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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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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%
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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
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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
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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
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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-
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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
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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

106



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
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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
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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™)
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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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Figure 2. Research orientation according to years

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%
Experime