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Editorden,

Toplumsal Arastirmalar Merkezi olarak uluslararasi hakemli
sosyal bilimler dergimiz TAM Akademi’'nin ikinci sayisiyla bilim
diinyasiin karsisma ¢ikmaktan biiylik gurur duyuyoruz.
Diistince kurulusumuz bir yasmi doldurmadan ¢ok onemli
akademik etkinliklere imza atmay1 basardi. Mayis ayinda
Antalya’nin Kas ilcesinde diizenledigimiz 1. Uluslararasi Sosyal
Bilimler Kongremiz katilimcilara gercek bir bilimsel etkinlik
deneyimi yasatti. Yine TAM Yaymlar1 adiyla kurdugumuz
yayinevimizin ilk kitabi, kongremizin 6zet bildiri kitab1 oldu.
Kasim ay1 igerisinde yayinlanacak ikinci kitabimiz, kongremize
katilan bilim insanlarmin bildirilerinin yer alacagi tam metin
kitabi olacak. Cumhuriyetimizin 99. yilinda ikinci sayimmizla
karsmiza cikarken 100. yila yakisir isler yapmanin soziint de
buradan veriyoruz. Alti ayda bir yayinlanan dergimiz TAM
Akademi’nin Kasim 2022 sayisinda {icii 1ngilizce ikisi Tiirkge bes
makale yer aliyor. Giilstin Kurubacak, Ramesh C. Sharma ve
Serap Ugur, “Living in the Meta Immersive Smart 21st Century
and Beyond: A Digital Transformation in Open and Distance
Learning (ODL)” baslikli makalelerinde iletisim teknolojilerin,
actkk ve uzaktan Ogrenmede dijital nasil
yapilandirdigini tartisiyorlar. Mehmet Ozcaglayan ve Omo
Aiman Boudchar ise “The Impact of Anadolu Agency News as a
News Source on Arab Media and Arab Public Opinion” adh
makalelerinde Anadolu Ajansimin Arapca boliimiiniin Arap
diinyasindaki varligini, diizeyini ve niteligini, Anadolu
Ajansinin en biiytik Arap medya kuruluslar: i¢in giivenilir bir
haber kaynag1 olup olmadigini arastiriyorlar. Diger ti¢c makalede
ise diinyay1 derinden sarsan pandeminin etkileri tartisiliyor.
Hiiseyin Cotur, “Analysis of Social Aid in Turkey During the
Covid-19 Epidemic” baslikli calismasinda pandemi déneminde
Tirkiye’de yapilan sosyal ve ekonomik yardimlari inceliyor.
Cansu Arisoy Gedik ve Melisa Pirol ise “Salgin Sonras: Yeni
Gergeklikle Yiizlesmek: Dijital Tiiketicilerin Degisen Tepki ve
Uyum Siiregleri” adli makalelerinde Covid-19 pandemisi
boyunca Tiirkiye'de ve diinyada degisen
davranislarini analiz ediyorlar. Son olarak Emre Topcu ve Berk
Cayc1 ise, “Sosyal Medyada Dezenformasyon: COVID-19
Pandemisi Ornegi” bashikli galismalarinda son giinlerin tartismalt
konusu dezenformasyon meselesini ele aliyor, sosyal medya
platformlarmin yanlis enformasyonun yayilmasi stirecinde
oynadigt rolii COVID-19 pandemisiyle ilgili paylasilmis olan
enformasyonlar tizerinden c¢oztimlilyorlar. Dergimizin ikinci
sayisinin bilimsel birikime katki sunmasmi timit eder ve iyi
okumalar dilerken TAM Akademi'nin TRDizin tarafindan
izlemeye almdiginm buyik  mutluluk
duyuyorum. Dergimizin en kisa zamanda ¢ok sayida indeks
tarafindan  taranacagmna yiirekten Diistince
kurulusumuz, dergimiz ve yaymevimizle ilgili en son gelismelere
sosyal medya hesaplarimizdan ve tamde.org, tamuskon.org,
toplumsalarastirmalarmerkezi.org adreslerinden ulasabilirsiniz.

doniistimii

satin alma

belirtmekten de

inaniyoruz.

Prof. Dr. Mustafa Yilmaz
Bas Editor

From the Editor,

As the Center for Social Research, we are proud to be in front of
the scientific world with the second issue of our international
peer-reviewed social sciences journal TAM Academy. Our think
tank succeeded in carrying out very important academic activities
before it turned one year old. Our 1st International Social Sciences
Congress, which we held in Antalya's Kas district in May, gave
the participants a real scientific event experience. The first book
of our publishing house, which we also established under the
name of TAM Publications, became the summary book of our
congress. Our second book, which will be published in
November, will be a full-text book in which the papers of the
scientists participating in our congress will be included. As we
present our second issue in the 99th year of our Republic, we
hereby promise to do things worthy of the 100th anniversary. The
November 2022 issue of our semi-annually TAM Academy
contains five articles, three in English and two in Turkish. Giilstin
Kurubacak, Ramesh C. Sharma and Serap Ugur discuss how
communication technologies structure digital transformation in
open and distance learning in their article titled “Living in the
Meta Immersive Smart 21st Century and Beyond: A Digital
Transformation in Open and Distance Learning (ODL)”. Mehmet
Ozgaglayan and Omo Aiman Boudchar, in their article titled “ The
Impact of Anadolu Agency News as a News Source on Arab
Media and Arab Public Opinion”, describe the presence, level and
quality of Anadolu Agency's Arabic department in the Arab
world, and that Anadolu Agency is the largest Arab media outlet.
They are investigating whether it is a reliable news source for
their organization. In the other three articles, the effects of the
pandemic that shook the world deeply are discussed. Hiiseyin
Cotur, in his study titled " Analysis of Social Aid in Turkey During
the Covid-19 Epidemic", examines the social and economic aid
provided in Turkey during the pandemic period. Cansu Arisoy
Gedik and Melisa Pirol, on the other hand, analyze the changing
purchasing behavior in Turkey and around the world during the
Covid-19 pandemic in their article titled "Facing the New Reality
After the Pandemic: The Changing Response and Adaptation
Processes of Digital Consumers". Lastly, Emre Topgu and Berk
Caycy, in their work titled "Disinformation in Social Media: The
Case of the COVID-19 Pandemic", address the controversial issue
of disinformation, and analyze the role of social media platforms
in the dissemination of false information through the information
shared about the COVID-19 pandemic. I hope that the second
issue of our journal will contribute to scientific knowledge, and I
wish you good reading, and I am very happy to state that TAM
Academy has been followed by the TRDizin. We strongly believe
that our journal will be indexed by many indices as soon as
possible. You can reach the latest developments about our think
tank, journal, and publishing house on our social media accounts
and at tamde.org, tamuskon.org,
toplumsalarastirmalarmerkezi.org.

Prof. Dr. Mustafa Yilmaz
Editor-in-Chief
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ABSTRACT

Open and distance learning system is now well-established serving millions of
students globally. The technological developments in the 4th industrial revolution
era have impacted open and distance learning system. Artificial intelligence,
blockchain, 3D printing, computer vision, Internet of things, Internet of behavior etc.
have introduced smart services in teaching, learning, curriculum design, learning
design, user experience, instructional delivery and evaluation and assessment
systems. In this paper we discuss how such technologies have brought the digital
transformation to open and distance learning. We also examine the meta immersive
smart future of open education.

Keywords: Open and Distance Learning, Meta Immersive Smart Future, Meta
Immersive Smart Open and Distance Learning, Future, Digital Transformation
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0z

Agik ve uzaktan 6grenme sistemi diinya ¢apinda milyonlarca 6grenciye hizmet veren koklu bir
sistemdir. DOrdiinci sanayi devrimi donemindeki teknolojik gelismeler, agik ve uzaktan 6grenme
sistemini etkilemistir. Yapay zeka, blok zinciri, 3D baski, bilgisayarla gérme, Nesnelerin interneti,
davranislarin interneti vb. 6gretme, 6grenme, program gelistirme tasarimi, grenme tasarimi, kullanici
deneyimi, 6grenme sunumu ve degerlendirme sistemlerinde kullanilan akill hizmetleri kullanima
sundu. Bu makalede, s6z konusu bu ileri teknolojilerin, acik ve uzaktan 6grenmede dijital bir dontisimu
nasil yapilandirdig tartisilmaktadir. Ote yandan bu calismada; acik ve uzaktan 6grenmenin meta
suriikleyici akill gelecegi de incelenmektedir.

Anahtar Kelimeler: Acik ve Uzaktan Ogrenme, Meta Siiriikleyici Akilli Gelecek, Meta Siriikleyici Akilli
Acik ve Uzaktan Egitim, Gelecek, Dijital Donlsiim

Introduction

In the 21st century, the scope of Open and Distance Learning (ODL) is changing rapidly and
dramatically. Alongside a radical digital transformation, we are also experiencing pandemic situations
that force the face, content, and dimensions of ODL to improve for the future of future. This is a
revolution in learning with transhumanist technologies. This is the ODL revaluation, which is from a
digital transformation to a sustainable human one. Besides, ensuring not only institutional and
program quality but also personal proficient in ODL has become the heart concept to internalize this
point of view to our daily lives. In short, it can be said that the 21st century is a period in which logical,
sustainable, technological, and ecological developments constantly offer innovations beyond our
imaginations in ODL.

In this study, we would like to talk about the adventure and journey of ODL from the beginning
to the 2020s, in the context of what was mentioned above. Especially, we would like to emphasize the
foundations and philosophy of ODL that have evolved over the years.

1. The Basics of Open and Distance Learning (ODL) in the 21st Century

The 21st century and beyond are to prepare us for our transhumanist future and embrace both
technical aspects and social dimensions of the advanced technologies. This is aninteractive framework
that offers us a social construct and encourages lifelong learning. Also, people's constant, voluntary
and self-motivated pursuit of knowledge; started to be provided by meta, immersive, and smart
platforms. In this era of communication and learning technologies restructuring, the cultural digital
texture is now called transhumanism beyond cyber. There are two main questions we must ask and
answer as a person and as an institution nowadays: how our future will shape with transhumanism,
and how transhumanism will affect ODL in the context of the cultural change. In this reference point,
first, we must underline the basics of ODL in the 21st century. There are four main essentials in ODL
in this era that we must understand and determine each of one’s structure perfectly:

Next generation flexible learning
Transformation into a post-21st century person
Learning awareness, literacy, culture, and behavior

A wwnN e

Social, environmental, and psychological presence and the interactions of each
presence
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These basic foundations of ODL mentioned above also lay the foundations for making ODL

smart. When ODL has become smart, it

also builds sound an ecosystem, and sustainable regional

development to advocate the moral rights, ethics, and law globally. That is why Smart ODL (SODL) is
concerned with how to use futuristic technologies and expand our capabilities and natural limits. In
this case, SODL should integrate the following concepts into its structure (Figure 1). Thus, strategic
planning of transhumanist transformations in both macro (institution and program) level, and micro
(individual) level can be done in the restructuring of SODL.
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Figure 1: New Concepts in SODL

To summarize what has been discussed above, Smart Open and Distance Learning (SODL)

supports Immersive Uber Learning with Meta Immersive Technologies, 3D and More Dimensional

Learning, Learners Critical Thinking Skills, and Integrated Haute Couture Designed-Based Learning.

With the “No Time No Walls” motto, SODL transhumans, who are humans are becoming robots, and

robots are becoming humans. Before switching SODL, each person and institution must focus on a

complex system covering with those areas:

¢ Blockchain Technologies
e Design Thinking

e Ethical and Legal Leadership

e Risk Intelligences

e Strategic Planning and Strategic Decision

Thus, SODL must support personal learning and learning organizations by using advanced

approaches and allowing for slow, continuous, and gradual regional changes. SODL, moreover, can

improve learning milieus in ecosystems that means improving the transhumans to transform beyond

their regular limits. However, in this way, the capacity of SODL goes beyond an existing curriculum
without worshiping technologies itself, and finally can be able to adapt to this transhumanist change

in the 21st era.
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2. Evolution of SODL

The emergence of Uber immersive learning promises to centralize and revolutionize SODL as
a lifelong learning concept. SODL not only defines what hyper-immersive learning is in the
transhumanist era, but also recognizes how they are currently being used and what their potential is.
Therefore, SODL should describe a set of scenarios for using uber-intensive learning in an ecosystem
and advocate the benefits of using uber-intensive learning to support regional development. Before
focusing on those issues, we should review the evolution of SODL in history to understand the
revolutionary developments in SDOL (Table 1).

The evolution of SODL shows us the changing lifestyles of individuals as well. Rapidly changing
learning activities with new technologies, moreover, make the necessary changing scope, content, and
design of learning. Based on those innovations create new skills, abilities and professionals who must
constantly and regularly update themselves. Therefore, we have to focus on new formal learning
(informal learning + non formal learning) to make our existence sustainable.

To summarize, SDOL transforms itself (Fig. 2.)

Uber
Immersive
Learnig

An Alternative
to Formal
Education

Lifelong
Learning

Formal
Education

Method » Discipline

Local » Global » Glocal (Global+Local)

One-Size Education —— Individualized/Personalized Learning —» Haute Couture Learning

Human » Transhuman

Figure 2: Summary of SODL Evaluation

The evaluation of SODL is a digital transformation in the transhumanist era. In this case, SODL
must take credit from Learning Credit System, Risk Intelligence, Digital Leadership, Cybersecurity,
Quantum Technologies, Augmented Literacy, Artificial Intelligence Driven Human Resources, Limited
Resources, and Ethics & Law.
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Table 1: The Evaluation of SODL

MISDOL 7.0
META IMMERSIVE SMART OPEN

ODL1.0 0DL2.0 ODL 3.0 0DL4.0 SODL 5.0 ISDOL 6.0
CORRESPONDENCE EDUCATIONAL RADIO COMPUTER-BASED INTERNET-BASED SMART OPEN AND DISTANCE IMMERSIVE SMART OPEN AND
ANDTV ERA TEACHING ERA LEARNING ERA LEARNING ERA (SODL) DISTANCE LEARNING ERA (ISODL)

AND DISTANCE LEARNING ERA
(MISoDL)

2025 - BEYOND

EDUCATION ERA
1728-1960 1960-1985 1985-2000 2000-2010 2010-2020 2020-2025

¢ Foundations ¢ Foundations ¢ Foundations * Foundations ¢ Foundations
*Foundations *From One Way «From Two Way  Multi Channel *Foundations * Multi Dimensional * Artificial
*One Way Communication to Communications to Communications o Multi Dimensional iogwu:]:c:t'lﬁns Intelligence
ey . X ) L e Artificial Intelligence . .
Communication Two Way Multi Channel * Mobile Learning Communications « Augmented Rega“ty *Machine Learning
-Vocatl.onal ) Communications Communications «MOOCs o Artificial S e « Data Engineering
Technical Education *Vocational *Vocational Intelligence « Extended Realit * Programming
¢ Printed Materials Technical Education Technical Education « Philosophy e Augmented Reality T ER Y Languages
3 Multlmed_la . gachellot( Degree T e Virtual Reality  Mixed Reality e Transhumans
*Philosophy *Telelearning P?c:nfa?nls,on Learning to Lifelong e Transhuman * Blockchain e Digital Twins
¢ An Alternative to g Learning « Gamification * Simulated *Neural Networks
Formal Education Philosophy . *Open and Flexible  Mixed Reality Consciousness *Deep Mind
¢ Method ¢ An Alternative to * Philosophy . Learning * Clone CW *Meta Lives
e Local Formal Education *Formal Learnllng *Second University «Philosophy :?:::;:fi;n:z:mmg
*One-Size Education *Method *Open Education * Discipline s Lifelong Learning « Digital Memory « Philosophy
*From Method to
. LOC‘8|V ) Discipline *Global eHaute Couture * Information Transfer e Uber Immersive
eIndividualized ! e Personalized Designed-Based Learnig
Learning * gg?a :-°C3 to Learning Learning * Philosophy eDecentralizing
o . eTranshuman o Lifelong Learning o Trustworth
. Ind|V|fjuaI|zed e Risk Intellizence  Haute Couture Environmerzlt
Learning . g ) Designed-Based
o Strategic Planning Learning *Data
*Glocal Learning e Transhuman Reconciliation
« Risk Intelligence * Optimized
o Strategic Planning Resources
* Glocal Learning
o Digital Transformation eHumanchains
 Sustainable Human e Transaction
Transformation "
. ) Wisdom
* Immersive Learning
*Smart Contracts
e Transparency
E—
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In the near future, humans will use smart implants, high-performance prostheses, memory-
enhancing components, and "wearable" products to keep pace with the technology. As table 1, SDOL
must get all humans ready for the new version of life with technological singularity. “The technological
singularity is a hypothetical point, which technological growth becomes uncontrollable and
irreversible, resulting in unforeseeable changes to human civilization” (Eden, Amnon, Moor, & James,
2012). Also, inventor and futurist Ray Kurzweil (2005) mentions “technological singularity describes his
law of accelerating returns which predicts an exponential increase in technologies like computers,
genetics, nanotechnology, robotics and artificial intelligence”. Learning about technological singularity
literacy to build collaborative teamwork that integrates and harmonizes with nature in SODL can be
able to improve one's individual and professional quality as well as the quality of business processes
and end product. SODL also must focus on developing national to universal education and learning
policies, ensuring a quality life accreditation and assessment, and protecting the rights of institutions,
working staff and learners.

SODL should provide lifelong learners with public health, nutrition awareness, diet information
and wellness literacy, well as critical thinking, problem solving, reasoning, analysis, interpretation,
synthesizing information. In the regional ecosystem, transhumans’ research competencies and skills,
enquiry practices, and inquisitiveness requires relativity, proficiency, curiosity, attention, imagination,
innovation, and personal articulation. Moreover, tenacity, self-reliance, forethought, self-discipline,
versatility, tactability, digital public discourse, and exposition, and listening skills are becoming
extremely crucial for transhumans in SODL systems. Besides, leadership, team-synergy, relationship-
building, cooperation and coordination, amenity management of virtual workspaces are the
fundamental features of transformative SODL. Finally, multidimensional literacy skills are the essential
life basics to involve in SODL-base activities (Kurubacak, Sisman-Ugur and Sharma, 2021):

¢ Civic, and Social-Justice Literacy

e Computer Programming and Computer Thinking Literacy

e Data Interpretation as Well Analysis and Synthesis Literacy
e Economic and Financial Literacy

e Ecosystems Literacy

e Entrepreneurialism-Based Literacy

e Environmental and Conservation Literacy

e Global Awareness Literacy

¢ Global Development Literacy

e Health Literacy

e Humanitarianism Literacy

¢ Information and Communication Technology (ICT) Literacy
e Law Literacy

e Media, Social Media, and Internet Literacy

e Multicultural Literacy

e Regional Development Literacy

e Scientific Thinking Literacy

e Transhumanist Literacy

SODL must evolve all stakeholders to transform beyond their natural limits with the literacy
skills mentioned above. Therefore, the learners in SODL must have self- awareness by developing
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secure, reliable, and mature lifestyles with high level empathy experiences. Also, a solid SODL system
must support a digital wellbeing system to protect the personal data of transhumans, their digital
rights, their records of health information and privacy risks. This digital wellbeing system must
recognize where information and data that can be loaded into the transmissions are stored, simulate
what transhumans can do with the information uploaded to them, and protect the personal data, and
health information records of those lifelong learners. Therefore, a necessary security works should be
started immediately to build a concrete foundation for the digital wellbeing by structuring interactive
strategic decision models, establishing dynamic risk intelligences, utilizing dialogued blockchain
technologies, and constructing solid ethical and legal leaderships.

3. The Integration Stages of SODL

There must be an integration strategy of each institution for utilizing SODL to support an
ecosystem in a regional development. In order to keep SODL alive in an ecosystem in an academic
context, each institution should carefully structure the following steps. While doing this, we should
carefully answer the questions that should be asked at each step, together with the stakeholders. After
that, the mission and vision of any SODL-based institution can be determined, and a strategic plan can
be created accordingly.

| - Background Search Stage
1. Dreaming (What do we need? Why?)
2. Planning (How do we reach our goals?)
3. Exploring (What are the relevant trends and developments for the future?)

Il — Design Stage
4. Preparing (What are the needs and main purpose of uber immersive learning?)
5. Determining (What is the framework for the uber immersive learning structure?)
6. Building (What are the most important elements, dimensions, and necessities?)
7. Orientating (What is the important question to be answered?)

Il — Implementation Stage
8. Using (How do we draw conclusions from uber immersive learning?)
9. Monitoring (How do we observe that uber immersive learning is going to happen?)

IV — Evaluation Stage
10. Doing summative assessment (How do we evaluate educators learning at the end of a
smart unit/units by comparing it against some standard)
11. Doing formative assessment (What are the ongoing process educators engage in
focusing on lifelong learning goals?)
12. Taking new actions (How will we move closer to the goals?)

At each stage, it is important to build a sustainable network among the international and local
partners as well as shape a collaborative and sustainable research network. While building a solid SODL
system, the areas mentioned below must be recognized by the institutions to

e raise awareness about the use of new technologies in learning,
e map the potential partnerships in learning,
e understand the potential uses of new technologies among the societies,
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e increase the capacity and readiness of the societies toward SODL,
e establish a dynamic needs assessment towards a glocal curriculum, and
e develop a prospective leadership in learning

Uber immersive learning has two meanings for SODL: First of all, the word uber shows learning
in SODL that lifelong learners are being immersed into a virtual dialogue, such as virtual reality,
augmented reality, mixed reality, metaverse, etc... Secondly, the word uber shows that SODL becomes
more diversified, democratized, decentralized provided by blockchain technologies. Therefore, uber
immersive learning in SODL provides a transparent, online, and secure ecosystem.

In the transition from traditional ODL to SODL, besides, the selection of technology, content
creation, transparency towards stakeholders, the roles, and responsibilities of learners, and designing
an environmentally friendly sustainable learning environment are among the most important issues
for regional development.

In short, “the acceleration of radical transformational technological progress must be the
central feature of SODL in the 21 century while we are on the edge of change comparable to the rise
of human life on earth” (Ugur & Kurubacak, 2020).

Conclusions

New generation SODL creates smart people; smart people are foundation for smart cities and
also smart societies. This brings changing lifestyles of individuals through shared transhumanist
technologies that means

rapidly changing learning activities with new technologies for open glocal governments

e the changing scope, content, and design of learning by utilizing energy-efficient technologies

o need of experts and professionals, who constantly update their skills and abilities

e the technical and social dimensions of technology taken together for time optimization

e new formallearning (informal learning + non formal learning) for green rooftops towards clean
and green environment

e to make our existence sustainable by engaging lifelong learners through collaborative

organizations

Building an ecosystem, digital societies provided by SODL in regional development must
become more diversified, democratized, and decentralized in the transhumanist era for

e maintaining reputation, trust in certification, and proof of being smart societies
e focusing on relevance, employability, and transparency

e providing ongoing, voluntary, and self-motivated pursuit of knowledge
e offering a dynamic social construct

e encouraging lifelong learning

e understanding a need for online, distance and secure systems

e utilizing different immersive and learning platforms

e assessing citizens, and granting their lifelong learning certifications

e building the reflective practitioner

e enhancing the motivation and efficacy of transhumans

e building professional cultures
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e meeting the needs of diverse learners

e taking informed action

e making progress on glocal priorities

e achieving success with performance-based reforms

As a final word, the following question should be asked: How should SODL ensure the process
of change in any regional development, from digital transformation to human transformation, to
create a sustainable ecosystem.
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ABSTRACT

Global news agencies continue to play a fundamental role as news providers not only for
media outlets but also for individuals by making the instant dissemination and
consumption of news possible and promoting an experience of global connectedness.
The globalization of the media has led to a few global news agencies dominating the
world's media; thus, the influence of these agencies can spread across countries without
regard to political boundaries. As part of the international race to win the Arab public
opinion and consolidate their dominance in the Arab world, the big global news agencies
are seeking to present their programs and news in Arabic language. In recent years,
Turkey as an important regional power in the Arab world has taken some initiatives to
communicate with the Arab public through the press, the most important of which is the
Arabic Department of the Anadolu (News) Agency. On this basis, the study aims to
examine the level and nature of the media presence of Anadolu Agency's Arabic
Department in the Arab world and how Anadolu Agency can become a reliable news
source for the largest Arab media outlets. In this study, on the one hand, a quantitative
approach was adopted in which the researchers collected data on the daily and the
monthly number of news quoted by Arabic newspapers from the Arabic Department of
Anadolu Agency. On the other hand, in the qualitative analysis, the study relies on the
analysis of some surveys and previous Arabic studies to identify the factors that
contribute to the success and development of the Arabic Department of the Anadolu
Agency in the Arab world. The study showed that the common cultural, religious, and
historical ties between Turkey and the Arab world have greatly facilitated the active
presence of Anadolu Agency in the Arab geographies and the regions.
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0z

Kiresel haber ajanslari, anlik haber dagitimini ve tiiketimini miimkin kilarak ve bununla birlikte kiiresel
baglantiliik deneyimini de tesvik ederek, giinimiziin degisen kiresel medya ortamlarinda bile yalnizca
medya kuruluslari icin degil, bireyler icin de haber saglayicilari olarak hala temel bir rol oynamaktadir.
Medyanin kiiresellesmesi, birkac kiiresel haber ajansinin diinya medyasina hakim olmasina yol acti; bu
nedenle, bu kurumlarin etkisi siyasi sinirlara bakilmaksizin Glkeler arasinda yayilabilmektedir. Arap
kamuoyunu kazanmak ve Arap dilinyasindaki hakimiyetlerini pekistirmek igin uluslararasi yarisin bir
parcasi olarak, biliylk kiresel haber ajanslari programlarini ve haberlerini Arapca dilinde sunmaya
calismaktadirlar. Son yillarda Arap diinyasinda 6nemli bir bolgesel gli¢ olan Tirkiye, Arap kamuoyuyla
basin araciligiyla iletisim kurmak igin bazi girisimlerde bulunmustur, bunlardan en 6nemlisi Anadolu
Ajansi'nin Arapga bolimidir. Bu temelde, calisma, Anadolu Ajansi'nin Arapg¢a bolimiiniin Arap
diinyasindaki medya varliginin dizeyini ve niteligini ve Anadolu Ajansi'nin en biyik Arap medya
kuruluglar igin nasil glivenilir bir haber kaynagi haline gelebildigini incelemeyi amaglamaktadir. Bu
¢alismada, bir yandan arastirmacilarin Anadolu Ajansi Arapga bolimiinden Arapga gazetelerin aktardig
glinlik ve aylk haber sayilarina iliskin verileri topladigi nicel bir yaklasim benimsenmistir; nitel analizde
ise ¢alisma, Anadolu Ajansi Arap¢a bolimiiniin Arap diinyasindaki basarisina ve gelisimine katkida
bulunan faktorleri belirlemek icin bazi anketlerin ve 0©nceki Arap¢a calismalarin analizine
dayanmaktadir. Calisma, Tirkiye ile Arap diinyasi arasindaki ortak kultlrel, dini ve tarihi baglarin
Anadolu Ajansi'nin Arap cografyalarinda ve bolgelerinde aktif varligini blyik olglide kolaylastirdigini
gostermistir.

Anahtar Kelimeler: Haber Ajanslari, Anadolu Ajansi, Anadolu Ajansi Arapga Bolim, Arap Dlnyasi,
Arap Medyasi

Introduction

Most intellectuals and researchers in the media field believe that "No globalization exists
without the advancement of mass media and media-culture industry as it is an integral part of mass
media, communication and news" (Majdoubi Bahida, 2021). The geo-economic development that the
world has experienced in recent years has led to critical changes and developments in the media and
cultural industries on a global scale. Media globalization has also led to the control of global media by
a group of global news agencies, satellite broadcasting channels, and the Internet. These agencies'
influence can spread through countries without regard to political boundaries. Therefore, countries
ought to take advantage of the communication and technological developments achieved in this field.

Television programs that are aired in a foreign language and target a specific audience have
recently been utilized. Arabs are among those targeted by the global media. This has led to the
emergence of Arabic-speaking foreign television channels. As part of the international race to appease
the Arabic audience and consolidate their own dominance in the Arab region, major media companies
have sought to present their programs and news in Arabic. The Arab audience is targeted through the
Arabic departments of global news agencies, which have played a major role in the development of
the Arab press.

The interest in the Arabic-speaking media began in the 1930s before World War Il when the
Mussolini regime in Italy set up a radio station broadcasting in Arabic and targeting the Arab world.
Germany, then led by Adolf Hitler, founded the famous "Radio Berlin", which managed to secure a
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prominent place in the Arab world. Britain later responded by founding the BBC's Arabic service. Most
other countries, such as the Soviet Union, the United States, France, and China later established Arabic-
speaking channels “to win” the Arab public audience (Majdoubi Bahida, 2010, p.216).

The establishment of Arabic departments in global agencies is an important step in their
history. This step aims to reach and influence Arab audiences and convince them of the policies of
these agencies in their native languages. The first Arabic department was the Arabic department of
Agence France-Presse in the early seventies. Then came Reuters, which became a major news source
for the Arab media. The reason for the success of Arabic departments of global news agencies in the
Arab world is that there is no major Arab news agency to be in service of Arap media outlets. Other
news agencies such as Associated Press, United Press International, and German, Spanish, and Soviet
agencies later established their Arabic departments (Majdoubi Bahida, 2010, p.217).

In recent years, Turkey has recognized the importance of engaging and communicating with
the Arab public through the press. Therefore, as part of its comprehensive renaissance, Turkey has
established the Arabic department of the Anadolu Agency. There are contradicting views about the
reasons for establishing this Arabic department in the Agency. According to some views, it was
established to introduce a new language in the agency and to communicate with Arabs in their native
language. Other views say it was established for political purposes. The study is primarily concerned
with analyzing the media presence of Anadolu Agency's Arabic Department in the Arab region.

To achieve this goal, the study relies on both quantitative and qualitative research methods,
which are among the most important academic research tools in media and communication studies.

The aim of the study is to determine the level and nature of Anadolu Agency's media presence
in the Arab world and to find out the reasons for the Arab media's frequent reliance on the Arabic
Department of Anadolu Agency as their main news source. In addition, we will try to examine the
factors that contributed to the widespread impact of Anadolu Agency's Arabic Department, as several
Arab media outlets frequently rely on Anadolu Agency's news. We also note that world-renowned
media outlets such as Al-Jazeera also rely on Anadolu Agency as a news source, often quoting entire
news articles from that agency. The same is true for the most influential Arabic newspapersin the Arab
world, such as Al-Quds Al-Arabi newspaper and Rai Al-Youm newspaper.

1. Research Problem

After the Arab Spring, Turkey realized the importance of communicating with the Arab public
through the media in order to strengthen its presence in the Arab world. For this reason, Turkey has
launched some initiatives, among the most prominent of which are "TRT Arabic" and the "Arabic
Department of Anadolu Agency." Although Arab media has witnessed a remarkable development of
news agencies, newspapers, and channels such as Al-Jazeera Net and Al-Quds Al-Arabi newspaper in
recent years, Anadolu Agency has become known in the Arab world through its Arabic Department.
The research noticed that the Anadolu Agency is an important source of news in the Arab world as
many Arab media outlets rely on it. Global media giants such as Al-Jazeera Net, Al-Quds Al-Arabi
newspaper, and Rai Al-Youm newspaper also rely on Anadolu Agency as a news source to edit their
daily news. Based on these observations, the study examines the media presence of Anadolu Agency
in the Arab media. It also examines the extent to which the Arabic department of this agency has
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succeeded in securing a place for itself in the Arab media landscape, as this Arabic Department has
become an important source of news for the most influential Arab media in Arab public opinion.

1.1. Study Questions

The authors noticed that the Arab media's reliance on Anadolu Agency as an important news
source is increasing over time, which raises the following questions:

Q1: To what extent has the Anadolu Agency succeeded in becoming a reliable news source for
the mainstream media in the Arab world?

Q2: What type of success did Anadolu Agency's Arabic Department achieve in the Arab world?
Is it a dominant or an ordinary media presence?

Q3: Does the Arabic Department of Anadolu Agency compete with the Arabic departments of
global news agencies targeting the Arab world?

Q4: Did the common cultural, religious, and historical factors between Turkey and the Arab
world play an active role and have an impact in consolidating the Anadolu Agency's presence
in this region?

1.2. Objectives of the Study
This study has a number of objectives, including:

e To find out whether Anadolu Agency can become a reliable news source for the largest media
outlets in the Arab world.

e To find out whether or not Anadolu Agency's Arabic department is having great success in
profoundly influencing the Arab world.

e To find out whether the Arabic Department of Anadolu Agency is a competitor of Arabic
departments of global news agencies in the Arab world.

e Toidentify the common cultural, religious, and historical factors between Turkey and the Arab
world and their role in promoting the active presence of the Anadolu Agency in this geography.

1.3. Research Methodology

The methodology used in the study combines various media studies research techniques. It
relies on the following:

1.3.1. Quantitative Analysis

Anadolu Agency's news published in different Arabic media has been counted; the quantity
reflects the importance of Anadolu Agency's coverage in the Arab world. As for the mechanism of
guantitative analysis, two criteria will be applied: geographical distribution criterion and news
production criterion.

1.3.2. Geographical Distribution Criterion

The study samples from Arab media have been selected according to the geographical
distribution to determine how present Anadolu Agency is in most parts of the Arab world. The samples
can be identified as follows:

e The Arabian Gulf region: Media outlets that target the Arab world have been focused on, such
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as Al-Jazeera channel and Al-Quds Al-Arabi newspaper.

e The Maghreb region: The three most popular newspapers in the Maghreb region were
selected for the study, namely the Moroccan newspaper "Akhbar Al-Youm", the Tunisian
newspaper "Al Chourouk" and the Algerian newspaper "Algeria".

1.3.3. News Production Criterion

The news produced by Anadolu Agency during crises and major events in the Arab world is
monitored. The Algerian crisis and the Sudanese crisis are selected as examples.

1.3.4. Qualitative Analysis

The mechanisms of qualitative analysis are diverse and are often determined by the
researchers.

In this research study, the authors observe the mechanisms of quantitative analysis at five
levels:

o The first level: Measuring the extent of the agency’s Arabic Department compliance with
communication ethics through monitoring and analyzing some topics that constitute the core
agenda of the Arabic Department of Anadolu Agency.

o The second level: The capacity of Anadolu Agency's Arabic Department to find a place for itself
in the Arab world.

o The third level: The general image of Turkey and the image of Turkish president Erdogan in
the minds of the Arab Populace.

o The fourth level: The spread of Turkish culture in the Arab world.

e The Fifth level: The interest of Arab media in Anadolu Agency.

2. General Review of News Agencies and Anadolu Agency
2.1. Globalization and News Agencies

The last quarter of the twentieth century has witnessed an immense advancement in the
information and communication technology field, which researchers consider to be the main reason
behind the massive media revolution on both quantitative and qualitative levels. This revolution is due
to the emergence of the new phenomenon of the "global village," which refers to the increasing
interconnectedness of the world through the spread of media technologies. This expression was
introduced in 1962 by the Canadian scientist Marshall McLuhan who expresses the essence of strong
capitalism, which aims at bypassing the regulatory framework of nation-states in the spheres of
international finance, cultural change, and access to information, especially in the current age where
most countries in Asia, Africa, and South America have opened their borders to allow an easy flow of
goods, capital, and ideas (Al-Farhan, p.107-108).

Scholte (1997, p.427-452) mentions three ways to envisage what globalization actually means.
First, we can see it as meaning increased interactions on national borders, in other words, globalization
and internationalization are identical. The frequency of movement of goods, individuals, money,
messages and intellectual content is greater. A second conception invokes the notion of reduced
impediments to mass trade, travel, communicative and financial interactions. In the first case,
globalization is the mover of change; in the second it is a result of the other changes. Before
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globalization, societal relationships are seen as intimately related to particular locales, but after
globalization, transnational social phenomena can shrink the differences imposed by geography (Cingi,
2018, p.90-91).

The role of media and technology in engendering these changes has been the object of study
of several scholars working on mass media and in the sociological field. In a nutshell, the media have
participated in at least two phases in the realization of globalization. The first phase depended on the
arrival of television and other electronic media. The second phase grew from the development of
telematics networks and the Internet - the beginnings of an era of digitized media. Viewed as a
phenomenon involving communication, globalization as a can be seen to date from Marshall
McLuhan’s seminal work describing the Global Village, one in which highly evolved media
communication, and in particular the deployment of orbiting satellite transmitters, have led to
instantaneous communication even at a vast distance and this has given the whole world the
characteristics more traditionally associated with a village. The Earth has become a single worldwide
community (Cingi, 2018, p.91).

Furthermore, globalization is not just an economic system, it encompasses areas of politics,
culture, science, and media. This is due to the fact that the global, capitalist, and economic growth
presupposes the existence of free markets and political systems with a certain form of governance. In
modern global capitalism, the spheres of economic and political power have multiplied. This has
created a set of alternatives and a plurality of forces in power, and as much as it has enhanced the
democratic development it has brought by negative effects such as power's non-monopolization and
circulation, and the multiplicity and diversity of centers of power and influence on society. To prevent
authorities from possessing wealth, a kind of decentralization of administration was established.

As the globalization that capitalism tried to build up has impacted media institutions around
the world, the global power is now restricted to a group of global, economic corporations such as
Microsoft, Vodafone, Bertelsmann, United GlobalCom, Disney and other local and international giant
media companies. Due to the massive and rapid expansion in the field of communication and
information technology, these corporations have enormous capabilities to collect, transmit, and
disseminate information throughout the world at a very high speed. In a related context, the digital
revolution has exceeded traditional forms of communication - written, audio and visual - and paved
the way for the internet, multimedia, and the digital revolution epitomized by McLuhan in his
statement about the 'global village. Large media conglomerates had an interest in the various forms
of written, visual and audio-visual communication and used diverse channels such as newspapers,
magazines, radio stations, television stations, digital broadcasting networks, and the internet to
transmit information.

The news services of global media agencies represent an age-old form of media globalization
that has led to the establishment of technical relationships between satellite broadcasting and
satellites. Media globalization has also led to the control of global media by a group of global news
agencies, satellite broadcasting channels, and the internet. These agencies' influence can spread
through countries without regard to political boundaries. Since the beginning of the last century, major
powers have relied on global news agencies as the most important means of communication during
crises and interstate conflicts.
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2.2. Brief History of Anadolu Agency

The history of Anadolu Agency is almost identical to that of the Republic of Turkey. Having
been founded on April 6, 1920, 17 days before the Turkish Grand National Assembly convened for the
first time, Anadolu Agency helped announce the first legislation by the Assembly that established the
Turkish Republic. The Anadolu Agency witnessed all stages of the National Struggle, the War of
Liberation, and reforms of the Republic. After Istanbul came under occupation on March 16, 1920, and
the Ottoman parliament was annulled, Mustafa Kemal Ataturk called on all provinces to hold elections
for a new parliament to be established in Ankara. Several intellectuals, who realized that they could
not stay in Istanbul any longer, tried to join the National Struggle. This development paved the way for
the foundation of the Anadolu Agency.

The story of the establishment of the Anadolu Agency began when the writer Khaleda Adib
and the journalist Yunus Nadi met on March 31, 1920, on their way to Ankara. At that time, they
discussed with each other and decided to establish a Turkish "news agency". They suggested several
names for the agency, of which the names "Turkish Agency", "Ankara Agency" and "Anadolu Agency".
After deliberations, they agreed on the "Anadolu Agency," which is still used today. At the residence
of Mustafa Kemal Ataturk (founder of the Turkish Republic) in Ankara, at the Faculty of Agriculture,
the issue of establishing the Ataturk Agency was presented and included in his agenda, and indeed the
agency was established on April 6, 1920, after the final decision was made in this regard. The first office
of the Anadolu agency, as the first headquarters of the national debate, was opened in a Department
of the Faculty of Agriculture in Ankara, and the agency started broadcasting its first news on April 12,
1920.

The Anadolu Agency played an important role in the establishment of the Turkish Republic, as
it published the news in all Turkish provinces about Mustafa Kemal Ataturk's decision to meet in Ankara
to establish the Grand National Assembly, the "Parliament". This occurred after the closure of the
Ottoman Parliament. In summary, the prominent role of the Anadolu Agency can be summarized in
the following points:

e The agency attempted to direct the Turkish public to defend Turkey's national interests
during the Turkish War of Independence and prove the legitimacy of the independence
project based on the national struggle and reforms.

e The agency has confronted the hostile positions and the negative ideas about the Turkish
War of Independence spread by some international newspapers and local newspapers
under the pressure of the occupation.

2.3. Overview of the Arabic Departments of Global News Agencies

As part of the international race to appease the Arabic audience and cement their dominance
in the Arab region, major media companies have sought to present their programs and news in Arabic.
The Arab audience is targeted through the Arabic departments of international news agencies, which
have played a major role in the development of the Arab press. The global news agencies were an
important source of news, especially since information and communication technology was not as
advanced as it is today, since there were only telephone and telex, which were very expensive. As a
result, Arab news agencies were unsophisticated and only had reporters in some major capitals like
Paris, London, and New York. Secondly, it allowed cultural exchange between peoples of the developed
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countries and the Arab world. It is worth noting that a country's diplomatic priority is not only limited
to maintaining political, economic, military, or cultural relations with the international community; but
as well as consolidating the state's position within that community and defending her interests.
Therefore, a country's representation has become a trademark that enforces respect and achieves
credibility in the eyes of the international public. According to Spanish scholar El Houssine Majdoubi,
"one of the most important mechanisms to achieve these goals is to develop a communication strategy
with others in their native language in order to be convincing”.

Therefore, countries ought to utilize communication and technological developments
achieved in this field. Television programs that are aired in a foreign language and target a specific
audience have recently been utilized. Arabs are among those targeted by the global media. This has
led to the emergence of Arabic-speaking foreign television channels.

Media is one of the most important means of influence in the world because of its impact on
shaping public opinion, and a fair number of countries have weaponized it to defend their interests.
The importance of media, according to Moroccan-Spanish scholar El Houssein Majdouby, was first
recognized in the 1930s before World War I, when the Mussolini regime in Italy set up a radio station
broadcasting in Arabic and targeting the Arab world. Germany, led by Adolf Hitler, founded the famous
"Radio Berlin", which managed to secure a prominent place in the Arab world. Britain later responded
by founding the BBC's Arabic service. Most other countries, such as the Soviet Union, the United States,
France, and China later established Arabic-speaking channels to win the Arab public audience.

Academic researcher El Houssine Majdoubi, in his article "Western Arabic-language TV
channels between the media bridge and the diplomatic agenda" published in the journal Info America
through the University of Malaga, claims that the second most important leap is the establishment of
Arabic departments in major international news agencies (2010). The first was the Arabic Department
of Agence France-Presse in the early seventies. Then there was Reuters, which became a major news
source for the Arab media. The reason for this success was the absence of a major Arab news agency.
Other agencies such as Associated Press, United Press International, German, Spanish, and Soviet
agencies set up Arabic departments. Although not all Arabic news agencies departments were, the
Arabic departments of Reuters and France Press continue to exist and are very successful, while the
other departments have failed to pursue their work.

2.4. Overview of the Arabic Department of Anadolu Agency

Anadolu Agency opened its first Arabic Department in Istanbul in 2011. The establishment of
Anadolu Agency's Arabic Department thus coincided with the political changes in the Arab world
known as the "Arab Spring," a series of anti-government protests and uprisings in the Middle East and
North Africa that challenged some of the region's entrenched authoritarian regimes.

In this regard, former director of Anadolu Agency, Kemal Oztiirk, in an interview with the
newspaper "Asharq al-Awsat" on January 31, 2013, said that "it is possible that the events in the Arab
world accelerated the establishment of the Arab Department of the Agency." However, he denied that
"the motive for the establishment of the Arab Department of the Agency is political," while affirming
that "the establishment of this Arab Department results from the desire of the Agency to open itself not
only to the Middle East and Arab countries, but to all parts of the world."
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The Anadolu Agency believed that the agency's Arabic Department is the link that connects
Turkey with the Arab peoples after many years of Turkey's news reaching them through foreign
agencies and vice versa. In this regard, Oztiirk said the decision to open the Arab department had been
planned for years, without denying that the Arab revolutions may have had a role in accelerating its
establishment to some extent (Asharg al-Awsat, 2013).

There are different opinions about the reasons for the establishment of the Arabic Department
of Anadolu Agency. According to some views, it was launched to introduce a new language into the
agency and to communicate with Arabs in their native language, while others believe that it was
established for political purposes. The researchers conducted direct interviews with Arab researchers
and journalists about the Anadolu Agency and asked them about the reasons for the establishment of
the Arabic Department and the opening of offices for this department in most Arab countries.

The Moroccan journalist and professor at Cadiz University Mohamed el Mouden said, “I think
that the establishment of the Arabic Department of Anadolu Agency reflects the importance of Arab
public opinion for Turkey as it seeks to strengthen its position and role on the Arab map after the Arab
Spring. It is well known that news agencies are capable of shaping public opinion. Thus, Anadolu
Agency's Arabic Department helps Turkey advocate its geopolitical positions and influence Arab
audiences. It also serves to interpret events, whether they concern Turkey itself, its partners, or its
adversaries. It may also be among the tasks of the Arabic Department of Anadolu Agency to compete
with other Arabic departments of global news agencies in order to influence Arab public opinion.” (EL
Mouden, 2021).

In addition, The Moroccan-Spanish journalist and writer El Houssine Majdoubi believes “that
there are two main reasons for the establishment of the Arab division of the Anadolu Agency in many
Arab countries: First, Turkey has a desire to communicate with other countries. This is important for a
large country like Turkey, which aspires to take an important place in the international community,
especially in the Mediterranean region. Second, many news agencies seek to establish departments in
several languages, which is the case in many countries, not only in medium-sized countries like Morocco
and Algeria but also in small countries that used to have one main department in the national language
and one or two departments in international languages like English and French.” (Majdoubi Bahida,
2021)

As a result, it was decided to establish the first regional office for the Arabic Department of the
Anadolu Agency in Egypt, which was officially opened in Cairo in November 2012. Subsequently, the
Anadolu Agency opened an office in Beirut that was subordinate to the regional office in Cairo. The
Cairo bureau employed numerous journalists, editors, and staff and was responsible for news from 23
Middle Eastern and African countries, including the major Arab countries of Tunisia, Lebanon,
Palestine, Libya, Yemen, and Saudi Arabia. Morocco and Algeria. Thus, the tasks of these offices are to
transmit the news to the Arab media, also news from these offices (Egypt office, Beirut office) is also
transmitted to the agency's office in Istanbul, where it is translated into Turkish and transmitted to
Turkish media.
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3. Analyzing the Level and Nature of Anadolu Agency's Media Presence in the Arab World
3.1. Quantitative Analysis:
3.1.1. Quantitative Analysis of Anadolu Agency’s Coverage on the Algerian Crisis

The Algerian crisis in Algeria erupted after Algerian President Abdelaziz Bouteflika announced
on February 10nd, 2019, that he would officially run for a fifth term in presidential elections scheduled
for April 18. This was followed by a series of protests and rallies that escalated on February 22nd, when
the largest demonstrations were organized, most of which were peaceful but firmly opposed to
Bouteflika's candidacy for a fifth term. On April 2nd, Algerian President Abdelaziz Bouteflika resigned
after weeks of massive street protests. However, hundreds of thousands of Algerians returned to
protest again, expressing their opposition to the participation of members of the former regime under
President Abdelaziz Bouteflika in the country's transition process.

Table 1: The number of news published by Anadolu Agency on Algeria crisis

Months Number of
monthly news

February 28
March 177
April 140
May 53
June 55
July 51
August 30
September 22

In March (177 news) and April (140 news), Anadolu Agency published a large number of news
items about the Algerian crisis compared to other months. The most important events were the
intensification of protests against Bouteflika's candidacy for a fifth term in March and the resignation
of President Abdelaziz Bouteflika in April 2019. Based on the researchers’ examination of Anadolu
News Agency's digital archive, it emerged that the total number of daily news on the Algerian crisis
from the announcement of the presidential candidacy on February 10nd to Bouteflika's official
resignation on April 2nd (52 days) is 222 news, which is considered to be significant coverage of the
Algerian crisis by Anadolu Agency. Such a large number of 222 news at the beginning of the Algerian
crisis (52 days) shows the following:

First, journalists routinely rely on news agencies, which led the Anadolu Agency to provide
significant coverage of events and news updates on the Algerian crisis.

Second, Anadolu Agency produced a large number of news items about the protest marches
against Algerian President Abdelaziz Bouteflika. Thus, it was the most important news source for the
local and regional media. It also provided breaking news in the first critical hours after the outbreak of
the Algerian crisis.
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3.1.2. Quantitative Analysis of Anadolu Agency’s Coverage on the Sudanese Crisis

The protests in Sudan began after demonstrations in the Sudanese city of "Atbara"
denouncing economic conditions mainly lacking bread and fuel.

Table 2: The number of news published by Anadolu Agency on Sudanese crisis

Months Number of monthly

news

December 75
January 140
February 101
March 55
April 311
May 166
June 258
July 263
August 153

Due to the significance of the political events in Sudan, Anadolu Agency increased the pace of
publishing news on the Sudanese crisis. As for the rapid or gradual decline in the pace of publishing
news on the Sudanese crisis, it is related to the lack of events or the absence of any developments to
get out of the Sudanese crisis.

In general, since the outbreak of the crisis, the agency had covered very extensively the
Sudanese crisis, for example, the total news published from the beginning of the crisis on December
19 to the end of the crisis in August (9 months) reached 1522 news items, which is a significant amount
of news, and commensurate with the total news items that a global agency may publish during the
onset of any crisis or political turmoil.

3.2. Media Presence of Anadolu Agency in the Arab Press

Here, the level of media presence of the Anadolu Agency in each of the newspapers in the
Maghreb Arab region, the Arabian Gulf, and the Arab press in the West will be examined. In the
aforementioned geographical samples, the most popular newspapers will be selected. Then, the study
will examine the digital archive for each Arab newspaper separately, depending on the keyword
"Anadolu Agency".

3.2.1. The Press of the Arab Maghreb

The study first examined the digital archives of some newspapers from the Arab Maghreb,
including the Tunisian newspaper "Al Chourouk", the Algerian newspaper "Algeria", and the Moroccan
newspaper "Akhbar Al Youm".

The study found that these newspapers quoted very few Anadolu Agency articles. Moreover,
the quoted articles from this agency are 3 to 4 news items per week, and these articles are published
from time to time. The fact that Arab Maghreb newspapers rely on the Anadolu Agency as a news
source for editing their daily news. This proves that Anadolu Agency is an important news source for
the aforementioned newspapers.
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3.2.2. The most influential Arabic Newspapers in the Arab world

The most influential Arabic newspapers on Arabic public opinion are “Al-Quds Al-Arabi"
Newspaper and "Rai al-Youm" newspaper, both published in London.

3.2.2.1. Al-Quds Al-Arabi Newspaper

Al-Quds Al-Arabi newspaper is an Arabic daily newspaper, one of the most widespread
newspapers in the Arab world. It was founded in 1989 and is currently headed by Sana Al-Aloul - since
July 10, 2013. The newspaper is printed in London, New York, Frankfurt, Amman and Rome and
distributed in the Middle East, North Africa, Europe and America. This newspaper is a diverse media
platform that believes in pluralism and publishes accurate news. It adheres to professional and
objective standards through its coverage of events and providing in-depth analysis of Arab and
international issues. This newspaper is published in London.

3.2.2.2.

The Digital Newspaper "Rai al-Youm"

Rai al-Youm is an independent online newspaper founded in 2013 and currently read in more

than 200 countries around the world. The newspaper is characterized by a high level of

professionalism and credibility in its reporting and in the writing of its analytical articles.

Table 3: The daily number of news quoted by Arab newspapers and Al Jazeera Net from Anadolu Agency

Alquds Alarabi
Newspaper 1 news 2 news 1 news 1 news 2 news 1 news 1 news
Rai al-Youm
Newspaper 2 news 1 news 1 news 4 news 1 news 1 news 2 news
Al Jazeera Net 1 news 2 news 1 news 1 news 2 news 1 news 1 news
3-Feb-
Alquds Alarabi
Newspaper 2 news 1 news 1 news 1 news 1 news 1 news 1 news
Rai al-Youm
Newspaper 3 news 3 news 1 news 2 news 1 news 1 news 1 news
Al Jazeera Net 1 news 1 news 2 news 3 news 2 news 1 news 1 news
1-Mar- 3-Mar- 4-Mar- 7-Mar-
22 22 22 22
Alquds Alarabi
Newspaper 1 news 1 news 1 news 1 news 3 news 2 news 1 news
Rai al-Youm
Newspaper 3 news 1 news 1 news 2 news 1 news 1 news 1 news
Al Jazeera Net 2 news 1 news 1 news 1 news 3 news 1 news 2 news
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!
H

1-Apr-22 3-Apr-22 | 4-Apr-22 7-Apr-22
Alquds Alarabi
Newspaper 2 news 1 news 2 news 1 news 1 news 1 news 1 news
Rai al-Youm
Newspaper 1 news 1 news 1 news 2 news 2 news 1 news 3 news
Al Jazeera Net 1 news 2 news 1 news 1 news 1 news 1 news 1 news
1-May- 3-May- 4-May- 7-May-
22 22 22 22
Alquds Alarabi
Newspaper 1 news 2 news 1 news 2 news 1 news 1 news 2 news
Rai al-Youm
Newspaper 2 news 2 news 1 news 1 news 2 news 2 news 1 news
Al Jazeera Net 2 news 1 news 1 news 1 news 3 news 1 news 1 news
1-Jun- 3-Jun- 4-Jun- 7-Jun-
22 22 22 22
Alquds Alarabi
Newspaper 1 news 1 news 1 news 1 news 1 news 2 news 1 news
Rai al-Youm
Newspaper 1 news 2 news 1 news 1 news 1 news 1 news 2 news
Al Jazeera Net 1 news 1 news 4 news 1 news 1 news 1 news 1 news
[ :-ul-22 120022 3vul-22 | 4-ul-22 [ISHGI2AN 60ui22 [ 7ul-22 |
Alquds Alarabi
Newspaper 2 news 2 news 1 news 1 news 1news | 3 news 2 news
Rai al-Youm
Newspaper 2 news 3 news 1 news 1 news 2 news 3 news 3 news
Al Jazeera Net 1 news 2 news 1 news 1 news 1 news 1 news 1 news
1-Aug- 4-Aug- 7-Aug-
22 3-Aug-22 22 22
Alquds Alarabi
Newspaper 1 news 1 news 1 news 1 news 1 news 2 news 3 news
Rai al-Youm
Newspaper 1 news 2 news 1 news 1 news 4 news 2 news 4 news
Al Jazeera Net 2 news 1 news 2 news 1 news 1 news 1 news 1 news

In the first 10 months of the current year, the authors counted the number of news items

qguoted by Al-Quds Al-Arabi and Rai al-Youm newspapers. The study showed that the number of news

items quoted by Al-Quds Al-Arabi newspaper from the Anadolu Agency ranged from 1 to 3 (see Table

3).

In the case of Rai al-Youm newspaper, the number of news quoted by Rai al-Youm newspaper

from this agency varied between 1 and 4 (see Table 3). Through an in-depth analytical study of the

archive of both Al-Quds Al-Arabi newspaper and Rai Al-Youm newspaper. It became clear to the

authors that each of the two aforementioned newspapers relies heavily on Anadolu Agency as a news

source when editing their daily news.

108




The Impact of Anadolu Agency News as a News Source on Arab Media and Arab Public Opinion

The authors browsed a large number of daily news articles for Al-Quds Al-Arabi and "Rai al-
Youm" newspapers during the study period - the first ten months of the current year - and concluded
that the journalists of both newspapers rely heavily on Anadolu Agency as a news source when editing
their daily articles on Arab and Turkish affairs. The authors conclude that Anadolu Agency has a strong
presence in the daily news process of "Rai Al-Youm" and "Al-Quds Al-Arabi" newspapers, the most
widely read Arabic Newspapers in the Arab world. The study also shows that these newspapers, which
are known for their professionalism in the Arab world, consider Anadolu Agency as a reliable news
source.

3.2.3. The Qatari Al-Jazeera

Al-Jazeera is a satellite news channel that was launched in 1996 and has enjoyed immense
success in the Arab region as well as internationally. Al-Jazeera has a wide Arab and foreign following.
Its position on the global media scene was strengthened by its outstanding coverage of the U.S. war
against Afghanistan in 2001 and the U.S. invasion of Iraq in 2003 with unprecedented success. Al-
Jazeera has bureaus and correspondents in various regions of the world.

First, the authors calculated the number of Anadolu Agency news published by Al-Jazeera Net
in the 10 months of 2022 (from January to the end of May). From this, the study calculated the number
of news items by taking the first week of each month (see Table 3) to determine the number of news
items that Al-Jazeera Net quoted per day from Anadolu Agency. In general, the study concluded that
the number of Anadolu Agency news quoted by Al-Jazeera Net per day is very limited, ranging from 1
to 3 news per day (see Table 3).

It should be noted that media outlets with a global character do not rely on quoting news in
large quantities from a particular news agency. So, the number of Anadolu Agency news that "Al-
Jazeera Net" publishes per day is between 1 and 3 news. The reason is that "Al-Jazeera Net" has a wide
network of correspondents in different parts of the world to collect news. Therefore, quoting one or
two articles per day from Anadolu Agency is an important achievement for an international
broadcaster like Al-Jazeera and also reflects the important presence of Anadolu Agency in Al-Jazeera's
daily news production process.

4. Qualitative Analysis:

The mechanisms of qualitative analysis are diverse and are often related to those chosen by
the researchers. In this context, the researchers of the study observe the mechanisms of qualitative
analysis at five levels:

4.1. The First Level: Measuring the Extent of the Core Agenda of the Arabic
Department of Anadolu Agency

As for Anadolu Agency's media coverage in the Arab world, there are a number of topics that
form its core media agenda. As illustrated in the Palestinian-Israeli conflict, the political crisis in Sudan,
the conflicts in Syria, Yemen, and Libya, Turkish-Arab relations, the fight against Islamophobia, etc.

Anadolu Agency's Arabic division dedicates a separate department under the title "Arab
countries”, which reports on the most important events and developments in the Arab world, including
agreements, sporting or cultural events, and political crises in the Arab world.
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To examine the extent to which Anadolu Agency adheres to professional ethics, the study
selected some topics that form the core media agenda of Anadolu Agency's Arabic Department. These
are the conflicts in Yemen and Turkish-Qatari relations.

4.1.1. The Conflict in Yemen

The agency continues its media role by publishing news that monitors the progress of the
conflictin Yemen and the heavy material and human losses that this war has caused. It should be noted
that Turkey has been very keen in playing an active role in the stability of Yemen in recent years,
especially after its support for the legitimate government in Yemen.

To ensure that the conflict in Yemen is one of the most important topics on Anadolu Agency's
media agenda, in the study it was used the keyword "Yemen" to monitor the number of news items
published on the Yemen crisis. From this, the study observed that Anadolu Agency's Arabic Department
publishes about 3 to 5 news items every day, which is a clear indication that the agency is constantly
following the developments of the crisis in Yemen.

What makes the conflict in Yemen one of the priority topics on Anadolu Agency's news desk is
not only that the agency publishes the latest news or breaking news on the situation in Yemen, but
also that it consistently publishes in-depth reports on the situation in Yemen. The researchers found,
for example, a long report by a Yemeni writer and journalist Muhammad Al Sami, dated May 18, 2021,
under the title "Military Escalation and Diplomatic Stumbling. Where is the Yemen Crisis Headed?" in
which he analyzed the resurgence of military escalation in Yemen after international diplomatic efforts
to end the war stalled.

4.1.2. Turkish-Qatari Relations

Anadolu Agency continues to publish news about the strength and prosperity of Turkish-Qatari
relations at all levels. The agency reports extensively on the signing of joint agreements between the
two countries in various fields and discusses bilateral relations between both countries and the
development of the regional socio-economic environment. Most of the articles, about 20 in number,
reflect the transition of Qatari-Turkish relations from the phase of cooperation to the phase of deep
strategic partnership.

It should be noted that Qatari-Turkish relations have developed rapidly in various fields over
the past two decades, especially in economic, political, and military, more so since the Justice and
Development Party took over the government of Turkey in 2002. Relations between the two countries
are characterized by a unique convergence of views on many regional and international issues. The
last twenty years have witnessed remarkable milestones in the development of Qatari-Turkish
relations, marking a milestone in the increase of interdependence between the two countries.

To ensure that Turkish-Qatari relations are one of the most important topics in Anadolu
Agency's media agenda, we used the keyword "Turkey and Qatar" to monitor the number of news
items published about Turkish-Qatari relations. From this, the study observed that the Anadolu
Agency's Arabic Department publishes about 3 to 5 news items every day, which indicates that the
agency directly and consistently follows the developments in Turkish-Qatari relations.

In this context, the study also notes that Anadolu Agency is an agency of the Turkish state. So,
it is only natural that it focuses on Turkish activities with Qatar or another Arab country. Take, for
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example, the French news agency "Agence France-Presse": it focuses on French activities, especially
diplomatic activities.

As far as the professional ethics of journalism are concerned, the media discourse of the
Anadolu Agency is very close to the reality of the Arab world, its aspirations, and issues, as it is
characterized in some way by objectivity, credibility, and professionalism.

Indeed, Anatolia Agency did not fall into dry propaganda like the other national news agencies
of some Arab countries, which rely on a media discourse steeped in propaganda that lacks objectivity
and credibility. Anadolu Agency was also able to break the dominance of all international news
agencies that present their news from a single point of view. On the other hand, the Arab media lack
opinion leaders and think tanks. Therefore, the Arab media is no longer able to formulate a balanced
discourse that advances the nation's agenda and defends its policies. Instead, most Arab news agencies
are used for peddling derogatory remarks and hostile critiques toward perceived enemies.

Arab researchers and journalists believe that the most significant milestone attributed to
Anadolu Agency is the launch of the Arabic version of the agency in 2012. They also observed that
Anadolu Agency can now broadcast news under a special equation of each Arab country separately.

4.2. The Second Level: The Capacity of Arabic Department of Anadolu Agency to
Find a Place for Itself in the Arab World

The results of the quantitative analysis show that Anadolu Agency's Arabic Department was
able to secure its media presence as an important news source for Arab audiences despite strong
competition from the Arabic departments of global news agencies such as Reuters and France Press.
The success of Anadolu Agency's Arabic Department can be attributed to two main reasons, namely:

First, the Anadolu Agency was able to spread in the Arab media arena, which was confirmed
by the results of the quantitative analysis. These results confirmed the dependence of well-known Arab
media outlets on the Anadolu Agency as their main news source, as well as some other Arab media
outlets that quoted Anadolu Agency articles in full. This confirms the widespread presence of the
Agency in the Arab world.

Second, the Anadolu Agency was able to influence Arab public opinion. Thanks to the spread
of the agency’s news among the Arab media, the Arab citizen has become eager to see Turkey through
the eyes of the Turks and not through the French or British. At the same time, Turkey's importance in
the international and regional arena increased due to its growing influence in the world, especially in
the Arab world, and the Arabic Department of the agency is working to keep pace with this process.

In this context, a group of Arab journalists and analysts discuss in their articles that “The Arab
world, yearning for freedom and democracy, looks to Turkey as a role model. Moreover, President
Erdogan's popularity in the Arab world ensures that Arab audiences constantly follow news from Turkey
with interest” (BBC World, 2019). And this has also contributed to the spread of the news of Anadolu
Agency's Arabic Department into the Arab world. The professionalism of Anadolu Agency's Arabic
Department and its avoidance of dry propaganda has made the Arabic Department one of the most
important Arabic-language Turkish media outlets, capable of winning the Arab public opinion and
improving Turkey's image in various fields.
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In general, it can be noted that the Arabic Department of the Anadolu Agency has succeeded
in becoming an important media window for the Arabic media. Moreover, this Arabic Department has
spread widely in the Arab world, especially in the Mediterranean region.

4.3. The Third Level: The General Image of Turkey and the Image of Turkish
President Erdogan in the Minds of the Arab Populace

At this level, the study will rely on previous studies and opinion polls conducted by various
academic institutions to study public opinion in the Arab world. For example, the Moroccan Arab
Barometer Network, the largest publicly available collection of data on the opinions of citizens in Arab
countries on many politicians and Arab or international issues since 2006.

This study is partly based on the evaluation of some previous Arab studies on the general
image of Turkey and also follows some opinion polls on the prominent figure of the Turkish political
scene, namely President Recep Tayyip Erdogan. It should be noted that many Arab specialists in Turkey
point out that the Arab public sympathizes with Turkish President Erdogan mainly for religious reasons.
He is a Muslim president in a secular country with a majority Muslim population. The Arab public has
a positive image of Erdogan and believes that he is a man who stands against the West and has
accomplished many achievements in various aspects of life in Turkey.

There are a number of issues that have caused tensions and differences between Turkey and
several countries in recent years, and in the current year 2022, Turkey tends to normalize its relations
with its Arab adversaries. The remarkable thing in the recent months of this year was that Ankara
returned to the policy of zero problems in its foreign policy, through the strategy of minimization the
problems from her relations with neighbors that started with Abu Dhabi, Riyadh, and Cairo, went
through Washington, Yerevan, and Brussels; yet it was not going so well with Athens.

The Arab media believes that Turkey's efforts to normalize its relations with yesterday's
adversaries and to pursue a realistic foreign policy are steps that should have a positive impactin 2022,
especially on the country's economy.

The reasons pushing Turkey to normalize and improve relations with various parties in the
Arab world can be considered as the negative attitude of the U.S. government toward President
Erdogan and the regional problems that are burdening everyone in the region without an outcome in
favor of one party over the other.

The Arab media, especially the Arab electronic press, agree with the impact of the Covid 19
pandemic on the economy of the Arab region, especially Turkey, with the significant decline in the
value of the Turkish lira, as well as the approaching of the Turkish presidential election.

4.3.1. Turkey's Economic Image in the Eyes of the Arab Public

Turkey's economic development between 2002 and 2010 is an important factor in its
popularity in the Arab world. While the views and analysis of Arab political elites have also praised that
the economic development has improved Arab perceptions of Turkey. The current ruling party (“AK
Party” — “Adalet ve Kalkinma Partisi'': The Justice and Development Party) in President Recep Tayyip
Erdogan’s leadership has achieved numerous successes during his presidency, which is due to end in
mid-2023. Among the most important of these achievements are the opening of Istanbul airport, a
significant increase in Turkish goods exports, the discovery of natural gas wells in the Black Sea region,
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Turkey's willingness to defend its rights in light of the rules of international law, the development of
the defense industry, the establishment of automobile factories and the increase in Turkey's tourism
revenues. In addition, the main achievements of the current Turkish government are highlighted by its
positive performance in the COVID-19 crisis, as it has provided free healthcare to all those affected by
the pandemic and supported the economic activity of the sectors affected by the COVID-19 crisis. All
these achievements compelled the Arab public to view the economic and social experience of the
Justice and Development Party in Turkey with a kind of positivity and admiration, considering that most
Arab countries, especially the Maghreb countries, lack this kind of development record.

Due to external pressures, Turkey faces a number of economic challenges, including high-
interest rates, the devaluation of the national currency TL, and high inflation rates. Based on an analysis
of numerous opinions of Arab political elites and news sources, there are a number of political and
economic challenges facing Turkey that have negatively affected its regional image; but on the other
hand, there are still a number of variables that contribute to building a positive image of Turkey, the

most important of which are: "the Islamic orientation of the government", "the influence of Erdogan",
"the influence of the Turkish television series", and "The AK Party's development record".

These four variables have an effective impact on Arab public opinion. These changes also
lead Arab public opinion to continue to admire modern Turkey, sympathize with the current ruling
party, and cultivate a positive image of Turkey.

4.3.2. Strong Turkish Positions in Foreign Policy

Researchers in the field of Turkish politics believe that the new trend of Turkish regional
policy is attracting a positive Arab public opinion. Moreover, the Turkish positions on many Arab issues
and affairs excite a popular enthusiasm among the Arab public which sometimes elicits worrisome
concerns among the Arab regimes (Majdoubi Bahida, 2021). Hence, the study deals with some of the
earlier and current positions in Turkish foreign policy through which Turkey was able to create a
positive image of Turkey and win over the Arab public:

e Turkey's continued support for the Palestinian cause.

e Erdogan's withdrawal from the 2009 Davos Annual Meeting.

e Sending the Freedom Flotilla "Mavi Marmara" to break the siege of Gaza Strip.
e Turkey's refusal to participate in the war against Iraqg.

These positions are still firmly entrenched in the minds of Arabs because Arab governments
have not had the political courage to adopt them.

Now, the most prominent position in Turkish foreign policy in the current period is Turkey's
balanced position in the Ukraine crisis. Turkey's most critical relations at present are undoubtedly with
Kiev and Moscow, with Turkey's political and geographic position accelerating Erdogan’s influence on
the broader region and vis-a-vis the West (Osterlund, 2022)

It can be noted in the present situation that Turkey's main goal now appears to be regional
stability, knowing that any further missteps in its foreign policy would mean further financial
difficulties. For example, Turkey has not participated in the sanctions against Russia because it knows
that these sanctions are likely to harm Turkey as much as Russia. So, under these circumstances it can
be said that Turkey wants to continue to take a balanced position and most probably will continue to

113



Mehmet OZCAGLAYAN, Omo Aiman BOUDCHAR

do so for as long as possible. This balanced position is a continuation of a policy that has led to
rapprochement over the past year with various countries in the region with which Turkey previously
had strained relations or no relations at all. Ankara's diplomatic initiatives have included efforts to
improve relations with adversaries such as Armenia, Israel, the United Arab Emirates, Egypt, and Saudi
Arabia.

4.3.3. Measuring the level of satisfaction of Arabs about Turkey as Regional Power
in the Middle East
In March 2021, the Arab Barometer Research Center conducted a survey asking some people
inthe region (Algeria, Morocco, Tunisia, Lebanon, and Jordan) about their satisfaction with the regional
powers. These regional powers are represented by Turkey, Saudi Arabia, and Iran.
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Graph 1: The level of satisfaction of some Arab countries with the regional powers (Turkey, Iran, Saudi Arabia)

The graph above shows the results of the survey presented by the Arab Barometer Research
Center. The results of the above study show that of the five countries that participated in the survey,
only four countries had a positive image of Turkey, namely Morocco, Algeria, Tunisia, and Jordan.
Satisfaction with Turkey was highest in Morocco (65 %), followed by Jordan and Algeria (56 % in both
countries) and Tunisia (52 %). In Lebanon, the percentage of satisfaction with Turkey was low
compared to the other Arab countries at 30 %.

As a conclusion, many Arab analysts and journalists believe that the increasing commercial,
cultural, and tourist openness between Turkey and Arab countries, as well as Arab sympathy for the
current government, which has an Islamic orientation, are among the most important reasons why the
percentage of satisfaction with Turkey is high for the four previously mentioned countries.
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Only Lebanon has a low percentage of satisfaction with Turkey. This is mainly due to the
phenomenon of religious pluralism or diversity and sectarianism or confessionalism, which is the most
complex phenomenon in Lebanon.

4.3.4. Erdogan is One of the Most Influential Turkish Political Figures in the Arab
World

The Islamist orientation of the AKP government and "Erdogan's influence" are among the
important factors that have led to Turkey's popularity in the Arab world.

Erdogan's political and economic success inspired many Arab thinkers and politicians (with
Islamic orientation) in 2002 to continue the struggle against dictators and their tyrannical regimes in
Arab countries.

Arab researchers and journalists believe that "Erdogan's influence on Arab audiences" is
among the most important factors contributing to creating a positive image of Turkey among Arabs.

In this context, the Arab Barometer Center surveys are among the most important surveys
relied upon in the Arab world. The study is therefore relied on surveys conducted by the Arab
Barometer Network in recent years on President Erdogan's popularity in the Arab region and Turkey's
presence as a regional power in the Arab world, which can be presented as follows:

4.3.4.1. The Arab Barometer Network's 2019 Survey (the Most Popular Regional
Leader in the Arab World)
According to the 2019 Arab Barometer survey on the most popular regional leader in the
Arab world, the Turkish president Recep Tayyip Erdogan leads by a wide margin in seven Arab
countries. The results of the survey, conducted by the Arab Barometer Network for BBC Arabic, show
that the results are positive for Erdogan's supporters.

The results showed that U.S. President Trump was the worst performer, while Russian
President Putin was second (Graph 2). It is worth noting that the presidents of the United States and
Russia together have only a small percentage of the popularity that President Erdogan enjoys in the
Arab world. In 7 of the 11 countries where the survey was conducted, more than half of the
respondent’s expressed satisfaction with Erdogan (Graph 2). Many Arab journalists believe that it is
natural for the Arab population to sympathize with the Turkish president, especially since he, like them,
is a Muslim and lives in a region where the majority of the population is Muslim.
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Graph 2: Data from the sixth session of the Arab Barometer on the most popular regional leader in the Arab world
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An Assessment of the Foreign Policies of Three Presidents
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Graph 3: An Assessment of the Foreign Policies of Three Presidents

According to data from the sixth edition of the Arab Barometer, the most popular regional
leader in the six Arab countries that participated in the survey continues to be Turkish President Recep
Tayyip Erdogan. The survey respondents were asked about their opinion of Erdogan's foreign policy.
The survey found that about four in ten respondents (42%) think Erdogan's foreign policy is very good
or good. This category includes majorities in Morocco (57%), Jordan (54%), Algeria (52%) and a large
minority in Tunisia (41%). Only in Lebanon (25%) and Libya (23%) the percentages have decreased
compared to the other countries. Saudi Crown Prince Mohammed bin Salman ranks second in
popularity. Finally, Iranian Supreme Leader Ali Khamenei landed in last place on the popularity scale
of regional heads of state, despite his prominent presence on social media platforms.
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4.3.4.2. The Arab Barometer Study for 2020 (Arab Citizens' Views of Countries
that have carried out military interventions in the Middle East and North
Africa)

According to the Arab Barometer 2020 survey, Arab support for Turkey is the highest
compared to the three countries surveyed, Iran, Saudi Arabia and Russia. It was found that most
citizens of the six Arab countries surveyed have a positive position toward Turkey. Support is highest
in Morocco (65%), Jordan and Algeria (56% each), and Tunisia (52%). However, support for Turkey is
not uniform. In Lebanon, where opinions are tied to religious affiliation, 45 percent of Sunnis support
Turkey, compared with 35 percent of Christians and only 11 percent of Shiites. At the same time,
residents of eastern Libya, whose areas are under the control of the Libyan National Army (LNA), view
Turkey less favorably than residents of other parts of the country. This can be explained by Turkey's
intervention against Libyan National Army troops. More specifically, 41 percent of Libyans in Tripoli
have a favorable opinion of Turkey, compared to 17 percent who live in Benghazi (Robbins, 2021).

Russia, which has also intervened militarily in Libya, is less favorable than Turkey. In the
context of the rivalry between the Gulf powers, Saudi Arabia is most favored by its citizens compared
to Iran.

Overall, these results show a mixed image of regional powers, but it is evident that Arab
support for Turkey is statistically highest across the region, but this support is generally lower in
countries directly or indirectly affected by Turkish military interventions. As for Russia, those living in
Lebanon, Libya, and Jordan are less supportive of Russia's role in the region.

4.3.4.3. Turkish President Erdogan is the Most Popular Leader among Citizens in
the Arab World in 2022

According to a survey conducted by the Arab Barometer research network, Turkish President
Recep Tayyip Erdogan tops the list of the most popular heads of state in the Arab world, followed by
United Arab Emirates President Mohammed bin Zayed and Saudi Crown Prince Mohammed bin
Salman. Nine Arab countries participated in the survey: Iraq, Lebanon, Jordan, Egypt, Sudan, Libya,
Mauritania, Morocco, Tunisia and Palestine.

The 2022 survey found that Turkish President Erdogan is most popular among Arabs, with 55%
of Arabs supporting him in his policies. This is according to a poll conducted by the Arab Barometer for
BBC Arabic.

The President of the United Arab Emirates, Mohammed bin Zayed, and the Saudi Crown Prince,
Mohammed bin Salman, rank second and third, respectively, on the Arab popularity scale. Yet, despite
his relative overall popularity, trend attitudes towards Erdogan are not as positive. Compared to the
Arab Barometer’s fifth wave in 2018-2019, Erdogan’s popularity significantly decreased in half the
cases Arab Barometer surveyed. Approval of his foreign policy towards MENA dropped 23 points in
Sudan, 16 points in Jordan, 12 points in Palestine, and 11 points in Tunisia. In Lebanon, a country with
some of the lowest levels of support for Erdogan, there were no meaningful changes in attitudes.

Domestic policies in foreign leaders’ respective countries likely affect citizens’ perceptions of
these leaders. The significant drops in Erdogan’s popularity across the region come at a time when
Turkey is losing its fight to keep inflation under control. Turkey’s financial crisis hit new levels in June
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with inflation topping 78 percent according to Turkish estimates. The foreign reserves of Turkey’s
central bank have dropped perilously low, causing Erdogan to work towards normalizing relations with
his longtime rivals and next most popular leaders, Mohammed bin Salman and Mohammed bin Zayed.
If Erdogan is successful in his bid to establish warmer relations with bin Salman and bin Zayed, it is
possible that their new détente will affect the leaders’ popularity among Arab citizens in the future
(Roche, 2022).
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Graph 4: The Turkish president Erdogan's foreign policy toward the Middle East and North Africa

Only three countries did support for Erdogan rise significantly since the Arab Barometer
surveyed the region in 2018 and 2019: Morocco (11-point increase), Iraq (10-point increase) and Libya
(5-point increase) (See Graph 4).

The support for Erdogan in each of these countries is likely tied directly to Turkish policy toward
each country. For example, Moroccans’ support for Erdogan can easily be linked to Erdogan’s repeated
public support of Morocco’s claim on the Western Sahara. In Libya, Turkey has intervened directly in
the ongoing civil conflict. Many have called for the removal of Turkish forces, which is likely linked with
the low level of overall popularity. However, the increase in support for Erdogan is found entirely due
to increasing support in the West of the country. Turkish soldiers have played a vital role helping
establish control for the UN backed government. Overall, 31 percent of Libyans who live in the West
say Erdogan’s policies are “very good” or “good” compared to only 18 percent of Libyans in the South,
and 13 percent of Libyans in the East. A similar regional story can be seen in Irag. In the Iraqi
government-controlled regions of the country, 51 percent of Iraqis support Erdogan compared to only
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17 percent of Iraqis in Kurdish regions. This is unsurprising, as Erdogan vehemently opposes the
creation of any Kurdish state (Roche, 2022).

In conclusion, the Arab Barometer Surveys (2019-2022) show that Turkish President Recep
Tayyip Erdogan remains the most popular leader in the Arab world. In the current year 2022, his
policies are supported by 55 percent of respondents. This means that some things have remained
constant since the 2019 survey.

4.4. The Fourth Level: The Spread of Turkish Culture in the Arab World

Turkish culture has spread widely in recent years as Turkey has opened to the Arab world
culturally and in terms of knowledge. Thus, Turkish series and movies have spread through which the
Arab audience learns about the Turkish people, their customs, and traditions. Turkey has become the
second-largest exporter of dramas globally, and these works have become the source of knowledge of
Turkish culture, attracting the attention of hundreds of millions of viewers. Turkish drama has thus
triggered a cultural revolution, becoming an ambassador of Turkish culture and language, dispensing
Turkish history and present, and attracting the attention of tourists and investors from all over the
world.

Several factors have contributed to the marketing of the Turkish series, especially in the Arab
world. On top of the list are the major dubbing companies that translate Turkish dramas in Arab
countries into the popular and easy-to-understand Syrian dialect. Dramas are effectively used as a
means of so-called "cultural diplomacy." Turkey has cultural, historical, heritage, geographical, and
natural elements on which Turkish series are based and which help to introduce Turkish culture,
language, history, and present.

In this context, the term "soft power" best expresses the importance of Turkish drama in
presenting Turkish cultural heritage and ultimately depicting the details of daily life in the lives of Turks.
The Turkish drama also entices viewers to learn more about Turkey, learn the Turkish language, and
even take a tourist trip or participate in the cultural and educational activities and programs of the
“Yunus Emre Institute”, which has cultural centers around the world.

The Turkish government has realized that Turkish cultural products are very effective
platforms to introduce Turkey, its culture, and its people to Arab audiences. In addition, the
importance of cultural elements to attract Arab audiences. Although Turkish drama bears the
character of Western life, the details of the conservative Eastern dynasty go hand in hand with civilized
progress.

The researchers gave examples of the appearance of Oriental Islamic elements in soap
operas, such as mosques, the veil, and some conservative Eastern Islamic customs, which aroused the
admiration of the respondents and made them want to know more about Turkey.

The researchers argue that the spread of Turkish dramas, especially in the Arab world,
"helped change the preconceptions in the Arab world about Turkey" and this also gave Turkey a good
reputation in different parts of the world and attracted the attention of tourists and investors from all
sides.

The results of a 2020 survey conducted by the platform "Netflix" also showed that those
who follow Turkish movies and series around the world are more willing to visit Turkey as tourists than
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people who have not followed these works of art. The opinion poll, conducted in 8 countries with a
population of more than two billion people, found that the role of Turkish movies and series shown on
"Netflix" encourages their viewers to visit Turkey. Australians top the list of foreigners who decided to
visit Turkey after watching their artworks on Netflix, followed by Americans, Saudis, and Indians
(Anadolu Agency, Survey 2020).

In the past, Arabs knew little about Turkish culture, but with the development of technology
and media in general, Arab citizens have learned much about Turkish culture. This has aroused the
interest of many Arabs to learn a lot about this country, which has become a very popular tourist
destination. In addition, the Turkish dramas contributed to increasing the curiosity of Arabs to learn
more about Turkish culture, even more than that, the desire to learn the Turkish language.

In conclusion, the Turkish TV series have played an important role in improving Turkey's
image in the Arab world and facilitating the spread of the Arabic Department of Anadolu Agency in the
Arab world.

4.5, The Fifth Level: The Interest of Arab Media and Arab Readers in the Anadolu
Agency’s News and the News from Turkey
4.5.1. The Interest of Arab Media

The study shows that the interest of the Arab media in the Anadolu Agency has increased
despite the strong competition from the Arab departments of other global agencies. This is evidenced
by the results of the study's earlier quantitative analysis, as the most widely read Arab Media in the
Arab world use Anadolu Agency's Arabic Department as their main news source.

The media industry largely relies on the perspective that quantity leads to quality. From a
general perspective, high demand for a particular media outlet is an indication that that media outlet
is credible in the eyes of the other media outlets that rely heavily on it, either as a news source or by
qguoting its news articles. This is evident in this study, where the close connection between the
guantitative and the qualitative is evident. On the quantitative level, it can be said that the news or
reports published by the Arabic Department of the Anadolu Agency are widely disseminated in the
Arab world. Therefore, it can also be concluded that the Arabic Department of the Agency provides
the Arab media with a media product of quality and credibility. If it is assumed that the Turkish news
product is not of good quality and credibility for the Arab media, the Arab media would not have relied
on it as an important source for editing their daily news.

For example, in the study it is mentioned that although Iranian culture is intertwined with Arab
culture and Iranian history is intertwined with Arab history, it is obvious that the Iranian Arabic-
language media does command a large interest from the Arab media and Arab readers. There are two
main reasons for this:

e First, the Arab public's interest in Iranian affairs is low, and are not interested in following what
is happening in Iran.

e Second, the Iranian media in Arabic has not succeeded in finding its place in the Arab world.
This is partly due to the sharp divisions that cloud Iran's image in the world, and partly due to
the lack of quality and credible Iranian media products.
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Thus, it can be said that Iran is not using the Iranian Arabic-language media with the necessary
seriousness and discipline to improve its image in the Arab world.

On the other hand, many media researchers believe that the popularity of journalistic work is
always a goal that any media organization, be it a news agency, a TV channel, or a newspaper, should
strive for. Therefore, the researchers can conclude that the Arabic Department of the Anadolu Agency
is very popular because the Turkish media product is of high quality and credibility.

4.5.2. The Interest of Arab Readers

The factor of political stability in Turkey during the 16-year rule of the Justice and Development
Party, the Islamic background of its founders and former leadership, and the proximity of Turkey's
geographical location and cultural heritage to the Arab world, as opposed to European countries
whose customs and cultures are different from those of the Arabs, were the main factors that attract
the interest of the Arab public in all news from Turkey. The interest of Arab peoples in the Turkish
language and culture in general has increased in recent years, due to Turkey's economic renaissance
under the leadership of Turkish President Erdogan and the change in Turkish foreign policy toward the
Arab world.

Moreover, after the Arab Spring, many Arab citizens, especially Syrians, Iraqis, and Yemenis,
see Turkey as a place where they can settle permanently or study and invest.

The Arabic Department of the Anadolu Agency presents the "Turkey Supplement" for the Arab
world. This supplement contains topics that introduce Arab readers to Turkish culture and art, Turkish
civilization, archeology, tourism, and social life in Turkey. Anadolu Agency provides this supplement
free of charge to Arab newspapers in order to strengthen relations between Turkey and the Arab
world, to bring the Arab and Turkish people closer together, and to introduce Turkey and its main
historical, tourist, and natural attractions to Arab tourists.

In a related context, Arab public opinion gained a positive outlook on Turkey due to the spread
of Turkish drama in the Arab region. Since 2010, Turkey has been playing a leading role in promoting
Turkish culture in the Arab region. Thus, the TV Turkish series succeeded in presenting Turkish history,
civilization, and architecture. The successes of a group of Turkish dramas have contributed significantly
to the tourism, cultural and intellectual promotion of Turkey in the Arab world.

This leads the study to the important conclusion that the penetration of Turkish drama in the
Arab world has facilitated the penetration of Turkish Arabic-language media in the Arab world, as
evidenced by several studies and opinion polls. Turkey's effective strategy of opening to the Arab world
has thus contributed to the Arab public's awareness of Turkish latest issues culture and politics and
can view the world from the Turkish perspective.

Conclusion

The study focuses on determining the level of Anadolu Agency's media presence in the Arab
media. After a series of initial observations that showed that most Arab media outlets rely on Anadolu
Agency as a news source, the study sought to find the reasons behind this and examined whether the
Arabic Department of Anadolu Agency has had significant success in effectively influencing the Arab
world. Due to the nature of the study, the researchers used both quantitative and qualitative analysis
techniques, through which the four hypotheses of the study were realized.
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The success of a media outlet is reflected in its development as a news source and its influence
on public opinion. In this regard, the study showed that the Arabic Department of the Anadolu Agency
was able to develop in the Arab media arena, which was confirmed by the results of the quantitative
analysis. These findings confirm that well-known Arab media outlets rely on Anadolu Agency as their
main news source when editing their daily news and that some other Arab media outlets quote
Anadolu Agency articles in full. This confirms the significant presence of Anadolu Agency in the Arab
media. It can be concluded that the Arab media considers Anadolu Agency as a reliable news source.

As for the qualitative analysis, the study proved that Anadolu Agency succeeded in influencing
the Arab public. Thanks to the establishment of the Arab section of this agency, Arab citizens are
interested in seeing Turkey as it is portrayed by the Turks, and not through the eyes of the French and
British. In this context, a number of Arab studies, especially those conducted by the Arab Barometer
research network, have shown that the Arab world, which yearns for freedom and democracy, sees
Turkey as a role model.

In addition, President Erdogan's popularity in the Arab world and the spread of Turkish
television series ensure that Arab audiences constantly follow news from Turkey with great interest.
This has contributed to the spread of the news and development of Anadolu Agency's Arabic
Department in the Arab world.

According to the findings of the study, as to the reasons behind Arab media’s reliance on
Anadolu Agency as a news source, the study concluded that Anadolu Agency's media discourse is very
close to the reality of the Arab world, its aspirations, and problems, as it is characterized by objectivity,
credibility, and professionalism. The study also showed that Anadolu Agency does not fall into dry
propaganda like the other national news agencies of some Arab countries, which rely on a media
discourse steeped in propaganda that lacks objectivity and credibility. Anadolu Agency has also
managed to break the dominance of all international news agencies that present their news from a
single point of view.

In conclusion, by using quantitative and qualitative research methods, the study has shown
that the Anadolu Agency has a significant presence in the Arab world and that the Arabic Department
of this agency has achieved significant success in establishing its place among the Arab and foreign
media outlets in the Arab world. All the mechanisms and data used for the study also showed that the
previous hypotheses of this study were confirmed quantitatively and qualitatively.
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ABSTRACT

The Covid-19 epidemic started in December 2019 in Wuhan, China, and was accepted
as an epidemic disease by the World Health Organization in January 2020 and was
declared a pandemic on March 11th, 2011. Since the beginning of the epidemic, it
has caused enormous social and economic losses, and its impacts are still continuing.
Due to Covid-19, approximately 6 million people worldwide and a hundred thousand
people in Turkey have died so far. Many solutions have been tried to be produced in
the world and in Turkey in order to reduce the social and economic effect of Covid-
19, which causes enormous social and economic losses, on societies.

Undoubtedly, the economic and social assistance to be provided by the states and
other non-governmental organizations during disasters such as Covid-19 isimportant
and necessary in terms of preventing the negativities experienced. Turkey, as the rest
of the world, the government has tried to take measures to reduce the economic and
social losses of Covid-19 and to fight the epidemic.

In order to reduce the effects of Covid-19, it is important to examine the aid provided
in Turkey and to investigate its social and economic effects in terms of being
prepared for similar disasters that may occur in the future. In this article, by obtaining
the amounts and the qualifications of aids provided by the private sector and public
institutions whether they are adequate or not has been examined and evaluated. As
a result, it has been evaluated that the Covid-19 epidemic process is managed in a
controlled manner due to the adequacy of health personnel and health institutions
and also vaccine applications are successful; social and economic aids are provided,
but the economic aid is not sufficient compared to the aid provided by developed
countries.
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0z

Covid-19 salgini Cin’in Wuhan kentinde Aralik 2019’da baslamis Ocak 2020’de Diinya Saglik Orgiiti
tarafindan salgin bir hastalik oldugu kabul edilmis ve 11 Mart 2011’de pandemi olarak agiklanmistir.
Salgin’in baslangicindan bugiline kadar ¢ok bilyiik sosyal ve ekonomik kayiplara neden olmustur ve
zararlari halihazirda devam etmektedir. Covid-19 nedeniyle Diinya genelinde bugline kadar yaklasik 6
milyon kisi, Tlirkiye'de ise yaklasik 100 bin kisi hayatini kaybetmistir. Sosyal ve ekonomik olarak ¢ok
bliyik kayiplara neden olan Covid-19'un toplumlar Gzerindeki sosyal ve ekonomik etkilerinin
azaltilmasi maksadiyla diinyada ve Tirkiye’de pek cok ¢cozliim lretilmeye calisiimistir.

Suphesiz Covid-19 gibi felaketler esnasinda basta devletler olmak lizere, diger sivil toplum 6rglitlerinin
yapacagl ekonomik ve sosyal yardimlar yasanan olumsuzluklarin énlenmesi agisindan énemlidir ve
gereklidir. Tlrkiye'de tiim diinyada oldugu gibi Covid-19’un ekonomik ve sosyal etkilerini azaltmak
amaciyla 6nlemler almaya ve salginla miicadele etmeye galismistir.

Covid-19’un etkilerinin azaltilmasi amaciyla Turkiye’de yapilan yardimlarin incelenmesi, sosyal ve
ekonomik etkilerinin arastiriimasi gelecek donem de meydana gelebilecek benzer felaketlere hazirh
olunmasi bakimindan 6nemlidir. Bu makalede yardimlarin nitelikleri ve miktarlari kamu kurumu ve 6zel
sektér temsilcilerinden temin edilerek vyeterli veya vyetersizlik durumlan incelenmis ve
degerlendirmeler yapilmistir. Sonug olarak Covid-19 salgini sirecinin saglik personeli ve saglik
kurumlarinin yeterliligi nedeniyle kontrolli bir sekilde yonetildigi, asi uygulamalarinin basarili oldugu,
sosyal yardim ve ekonomik yardimlarin yapildigi ancak ekonomik yardimlarin gelismis llkelerin yapmis
olduklari yardimlara goére yeterli olmadigi degerlendirilmistir.

Anahtar Kelimeler: Covid-19, Sosyal Yardim, Pandemi, Salgin, Tiirkiye
Introduction

As in all disasters, epidemics have had economic, social and psychological effects on societies.
Many epidemics such as smallpox, tuberculosis, malaria, plague epidemics, cholera, Spanish flu, SARS,
MERS, Ebola have occurred since historical times. These epidemic diseases have caused the death of
millions of people in the world, caused economic and social losses, and have affected societies socially
and economically. In order to reduce the effects of epidemics, many measures have been tried to be
implemented by countries, non-governmental organizations, aid organizations. To these measures;
developing vaccines against diseases, aid packages, credit support packages, inclusion of those who do
not have health insurance in the scope of health insurance, deferral of tax premium payments, aids
made by aid organizations especially to the elderly and those in need can be given as examples.

Covid-19 emerged in the city of Wuhan, China in early December 2019. On January 30th, 2020,
the director of the World Health Organization (WHO), stated that 98 cases of the disease were
detected in 18 countries outside of China, and it was reported that it was accepted as a pandemic on
March 11th, 2020. The World Health Organization (2022) stated that as of May 2022, approximately 6
million people died worldwide. In Turkey, the Ministry of Health states that about 100 thousand people
died in Turkey due to Covid-19.

Covid-19 has caused millions of people to get sick and die in Turkey and around the world.
Since the spread of the disease, the World Health Organization and the countries of the world have
cooperated in many issues such as preventing the epidemic, reducing the death rate, treating the
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disease, developing vaccines and drugs, and endeavored to solve this problem. Many campaigns and
support projects have been carried out in order to support healthcare professionals who are trying to
prevent the spread of the disease and who are at the forefront of the treatment of patients. The
countries of the world have tried to support each other in terms of providing equipment and material
support within the framework of their current possibilities. An example is that Republic of Turkey sends
materials such as masks, overalls, and goggles to be used in the prevention and treatment of the
disease to many countries, especially the United States of America, to countries in need.

Undoubtedly, the collective effort and cooperation of global organizations and all countries of
the world is important in reducing the economic and social damage caused by a global epidemic such
as Covid-19, preventing the disease, reducing the death rate, treating the disease and reducing the
social and economic negative effects on people. The measures implemented by the country within its
own body and the aid they have made to their own communities are as important as the global efforts.
For this reason, the social and economic effects caused by Covid-19 will examine; the aid provided by
the developed countries will evaluate; the aid provided by the government and non-governmental
organizations in the Covid-19 process in Turkey will discuss, and whether the aids benefit those
affected by Covid-19 issues and effects will evaluate, and opinions and suggestions will try to express
to reduce the social and economic damages of epidemic diseases that may occur in the future.

1. Economic and Social Impacts of Covid-19

The Covid-19 global pandemic has created a deep financial crisis as well as a health crisis for
millions of people. In the face of the rapid spread of the virus, large-scale restrictions and closures
were experienced in the economies; The economic depression created by these measures caused mass
unemployment and a very rare decline in economic activities in history (Sariipek, 2021, p.18).

Covid-19 is a global disaster that affects the whole world with various dimensions (Senkal,
2021a, p.75). Undoubtedly, this disaster has deeply affected all societies and continues to affect them.
It is estimated that the social and economic effects of the epidemic will continue in the long term.

1.1. Economic Impacts of Covid-19

During the Covid-19 epidemic, which turned into a global crisis, a large part of the world's
population remained under some kind of social distance to control the crisis. The economic effects of
the epidemic spread to the poorest regions of the world; therefore, millions of people became
impoverished and had to experience food insecurity (Senkal, 2021, p.133). The Covid-19 pandemic has
inflicted great damage on the world's leading economies such as the USA, China, the UK, Germany,
France, Italy and Japan. In a very short time, 6.6 million people became unemployed (Turhan &
Celikyay Hamza, 2020, p.6).

During the Covid-19 epidemic, which turned into a global crisis, a large part of the world's
population remained under some kind of social distance to control the crisis. The economic effects of
the epidemic spread to the poorest regions of the world; therefore, millions of people became
impoverished and had to experience food insecurity (Senkal, 2021, p.133). The Covid-19 pandemic has
inflicted great damage on the world's leading economies such as the USA, China, the UK, Germany,
France, Italy and Japan. In a very short time, 6.6 million people became unemployed (Turhan &
Celikyay Hamza, 2020, p.6).
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In the report of the World Economic Forum (WEF, 2021), It is stated that the economic cost of
Covid-19 and the immediate human cost are very serious and job losses, growing digital gaps, reduced
socialization between people and changes in economic parameters cause enormous damage to a large
part of societies and in the future the opportunities that we may encounter can be missed due to these
negativities. Congress Research Service (CRS, 2021) predicted that the major developed economies,
which make up 60% of the world economy, will produce below their potential production levels by
2024, with the most optimistic forecast, and that countries and individual welfare will be lower
compared to the pre-Covid-19 period, on the supply side, famines; It predicts that it may occur due to
ongoing disruptions in the labor market, production and supply chain problems, global energy market
bottlenecks, and restrictions in transportation that have increased due to the inflationary effect.

Developing countries' growth rates have dropped by about 1% in the first place and these
countries need 200 billion dollars to combat the pandemic and 250 billion dollars to restore their pre-
pandemic convergence paths. Labor market prospects for low-skilled workers and youth continue to
be more negative than other demographic groups, and these groups are more vulnerable in terms of
poverty. It said that 65-85 million more people fell into extreme poverty in 2021 compared to the
estimates made before the Covid-19 pandemic (IMF, 2021, p.7). The Congressional Research Service
(CRS, 2021), on the other hand, highlighted the human costs in terms of lives lost, in addition to the
cost of rising poverty levels, disrupted lives, derailed careers, and heightened social unrest, which have
permanently impacted global economic growth.

The epidemic in question has also affected Turkey in similar ways with the countries of the
world, due to the Covid-19 measures; Between 15th-18th March 2020, 149,382 workplaces across the
country temporarily suspended their activities. Night clubs, bars, pavilions, discotheques, theatres,
cinemas, performance centers, concert halls, engagement/wedding halls, restaurant/cafe with
instruments/music, casino, pub, tavern, cafeteria, country garden, hookah cafe, internet hall, internet
cafe, all kinds of game rooms, all kinds of indoor children's playgrounds (including those inside
shopping malls and restaurants), tea garden, association clubs, amusement park, swimming pool,
Turkish bath, sauna, spa, massage parlor, SPA and sports. The activities of the centers were temporarily
suspended. As of March 21st, 2020, the activities of barbers, hairdressers and beauty centers have
been suspended (Turhan & Celikyay Hamza, 2020, p.1-25).

The majority of the companies in all fields of activities in Turkey suffered great losses due to
the crisis. However, the most affected sectors were the tourism sector and small businesses. More
than 95% of the companies in the trade/retail and service sectors in the Mediterranean region and the
production/manufacturing sector in the Southeastern Anatolia region received their significant share
from the crisis. In the United Nations Development Program (UNDP, 2020) Turkey reports, in March,
when Covid-19 was first detected in Turkey, the production volume of half of the companies decreased
by more than 50%, and the most negative impact on the business volume on a sectoral basis was seen
in the tourism sector. It was stated that the impacts on finance, machinery and agriculture were
relatively less affected than the tourism sector. It has been determined that due to the decrease in
business volumes, a significant part of the enterprises need deferment and reduction of
invoice/tax/social security premium payments in addition to financial support.

In order to understand the effects of Covid-19, it is important to examine the effects of the
Consumer Price Indices (CPl) across the country before and after the pandemic, in terms of
understanding the extent to which Turkey's economy is affected. When the Turkish Statistical Institute
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(TUIK) data is analyzed, the CPI for January 2020 was 12.15, while the CPI for January 2021 increased
to 14.97, and the CPI for 2022 was calculated as 48.69. When the inflation rates are examined, the
inflation coefficient has increased approximately three times since the beginning of Covid-19, and it
can be evaluated that this inflationary effect is due to the Covid-19 epidemic.

Since the beginning of the Covid-19 epidemic, problems have been experienced and continue
to be experienced due to the deterioration of the sectoral balances due to the deterioration in supply
chains, the negative effects of quarantine conditions on businesses, the disruption of transportation
and social networks, the increase in demand in some sectors, and the excessive decrease in demands
in some sectors. Bayraktutan and Solmaz (2021) stated that the closure measures implemented at the
beginning of the epidemic adversely affected some sectors and manufacturers due to the contraction
in consumption and exports. While there was no sector with negative annual turnover other than the
construction sector in 2019, there were decreases in the turnover of all sectors during the epidemic
period, but they stated that the most affected sectors were the service sector.

1.2. Social Impacts of Covid-19

Societies and countries have been caught unprepared for Covid-19. All over the world, people
were suddenly forced to stay in their homes, almost all economic activities stopped in many countries,
recurrent supply and demand shocks negatively affected the entire supply chain, and fluctuations in
production and consumption occurred. Ultimately, all the countries of the world were helpless for the
first time to seek ways to cope with the Covid-19 virus and to develop an effective vaccine against the
disease caused by the virus (Eroglu, 2020, p.567). Since the beginning of the Covid-19 epidemic, it has
been observed that all segments of society, especially disadvantaged segments, have been affected
more socially. In the Covid-19 epidemic, which is one of the greatest disasters in human history, even
developed countries have been helpless and have failed to reduce the social effects of the epidemic
and prevent deaths.

By April 2020, the World Healt Organization (WHO) stated that the total number of cases
worldwide exceeded 1 million and 56,986 people died, and it was seen that the disease increased
tenfold in less than a month. The World Health Organization (WHO, 2022) announced that the number
of people who contracted the disease was 515,748,861 people and the number of deaths was
6,255,835 people in May 2022, while the Republic of Turkish Ministry of Health (2022) announced that
the number of deaths in Turkey reached 97,666 people as of March 2022.

The Covid-19 epidemic affects all segments of society. It continues to affect particularly
members of the most vulnerable social groups, including the poor, the elderly, the disabled, youth and
children. Research shows that the health and economic effects of the virus are disproportionately
borne by poor people. For example, homeless people are highly exposed to the danger of viruses
because they cannot shelter safely. People without access to water, refugees, migrants or displaced
persons also face disproportionately fewer employment opportunities and increased xenophobia,
both during and after the epidemic (Senkal, 2021a, p.79).

During the Covid-19 epidemic, those working in the service sector, in casual and seasonal jobs,
lost their jobs and joined other segments in need of social services and social assistance, as the poverty
rates deepened due to the decrease in their incomes.
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Education opportunities have been limited due to the fact that the children of poor families do
not have or are limited in distance education opportunities. Due to the distance education, there was
a process that hindered the psychological development of the children who could not attend the
education. The possibility of being exposed to abuse and violence by disadvantaged people from all
groups, especially children who have been subjected to violence and abuse, has increased, as well as
stigma, discrimination, attacks and violence against immigrants and asylum seekers
(Urhan&Arslankog, 2021, p.960). It is stated by Senkal (2021b, p.50) that discrimination based on race
and gender has a direct impact on economic opportunities. However, similarly, the American Rescue
Plan (2021) revealed that non-white African-Americans and low-paid workers are putting their lives in
danger because they have to work during the pandemic period. It is stated that with the onset of the
epidemic, 9.5 million workers lost their jobs and half of those who lost their jobs were unemployed for
six months or more.

The Covid-19 pandemic has led to an increase in existing social problems; there have been
increases in many parameters such as domestic abuse and child abuse rates, hate crimes, loneliness
and isolation, mental illness levels, unemployment, education inequalities, suspected corruption, and
fraud (Briggs et all, 2021, p.3). Similar observations were made by Bozkurt et al. (2020, p.304-318);
They stated that they experienced psychological problems due to increased depression in employees,
loneliness, anxiety disorder, social isolation, traumatization of healthcare professionals, stigmatization
of those caught in the epidemic, and separation of healthcare professionals from their families.

2. Social Aid in Developed Countries During the Covid-19 Process

With the spread of Covid-19 in the world, all countries have started to take economic and social
measures to prevent the epidemic and reduce the effects of the epidemic. Each country has made an
effort to help the sectors and citizens affected by the epidemic economically within the framework of
their own possibilities. It would be useful to consider the aids of developed countries in terms of
analyzing the aid provided by Turkey.

Economic aid in the world's most developed and financially strong countries is as follows:

It has been stated by the sources of the International Monetary Fund (IMF) that the United
States of America (USA) signed a package of 1.9 trillion dollars after Joe Biden became president, which
corresponds to approximately 25.4% of the national income of the United States. (BBC Turkish, 2021).
In the American Recovery Plan (2021), $160 billion for public health workforce, testing and vaccine
development, $130 billion for education and training, $1 trillion for improving the economic situation
of working families ($1,400 per person), $300 per week for 11 million people. It was stated that within
the scope of unemployment insurance assistance, child tax credit, 66 million families were paid 3200
dollars more per family, the income taxes of 17 million workers were increased by 1000 dollars, and
care assistance was provided for children under the age of 13 from 4000 dollars to 8000 dollars. It has
been stated that more than 1 million Americans are given a monthly support of 200 dollars to be
covered by insurance.

The United Kingdom (UK) government has announced a £330 billion package to repay the
guaranteed loans, of which £20 billion will be given to small businesses on a non-refundable basis. An
additional £1.3 billion package was announced in April 2020 in order to support those who could not
benefit from the announced packages and new ventures (BBC Turkish, 2020). 16.3% of the UK national
income was allocated to aid; unpaid leave plans were made, and the wages of those who could not
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work due to the pandemic were covered by the British government up to £2500. Aid allocated to more
than 9 million people in UK has been given in various ways (BBC Turkish, 2021).

Germany froze the debt of its German citizens and the government created an extra budget of
150 billion. In Germany, the federal government is creating a huge support package of 700 billion euros
(the equivalent of Germany's budget of about two years) to provide liquid guarantees for large firms
and grants for small companies and self-employed. It is envisaged that enterprises with self-
employment and up to 5000 employees will receive support of up to 9,000 Euros, Self-employment
and enterprises with a maximum of 10 employees will receive support up to 15,000 Euro. 100 billion
euro for equity measures, 400 billion euros for guarantees, 100 billion euros to finance the German
Development Bank. It was stated that more than 10 million people applied for support until May 2020
(Cilgin, 2022, p. 13-14).

The ratios of the aid packages to the Gross National Product (GNP) of some of the countries of
the world are shown in the table below:

Table 1: Ratio of Aids by Countries to Their Gross National Product (GNP)

Countries Anoncued Economy Amount of Packages Ratio of GNP
Italy 25 billion Euros %1,4

Tiirkiye 15.4 billion Dollars %2

Greece 3.8 billion Euros %8,9

Austria 38 billion Euros %9

USA S2 trillion Dollars %11

England $397 billion Dollars %17,7

Spain 200 billion euros %20
Germany S800 billion Dollars %22

Source: (DISK, 2020, s.2), https://www.raporlar.org/covid-19-salgini-ve-sosyal-koruma-raporu-disk/
3. Aid in Turkey During the Covid-19 Process

During the Covid-19 epidemic in Turkey, the negativities caused by the epidemic have
increased the need for a human-oriented approach in social assistance practices. It is known that in all
developed countries, especially in the USA, during the Covid-19 process, due to the lack of hospitals,
health personnel, health equipment and materials, where social assistance other than financial aid is
insufficient, disadvantaged segments, especially the elderly, are adversely affected by the epidemic
process and many deaths occur due to these negativities. In this period, Turkey showed that it was
better than developed countries in terms of the adequacy of health institutions, in terms of health
services delivery and material adequacy, and it carried out the fight against the epidemic in a more
controlled and better way than developed western countries. However, although there are opinions
that social aid expenditures are not sufficient in terms of quality and quantity, the aid has increased
and continued (Cimen, 2021, p.15-38).

Considering the number of people caught in Covid-19, the number of patients recovered after
being caught and the death rates, Turkey is one of the countries that suffered the epidemic with the
least damage. It can be said that the rapid decisions taken by Turkey had a great impact on passing a
more successful epidemic process than many other countries. Since the beginning of the epidemic,
measures have been put into effect urgently, and it has been tried to help the citizens affected by the
epidemic by taking action on whatever is needed. The hardships of companies, tradesmen, employees
and citizens affected by the epidemic have been eliminated. The cash needs of the citizens were tried
to be met with financial supports such as short-time working allowance, wage support and
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unemployment benefit (Eroglu, 2020, p.570). In this process, Turkey showed that it was prepared in
terms of health services and equipment, carried out the fight against the epidemic in a more controlled
and successful way compared to the West, and was able to continue its social aid expenditures, which
increased in quality and quantity, although there were criticisms that it was insufficient (Cimen, 2021,
p.28)

It was announced by the Turkish Ministry of Health that the first case of the disease was seen
in Turkey on March 11th, 2020, about three months after the Covid-19 epidemic emerged in China
(Turkish Ministry of Health, 2021). Since the epidemic began to spread in the world and the first case
was detected, preparations for the epidemic were made in Turkey, and many measures were taken to
prevent the epidemic and reduce its effects. These measures taken cover all segments of the society,
from individual citizens to the public sector and the private sector.

Vefa social support units grants: With the spread of Covid-19 in Turkey, quarantine measures
were implemented, and in order to meet the basic needs of people who could not leave their homes
and need support, especially the elderly, due to quarantine measures, loyalty social support units were
established, mostly consisting of public employees, volunteers and non-governmental organizations
participated in the aid activities. These units have tried to help people in need of protection, especially
the elderly aged 65 and over, in all matters they need, from paying salaries, taking their medicines to
their homes, and grocery shopping. It was reported that the aid services provided by the Turkish
Ministry of Interior (2022) reached 22.7 million people.

The aid provided by the Turkish Red Crescent: Those who came from abroad were
quarantined for certain periods in order to prevent the spread of the disease. Three meals a day were
provided by the Turkish Red Crescent to 20,000 people under quarantine in more than 50 centers and
people over the age of 65, and 150 tent hospitals were delivered to the Turkish Ministry of Health as
part of the fight against the epidemic (Kizilay, 2020a). Turkish Red Crescent also delivered 67,021 food
parcels and 7.3266 hygiene parcels to those in need through its 432 branches and representatives in
the country, and at the same time provided 400 Turkish liras (TL) to 5.648 families and tried to meet
the needs of those in need together with social support groups (Kizilay, 2020b).

Aids Made within the Scope of Economic Support Packages: Within the scope of the fight
against Covid-19, in the packages introduced to alleviate the economic problems faced by households,
workers and employers:

e Tax, value added tax and all kinds of premium payments of more than 2 million people have
been deferred for 6 months,

e Minimum wage support continued,

e Short-time working allowance has been given,

e Transition to non-full-time working from home practices,

e The lowest paid civil servant salary was 1500 tl,

e Retired holiday bonuses were given ahead of time,

e (Cash aid was given to more than 2 million households,

e Credit supports have been given,

e Businesses in a difficult situation were offered the opportunity to postpone their loans and
financial support was given,

e State banks allowed small businesses and artisans to defer their debts, and basic needs
packages were offered to households with favorable interest rates,
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e Assistance was provided to businesses within the scope of attendance support, and housing,
vehicle, need and financial support packages were offered to households (Soylu, 2020, p.169-

185).
Table 2: Social Protection Shield Aid Table
Turkey in General Paid Quantity TL
Household Person

PHASE 1 2.111.254 2.111.254.000 TL
Social Support Program PHASE 2 2.316.010 2.316.010.000 TL
Household PHASE 3 2.061.527 2.061.527.000 TL
We are Enough for Us Aid Household 2.077.365 2.077.365.000 TL
Campain
Short Term Working Grant Worker 3.765.541 31.563.334.292 TL
Cash Wage Support Worker 2.548.335 10.240.917.966 TL
Unemployment Allowance People 1.048.409 5.634.259.143 TL
Normalization Support Worker 3.183.435 4.034.225.189 TL
Total 60.038.892.590 TL

Source: Ministry of Family and Social Services, (15 April 2021), Social Protection Shield Turkey General,
https://twitter.com/tcailesosyal/status/1382774243042209794

Turkey announced the "Economic Stability Shield" package of 100 billion TL, 1000 TL support
was given per household in three phases as of August 2020; the figure was stated to be approximately
1 million 300 thousand people; 1500 TL aid was provided to the tradesmen whose income decreased,
and the monthly income was 5000 TL. Basic needs support and credit facilities were provided to those
below. It was announced by the Ministry of Family and Social Services that the figures paid in April
2021 reached approximately 60 billion TL. It was reported that the total amount of financial and social
support packages offered to the service exceeded 200 billion TL, the amount of donations made to the
"We are Enough for Us, Turkey" campaign reached 1 billion 910 million TL, and the number of people
who received 1000 TL of aid was 4 million 400 thousand. In addition, it was stated that by the
Presidency of the Republic of Turkey approximately 65 thousand of Turkish citizens abroad were
brought to Turkey with the established airline bridges (TCCB, 2020).

Assistance and free vaccination for those without health insurance: The Turkish Presidency's
decision numbered 2399, which states that all expenses will be covered by the state if people without
health insurance apply to the hospital due to Covid-19, is one of the measures taken for people who
do not have health insurance. In a matter that we can define as social assistance, it is free vaccination
applications that cover the entire population without discrimination. According to the data of the
Turkish Ministry of Health (2022) in Turkey, as of 14 May 2022, 147.620.847 doses of free vaccine have
been administered and continue to be applied. It is seen that the vaccine application is free of charge
by the Turkish state and the number of doses made is at a good level compared to the world averages.

Regulations on enforcement and bankruptcy proceedings: With the Turkish Presidential
Decision No. 31076 published in the Official Gazette (2020), in order not to increase the grievances
that may occur during the pandemic process and not to deepen the social problems regarding the
enforcement and bankruptcy proceedings. “Within the scope of the measures taken to prevent the
spread of the Covid 19 epidemic in our country; From the effective date of this decision until
30/04/2020, it has been decided to suspend all enforcement and bankruptcy proceedings carried out
throughout the country, with the exception of enforcement proceedings regarding alimony
receivables. In this context, it has been decided not to carry out party and follow-up proceedings, not
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to take new enforcement and bankruptcy proceedings, and execute the necessary attachment
decisions”.

4. Aid by Turkey to Abroad

The Turkish Cooperation and Coordination Agency, or TIKA for short, organizes and carries out
aid from Turkey to foreign countries through its overseas offices. During the Covid-19 epidemic, the
aid provided to 177 countries in the world, from Afghanistan to the Philippines, from Spain to Somalia,
especially the United States of America, was carried out through TIKA with the support of the Ministry
of Foreign Affairs, the Ministry of National Defense and other publicinstitutions and non-governmental
organizations.

In 2020, 568,490 masks, 23,850 N95 type masks, 164.82 tons of disinfectants, 407,675 gloves,
7,050 goggles, 12,870 visors, 21,450 protective overalls, 1,049 ventilators were provided to
approximately 100 countries by the Turkish Cooperation and Coordination Agency (TIKA) (TIKA, 2020).
In 2021, it also provided support to a total of 5,951,023 people in extra 77 different countries with the
production of over 1,075,630 on-site masks, 569,500 on-site overalls production, 65,172 hygiene kit
grants, 1,069,295 mask grants, 29,308 overalls grants (TIKA, 2021).

5. Analysis of Aid Given During the Covid-19 Process

Turkey has been well prepared for the epidemic as the state and private sector since the
beginning of the epidemic. All the measures required by science were tried to prevent the epidemic
from spreading, the process was carried out in a healthy and controlled manner, and it could not be
prevented from becoming an unmanaged crisis due to the quality of public institutions and especially
the quality of health personnel and the adequacy of health institutions. It has been evaluated that it is
very important for the entire population to be under the umbrella of social security due to the Covid-
19 epidemic, and the treatment of those who are not insured is undertaken by the state, and this
practice, which has no example even in developed countries, can be shown as an exemplary practice
to the whole world.

It has been determined that Vefa social assistance teams show a very good example of
solidarity and are a good example in terms of social solidarity. Considering the number of doses made,
it was seen that a vaccine was applied in parallel with the developed countries of the world, and Turkey
was one of the leading countries in the vaccine application, and this issue was considered successful.
In addition, the fact that Turkey has helped 177 world countries, including the most developed
economies of the world, during the times when even the developed world countries were helpless
against the Covid-19 epidemic, from the first periods when the pandemic started to spread, can be
shown as proof of the successful work shown during the epidemic process.

However, when the ratios of the social assistance and support to the Gross National Product
(GNP) of the countries are considered, it is evaluated that the ratio of the financial aids made by Turkey
to the GNP is higher than that of Italy, but less than other developed countries, compared to the aid
provided by the developed countries.

Conclusion and Recommendations

The Covid-19 epidemic, which emerged in China in 2019 and affected the whole world in a very
short time, caused millions of deaths in the world and Turkey, a huge economic loss, a disruption in
the supply chain in the world, a decrease in the growth and employment rates of countries, an increase
in inflation rates, and social and economic losses. It has caused many negativities such as psychological
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problems. In terms of death rates in the world, it is one of the biggest disasters and deaths and losses
still continue. As of May 22, 2022, according to the data of the World Health Organization,
approximately 6 million people in the world lost their lives due to Covid-19 and it is seen that the
deaths continue to increase day by day. According to the data of the Ministry of Health of the Republic
of Turkey, it is stated that the number of deaths in Turkey due to Covid-19 was approximately 100
thousand people on the date in question. It has led to the development of new solutions for the
solution of problems, going beyond the standard practices in many areas from education to daily life,
from the economy to the change of working conditions, from money markets to money market
practices, from employment rates to workforce diversity. All the countries of the world have already
experienced the negative consequences of Covid-19 and its effects are expected to continue for many
years.

All the countries of the world and Turkey have helped their citizens and private sectors in
various ways in order to reduce the economic and social effects of Covid-19 within their budgetary
possibilities. These aids cover a wide range of aids, from gratuitous cash aid, tax deferral, food aid,
service aid, vaccine development activities, and health aids. When the aids made by the countries are
evaluated in terms of the ratios allocated from the budgets, it has been determined that some
countries allocate more resources and some do not allocate sufficient resources. It has been evaluated
that Turkey has been successful in terms of health opportunities, vaccination applications, fidelity
social support benefits, health insurance coverage for all Covid-19 patients.

In the globalizing world, disasters such as epidemics do not only affect a part of the world, but
also all countries of the world. For this reason, the importance of collective cooperation in order to
prevent and reduce the effects of global epidemics such as Covid-19 has once again emerged with the
epidemic. It is vital that world states and organizations such as the United Nations, International Labor
Organization, World Bank, IMF, World Health Organization, which are related to social policy
implementations on a global scale, are better prepared for disasters in order to be able to get out of
future disasters with less damage. For this purpose, it is thought that the institutions and states in
guestion should be provided with a structure that will be more prepared for disasters economically
and institutionally.

In terms of disaster preparedness, cooperation between global organizations and countries
and global coordination against disasters is very important. However, in addition to international
measures and cooperation, it has been evaluated that being prepared regionally and nationally is also
important in terms of reducing the social, economic and psychological effects of epidemics and
disasters on societies.
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Covid-19 salgini sebebiyle glindelik hayatin her alaninda kokli degisiklikler yasanmistir;
bireyler, ¢evrim disi diinyanin 6tesinde, her seye ve herkese erisimi mimkin kilan dijital
aglardan daha fazla faydalanmaktadir. En bliylk degisimlerden biri glinlik hayatin en 6nemli
unsurlarindan olan tiketim davranislarinda gerceklesmistir. Bu baglamda makalede yontem
olarak Covid-19 sonucunda Tirkiye'de ve diinyada degisen satin alma davranislarini gosteren
arastirma verileri incelenmis, Baudrillard’in kavramsal gergevesi isiginda literatir taramasi
yapilmistir. icinde bulundugumuz vyeni gerceklik ve tiiketici davranislari analiz edilirken
Baudrillard’in postmodern tiketim toplumu Ustiine dlstnceleri makalenin kuramsal
perspektifini olusturmustur. Makalenin sorunsali tiketicilerin salginin basinda ve icinde
bulundugumuz gilinlerde tiketim aliskanlarinin temel ihtiyaglar ekseninden kaymasini
kapsamaktadir. Bu baglamda, c¢alismanin arastirma sorusu su sekilde belirlenmistir:
Postmodernizm ve dijitallesmenin sekillendirdigi, her ihtiyacimizi dijital sosyal aglar ile
karsiladigimiz glinimiizde, bu durum postmodern tiketicinin satin alma davranislarini
degistirmekte midir?

Bu c¢alisma, salgin sonrasi dénemin yeni senaryosuna hazirlanmak, diinya yeniden
normallestiginde, tlketicilerin dijitallesme egilimlerinin arttigi bir zaman diliminde, halkla
iliskiler ve reklamcihk uygulamalarinda ortaya c¢ikacak tiketim trendlerini simdiden
gorebilmek acgisindan 6nem tasimaktadir. 2022 itibari ile salginin Gglincli yilina girilecegi
dusindldiginde salgin sonrasi dénemi kapsayan akademik, bilimsel ¢alismalarin yapilmasi,
toplumlarin bu yeni gercege adapte olmasi agisindan hayati niteliktedir. Bu ¢alismanin
sonucunda, salgin stirecinde Tirkiye’de ve kiresel 6lcekte belirli kategorilerdeki Grinlerin
satis oraninin azaldigi ve yasanan kayginin tiketicide Griin stoklama ihtiyaci yarattig
gorilmuistir. ikincil veri taramalarina gére siirecin devaminda 6zellikle Tirkiye’deki
tuketicilerin satin alma davranisinin yeni kosullara gore kalici bicimde degistigi ve dijitallesen
tuketicilerin artik daha temkinli bir satin alma egilimi gosterdigi dikkat ¢ekmektedir. Bu
sirecte tasarruf eden tiiketicinin salgin sonrasinda bastirilmis taleplerini satin alma
davranisina donustilirecegi 6ngorilmektedir.
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ABSTRACT

Due to Covid-19, radical changes have been occurring in daily life: individuals benefit more from
digital networks enabling access to everything and everyone beyond the offline world. One of the
biggest changes have occurred in consumption behaviors. In this respect as the method of this
article, research data showing the changing purchasing behavior in Turkey and in the world during
Covid-19 were examined. Also, literature review was conducted by using Baudrillard’s conceptual
framework. The theoretical perspective is formed by Baudrillard’s thoughts on the postmodern
consumer society. The problematic of this article covers the shift of consumers’ consumption habits
from the axis of basic needs at the beginning of the epidemic. In this context, the research question
emerged as following: these days, shaped by postmodernism and digitalization where we meet our
needs with digital social networks, has the purchasing behavior of the postmodern consumer also
changed?

This study is important to become prepared for the new scenario of the post-pandemic period, to
foresee the consumption trends in public relations and advertising practices when the world is being
normalized again and consumers are digitalized more than ever before. Considering that the
epidemic will enter its third year by 2022, it is vital to carry out studies covering the post-epidemic
period in order to adapt to this new reality. To conclude, it was observed that the sale rates of
certain products decreased both in Turkey and globally during the epidemic, and the anxiety
experienced created the need for product stocking. Following this process, it is noteworthy that the
purchasing behavior, especially in Turkey, has changed permanently due to new conditions and that
digitalized consumers now tend to shop more cautiously. It is predicted that the consumers who
were saving, will turn their suppressed demands into purchasing behavior after the epidemic ends.

Keywords: Postmodernism, Consumer Society, Simulation, Covid-19 Pandemic, Panic Buying
Extended Abstract

An unforeseen health crisis has erupted that affected everyone at once. The epidemic disease, called
the New Type of Coronavirus (Covid-19), emerged in Wuhan, China in December 2019 and was
declared a pandemic (universal epidemic disease) as a result of its spread to the whole world on
March 11, 2020. Due to the Covid-19 pandemic, which has affected Turkey as well as the whole
world for a very long-time, radical changes have occurred in all areas of daily life.

Beyond the offline world, individuals now benefit more from digital networks that enable access to
everything and everyone. However, one of the biggest changes has occurred in the consumption
behaviors of individuals, which is one of the most important elements of daily life. The fact that
governments stopped daily life for a while to take precautions and directed individuals to stay at
home, adversely affected the macro-economy regardless of the private and public sectors.
Individuals who stay isolated at their houses have also changed their shopping behaviors as a result
of the uncertainty experienced, and they have turned to e-commerce in order to guarantee their
physical wellbeing. While clarifying what individuals expect from brands in this process, they also
focused on different categories in their consumption orientation. Brands have also tried to adapt to
the process to meet changing needs.
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Therefore, this article is important in terms of becoming prepared for the new scenario of the post-
epidemic period and seeing the consumption trends that will emerge in public relations and
advertising practices in a time when the world is normalized again and consumers are now more
digital than ever before.

In this article, as a method, literature review was made on the main concepts of Baudrillard,
including the examination of the research data revealing the changing purchasing behavior in Turkey
and the world as a result of the Covid-19 global crisis. To be more precise, while consumption in its
traditional sense, is based on the concept of needs; these have left its place to desires, pleasures,
wishes and statuses in the modern world that we live in. In postmodernism, consumption has moved
away from its use value and has turned into an indicator value. For this reason, the French thinker
Jean Baudrillard, who is the source of the theoretical framework of this study, explains consumption
in the postmodern age with images and signs. Therefore, in this article, Baudrillard’s views on
consumption will shed light on the digital age of the epidemic period we are in.

In the light of this information, in this study -by examining the research data revealing the changing
purchasing behaviors as a result of the Covid-19 global crisis- a literature review was made on the
concepts of Baudrillard, especially on the consumption society, and it was aimed to analyze today’s
new reality.

While analyzing consumer behaviors in the new reality which we live in, Baudrillard’s thoughts on
postmodern consumption constitute the theoretical perspective of the article. In this context, the
problem of the study covers the shift of consumption habits of consumers from the axis of basic
needs at the beginning of Covid-19 and in this period.

In this context, the problem of this study covers the shift of consumption habits of consumers from
the axis of basic needs at the beginning of Covid-19 and today. Therefore, in this sense, in the first
part of the study, the basic concepts of consumption, needs and basic needs will be explained. In the
second part, the theoretical perspective of this article, namely the thoughts of Jean Baudrillard will
be explained. In the third part, the digital dimension of the epidemic will be discussed with a detailed
perspective, and in the last part, how the consumption habits are shaped with the Covid-19 epidemic
will be examined with secondary data collection. In terms of secondary data, in order to understand
the changes in the purchasing behaviors of individuals, consumer research reports conducted
between 2018-2021 on a global and local scale will be examined. Consumption behaviors before and
during the pandemic will be observed and evaluated from Baudrillard’s theoretical point of view. In
addition, the relationship between the pandemic process and simulation, one of Baudrillard's
concepts, will also be examined.

In this context, while this study was being prepared, our question was whether the pandemic
changes the purchasing behavior of the postmodern consumer in our day, which is shaped by
postmodernism and digitalization, and in these days that we meet our needs through digital social
networks.

As a result of the research, it was seen that during the epidemic, the sales rates of certain categories
of products decreased in Turkey and on a global scale. Also, it has been seen that the anxiety
experienced by the people caused the need for the consumers to stock and to store a certain
product. This situation is expressed as panic buying. Individuals who act with the instinct of survival
tend to buy food and cleaning products that will enable them to continue their lives. Thus, the
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symbolic consumption behavior that appeals to desires has left its place to panic buying. However, it
is predicted that only a few of the changes in consumption behavior will be permanent and symbolic
consumption will continue with the decrease of the effects of the pandemic. Consumer society
maintains its existence and ensures the continuity of the simulation universe in which individuals live.

In the continuation of the process, it is noteworthy to underline that the purchasing behavior of
consumers, especially in Turkey, has changed permanently according to the new conditions and that
digitalized consumers have a more cautious tendency of purchasing. In this process, it is predicted
that the consumers who have been saving their money will turn their suppressed demands into
purchasing behavior after the epidemic. Considering that we will enter the third year of the epidemic
as of 2022, it is almost vital to carry out studies covering the post-epidemic period for all the societies
to adapt to this new reality.

Giris

Gergek ve dijital olarak ayirdigimiz ancak aslinda biri digerinin aynasi olan diinyamizda
ongoriilemeyen ve ayni anda herkesi etkileyen bir saghk krizi patlak vermistir. Diinyada sosyal,
kiiltirel ve ekonomik degisikliklere neden olan bu salgin siireci, tiiketim pratiklerinde ve tiketici
davranisinda cgesitli degisiklikleri beraberinde getirmistir. Bir stiredir tim diinya ile beraber Tirkiye'yi
de etkisi altina alan Covid-19 salgini sebebiyle giindelik hayatin her alaninda kokli degisiklikler
yasanmistir. Ancak en bliylk degisimlerden biri glindelik hayatin en 6nemli alanlarindan biri haline
gelen tiiketim davranislarinda gergeklesmistir.

On sekizinci ve on dokuzuncu yilzyil boyunca Avrupa’ya yonelen servet akisi, bu kitanin farkl
tlkelerinde degisik etkilere sebep olmustur. Giddens’a (2011, s. 141) gore ingiltere’de hammaddenin,
altinin, giimiisiin Glkeye girmesi yerli lretimin ortaya ¢ikmasina katki saglarken; ispanya’da ve
Portekiz’de ortaya c¢ikan ylkli miktarda servet bu (lkelerin icinde endistriyel Gretimin azalmasina
sebep olmustur.

Ancak genel olarak erken modernizm ¢aginda, Sanayi Devrimi’nin glicl etkisiyle insanlar bol
miktarda Udretim yapma sansina sahip olmustur. Zira hammadde tedariki ile artan talep
dogrultusunda gelisen teknoloji sayesinde iiretim gii¢c kazanmustir. iki diinya savagsi arasinda, 1929’da
gerceklesen Biylk Buhran gibi donemler disinda Uretimde bolluk ve refahta artis gerceklesmistir.
Tiketim istenilen oranda artmamis gibi gorlinse de Uretilenler stoklarda birikmeye baslamis ve
Ulkelerdeki yonetim degisiklikleri, insanlari tiiketmek yerine sahip olduklarini stoklamaya itmistir
(Caballero-Anthony vd., 2015, s. 4). Amaral (vd., 2020, s. 211) cevredeki ani ve beklenmedik
degisikliklerin, tiketicilerde ekonomik olarak yikici davranislara yol acabildigini belirtmektedir: “Bu
tlir bir davranis olan stoklama, kitlik beklentisiyle gelecekte kullaniimak tzere mallarin satin
alinmasini ve depolanmasini icermektedir”.

ikinci Diinya Savasi milyonlarca insanin daha o6nce hi¢ gériilmemis silahlarla dlmesiyle
sonuclanmis; teknoloji ve modernizm yeni riskler ortaya ¢ikarmistir. Bu baglamda Beck (1992) risk
toplumunun modernlesmenin bir rlinG oldugunu 6ne stirmekte ve cagdas toplumlarin karsilastig
risk, tehlike ve tehditlerin modernitenin yan etkileri oldugunu distinmektedir. Postmodernizm bu
donemi takip eden slregte ortaya cikmis bir paradigmadir. Kiltirel ve felsefi bir akim olan
postmodernizm, medyadaki gelismeler ve reklamciligin yikselisi ile tiiketim felsefesi haline gelmistir.
Bu baglamda, Bocock (2008, s. 84) postmodernizmin tiketim edimini, toplumsal ve kdltirel
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streclerin 6nemli bir oyuncusu, tiiketimciligi de bir ideoloji ve postmodernizmde basrol oynayan
unsurlardan biri olarak isaret etmektedir. Artik tiketim ve tiiketimle ilgili kavramlar iginde
bulundugumuz cagin yapitaslarini olusturmaktayken postmodernizm, bireyi sonsuz bir tiiketim
nesnesine donlstiirmus, tiketilen Grinler de bu ¢agin konusu haline gelmistir. Baudrillard’in (2018b,
s. 98) bakis agisiyla, Giretim toplumunun sona ermesi, tiketim toplumunun dogusunu getirmis ve bu
donlisiimle insanlar tasarrufgu kimliklerini yitirerek tiketiciler haline gelmislerdir.

Geleneksel anlamiyla tiiketim ihtiya¢ olgusunu temel alirken, iginde yasadigimiz modern
cagda bu durum vyerini arzulara, hazlara, isteklere ve statiiye birakmistir. Postmodernizmde tiiketim,
artik kullanim degerinden uzaklasmis ve gosterge degerine donismustir. Bu ¢alismanin kuramsal
cercevesinin kaynagi olan Fransiz disinir Jean Baudrillard bu nedenle postmodern ¢agda tiiketimi
imge ve isaretlerle aciklamaktadir. Béylece, makalede Baudrillard’in (1998, 2018a, 2018b) tiiketim
Ustline gorugleri, icinde bulundugumuz salgin déneminin dijital cagina 151k tutacaktir. Bu ¢alismada
Covid-19 kuresel krizi sonucu degisen satin alma davranislarini ortaya koyan arastirma verileri
incelenerek, basta tiketim toplumu olmak Uzere, Baudrillard’in yaklasimi U(zerinden literatlir
taramasi yapilmis, bu yeni gergekligin analiz edilmesi amaglanmistir. Bu baglamda ¢alismanin
sorunsall tlketicilerin Covid-19’un basinda ve iginde bulundugumuz bu dénemde tiiketim
aliskanliklarinin nasil sekillendigini kapsamaktadir.

Bu kapsamda galismanin birinci bolimiinde makalenin temel kavramlari olan tiiketim, ihtiyag
ve temel ihtiya¢ konseptleri aciklanacaktir. ikinci béliimde makalenin kuramsal temeli baglaminda
Baudrillard’in diisiinceleri agiklanacaktir. Uglincii bélimde salginin dijital boyutu detayh bir bakis agisi
ile ele alinacak ve son bolimde Covid-19 salgini ile tiketim aliskanliklarinin nasil sekillendigi ikincil
veri taramasi ile irdelenecektir.

Bireyler glinimizde ¢evrim disi diinyanin otesinde her seye ve herkese erismeyi mimkiin
kilan dijital sosyal aglardan beslenmekte ve bu durum satin alma davranislarini degistirmektedir. Bu
davranis degisimini anlamlandirmak icin 6ncelikle temele inilmeli ve tiiketim ile ihtiyag¢ olgularini ele
almak gereklidir.

1. Tiiketim, ihtiya¢ ve Temel ihtiya¢ Kavramlarinin irdelenmesi

GUnumuizde hayata gozlerini acan her birey potansiyel bir tiketici olarak kodlanmaktadir. Bu
nedenle tiiketim artik glinliik hayatin vazgecilmez unsurlarindan biri haline gelmistir. Tiketimi, “belirli
bir ihtiyacimizi tatmin etmek icin bir Grlinii ya da hizmeti edinme, sahiplenme, kullanma ya da yok
etme olarak tanimlamak mimkiindiir. Bu eylemi yapan kisi ise tiketici olarak adlandirilabilir”
(Odabasi, 1999, s.4). Bu c¢alisma kapsaminda tiketimin vurgulanmasi gereken o6zelligi ihtiyaglarin
tatmin edilmesi icin gerceklestiriliyor olmasidir.

ihtiyag ise tiiketim ediminin amacini belirlemektedir. ihtiyag bilhassa bireylerin, kurumlarin
veya baska organizmalarin yasamlarini stirdiirebilmeleri icin gerekli oldugunu distindikleri sey ya da
seylerdir. 1954 yilinda Maslow tarafindan ihtiyaclarin 6ncelikleri hakkinda ortaya konulan teoriye
gore ihtiyaclar bes asamali bir hiyerarsik bir piramitten olusmakta ve en alttan baslayarak yukariya
dogru tamamlanmaktadir. ihtiyaclar sirasiyla fizyolojik, giivenlik, ait olma, sayginlik ve kendini
gerceklestirme asamalaridir (Maslow, 1943, s. 87). S6z konusu ihtiyaclar bireylerin tiiketim
aliskanliklarini da sekillendirmektedir. Bireylerin ihtiyaclarinin istek haline getirilerek tlketimin
sureklilik kazanmasi Bocock (2008, s. 58) tarafindan su sekilde ortaya konulmaktadir: “Tiketim, her
zamankinden fazla kafada ¢ozllmesi gereken bir deneyim, beyinsel ve zihinsel bir olgudur; yalnizca
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vicudun gereksinimlerini doyuran basit bir sire¢ olmaktan ¢ikmistir. Bu sekilde, yabancilasma ve
uzaklasma modern tiiketim kaliplarina da girmistir”. Ozetle artik tiiketim basitce, sadece ihtiyaglar
nedeniyle ortaya cikan bir faaliyet degildir. insanlarin yasam tarzlarinin bir pargasi olmustur.

Bu kapsamda, tiketim edimini sadece ihtiyaglar lizerinden anlamlandirmaya ¢alismak bu
olgunun derinlemesine anlasiimasina engel olmaktadir. Artik “hayatta kalmak icin” tiiketmek yerini
“tiiketmek icin hayatta kalmaya” birakmaktadir (Sahin & Anik, 2017, s. 1). Her seyin alinip satilabilen
metalar durumuna geldigi ve tiiketimin temel bir ihtiyag olmaktan ¢iktigl glinimizde, bu olgunun
temelinde, kimlik, arzu ve iletisim yatmaktadir. Bunun nedeni tliketimin bir stati goOstergesi,
isaretleme araci ve kisiler arasi iletisimin bir aktori haline gelmesidir. Artik kisiler tiiketimi
gerceklestirdigi mekanda eglenceli zaman gegirmeyi de istemektedir. Tlketimin bu 6zelligi kamusal
iliskileri de degisiklige ugratmistir. Ornegin tiiketim mabetleri olarak kabul edilen alisveris
merkezlerindeki iliskiler dogal seyrinde gelismemekte, bu iliskiler 6nceden planlanmaktadir.

Bu dislinceyle baglantili olarak Baudrillard Marxist gorisin Ustiinde durdugu gorgiicii
anlayisi zenginlestiren bir bakis agisina sahiptir. Bu agidan, Kellner (2003, s. 314) tarafindan “neo-
Marxist” olarak nitelendirilmektedir. Buna goére, Baudrillard (2009, s. 1) objelerin ilk olarak ihtiyaglar
tarafindan belirlendigi ve bireylerin c¢evreleri ile olusturduklari baglantilarin ekonomik oldugu
disincesine karsin gereksinimlerin dogal olmasinin 6tesinde, metanin Uretilmesine benzer sekilde
ihtiyacglarin da Uretildiginin altini ¢cizmektedir. Bu durum artik, bireyleri tretimleri ile degil tiketimleri
ile kimliklerini kazandiklari bir duruma getirmistir. Bu bakis agisina gore tiiketim toplumunda insanlar
ve nesneler arasindaki iliski “ihtiya¢ tatmini iliskisinden tamamen sembolik bir tiketim iliskisine
donismektedir” (Qin, 2020, s. 283). Bu noktada markalar ise, bireylerin sosyal olusumunu ve
kimliklerini belirleyen bir rol oynamaktadir. Bu da tiiketen bireyleri satin aldiklari seyler veya nesneler
haline getirmektedir. Bu ¢alismanin teorik perspektifi bir sonraki bélimde bu diisiinceyi temel alarak
ortaya konulmaktadir.

2. Baudrillard ve Post-Modern Tiiketim: Satin Aldigin Seysin

Dijital sosyal aglar yoluyla gerceklesen tiiketim ve e-ticaretin artisi baglaminda hazirlanan bu
calismanin kuramsal perspektifini, icinde bulundugumuz yeni gercekligin olusturdugu tiketim
toplumu Uzerine calismalar gerceklestiren, postmodern cagin dnde gelen disinirlerinden kabul
edilen sosyolog Baudrillard’in dastinceleri olusturmaktadir. Bu baglamda tliketim toplumu
Baudrillard’in (2018a, 2018b) kavramsal bakis agisi ile ele alinmaktadir.

Sanayi Devrimi ve kapitalizmin temelini olusturan yogun tiketim, artik dinyaya hakim
olmustur. Medya-yogun bu dénemi kavramanin yolu Baudrillard’a goére televizyon programlarinda
sunulan imajlari anlamaktan ge¢cmektedir. Baudrillard bu disincesinde insan zihninin televizyon ile
nasil manipile edildiginden bahsetmektedir. Bu dislinceye gore, iletisim ve enformasyon araglarinin
islevi gercegin lretilmesidir (Baudrillard, 2015, s. 69).

Postmodernizm ile imlenen bu dénemde pek az olgu tiiketim gibi glindelik hayatta glicli bir
konuma sahiptir. Tiiketim, yaratim ve benlik duygusunun Uretimi ile yakindan baglantilidir. Bugiin
tiiketici tarafindan bilerek ya da bilmeden icine belirli kimliksel semboller gomuli olmayan herhangi
bir Girlin satin almak neredeyse imkansiz hale gelmistir. Kapitalist donemle beraber ortaya ¢ikan yeni
Uretim sistemi, ekonomik yogunlasma ve yeni teknolojiler doneminde, kitlesel tretimi gerceklestiren
kapitalist sirketler kapasitelerini, ivme gosteren talebi tliketime yoneltmek ve piyasaya giren yeni
Grlnler igin ihtiyag yaratmaya yonlendirmis ve bu durum Baudrillard’in (1999) “isaret degeri” olarak
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adlandirdigi kavrama yol acmistir. Bu baglamda Kellner (2003, s. 324) Baudrillard’i degerlendirdigi
¢alismasinda onun, “metalarin tiiketim toplumunda bireyleri nasil biyiledigini ve nesneler sisteminin
bir parcasi olan emtia dilinyasinin, isaret degeri ve kod araciligiyla yeni ve daha fazla deger lstlenme
bicimlerini arastirdigini” belirtmektedir.

Baudrillard’in (2018a) dislince sistemini olusturan baslica kavramlardan bir digeri olan
similasyon ise ekonominin maddi normlarinin otesinde basta medya olmak (izere, reklamlar ve
goruntiler yolu ile hemen her seyin bir gosterge enddstrisine donismesini kapsamaktir. Similasyon,
miustehcen, siradan ya da sira disi, fark etmeden her seyi estetik bir hale sokup hatta muzelik yaparak
hayallerle dolu imgelerle tliketim ediminin gercek olanin yerine gecmesine sebebiyet vermektedir. Bu
sayede artik her sey sdylenebilir, ifade edilebilir, gostergenin glicline ya da onun tavrina birinebilir:
“Sistem ticaretin artikdegerinden c¢ok gostergenin estetik artikdegerine goére islemektedir”
(Baudrillard, 2018b, s. 20). Baudrillard’in distincesine goére tiilketimin 6n planda oldugu bu toplumda
bireyin tiiketim 6zglrligl resmiyette mevcuttur. Ancak bu yapay bir 6zgirliktlir ve bu yapay
Ozglrligun temeli reklamlarda yatmaktadir: “Hipermarketlerdeki seyler burada bir mal olma
Ozelliklerini kaybetmekte tasidiklari mana ve mesajin ¢6zilip, onaylanmasi gereken cinsten
gostergelerle ¢oktan se¢meli bir testi andirmaktadirlar. [Bunlar] bize sorular sorup, cevap almaya
calismaktadirlar” (Baudrillard, 2018a, s. 112).

icinden gecmekte oldugumuz salgin déneminde ise tiiketim edimi, kapali alanlarda kalma
zorunlulugumuzdan 6tiiri internetten alisveris yapma olanaklarinin oldukga artmasi ve dijital sosyal
aglarin genislemesi ile artik glindelik hayatin merkezine konumlanarak tiiketme bigimlerimizi ve
tiiketim aliskanliklarimizi sarsici bir sekilde degistirmistir. Bu noktada, dijital sosyal aglarla kiiresel bir
sekilde sarili bu diinyada tiketimin degisen 6zlni ve e-ticaretin hangi asamaya evrilmekte oldugunu
ele almak oldukca 6nemli bir hal almistir.

3. Dijitallesmis Diinyada iletisim ve Tiiketimin Degisen Ozii

Enformasyon c¢agini belirleyen en 6nemli 6zellik bilgi ve iletisim teknolojilerinin gelisimi ile bu
teknolojilerin hizla yayginlasmasi olmustur. Bu yayillma, ge¢mis ylzyillardan farkh olarak oldukga etkili
bir medyanin olusmasina da yol agmistir. Bilgi ve iletisim teknolojileri ile gelisen ve blylyen medya,
gorselleriyle insani bliyllemekte ve dislinceleri yonlendirmektedir. Medyayi gigli kilan en 6nemli
husus, daha ucuz ve daha bireysel bir aktivite olarak degerlendirilebilecek olan internet kullanimidir.
Medya bu gilicliyle toplumu donistiirme kapasitesine sahip hale gelmistir. Bu gliclin, bilhassa icinden
gecmekte oldugumuz salgin glnlerinde neredeyse tiim ihtiyacimizi dijital sosyal aglardan saglarken,
cok daha fazla 6n plana ¢iktigina sahit olmaktayiz. Ginimizde sosyal medya, tiiketimden, politik
fikirlerin yerlesip yesermesine kadar glindelik hayatin her alaninda buyik bir etki yaratmaktadir.
Kamuoyu aliskanliklari artik dijital medyanin araglarina baghdir.

Ayrica, glinimizde sosyal medyanin icine dahil oldugu dijital dinya, insanlan iletisim
acisindan birbirine yaklastirmis; onlar icin yeni eglence ve iletisim yollari acmis, duygu ve
diistincelerini 6zgiirce ifade edebilecekleri bir kanal haline gelmistir. internet, kullanicilarini pasif
durumda bulunduklari bir konumdan, sanal olarak tasarlanmis ama diger yandan da oldukca gercek
kabul edilen bir diinyaya transfer etmis ve onlari sadece tiiketen degil Gretime de katki saglayan aktif
bireyler haline getirmistir. Oyle ki artik pek cok birey sosyal medyada ve dijital mecralarda gazeteci,
kameraman, haber spikeri, yorumcu, aktivist olarak hareket etme sansi yakalamis ve icerik Gretmeye
baslamistir. Oyle ki Lievrouw’a gére (2016, s. 11-12) yeni medya (ya da bu calisma kapsaminda
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kullanilan sekliyle dijital sosyal aglar) yogunlasma ve sermayelesmenin medya sektoriindeki tesirini
zayiflatarak ana akim medyanin karsisina degisik bakis agilari ve farkli kiltlrel tercihlerle zenginlesmis
bir platform ¢ikarirken, farkh politik fikirlere ve kiltirlere sahip gruplarin temsilini miimkdn kilar ve
bu gruplarin kendilerini ifade etmelerini ve etkilesime gegmelerini saglar.

Dijital sosyal aglar tGzerinden web 2.0 teknolojisi ile dogan Facebook, Twitter ve Snapchat gibi
uygulamalarin cogu, hizmetlerini bedelsiz olarak sunduklarini beyan etmekte, kullanicilarin tilketmesi
icin Ucretsiz icerik saglamaktadir. Ancak diger yandan bu uygulamalar kullanicilarini igerik Gretmeye
de tesvik etmektedir. Bu durumda tiiketiciler ayni zamanda Uretici haline gelmistir. Bu yeni tiketici
tipi ise Ureten tUketici anlaminda Uretiketici/prosumer  (producer-consumer) olarak
adlandiriimaktadir. Ureten tiiketici veya ure-tiiketici kavrami genelde Alvin Toffler’a (1980)
atfedilmektedir. Toffler “ilk dalga” terimi ile sanayi 6ncesi toplumlarda tliketimin baskin oldugunu
savunmaktadir. Bunu ise Uretim ve tiketim edinimlerini birbirinden ayiran “simdi Ureticiler ve
tketiciler dedigimiz seyi doguran” bir “ikinci dalga” izlemistir (Toffler, 1980, s. 266).

Understanding Media isimli yapitinda da belirttigi gibi McLuhan’a (1994) gére insanlar bugiin,
viicutlariyla yapabilecekleri her seye giinlik hayatta bir uzanti gelistirmislerdir. insan tarafindan
gerceklestirilen tiim maddi seylere, bir zamanlar insanin bedeni veya viicudunun ilgili kismi ile
yaptiklarinin bir uzantisi olarak bakmak mimkiindiir. Ornegin sesimizin uzantisi telefon, hafizanin
uzantisi yazl, ses ve gorlntlinlin uzantisi televizyondur; tekerlek ise ayaklarimizin uzantisidir.
McLuhan’in bu sdylemini dijital diinya ve insan baglaminda genellemek miimkiindiir. internet,
duygularimizin, zihnimizin ve kalbimizin uzantisi olarak ortaya ¢ikmistir. Artik insan dislincelerinin
uzantisi olarak dijital medya ve Ozellikle sosyal medya, iletisim tarihinde yerini almistir. Artik
¢agimizda ¢ogu insan igin internet ve internet baglantisi olan mobil cihazlar viicudumuzun bir pargasi
haline gelmistir.

Artik gencg, yash herkesin elinde dijital bir cihaz bulunmaktadir: Video, etkilesimli ekran,
multimedya, internet ve sanal gerceklik basta olmak (izere her taraftan interaktif stireglerle cevriliyiz.
Bu cagda farkh ozellikler birbirine karismis ve bdylece yakinsama kultiri olusmus (Jenkins, 2006)
durumdadir. Artik gelisen dijital aglar sayesinde mesafe ve zaman bilinci de yok olmaktadir.
Cinsiyetler, zithiklar, sahne, salon ve aktorler, 6zne ve nesne, gercek ve benzeri arasindaki mesafeler
ortadan kalkmaktadir. Baudrillard’in (2018a) similasyon evrenine gore de artik mesafe kavramindan
bahsetmek imkansiz hale gelmistir. Nunes’a goére (1995, s. 317), “internet, tam olarak baglantida
olma riyasina yaklastikca, Baudrillard ile beraber, bu metaforik ‘siber uzay’'in bir zamanlar simile
ettigi gercek alandan daha 6nemli, hiper-gercek hale geldigi o kapanis anini hayal edebilmekteyiz”.
S6z konusu bu kapanis aninda artik mesafeler ve eszamanhlik anlamini yitirmistir. Ornegin
glinimiizde Cin’de, Amerika’da ya da diinyanin herhangi bir tilkesinde yasayan bireyler dijital sosyal
aglar vasitasiyla es zamanda ve ayni mekanda bulunmaya gerek duymadan iletisim kurabilmekte, ayni
seyleri izleyebilmekte, ayni Urinlere erisebilmekte ve bunlari tliiketebilmektedir. Sosyal aglarin ve
yeni medyanin gelisimi, zaman ve mekandan bagimsiz olarak insanlari birbirine yaklastirmistir.

Bu cagi imgeleyen bir 6zellik uzam ve zamanin ortadan kalkmasi ise digeri de tiketimin yikici
ylkselisidir. Endustriyel cagda 6n planda olan Uretimken, enformatik tretimin imgeledigi postmodern
cagda tuketim hizlanarak Uretim sireclerinin Oonline ge¢mistir. Hatiplere goére (2017, s. 33),
“postmodernizm, popdiler kiltir ve medya ile yeni bir tiketim algisi yaratmistir. Bu algi, tiiketime
dayali kitleleri ortaya cikarmaktadir”. Benzersiz bir tiiketim degerinin olusmasini saglayan su an iginde
bulundugumuz dijital ¢cagda, tiiketim her zamankinden daha fazla toplumlari ilgilendirir hale gelmistir.
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Oyle ki, bireyler tiikketim disi zamanlarini dahi tiiketim hakkinda konusarak gecirmektedir.
Postmodern siirecgte tiiketim olgusu da dogal olarak degisime ugramistir. Bu etki ve degisim ile maddi
nesnelerin tiiketiminin yeri imajlarin ve markalarin tiiketimine kalmistir.

Postmodern tiiketimde, artik mallarin tiiketimi degil, gostergelerin tiketimi énemli bir rol
oynamaktadir. Postmodernizmde tiiketimin baskin unsurlari, sahip olunan araglarin fiziksel ihtiyaglari
karsilamasindan cok, bir statii belirleyici ve prestij yansiticisi olarak islev gérmektedir: “Uriinler,
baglamlarindan ve hatta orijinal islevlerinden yalitilir. Bununla birlikte tiketiciler, onlara orijinal
islevlerinden bagimsiz olarak degerler ve anlamlar yikleyebilirler. Bu, koleksiyoncularin esyalari,
oyuncak bebekler, otomobiller, antikalar ve 'kllt esyalar' gibi Grlnlerin kutsallastiriimasina kadar
gidebilir” (Van Raaij, 1993, s. 554). Bu sekilde gergeklestirilen tiiketim ile bireyler, diger insanlarin
goziinde daha degerli olduklarini diisinmektedirler. Postmodernizmde tiiketim, kullanim degerinden
uzaklagsmis ve gosterge degerine yaklasmistir. Baudrillard’in postmodernizmdeki tiketimi imge ve
isaretlerle agiklamasinin nedeni de budur. Bu baglamda bitin arzular, istekler, iliskiler ve tutku
duyulan her sey pazarlanarak harcanmak (izere gosterge ve nesnelere benzetilmektedir. Bu sekilde,
degerler reklamlar yoluyla markalara eklemlenebilmektedir. Van Raaij (1993, s. 554) bu durumu su
sekilde agiklamaktadir: “Bu yeni anlamlar (gértintiler) yeni bir gercekligi ifade etmektedir. Bu gergek,
markanin kullanicilan  tarafindan kendilerini daha seksi, givenli ve mutlu hissettiklerine
inandiklarinda onlar igin bir hiper-gerceklik haline gelmektedir. Postmodern anlamda, imaj sadece
Grlna degil, ayni zamanda imaji da temsil etmektedir.”

Zamanla gelisen teknoloji, var olma amacinin ¢ok ilerisine gecip buglinimuizi dijital aglardan
olusan bir mevcudiyete déniistiirerek giinliikk yasamimizin bir pargasi haline gelmektedir. Oyle bir
parca ki We Are Social tarafindan diizenli olarak ¢ikarilan rapora gore, 2021 yilinda diinya niifusunun
ylzde 59’u internet kullanicisi konumuna gelmistir. Yasamimizin 6nemli bir b6limind olusturan sanal
diinyada ise nifusun ylzde 54’0 aktif bir sekilde sosyal medya kullanmaktadir (Kemp, 2021). Dijital
aglarin, yeni bilgi ve iletisim teknolojilerinin kullanimi icinde bulundugumuz dénemde gittikce
yogunlasmistir. Yine, We Are Social ve Hootsuite ortakhgiyla yayinlanmis olan Dijital 2022 Kiiresel
Genel Bakis Raporu’nda ¢evrim ici kullanim konusunda oldukga biyiik rakamlar telaffuz edilmektedir.
Buna gore (We Are Social, 2022) “kiresel internet kullanicilarinin sayisi 2022’nin basinda 4,95 milyara
ylkselmis ve internet penetrasyonu su anda diinya toplam nifusunun yizde 62,5’ini olusturmaktadir
[...] Kiiresel sosyal medya kullanicilari, 2021’de 424 milyon yeni kullanicinin sosyal medya yolculuguna
baslamasiyla son 12 ayda ylizde 10’dan fazla buyimistir”.

Kiresel salginin ve ardindan sosyal izolasyonun baslamasiyla birlikte bireyler uzaktan galisma,
uzaktan egitim ve uzaktan sosyallesme donemine girmisler ve bu donemde sosyal medya ve internet
daha sik kullanilir olmustur. Bu konu Uzerine yapilan ¢alismalardan MMA Turkiye (2020, s. 1)
tarafindan yayinlanan rapora goére “insanlar evde kaldiklari donemlerde, haberleri takip etmek, rutin
hayatindaki bosluklari doldurmak veya eglenmek icin mobil cihazlariyla daha ¢ok etkilesim haline
girmislerdir”. Dolayisiyla reel hayattaki izolasyon, internet ve sosyal medya kullanimina tam tersi
sekilde yansimistir. Bu durumda Covid-19 salgininin dijital boyutundan kisaca bahsetmek 6nem
kazanmaktadir.

3.1. Salginin Dijital Boyutu

Temelde kiresel dijital ag, bireylerin fikri ve iletisimsel 6zgirliklerini kullanabilmeleri
sebebiyle “siber titopya” olarak adlandiriimistir (Dahlberg, 2009, s.176). Oyle ki dijital diinya teriminin
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kullanilmasi dinyanin iki ayr dinya -sanal ve gercek olarak- birbirinden ayrilmasi seklinde
degerlendirilmektedir. lyimser bir yaklasimla siber {itopyayi, toplumdaki uc kesimlerin de kendilerine
yer bulabildikleri, hegemonik gliclerden uzakta kiiresel bir etkilesim alani olarak gérmek mimkinddr.
Ancak en basta toplumsal bilgi saglama, iletisim ve 6zgiirlik alani olarak karsimiza ¢ikan bu sanal
Gtopya en az digerleri kadar kendinde kusur barindirmaktadir. Varsayimsal olarak Huxley’ nin Cesur
Yeni Diinya (2016) isimli yapitinda bahsetmis oldugu ttopya/distopyasinin bir benzeri olarak kuresel
tuketici kapitalizmi seklinde olusum gostermekte hatta dijital totalitarizm icermektedir.

Gercek ve sanal olarak ikiye ayrilan ancak aslinda biri digerinin aynasi olan bu diinyada
ongorilemeyen ve ayni anda herkesi etkileyen bir saglk krizi patlak vermistir. Yeni Tip Koronaviris
(Covid-19) olarak adlandirilan salgin hastaligin, Aralik 2019’da Cin’in Wuhan kentinde ortaya cikarak,
11 Mart 2020 tarihinde tim dilinyaya yayllmasi sonucu pandemi (evrensel salgin hastalik) ilan
edilmistir (Aslan, 2020, s. 38). insanlarin solunum sistemini hedefleyen viris, kisiden kisiye hava ve
temas yoluyla bulasip kisa stirede yayilarak tiim diinyaya ciddi can kayiplari yasatmistir. Virlise karsi
belirli bir tedavi yolu ve asinin gelistirilememesi de ¢ok sayida Ulkeyi ¢esitli 6nlemler almaya sevk
etmistir (Rothan & Byrareddy, 2020, s. 3). S6z konusu 6nlemler giinliik yasamin akisini bozacak hatta
hayati durduracak seviyede gerceklesmistir. isyerleri, okullar, ibadethaneler, alisveris merkezleri
kapatilmis, toplu tasima seferleri duraklamis, seyahatler, kalabalik etkinlikler iptal edilmis, Covid-
19’un gorildiugi bolgeler karantinaya alinmistir. Tirkiye’de de igisleri Bakanhgi tarafindan seyahat
kisitlamasi, sokaga c¢ikma yasagl vb. tedbirler alinarak bireylerin evlerinde kalmalarina yonelik
calismalar baslatilmistir (Tiirkiye Cumhuriyeti igisleri Bakanligi, 2020).

Bu olcekte bir krizle ylzlesen 21. yizyilin kiresel toplumu sadece saglikla degil, ekonomi,
politika, glindelik yasam gibi hayatin her alaninda ciddi bir kargasa ortami ile karsi karsiya kalmistir.
Bireylerin kendilerini cevrelerinden izole etmesi durumu ise basta kapitalizm cephesine zarar
vermistir. Ozellikle de kapitalizm araciligiyla biyiik gelirler elde eden sirket ve iilkeler ekonomik
acidan ¢ikmaza girmistir. Ote yandan bu kriz ortaminin firsata gevrilmesiyle bireysel, toplumsal ve
politik isleyisin devamhliginin saglanmasinin tek yolu olarak teknolojinin yogun bicimde kullanimi 6n
plana cikmistir. Zira gindelik hayatlarini fiziksel formlarda gerceklestiren bireyler, kurumlar ve
devletler icin kisa silre icinde uzaktan erisim araciligiyla dijital diplomasi, evde egitim, gig ekonomi ve
home office kavramlarinin dncelikli hale geldigi gérilmustir. Ginumuizde siber alisveris merkezleri e-
ticaret islemlerimizi gerceklestirmemizi saglayan internet siteleri olarak yogun sekilde kullanilmaya
baslanmistir. Bu donemde iletisimin degisen ve gittikce dijitallesmekte olan yizi tiketim ediminin
0zilni de degistirmistir.

4. Tiiketim Ediminde Degisen Egilimler

11 Mart 2020 tarihinde Saghk Bakani Dr. Fahrettin Koca tarafindan Tirkiye’'de ilk Covid-19
vakasinin tespit edildiginin aciklanmasi ile dijital icerik tiiketim aliskanliklari noktasinda yénelim bir
hayli degismistir. Salginin ulusal bir boyut kazanmasi vatandaslarin saglik endisesini de st noktalara
¢cikarmis ve toplum icinde hareketlilik bas gostermistir. Vakanin gorildigi ilk hafta (11-16 Mart 2020)
bireyler salgina yonelik arastirma yapmaya yonelmis, internet arama motorlarina viriis ismi, koruyucu
malzeme, antiseptik, hastaligin belirtileri, market ve yemek siparisi ile ilgili aramalar yapildig
saptanmistir. Salgin hakkinda bilimsel bilgilere ve haberlere ulasan kisiler daha sonra virlisten
korunmak icin kendisine koruyucu ekipman, kolonya, antiseptik tedarik ederek bireysel korumaya
yonelik ilk asamayi gerceklestirilmistir. Sagligin glvenlik altina alinmasinin ardindan ise tiiketiciler
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online platformlarda market ve yemek alisverisine yonelmistir. Virlisiin bulagsma riskinin oldugu
disindlerek online market alisverisine talep artarken yemek siparislerinde ise diisiis yasanmistir
(Serim, 2020). Boylelikle salginin ilk haftasi bilgi edinmeye yonelik arastirma ve korunmaya yonelik
alisveris sureciyle gegirilmistir.

16 Mart 2020 tarihinde eglence yerlerinin ve sosyal alanlarin kapatilmasi ve egitime uzaktan
devam edilmesine yonelik aciklama ile sosyal izolasyona giren bireyler evde gecirilen siire boyunca
vaktinin ¢ogunu internet ortaminda harcamayi tercih etmistir. Tlirkiye’de ilk vakanin duyurulmasinin
ardindan 22 Mart tarihine kadar gecen sirede toplam internet kullanici sayisinda yizde 3,
kullanicilarin internette gecirdigi slirede ylizde 1, haber icerikli sitelere tiklanma oraninda ylizde 17,
saglk icerikli siteleri ziyaret eden ya da haber igerikli sitelerde saglik iceriklerini tiiketen kullanicilarin
sayisinda ylizde 28, oyun siteleri ziyaretcilerinde ylizde 65, teknoloji igerikli siteleri ziyaret eden
kullanici sayisi ylizde 16 artis gostermistir. Seyahat engelinin olmasi ve salgin hastaliga yakalanma
riskinin bulunmasi sebebiyle turizm igerikli sitelere olan ilgi yiizde 48 diislis géstermistir (IAB TURKEY,
2020). ilk haftayi takiben salginin seyrine yénelik arastirmalara devam edilmis, bunun yaninda evde
gegirilen slirenin artmasiyla da eglence arayisina baslanmistir.

Henlz Tirkiye'de ilk vakanin ortaya ¢ikmadigi 2020'nin Ocak ayinda nifusun ylizde 74'(
internet kullanirken tam bir yil sonra Ocak 2021’de bu oran ylizde 78’e ylikselmistir. Aktif sosyal
medya kullaniminin ise salgin 6ncesi ylizde 64’ten salgin sonrasi ylzde 71’e yikseldigi gorilmustir
(Kemp, 2020a; 2021a). Dolayislyla salgin 6ncesi ve esnasinda toplumda daha 6nce internet ve sosyal
medya kullanmayan kesimin de dijitale yoneldigi gérilmektedir. Veriler koronaviriisiin bir sonucu
olarak bireylerin dijital cihazlarinda ¢ok daha fazla zaman gecirdigini de ortaya koymaktadir. Bu
durumda dijital diinyanin merkeze gegis sireci diinyada da Tirkiye’dekine benzer bir tablo gizmistir.

Kiresel capta yasanan sosyal izolasyon doéneminde c¢ogunlukla film/dizi saglayici
platformlarda vakit gegirilirken bunu sosyal medya uygulamalarn takip etmektedir. Salgin 6ncesi
donemde tiketicilerin en ¢ok kullandigl sosyal medya platformlar arasina dahil olmayan TikTok,
salgin doneminde ivme kazanarak Instagram’dan sonra en ¢ok kullanilan uygulama olmustur: “Cin’de
ilk salgin gelismeleri boyunca TikTok uygulamasinda kullanici basina harcanan ortalama siirenin yani
sira Android kullanicilarin uygulamada gecirdigi toplam sirenin artisi dikkat cekmektedir” (MMA
Tirkiye, 2020, s.7). is hayatinin eve tasinmasiyla birlikte goriintiilii konusma imkani sunan Zoom
uygulamasi da hem kiresel ¢capta hem Tirkiye’de en ¢ok indirilen uygulamalar arasina girmistir:
“ZO0M Cloud Meetings uygulamasi ise 15 Mart 2020’den itibaren Turkiye Apple Store’da 1. sirada,
bltin kategoriler siralamasinda ise 20 Mart'tan itibaren 3.sirada yerini aldig1” gérilmustir (2020,
s.4).

We Are Social ve Hootsuite ortakhg ile gerceklestirilen arastirmalar Covid-19 salgini sliresince
film/dizi platformlarin, sosyal medya uygulamalarinin, c¢evrim ici oyunlarin tercih edildigini
gostermektedir (Kemp, 2020b). izolasyon siirecinde hastalanmak istemeyen ve evinden g¢ikmayan
tiketiciler ise e-ticaret sitelerine yonelmistir. Salgin sirecinde sokaga ¢ikma yasaklari ve zorunlu
karantina uygulamalari ile sinirh alanlarda yasamlarini devam ettirmek zorunda kalan bireyler igin
cevrim ici alisveris uygulamalari artis ve cesitlilik gbstermis hatta adeta kurtarici olmustur. Covid-19
salgin siireci, e-ticaret alaninda dramatik degisimlere sebep olurken, bu siirece hizla adapte olan
markalarin daha fazla 6ne ¢cikmasini saglamistir. Mobil uygulamalara gosterilen taleplerin artmasi,
internette gecirilen zaman ve glnlik hayattaki tim sosyallesme siireclerinin dijital ortama
entegrasyonu ile e-ticaret hacminde artis gozlemlenmektedir. Bu kapsamda Tirkiye baglamina
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bakildiginda, 2021 yilinda yayinlanmis olan Tirkiye E- Ticaret Ekosistemi Raporu sonuglarina gére “e-
ticaret islem sayilari 2020’ye gore ylizde 46 oraninda artarak 3,4 milyar adet siparise ve ylizde 69 artis
ile 381,5 milyar TL hacme ulasmistir” (Ulukan, 2022). internetten tiim ihtiyaclarin karsilanmasinda
gozlemlenen bu artis ise e-ticaretin énemini icinde bulundugumuz bu dénemde ortaya g¢ikarmistir.

Krizden etkilenenlerin basinda gelen turizm en bilylk kaybi yasamistir. Sosyal medya
kampanyalari, tik basina 6deme, alisveris akislari ve goriintii yonetimi hizmetleri sunan bir dijital
pazarlama sirketi olan AGY47’nin e-ticaret trendlerini sunan raporuna gore, turizmden sonra liks
tiketim Grlinleri ve miicevherler de tiketiciler tarafindan tercih edilmemis, bunlarin satis oranlari
dismistiir (AGY47, 2020). Eve kapanmalarin baslamasi dogal olarak egitimin, eglencenin ve
ahisverisin online olarak gerceklesmesini zorunlu kilmistir. Egitimin ve g¢alisma hayatinin eve
sigdiriimasiyla birlikte sosyallesmenin hane igine indirgenmesi de mobil ve sabit internet tiketimini
arttirmistir.

Yine, We Are Social ve Hootsuite tarafindan 27 Ocak 2021’de yayinlanan rapora bakildiginda,
diinya nifusu yiizde 59,5 oraninda internet kullanicisi olmaya devam ederken salgin basinda ylzde
49 olan sosyal medya kullanicilarinin diinya ¢apindaki oraninin yizde 54’e ¢iktigi gorilmektedir
(Kemp, 2021b). Sosyal medya uygulamalari bu siirecte salginin takip edilmesi i¢in bilgi saglayici ve bos
vakitlerin degerlendirilmesi icin eglence araci olarak karsimiza ¢ikmaktadir. Bunu takip eden siirecte
ise alisveris merkezlerinin bliylik kisminin dijital platformlara tasindigini gézlemlemekteyiz. Bu
donemde artik internet kullanicilari birbirinden farkl sebeplerle de olsa internet lzerinden alisveris
yapma imkanina alismis ve boylece e-ticaret platformlari gittikce dijitallesen tiketicinin yeni yasam
alanlari haline gelmistir.

Dijitallesen tlketicinin degisen aliskanliklarinin salgin stirecindeki gelisimi ise bir sonraki
bolimde hem kiresel hem de yerel olcekte 6nde gelen arastirma firmalari tarafindan yapilmis
arastirmalar isiginda ele alinmaktadir.

4.1. Dijitalleserek Degisen Tiiketici Ahskanliklari: Panik Tiiketimi

Covid-19’un en c¢ok saglik alaninda bir kriz yarattigl distnlse de teknoloji, politika, ayrica
“turizm, tarim, ulasim, el sanatlari, yiyecek-icecek” gibi ¢esitli alanlari da ayni krizin igine strtklemistir
(Uluslararasi Calisma Orgiitii, 2020). Devletlerin 6nlem alma amaciyla hayati bir siire durdurmasi ve
bireyleri evde kalmaya yonlendirmesi, 6zel sektér ve kamu sektori gézetmeksizin makro-ekonomiyi
olumsuz etkilemistir. Evinde tecrit altinda kalan bireyler, yasanilan belirsizligin bir sonucu olarak
alisveris davranisinda da degisime gitmis, glvenliklerini garanti altina almak adina e-ticarete
yonelmistir. Bireyler, markalardan bu siirecte ne bekledigini netlestirirken ayni zamanda tiiketim
yoneliminde farkli kategoriler lzerine yogunlasmistir. Markalar da degisen ihtiyaclari karsilamak igin
siirece uyum saglama yoluna gitmistir.

Diinya Saghk Orgiiti’niin salgin ilani diinyanin her yerindeki tiiketicilerin panik duygusu ile
Urln satin alma ve stok yapma ihtiyaci hissetmesine neden olmustur. Panik satin alma davranisi
literatlirde pandemi, savas, dogal afet, hilkimet politikalari gibi olaganistii durumlarda ya da
cevresel faktorlerin sebep oldugu stres durumlarinda ortaya c¢ikan bir davranis olarak
tanimlanmaktadir. Ozellikle tuvalet kagidi, un, ekmek, maske ve antiseptik icerikli hijyen Griinlerini
stoklama ihtiyacinin duyulmasi olasi bir uzun siireli karantinanin gerceklesme korkusundan ileri
gelmistir. Saticilar ise talep fazlaliginin bir sonucu olarak fiyat artisina yonelmistir. Tiketici,
belirsizligin olusturdugu panik duygusu ile basa ¢ikabilmek i¢in cok daha fazla {riin satin alip kendini
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her duruma karsi hazir hissetmek istemektedir. Market raflarinin bos oldugunu goren tiiketiciler de
ihtiyac aninda Uriin bulamama korkusu sebebiyle Griin stoklama karari almaktadir (Fryer, 2020).
Psikolojik nedenlere bagl olarak alisveris miktarini arttiran tiiketiciler, satin alinan Griin gesitlerini de
gida, saglik ve temizlik kategorisine kaydirmistir. Bir diger deyisle, icinde bulunulan karamsar siireg
bireylerin diger Uiriin veya hizmetleri tiiketmenin gereksiz oldugu algisina yonlendirmektedir.

Hikimetlerin aldig sosyal kisitlama 6nlemleri ve karantina uygulamalari ile magazalar siiresi
belirsiz bir sekilde kapanmistir. Boylelikle gelir akisi kesilen fiziksel magazalar tim odagini dijital
platformlarda konumladiklari magazalarina yonlendirmistir. Bu zamana kadar e-ticarete gecmeye
direnen saticilar bile ¢evrim ici satis gerceklestirmeye mecbur kalmistir. Uluslararasi danismanlik
firmasi Mckinsey & Company’nin verilerine gore, 2000 yilindan itibaren her gegen sene blylime
gosteren e-ticaret, 2019 yilina gelindiginde perakende satislarini ylzde 14,2’ye ylikseltmistir
(Bhattacharjee, vd., 2020). Subat ve Nisan 2019 yilina bakildiginda ABD'nin perakende ve gida Uriini
satisl cogunlukla fiziksel magazalarda gergeklesirken, 2020 yilinin ayni aylarinda bu oran ylizde 7,7
diistis gostermis ancak ayni kategorinin ¢evrim igi satislari ylizde 16 artmistir. Fiziksel magazalardan
¢evrim ici magazalara gegiste yasanan artis sadece ABD’de degil diinya ¢apinda benzer oranlar
yakalamistir. Ornegin 2018 yilinda ingiltere’nin e-ticaret payi yiizde 9,6’dan 2020 yilinda yiizde 16,1’e
yukselmistir (OECD, 2020, s. 3). Covid-19 etkisiyle zaten hayatin icinde olan ¢evrim ici alisveris,
yasamin bir parcasi haline gelmis hatta olmazsa olmazi olmustur. Clnki tiketiciler market
alisverisinden bahge dekorasyonuna kadar geleneksel alisveris tercihini e-ticarete -zorunlu olarak-
kaydirmistir. Bireylerin evlerinde uzun sire vakit gecirmesi beraberinde alisveristeki tercihleri de
etkileyerek belirsiz bir durumda gelecege yonelik hizli tiketim Grlinlerini satin almamasina da yol
agmistir.

Covid-19 sebepli karantina silrecinin en ciddi zamanlari olan 2020’nin nisan ve mayis
aylarinda tiketicilerin dnceki yillara gore kiresel e-ticaret arama trendleri degisim gdstermistir. Dijital
pazarlama sirketi AGY47'nin e-ticaret hakkindaki raporuna gore (AGY47, 2020, s. 6), tiketicilerin
cevrim ici giysi aramalari bu slrecte 6nemli Olglide dismiustir. Ancak bu disis kadin giyim
aramalarinda daha fazla dikkat cekmektedir. Salgin 6ncesinde ve salginin ilk basladigi zamanlarda
erkek tuketicilerin giysi aramalari kadin tlketiciler kadar degismemistir. Aksesuarlar icin de benzer bir
durum s6z konusudur. Tiiketicilerin salgin esnasinda giyim ve aksesuar talep oranlarinin distigi
gorlilmektedir. Globalwebindex (2020) tarafindan yapilan bir arastirmada, dinya c¢apindaki
tiketicilerin ylizde 15’inin tasarim kiyafet gibi liks Grinleri satin almayl erteledigini ortaya
koymustur. Ancak rapora gore sadece yiksek fiyath degil orta ve disuk fiyatli Griinlerde de satin alma
davranisi ertelenmistir. Spor giyim virls sirecini ilgiyle devam ettiren bir kategori olarak karsimiza
citkmistir. Spor salonlarinin kapanmasi ve evde gegirilen siirenin artmasi ile bireylerin evde egzersiz
yapmaya, acik alanlarda kosmaya baslamasi rahat giysilere olan talebi arttirmistir. Kosu ayakkabisi,
pijama ve kapusonlular aranan en popluler anahtar kelimeler olmustur.

AGY47 (2020) raporunun devaminda ise sanal marketlerin arama motorlarinda sikca
arananlar arasinda yer aldigi goértlmustir. Bu durumun sanal marketlerin salgin sirecinde
misterilere evde glivenli alisveris yapma olanagl saglamasi sebebiyle oldugu distunilmektedir.
Kisitlamalar bireyleri evlerine yonelik tiketimde bulunmaya yoénlendirmistir. Sosyal izolasyon
doneminde evlerine ¢ekilen 6grenci ve calisanlar ise sandalye, masa, ofis malzemelerine yonelik
aramalar yaparak yasam alanini ¢calisma ortamina uygun hale donlstirmuastir. Calisma alani disinda
da ev dekorasyonu yeni trendleri olusturmus, bahce mobilyasi ve bitkilere talep artmistir.
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Kisitlamalarin en agir yikiunu ise liks ve tasarim markalar ¢ekmistir. Bu durumda turizm
faaliyetlerinin kesin bir sekilde yasaklanmasi ilk ve en énemli sebeplerden biridir. Toplumsal saghgin
ne derece risk altinda oldugunun anlasiimasi bireylerde onceligin ne oldugunun fark edilmesini
saglamistir. Yiiksek fiyath trinlerin tiketimini erteleme davranisinin Tlrkiye’deki tiketiciler nezdinde
de uygulandigi gorilmektedir. Satin alma o6nceliginin degistigini belirten tliketiciler araba,
gayrimenkul gibi biyik satin almalar gerceklestirmeyecegini, ileriye doniik tatil plani olusturmayi da
distinmedigini ifade etmektedir.

DORinsight tarafindan gergeklestirilen arastirmanin sonucuna gore salginin baslarinda en
fazla harcama gida sektoriine yonelik gergeklestirilmistir. Bunu sirasiyla ev temizlik, saghk, kisisel
bakim ve vitamin Griinleri izlemektedir (Marketing Tiirkiye, 2020). Bu sonuglara ek olarak, Plat Ozel
Markal Uriinler Sanayicileri ve Tedarikgileri Dernegi (2020) global ¢apta énem tasiyan arastirma
sirketlerinden Nielsen’in Hizli Tiiketim Uriinleri (FMCG) Paneli sonuglarini paylasmistir. Bu baglamda,
zorunlu izolasyon siirecinde e-ticarette yeni tiiketim pratikleri gergeklestirildigi, bununla birlikte 2020
ytlinin ilk geyregi hizl tiiketim Urinlerinde 2019 yilina oranla ylizde 171 ciro blylmesi yasandig
gorlilmistiir. Evde gegirilen slrenin artmasi ve karantina uygulamalari ile birlikte e-ticaretin 6nem
kazanmasi daha 6nce ¢evrim igi satin alma oraninin diisiik oldugu Grlinlerde yikselis yasanmasiyla
sonuglanmistir. Erdogan calismasinda gegen yilin ayni ayina oranla en fazla artisin ylzde 220 ile
market-gida sektoriinde oldugunu; daha sonra ylizde 122 ile elektronik esya, ylizde 87 ile mobilya ve
dekorasyon, ylzde 62 artisla giyim ve yuzde 20 artisla saghk/kozmetik sektorlerinin geldigini
belirtmistir (Erdogan Gengylrek, 2020, s. 1306).

Covid-19 virtsiinden kaynaklanan karantina uygulamalar sebebiyle tiiketiciler fiziksel
ortamda gerceklesen satin alma davranisini dijital platformlara kaydirmistir. 2019 ve 6ncesindeki
yillarin kiiresel e-ticaret satislarina bakildiginda Almanya’da ilag, market ve hazir gida gibi temel Grilin
grubu satislarinin daha geri planda kaldigi ancak tedbir uygulamalarinin baslamasinin ardindan
talebin 6nemli 6lclide arttig1 goriilmustir. Benzer sekilde ABD’de pandemi 6ncesi ¢cevrim ici satislarin
¢ogunlugunu seyahat, spor veya resmi kiyafetler ile ilgili Grinler olustururken, pandemi sirasinda bu
kategorilere olan ilgi azalmistir. Buna karsin kisisel korunma, ev etkinlikleri, market, hazir gida veya
bilisim ekipmani ile ilgili Griinlere yonelik talepte artis gézlemlenmistir. 2019 yilina kadar Cin’de ylizde
23,7 gibi 6nemli bir bliyime gosteren giyim Urlnlerinin satislarinda da 2020 yilinda ytzde 16’lk bir
daralma yasanmistir. Cin’in 2020 yili e-ticaret blylmesi yizde 36’lik bir artisla gida Urtnleri
kategorisinde olmustur. Bir diger Asya (ilkesi olan Kore’nin pandemi 6ncesi e-ticaret lideri olan kiltdr,
eglence hizmetleri, seyahat diizenleme ve ulasim hizmetlerini iceren g¢evrim ici islemleri yliizde 67,8
oraninda 6nemli Olglide azalirken, yerini yemek hizmetleri (%66,3), ev esyalar (%48) ve yiyecek-
icecekler (%46,7) gibi Girlin gruplarina birakmistir (OECD, 2020, s. 4-5).

Tilrkiye’nin salgin 6ncesi e-ticaret satislar incelendiginde ise yukarida sayilan dlkelere benzer
sekilde, en fazla talebin giysi kategorisine oldugu gorilmektedir. 2018 yilinda yizde 59,03 oraniyla
giyim UrUnleri en Ust sirada yer alirken, onu yiizde 46,85 ile elektronik esya ve ylizde 42,28 ile yiyecek
hizmetleri takip etmektedir. Medikal Grin gruplari ise ylzde 11,14 ile daha dislik satin alinma
oranina sahiptir (Twentify, 2018). Turkiye’'nin salgin sirasindaki ¢evrim ici satislarina bakildiginda ilk
sirada hazir yemek yer alirken, giysi kategorisi listenin son siralarinda gorilmektedir (Ticimax, 2022).
Pandemi Oncesi ¢evrim ici seyahat, eglence ve giyim kategorilerine ilgi artarak devam ederken,
pandemi sirasinda bu kategoriler daralarak yerini market, hazir gida, yemek hizmetleri ve saglik
Urlnlerine birakmistir. Bu durum, bireylerin gerekli olarak kabul edilmeyen Urlinlere yaptig
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harcamalarin azaldigini gostermektedir. Oranlar ve kategoriler Ulkelere gore farklilik gosterse de
genel ¢ikarim pandeminin e-ticaret satis hacmini genislettigidir.

Salginin 2021 vyih sonundaki durumu incelendiginde satin alma davraniglarindaki
degisikliklerin Turkiye’deki tiketiciler Gzerinde kalici bir etki biraktigi anlasilmistir. Tiketiciler, bir
Urina satin alma karari verirken daha tedbirli davranma egilimindedir. Hali hazirda salgin siirecinin
devam etmesi ile kiiresel boyuttaki ekonomik krizin satin alma davranisi Gizerindeki etkisinin stirdtGgu
gorilmektedir. NielsenlQ'nun 2021 yilinda gergeklestirmis oldugu arastirmaya goére son 6 ay iginde
kiresel Olcekteki tiketicilerin ylizde 66’si, Turkiye'deki tiketicilerin ise yizde 75’i davranis
degisikligine gitmistir (Onder, 2021). Ayrica Tirkiye’deki tiketicilerin yiizde 88’i satin alacag
Urinlerin hem kaliteli hem de hesapli olmasini istemektedir (Digital Age, 2021). Bu durum
tliketicilerin artik alelade satin alimlar yapmadigini, iirlinleri daha fazla inceledigini ve uygun goérdigu
durumda karar siirecini sonlandirdigini ortaya koymaktadir.

2021 yili ikinci ¢eyreginde yayinlanan bir arastirma raporuna gore salgin sonucu tiiketici
davranislarinin yeni normale gore sekillendigi, kalici hale gelecegi ve uzun siire evlerinde kapali kalan
tiiketicilerin artan birikimi ve baskilanan tiketim arzusunun nihayetinde intikam alisverisine
doniiserek, salgin dncesi seviyelere gelecegi on goriilmektedir. Ayrica tiketicilerin ¢evrim i¢ci market
alisverisinin ve saglik hizmetlerinin 2024 yilina kadar devam edecegi belirtilmektedir. Bununla birlikte
uzaktan egitim, ucak seyahati ve etkinliklerin salgin 6ncesi doneme geri dénecegi disinilirken
Ulkelerin mevcut kosullarina gore degisim gosterebilecegine dikkat ¢ekilmektedir (Amed, vd., 2021).

Genel itibariyla bakildiginda McKinsey & Company’nin raporuna gore (2021), koronaviris
sebepli strdirdlebilirlik hareketleri 6nem kazanmaktadir ve virsin etkileri gectikten sonra da ¢ogu
tiiketici icin bu ilgi kalici olacaktir. Buna ek olarak ihtiyag disi alisveris, asir tiiketim gibi materyalist
yonelimlere de ilgi bliyik oranda dismistir. Bu donem bilhassa Z kusagl olarak adlandirilan
jenerasyonun Uzerine egildigi cevreci hareketlerin ¢cok daha fazla 6n plana ¢iktigl bir zaman dilimi
olmustur. Bu duruma paralel olarak, kusaklar kapsaminda, Covid-19 salgini slrecinde farkh yas
gruplarinin  birbirinden ayri  sekilde duruma vyonelik davranis degisikligine gittikleri
gozlemlenmektedir. Y ve Z kusag cevreci ve sirdirilebilir tavrini devam ettirirken anti-tiketime
yonelmis ve alisverislerini kisitlamayi tercih etmistir. Hane ekonomisini ve olumsuz getirilerini gz
onlinde bulunduran gen¢ nesil harcamalari kisitlamak, gerekli Grinleri stoklamak gibi alisveris
davranislarinda yonelim degistirirken, X kusag ise cevrim ici alisveris aliskanligi kazanmaya
baslamistir. Buna karsin yas orani daha yiksek olan Bebek Patlamasi olarak bilinen Boomer’lar ve X
kusagi, virtsiin sebep oldugu ekonomik kriz hakkinda endise duydugunu belirtse dahi genc nesillere
gore sirecin sebep olacaklarina iliskin daha az kaygilanmaktadir (Investing, 2020; Contentserv, ty.).

Bu durumda s6z konusu kiresel salginin hayatin her alaninda yeniden bir yapilandirma
getirdigi ancak ilerleyen donemlerde bu alanlardan sadece birkaginin kalici olarak devam edecegi
soylenebilmektedir. Asinin bulunmasiyla birlikte salgina yonelik endisesi azalan bireylerin, uzun
siredir yasanan sosyal izolasyonu bir kenara birakarak tatil ve seyahatlerini zaman icinde salgin
Ooncesi doneme esitleyecegi diisinilmektedir. Ayrica salgin oncesi liks tiketim Urinleri satin alan
tiiketicilerin virlslin etkileri azaldikca eski aliskanliklarina devam edecegi tahmin edilmektedir.
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Tartisma ve Sonug

ilk vakasi 2019 yilinda ortaya cikan ve halen daha devam etmekte olan koronaviriis salgininin
etkileri, hayatin hemen her alaninda kendini géstermektedir. Salgin slrecinin kisi, kurum ve Ulkeler
Uzerindeki etkisini anlamak amaciyla ulusal ve uluslararasi platformlarda gesitli arastirmalar
gerceklestirilmekte ve raporlar sunulmaktadir. Bu makale ise tim bu galismalarin 1siginda salgin
surecinin tlketicilerin satin alma davranislarinda meydana getirdigi degisimleri karsilastirmali olarak
ortaya koymayi amaclamaktadir. Calismada faydalanilan raporlar, 2020 yilinin mart ayindan oncesi
“Salgin Oncesi Dénem”, 2020 yihinin mart ayindan sonrasi “Salgin Dénemi” ve 2021 yilinin ilk
ceyreginden itibaren de “Salgin Sonrasi Donem” olarak adlandirilarak incelenmis, veriler tiketim
toplumu nezdinde degerlendirilerek tartisiimistir.

Hall'in (v.d., 2020) belirttigi lizere Covid-19 krizi tiketim davranisini mekansal ve zamansal
olarak degistirmistir. Mekansal degisime bakildiginda fiziksel magazalarin yerini cevrim i¢i magazalar
almis, zamansal degisimde ise tiiketiciler yedi giin yirmi dort saat dijital platformlarda alisveris
yapabilme imkani elde etmistir. Ancak tek degisim bunlarla sinirli kalmamis, alisveris davraniglarinda
da kendini gostermis ve farkli irlin gruplarinin satin aliminda gézlemlenmistir. Tiiketicilerin satin alma
tutumlari ve davranislari koronavirlis kaynakli 6lim oranlarinin artis gostermesiyle birlikte yon
degistirmistir. Salgin 6ncesi donemde ihtiya¢ gozetmeksizin satin alinan, hazza yonelik Grinler salgin
doneminde vyerini adeta panikle gerceklestirilen alisverislere birakarak temel ihtiya¢ olarak
adlandirilan Griin gruplarinin tiketilmesiyle sonuglanmistir. Ayni siire¢cte markalar da kamu yarari
gozeten sosyal sorumluluk calismalari gergeklestirmis ve bu baglamda reklamlar yayinlamistir.
Boylece yeni normale kisa sirede uyum saglayarak tiketicilerin slireci en az hasarla atlatmasina
destek olmuslardir. Salgin doneminde bireyin sahip oldugu alisveris aliskanhklarini bir kenara
birakmasi tiiketim toplumu kavraminin gelecekteki varligi agisindan oldukga 6nemlidir.

Baudrillard, modern toplumlarin nesnelere anlamlar yikledigini ve duyarsizlasarak alisiimis
bir satin alma davranisi gerceklestirdigini ifade etmekte ve buna bagh olarak diinyanin teknolojinin
etkisi altina girmesiyle beraber gerceklikten kopmasi ve sanal bir dinyanin icinde yasamaya
baslamasini similasyon (Baudrillard, 2018a) kavrami ile agiklamaktadir. Baudrillard’a gore simiilasyon
icinde stirekli tekrar eden reklamlar, bireyleri strekli bir satin alma davranisina yonlendirerek tiiketici
konumuna getirmekte ve kiresel bir tiketim dizeni yaratmaktadir. Gliniimuzin toplumunda
gercekler yerine gercek olmayan kusursuz temsiller yani similakrlar bulunmaktadir ve bunlar politika,
ekonomi, toplum ve kiltlr Gzerinde etkilidir. Bu noktada, medyada yayinlanan sarsici haberler bile
gercekligini vyitirerek, teatral bir havada sunulmakta ve kitleler Gzerindeki etkisini yitirmektedir.
Gergeklikten kopan birey, koronavirlis salginin tim diinyada ayni anda vyayilmasiyla birlikte
similasyon evreninin etkilerini hissetmektedir. Bireyler, daha oOnce kendilerinden uzakta hig
tanimadiklari kisilerin 6limUni medyada izlerken artik en yakinlarinin kaybina sahit olmaktadir.

Bununla birlikte uzun bir siredir sadece tiiketmeye odakli diinya yapisi dusindldiaginde kriz
dénemi durup distinmeye, yasamin énemini anlamaya ve soluklanmaya da firsat sunmustur. Hali
hazirda devam eden bu kriz durumunun gercekten neyin énemli oldugunu anlamaya yardimci olup
olmadigi irdelenmektedir. Gergekten ihtiyacim var mi, sorusu ise Baudrillard’in arzular Uzerine
kurulmus, rasyonel olmayan tiiketim siirecine yonelik séylemini akillara getirmektedir. Bu dénemde
toplumsal sagligin ne derece risk altinda oldugunun anlasiimasi tiketicileri gerekli oldugu disindlen
seylerin tiiketimine yonlendirmistir. Bu slrecte tiketiciler bir kez daha kendilerine gergekten
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ihtiyacim var mi, diye sormak yerine olasi bir kriz durumuna karsi stok yapma davranisina yonelmistir.
Kisaca sembolik tiiketim yerini panik tiiketimine birakmistir.

Sembolik tiketim, o6zellikle postmodern donem ile birlikte Urin ya da hizmetin sadece
islevinin degil tasidigi sembollerin ve anlamlarin da énem arz etmesi olarak tanimlanmaktadir. Bu
surecte tiiketiciler yalnizca tlketim islevini yerine getirmemekte ayni zamanda toplumda imaj ve
anlam dreticisi rolini oynamaktadir (Cetin, 2016, s. 66). Salgin 6ncesi slirece kadar tiketiciler,
sembolik alisveris yapmis ve bu sembolik tiketim gostergeleri similasyonlari yeniden lreterek
gercekligin anlamini kaybetmesine sebep olmustur.

Ancak salgin slrecinin baslamasiyla birlikte toplumun tiketim anlayisi panik tiketimine
donlismustiir. Belirsiz bir durumun igine diisen bireyler, bu karamsarlikla gerekli olarak goriilen
uriinleri stoklamaya yonelmektedir (Lins & Aquino, 2020, s. 1). Ulkelerin mevcut ekonomik ve
teknolojik alt yapisi sebebiyle salgin sirecini farkli dinamiklerle deneyimlemesine ragmen salgin
doéneminin baslarinda ortaya ¢ikan stoklama anlayisi kiresel ¢apta yasanmis, tlketiciler, olasi bir
karantina uygulamasina karsi 6nlemini Grlin stoklayarak almistir. Turkiye de dahil olmak {izere ABD,
Cin, Misir, Suudi Arabistan, Rusya gibi diinyanin cesitli llkelerinde insanlarin temel ihtiyaglarini
stoklamasi bazi Urinlerin satisinin beklenmedik oranlarda artmasiyla sonuglanmistir (Statista, 2020a;
Statista, 2020b; Reuters, 2021; Silverstein, 2021; ince & Kadioglu, 2020). Bu kapsamda Covid-19
salginin da bir kriz durumu yaratmasi, insanlarin temel Grlin gruplarina olan ilgisini artirarak, olagan
disi bir tiiketimi beraberinde getirmistir. Salgin sirasinda bireyler karantina uygulamalar sebebiyle
herhangi bir kisittama yasanmasini géz 6éniinde bulundurarak ya da bulas riskini azaltmak amaciyla
evde kalmayi tercih ederek olumsuz bir motivasyonla alisveris davranisini yeniden sekillendirmistir.

Ozellikle salgin siirecinin e-ticaret hacmini genisletmesi, panikle satin alma davranisini kiiresel
Olgekte hizlandirmistir. Panik tiketimi olarak da adlandirilan ve bu ¢alismanin dnceki bélimlerinde
detaylica ele alinan bu durum yerel ve kiiresel ekonomiyi olumsuz etkileyerek satin alma kayiplarinin
yasanmasina sebep olmustur. Hall ve Prayag (v.d., 2020, s. 113) tarafindan da vurgulandigi lzere
“COVID-19, son 100 yilda is diinyasinin ve hiikimetin karsi karsiya oldugu en 6nemli baris zamani
zorluklarindan birini teskil etmektedir”. Devam eden siirecte ise bulas riskini azaltmak amaciyla
gerceklestirilen karantina uygulamalari, bireylerin sanal alisverise yonelmesine sebep olmustur.
Ayrica salgin 6ncesi doneme kiyasla karantina uygulamalari sosyal medya, bilgisayar oyunu ve ¢evrim
ici dizi/film platformlarina olan talebi ve internet kullanimini artirmistir. Boylelikle e-ticaretin salgin
slrecinin kazananlari arasindaki yerini almasi, bu dénemin en carpici sonuglarindan biri olarak goze
carpmaktadir.

Sonug¢ olarak, salginin basinda ortaya atilan kapitalizmin artik son demlerini yasadigi
disincesi gercegi yansitmayan bir yaklasim olarak karsimiza ¢ikmaktadir ve tilketim davranisinin
mevcut kosullara gore kendini yeniden diizenledigi gorilmektedir. Uzun bir stredir sembolik tiketim
davranisinda bulunan bireyler pandeminin ortaya cikmasiyla birlikte panikle satin almaya ve
tiiketmeye yonelmistir. Panik tiiketimi, bireyin hayatta kalma icglidiisiine bagl olarak beklenmedik
durumlarda ortaya ¢ikmaktadir. Boylece, Covid-19 salgininin bireylerin yasamlarini tehdit etmesi,
kisilerin icgldlsel olarak hayatta kalmalarini saglayacak Griin gruplarina yonelmeleri ve satin
almalariyla sonuglanmistir. Bu calismada belirtildigi Gzere, pandeminin basinda giysi ve aksesuar
satislarinin dismesine karsilik gida ve temizlik Grinlerinin tlketiminin artmasi bireylerin panik
tiketiminde bulundugunu gostermektedir. Ancak pandeminin etkilerinin azalmasiyla tiketim
davranisinda meydana gelen degisimlerin sadece birkacinin kalici olacagi ve sembolik tiiketimin
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devam edecegi ongorilmektedir. Bu durumda kapitalizmin tikenmesi degil ancak sekil degistirmesi
ve karsimiza saldirgan bir bicimde ¢ikmasi daha olasidir.

Baudrillard, yasanilan evrenin bir similasyon oldugu fikrinden hareket etmektedir.
Baudrillard’in  kuramini ginimize uyarladigimizda, dijital donlsimiin mevcut yasamlar sanal
ortamlara tasiyarak alternatif bir diinya yarattigi soylenebilmektedir. Bu calisma gostermistir ki
salginin yarattig etkilerin bireylerin gergeklik algisini yonlendirdigi ve onlari similasyon evreninden
cikardigini soylemek mimkin olamamaktadir. Salgin sirecinde tiketim aliskanliklarinin durmadigi,
sadece yon degistirdigi ortaya ¢cikmistir. Tiketim toplumu varligini devam ettirerek bireylerin icinde
bulundugu similasyon evreninin de devamhligini saglamaktadir. Zira sadece tiketim egilimi degil
glnlik yasamda gerceklestirilen aktiviteler de fiziksel ortamdan ¢evrim igi ortama tasinmistir.
Ornegin pandemi siirecinde miize gezmek, sergiye gitmek, konserde bulunmak, toplantiya katilmak
gibi bircok aktivite ¢evrim icinde devam etmistir. Bu siregte dijital platformlar bireyler igin
gergeklikten uzaklasma etkisini pekistirmistir. Neticede Aralik 2019°da Cin’in Wuhan kentinde ortaya
¢tkan ve tiim diinyayl etkisi altina alan salgin sirecinin, bireyin uyanisini gerceklestirerek onu
similasyon evreninden ¢ikarmak yerine, tiketim toplumunun devamhhgini saglamaya katki yaptigi
gorilmistir.
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internetin yayginlasmasiyla, kiiresel capta haberlesme ve bilgi edinme pratiklerinde yeni
bir déneme girilmistir. Ozellikle sosyal medya, kullanici tiirevli icerigin dzgiirce iretim ve
tiketiminin saglanmasina imkan tanimaktadir. Bu sayede glincel meselelerle ilgili medya
icerikleri sadece profesyonel haberciler tarafindan degil, siradan kullanicilar tarafindan da
Ozgilirce Uretilebilmektedir. Boylelikle sosyal medya platformlarindaki kullanici tirevli
icerikler, profesyonel habercilik pratiklerinden farkli olarak herhangi bir filtreleme
sirecinden ge¢cmeden kitlesel erisime agilmaktadir. Bu durum sosyal medyada dolasima
sokulan haberlerin givenilirligiyle ilgili dnemli bir sorun olusturmakta ve sosyal medyada
sahte haber tirlerinin yayllmasina sebep olmaktadir. Sosyal medya platformlari,
kullanicilarinin haberlesme ve bilgi edinme ihtiyaglarini anlk bir sekilde karsilamasini
saglarken, kullanici tdrevli icerik Uretimine izin veren teknolojik alt yapisi sayesinde
dezenformasyon iceren paylasimlarin bir vir(s gibi kisa siire icerisinde topluma
yayllmasinin 6ndnd agcmistir. Bu durum kullanicilarin  yanhs enforme edilmesi ve

yonlendirilmesine sebep olurken; insan hayatini ve toplum sagligini tehlikeye atmaktadir.

Bu calismanin amaci sosyal medya platformlarinin yanlis enformasyonun yayilmasi
sirecinde oynadigl roli COVID-19 pandemisiyle ilgili paylasiimis olan enformasyonlarin
icerik analizinin yapilmasidir. Arastirma kapsaminda slipheli bilgileri analiz etmek

amaciyla kurulmus teyit.org isimli web sitesinde “korona, koronaviriis, pandemi,

koronavirlis pandemisi, salgin” anahtar kelimeleriyle filtrelendirilerek COVID-19 ile ilgili
gerceklestirilmis analizler incelenmistir. Diinyada ilk korona virlis vakasinin gorildagu
tarih olan 01 Aralik 2019’dan sonraki 1 yillik slirecte yapilan teyitler niceliksel icerik
analizi ile incelenmistir. Arastirmayla COVID-19 pandemisiyle ilgili sosyal medyada yayilan
yanlis haberlerin bir enformasyon kirlili§ine yol agtigl sonucuna ulasiimistir.
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ABSTRACT

With the widespread use of the Internet, a new era has been entered in global communication and
information acquisition practices. In particular, social media freely provides an opportunity for the
production and consumption of user-derived content. In this way, media contents related to current
issues can be freely produced not only by professional journalists, but also by ordinary users. Thus,
unlike professional journalism practices, user-derived contents on social media platforms is opened
to mass access without going through any filtering process. This situation creates a significant
problem regarding the reliability of the news that are circulated on social media and causes the
spread of fake news types on social media. While social media platforms enable its users to meet
their communication and information needs instantly, thanks to its technological infrastructure that
allows the production of user-derived content, it has paved the way for disinformation-containing
shares to spread to the society in a short time like a virus. While this situation causes users to be
misinformed and directed; endanger human life and public health.

The purpose of this study is to analyze the content of the shared information about the COVID-19
pandemic, the role of social media platforms in the dissemination of false information. Within the
scope of the research, analyses related to COVID-19 were examined by filtering with the keywords
"corona, coronavirus, pandemic, coronavirus pandemic, epidemic" on the website named teyit.org,
which was established to analyze suspicious information. The confirmations made in the 1-year
period after 01 December 2019, the date of the first coronavirus case in the world, were examined
with quantitative content analysis. With the research, it was concluded that the false news spread on
social media about the COVID-19 pandemic caused an information pollution.

Keywords: Social Media, Disinformation, COVID-19, Information Pollution, Fake News
Extended Abstract

The emergence of internet technology and the development of social media, together with the
innovations it brings, have led to a new era in the forms of information and news. Traditional media
tools have been replaced by new communication technologies over time, and especially social media
has allowed the free production and consumption of user-derived content. Thus, the forms of
communication between people have gained a new dimension, and information and news have
become instantly accessible. The concept of social media has become widespread day by day, and
social networks such as “Twitter, Facebook, Instagram and YouTube” used under this concept have
become available as a news channel.

One of the most important duties of the media is to inform the public correctly. Unlike mass media
used in traditional media, social media does not include any control and verification mechanism,
which can lead to much more disinformation. While there are gatekeepers who filter the news in the
traditional media, the user himself has become the gatekeeper in the social media. Thus, while
disinformation increased in social media, the professional broadcast flow changed, and the concept
of gatekeeping was transformed in social media with the production of user-derived content. This
situation creates a significant problem regarding the reliability of the news circulated on social media
and causes the spread of fake news types in social media.
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The purpose of this study is to analyze the role of social media platforms in the process of spreading
false information through the shared content about the COVID-19 pandemic. In this context, the
COVID-19 news shared on social media within a 1-year time frame from the date of the first COVID-
19 case (December 01, 2019) were examined through the analyzes on the verification platform
teyit.org. In this context, the contents shared on social media related to the COVID-19 pandemic and
examined by the verification platform, teyit.org, were analyzed within the scope of the research.

For the purpose of the research, 4 hypotheses were formed.

Hi: In the first 1-year period of the COVID-19 pandemic, the most "false association" and
"fake" information was shared.

Hz: In the first year of the COVID-19 pandemic, false information was shared mostly in the
categories of “vaccine studies” and “natural treatment methods” related to the COVID-19
pandemic.

Hs: In the first 1-year period of the COVID-19 pandemic, Twitter is the social media platform
where the most false information related to the COVID-19 pandemic is shared.

Ha: In the first year of the COVID-19 pandemic, false information shared on social media
platforms did not spread between platforms.

In this research, from the date of detection of the first case of COVID-19 in the world (December 01,
2019) within a period of 1 year, the shares related to the COVID-19 epidemic on social media and
accuracy checks were carried out by the news verification platform teyit.org, quantitative content
analysis. analyzed by the method. Within the scope of the research, first of all, a coding chart was
created and divided into categories according to the purpose of the study and research questions.
Expert opinion on the coding scale was taken. Afterwards, taking into account the expert opinions,
the coding scale was given its final shape before starting the data collection process.

As a result, today, along with social media, news sites, television and newspapers continue to be
used as a means of obtaining news. Among these media platforms, the area where false information
spreads the most is social media. Social media is a mass communication tool that has users of almost
all ages today. It is known that the number of users has increased especially during the COVID-19
outbreak. However, the fact that it does not include any control and verification mechanism for
content sharing also facilitates the spread of false information. In the first 1 year period of the
COVID-19 pandemic, the most "false association" and "fake" news were shared. During the epidemic,
fake news was produced by social media users on many issues. The news category in which the most
fake news is produced is the posts containing "vaccine studies" and "natural treatment methods".
Today, social media networks such as Twitter, Facebook, Instagram and YouTube are among the
most used platforms. Twitter stands out as the most used platform for sharing false information on
social media. Within the scope of the research, the first 1-year period of the COVID-19 pandemic was
examined and the most fake news was shared in March 2020. The reason for this is that the first
corona virus case in Turkey was seen on March 11, 2020 and the cases increased day by day, creating
a panic atmosphere in the society. These data show that social media is actively used in events that
cause global crisis and allows the circulation of a lot of fake news. Today, social media platforms are
used extensively by both ordinary people, well-known people and news accounts. At this point, the
most common type of accounts that share fake news are well-known accounts. Due to the high
number of followers of well-known accounts, any false information shared can spread very quickly
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among the society. In addition, the credibility of the information shared is high because of the
greater trust in the well-known people in the society.

Giris

Tarihin ilk donemlerinden itibaren insanlar, ¢evrelerinde meydana gelen gelismeler hakkinda
bilgi sahibi olma ihtiyaci duymaktadir. Bu ihtiyacin karsilik bulmasi ise tarihsel siire¢ icerisindeki
teknolojik gelismeler sonucunda gerceklesmistir. Yazi ve matbaanin icadi bu siirece temel
olustururken teknolojik gelismeler bu siirecin ilerlemesine 6nemli katki saglamistir. Yakin tarihe kadar
gazete, televizyon, radyo gibi kitle iletisim araclari haber alma ve bilgi edinme siirecinde énemli bir
yer tutmustur. Ulkemizde 1960 ve 1970’li yillarda bilgi ve haber kaynagi olarak radyolar kullanilirken,
1990’1 yillara gelindiginde televizyon ile birlikte internet de yeni bir iletisim araci olarak kullanilmaya
baslanmistir. insanlarin giindelik hayatta meydana gelen gelismelere, bilgiye ve son dakika
haberlerine aninda ulasma ihtiyaci ise interneti glinimdiziin 6ncl iletisim araci haline getirmistir
(ince, 2018, s. 13).

internet teknolojisinin dogusu ve beraberinde getirdigi yenilikler medya sektoriinde birtakim
reformlara yol agmistir. Gazete, televizyon ve radyo gibi yaygin kitle iletisim araglar zamanla yerini
yeni iletisim teknolojilerine birakmaya baslamistir. Béylece, insanlar arasindaki haberlesme bigimleri
de yeni bir boyut kazanmis, bilgi anlik olarak ulasilabilir hale gelmeye baslamistir. internetin ve
tasinabilir mobil cihazlarin kullaniminin yayginlasmasiyla birlikte de glinimiizde “Sosyal Medya” adini
verdigimiz kavram vyayginlasmis, bu kavram altinda birlesen “Twitter, Facebook, Instagram ve
YouTube” gibi sosyal paylasim aglari zaman icerisinde bir haber mecrasi olarak kullanilabilir hale
gelmistir. internetin ve sosyal paylasim aglarinin bilgiye daha kolay ve hizli ulasmanin yani sira
kullanicilar arasinda etkilesime de izin vermesi sayesinde kullanim orani her gegen giin artmaktadir.
Diinyadaki sosyal medya kullanici sayisi 2018 yilinda 3,19 milyar bulurken her gecen yil artis
gostererek 2019 yilinda 3,46 milyar, 2020 yilinda 3,70 milyar, 2021 yilinda 4,19 milyar ve 2022 yilinda
4,62 milyar olarak tespit edilmistir (We Are Social, 2022).

Medyanin oncelikli gorevi toplumu dogru sekilde enforme etmektir. Clinkli medya, yaptig
haberler ve yayimladigi iceriklerle {ilke ve diinya glindemini belirleme noktasinda ¢cok énemli bir yere
sahiptir. Sosyal medyanin geleneksel medyada kullanilan kitle iletisim araglarindan farkh olarak
herhangi bir kontrol ve dogrulama mekanizmasi icermemesi ¢ok daha fazla dezenformasyona yol
acabilmektedir. Geleneksel medyadaki esik bekgileri gelen haberler ile toplum arasindaki nihai
savunma hattidirlar. Sosyal medya ve internet ise esik bekgilerinin yapmis oldugu filtreleme
gorevlerini degistirmis, esik bekciligi kavrami dijital iletisim caginda genis bir yer edinmistir.
Geleneksel medyada esik bekgileri bulunurken sosyal medyada kullanicinin kendisi esik bekgisi haline
gelmistir (Kafiliveyjuyeh, 2017, s. 37). Bu durum sosyal medyada dezenformasyonu artirmakla birlikte
profesyonel yayin akisini degistirmis, kullanici tiirevli icerigin (user-generated content) lretimiyle esik
bekciligi kavrami sosyal medyada donisiim gecirmistir. Ginimizde bir sosyal medya kullanicisinin
takipcilerini bilgilendirmek amaciyla yaptigi bir paylasim diger kullanicilarla girilen etkilesim sayesinde
milyonlarca insana ulasabilmektedir. Bu sayede kullanicilar arasinda dolasima giren enformasyonlar
ve icerikler kisa strede biyulk bir kitleye ulasarak tlke ve diinya giindemine yon verebilmektedir. Bu
¢alismanin sorunsali COVID-19 pandemisi doneminde sosyal medyada yayilan dezenformasyonun ve
enformasyon kirliliginin toplumu yanlis bilgilendirmedeki etkisidir.

Sosyal medyada dezenformasyona yonelik en somut 6rneklerden biri de 2019 yilinin Aralik
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ayinda Cin’in Wuhan eyaletinde ortaya ¢ikan ve kisa siirede tiim diinyaya yayilan yeni korona virls
(COVID-19) pandemisinde sosyal medyada yayilan gesitli iceriklerdir. Diinya’da ilk COVID-19 vakasinin
gorildigi 01 Aralik 2019 tarihinden itibaren dogrulugu kanitlanmamis ¢ok sayida igerigin kullanicilar
tarafindan sosyal medyada paylasildigi goralmistdr.

Bu galismada 2019 yilinin Aralik ayinda Cin’in Wuhan eyaletinde ortaya ¢ikarak tiim diinyaya
yayllan COVID-19 salginiyla ilgili sosyal medyada paylasilan yanhs igerikler niceliksel icerik analizi
yontemi ile incelenmistir. Arastirma kapsaminda slipheli bilgileri analiz etmek amaciyla kurulmus
teyit.org isimli web sitesinde “korona, koronaviriis, pandemi, koronaviriis pandemisi, salgin” anahtar
kelimeleriyle filtrelendirilerek COVID-19 ile ilgili gergeklestirilmis analizler incelenmistir. Teyit.org
dogru bilinen yanlislari, sosyal medyada giindem haline gelen stipheli igerikleri ve iddialari teyitgilerin
yaptigl arastirmalar sonucunda dogrulayarak kullanicilara aktaran bir platformdur (Nedir? — Teyit,
t.y.). Bu ¢alismada diinyada ilk korona viris vakanin gérildiGga tarih olan 01 Aralik 2019’dan sonraki 1
yilik sire¢ baz alinmis ve bu tarihler arasinda teyit.org web sitesinde yer alan tim analizler
incelenmistir. Boylece dinyada yayilim gosteren toplumsal olaylarda sosyal medyada yapilan
dezenformasyonun sayisal veriler dogrultusunda ortaya gikarilmasi amaglanmaktadir.

1. Enformasyon ve iliskili Kavramlar

GUnUmuizde bilgi ve enformasyon kavramlari birbirinin yerine kullaniimakta ve siklikla
karistirilmaktadir. Bu noktada ¢alismanin ilk bolimiinde enformasyon ve bilgi kavrami tanimlanarak
arasindaki farklara agiklik getirilmistir. Dezenformasyon, manipilasyon, haber, sahte enformasyon ve
sahte haber kavramlariyla birlikte enformasyon kirliligine de deginilmistir.

1.1. Enformasyon Kavrami

Enformasyon Fransizca kdkenli bir kelime olmakla birlikte “sekil vermek, bilgilendirmek” gibi
anlamlara gelen ‘inform’ kokiinden tiretilmistir. Enformasyon, karar vermeyi kolaylastiracak sekilde
verilerin toplanmasiyla birlikte, sekillendirilmis ya da islenmis olan verilerden olusan gercekligi ifade
etmektedir. Enformasyon anlamlidir, bir amaci bulunmaktadir, konu ile ilgilidir ve belirli bir amag igin
sekillendirilmistir. Olaylari yorumlamak icin bir bakis agisi kazandirmaktadir ve bilgi olusturmak igin
gerekli bir 6gedir. Enformasyon, bilgiye katki saglayarak onu bicimlendirmektedir ve diizenlenmis
veriler olup veriden daha yogun bir icerige sahiptir. Bilgiye herhangi bir anlam vyiklemesi
yapilmadiginda, o enformasyon bilgi halini almamaktadir. Ginimizde her birey kiiresellesmenin
etkisiyle birlikte enformasyona kolaylikla ulasabilmektedir. Ancak bir fark olusturmak icin
enformasyonu bilgiye donistirmek gerekmektedir. Kisaca enformasyon, islenmis ve anlamli sekilde
bir araya getirilmis veriler bitlintudir (Tokcan, 2015, s. 20-23).

Bilgi ise, enformasyon bicimini almis gerceklerin analiz edilmesi ve sentezlenmesi sonucunda
karar almaya yonelik olarak elde edilen daha Ust seviyeli gercekleri barindirmaktadir. Bilgi,
enformasyonun deney, tecriibe, yorum, analiz ve baglam ile zenginlestirilmis bicimidir (Kaya, 2018).

Yerli ve yabanci literatlrde yer alan konuya ait ¢alismalar ortak olarak degerlendirildiginde
bilgi ve enformasyonun iliskisi Gzerinden acgiklamalarda bulunup arasindaki farki ortaya koymaya
calisan arastirmalarin ¢ogunlukta oldugu gorilmektedir. Enformasyon beyin disarisindan alinan ve
kaydedilen bir form olarak gorilirken, bilgiden ayrilan yoninin ise bilginin yalnizca insanlarin
beyinlerinde bulunmasi oldugu belirtilmistir. Norolojik acidan bakildiginda enformasyon sensorlar
aracihgiyla insan beynine iletiimekte ve bu noktada enformasyon isleyicisi tarafindan énceki bilgiler
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kullanilmak sartiyla yeni bir bilgiye donustlriimektedir. Enformasyon islendigi siirece ¢ok sayida yeni
bilgi gliniimiizde ve gelecekte kullanilmak (izere Uretilebilmektedir. Bilgi enformasyonun birtakim
asamalardan gecirilip bazi 06zelliklere sahip olacak duruma donustirilmesiyle olusmaktadir.
Dolayisiyla “enformasyon=bilgi” demek dogru bir ¢ikarim olmayacaktir (Arslan Cansever, 2016, s. 46).

1.2. Dezenformasyon Kavrami

Dezenformasyon (disinformation) kelimesi ilk olarak 1949 yilinda kullanilmistir ve Rusca
kokenli bir kelimedir. Sovyetler Birligi’'ndeki siyasi ve kiltiirel ortam g6z o6nline getirildiginde
dezenformasyon, Josef Stalin tarafinda yer alan bilgi kontrol politikalarinin bir sonucu olarak gelisim
gostermistir. Dezenformasyon art niyetli bir bicimde kitleleri yaniltarak yanlis bilgilendirmektir.
Misenformasyon kavramindan farki ise bilingli ve koti niyetli bir sekilde yapilmasidir (Toktay, 2019, s.
38).

Dezenformasyon “bilingli olarak yanlis bilginin yayilmasi, karsisindakinin gorislerini ve
fikirlerini etki altina almak amaciyla 6zellikle hitkiimet ya da temsilcisi tarafindan baska bir glice ya da
medyaya karsi kullaniimasi” seklinde tanimlanmaktadir (Cinarli, 2008, s. 87).

Bazi durumlarda toplum, bu tir bilgilerin kaynagi hakkinda bilgilendiriimektedir ve buna agik
dezenformasyon denilmektedir. Bazen de bu durum, bilgilerin kaynag hakkinda bir agiklama
yapilmadan ya da yanlis kaynak belirtilerek yapilmaktadir. Buna ise kapali dezenformasyon adi
verilmektedir (Alp, 2011, s. 116). Dezenformasyon belirli bir kisi veya kurum tarafindan yapilmis olsa
dahi bazi haber kuruluslari bilingli Uretilmis enformasyonu kabul ederek vyalan haberler
yayimlayabilmektedir. Bu noktada medya aslinda dezenformasyonun kaynagl olmamakta, koti
niyetle tretilmis haberi tasiyicilik ve hedef kitleye aktarma goérevini yiiriitmektedir (Cakmak, 2019, s.
1129).

Gergek disi bilginin paylasimi anlamini tasiyan dezenformasyon, haberi yok etme, énemini
azaltma ya da anlamini degistirme durumlarini tanimlamaktadir. Bazi dezenformasyon bicimleri ise su
sekildedir (Ylksel & Giircan, 2005, s. 86-87):

e Yanli enformasyon: Acik bir sekilde taraf tutularak diger tarafin kotllenmesini ifade
etmektedir.

e Yetersiz enformasyon: Olayin ya da durumun acik sekilde ortaya ¢ikmasini saglayacak olan
bilginin yeterli sekilde verilmemesidir.

e Abartill enformasyon: Olayda istenilen belirli bir kismin asiri sekilde 6n plana cikartilarak
gercegin anlasiimasinin 6niline gecilmesidir.

e lgisiz enformasyon: Gergek yerine bununla ilgili olmayan baska bir durumun haber
yapiimasidir. Gindemi degistirmek amaciyla farkli bir konuya yer verilmesi ilgisiz
enformasyonu ifade etmektedir.

e Yanlis enformasyon: Gercegi yansitmayan ve dogru olmayan bilgiler 1si8inda haber
yapiimasidir.

GUnumuizde dezenformasyonun etkisi disinildiginden cok daha fazladir. Yanhs haber
yayinlamak okur kitlesini artirmak, reyting kazanmak ve kamuyu inanilmasi istenilen bir disiinceye
inandirmak gibi amaclar tasimaktadir. Ancak bu amaclarla yapilarak dezenformasyona yol acan
haberler okur kitlesinin cogalmasi yerine azalmasi gibi sonuclara da yol acabilmektedir (Gasiml, 2019,
s. 18-19).
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Cevrimici dezenformasyon yeni bir kavram olmasa da teknolojik gelismeler ve yapay zekanin
kullanimi enformasyonla birlikte dezenformasyonun olusmasinin ve yayilmasinin yollarini agmugtir.
Yakin tarih incelendiginde Batili iilkelerin segim sireglerini gosteren arastirmalar dijital donisimin
siyasal yasam ve demokrasi Uzerindeki etkilerine yonelik énemli bilgiler vermistir. Ornegin 2016
yilinda gergeklestirilen Amerika Birlesik Devletleri (ABD) baskanlik secimlerinde yapay zekanin ve
algoritmalarin  kullaniminin  dezenformasyon kampanyalarinda o6nemli bir etkinlik sagladigi
gOrtlmustlr. Ayrica bu tir siber faaliyetlerin kamuoyunun tercihlerinin olusmasinda etkili oldugu
saptanmistir (ildem, 2021, s. 2).

1.3. Manipiilasyon Kavrami

Manipilasyon, Tirk Dil Kurumu (TDK) sozliigiine gore yonlendirme, se¢me, ekleme ve
¢tkarma yoluyla bilgileri degistirme anlamlarina gelmektedir.

Manipilasyon, bir kisinin inandigi dogrularin, isteklerin ve gergeklerin baska bir kisinin istek
ve dilslinceleri dogrultusunda degistiriimeye calisilmasidir. Diger bir deyisle yalan séylemenin,
kandirmanin ve insanlari bazi ¢ikarlar dogrultusunda kullanmanin bir yolu olarak da
tanimlanmaktadir.

Manipilasyon yapmakta amag, kasith olarak karsi tarafin dislincelerine midahalede
bulunmak ve onun Uzerinde bir gi¢ olusturmaktir. Bu durum manipilasyon uygulayan kisinin
Ustlinlik cabasini, ego catismasini ve merhametsiz yonlerini ortaya koymaktadir (Live to Bloom,
2019).

Tarihte yapilan ilk manipiilasyon &rnekleri incelendiginde; 1929 yilinda Halkla iliskiler ve
Pazarlama alaninin 6nciilerinden Edward Bernays tarafindan Lucky Strike sigarasi i¢in uygulanan
kampanya dikkati cekmektedir. Bernays bu sigara markasi icin gelen talepleri artirmak amaciyla
manipulasyon tekniklerini etkili sekilde kullanmistir (Toktay, 2019, s. 42).

Haberlerde yapilan manipilasyon ise basin etigi agisindan celiski gostermektedir. Haber
yazilirken haberi hazirlayan muhabire ve yayimlanacagl basin organina karsi midahalede
bulunulmakta ve manipilasyon yapilmaktadir (Gasimh, 2019, s. 25). Manipulasyon teknigini hem
geleneksel medya hem de yeni medya habercilikte inandiriciligi artirmada ve ilgiyi ¢ekmede
kullanmaktadir. internet ortamindaki iceriklerde fotograf daha kolay ve fazla sekilde
kullanilabilmektedir. Gelisen yeni teknolojilerle birlikte hizli icerik aktarimi mimkiindiir ancak bu
kolaylklarla birlikte “dijital manipllasyon” kavrami da ortaya cikmistir. Bilgisayar ortamindaki
photoshop vb. programlar sayesinde goérsellerin yeniden diizenlenmesi ve manipiilasyonu kolay bir
sekilde yapilabilmektedir (Ertem, 2019, s. 22).

1.4. Haber Kavrami

Dijital cag ile birlikte haberciligin islevi temelinden degismemis, haber Ulretim sirecleri,
haberciligin tanimi ve yeri 6nemli bir donlsim gecirmistir. Bu donlisimin baslica nedenleri
dijitallesmenin yeni is tanimlarini beraberinde getirmesi, gelir modellerindeki cesitlilik ve bu
cesitliligin kurumlar arasi rekabeti artirmasidir.

Dijital cagda habercilik geleneksel habercilikle karsilastirildiginda ¢ok farkl bir boyutta oldugu
gorlilmektedir. Habercilerin ginlik yasamlarindan ¢alisma ortamlarina, haberin Gretildigi ortamdan
haber Uretimi icin ayrilan zamana, gérev tanimlarina, haber kurumlarinin hiyerarsik durumuna ve
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yayin yapilan alanlara kadar haber uretim slregleri donlsim gegirmistir. Dijitallesme ile birlikte
habercilik alaninin déntsimi habercinin bagimsizligi ve nitelikli habercilik bakimindan bir firsat
yaratirken, haber yapan bireylerin sayisinda ise artis olmustur. Dijital ortamlarin bir haber mecrasi
olarak kullaniminin gelismesiyle birlikte gorsel kullaniminin daha fazla oldugu, tiklanma ve izlenme
oranlarinin da 6nem kazandigl bir doneme gegis yapilmistir. Bu agidan bakildiginda sosyal medya
platformlari 6nemini artirirken haber kuruluglar da dijitallesmeye ayak uydurarak kullanicisi yogun
olan sosyal medya platformlarina katilim géstermislerdir (Oztiirk, 2020, s. 106-109).

Gunumuzde dijital ortamlardaki haber Uretim siireclerine bakildiginda sosyal medyanin payi
oldukga blyuktir. Geleneksel medyada haberciler bir medya kurulusuna bagh sekilde haber Uretirken
bugiin “sosyal medya haberciligi” kavraminin ortaya ¢ikmasiyla birlikte her birey bir haberci gibi icerik
Uretip yayinlayabilmektedir. Glinlimiizde haberci ya da siradan bir birey bulundugu ortamda mobil
cihazini ve internet baglantisini kullanarak cgektigi gorintileri kisa sire icerisinde hem medya
kuruluslarina génderebilmekte hem de kendi sosyal medya hesaplarinda paylasabilmektedir. Sahada
gorev yapan bir haberci mobil cihazini kullanarak haberleri gorebilmekte, metni vyazip
kaydedebilmekte ve topluma servis edebilmektedir. Bu haber Uretim slrecini Twitter, Facebook,
Instagram ve YouTube gibi sosyal medya hesaplarindan yapabilmekle birlikte haberi medya
kuruluslarinin sosyal medya hesaplariyla da paylasabilmektedir. Diger yandan bu sosyal medya
uygulamalarinda bulunan “canh yayin” 6zelligi sayesinde haberciler ve bireyler anlik olarak da haber
Uretim sirecine katkida bulunabilmektedir.

Sosyal medya uygulamalarinin habercilere ve bireylere saglamis oldugu hizlilik, tek basina
icerik Uretebilme, hedef kitleden aninda geri bildirim alma gibi 6zellikler sosyal medya haberciliginin
geleneksel haberciligin 6nline gecmesini saglamistir. Ayrica sosyal medya uygulamalarinin igerigi
kaydetme ve arsivleme 0Ozelligi sayesinde bireyler habere siiresiz olarak ulasabilmekte,
enformasyonun siirekli olarak uretilip tiketilmesine imkan vermektedirler (Duran & Yeniceler, 2019,
s. 204-205).

Geleneksel medyanin haber lretim sireclerine bakildiginda se¢me, arastirma, tekrardan
secme, ayiklama, icerigi bicimlendirme ve son olarak yayimlama olmak Uzere alti adimdan olustugu
gorlilmektedir. Sosyal medya ortamlarindaki haber Gretim sirecleri, geleneksel medyada habercinin
haber niteligi barindiran olaylari sectigi ve ardindan mensubu oldugu medya kurulusunun yayin
politikalarini dikkate alarak yeniden yazip yayima sundugu haber Uretim sireglerine gore farkhhk
gostermektedir. Haber (iretim slrecinin her asamasina teknolojinin dahil edildigi bu farklihk
cercevesinde kullanicilar bagimsiz ve etkilesimli bir sekilde icerigi diizenleyebilmektedir. Sosyal
medyayi kullanan her birey haber retim slrecine direkt olarak dahil olabildigi icin cevresindeki haber
niteligi barindiran olaylari secebilmekte, haberin kaynagiyla iletisime gecebilmekte ve olayla ilgili
gorselleri hizlica yayinlayarak takipcileriyle paylasabilmektedir. Ginimizde her kullanici mobil
cihazlar araciligiyla haber Uretim sirecine katkida bulunmakta ve dijital platformlar olayla ilgili
kaynaklara ulasma, yeni bilgilere ve goriintllere ulasma, haberi olusturup yayma noktasinda haber
Ureticisine kolaylik sunmaktadir.

“Sosyal medya haberciligi” kitle iletisimi icerisinde, yazili ve gérsel medyanin yliksek maliyetli
yatirimlarina gerek duymayan, geleneksel habercilik alanlarina gére ¢cok daha diisiik maliyetlerle yazili
ve gorsel medyanin neredeyse bitin islevlerini yerine getiren yeni bir kavram olarak yerini almistir.
(Demirel, 2018, s. 826-829).
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1.5. Sahte Enformasyon ve Sahte Haber

Sahte haberin ilk 6rnekleri tarihte 17. ylzyila kadar dayanmaktadir. Sahte haberler,
yanlislarin Uretilmesi ve kiguk dogrular iceren haberlerin gazetelerin toplum tarafindan okunmaya
baslandigi 18. ylzyll Londrasi’'nda zirveye ulasmistir. Papaz Henry Bate, 1772 yilinda The Morning
Post adinda bir gazete yayimlamistir ve bu gazetede paragraflarca yazi yazmaya baslamistir. Bunlarin
her biri farkli igerikler olmakla birlikte cogunlugu sahte haberdir (Cavus, 2017).

Sahte (fake) kelimesi, iletisim alaninda degerlendirildiginde, “aldatma, maniplile etme,
yaniltma amaciyla alicilya gonderilen mesaj, yalan” olarak tanimlanmaktadir. Sahte haber kavrami,
yalan iceriklerin haberler vasitasiyla ve kitlesel boyutta planlanarak yayimlanmasi sonucunda
olusmaktadir. Sahte haber Ureticileri bazi bireyleri itibarsizlastirmak, taraf olduklari bireyleri ise
sayginlastirmak amaciyla sahte haberi kullanabilmektedir. Bu durumun temelinde hem sok edici hem
de olagandisi olmalari nedeniyle ¢ok hizli sekilde yayilmalar, diger taraftan tiklanmaya bagh olarak
icerik Ureticilerinin reklam geliri elde edebilmeleri bulunmaktadir (Onursoy, Turan, Yesilyurt, &
Astam, 2020, s. 488).

Sahte haber (fake news), haberciligin ilk zamanlarindan beri bir sekilde geleneksel medyada
varligini sirdlirmustir. Fakat gazetecilerin higbiri kendi adinin sahte haber yapan bir haberci olarak
gecmesini istememektedir. Sahte haber toplumun dikkatini bir tarafa cektiginde hizli sekilde
haberdeki yanls icerikler belli olmaya baslamakta, haberi yapan gazeteci bu durumdan sorumlu
tutulmakta ve itibar kaybina ugramaktadir. Fakat sosyal medya aglarinda haber kaynagini bulmak iyi
bir arastirma neticesinde sonug verse de faillere ulasmak ¢ok zordur. Burada amator bir haber sitesi,
mizah siteleri ya da ana akim haber sitelerini taklit eden sahte haber siteleri sahte haberin kaynagi
olabilmektedir (Dogan, 2020, s. 9).

Gergegin secilmis bir parcasindan aktarilan haber ile son zamanlarda sik bir sekilde tartisma
konusu olan sahte haber birbirinden oldukga farkhidir. Toplumun ilgisini ¢eken ancak herhangi bir
gercekligi bulunmayan bir konunun bicim olarak haber haline getiriimesi ve hedef kitleye sunulmasi
olarak tanimlanan sahte haberin tarihi de gazeteciligin tarihi kadar eskidir. Sahte haber kavrami
“gazetecilik prensipleri altinda bulunan enformasyonun dogrudan yaniltici icerik olarak sunulmasi”
olarak tanimlanabilir. Sahte haber, bilgi kurumsal silirecte olmasa da haber medyasi iceriklerini
bicimsel olarak kopyalamaktadir. Sahte haberler, yanhs bilgilendirme ve dezenformasyon gibi diger
bilgi kirlilikleri ile de o6rtisebilmektedir. Dolayisiyla sahte haber genel olarak bicimsellik agisindan
haber formatina benzememekte, bulundurdugu bilgiler yalan ya da baglamindan koparilarak
kullanilan igeriklerden olusmaktadir.

internet ve 6zellikle de sosyal medya aglaryla birlikte bilgi paylasiminin hizlanmis olmasi
sahte haberin son dénemlerde giindeme gelmesinin sebeplerinden birisidir. Enformasyonun hizli
bicimde yayilmasi hem karsi karsiya gelinen bilgileri sorgulamaktan insanlari uzaklastirmakta hem de
gercek olan haberlere oranla daha ilgi ceken bilgilere sahip olan sahte haberlerin yayillim kazanmasini
artirmaktadir (Kocabay Sener, 2018, s. 355).

Sosyal medyada sahte haberler gercek haberlere oranla ¢ok daha fazla paylasilirken COVID-
19 salgini déneminde kullanicilar daha fazla sahte haberle karsilasmislardir. Ulkemizde de sahte
haberler giinlerce toplumun giindemine oturmakta; kisi ve kurumlar icin ise yanlis taninmaya, itibar
kaybina neden olmaktadir. Sahte haberleri yayan kisi ve kurumlarin amaci toplumun belli siyasi
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disinceleri tercih etmesini saglamak ve web sitelerine giris trafigi olusturarak reklam geliri
kazanmaktir (Dogan, 2020, s. 2-3). Sosyal medya, fikir alisverisi yapmak amaciyla uygun bir mecra
olarak ya da sahte haberleri popliler olarak dolasima sokan beklenmedik bir kanal olarak bireyler icin
tehlikeli hale gelebilmektedir. Twitter, Facebook, Instagram gibi diinyanin her bélgesinde milyarlarca
kullaniciy iceren sosyal medya aglari, enformasyon aligverisini biiylik 6l¢lide hizlandirmis ve ardindan
kamuoyunun hizla kutuplagsmasina yol agmistir. Ornegin Japonya’da, ortalama 80 bin bireyin yalana
ve diizeltmeye maruz kaldigi 2011 depremiyle ilgili oldukca fazla sayida sahte haber Uretilmistir
(Kiraz, 2020, s. 17).

1.6. Enformasyon Kirliligi

Enformasyon kirliligi post-hakikat ¢agindan da medya tarihinden de daha eski bir olgudur.
Cok eski yazi sistemlerinin gelistiriimesinden bugline iletisim amaciyla kullanilan araglarda asilsiz
enformasyona dayali iletilerin varligindan s6z etmek mimkindir. New York Sun tarafindan 1835
yilinda yayimlanmis, ayda yasam bulunduguna dair bir igerik olan “Bliyik Ay Aldatmacasi” geleneksel
habercilikte yer tutmus tarihi 6rneklerden birisidir (Yalginkaya, 2019, s. 34).

insanlar giinlik hayatta yazil ya da elektronik cok sayida kaynaktan enformasyon
tiketmekte, ancak bu enformasyonlarin dogrulugunu nadiren kontrol etmektedirler. Ginimizde
iletisim teknolojilerinin gelismesiyle birlikte enformasyona ulasmak daha kolay bir hale gelmistir;
ancak buna paralel olarak enformasyon daha givenilir bir hal almamistir. Bu durumun en
sebeplerinin basinda internet ortamina yiklenen veri ve gesitli iceriklerin herhangi bir kontrole tabi
tutulmadan yayimlanmasi gelmektedir. internet ortaminda bulunan her enformasyonu nitelikli bir
enformasyon olarak kabul etmek dogru degildir (Cataldas, 2018, s. 33).

Gunimuizde ozellikle sosyal medya platformlarina olan ilginin artis gostermesi internet
kullanimini daha yaygin hale getirmektedir. Sosyal medya platformlarinda yalnizca fotograf ve video
paylasimi yapilmayip egitimden bilime, sanattan siyasete, spordan ekonomiye bircok alanda
enformasyon aktarimi ve paylasimlar yapilmaktadir. Sosyal medya platformlari bilingli sekilde
kullanildiginda diger kullanicilarla iletisim kurma noktasinda 6nemli bir aractir fakat s6z konusu
“dogru enformasyona ulagsmak” oldugunda ise durumun olumsuz bir hal aldig1 s6ylenebilmektedir.

Sanal ortamlardaki 6zgirlik, kullanicilara sinirsiz paylasim olanagi sunmaktadir. internet
kullanicilarin duygu ve dislincelerini 6zglirce paylasabildigi, farkh goérislerin ve enformasyonlarin
bulundugu bir ortamdir. Boylelikle sanal ortamda sonsuz bir enformasyon birikimi olusmaktadir
ancak sistemdeki enformasyonlarin herhangi bir kontrol mekanizmasindan gegmemesi enformasyon
kirliligini de beraberinde getirmektedir (Siberay, t.y.).

2. Sosyal Medyanin COVID-19 Salgininda Kullanimi, Sahte Haber ve Enformasyonun
Dolasimi

2019 yilinin Aralik ayinda Cin’in Wuhan eyaletinde ortaya c¢ikarak tim dinyayi etkisi altina
alan COVID-19 salgininda sosyal medya kullanimi 6nemli olclide artis gostermistir. Sosyal medyada
COVID-19 hakkinda hizla yayillim gosteren yalan haberler ise sahte enformasyon birikimine yol
acmistir. Bu baglamda calismanin ikinci bélimiinde sosyal medyanin COVID-19 salgininda kullanimi,
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sosyal medyada sahte enformasyonun dolasimi ve dezenformasyon, sosyal medyada COVID-19
salginiile ilgili sahte haber ve sahte enformasyon konulari 6rneklerle desteklenerek ele alinmistir.

2.1. Sosyal Medyanin COVID-19 Salgininda Kullanimi

Kisa slire icerisinde tim diinyaya yayilarak bir salgin haline gelen COVID-19, ilk olarak Cin’in
Wuhan eyaletinde 2019 yilinin Aralik ayinda ortaya ¢ikmistir. 21 Ocak — 11 Mart 2020 tarihleri
arasinda diinya genelinde sosyal medya kullanan bireylerin yaptigl paylasimlarin sayisi 275 milyonu
asmistir. Tarkiye’de ilk vakanin goruldigi 11 Mart 2020 tarihinde sosyal medyada 747 bin 862
paylasim yapilmistir. Diinya ¢apinda sosyal medyada giindeme gelen konulardan bazilari; hastaligin
insan hayatini nasil etkiledigi, hastaliktan korunmak igin neler yapilabilecegi, salgin nedeniyle
havayolu sirketlerinin hizmetlerini durdurmasi, okullarin kapanmasi ve toplumun marketlerdeki
Urlnleri tiketmesidir. Tlrkiye'deki sosyal medya paylasimlarinda ise giindeme gelen konular; Saglk
Bakani Dr. Fahrettin Koca’nin 11 Mart gecesi llkemizde ilk vakanin gorGldigiuni agiklamasinin
ardindan duyulan endise ve panik, okullarin tatil edilip edilmeyecegi konusu ve insanlarin toplu
tasima araglari yerine kendi araglarini kullanmalari ile ortaya ¢ikan trafik konularidir (Diker, 2020, s.
110-111).

Etkilesim bicimleri de COVID-19 salginiyla birlikte degistirmistir. Diinya ¢apinda tiim insanlara
aralarinda sosyal mesafe koymalar 6nerilmistir. Sosyal mesafe, insanlarin karsilikli olarak konusurken
birbirlerinden fiziksel olarak uzak durmalari anlamini tasimaktadir. Toplum dijital ortamlarda daha
cok vakit gegirerek sosyal mesafe kuralina gecis noktasinda kolaylik saglamistir.

Bireyler yakin cevreleriyle iletisimde bulunmak amaciyla sosyal medya platformlarini
kullandikga bu platformlarin kullanim oraninda %61 civarinda artis meydana gelmistir. Dinya
geneline bakildiginda Instagram ve Facebook kullaniminda 2020 yilinin Subat ve Mart aylari arasinda
bulunan bir aylk dilimde %40’'in Uzerinde artis oldugu gbzlemlenmistir. Bu donemde Facebook
Messenger, WhatsApp ve Instagram gibi uygulamalar (zerinden konusma %70 oraninda artmis,
Instagram canli yayinlarindaki gorintilemeler iki katina ¢ikmistir. Tim diinyada ana akim medyanin
haber tiretimi COVID-19 salginiyla birlikte biylk ol¢tide artmistir. Salgin slirecinde habere olan talep
artmis ve bu durumun bir sonucu olarak haber tiketimi de artis gostermistir. Televizyonda
yayinlanan ve sosyal medyada paylasilan haberlerde 6nemli artislar meydana gelmistir. Dijitale
gecisin hiz kazanmasi nedeniyle de gazete tiiketiminde azalma olmustur. Instagram kullanimi 2018
yilindan bugiine yerel ve kiiresel capta haberlerin takibi icin iki kat artis gostermistir (Kumbasar, 2021,
s. 120-121).

Pandemi doneminde ayni zamanda video konferans, cevrimici toplanti ve sohbet etme
olanagi taniyan birgcok uygulama da giin gectikce popilerlik kazanmistir. Bu uygulamalarin basini ise
video konferans uygulamasi Zoom.us ¢ekmektedir. Zoom kullanici sayisini yaklasik %50 oraninda
artirarak diinya genelinde 300 milyonun (izerinde lUyeye sahip olmustur. Bu uygulamalarin populerlik
kazanmasiyla birlikte en fazla kullaniciya sahip olan Facebook “Messenger Rooms” adli uygulamasini
kullanima sunmus, Google ise 6nceden Ucretli olan “Google Meet” uygulamasini Ucretsiz olarak
kullanima sunabilecegini bildirmistir (Diker, 2020, s. 111). Bunlarla birlikte WhatsApp uygulamasinin
gorintilt konusma o6zelligi de daha siklikla kullanilmaya baslanmis; Skype, Microsoft Teams ve
Perculus gibi gorintili konusma uygulamalari da popdulerligini artirmistir. YouTube platformu
Gzerinden yapilan canli yayinlarin sayisinda ciddi oranda artis olmus, fiziki ortamda yapilan ¢ogu
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konferans cevrimici sekilde diizenlenmeye baslanmistir. YouTube uygulamasinin bu cikisina paralel
olarak Instagram’in da canli yayin 6zelliginin kullaniminda artis oldugu gézlemlenmistir.

COVID-19 salgini surecinde dijital yerliler yeni siirece daha hizl bir sekilde adapte olurken,
dijital gbcmenler ise adaptasyon sirecinden olumsuz sekilde etkilenmislerdir. Salginla birlikte gelisen
bu siirec sayesinde dijital gocmenler dijital teknolojileri daha sik kullanmaya baslamislardir.

Enformasyon toplumunda sosyal medya, siirec icerisinde hem etkisini hem de kullanim
alanlarini artirmistir. Ozellikle de pandemi zamaninda internet ve sosyal medyada gegirilen zaman
sirelerinde yikselis oldugu goriulmektedir. Kisisel yasam biciminin 6n plana alinmasi, evde kal
¢agrilari ve alinan tedbirler sosyal medya kullanimini direkt olarak etkilemistir. Sosyal medya olumlu
Ozellikler barindirdig1 kadar olumsuz 6zellikler de bulundurmaktadir. Sosyal medya kullaniminin artig
gosterdigi salgin doneminde yeni medya okuryazarliginin dizgin bir bicimde uygulanmasi ve
dezenformasyona dikkat edilmesi gerekmektedir (Ozan & ipek, 2020, s. 90).

2.2. Sosyal Medyada Sahte Enformasyonun Dolasimi ve Dezenformasyon

internet kullaniminin yayginlasmasiyla birlikte sosyal medya platformlarinin giindelik
hayatimiza girmesi ve enformasyon edinmek amaciyla kullanilabilir hale gelmesi avantajlar sagladigi
gibi dezavantajlar da barindirmaktadir. Bu dezavantajlardan en 6nemlisi ise dezenformasyondur.
Sosyal medyanin haber paylasimi ve haber alma noktasinda 6nem kazanmasi sosyal medyadaki bilgi
kirliligini de glindeme tasimistir. Enformasyon doéneminde bulundugumuz ve sosyal medya
platformlari ile strekli olarak binlerce enformasyonun yayildigi bir aga baglanabilme durumumuz goz
oniline alindiginda bir enformasyon yogunluguna maruz kaldigimiz séylenebilmektedir. (Sogukdere &
Oztung, 2020, s. 63).

Sosyal medya platformlarinin kendi igerik Ureticileri olmadan hem sosyal hem de ekonomik
acidan biylk medya sirketleri konumuna gelmeleri kullanici tirevli icerigin Uretimine
baglanabilmektedir. Diger bir ifadeyle Facebook, Instagram, Twitter ve YouTube gibi sosyal medya
platformlarinin isleyisini kullanicilar ve onlarin Giretmis olduklari icerikler saglamaktadir. Bu sosyal
aglar genellikle nefret sdylemi, siddet, tehdit ve pornografi gibi icerikleri barindiran paylasimlar
konusunda hassas davranmaktadirlar. Ancak bu kategoriler disindaki icerikler gbz ardi edilerek yanhs
bilginin yayilmasina zemin hazirlanmaktadir. Ornegin 2016 ABD baskanhk secimlerinde sosyal
medyada yayilim gosteren ve dogru olan haberlerden daha fazla etkilesim alan yalan haberler
dezenformasyona yol agarak kamuoyunu aldatici bir yol ¢izmistir.

GUnumuizde milyonlarca kullaniciyr barindiran sosyal aglarda bilgilerin hizla yayilmasindaki
temel rolii calisma stratejisini olusturan algoritmalar olusturmaktadir. Bir esik bekgisi kimligi Gstlenen
algoritmalar, kullanicilar fark etmeden onlarin deneyimlerini kisisellestirmekte ve oOneriler
sunmaktadir. Boylelikle kullanicilar hizli sekilde ilgi alanlari dogrultusundaki yanlis bilgilere maruz
kalabilmektedir. Yalan haberlerin hizh sekilde vyayllmasinda sosyal medya platformlarinin
sorumluluklarinin yani sira kullanicilarin da korkutucu, sok edici ve ilging icerikleri paylasma hevesleri
etkili olmaktadir. Bu nitelige sahip icerikler ise genellikle yanlis bilgilerden olusabilmekte ve dogru
bilgilerden daha fazla etkilesime girebilmektedir (Uluk, 2018, s. 74-77).

Sosyal medya bir haber kaynagi olarak gazetecilere de 6nemli imkanlar sunmaktadir. Ancak
sosyal medyada kullanicilarin iceriklerini 6zglirce paylastiklari ve herhangi bir denetim
mekanizmasina bagh olmadiklari g6z 6nline alindiginda sosyal medyanin bir haber kaynagi olarak
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kullanilmasi gazetecilik etigi agisindan riskleri de beraberinde getirmektedir. Sosyal medyada
kullanicilarin iceriklerini paylasirken, gazetecilik etigini dikkate aldiklarini ve nesnel davrandiklarini
soylemek pek mimkiin degildir. Sosyal medya yoluyla paylasilan bilgilerin givenilirligi ve dogrulugu
gazeteciler agisindan da 6nemli bir risk unsuru olmaya devam etmektedir (Taskiran, 2017, s. 54-57).

Cevrimici platformlarda bilgi paylasmanin kiiresel bir standardi bulunmamaktadir ve dijital
ortamlarda bilgiler basit bir sekilde carpitilabilir, degistirilebilir ya da yalan ifadelerle anonim olarak
olusturulmus olabilmektedir. Bu nedenle sosyal medya platformlarinda yapilan paylasimlar toplumu
onemli bir etki altinda birakarak, ylzlerce igerik arasindan dogruyu ve yanlsi ayirt etmenin imkansiz
oldugu bir alana striklemektedir.

Sosyal medya platformlari dezenformasyonun yayillmasi igin blylk firsatlar sunmaktadir.
Dezenformasyon genellikle bir kisi araciligiyla tretilmis olsa bile bazi haber kuruluslari ve gazeteler de
bilingli olarak retilmis bilgiyi referans alarak gercek olmayan haberler yapabilmektedir. Medya bu
noktada dezenformasyonun kaynak noktasi olmamakta, bu amagla Uretilmis olan bilgiyi tasiyicilik ve
hedef kitleye yayicilik gorevini Gstlenmektedir (Erkan & Ayhan, 2018, s. 206).

EHA MEDYA & -
é @eha_medya m

Joe Biden yine uyuyakaldi

® ABD Bagkan! Joe Biden, israil Bagkani
Bennet ile dizenledigi basin toplantisinda
uykuya daldi

® Biden uyurken Bennet konugmasina
devam etti

i ‘ : .
e ¥

-

0:22 | 28.9K views

328 Retwests 1,032 Likes ’f'_‘\“ ('S O L)

Gérsel 1: ABD Bagkani Biden’in Naftali Bennett ile Toplantisi Sirasinda Uyudugu iddiasi
Kaynak: https://teyit.org/analiz-abd-baskani-bidenin-toplanti-sirasinda-uyudugu-iddiasi (Erisim Tarihi: 15 Eyltl 2021)

Ornegin Gorsel 1’de gosterilen Twitter paylasimina gére ABD Baskani Biden’in Naftali Bennet
ile yaptig toplanti sirasinda uyudugu iddia edilmektedir. iddiada konusu videodaki gériintiiler
toplantinin belirli bir béliminden kesit alinarak olusturulmustur. Ancak Biden toplanti sirasinda
uyumamakta, bir stire yere bakiyor olmasi uyuyor izlenimi olusturmaktadir (Arabaci, 2021).

Sosyal medya platformlari dezenformasyonu onlemeye yonelik birtakim onlemler de
almaktadirlar. Facebook’un topluluk standartlariyla birlikte reklam politikalarini ihlal eden hesaplari
ve icerikleri silmesi, genellikle spam yayicilar tarafindan yayinlanan linklere ve reklam alan disik
kaliteli web sayfalarina yapilan yonlendirmelere yonelik diizenlemeler getirmesi buna 6rnek teskil
etmektedir (Bundred, 2019). Ozellikle de COVID-19 pandemisi déneminde yayilan yalan haberler
sosyal medya sirketlerini oldukca zor durumda birakmaya baslamistir. Dezenformasyonun en hizli
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yayildigi platformlardan birisi olan Twitter'da bu noktada bazi dnlemler almistir. Twitter, iki blytk
haber ajansi olan Reuters ve Associated Press’le yalan haberlerle micadele kapsaminda is birligi
yapmistir. Burada amac¢ Reuters ve Associated Press sirketlerinden alinan veriler sayesinde
platformdaki yalan haberleri kaldirmaktir (NTV, 2018).

Medyada ve cevrimici iceriklerde dogruluk kontrolii adi verilen “fact-checking”, sosyal ve
siyasi aktorlerin sdylemlerinde bulunan iddialarin dogrulugunu ya da yanhshgini kanitlamaya yonelik
calismalarin bitlintdir. 2009 yilinda kurulan yalansavar.org sitesi Turkiye’de kurulan ilk dogrulama
platformudur. Daha cok siyasi aktorlerin séylemlerini inceleyen dogrulukpayi.com ise 2014 yilinda
kurulmustur. Dogruluk Payi sitesi ayni zamanda dogrulama mecralari arasinda is birligi ve esgidim
saglamak amaciyla kurulan Uluslararasi Dogruluk Kontroll Agi (International Fact-Checking Network)
Uye kurulusudur. Turkiye’de bulunan diger bir dogrulama platformu ise malumatfurus.org’dur. 2015
yilinda kurulan malumatfurus.org kdse yazarlarini yanlislama girisimi olarak kurulmustur. Turkiye’nin
ilk haber dogrulama platformu ise teyit.org sitesidir. 2016 yilinda hizmet vermeye baslayan teyit.org,
yeni medya ve geleneksel medyada giindeme oturan silipheli bilgileri ve iddialar incelemektedir.
Tirkiye kokenli olup, Uluslararasi Dogruluk Kontrolli Agi lyesi olan ikinci dogrulama platformudur
(Uluk, 2018, s. 99-105).

2.3. Sosyal Medyada COVID-19 Salgini ile ilgili Sahte Haber ve Sahte
Enformasyon

COVID-19 pandemisi sahte haberlerin yayllmasi icin en uygun ortamlari olusturan buhran
zamanlarinin, icinde bulundugumuz doénemdeki en Onemlisi olarak kendisini gostermistir. Kriz
zamanlarinda sosyal medyada dezenformasyon ve sahte haberin fazlalagsmasi, kiiresel bir problem
olan korona virils ve salginla ilgili yanhs paylasimlar bireylerin saghgi agisindan bir tehdit unsuru
haline gelmistir.

Pandemi doneminde milyonlarca kisi virls nedeniyle hastaliga yakalanmis ve hayatini
kaybetmistir. COVID-19 salgininin Cin tarafindan diinyaya duyuruldugu Aralik 2019 tarihinden sonra
hem geleneksel medyada hem de sosyal medyada yanlis bilgiler artis gostermistir.

Diinya Saglk Orgiitii (DSO) salgin hakkindaki yanls bilgileri engellemek amaciyla yogun
bilgilendirme c¢abasi icerisine girmistir. Alkol icmenin vicuttaki korona virlsi yok ettigi, virlsiin
laboratuvarda dretildigi, hastaligin tasarlanmis bir deney oldugu gibi komplo teorileri yayginlik
kazanmis, bu tir bilgiler “infodemi” terimiyle tanimlanarak yeni ¢alismalar baslatilmistir (Akyiz, 2020,
s. 426-427).

COVID-19 pandemisi doneminde korona viriis ile ilgili sosyal medyada yayilan bazi sahte
haber 6rnekleri su sekildedir:

174



Emre TOPCU, Berk CAYCI

M Sosyopatlar
> Din 0248 Q

Cin'de olaganusta durum ilan edilip yapimina baslanan koronaviriis
hastanesi, sadece 48 saatte tamamlandi.

Q4@ 128 187 Yorum 16 Paylagim
Gorsel 2: Cin'de iki Giinde Hastane insa Edildigi iddiasi

Kaynak: https://teyit.org/cinde-iki-gunde-hastane-insa-edildigi-iddiasi (Erisim Tarihi: 10 Aralik 2021)

Ornegin Gorsel 2'de yer alan Facebook paylasiminda Cin’de olaganiistii durum ilan edilerek
bir hastane insaatinin 2 glinde tamamlandigl iddia edilmistir. Ancak fotografta yer alan hastane 2
glinde insa edilmemistir. Gorselde bulunan hastane Cin’in Huangang sehrindeki Dabieshan Bdlge Tip
Merkezi ve bu bodlgenin sehir hastanesi konumundadir. Hastanenin insaatina 2018 yilinda
baslanmistir (Toprak, 2020).
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Kuzey Kore'den hizli 6nlem:
Enfekte olan 2 kisi idam edildi...
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Gorsel 3: Kuzey Kore’de Koronaviriis Kapan iki Kisinin idam Edildigi iddiasi
Kaynak: https://teyit.org/kuzey-korede-koronaviruse-kapan-iki-kisinin-idam-edildigi-iddiasi, (Erisim Tarihi: 10 Aralik 2021)
Gorsel 3’te yer alan Twitter paylasiminda Kuzey Kore’de korona viris hastaligina yakalanan iki
kisinin idam edildigi iddia edilmistir. Bir kullanici tarafindan 13 Mart 2020 tarihinde Kore Devlet

Baskani Kim Jong-un’un fotografiyla birlikte paylasilan tweet, kisa sire icerisinde bine yakin kisi
tarafindan begeni almistir. Ancak Kuzey Kore’de korona virlis hastaligina yakalanan iki kisinin idam
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edildigi iddiasi dogru degildir. Bilginin kaynagi arastirildiginda igerigin parodi bir hesap tarafindan
Uretildigi ve gercek sanildigi anlasiimaktadir (Arabaci, 2020).
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Gorsel 4: COVID-19'un Coca Cola ile Yayilmaya Cahisildigi iddiasi
Kaynak: https://teyit.org/yeni-koronavirusun-coca-cola-ile-yayilmaya-calisildigi-iddiasi (Erisim Tarihi: 11 Aralik 2021)

Gorsel 4’te bulunan Facebook paylasimina gore korona virlisiin Coca Cola ile yayllmaya
cahisildigi iddia edilmistir. Paylasim kisa sire icerisinde 58 bin kez paylasiimistir. Ancak COVID-19"un
gida yoluyla bulastigini gosteren herhangi bilimsel bir kanit bulunmamaktadir. Ayrica Coca Cola
Urlnleri belirli bir denetimden gectikten sonra piyasaya siirtilmektedir. COVID-19’un gercek bulasma
yollari solunum, hapsurma, oksiirme yoluyla havaya sacgilan damlaciklar ve kisiler arasi yakin temasta
bulunulmasidir. Center for Disease Control and Prevention (CDC)'ye gore de korona virlisiin gida
yoluyla bulastigina dair herhangi bir kanit bulunmamaktadir (Keskin, 2020).
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begendi
Vaccination providers may report 1o VAERS other adverse events that are not A
required 1o be reported using the contact information above.

16:32 - 10.03.2021 - Twitter for Android

Gorsel 5: Pfizer-BioNTech Asisinin Yan Etkisinin Olim Oldugu iddias
Kaynak: https://teyit.org/analiz-pfizer-biontech-asisinin-yan-etkisinin-olum-oldugu-iddiasi (Erigsim Tarihi: 11 Aralik 2021)

Gorsel 5'te yer alan Instagram paylasimina gore Pfizer-BioNTech asisinin yan etkisinin 6lim
oldugu iddia edilmektedir. Oliim, asinin yan etkisi degil; “serious adverse event”, yani olumsuz ciddi
olay olarak eklenmistir. Yan etki ve olumsuz ciddi olay birbirinden farkh terimlerdir. Yan etkiler
ongorilebilmekte ve belirli bir siire sonra kendiliginden gecmektedir. Olumsuz ciddi etkiler ise,
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yasanan etki ile asinin kullanimi arasindaki iliski bilimsel agidan kanitlanmadiginda kullanilan bir
ifadedir. Olumsuz ciddi etkiler bu nedenle beklenmemektedirler. DSO, 15 Mart 2021 tarihinde yaptig
aciklamada asi kaynakli herhangi bir 61im bulunmadigini duyurmustur (Keskin, 2021).

3. Arastirma: Sosyal Medyada COVID-19 Salginina iliskin Sahte Haber ve Enformasyonun
Niceliksel icerik Analizi

Calismanin bu boliimiinde arastirmanin amaci, kapsami, hipotezleri ve metodu aciklanmistir.
Elde edilen bulgular ve degerlendirme asamasinda ise COVID-19 pandemisinin ilk 1 yillik zaman dilimi
icerisinde sosyal medyada paylasiimis COVID-19 haberleri, dogrulama platformu olan teyit.org
sitesinde yer alan analizler lizerinden incelenmistir.

3.1. Arastirmanin Amaci ve Kapsami

insanlarin haber alma ihtiyacinin en st seviyelerde oldugu dénemler kriz zamanlaridir. Bu
zamanlarda bireylerin haber alma ihtiyaci artmaktayken medyanin da haberlere konu edecegi olaylar
artis gostermektedir. Bu noktada topluma gelismeleri aktaran kurumlarin alisilagelmis dénemlere
gore hassasiyetleri daha da artmaktadir. Kriz dénemlerinde topluma dogru bilgiyi ulastirmak
gazetecilik etigi acisindan son derece dnemlidir.

Konu sosyal medya boyutuyla ele alindiginda, kullanici tiirevli igerikler icin kriz
haberciliginden s6z edilememektedir. Cinkii bu tir doénemlerde dezenformasyon, Oniine
gecilemeyen bir hal almaktadir (Sogukdere & Oztung, 2020, s. 65). Bu durumun kiiresel 6lgekteki en
glincel 6rnegi ise COVID-19 pandemisidir. Salgin siirecinde hem geleneksel medyada hem de sosyal
medyada ¢ok sayida haber igerigi Uretilmis ve yayilmistir. Geleneksel medyadaki haberler literatiirde
esik bekgisi olarak tanimlanan editérlerin kontroliinden gecerken, sosyal medyadaki haberlerde boyle
bir durum miimkiin olmamaktadir. Sosyal medya platformlarinda her kullanici 6zgir bir sekilde icerik
Uretebilmekte ve takipgileriyle paylasabilmektedir. Dogru olmayan bilgiler ise dezenformasyona yol
acmakta ve toplumu yanlis bilgilendirmektedir. Bu durumun éniine gegmek icin lilkemizde “teyit.org”
ve “dogrulukpayi.com” gibi haber dogrulama platformlari yer almaktadir.

Bu calismanin amaci, sosyal medya platformlarinin yanlis enformasyonun yayilmasi siirecinde
oynadigi rolii COVID-19 pandemisiyle ilgili paylasiimis olan icerikler (izerinden analiz etmektir. Bu
baglamda ilk COVID-19 vakasinin gorildigi tarihten (01 Aralik 2019) itibaren 1 yillik zaman dilimi
icerisinde sosyal medyada paylasilmis COVID-19 haberleri, dogrulama platformu olan teyit.org
sitesinde yer alan analizler lzerinden incelenmistir. Bu baglamda COVID-19 pandemisiyle ilgili sosyal
medyada paylasiimis ve dogrulama platformu olan teyit.org tarafindan incelenmis icerikler arastirma
kapsaminda analiz edilmistir.

Sosyal medyanin yol actigi dezenformasyonun analiz edildigi bu calisma, insan yasami
Gzerinde kiresel bir tehdide donlisen COVID-19 pandemisi Gzerinden incelenmistir. Pandeminin 2022
yili itibariyle devam etmesi ve her gecen giin yeni teyide muhtag¢ paylasimlarin kiiresel oOlcekte
gerceklestirilmesi sebebiyle tim paylasimlarin is giicli, zaman ve maliyet gibi etmenler sebebiyle
analiz edilemeyecegi icin belirli bir zaman araligindaki paylasimlar analiz edilmistir.

Salginin ortaya ciktigl ilk donemlerde neredeyse tim llkeler eve kapanma politikalari
uygulamis ve bireyler bu sirecte dijital iletisim teknolojilerini daha yogun kullanarak sosyal medya
aracihgiyla bilgi alisverisinde bulunmuslardir. Ayrica bu dénemde asi ¢alismalarinin da hiz kazanmasi
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asilar hakkinda sosyal medyada yogun bir bilgi akisi ve dezenformasyona yol agmistir. internette hem
geleneksel medyada hem de yeni medyada yayilan bilgilerin dogrulugunu inceleyen gesitli platformlar
bulunmaktadir. Bu platformlara lilkemizden “teyit.org, dogrulukpayi.com ve malumatfurus.org” gibi
siteler ornek teskil etmektedir. Bu arastirmada COVID-19 pandemisiyle ilgili sosyal medyada
paylasilan tim igeriklerin analiz edilmesinin zaman ve is glici gibi zorlayici etmenler sebebiyle
mimkiin olmamasindan dolayi arastirma belirli bir tarih araligiyla sinirlandiriimistir. Bu nedenle haber
dogrulama platformu olan teyit.org (zerinde “teyitci” adi verilen calisanlarin incelemis oldugu
haberler ve paylasimlar arastirmaya dahil edilmistir.

Arastirma kapsaminda teyit.org lizerinden yapilan incelemede bazi haber icerikli yayin yapan
medya hesaplarinin ve taninmis kisilerin de sahte igerik paylasiminda bulunduklar tespit edilmistir.
Sahte icerik paylasiminda bulunan bazi medya hesaplari ve taninmis kisiler Tablo 1 ve Tablo 2’deki
gibidir.

Tablo 1: Sahte igerik Paylasiminda Bulunan Bazi Medya Hesaplari

Sahte igerik Paylasiminda Bulunan Medya Hesabi Sahte igerigin Paylasildigi Sosyal Medya Platformu
Kibris Dakik Facebook

Ordu Gazete Facebook

Turisto Haber YouTube

Vaziyet Twitter

Ajans Haber Twitter

Sabah Gazetesi Twitter

NTV Twitter

Sputnik Tirkiye Twitter

Tablo 2: Sahte igerik Paylasiminda Bulunan Bazi Taninmis Kisiler

Taninmis Kisi Unvani Sahte igerigin Paylasildigi Sosyal Medya Platformu
Elon Musk Teknoloji Girisimcisi Twitter
Beste Uyanik Ekonomist Twitter
Arslan Bulut Gazeteci Twitter
Murat Akan Gazeteci Twitter
Mehmet Ali Onel Gazeteci Twitter
Ertan Ozyigit TV Program Yapimcisi Twitter
Haluk Bilginer Oyuncu Twitter
Yusuf Kaplan Yazar Twitter
Veysel Eroglu Siyasetgci Twitter
Nevsin Mengii Gazeteci Twitter
ibrahim Melih Gokgek Siyasetgi Twitter
Ashi Ay Dinger Gazeteci Twitter
Zafer Arapkirli Gazeteci Twitter
Baris Yarkadas TV Yorumcusu Twitter
Prof. Dr. Ozgiir Demirtas Akademisyen Twitter

Arastirmalarin temel amaclarindan birisi de geneli ilgilendiren sonuglara ulasabilmektir. Bu
amaca karsilik gelen en belirgin kavram ise arastirma evrenidir. Arastirma probleminin
yanitlanmasiyla ilgili olan tim canli ve cansiz varliklardan olusan gruba arastirma evreni
denilmektedir (Sahin, 2016). Orneklem ise mevcutta bulunan evrenden onu temsil eden bir parca
secilmesi islemidir. Orneklem, evrenden belli bir metotla secilmis olan daha kiigiik miktardaki canli ve
cansiz varhklarin olusturdugu gruptur.
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Bu arastirmanin evrenini COVID-19 pandemisi doneminde “Twitter, Facebook, Instagram,
YouTube vb.” sosyal medya platformlarinda yayilan tim sahte haberler olusturmaktadir.
Arastirmanin amacina ve aragtirma sorularina uygun olarak arastirma evreni amagh 6rnekleme
teknigi ile belirlenmigtir. Bu arastirmanin érneklemini diinyada ilk COVID-19 vakasinin géruldiigi tarih
olan 01 Aralik 2019 tarihinden itibaren 1 yillik zaman dilimi igerisinde teyit.org tarafindan analize tabi
tutulmus COVID-19 pandemisiyle ilgili tiim sosyal medya paylasimlari olusturmaktadir.

3.2. Arastirmanin Hipotezleri ve Metodu
Arastirmanin amacina yonelik olarak 4 adet hipotez olusturulmustur.

Hi: COVID-19 pandemisinin giktigi ilk 1 yillik sliregte en ¢ok “hatali iliskilendirme” ve
“uydurma?” tiriinde yanhs enformasyon paylasilimistir.

Hz: COVID-19 pandemisinin giktigi ilk 1 yillik siirecte COVID-19 pandemisiyle iliskili en
¢ok “asl galismalan” ve “dogal tedavi yontemleri” kategorisinde yanlis enformasyon
paylasimi yapilmistir.

Hs: COVID-19 pandemisinin giktigi ilk 1 yillik siirecte COVID-19 pandemisiyle iliskili en
¢ok yanhs enformasyon tirinln paylasildigl sosyal medya platformu Twitter’dir.

Has: COVID-19 pandemisinin ¢iktigi ilk 1 yilhk slrecte sosyal medya platformlarinda

paylasilan yanlis enformasyonlar platformlar arasinda yayilmamistir.

Bu arastirmada, Diinya’da ilk COVID-19 vakasinin tespit edildigi tarihten itibaren (01 Arahk
2019) 1 yilhik zaman dilimi icerisinde COVID-19 salginiyla ilgili sosyal medyada paylasiimis ve haber
dogrulama platformu olan teyit.org tarafindan dogruluk kontrolleri gerceklestirilmis paylasimlar,
niceliksel icerik analizi ydontemiyle incelenecektir.

icerik analizi, toplumsal veya toplumbilimsel ¢alismalarda basvurulan bir gézlem yéntemidir.
Deneysel olarak yapilan dolaysiz ve yaygin gozlem yontemleri arasinda son 50 yildir aktif sekilde
kullanilmaktadir. igerik analizi yéntemi, toplum bilimlerin ¢cogu alaninda kullaniimakla birlikte, asil
ortaya cikmasi ve itibar kazanmasi kitle iletisim araglarinin popdulerliginin artmasi ile gerceklesmistir.
Guniimizde genellikle kitle iletisim araglarinin icerikleri ile ilgili cahismalarda kullaniimaktadir. igerik
analizi yontemlerinin ilk calismalari 16. ylzyila kadar uzanmaktadir. O dénemin tek kitle iletisim araci
olan gazeteler Uzerinde yiritilmustir. Gazetelerde dini igeriklerin ne derecede bulundugu bu
yontem sayesinde anlasiimak istenmistir. Ginimuzde kullanilan igerik analizi ydontemlerinden uzak
olan bu galismalardan sonra, asil gelismeler 20. yizyilin ilk donemlerinde gergeklesmistir. ABD’deki
Gazetecilik bolimu 6grenimi gbéren 6grenciler tarafindan gazeteler (zerinde yapilan analizlerde,
gazetelerdeki konular is, ic politika, suc isleme, spor vb. konu basliklarina gére saptanmistir. Daha
sonra ise bu ilgi, edebiyat ve dil konularina yonelmistir (Aziz, 2018, s. 129).

Arastirma kapsaminda, oncelikle ¢alismanin amacina ve arastirma hipotezlerine gore
kodlama cetveli olusturulmus ve kategorilere ayrilmistir. Kodlama cetveliyle ilgili uzman goérisi
alinmistir. Daha sonrasinda uzman gorusleri de dikkate alinarak veri toplama siirecine baslamadan
once kodlama cetveline son sekli verilmistir.

1 First Draft’in tanimiyla uydurma icerikler anlamina gelen fabricated content “Uretilen icerigin tamamiyla yanlis
olmasi, kandirmak icin Gretilmesi” olarak tanimlanmaktadir. Tirk Dil Kurumu (TDK)'ya gére “sisirme haber”
olarak tanimlanan uydurma igcerik, uydurulmus olan, yalan, sahte, asilsiz ve diizme” anlamlarina da gelmektedir.
Uydurma kavrami her zaman yanlis bilgi icermeyebilecegi igin “tamami Gretilmis, herhangi bir gerceklik payi
tasimayan” anlamini da tasimaktadir (Focga, 2019).
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3.3. Elde Edilen Bulgular ve Degerlendirme

Arastirmanin bu boliminde kodlama cetvelinde toplanan veriler sayisallastirildiktan sonra
tablolar halinde incelenmistir. Sosyal medya platformlarinda paylasilan sahte haberler, ulusal ve
uluslararasi kapsam, yaniltict yon, haberlerin verilis tirl, haber kategorisi, paylasildigi platform,
paylasildigi tarih, yorum sayisi, paylasim sayisi, begeni sayisi, paylasan hesabin tiirii, paylasan hesabin
takipci sayisi ve farkh platformlarda dolasima sokulmasi gibi acilardan incelenerek niceliksel icerik
analizi yontemi ile tablolar halinde gosterilmistir.

Tablo 3: incelenen igeriklerin Yer Aldig Mecralar

Medya Platformu Haber Sayisi (N) Yiizde (%)
Sosyal Medya 205 %80,39
Web Siteleri (Haber) 25 %9,80
Televizyon 6 %2,35
Gazeteler 3 %1,18
WhatsApp, Telegram vb. 16 %6,27
Toplam 255 %100

Tablo 3’te arastirma o6rnekleminde yer alan ve teyit.org tarafindan dogruluk kontrolleri
gercgeklestirilmis 255 icerigin hangi mecrada yer aldigina yonelik sayisal veriler bulunmaktadir. Tablo 1
‘deki verilere gore, analiz edilen igeriklerin %80,39’u sosyal medyada paylasiimistir. Bu orani %9,80 ile
web siteleri (haber temali) takip etmektedir. incelenen igeriklerin %6’27’si WhatsApp ve Telegram
gibi kapali konusma platformlarinda, %2,35’ ise televizyonda yer almistir. Gazetelerin basili nishalari
ise arastirma kapsaminda en az incelenmis olan icerigin bulundugu mecra olma 6zelligine sahiptir.
Tablo 3’ten elde edilen veriler gostermektedir ki, 6zellikle COVID-19 ile ilgili paylasilan haberler
arasindan yogun olarak sosyal medyada paylasilan igeriklerin dogruluk kontrollerinin saglanmasina
ihtiyac duyulmustur.

Tablo 4: Sosyal Medyada Paylasilan igeriklerin Analiz Sonuglari

Analiz Sonuglan Haber Sayisi (N) Yizde (%)
Sonuglandirilamayan 3 %1,46
Dogru 6 %2,93
Yanhs 196 %95,61
Toplam 205 %100

Tablo 4’te arastirma 6rnekleminde yer alan ve sosyal medyada paylasilarak daha sonra
teyit.org tarafindan dogruluk kontrolleri gerceklestirilmis 205 icerigin analiz sonugclarina ait sayisal
veriler bulunmaktadir. Tablo 4’teki veriler incelendiginde COVID-19 pandemisinin ilk 1 yillik siresi
icerisinde paylasilan 205 haberin %95,61’i yanlis bilgi icermektedir. Analiz edilen igeriklerin %2,93'
dogru, %1,46’sinin ise dogru veya yanhs oldugu sonuglandirilamamistir. Bu veriler dogrultusunda
COVID-19 pandemisi gibi kiiresel capta krize neden olan olaylarda sosyal medyada c¢ok fazla yalan
haberin dolasima sokuldugu séylenebilmektedir.

Tablo 5: Sosyal Medyada Paylasilan Sahte igeriklerin Ulusal ve Uluslararasi Kapsami

Haberin Kapsami Haber Sayisi (N) Yiizde (%)

Ulusal 81 %41,33

Uluslararasi 115 %58,67

Toplam 196 %100
-
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Tablo 5’te arastirma ornekleminde yer alan ve sosyal medyada paylasilarak daha sonra
teyit.org tarafindan dogruluk kontrolleri gerceklestirilmis 196 icerigin ulusal ve uluslararasi kapsamina
yonelik sayisal veriler bulunmaktadir. Tablo 5'te gosterilen oranlara gore COVID-19 pandemisinin ilk 1
yillik sliresi icerisinde paylasilan 196 sahte haberin  %58,67’si uluslararasi kapsamda
degerlendirilirken, %41,33’lnin ise ulusal kapsamda oldugu tespit edilmistir.

Tablo 6: Sosyal Medyada Paylasilan Sahte iceriklerin Yaniltici Yonleri

Yaniltici Yonu Haber Sayisi (N) Yuzde (%)
Baglamdan Koparma 4 %2,04
Carpitma 28 %14,29
Manipiilasyon 7 %3,57
Uydurma 43 %21,94
Hatal iliskilendirme 48 %24,49
Parodi 5 %2,55
Taklit 2 %1,02
Komplo Teorisi 29 %14,80
Karma 17 %8,67
Kangik 13 %6,63
Toplam 196 %100

Tablo 6’da arastirma ornekleminde yer alan ve sosyal medyada paylasilarak daha sonra
teyit.org tarafindan dogruluk kontrolleri gergeklestirilmis 196 icerigin yaniltici yonlerine ait sayisal
veriler bulunmaktadir. Tablo 6’da yer alan verilere gére COVID-19 pandemisinin ilk 1 yillik slirecinde
paylasilan 196 sahte haberin %24,49’u “hatali iliskilendirme” kategorisindeki haberlerden
olusmaktadir. Bu orani %21,94 ile uydurma iceren paylasimlar ve %14,80 ile komplo teorileri takip
etmektedir. incelenen igeriklerin %14,29’u carpitma, %6,63’ii ise birden fazla yaniltici yon icerdigi icin
karisik kategorisinde degerlendirilmistir. Manipilasyon %3,57, parodi %2,55, baglamdan koparma
%2,04, taklit ise %1,02’lik oranla en az yaniltici yon olarak paylasiima 6zelligine sahiptir. Tablo 6’dan
elde edilen veriler gostermektedir ki, H1 hipotezi kabul edilmistir ve COVID-19 pandemisinin ¢iktigi ilk
1 yilhk siirecte en ¢ok “uydurma” kategorisine giren haberler paylasiimistir.

Tablo 7: Sosyal Medyada Paylasilan Sahte iceriklerin Verilis Tiirli

Bilginin Verilig Turi Haber Sayisi (N) Yizde (%)
Yazi 45 %22,96
Yazi + Link 2 %1,02
Yazi + Fotograf 99 %50,51
Yazi + Video 50 %25,51
Toplam 196 %100

Tablo 7'de arastirma oOrnekleminde yer alan ve sosyal medyada paylasilarak daha sonra
teyit.org tarafindan dogruluk kontrolleri gerceklestirilmis 196 icerigin verilis tirlne ait sayisal veriler
bulunmaktadir. Tablo 7’deki veriler incelendiginde COVID-19 pandemisinin ilk 1 yillik sirecinde
paylasilan 196 sahte haberin %50,51'i yazi ve fotograf kullanilarak dolagima sokulmustur. Bu orani
%25,51 ile yazi ve video kullanilan icerikler takip etmektedir. incelenen igeriklerin %22,96’sI sadece
yazi kullanilarak paylasilmistir. Yazi ve link kullanilarak paylasilan iceriklerin orani ise sadece
%1,02’dir. Bu noktada sosyal medyadaki paylasimlarda gorsel ve video kullaniminin inandiricihg
oldukga artirdigi ve bireyleri paylasima tesvik ettigi séylenebilmektedir.
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Tablo 8: Sosyal Medyada Paylagilan Sahte icerikli Haber Kategorisi

Haber Kategorisi Haber Sayisi (N) Yuzde (%)
Saghk 155 %79,08
Ekonomi 4 %2,04
Hayvanlar 5 %2,55
Siyaset 11 %5,61
Unliiler 2 %1,02
Diger 19 %9,69
Toplam 196 %100

Tablo 8'de arastirma ornekleminde yer alan ve sosyal medyada paylasilarak daha sonra
teyit.org tarafindan dogruluk kontrolleri gergeklestirilmis 196 icerigin kategorilerine yonelik sayisal
veriler bulunmaktadir. Tablo 8'deki verilere gore, analiz edilen igeriklerin %79,08’ini COVID-19 ile
ilgili saghk haberleri olusturmaktadir. Bu orani %5,61 ile siyaset alanini ilgilendiren COVID-19
paylasimlar takip etmektedir. Paylasimlarin %2,55’i hayvanlarla ilgili COVID-19 paylasimlarindan
olusurken, %2,04’i ise ekonomi alanindaki COVID-19 haberlerinden meydana gelmektedir. Unliiler
ise en az paylasilan haber kategorisi olma 6zelligine sahiptir.

Tablo 8.1: Sosyal Medyada Paylasilan Sahte icerikli Saglik Haber Kategorisinin Alt kategorileri

Saghk Kategorisi Haber Sayisi (N) Yizde (%)
Asi Calismalari 16 %12,70
Bulagma Yollari 4 %3,17
Dogal Tedavi Yontemleri 16 %12,70
ilaglar 6 %4,76
Karantina 11 %8,73
Kararlar 15 %11,90
Korona Viriisiin Etkileri 7 %5,56
Korona Viriisiin Ozellikleri 10 %7,94
Maske Kullanimi 8 %6,35
Mutasyon 1 %0,79
Oliim 13 %10,32
Saglik Calisanlari 2 %1,59
Sosyal Mesafe 2 %1,59
Vaka Tespiti 15 %11,90
Toplam 126 %100

Tablo 8.1'de Tablo 8'de yer alan “Saglik” kategorisinin alt baslklarina ait, sosyal medyada
paylasilarak teyit.org tarafindan dogruluk kontrolleri gerceklestirilmis 126 icerigin kategorilerine
yonelik sayisal veriler yer almaktadir. Tablo 8.1’deki verilere gore analiz edilen igeriklerin %12,70'ini
asl calismalari ve dogal tedavi yontemleri olusturmaktadir. Bu orani %11,90 ile pandemi déneminde
alinan kararlar ve vaka tespitine yonelik calismalar takip etmektedir. Paylasimlarin %10,32’sini 6lim,
%8,73'Un0 karantina, %7,94’Unl korona virtslin 6zellikleri, %6,35’ini maske kullanimi, %5,56sini
korona virlsiin etkileri ve %4,76’sini ise ilaglarla ilgili sahte icerikler olusturmaktadir. Korona virlisiin
bulasma yollari, saglik calisanlari, sosyal mesafe ve mutasyon gibi konular ise en az paylasilan kategori
olma ozelligine sahiptir. Tium veriler incelendiginde H, hipotezi kabul edilmis ve pandemi siirecinde
en ¢ok paylasilan sahte haber kategorisinin “asi calismalar” ve “dogal tedavi yontemleri” oldugu
gorilmistar.

Tablo 9: Sosyal Medyada Paylasilan Sahte igeriklerin Platform Bazinda Dagilimi

Platform Haber Sayisi (N) Yiizde (%)
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Twitter 133 %67,86
Facebook 46 %23,47
Instagram 11 %5,61
YouTube 5 %2,55
TikTok 1 %0,51
Toplam 196 %100

Tablo 9'da arastirma ornekleminde yer alan ve sosyal medyada paylasilarak daha sonra
teyit.org tarafindan dogruluk kontrolleri gerceklestirilmis 196 icerigin hangi sosyal medya
platformunda paylasildigina yonelik sayisal veriler bulunmaktadir. Tablo 9’da gosterilen oranlara goére
COVID-19 pandemisinin ilk 1 yillik stresi icerisinde paylasilan 196 sahte haberin %67,86’sI Twitter’'da
paylasiimistir. Bu orani %23,47 ile Facebook takip etmektedir. Paylasilan igeriklerin %5,61’i Instagram,
%2,55’i ise YouTube Uzerinden dolasima sokulmustur. TikTok platformu ise %0,51 oranla sahte
haberin paylasimi konusunda en az kullanilan platform olma 6zelligine sahiptir. Tim bu veriler géz
onlinde bulunduruldugunda Hs hipotezinin dogrulugu onaylanmis ve Twitter'in sahte haberin
paylasimi ve dagilimi konusunda en g¢ok kullanilan platform oldugu gorilmustdr.

Tablo 10: Sosyal Medyada Paylasilan Sahte iceriklerin Aylik Oransal Dagilimi

Tarih Haber Sayisi (N) Yizde (%)
Aralik 2019 0 %0,00
Ocak 2020 16 %8,16
Subat 2020 15 %7,65
Mart 2020 57 %29,08
Nisan 2020 23 %11,73
Mayis 2020 15 %7,65
Haziran 2020 7 %3,57
Temmuz 2020 3 %1,53
Agustos 2020 20 %10,20
Eyliil 2020 13 %6,63
Ekim 2020 7 %3,57
Kasim 2020 20 %10,20
Toplam 196 %100

Tablo 10’da arastirma oOrnekleminde yer alan ve sosyal medyada paylasilarak daha sonra
teyit.org tarafindan dogruluk kontrolleri gerceklestirilmis 196 icerigin aylik oransal dagilimina ait
sayisal veriler bulunmaktadir. Tablo 10’da yer alan verilere gére COVID-19 pandemisinin ilk 1 yillik
sirecinde paylasilan 196 sahte haberin %29,08’i Mart 2020 tarihinde dolasima sokulmustur.
Tirkiye’de ilk COVID-19 vakasi 11 Mart 2020 tarihinde goralmistir. Bu acidan bakildiginda 2020
Mart ayinda Tirkiye giindemini COVID-19 vakalari olusturdugu icin en ¢ok sahte haber paylasimi da
bu donemde yapilmistir. Bu orani %11,73 ile Nisan 2020 tarihi takip etmektedir. Nisan 2020 tarihinde
Tirkiye’deki korona virlis vakalar giin gectikce artis gostermis, sokaga ¢ikma yasaklari baslamis ve
buna bagl olarak sahte haberlerin yayiimi da yiksek oranda devam etmistir. Paylasilan iceriklerin
%10,20’si Agustos 2020 ve Kasim 2020 tarihlerinde dolagima girmistir. Ekim 2020 tarihinde oran
%3,57 iken Kasim 2020 tarihinde %10,20’ye yilkselmistir. Kasim 2020 tarihinde korona viris asisinin
bulunmasi ve glindemde genis yer tutmasi bu artisin sebebi olarak gorilebilmektedir. Turkiye'de
Aralik 2019 tarihinde heniiz korona virlis vakasi goriilmedigi i¢in oran %0,0’dir. Daha sonra Ocak 2020
tarihinde %8,16, Subat 2020 tarihinde ise %7,65’lik bir artis goérilmugstiir. Ocak 2020 ve Subat 2020
tarihlerinde diinyada korona virlis vakalarinin artis gostererek kiiresel capta glindem olmasi sebebiyle
Ulkemizde de sahte haberlerin yayilliminda artis meydana gelmistir. Mayis 2020 tarihinde %7,65,
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Haziran 2020 tarihinde %3,57 ve Temmuz 2020 tarihinde %1,53’lik bir disls grafigi oldugu
gorilmektedir. Sokaga c¢ikma vyasaklarinin etkisi ve yaz aylarinin gelmesiyle virlisin etkisini
kaybetmesi sahte haber paylasimindaki bu diistisiin nedeni olarak yorumlanabilmektedir.

Tablo 11: Sosyal Medyada Paylasilan Sahte iceriklere Yapilan Yorum Sayilari

Yorum Sayisi Haber Sayisi (N) Yizde (%)
0-10 33 %16,84
11-50 47 %23,98
51-100 23 %11,73
101 - 500 61 %31,12
501 - 1000 12 %6,12
1001 - 10.000 17 %8,67
+10.000 3 %1,53
Toplam 196 %100

Tablo 11’de arastirma o6rnekleminde yer alan ve sosyal medyada paylasilarak daha sonra
teyit.org tarafindan dogruluk kontrolleri gergeklestirilmis 196 igerige diger kullanicilar tarafindan
yapilan yorumlara ait sayisal veriler bulunmaktadir. Tablo 11’de yer alan veriler incelendiginde
COVID-19 pandemisinin ilk 1 yillik stirecinde paylasilan 196 sahte haberin %16,84’tine 0-10 arasl,
%23,98’ine 11-50 arasi, %11,73’Gne 51-100 arasi, %31,12’sine 101-500 arasi, %6,12’sine 501-1000
arasi, %8,67’sine 1001-10.000 arasi, %1,53’lGne ise 10.000’'in (izerinde yorum vyapildigl tespit
edilmistir.

Tablo 12: Sosyal Medyada Paylasilan Sahte iceriklerin Diger Kullanicilar Tarafindan Paylasiima Sayilari

Paylasim Sayisi Haber Sayisi (N) Yizde (%)
0-10 28 %14,29
11-50 20 %10,20
51-100 14 %7,14
101 - 500 38 %19,39
501 - 1000 23 %11,73
1001 - 10.000 62 %31,63
+10.000 11 %5,61
Toplam 196 %100

Tablo 12’de arastirma 6rnekleminde yer alan ve sosyal medyada paylasilarak daha sonra
teyit.org tarafindan dogruluk kontrolleri gergeklestiriimis 196 icerigin diger kullanicilar tarafindan
paylasilma sayilarina yonelik sayisal veriler bulunmaktadir. Tablo 12’de yer alan verilere gére COVID-
19 pandemisinin ilk 1 yillik stirecinde paylasilan 196 sahte haberin %14,29’u 0-10 arasli, %10,20’si 11-
50 arasi, %7,14’G 51-100 arasi, %19,39’u 101-500 arasi, %11,73’tG 501-1000 arasi, %31,63’lG 1001-
10.000 arasl, %5,61'i ise 10.000’in tzerinde diger kullanicilar tarafindan paylasiimistir.

Tablo 13: Sosyal Medyada Paylasilan Sahte iceriklerin Begeni Sayilari

Begeni Sayisi Haber Sayisi (N) Yiizde (%)

0-10 4 %2,04

11-50 12 %6,12

51-100 10 %5,10

101 - 500 31 %15,82
-
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501 - 1000 21 %10,71
1001 - 10.000 80 %40,82
+10.000 38 %19,39
Toplam 196 %100

Tablo 13’te arastirma o6rnekleminde yer alan ve sosyal medyada paylasilarak daha sonra
teyit.org tarafindan dogruluk kontrolleri gergeklestirilmis 196 icerigin begeni sayilarina ait sayisal
veriler bulunmaktadir. Tablo 13’te yer alan veriler incelendiginde COVID-19 pandemisinin ilk 1 yillik
siirecinde paylasilan 196 sahte haberin %2,04’i 0-10 arasi, %6,12’si 11-50 arasli, %5,10’u 51-100 arasl,
%15,82’si 101-500 arasi, %10,71’i 501-1000 arasl, %40,82’si 1001-10.000 arasi, %19,39'u ise 10.000’in
Gzerinde begeni almistir.

Tablo 14: Sosyal Medyadaki Sahte igerikleri Paylasan Hesaplarin Tiirleri

Hesap Tiirii Haber Sayisi (N) Yiizde (%)
Siradan insan 14 %7,14
Anonim Hesap 11 %5,61
Taninmis Anonim Hesap 66 %33,67
Taninmig Hesap 92 %46,94
Haber icerikli Yayin Yapan Hesap 13 %6,63
Toplam 196 %100

Tablo 14’te arastirma ornekleminde yer alan ve sosyal medyada paylasilarak daha sonra
teyit.org tarafindan dogruluk kontrolleri gergeklestirilmis 196 icerigi paylasan hesaplarin tirlerine ait
sayisal veriler bulunmaktadir. Tablo 14’te yer alan verilere gére COVID-19 pandemisinin ilk 1 yillik
sirecinde paylasilan 196 sahte haberin %46,94’l taninmis hesaplar tarafindan dolasima sokulmustur.
Bu orani %33,67 ile kimligi belli olmayan ancak takipgi sayisi yliksek olan taninmis anonim hesaplar
takip etmektedir. incelenen igeriklerin %7,14’{i takipgisi az olan siradan insanlar, %6,63’ii ise haber
icerikli yayin yapan hesaplar tarafindan paylasiimistir. Anonim hesaplar ise %5,61’lik oran ile en az
sahte haber paylasimi yapan profiller olma 6zelligine sahiptir. Tim bu veriler incelendiginde takipgi
saylisi yliksek olan taninmis hesaplarin sahte haber paylasimi ve yayilimi konusunda ilk sirada yer
aldigi tespit edilmistir.

Tablo 15: Paylasilan Sahte icerikleri Yayimlayan Hesaplarin Takipgi Sayilari

Takipgi Sayisi Haber Sayisi (N) Yiizde (%)
0-10 3 %1,53
11-50 2 %1,02
51-100 1 %0,51
101 - 500 4 %2,04
501 - 1000 15 %7,65
1001 - 10.000 36 %18,37
10.001 - 50.000 40 %20,41
50.001 - 100.000 15 %7,65
100.001 - 1.000.000 65 %33,16
+1.000.000 15 %7,65
Toplam 196 %100

Tablo 15’te arastirma ornekleminde yer alan ve sosyal medyada paylasilarak daha sonra
teyit.org tarafindan dogruluk kontrolleri gerceklestiriimis 196 icerigi yayimlayan hesaplarin takipgi
sayilarina yonelik sayisal veriler bulunmaktadir. Tablo 15’te yer alan veriler incelendiginde COVID-19
pandemisinin ilk 1 yillik sirecinde paylasilan 196 sahte haberin %1,53’U 0-10 takipgi sayil, %1,02’si
11-50 takipgi sayili, %0,51’i 51-100 takipgi sayili, %2,04’G 101-500 takipgi sayili, %7,65’i 501-1000
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takipci sayili, %18,37'si 1001-10.000 takipgi sayili, %20,41’i 10.001-50.000 takipgi sayili, %7,65i
50.001-100.000 takipci sayili, %33,16’si 100.001-1.000.000 takipgi sayil, %7,65’i ise 1 milyonun
Uzerinde takipgi sayisi bulunan hesaplar tarafindan paylasiimistir.

Tablo 16: Sosyal Medyada Paylasilan Sahte iceriklerin Farkh Platformlarda Paylasilma Oranlari

Farkh Platformlarda Dolasima Sokulmus mu? Haber Sayisi (N) Yiuzde (%)
Evet 96 %48,98
Hayir 100 %51,02
Toplam 196 %100

Tablo 16’da arastirma ornekleminde yer alan ve sosyal medyada paylasilarak daha sonra
teyit.org tarafindan dogruluk kontrolleri gergeklestirilmis 196 igerigin farkli platformlarda paylasiima
oranlarina ait sayisal veriler bulunmaktadir. Tablo 16’da yer alan verilere gére H, hipotezi
dogrulanmis ve COVID-19 pandemisinin ilk 1 yillik siirecinde paylasilan 196 sahte haberin %48,98’i
farkli platformlar arasinda dolasima sokulurken, %51,02’sinin farkli platformlar arasinda yayilmadigi
gorilmektedir.

Sonug

Sosyal medya platformlari bilingli sekilde kullanildiginda diger kullanicilarla etkilesim kurma
acgisindan 6nemli bir aragtir; ancak dogru bilgi edinme s6z konusu oldugunda olumsuz bir hal aldigi da
soylenebilmektedir. Sosyal medya haberciliginin yayginlasmasiyla birlikte bilgi konusunda bir karisiklik
yasandigl gorilmektedir. Bu cercevede bir haber ya da olay konusunda genellikle kisisel olarak
yansitilan ve kaynak konusunda gerekli 6zen gosterilmeyen enformasyon birikimi bilgi kirliligine yol
acmaktadir. Dezenformasyon “bilingli olarak yanlis bilginin yayilmasi, karsisindakinin géruslerini ve
fikirlerini etki altina almak amaciyla 6zellikle hilkimet ya da temsilcisi tarafindan baska bir glice ya da
medyaya karsi kullanilmasi” seklinde tanimlanmaktadir (Cinarli, 2008, s. 87). Sosyal medyada
dezenformasyonun hizli sekilde yayllmasinda sosyal medya aglarinin sorumluluklarinin yani sira
kullanicilarin da korkutucu, sok edici ve ilging icerikleri paylasma hevesleri etkili olmaktadir. Bu
nitelige sahip icerikler ise genellikle yanlis bilgilerden olusabilmekte ve dogru bilgilerden daha fazla
etkilesime girebilmektedir.

Sahte haber, haberciligin ilk zamanlarindan beri bir sekilde geleneksel medyada varligini
sirdirmdistir. Sahte haberler, yanls bilgilendirme ve dezenformasyon gibi diger bilgi kirlilikleri ile de
ortiisebilmektedir. internet ve dzellikle de sosyal medya aglariyla birlikte bilgi paylasiminin hizlanmis
olmasi sahte haberin son donemlerde glindeme gelmesinin sebeplerinden birisidir. Sosyal medyada
sahte haberler gercek haberlere oranla ¢ok daha fazla paylasilirken COVID-19 salgini doneminde
kullanicilar daha fazla sahte haberle karsilasmislardir. Bunun en temel sebeplerinden birisi ise yurttas
gazeteciligi pratiginin son donemde artis gostermesidir. Ginimizde gelisen yeni gazetecilik pratigi
yurttas gazeteciligi olarak benimsenmektedir. Bu kavram akilli mobil cihazlar sayesinde herkesin
haber Uretebildigi, kaydettigi haberi takipcileriyle paylasabildigi ve hatta geleneksel medya araciligiyla
toplum ile paylasabildigi anlamini tasimaktadir. Ancak yurttas gazeteciligi bir takim etik sorunlar da
beraberinde getirmektedir. Amator olarak yapilmasindan dolayi yurttas gazeteciligi farkli agilardan
sorunlar yasanmasina ve ulastigl kisilerin bu tirden dretilen haberlere karsi glivensizlik duygusu
hissetmesinden 6tiirti bu haberlerin esikten gecememesine yol agmaktadir.
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Kisa siire icerisinde tim diinyaya yayilarak bir salgin haline gelen COVID-19, ilk olarak Cin’in
Wuhan eyaletinde 2019 yilinin Aralik ayinda ortaya ¢ikmistir. Etkilesim bigimleri de COVID-19
salginiyla birlikte degismistir. Dinya capinda tim insanlara aralarinda sosyal mesafe koymalari
Onerilmistir. Bireyler yakin cevreleriyle iletisimde bulunmak amaciyla sosyal medya platformlarini
kullandikga bu platformlarin kullanim oraninda %61 civarinda artis meydana gelmistir. Pandemi
doéneminde ayni zamanda video konferans, ¢evrimigi toplanti ve sohbet etme olanagi taniyan birgok
uygulama da gin gectikce popilerlik kazanmistir. COVID-19 salgini siirecinde dijital yerliler yeni
siirece daha hizli adapte olurken, dijital gocmenler ise adaptasyon sirecinden olumsuz sekilde
etkilenmislerdir.

Bu calismada sosyal medya platformlarinin yanlis bilginin yayilmasi siirecinde oynadigi rol
COVID-19 pandemisiyle ilgili paylagilmis olan icerikler {zerinden analiz edilmistir. ilk COVID-19
vakasinin gorildigi tarihten (01 Arahk 2019) itibaren 1 yillik zaman dilimi igerisinde sosyal medyada
paylasilmis COVID-19 haberleri, dogrulama platformu olan teyit.org Gizerinden incelenmistir.

Sonug olarak; glinimiizde sosyal medyayla birlikte haber siteleri, televizyon ve gazeteler de
haber edinme araci olarak kullanilmaya devam etmektedir. Bu medya platformlari igerisinde yanhs
enformasyonun en ¢ok yayildigl alan sosyal medyadir. Sosyal medya glinimiizde hemen hemen her
yastan kullanicisi bulunan bir kitle iletisim aracidir. Ozellikle COVID-19 salgini siirecinde kullanici
sayisinin arttigl bilinmektedir. Ancak igerik paylasimi konusunda herhangi bir kontrol ve dogrulama
mekanizmasi icermemesi yanlis enformasyonun yayilmasini da kolaylastirmaktadir. Sosyal medyada
paylasilan yalan haberler ulusal ve uluslararasi kapsamda da degerlendirilebilmektedir. En fazla yanls
enformasyon paylasimi yapilan haber kapsami ise uluslararasi haberlerdir. Yalan haberlerin
baglamdan koparma, carpitma, manipilasyon, uydurma, hatali iliskilendirme, parodi, taklit ve
komplo teorisi gibi yaniltict yonleri bulunmaktadir. COVID-19 pandemisinin ¢iktigi ilk 1 yillik sirecte
en ¢ok “hatali iliskilendirme” ve “uydurma” iceren haberler paylasilmistir. Aydin (2020) tarafindan
yapilan “Post-Truth Donemde Sosyal Medyada Dezenformasyon” baslikli ¢alismanin sonucu da bu
bilgiyi destekler niteliktedir. Bu haberlerin ¢ogunlugu ise sadece yazi olarak degil, beraberinde bir
fotograf ya da gorsel eklenerek dolasima sokulmustur. Haberlerin bu sekilde dolasima sokulmasi ve
cok sayida etkilesim almasi da gostermektedir ki; bir fotograf ya da gorsel iceren paylasimlar konuyu
daha agiklayici bir sekilde anlatmakta ve daha inandirici olmaktadir. COVID-19 salgini siirecinde sosyal
medya kullanicilari tarafindan ¢ok fazla konuda yalan haber Uretilmistir. En ¢ok yalan haberin
Uretildigi haber kategorisi ise “asi calismalarl” ve “dogal tedavi yontemleri” iceren paylasimlardir.
Gunumuizde Twitter, Facebook, Instagram ve YouTube gibi sosyal medya aglari en ¢ok kullanilan
platformlar arasindadir. Sosyal medyada yanls enformasyonun paylasimi noktasinda en c¢ok
kullanilan platform ise Twitter olarak 6n plana gikmaktadir. Sogukdere ve Oztung (2020) tarafindan
yapilan “Sosyal Medyada Koronavirlis Dezenformasyonu” baslikli arastirma ise bu bilginin
dogrulugunu desteklemektedir. Arastirma kapsaminda COVID-19 pandemisinin ilk 1 wyilhik sireci
incelenmis ve bu slireg icerisinde en ¢ok yalan haber paylasimi Mart 2020 tarihinde yapilmistir.
Bunun nedeni ise Tirkiye’de ilk korona virlis vakasinin 11 Mart 2020 tarihinde gortlmesi ve ilerleyen
glinlerde vakalarin gin gectikce artarak toplumda bir panik havasi yaratmasidir. Bu veriler
gostermektedir ki, kiiresel capta krize neden olan olaylarda sosyal medya aktif olarak kullaniimakta
ve cok fazla yalan haberin dolasimina imkan tanimaktadir. COVID-19 salgini siirecinde sosyal
medyada paylasilan yalan haberlere yapilan yorum sayilari ise 101-500 yorum arasinda seyrederek
orta diizeyde bir grafik sergilemektedir. Sosyal medyada paylasilan yalan haberlerin diger kullanicilar
tarafindan da paylasiima orani ise 1001-10.000 paylasim arasinda degiserek oldukga yiksek bir grafik
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ortaya koymaktadir. Ayni sekilde sosyal medyada paylasilan bir yalan haberin diger kullanicilar
tarafindan begenilme orani ise 1001-10.000 begeni arasinda degiserek oldukga yliksek bir grafik
sergilemektedir. Sosyal medya platformlari glinimiizde hem siradan insanlar hem taninmis kisiler
hem de haber igerikli yayin yapan hesaplar tarafindan yogun sekilde kullanilmaktadir. Bu noktada en
cok yalan haber paylasimi yapan hesap tiri ise taninmis hesaplardir. Yalan haberleri paylasan bu
taninmis hesaplarin takip¢i sayilari ise 100.001 ile 1 milyon arasinda degisim gostermektedir.
Taninmis hesaplarin takipgi sayilarinin ¢ok yiliksek olmasindan dolayi paylasilan herhangi bir yanlis
enformasyon ¢ok hizli sekilde toplum arasinda yayilabilmektedir. Ayrica toplumda taninmis kisilere
daha fazla gliven duyulmasindan dolaylr paylastigi enformasyonlarin inandiriciigi da yiksek
olmaktadir. Kullanicilar bazen bir sosyal medya platformunda yapilan paylasimi diger sosyal medya
platformlarindaki hesaplarinda da yayinlayabilmektedir. COVID-19 salgini siirecinde paylasilan sahte
haberlerin ¢ogunlugu ise farkh platformlar arasinda paylasiimamistir. Arastirmayla COVID-19
pandemisiyle ilgili sosyal medyada yayilan yanlis haberlerin bir enformasyon kirliligine yol actig
sonucuna ulagiimistir.

Bu calismada sadece slipheli bilgileri inceleyen dogrulama platformu olan teyit.org sitesinin
yayinladigi COVID-19 ile ilgili yalan haberler incelenmistir. Yalnizca 1 yillik siireci ve tek bir dogrulama
platformunu baz alan bu c¢alisma sosyal medyada dezenformasyonun kisith bir kismini
gostermektedir. Yalan haberin COVID-19 pandemisi sirecinde sosyal medya platformlarinda
artmasinin en énemli sebeplerinden birisi de internet ve sosyal medya kullaniminin salgin doneminde
artis gostermesidir. Bireysel ve toplumsal saglikla birlikte ekonomik ve toplumsal yasami da etkileyen
bu salgin déneminde sosyal medya platformlarindaki yalan haberlerin toplumun psikolojik durumunu
da etkiledigi soylenebilmektedir. COVID-19 salgini gibi toplumsal krizlerde dogru bilgiye ulasiimasi icin
sadece resmi ve yetkili makamlarin takip edilmesi hem bireysel hem de toplumsal ruh saghgi
agisindan 6nem arz etmektedir. Bu dogrultuda COVID-19 pandemisi doneminde sosyal medyada
dezenformasyonun sosyo-psikolojik etkilerinin de arastirilmasi gerekliligi ortaya ¢ikmaktadir. Salgin
doéneminde olusturulmak istenen algilar dijital okuryazarhk bilgilerinin gelismesiyle birlikte ortadan
kalkabilecektir. Bireyler ancak medya mesajlarini dogru okumayi 6grenerek yalan habere karsi dogru
bir tutum ortaya koyabileceklerdir.
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