No other preprocessing such as filtering of stop
words, lemmatization and stemming, is performed on the final data set of texts.

The process of occurrence frequency extraction is simply measuring the
number of occurrences of the given keyword in each text of the final set. In this
study, as mentioned before, the stemming methods that strip inflectional suffixes
such as plural “s” from nouns and “ing” from verbs are not employed on the data
set. As a result, each keyword may occur in different surface forms in a given
text. For example, the keyword “communication” may be observed as “‘commu-
nication” and/or “communications”. In this case, the occurrence frequencies of
two forms must be summed up to obtain the real (true) frequency of the keyword
“communication”. In order to obtain real (true) occurrence frequencies, we ex-
panded the set of keywords by adding inflected forms of keywords.
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For a set of 50 keywords, the occurrence frequency of each keyword in
each text file and the number of occurrences of the keyword in different docu-
ments is measured and those values are used in the analysis in following sections.

FINDINGS
Commonly presented theories

The first research question addresses whether IMC articles which men-
tion elements of digital media are built on a theory, model or a framework.
Overall, theory-driven articles in the sample are fewer than half of the studies
(45%; n 61). Most frequently mentioned theories or models in digital-oriented
IMC research are technology acceptance model (11%), and uses and gratifica-
tions theory (10%). Table 1 below indicates frequency of articles addressing
various theories, models or a framework.

Theories/Models # of articles

Technology acceptance model

3

Uses and gratifications theory

Integrated marketing communications approach

Theory of reasoned action

Two-step flow model

Diffusion of innovation theory

Hierarchy of effects

Cultural dimensions theory

Persuasion knowledge model

Social capital theory

Social identity theory
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Theory of planned behavior

Table 1. Frequently mentioned theories or models
Methodologies employed

Research question two asks about the methodologies of research during
the 22-year time frame. Research orientation (empirical/non-empirical), re-
search approach (quantitative, qualitative, mixed), and research methods are
examined under methodology sections of the analyzed articles.
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Overall, 68% of the articles are empirical studies. An increase in empiri-
cal research can be observed from Figure 2; however, there is a slight decrease
in empirical researches in 2013.
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Figure 3. Research approaches according to years
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When research approaches are analyzed, it is observed that there is an
increasing tendency in the application of quantitative methods in recent years.
Mixed methods include the usage of both quantitative and qualitative methods;
however, articles which have employed a mixed approach are few with single
frequencies in the years they appeared. Quantitative methods (62%) are used
more often than qualitative methods (19%). Only 5% articles employed both
methodological approaches and 14% of articles are conceptual works. Overall,
as Table 2 indicates, the results show that most researchers have preferred to
collect data via survey. Content analysis and usage of multiple methods (i.e.
experiment and survey; case study and interview; focus groups and survey) are
also used widely for data collection. Other methods utilized include discourse
analysis, focus groups, longitudinal survey, observational and ethnographic

techniques.
Methods Employed (%)
Survey 25%
Content analysis 19%
Conceptual 14%
Multiple methods 13%
Experimental 10%
Interview 5%
Meta-analysis 5%
Case study 4%
Other 4%

Table 2. Methods employed
Digital media terms

Research question three focuses on digital media terms which the articles
have been mentioning. When digital media related articles in IMC are scanned
via text mining method, the authors have obtained a report on the frequencies
of predetermined digital media terms for 132 documents. Table 3 presents dig-
ital media terms in terms of frequency rank, from largest to smallest. General
usages of concepts and terms in digital media terminology such as online, web,
website(s), and Internet have high frequencies.
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Digital media terms* Frequency Digital media | Frequency
terms*

online 3.512 youtube(s) 99
web 3.294 digital media 96
internet(s) 2.997 two-way 92
web site(s)+ website(s) 2911 google(s) 83
social media 1.393 google+ 81
interactive 1.264 blogging 75
facebook(s) 816 blogger(s) 50
email(s)+e-mail(s) 783 online shopping 45
banner(s) 529 cyberspace 44
blog(s) 424 pop-up(s) 39
interactivity(ies) 400 e-marketing 17
cell  phone(s)+cellphone(s)+smart 384 microblog(s) 16
phone(s)+smartphone(s)+mobile

phone(s)

social network(s)/ (ing) 379 user generated 15
viral 357 flickr(s) 13
engagement(s) 344 pinterest(s) 13
new media 335 foursquare(s) 12
virtual 321 rich media 10
twitter(s) 276 blogosphere 7
forum(s) 182 instagram(s) 6
web 2.0 164 web 1.0 4
world wide web +www 151 dailymotion(s) 0
tweet(s)+Htwit(s) 135 periscope(s) 0
engaging 131 vine 0
multimedia 128 web 3.0 0
web page(s) 127 web 4.0 0

*: Digital media terms are scanned in 132 readable documents

Table 3. Frequency of digital media terms

Text mining method allows analyzing digital media terms on the full-
text PDF documents of articles. As a result of this analysis on 132 readable
documents, it can be said that number of articles that feature the term banner is
decreasing. In the examined articles, the use of blog starts in 2007 and contin-
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ues in an increasing trend. Researchers of digital media in IMC have added the
term of blogger to their articles from the year 2009. The terms mobile phone/
cell phone/smart phone, Google, and digital media have entered the literature
of digital-related IMC articles in 2005. Google+ is a relatively new digital me-
dia term in academic works; being addressed since 2013. E-mail, interactive,
internet, online, and new media are mentioned with high frequencies in the
articles. The term interactivity is mainly used between 1994 and 2002. Mention
of engagement starts in 2001; having a pause until 2007 and continuing there-
after. Authors have been mentioning Facebook in their articles since 2009 with
an increasing trend. Although Flickr and Foursquare have also been mentioned
since 2009, the decreasing trend in the use of these terms can be observed in
recent years. There are no mentions of recent social media tools such as Daily-
motion, Periscope, and Vine in the analyzed articles. Instagram is the only re-
cent social media tool that attracts attention, only after 2015. Pinterest has been
mentioned since 2013, and it has a rising trend. The terms social media and
social network are being addressed since 2004, and it can be stated that these
terms are still used with high frequencies. Terms related with Twitter and You-
Tube were introduced in digital-related IMC literature in 2009 and their usage
continues with a rising trend. Authors have been mentioning about viral since
2005. The term web has been used since 1998, and web 2.0 entered into the
terminology related with IMC in 2009. No articles addressing web 3.0 or web
4.0 are observed among the examined documents. Although the term world
wide web has been frequently used in the 1990s, it is not very common in recent
years. Websites 1s a commonly used term since 1998 up to present.

Digital media vehicles

Research question four asks about digital media vehicles/channels of in-
terest. In this analysis, social media as a term in general is not used interchange-
ably for social media platforms such as Facebook and Twitter; as some studies
tend to mention social media platforms by their names and some refer to single
or multiple platforms as “social media”.

Digital Media Vehicles/Channels # of articles
Websites 45
Internet 15
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Table 5. Digital media vehicles/channels of interest

The results in Table 5 show that most researchers have concentrated on
the studies of websites (n 45). Internet (n 15) in general is the second digital
medium approached by researchers among the examined articles. Internet is
followed by social media as a general term (n 14) and Facebook (n 9). Stud-
ies concerning Bebo (a US-based online social network), Formspring, Friend-
Feed, Renren (a Chinese social networking service), Sina Weibo (a Chinese mi-
croblogging website), mobile e-services, online publications, online platforms,
wikis, and Youtube are few.

Types of organizations studied

Research question five is concerned with the type of organizations stud-
ied in the articles. Table 6 below reveals that types of organizations have most-
ly aggregated around companies (30%, n 41). Number of articles mentioning
brands (19%, n 25) is more than number of articles mentioning other types of
organizations (16%, n 22) such as non-governmental organizations, army, pri-
mary schools, retailers, small and medium enterprises, tourism organizations,
and universities. Only four articles touch upon various industries (3%). 31% of

the articles analyzed have not reported any types of organization.
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Types of organizations | (%)
Companies 30%
Brands 19%
Other 16%
Industries 3%

Table 6. Tipe of organizations studied
Units of analysis

Research question six is related with units of analysis of within the stud-
ies. The articles examined reveal that the most commonly researched units
were consumers (44%, n 60), as shown in Table 7. Besides the direct men-
tion of consumers, consumer groups are also defined and referred in various
ways including students, adults, Internet users, newsgroup participants, online
communities’ members, forum members, young mobile phone users, and social
network service users. Student samples are used as the unit of analysis in 20 of
the articles. Multiple units of analysis such as fans and bloggers, students and
professionals, consumers, third parties, NGOs, and media outlets are analyzed
in six studies (4%). 36% (n 49) of the articles did not employ people as the unit
of analysis. Among these articles, websites (n 17) are the top analyzed unit of
analysis. Marketing communications campaigns are analyzed in 8% (n 4) of ar-
ticles. Other units of analysis found in the articles are blogs (4%, n 2), effects of
interactive media on advertising (n 1), banner ads (n 1), advertising expenditure
(n 1), purchase behavior (n 1), online-offline media synergy (n 1), IMC liter-
ature in general (n 1), brands (n 1), academic journals (n 1), online vs. offline
mails (n 1), Facebook pages (n 1), brand tweets (n 1), box office revenues (n 1),
online customer reviews (n 1), online crisis (n 1) with low frequencies.

Unit of analysis (%)
Consumers 44%
Professionals 11%
Multiple units 4%
Employees 3%
Customer 1%

Table 7. Units of analysis
Additional findings

When the correlation between digital media vehicles and research methods is
analyzed, findings suggest that websites are mostly analyzed with content analysis
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(n 18), survey (n 7), multiple (n 7), and experimental methods (n 6). Interview (n
4) is the most commonly used method in conducting social media research. Studies
focusing on Internet in general have mostly utilized survey method (n 7).

Researchers have mostly collected data from consumers (n 13) in articles
concentrating on websites. Internet in general (n 7) is followed by Facebook
in studies, which focus on consumers (n 6) as unit of analysis. Articles per-
taining to websites and professionals (n 5), social media and consumers (n 5),
social media and professionals (n 5), SMS and consumers (n 5) have equal
frequencies. Correlational reports state that scholars researching mobile phones
as digital media vehicles have gathered data from consumers only (n 4). Online
forums are mostly researched through consumer (n 3) data.

Empirical research is more frequent in analyzing websites (n 38) and the
Internet in general (n 10). Social media is mostly analyzed with non-empirical
orientation (n 8) when compared to empirical research (n 6). One of the most
used digital media vehicles is Facebook, which is undertaken with more empir-
ical methods (n 6) than non-empirical ones (n 3).

According to the correlational analysis between research approaches and
digital media vehicles/channels, it can be observed that quantitative research ap-
proach is mostly preferred in websites (n 34) and Internet analysis (10). Social
media is researched with both qualitative (n 6) and quantitative methods (n 6).
Studies on Facebook are conducted with quantitative approaches (n 6), whereas
mobile phones (n 4) and e-mails (n 4) are examined through quantitative methods.

DISCUSSION AND CONCLUSIONS

Within an age surrounded by ceaseless and growing development of tech-
nology, all participants, actors and aspects of this digitally-enhanced ecosystem
are obliged to be attuned to the pace of change. In order to harmonize with this
pace, organizations need to make use of endless opportunities presented by
digital technologies and digital media while internalizing dynamics and values
brought by this new era. Furthermore, academic studies should deliver timely
assessments of current issues and trends by integrating fresh perspectives in
accordance with the necessities of this time. In particular, a rescrutinization of
IMC is essential in order to understand this approach, which is considerably
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affected by social, technological and global transformations, developments and
progressions (Unsal, Yaman, Amirak & Ipekesen, 2014). With this purpose in
mind, this study is designed and conducted in order to envision the progression
of IMC literature, coinciding with the introduction of Internet-related notions,
and identify current trends in IMC research at the intersection of the existing
body of knowledge and relatively emergent digital literature. Therefore, an
overview of present studies will contribute to the illumination of new directions
in digital-related IMC research and provide valuable insights for future studies.

Even though the year 1993 was taken as a milestone for digitalization for
both the global penetration of the Internet and a possible point of origin for dig-
ital-related literature, it was found out that digital-related IMC discussions start
in 1994, followed by a relatively small number of contributions (below 5) each
year until 2004, as revealed in Figure 4. By 2005, published number of articles
per year reaches up to 10. Although there is a decrease in publications in 2006,
articles per year never fall under five after the year 2006. Most published year
about the role of digital media in IMC is 2014.
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Figure 4. Number of articles per year

Distribution of countries that have been the subject of research reveals
that the majority of studies (n 23) investigates US subjects (i.e: consumers,
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organizations, professionals, websites, brand tweets, Facebook pages etc.), as
shown in Figure 5. In terms of countries researched per year, there are no dig-
ital-related articles on other countries until 2002. After 2002, a consistency in
international articles is observed; however, out of 135 articles in the sample,
only 18 articles are based on comparative studies in-between countries. Out
of these international studies, 17 of these also include US as subjects of study,
with the exception of a study on websites of firms that operate both in Poland
and the Czech Republic (Okazaki & Skapa, 2008). The general overview of
digital-related IMC literature also reveals the lack of investigation on digital
perspectives and implementations of IMC in developing countries. Academic
studies to be conducted in developing countries or drawing upon similarities
and differences between countries of different cultures would be beneficial for
the heterogeneity, diversity and quality of research.
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Figure 5. Number of articles per countries

In terms of digital media vehicles that are investigated in studies, it was
found out that websites are still channels of interest for IMC research even
though websites have a long history of Internet-related presence in relation to
other digital vehicles or platforms of today. Since websites have transformed
into an Internet platform which provides users with more than an informative
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brochure (in terms of design, technical and infrastructural features), they have
become updated with dialogic (Taylor, Kent & White, 2001; Grove, Dorsch &
Carlson, 2015) and interactive features (Van Noort, Voorveld & van Reijmers-
dal, 2012; Palla, Tsiotsou & Zotos, 2013) as well as maintaining integration
with newer platforms through social media adoption (Uzunoglu & Kip, 2014).
Thus, it is safe to say that websites are still a significant tool in IMC practice and
research. Websites as digital media vehicles have been examined in digital-re-
lated IMC articles 45 times in 135 articles in total, followed by the general use
of Internet by 15 times. Researchers have started to approach social media and
particularly Facebook for subjects of study in recent years, with a number of 14
times and nine times respectively. However, newer platforms such as Periscope
and Vine have not been investigated and some popular tools are never even
mentioned in the scope of existing IMC literature that covers digital issues.
The analysis revealed very little research focus on social media and there ex-
ists a huge potential among social media vehicles yet to be discovered with an
academic and scientific approach. The reason for high frequency of studies on
websites compared to social media might be rooted in the fact that websites are
relatively more stable in the viewpoint of data collection. As social media has
a constant flow of information by its nature, the data collection from this envi-
ronment is much harder than other media. Furthermore, as mature technologies
for retrieving retrospective data on new social media platforms are not adopted
within research methodology, scholars might have a tendency towards conduct-
ing studies on more settled platforms. In fact, when a new digital media tool
emerges, certain time is needed to gather data and also to observe whether the
tool will actually be embraced by a wide audience or not. Because of this reason,
latest digital media tools are not considered as topics of research instantly by
scholars. Moreover, the long-drawn-out process of getting a research published
in an academic journal decelerates the visibility of studies since reviewing also
needs time and high attention by fellow scholars. This reason might also inter-
fere with the quick appearance of latest developments and newest technologies
in research articles. Thus, academia needs to adapt to the pace of digital media
by employing new systems in the process of both reviewing and data gathering.

As shown in Figures 2 and 3, there is an increasing trend in conducting
empirical research in terms of orientation and quantitative research in terms of
approach. Among articles which mention the use of a research method, ones that
have adopted a mixed approach have single frequencies in only seven years in
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the sample; constituting only 5% of 135 articles in total. The increasing trend in
empirical and quantitative research can be associated with an inclination towards
utilizing data collection by the means of e-mail questionnaires, web surveys, pan-
el web sites and such (Wilson & Laskey, 2003) as online surveying tools and
software have been developed in recent years. Similarly, web analytics tools for
collection, measurement, analysis and reporting for the means of understanding
the impact and effectiveness of web pages on Internet users are frequently em-
ployed in market research. However, interpreting the metrics of web behavior
and supporting the acquired data by qualitative evidence improves the quality of
research, as researchers can benefit from “enjoying the rewards of both numbers
and words” (Glesne & Peshkin, 1992: 8). As the controversy around employing a
singular approach is dismissed and mixed approach gained a high value (Leech,
Dellinger, Brannagan & Tanaka, 2010), digital-related IMC research as a dynam-
ic field grounded on human-computer interaction would reap the benefits of gain-
ing balance in qualitative and quantitative approaches.

With regard to sampling, the most frequently occurring pattern is the use
of student samples. While the most commonly researched units were consum-
ers with 60 articles out of 135 (44%), 20 articles have sampled high school,
undergraduate or graduate students as consumers. As previous research on rel-
evant fields of communication have also revealed, this is a common occurrence
in academic studies (Cho & Khang, 2006; Kim et al. 2014). For scholars, stu-
dents present an opportunity for convenience sampling and a possibly higher
response rate. While there are persisting issues of validity and generalizability
of student samples (Henry, 2008) as consumers, in the case of digital-related
IMC research, it can be justified with the fact that students have a high rep-
resentation due to their age group, which naturally falls under “digital natives”.
Another observed issue related with sampling is the lack of sample diversity
while studying business environment. On one hand, while corporations are fre-
quent units of analysis, small and medium-sized enterprises (SMEs) have been
rarely analyzed (n 2). For instance, as SMEs have the potential to benefit from
the adoption of social media networks and strategies in terms of conducting
both internal and external relations (Zeiller & Schauer, 2011; Meske & Stieg-
litz, 2013; Michaelidou, Siamagka & Christodoulides, 2011), contributing to
digital-related IMC literature by investigations of challenges and opportunities
for SMEs would be valuable in terms of their managerial and academic impli-
cations. On the other hand, many studies have disregarded employees within
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the multiplicity of stakeholders and as units of analysis. Only 3% of the articles
have investigated employees in terms of their attitudes and behavior towards
web-related technologies. Similarly, only 4% of total articles have employed
an approach towards including multiple units of analysis by investigating both
consumers and professionals. In fact, as contemporary perspectives of IMC
focus upon the interaction between all actors involved in the communicative
process, exploring profound relationships and illuminating the exchange of dia-
logue between consumers and marketing professionals in this digital age would
provide invaluable contributions to the managerial knowledge as well as aca-
demic literature. Preferably, academic studies on digital-related IMC literature
should bridge academia and professional life so that the burning question of
whether there always will be a gap between theory and practice could be elimi-
nated by the mutual support and balance of IMC theories and implementations.
As David Edelman, co-lead of McKinsey Digital’s Marketing and Sales team
argues, digital marketing communications are “more than new channels, it is a
new perspective” (Kaufman & Horton, 2014: XIII). In that sense, the phenome-
non of digital media should be treated with special care, by employing multiple
research methods and supporting research objectives through multiple view-

points and units of analysis, as well as generating new theories (Kerr, Schultz,
Kitchen, Mulhern & Beede, 2015).

LIMITATIONS AND FUTURE RESEARCH

This study serves as an extensive assessment of trends in the literature
by delivering an empirical outlook of digital media research in IMC over the
past two decades. Although this study of digital-related IMC research is com-
prehensive in its timeframe, volume, and term coverage, it has methodological
limitations. Data analysis and reporting were restricted to articles published in
journals indexed in Web of Science database and articles from Journal of Mar-
keting Communications as a specialty journal. Therefore, the sample does not
account for other contributions made to the literature in other journals, confer-
ence proceedings, or other scholarly publications. Even though the authors had
access to extensive databases of two universities in Turkey, they were not able
to reach full texts of articles published in International Journal of Integrated
Marketing Communications; another specialty journal that was intended to be
included in the sample.
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As mentioned in the methodology section, quality assessment of articles
in terms of citations the articles have acquired is recommended in systematic
review (Walker, 2010). However, as the final sample of articles in this study
resulted in 135 articles due to the evaluation of digital and non-digital articles,
number of citations for an article was not taken into consideration as a method
for reducing the sample size by the authors.

Another limitation of the study is that three articles could not be scanned by
text mining method since they were in pictorial format. This study offers findings
and results on articles which mention digital media in IMC; however, the analysis
does not include articles which touch upon marketing communications mix ele-
ments such as advertising, public relations, direct marketing, and personal selling.
Future studies may explore keywords or terms related specifically with elements
of marketing communications mix and analyze data in a wider sample.

In order to keep up with the latest trends in digital media, professional
magazines in the field such as Advertising Age and Campaign can be analyzed
with similar methods employed in this study. More studies bridging profes-
sionals and scholars should be encouraged in digital media to include latest de-
velopments in the academic field. Data sharing of professionals with scholarly
outlets can support the increase of qualified scientific research.

New technologies and latest developments in digital media necessitate
the reinterpretation of previously offered theories and methodologies which are
consistent with the nature of digital media. Thus, availability and ease of access
to big data would enable scholars to design and conduct cutting-edge, technol-
ogy-driven studies; resulting in the development of new theories, constructs
and frameworks of the future. Interdisciplinary studies of IMC with other fields
such as psychology, information technologies, software engineering and com-
puter engineering can help leverage research in this area and extend existing
theories and methodologies.
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Abstract

Ethnographic film is focussed on a specific culture and it intends to describe the culture
and the related appearances. The aim of this study is to describe what ethnographic documen-
tary means and to announce that an ethnographic documentary film describes the culture.
Firstly, ideas about ethnographic film are referred in this study. The qualifications and genres of
the documentary film are taken and the ethnographic documentary film is considered as a genre
that contains describing and also representing the culture. Karl G. Heider sets the framework of
ethnographic films so Heider’s criterias will be used for analysing the study samples. Samples
of ethnographic films are analysed and brought out the structure of these samples in describing
culture that it mentioned from all around the world for the last ten years. The importance of this
study is that such a study has rarely been occured in the field.

Keywords: Ethnographic film, Ethnographic documentary film, Describing the culture
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ETHNOGRAPHIC DOCUMENTARY IN DESCRIBING THE
CULTURE

INTRODUCTION

A documentary, by its very structure and function, records reality as it is.
Within a social context, however, the documentary serves to shed light on a so-
ciety’s past and to enlighten the future by recording a society’s present standing.
In effect, a documentary functions as the memory of societies, as it covers their
past, present and future.

Ethnographic documentaries transmit the culture it adopts as a subject
using the methods and techniques specific to the ethnography discipline and to
the features of documentary film. The concept of culture includes all of a socie-
ty’s material and spiritual elements, such as their lifestyle, way of thinking, etc.
Ethnographic documentaries are tools that transmit these elements and as such
they have a crucial function insofar as they record a society’s, a community’s or
a group’s culture and passes it on to future generations.

The word ethnography, derived from the integration of the Greek words
“ethno” (meaning a tribe, family or nation) and “graphos” (meaning writing),
refers to a written report regarding a community. Its Turkish equivalent is “bu-
dunbetim”. These writings have been sources of information on cultures and
societies for a long time; in recent years, researchers from the fields of social
sciences and communications have begun to apply the practice of ethnogra-
phy to communication studies. Ethnographic research focuses on the question,
“What culture does a given group of people have?” This indicates that ethnog-
raphy is centered on the idea of culture. The operative hypothesis governing
ethnographic research is that every human group that coexists for a certain pe-
riod of time develops a culture (Mutlu, 2004: 193).

The aim of this study is to describe the meaning of an ethnographic doc-
umentary and to show how an ethnographic documentary film describes the
culture. The qualifications and genres of documentary film are presented, with
a focus on how the ethnographic documentary film in particular is a genre that
describes and also represents the culture. As Karl G. Heider has set the frame-
work for ethnographic films, his criteria will be used for analyzing the selected
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samples, which have attracted widespread attention throughout the world over
the last ten years. In this analysis, the structure of these samples in describing
culture will be identified.

Ethnographic Film

Jay Ruby, one of the most important names in anthropology, published a
manifesto that defines ethnographic film, primarily through an anthropological
perspective. According to Ruby, ethnographic film is an artistic action that can
serve the purposes of anthropology. Ethnographic films, however, do not trans-
mit ethnographic information through illustration, but rather are produced by
professional film directors who have little or no knowledge of anthropology, or
by anthropologists who simply follow the dictums of scientific realism, without
adding much in the way of their own thoughts. The following lists the features
necessary for cinematic productions to transmit the purposes of anthropology:

1. Ethnographic cinema (EC) should be directed by sociocultural anthro-
pologists with an academic background or career. EC can only result
from ethnographic research, which includes professional academic
discourse, conducted by educated ethnologists. EC should be an ex-
tension of studies carried out by anthropologists, intellectuals and re-
searchers.

2. EC should be demonstrably anti-realist and anti-positivist, kept sepa-
rate from the rules of scientific realism and utilize all fiction or non-fic-
tion cinematic forms.

3. EC should strive to increase the power of agency of those viewed by
using techniques such as polyphony and should accept the moral sig-
nificance of authorship when attempting to decenter the authority of
the producer.

4. EC should view the limits of visual media as a sign of anthropologic
expression.

5. Ifit can achieve, EC will at first confuse the audience. Therefore, it is
important that the producers be aware of this and to help the audience
understand.
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6. IfEC should avoid commercial restrictions, it should have low produc-
tion values, budgets and costs. EC does not yield economic profits. In
other words, no one can earn their living from producing EC, as the job
solely involves the researcher wishing to communicate with academic
knowledge.

7. EC should avoid the economic dictums placed on them by agencies that
accept popularly accessible products put out by public and state televi-
sions, and by the distribution companies that release the income-gen-
erating works. New financial resources and distribution opportunities
should be created.

8. EC accepts that still there is an insufficient number of existing film
festivals and other projection centers are still insufficient. New venues,
where, in addition to the showing of the documentary, the discussions
arising from these studies in anthropological discourse can take place,
should be sought (Ruby, 2005: 79-80).

Ethnographic film should be evaluated in terms of its relationship with
ethnography, a scientific initiative. As films about humans can be referred to
as ethnographic films, even those films whose primary subject is humans, but
which show clouds or lizards, for example, nonetheless provide some informa-
tion on a culture and its members, such as how people describe things, who uses
these things, or how they use these things. Films that include only a few ethno-
graphic elements still have the ability to establish significant connections with
an ethnologist. The most important feature of ethnographic films is the extent to
which they are able to be produced with an ethnographic understanding. Lim-
iting the definition of ethnography to several words is problematic; therefore, it
is best to analyze its features as they relate to the understanding of making an
ethnographic film. First of all, the term ethnography can generally be defined as
the detailed description and analysis of human behavior based on a long-term
observation study (Heider, 1976: 6).

It is important to note that the images of the culture in question should

not be described using verbal materials, but instead should be observed and
recorded within the society they exist.
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ETHNOGRAPHIC DOCUMENTARY

Ethnographic documentaries generally use the essential elements character-
izing the conceptions of documentary and ethnography. In other words, they record
the ‘human’ area using the documentary principle of recording the ‘existing’.

In observational studies, where fields or areas of life are recorded, docu-
mentation can be made through participatory observation, interviews and other
research methods offered by the social sciences. Ethnographic documentaries
are produced by recording the life and the existing things in a certain place. The
ethnographic characteristic of ethnographic documentaries becomes apparent at
the point where it covers a given culture in question and its visible and invisible
aspects, and uses the study principles prescribed by ethnography. Documentary
directors start their work by taking into consideration the principles governing
the production and content of documentaries. This indicates that ethnographic
documentaries consist of many components beyond that of simply recording
the culture in question.

The definition of ethnographic film also serves as the description of eth-
nographic documentaries, since ethnographic films, as discussed in the litera-
ture, are synonymous with ethnographic documentaries. One important distinc-
tion needs to be noted here however; that is, ethnographic documentaries are
based on the ethnographic film’s principle of describing the culture in question,
including all of its elements, and thereby adopts the documentary mentality. A
film should meet certain primary criteria in order for it to be defined as an eth-
nographic documentary:

1. The film should have an ethnographic character, which means the ma-
terial used belongs to a culture, social structure or group.

2. All kinds of humanitarian elements should be transmitted by using sci-
entific techniques and methods within a social or cultural context.

3. The film should aim to identify the existing life being studied on the
basis of documents.

4. Ethnographic documentaries should not ignore film aesthetics, since
documentaries function as both a recorder and a film. Otherwise stated,
ethnographic documentaries should record the truth in such a way that
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it best reflects the natural character of a subject to the extent allowed
by documentaries.

Heider (1976) described ethnographic film as film that reflects an ethno-
graphic understanding. But ethnographic film means more than just ethnography
plus film, rather it combines the characteristics of documentary and ethnography.
The following lays out the process involved in creating an ethnographic film:

* Once the decision has been made to produce an ethnographic docu-
mentary, the director, producer, cameraman, director of cinematog-
raphy, sound operators, lighting technicians, editing operators, script
writer, transportation team, catering team, etc. all must be selected be-
fore the preparation begins. Teams must then be assembled and equip-
ment procured.

* An ethnographic documentary should begin by centering on what it
wants to tell; in other words, deciding on the subject. The preliminary
research starts immediately after deciding what will be told. Any in-
formation about the culture in question is analyzed in detail. A search
should be conducted for sources that express different points of view
on the culture in question, as this will enrich the subject.

* The locations where the shootings will be made should be determined
according to the preliminary research conducted to acquire informa-
tion on the culture in question and its elements. This determination
of location is essentially a decision about the platforms on which the
shootings will be made, since documentary films do not involve the
creation of scenarios.

 Before starting the shootings, ethnographic analyses should be carried
out. Answers to the questions of What? How much? For what? and
How? should be known, as these answers will facilitate the develop-
ment of a framework for the ethnography of the culture in question.

* The ethnographic framework for the documentary is drawn up by using
ethnographic research methods. Various methods are used to under-
stand, describe and transmit a culture, such as performing interviews
with members of that culture, distributing questionnaires to them and
observing through participation in an existing group or community.
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Along with the visual elements, verbal elements of that culture are also
recorded by taking stock of the oral history and testimony of the people
and by bringing the past to light.

* These elements are recorded by taking into account the events, situ-
ations, spaces and entire living area of the community to be filmed,
as well as the elements constituting this space; that is, the traditions,
customs, religious rituals, clothes, foods and beverages, marriage rites,
family structure, child rearing practices, death rituals, language, arts,
economic life, daily life, habits, behaviors, institutions, organizations
and visions of the past and future, etc., without trying to “tell everything
about everything” as Heider warned.

* After the shootings are completed, the next step is to perform the required
fictional processes, as ethnographic documentaries use the language of
film, without compromising the characteristics of a documentary.

+ After all main and intermediary processes are duly fulfilled, the ethno-
graphic documentary waits for its audiences, who will have the opportu-
nity to behold the visual ethnographic film language (Heider, 1976: 8).

Ethnographic documentaries unite ethnography, or ethnographic film lan-
guage, with documentary. While it basically functions as a documentary, the
ethnographic documentary also has the added task of re-presenting an ethnic
structure, group, community, or society as is, through its own reality.

The history of ethnographic film, in addition to being part of the history
of documentary and non-fiction films, falls under the history of cinematogra-
phy. Ethnography emerged together with the film in the 19th century, and they
reached their maturity in the 1920s. However, effective systematic cooperation
was never established between ethnography and film until the 1960s. The ear-
lier acceptances of ethnography had little effect on film and ethnography. It
wasn’t until later years, in the 1960s and beyond, that developments began to
be seen in the United States of America, France and Australia, and on a slightly
lower scale, in England. Countries with strictly academic fields of anthropology
and a successful film industry, such as Japan, India, and Sweden, did not make
significant contributions to ethnographic film. Even Germany, despite hous-
ing the Encyclopaedia Cinematographica archive, did not make any significant
contributions to these developments. For the first 40 years of ethnographic film,
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major contributions came largely from those outside the film industry or anthro-
pology (Heider, 1976: 16).

If a culture or community is documented through film or photographs, it
is important that certain steps be taken. First, all kinds of written or visual data
about that culture should be accessed and analyzed for visual documentation.
The people who will produce the documentary or ethnological study should
meet and spend time with the community or group in question; in other words,
they should engage in participatory observation (Susar, 2004: 146-147).

In an ethnographic documentary, the cameraman and ethnologist - if s/
he will be involved in the production of the film - should work in coordination
with each other. The cameraman is responsible for transferring the documen-
tary characteristics of the film, while the ethnologist is tasked with transferring
its ethnographic characteristics. Walter Dostal grouped the relationships into
three steps:

* A —The status of the cameraman and ethnologist within the said com-
munity.

* B —The origin of the socio-cultural identity of the native assistant (so-
cio-cultural status)

* C — Mutual relationships; the following should be analyzed more
closely and in detail at this step:

1- Coordination of the ethnologist and cameraman,
2- Coordination of the ethnologist and native assistant

3- Coordination of the cameraman and native assistant (Aydin, Kay-
han, 1979: 86).

The functions of ethnographic film are divided into three categories: cul-
tural documentation as ethnographic research, anthropological film for education,
and cultural drama film for public consumption and profit. Such variety can make
it difficult to bring these types of film into focus. (Balik¢i, 1988: 32). Can all of
these categories include ethnographic integrity? Putting the criticisms aside, it
can be said that ethnographic films include an ethnographic understanding as the
driving force. Steps based on securing reality and naturalism are taken throughout
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the discipline of visual anthropology. Film research methods require responsibili-
ty and the generation of images that are able to be researched. In short, all spaces
should be kept completely intact, in proper temporal order, and based on a con-
textual relationship. If this order is seriously disrupted, ethnographic integrity will
also be seriously damaged (Collier, 1988: 85-86).

Karl G. Heider developed a comprehensive schema to show the char-
acteristics of ethnographic film, stating “All films that define themselves as
ethnographic films have a number of common characteristics. Each character-
istic carries a unique value that makes a film either less or more ethnographic
compared to another film. The “ethnographicity” of a film is assessed according
to the application of each of these defining characteristics, the results of which
make some films more ethnographic than other films” (1976: 46). The criteria
that provide the ‘ethnographic basis’ have been put forward by Heider. These
criteria are laid out in a table, where the presence of a stronger ethnographic
basis is indicated by a movement from left to right on the table, and determine
the framework defining the status of ‘being ethnographic’ for documentaries
(Ethnographic Basis, see Table 1).

AIM AND METHODOLOGY

The primary aim of this study is to describe today’s ethnographic documen-
tary. Analyses were conducted in terms of the degree to which the characteristics
advanced by Karl G. Heider (1976) to define ethnographic film were consistent
with ‘being ethnographic’. Applying the descriptive method, the study analyzes
films produced by students in the Culture and Media program at New York Uni-
versity’s Department of Anthropology. Various documentaries are included in the
category of ethnographic film, but for this study, only ethnographic documenta-
ries in particular formed the study population. From this population, documen-
taries that centered on culture and cultural elements, specifically those that focus
on the transference of culture and cultural elements, were selected for the study
sample. The governing approach to this study was based on studies describing
culture which had been published in the last ten years.

It was decided that the samples of this study be selected from the doc-
umentary films produced, directed, and shot by students in the Culture and
Media program at New York University’s Department of Anthropology on the
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grounds that the students’ goal was to create ethnographic documentary films
that integrated the tenets of anthropology and documentary. The students pro-
duced the documentaries as part of the year-long seminar on ethnographic doc-
umentary video production, the capstone of the Culture and Media program.
The first portion of the course is dedicated to instruction, exercises, and reading
to familiarize students with the fundamentals of video production and their ap-
plication to a broad conception of ethnographic and documentary approaches
(Ethnographic Documentary Film, 2016).

The sample ethnographic films, which have attracted world-wide attention
over the last ten years, were examined, and their structures, as they relate to de-
scribing culture, were analyzed. Below, a brief description of the samples is pro-
vided in order of time, from 2006 to 2016, along with the names of the directors:

2006

Nothing to Lose (by Robert Chang): This film introduces viewers to a
group of fat New Yorkers who are trying to make The Big Apple a better place
for people of all shapes and sizes. “I’'m on Strike Because...” (by Steve Fletch-
er): This film gives an accurate description of the reasons workers go on strike,
using a nuanced, complex style. I Found This Tape (by Christopher Fraga): This
film is about Brian Belott, an artist working in New York, and describes the id-
iosyncratic motivation, nurtured since his youth, that has been behind the labor
and the passion he has invested in “finding” art. Taming the Gaze (by Sorayya
Kassamali): This filmic meditation on the Bronx Zoo examines our conven-
tional ways of seeing exotic, endangered animals in artificially created habitats.
The Professor (by Jason Price): This film is about Professor David Kpormak-
por, who served as interim President of Liberia during its disastrous civil war.
Mamun’s Hot Dogs (by Damien Stankiewicz): This film follows Mamun, a
hot dog vendor and recent Bangladeshi immigrant. At the Bottom of the Deep
Blue Sea (by April Strickland): This film follows a group of experienced scuba
divers as they navigate through the pleasures and dangers of their craft. Dream
Theater (by Andrew Ventimigilia): This film follows a community as they dis-
cuss, perform, honor and pursue their dreams. Costume Play (by Ray Vichot):
This film, which introduces audiences to Cosplay (or “costume play”), a vital
activity in the world of Japanese animation fandom, follows Jose Rivera from
Brooklyn to Washington D.C.
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2007

Smoke Screen (by Wazhmah Osman ): This film sets out to find the sto-
ries and life circumstances of people who have been burnt out of their homes
and in the process introduces the community groups who have come together
to challenge the larger forces that are changing their cityscape. Great Aunt Glo-
ria (by Sabra Thorner): This film explores how memories of the past inform pres-
ent understandings of ourselves and our loved ones. Heart and Skull (by Lauren
Kogen ): This shows that optimism and imagination are essential survival tools
for independent artists. Arpa Viajera (by Orlando Lara): This film is about the
performances staged in the subways and on the city streets of New York City.
Eau de Parfume (by Sara Rashkin ): This film seeks to change the way you see
that little bottle of perfume on the counter.

2008

Henington Press (by Neal Solon): This film focuses on a family business
that opened in 1912, and shows how the technology it employs is on the verge
of disappearing. Grannies against the War (by Nina Krstic): A group of elderly
women explore what it means to be anti-war activists in present-day America.
Mystery Shop (by Anoosh Tertzakian): A film about what a neighborhood can’t
live without. Singer with the Band (by Heather Weyrick): This film explores
what television can teach us about diversity and what it is like to be a perform-
er with a developmental disability. No Such Thing as a Free Lunch (by Tate
LeFevre): Freegans, a group of anti-capitalist, anti-consumerist activists—best
known for eating food found in the garbage—struggle to represent themselves
and their mission in the mainstream media. My Mom’s Name is Jean (by Myles
David Jewell): A film about the efforts it takes to survive in life.

2009

Separation Anxiety (by Alison Cool): An exploration into the secret world
of twins, where jealousy and self-consciousness compete with the strange com-
fort of never being alone. Fashioning Faith (by Yasmin Moll): This film focuses
on Muslim clothing designers in New York City. Local Celebrity (by Geoff
Agnor): This film follows a few public characters on Church Avenue, the heart
of Kensington. The Brothers of Kappa Pi (by Roberto Reyes Ang): The story of
a fraternity based in Queens, New York.
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2010

The Beloved Witness (by Dwaipayan Banerjee): This film looks back at
Shahid’s life in exile in America. Citizenship Archive (by Eugenia Kisin): This
film explores the question of what the colonial archive remembers — and what
it forgets. Tonto Plays Himself (by Jacob Floyd): While researching American
Indian actors in Depression-era Hollywood, aspiring Native filmmaker Jacob
Floyd finds a surprising and unknown personal connection to a strange footnote
in Hollywood history. Sweet Clover, a homecoming (by Jen Heuson): This film
unravels the landscapes of memory, nostalgia, and imagination. First Voices
(by Amalia Cordova): This film highlights Tiokasin’s efforts to build awareness
of the Native experience through media and art. Buggin’ Out (by Jamie Berthe):
This film looks at bug infestation and embarks upon a quest for answers about
one of Mother Nature’s most formidable and resilient foes.

2011

You, As Seen on TV (by Eva Hageman): This film offers a be-
hind-the-scenes look at the making of characters in reality televi-
sion. Russia Will Pay for My Funeral: The Lives of Irina Shmeleva
(by Joe Crescente): Explores the life of a Soviet celebrity actress as she ne-
gotiates her transition from honored film actress in Moscow to small business
owner in New York City. Shaan Mutiyaaran Di Bhangra Club: The Pride of
Women (by Wenrui Chen): This film introduces audiences to Bhangra, a North
Indian folk dance traditionally done by men.

2012

Childs Pose: Yoga in a NYC Public School (by Rowena Potts): This ex-
plores the experiences of several children as they engage in the physical and emo-
tional practice of yoga, both on and off the mat. More than a Face in the Crowd
(by Sami Chan): This film reveals a larger, untold story of Asian American actors
and extras in Hollywood. The Skin that Burns (by Narges Bajoghli): Tells the
story of Iran’s volunteer soldiers, who were exposed to chemical bombs during
the Iran-Iraq War (1980-88). On The Cusp, Off the Cuff (by Nate Dern): This film
explores the motivations and dreams of five comedy hopefuls while providing an
insider’s look into the exclusive New York City improv community.
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2013

Don't Take Advice From Hank Williams (by D. L. Barron): This film fol-
lows the organizing efforts of Karen Pittelman and the emergent ‘Queer Country’
music scene in Brooklyn, New York. Doing the Sheep Good (by Teresa Mon-
toya): This film charts the homecoming of films and photographs as Navajo res-
idents plan the very first community screening in over 46 years. Role Play (by
Christopher Baum): This short film highlights how his kinky skills prove to be
an ongoing source of inspiration and opportunity, as well as professional tension.
Singing Jade (by Bing Wang): This film invites viewers to ponder what it means
to grow old as an immigrant and as an artist, with the youthful, musical “jade.”

2014

Brooklyn Slice (by Anna Green): This film paints a portrait of a small,
rapidly changing section of Brooklyn. The Cancer Mirror (by Sophie Tuttle-
man): Sophie Tuttleman reflects on her mother’s battle with terminal brain can-
cer. Ni Aqui, Ni Alla (Neither Here, Nor There) (by Gabriela Bortolamedi): An
undocumented young woman from Mexico navigates the challenges of college
as her parents struggle to make ends meet and to support her in the pursuit
of her dreams. 4 Correspondence (by Leili Sreberny-Mohammadi): This film
brings to life the year-long correspondence between the filmmaker’s grand-
parents during the post-war years. Cast in India (by Natasha Suresh Raheja):
This short film is a glimpse of the working lives of the men behind the man-
hole covers in New York City. Living Quechua (by Christine Mladic Janney): A
migration story. The Regulars (by Zoe Graham): This films looks at The Man-
hattan Three Decker diner, which has been a favorite neighborhood eatery for
sixty years. Food for the Gods (by Scott Alves Barton): Sacred leaves and food
are essential to many Afro-Brazilian religious practices. This film examines the
rituals observed for the food dedicated to a deity. Player 1, Player 2: Gamers
in Love (by Lina M. De Jesus Golderos): This film explores the relationship
between couples.

2015

Jimena (by Ximena Amescua Cuenca): This film follows ‘modern’ and
‘traditional” medicinal practices. One Man's Trash (by Kelly Adams): A sto-
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ry of one character’s path in life collecting various items. His tale encourages
viewers to see the things they encounter in daily life in a new light. Raise and
Remember: A Father s Survival Story (by Katie Leary): This film explores what
survival means for this Staten Island father, whose personal memories are part
of U.S. History. What Remains (by Lee Douglas): This film follows anthropolo-
gists Julian Garcia and Jorge Moreno as they track one family’s attempt to piece
together the effects of political violence. The Ladies (by Tyler Zoanni): This
observational short offers an evocative portrait of “the ladies” and the work that
brings them together.

2016

Thiaroye by the Sea (by Devin Thomas): Amidst the urban chaos of Da-
kar--Senegal’s urban capital--one young woman struggles to find her voice.
The Bearden Project (by Chloe Gbai): This film explores the reasons behind the
lack of African-American artists on gallery walls. Island to Island (by Jacque-
line Hazen): The members of the Hawaiian diaspora community are integrat-
ing oli into the sounds of the island of Manhattan. Shash Jaa’: Bears Ears (by
Angelo Baca): This film explores Shéash Jaa’ (Bears Ears), which encompasses
1.9 million acres of southeastern Utah wilderness, sacred lands to local Native
American tribes. Archives of Extinction (by Alyse Takayesu): This documen-
tary evokes questions about de-animating and re-animating forms of life and
discusses the human role in disassembling and reassembling past and future
ecologies. The Part of Us that Belongs to God (by Joseph Livesey): The Part of
Us that Belongs to God provides an observational portrait of a typical Monday
service at Tianfu United Methodist, offering a window into Chinese culture.
Grounded (by Neta Alexander): This documentary focuses on a Digital Detox
weekend retreat in Marble Falls, Texas, where 147 participants re-live their
childhood summer camp experience at “Camp Grounded”. The Love Industry
(by Matt Cusimano): This film focuses on how love is constructed in the digital
World (Ethnographic Documentary Films, 2016).

FINDINGS

The films included in the study sample were analyzed in Karl G. Heider’s
light of criteria of “Ethnographic Basis,” “Connection with Written Materials,” “All
Actions,” “All Bodies,” “Assessment of Explanations and Interventions,” “Basic

171



Technical Competence,” “Sound Appropriateness,” “Expression Appropriateness,”
“Ethnographic Existence,” “Contextuality,” “All Humans,” “Intervention in Film
Production: Intervention in Time / Intervention in Continuity,” “Unintentional In-
tervention in Behavior,” and “Intentional Intervention in Behavior.”

Although they show some structural and linguistic differences compared
to the first examples of ethnographic film, the main purpose of these documen-
tary films is to be ethnographic. Today, there are a variety of subjects that cov-
er all kinds of elements of cultural formation. In ethnographic documentaries,
in addition to explanatory sources and written materials, witness testimonies
are generally preferred to establish connection with the culture being studied.
Careful attention must be given to describing all actions and parties within their
own context. The sample films used in this study all have the basic technical
competence, in terms of sound, image, and expression, as well as the requisite
structures that allow intervention in time and continuity, since the samples are
short-term productions. It was also very apparent in the selected samples that
the directors were aware that they should in no way intervene in the behaviors
expressed by the characters in the film.

Although all of the documentaries in this study featured different forms
and contents, they are nonetheless able to be gathered under the roof of ethnog-
raphy. Furthermore, despite their different structures, they all served the same
purpose of describing the culture they were addressing. Lastly, not all of the
samples showed the same ethnographic intensity, as indicated by being closer
to the right on the ethnographicity criteria table (Table 1).

DISCUSSION AND CONCLUSION

Ethnographic documentaries transmit the culture it addresses. This study
has aimed to define ethnographic documentaries using samples that best em-
bodied their true essence. In the analysis of these sample documentaries, it was
found that these ethnographic documentaries transmit the culture they address
with an ethnographic understanding. As part of the aim to provide a definition
of ethnographic documentaries, the culture-transmitting characteristics were
identified and the data was concretized. These sample documentaries, whose
stated aim was to describe the culture they were addressing, were found to have
the basic characteristics of ethnographic documentaries and thereby serve as
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examples of what an ethnographic documentary should be in terms of it various
characteristics.

It should be noted that numerous cultural elements are described in dif-
ferent ways, depending on the discipline through which they are being defined.
The level of ethnographicity of the documentaries produced with the aim of
being ethnographic is the subject for a different debate; nonetheless the funda-
mental principle is to have an ethnographic understanding. Analyzing the stud-
ies in the literature in the light of Karl G. Heider’s criteria will help to provide
a holistic perspective in future research.
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TABLES

Table I: Ethnographic Basis (Heider, 1976)

Unaware of ethnog-

Formed with a

Ethnographic Basis raph deep ethnographic
phy understanding

. . . Slightly con- Well-integrated with
ggnﬁl/[eaigggl:vlth Writ- No materials exist nected mate- the published ma-

rials terials
All Actions Fragmentary, incom- Beginnings, crucial
plete actions points and ends.
Extremely fragmented
All Bodies bodies, fragmentary All required bodies
shoulder shots
Assessment of Explana- | I the film or Image . .
tions and Interventions | No information exist Aslight attempt | Sufficient
Basic Technical
Insufficient Reasonable Great quality
Competence sufficiency
Inappropriate sound Restrained nar- Simultaneous natu-
Sound Appropriateness | (e.g. orchestra music, ration ral sound
slow narration)

. Clarified in the most
Expression Irrelevant, unnecessary, appropriate way
Appropriateness bombastic and relevant to the

images
) . Ethnologist shown
Ethnographic Existence of an ethnol- Sg?ﬁggfogs ¢ forming interaction
Existence ogist ignored . and collecting infor-
mentioned mation
Contextuality Isolated behaviors Contextualized Complete contextu-
out of context gestures ality
Unknown identity Developing a sense
All Humans masses of individuality
Intervention in Film Temporal order
Production:
o re-arranged . Real time
Intervention in Time . Shortened time
o . Simple order mostly Real, protected order
Intervention in Conti- established out of
nuity shootings of real events
gg;ﬁfgg;ﬂé?tewen' The highest level Restrained The lowest level
Intentional Intervention The highest level Restrained The lowest level

in Behavior
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Abstract

In the markets nowadays, the range of product and service presented by too many busi-
nesses cause the consumers to waver at the purchase phase. And this indecision causes the
consumers to face much independent and objective information sources. The consumers gather
information from the sources available in their surroundings about the product and service
and consider the information they gathered as word of mouth to be much reliable compared to
other sources.

The main purpose of this study is the term word of mouth communication that we as-
sumed to be poorly studied and to emphasize how important that case is for the health insti-
tutions. Other purposes of this study are determining if the word of mouth communication is
effective for the consumers to choose their hospital and who and which factors are the ones to
affect the preference of health institution, have been tried to sort out. Literature review has been
carried out in the study about the consumer behaviors and word of mouth connection. The pub-
lic survey has been carried out with 500 people selected incidentally in the province Diyarbakir,
at the date 2013 December. The obtained data has been analyzed, tabulated and interpreted by
means of SPSS 16 programme.

Keywords: Consumer Behavior, Word of Mouth Communication, Word of Mouth
Spreading.

*This study is summary of the revised master s thesis “Effect of Word of Mouth Commu-
nication on Consumers’Hospital Selection” which was prepared in the counseling of Ass. Prof.
Imran ASLAN at Social Sciences Institute of Selcuk University.
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EFFECT OF WORD OF MOUTH COMMUNICATION ON
CONSUMERS’ HOSPITAL SELECTION

INTRODUCTION

Today’s conditions of competition are making more difficult to reach con-
sumers for the firms day by day. Many firms try to make large number of con-
sumers their customers. Because of this, consumers are exposed to thousands of
marketing communication messages; and it is possible to see this kind of mes-
sages in every place where consumers exist (Islamoglu and Altunisik, 2008:
279). Strategic problems like finding the ways to take consumers attention; per-
suade consumers to accept and use products or services; seek new customers
and create customer loyalty are increasing their importance for the business-
es which desire to reach consumers who are exposed to intensive commercial
message bombardment (Lin et al, 2003:443). Word of Mouth communication is
seen as a significant tool to shine out among numerous complicated messages
which consumers are exposed to. Word of mouth is a credible open-ended com-
munication, which is used by individuals to share their experiences about the
products informally (Westbrook, 1987: 261) without any commercial concern
(Zoral and Yiicebas, 2010: 2). Word of mouth communication is known as a
power, which increases customer loyalty; decreases customers’ sense of uncer-
tainty or risk; influences consumer preferences, beliefs and doubts. Consumers
are influenced by references or recommendations of their relatives and friends
more than obtained information from the advertising or other media (Arora,
2007:51-55). This is valid for people who have some health problems. Many
people are disposed to seek information about their states of health in parallel
with technological developments or they want to make use of others’ experienc-
es that have similar health problems.

THE CONCEPT OF CONSUMER AND CONSUMER BE-
HAVIOUR

The consumers are natural people who buy or have a buying capacity of
“marketing components” to satisfy their personal wants, desires and needs (Tek
and Ozgiil, 2010: 163). Consumers expect not only goods, which were offered,
but also services based on these goods (Biskin, 2010: 418). By this way, it is
possible to see consumers in every steps of marketing components.
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The consumer behaviour includes not only activities, which are directly
related to gaining and using products, and services, which have economic val-
ue, but also decision processes which cause and determine these activities (Tek
and Ozgiil, 2010: 164). Consumers are under the influence of various factors
both individually and socially (the environment, family, reference groups, roles
and status etc.). These factors influence decision making process of the con-
sumers in various ways (Unliionen and Tayfun, 2003: 3). The factors, which
function effectively to satisfy consumer, needs and determine consumer behav-
iours within marketing system (Akat et al., 2006: 15) are explained in a three
basic groups as personal (age, occupation, income, education level, life style
and personality); psychology (motives, perception, attitude, learning); and so-
cial-cultural factors (culture, social class, reference groups, family, social roles
and status). In addition to these specifications, which evaluate consumers in
terms of target audience, there are steps of ‘purchasing decision process’, which
qualify consumption activity as a process.

THE STEPS OF CONSUMER PURCHASE DECISION PROCESS

The consumers make their purchase decision by seeking answers for
questions like “What do I buy?, How much do I buy? Where do I buy?, When
do I buy? and How do I buy?”” Consumer purchase decision behaviour includes
processes as occurrence of the need; collecting information; emergence and
evaluation of alternatives; making purchasing behaviour; and evaluation after
purchasing decision (Kog, 2008: 298). The process deals with the phases which
people complete before, during and after purchasing; the factors, which form
consumers’ decisions. By this way, it highlights noteworthy points for market-
ing specialists (Kitap¢1 and Dortyol, 2009: 332)

Identification of the Need or Problem

The purchasing decision process begins with the occurrence of a need
(Ttrk, 2004: 58). The consumers identify their needs by means of physiologi-
cal, cognitive and external stimulus (Kog, 2008: 298). The needs are stimulated
by an internal stimulus like hunger or thirst. If the need is seen as have an ice
cream after talking with a friend or watching an ice cream commercial, this
kind of need can be stimulated by an external stimulus (Kiliger, 2006: 15).
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Seek Information

The second step of the decision making process is seeking information.
Questions like what kind of purchasing solve the problem; how and where the
information is obtained; what kind of information is required to make decision;
and where the information can be obtained must be answered (Brassington and
Pettitt, 2000:94). According to Feldman and Lynch (1988), some kind of infor-
mation is more valuable than others. This information is beneficial for not only
making purchasing decision, but also consumers who try to gain information
about the product (in Kaikati, 2010: 20).

Evaluation of the Alternatives

This step comes true when information seeking step is revealed or poten-
tial solutions for consumers’ problems are described (Kili¢ and Goksel, 2004:
5). At the end of gaining information step, the consumers have many brand op-
tions to compare with each other. The consumers evaluate these brands on the
basis of required qualifications of the products and services (Tekin, 2009: 82)

Purchasing Decision

After an evaluation of alternatives, costumers decide the brand which gi-
ves themselves the highest degree of satisfaction (Firat ve Azmak, 2007:253). It
is observed that the consumers sometimes value features such as easy access to
products and services, waiting, the quality and friendly services in the process
of purchasing decisions (Kog, 2008:303).

After Purchasing Behaviour

After purchasing behaviour is a step which consumers identify how
degree of the product or service meets their expectations and benefits. If the
product or service meet the expectations, consumers will be satisfied (Tekin,
2009: 84). The degree of satisfaction also determines whether the product is
purchased again or not; and whether the consumer recommend the product to
others or not (Firat ve Azmak, 2007: 254).
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WORD-OF-MOUTH COMMUNICATION

Word of mouth communication serves as a secure marketing compo-
nent in an environment which consumers are exposed to commercial message
bombardments so it meets consumers and marketers’ needs (Simsek, 2009:1).
According to Arndt (1967: 292) who is one of the earliest word-of-mouth com-
munication researchers, “word-of-mouth communication is a non-commercial
form of face-to-face communication about any product, brand or service be-
tween the receiver and the transmitter”. Consumers talk with their friends, fam-
ily members, colleagues, neighbours, etc. about the food and beverages, restau-
rants, music, fashion, investments, touristic places, films, cars, health and other
topics. Word-of-mouth communication is persuasive and has a big influence
on decision making processes of individuals because source of the messages is
quite reliable and objective (Karlicek, et al.. 2010: 1).

According to Earls (2009: 176), although we see ourselves as self-suffi-
cient and making decisions independently, our behaviours, thoughts and emo-
tions are influenced deeply and continuously by what others say and think,
actually. Thus, word-of-mouth communication, in other words obtained infor-
mation from pretty reliable and objective sources, can play a vital role in our
purchasing decision and preferences.

The kinds of Word-of-Mouth Communication

Word-of-Mouth communication is considered in two groups in terms of
satisfaction and dissatisfaction status of individuals as positive word-of-mouth
communication and negative word-of-mouth communication (Ozer, 2009: 59).
If consumption experiences inspire hate in consumers, the way of work-of-
mouth communication becomes negative (Wetzer et al., 2007: 661) and neg-
ative word-of-mouth communication spreads. The knowledge of satisfaction
also spreads and generally result in purchasing goods and services; and contrib-
utes to the spreading positive word-of-mouth communication (Arora, 2000:57).

The Place of Word-of-Mouth Communication in Consumer Pur-
chase Decision Making Process
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Decision-making is a part of individuals’ daily lives and individuals come
up against a series of decision making every day. These decisions include both
difficult ones like choosing the house where people live in for many years and
easier ones like what food they eat (Odabas1 ve Baris, 2006:332). Consumers
can ask information from their colleagues and friends who have experiences
and information about the products as a reference point when consumers have
some difficulties in accessing proper information or the number of groundless
advertisements in newspapers, magazines and the television increases (Sun and
Qu, 2011:210).

According to Silverman (2007: 42) word-of-mouth communication is
more reliable than a sincere salesperson and it is stimulus of purchasing be-
cause it is happened shortly before purchasing. Sharing personal experiences
with other people who are in consumers’ environment becomes influential in
formation of consumer behaviour (Marangoz, 2007: 397).

Industries that Word-of-Mouth Communication is Most Suc-
cessful

Industries that can respond to the word-of-mouth communication
fast and the most successful results can be got are Fast Moving Con-
sumer Goods, Service Industry (Health, Finance, Education), Pharmacy
Industry, Information Technologies, Luxury Goods Industry (Hiisey-
inoglu, 2009:73).

The significance of word-of-mouth communication in service market-
ing industry is accepted as more important than any other industry because of
taking interest to the customers (Sun and Qu, 2011:211). Consumers rely on
word-of-mouth communication to reduce the risk and uncertainty based upon
purchasing services. When service buyers and goods buyers are compared with
each other, it is seen that they consider both personal sources’ recommendations
about the subject and recommendations before purchasing (Murray1991:17).

WORD-OF-MOUTH COMMUNICATION IN HEALTH SECTOR

181



When consumers have any health problem, they give importance on heal-
ing or non-healing results instead of price information, in health industry. Con-
sumers would rather communicate with their friends or non-profit individuals
who have similar experiences (health problem etc.) with them to take their rec-
ommendations than arguably reliable sources like commercials in some cases
such as any disease, diagnosis, treatment (Uzunal and Uydaci, 2010: 89). Cus-
tomers who evaluate the health services within the professional services con-
text try to learn institutions or businesses, which provide the best services, from
other experienced customers. This has a pretty influence on purchase decision
(Buttle, 1998: 250).

METHODOLOGY

This study was conducted by face-to-face survey method. The popula-
tion of the study can be described as individuals who live in Diyarbakir city
centre and get health services from hospitals. The sample was taken by simple
random sampling technique and includes 500 individuals older than 16. This
study was conducted in Diyarbakir on December 2013. Data were collected
from individuals who live in Diyarbakir by survey technique based on face-
to-face interviews. Missing and faulty questionnaires were eliminated and 430
questionnaires were computerised and analysed via statistical package software
(SPSS 16.0).

FINDINGS
Demographics of the Participants

Demographics of the participants are as: greater parts of the participants
are female (54,0 %). 52.3% of participants are married, 45.8 are single. The
greatest part is participants who are at the age of between 16 and 25; and 26 and
35 with 69.3 %. On occupational basis, government officers are seen at the first
place with 105 (24.4 %) participants. It is followed by the workers (21.2%), the
students (17.2 %), housewives (15.8 %). It is determined that the great majority
of participants are at least high school and undergraduate (71.4%).
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Table 1. Demographics

Demographics
F % F %

o Female 232|540 Worker 91 | 21,2
Male 192 44,7 Government Officer 105 |1 24,4

Marrital Status | Married 197 458 Craftsman 17 | 40
Single 225|523 5 Self-employment 39 | 9.1
16-25 132|307 "é Retired 6 | 14
26-35 166 |38,6 § Housewife 68 | 158
36-45 89 20,7 c Unemployed 5 1,2
46-55 28 6,5 Student 74 | 17,2
56-65 7 1,6 Other 15 | 35

Age 66+ 2 5 Fo| %
[lliterate 1" 26 ]13(()]6181T Iilnd Lower than 195 | 453
Literate 19 44 1001-2000 TL 93 | 21,6
Primary School [ 78 | 181 | & [2001-3000 TL 71 | 165

Education [ 3

Status High School 150|349 £ [3001-4000 TL 13 | 3,0
Undergraduate | 157 | 36,5 4001-5000 TL 6 1,4
Graduate g 1.9 %ﬁual or Higher than 5001 | , 9

It is found that the greatest part of the participants (66.9%) has 2000 TL
or lower income level. 216 (50.2%) of the participants have SSK social insur-
ance, 101 (23.5%) of them have Government Retirement Fund; 69 (16%) of
them have Green cards (it is an health card for uninsured individuals who live
in Turkey); 35 (8.1%) of them are the members of social security organization
for artisans and self-employed; and 9 (2.1%) of them do not have any social in-
surance which are provided by the Social Security Institution. The survey was
conducted in 4 central distinct of Diyarbakir and a little bit more than half of the
participants (53.2%) live in Kayapinar and Baglar counties. The rate of partic-
ipants who answer the question of “What is your most preferred health” as
private hospitals is 33.5% while the rate of public hospitals is 64.2%.

If we look at the question of “What degree of information sourc-
es below influence your hospital preferences?”, the great majority of the
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participants state that they ask for information from their relatives (family,
neighbours, friends, etc.) and individuals whose ideas are valuable (especially
people who have similar diseases) so it is seen that the most influential one is
word-of-mouth communication sources. The order of information sources is as
family recommendations with 75.6%, individuals who have similar diseases
with 66.8%, recommendations of friends with 58%, respectively. The order of
non-personal information sources which are influential on hospital preferenc-
es is respectively as brochures of the hospitals with 57%, social media with
55.6%, mass media with 46.7%, health programs with 43.5%.

Table 2. The distribution of information sources which are influential on hospital preferences

Information Sources N | Min. | Max. SD
Family recommendations 422 1 5 13,81 1.36
Recommendations of individuals who have similar | 419 1 5 3,71 | 1.35
diseases

Recommendations of friends 419 1 5 3,28 | 1.35
Recommendations of relatives 415 1 5 3,09 | 1.37
Health programs 415 1 5 1291 149
Recommendations of neighbours 416 1 5 12,881 1.39
Mass media (Radio, Television, Newspaper) 414 1 5 12,72 147
Social Media 424 1 5 12451 141
Brochures of the hospitals 416 1 5 1244 | 1.34

In the line with the data, it is seen that the most influential sources which
determine hospital preferences are family members and the individuals who
have similar diseases while the medical personnel is seen as the most important
information source. Participants make their hospital decision on the basis of
word-of-mouth communication. In other words, individuals consider recom-
mendations of medical personnel, family members and similar individuals and
see them as an important information source in decision making process.

When the results from the arithmetic mean of “The Information Sourc-
es in Determining Hospital Preferences Below” are evaluated, the first place
is “family recommendations” with 3.81 mean value. “Recommendations of in-
dividuals who have similar diseases” has the second highest mean value with
3.71. “Recommendations of friends” take third place with 3.28 mean value.
This order is followed by “recommendations of relatives” with 3.09 mean val-
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ue”. In addition to this, the order of lower points is as “health programs” (M=
2.91), “recommendations of neighbours” (M=2.88), “mass media (radio, tele-
vision, newspaper)” (M=2.72), “social media” (M=2.45) and the last place is
“brochures of the hospitals” (M=2,44). These results show that individuals are
not influenced by “publicity and advertising” activities not so much. As a matter
of fact that this situation becomes a disadvantage for health institutions whose
advertising opportunities are limited. Influence power of primary environments
includes recommendations of participants’ relatives show that participants’ acts
are formed by their environments’ words and so they believe in these sources.

Table 3. Descriptive Statistics Towards Attitude Expressions of the Participants

Satisfaction N SD

Hospital personnel’s respectful/interested attitudes toward the patients | 420 | 4,59 | ,81
increase my satisfaction level.

I share my satisfactory experiences with others about the hospital ser- | 426 | 4,58 | 75
vices.

I share my dissatisfactory experiences with others about the hospital | 422 | 4,51 | ,94
services.

If I satisfied with hospital services, I recommend to others. 420 | 4,44 | ,88

I ask for information and experiences from individuals who got servic- | 420 | 4,16 | 1,02
es before.

The best publicity tool is the ideas of patients who satisfied with the | 419 | 4,06 | 1,14
hospital services.

The positive opinions of others about the hospital where I go continu- | 425 | 4,04 | 1,10
ously have an influence on me.

I can go to the recommended hospital to get services despite its long | 408 | 4,04 | 1,21
distance.

The negative opinions of others about the hospital where I go continu- | 415 | 3,76 | 1,30
ously have an influence on me.

Others’ recommendations are influential on my decision about getting | 418 | 3,57 | 1,25
hospital service.

If the recommendations of my friends are enough for me, I renounce the | 408 | 3,16 | 1,33
step of collecting information.

Recommendations abolish my doubts about the services of hospital. 424 | 3,12 | 1,33

Descriptive statistics towards participants’ attitudes are as; the first place
between agreeing expressions is “Hospital personnel’s respectful/interested at-
titudes towards the patients increase my satisfaction level” with 4.59 mean val-
ue. The second expression is “I share my satisfactory experiences with others
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about the hospital services” with 4,58 mean value. The expression of “I share
my dissatisfactory experiences with others about the hospital services” is the
third highest mean value with 4.51. The expression of “If I satisfied with hos-
pital services, I recommend to others” falls within the rank with fourth highest
mean value as 4.44.

Table 4. Factor Analysis Towards Determining Hospital Preferences of the Participants

(Principal Component Analysis, Varimax Rotation)

Factor
Load X Sd

Factor 1- The Service

Being examined and treated on the time. .807 4,49 | 0,94
Patient and tolerant attitude of hospital staff to the patients .805 4,60 | 0,86
Goodness /presentableness of the personnel .729 4,27 | 1,08

Social Needs (Canteen/ Cafeteria, Praying Room, Breast-Feeding 646 14051123
Room) ) ’ ’

Speed of processing/ Waiting Time 578 4,18 | 1,13
Satisfaction level with previously bought services 442 4,441 0,85
Factor 2- Public Relations

Good reputation and radicalness of the hospital 771 4,14 | 1,09
Famousness and good reputation of the doctors 770 4,34 | 0,98
Having a good and successful image 553 4,28 1,03
Finding all departments together in the hospital 521 4,55 0,78
Factor 3- Recommendation

Recommendations of individuals who got services .823 3,96 | 1,09
Recommendations of friends 748 3,56 | 1,25

Recommendations of the hospital staff (Doctor, Nurse, Adminis-

trative Staff, etc.) 594 3,94 | 1,17

Factor 4-Physical

leiement between the hospital and the organization where I 693 3.70 | 143

Parking area service .665 3,17 | 1,53
Being near to my house/workplace .568 3,54 | 1,51

Factor 5- Advertising
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Publicity/Advertising activities .829 2,66 | 1,41
Recommendations of celebrities (Politics, Art, Sport, etc.) .801 2,60 | 1,38
Kaiser-Meyer-Olkin (KMO) Sample Adequacy:.811

Bartlett Test X2:1517,254 df:153 ; p:000

Factor analysis grounded on Varimax rotation and minimum factor load-
ing level is used as 0,40. 1 expression analysis was not made on factor loads,
which are near to each other. Barlett and Kaiser-Meyer-Olkin (KMO) tests were
used to evaluate results. Any significant difference between expressions which
were subjected to factor analysis and the main group was not found (p=,000).
KMO value was calculated as ,811. This value is accepted as a good value in
terms of factor analysis, which are used in quantitative researches of social
sciences (Sipahi, et al., 2006: 79). According to the table, identified 5 factors
explain 51% of the total variance. Reliability coefficients of the items (Cron-
bach’s o =. 823) which were subjected to factor analysis were at high generally

If the mean values for question of significance degree of factors that in-
fluence hospital preferences of the participants are considered, the highest im-
portance is given to the item of “patient/tolerant attitude of the hospital staff
towards the patients” with 4,60 mean value. The following expressions which
were seen as important are “finding all departments together in the hospital”
with 4.55 mean value, “being well equipped with the modern equipment’s or
technology” with 4.54 mean value, “being examined and treated on the time”
with 4.49 mean value, “satisfaction level with previously bought services” with
4.44 mean value. With all that, lower points were given to publicity/advertising
activities with 2.66 mean value and “recommendation of celebrities (politics,
art, sport, etc.)” with 2.60.

Table 5. Factor Eigenvalue Analysis Towards Determining Hospital Preferences, Their Ex-
plained Variances and Reliability

. . Reliability

FACTORS Eigenvalue Va“a“cfo/Eo;‘pla'“ed

(o)
Service 4,68 24,63 77
Public Relations 1,99 10,50 .65
Recommendations 1,51 7,97 .55
Physical 1,41 7,45 .50
Advertising 1,12 5,92 .67
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According to factor analysis results, “the service” is the first and most
significant factor in “Determining Hospital Preferences” of the participants.
“The service factor” explains 24.63% of the total variance. The reliability value
of the factor is (cronbach’s o) .77 and eigenvalue is 4.68. “Public Relations™ as
the second factor explains 10.50% of the total variance and also the eigenvalue
is 1.99 and reliability (cronbach’s a) value is .65. The third factor as “recom-
mendations” with 1.51 eigenvalue and it explains 7.97% of the total variance.

Factor reliability was measured as Cronbach’s a = .55. The eigenvalue
of “Physical” factor, which explains 7.45% of total variance, is 1.41 while its
reliability value (cronbach’s a) is .50. According to analysis results the fifth and
the last factor is described as “advertising” factor. This factor explains 5.92% of
total variance. It is found that the eigenvalue of this factor is 1.12 and reliability
value (cronbach’s a) is .67.

Table 6. The Findings of Correlation Analysis Between Factors which Have an Influence on
the Hospital Preferences of Participants (Pearson r)

1A 1 Clﬁ

5 A 8 ® ch g = %D

5.9 g o2 Z 2z .2 Z

o e = =] 17 =

e Z 2.8 § S g 5

83 ©n = s” = 5

OLE & S <
Service 1 ,397(%%)  ,299(*%) ,301(%%) |,082
Public Relations ,397(%%) [ 1 ,268(**) ,280(**) |,105(*)
Recommendations | ,299(**) | ,268(**) 1 ,268(%*%) | ,196(**)
Physical J3010%%) [ ,280(**) | ,317(*%) 1 ,286(**)
Advertising ,082 ,105(%) ,196(%%) ,286(%%) | 1

**p<.01

Correlation analysis was made to describe correlation levels between the
factors and according to findings, the strongest relation is seen between “public
relations” and “the service” factors (r=.397, p<.01). In other words, individ-
uals who go towards hospital preferences also prefer hospitals with the aim of
taking service at the same time. There is a relatively lower positive correlation
between “the service” and “advertising” (= .105, p<.01).
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Independent Samples T-Test was made in order to reveal differences be-
tween the sex as one of demographic variables of participants and the four
factors. According to results of the analysis, there is not any significant differen-
tiation between the sex and four factors (t=-351; sd.= 420; p > .05). According
to results of One Way Variance Analysis (ANOVA) which was conducted to re-
veal differentiation between demographics of the participants (age, occupation,
education status, the level of income and located county) and five factors, any
significant correlation between demographics including the age (F=sd.= 946; p
>.05), occupation (F=,744; sd.=8; p > .05), education status (F=,487; sd.=5; p
>.05), the level of income (F=2,07; sd.=8; p > .05), and five factors. However,
there is a significant difference in counties where 5 factors are located (F= 3,56;
sd.=4; p < .05). According to results of Tukey test which was made to reveal
differentiated location groups, participants from the Sur county differentiate
from the participants from other counties. When the average differences are
considered in order to reveal the way of this difference, the highest difference is
seen in Sur county and other county groups (0.16).

CONCLUSION AND REVIEW

Consumers don’t have a chance to test the hospital services before mak-
ing the hospital selection and this uncertainty entails a risk for consumers.
Consumers ask for information from various information sources. They ask
for information from friends and individuals who have similar diseases as an
information source before getting health services and give importance to their
opinions and consumers are disposed to communicate with them. Obtained in-
formation via word-of-mouth communication can become a way to get out of
complicated messages which consumers are exposed. According to results of
the study, word-of-mouth communication sources including ideas of close en-
vironment (family, neighbours, friend, etc.) and individuals whose ideas are
trusted (especially have similar diseases) are influential on determining hospital
preferences for most of the participants. The most influential source was identi-
fied as family members in determining hospital preferences of consumers. This
result shows that the family as a word-of-mouth communication source also
has a similar qualification in purchase health services. Health personnel were
identified as a secondary information source in hospital preferences.

Additionally, it was identified that consumers are influenced by positive

opinions more than negative opinions about the hospital where they go con-
tinuously. Recommendations have a significant role in attitude and behaviour
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modification of individuals. It was seen that there is a correlation between sat-
isfaction with the hospital and recommend to others. It was found that while
satisfied individuals’ word-of-communication will be positive, in the case of
dissatisfaction, the way of word-of-mouth communication will be negative. It
can be said that individuals who are satisfied with the hospital services have
more important contribute on publicity of the hospital than traditional adver-
tising tools. In other words, satisfied consumers can make other individuals
informed about the hospital services.

It is seen that there is a linear relationship between importance given on
public relations activities of hospital administration and the services provided
by the hospital. Increase in the number of public relations activities increases
the service quality. In other words, individuals go towards the hospital prefer-
ences for public relations also make their hospital selection with the aim of the
service. In participants’ view, good physical factor refers to good service quality
at the same time. Recommendations, which participants gained from the infor-
mation sources, can influence on prefer ability of the hospitals. Received pos-
itive recommendations create a perception as high service quality. Although,
the advertising factor is not influential on hospital preferences, it makes a good
image about the physical factor of the hospitals. It was found that there is not
any difference between these factors and age, sex, occupation, education and
income status of the participants.

In the study, it was found that consumers are influenced by word-of-
mouth communication hospital preferences. Today, by the help of developed
communication technologies, individuals are exposed to intensive commercial
message bombardment and at a such time, word-of-mouth communication as
a cost-effective promotional tool has an important power in terms of capturing
and holding customers for heath institutions instead of traditional classic mar-
keting communication. Thanks to word-of-mouth communication, the hospi-
tals will have a chance to have a competitive advantage, which make them one
step forward among their competitors.
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Abstract

The thoughts of consumers regarding about social responsibility activities practiced to-
day by many companies, have been examined in this study. The project of “I am at home” that
Celebi Holding meant for teachers was selected and one hundred questionnaires with individ-
ual interviews were obtained from teachers and other than teacher. Half of the participants are
selected from non-teachers to compare whether there are differences of opinion between teachers
and non-teachers about the project.

The findings of the study have revealed that there is no difference of opinions among the
teachers and non-teachers about the project. Results of the study indicate that the participants
support social responsibility projects and they find it sincerely and ethically making this kind
of projects.

Also in research, an interview was done with Celebi Holding to determine their purpose
about the project of “I am at home’. The interviews that reveal their views on the subject was
included in the study.

When the responses of the Celebi Holding was evaluated, it is considered that Celebi
carries out this project by acting social responsibility to support education which is one of the
most important issues of the country and to provide solutions to the housing problems experi-
enced by teachers who serve in rural areas.

Keywords: Corporate Social Responsibility, Education
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THE GIVEN SUPPORT TO EDUCATION WITH SOCIAL RE-
SPONSIBILITY CAMPAIGNS, EXAMPLE OF AN APPLICA-
TION FROM TURKEY: THE PROJECT ‘I AM AT HOME’ OF
CELEBI AVIATION HOLDING

INTRODUCTION

Corporate social responsibility emerges as a concept that attracts the at-
tention of the whole world. The reason of this growing interest in corporate
social responsibility is the emergence of international trade and globalization
that have an understanding of transparency and corporate citizenship is at the
forefront. Moreover, while governments are trying to improve the living condi-
tions of society, adding new needs to them has made it difficult for governments
to implement them (Jamali and Mirshak, 2007:243). The shortcomings of ad-
dressing social needs and global competition have led to the need for businesses
to be responsible for addressing social needs.

The modern view is that it is not enough for enterprises to make eco-
nomic use to the country, and at the same time, they must use the resources of
enterprises to solve social problems (Top and Oner, 2008: 108).

It has been understood that it is not sufficient for organizations to estab-
lish internal harmony in order to achieve success; at the same time they must
establish harmonious relations with the organization’s environment to achieve
success (Okay and Okay, 2007: 507). In addition to these reasons, the fact that
businesses have become more sensitive to environmental and social issues has
led to an increase in the importance of social responsibility at the worldwide
(Budak and Budak, 2014: 99).

Also, it has been compulsory for companies to develop new methods to dif-
ferentiate from their competitors because of global competition. Moreover, the ex-
change of communication tools has made the management of image and reputation
increasingly difficult (Budak and Budak, 2014: 99). The value or difference of an
organization is not only the quality of the goods or services they produce, but also
the value they ensure to society (Ozgen, 2007:1). The value that organizations en-
sure to society is contributing to the organization’s positive image in society.

Along with the changing world conditions and increasing global competi-
tion, the levels of knowledge of consumers have also increased. When consumers
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buy a product and service, consumers do not only think of satisfying their needs,
but also they think the probable benefits and harms of the product to environment.
This has led companies to look for new ways to convince consumers to use their
products and services. Nowadays companies cannot satisfy consumers by meet-
ing their personal needs and they cannot provide brand loyalty. In today’s condi-
tions, it has become compulsory for companies to revise themselves in a way that
responds to the common needs, desires and expectations of society.

Companies behave by observing the common interests of consumers,
society and environment in the context of social responsibility (Kelgékmen,
2010:303).

Corporate social responsibility is seen as the act of taking measures to
protect the nature and the environment and making production according to
these measures in order to reach the growth targets. But, an enterprise is re-
sponsible for society, environment and all stakeholders who are likely to be
influenced by their business decisions (Aktan and Bort, 2007: 13).

CORPORATE SOCIAL RESPONSIBILITY

Today, corporate social responsibility projects are at the forefront of the
activities that companies undertake towards the common needs, desires and
expectations of the society.

Carroll’ define about social responsibility is “to fully address the entire
range of obligations business has to society; it must embody the economic,
legal, ethical, and discretionary categories of business performance (Carroll,
1979:499).”

Corporate social responsibility is to take decisions and to practice these
decisions for acting ethical and responsible against all stakeholders in internal
and external environment of an organization’s (Aktan and Borii, 2007: 13). The
recognition of social responsibility as a corporate business strategy and work-
ing to raise social welfare are called corporate social responsibility (Goztas,
Baytekin, 2009: 2000).

The most emphasized points of the definitions of corporate social respon-
sibility are the ‘development of the society’ and ‘the increase of the level of
welfare’ (Carikei et al., 2009: 1817).
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Carroll has stated two active aspects of corporate social responsibility.
One of them is to protect and another is to improve.

“To protect society implies that companies need to avoid their negative
impacts (e.g. pollution, discrimination, unsafe products). To improve the wel-
fare of society suggests that companies need to create positive benefits for so-
ciety (e.g. philanthropy, community relations). Another early thought was that
companies not only had economic and legal obligations but also certain respon-
sibilities that extended beyond those obligations, though these were not spelled
out (Carroll, 2015:90).”

How the concept of corporate social responsibility develops in relation to
organizational goals in nearly half a century appears in Table 1 (Lis, 2012:281).

Table 1: Theoretical Trends in CSR

Pivotal Publications | Dominant Theme

1950s Bowen (1953), ) . o )
i Ethics and social obligation of business
and Davis (1960), .
. Corporate externality control

1960s McGuire (1963)

Johnson (1971), Enlightened self-interest

Preston (1975), Reconciliation of two opposing sides of the debate
1970s Friedman (1970) Business of business is business

Carroll (1979),

Freeman (1984), Stakeholder approach

Wartick & Cochran | Corporate social performance model
1980s (1985), Pragmatic and comprehensive model construction

Frederick (1987)

Wood (1991),

Clarkson (1995), Stakeholder approach and strategic management
1990s Frederick (1994) Practically (empirical testing and implementation) and

’ competitive advantage

Carroll (1999)

McWilliams et al.

(2006), .. . .

. Global corporate citizenship/business case for CRS
2000s Frederick (2008), o
Sustainability concept
Carroll & Shabana
(2010)
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Source: LIS, B., 2012, “The Relevance of Corporate Social Responsibility
for a Sustainable Human ResourceManagement: An Analysis of Organizational
Attractiveness as a Determinant in Employees’Selection of a (Potential) Emplo-
yer”, Management Revue, Vol. 23, No. 3, Special Issue: Recent Developments
and Future Prospects on Sustainable Human Resource Management, 281.

Some of the contributions that corporate social responsibility has provid-
ed to businesses (Wulfson, 2001:138):

* Contributing to brand identity of company,
* Creating brand loyalty,
* Increasing company’s reputation that contains to be a good citizen.

It is thought that the social responsibility efforts of businesses in
accordance with the legal and ethical principles will be reflected busi-
ness image and profit positively in the long term (Top ve Oner, 2008:108).

However, businesses should not evaluate their social responsibility work
in terms of creating a reputation and making an advertisement of the business.
Large businesses are aware that social development has a decisive role in busi-
nesses’ survival. The sincerity and sustainability of social responsibility activ-
ities ensures to the business to acquire social legitimacy and values in society
(Kelgokmen, 2010: 315-316). Carroll indicates that “Social responsibility can
only become reality if more managers become moral instead of amoral or im-
moral (Carroll, 1991: 39).”

If corporate social responsibility campaigns are practiced sincerely by
companies, they are accepted by the consumer and reflected in consumer’s pur-
chasing behavior at that time (Tigh et al., 2007:1).

An organization applies a variety of methods while conducting a social
responsibility project. The most preferred of these methods is to transfer all or
some of the revenue from the sale of the product to a social project. Another
method is to provide supports of building or equipment of a social project and
another method is to support to education with a social project channel (T1gh
et al., 2007: 3).
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It is the issue of this study to examine business’ support that they provide
to education within the framework of social responsibility projects.

METHODOLOGY

SUBJECT OF THE RESEARCH

The thoughts of consumers regarding about social responsibility activ-
ities practiced today by many companies, have been examined in this study.
The project of “I am at home” that Celebi Holding implements for teachers was
selected.

The aim of the project of Celebi is to make it possible for teachers, who
we entrust the future of Turkey and who educate our children, to cope with dif-
ficulties, to live under better conditions in new accommodations that have been
dubbed “Celebi Houses” with the hope and expectation that the comfort and
convenience they experience at home will have a positive impact on the quality
of their teaching in the classroom.

Within the scope of the project, Celebi initiated work in 2008 to renovate
the lodging allocated to the teachers of 50 village schools identified in cities
located in the eastern part of the country, and to equip them with basic furniture
and appliances.

Under the repairing and renovation works carried out, Celebi Homes
are recreated in a healthy structure from their foundations to their roofs. Im-
provements are made to the interiors as well and the homes are furnished and
equipped with basic necessities and appliances from sofa beds to refrigerators,
TV sets to stoves.

Each Celebi Home is thus converted into a cozy home enabling the teach-
ers to move in just taking along their personal belongings and “feel at home.

THE AIM OF THE RESEARCH

The aim of this research is to evaluate the project in terms of both the
target group of the project and view the organization running the project.
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THE IMPORTANCE OF THE RESEARCH

The target group of applied social responsibility project for training is
usually students. Because this project is covered by educators, it is important
to assess social responsibility projects through the eyes of high- participants.

SCOPE AND LIMITS OF THE RESEARCH

In this research; a social responsibility project, that Celebi Holding has
prepared to meet the needs of teachers providing training services under diffi-
cult conditions in rural areas, are examined. The research is limited at Erzincan
where Celebi Holding re stored three of the house.

PROPOSE RESEARCH HYPOTHESIS

It is suggested the following research hypothesis from two perspectives
in this study.

» The following research hypotheses have been developed concerning
the gender analysis of participants’ levels of support for social respon-
sibility projects.

Ho: There is a significant difference between the levels of women and
men supporting social responsibility projects.

H,: There is no significant difference between the levels of women and
men supporting social responsibility projects.

* The following research hypotheses have been developed to deter-
mine whether there is a difference between the levels of teachers and
non-teachers supporting social responsibility projects.

H : There is a significant difference between the levels of support for
social responsibility projects related to education by teachers working in the ed-
ucation sector and the levels of support for social responsibility projects related
to education by people who are not working in the education sector.

H,: There is no significant difference between the levels of support for
social responsibility projects related to education by teachers working in the ed-
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ucation sector and the levels of support for social responsibility projects related
to education by people who are not working in the education sector.

SAMPLE AND DATA COLLECTION

Research data were collected by a questionnaire. Questions in question-
naire is intended to measure thoughts of participants about

1) social responsibility projects,
2) working conditions of teachers in rural area,
3) the project of Celebi Holding “ I’'m home *

100 questionnaires with individual interviews were obtained from teach-
ers and other than teacher. Half of the participants are selected from non-teach-
ers to compare whether there are differences of opinion between teachers and
non-teachers about the project. Data were analyzed by SPSS 17.0 .

Also in research, an interview was done with Celebi Holding to deter-
mine their purpose about the project of “I am at home’. The interviews that
reveal their views on the subject was included in the study.

DATA ANALYSIS

1) Reliability of the Research (Internal Coniistency)

As a result of the reliability test performed on the question, Cronbach’s
Alpha Coefficient was determined to be 0.650. This ratio shows that research

is reliable.

Table 2. Reliability of the Research

Cronbach’s Alpha N of Items
0,650 20

2) Testing of Hypothesis

203



%49 of the participants are women and %51 of the participants are men.

Figure 1. Range of Gender

®m Woman

B Man

Table 3. Gender Analysis of Participants’ Level of Supporting Social Responsibility Projects

N X S sd t P

Gender Woman | 37 72,05 | ,332 6,14 1255 1.013

Man 38 67,94 7,70

As seen in Table 3, the levels of participants’ support for social responsi-
bility projects (t = 2,55, p <0,05) show a significant difference in terms of their
genders. There is a significant difference between levels of women’s support
(X =72.05) and levels of men’s support (X = 67.94) for social responsibility
projects. The H, hypothesis is rejected in the direction of the results and the H_
hypothesis is accepted. It means that there is a meaningful difference between
the levels of women’s support and the levels of men’s support for social respon-
sibility projects.
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Tablo 4. The analysis of Support Levels of Teachers and Non-Teachers for Celebi Holding s
social responsibility project named ‘My Home’

N X S sd t p
Teacher 39 | 29,51 647 | 6,71 | 545 | ,587
Participant
Non-Teacher | 39 | 28,71 6.15

As seen in Table 4, the levels of participants’ support for Celebi Hold-
ing’s social responsibility project (t = 0,545, p> 0,05) has not shown any sig-
nificant difference whether the participants worked in education sector or not.
There is no significant difference between the levels of teachers (X = 29.51)
and non-teachers supporting Celebi Holding’s social responsibility project (X =
67,94). The Ho hypothesis is rejected in the direction of the results and the H1
hypothesis is accepted. It means that there is no significant difference between
the levels of support for social responsibility projects related to education by
teachers working in the education sector and the levels of support for social
responsibility projects related to education by people who does not work in the
education sector.

CONCLUSION

The findings of the research have revealed that there are no differences
of opinions among the teachers and non-teachers about the project. Results of
the study indicate that the participants support social responsibility projects and
they find it sincerely and ethically making this kind of projects.

Participants think that the objectives of social responsibility projects of
the company do not only focus on service to the community. Participants think
that the company implements such projects due to tax discount provided by
government to organizations.

The participants think that these companies have high-profit organiza-
tions and social responsibility campaign reflect positively on the business goals

of the company.

The participants think that the reason of company’s support to social re-
sponsibility campaign is profit-oriented. The results show that the participants
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know that purpose of the social responsibility project is profit in reality. How-
ever, they think that these companies are more democratic and humanitarian
organizations and their campaigns are sincere and ethical campaigns.

According to the participants, companies want to keep their current cus-
tomers and to get more customers through social responsibility projects. How-
ever, the participants approve such projects because of benefits of them to the
community.

The participants consider that less resource is allocated to improve the
effectiveness of companies’ staffs. They think that company made the project
because of the expectation of society and their employees.

The participants indicate that the company prefers education projects
more than the others because they believe that community has such an expec-
tation.

The participants think that houses which teacher stay in rural areas is old
must be renovated and must be equipped with furniture. They find the project
friendly and ethical and they think Celebi made this project to serve the com-
munity and to support education.

When the responses of the Celebi Holding was evaluated, it is considered
that Celebi carries out this project by acting social responsibility to support ed-
ucation which is one of the most important issues of the country and to provide
solutions to the housing problems experienced by teachers who serve in rural
areas. Nevertheless, Celebi calls the houses ‘Celebi Evleri’. It shows that Celebi
wants to increase awareness of company through positive image in people’s eyes.

According to the survey, women and men think differently about social
responsibility projects. The women appeared to be more sensitive on this issue.
As a result, women support social responsibility projects more than men.

Since Celebi Holding’s project ‘Evimdeyim’ was done with the aim of
supporting the education and especially for teachers, it was wanted to measure
whether the teachers were in the same mind with non-teachers or not in this
subject and the result was surprising. According to research findings, there was
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no difference between the levels of support by teachers for social responsibility
projects related to education and the levels of support by non-teachers who
does not work in the education sector for social responsibility projects related
to education.

As the survey results show, consumers are affected by social responsibili-
ty projects. Today, while consumers are making their choices, they also consider
company in terms of being socially responsible. The increasing understanding
of social projects’ importance has also led to social responsibility campaigns
becoming a means of competition. Companies need to be aware of these facts
and be very sensitive in this regard. Companies have to go out with the right
strategies in this regard and make long term plans. Surely, it is important that
strategies, plans and implementations are done in ethical frameworks.
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Abstract

In this study, representation of the image of love between different socio-economic clas-
ses will be examined in Turkish Yesilcam melodramas and tv serials. The aim is to prove rep-
resentations in tv serials and cinema are equal to each other despite the change and progress in
perception of love in society’s different classes. Our work will focus on the factor bringing about
this: modernism and capitalism. In our study, we will evaluate the movie I Loved A Poor Girl
which was debuted in 1966 and became a classic of Yesilcam made up of melodramas generally
between years 1960-1975, and 1 Named Her Feriha tv serial which was shown on TV between
January 2011-June 2012 and became one of the most watched three programs on the day it was
broadcasted. In this study, we will search for the answers of the following questions: 1) What
are the differences and similarities in the image of love in different socioeconomic classes betwe-
en Yesilcam melodramas and post-2010 TV serials? 2) Did modernism and capitalism change
community’s angle of view towards the concept of love?

Keywords: Love, Modernism, Capitalism, Social Changing, Social Class, Socioeco-
nomic Class, Melodrama, Serial.
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REPRESENTATION OF THE IMAGE OF LOVE BETWEEN
DIFFERENT SOCIO-ECONOMIC CLASSES IN YESILCAM
MELODRAMAS AND TV SERIALS: COMPARISON OF “1
LOVED A POOR GIRL” FILM AND “I NAMED HER FERI-
HA” TV SERIAL

INTRODUCTION

We can express three pillars of the communication process as follows:
sender, message and receiver. One of the most important communication tools
of this process is television, and television programs are made for an audience.
In this case, TV is the sender, content encoded by the creator is the message and
audience is the receiver.

In addition to being a technological tool that improves everyday life ex-
periences of the people and leads to significant changes in their qualitative and
quantitative composition, television is a social and cultural tool (Mutlu, 2008:
21). Raymond Williams defines TV as “a form of technology, as well as cul-
ture”. So television is a technical tool through which culture is produced, trans-
ferred and consumed (Mutlu, 1999: 11).

Most relentless critics of television are theorists who evaluate and ex-
amine concepts of “mass society” and “mass culture”. Critiques of mass soci-
ety theorists are not only for television but also for all media in entertainment
content. Despite some differences between the ideas of these theorists, there
are some common views. Theorists tell us about three processes that shape the
mass society: “Urbanization, industrialization and modernization.” These three
processes led to dissociation of traditional social structures where individuals
are tightly connected to each other and alienation of individuals to one another.
In this case, individuals are left helpless in the face of mass media to redefine
their roles and positions in the society (Mutlu, 2008: 22). With means of mass
communication, the modern world has implemented a strategy to take tradition-
al values under control without destroying them. It misled people’s perception
of reality and then re-edited it. It has prepared the ground for dominating dis-
courses by creating a certain social consciousness. Thus, the mass media has
been shaped according to the genetic structure of the modern capitalist system
(Tugrul Oktay, 2011: 51,52).
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Television’s most distinctive formats are drama series and serials. Be-
cause of their structure, there is a continuous story in serials. Each chapter ends
at the most exciting part of the story. Therefore, it creates a habit of watching
and connects them to itself (Mutlu 2008: 155.156). In our country an incredible
serial phenomenon has shown itself especially at the end of 1990s and at the
beginning of 2000s (Tugrul Oktay, 2011: 60).

Entertainment content of the mass media is another factor that comes to
our mind when we mention cinema. Today, cinema is one of the most effective
media after television. Cinema, has the opportunity to easily spread social, eco-
nomic and political ideas as well as television. It helps reaching subconscious
world of the individuals and changing and rooting values judgments. With an
excess number of facilities, cinema is considered as a dream factory “showing
the audience scenes of luxury and glory, beautifully dressed women, luxury
cars and many remote areas that one could ever imagine in life, it provides the
opportunity to feel ourselves in a different world” (Tezcan, 1972: 171-172) .

Being one of the most important forms of cinema, melodrama’s origins
date back to medieval times when the concept of modern society became more
evident among people and capitalism took its place on the stage of history as a
converting force. Suner described melodrama occurring in Western moderniza-
tion process as a popular form of entertainment that presents old and new societal
and moral systems and production forms. Melodrama is based on oppositions.
Especially rich / poor, good / bad, rural / urban are among the most important of
these oppositions. Yesilgam Cinema, covering the period between 1960-1975,
was mainly composed of melodramas (Kastal Erdogan, 2009: 1-21).

In the second half of the twentieth century Turkey’s cultural life, especial-
ly domestic films are seen to be very effective. Especially in the 1960s and 70s,
Turkish cinema industry has become a way of bringing good profits. During
this period, some specific topics were stereotyped, some players became stars
and integrated with certain characters and acted in films which brought a guar-
anteed success in cinema saloons. During this period, domestic films became
easily accessible pop culture products that appeal to audiences of all ages from
various layers in the society. During this period, generalized patriarchal-capi-
talist formula were added among the characters and narratives in the popular
narratives of a social context (Abisel, 1994: 127, 128).
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The main axis of melodramas and TV serials is love. Here, love is treated
as the only value in the lives of people and exaggerated and it is grouped under
two main headings. These are couples’ efforts to come together and get married
and their family relationships. Surely there is a conflict on issues. Conflicts usu-
ally stem from socio-economic differences of young people who love each oth-
er. The basis for this difference is the families of these man and woman. While
the man and the woman are struggling for love, the rich side generally gets help
of all kinds of intrigue to disrupt this happy togetherness (Willow, 2009: 16,17).

MELODRAMA

Etymologically derived from the combination of the Greek word melo-
that means ‘song’ and drama that means ‘move’ which together mean ‘musical
drama’ or ‘musical’, melodrama is a European form of theater. Melodrama ac-
quired a new meaning from the beginning of the 20th century and began to be
used to express the dramatic form used in film and television today. Criticizing
and defeating the immorality, dictating to be virtuous, being emotional, having
almost no violence, sometimes interrupted by humorous scenes, the term is now
used and modified in terms of structural and values under the pressure of movie
and TV industry and in the hegemony of consumer culture, and has taken an
ideological form with ‘organized or regulated representations’ (Bati, 2011: 1).

MODERNITY AND CAPITALISM

While defining modernism, we may meet very different but semantically
the same descriptions every time. Modernism is defined by Laroui as “totality
of the factors that differentiate one community” (Laroui, 1993: 69).

Raymond Williams approached the term with a different perspective and
described modernism as a form reclaimed from the tradition (Gift, 1998: 15).

Mumtaz Er Tiirkone defined modernism as a process based on the change
observed in all non-Western societies with Europe’s being the world’s determi-

nant and a gripping force in Renaissance (Ttirkone, 2006: 317).

Walter Benjamin indicates that modernism has a certain period of time and
the modern becomes old after time has elapsed. So, Benjamin states that the mod-
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ern has to get old so there is not necessarily a modern but in fact there might
be a modern only in a time it exists in. According to Benjamin, hero is the real
subject of modernism. Balzac and Baudelaire say modernism contrasts roman-
tism. While self-denial and self-devotion are the most important characteristics
of romantism, passions are important to modernism (Benjamin, 2012: 167-176).

Anthony Giddens indicates that it is a representation explaining the con-
cept of industrial civilization and modern society at the same time. According
to Giddens, modernity has a more dynamic structure than the previous one. He
connected the emergence of modernity to the establishment of modern eco-
nomic order and capitalist system (Giddens and Pierson, 2001: 81).

When we look at capitalism as a concept, we see that it is a production
method that forms the basis for the production of capital. It began with the
industrial revolution. Capital and private ownership is in the hands of a class.
With the emergence of capitalist merchant class, the merchant class was born
and contributed to the development of capitalism (Ruby, 2005: 88).

With the emergence and advancement of capitalism, different socio-eco-
nomic classes emerged both in our country and in the world.

SOCIAL CHANGE AND SOCIAL CLASSES

With the emergence of modernism and capitalism, there were also some
changes and developments in society. So we will first explain social change, and
then the concept of social class. When we look at the concepts related to social
change, it is seen that they come from the same base and complement each oth-
er. For example; T. B. Bottomore defines social change as “changes in social
structure, certain social institutions and between institutions” as defined. Berelso
Steiner defines social change as major changes in the social structure. M. Gins-
berg express the concept as differences in the size, form of balance and organi-
zation between components of a society. A. Boskoff mentions to the change in
the system of social structures and systems. As we have seen above, the basis of
change is expressed in the change of a society’s structure. A structure is a whole
where there are mutual and meaningful links between its components. Items such
as family, religion, art, law create a “superstructure” whereas items like economy,
production, technology items form an “infrastructure” (Giichan, 1992: 21-23).
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Modernization is the factor that causes the social change. It does not oc-
cur in all areas of society in a balanced way. There is a contrast between the
modern side and the traditional side. In order to balance this opposition and
to enable different social groups to come closer to each other, balance protec-
tion mechanisms should be established. At this point, this task is undertaken by
mass media, especially television (Glichan, 1992: 23, 24).

Social class is the dominant form of stratification in modern societies.
Social classes are not legal or religious. They are not closed, but open. It is
possible to make transitions between classes. If we want to define social class,
a class can be defined as “separation of the families with the same economic
situation from one another “, *” separation of the people who are similar to each
other in terms of wealth, edcation and occupational status from the rest of the
people “. Marxist definition of the class is “to possess the means of production
and other means that provide a place in social labour division and wealth in
a social order”. It is observed that social class is a concept that allows class
members to have a lifestyle and class consciousness according to their income

(Tezcan, 1985: 134-136).

It is possible to see social classes under three categories: upper class
(those with a large portion of economic resources in the community), middle
class (skilled workers and self-employed), and the lower classes (paid industrial
workers and peasants) (Tezcan, 1985: 134-136).

METHOD

By defining issues, cases and characters within the films and serials under
a semiotic study, we will attempt to reveal the the data through content analysis
which we applied as a qualitative research method in this study. Content analy-
sis is to organize by combining and interpret. Inductive research technique was
applied (Y1ildirim and Simsek, 2000: 174-186).

In the study sample, the choice of “I Loved A Poor Girl” (1966 Sirri
Gililtekin), which is a classic work among melodramas between the years 1960-
1975, is largely random. Since the story is established on the characters acted
by Ciineyt Arkin and Goniil Yazar who are famous film stars of that period of
time, this has created a good example to portray the popular domestic movies
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shooted in that period. With the film’s having a narrative structure and its suit-
ability for such films shooted in that period makes this choice an efficient one
in terms of analysis.

Also, our sample “I Named Her Feriha” began to be broadcasted on De-
cember 2011, and ended in June 2012. This serial is chosen because our research
topic exactly overlaps the subject of it. Audience share of the serial was found
out by calculation of the arithmetic mean of all the rating from September until
June which means from the beginning of the new period of broadcast until the
end of the same period of broadcast. Accordingly, it was one of the four most
watched serials in this period (Kardas, 2013: 77). In the days of its broadcast, it
was one of the three most watched serials.

RESULTS AND REVIEWS
I LOVED A POOR GIRL - STORY AND DISCOURSE

I Loved A Poor Girl is a love story suitable for the classic plot of melo-
dramas. A father, the copper king of the country, wants to marry his son with
the daughter of a wealthy and noble family like his own family. His son, Ciineyt
knows that people who live in their own environment only live for money and
he just looks for a girl to love even a poor one. His father wants his son to
get engaged to the daughter of the king of tin insignia in the country. Clineyt
spreads rumors that his father has gone bankrupt. Whereupon the father of his
fiancée returns the ring and ceremony is cancelled.

Clineyt says to his father that he will go to Rome. He sends one of the per-
sonnel in the company to Rome. He prepares letters to be sent to his father every
week. The person who goes to Rome in his place sends these letters to his father.
Ciineyt calls his father each week as if he was in Rome. His father is very happy.
Because he thinks that Ciineyt has met with the royal family in Rome and goes to
the opera, but Ciineyt has come to a suburb neighbourhood and settled in a slum
through a friend. There he introduces himself to people as a poor and unemployed
person. Here, he meets a girl named Goniil. He works in different jobs with her
uncle. He sets her to earn more money in a high-paying job at a casino. He sends
the weekly wage to her every week. He sends Goniil flowers and precious gems
to try on her. When Goniil and unclefind out that these are sent to her by the son
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of the copper king, they get really angry and throw jewels and flowers back at
Ciineyt’s father who is not aware of the situation.

When involved in a fight at a hawker station, Ciineyt is taken to a police
station where he says he is the son of copper king. After that he is sent to a
mental hospital. Meanwhile, the boss tells the truth to Goniil when Ciineyt does
not send money to Goniil. But when Goniil and her uncle goes to house of the
copper king, they see Ciineyt’s photo there and sees the truth. Thinking that
Ciineyt has cheated her, Goniil decides to go to Germany. Her aim is to escape
from him. After leaving the mental hospital, Ciineyt tells the whole truth to his
father. First his father rejects this situation. Because the girl and her family live
in slums and they are unsuitable for themselves. But after that, he thinks the girl
really likes his son as an honest person and does not care about the money so
he is willing for the marriage. Ciineyt flies to Germany, finds Goniil there and
wins her heart again.

We mentioned above that Yesilcam melodramas are established on love.
The original subject of the film is based on love. Ciineyt, the son of the copper
king, although hee does not stay with them when finds the girl he will get mar-
ried to and returns to his old life.

Discurse of I Loved A Poor Girl was established on conventions under
an easily understandable format. This narrative style is a representation of a
particular social system. It also provides the audience to identify themselves
with the characters representing them. Moreover, in the film, you see causality
as a feature of melodramatic narrative structure. Coincidences of life in the film
are actually used as a dramatic element to show that the film is similar to life.
(Abisel, 1994: 132, 133).

CASES

The greatest conflict in the film is wealth and poverty which are displayed
by social and instrumental images. There are certain items showing the poverty
and wealth. Main characters in the film, Ciineyt and Goniil, live in Istanbul. But
the neighborhoods they live in are very different from each other. This creates
in audience the feeling of living in two very different worlds. Ciineyt lives in a
mansion by Bosphorus, he has servants in the house. But Goniil lives in a slum.
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When his father first hears about his relationship with Goniil, he is does not op-
pose Ciineyt’s marriage to a poor girl, rather, he is opposed to his marriage to a
girl from the slums. At the beginning of the film, Ciineyt tours with a luxurious
car. Goniil carries water to her house from the fountain with copper buckets in
her hands. The first engagement ceremony prepared for Ciineyt is organized in
a luxurious space. While Clineyt is wearing very stylish and expensive clothes,
Goniil has cheap and modest clothes. Ciineyt says “I was born and grew up in
whiskey and champagne”. Because of her wish to drink whiskey in the tavern
and his cool clothes, he is called “dandy”. He is accepted by the people in the
tavern only when he comes there in cheaper clothes. Clineyt says to his father that
he will go on holiday to Rome. He hands in hotel reservations and plane tickets
to one of his employees in the company. Hotel reservations have been made in
the best hotels in Rome. These facilities given to another person by without any
significant thoughts make his employee very happy. His father is very happy that
Ciineyt has met the royal family and goes to opera in Rome. Because his father
thinks that they should be with the noble people like themselves. Goniil earns her
life by singing songs in small and inexpensive places. Her uncle works as a pedlar
or porter. Goniil, her uncle and the people around her have fun in the cheapest
places. Ciineyt sends to Goniil expensive gifts like flowers and jewelry worth
a fortune. By giving a large sum of money to the casino every week, he allows
Goniil to work there. For Goniil, Clineyt’s house is a “palace”.

ANALYSIS OF THE CHARACTERS

Under this title, we will analyze the main characters and two other char-
acters which will provide us the opportunity to clearly demonstrate the conflict
in the film.

Ciineyt: He is the son of the copper king of the country. He has gained
his current life and everything he owns through his father’s money. He is very
tired of his current life of wealth surrounding him. He knows that everyone
around him is interested in his father’s money. He is a modest person who likes
to spend time with poor people.

Goniil: She earns her life from singing, wealth and money is of no impor-
tance to her. She is a kind-hearted, honest and abstemious girl.
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Ciineyt’s father: He is the copper king of the country. Living with people
with a certain social status, wealth and nobility is the vital fact for him. There-
fore, he is desirable to get a suitable wife for his son from their environment.

Goniil’s uncle: He is a poor, good-hearted person who gives no impor-
tance to money and stamps. Being honest is of primary importance to him. He
loves his niece a lot. He protect her everywhere so that she lives an honest life.
Although it is shown for a very short time in the film, it is seen that he has had a
rich brother in his childhood which proves the fact that he also has had a certain
status and comes from a high social class.

I NAMED HER FERIHA - STORY AND DISCOURSE

In the serial [ Named Her Feriha, the love between Feriha, daughter of a
family working as a doorman at an upscale neighborhood, and Emir, son of the
owner of the best nightclubs in the country, is told to the audience. Feriha is a
smart girl and earns a scholarship for a university where children of very rich
people mostly study. She meets Emir there and they fall in love with each other
at school. Feriha introduces herself as a daughter of a rich family in order to
find a place for herself among his friends and begins to tell lies. The bigger their
love grows, the more her lies increase. While Emir’s family supports their re-
lationship because Feriha is from a rich family, they fiercely oppose to it when
they find out that Ferijha is lying and she is the daughter of a doorman. They do
whatever they can to prevent this relationship. Meanwhile, this case is certainly
not accepted by Feriha’s family either. Because they think that Feriha can not
be happy with a person out of his own class. Feriha and Emir even put their
lives in danger for their love without blinking an eye. Then they get married as
a result of their great efforts. Families understand that their children be happy
only when they are together and accept their relationship but Feriha is killed by
her ex-fiance to whom she has been engaged by her family in order to prevent
her relationship with Emir.

CASES
In the serials, people who have economic power are represented through

their property ownership, clothes, lifestyles and privileges brought by economic
power. In the serial I Named Her Feriha, cars driven, clothes worn and amount
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of money mentioned by Emir, his family and individuals with equal status are
used to represent economic power. In the serial, it is seen that money and the
power it provides appear to be effective not only on love in relationships but
also in all kinds of relationships (Kardas, 2013: 84).

Today, love affairs, which constitute one of the main themes in serials, are
set up around economic power. Parties in love relationships belong to different
socio-economic classes which make up the main conflict in the serials. The
disappearance of this situation is only possible through skipping class with an
individual’s love affair. In the serial “I Named Her Feriha” we have evaluated,
people obtain economic power from their family, too. Emir is respected and
recognized by opther people through the privileges provided to him by his fa-
ther. Feriha represents a subclass (Kardas, 2013: 84).

When we look at the vehicles owned by the characters, we see two main
characters totally opposite to each other in terms of socio-economic power and
that they are surrounded by people similar to them in their physical and social
lives. Emir’s father is the owner of the best nightclub in the country. Emir drives
luxurious cars and wears expensive clothes. They have servants in the house
and have fun in very luxurious and expensive places. The ring he has bought to
propose marriage to Feriha is worth a fortune. The food he eats and the drinks
he drins are all expensive. He goes to America on holiday. He rents an aircraft
to celebrate the birthday of a friend. In order to propose marriage to Feriha,
he gets installed a mechanism through which snow falls over Feriha. He gives
must importance to social life. Feriha’s father is a doorman. His mother works
as a cleaning lady at a house. Although she is a smart girl, her success is con-
sidered as the success of a “doorman’s daughter”. She lives in the basement of
an apartment, when she does not have money, she wears clothes given to her
by Cansu and Lara. She works in a hotel for the pocket money to spend at the
university. She has an old mobile phone. She takes the bus to school.

ANALYSIS OF THE CHARACTERS

Under this title, we will evaluate the characteristics of Emir, Feriha and
their families who constitute the main characters in the serial.

Emir: Although he has had a rich family and a lot of money and
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privileges since his childhood, he has grown up in a broken family en-
vironment in need of care and love. Emir is very handsome and we-
althy. In social life, he is called as “crown”. But despite all this, he is a
good-hearted and modest person and can make all kinds of sacrifices
for the person he loves.

Feriha: Being the daughter of a poor family, Feriha is an intelli-
gent and hard-working girl. She feels humiliated because she has been
called “doorman’s daughter’” in the neighbourhood she has lived since
her childhood and struggles to change this situation by getting into the
university. While she is a good-hearted and honest girl and actually de-
nies in her life the values brought by money, the lies she tells have led
the people surrounding her to recognize her as a girl trying to climg the
social ladder.

Feriha’s mother: Zehra is a traditional mother and a very devoted
woman. She looks after her children very well and tries to protect them
from all evil. She is honest, hardworking and proud of herself. She does
not want her daughter to be like herself, she wants him to be study and
live in better places. She named her Feriha (which means relief in Ara-
bic) so that she can find the happiness and relief in her life she could not
find in her own life.

Feriha's father: Riza is a good-hearted, honest, and proud of himself.
He does his best for his to be happy and continue their life in an honest way
but he is a traditional authoritarian father figure and represent the classical
Anatolian man.

Emir’s mother: She is a good-hearted and modern woman. Alt-
hough she is fonf of her child, she could not look after him since she
has got divorced from Emir’s father. She gives a lot of importance to
physical appearnce and believes in the difference of class and asks Emir
to marry a girl suitable to their family.

Emir’s father: Being a very rich man, Unal believes that he can solve

every problem with money. He is a modern-looking, well-dressed, boastful and
vicious man who does not give a lot of importance to family life. He thinks that
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taking care of his son means giving money to him. Class difference and being
with people that suit their lifestyle is of primary importance to him.

CONCLUSION

When the film “I Loved A Poor Girl” shooted in 1966 and the serial “I
Named Her Feriha” broadcasted between 2011-2012 are compared, it is seen
that their stories and discourses are very close to each other. Love is the main
subject in these two works. The issue of love takes place between people who
have socio-economic class differences.

In the film and serial, love is extremely exaggerated. This exaggerated
situation is better shown in the number of series and span of time in the serial.

In the film and serial, the privileges and opportunities fort he young peo-
ple who love each other stem from their families. The rich side does whatever it
does to break the relationship between two sides who are totally different from
each other and insist on not showing consent to their children.

Goniil, her family and people surrounding her representing the traditional
values in the film while Ciineyt’s father represents the modern. Goniil and his
uncle have fun drinking raki and listening to Turkish music, whereas Ciineyt’s
father prefers to go to the opera and drink whiskey and champagne. The same
situation emerges more clearly in Emir’s and Feriha’s families in the serial. Fer-
itha’s family gives a lot more importance to traditional values such as honor and
religion which are our country’s traditional values but Emir’s family lives clos-
er to the western culture. So , in the serial, in addition to the conflict between
rich and poor, there is also a conflict between traditional and modern.

In the film and serial, the conflict between richness of Emir’s and Ciineyt’s
families and poorness of Goniil’s and Feriha’s families is put forward through
different social and instrumental images. The houses Ciineyt and Emir live in,
the cars they drive, the holidays they go on, the expensive gifts they buy, the
clothes they wear, the social lives they endure and the drinks they drink are a
means of showing their wealth. In contrast, the slum neighbourhood Goniil and
people surrounding her live in, the doorman’s aparment where Feriha lives, the
clothes they wear, the social life they endure, Feriha’s father being a doorman
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while Ciineyt’s father being the copper king of the country and Emir’s father
being the owner of the most famous night club, Go6niil’s uncle working as a por-
ter andd pedlar demonstrate that in both serial and film, richness and poorness
are symbolized through elements brought to us by modernism and capitalism
such as possession, profession and place. That means the signifying object and
the signified meaning are not identical with each other, so the symbolic mean-
ing is in help. Symbol is displayed through its functions. Although the audience
does not have any knowledge about the subject of the film or the serial or the
personality of Ciineyt and Emir, the moment they see the cars Cilineyt and Emir
drive, they will understand that these people belong to the upper class of the
society. However, Clineyt and Emir do not show any characteristics related to
their being rich which would otherwise enable the audience to associate them
with a certain social class.

In the movie and serial, we encounter the effect of urbanization as an
instrument which emerged with modernization and capitalism in social life.
Ciineyt’s and Emir’s families evaluate the girls their children love through the
possessions they own even though these girls are intelligent, talented, beautiful
and good-hearted. Their social status is determined by their father’s professions.

As seen from the exaamples above, the representation of the image of love
between different social classes are equivalent to each other in television and cin-
ema despite society’s change and progress. The image of love in a Yesilcam mel-
odrama shooted in1966 and a post-2010 TV serial is inseparable from money and
capitalist values. Modernism and capitalism have shattered the traditional values
but brought about the faith that love can prevail only through the instrumentality
of the values from these two systems. Change in time only offers the exchange of
modern tools caused by the capitalist system in different periods. So we can say
that with modernism and capitalism there has been a change not only on the items
we use in the society but also on love and outlook on love.
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Abstract

Is it ethical to present suicide stories on media in detail? Should visuals be included in
a way to expose disturbing details? These questions were discussed by vocational organiza-
tions and certain ethical principles have been established accordingly. However, whether these
principles are taken into consideration or not is still a topic of discussion. Not including details
in suicide stories and avoiding highlighting the individuals involved, mentioning methods of
suicide and publishing visuals are among the main ethical principles adopted. This study aims
to determine how suicide stories are presented in new media and discuss the results within the
framework of-ethical principles of journalism. To achieve these purposes, a total of 276 news
stories published in 2015 by three national newspapers with the highest circulation (Hiirriyet,
Milliyet and Sabah) were studied using discourse analyses. Evaluated under 13 main and 152
subcategories, the majority of the news stories (65%) were found to be directly related to “actu-
al suicide”, while others were about “attempted suicide” or “suspicious suicide”. The sources
of 31.5 % of the stories are unknown. As for the language of expression, 70.7% of the news
were found to be “emotional/dramatic” and 8.7 % “magazine-like”. A further 27.4 % of the
stories were written in a “disconcerting / worrying” style, while 23.6 % used “panick-causing
/sensational” style. Although considered unethical, the use of visuals in the news was consider-
able: 437 visuals 42 of which were video images, in 256 news items out of 276. Of these, 85.1
% (f=372) involved “uncensored image of the doer of the action” and 46.3 % presented “cen-
sored image of the doer of the action”. A total of 17.3 % images were taken on the day of the
incident. A large majority of news stories (91.7 %) provided information about the method of
suicide. Since the presentation of the method of suicides are considered unethical, this situation
can be said to be problematic. In conclusion, it can be stated that suicide stories, which are ac-
cessible online by anyone, are presented in an exhibitive way. The study obtained valuable data
for institutions with a responsibility to prevent suicides, such as ministries, associations, foun-
dations. Certain steps should be taken to increase the sensitivity of media towards the issue.

Keywords: Suicide, Media Ethics, Content Analysis
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PRESENTATION OF SUICIDE STORIES IN ONLINE NEWS
PORTALS

INTRODUCTION

Istanbul’s Bosphorus Bridge is one of the locations where many mediatic
suicide incidents occur. The most recent and noticeable example of these inci-
dents was on 8th March 2016. The police were trying to dissuade Erol Cetin,
who climbed up the railings of the bridge to attempt suicide. The traffic was
suspended causing long of lines of cars waiting on both sides of the road. When
the traffic was released in a controlled way after 6 hours of waiting, two people
from one of the cars, Hiilya U. and Merve O., yelled at Erol Cetin: “Jump!”
Then he took his hands from the railings and fell.

What is striking in this story is not Hiilya U. and Merve O., who were
later interrogated and publicly prosecuted. The most important part is that the
incident was recorded from the beginning till the end, published on the internet
and is still accessible by anyone with an internet connection.

The discussions about the presentation of suicides or attempted suicides
in the media mainly dwell on ethical principles. It is believed that media pres-
entation of suicides in a detailed way is likely to trigger potential suicides. By
way of illustration, the number of suicide incidents considerably increased after
the publication of the novel titled “Gen¢ Wuther’in Acilar1” (Sorrows of Young
Werther) (Harmanci et. al 2014:367). This situation specifically led to the emer-
gence of the idea that media can also have such an effect on individuals. The
main suggestion offered as a result of these discussions is that media should
act responsibly while presenting news stories about sensitive issues such as
suicide. In this respect, it is recommended that media should avoid presenta-
tions that might normalize suicide attempts and giving information about the
methods and scenes of the suicides in news stories. In addition, photographs
and videos related to the incident should not be published. Therefore; this study
aims to examine the presentation of suicide incidents in online news portals.

Due to certain advantages of internet journalism such as interaction, hy-

pertext applications and multimedia, it is possible to present suicide stories ac-
companied with more details compared to traditional journalism. In this regard,
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this study aims to determine how suicide stories are presented on new media
and discuss the issue within the framework of journalism ethics.

LITERATURE REVIEW

Media has universal ethical values regarding the presentation of social
issues. Suicide is one of the issues for which media should act responsibly and
sensitively while presenting related stories. This study examines how suicide
incidents are presented in the new internet environment. Since new media is
different to traditional media in terms of digitalization, it is thought that the
presentation of suicide stories via internet journalism might be more problemat-
ic. There are websites publishing information about methods of suicide. These
websites help authorities fight against suicide at national and international lev-
els. At this point, the detailed presentation of suicide stories in the media is be-
lieved to cause certain problems. While the websites publishing inappropriate
content about suicide are often censored by governments, no precautions are
taken for those presenting suicide stories. Therefore internet journalism web-
sites publishing such stories are supposed to act in accordance with journal-
ism ethics and media guides which provide detailed explanations about how to
present news about suicides.

The media guidel prepared by World Health Organization for media pro-
fessionals provide certain suggestions about the content and language of news
about suicides. The guide stipulates that media professionals should inform so-
cieties about suicides; however, they should strictly avoid using a language that
might normalize the “suicide” concept and show that suicide is a solution to
problems. Other warnings that stand out are as follows:

* Avoid describing the method of suicides or suicide attempts

* Avoid providing detailed information about the scene of suicides or
suicide attempts

* Be careful while writing headlines for suicide stories
* Be cautious while using photographs and videos.

* Be more careful while presenting the suicide stories of celebrities.

1 http://www.who.int/mental health/prevention/suicide/resource_media.pdf (Date of access:
24.04.2016)
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* Be sensitive towards individuals who lost their beloved ones due to
suicide

* Provide information about the institutions where people can get some
counselling.

* Suicide notes should not be published.

The approach towards the presentation of suicide stories in the media as
reflected in the guide prepared by WHO is quite similar to journalism ethics.
For instance, Turkish Association of Journalists, in Declaration of Rights and Re-
sponsibilities in Turkish Journalism, explains how journalists should act while
presenting suicide stories: “Suicide stories should not be presented in a way ex-
ceeding a news framework and affecting the readers or viewers in some way.
Photographs, drawings or videos about the incident should not be published2”.

Harmanci et. al (2014:383), in their study, compared suicide stories of po-
lice officers in 2013 and 2014. According to the figures, there were 42 officially
recorded suicides committed by police officers and a total of 275 news articles
were published about these suicides in 38 national newspapers in Turkey. The
table below shows that a considerable number of suicides occurred following
the period when the number of news articles about suicides increased. To il-
lustrate this point, a certain number of suicides were committed after the news
about suicides between January 1st and 22nd. Similarly, a considerable number
of people committed suicide between January 29th and February 12th, when
stories about suicides were often presented in newspapers.

Yang et. al (2013) conducted a study similar to that of Harmanci et.al.,
studying a total of 31.364 suicide incidents between 2003-2010, accessed
16.795 news articles from the Chinese version of Google News, which enabled
researchers to compare the time periods when news articles were published and
suicides were committed. The researchers found that there was a direct relation-
ship between the increasing number of suicide incidents and the suicide of a ce-
lebrity. Another interesting finding was that the methods of suicides mentioned
in the news articles were imitated in the following suicides or suicide attempts.

Loureiro et.al (2014) examined the dynamics that are likely to affect su-
icide incidents. They focused on certain factors such as media, unemployment

2 http://www.tgc.org.tr/bildirgeler/turkiye-gazetecilik-hak-ve-sorumluluk-bildirge-
si.html (Date of access: 24.04.2016).
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and divorce rates. According to the findings of the study, media was found to be
the third most influential triggering factor.

When the Turkish Higher Education Council Dissertation Center archive
was searched on April 28th 2016, it was found that a total of 679 dissertations
that include “suicide” as the key word were available in the system. Of these
dissertations, the ones prepared by Isik (2206), Ozer (2005) and Yavuz (2006)
were about media. However, since these studies examined suicide incidents
related to terrorism, they were excluded from the scope of this study. On the
other hand, Coban (2004), in his master’s thesis on the presentation of suicides
on media, examined news stories in 14 national newspapers and one regional
newspaper (Yeni Asir). Similarly, Karakus (2012) in his master’s thesis dealt
with suicide in comics as the representation of suicide in media.

In this respect, this study first focuses on the characteristics of new media
and later deals with how suicide stories should be presented. Within the scope
of the study, the studies dealing with the presentation of suicide stories in media
were examined.

Such studies mainly investigate to what extent the news contents is pre-
sented in detail. The motive for these studies is the idea that presenting suicide
stories in a very detailed way might affect other potential suicides. Similar stud-
ies conducted in Turkey also took this idea as the reference point. For instance,
Palabiyikoglu et.al (1994) analyzed 1993 issues of six high-circulation newspa-
pers in Turkey in their study. The researchers examined the presentation of su-
icide news in newspapers under three main categories: demographic informa-
tion about individuals; the reasons for suicides; and the scene and the methods
used. The results revealed that suicide stories were presented in comprehensive
details. As for the demographic information provided, it was found that 173
males and 109 females committed suicide in a total of 282 incidents. Similarly,
the marital status of those who committed suicide was also mentioned in the
news articles; out of 282 incidents, 102 were married, 15 divorced, 60 single,
10 widows(ers) and 95 unknown marital statuses.

The second factor considered in Palabiyikoglu’s study (1994) was the

reasons for suicides, which were also presented in detail. The results obtained
showed that depression / psychiatric problems (61 cases) were the most com-
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mon reason, followed by conflicts in the family (44 cases), love relationships
(40 cases), economic problems and unemployment (25 cases), the loss of a be-
loved person (death / separation) (32 cases). Finally, as for the scene and meth-
ods used, it was found that hanging (87 cases) was the most common method
followed by jumping from heights (62 cases), swallowing or drinking a chem-
ical substance (20 cases), jumping in front of a moving vehicle (7 cases), using
a weapon or other instrument (7 cases) and cutting himselt/herself (7 cases).

Harmanci et.al (2014) investigated how suicides committed by police of-
ficers are presented in newspapers in Turkey. Within the scope of the study, the
researchers examined a total of 276 news articles and columns about the sui-
cides committed by police officers in 2013 from 38 different national newspa-
pers. The results obtained revealed that the news about suicides was presented
in a detailed way. For instance, 42 % of the news provided information about
the scenes of suicides and 42 % about the methods used in these incidents.

A similar study was carried out by Cengiz (2009), who examined 8 news-
papers published in 2005. According to the results, there was information about
the methods used in suicides in a majority of 215 news items about suicides and
attempted suicides. In addition, 96 % of the news involved information about
the scenes of the suicides.

Yang et.al (2013), in his study, found the following distribution of news
according to the methods used in suicides; 12.7 % drug abuse; 22 % carbon
monoxide poisoning; 2.5 % pesticide poisoning; 7 % hanging; 24.3 % jumping
from heights; and 30.9 % unclassified.

Tatum et.al (2010) studied whether media acted responsibly in the pres-
entation of suicide stories. They examined news articles about suicides accord-
ing to the media guides specifically prepared for the presentation of such news
stories. According to the findings obtained, 56 % of the news articles were pre-
sented in detail with regards to the methods used in these suicides. In addition,
58 % of the news provided information about the scenes of the incidents.

Steward et.al (2011), in their study, examined how military and civil me-

dia presented suicide stories. Both types of media were found to present such
stories in a detailed way. By way of illustration, 84.3 % of suicide stories pub-
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lished in civil newspapers provided information about the scenes of suicides
and 82.4 % about the methods used. Moreover, the suicides committed by mil-
itary personnel which are presented in civil newspapers involved information
about the scenes in 64.1 % of the news and 67.2 % about the methods used. As
for the news about suicides committed by military personnel published in mili-
tary newspapers, it can be concluded that they often provided information about
the scenes of suicides (60.8 %) and the methods used (68.9%).

Quarshie et.al (2015) examined suicide stories involving young people as
they are presented in newspapers. Among the suicides examined, the most com-
mon methods used were found to be hanging (72%) and poisoning (11.3 %).

The literature dealing with the analyses of suicide stories in online news
portals is quite limited. In the study by Sakarya et.al (2013) titled “Searching
for Suicide on the Web: An Analysis of Internet Websites according to their
Suicide-based Content”, the websites which are likely to be accessed by inter-
net users who uses the following keywords in their searches were examined by
three independent psychiatrists: “suicide methods”; “painless suicide”; “guar-
anteed death suicide”; “killing yourself”; and “how can I die?”. Out of 100
websites examined, 42 (42%) were found to contain content likely to encourage
future potential suicides and 13 (13%) to prevent such incidents. In addition, it
was found that none of these 13 websites employed professionals working in
the field of mental health to provide counselling services. One of the conclu-
sions of the study regarding the planning of programs to prevent suicides was
that the content and advantages of the internet should be taken into consider-
ation during the planning phase. In addition, they suggest conducting further
studies to determine to what extent content likely to encourage suicides affects
potential suicide incidents. Similarly, Sahin and Sar1 (2009) focused on the rela-
tionship between Facebook and suicide by examining “Facebook exploitation”.
However, the study did not deal with internet news. The exploitation incidents
on www.facebook.com website were examined in relation with the news pub-
lished in traditional newspapers. Within the scope of the study, the news sto-
ries about Facebook exploitation in national newspapers Milliyet, Sabah and
Zaman in 2009 and 2010 were analyzed. The results of the study showed that
Facebook use does not directly cause suicide incidents, however, it plays a role
in bringing together certain factors that might lead to suicide.
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In conclusion, both national and international literature include a certain
number of studies dealing with the presentation of suicide stories in the media,
the responsibilities of media regarding this issue, how media ethics are taken
into consideration, the reasons for suicide incidents and whether the methods
used are mentioned in news stories or not. Since the studies dealing the news
published on internet websites are limited in number, it is believed that this
study will considerably contribute to the related literature.

METHODOLOGY

The general aim of this study is to determine how suicide stories are pre-
sented in new media and discuss the situation within the framework of ethical
principles of journalism. The study specifically tries to find answers to the fol-
lowing questions:

1. What is the nature of the suicide story? (committed, attempted, sus-
pected)

2. What is the source of the news?

3. What kind of language and style are used in the news? (Exaggerated,
encouraging, mocking, warning etc.)

4. What visuals are used in suicide news?

5. Is a photograph of the individual who committed or attempted to com-
mit suicide included in the news? If used, how is it used?

6. Is a video image of the individual who committed or attempted to com-
mit suicide included in the news?

7. Is the reason for the suicide mentioned?

8. Does the news involve information about the age of the individual who
committed or attempted to commit suicide?

9. What kind of details are mentioned in the news? (Notes, quotes etc.)
10. Is the method of suicide clearly explained?
11.Is the scene of suicide mentioned in detail?

In the study, discourse analysis was applied to the news collected from the
three most-visited online newspapers in Turkey (Milliyet, Hiirriyet and Sabah)
for the year 2015. A total of 1181 news stories about suicides and suicide attempts
were accessed and the distribution of these stories according to the newspapers
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were as follows: Milliyet 437 stories; Hiirriyet 406; and Sabah 337. The news
about suicide attacks and suicide bombers were excluded from the analysis. Out
of 1181 news stories, 276 were randomly chosen (Hiirriyet 97 stories, Milliyet 99
and Sabah 80) and subjected to discourse analysis under 13 main and 152 subcat-
egories. Coding procedures were carried out by two independent researchers and
the consistency between the coders was found to be 81.5 %.

FINDINGS

The data obtained from discourse analysis within the framework of the
questions mentioned above are presented under separate titles below.

Type of Suicide Stories

Types of suicide in the news were defined under the following headings:
committed suicide; attempted suicide and suspected suicide.

Table 1. Distribution of News According to the Topic

Type Frequency (f) | Percentage (%)
Committed Suicide 180 65.2
Attempted Suicide 70 254
Suspected Suicide 26 9.4
Total 276 100

When the news about suicides published on the websites of 3 national
daily newspapers are examined, Table 1 shows that the news about committed
suicides has the highest percentage (65.2%), which is followed by attempted
suicides (=70, 25.4 %) and suspected suicides (=26, 9.4%).

Source of News

The sources of suicide-related news are important, and whether sources
are mentioned or not. According to Table 2, the majority of news items (f=144,
52.2%) have their source as “national news agencies”. In 31.5% of the news,
the source is not mentioned, which is not acceptable in terms of journalism eth-
ics. Employed reporters of the newspapers are the source in 15.6% of the news.
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Table 2. Source of News

Source Frequency (f) | Percentage (%)
National News Agencies 144 52.2
Employed Reporter of the Newspaper 43 15.6
Foreign News Agencies 2 0.7
Not Mentioned / Anonymous 87 31.5
Total 276 100

Language, Expression, Style

As shown in Table 3, most of the news has “emotional / dramatic” expres-
sion ((=293, %70,7). A total of 36 news stories have “magazine-like content”
while 33 can be categorized as “encouraging / tempting”, 25 as “criticizing / ques-
tioning” and 23 as “providing limited knowledge / avoiding encouragement.”

Table 3. Language and Expression

Language / Expression Freq(lt{)ency Perg((:,/il)tage

Emotional / Dramatic 293 70.7
Magazine-like 36 8.7
Encouraging / Tempting 33 8

Criticizing / Questioning 25 6

Providing limited information / Avoiding encouragement | 23 5.6

Others (Advertising, Giving advice / making suggestions) | 4 1

Total 414 100

The findings presented in Table 4 about the style of the news reveal that
30.7% of the news (f=130) uses “informative” style. In addition, in 27.4 % of
the stories, “disconcerting / worrying” style and in 23.6 % “panicking / sensa-
tional” style is used.
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Table 4. Style

Style Frequency | Percentage
® (%)
Informative 130 30.7
Disconcerting / Worrying 116 27.4
Panicking / Sensational 100 23.6
Confusing / Conflicting 30 7
Critical 22 52
Judging / Blaming 14 33
Others (Exaggerated, Appreciating / Praising, Promising) 11 2.8
Total 423 100

Use of Visuals

The visuals accompanying suicide stories are set out in Tables 5, 6 and 7.
Only 20 news are found to involve no visuals. There is at least one visual in 168
news stories, which corresponds to more than half of the news items (60.9%).
Six percent of stories have two photographs and 17% have three different pho-
tographs. The story with the highest number of photographs is in Sabah News-
paper, in which a total of 29 photographs are used. All these 29 photographs
— which are not censored — are nude photographs of a woman whose father
committed suicide because of these photographs. According to Table 5, there
are 437 photographs in 276 news stories.

Table 5. The Number of Visuals

Number of Visuals Frequency (f) Perf;f)t age
1 168 60.9
2 56 20.3
3 17 6.2
4 and more 8 12.8
No visuals 20 7.2
Total 276 100

The types of visuals are displayed in Table 6. Out of 437 visuals in 256
news stories, 372 present an “image of real incident / person”. In addition, 42
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videos, 21 “scene / archive / supporting image” and two “Table / Graphics / Logo
etc.” were used in the news stories. Twenty news stories included no visuals.

Table 6. The Types of Visuals

Nature of Visuals Frequency (f) Perfs/:)l)tage
Image of real event / person 372 85.1
Video 42 9.6
Others (Scene / Archive / supporting image, Table / 23 53
Graphics / Logo etc.)

Total 437 100

The content of visuals is displayed in Table 7. Out of 437 visuals in 256
news stories, 127 (29%) include “Uncensored image of the doer of action”. In
76 (17.3%) of the news items there is a “Censored image of the doer of action
during the incident”. Finally, 67 news stories (15.3%) involved “image of inci-
dent scene” and 34 “image of coffin / dead body™.

Table 7. The Content of Visuals

q Frequenc Percentage
Content of Visual q(i) y (%) 8
Uncensored image of the doer of action 127 29
Uncensored image of the doer of action at the time of 76 173
action
Image of incident scene 67 15.3
Image of Coffin and dead body 34 7.8
Image of the relatives of the doer of the action 29 6.6
Archive image 15 34
Image of building 17 39
tC.ensored image of the doer of action at the time of ac- 13 29
ion
The image of the people killed by the doer of the action 11 2.6
Others 48 11.3
Total 437 %100

The category “others” includes: Uncensored image of family members,
Censored image of the doer of action, Image of the bridge, The image of eye-
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witnesses, The image of the doer with a pistol / rifle in his / her hand, The video
of the incident, blood on the floor, the suicide’s pet, the image of an expert, an
object or a place related to the suicide, the people who have relation with the
incident, autopsy institution, a material from the scene of the incident, a person
to whom the suicide donated his/her organs.

Reasons of Suicide

The reasons for suicides are presented in Table 8. A total of 115 news sto-
ries out of a total of 276 do not mention any reason. According to the results, the
most common reason is “problems with spouses / lovers” (f=70, 21.7%). The
second common reason, which is “suicide following a murder” (f=41, 12.7%),
is followed by “problems with working life”, problems with parents”, “psycho-
logical problems” and “financial problems”.

Table 8. Reasons for Suicide

Reasons Frequency (f) Perf(t:,/il)tage
Not mentioned 115 35.6
Problems with spouses / lovers 70 21.7
Suicide following a murder 41 12.7
Problems with working life 25 7.7
Problems with parents 23 7.1
Psychological problems 18 5.6
Others 31 9.6
Total 323 100

The category “others” includes: financial problems, loneliness, problems
with school, business ethics, torture in prison, rape, discrimination, health prob-
lems, nude photographs of the daughter, health problems of spouse, problems
during military service, blackmailing.

Table 9 presents data about the ages of those who committed suicide.
The data reveals that 124 news stories (44.9%) out of 276 has an “adult” as the
doer of the action. The second age group is young adults (=47, 17%), which is
followed by “elderly”, “teenager” and “child”. In 42 news stories (15.2%) there
is no information about the age of the doer.
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Table 9. The Age of Suicide

Age Frequency (f) Per:s/zl)t age
Adult (26-50) 124 449
Young adult (20-25) 47 17

Not mentioned 42 15.2
Elderly (51 and above) 31 11.2
Teenager (16-19) 22 8
Child (0-15) 10 3.6
Total 276 100

Details of News Stories

The detailed content of news stories is displayed in Table 10. The findings
show that 85.1 % of the stories explain how the suicides occurred, 81.9 % of
the news provided information about the things that happened after the incident
and 81.2 % about what happened prior to the suicide. The statements of rela-
tives / acquaintances are included in 16 % of the news and “suicide note” or
“suicide letter” were present in 13.4 %. Finally, 4% of the stories mention about

“suicide of a celebrity or his/her relatives”.

Table 10. Details of the Content

Details Frequency (f) l;;zc(e:it)-

Explaining how the suicide happened 253 91.7
Telling about what happened after the incident 226 81.9
Telling about what happened prior to the incident 224 81.2
Suicide notes/Suicide letter/Last words 45 16

What the relatives / acquaintances tell about the incident | 44 14
Suicide of a celebrity / or relatives 11 4
Funeral / burial process 11 4

Others (Getting lost and found dead, Mass suicides) 7 33

Total 83 |-
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The Method of Suicide

The methods of suicides are displayed in Table 11 and show that 91.7
% of the stories out of 276 include the method. Only 23 (8.3%) stories do not
present any methods. When methods of the incidents are considered, it can be
said that the most common method was “killing by rifle/knife/pistol” (=119,
%¢43.1). This method is followed by “jumping off a tall building” (48 stories),
“hanging by a rope” (37 stories), “jumping off a bridge” (12 stories) and “jump-
ing in front of a moving car / train / bus” (11 stories).

Table 11. Method of Suicide

Method of Suicide Frequency (f) Perff/:,l)tage
Killing by rifle / knife / pistol 119 43.1
Jumping off a building 48 17.4
Hanging with a rope 37 13.4
Not mentioned 23 8.3
Jumping off a bridge 12 43
Jumping in front of a moving car / train / bus 11 4
Others 26 9.5
Total 276 100

The category “others” includes: Swallowing medicine, jumping into sea,
drugs, being found dead somewhere, climbing up a high voltage line, cutting
tongue, burning oneself, jumping off rocks, drinking pesticide, gassing oneself,
inhaling exhaust fumes from vehicles in a closed area, lying in front of a steam-
roller, jumping off a electricity pylon, jumping off the walls of a dam, taking an
overdose of medicine, cutting one’s throat.

Inclusion of Incident Scene

The incident scenes are displayed in Table 12. According to the table,
the incident scene is “home” in 37 news stories (f=102). The distribution of
other locations for suicides is as follows: “Building” 16.3%, “open area” 9.4%,
“bridge” 5.4%, “working place” 5.1%, “road” 4.7%, “military areas” 2.5%,

%9 ¢ 29 ¢

“airport/airway”, “railway”, “prison” and “hospital” 1.4%.
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Table 12. Incident Scene

Incident Scene Frequency (f) Percentage (%)
Home 102 37
Building 45 16.3

Open areas 26 9.4
Bridge 15 54
Working place 14 5.1

Not mentioned 20 7.5

Road 13 4.7
Others 41 14.6

Total 276 100

The category “others” includes: Road, Military area, Airport / Aero-
drome, Railway, Prison, Hospital, Cemetery, Car, shooting range, balcony of
a hotel, rocky areas, farm / stable, city center, live broadcast, beach, shopping
center, dam, cliff, parking lot.

CONCLUSION AND DISCUSSION

When the news stories analyzed by using discourse analysis method are
evaluated according to the principles stated in Declaration of Rights and Re-
sponsibilities in Turkish Journalism published by the Turkish Association of
Journalists about the presentation of suicide stories in the media, it was con-
cluded that there were some violations of these ethical principles. It was em-
phasized that the news stories should not be presented in detail in a way ex-
ceeding a straightforward outline or to influence readers or viewers. In addition,
photographs, drawings and videos of the incidents should not be published or
broadcast.

To summarize, the high percentage of the news for which no source is
given contravenes general journalism principles. In addition, while it is rec-
ommended to provide limited information in news of suicide, the fact that the
majority of stories are presented by using “emotional / dramatic” language
and “panicking / sensational” style is another violation of ethical principles.
Although the image of those who committed suicide should not be published
according to these principles, the inclusion of 437 visuals in 276 news stories
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— 42 of which are video images and two of these are directly from the incident
scene — clearly reveals the severity of the situation. Moreover, 46.3% of the
news items presents the images of the doer at the scene of incident and 17.3 %
of these images were taken during the incident, which is an example of exhibi-
tive presentation. Furthermore, 91.7 % of the news stories provides information
about the method of the suicides. Since this practice is considered problematic
in terms of ethics, it can be said that national press unfortunately adopts such an
ill-advised mentality.

In conclusion, the results of the study show that suicide news, which are
still accessible online, are exploited in an exhibitive way. Visuals are bluntly
used; even live broadcasts are present. The study obtained valuable data for
institutions responsible for attempting to prevent suicide incidents such as min-
istries, associations, foundations. Certain steps should be taken to increase the
sensitivity of the media towards the issue.
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Abstract

American Cinema significantly makes use of universal narratives which originate from
myths and religious stories. These narratives which are accepted universally address universe
of common meaning values of humanity and people’s common perceptions. Thus, it is easy
to reach viewers throughout the world with a movie which was shaped and inspired by these
narratives. On the other hand, these cultural products addressing a wide range of viewers can
cause interpretational clashes due to different religious dogmatisms. The Hollywood movie
“Noah” directed by American Darren Aronofsky which cost 150 million dollars and released
in 2014 had a great boxoffice success thanks to having a story which was based on a univer-
sally accepted holy narration, Noah's Ark. Aronofsky, both the co-screenwriter and director
presents his ideas and worries related to contemporary society, humankind, environment and
beliefs through Noah's Ark, the clues of which were provided in 2006 movie, “The Fountain”.
Inevitably, Aronofsky uses Noah's Ark as the central story since it is meaningful in every nation
for everyone and also makes use of Hollywood's commercial narrative patterns. The movie
starts with the myths with regard to the creation and the descend of the humankind onto the
earth and is enriched by other several religious themes. Aronofsky uses the religious stories
as mythological narratives not as holy stories in his scenario. The director refictionalizes the
narratives which serve as an inspirational source for the movie in order to adapt them to the
cinematographic language and to express himself better through these narratives. In this re-
spect, the religious stories in “Noah” show differences from the traditional ones with regard to
characters, the flow of the stories, the cultural perception of the narratives, metaphors and their
metaphorical meanings. Accordingly, “Noah”, the reinterpretation of a universal narrative by
Aronofsky, is seen as a topic of analysis and evaluated from an intertextual perspective by a
descriptive film analysis.

Keywords: American Cinema, Narration, Intertextuality, Descriptive Film Analysis
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DARREN ARONOFSKY’S NOAH’S ARK AS A RE-PRESEN-
TATION OF A UNIVERSAL NARRATION

INTRODUCTION

Darren Aronofsky’s film “Noah” which was released in 2014 had a great
boxoffice success thanks to narrating a story, which was based on a universally
accepted holy narration. The story of the film was remarkable with the myths
explaining the creation and the descend of the humankind onto the earth and
was enriched by other several religious themes.

The genesis of humankind, and Adam-Eve, the Flood and Noah’s Ark
legends is taking place in all divine religions and numerous myhtical narrations.
Thus these narrations, which receivea universal acceptation, are all addressing
to the universe of common meaning values of humanity and people’s com-
mon perceptions for centruies. Co-sreenwriter (with Ari Handel) and director
of “Noah”, Aronofsky, utilizes the impact of these ancient narratives, so he
touches and reaches to viewers all over the world with a “Noah”, who was eas-
ily re-shaped and inspired by these narrations.

On the other hand, themes based on holy legends may cause interpreta-
tional clashes due to different religious dogmatisms. “Noah” has been banned
in many countries like United Arab Emirates, Qatar, Bahrain, and Malaysia etc.
(Apalagi, 2014) sincethe common holy and historical contexts were emptied
and deformed in this movie. However Aronofsky had used these themes merely
as mythological narrations rather than holy stories. He basically refictionalized
the narratives, which serve as an inspirational source for the movie “Noah”, in
order to adapt them to cinematographic language and to express himself better
through these narratives.

Aronofsky conveys his ideas and worries, the clues of which were al-
ready provided in the 2006 movie (“The Fountain”), related to the contempo-
rary society, humankind, environment, and beliefs through his new movie. Due
to these intentions; almost all religious stories, including “Noah” itself, differ
from traditional narrations. All the holy narrations included in this movie were
re-shaped by Aronofsky. Thus Aronofsky’s, “Noah” reinterpretation was select-
ed as a topic worth analysing and evaluating from an intertextual perspective by
using descriptive film analysis method.
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NOAHAND THE FLOOD: FROM THE SCRIPTURES TO ARONOFSKY

“Noah” starts with the religious narrative based on the genesis, the first book
of the Bible, which includes the texts about the creation of the humankind, starting
with God’s expelling Adam and Eve from Eden, the flood, Noah’s Ark etc.

These Biblical tales originating from ancient Jewish culture and fore-
runners of the Islamic Religion, share significant similarities with the creation
mythologies from all around the world. Stories of a great flood, very similar to
Noah’s Ark, are told in Australia, the Indian Archipelago, Eastern Asia, Mex-
ico, Central America, and Polynesia as well (Kiernan, 2009:1). The expanded
impact and common ground provided by these kind of myths have a strong
potential to reach people beyond boundaries.

The stories, which are humanity’s common cultural heritage, are used in
movies as extensivethemes with reference to their potential to arouse every-
body’s interest easily. With Aronofsky’s interpretation; It was just good to un-
derstand that there’s something elemental to the flood story that connects peo-
ple all over the planet (Greydanus, 2014). In “Noah” Aronofsky re-shapes or
fictionalizes these universal, and religious narrations to express his messages
about life, questions like whether the humanitiy deserves a second chance, a
salvation, justice, mercy, environmental sensitivities etc.

Aronofsky has selected some of narrative elements contained in the
scriptures to support his goals. He has edited a dramatic space according to
cinematographic understanding. A dramatic space (Foss, 2012, 159) is not the
reality itself. It is the form of reality which is condensed and re-edited by the
script writer and director. Thus Aronofsky explains this artistic situation as a re-
ality, and an interpretation of relations with this statement: “In our research we
started to notice that 300 or 400 years ago, that the dove wasn’t always white.
You see the white dove in [the works of] El Greco, which is 1500s, but then
you go back before that and you start seeing doves that aren’t white. And you
realize, that’s an interpretation from somewhere. We couldn’t actually find out
the source, but you realize people have been interpreting this material for all of
history.” (Falsani, 2014).

In holy texts, it took human’s and human’s sinful nature only ten gen-
erations after the creation to reach the destruction conveyed in the narration of
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Noah. Aronofsky describes in his movie the remarkable story about the crea-
tion interpreted in scriptures basically in the same order with modern science.
With his expression from Ari Philips’ “How Darren Aronofsky Made ‘Noah’
His Own” entitled article : “If you get rid of historical (religious) reality and get
rid of whether it happened or not and look at the mythical power, it’s incredibly
inspiring. ...What we did was look at it as a mythological text and see how it
applies to our world now and what we can get from it.” (Philips, 2014)

Within the framework of this dramatic space Aronofsky, has selected in
his “Noah”some of the characters and stories as known from common scrip-
tures, however he did some changes on the original flow of religious stories by
adding or omitting some of the elements/characters/situations. Thus he manipu-
lated the cultural perception of the narratives, metaphors and their metaphorical
meanings. In other words, these religious stories have merely been inspirational
sources for him. Eventually he underlines his messages, which were conveyed
to viewer over holy and mythical narratives. And yet this explanation is the rea-
son why Noah and the Flood story do not stick to the original texts. Infact, this
particular story of “Noah” are a new interpretation of Aronofsky, and all this
fictional world belongs to him.

PLOT OF “NOAH” WITH AN INTERTEXTUAL PERSPECTIVE:
HOLY TEXTS AND ARONOFSKY’S REINTERPRETATIONS

The “Noah” plot has re-arranged many holy narratives and facts based
on myths, which contain guides to brutality that influences people from cradle
to grave. According to the Genesis, it only took man and his sinful nature only
ten generations to reach from creation to the destruction conveyed in the story
of Noah and the Flood. Narration of Noah’s Ark depicts the end of the world,
which is the first Apocalypse. Aronofsky aims to give the story of Noah in
timeless vein and reinvent a biblical film. It is understood that the main inspira-
tional text for “Noah” is the Genesis and the Bible. Even, the “Noah” is identi-
fied by some commentators as the “least biblical” one among the Bible-themed
movies (Ham, 2014).

In this frame and context, under the “intertextual perspective” title; the

Genesis, the Bible, the Torah, the holy narrations, the director’s other simi-
lar-themed movies will be the subjects of the intertextual analysis.
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As an overview before the detailed analysis, Aronofsky accepts Genesis
as a mythological text, examines how it applies to human’s world and he is
finally able to get the core elements of the Noah story, with which people are
familiar with. But by twisting and altering them to a certain extent, he becomes
able to add some compelling aspects to the story (Greydanus, 2014). So the or-
der of events in the evolutionary story and what is placed in the movie partially
differ from the scriptural and common known narrations. All of these differenc-
es are the results of conscious and intentional elections. By this way, main mo-
tivation and theme of the plot of “Noah”, which is Aronofsky’s reinterpretation,
can be defined as a movement from justice to mercy, and the balance between
wickedness and goodness. On the other hand, it should be considered that the
apocalyptic nature of the plot is on the top of everything and it emphasizes be-
ing righteous. Two stories particularly constitute Aronofsky’s dramatic space;
progeny of Noah (and Adam) and the Flood.

The director Darren Aronofsky has put Adam, Eve and their three sons
onto the background of his narration. (Aronofsky’s interpretation about Adam
and Noah generation is shown in table 1) After Abel’s death he puts Cain’s
herd, as evil’s representative, into the focus point of the conflict. Seth’s herd
on the other hand protects the value evolved from the creation and with this
feature it is the one that is close to the salvation. Darren Aronofsky displayed
in his movie that Adam and Eve had three sons and after Cain murdered Abel,
only Seth and Abel have survived. Thus the bloodline continued parallel in
two lines. Seth’s (the good one’s) bloodline however has always been in the
minority. Such that Cain’s herd grew with the Watcher’s support and covered
the world. At the first sequence of the movie, Seth’s herd confronts the danger
of extinction as Tubal-Cain murders Lamech in front of Noah’s eyes. Though
according to the scripture Adam and Eve have other sons and daughters apart
from Cain, Abel and Seth. Furthermore, according to the same holy writings,
within the 10 generations that lived from Adam to Noah there were many other
people from the same herd descended to earth. Thus all these re-arrangements
about the herd of Adam and Eve are the reinterpretations of a ‘Noah’ narration
in line with Aronofsky’s messages.

Table 1: Table of Comparison about Adam's and Noah's Generation According to Aronofsky
and Sacred Texts (Genesis And Bible)

Table of Comparison about Adam’s and Noah’s Generation
According to Aronofsky and Sacred Texts (Genesis And Bible)
DARREN ARONOFSKY’S GENESIS1 and BIBLE2
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1 Genesis 5:1,2, 3, 5,6, 8,9, 10, 11, 29, 30, 31, 32, 33. and Genesis 10: 1, 2, 6, 21, 22.
2 Bible, Luke 3: 36, 37, 38 and Bible, 1 Timothy 2:13-14

3 Genesis 4:17, 18, 19, 20, 21, 22, 23, 24.

4 Genesis 5: 4

5 Genesis 5:32, Genesis 6:10, Genesis 7:13, Genesis 9:18. and Genesis 10:1.

6 Genesis 10:22

7 Genesis 10:6

8 Genesis 10:2

The movie “Noah” starts with short shots, which are references included
in the archaic Adam and Eve story, and proceeds in the same way with Noah’s
childhood. The story in the Genesis alike, the plot begins with the wickedness
of the world. This situation is symbolized with the green glowing snake, which
seduces humans to commit a sin in the first short scene. The continuation of
the story with Noah’s divine duty shows that Creator forms this decision to
start over again (Aronofsky prefers to use the “Creator” term instead of “God”,
which is a slightly less familiar term that allows him to create a sense of a by-
gone era, a cultural world remote from people. Calling the God “the Creator”
emphasizes God’s identity at the same time as the maker of all things, which
exist on the World. This conscious choice indicates his intention to keep him-
self away from the sanctity, and to focus on the concept instead, which belongs
only to humankind). On this axis the beginning of the story is about justice. To-
ward the end of story clouds become interleaved. This fact refers to the rainbow
mentioned exactly the same way in the Genesis, and indicates that the Creator
covenants and presents the rainbow as a promise to ensure that it will not ever
happen again. Thus the plot shows this transition from justice to mercy.

With certain expressions (sentences are printed in yellow fonts, not vo-
cal, and non diegetic elements), conveyed through an “omniscient” narrator
(who is probably the director himself), Aroaranofsky exhibits his evolutionist
approach. His evolutionist savvy is repeated again in the movie Noah (the flood
began, and only Noah and his family remained on the ark. Noah describes the
creation of the world and his family with an evolutionist perspective.) The first
sentence was: “In the beginning there was nothing... (green glowing snake
appears with a short shot). This first expression emphasizes his evalutionist
attitude, and contradicts the Genesis. Thus according to the holy text, “in the
beginning, God created the heavens and the earth. (Genesis 1:1)
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Then, with consecutive short shots, the holy history of humankind and
the creation have been explained. Sentences and images in flowing order are:
“Temptation led to sin...” (a hand plucks the forbidden fruit from the branches)
“Cast out of Eden, Adam and Eve had three sons: Cain, Abel and Seth.” (A
man -Cain- hits the other man -Abel- with a stone) “Cain killed Abel and fled
to the East, where he was sheltered by a band of fallen angels: The Watchers.”
(Nephilims come in sight) “These Watchers helped Cain’s descendants to build
a great industrial civilization.” (rapidly rising primitive architectural structures)
“Cain’s cities spread wickedness, devouring the World.” (rapidly spreading
black spots on planet earth, which are the symbols of humankind’s wickedness
and destructions) “Only the descendants of Seth defend and protect what is left
from the Creation. Today, the last of Seth’s line becomes a man.”

After this non-diegetic introduction to the story, Lamech and Noah ap-
pear. Lamech, gives Noah with a ritual held at the temple of Seth a heirloom,
which is a shed skin and when wrapped around one’s arm, it gives magical
powers. This heirloom also symbolises the “birthright” that is inherited from
Adam to his son Noah. And continues to explain the history of Adam’s and
Eve’s progeny. Lamech: -“From Adam to Seth, from Seth to Enosh, Enosh to
Cainan, Cainan to Mahalaleel to my father, Methuselah, then to me. Today, that
birthright passes to you, Noah. My son. The Creator made Adam in His image,
and then placed the world in his care. This is your work now. Your responsibil-
ity. May you walk alongside The Creator in righteousness. So I say to you...”

This ritual is interpreted by Tual-Cabin (progeny of Cabil) and his sup-
porters. He has been seeking for a mineral (t-zohar) to save his fading civiliza-
tion. Only Seth’s temple has the rezerv of t-zohar (in sacred texts it is described
as a shiny mineral that looks like gold). With Cabil’s progeny’s attack, the wick-
edness enters methaphorically into the last ideal area on the world. Tubal-cain
steals the “birthright” from Lamech as he is trying to hand it down to Noah.
Child Noah witnesses his father’s murder committed by Tubal-Cain, from a
place he hid himself. For Aronofsky’s “Noah”, this was the turning point for
humankind. Creator strives for justice against wickedness, which is embodied
in Tual-Cabin’s personality and Aronofsky protests the human, who is the only
creature on earth that kills [its own species] not to feed himself but just to kill
or punish his own kind. This event is at the same time the main motivation of
the plot. It is remarkable that in Arafonsky’s movie, divergent from the Genesis,
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Lamech is too young to start this motivation. In the Genesis 5:30, Lamech lived
until Noah was about 595 years old, dying approximately five years before the
Flood (in Genesis 7:6).

Aronofsky determines Tubal-Cain as a villain character to diplay the dark
face of the humanity and improves the plot on this way. On behalf of humans
he has taken dominion over this planet with an egoist manner. He symbolizes
the human, who desires to possess everything (land ownership, gun ownership
etc.), and fiercely consumes everything on the earth but is unsuccessful to protect
them at the end. Tubal-Cain was portrayed as a destroyer of nature. Aronofsky
explains environmental anxieties through the results of actions of Cabil’s prog-
eny. The world is dragged to an environmental catastrophe by the human (the
flood probably symbolizes according to the director that humans have spoiled
their second chance), and this was the reason of the expected doom, which is
concluded in sacred texts. In other words, the human being would be the only
responsible of his own end. From this perspective human being was judged in
the plot of “Noah”due to his actions on earth. This fiction is inconsistent with
sacred texts. According to these texts human is to be judged for sinning against
the holy and righteous God. Aronofsky puts human to the center of his plot as
much as possible, and reduces the weight of divine. He builds a humanitarian
text benefiting from the scriptures. By this way he invites humans to read holy
texts to understand human’s world and who he is.

After the murder sequence of Lamech years passed and an adult Noah
living with his wife Naameh, and their sons Shem, Ham, and Japheth has been
displayed (in Genesis 9:24 Ham is Noah’s youngest son. But Aronofsky pre-
fers Japheth as Noah’s youngest son). As the scriptures depicted Noah found
favor with the Creator. But the earth was ruined in the eyes of the true Creator,
and the earth was filled with violence and wickedness, which were displayed
at the beginning of the movie with short scenes. In the next scene, Aronofsky
underlines animal cruelty, which is mentioned in his narration as a big sin. An-
imals are more innocent and precious than humans. Thus humans tend to ruin
everything to the detriment of animals. In this regard the movie justifies Noah,
who killed three men because of hunting a snake-dog. When Ham asked why
those men, which Noah killed, eat animal, Noah replies: “They think it makes
them stronger but they forget strength comes from The Creator.” At the same
time the message is given that humans should consume more plants to feed
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themselves. In line with the sacred texts, Noah and his family do not hunt or eat
animals. Before the flood, human had God’s permission to eat plants and fruits
but the permission to eat animals was given to human beings only after the
flood (Every moving animal that is alive may serve as food for you, in Genesis
9:3). Aronofsky takes it all the way, suggesting that meat-eating itself is the
problem and draw a rigid boundry about eating animals in his dramatic space.
More over, this expression gives rise to the thought that “Noah” would be a ve-
gan. This kind of an exaggerated emphasis pins up the environmental sensivity.

In the next scene, a raindrop falls in a cloudless weather and a flower blooms
suddenly on the ground in front of Noah’s eyes. This event symbolises the first
contact of the Creator with Noah, who has been haunted by the dreams of a great
flood. The Creator neither appears nor speaks directly to Noah, which leads to
all sorts of confusion, which does not exist in the sacred narration, where people
know from the beginning that Noah will be saved in order to reboot the humanity
in Aronofsky’s interpretation. It’s all within the story, there is a father-son rela-
tionship going on that is Noah and his sons and Noah and his creator. That has
seen as an emotional core of the film how they related to each other. Aronofsky
explains this selection with this sentence: I tried to figure out that truth in the text
and then dramatize that truth in a film” (Raushenbush, 2014).

From this moment on, Noah has many questions about the future of the
humankind, and the Creator’s will. Noah visits his grandfather Methuselah to
find the the answers. It is a difficult journey. First, They came across with a
group of people recently killed and adopt the sole survivor, a girl named Ila,
who will be Sam’s wife later on. Noah and his family are chased by the mur-
derers and seek for a refuge with the fallen angels known as the “Watchers”.
Nephilims, confined on Earth as stone golems (nephilim) for helping humans
banished from the Garden of Eden, are solely fantastic characters of “Noah”,
who are inspired from scriptures. The Neph'i-lim in Genesis 6:4 is a reference
to: the violent hybrid sons who were the children of materialized angels and the
daughters of men before the Flood. Aronofsky’s interpretation of Nephilim is
imported from a Nephilim’s presence in the scene. Nephilim: - “The Creator
formed us on the second day. The day He made the heavens. We watched over
Adam and Eve. Saw their frailty and their love. And then we saw their fall. And
we pitied them. We were not stone then, but light. It was not our place to inter-
fere. Yet we chose to try and help mankind. And when we disobeyed The Crea-
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tor, He punished us. We were encrusted by your world. Rock and mud shackled
our fiery glow. Still, we taught mankind all we knew of Creation. With our help
they rose from the dust, became great and mighty. But then they turned our gifts
to violence. Only one man protected us from Your grandfather Methuselah. We
were hunted. Most of us killed. Those who lived were left prisoners in these
stony shells, marooned upon this barren land. We begged The Creator to take
us home. But He was always silent. And now you claim that you have heard
His call.” Their Compassion for human has dragged them to the crime. These
creatures do not belong to the world, but when they had to get into the World or
becoming-world (placed in dust metaphore) they were being a victim of human
wickedness. Only the progeny of Noah doesn’t exploit them.

Eventually they reach Methuselah’s cave. He is portraid as an earth-born
human, who has got the divine knowledge, as a sign of Aronofsky’s human cen-
tered expression. Some reviewers critise the movie for Methuselah’s character-
sation as a witch doctor. The donor role was given to Methuselah, who prepares
the hero or gives him some magical objects reminiscent of Vladimir Yakov-
levich Propp’s explanations (2001, 105). Methuselah provides three important
things in the story. He gives Noah a cup of a drink that letss him experience
drug-induced dreams, from which he learns the Creator’s divine demand about
building an ark that will save all creatures from the Flood. He “blesses” Shem’s
wife, allowing Ila to conceive, gives Noah a seed from Eden when planted,
this seed turns the barren wasteland by turning it into an oasis full of trees and
supports him to build the ark.

Methuselah illuminates Noah with his wisdom, and leads him. Aronofsky
uses this two character’s diolague for completing his interpretation of doomsday.

“Methuselah: -All life blotted out because of what man has done? My
father Enoch told me that one day, if man continued in his ways, The Creator
would annihilate this world. This destruction can not be averted

Noah: -Unlike your father said it would not be fire of destruction on this
place. I saw water. Death by water. I saw death. And I saw new life. Fire con-
sumes all. Water cleanses. It separates the foul from the pure. The wicked from
the innocent. And that which sinks from that which rises. He destroys all, but
only to start again.”
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With Methuselah’s death during the flood, Noah turns into a real hero.
Aronofsky displays Methuselahin a different dialogue with Naameh. In this
dialogue Naameh voices the ideas of Aronofsky “in the temple of wisdom”.

Naameh: -I do not believe that the Creator destroys this world so our-
selves, because we corrupted it. When I look at my sons. All they desire is love.
Isn’t that all their hearts need to be good? Who is good? Who is wicked? How
am | supposed to know what is right?

According to sacred narrations (for example in Genesis 6:14 — God said
to Noah: “I have decided to put an end to all flesh, because the earth is full of
violence on account of them, so I am bringing them to ruin together with the
earth. Make for yourself an ark from resinous wood. You will make compart-
ments in the ark and cover it with tar inside and outside. ... As for me, I am
going to bring floodwater upon the earth to destroy from under the heavens all
flesh that has the breath of life.”’) God directly speaks to Noah. But in Aronof-
sky’s interpretation this direct interaction has not been displayed. The Creator
communicates with Noah by hallucinations and dreams. So he stresses the idea
that humans have to find correctness about life in their own inner journey.

In the following scene, Noah plants the seed into an oasis, the water spout
from the spot, is divided into four sub-branches like Garden of Eden’s Pison,
Gihon, Firat, Dicle. Then a forest grows instantly, which would be used for the
construction of the Ark. Watchers (Nephilims) appear again in this scene, and
agree to help Noah in building an ark. This expression reflects Aronofsky’s
dilemma about human’s reliability: “Samyaza (Watchers’ leader) cannot accept
this. A man? When it is men who broke the world. But I look at you and I see
a glimmer of Adam again. The man I knew. The man I came to help.” Director
uses Nephilim figure as a popular culture element in his cinematography. This
fictional usage is a response to how Noah built a large structure alone and an
action-oriented element of box office.

Noabh, his family and the watchers begin to build the Ark. The ark is de-
scribed in Genesis 6:15-16 as follows: “The ark should be 300 cubits (a cubit
equaled to 44.5 cm-17.5 in.-) long, 50 cubits wide, and 30 cubits high. There
will be a cubit large window on the top of the ark to get light. The ark’s en-
trance will be on one side, then a lower deck, a second deck, and a third deck.”
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Aronofsky interprets this description and designs the Ark in “Noah”. While the
construction of the Ark continues, Aronofsky offers different propositions and
invites the viewer to think about these quesions: who will sail the Ark after the
first Apocalypse (the flood) and who will keep on living on earth in the axis of
Noah character and plot. His expression in the review gives us an idea about
the director’s motivation: “When I was a child, I identified with those who were
not able to get onto the boat. I wondered if I was “good” enough to be one of
those who deserved to be saved.” (Benamon, 2014). Thus by using scriptural
narratives he creates an awarness with “Noah” and questions whether a human
deserves a second chance. Noah abides by all commands of the Creatorand
fulfils all needs before the flood.

Aronofsky adds some scenes which are not included in the sacred nar-
rations in order to develop the plot. This scenes strengthen the director’s mes-
sages at the same time. In the context of the events one added scenes, clues and
evaluations, which assert how Noah’s thoughts have been shaped.

Initally, Noah searches for wives for Ham and Japheth, because he be-
lieves that Human generation will survive after the flood. But when he goes
to a nearby settlement hewitnessesrottenness of the humans (the settlers were
exchanging their daughters for food, eating an animal while it was still alive
by dismembering it with their bare hands, producing weapons to attack the
ark with Tubal-Cain, whose name is associated with evil). He experiences an
illision: he sees his own face on one the settlers, who is eating a just hunted
animal’s bloody meat. This scene refers to Noah’s confrontation with his dark
side, and his salvation from “it”. Noah starts to believe that the Creator wants
all human’s generation dead. He recants his effort to seek for a wife, who will
continue the mankind’s bloodline. This changing position of Noah, and his rig-
id behaviours against the existence of humans on the world after the flood are
critisized by reviewers. Because in scriptural narrations God’s wish was that
humans should co-exist with animals on earth (withthe animals, which have
been taken to the ark are defined in Genesis 7:2,3 with this sentence: “You must
take with you every kind of clean animal by sevens, the male and its mate; and
of every animal that is not clean just two, the male and its mate; also of the fly-
ing creatures of the sky by sevens, male and female, to preserve their offspring
alive over all the earth.”). And the following expression explains God’s will in
Genesis 6:18: “And I am establishing my covenant with you, and you must go
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into the ark, you, your sons, your wife, and your sons’ wives with you.” But up
to the Noah’s decision, after the flood they will be the last humans and there will
be no new human generations, henceforward.

Noah moves away from the mess of people and Tubal-Cain’s army, in
great confusion and mixed feelings. He wants to get on board as soon as possi-
ble. But his mood leads to an event which Tubal-Cain will use against him, and
provoke Ham against Noah. He leaves the refugee Na’el dead, who fall in love
with Ham, and does not rescue her from the trap and Tubal-Cain’s fighters. This
behaviour was the first event that gived the clues of Noah’ starting pollution.
Aronofsky displays in this scense that nobody is innocent or completely good,
in fact who deserves to be rescued?

After the box office oriented fight and action scenes (confliction of Noah
and Tubal-Cain) Noah’s family enters the ark, except for Noah’s grandpa —Me-
thuselah- which is a new Aronofsky interpretation. Tubal-Cain secretly climbs
onto the ark, unlike explained on the sacred texts. So in “Noah’s narration the
wickedness is conveyed to other caharcters after the flood. Moreover he solicits
Ham, fuming at Noah for allowing Na’el to die, and encourages him to commit
a sin by eating the animal on the ark. Thus Noah’s son, Ham, represents a sin-
ner, who savoured the meat.

The sequence of Noah’s speech at the back of the ark contains an im-
portant message which derives again from Aronofsky’s interpretation. Firstly,
Noah explains his family the story of the earth from an evolutionist perspec-
tive. Noah says: -“ In the beginning there was nothing, nothing but the silence
of infinite darkness. (this discourse were constructed in introduction sequence
of the film) But the breath of the Creator flooded against the face of the void
whispering let there be light and light was, and it was good. The first day. And
then the formless light began to take on substance and shape the second day,
and the whole world was born, our beautiful, fragile home. ... And it was good.
It was all good. There was light and air and water, and soil, all clean and un-
spoiled. There were plants and fish and fowl and beast, each after their own
kind. All part of the greater whole. All in their place. And all was in balance. It
was paradise. A jewel in The Creator’s palm. Then The Creator made Man. And
by his side, Woman. Father and mother of us all. He gave them a choice. Fol-
low the temptation of darkness or hold on to the blessing of light. But they ate
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from the forbidden fruit. Their innocence was extinguished. And so for the ten
generations since Adam, sin has walked within us. Brother against brother. Na-
tion against nation. Man against Creation. We murdered each other. We broke
the world. We did this Man did this. Everything that was beautiful, everything
that was good, we shattered. Now, it begins again. Air, water, earth, plant, fish,
bird and beast. Paradise returns. But this time, this time there will be no men.
If we were to enter the Garden again, it would only be to destroy it once more.
No. The Creator has judged us. Mankind must end.” And then he expresses
his opinion about the World’s future as follows: “Shem and Ila, you will bury
your mother and I. Ham, you will bury them. Japheth will lay you to rest. You,
Japheth, you will be the last man. And in time you, too, will return to the dust.
Creation will be left alone, safe and beautiful. I’'m very sorry about that girl.
And I’'m sorry for you. But we have been entrusted with a task much greater
than our own desires. Ham.”

When a comparison is made from an intertextual perspective, it is un-
derstood that Aronofsky’s movies contain character figures that “are in search
of their existence in their own destruction”. The genius Maximillian Cohen in
“P1” (1998), who in the search of the perfect mathematical formula burned his
own cerebral hemisphere; Harry Goldfarb in “Requiem for a Dream” (2000),
who was experted in self-destruction; the lover Tom Creo in “The Fountain”
(2006), who deeply suffered from seeking a remedy for immortality; the
wrestler Randy Robinson in “The Wrestler” (2008), who dared torturing his
own body he deemed as a part of the show; the ballerina Nina Sayers in “Black
Swan” (2010), who turned perfectionism into an obsession and explained her
existence with her occupation and the stage; are succesful examples to these
figures. (Arpag et. al., 2012, 216). Aronofsky successfully adds a new character,
who “seeks for his existence in his own destruction”, to his previous ones. The
extinction of his grandchildren is at the same time the extinction of his own
bloodline and humanity. Thus only the sinless and pure animals are going to
survive. Since only they could remain unchanged. At this point, Noah’s faith in
nature substitutes his faith in humans.

In Aronofsky’s “Noah” interpretation, according to the Noah character,
human is a danger forthe world. Man’s life on earth must finally come to an end.
But there was an unthinkable situation against Noah’s self-destruction plan of
human generation. The heartfelt wish of Naameh about Ila affects Methuselah
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and he “blesses” her, allowing Ila to become pregnant. He becomes outraged
when he learns this situation, he understands that this washis wife’s protest.
As he had to ensure the extinction of humans he decides to kill the child if it
will be a girl. They all wait in a cold sweat for the baby to come and Ila gives
birth to twin girls. The human will keep onliving on earth in spite of everything
(foremost Noah’s decision).

Noah’s decision about twin girls’ life is an important breaking point in
his character. According to director, Noah in his narration doesn’t have much
of a character arc. Depiction of this plain figure is very simple in a sentence
that Noah follows along with God. He wants justice at the beginning, and full-
fill The Creator’s command. But there are something uncertain that if human
deserve to live on earth. Does The Creator homologate this? Toward the end of
Aranofsky’s narration, Noah eventually finds mercy on behalf of the Creator.
By the way, Aranofsky’s answers the question that “Why would God saved hu-
manity when it is so upset that man is both cruel towards others and towards na-
ture?” with “It is mercy that makes reverse its decision.” The dialogue between
Naameh and Noah, after he didn’t kill the twince girls, explains Aranofsky’s
point of view.

“Naameh: - Why did you spare them (the twince girls)?

Noah: - I looked down at those two little girls, and all I had in my
heart was love.

Naameh: - Then why are you alone, Noah? Why are you separated
from your family?

Noah: - Because 1 failed Him (The Creator). And I failed all of you.

Naameh: - Did you? He chose you for a reason, Noah. He showed
you the wickedness of the man and knew that you wouldn t be obli-
vious to this situation. But then you saw goodness, too. The choice
was put in your hands because He put it there. He asked you to
decide if we were worth saving. And you chose mercy. You chose
love. He has given us a second chance. ... Help us to do better this
time. Help us start again.’

’
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Aronofsky gives an important position and value to women figiire in
“Noah” plot. Infact, A remarkable imbalance appears throughout Genesis. No
women play significant roles in the stories that follow the story of Eve in the
Garden of Eden. Through the stories of Cain and Abel, Noah and the flood,
Jacob and Esau, and throughout the Joseph saga, all major interactions are be-
tween influential males. (Kiernan, 2009: 31) Noah’s wife Naameh and Sam’s
wife Ila are emphasized with their roles and diolagues which are builded on
them. Viewer understand Noah’s decision from Naameh’s dialogue. Naameh’s
contact to Matesullah leads to the flow of events. The birthright which was
passed down father to son till Noah, is transferred to Sam and ila’s twince gitls.
It is understood as a message with reference to its role in shaping the future of
earth of women.

In the scripture, after the Flood Noah sends a raven to let it find a piece
of land to disembark. The raven does not come back to the ship. There with he
sends a dove this time. At first it turns back without landing somewhere but
at the next time it comes back with an olive branch back (in Genesis, 8:7-15).
However in Aronofsky’s interpretation, the person who sent the raven is un-
clear. When the raven comes back to the ship, Japhet and Naameh welcome it.
When the first trial fails, Japhet selects a dove upon Naameh’s request and lets it
fly. The dove does not come back to the ship but Naameh notices that it is flying
with the olive branch in its mouth. Through this scene the director emphasizes
the effective role of the woman and child necessary for the new life. The future
relies on the woman’s fertility and the child’s innocence. At the end of the nar-
ration Noah re-builds the balance of daily world.

CONCLUSION

In this study “Noah” (2014) which is the movie directed by Darren Aro-
nofsky (at the same time he is co-writer of the movie), was selected as an issue
and analysed from an intertextual perspective by using descriptive film analy-
sis method. Movie analysis was operated on the “Noah” plot which has re-ar-
ranged many holy narratives and facts based on myths that influences people.
In this context, under the “intertextual perspective” title; the Genesis, the Bible,
the Torah, the holy narrations, the director’s other similar-themed movies were
the subjects of the intertextual analysis.
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This study shows us the religious stories, which are humanity’s common
cultural heritage, are used by Aronofsky in “Noah” as extensive themes with
reference to their potential to arouse everybody’s interest easily. Aronofsky uses
the religious stories as mythological narratives not as holy stories in his plot.
He refictionalizes the narratives which serve as an inspirational source for the
movie in order to adapt them to the cinematographic language and to express
himself better through these narratives. Director conveys his ideas, worries,
and messages related to the contemporary humankind, beliefs, justice, mercy,
and environment through “Noah”. Thus he manipulated the cultural perception
of the narratives, metaphors and their metaphorical meanings. In other words,
these religious stories have merely been inspirational sources for him. Up to
him, with this Noah’s Ark interpretation; believers will find the values of the
narrative set in a modern way, unbelievers will see an epic film about phil-
osophical questions (Toto, 2014). Decsriptive evaluation of “Noah” supports
Aronofsky’s idea that “Noah” is a movie based on a book based on a myth. But
it is a fine, insightful, and often quite challenging version of that myth. If the
purpose was to make us think about how the biblical story might still speak to
us today, that purpose was certainly fulfilled (Baden, 2014).

As a result particular story of “Noah” are a new interpretation of Aronof-
sky, and all this fictional world belongs to him. There are mythical intertextual
references to the heritages kept in the Solomonian Sanctuary and numerical
connections of the letters in “Pi”; to the tree of life and wisdom in “Fountain’;
and to Icarus in “Black Swan”, in Aronofsky’s other movies. All these referenc-
es appear as side stories within the compass of the main story and Aronofsky
stays with the original narration. Yet in Noah the original content has been con-
siderably reinterpreted.

Aronofsky conveys his certain suspicios by “Noah”. When the question
‘why should God desire to save the humans’, who are cruel against nature, is
addressed to Noah, he could overcome this dilemma solely with the compas-
sion he had (Benamon, 2014). Within a period of time elapsed from Adam to
Eve and Noah, the sons of Abel spread world-wide and destroyed the nature by
building an industrial civilization with the help of the Watchers. The director
characterizes at this point the sons of Abel as a result of an industrial civiliza-
tion, rather than a pre-civilization life The director Noah reveals a dystopian
perspective about what the civilization comes to and the continuation of the
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civilization. By pointing out the destruction caused by humans, he underlines
that under this conditions the doomsday caused by an environmental disaster

would come soon.

It is possible to get these messages as a final evaluation of “Noah”; peace,
justice and mercy are going to save the world and humanity. In a world without
these values, there ought to be a prevailing symbolic apocalypse.

MOVIE CREDITS
CREDITS OF NOAH

Director Darren Aronofsky
Writers Darren Aronofsky, Ari Handel
Music By Clint Mansell Cast Noah, Naameh,
Cinematography By | Matthew Libatique Shem, Ham, Japheth,

- Lamech, Methuselah,
Budget 125000000% (Estimated) Tubal-Cain, ila, Na’el
Runtime 138 min. (2 hr. 18 min.)

Release Dates

USA
26 March 2014 (New York, Premiere)

Turkey
3 April 2014

Paramount Pictures (Presents)

Russell Crowe, Jennifer
Connelly, Douglas Booth,
Logan Lerman, Leo
McHughCarroll, Marton
Csokas, Anthony Hopkins,
Ray Winstone, Amma
Watson, Madison Daven-

Production Regency Enterprises (Presents) ort
Companies Protozoa Pictures p
Disruption Entertainment
REFERENCES

e Apalagi, V. (2014, April 17). Darren Aronofsky, ‘Nuh: Biiyiik Tufan’ Filminde Ne
fsa’ya Ne De Musa’ya Yaraniyor. Retrieved on April 4, 2016 from http://www.sa-

lom.com.tr/haber-90730-ateist_yonetmenin_peygamber_yorumu.html.

e Arpag, O. et. al. (2012). Arka Pencere 2011 Sinema Yillig1. Istanbul: Miirekkep Publi-

cation.

e Baden, J. (2014, March 30).

“Noah’: The Bible vs. the Blockbuster. Retrieved on

March 12, 2016 http://www.thedailybeast.com/articles/2014/03/30/what-noah-

gets-right.html.

* Benamon, P. S. (2014, April 9). Darren Aronofsky (Noé): “J’ai voulu réinventer

264




le film biblique”. lexpress. Retrieved on March 8, 2016 from http://www.lex-
press.fr/culture/cinema/darren-aronofsky-noe-j-ai-voulu-reinventer-le-film-bibli-
que 1505853.html.

Falsani, C. (2014, March 26). The “Terror’ of Noah: How Darren Aronofsky In-
terprets the Bible. Retrieved on April 5, 2016 from http://www.theatlantic.com/
entertainment/archive/2014/03/the-terror-of-em-noah-em-how-darren-aronofsky-
interprets-the-bible/359587/.

Foss, B. (2012). Sinema ve Televizyonda Anlatim Teknikleri ve Dramaturiji. Istanbul: Ha-
yal Perest Publication.

Genesis. (2001). Kutsal Kitap: Eski Ve Yeni Antlasma: Tevrat, Zebur ve Incil. Istan-
bul: Kitab1 Mukaddes co.

Greydanus, Steven D. (2014, March 21). Interview: ‘Noah” Writer-Director Darren
Aronofsky and Co-Writer Ari Handel. Retrieved on April 9, 2016 from http://www.
ncregister.com/daily-news/interview-darren-aronofsky-ari-handel/#ixzz47FynBv-
RV.

Ham, K. (2014, March 28). The Unbiblical Noah Is a Fable of a Film. Time. Retrieved
on April 10, 2016 from http://time.com/42274/ken-ham-the-unbiblical-noah-is-a-
fable-of-a-film/.

Kiernan, B. U. (2009, April 25). Examining Sacred Texts. Retrieved on March 8, 2016
from http://betteconsulting.com/wp-content/uploads/Examining-Sacred-Texts.pdf.

Phillips, A. (2014, April 24). How Darren Aronofsky Made ‘Noah” His Own. Retrie-
ved on February 29, 2016 from http://thinkprogress.org/climate/2014/04/24/3430331/
noah-aronofsky-religion-environment/.

Propp, V. (2001). Masalin Bicimbilimi: Olaganiistii Masallarin Yapist. Istanbul: Om
Publication.

Raushenbush, P.B. (2014, March 24). Noah: A Midrash by Darren Aronofsky and Ari
Handel. Huffingtonpost. [The blog interview]. Retrieved on April 10, 2016 from http://
www.huffingtonpost.com/paul-raushenbush/noah-the-movie_b_5022132.html.

Toto, C. (2014, March 7). ‘Noah’ Director More Concerned with Getting “Non-Be-
lievers’ to See Film. Retrieved on March 12, 2016 from http://www.breitbart.com/
big-hollywood/2014/03/07/noah-director-non-believers-wanted,.

265



266



POPULAR GENRES IN TURKISH CINEMA

Mesut AYTEKIN, Ph.D.
Istanbul University, Turkey
mesutaytekin @gmail.com

Umit SARI, Ph.D.
Istanbul University, Turkey
umitsari@istanbul.edu.tr

Mesut AYTEKIN was born in 1981 in Domanic, a district of Kiitayha. He completed
his primary, elementary and high school education in Kiitahya. He graduated from IU Faculty
of Communication Radio TV Cinema Department ranking second in class in 2003. In the
same year, having started his Master’s at IU Social Sciences, Radio TV Cinema Department,
Aytekin completed his Master’s degree in 2006 with the thesis title of “Vampire Movies and
the Changing Image of Vampires Throughout History in Horror Cinema” and he completed
his Doctorate in 2012 with the thesis title of “The Reflection of Turkish Nationalism in Turkish
Cinema (2005-2011)”. He still continues his career as Assistant Professor at IU Faculty of
Communication Radio TV Cinema Department where he started his academic career in 2007.

Aytekin, who has worked in many short movies and documentary films, also edited the
course books such as Siileymaniye Sempozyumu, Yeni(lenen) Medya, Media Studies, Inter-
national Communication Studies, Medya Endiistrisi. He assumed the role of project assistant
and researcher for the book of Reklamlarda Istanbul, the role of project assistant for the book of
1453 'ten Giiniimiize Istanbul Universitesi Belgesel, the role of executive editor for the books
of Kiiltiir Ocagi'nda Bir Miitefekkir Erol Giingor and Siyaset Sosyolojisi. He wrote parts for
the books of Reklamlarin Iginden , A Bridge of Intercultural Communication, Tiirlerle Tiirk
Sinemast and Tiir(k) Sinemasinda Auteurler. Aytekin is married with one child.

Umit SARI was born in Bursa in 1981. He completed his primary education at Gemlik
in 11 Eyliil Primary School and his secondary education at Gemlik Celal Bayar Anatolian High
School. In 2003, he graduated from the Istanbul University, Communication Faculty, Radio
and Television Cinema department. Sar, started to his master degree on Istanbul University
Social Sciences Institute Department of Radio and Television Cinema, graduated in 2006 with
his thesis *“ The effect of Mass Media Means to Mass Culture in the context of Mass Culture
and Popular Culture: Popstar Turkey Competition as an Example. In 2014, he completed his
Phd with the thesis entitled “The Effects of New Generation Competition Program Formats on
Turkish Television Broadcasting: Deal or No-deal Competition Program as an Example” In
2005, he was appointed as a Research Assistant at Istanbul University, Communication Fac-
ulty, Radio and Television Department and he was appointed as a Assistant Professor at the
same department.

267



Taking part as a Director of Photography in many short films and documentaries, he also
wrote chapters in the books ““A Bridge of Intercultural Communication”, “Lectures about Media
and Integration”, “International Communication Studies”, ‘‘Yenilenen Medya”, “Yeni Medya
Arastrmalart 1 Giincel Tartismalar Ekseninde”, “Tiirlerle Tiirk Sinemasi” and edited the boks
“Medya ve Giindelik Yasamda Cevre Gergegi” (together with Serkan Kirli) and “International

Communication Studies” (together with Mesut Aytekin). Sari is married and has a child.
Abstract

Cinema is a kind of art branch which gathers all kinds of arts, a mass media tool which
reach large masses, a commerce meta which helps people make big money, and it is a massive
industry with the people that it employs. Cinema, which is a powerful mass media tool of our
day, has sometimes been a reflection of society and has sometimes led society with the social,
historical and ideological stories that it tells within its charm.

Cinema genres contribute to the purification of the audience. They carry great impor-
tance in terms of conveying the message and making the audience content. From the beginning
of cinema to our day, the concept of genre has existed. Genres, which came out during the pe-
riod when cinema discovered itself, are of humankind’s way of telling stories. Cinema genres,
which came out with the thought of giving the main idea better and in a different way, left a
mark at the hearts of its audience and created its own audience by drawing its boundar