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ABSTRACT

Today, artificial intelligence (Al) technologies play a transformative role in various areas of human life and reshape social media
communication practices. In this context, the traditional concept of influencer has undergone a change in meaning and function
with the emergence of Al-supported virtual influencers. This study is a critical discourse analysis of user comments posted on the
YouTube program of Alara X, who is positioned as Turkiye's first local virtual influencer. The comments were thematically divided
into three groups as positive, negative and neutral; the discourses in each group were analyzed around key concepts such as Al
perception, digital reality, media representation and technological nationalism. In positive discourses, the surprise and admiration
felt towards Alara X's resemblance to a real person, the trust in technological developments and national pride were most evident.
Negative discourses, on the other hand, focused on the vagueness of the distinction between Al and animation and the misleading
nature of this situation for the audience, reflecting the distrust felt towards digital representation. Neutral discourses included
observational comments made on the identity, voice and similarities of the virtual character with media figures. The study reveals
that the virtual influencer phenomenon is not only a marketing strategy but also a media phenomenon intertwined with social
technology perception, digital literacy and cultural representations. In this context, this research aims to cultivate sociological and
communicative awareness regarding the new media realities shaped created by virtual figures.

Keywords: New mediq, Virtual influencer, Discourse analysis, Artificial intelligence, Alara X.

oz

Gunumuzde yapay zeka (YZ) teknolojileri, insan yasaminin gesitli alanlarinda dénustarict bir rol Ustlenmekte ve sosyal medya
iletisim pratiklerini de yeniden sekillendirmektedir. Bu baglamda, geleneksel influencer kavrami, YZ destekli sanal influencerlarin
ortaya ¢ikistyla birlikte anlam ve islev degisimine ugramistir. Bu galisma, Turkiye'nin ilk yerli sanal influencer’t olarak konum-
landirilan Alara X'in YouTube programina yapilan kullanici yorumlari Gzerinden yurutilen elestirel bir séylem gézimlemesidir.
Yorumlar tematik olarak olumlu, olumsuz ve nétr olmak Gzere Gg gruba ayrilmis; her gruptaki séylemler YZ algisi, dijital gergeklik,
medya temsili ve teknolojik milliyetgilik gibi anahtar kavramlar etrafinda analiz edilmistir. Olumlu séylemlerde, Alara X'in gergek bir
insana benzerligi kargisinda duyulan saskinlik ve hayranlik, teknolojik gelismelere duyulan gaven ve ulusal gurur dne gikmistir.
Olumsuz séylemler ise YZ ile animasyon arasindaki ayrimin belirsizligine ve bu durumun izleyiciyi yaniltici niteligine odaklanarak
dijital temsile duyulan guvensizligi yansitmigtir. Nétr séylemler, sanal karakterin kimligi, sesi ve medya figurleriyle benzerlikleri
Uzerine yapilan gézlemsel yorumlari icermektedir. Calisma, sanal influencer fenomeninin yalnizca bir pazarlama stratejisi degil,
ayni zamanda toplumsal teknoloji algisi, dijital okuryazarlik ve kulttrel temsillerle i ice gegmis bir medya olgusu oldugunu ortaya
koymaktadir. Bu baglamda arastirma, sanal figurlerin yarattigi yeni medya gergekliklerine dair sosyolojik ve iletisimsel bir farkin-
dalik tretmeyi amaglamaktadir.

Anahtar Kelimeler: Yeni medya, Sanal influencer, Séylem analizi, Yapay zekd, Alara X.
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Social Reflections of Artificial Intelligence Discourse in Tarkiye Through “Alara X"

Extended Abstract

This study aims to explore the social reflections of artificial intelligence (Al)
representations in digital media by focusing on “Alara X,” the first local virtual influ-
encer in Turkiye. Despite the increasing visibility of virtual influencers on global
platforms, academic research on local cases, particularly in Tarkiye, remains
scarce. This gap motivates a deeper examination of how users interact with and
interpret such figures, which are situated at the intersection of digital culture, tech-
nological imagination, and media literacy.

The study is structured around three thematic axes: the historical develop-
ment of the concept of artificial intelligence, the transformation of influencer cul-
ture and content production, and the emerging phenomenon of virtual influencers.
As a case study, Alara X offers a unique opportunity to understand how discourses
around A, virtuality, and identity are shaped in Turkish digital spaces.

The research is based on discourse analysis methodology and employs
Norman Fairclough's three-dimensional model to analyze user comments on Alara
X's YouTube appearances. This model allows for a multi-layered reading of
discourse, encompassing textual features, discursive practices, and social practic-
es. Through this lens, the study investigates (1) how users construct parasocial
relationships with a virtual character, (2) how perceptions of reality, credibility, and
impact are shaped, and (3) how ethical concerns, authenticity, and media manip-
ulation debates around Al become visible in user-generated discourse.

The findings demonstrate a wide range of user reactions. Positive comments were
often marked by surprise and admiration for the realistic audiovisual performance
of Alara X. Many users expressed a sense of amazement that blurred the boundar-
ies between fiction and reality, sometimes referring to Alara X as if she were a real
person. These reactions suggest that the visual and narrative construction of Alara
X successfully triggered a perceptual rupture, reinforcing the sense of realism and
technological fascination. Moreover, the link between technological innovation and
national pride was evident in expressions like “Long live Tarkiye!”, indicating that
digital technologies are being symbolically integrated into discourses of national
identity.

Conversely, negative comments displayed skepticism and critical engage-
ment. Many users questioned the authenticity of Alara X, asserting that the charac-
ter was not truly Al-driven but instead generated via conventional animation tools
like “Vtuber” software or “Adobe Character Animator.” These critical voices reflect a
deeper societal concern about media manipulation and the transparency of tech-
nological claims. From Fairclough's perspective, such discourse reveals a tension
between dialogical expectations of audiences and the constructed technological
narrative.

Neutral comments tended to focus on content-related elements, such as
Alara X’s voice-over, visual design, or suggestions for future guests. While more
observational in tone, these comments still contributed to shaping Alara X’'s pres-
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ence in digital culture, often through comparative frameworks (e.g., “Sophia or
Alara X?"), which reveal a broader public attempt to place virtual characters within
known cultural referents.

Overall, the study presents a layered understanding of how Al and digital
representations are received in Turkiye. It underscores the fact that user interpreta-
tions are not merely technical evaluations, but rather sociocultural reflections em-
bedded in broader ideological, emotional, and cognitive frameworks. Alara X
emerges not only as a marketing figure but also as a symbolic artifact that encap-
sulates ongoing debates about technology, authenticity, and the human—-machine
interface.

In conclusion, virtual influencers like Alara X should be analyzed beyond their
functional roles in content creation. They serve as cultural texts through which soci-
eties negotiate the meanings of digital transformation. This case highlights the
need for a more critical and informed public discourse around Al, emphasizing the
importance of enhancing digital literacy and ethical awareness in navigating the
blurred lines between the real and the virtual.

Genigletilmig Oz

Bu calisma, dijital medyada yapay zekd& (YZ) temsillerinin toplumsal
yansimalarini Turkiye'nin ilk yerli sanal influencer’i olan “Alara X" érnegi Uzerinden
incelemeyi amacglamaktadir. Karesel platformlarda sanal influencer’larin
goérunarlagu giderek artsa da, ézellikle Turkiye baglaminda yerel érnekler Uzerine
yapilan akademik calismalar oldukg¢a sinirhidir. Bu bosluk, dijital kaltar, teknolojik
tahayyul ve medya okuryazarh@inin kesisiminde yer alan bu figurlerle kullanicilarin
nasil etkilegim kurdugunu ve anlamlandirma sureglerini daha derinlemesine ince-
lemeyi gerekli kilmaktadir.

Calisma, Ug temel tematik eksende yapilandiriimigtir: yapay zeké kavraminin
tarihsel geligimi, influencer kaltaranun ve igerik Gretiminin déntgtimu ve sanal influ-
encer olgusu. Bir vaka olarak Alara X, Turkiye'deki dijital mecralarda Yz, sanallik ve
kimlik Gzerine sekillenen sdylemleri anlamak igin 6zgun bir firsat sunmaktadir.

Arastirmada séylem ¢ézimlemesi yontemi kullaniimig ve Alara X'in You-
Tube’daki igeriklerine yapilan kullanici yorumlari Norman Fairclough’un G¢ boyutlu
sdylem modeli gergevesinde analiz edilmistir. Bu model, metinsel 6zellikler, sdylem-
sel pratikler ve toplumsal pratikler dizeyinde ¢ok katmanl bir okuma yapiimasina
olanak tanimaktadir. Bu baglamda ¢aligma su tg temel soruya odaklanmaktadir:
(1) Kullanicilar, sanal bir karakterle kurduklari parasosyal iligkiyi nasil anlamlandir-
maktadir? (2) Alara X'e yénelik guavenilirlik, gerceklik ve etkileyicilik algilari nasil
sekillenmektedir? (3) YZ temsillerine iligkin etik, 6zgunlik ve medya manipulasyonu
tartismalari nasil géranur hdle gelmektedir?

Bulgular, kullanici yorumlarinda genig bir yelpazede tepkilerin yer aldigini
goéstermektedir. Olumlu yorumlarda siklikla Alara X'in gérsel ve igitsel performansi-
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na yoénelik hayranlik, saskinlik ve teknolojik ilerlemeye duyulan takdir éne ¢gikmak-
tadir. Kullanicilarin bu karakteri “gergek bir kisi” olarak tanimlayacak kadar etkilen-
mis olmalari, YZ teknolojisinin algisal bir kinima yarattigini géstermektedir. Ayrica
bu yorumlarda teknolojik gelisim, ulusal basari géstergesi olarak da kodlanmig ve
“Yagasin Turkiye!” gibi ifadelerle teknolojiyle ulusal gurur arasinda séylemsel bir
bag kurulmustur. Fairclough’un ideolojik sdéylem tretimi perspektifinden bakildigin-
da, bu tar yorumlar dijital teknolojilerin ulusal kimlik anlatilariyla buatdnlestirildigini
ortaya koymaktadir.

Buna karsilik, olumsuz yorumlar daha elestirel ve sorgulayici bir duzlemi
temsil etmektedir. Bu yorumlarda Alara X'in aslinda bir “YZ” degil, “Vtuber”, “green-
screen animasyon” ya da “Adobe Character Animator” gibi araclarla tretilmig bir
karakter oldugu éne surdlmekte ve Uretim surecinin teknik gercekliginin kasitli
olarak carpitildigi iddia edilmektedir. Bu ifadeler, dijital Gretim ile YZ arasindaki
farkin yeterince acik sunulmamasina karsi bir guvensizlik ve aldatiimiglik hissini
yansitmaktadir. Ayni zamanda bu elestiriler, medyanin dijital gergekligi nasil ma-
nipule edebilecegine dair toplumsal kugkularin da bir ifadesi olarak okunabilir.
Burada, Fairclough’un séylem-diyaloji yapilarina dair boyutu ile teknolojik temsilin
ingasi ve izleyici arasindaki kopukluk acikga gérulmektedir.

N&tr yorumlar ise daha gok gbzlemsel ve igerik odakli tepkilerden olusmakta;
Alara X'in seslendirmesi, fiziksel benzerligi ya da izleyiciler tarafindan &nerilen
konuklar gibi unsurlari igermektedir. Bu yorumlar, Alara X'in bir medya figtrt olarak
taninirhgint - pekigtirirken, ayni zamanda kullanicilarin - onu gergek Kkisilerle
kiyaslamalari (érnegin: “Sophia mi Alara X mi?”) yoluyla hem teknolojik hem de
kaltarel konumlandirmasini da ortaya koymaktadir. Bu durum, sanal karakterin
toplumsal hafizadaki yerinin hentz netlegsmedigini, fakat déntsmekte olan bir figur
olarak sekillendigini géstermektedir.

Genel olarak, analiz edilen sdylemler; yapay zekd, animasyon, gerceklik
algisi, ulusal kimlik ve dijital temsil gibi birgok kavramin kesistigi kalttrel bir ¢6ztm-
leme alani sunmaktadir. Bu baglamda Alara X, yalnizca bir sanal influencer degil;
dijital déntsum, teknolojik kabul ve medya okuryazarliginin sosyolojik bir yansimasi
olarak da okunabilir. Gergeklik ve kurgu arasindaki sinirlarin bulaniklastigr ginimuz
dunyasinda sanal figurlerin dijital kaltardeki yeri, kullanicilarin teknolojiye dair bilgi
duzeyleriyle dogrudan iligkilidir. Bu durum, bireysel ve toplumsal duzeyde dijital
okuryazarlik seviyesinin yeniden gézden gegirilmesini gerekli kimaktadir.

Sonu¢ olarak Alara X 6rnegdi, sanal influencerlarin yalnizca pazarlama
stratejileri olarak degil; ayni zamanda sosyo-teknolojik bir olgu olarak degerlendir-
ilmesi gerektigini gdéstermektedir. Sanal figurler tarafindan inga edilen etkilesim
bicimleri, yalnizca medya tarafindan sekillenen toplumsal gerceklik algimizi
dénusturmekle kalmayip, insan—teknoloji iligkisini de gelecekte yeniden tanimla-
maya adaydir.
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Introduction

Artificial intelligence (Al) technologies represent a paradigm shift that has
transformed almost every aspect of human life in the 2Ist century, extending their
influence from industrial processes to individual forms of interaction. This transfor-
mation, which extends from autonomous systems to healthcare services, from
personalized consumption experiences to media production processes, has not
only technological but also social and cultural consequences. The opportunities
offered by Al, especially in the fields of digital communication and marketing, are
reconstructing traditional relationships of agency, representation, and trust (Dav-
enport et al, 2020). One of the most striking reflections of this transformation is the
rise of the concept of virtual influencers, who are not based on a real person but are
actively present on social media platforms. These virtual figures are created
through artificial intelligence, facial modeling technologies, and algorithms; some-
times they establish parasocial relationships with their followers by presenting
daily life scenes similar to real people. With the digitalization of traditional celebrity
culture, virtual influencers, just like human users, gain followers, produce content,
and collaborate with brands. Especially on visual-heavy platforms such as Insta-
gram, TikTok and YouTube, these characters play an effective role in the recon-
struction of aesthetic norms; they become symbolic figures that shape beauty,
lifestyle and consumption practices.

Digital culture studies have revealed that this phenomenon is not only a
technological but also a sociocultural transformation. Although virtual influencers
are fictional beings equipped with unique personalities and narratives, they can
turn into actors to whom users develop emotional attachment. This situation intro-
duces a new form of representation that questions the boundaries of
human-technology relations and discussions on identity construction within
media environments.

This study aims to understand how Al representations are received in digital
media through the example of Alara X, Turkiye's first local virtual influencer, about
whom there are very few studies in the literature. User comments on Alara X's pro-
gram titled "10 Minute Talk Show with Alara X" broadcast on YouTube will be ana-
lyzed in the light of Norman Fairclough's three-dimensional discourse analysis
model. In this context, the following questions were asked:

1. How do users make sense of the parasocial relationship they establish with
a virtual character?

2. How are perceptions of reliability, reality and impressiveness towards
Alara X shaped?

3. How do discussions of ethics, authenticity and media manipulation
regarding Al representations become visible?

Studies on virtual influencers supported by empirical data in Turkiye are lim-
ited. This study, on the other hand, questions the position of the virtual influencer
phenomenon in social discourse, while also aiming to contribute to the analysis of
cultural relationships established with artificial intelligence. The aim of this study is
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to analyze the perceptions towards the virtual influencer Alara X and contribute to
the discussions on social perception and identity construction regarding digital
influencer culture.

Studies on virtual influencers supported by empirical data in Turkiye are lim-
ited. This study, on the other hand, questions the position of the virtual influencer
phenomenon in social discourse, while also aiming to contribute to the analysis of
cultural relationships established with artificial intelligence. The aim of this study is
to analyze the perceptions towards the virtual influencer Alara X and contribute to
the discussions on social perception and identity construction regarding digital
influencer culture.

The Phenomenon of Artificial Intelligence and Its Historical Development

Artificial intelligence (Al) is considered one of the most important areas of
technological progress today and is profoundly transforming the social, economic
and cultural dimensions of human life. This technology aims to develop systems
that mimic the cognitive processes of human intelligence such as learning, rea-
soning and decision making (Efe & Tuncbilek, 2023). This multifaceted effect of Al
necessitates interdisciplinary studies not only in technical disciplines but also in
social sciences. Communication studies, in particular, offer an important perspec-
tive in understanding the role of Al in human-interactive systems (Gunkel, 2020).
The philosophical foundations of the concept of Al date back to Ancient Greece.
Aristotle’s studies on logic and the idea of mechanical reasoning machines devel-
oped by Leibniz in the 17th century formed the intellectual foundations of Al (Cigek-
dag, 2016; Steffens, 2020). However, the beginning of Al in the modern sense dates
to the "Dartmouth Summer Research Project” organized by John McCarthy and
held at Dartmouth College in 1956. This conference was a critical turning point in
the definition of Al as an independent branch of science (Nilsson, 2009). In 1950,
Alan Turing proposed the Turing Test in his work "Computing Machinery and Intelli-
gence” and questioned whether machines could have the ability to think. The term
Al was first officially used at the Dartmouth Conference in 1956. In the 1960s, the
foundations of expert systems were laid, and the first industrial robots (Unimate)
began to be used in production lines. In the 1980s, significant funds were allocated
for Al research, and initiatives such as Japan's Fifth Generation Computer Project
were launched. During the period known as the Al Winter (1987-1993), research
funding was cut due to failure to meet high expectations (Crevier, 1993). In 1997,
IBM's DeepBlue proved the potential of Al by defeating chess world champion Garry
Kasparov. In the 2010s, Al applications rapidly spread with the development of deep
learning algorithms. Today, Al has reached sophisticated levels with large lan-
guage models (GPT, BERT) and autonomous systems. Al technologies play a trans-
formative role in various sectors such as health (diagnosis), education (personal-
ized learning), transportation (autonomous vehicles) and communication (virtual
assistants). Algorithms that personalize user experience, especially on social
media platforms, are concrete examples of the impact of Al on daily life (Brynjolfs-
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son & McAfee, 2017).

In addition to Fairclough’s model, this study also draws on the Computers
Are Social Actors (CASA) framework proposed by Nass and Reeves (1996). Accord-
ing to this approach, individuals unconsciously apply human-to-human social
rules and expectations to their interactions with computers and Al systems. People
tend to attribute personality, emotion, and intentionality to technological interfaces
that display even minimal cues of social behavior. This framework provides a valu-
able lens for interpreting user reactions such as “respecting,” “admiring,” or “ad-
dressing” Alara X as if she were human, suggesting that such behaviors stem from
automatic social responses to anthropomorphic design cues rather than deliber-
ate belief in Al personhood.

Influencers and Content Production

The word “Influence” is defined as "the power to create an effect on people or
things, or a person or thing that can do so". ‘Influencer” means "A person who
affects or changes the behavior of other people” (Cambridge Dictionary, n.d.). In
short, influencers are individuals who have a certain follower base on social media
and who influence their audience in terms of ideas, behaviors or consumption
habits.

With the spread of digitalization, traditional marketing methods have been
replaced by more dynamic and interactive strategies. Influencer Marketing, one of
these strategies, is based on brands collaborating with people who have a wide
range of influence on social media to reach their target audience. Influencers are
individuals who have gained credibility in a certain area of expertise and have
established a sincere bond with their followers. For this reason, they mediate
brands to convey their messages in a more organic and convincing way (Bayuk &
Aslan, 2018).

During crisis periods, merely ensuring effective crisis coommunication is not
sufficient; it is equally crucial to adopt a sustainable migration communication
policy that encompasses migration processes. Consequently, for relevant actors
and institutions, the primary objective should be the effective implementation of
such a policy. Migration communication is a broad concept that includes all com-
munication processes, strategies, and tools used among actors and structures
involved in migration.

Influencer marketing basically aims to promote products or services through
the influencers’ personal social media accounts and direct the target audience to
purchasing behavior. Although this strategy is similar to traditional “celebrity use”
methods, it provides higher reliability thanks to the more intimate and interactive
relationship that influencers establish with their followers (Sammis et al., 2015; as
cited in Baycu & Artukaslan, 2023). Today, this approach, supported by the right
influencer selection and original content, allows brands to establish a deeper con-
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nection with consumers.

The Concept of Virtual Influencer

With developing technologies, a new dimension of influencer marketing has
emerged: virtual influencers. This concept refers to characters that are not real
people but actively produce content on social media, created using computer
graphics and Al technologies in the digital environment. Virtual influencers are
designed to resemble real people in terms of their physical appearance, personali-
ty, and behavior, and just like traditional influencers, they can collaborate with
brands and even shape cultural trends (Moustakas et al,, 2020). Al is used in the
marketing world for purposes such as improving customer experience, analyzing
data, and better understanding the target audience (Blueshift, 2018; cited in
Campbell, 2020). However, in recent years, one of the most striking applications of
this technology is the positioning of completely virtual characters as “influencers’
(Arsenycm & Mirowska, 2021). These characters, referred to in the literature as "virtu-
al influencers”, "Al influencers” or "computer-generated influencers (CGI)", have
become a new marketing channel for brands (Baycu & Artukarslan, 2023).
Although influencers have been around for a long time on social mediq, virtual
influencers have recently emerged on such platforms: These are Computer Gener-
ated Image (CGI) characters that act and resemble humans, even if they do not
physically exist in the real world (Conti et al.,, 2022). A virtual influencer is defined as
a person or thing created by software and created and consumed only through
digital environments that can influence others, primarily through marketing col-
laborations or participation in social campaigns (Moustakas et al, 2020). They
resemble human characteristics, behaviors, and actions; however, they do not cor-
respond to any human in the real world. The history of the virtual character phe-
nomenon dates to the early 90s when cartoon characters were the pioneers. Ani-
mation has been used as an advertising tool since the 1940s due to the high audi-
ence interaction it creates. Virtual idols have grown rapidly and gave rise to virtual
YouTubers in early 2016 (Conti, Gathani, & Tricomi, 2022). A virtual YouTuber or
"Vtuber" is a fictional character that appears in YouTube videos and live broad-
casts. These are 3D models that usually exist in digital form and are typically asso-
ciated with a voice to provide vocal performances (Tang et al,, 2021). In 2016, a rela-
tively new phenomenon known as Virtual Influencers emerged, which can be con-
sidered an evolution of virtual idols and virtual YouTubers. Virtual influencers
actively play a role in the fashion, music, and entertainment sectors and collabo-
rate with international brands. Some of the virtual influencers that have become
popular in the world and in Turkiye are:

LilMiquela: Miquela Sousa is a 19-year-old Brazilian-American influencer
who debuted on Instagram in 2016 and has over 3 million followers (Drenten &
Brooks, 2020). She is a Computer-Generated Imagery (CGI) character developed
by Brud, a Los Angeles-based company. She describes herself as a “musician,
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change seeker, and drip robot” (Conti, Gathani, & Tricomi, 2022).

Shudu Gram: Shudu is the world's first digital supermodel, created by British
photographer Cameron-James Wilson, founder of The Diigitals Agency. She has
over 200,000 followers on Instagram and a significantly higher 3.12% engagement
rate compared to some of the most popular virtual influencers. Shudu has also
done some major brand collaborations (Conti, Gathani, & Tricomi, 2022).

Although examples in this field are limited in Turkiye, some Al-based charac-
ters have begun to emerge in recent years:

Ay Pera: Created in 2020 with 3D modeling and Al technologies, Ay Pera
attracts attention with her music and fashion content. Active on Instagram and
Twitter, this character has also released a song called “Isil Isil" (Demir, 2021).

Alara X: Developed by IAMX Live, Alara X stands out with fashion and brand
collaborations. Despite being a completely digital entity, she produces content and
interacts with consumers like a real influencer (IAMX Live, 2023).

In short, virtual influencers emerge as an innovative phenomenon that
emerges with the integration of Al and digital design into the marketing world.
Offered as an alternative to real people, these characters offer unlimited creative
opportunities for brands and play an increasingly effective role in shaping con-
sumer behavior.

Research Methodology

This study was designed within the framework of a qualitative research
approach and was conducted using the discourse analysis method. The main pur-
pose of the research is to examine the user comments made on the program “10
Minutes Talk Show with Alara X", one of Turkiye's first virtual influencers, broadcast
on YouTube, and to reveal the perceptions and attitudes of the audience towards
virtual influencers and the nature of their interactions with these characters.

Data Source and Data Collection Process

The dataset of the study consists of user comments under the program
called “10 Minute Talk Show with Alara X”, which is broadcasted on the YouTube
platform and moderated by Alara X. The data collection process was carried out by
examining all episodes accessible as of March 2025. A total of 10 episodes were
included in the analysis and a total of 884 user comments from these episodes
were evaluated. The comments were selected considering the criteria of relevance
to the purpose of the study and significance; only spam, emoji-heavy or com-
ments that did not directly contribute to the content were excluded. Basically, the
comments were divided into three groups in terms of content: positive, negative
and neutral. The selection criterion focused on user-generated expressions that
contained emotional, evaluative, or identity-related statements about Alara X.
Comments without linguistic value (such as emojis only or unrelated tags) were
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excluded. Accordingly, a total of 300 comments were analyzed in depth, including
120 positive, 110 negative, and 70 neutral statements that met the inclusion criteria.
Although neutral comments were fewer in number, they were retained in the data-
set due to their relevance in revealing parasocial and observational discourses
that contribute to the overall interpretation of user engagement. Overall, the sam-
pling strategy followed a purposive approach, aiming to include diverse expres-
sions that represent admiration, skepticism, irony, and curiosity. This approach was
chosen to reflect the variety of user attitudes surrounding virtual influencers in
Turkey.

Alara X, one of the first examples of virtual influencers in Turkiye, produces
content on YouTube under the username "@IAMXTV". In the talk show series "10 Min-
utes with Alara X" published on her channel, Alara X conducts short interviews with
different guests and brings various social, cultural or popular topics to the agenda.
One of the sections in the series, a video featuring YouTuber-Actor Oguzhan Ugur,
stood out with its high number of views and interaction level; therefore, it was
selected for detailed examination within the scope of the research. User comments
made under this section were evaluated using the discourse analysis method and
the perception, attitude and reactions of the audience towards Alara X were sys-
tematically analyzed.

Discourse Analysis Through the Fairclough Model

The discourse analysis method used in the study aims to analyze digital
interaction practices through user comments and to reveal the world of meaning
that viewers establish with a virtual influencer. Discourse analysis allows the exam-
ination of not only linguistic expressions but also the identities, relationships and
social norms structured through these expressions. The discourse analysis method
used in this study is based on Norman Fairclough's three-dimensional discourse
analysis model (Fairclough, 1995). Norman Fairclough is one of the pioneers in the
field of critical discourse analysis (CDA). The three-dimensional discourse analysis
model he developed emphasizes that discourse is not only a linguistic structure
but also a social practice. According to Fairclough's model, a discourse should be
analyzed at three levels:

« Textual (Linguistic) Level Analysis
- Discursive Practice Level (Context of Production and Consumption)

- Social Practice Level (Ideology and Hegemony)

At the textual level, the linguistic features of the discourse such as word choice,
syntax, rhetorical structures, and narrative forms are examined. At this level, the
focus is on the question of "how is the discourse constructed?” At the discursive
practice level, the context in which the discourse is produced, distributed, and con-
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sumed is analyzed. The question of "by whom, in which medium, and how is the
discourse used?" is asked. How discourses circulate in areas such as media, edu-
cation, and politics is evaluated at this stage. At the social practice level, the rela-
tionship between the discourse and social relations, ideologies, and power struc-
tures is examined. At this level, th analysis seeks to answer the question "Which ide-
ologies does the discourse legitimize or question?”. The hegemonic or counter-he-
gemonic potential of the discourse is analyzed here.

Particular attention was given to linguistic elements such as modality, evalu-
ative adjectives, intensifiers, pronouns, and metaphorical expressions. The analysis
traced how users linguistically construct admiration, skepticism, or emotional
attachment through word choices and syntactic structures. For example, intensifi-
ers such as “so real,” “really advanced,” or “too scary” amplify emotional tone, while
the use of first-person plural pronouns (“we,” “our country”) reflects collective iden-
tification. Modal verbs (“should,” “can,” “must”) reveal users’ judgments of possibili-
ty and necessity, signaling both belief and moral stance within the discourse.

Overall, when examined within the framework of Fairclough's three-dimen-
sional discourse analysis model, analyzing user comments towards Alara X not
only at the textual level but also in terms of the production of discourse through
media and its relationship with social ideologies plays an important role in under-
standing the cultural positioning of digital figures (Fairclough, 1995).

Data Analysis Process

Data analysis was carried out manually by the researcher without using
qualitative data analysis software. The analysis followed a three-stage open
coding process. In the first stage, descriptive codes were assigned to all comments
that reflected users’ emotional or ideological positioning. In the second stage, simi-
lar codes were grouped into categories such as admiration, disbelief, fear, trust,
and national pride. In the third stage, these categories were synthesized into six
main themes that aligned with Fairclough’s three levels of critical discourse analy-
sis: textual, discursive, and social practice. To ensure analytical reliability, the
coding process was verified through intra-coder reliability testing. Fifteen percent
of the dataset was re-coded two weeks later, yielding a 92% consistency rate.
Comments were first analyzed line by line using the open coding method, and
meaningful expressions were classified, then thematic clusters were created in line
with similarities and repetitions. Relationships between themes were evaluated
together with the contexts within the discourse.

Limitations of the Study

The main limitation of this study was that it only performed an analysis
based on YouTube user comments. Therefore, user reactions on different platforms
on social media or one-on-one interaction experiences with virtual influencers
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were outside the scope of this study. In addition, since the data are public com-
ments, demographic information about the participant profile cannot be
accessed. However, this limitation can also be considered as an advantage in
terms of the comments providing an anonymous and natural form of expression.

Findings and Analysis

Alara X is one of the first examples of virtual influencers in Turkiye and has an
active digital presence on both YouTube and Instagram platforms. Alara X, who is
on Instagram with the username "@iamalara_x’, shares daily life-themed posts
with her followers and produces content on popular topics such as fashion, beauty
and technology. Alara X, who broadcasts on YouTube with the username "@IAMX-
TV", hosts short interviews with various guests in a talk-show format titled "10 Min-
utes with Alara X". Through these platforms, Alara X establishes a two-way interac-
tion with her followers; she both attracts attention as a virtual character and rep-
resents a new influencer model based on Al representation. This section will pres-
ent findings based on the discourse analysis conducted on the content and user
comments published especially on the YouTube platform.

Image I: Alara X Instagram and YouTube Images

¢ iamxalara

IAMX ALARA

245 754B
gonderi takipgi

Girl, Al Unreal Star g

ABRAX

W U8 Sadiis

AlaraX

WIAMXTY

il ... devami

instagram.comjfiamxalara ve 1 baglanti daha

Source: https://youtu.be/-0_WDGCK60ow?si=n3sTZgMJjKXDywX0
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Table 1: Hierarchical Relationship Between Thematic Clusters,
Underlying Themes, and Fairclough’s Three Dimensions

Table 1 presents the hierarchical relationship between the thematic clusters
identified in this study, their underlying subthemes, and Fairclough’s three analyti-
cal dimensions. This structure demonstrates how micro-level themes such as
admiration, fear, or curiosity collectively form broader interpretive catego-
ries—technological nationalism, digital skepticism, and parasocial relations. Posi-
tioning each theme across the textual, discursive, and social levels illustrates how
linguistic choices and affective expressions connect individual user reactions to
wider ideological and cultural frameworks within Turkish digital culture.

Positive Discourses: Technological Nationalism and Digital Admiration

This section elaborates on users’ highly positive discourses, which center
around admiration, trust, and collective pride toward Alara X.

Image 2: Positive Comments Images of 10 Minutes Talk Show Program with Alara X

Abi bu nasil miimkiin olabilir bu bildigin insan
birazcik da korkuyorum teknoloji nereye gidiyor
akhim almiyor

Bu yapay zekaya saygi duyuyorum ok etkilendim ve
cok guzeldi en ok etkilendidim odusan udura desigi
ekonomi bakani veya milli egitim bakan olurdum
demesi beni gok etkiledi

Teknolojinin Me Seviyeye Geldiginin Gram Farkinda

Olmayan Insanlarla Dolu Yorumlar ...

Bu kizin yazilimini kim yazdi 7 Ustun zeka @ 9 %
[wnMunammed m4aq -« 4 nce 2
Gergekten lUlkemiz ¢ok gelismis artik yapay zeka bile
uretiyoruz yasasin turkiyem @ @
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Source: https://youtu.be/-0_WDGCKBow?si=n3sTZgMJjKXDywX0

Many comments express fascination with her realistic visual and vocal per-
formance, describing her as a symbol of technological achievement and progress.
Such expressions of national pride (“Our country finally did it!”, “This is the future of
Turkish technology!”) illustrate how admiration transcends individual excitement
and becomes tied to a collective identity. At Fairclough'’s textual level, these com-
ments are characterized by emotional intensifiers and positively charged adjec-
tives that amplify users’ affective engagement. At the discursive practice level, they
reproduce popular media narratives linking technological success with national
prestige. Finally, at the social practice level, these discourses contribute to what
can be described as technological nationalism—the process by which technologi-
cal artifacts like virtual influencers become invested with ideological meanings of
national pride and cultural progress. Through these layered meanings, admiration
for Alara X reflects not only technological enthusiasm but also a broader cultural
aspiration to position Turkey as a competitive actor in the global digital sphere.

The positive comment examples in Visual 2 reflect the admiration felt for the
human-like features of Al technology, the emotional bond established through
appreciation with the virtual influencer Alara X, and the nationalist sentiments
strengthened through a locally produced Al figure. When the linguistic features of
the comments are examined, different layers of emotional and ideological mean-
ing emerge.

In the commment “Brother, how is this possible, this is just a human, | am a little
scared, | can't understand where technology is going,” an emotional intensity com-
bining both surprise and fear appears. The utterance begins with the word “broth-
er,” a marker of everyday and colloquial Turkish speech, showing that reactions
toward Al are articulated through the language of daily life rather than formal or
technical discourse. The co-existence of admiration and anxiety indicates ambiv-
alence—both marveling at and fearing the unknown. Describing Alara X as “just a
human” demonstrates the humanization effect created by Al's lifelike qualities.

Similarly, the comment “| respect this Al, | am very impressed...” conveys both
admiration and emotional engagement. Expressions of respect and being “im-
pressed” indicate that users attribute human-like emotions to digital beings. The
emphasis on Alara X’'s humorous responses to Oguzhan Ugur reveals how her wit
and simulated social awareness foster admiration, suggesting that she is per-
ceived not merely as a technological construct but as a social actor capable of
performing culturally intelligible roles.

In contrast, the comment “Comments full of people who are not at all aware
of the level technology has reached..” redirects its focus away from Alara X and
toward other users, positioning technological awareness as a marker of social
consciousness and symbolic superiority. This reflects a subtle ideological struggle
between those who perceive themselves as technologically literate and those who
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do not, reinforcing a discourse of elitism linked to digital competence.

Another illustrative example, “Our country is really very advanced, now we
even produce Al, long live Turkiye ®,” establishes a direct connection between
technological innovation and national identity. Here, Al becomes an emblem of
national pride and self-sufficiency. The use of the Turkish flag emoji amplifies the
emotional intensity of nationalistic discourse, while the phrase “we can do it too”
encapsulates a collective aspiration for recognition in the global digital economy.
This local Al discourse reveals the integration of national ideology into everyday
digital communication.

Taken together, these positive discourses—marked by admiration, trust, and
pride—show that Alara X functions not only as an entertainment figure but also as
a vessel of emotional and ideological investment. The comments rely heavily on
emotional, spontaneous, and colloquial language, reflecting the popular culture
context in which they are produced. The virtual influencer format blurs the line
between reality and simulation; Alara X's ability to “respond” and her aesthetic
appeal make her consumable on dual levels—as both Al and social persona.
Phrases such as “a person you know,” “it was very beautiful,” and “I respect” illus-
trate how the boundaries of humanity become blurred. In the eyes of supportive
users, Al is no longer merely instrumental—it carries ethical and emotional signifi-
cance.

Therefore, this theme aligns with Fairclough’s three-dimensional framework:
at the textual level, linguistic choices such as exaggerated adjectives and national
metaphors reveal underlying affective and ideological positions; at the discursive
practice level, users reproduce dominant media narratives of technological prog-
ress and digital personhood in Turkish popular culture; and at the social practice
level, the normalization of admiration for Al-driven personas signifies the emer-
gence of technological nationalism, where digital innovation becomes intertwined
with collective pride and the symbolic redefinition of national identity in the digital
age.

Ultimately, these findings indicate that emotional and ideological responses
to Alara X cannot be reduced to technological novelty; rather, they reflect a deeper
process of meaning-making in which admiration becomes a vehicle for national
belonging and self-expression. By treating technology as a mirror of collective
identity, users transform digital innovation into a discourse of cultural affirmation.
This synthesis reveals how everyday online language turns technological enthusi-
asm into a subtle form of social cohesion.

Negative Discourses: Digital Skepticism and Authenticity Crisis

This section focuses on the skeptical and critical discourses surrounding
Alara X, which primarily center on disbelief, irony, and authenticity concerns. Unlike
the admiration-oriented comments analyzed earlier, these discourses reflect
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users’ hesitation and resistance toward the normalization of artificial personas.

Image 3: Negative Comments Images of 10 Minutes Talk Show Program with Alara X

haracter Animation ile kolaylikla yapilan
vy, Robot olarak dusunmeyin. Kisinin kamerayi
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eka

Bu bir yapay zeka dedil animasyon farklan bariz
zaten de Turkiye izleyenlerine biz bi animasyon
karakteri yaptik deseniz de yapay zeka yaptik
desenizde ayni tepkiyi alirdiniz niyve yalan séyleme
gereksinimi duydunuz bu bir, ikincisi buraya konuk
gelenlerin amaci ne? Meyi vaad ediyor bu kanal size?
Insanla konustuk bir de yapay zekayla mi (yersen
tabii) kenusalim dediniz Ce naar yani aklhim
hafsalam almadi anlamadim da amag ne yahu

"

Arkadasl i keklivorlar bu yapay zeka degil basit

bir animasyon karekteri!! Seslendiren bir zamnalr
vibio daki pelin!! Gelmeyin bu tip oltalamalara!!

buna diinya capinda vtuber deniyor, avatarin
arkasinda gercek insan var ve avatar o insanin

a1 gesitli sensorlerle ylz ifadesini hareketini vs
algilayip harekete donlsturdyor. anlasilan vtuber ne
demek gok bilinmedidi igin Ulkemizde bu sekilde
yapay zeka diyerek kakalamaya galigmiglar

Green screen anim

Yapay zeka ya da robot dedil.

Bu hale gelmesi icin 50 sene daha lazim.
Yiiziklerin efendisindeki GOLLUM gibi dil
Bir insan canlandinyor ama goruntu gok farklh.

uniin.

Source: https://youtu.be/-0_WDGCKBow?si=n3sTZgMJjKXDywX0

Many users express ambivalence about whether Alara X should be accepted
as a “real” figure or rejected as a threat to human distinctiveness. This theme,
therefore, reveals the tension between technological fascination and digital doubt,
a duality that frequently characterizes the human—Al relationship in popular media
contexts.
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The skeptical commments often question the authenticity of Alara X's exis-
tence and her emotional or moral capacity. Some users openly reject the idea that
Al-generated entities could evoke genuine empathy or moral recognition, while
others approach the phenomenon with humor and irony. For instance, the com-
ment “She looks real, but she is not; this is deception at its best” explicitly identifies
Al representation as a form of visual and emotional manipulation. The user’s lan-
guage carries both disbelief and subtle discomfort, suggesting a moral unease
about being emotionally moved by a synthetic image. Similarly, expressions such
as “This is creepy,” “Technology has gone too far,” or “We are losing humanity”
reveal existential anxiety—a fear that technological development might surpass
ethical and emotional boundaries.

At the textual level, these comments are characterized by sarcastic tones,
rhetorical questions, and skeptical adjectives (“fake,” “soulless,” “scary”) that
linguistically construct Al as an other. The emotional charge here is not admiration
but alienation. Through these lexical and grammatical choices, users articulate
their disbelief while maintaining a sense of ironic detachment. For example, in the
comment “She is beautiful, but at least humans make mistakes,” irony becomes a
linguistic tool to reaffirm human superiority. Such remarks also illustrate how
humor and skepticism coexist, serving as mechanisms of both critique and psy-
chological distance from technology’s growing autonomy.

Several users’ comments also reveal a broader authenticity crisis—a cultural
anxiety about what remains “real” in the era of algorithmic production. This is
evident in reactions like “Even feelings are artificial now,” or “You can't trust any-
thing you see anymore.” These comments do not merely reject Alara X as an indi-
vidual entity but point to a larger epistemological concern: the collapse of tradi-
tional markers of truth, originality, and sincerity in the digital environment. Here,
skepticism is not only a rejection but also a defense mechanism against the uncer-
tainty of post-digital reality.

At the discursive practice level, these skeptical narratives echo global
debates about deepfakes, authenticity, and post-truth culture. In Turkish digital
spaces, such skepticism often merges with cultural discourses of morality and
human dignity, where the idea of “playing God” through technology evokes both
fascination and moral resistance. Some comments imply that over-automation
devalues human creativity and emotional labor, aligning with Fairclough’s notion
that discourse simultaneously reproduces and challenges dominant ideologies.

Socially, these skeptical discourses reflect a struggle over meaning and con-
trol in the digital age. Users negotiate their position between the allure of innova-
tion and the fear of losing agency to artificial systems. Within Fairclough’s social
practice dimension, this negotiation manifests as a cultural resistance—a reasser-
tion of human exceptionalism in the face of increasing algorithmic presence. The
discourse of digital skepticism, therefore, operates as a form of ideological bound-
ary maintenance, safeguarding human identity and moral autonomy against the
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encroachment of machinic agency.

In summary, this theme aligns with Fairclough'’s critical discourse framework
across all three levels. At the textual level, sarcasm, irony, and rhetorical question-
ing linguistically encode disbelief and anxiety; at the discursive practice level,
skepticism mirrors global post-truth anxieties while articulating culturally specific
moral concerns; and at the social practice level, these discourses serve as ideolog-
ical defense strategies that reaffirm human-centered ethics in a digitally saturat-
ed culture. Together, they reveal that digital skepticism functions not merely as
rejection but as a complex emotional negotiation with the promises and perils of
artificial intelligence.

Taken together, the skeptical narratives illustrate that users are not merely
rejecting technological change but actively redefining what authenticity and truth
mean in the digital sphere. Their irony, suspicion, and doubt serve as cultural
defense strategies that safeguard human distinctiveness while acknowledging the
inevitability of mediated life. This negotiation between control and vulnerability
shows that distrust itself becomes a discursive resource for maintaining moral and
emotional agency in an algorithmic world.

Neutral Discourses: Parasocial Relations and the Reconfiguration of
Human-Al Interaction

This section focuses on the relational and affective dimensions of users’
engagement with Alara X, emphasizing the ways in which audiences develop
parasocial attachments and human-like emotional responses toward an artificial
entity.

Image 4: Neutral Comment Images of 10 Minutes Talk Show with Alara X
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Source: https://youtu.be/-0_WDGCK60ow?si=n3sTZgMJjKXDywX0
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The findings reveal that admiration and skepticism often coexist within the
same comment threads, yet many users display forms of emotional investment
and interpersonal language that mirror relationships with real human influencers.
These discourses illustrate how human-—Al interaction transcends technological
fascination and evolves into a subtle form of social and affective exchange.

Several users employ personalized and empathetic language when
addressing Alara X, as if communicating with a sentient being. Comments such as
“She seems so kind,” “l love her calm voice,” or “She feels more real than most influ-
encers” indicate that users attribute psychological and moral qualities to an artifi-
cial character. The linguistic structure of these statements—direct address, use of
personal pronouns, and affective adjectives—creates an illusion of intimacy. This
demonstrates that the users’ perception of Alara X extends beyond her visual or
technological sophistication; they treat her as a subject with emotional presence.
At the textual level, this form of address transforms the Al interface into an interper-
sonal space of emotional projection.

A striking example of this phenomenon is the comment “She listens and
responds better than some real people.” Here, the humor and irony veil a deeper
truth: the user implicitly measures human empathy through technological perfor-
mance. This inversion—judging human traits through Al behavior—reveals a recon-
figuration of social expectations in digital culture. Similarly, expressions like “I wish
she could give advice,” or “She seems like someone | could talk to” reflect a longing
for emotional reciprocity and stability in mediated communication. These com-
ments indicate how Al personas fulfill psychological functions traditionally associ-
ated with parasocial relationships in mass mediq, yet intensified by the illusion of
real-time responsiveness.

At the discursive practice level, these comments exemplify the normalization
of emotional connection with algorithmic agents. The relational discourse sur-
rounding Alara X reproduces the affective logic of influencer culture, where
authenticity and accessibility are key to engagement. However, in this case, the
illusion of “authentic interaction” is technologically produced rather than naturally
performed. Users’ emotional responses thus emerge from affective design—the
interface’s ability to simulate empathy, humor, and attentiveness. This aligns with
Papacharissi's concept of affective publics, in which emotional expression consti-
tutes the foundation of digital community, even when participants engage with
nonhuman agents.

Socially, this phenomenon reflects broader transformations in how individu-
als construct intimacy and identity in mediated environments. Within Fairclough'’s
social practice dimension, parasocial engagement with Al represents both conti-
nuity and disruption: continuity, because it follows long-standing media patterns of
one-sided affection; disruption, because it extends the domain of emotional rela-
tions to nonhuman entities. Users’ comments position Alara X simultaneously as a
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mirror for self-expression and as a symbolic “other” that challenges the human
monopoly on empathy and communication. The emotional vocabulary directed
toward her—love, trust, care, admiration—signals a cultural adaptation to post-hu-
man forms of sociality.

At the same time, this relational discourse raises ethical and psychological
questions about emotional displacement and the commodification of empathy. By
investing emotional energy in a virtual figure, users participate in what could be
termed “algorithmic intimacy,” where affection and attention become forms of
data circulation. In this sense, the boundary between feeling and function blurs:
emotional attachment not only humanizes the Al but also feeds into its algorithmic
visibility. Thus, the parasocial relationship is no longer unidirectional; it is mutually
constitutive, sustained by both the user's emotions and the platform’s feedback
mechanisms.

In Fairclough’s critical discourse framework, this theme resonates across all
three analytical levels. At the textual level, users’ direct addresses and affective
lexicon construct Alara X as a relational presence rather than a technical object. At
the discursive practice level, these emotional narratives reproduce and extend the
affective economy of influencer culture into the realm of artificial intelligence.
Finally, at the social practice level, parasocial engagement with Al challenges
traditional notions of authenticity, agency, and emotional labor, suggesting that
the human capacity for empathy is now being redistributed across human and
nonhuman actors in digital society.

Overall, these relational patterns reveal that emotional engagement with Al
is not a marginal behavior but a natural extension of human communicative ten-
dencies. Users’ affective language and interpersonal framing show that digital
environments are no longer spaces of detached consumption but arenas of emo-
tional experimentation. Through Alara X, audiences rehearse what it means to feel,
relate, and empathize beyond the boundaries of the human — a process that rede-
fines the texture of intimacy in contemporary media culture.

Discussion and Conclusion

This study presents a critical discourse analysis of user comments on Alara
X, Turkiye's first local virtual influencer, featured in a popular YouTube talk show. The
analysis was conducted within the framework of Norman Fairclough’s three-di-
mensional model, offering a multidimensional understanding of how individuals
linguistically and ideologically construct their reactions to artificial personas.
Beyond simply classifying comments as positive, negative, or neutral, the study
aimed to reveal the meaning systems and affective mechanisms underlying these
expressions. Through the textual, discursive, and social practice dimensions, the
findings illuminate how admiration, skepticism, and emotional attachment coexist
as intertwined elements of digital culture in Turkiye.
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The first major pattern, Technological Nationalism and Digital Admiration,
demonstrated that users often frame Alara X as a source of pride and inspiration,
symbolizing the country’s technological progress and creative capacity. Positive
comments expressed fascination with her lifelike performance and described her
as a “real person,” revealing a perceptual rupture between simulation and reality.
Many users associated technological advancement with collective success, em-
ploying nationalistic rhetoric such as “Long live Turkiye!” or “We can do it too.”
Within Fairclough’s model, these comments reflect the textual level through emo-
tionally charged adjectives, the discursive level through the reproduction of media
narratives linking technology with national pride, and the social level through ideo-
logical constructions of technological nationalism. In this sense, Alara X becomes a
digital emblem of cultural confidence and modernization.

The second thematic dimension, Digital Skepticism and Authenticity Crisis,
represented the opposite pole of this discursive spectrum. Here, users questioned
the authenticity of Alara X, speculating that she might be a product of “green-
screen animation,” “Vtuber technology,” or “Adobe Character Animator” rather
than genuine Al. These comments conveyed mistrust and emphasized the per-
ceived manipulation of digital reality, revealing a fear that media may obscure the
technical truth behind such productions. At the textual level, sarcasm, rhetorical
questioning, and ironic tone served as linguistic markers of disbelief; at the discur-
sive level, these narratives echoed broader post-truth anxieties regarding the ero-
sion of authenticity in digital commmunication; and at the social practice level, skep-
ticism functioned as an ideological defense mechanism that reasserted human
agency and moral superiority in the face of artificial systems. These findings extend
Fairclough’s notion of discourse as social practice by showing how admiration and
distrust coexist within the same communicative space, revealing the ambivalence
of technological modernity.

The third and most complex dimension, Parasocial Relations and Human-—Al
Interaction, revealed that despite doubt and irony, many users engaged emotion-
ally with Alara X in ways that mirror human relationships. Comments such as “She
seems so kind,” “She listens better than some people,” and “I love her calm voice”
illustrate a shift from technological evaluation to emotional projection. At the textu-
al level, direct address and affective adjectives linguistically humanize the Al per-
sonq; at the discursive level, this relational discourse reproduces the emotional
logic of influencer culture, where empathy and intimacy are key elements of
engagement; and at the social practice level, these interactions demonstrate a
reconfiguration of emotional labor and authenticity in post-human media con-
texts. The emotional investment in an artificial entity reflects the emergence of
algorithmic intimacy, where affection, attention, and data circulation merge within
digital culture.

Taken together, the three thematic dimensions—technological nationalism,
digital skepticism, and parasocial interaction—form a coherent picture of how
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users negotiate meaning and emotion in relation to artificial entities. The findings
show that Alara X is not merely a product of technological innovation but a cultural
symbol through which social actors articulate admiration, anxiety, and affection. In
Fairclough’s terms, these interactions operate simultaneously across the three ana-
lytical levels: linguistically, through emotional and evaluative language; discursively,
through the reproduction of familiar media narratives; and socially, through the
negotiation of identity and ideology in a digitally mediated environment. The coex-
istence of fascination, distrust, and empathy exemplifies the hybrid affective logic of
contemporary digital culture—oscillating between enthusiasm for progress and
unease about its human implications. Ultimately, Alara X functions as both a com-
municative agent and an affective interface, mediating broader cultural questions
about what it means to be human in the age of artificial intelligence.

Overall, the analyzed discourses reveal a rich cultural terrain where notions of
Al, animation, reality, national identity, and digital representation converge. Within
this landscape, Alara X should not only be interpreted as a marketing strategy or
media spectacle but also as a sociotechnological reflection of Turkiye's digital
transformation and evolving media literacy. The blurred boundary between reality
and fiction in her representation underscores the need to reconsider digital literacy
at both individual and societal levels. In this sense, virtual influencers like Alara X
highlight how emotional, aesthetic, and ideological engagements with technology
shape public understanding of authenticity, creativity, and progress.

In light of these findings, the reactions observed toward Alara X can also be
interpreted through the lens of the Computers Are Social Actors (CASA) framework
proposed by Nass and Reeves (1996). According to this approach, people tend to
unconsciously apply the same social norms and expectations that guide
human—human interaction to their encounters with computers and Al systems. The
tendency to “respect,” “admire,” or even “address” Alara X as if she were a human
being demonstrates this automatic social response. Rather than viewing Al merely
as a technological tool, users react as though they are engaging with a social pres-
ence capable of emotion and intent. This perspective helps explain why expressions
of admiration and empathy toward Alara X coexist with moral and cultural ambiva-
lence: individuals instinctively anthropomorphize media agents that display social
cues, projecting emotional and ethical meaning onto them. Integrating this insight
into Fairclough’s critical discourse framework further deepens the analysis, reveal-
ing that the social interpretation of Al is not only ideological but also affective—root-
ed in human cognitive and communicative predispositions to treat machines as
members of the social world.

In conclusion, the case of Alara X demonstrates that virtual influencers are
not merely tools of branding or entertainment but complex cultural phenomena
that embody social aspirations, ethical tensions, and emotional transformations.
The integration of thematic findings into Fairclough’s critical discourse framework
underscores how micro-level linguistic patterns reflect macro-level ideological
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structures. By linking textual expressions to broader cultural logics, this study reveals
that digital publics interpret virtual influencers not simply as technological artifacts

but as socially and emotionally meaningful actors in the ongoing negotiation
between humanity and artificial intelligence.
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