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Editorimuzden,

GMJ-TR’nin 2025 Guz sayisinda, gunumuz iletisim ¢aligmalarini kuramsal ve

ampirik boyutlariyla ele alan alti 6zgin makaleyi okurlarimizia bulugturuyoruz. Bu
sayida yer alan ¢alismalar, yapay zekd ve dijital séylem, hakikat-sonrasi ¢cagda
gazetecilik, saglik iletisiminde teknolojik déntsum, dijital platformlarda kent imaij,
iletisim egitiminin mufredat yapilari ve yeni medyada populist siyasal iletisim gibi
genis bir tematik yelpazeye yayilmaktadir.
Sayimizin ilk makalesi Esra Gizmeci Umit ve Tugge Durmaz tarafindan kaleme
alinan “Alara X” Uzerinden Turkiye’de Yapay Zekdya Yénelik Algilarin Dijital S6ylem-
deki Gértinumleri bashkh ¢alismadir. Bu arastirma, Turkiye'nin ilk yerli sanal influ-
encer’l olarak konumlandirilan Alara X'in YouTube programina yapilan kullanici
yorumlarini elestirel séylem c¢ézimlemesi yéntemiyle incelemektedir. Calisma,
sanal influencer fenomenini, yapay zekd algisi, dijital gergeklik, medya temsili ve
teknolojik milliyetcilik ekseninde degerlendirerek, bu figurlerin yalnizca pazarlama
aracglari degil, ayni zamanda toplumsal teknoloji algilari ve kulturel temsillerle ig ice
gecmis yeni medya olgulari oldugunu ortaya koymaktadir.

ikinci makalemiz, Dilhan Apak tarafindan hazirlanan Gérius Gazeteciliginin Haki-
kat-Sonrasi Gagdaki Rolt: Kuresel Medya Uzerine Karsilagtirmali Bir Calisma baslikli
arastirmadir. Calisma, gérusg gazeteciligini ideolojik yébnlendirme, demokratik tartig-
ma ve medya okuryazarligi baglaminda ele almakta, The Washington Post, The
Guardian ve Pravda gazetelerinin Opinion eklerini karsilagtirmal olarak incelemek-
tedir. Bulgular, gérus gazeteciliginin elestirel dustnceye katkisinin, medya sahiplik
yapilari, basin 6zgurlagu kosullar ve toplumsal medya okuryazarligi duzeyiyle
dogrudan iligkili oldugunu géstermektedir.

Uglnct makalemiz, Akin Ay ve Serhat Bekar tarafindan kaleme alinan Dijital
Cagda Saglik iletigimi: 2000-2025 Yillari Arasinda Yapay Zekd Uygulamalarinin Bib-
liyometrik Analizi baglikli cahsmadir. Web of Science veri tabani Gzerinden
gerceklestirilen genis dlgekli analiz, saglik iletisimi alaninda yapay zekd temelli
calismalarin yillar igindeki artigini, anahtar kavramlari, is birligi aglarini ve Ulkeler
bazindaki dagilimlari ortaya koymaktadir. Calisma, alanin ¢ok disiplinli bir yapiya
evrildigini vurgularken etik, mahremiyet ve algoritmik ényargi gibi temel meseleler-
in de altini gcizmektedir.

Dordunct makalemiz, Mehmet Carlik tarafindan yazilan Eksi Sézltkte Bir Kent ima-
jinin Uretimi: Sultanbeyli Ornegi baslikli galigmadir. Arastirma, Eksi S6zIUk icerikleri
Gzerinden Sultanbeyli'ye iligkin kentsel imajin nasil Udretildigini ve dolasima
sokuldugunu incelemektedir. igerik ve sdylem analizi bulgulari, dijital platformlarin
kent algisinin olusumundaki belirleyici rolinu ve kullanici séylemlerinin imaj Ureti-
mindeki etkisini géranur kilmaktadir.

Besinci makalemiz, Betul Sabahgi tarafindan hazirlanan Yeni iletisim Teknolojileri-
nin Turkiye'deki iletigim Fakultelerinin Lisans Mdufredatlarina Yansimalari baslikli
caligmadir. Arastirma, Turkiye'deki devlet Universitelerinin iletisim fakultelerinde
yeni iletigsim teknolojilerine iligkin derslerin dagilimini igerik analizi ydéntemiyle ince-
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lemekte, iletigsim egitiminin dijital dénisiime ne élgtide uyum sagladigini ortaya
koymaktadir.

Sayimizin son makalesi ise, Veli Ozdemir tarafindan kaleme alinan, Popdilist Siyasal
iletisim ve Yeni Medya:. Marine Le Pen ve Geert Wilders'in Dijital Duygu Mobili-
zasyonunun Karsilastirmali Analizi baglkh galismadir. Arastirma, sag populist lider-
lerin yeni medya ortamlarinda kullandiklari siyasal iletisim stratejilerini ve duygu
mobilizasyonu pratiklerini kargilagstirmali  olarak analiz etmekte, populizmin
demokratik temsil Gzerindeki dénusturtcu etkilerini tartigmaktadir.

Bu sayida yer alan makalelerin, iletisim c¢alismalari alanina énemli katkilar
sunacagina ve okuyucularimiz i¢in ufuk agici tartigmalara zemin hazirlayacagina
inanilyoruz.

ilginiz ve desteginiz i¢in tesekkur ederiz.

Prof. Dr. Pelin Hirmeri¢
Global Media Journal Turkish Edition Bag Editoru
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From the Editor,

In the Fall 2025 issue of GMJ-TR, we are pleased to present six original articles
that address contemporary communication studies from both theoretical and
empirical perspectives. The contributions in this issue cover a broad thematic
spectrum, including artificial intelligence and digital discourse, opinion journalism
in the post-truth era, technological transformations in health communication,
urban image construction on digital platforms, undergraduate communication
curricula, and populist political communication in new media environments.

Our first article, authored by Esra Gizmeci Umit and Tugge Durmagz, is titled Social
Reflections of Artificial Intelligence Discourse in Turkiye Through “Alara X.” This
study examines user-generated comments on the YouTube program of Alara X,
positioned as Turkiye’s first domestic virtual influencer, through critical discourse
analysis, focusing on perceptions of artificial intelligence, digital reality, media rep-
resentation, and technological nationalism.

The second article, authored by Dilhan Apak, is titled The Role of Opinion Journal-
ism in the Post-Truth Era: A Comparative Study of Global Media. This study empha-
sizes how opinion journalism functions within ideological positioning and demo-
cratic debate by comparatively analyzing the opinion sections of The Washington
Post, The Guardian, and Pravda, highlighting the role of media literacy, press free-
dom, and ownership structures.

Our third article, authored by Akin Ay and Serhat Bekar, is titled Health Communi-
cation, Artificial Intelligence, Bibliometric Analysis, Health Literacy. This study
explores academic research published between 2000 and 2025 through a
large-scale bibliometric analysis, revealing trends, key concepts, collaboration
networks, and ethical challenges related to artificial intelligence applications in
health communication.

The fourth article, authored by Mehmet Carlik, is titled Constructing the Image of a
City on Eksi Sézlik: The Case of Sultanbeyli. This research investigates how urban
image is produced and circulated through user-generated content on digital plat-
forms, emphasizing the role of online discourse in shaping perceptions of cities.

Our fifth article, authored by Betul Sabahg, is titled Reflections of New Communi-
cation Technologies on Undergraduate Curricula of Communication Faculties in
Turkiye. This study examines how new communication technologies are incorpo-
rated into undergraduate curriculaat communication faculties, offering insights
into the alignment between communication education and digital transformation.

Our final article, authored by Veli Ozdemir, is titled Populist Political Communica-
tion and New Media: A Comparative Analysis of Marine Le Pen and Geert Wilders’
Digital Emotion Mobilization. This study analyzes how right-wing populist leaders
employ emotional strategies in digital political communication and discusses the
implications of these practices for democratic representation in new media envi-
ronments.
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We believe that the articles featured in this issue will make valuable contributions
to the field of communication studies and inspire stimulating discussions among
our readers.

Thank you for your interest and continued support.

Prof. Dr. Pelin Hiirmerig

Global Media Journal Turkish Edition Editor-in-chief
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Arastirma Makalesi / Research Article

Social Reflections of Artificial Intelligence Discourse
in Turkiye Through “Alara X”®

“Alara X" Uzerinden Turkiye'de Yapay Zekaya Yénelik Algilarin
Dijital Séylemdeki Goranamleri

Esra CiZMECi UMIT! Tugge DURMAZ?

' Prof. Dr,, Yalova Universitesi, Yeni Medya ve iletisim ABD, Yalova, esra.cizmeci@yalova.edu.tr
ORCID: 0000-0003-1193-9112

2 YUksek Lisans Ogrencisi, Yalova Universitesi, Yeni Medya ve lletigim ABD, tugceem88@gmail.com
ORCID: 0009-0001-2993-7521

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.

% This research has been presented at an international conference as an abstract.
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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-

Global Media Journal Turkish Edition, Fall / Guz 2025 Volume / Cilt: 16 Issue / Sayr: 31 pp. / ss. 1-25



Esra Cizmeci Umit « Tugge Durmaz

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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Social Reflections of Artificial Intelligence Discourse in Turkiye Through “Alara X"

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

Global Media Journal Turkish Edition, Fall / Guz 2025 Volume / Cilt: 16 Issue / Sayr: 31 pp. / ss. 1-25



Social Reflections of Artificial Intelligence Discourse in Turkiye Through “Alara X"

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 7548
gonderi takipgi

AlaraX

EAMXTY

Wl ... 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
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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

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

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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ABSTRACT

In the 2lIst century, characterized by the accelerated flow of information and the contestation of veracity criteria, journalism is
observed to transcend its mere function of transmitting objective facts, instead emerging as a primary instrument for the produc-
tion of political, ideological, and cultural meanings. In this so-called post-truth era, factual realities are gradually being replaced
by personal opinions, and the media is observed to reproduce and circulate such discourses. Opinion journalism, in this context,
emerges as a practice that legitimizes ideological positioning and shapes public perception in the sphere of public debate, partic-
ularly when journalists present their views without providing sufficient evidence or substantiation. This study aims to comparatively
analyze the opinion sections of The Washington Post, The Guardian and Pravda in terms of their contributions to democratic
debate and their role in ideological orientation. The analysis reveals that the extent to which opinion journalism contributes to
critical thinking and democratic participation cannot be considered independently of the level of media literacy in a given country.
Furthermore, it demonstrates that the state of press freedom, freedom of expression and patterns of media ownership in the
countries where these newspapers operate are directly related to the nature and quality of opinion journalism. Opinion journalism
contributes to critical thinking and democratic participation when conducted in light of fundamental journalistic principles;
however, it assumes an othering and polarizing role when it is shaped by the subjective value judgments that characterize the
post-truth era.

Keywords: Opinion Journalism, Post-truth, Global Media.

oz

Enformasyon akisinin hizlandidi ve dogruluk él¢utlerinin tartismaya agildigr 21.yy'da, gazeteciligin yalnizca nesnel bilgileri aktarim
isleviyle sinirl kalmadigi; aksine, siyasal, ideolojik ve kulttrel anlam Uretiminin temel araglarindan biri haline geldigi gézlemlenmek-
tedir. Hakikat 6tesi olarak tanimlanan bu gagda, olgusal gergeklerin yerini kigsisel kanaatlerin almaya basladigl; medyanin da bu
sOylemleri yeniden Urettigi gérulmektedir. Gérus gazeteciligi ise, haber aktariminda gazetecinin géruslerine yer verirken kanit ya da
dayanak sunmadigi strece, kamusal tartigma alaninda ideolojik konumlandirmayi mesrulastiran ve toplumsal alglyr yénlendiren
bir pratik olarak éne ¢ikmaktadir. Galisma ile amaglanan, The Washington Post, The Guardian ve Pravda gazetelerinin Opinion
eklerinin demokratik tartigma ortami ve ideolojik yénlendirme agilarindan karsilastiriimasidir. Analiz sonucunda, goras gazeteciligi
haberlerinin elestirel dugince ve demokratik katilima katki saglamasinin ilgili Glkedeki medya okuryazarlk oranindan azade
kiinamayacagi géralmustar. Ote yandan gazetelerin faaliyet gosterdikleri Glkedeki basin 6zgurlugu ve ifade 6zgurlugu kosullari ile
medya sahiplik yapilarinin da goéras gazeteciliginin niteligi ile dogrudan iligkili oldugunu ortaya koymustur. Gérus gazeteciligi, temel
gazetecilik ilkeleri 1siginda yapildig takdirde elestirel dastinceye ve demokratik katiima katki saglamakta; ancak hakikat sonrasi
cagin éznel deger yargilari isiginda yapildig takdirde ise otekilestirici ve kutuplastirici bir rol Gstlenmektedir.
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The Role of Opinion Journalism in the Post-Truth Era: A Comparative Study of Global Media

Introduction

The 21st century communication environment represents a period in which
the boundaries of truth are increasingly debated, driven by the acceleration and
diversification of information flow. The post-truth era has created a system in
which emotional, belief-based and ideological discourses take precedence over
objective realities in the reporting of political and social events. In this context, the
principle of neutrality, traditionally upheld by universal journalistic standards, is
increasingly giving way to opinion journalism. Opinion journalism not only reports
news but also interprets it from specific political or cultural perspectives. However,
when such interpretations and opinions lack an objective basis, they assume the
function of shaping public perception. Consequently, the post-truth era redefines
not only the transformation of media but also the ways in which societies approach
information, news and truth.

This article examines the rise of opinion journalism in the post-truth era and
its impact on the public sphere through a global media lens. It seeks answers to
questions regarding the conditions under which opinion journalism conflicts with
evidence-based journalism and what measures can be taken to address this. In
societies with high political polarization and low media literacy, opinion journalism
becomes not merely a form of expression but also an ideological tool. This trans-
formation is evident across various media outlets in different geographical con-
texts. The study examines the opinion sections of The Washington Post, The Guard-
ian and Pravda to analyze the rise of opinion journalism in the post-truth context,
focusing on its role in democratic debate, ideological orientation, and the produc-
tion of public legitimacy.

The differences between these newspapers demonstrate that, in the
post-truth erag, opinion journalism serves not only as a tool for information dissemi-
nation but also as an arena for ideological struggles. Therefore, examining the
opinion sections of The Washington Post, The Guardian and Pravda—which differ in
ideological, geographical, and media literacy contexts—provides an opportunity to
evaluate media discourses in the post-truth era from a comparative perspective.

The Post-Truth Era

The concept of "post-truth” began to appear frequently in academic studies
around 2016 and was selected as the Oxford Dictionary’s Word of the Year in the
same year. Over the subsequent decade, its impacts have been explored in fields
such as politics, sociology and communication. The term describes a system in
which personal opinions are prioritized over information and the significance of
truth is diminished. Defined by the Oxford Dictionary as an adjective denoting “cir-
cumstances in which objective facts are less influential in shaping public opinion
than appeals to emotion and personal belief,” the term was first used by journalist
Ralph Keyes in 2004. However, Steve Tesich's 1992 article, “A Government of Lies,”
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also addressed the concept of post-truth in a political context (Tesich, 1992).

Tesich (2004, p. 14) argued that the erosion of trust in democratic institutions
has led individuals in society to no longer desire to know the truth. In summary, this
situation reflects people’'s awareness that they are being lied to but their refusal to
accept this reality. According to Keyes (2004), post-truth also reflects distrust in the
media and journalists, traditionally seen as distributors of truth, as well as society’s
skeptical approach to reality.

The concept of post-truth has gained prominence due to individuals being
overwhelmed by an intense flow of data and news. This is intertwined with phe-
nomena such as fake news, conspiracy theories, stereotypes and hate speech. In
this process, truths are manipulated or disregarded by both journalists and politi-
cians (Newman, 2023, p. 13). From a political economy perspective, distortions in
media ownership structures—such as oligopolization and monopolization—create
fertile ground for phenomena like fake news and hate speech, which underpin the
post-truth concept. This strengthens the relationship between news and
post-truth, pushing journalism’s public duty and rights-based approach to the
background.

At this juncture, the value created by truth, in relation to the phenomena it is
associated with, is of great importance. According to Foucault (1977, p. 14), when
speaking of truth, a system of ordered procedures, the production of statements,
and their circulation are also implied. Truth is interconnected with the power
dynamics that trigger and direct it. Consequently, news production methods, jour-
nalistic practices, and media ownership structures become integral components
of this cycle. In the post-truth era, where authorities produce their own truths
through the media and manipulate society with fake news, the expectation is the
exposure of lies and the triumph of truth. However, the observed reality points to the
opposite. Society begins to shy away from truths, even equating truth with bad
news. Over time, individuals seek refuge in government narratives to shield them-
selves from reality (Tesich, 1992).

This state of shielding oneself from reality persists even when politicians or
government representatives do not tell the truth. Society chooses to hear lies and
believe that these lies are necessary for the country’s interests. Tesich (1992, p. 13)
defines this chronic condition as “the inability to simultaneously hold respect for
both truth and ourselves.” In this context, another concept in political coommunica-
tion, “skeptical inertia,” emerges. Introduced by Cigdem Bozdad and Suncem Koger
in their 2022 article, “Skeptical Inertia in the Face of Polarization: News Consumption
and Misinformation in Turkey,” skeptical inertia describes the passive skepticism
developed by individuals and societies due to the bombardment of data, leading
to a loss of critical thinking abilities. As a result of skeptical inertia, readers accept
the news of the media outlets they find ideologically close to them as “real’. There-
fore, in the context of post-truth, this concept is also relevant for describing read-
ers’ perceptions of misinformation in politically charged news (Bozdag & Koger,
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2022).

However, the term post-truth is also subject to criticism. Some argue that
skepticism toward truth has always existed and that societies have never been
exposed to flawless, impartial media messages, suggesting that facts have always
been secondary (Dieguez, 2017, p. 45). Similar reflections are increasingly observed
across various segments of society. As historian and philosopher Hannah Arendt
stated, “If everybody always lies to you, the consequence is not that you believe the
lies, but rather that nobody believes anything any longer” (Arendt, 1978, as cited in
Berkowitz, 2019). This leads to a system in which truth is devalued.

In the post-truth context, social media has also become a platform where
the importance of truth is diminished. The widespread increase in social media
usage has brought the issue of algorithms to the forefront. Algorithms present
users with content similar to what they follow or like, ensuring interaction only with
content aligned with their views. This restricts the circulation of diverse ideas, con-
fining public discourse to a narrow space. In the post-truth era, individuals’ expo-
sure to personalized news content is explained by the concepts of echo chambers
and filter bubbles. The echo chamber effect is a metaphorical term describing the
reinforcement of specific information, ideas, and beliefs through repeated expo-
sure to user-selected messages on social media (Narin, 2018, p. 240). The filter
bubble, coined by Pariser (2011), refers to the isolation of users from differing per-
spectives or content due to online personalization.

The significance of these two concepts in the post-truth context lies in their
support for a system where subjectivity takes precedence over facts. In an ecosys-
tem where diverse ideas do not circulate, individuals are continually exposed to
similar ideas, making it unlikely to develop an objective perspective. These similar
ideas eventually become dogmatic, undermining the environment for free thought.
However, the emergence of the internet and digital platforms initially fueled hopes
of free circulation of all ideas and easy access to information. In reality, data on the
internet is organized within an algorithmic system, ranked based on users’ search,
like, and follow histories. Factors such as the technological device used, search
history, and location directly influence search results.

Post-truth manifests as an era where many individuals feel deprived of
practices to access truth and experience disappointment (Jasanoff & Simmet,
2017, p. 763). Acknowledging the media’s and journalistic practices’ role in this pro-
cess is essential to finding societal solutions to the ethically concerning outcomes
of the post-truth era. Societies whose perception of reality is manipulated lose their
critical thinking abilities, forgetting—or worse, ceasing to care about—the require-
ments of being a democratic nation.
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Opinion Journalism

The decline of critical thinking and objectivity in the post-truth era brings
certain challenges for media ethics and journalism. The replacement of objective
information with personal opinions has brought emotion-based content and news
to the forefront. This directly and indirectly affects news content. However, it is first
necessary to address the claim of impartiality in journalism. Journalism is regarded
as a public profession and a source of accurate and informative news for the
development of democratic societies. One of the fundamental principles of jour-
nalism is to clearly distinguish between news and opinion and prevent their confla-
tion, as “news is information based on data and facts” (Tokgéz, 2013, p. 133).

However, with the post-truth era and the immense increase in the volume of
datq, the line between news and opinion has become increasingly blurred. This
raises the question of whether news informs readers or manipulates them. Without
information, it is impossible to create factual value through opinions alone. For this
reason, examining the concepts of post-truth and opinion journalism together is
significant in this study. The purpose and theoretical basis of opinion journalism, as
well as how it is practiced, require analysis.

Opinion journalism is expected to offer a perspective, provide a forum for
comprehensive political, social, and personal expressions and opinions on current
issues, encourage new ideas about public issues, and spark new discussions
(soysal, 2025). In this context, there are two distinct perspectives on opinion jour-
nalism. The first posits that opinion journalism serves an important epistemic func-
tion and has the potential to inform readers in accordance with normative theory
(Manosevitch & Walker, 2009; Soysal, 2025). The second argues that opinion jour-
nalism adopts a language of hate speech, othering, and polarization, which needs
to change (Johnson et al, 2021; Tabada, 2022). This is because, particularly in the
post-truth erag, opinion pieces or editorial comments often contribute to ideological
constructions that directly influence readers’ perceptions.

Historically, opinion journalism has been described as a bridge between
journalism and literature (Nosova, 2014). Since Ancient Greece, humanity’s search
for spaces and platforms to freely discuss societal issues and needs has contribut-
ed to the development of journalism in this direction. As Thomas Gavin (1991)
stated, “Both the novelist and the journalist live in an absolute relation to truth”. Pur-
suing truth and delivering it to readers has been a fundamental goal and principle
of journalism throughout history. Therefore, opinion journalism must appear in print
without manipulating truth, clearly distinguishing between news and opinion.

Unlike traditional journalism, opinion journalism offers a more subjective
perspective. Examples include columns, letters to the editor, and editorial com-
ments. With the advent of new mediq, instances of opinion journalism have
become more prevalent in the online versions of newspapers, news websites, and
digital platforms. In the post-truth eraq, as the claim to objectivity weakens, journal-
ists are increasingly seen as opinion shapers or propagandists rather than mere
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information transmitters (Uzunoglu, 2025). Consequently, claims of truth are made
on highly variable grounds, and discussions about the legitimacy of journalism
must consider this shifting context (Wahl, 2016).

Opinion journalism has been practiced since the emergence of mass com-
munication tools. Newspaper columns and opinion pieces dare the most funda-
mental examples of this field. However, with the influence of new communication
technologies, the journalism profession has evolved, as have readers’ expectations
and reading habits. While a traditional news article conveys the details of an event
through the 5WIH (who, what, when, where, why, and how) framework based on
facts, opinion journalism foregrounds the writer's emotions and judgments about
the news. Consequently, news articles where facts take a backseat lose their ability
to represent truth. Postmodern approaches argue that it is impossible for journal-
ists to report news impartially and objectively, emphasizing the impossibility of
writing news independently of personal opinions and ideologies. Stuart Allan (1995)
critiques normative theories and ideals of objectivity in journalism, questioning the
truth claims of objective news narratives.

Undoubtedly, the dominance of subjectivity over an objective perspective in
news reporting creates more significant problems in countries where democratic
culture is not fully established. Readers encounter opinions rather than information
in news, posing risks to public opinion formation. Therefore, determining the
boundaries of opinion journalism and preventing the blurring of the line between
opinion and information are critical topics within the discipline of journalism. From
a sociological perspective, changes in readers’ habits are also noteworthy. The
growing prominence of new media technologies in daily life has altered reading
habits, with scanning for keywords in texts becoming widespread. This negatively
impacts reading rates and the formation of informed public opinion. Rather than
consulting primary sources, many readers find it more practical and convenient to
read news commentaries.

From a journalistic perspective, the desire to gain more followers and sub-
scribers leads newspapers and news websites to prioritize opinion-heavy news.
Headlines and content are designed to attract readers’ attention, aiming to
increase clicks and, consequently, advertising revenue. This issue is again tied to
political economy factors. However, as emphasized in this study, opinion journalism
gains meaning when based on information, truth, and credible sources. Attention
must be paid to the sources journalists cite when presenting opinions and the
extent to which they prioritize objective information. Otherwise, manipulative news
content emerges, characterized by polarizing, divisive, and hate-filled discourses,
prioritizing baseless and subjective opinions over information.

Opinion Journalism in the Shadow of Media Distrust

Opinion journalism is a journalistic practice in which journalists include their
own interpretations and evaluations in news content. It is frequently used in news-
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paper opinion sections, news websites, and blogs. The most significant difference
between opinion journalism and traditional journalism is that it not only conveys
events to readers but also interprets them (McNair, 2017). Historically, journalists
have been both reporters, writers, and commmentators, a topic extensively debated
in journalistic theory. When news is presented from different perspectives, it takes
on new meanings and addresses readers’ perceptions accordingly.

Opinion journalism has long been practiced within the structure of tradition-
al journalism. However, declining trust in the media and the subsequent rise in
interaction-driven news content have brought opinion journalism to the forefront
of discussions. News written in a biased tone generates more clicks and engage-
ment. Over time, as news becomes a commodity that generates advertising reve-
nue, readers’ trust in news is further eroded.

Historically, the issue of “media distrust” is rooted in political economy fac-
tors. Problems in media ownership structures, the marginalization of opposition
media, and the circulation of similar news content form the basis of this trust issue.
Over time, the belief that digital platforms would create a more alternative and reli-
able media environment has given way to disappointment. Economic concerns
have persisted in digital platforms, and in countries with press freedom issues,
alternative business models have been insufficient, allowing advertising or govern-
ment-dependent structures to prevail. Consequently, biased reporting, disinfor-
mation, incomplete information, and misleading headlines are among the primary
reasons for eroding readers’ trust.

Recent studies indicate a significant global decline in trust in the media, not
only in Turkey but worldwide. According to the Reuters Institute’s 2024 Digital News
Report, only 40% of people globally trust news sources, with this figure dropping to
35% in Turkey (Newmon etal, 2024). This situation, which demonstrates the blurring
of the distinction between news and opinion, creates a significant space for opin-
ion journalism.

By blurring the boundaries of objectivity and prioritizing subjectivity, opinion
journalism can exacerbate distrust. The prominence of emotions in subjective con-
texts can lead to hate speech and othering discourses in opinion journalism prac-
tices. The way journalists express their emotions, the words they use, and the
adjectives they employ are significant in discourse analysis. The use of biased lan-
guage to polarize readers is one of the criticized aspects of opinion journalism.

Thus, while opinion journalism aims to create an authentic tone by incorpo-
rating journalists’ personal perspectives, it can also contribute to the erosion of
trust in news and media. Particularly, the prominence of biased and emotional
discourses causes news to deviate from objectivity. Therefore, it is crucial to clearly
indicate when news contains opinions or commentary. Journalists must adhere to
ethical principles, striving to reveal truths rather than being manipulative, which is
essential to mitigate the potential harms of the post-truth era. Opinion journalists
can align more closely with science communication by referencing expert opinions
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and engaging in evidence-based journalism. When including personal opinions
and beliefs, they can use probabilistic language, cite research results in percent-
ages, and openly acknowledge the uncertainty of the discussed topic, noting that
perspectives may change based on future evidence and conditions (Soysal, 2025).

By doing so, it is possible to gain readers’ trust and incorporate opinions and
commentary into news without compromising journalistic principles. The journalis-
tic profession aims to present truth to readers and enable access to truth through
news. However, it is not entirely possible for journalists to completely detach from
their personal perspectives. While interpreting and evaluating events from different
angles is a human trait, journalists must always reference evidence and docu-
ments when incorporating personal perspectives to maintain both the profession’s
integrity and readers’ access to accurate information.

Methodology and Findings

Many globally published media outlets include opinion journalism in their
newspaper content. In this context, the opinion journalism examples of publica-
tions with large readerships and subscriber bases are significant for their potential
to shape public opinion. Analyzing opinion journalism in the post-truth era is the
primary aim of this study. The selected newspaper examples were chosen from
their online versions using purposive sampling. The Washington Post, The Guardian
and Pravda are the newspapers examined in terms of opinion journalism. The pur-
pose of this examination is to determine whether the expressions used in opinion
pieces are polarizing or divisive, identify the topics addressed, and ascertain
whether these topics prioritize clear facts or vague personal opinions. In this con-
text, 150 randomly selected news items published in the opinion columns of rele-
vant newspapers between April and September 2025 were evaluated.

The Post’s View: the opinion section of the Washington Post written by the
newspaper’s Editorial Board, operates under the slogan “Democracy Dies in Dark-
ness”, a phrase that highlights the importance of press freedom. Published in the
United States since 1877, the newspaper states in its opinion section: “Editorials rep-
resent the views of The Post as an institution, as determined through discussion
among members of the Editorial Board, based in the Opinions section and sepa-
rate from the newsroom”. This clarifies that opinion pieces reflect the views of the
editorial board rather than the newsroom. In February 2025, the newspaper’s
owner, Jeff Bezos, announced that the Opinion section would focus on personal
liberties and free market economy issues (Kellman, 2025), leading to perceptions
of a more cautious approach to opinion expression. However, this decision sparked
significant internal and external objections, with claims that it restricted press and
freedom of expression.

In terms of news language, it's noteworthy that objectivity is largely maintained
and statistics and historical context are integrated into the news. However, these
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sources appear to have been largely selected from liberal-leaning media outlets.
Therefore, it's safe to say that the process of informing the reader lags the process
of persuading them. It is also clear that the news in the Opinion section contributes
to strengthening the newspaper's liberal identity. The Opinion section includes tabs
such as Editorials, Columns, Guest Opinions, Cartoons, Letters to the Editor, Submit
a Guest Opinion, and Submit a Letter, aimed at fostering interaction and demo-
cratic participation. Content in these tabs, particularly in the Columns section, is
predominantly created with references to sources and expert opinions, adopting a
critical perspective (Bump, 2025; Ignatius, 2025). Editorials are published under the
“Editorial Board” signature, with reader comments included below. Rather than
polarizing or baseless subjective discourse, the Opinion section employs a rhetori-
cal tone aimed at interaction and persuasion. While the newspaper remains within
certain boundaries in its opinion journalism, it can be said to contribute to public
opinion formation and democratic participation.

The Guardian, a British newspaper published since 1821, opens its Opinion
section with the words of its 1921 editor, C.P. Scott: “Comment is free... but facts are
sacred”. The Opinion section comprises The Guardian View, Columnists, Cartoons,
Opinion Videos, and Letters, focusing primarily on critical perspectives and produc-
ing politically grounded discourses on issues such as social justice, public health,
migration, and care services. In the Columnists section, a list of all columnists is
provided, with direct quotes from their articles used as headlines. In these opinion
journalism examples, government discourses that other and polarize migrants and
disadvantaged groups are criticized (Taylor, 2025), with a humanist and heroic
framing applied to these groups. For instance, the use of the term “unsung heroes”
for migrants (Bird, 2025) aims to reverse societal polarization. However, in political
opinion pieces, a polarizing environment is created through framing conservative
groups, corporate lobbies, and anti-migrant sentiments as “harmful, populist, and
wrong” (Beckett, 2025; Editorial, 2025).

In terms of opinion journalism, topics such as ethical issues in politics, loss of
trust in politics, workers’ rights, social service issues, and migration are commonly
addressed in the Opinion section. Unlike the criticized aspects of opinion journalism
in the post-truth context, such as baseless commmentary and personal opinions,
these contents avoid such pitfalls. The newspaper addresses issues often subject
to hate speech in many countries with an inclusive and humanist discourse. By
criticizing politicians’ polarizing rhetoric, it offers alternative perspectives. In this
regard, The Guardian’s opinion journalism contributes to democratic discourse
and fosters critical thinking. However, it employs a polarizing discourse toward
conservative ideas in political news, reinforcing a “we” versus “they” distinction,
which aligns with post-truth reflections. Nevertheless, the Opinion section
frequently utilizes statistics and expert opinions, avoiding vague information while
reinforcing ideological perspectives and framing through clear data.

When the two newspapers are compared in terms of the interaction
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between opinion journalism and public opinion formation, it becomes evident that
The Washington Post actively seeks to shape public opinion around issues of free-
dom, the rule of law and electoral processes, while simultaneously maintaining a
critical perspective toward political power. Its opinion content is largely character-
ized by discussions on the functioning of democracy and debates concerning
national interests. The Guardian, by contrast, brings more universal issues to the
fore and prioritizes the analysis of global policies rather than national interests.
Consequently, its contribution to public opinion formation is grounded in ethical
and universal values, while its discursive approach is more community-oriented
and participatory in nature.

Pravda, established in 1912 as the official newspaper of the Central Commit-
tee of the Communist Party of the Soviet Union, is ironically named after the Russian
word for “truth.” However, its news content and commentaries openly feature
polarizing and targeting discourses (Simpson, 2025; Sarma, 2025; Baofu, 2025).
Political opinion pieces, in particular, adopt a tone that vilifies and accuses Ameri-
can politics and mediaq, clearly distinguishing between Russia and the West. The
weakening of truth, a hallmark of the post-truth erq, is evident in these commen-
taries. While Russia is often cited as an example of antidemocratic practices, Prav-
da’s opinion pieces focus on accusing other countries, creating an ironic contrast.
Rather than fostering a critical public opinion, the newspaper’'s content aims to
perpetuate the existing political and social order without scrutiny, creating a per-
ception of threat and enmity toward Western countries. Legitimizing discourses
centered on state and power are prominent in its commentaries (Lulko, 2025;
Simpson, 2025).

In Pravda’s opinion articles, narratives centered on national interests and
geopolitical objectives are prominently emphasized, while government policies are
consistently legitimized. Within this framework, such articles function as instru-
ments of propaganda in terms of public opinion formation, aiming to shape read-
ers’ perceptions. The content relies heavily on ideological framing, and the
absence of alternative perspectives prevents the development of pluralistic and
critical viewpoints. Consequently, in the case of Pravda, opinion journalism primari-
ly operates as a tool of propaganda, disseminating exclusively pro-government
positions.

Based on the role of opinion journalism in contributing to democracy and
press freedom, opinion sections are expected to be critical, inclusive of all societal
segments, anti-polarizing, and aligned with ethical principles. Only in this way can
they contribute to the formation of a healthy and democratic public opinion. Opin-
ion journalism is an essential and indispensable part of news media, but the topics
and discourses it employs and the arguments it relies on are of great importance.
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Figure 1: Comparative Analysis

The three newspapers analyzed demonstrate distinct roles and functions in
opinion journalism. The Washington Post employs methods such as fact-checking
and source referencing to mitigate the concerns of evidence-based journalism in
the post-truth era. For instance, an Al-based fact-checking analysis of U.S. Presi-
dent Donald Trump's statements exemplifies this approach (Sonnenfeld, Hen-
riques, & Tian, 2025). However, paradoxically, Jeff Bezos’s decision to limit the Opin-
ion section to personal liberties and free market economy issues conflicts with
these efforts. The Guardian emphasizes democratic values, freedom of expression
and press, and ethical principles in its opinion journalism content, similar to The
Washington Post, by referencing sources and expert opinions. Its Editorial View
pieces aim to reflect public opinion rather than propagate. However, alternative
perspectives are often framed negatively, presenting readers with a clear political
framework. Pravda, on the other hand, lies at the heart of one of the core issues of
post-truth journalism: the conflation of news and propaganda. Its opinion pieces
feature strategic practices such as creating threat perceptions, accusations,
ignoring alternative views, and reproducing government narratives. Undoubtedly,
this poses a significant obstacle to the free discussion of truth in the public sphere.

Journalism is not merely the transmission of raw data; it also entails the pro-
cessing of such data into meaningful information. In this way, journalism does not
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only provide readers with factual knowledge but also conveys a particular per-
spective through which these facts can be interpreted. Within this framework, opin-
ion journalism fulfills an essential democratic function. The role of journalism
should not be limited to ensuring that readers passively consume news; rather, it
should encourage them to question, compare, and critically evaluate what they
encounter. Opinion pieces serve precisely this purpose by fostering critical
engagement. Moreover, the inclusion of diverse perspectives and viewpoints in
journalistic practice nurtures pluralism and contributes to the development of a
democratic sphere of deliberation. Thus, opinion journalism plays a vital role not
only in the transmission of social issues but also in opening them to discussion and
enriching public debate.

Conclusion

Opinion journalism plays a significant role in presenting truth in news and
shaping public opinion. When examined in terms of its role and impact on public
discourse, opinion journalism does not conflict with journalism’s rational character
as long as it offers reliable opinions based on evidence and research findings.
However, in the post-truth erq, the blurring of distinctions between news and pro-
paganda or news and advertising, the contradictory coverage of the same eventin
newspapers with differing ideological perspectives, the dismissal of objective truth,
or the replacement of information with personal beliefs deeply undermine trust in
news and journalism. While this distrust is primarily linked to media ownership
structures, the rise in disinformation and propaganda due to digital platform usage
is also a significant factor.

Within the scope of this study, the opinion sections of The Washington Post,
The Guardian, and Pravda were selected through purposive sampling, and their
news discourses’ impact on democratic dialogue was analyzed. The analysis
reveals that the contribution of opinion journalism to critical thinking and demo-
cratic participation is inseparable from the level of media literacy in the respective
country. The Guardian brings nearly every topic to the public discourse arena in its
Opinion section, supporting its content with evidence and expert opinions. The
United Kingdom also ranks in the first category of media literacy, indicating the
highest level of media literacy according to various studies. The Washington Post
references evidence and expert opinions in its opinion journalism but has imposed
editorial restrictions by limiting topics to personal liberties and the free market
economy. This decision has been criticized in terms of media ownership structures
and freedom of thought. The United States generally ranks in the second category
of media literacy, among countries where media education is still developing.
Pravda, however, does not provide evidence or expert opinions in its Opinion sec-
tion. Its news content, heavily laden with polarizing and othering political rhetoric,
extensively employs targeting, propaganda, and perception management. By
repeating government narratives and excluding alternative perspectives, this

Global Media Journal Turkish Edition, Fall / Guz 2025 Volume / Cilt: 16 Issue [ Sayr: 31 pp. / ss. 26-41



Dilhan Apak

approach obstructs critical thinking and public sphere contributions, posing a
significant barrier to democracy and press freedom.

Opinion journalism must be evaluated in the post-truth era within the con-
text of parameters such as political economy and media literacy, emphasizing its
importance in contributing to an information-based public sphere. When conduct-
ed in line with fundamental journalistic principles, opinion journalism plays a signif-
icant role in fostering democratic public opinion. However, this is not solely depen-
dent on responsible journalism but also on society’s media literacy levels. While
highlighting the importance of opinion journalism in the context of press and free-
dom of expression, this study also argues that in the post-truth era, opinion jour-
nalism can blur the line between opinion and news, contributing to societal polar-
ization. The analyzed newspapers’ opinion journalism examples support this argu-
ment. Undoubtedly, increasing the sample size and conducting comparative anal-
yses with more newspapers could deepen the analysis.
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oz

Bu ¢aligma, 2000-2025 yillar arasinda Web of Science veri tabaninda saglik iletigsimi ve yapay zeké alaninda yayinlanan akademik
calismalarin bibliyometrik analizini sunmaktadir. Arastirma kapsaminda 367.665 akademik ¢calisma incelenmis, yayin turleri, yillara
gore dagilimi, yazar is birligi aglari, anahtar kelime egilimleri ve Ulkelere gére dagilimlari analiz edilmistir. Bulgular, saglik iletisimi
alaninda yapay zekd uygulamalarinin ézellikle 2015 sonrasinda hizla arttigini, 2021-2024 yillar arasinda en yuUksek seviyeye
ulastigini géstermektedir. Calismalarin ytzde 43,64'G makale, ylzde 40,55 bildiri formatindadir. Anahtar kelime analizinde "yapay
zekd" 257 tekrar, "'makine 6grenmesi’ 223 tekrar ve "derin 6grenme” 151 tekrar ile en sik kullanilan terimler olarak belirlenmistir.
Pandemi sonrasi dénemde chatbotlar, dogal dil igsleme ve dijital saglik konularinin éne ¢iktigl tespit edilmistir. Yazar ig birligi
aglarinda Pham Quoc-Viet ve Alazab Mamoun merkezi konumdadir. ABD, ingiltere, Fransa, Almanya, isveQ, israil ve ispcmyo bu
alanda en ¢ok yayin yapan Ulkelerdir. Sonuglar, yapay zekd ve sadlik iletisimi arastirmalarinin ¢ok disiplinli bir yapiya kavustugunu
ortaya koymaktadir. Calisma, saglik hizmetlerinin gelecegdini sekillendirme potansiyeline sahip olan bu gelismelerin yani sirq, etik,
mahremiyet ve algoritmik én yargi gibi konularin da dikkatle ele alinmasi gerektigini vurgulamaktadir.

Anahtar Kelimeler: Saglik iletisimi, yapay zekd, bibliyometrik analiz, saglik okuryazarh

ABSTRACT

This study presents a bibliometric analysis of academic research on health communication and artificial intelligence published in
the Web of Science database between 2000 and 2025. The research examined 367,665 academic publications, analyzing publica-
tion types, temporal distribution, author collaboration networks, keyword trends, and geographical distribution patterns. The
findings demonstrate that artificial intelligence applications in health communication experienced rapid growth particularly after
2015, reaching peak levels between 2021 and 2024. Publication analysis reveals that 43.64 percent of studies were articles and
40.55 percent were conference proceedings. Keyword frequency analysis identified "artificial intelligence” with 257 occurrences,
"machine learning” with 223 occurrences, and "deep learning” with 151 occurrences as the most frequently utilized terms in the
literature. The post-pandemic period witnessed the emergence of chatbots, natural language processing, and digital health as
prominent research themes. Author collaboration network analysis indicates that Pham Quoc-Viet and Alazab Mamoun occupy
central positions within the research community. Geographical analysis demonstrates that the United States, United Kingdom,
France, Germany, Sweden, Israel, and Spain represent the leading countries in scientific output within this domain. The results
indicate that artificial intelligence and health communication research has evolved into a multidisciplinary structure, reflecting the
convergence of technological innovation and healthcare delivery systems. The study emphasizes that while these developments
possess significant potential to transform future healthcare services, critical considerations regarding ethics, privacy protection,
and algorithmic bias require careful attention and systematic evaluation. The study emphasizes that alongside these develop-
ments, which have the potential to shape the future of healthcare services, issues such as ethics, privacy, and algorithmic bias
must also be carefully addressed.
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Extended Abstract

This study presents a comprehensive bibliometric analysis of academic research
on health communication and artificial intelligence indexed in the Web of Science
database between 2000 and 2025. The fundamental research problem addresses
the systematic mapping and analysis of how the development, distribution, and
impact of artificial intelligence applications in health communication are repre-
sented in the scientific literature. The rapid proliferation of artificial intelligence
technologies in modern healthcare systems has led to fundamental changes in
health communication paradigms, necessitating a comprehensive examination of
the scientific dimensions of this transformation. The study aims to identify research
trends, focal points, and interdisciplinary relationships regarding the use of artificial
intelligence in health communication, and to contribute to shaping future research
priorities in this field. The rapid transformation of the digital health ecosystem in the
post-pandemic period, the critical importance of artificial intelligence-supported
health communication tools, and the systematic analysis of the reflections of these
developments in academic literature are of great importance both theoretically
and practically.

The primary reasons for selecting the Web of Science database include its com-
prehensive international scope, data reliability and consistency, the ability to ana-
lyze research trends over years, and high comparability levels. The bibliometric
analysis method was employed as an effective tool for determining research prior-
ities, identifying knowledge gaps, and shaping future research agendas in rapidly
developing and interdisciplinary fields. The research encompassed a total of
367,665 academic studies identified through a search conducted on February 21,
2025, using the keyword "Artificial Intelligence and Health Communication.” These
studies were analyzed using VosViewer software, with full counting method for
publication types, fractional counting method for author collaboration networks,
minimum five occurrence threshold for keyword analysis, and minimum collabora-
tion count of three for country analysis.

The findings reveal that artificial intelligence applications in health commmunication
have shown rapid growth especially since 2015, reaching peak levels between 2021
and 2024. In terms of publication types, 43.64 percent of the studies were articles
and 40.55 percent were proceedings papers. Keyword analysis identified "artificial
intelligence” with 257 occurrences, "'machine learning” with 223 occurrences, and
"deep learning” with 151 occurrences as the most frequently used terms. Chrono-
logical analysis demonstrates that technical-focused topics such as medical
imaging and neural networks were dominant in the pre-2019 period, while chat-
bots, natural language processing, and COVID-19-related themes intensified in
2022 and beyond. Health literacy has been identified as a critical concept at the
center of artificial intelligence-supported health communication systems. While
artificial intelligence technologies have the potential to improve health literacy by
facilitating individuals' access to health information and providing personalized
health messages, they also carry the risk of deepening digital divide and health
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inequalities. Author collaboration network analysis reveals that central authors
such as Pham Quoc-Viet and Alazab Mamoun stand out in the field and have
developed numerous international collaborations. Country-based analyses indi-
cate that the United States, United Kingdom, France, Germany, Sweden, Israel, and
Spain are in leading positions in scientific production in this area.

Research findings reveal that artificial intelligence technologies are used in health
communication in three main directions: analysis of physician-patient conversa-
tions through natural language processing algorithms, answering patient ques-
tions through chatbots, and chronic disease management through personalized
health consulting systems. The significance of this study is critical in terms of
understanding the role of artificial intelligence technologies that shape the future
of healthcare services, identifying paradigm shifts in health communication, and
providing scientific evidence for determining future research agendas. The findings
also offer valuable insights for health policymakers, healthcare professionals, and
technology developers in understanding the transformation of the digital health
ecosystem.

Girisg

Saglik iletisimi, modern sagdlik sistemlerinin etkinligini belirleyen kritik bir
bilegen olarak karsimiza ¢cikmaktadir. Ozellikle son yillarda yapay zeké (YZ) teknolo-
jilerinin hizh gelisimi, saglk iletisimi alaninda paradigma degisikliklerine yol
acmistir. Gunimuzde saglik hizmetleri sunuculari, YZ destekli araglari kullanarak
hasta-hekim iletigsimini guclendirmekte, saglk okuryazarligini artirmakta ve saglk
bilgisinin yayiimini hizlandirmaktadir (Davenport ve Kalakota, 2019). YZ tabanli
chatbotlar, mobil saglik uygulamalari ve kigisellestirilmis saglik iletisimi platform-
lari, bireylerin saglik bilgisine erigsimini demokratiklestirirken, ayni zamanda saglk
sistemlerinin is yukuna hafifletmektedir (Mosa vd., 2012).

Bibliyometrik analiz yéntemi, bilimsel literatirdeki arastirma egilimlerini, is
birligi aglarini ve tematik gelisimleri ortaya ¢ikarmada etkili bir aragtir. Bu yontem,
ozellikle hizla geligen ve disiplinler arasi nitelik tagiyan alanlarda, arastirma énce-
liklerinin belirlenmesi, bilgi bogluklarinin tespit edilmesi ve gelecekteki arastirma
gundemlerinin sekillendiriimesi agisindan buytk énem tagimaktadir. Saglik iletigimi
ve yapay zekd gibi dinamik ve c¢ok boyutlu bir alanda bibliyometrik analiz
gerceklestirmek, hem akademik topluluk hem de saglik politikasi yapicilari igin
degerli icgéruler sunma potansiyeline sahiptir.

Saglik iletisimi ve yapay zekd arasindaki iliski, ginumuz dijital saghk eko-
sisteminin temel dinamiklerinden biri hdline gelmistir. Ozellikle pandemi sonrasi
dénemde, uzaktan saglik hizmetleri, tele-tip uygulamalari ve dijital saglik platform-
larinin yayginlagsmasi, yapay zekd destekli saglik iletisimi araglarina olan ihtiyaci
artirmigtir. Bu teknolojiler, saglik bilgisinin sadece erigilebilirligini degil, ayni zaman-
da kisisellestiriimesini ve etkilesimli hdle getiriimesini saglayarak, hastalarin saglik
kararlarina daha aktif katiimini tegvik etmektedir. Bununla birlikte, dijital saglik eko-
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sistemine entegre olan yapay zekd uygulamalari, saglik hizmetlerinin demokra-
tiklesmesi ve yayginlagmasi potansiyelini tasirken; dijital ugurum, algoritmik én
yargilar ve veri guvenligi gibi yeni zorluklari da beraberinde getirmektedir.

Yapay zekd teknoloijileri, saglik iletisiminde yalnizca aragsal bir rol oynamak-
la kalmayip, iletigsimin niteligini ve kapsamini da dénustirmektedir. BuyUk veri anal-
itigi ve makine 6grenmesi algoritmalari, hasta davraniglarini ve tercihlerini analiz
ederek hedef kitlelere uyarlanmig saglik mesajlari geligtirmeyi mimkuan kilmaktadir.
Bu baglamda, YZ'nin saglik iletisimindeki uygulamalari, halk saghgr kampany-
alarinin etkinligini artirmakta ve saglikla ilgili dezenformasyonla muicadelede yeni
stratejiler sunmaktadir (Asan vd. 2020). Bununla birlikte, YZ'nin saglik iletisiminde
kullanimina dair etik kaygilar, mahremiyet sorunlari ve algoritmik én yargilar,
dikkatle ele alinmasi gereken konular olarak belirmektedir (Reddy vd., 2020).

saglik iletisiminde Dijitallegsme ve Yapay Zekd

Saglik iletigsimi arastirmalari, dijital teknolojilerin geligimi ile birlikte Web of
Science (WoS) veri tabaninda giderek daha fazla yer almaya baglamistir. Bu
cahigmalar, 6zellikle yapay zekd destekli sistemlerin saglik iletisimindeki roline oda-
klanmaktadir (Kreps, 2017). Bibliyometrik analizler, saglik okuryazarh§ arastirma-
larinin 2015 sonrasinda hizla arttigini ve dijital platformlar Gzerinden sunulan saglk
bilgisinin erigilebilirligi konularinda yogunlastigini géstermektedir (Serensen vd.,,
2012). Saglik iletisiminin dijitallegsmesi, genis kitlelere ulasma potansiyeli tagimasina
ragmen, toplumun farkll kesimlerinde dijital ugurum ve sagdlik esitsizliklerini derin-
lestirme riskini de barindirmaktadir (Berkman vd.,, 2011).

Yapay zekd teknolojilerinin saglik iletisimine entegrasyonu WoS'ta indekslen-
en arastirmalarin énemli bir odak noktasi hdline gelmistir. Ozellikle dogal dil isleme,
makine 6grenmesi ve derin 6grenme algoritmalarinin saglik iletisiminde kullanimi,
saglik bilgisinin kigisellestiriimesi, saglk davraniglarinin tahmini ve saglik muda-
halelerinin optimizasyonu agisindan yeni arasgtirma alanlar agmistir (Davenport ve
Kalakota, 2019). Yapay zeké& destekli saglik iletisimi sistemleri, Web 4.0 paradigmasi
icerisinde hasta merkezli iletisim modellerinin gelistiriimesine katki saglamaktadir.
Yapay zekd teknolojilerinin saglik iletisimi alanindaki uygulamalari, kronik hastalik
yonetimi, telemedikal hizmetler ve kisisellestiriimis saglik danismanligi konularinda
yogunlasmaktadir (Singh vd., 2021). Bu teknolojiler, saglik okuryazarhigi arastirma-
larinda hem arastirma konusu hem de metodolojik ara¢ olarak kullaniimaktadir.
Ozellikle buyUk veri analitigi ve gorsellestirme teknikleri, saglik iletigsimi alanindaki
bilimsel bilgi birikiminin haritalandiriimasini ve gelecekteki arastirma egilimlerinin
tahmin edilmesini mamkuan kilmaktadir (Donthu vd., 2021).

Saglik iletisiminde temel hedef, hekim ve hasta arasinda etkili bilgi
aktariminin saglanmasidir. Shannon ve Weaver'in (1948) enformasyon kuraminda
belirtildigi Gzere, kaynak ve alici arasinda mesajin dogru sekilde iletiimesi ve iletigim
kanallarinin uygun sec¢imi, saglik iletisiminin etkinligini belirleyen kritik faktérlerdir.
GUnumuzde saglik iletisimi alaninda kullanilan kuramsal modeller, teknolojik
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gelismeler ve toplumsal dinamiklerle birlikte daha kapsamli bir cergeve sunmak-
tadir. Yeniliklerin Yayillmasi Teorisi, saglikla ilgili davraniglarin toplumda nasil
yayildigini agiklamak igin en sik basvurulan yaklagimlardan biridir. Bu teoriye gére,
yeniliklerin benimsenmesi bilgi edinme, ikna olma, karar verme, uygulama ve
onaylama asamalarinda gergeklegir ve surecin basarisi sosyal ag liderlerinin,
homofilinin ve ad yogunlugunun etkisiyle sekillenir (Dearing ve Cox, 2018, s. 183;
Valente ve Fosados, 2006). Ozellikle ag tabanh yaklasimlar ve cekirdek gruplar
yoluyla yapilan mudahaleler, toplumsal dizeyde saglik davranigi degisimini
hizlandirabilmektedir (Valente ve Fosados, 20086, s. 27; Garcia-Avilés, 2018, s. 2-4).

Teknoloji Kabul Modeli, bireylerin yeni saglik teknolojilerini kabul etmeleri
surecinde algilanan fayda ve kullanim kolayhginin belirleyici oldugunu ortaya koy-
maktadir (Holden ve Karsh, 2010, s. 160; Kim ve Park, 2012, s. 1-3). Bu modelin Saglik
inang Modeli gibi psikososyal teorilerle buttnlestiriimesi, saglik iletisimi kampany-
alarinda hem bireysel hem de cevresel etkenlerin anlagiimasini saglamaktadir
(Kim ve Park, 2012, s. 4-5; Adnan vd.,, 2025, s. 4). Ayrica, dijital uygulamalar ve mobil
saglik teknolojileri 6zelinde, bu modelin pratik faydasi kullanici kabulinun
surdurulebilirligi ve davranigsal motivasyonun arttirllmasiyla kendini géstermekte-
dir (Adnan vd, 2025, s. 4-6). Medya ekolojisi yaklagimi, saglik bilgisinin iletigim
ortamlari ve medya araglari araciligiyla birey ve toplum duzeyinde nasil edinildigini
ve paylasildigini analiz etmektedir (Ikemsi, 2020, s. 96-98). Dijitallegsme ile birlikte,
bilgiye erisimin artmasi, bilgi kirliligi ve yanlig bilgilendirme riskleri gibi yeni dina-
mikleri de beraberinde getirmistir (Ikemsi, 2020, s. 98; Garcia-Avilés, 2018, s. 5).

Transactional (etkilesimsel) model, sadlik iletisiminde tek yénli mesaqj
aktarimi yerine karsilikli, gok yénlt ve baglamsal etkilesimleri vurgulamaktadir.
Ozellikle e-sagdlik uygulamalarinda, bireyler hem bilgi alicisi hem de aktaricisi
olarak etkilesimin pargasi olmaktadir. Sosyal medya ve gevrim igi platformlar Uze-
rinden saglik mesajlarinin paylasiimasi, dinamik etkilesimlerin ve hizli geri bildirimin
o6nunt agmaktadir (Poige vd,, 2018, s. 2-4; Parackal vd., 2020, s. 290—291). Transac-
tional analiz'in liderlik ve ekip ici iletisimde, yetiskin-odakl iletisimi tesvik ederek
takim galigmasini ve gliven ortamini giglendirdigi de belirtiimektedir (Thiagarajan
ve McKimm, 2019, s. 58-59). Yapilandirmaci yaklasim ise, iletigsim becerilerinin ve
saglik davraniglarinin sosyal etkilesim ve deneyim yoluyla 6grenilip kalici hale geld-
igini savunmaktadir. Ozellikle sadlik iletisimi egitimlerinde, aktif 6grenme ve rol
oynama ydntemleriyle yapilandirmaci modellerin etkili oldugu gésterilmistir (van
den Eertwegh vd,, 2013, s. 185-188). Son olarak, klasik psikososyal teoriler ve liderlik
odakli iletisim yaklasimlari da bireysel saglik inanglari, ekip motivasyonu ve organi-
zasyonel iletisim kalitesinin yUkseltiimesinde etkili birer arag olarak kullaniimaktadir
(Jones vd, 2015, s. 567; Thiagarajan ve McKimm, 2019, s. 57-60). Tum bu modeller,
saglik iletisimi stratejilerinin kanita dayali, gok boyutlu ve surdurulebilir bigimde
tasarlanmasina olanak tanimaktadir.

Saglik okuryazarligi Uzerine yapilan bibliyometrik analizler ile yapay zekd
caligsmalari arasindaki sinerji, WoS veri tabaninda indekslenen arastirmalarin ¢gok
disiplinli bir yapiya kavugsmasina katki saglamistir. Bibliyometrik analizler, saglk
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iletisimi literatarandeki bilgi adaciklarini, arastirma kimelerini ve atif aglarini ortaya
clkararak, alanin entelekttel yapisini ve gelisim dinamiklerini anlamak igin degerli
veriler sunmaktadir (Wang vd., 2019). Yapay zekd algoritmalarinin bu bibliyometrik
verileri islemesi, saglik okuryazarhdr alanindaki bilimsel bilgi tretiminin érantualerini
ortaya gikarmakta ve gelecekteki arastirma gundemlerinin sekillenmesine katki
saglamaktadir. Saglk iletisimi, dijitallesme ve yapay zekd alanlarindaki aragtirma-
lar, saghk okuryazariginin gelistirilmesi icin disiplinler arasi bir yaklagim olustur-
maktadir (Agarwal vd., 2010).

Bu baglamda, WosS veri tabaninda saglik iletisimi Gzerine yapilan ¢galigma-
larin incelenmesi, sadece alanin guncel durumunu anlamak igin degil, ayni
zamanda toplum saghiginin iyilestirilmesi ve saglik esitsizliklerinin azaltilmasi igin
etkili stratejiler gelistirmek agisindan da buyudk 6nem tagimaktadir.

Yapay Zeké ve Saglik iletigsimi: Tarihsel Geligim ve Guincel Uygulamalar

Gunumuzde sagdlik iletisimi; kitle iletisim araclari, kigiler arasi iletigim ve dijital
platformlar araciliiyla saglk bilgisinin Gretilmesi, iletilmesi ve yorumlanmasi
sUreclerini kapsayan ¢ok boyutlu bir disiplin haline gelmistir (Kreps, 2012).

Saglik iletisimi, ¢esitli aktérlerin etkilesimlerini iceren karmasik bir ekosistem
olarak degerlendiriimektedir. Bu ekosistem; hastaneler, doktorlar, hastalar, eczan-
eler, bakim personeli, saglik sigortasi kuruluslar, ilag sirketleri, saglk otoriteleri ve
diger saglhk calisanlarini kapsamaktadir. Paydasglar arasindaki iletisim suregleri,
saglik hizmetlerinin kalitesini, erigilebilirligini ve etkinligini dogrudan etkilemektedir.
DSO verilerine gore, sadlik hizmetlerine erigim sorunlari buytk olgude iletigim
sistemlerindeki yetersizliklerden kaynaklanmaktadir (DSO/WHO, 2022). Pandemi
déneminde saglik iletisiminin énemi daha da belirginlesmis, dogru bilginin
zamaninda ve etkili bigimde iletiimesinin hayat kurtarici rol oynadigr géralmustar
(Mahmood vd., 2020).

Yapay zekd teknolojilerinin saglik iletigimine entegrasyonu, son yillarda saglik
hizmetlerinin dénagtimunde kritik bir rol oynamaya baglamistir. Ozellikle dogal dil
isleme (NLP), makine égrenmesi, derin 6grenme ve biligsel bilisim gibi yapay zeka
alt alanlari, saglk iletisimi sUreglerini otomatiklestirme, kigisellestirme ve optimize
etme potansiyeli sunmaktadir (Davenport ve Kalakota, 2019). Yapay zekd destekli
sanal asistanlar ve chatbotlar, hastalarin saglhk sorularini yanitlama, randevu
planlama ve ilag kullanimini hatirlatma gibi temel iletisim iglevlerini Ustlenerek
saglik profesyonellerinin is yukinu hafifletmektedir (Laranjo vd., 2018). Dogal dil
isleme algoritmalari, hekim-hasta gérasmelerindeki konugsmalar gergek zamanli
olarak analiz ederek, bnemli bilgileri elektronik saglik kayitlarina aktarabilmekte ve
bdylece hekimlerin dokiimantasyon yUkinu azaltmaktadir (Calvo vd.,, 2015). Yapay
zekd, tibbi goéruntileme ve patoloji raporlarinin yorumlanmasinda da devrim
yaratmakta, radyologlar ve patologlar igin karmasgik bulgulari gérsellegtiren ve
bzetleyen sistemler gelisgtiriimektedir.

Yapay zekd destekli saglik iletisimi uygulamalari dinya genelinde basarili
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orneklerle kendini géstermektedir. Cin'de Ping An Good Doctor platformu 300 mily-
ondan fazla kullaniclya yapay zeké destekli 6n tani hizmetleri sunmaktadir (Wang
vd.,, 2020). Hindistan'da Aravind Eye Care System diyabetik retinopati taramasi igin
yapay zeka algoritmalari kullanmaktadir (Natarajan vd.,, 2019). Birlesik Krallik'ta NHS,
COVID-19 pandemisi sirasinda yapay zekd destekli chatbotlar aracihigiyla vatan-
daslara saglik bilgisi saglamigtir (Miner vd.,, 2020).

Yapay zek& teknolojileri hasta-hekim iletisimini cesitli ydnlerden
donustarmektedir. ileri dUzey konugma tanima sistemleri, hekim-hasta gérasmel-
erini otomatik olarak desifre ederek dokimantasyon sureglerini hizliandirmakta ve
hekimlerin hastalari ile géz temasi kurarak etkilesimde bulunmalarina daha fazla
zaman ayirmalarini saglamaktadir (Calvo vd., 2015). Duygusal biligim (affective
computing) teknoloijileri, hastalarin yuz ifadeleri, ses tonu ve beden dili gibi sézsuz
iletisim unsurlarini analiz ederek, hekimlere hastalarin duygusal durumlari hakkin-
da icgéruler sunmaktadir (Picard, 2000). Yapay zekd destekli karar destek sistem-
leri, hekimlerin karmasik tibbi bilgileri hastalarina anlasilir bir dille aktarmalarina
yardimci olmakta ve ortak karar verme sureglerini desteklemektedir (Gulshan vd.,,
2016). Ancak, yapay zekanin hasta-hekim iletisimine entegrasyonu, cesitli zorluklari
da beraberinde getirmektedir. Teknolojik aracilik, bazi durumlarda iletisimdeki
insani boyutu zayiflatabilmekte ve dijital okuryazarigr dusuk hasta gruplari igin
engeller olusturabilmektedir.

Saglik iletisiminde yapay zek& uygulamalarinin gelecedi, teknolojik yenilikler,
etik duzenlemeler ve saglik sistemlerinin déntsimu ekseninde sekillenmektedir.
Gelecekte yapay zekd destekli saglik iletisimi sistemlerinin multimodal 6zellikler
kazanmasi ve giyilebilir teknolojilerle entegre galigmasi beklenmektedir (Shah vd.,
2019; Manogaran vd., 2018). Bu gelismeler, saglik iletisiminin proaktif ve kisisellegtir-
ilmis bir nitelik kazanmasini saglayacaktir. Bununla birlikte, yapay zekd destekli
saglik iletisiminin gelecegi, yalnizca teknolojik ilerlemelerle degil, ayni zamanda
etik, yasal ve sosyal ¢ercevelerle de sekillenecektir. Algoritmik seffaflik, veri glven-
ligi, mahremiyetin korunmasi ve dijital saglk esitsizliklerinin giderilmesi, yapay
zekd@nin saglik iletisimindeki potansiyelini tam olarak gergeklestirebilmesi igin kritik
dneme sahiptir (Reddy vd., 2020).

saglik iletisiminde Yapay Zek& Uygulamalarina Yénelik Etik ve Sosyal
Degerlendirme Cerceveleri

Yapay zekd teknolojilerinin saglik iletisimi alaninda yayginlagmasi, etik,
mahremiyet ve algoritmik én yargr gibi kritik konular gindeme getirmektedir. Bu
geligmeler, dijital saglik ekosisteminde guven, adalet ve seffaflik ilkelerinin yeniden
degerlendirilmesini zorunlu kilmaktadir. Saglik iletisiminde yapay zek& uygulama-
lari, bireylerin kisisel ve hassas saglik verilerinin toplanmasi, saklanmasi ve iglen-
mesi noktasinda ¢ok katmanli etik sorular dogurmaktadir. Dijital platformlar, mobil
saglhk uygulamalari ve sosyal medya temelli saghk danismanhigi sistemleri,
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mahremiyetin korunmasini kritik hale getirmistir (Gilbert vd., 2020, s. 170). Ozellikle
acik nza sureglerinin geffaf yaratalmemesi, veri sahiplerinin hangi verilerinin, kimler
tarafindan, ne amagcla kullanilacagini tam olarak bilememesine neden olmakta ve
saglik iletigimi uygulamalarinda given duygusunu zedelemektedir (Cartolovni vd.,,
2022, s. 5; Goirand vd., 2021, s. 9).

Mobil uygulamalar ve sosyal medya Uzerinden toplanan saglk verilerinin
cogu zaman anonimlestirildigi iddia edilse de farkli veri kimelerinin birlestiriimesi-
yle kimliklendirme riski artmakta ve teknik &nlemler tek bagina yeterli koruma suna-
mamaktadir (Albahri vd., 2023, s. 159). Bu durum yasal dizenlemelerin ve kurum-
larin kendi i¢ politikalarinin ve protokollerinin, veri minimizasyonu, guglu sifreleme
ile veri erigsim kontrol ilkeleriyle guglendirilmesini zorunlu kilmaktadir. (Bidino vd.,
2024, s. 3). Buna karsllik, sosyal medya verilerinin saglik arastirmalarinda kullanimi,
yeterli onam olmadan bireyin mahremiyetinin ihlali anlamina gelebilmekte ve etik
cerceveler burada pratikte genellikle yetersiz kalmaktadir (Gilbert vd., 2020, s. 171).

Yapay zekd tabanl saglik iletisimi uygulamalarinin egitildigi veri setlerinde
goérulen dengesizlikler, algoritmik 6n yargi ve adaletsizlik risklerini beraberinde
getirmektedir. Saglik hizmetlerinde demografik, sosyoekonomik ve kulturel gesitliligi
tam olarak yansitmayan veri setleriyle egitilen algoritmalar, belirli hasta gruplarin-
da teghis ve tedaviye erisimde esitsizliklerin derinlesmesine sebep olabilmektedir
(Nasir vd,, 2023, s. 2; Fiske vd,, 2019, s. 2; Zhang ve Zhang, 2023, s. 3). Cesitli calisma-
larda, saglik iletisimi alanindaki yapay zekd uygulamalarinda 6n yarginin énlene-
bilmesi icin algoritma gelistirme agsamasinda kapsamli ve dengeli veri kimelerinin
kullanilmasi geregi vurgulanmigtir (Albahri vd,, 2023, s.157; Cartolovni vd., 2022, s. 6).
Algoritmik én yargl, yapay zekd sisteminin "kara kutu" olarak ¢alismasi nedeniyle
cogu zaman tespit edilememekte ve aciklanabilir ve seffaf algoritma tasarim-
larinin eksikligi, hatali veya adaletsiz sonucglarin denetlenmesini zorlagtirmaktadir
(Morley vd., 2020, s. 3; Singhal vd., 2024, s. 2).

Yapay zekanin saglik iletisiminde seffaf ve agiklanabilir sekilde kullaniimasi,
toplumsal gtven ve sistemin surdurulebilirligi agisindan merkezi 6neme sahiptir.
Algoritmalarin nasil ¢alistigina, hangi verilere ve hangi kriterlere gbére karar
verdigine dair bilgilerin saglhk calisanlar ve kullanicilarla paylasiimasi gerekli
goérulmekte ve aciklanamayan veya izah edilemeyen yapay zekd kararlarinin etik
acidan sakincal oldugu vurgulanmaktadir (Morley vd., 2020, s. 4; Cartolovni vd.,
2022, s. 5; Singhal vd., 2024, s. 2). Aciklanabilirlik, yapay zek&nin kararlarinin insan-
larca izlenebilir ve gerekgelendirilebilir olmasini saglarken (Nasir vd, 2023, s. 2;
Bidino vd., 2024, s. 3), saglik profesyonellerinin ve hastalarin algoritmanin énerdigi
tani ve tedavi sureglerine giiven duyabilmesi igin bu seffafigin saglanmasi gerekli
gorulmektedir (Li vd, 2024, s. 3; Goirand vd., 202], s. 12).

Hesap verebilirlik ise, yapay zekd uygulamalarinin dogrudan ya da dolayl
sekilde sebep oldugu hata, zarar ya da hak kayiplarinda, kimin ne élgtde sorumiu
olacaginin agikga tanimlanmasini gerektirir (Rogers vd.,, 2021, s. 625; Cartolovni vd.,
2022, s. 8). Yapay zekad kararlarinin geriye dénuk olarak izlenebilmesi ve denetlene-
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bilmesi, hesap verebilirlik igin temel olarak gértlmektedir (Morley vd., 2020, s. 3).
Yapay zekd tabanli saglk iletisimi uygulamalarinda insan merkezli yaklagim ve
hasta otonomisinin korunmasi, etik gcergevelerde kilit ilke olarak kabul edilmektedir
(Olawade vd., 2024, s. 3; Fiske vd.,, 2019, s. 4). Yapay zekdnin yalnizca karar destek
araci olarak konumlanmasi ve nihai kararlarin insan aktérlerde kalmasi hem etik
hem de toplumsal agidan gereklidir (Li vd., 2024, s. 2). Ozellikle saglik iletisiminde
empati, sosyal baglam ve insan iligkilerinin 6nemi dusunuldigunde, yapay zeka
sistemlerinin etik sinirlari konusunda net rehberler belirlenmelidir (Fiske vd.,, 2019, s.
5; Morley vd., 2020, s. 5).

Birgok Ulke ve uluslararasi kurulugun gelistirdigi etik rehberler ve duzenleyici
cergeveler, saglik iletisiminde yapay zekdnin sorumlu kullanimina ydénelik temel
ilkeleri ortaya koymaktadir (Albahri vd., 2023, s. 159; Nasir vd., 2023, s. 4; Zhang ve
Zhang, 2023, s. 13). Ancak uygulamada, bu standartlarin genel seviyede kaldigi ve
Ulke ve sektér bazinda ciddi uyum ve uygulama farkliliklarinin bulundugu géralme-
ktedir (Goirand vd., 2021, s. 15; Bidino vd., 2024, s. 4). Bu nedenle, uluslararasi ig birligi
ve disiplinlerarasi yaklagimlarla, mahremiyet, adalet, seffaflik ve hesap verebilirlik
gibi temel etik ilkelerin sektérel duzeyde somut uygulama rehberleriyle desteklen-
mesi gerekmektedir (Zhang ve Zhang, 2023, s. 14; Nasir vd,, 2023, s. 5).

Pandemi Sonrasi Dijital Saglik iletisiminde Glincel Geligmeler ve Cok
Boyutlu Etik Sorunlar

Pandemi sonrasi dijital saglik alani; saglik iletisimi, yapay zeké etigi ve saglik
esitsizlikleri baglaminda ¢ok katmanli bir déntsim surecine girmistir. Dijital saglik
iletisiminde yapay zekd tabanli sohbet botlari, buyuk dil modelleri ve kisisellestir-
ilmis mesajlagsma teknolojileri, 6zellikle pandemi dénemi ve sonrasinda halk saghgi
yénetiminde én plana ¢ikmistir (Sezgin ve Kocaballi, 2025, s. 4). Bu teknolojiler
sayesinde saglik kurumlari, genis kitlelere hizli, gavenilir ve dlgeklenebilir bigimde
ulasabilmektedir.

Pandemi sureci, dijital saglik okuryazarhgdinin ve erigim esitsizliklerinin &nemi-
ni belirgin hale getirmistir. Dijital platformlar araciidiyla iletilen saglik mesajlarinin,
ozellikle kirlgan gruplar igin daha erisilebilir oldugu dustinulse de dijital okuryazarlik
ve erigim imkdanlarinin bu gruplar arasinda ciddi farkhhklar olusturdugu gézlemlen-
mistir (Ha&fliger, Diviani ve Rubinelli, 2023, s. 428). Dijital saglik teknolojilerinin
toplumsal esitsizlikleri azaltma potansiyeline ragmen, sosyoekonomik durum, yas,
egitim ve dijital okuryazarlik gibi faktérler saglik hizmetlerine erisimde yeni tip dijital
bélunmeler dogurmustur (Nguyen, Hargittai ve Marler, 2021, s.106717).

Pandemi déneminde acil saglik iletisimi ihtiyacinin artmasiyla buayuk dil
modelleri ve ChatGPT benzeri sistemlerin saglik alaninda kullanimi hizla yaygin-
lagmustir. Ancak Ong vd. (2024, s.12), pandemi sUrecinde aceleyle devreye sokulan
bu sistemlerin sosyal belirleyicilere duyarl gelistiriimediginde var olan esitsizlikleri
yeniden Uretebilecegini belirtmektedir. Pandemiyle birlikte dijital saglk teknolojile-
rinin hizh ve genis capli benimsenmesi, bu uygulamalarin sosyo-teknik agidan
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degerlendiriimesini daha da gerekli ve kritik hdle getirmigtir. Pandemi deneyimi,
dijital saglik uygulamalarinin gergek dunyadaki etkilerinin titizlikle degerlendirilme-
sinin guvenilirlik ve surdurulebilirlik icin elzem oldugunu gdstermistir.

Son yillarda yayimlanan yuksek etkili calismalar, dijitallesmenin saghk okury-
azarhg, erisim, kigisellestiriimis iletisim ve hizli midahale olanaklarini artirdigini
gobsterirken, toplumsal esitsizlik ve dijital bélinme gibi yeni risk alanlarinin da
ortaya ¢iktigini ortaya koymaktadir (Badr, Motulsky ve Denis, 2024, s. 2). Bu bulgular,
teknolojik gelismelerin saglik iletisiminde sundugu firsatlarin, esitlikgi ve kapsayici
uygulamalarla desteklenmesi gerektigini vurgulamaktadir.

Yontem

Bibliyometrik analiz yéntemi, dijital saglk iletisimi alanindaki bilimsel bilgi
birikiminin nesnel ve sistematik bigcimde haritalandiriimasina olanak taniyan en
etkili yontemlerden biridir (Aria ve Cuccurullo, 2017, s. 960; Zupic ve Cater, 2015, s.
430). Bu ydntemde temel amag, alanin entelekttel yapisini, egilimlerini ve ag ilikil-
erini hem nicel hem de goérsel analizlerle ortaya koymaktir. Bibliyometrik analiz,
literatur incelemelerinde arastirmaci yanliligini azaltmak, guincel ve temel egilimleri
nesnel bicimde gbstermek ve arastirma alaninin gelisimini zamansal ve tematik
olarak izlemek igin kritik bir aragtir (Donthu vd.,, 2021, s. 285; Aria ve Cuccurullo, 2017,
s. 961). Bu ¢caligmada kullanilan VOSviewer programi, van Eck ve Waltman (2010, s.
523) tarafindan geligtirilen ve buyuk veri kimelerinde yazar, kurum ve anahtar
kelime aglarinin gérsellestirilmesi icin alan standardi haline gelmig bir yazilimdir.

Bu calisma, bibliyometrik analiz yéntemini kullanarak 2000-2025 vyillan
arasinda Web of Science (WoS) veri tabaninda saglik iletigimi ve yapay zeka
alaninda yayinlanan akademik calismalari incelemektedir. Web of Science veri
tabaninin secgilmesinin temel nedenleri su sekilde 6zetlenebilir: ik olarak, WoS
uluslararasi diuzeyde kapsamli bir veri tabanidir ve ¢ok disiplinli arastirma alan-
larinda literatUr taramasi yapmaya imkan tanimaktadir. ikinci olarak, veri gavenil-
irligi ve tutarhhgr agisindan sektdr standartlarini karsilamasi, analiz edilen verilerin
bilimsel dogrulugunu ve metodolojik gecerliligini guclendirmektedir. Arastirmanin
temel problemi, saglik iletisimi alaninda yapay zek& uygulamalarinin geligimi,
dagihmi ve etkisinin bilimsel literatirde nasil yer aldiginin kapsamli bir sekilde hari-
talandinimasi ve analiz edilmesidir.

Veri toplama surecinde, 21.02.2025 tarihinde "Artificial Intelligence and Health
Communication” anahtar sézcugutyle WoS veri tabaninda “tum alanlar® segilerek
arama yapiimig ve toplam 367.665 akademik ¢alismaya ulasiimistir. Bibliyometrik
analizler VosViewer (strim 1.6.19) yaziimi kullanilarak gerceklestirilmistir. Analiz
parametreleri yayin tarleri i¢in tam sayim metodu, yazar ig birligi aglar icin frac-
tional counting metodu, anahtar kelime analizinde minimum besg tekrar esigi, tlke
analizinde minimum Ug¢ is birligi sayisi ve yogunluk haritalarinda lineer normal-
izasyon olarak belirlenmistir.

Calismada metodolojik seffafigin artinimasi amaciyla arama dizgeleri ile
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dahil etme harig¢ tutma kriterleri sistematik olarak belirlenmistir. Veri seti olusturu-
lurken yalnizca 6zgun bilimsel katki saglayan yayin tarleri (makaleler, bildiriler, agik
mektuplar, kitap bélumleri, erken erigim) dahil edilmis; dergi notlari, konferans
bzetleri, duyurular ve veri setleri gibi literatdrin 6zgunlaguane sinirl katki sunan
kayitlar hari¢ birakilmigtir. Bu tercih, uluslararasi bibliyometrik analizlerde yaygin
olarak benimsenen uygulamalara dayanmaktadir (Wallin, 2005; Glénzel, 1996).

Arastirmanin énemi, saglik iletisimi ve yapay zeka kesisimindeki aragtirma-
larin evrimini, odak noktalarini ve egilimlerini ortaya ¢ikararak bu alandaki bilimsel
bilgi birikimini haritalandirmasidir. Elde edilen bulgular, saglk hizmetlerinin
geleceginin sekillenmesinde yapay zekd teknolojilerinin rolint anlama ve saghk
iletisiminde paradigma degisikliklerini tespit etme acgisindan kritik &neme sahiptir.

Bibliyometrik Veri Analizi ve Bulgulari

21 Subat 2025 tarihinde, "Artificial Intelligence and Health Communication”
anahtar sézcuguyle Web of Science veri tabaninda “tum alanlar® segilerek
2000-2025 yillari arasinda yapilan taramada 367.665 ¢alismaya ulagiimisgtir. Ancak
analiz kapsaminda yalnizca bilimsel niteligi yuksek yayin tarleri dahil edilmistir. Bu
cercevede makale, bildiri, agik mektup, kitap bélimu ve erken erisim tUrdndeki
yayinlar degerlendirmeye alinmistir. Dergi notlari, duyurular, editére mektuplar,
konferans &zetleri, 6zet bildiriler, veri setleri ve kitaplar gibi bilimsel katkisi gbrece
sinirli olan tdrler analiz disinda birakilarak niteliksel olarak anlamli, kargilastirilabilir
ve guvenilir bir veri seti olusturulmustur.

sekil 5: Yapilan calismalarin tarleri
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Sekil 5'te Web of Science veri tabaninda “Artificial Intelligence and Health
Communication” anahtar sézcuguyle taranan 367.665 akademik yayinin turlerine
goére dagihmini géstermektedir. Dikey eksen yayin sayisini, yatay eksen ise yayin
tarlerini (makale, derleme, kitap b&limu, erken erigim, editoryal materyal vb.) gés-
termektedir. Grafikte en yuksek frekansa sahip yayin taranin makaleler oldugu,
bunu sirasiyla derleme ve kitap bdlimlerinin takip ettigi gérulmektedir.

Tablo 1: Web of Science'da Saglik iletisimi Alaninda Yapilan Calismalarin
Yayin Tdrlerine Gére Dagilimi (2000-2025)

Tablo Tdeki bu veriler, 2000-2025 yillarn arasinda yapay zekd ve saglk
iletisimi konusunda farkli yayin tdrlerinde arastirmalarin yaratalddgunu ve bu
alanda suregelen bir akademik ilginin varligini géstermektedir.

Sekil 6: WoS veri tabaninda saglik iletisimi alaninda
yapilan ¢alismalarin yillara gére dagilimi
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Sekil 6'da 2000-2025 yillar arasinda saglik iletigimi alaninda yapilan akade-
mik ¢calismalarin yillara gére sayisal dagiimini géstermektedir. Dikey eksen yayin
sayisini, yatay eksen ise yayin yillarini géstermektedir. 2015 yilindan itibaren belirgin
bir artig gézlemlenirken, 2021-2024 yillari arasinda ¢alisma sayisinda hizh bir artig
goérulmektedir. 2025 yilinda gérulen dugus, analiz tarihinin (Subat 2025) yilin tama-
mlanmamig olmasindan kaynaklanmaktadir.

Yazar Analizi

Arastirmada gergeklestirilen bibliyometrik analizde, saglik iletigsimi alaninda
calisan yazarlarin ig birligi aglari da incelenmistir.

Sekil 7: Yazar is birligi agr analizi

Sekil 7’deki ag haritasi, saglik iletisimi alaninda ¢alisan yazarlar arasindaki is
birligi iligkilerini géstermektedir. DUgumler yazarlari, baglantilar ise yazarlar arasin-
daki ortak yayinlari temsil etmektedir. DUgum boyutu yazarin yayin sayisiyla,
baglanti kalhnhigiise is birligi yogunluguyla orantilidir. Farkli renkler, VosViewer algo-
ritmasi tarafindan belirlenen farkll arastirmaci kimelerini géstermektedir. Agin
merkezinde, yapay zekd ve saglik teknolojileri (Pham Quoc-Viet) ile siber guvenlik
ve yapay zekd uygulamalari (Alazab Mamoun) alanlarinda uzmanlagmig arastir-
macilar gibi cok sayida ig birligi gelistirmis yazarlar bulunmaktadir.
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Anahtar S6zclik Analizi

Arastirma kapsaminda gergeklestirilen anahtar sézctk analizi, saglk iletisimi
alanindaki guncel egilimlerin ve odak noktalarinin belirlenmesinde énemli bulgular
ortaya koymaktadir.

sekil 8: Anahtar kelime sikhgi

Sekil 8'deki gorsellestirme, saglik iletigsimi alanindaki yayinlarda kullanilan
anahtar kelimelerin es-bulunma agini géstermektedir. DUgUM boyutu kelimenin
kullanim sikligiyla, baglantilar ise kelimelerin ayni yayinlarda birlikte kullaniima
sikh@iyla orantilidir. Farkh renklerdeki kimeler, birbiriyle daha yodun iligkili arastirma
temalarini géstermektedir. Merkezde "yapay zekd" (257 tekrar), ‘makine égrenimi
(223 tekrar) ve "derin 6grenme” (151 tekrar) gibi temel kavramlar bulunmaktadir.

Yillara Gére Dagilim

Anahtar kelimelerin yillara gére dagihmi incelendiginde, belirli ddnemlerde
farkh terimlerin 6ne giktigi géralmektedir.

Global Media Journal Turkish Edition, Fall / Guz 2025 Volume / Cilt: 16 Issue / Sayr: 31 pp. / ss. 42-70




Serhat Bekar « Akin Ay

sekil 9: Anahtar kelimelerin yillara gére dagilimi
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Sekil 9'da belirli dénemlerde farkli terimlerin éne ¢iktigr gérilmektedir. Yeni
egilimler (sar tonlar - 2022 ve sonrasi) olarak chatbotlar, dogal dil igleme, dijital
teknoloji, yapay zekd destekli saglk sistemleri, otonom chatbotlar ve COVID-19 ile
ilgili konular belirginlegmistir. Gegmig temalar (mavi tonlar - 2019 ve éncesi) ise tibbi
géruntuleme, bilgisayarl tomografi, sinir aglari, derin 6grenme destekli tibbi teghis
ve manyetik rezonans géruntileme konularini icermektedir. Yesil tonlar ise orta
dizeyde anahtar kelime kullanim sikhigini ifade eder. Bu kelimeler daha énceki
dénemlerde de kullaniimistir ancak guncelligi yeni temalara gére daha dusuk
duzeydedir. Sekil 9 metin, yapay zekd ve derin 6grenme kavramlarinin tm dénem-
lerde surekli yer aldigini, ancak COVID-19 pandemisiyle birlikte chatbotlar ve dijital
saglik konularinin daha guncel arastirma alanlar héline geldigini ortaya koymak-
tadir.

Yogunluk Katmanlari

Yapay zekd ve saglik iletisimi arastirmalarinin tematik yogunluk alanlarini
ortaya koymak amaciyla yogunluk katmanlari analizi gergeklestiriimistir.
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$ekil 10: Arastirma alanlarinda yogunluk katmanlari

Sekil 10'da, yapay zekd arastirma alanlarindaki yogunluk katmanlar gér-
sellestiriimistir. Yapay zek& caligmalar detayh incelendiginde, literatirde énemli
gelismeler, yaygin kullanilan trtnler ve gelisen arastirma alanlarinin belirlenme-
sinde akademik caligmalarin ¢ ana yénde ilerledigi gérulmektedir: (a) saglik
alaninda yapay zekd uygulamalari, (b) veri gavenligi ve yapay zekd etidi ve (c)
otonom sistemler ve insan-bilgisayar etkilesimi.

Gérsel haritada "artificial intelligence” (yapay zeka) ve "deep learning” (derin
dgrenme) terimlerinin merkezi konumda oldugu, bunlarin etrafinda COVID-19 ile ilgili
cahsmalarin ve diger alt arastirma alanlarinin dagihm gdésterdigi anlagiimaktadir.
Genel olarak yorumlandiginda sari alanlar, akademik arastirmalarin “en sicak’; ma-
vi-yesil alanlar ise "soguyan veya nig" temalari temsil etmektedir. Yani mavi-yesil
tonlar arastirma faaliyetinin daha az yogun oldugu bélgeleri temsil eder. Sari tonlar
arastirma faaliyetinin en yogun oldugu ve literatirde en fazla ¢alismanin yapildidi
alanlart gésterir. Mavi tonlar yogunluk agisindan orta-alt dizeyde olan temalari
ifade eder.

Yazarlarin Ulkelere Gére Dagilimlari

Saglik iletisimi ve yapay zek& alanindaki ¢alismalarin kdresel dagilimini
gbsteren bu analiz, bilimsel Uretimde 6ne ¢ikan yazarlarin Ulkeleri ve ig birligi kim-
elerini ortaya koymaktadir.
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sekil 11: Yazarlarin Ulkelere gére dagihimlari
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Sekil 1"de gdsterilen Ulkelere gére dagilimda, en fazla akademik ¢alismanin
ABD, ingiltere, Fransa, Almanya, isveg, israil ve ispanya'da gergeklestirildigi belir-
tilmektedir. A§ haritasinda renk gruplari farkli is birligi kimelerini gdstermektedir.

sekil 12: Kelime yogunlugu
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Sekil 12'deki kelime yogunlugu analizinde, en ¢ok kullanilan kelimenin yak-
lasik 350 frekansla ilk sirada oldugu goérilmektedir. ikinci siradaki kelime yaklasik
250, uguncu siradaki kelime ise yaklagik 220 frekansa sahiptir. Burada anlamlilik
acisindan kelimeler: artificial (yapay), intelligence (zeka), learning (6grenme),
health (saglik), review (derleme) seklinde siralanabilir. ilk bes kelime 200'Un Uze-
rinde kullanim frekansina sahipken, 10. siradan sonraki kelimelerin kullanim
frekansi 100'Un altina dugmektedir.

sekil 13: Konu dagilimi

Sekil 13'deki konu dagilimlarinda, en populer arastirma konusunun yaklasik
500 frekansla ilk sirada yer aldidi gértlmektedir. ikinci siradaki konu yaklagik 300,
Uguncu siradaki konu ise yaklasik 250 frekansa sahiptir. Burada da; artificial intelli-
gence, machine learning ve deep learning sirasiyla ilk Ggte yer almistir. ilk beg
konu 200'Un Uzerinde ¢aligmada ele alinirken, sonraki konularin ¢galisiima sikhgi
giderek azalmaktadir. 15. siradan sonraki konularin frekansi yaklasik 100°Gn altina
dusmektedir.

Tartigsma ve Sonug

Bu calismanin bulgulari, saglik iletisimi ve yapay zekd alanindaki mevcut
literatirde dnemli bir boslugu doldurmakta ve 2000-2025 yillari arasindaki evrimsel
déndsumun ilk kapsaml haritasini sunmaktadir. Web of Science veri tabaninda
gerceklestirilen bu bibliyometrik analiz, 367.665 akademik ¢alismanin incelenmesi-
yle saglik iletisimi alaninin ézellikle 2015 yilindan itibaren hizl bir ivme kazandigini
ortaya koymaktadir. COVID-19 pandemisinin 2020-2024 dénemindeki etkisi para-

Global Media Journal Turkish Edition, Fall / Guz 2025 Volume / Cilt: 16 Issue / Sayr: 31 pp. / ss. 42-70




Serhat Bekar « Akin Ay

digmal bir degisim yaratmig, yapay zekd destekli saglik iletisimi araglarina olan
ihtiyaci dramatik sekilde artirmistir (Miner vd., 2020, s. 65).

Anahtar kelime analizleri, yapay zeka teknolojilerinin saglik iletisimi alaninda-
ki dénastlricl etkisini agikga ortaya koymaktadir. "Yapay zekd" (257 tekrar),
"makine égrenimi” (223 tekrar) ve "derin 6grenme” (151 tekrar) terimlerinin domi-
nansi, alanin teknoloji odakli evrimini gdstermektedir. Kronolojik analizde ortaya
cikan tematik kayma &zellikle dikkat ¢ekicidir: 2019 déncesi dénemde teknik odakli
terimlerin baskin olmasindan 2022 sonrasinda “chatbotlar’, "dogal dil isleme” ve
“dijital saglik” terimlerinin éne gikmasina dogru yasanan evrim, yapay zekdnin pasif
tani araclarindan aktif iletigim aracilarina dénistigunu isaret etmektedir (Laranjo
vd.,, 2018, s.1248). Bu dénUsum, literaturdeki mevcut egilimleri yeniden tanimlamak-
ta ve saglik iletisimi arastirmalarinin odak noktasinin degistigini géstermektedir.

Ulke bazli analizler, alandaki yapisal esitsizlikleri agik sekilde ortaya koymak-
tadir. ABD, ingiltere, Fransa, Almanya gibi gelismis Ulkelerin bilimsel Gretimde lider
konumda olmasi, yapay zekd arastirma butceleri ve teknoloji-tniversite is birligi
aglarinin bu cografyalarda gucli olmasi gibi faktérlerin sonucudur (Singh vd., 202],
s. 5113). Bulgularimiz, pandemi sonrasi ddénemde ig birligi aglarinin genigledigi ve
isveg, israil, ispanya gibi Ulkelerin de gorinur hale geldigini gdstermektedir. Ancak
bilimsel Uretimin geligmis Ulkelerde yogunlasmasi, kiresel Guney ulkelerinin kat-
kilarinin gérandr olmadigini ortaya koymaktadir. Bu durum, cografi ¢esitlenmenin
artmasina ragmen epistemik guicun hald Bati merkezli kaldigini géstermektedir.
Mevcut arastirmalarin tip, bilgisayar bilimleri ve mUhendislik alanlarinda yogun-
lagmasi, sosyal bilimler perspektifinin yetersiz kaldigini ortaya koymaktadir. Bu
disipliner dengesizlik, hangi bilgi bosluklarinin bulundugunu igaret etmektedir.

Bulgularin Uluslararasi Literattr Baglaminda Degerlendirilmesi

Bu ¢calismada elde edilen bulgular, saglk iletisimi ve yapay zek& alanindaki
uluslararasi bibliyometrik ¢aligmalarla karsilastirldiginda, pandemi  sonrasi
dénemde yasanan paradigma degisimini somut bigimde ortaya koymaktadir.
Aragtirmamizin kronolojik analizinde 2021-2024 yillarinda anahtar kelime aglarinda
"chatbot (sohbet robotu)”, "natural language processing (dogal dil isleme)”,
"COVID-19" ve "digital health (dijital saglik)" terimlerinin merkezilegsmesi, dijital
saglik iletigsiminin arastirma gundeminin teknolojik gelismelerden kullanici odak-
hhga, esitsizliklerin gideriimesine ve dijital okuryazarhigin artirlmasina dogru kay-
digini géstermektedir. Bu bulgu, Nguyen vd. (2021, s. 106717), Ford vd. (2022, s. 3) ve
Ong vd. (2024, s. 12) pandemi sonrasi dénemde rapor ettikleri tematik dénugimle
tutarlilik géstermektedir.

Arastirmamizda pandemiden 6nceki dénemde tibbi gérintileme, makine
6grenmesi ve sinir aglari gibi teknik odakli temalarin baskin oldugu, pandemi son-
rasi dénemde ise dijital saglik okuryazarligi ve toplumsal egsitsizlik temalarinin hizla
éne ciktigi tespit edilmistir. Bu tematik evrim, Kim ve Namkoong'un (2025, s. e68344)
ve Bhardwaj vd. (2024, s. 493) dijital saglik iletisimi olgunluk modellerinde vurgu-
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ladiklari, altyapi ve teknolojik kapasite odagindan kullanict merkezlilik, kigisellestir-
ilmis iletisim ve dijital deneyim boyutlarina gegis sureciyle paralellik géstermekte-
dir. Ozellikle galismamizda sadlik okuryazarlidinin yapay zeka destekli sadlik iletigimi
sistemlerinin merkezinde yer alan kritik bir kavram oldugunun belirlenmesi, bu
uluslararasi egilimin Turkiye baglaminda da gecerli oldugunu ortaya koymaktadir.

Ulke dagiimi analizlerimiz, ABD, ingiltere, Fransa, Almanya, isveg, israil ve
ispanya’nin bu alanda lider konumda oldugunu géstermistir. Bu bulgu, Badr vd.’'nin
(2024, s. 5) pandemi sonrasi dénemde ig birligi aglarinin genigledigi ve gcok merkezli
ag yapilarinin olustugu yénundeki degerlendirmesiyle uyumludur. Arastirmamizin
ortaya koydugu cografi gesitlilik, alanda yuUksek Ar-Ge kapasitesine sahip Ulkele-
rdeki yogunlagsmanin devam ettigini, ancak ig birligi aglarinin giderek ¢esitlendigini
gostermektedir.

Calismamizda yapay zekd uygulamalarinin yayginlagsmasinin beraberinde
etik kaygilar, mahremiyet sorunlari ve algoritmik én yargilar getirdigi tespit edilm-
istir. Bu bulgu, Khosravi vd.'nin (2024, s. 2) dijital kapsayicilik ve erisim esitsizligi
konusunun pandemi sonrasi ddnemde bibliyometrik analizlerde daha gérinur hale
geldigi yénundeki degerlendirmesiyle tam uyum géstermektedir. Arastirmamizin
bulgulari, algoritmik 6n yargi ve mahremiyet sorunlarinin yapay zekd destekli saghk
iletisiminde merkezi konuma geldigini dogrulamaktadir.

Yapay zekd teknolojilerinin saglik iletisimi alanindaki uygulamalari, modern
saglk sistemlerinin etkinligini artirmada kritik rol oynamakla birlikte karmasik etik
sorunlar da beraberinde getirmektedir. Bu sistemler kisisellestirilmis saglik mesa-
jlari sunma potansiyeli tasirken; algoritmik én yargi, mahremiyet ve veri gavenligi
sorunlarinin yani sira dijital bélinme riski gibi ¢ok boyutlu etik sorunlari da ortaya
cikarmaktadir (Reddy vd., 2020, s. 491). Gelecekte yapay zekd destekli saglik iletigimi
sistemlerinin multimodal 6zellikler kazanmasi ve saglik hizmetlerinin sunumunda
daha merkezi rol Gstlenmesi beklenmektedir.

Bu calismanin temel sinirliliklart metodolojik ve kapsamsal boyutlarda
degerlendiriimelidir. Aragtirma yalnizca Web of Science veri tabanindaki yayinlari
kapsamaktadir ve diger énemli veri tabanlarindaki ¢aligmalar dahil edilmemisgtir.
Bibliyometrik analiz yénteminin icerik analizi gibi nitel analizleri icermemesi,
cahsmalarin igerigine iligkin derinlemesine degerlendirmenin sinirli kalmasina yol
acmistir. Gelecekteki calismalar igin daha genig 6lgekli bibliyometrik analizler
gerceklestirilebilir. Ayrica yapay zekd destekli saglik iletisimi sistemlerinin etik, yasal
ve sosyal etkilerini derinlemesine inceleyen nitel arastirmalar bu alandaki bilgi biri-
kimini zenginlestirecektir. (tek cimlede yuklemler uyumsuz oluyor)

Bu calisma, saglik iletisimi ve yapay zek& alaninin evrimsel dénusimunu
haritalandirarak literattrdeki kritik boslugu doldurmus ve dijital saglik ekosisteminin
gelecegiicin analitik bir yol haritasi sunmustur. Elde edilen bulgular, teknolojik yeni-
liklerin toplumsal faydaya dénusttralmesi igin etik gercevelerin gelistiriimesi, dijital
esitsizliklerin giderilmesi ve disiplinler arasi ig birliginin guglendirilmesi gerektigini
ortaya koymaktadir.
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0z

imaij, izlenimler ve algilar butuna olarak degerlendirilmektedir. Bir imaij, her tarld fikir, algy, olgu faaliyetlerini yagatmak ve strdirmek
icin 6nemli bir fonksiyon olusturmaktadir. Bu agidan imaj ifadesi, herhangi bir olay i¢in algilarin én plana ¢iktigi durumiar olmak-
tadir. imaj, birgok konu ve durum igin kullanilabilmektedir. Kisi, kurum, marka, sehir gibi konular 6zelinde imaj yaratilabilmektedir. Bir
kent imaji, oldukga énemli fonksiyonlar gerektiren yapilar batinu olarak degerlendiriimektedir. Bu anlamda kent imajinin olusumu
igin oldukga buyik bir gaba sarf edilmesi gerekmektedir. istanbul, kent imaj algisinin en yogun yasandigi sehirlerimizden biridir.
istanbul’'un kent imaj, bir buttn olarak degerlendiriimekle birlikte, iginde barindirdigi ilgelerinin, ilge figurd olarak, tek baslarina imaj
olusturabilmektedirler. Bu ilgelerden bir tanesi, istanbul'un en kalabalik ilgelerinden Sultanbeyli‘dir. Bu galisma, dijital platformlarin
kentsel imaj Uretimindeki rolinu ve dijital platformlarda bireysel ifadelerin imaja etkisi Gzerinden, dijital mecralarda kent calisma-
lar ve dijital kaltar literatdrine 6zgun bir katki sunmayl amaglamaktadir. Bu anlamda, Eksi Sézluk igerikleri, kent imaji analizi
yapiimasi agisindan yenilik¢i bir yaklagim olusturmaktadir. Bu gcalisma, Eksi SézIUk'te yer alan igerikler araciligiyla Sultanbeyli
hakkinda olusan kent imajini incelemeyi; kullanicilarin algilari, deneyimleri ve anlatimlari Gzerinden bu imajin nasil Uretildigini ve
dolagima sokuldugunu, bir durum tespiti ile ortaya koymayr amaglamaktadir. Orneklem olarak segilen “Sultanbeyli” bashg
cergevesinde, icerik analizi ve séylem analizi gergeklestiriimistir. Analiz sonuglarina gére, “Eksi S6zIUk” kullanicilarinin “Sultanbeyli”
imaji hakkinda, agirlikli olarak olumsuz ifadelerin daha ¢ok kullanildigi analiz edilmistir.

Anahtar Kelimeler: imaij, Eksi SozIUk, Sultanbeyli, igerik Analizi, Sdylem Analizi.

ABSTRACT

An image is understood as a composite of impressions and perceptions that shape the understanding of a given subject. It
functions as a crucial mechanism to sustain and reproduce ideas, perceptions, and phenomena. In this respect, the concept of
image highlights the central role of perception in defining events, entities, or spaces and may be constructed around individuals,
institutions, brands, or cities. A city’s image constitutes a complex system that requires considerable effort to build and maintain.
Among Turkish cities, urban image perception is the most intensely experienced in Istanbul. While Istanbul’'s image can be regard-
ed as a unified whole, its districts also generate distinct subimages. One of these districts, Sultanbeyli, stands out as one of the
city’s most densely populated areas.

This study contributes to the literature on urban studies and digital culture by exploring the role of digital platforms in the produc-
tion of urban imagery, focusing on how individual expressions shape collective perceptions. Using content and discourse analysis
of entries under the “Sultanbeyli” heading on Eksi S6zlUk, the research examines how the district’'s image is produced and circulat-
ed through users’ narratives, experiences, and perceptions. These findings indicate that the dominant discourse surrounding
Sultanbeyli on Eksi S6zIUk is predominantly negative, reflecting wider sociocultural and spatial biases in digital urban representa-
tions.

Keywords: Image, Eksi S6zlUk, Sultanbeyli, Content Analysis, Discourse Analysis
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Extend Abstract

Animage is a concept that has been utilized and continues to be used across vari-
ous domains such as individuals, institutions, cities, activities, and organizations,
serving an important function throughout history. It is defined as a form of expres-
sion that is understood, perceived, and interpreted by an individual (Bakan, 2008, p.
293) and is also regarded as the totality of associations formed in the mind
regarding another person, institution, event, or situation (Ergen & Ozupek, 2018, p.
287). Impressions formed in individuals' minds are not limited to their physical
appearance. Rather, through various factors, such as personal experiences, the
influence of others, media impact, social structure, and memory, the image is
shaped in the perceptions of individuals (Peltekoglu, 2005, p. 359). Depending on
the application areq, images play a decisive role in daily life. One area of image
usage is urban image, which concerns how a city is perceived from the outside, its
subconscious appedrance, impressions, the values it possesses, its place in soci-
ety, and its reputation (Yéruk, 2025, p. 231). Each city had its own values and char-
acteristics. It is crucial for cities that possess defining functions through demo-
graphic, economic, social structure, space, environment, and cultural structure to
maintain and sustain their urban images. An urban image can lead to the forma-
tion of positive or negative perceptions of the city, depending on how it is experi-
enced and perceived by its inhabitants (ince & Turk, 2022, p. 829).

The formation of a positive or negative image for a city depends on many factors:
watching a movie, reading a book, reading or watching news, following news and
content related to the city, and the addition of personal experiences to all these
data can be among these factors (Gérkemli, 2012, p. 144). In addition to personal
experiences, lifestyles have also emerged as a significant function affecting urban
images. A city can accommodate people with different lifestyles. Despite these
differences, certain commonalities or similarities may be required within a city. In
this sense, people interact with each other within the city in which they live in (Igik &
Demir, 2021, p. 62). The interactions among the residents of a city can play an
important role in determining its image. A digital platform where these interactions
are shared, narrated, and expressed as positive and negative opinions is “Eksi
S&ézIUk,” which is considered the primary sharing site (dictionary) for this studly.

The focal point of this study is “Sultanbeyli,” one of the most populous districts in
Istanbul. This district, which draws attention to its urbanization process, demo-
graphic structure, and socioeconomic characteristics, aims to create an urban
image on the “Eksi S6zIUk” platform. To this end, the authors’ comments regarding
the “Sultanbeyli” district on Eksi S6zlUk are evaluated. For this purpose, the com-
ments under the “Sultanbeyli” heading were categorized and qualitative content
analysis was employed. Content analysis was evaluated within the framework of
the dimensions of urban images found in the literature. The dimensions of the
urban images are divided into two categories. The first dimension, the descriptive
dimension, is explained as the conscious categorization of a city and its environ-
ment. The second dimension, the evaluative dimension, is the way a city occupies
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a place in the mind through emotions, values, and meanings (Apaydin, 2014, p. 66).
Additionally, the comments entered by users on “Eksi S6zIuk” were evaluated
through discourse analysis. The image of a city requires observation and is articu-
lated as the totality of experiences obtained for any object. These expressions are
clarified through references and perceptual experiences (Siyavus, 2020, p. 401). In
this sense, the discourse analysis technique is employed to categorize impressions
into two groups: positive and negative, based on references and perceptual expe-
riences.

Girisg

imaj, 6nemli bir calisma alani olarak giinimuzde varhi@ini strdirmektedir.
insanlarin zihinlerinde olusan bir izlenim ifadesi olarak algiya dayali yorum niteligi
tagimaktadir. imaj, bireyin zihin haritasini élgut olarak almaktadir ve bireyin dinyayi
kendi olgutleri kapsaminda degerlendirme seklini kastetmektedir. Bireyler;
goérdugu, duydugu, tanik oldugu, yasadigi ve baslarindan gegen her seyi, zihinsel
haritalara gére yorumlamaktadirlar (Bakan, 2008, ss. 293-294). insanlar, gesitli
isaret ve sembollerle, kendilerini ifade etme ¢abasina girdikleri giinden beri, imajile
ilgili cahigmalar hep olagelmistir. imaj, hicbir dig etken olmadan olugabilmekle
birlikte, imajin olugturulmasi igin uzman bir bakig agisina gereksinim duyulmaktadir.
Bu durum profesyonel bir imaj yénetimini gerektirmektedir (Yazicl, 2003, s. 74).

imaij, sayginlik yénetimi organizasyonu olarak da dederlendiriimektedir. Bu
acidan olumlu dusunceyi saglama ve tutma, bir digsince yok ise olusturma,
dusmanca ya da olumsuz dusunceyi ortadan kaldirmaya ydnelik caba sarf etmek
mabhiyetinde nitelendirilebilmektedir (Erdodan, 2014, s.194). Dolayistyla herhangi bir
konu da imaj olusturmak ve bu imaji olumlu anlamda surdirmek énemli bir gaba
gerektirmektedir. Bu yuzden imaiji olusturulmak istenen kigi, kurum, marka, sehir,
kent icin insan zihinlerinde olusan/olusturulan cagrisimlarin, énemli bir deger
yargisi oldugunu séylemek muamkundar.

Bu calisma temelde, bir internet sézlUk fenomeni olan eksi sdzltkte imaj Gre-
timini degerlendirmektedir. Bu anlamda ¢alisma, dijital platformlarda kentler igin
nasil bir imaj dretildigini anlamak agisindan édnemlidir. Kentlerin mevcut birgok
ozelligi, o kentin sekillenmesi agisindan oldukga degerli fonksiyonlardir ve kenti
sekillendirmektedir. Bunun digsinda, dijital ortamlarda olusan ileti, mesaj ve anlatilar
da kentin sekillendiren etmenler arasinda gésterilmektedir. Dolayisiyla bu ¢aligma,
kent sosyolojisi, medya ¢alismalari, toplumsal algi ve bakis agisi arastirmalari igin
guncel ve anlamli bir katki sunmaktadir.

Calismanin kapsami, “Eksi S6zlUk'te” bir ilge imaji Uretimi olarak Sultanbeyli
ilcesine yénelik sdylemlere odaklanmaktadir. Bu anlamda, bir durum tespiti ortaya
koymak amaglanmaktadir. Bu amagla, “Sultanbeyli” baghgindaki yorumlar katego-
rize edilerek nitel igerik analizi kullaniimustir. igerik analizi, literattrde yer alan sehir
imaji boyutlari gergevesinde degerlendirilmistir. $ehir imaiji boyutlari temel olarak
ikiye ayriimaktadir. Birinci boyut olan tasvir etme boyutu, sehrin, gevrenin bilingsel
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olarak kategorize edilmesi seklinde agiklanmaktadir. ikinci boyut olan takdir etme
boyutu, bir sehrin duygularla, degerlerle ve manalarla zihinde yer etmesi olarak
degerlendiriimektedir (Apaydin, 2014, s. 66). Ayrica, “Eksi Sézluk'te” kullanicilar
tarafindan girilen yorumlar séylem analizi ile degerlendiriimigtir. Kentin imaiji, bir
gbézlem gerektirmektedir. Bununla birlikte herhangi bir nesne hakkinda elde edilen
deneyimler butunu olarak dile getirilmektedir. Bu ifadelere agiklik kazandiran refer-
anslar ve algisal deneyimlerdir (Siyavug, 2020, s. 401). Bu anlamda séylem analiz
teknigi, referanslar ve algisal deneyimler Gzerinden, olumlu ve olumsuz izlenimler
olarak iki kategori halinde ele alinmigtir. Bununla birlikte séylem analizinin veri anal-
izi, tematik kodlama ve sdylem oruntulerinin iligkileri ile degerlendirilmistir. Bu
kapsamda, “Eksi S6zIUk” girdilerinin arasindaki iligkiyi yorumlama, yapilandirma ve
makro yapilandirma agamalari olugturulmustur (Celik & Eksi, 2008, s. 111). Séylem
Uzerinden olusturulan sosyal yapi ve anlamilar, birbiri ile iligkili olarak, terimler,
kelimeler ve temalar sosyal iligkilerin incelenmesi icin analitik semayi olusturmak-
tadir. Karsilikli iligkinin hangi dogrultuda oldugu ve sosyal kaltarel durumun hangi
anlama geldigini belirlemek agisindan, sosyal iligki halini, yorumlama, yapilandir-
ma agisindan, kelime ve temalar arastirmaciya, arastirmasinda ince ayrimi ortaya
cikarmaya firsat sunmaktadir (Berg & Lune, 2015, ss. 395-396). Bu anlamda
caligmanin séylem analizi kisminda, veri analizi ayrica tematik kodlama ekseninde,
yorumlama, yapilandirma ve makro yapilandirma basliklari altinda incelenmistir.

Caligmanin ilk bolimunde, imaj kavrami anlatiimaktadir. imaj kavraminin
kdkeni, tanimi, kullanim alanlari, gesitleri, islevleri Gzerinden bir tasviri yapiimistir.
ikinci bolumde, kent imaiji ve kent imajinin internet ile iligkisine deginilmistir. Ugtncu
bélumde, bir internet sézIGgu olan “Eksi S6zluge” yer verilmis, eksi sdzlUkte imaj Gre-
timi faaliyeti anlatilmistir. Daha sonra Eksi Sézluk'teki “Sultanbeyli” basghgindaki
girdilere icerik analizi uygulanmistir. Ayrica, “Sultanbeyli” baglhiginda “Eksi Sézluk”
yazarlarinin paylasimlari sdylem analizi teknigi ile gergeklestirilmistir.

imaj Kavrami

Fransizca kékenli bir kelime olarak imaij, imge kelimesi ile ifade edilmektedir
(https:/[sozluk.gov.tr/). imge sdzcugu, insan belleginde olusan bir ifade olarak
tanimlanabilmektedir (ligin, Ertekin & Yengin, 2018, s. 204). imaj kavrami ayrica Lat-
ince “imago” (resim) kékunden gelmektedir. Epistemolojik anlamda, insan gesitli
durumlar ve olaylar hakkinda, birtakim biligsel ve psikolojik resim ve ifadeler
gelistirebilmektedir (Turkkahraman, 2004, s. 4). imaj kavrami, izlenim ifadesini de
cagristirmaktadir. izlenim kelimesi, dig gérants anlamini ifade etmekle birlikte farkli
caginsimlar da olusturmaktadir. Bir imajin olusabilmesi igin dig gbérindsten ¢ok
daha fazlasina gereksinim duyulmaktadir. iyi bir s6zIU ve s6zsuz iletigim kurula-
bilmesi, kisinin kendi sahsinda yarattigi birikimleri, dzgtveni ve 6zsaygisi, potansi-
yeli vb. 6zellikler oldukga énemlidir. Burada énemli olan nokta, kisinin butin bu ézel-
likleri kendinde barindirlyor olmasi gerekmektedir (Baykasoglu, Dereli, Sénmez &
Yagcl, 2004, s. 3). imajin gesitli iglevleri bulunmaktadir. Bu islevler; karar iglevi,
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basitlestirme iglevi, dizen iglevi, oryantasyon iglevi ve genellestirme iglevleridir.
Karar iglevi, kurumlarin imaijlari etkili olmaktadir. Dolayisiyla hedef kitlenin olumlu-
/olumsuz kararlarini etkilemektedir. Basitlestirme iglevi, hedef kitle kurumun sahip
oldugu imaj sayesinde kurum ile ilgili bilgileri zihninde basitlegtirmektedir. Dlzen
islevi, hedef kitlenin kurum ile baglanti kurmasi igin yapilmasi gereken faaliyetler
olarak adlandiriimaktadir. Oryantasyon iglevi, kurumlarin ya da kigilerin imaijlari
hususunda eksik enformasyon séz konusu oldugu takdirde, kisilerin kendi ¢cabalari
ile bu enformasyonu saglamaya yoluna gitmeye ¢aligmasi olarak ifade edilmekte-
dir. Genellegtirme iglevi, bireyler bildikleri konular hakkinda genel olarak bilme-
diklerine aktarim yapmaktadirlar (Zengin & Gurkan, 2007, s.132).

imaj kelimesinin ¢ok gesitli kullanimlari bulunmaktadir. Herhangi bir kisi, bir
kurulug, durum icin kullanilmakla birlikte, medyalarin artmasi ile starlarin, siyasilerin
duydugu gereksinimler dahilinde, imaj yaratma unsuru olarak da kullaniimaktadir.
Bu acidan medya kurallarina uygun bir géranus, bir davranig ve dustnce bigimi
olarak tanimlanan bir figir dogmaktadir (Peltekoglu, 2005, s. 358). Kisiler, cesitli
kaynaklardan elde etmis olduklari veriler yardimiyla bilgi sahibi olmaktadir. Bu bilg-
iler, kisiyi belli bir davranisa sevk etmektedir. Kigilerin yargilari, algilama sureclerini
etkilemektedir. Dig dunya kiginin yargilarint olugtururken, kisi i¢ dunyasinin da
etkisinde kalabilmektedir. Kiginin algilama sureci, kigilerin belirli davranig bicimleri
ile aciklanabilmektedir. Ayrica imaj, i¢ ve dig etkenlerin bir arada kullaniimasi olarak
da olugabilmektedir (Cetin, 2016, s. 52). Bireyler, olusturduklari topluluklar iginde
i¢csel ve digsal faktérler ile herhangi bir digtnce ve deder yargilar belirtmektedirler.
Bu durum, imajin tim faaliyet alanlari olarak, insan, tlke, siyasi, isletme, kent vb.
ifadeler igin gecerli olmaktadir. imaj konusunda olumlu ve olumsuz yaklagimlar
dahilinde, son derece kaginilmaz gercegi bir araya getirmektedir (Akyurt & Atay,
2009, s. 2).

imajin genel kullanimlarinin diginda, birgok kullanimi ve imaj gesitleri bulun-
maktadir. Bu galismanin kapsaminda yer alan kent imaiji ile birlikte, bir kentin imaij
ile iligkili olan destinasyon imaiji bulunmaktadir. Destinasyon imaij, turistlerin desti-
nasyonlarla butunlestirdigi duygular bileseni olarak zihinde canlanmaktadir. Desti-
nasyon imaji, turistlerin gérmek istedigi ilgi ile bulundugu atmosferin etkisiyle sekil-
lenen imaj olarak da tanimlanabilmektedir. Destinasyon imaiji, birgcok unsuru bir
araya getiren imaj cesidi olarak bilinmektedir. Ozellikle herhangi bir yer ile ilgili
olusan altyapi ifadesi, o lokasyon icin oldukca énemli olmaktadir. Destinasyon
imaiji, herhangi bir yerin fiziki, beseri ve sosyal ézellikleriyle dedegderlendirilebilmek-
tedir (Zengin & Tas, 2021, s. 152). Diger imaj turQ, sehir ya da kent imajidir. Bu
calismanin temel imaj tard, kent imajidir. Kent imaiji, bir destinasyon imajindan farkli
olarak sehir, kent kavramlarini temsil etmektedir.

Kent imaiji ve internet iligkisi

imaj gesitlerinden bir tanesi, kent imajidir. Kent imaiji, insanlarin, sehirler veya
kentler icin tipki insanlarda oldugu gibi zihinlerde olusturduklari konumlari, tutum-
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lari ve degerlendirmeleri olarak ifade edilmektedir (Kirgiz, 2017, s. 63). Kent imaiji
kavramini ilk dile getiren Kevin Lynch'dir. S$ehir imajinin sehir ile dogrudan ya da
dolayll baglantisi bulunan kitlenin, sehir ile ilgili zihninde canlandirdigi dogal ve
beseri sembollerin toplami oldugunu dile getirmektedir (Lynch, 1960). Kent imaiji,
herhangi bir kentin marka kent statistne erismesi icin dikkat edilmesi ve Uzerine
dusulmesi gereken bir terim olarak agiklanabilmektedir. Bu anlamda, bir kent ima-
jinin olumlu izlenimler olusturabilmesiicin o kentin yerel ydnetimlerinin hassasiyetle
calismasi ve 6zen gdstermesi 6nem arz etmektedir. Kentler icin yapilan tanitim
cahigmalari, éncelikle imaj yaratma ¢abalarinin basinda gelmektedir. Bir kentin
nasil algilandigr ve gérandugu ile ilgilenmek, o kentin imajinda var olan tum
etmenlerin iyi bir sekilde inga ediliyor olmasi adina buyUk ¢caba sarf edilmesi gerek-
mektedir (ligin, Ertekin ve Yengin, 2018, s. 204).

Kent imaiji, bir kentin kimliginde bulunan bilegsenlerin tumund kapsamasi ile
birlikte, kent ile ilgili zihinlerde olugan bellek ile de iliskilendirilebilmektedir. Bir kenti
ziyaret eden ve o kentile ilgili deneyim kazanan kiginin izlenimleri, kisinin belleginde
olugsan algilarin ifade edilmesi ile baglantili olabilmektedir. Bu durum, bir gesit
somutlastirma olarak, bireyin kentsel gevreden edindigi izlenimleri dile getirmekte-
dir (Kuyrukgu & Ginar, 2023, s. 82).

Kentler, tarihten gelen birikimleri, bulunduklar cografya, barindirdiklar
sosyal, kultarel ve ticari gecmisiyle kendine has &zellikler bulundurmaktadirlar.
Gunumuzde kentler, ziyaretgiler, yatinmcilar, icinde yasayanlar tarafindan daha
fazla tercih edilir olabilme gayreti igerisindedirler. Dolayisiyla, markalasma faali-
yetlerine yogunlagsmaktadirlar. Bu anlamda, olumsuz imajlarini olumlu hale getirm-
eye calismaktadirlar. Bir kent i¢in olusan imajin izlerini, kentle ilgili fikirler ve izlenim-
lerin etkisinde bulunabilmektedir. Bunun yaninda, kent ile ilgili film, kitap, haber gibi
iceriklerin etkisi, kisinin deneyimleri, kent ile ilgili imaiji olusturabilmekte ve degistire-
bilmektedir (Gérkemli, Tekin & Baypinar, 2013, s. 151).

Kent imaiji, herhangi bir kent ile ilgili insanlarin aklinda beliren inanglar seti
olarak iglev gérmektedir. Ornegdin istanbul kenti denildiginde akla trafik yogunlugu
ve karigiklik gelmektedir. Bununla birlikte tarihi mekéan, sanat ve kalttrel faaliyetlerin
yapildigi ve ticaretin merkezi olarak akilda yer edinen bir kent tasviri algilanmak-
tadir. imajlarn olusturan unsurlar oldukga gesitlidir. Bu durum, o sehir ile ilgili son
derece goreceli ve farkli imajlara sahip olunmasini saglamaktadir. Ornedin, bir kisi
bir kenti turizm merkezi olarak gérurken, baska bir kisi ayni kenti kalabalik ve gavenli
olmayan bir olarak gérebilmektedir. Bu nedenle, bir kent i¢in insanlarin o kent ile
ilgili kendilerine uygun sehir imaiji kesfetmeleri saglanmalidir (Apaydin, 2014, s. 67).

Kent imaji, hedef kitle Gzerinde olumlu etkiler yaratabilmesi igin gesitli etkinlik
ve deneyimleri, etkin iletisim galigmalari ile mdmkan kilmak gerekmektedir (Gegikli,
2012). Gunumuzde bu faaliyetlere bir iletisim araci olarak interneti de dahil etmek
mMUmkandar.

GUNUMUz iletisim ortamlari, gok fonksiyonlu oézellikler tagimaktadir. iletigim,
ulagim, drdnler ve hizmetler hizli bir sekilde kuresellegmektedir. Bu ifadelerin ktre-
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sellegmesini saglayan en énemli teknoloji, internettir. internet, insanlarin yagsam
tarzlarini degistirdigi gibi birgcok etkeni kisa &murlt ve degisken hale getirmektedir.
Sehirler icin pazarlama estetigi noktasinda ideal kosullar sunmaktadir. Bir sehrin
imaji, estetik faktérlerin maddi mekansal algilari hususunda ¢ok boyutlu ortam
olarak internette yeniden gdézden gegirilebilmektedir. Bir Ulke ve sehir imajini
olusturmanin en énemli hususlarindan biri, goérsel égeler olmaktadir. internet, bu
gorsel 6gelere yepyeni bir soluk getirmektedir. internet, bir sehrin imajini olusturu-
rken yeni bir arag olarak yeni ortam deneyimi sunmaktadir. Burada Uretilen imaj
figrd, coklu ortam ekseninde yeni deneyimlere 1gik tutmaktadir (Kirgiz, 2017, s. 59).

Eksi S6zllUk ve Eksi S6zlikte imaj Uretimi

internet, farli ve gesitli alanlari etkilemekte, kavramlarin ve dederlerin degisi-
mine aracilik etmektedir. internetin etkisi altina aldigi alanlardan biri e-s6zIUk
kavramidir. Bu noktada, geleneksel anlamdaki sézIlUk anlayisi degismekte ve yeni
nesil e-sézIlUk ifadesine dénusmektedir. E-sdzIUk, internet Gzerinde kelime ya da
deyimleri alfabetik bir altyapi sunan platform olarak tanimlanabilmektedir (Gurel &
Yakin, 2007, s. 204). E-s6zIUk platformlarinin en Unlisy, “Eksi S&zIUktar”.

Bir internet s6zlUQu olarak bilinen “Eksi S6zIUk”, Sedat Kapanoglu tarafindan
15 Subat 1999 tarihinde kurulmustur. “Eksi S6zItk”, “her tarld kelime ve kavram hak-
kinda kayith yazarlarin yorumlarini igceren ve katilimci sézltk- collaborative hyper-
text dictionary-6zelligi gésteren bir web sitesidir ve s6zcuk, terim, kavram ve kigilere
iligkin bilgi, deneyim, gézlem, espri, yorum, anket, link ile kaynak igceren interaktif bir
platform ve veri tabani olarak tanimlanabilmektedir” (S6gut, 2020, s. 49). “Eksi
S&zIUk” 2022 verilerine gbre 170 bin yazar mevcut olarak katihm géstermektedirj Eksi
Sdézluk'te uyeligi olan kigiler sozluk yazar olarak ifade edilirken, sézlUkte yapilan
yorumlar “entry” olarak adlandinimaktadir (Taskin, 2021, s. 50).

“Eksi S6zIUk”, Uretim gucu olarak, internetin bir pargasi niteliginde varhgini
gostermektedir. S6zIUk jargonuyla “clone” ifadesini kullanmakta, her konuda yorum
ve bilginin bulunabildigi bir ortam olarak faaliyet géstermektedir. Bu agidan, Turki-
ye'nin en populer internet sitelerinden biri olarak varhgini strdirmektedir. “Eksi
S&6zIuk” kurulugundan itibaren degisen ve gelisen e- sézluk platformu konumun-
dadir. Temel olarak interaktif bir enformasyon paylagim alani ézelligini devam
ettirmektedir. S6zlUkte dusunceler, kavramlar, olaylar, tarihler, kisiler, sehirler, isimler
vb. konular hakkinda “bagliklar” agilmaktadir. Agilan bu bagliklar altinda sézltk
icinde kayitli olan yazarlar géruslerini sézluk formatinda belirtmektedirler. Formatin
ozelligi, belirtilen ya da basliklar halinde agilan géruslerin, tanim sekline gelmesiyle
anlam kazanan bir yapiya buranmesidir (Tagdemir & Cevik, 2013, s. 29). “Eksi S6zIUK”,
klasik sézlUklerin disinda, yapilan herhangi bir tanimda olusturulmus bir baghk
icinde tek bir yazar bulunmamaktadir. Yazarlarin olusturduklari konularin hemen
altina diger yazarlar yazi yazamadigi gibi, bir baglik ya da (entry) hakkinda birgok
yazarin fikir beyan ettigi basliklar da olusturulabilmektedir. SézIUk, yazarlarin ilgili

' https://eksisozluk.com/. Bahsi gegen yazar sayisi konusunda 2022 guncel verileri bulunmaktadir.
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olduklari konularda, birbirine benzeyen ifade de basliklar agilmasina olanak tani-
maktadir. Dolayisiyla konu hakkinda agilan basliklarin yani sira, yine konu hakkinda
yazilan yorumlarin sayisi ne kadar ¢ok ise, o konuya gdsterilen ilginin ne kadar fazla
oldugunu bilinmektedir (Porsuk & Cerit, 2021, s. 351).

“Eksi S6zIUk”, cesitli arastirmalara gére gundem yaratan ve haber sitesi gibi
gundemin takip edildigi populer sosyal medya platformlari arasinda yer almak-
tadir (Tunger, 2020, s. 71). internetin icinde var olan sosyal medya platformiari,
interaktif ve 6zgun igerige imkan veren yapilari, gindelik yagsama ait her geyin
konusulabildigi ve elestirilebildigi bir ortam olarak var olmalariyla bilinmektedir. Eksi
S&ézIuk de bu platformlardan bir tanesidir. SézIUk, yarattidi jargon ile Turkiye'nin en
cok ziyaret edilen web sitelerinden biridir (Tagdemir & Gevik, 2013, s. 30). Dolayisiyla
bu 6zelligi ile bir imaj Uretimi icin uygun bir platform olma ézelligini tasidigini sdyle-
mek mumkandur.

Sosyal medya platformlari, her gegen gun daha etkin ve aktif kullanilan me-
cralar olarak varhgini surdarmektedir. Bir imaj Uretimi olarak gerek kurumlarin
gerek isletmelerin olumlu ya da olumsuz sekilde ifade edilmelerine etki edebilmek-
tedirler. Dolayisiyla sosyal medya, bir imaj faaliyetinin etkisini anlayabilmenin etkili
bir yolu olarak tercih edildigini séylemek mumkundar (Aydin, 2015, s. 78). imaj,
kurumsal faaliyetlerin disinda birgok etken icin kullanilabilen terim olarak anlam-
landinimaktadir. Bu agidan imaj, sadece kurumlar icin degil kisi, olay, sehir vb.
durumlar igin de Uretilebilmektedir. Sosyal medyay aktif olarak kullanan tdketiciler
ve kullanicilar, etkisiz gbézlemci konumunun digina ¢ikmakta ve aktif bir sekilde
deneyimlerini paylagsan ve bu anlamda kamuoyu olusturabilen bir nitelik kazan-
maktadirlar. Sosyal medya, kullanicilarin katkilariyla zaman ve mekdndan bagimsiz
bilgi aktariminin yapildigi alanlar olarak etkin bir sekilde kullaniimaktadir. Bir iletigim
bicimi olarak, diyalojik, interaktif ve daha hizli iligki kurmaya zemin hazirlayan
yapilariyla her an her seyi etkileyebilmektedirler. Sosyal medyada imaj caligmalari,
cok dikkat edilmesi gereken bir husustur. Sosyal medyanin verdigi olanaklar iyi bir
imaj galismasina olanak vermekle birlikte, olumsuz bir imaj Gretimini de saglay-
abilmektedir. Gergek kimlikleri ile var olan birey ya da kullanicilarin diginda sahte
kimliklerle de var olan kullanicilarin varligr da bulunmaktadir. Bu durum, kullanici
anonimligi noktasinda kullaniciya bir agiklama yapma hususunda cesaret vere-
bilmektedir. Dolayisiyla, sosyal medya da olumsuz imaj olarak herhangi bir igerigin
dolagima sokulmasina olanak vermektedir. Bdylece, olduk¢a kirllgan bir yapisi
bulunan imajin sosyal medya ortamlarinda kolayca zedelenebilmesine zemin
olusturmaktadir (Bayraktar, 2023, ss. 251-252).

Akademik literatr icinde kabul gérmus sosyal medya ve gevrimigi platform-
lar arasinda faaliyet gdésteren en yaygin mecra Eksi S6zIuk'tur. Kavramsal anlamda
Eksi S6zIUk'G bir mecra olarak kabul eden ¢alismalarin buydk ¢cogunlugu, sézlikte
yayinlanan igeriklere odaklanmaktadir (Forman ve Sungu, 2021, s. 125). igerikler,
belirli élgutlere gére onaylanmis bir “imece-sézIUk” formatinda kolektif olarak
kullanicilar tarafindan Uretilmektedir (Kaplan, Atik & Gurkaynak, 2011, s. 98). SézlUk
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yapisi geregi herhangi bir kavrami bir madde basghgi olarak tanimlayabilmektedir.

“Eksi S6zIUk” yazarlarinin gérugleri, kamuya agik hale gelen olumlu ve olum-
suz ifadeler olarak platform Uzerinde var olmaktadir. Bu anlamda “Eksi S&zlUk”,
agizdan agiza pazarlamanin internet ortaminda gergeklestigi bir viral pazarlama
eyleminin icra edildigi 6nemli kanallardan biridir. Yine ayni sekilde, belirli bir tran,
marka, kurum, sehir, kent icin olumlu ve olumsuz duygu, distince ve eylemler, Eksi
SézIuk araciligiyla kolayca duyurulabilmektedir (Kaplan, Atik & Gurkaynak, 2011, s.
99). Bu durum duyurulan igerigin karsi tarafta nasil anlasildigi ya da algilandigina
etki etmesiyle Eksi S6zIugu dnemli, etkili bir mecra haline getirmektedir. Dolayisiyla,
“Eksi Sézluk'te” imaj anlaminda Uretilen igerigin yapisina gére, okuyucularin o yer,
konum, marka, kurum, kent hakkinda zihninde olugturduklari imaj algisini etkiledigi
sdylenebilir.

Arastirmanin Yontemi

“Eksi S6zIUk”, bir sosyal medya platformu olarak, etkili bir imaj Gretim alani
ozelligi ile varlik gosterdigi bilinmektedir. “Eksi S6zIUk” yazarlarinin herhangi bir konu
hakkinda olusturduklari igerikler, o konu hakkinda bir imaj algisi gergevesinde
degerlendirilebilmektedir. Bu caligma, Eksi S6zluk'te bir ilge imaji Gretimi olarak Sul-
tanbeyli ilgesine ydénelik sdylemlere odaklanmaktadir. “Eksi Sézluk”, en fazla
kullaniciya sahip olan gevrimigi sdzluktar (Abugoglu & Aydogan, 2023, s. 715). Bu
cergevede, calismada diger ¢evrimigi sézlUkler yerine Eksi S6zIUk tercih edilmistir.
Dolayisiyla, tretilen iceriklerin imaj Gretimi noktasinda ele alinmasi, galisma agisin-
dan 6nemli olacaktir.

Calismada, bir durum tespiti ortaya koymak amaglanmaktadir. Bu amagla,
“Sultanbeyli” bashgindaki yorumlar incelenerek icerik analizi ve séylem ¢dzimle-
mesi yapilmistir. Bir imaj kavrami olarak, her tarlu fikir, algi, olgu faaliyetlerini yagat-
mak ve surdurmek ifadesi bulunmaktadir. Bu agidan imaj ifadesi, herhangi bir olay
icin algilarin én plana ¢iktigr durumlar olmaktadir. Calismanin amaci, kenti imaiji
perspektifinden ilge imajini inceleyerek literatire kazandirmaktir. Bu nedenle, imaj
olusturma surecinin eksi sdzlUkte Uretimi Gzerinden degerlendiriimesi yapilacaktir.
Bu calismada, “Eksi SézIuk” duvarinda yer alan “Sultanbeyli” ilgesi hakkinda bahsi
gecen ifadeleri imaj olugturma ekseninde degerlendiriimistir. “Sultanbeyli” ilgesi ile
ilgili sdylenenler, bir kategori olusturularak degerlendirilmistir. Bu kategoriler, bir
sehir imajinda yer alan tasvir etme ve takdir etme boyutlari kapsaminda ele alin-
mistir. Bu amagla, “Sultanbeyli” basligindaki yorumlar kategorize edilerek nitel igerik
analizi kullanilimigtir. igerik analizi, literatirde yer alan sehir imaji boyutlari
cercevesinde degerlendiriimigtir. Bu dederlendirme, olumlu ve olumsuz olarak iki
kategoride referans alinarak incelenmistir. Sehir imaiji boyutlari, temel olarak ikiye
ayrilmaktadir. Birinci boyut olan tasvir etme boyutu, sehrin, cevrenin bilingsel olarak
kategorize edilmesi seklinde agiklanmaktadir. Bu kategori, bir gérsel ége, unsur, fikir,
agiklama ifadeleri ile degerlendirilmektedir. ikinci boyut olan takdir etme boyutu, bir
sehrin duygularla, deger ve manaiile zihinde yer edinmesi olarak degerlendirilmek-
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tedir. Burada mevcut referanslar olarak olumlu-olumsuz kategorilerin diginda, nétr
boyutu da dahil edilmistir. Ayrica, “Eksi Sézluk'te” kullanicilar tarafindan girilen
yorumlar, séylem analizi ile degerlendirilmigtir. Kent icinde olusturulan imaj, gézlem
ile aciga c¢ikan durum ya da nesne hakkinda elde edilmis olan deneyimlerin
toplami ile belirlenmektedir. Bu deneyimlerin toplami, referans ve algisal deneyim-
ler olarak adlandiriimaktadir (Siyavusg, 2020, s. 401). Bu anlamda séylem analiz
teknigi, referanslar ve algisal deneyimler Gzerinden, olumlu, olumsuz ve nétr izlen-
imler olarak U¢ kategori halinde ele alinmistir. Bu kapsamda, “Eksi SézIUk” girdileri-
nin arasindaki iligkiyi yorumlama, yapilandirma ve makro yapilandirma asamalari
olusturulmustur (Celik & Eksi, 2008, s. 111). Séylem Uzerinden olusturulan sosyal yap
ve anlamlar, birbiri ile iligkili olarak, terimler, kelimeler ve temalar sosyal iligkilerin
incelenmesiigin analitik semayi olugturmaktadir. Karsilikli iligkinin hangi dogrultuda
oldugu ve sosyal kultdrel durumun hangi anlama geldigini belirlemek agisindan,
sosyal iligki halini, yorumlama, yapilandirma agisindan, kelime ve temalar arastir-
maclya, aragtirmasinda ince ayrimi ortaya ¢ikarmaya imkéan tanimaktadir (Berg &
Lune, 2015, ss. 395-396). Bu anlamda, galigmanin séylem analizi kisminda, veri ana-
lizi ayrica tematik kodlama ekseninde, yorumlama, yapillandirma ve makro
yapillandirma bagliklart altinda incelenmigtir. Bu anlamda, referans ve algisal
deneyimlerin, “Eksi S6zIuk” kullanicilarinin yorumlama, yapilandirma ve makro
yapilandirma ifadelerinden yola ¢ikarak, temel basliklar halinde kategorize edilm-
istir.

Ara§t|rman|n deSdmI

Calisma kapsaminda, ilk baghigin girildigi 25.09.2001 tarih ile son paylagsimin
yapildigi 16.12.2024 tarih arasindaki tdm paylagimlar incelenmistir. Toplam 26 sayfa
ve 251 paylasim ele alinmigtir. Bagka bir deyisle, “Eksi S6zIUk'te” “Sultanbeyli” ile ilgili
yaklasik yirmi U¢ yil icerisinde yapilan paylasimlar ¢caligma kapsaminda incelen-
mistir. Aragtirmanin igerik analizi, sehir imajinda yer alan tasvir ve takdir etme
boyutlari temelinde degerlendirilmistir. Sultanbeyli ilgesinin 6zelliklerinin kategoriler
halinde degerlendirilmistir. Bu anlamda kategoriler, takdir etme boyutu olarak;
cevresel Ozellikler, sosyal ve kulturel 6zellikler, ekonomik &zellikler, ilgede yasayan-
lara ait dzellikler, yénetsel ézellikler ve yagsam kosullarina ait ézellikler olarak ifade
edilmigtir. Takdir etme boyutu olarak; duygular, degerler ve manalara ait ézellikler
olarak kategorize edilmistir. Ayricq, igerik analizi gdzimlemesinde érnek olarak ver-
ilen Eksi S6zIUk yazarlarinin isimlerinin gizliligi noktasinda yazarlar, “Yazarl, Yazar2,
Yazar3..” olarak adlandiriimistir.

Sdylem analizi kisminda, “Sultanbeyli” ilgesine ydnelik paylagimlar kent ima-
jinin olusturdugu gézlemlenen durum ya da nesne hakkinda elde edilmis olan
deneyimler olarak ele alinmistir. Bunlar, referanslar ve algisal deneyimlerdir.
Séylem analizi uygulanacak girdilerin seg¢imi igin yargisal érneklem ydntemine
bagvurulmustur. Bu yéntemin érneklem secimi, arastirmanin amacina uygun bir
kiimeleme sistemi olusturmaktadir ve kimelerden arastirmaya en uygun metinler
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tercih edilmektedir. Bu anlamda, Eksi Sézlukte “Sultanbeyli” baglidi igin girilen girdil-
er ayri kategoriler esliginde olusturulmustur. Bunlar iki ayri grup icinde, en yuksek
begeniye sahip 8(sekiz) ayri girdi analize dahil edilmistir. Bu galigma ekseninde
“Ekgi S6zIUk” platformunda farkli ¢aligma konulari literatirde mevcuttur (S6gut,
2020, s. 61). Bu durum, galigmanin gikis noktasini guglendirmektedir. Bu anlamda
calisgmanin séylem analizi kisminda, veri analizi ayrica tematik kodlama ekseninde,
yorumlama, yapilandirma ve makro yapilandirma bagliklari altinda incelenmistir.
Bu anlamdaq, referans ve algisal deneyimlerin, “Eksi S6zItk” kullanicilarinin yorumla-
ma, yapillandirma ve makro yapillandirma ifadelerinden yola c¢ikarak, temel
basliklar halinde kategorize edilmistir.

Bulgular

igerik Analizine Yénelik Bulgular

Tablo 1: Tasvir Etme Boyutlar

Cevresel Ozellikler ile ilgili Tasvir Etme Boyutlari

Cevresel 6zellikler baghgr altinda verilen cevaplara bakildiginda “Sultanbeyli”
ilcesi ile ilgili girdi sayisi bir hayli yUksektir. “Sultanbeyli” ilgesinin gevresel &zellikleri
ile ilgili olumsuz referansinin olumlu referansa gére daha yuksek oldugu gézlem-
lenmigtir. Ozellikle cevresel dzellikler ile ilgili ilgenin bulundugu konum ve binalarin
kétulagu noktasinda vurgu yapan girdiler mevcuttur.

Ornek: “Tem otoyolunun Sabiha Gékgcen Havaalani ¢ikigi ile Kartal-Samandira

cikigi arasinda kalan kisminin saginda ve solunda bulunan ¢irkin binalar kiimesi.”
Yazar 1 - 17.06.2010.
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Sosyal ve Kiiltiirel Ozellikleri ile ilgili Tasvir Etme Boyutlari

Sosyal ve kulturel ozellikler baghgi altinda verilen cevaplara bakildiginda
“Sultanbeyli” ilgesi ile ilgili girdi sayisi genel ortalamanin en yuksek verisine sahiptir.
“Sultanbeyli” ilgesinin sosyal ve kultarel &zellikleri ile ilgili olumsuz referansinin
olumlu referansa gére daha yuksek oldugu gézlemlenmigtir. Sosyal ve kulturel 6zel-
likler ile ilgili ilcenin yasayan sakinlerin irk, din ve sinifsal ifadelerin vurgulandigi
gozlemlenmisgtir.

Ornek: “Kartal ve Pendikin arasina sikigip kalmig, denizden olduk¢a uzak, tem
otoyolunun ortadan ikiye yardigi, is¢i sinifinin ikamet ettigi bir istanbul ilgesi. Ark-
adasimi ¢aligtigi is yerinden almak icin otomobille icinden gegcmek durumunda
kaldigim; sakinlerinin muhafazakdr yapisindan ¢ok %99'u kagak olan yapilari ile
dehsete dustren yer. Tem kenarina konuglanmis buyuk lojistik firmalarinin dahi

genel izlenimini olumlu kilamayacadi kadar bicimsiz ve fazla (yaklasik 30.000)
kacak ingaati ile muazzam bir ¢arpik kentlesme semboll.” Yazar 2- 17.07.2005.

Ekonomik Ozellikler ile ilgili Tasvir Etme Boyutlari

Ekonomik &zellikler baghgr altinda verilen cevaplara bakildiginda, “Sultan-

beyli” ilgesi ile ilgili girdi sayisi genel ortalamanin dusuk verilerinden birine sahiptir.
“Sultanbeyli” ilgesinin ekonomik &zellikleri ile ilgili olumsuz referansinin olumlu refer-
ansa goére daha yuksek oldugu gézlemlenmistir. Ozellikle ekonomik olarak fakirlik
vurgusunun yapildigini girdiler bulunmaktadir.
Ornek: “Dinyanin her tarafindan turist akinina ugrayan nadide kése. istanbul’a
gelen turistlerin ilk ziyaret ettikleri yer olma &zelligini yillardir koruyor, tek problemi
sadece bir kége olmasi, ah biraz daha merkezde olsaydi bir de gercekten ilce
olsayd...Gelenin yerlestigi, fakirligin kol gezdigi biraz para kazananin kendini
digarisina atmak igin can attigi olusturulmug-zorunlu ilce/siginak. Bu kadar marji-
nal bir tablosu olmasini burada yasayan insanlarin her turlu ideolojiye inanilmaz
acik olmasina baglamak hata olmaz saninm, ya da belki bu insanlarin tutunacak
veya onlari bir arada tutacak bir dala ihtiyaglari olmasina.” Yazar 3 — 29.03.2009.

iicede Yagayanlara Ait Ozellikler ile ilgili Tasvir Etme Boyutlari

lcede yasayanlara ait 6zellikler basgligi altinda verilen cevaplara bakildiginda, “Sul-
tanbeyli” ilgesi ile ilgili girdi sayisi genel ortalamanin yuksek verilerinden birine
sahiptir. “Sultanbeyli” ilgesinin ilgede yasayanlara ait 6zellikleri ile ilgili olumsuz
referansinin olumlu referansa gére daha yuksek oldugu gézlemlenmistir. Ozellikle
insanlara ait benzetmeler yapilmakla birlikte, yagsayan insanlarla ilgili agagilayici
tasvirlerin girdilerinin vurgulandigi ifadeler mevcuttur.

Ornek: “isim geredi 10 gundtr gece-gundtiz sokaklarini ve ormanlarini tirm tirim
gezdigim, kahvehanelerinde ¢ay ictigim, lokantalarinda yemek yedigim ve insan-
lariyla tanistigim, tanistikca da daha bir sempatik buldugum garip bir

semt. Herkes ac¢ kurt gibi. Akil ve fikir tapu pesinde, rant peginde. Nereyi nasil ¢itle
ceviririm de benim olur, pesinde. Gezdikge aklima bir sarkinin sézleri geliyor:
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Kacirilan bir trenin ardindan kosup Yetismeye takatin yok

Bir yeni sahibi var artik bu sehrin anlasana Kimselerden korkusu yok
Duvara astigin o coraplarin sahibi geldi

Altina aldigin o kilimlerin sahibi geldi

Kiro keko hirbo zonta maganda Kiro keko hirbo zonta maganda

Sen ulkedeki halkim savastaki askerim

Ekinim ve ekmegimsin.

Sen uretenimsin

Birisi s6ylemisti hatta bir zamanlar sen efendimsin
Ve bu Bizans eskisi sehir

Ve bu Bizans eskisi utansin kendi kimliksizliklerinden
Siz ugruna neler gektiklerimiz

Bana gére vallahi hog geldiniz. Yazar 4 — 12.01.2011.

Yénetsel Ozellikler ile ilgili Tasvir Etme Boyutlar

Yénetsel dzellikler baghgr altinda verilen cevaplara bakildiginda, “Sultanbeyli”
ilcesi ile ilgili girdi sayisi genel ortalamanin en dusuk verisine sahiptir. “Sultanbeyli”
ilcesinin yénetsel &zellikleri ile ilgili olumsuz referansinin olumlu referansa gére
daha yuksek oldugu godzlemlenmigtir. Ozellikle yonetsel ozellikler ile ilgili olumsuz
ifadelerin oldugu girdiler mevcuttur.

Ornek: “Belediye'sinin amblemi hilafet bayragdi gibi olan, tutucu, istanbul diginda,
Istanbul ilgesi.” Yazar 5 — 25.09.2001.

Yasam Kosullarina Ait Ozellikler

Yasam kosullarina ait ézellikler baghgr altinda verilen cevaplara bakildiginda,
“Sultanbeyli” ilgesi ile ilgili girdi sayisi genel ortalamanin yuksek verisine sahiptir.
“Sultanbeyli” ilgesinin yagam kosullarina ait 6zellikleri ile ilgili olumsuz referansinin
olumlu referansa gére daha yuksek oldugu gézlemlenmistir. Ozellikle ilgenin yagam
kosullarinin oldukga k6t olduguna dair girdiler vurgulanmaktadir.

Ornek: “istanbul'a ait en mide bulandirici semtlerden biridir. Maalesef kaynanam-
lar orada ikamet ediyor. EGitim dlzeyi sifira yakin, sinirlarina girdiginizde buram
buram cehalet kokuyor. Kimse konusarak anlasmayi bilmiyor, arag ile girdigim her

saniye sikintili. Tek serit yolda hiz siniri 50, Allah’in belasi selektér ile kér ediyor seni.
Mdmkin mertebe gitmekten kagininm.” Yazar 6 — 25.11.2019
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Tablo 2: Takdir Etme Boyutlari

Duygular ile ilgili Takdir Etme Boyutlari

Duygular bashgi altinda verilen cevaplara bakildiginda, “Sultanbeyli” ilgesi ile
ilgili referanslar olumlu, olumsuz ve nétr kategorileri ile degerlendirilmigtir. “Sultan-
beyli” ilgesinin duygular ile ilgili takdir etme boyutunda, olumsuz referansinin
olumlu ve notr referansa goére daha yuksek oldugu goézlemlenmistir. Ozellikle
duygular ézelligi ile ilgili dramatik, UzlcU ifadelere yer verilerek olumsuz vurgular
yapiimigtir.

Ornek: “Buguin ilk defa bu bélgeye gittim. Gercekten ¢ok cok cok kétiydd. Kendimi
cok kétu hissettim ve Ulkeme bir kere daha Gzulddm. Umarim bu yer (?) Ulkenin
genelini yansitmiyordur, ciddi ¢ok rahatsizlik duydum o kadar rahatsizlik duydum ki
ulkeyi terk etme karari aldim otobus beklerken, ben biraz dramatik olabilirim ama
cidden ¢ok Gzdldum ve enerjimi ¢cok dusirdd bu ilge. “Yazar 7 — 13.09.2023.

Degerler ile ilgili Takdir Etme Boyutlari

Degerler baghigr altinda verilen cevaplara bakildiginda, “Sultanbeyli” ilgesi ile

ilgili referanslar olumlu, olumsuz ve nétr kategorileri ile degerlendirilmistir. “Sultan-
beyli” ilgesinin degerler ile ilgili takdir etme boyutunda, olumsuz referansinin olumlu
ve notr referansa goére daha yutksek oldugu godzlemlenmigtir. Ozellikle degerler
ozelligi ile ilgili cahil, kaltarsuzluk ve gbérgusuzltk ifadesine yer verilmesinin yaninda,
yasayan kigileri asagilayici degerler atfedildigi ve bu anlamda olumsuz vurgular
yapiimigtir.
Ornek: “Cahilligin yobazlikla yargtigi, kaltirsuzlik ve gérgusuzligun pagalardan
aktigl, aksama kadar meydanda ne yaptiklarina anlam verilemeyen agzi sigara ve
sogan kokarak birbirlerine tespih satmaya calisan yasglilarin ¢cok¢a oldugu,
kuyumcularin sabah aksam dolu oldugu ancak buraya giren ¢ikan guaruhun goluk
cocuk dilenci gibi giyinip son model aracglara bindigi, otobuslerin full ¢akili gidip
geldigi, birkag eli ytzt dizgun insan varsa da memur isgi taifesinden, kartal Pendik
ve gevre ilgelerden geldigi, multeci ahalisinin yUksek populasyona sahip oldugu
Istanbul’'un guzide ilgesi.” Yazar 8 — 28.08.2024.

Manalar ile ilgili Takdir Etme Boyutlar

Manalar bashgi altinda verilen cevaplara bakildiginda, “Sultanbeyli” ilgesi ile ilgili
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referanslar olumlu, olumsuz ve nétr kategorileri ile degerlendirilmistir. “Sultanbeyli”
ilgesinin manalar ile ilgili takdir etme boyutunda, olumsuz referansinin olumlu ve
noétr referansa goére daha yuksek oldugu gézlemlenmistir. Ozellikle manalar 6zelligi
ile ilgili ilcenin muhafazakar, tek tip goéruslt insanlarin yasadigr yer olarak takdir
edilen olumsuz vurgular yapilmigtir.

Ornek: “Bi ka¢ cadde ismi érnek vererek Sultanbeyli dzeti ¢ikarabiliriz, drnedin;
Hasan El Benna Caddesi, Seyyid Kutup Caddesi, iskilipli Atif Hoca Sk, Necip Fazil Cd,
Tevhid Cd, Berat Cd, Kuran Kursu Cd, Mira¢ Cd, aklima gelenler bunlar. Bir de ilgede
mesela bi kag kitap fuarina denk gelmistim, stand agan yayinevlerinin hepsi tek
tipti, necip fazil kafasinin tdrevi yayinevileri. Necip fazil bir ilge olsaydi Sultanbeyli
olurdu bence. Yazar 9 - 11.12.2023.

Séylem Analizine Yénelik Bulgular

Séylem analizi kisminda, “Sultanbeyli” ilgesine yénelik paylasimliar, kent ima-
jinin olusturdugu gdézlemlenen durum ya da nesne hakkinda elde edilmig olan
deneyimler olarak ele alinmistir. Bunlar, referanslar ve algisal deneyimlerdir. Séylem
analizi uygulanacak girdilerin segimi igin yargisal érneklem yéntemine bagvurul-
musgtur. Bu yéntemin érneklem seg¢imi, arastirmanin amacina uygun bir kimeleme
sistemi olusturmaktadir ve kimelerden arastirmaya en uygun metinler tercih
edilmektedir. Bu anlamda, “Eksi S&zItkte” “Sultanbeyli” bagligi igin girilen girdilerin iki
ayri gruba ayriimig ve gruplarda en yuksek bedeni sayisina sahip 8 girdi analize
dahil edilmistir. Bu ¢calisma ekseninde “Eksi SézIlUk” platformunda farkli galigma
konulari literatirde mevcuttur (S6gut, 2020, s. 61).

Referans Anlam ile Olugturulan Séylem

“Kartal ve Pendik’in arasina sikisip kalmis, denizden olduk¢a uzak, tem otoyolunun
ortadan ikiye yardidi, is¢i sinifinin ikamet ettigi bir istanbul ilgesi. Arkadagimi
caligtigi is yerinden almak icin otomobille icinden gegcmek durumunda kaldigim;
sakinlerinin muhafazakdar yapisindan ¢ok sakinlerinin muhafazakar yapisindan ¢ok
%99'u kacak olan yapilari ile dehsete dlguren yer. Tem kenarina konuslanmig
buyuk lojistik firmalarinin dahi genel izlenimini olumlu kilamayacagi kadar bigcimsiz
ve fazla (yaklasik 30.000) kagak ingaati ile muazzam bir ¢arpik kentlesme semboldi.
edit. elektrigin, suyun kacak kullanim oraninin tavan yapmig olmasi da gayet
normal. Adim basina bes camiyi, ‘ibadet edelim” diye dikmemis belegciler.” Yazar
10 — 17.07.2005.

“Aydos dagindan bakildiginda Omerli ile Aydos ormanlik alaninin iginden gegen bir
balgciga benzer. Son haliyle buyuk bir meydana sahip olmus varog kentidir; Sultan-
beyli. Bu meydana bakildiginda insanlarin yluzde doksan beslik gibi buyuk bir
kisminin siyah ya da kahverengi elbise giydigi goralur. Sanki binlerce evden titen
soba dumanlari ugcup kaybolmuyor da bu insanlarin Uzerine konuyormus gibi.
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Huzan katiyor bu renkler bu (bu bosluga "sirin” yazmayi ne kadar ¢ok isterdim bile-
mezsiniz) kente.” Yazar 11 — 17.03.2008.

“Yobazlarin bagkenti, gecende bizim eve giren hirsizin ikamet ettigi ilce. Adini
duymak bile irrite ediyor.” Yazar 12 — 12.09.2010

“Birileri ugragsa, bile bile yapmaya ¢alissa béylesine c¢irkin bir ilgce ortaya ¢ikara-
mazlardi herhalde. Resmen bir kGbus gibi. Sadece fakirligin agiklayamayacagi bir
gerilik, zevksizlik rnegi. Afrika veya Brezilya’daki gecekondu mahalleleri bile daha
sevimli gérundyor bunun yaninda.” Yazar 13 — 12.05.2011.

“Hayatimda gérdugum en pislik semt lan. Semtte dolanirken bu kadar mi tedirgin
olunur, her an bi yerden birileri ¢ikip sustaliyr girtlaga dayayip para isteyecek gibi
geliyor. Ara sokaklarinda surekli yerlere ve birbirlerine balgam atip kavga eden
cocuklar mevcut. Ana caddeleri falan da matah degil. Ger¢cekten Allah yasayan-
lara sabir versin diyorum.” Yazar 14 — 22.04.2014.

“38 yasinda adamim. Net séylUyorum, istanbul’'un her yaninda yasadim. Zaten
dogma buyume esenler cocuguyum. Hayatimin 25 yili esenler, bagcilar, Bayram-
pasa dolaylarinda gecti. Sonra buyuduk tabi, Fatih, Besiktas, Kadikéy, Moda, Anta-
lya vs. gibi yerlerde bolca vakit gegirdik, yasadik. Neyse, konu bu degil. Yaklasik 1
aydir Sultanbeyli‘de yasiyorum, biraz da mecburiyetten. Haci sizlere bir sey séyley-
eyim: Esenler, Bagcilar gibi semtler Sultanbeyli’'nin yaninda Paris’tir, Roma‘dir, Los
Angeles'tir. Fatih bildigin Las Vegas'tir. Buna emin olun.”Yazar 15 — 04.01.2016.

“Son yillarda buraya yapilan Avm’lerin, comar populasyonun ehlilesmesini ya da
azalmasini saglayacagini Gmit ederken; plaza hanzolarini da bunyesine katarak,
bu alemde rakipsizligini pekistirmis ilgemsi.” Yazar 16 — 22.07.2017.

“Sancaktepe ve Pendik ilcelerinin komsusu olan, Anadolu Yakasinin Merter. trafiksiz
bir an gérmenin mumkdn olmadigi ilge. Projeden 10 yillik fiyatla daire iteleyen
muteahhitlerin géz bebegi.” Yazar 17 — 25.11.2019.
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Tablo 3: Referans Anlam ile ilgili Tematik Kodlama

Referans Yorumlama Yapilandirma Makro Yapilandirma
Carpik Baglik kentsel goriiniim Baslhik kentsel goriiniim ~ Baslik kentsel makro yapilandirma
Kentlesme ifadesi olarak olumsuz ifadesi olarak olumsuz  ifadesiolarak kentin genel gevresi,
yorumlanmustir. yapilandirilmastir. olumsuz ifade plarak
yapilandirilmustir.

Varos Baslik kent i¢inde Baslik kent iginde Baglik kent iginde yasayanlan
yagayanlari tanimlama yasayanlar: tammlama  tamimlama ifadesi olarak makro
ifadesi olarak olumsuz ifadesi olarak olumsuz  yapilandirma agisindan olumsuz

yorumlanmugtir. yapilandirilmstir. yapilandirlmgtir.

Yobaz Baslik kent i¢inde Baslik kent iginde Bashk kent iginde yasayanlan
yagayanlari tanimlama yasayanlari tammlama  tammlama ifadesi olarak makro
ifadesi olarak olumsuz ifadesi olarak olumsuz  yapilandirma agismdan olumsuz

yorumlanmusgtir. yapilandirilmigtir. yapilandirilmigtir.

Cirkin Baglik kentsel goriiniim Baglik kentsel gorinim ~ Baglik kentsel makro yapilandirma
ifadesi olarak olumsuz ifadesi olarak olumsuz ifadesi olarak kentin genel gevresi,

yorumlanmustr. yapilandirilmisgtir. olumsuz ifade olarak
yapilandirilmgtir.

Kabus Baglik kentsel goriiniim Baglik kentsel goriiniim ~ Baglik kentsel makro yapilandirma
ifadesi olarak olumsuz ifadesi olarak olumsuz  ifadesi olarak kentin genel ¢evresi,

yorumlanmustir. yapilandirilmistir. olumsuz ifade olarak
yapilandirilmigtur.

Comar Baslik kent i¢inde Baslik kent iginde Basghik kent i¢inde yasayanlan
yagayanlari tanimlama yasayanlari tammlama  tammlama ifadesi olarak makro
ifadesi olarak olumsuz ifadesi olarak olumsuz ~ yapilanduma agisindan olumsuz

yorumlanmugtir. yapilandirilmgtr. yapilandirilmigtir.

Hanzo Baslik kent i¢inde Baslik kent iginde Bashk kent iginde yasayanlan
yasgayanlari tanimlama yasayanlar: tammlama  tamimlama ifadesi olarak makro
ifadesi olarak olumsuz ifadesi olarak olumsuz  yapilandirma agismdan olumsuz

yorumlanmugtir. yapilandirilmstir. yapilandirlmgtir.

ilg:emsi Baglik kentsel goriiniim Baglik kentsel goriiniim ~ Baglik kentsel makro yapilandirma
ifadesi olarak olumsuz ifadesi olarak olumsuz  ifadesi olarak kentin genel gevresi,

yorumlanmustir. yapilandirlmistir. olumsuz ifade olarak
yapilandirilmigtir.

Pis Baslik kent i¢inde Baslik kent iginde Basghik kent i¢inde yasayanlan
yagayanlari tanimlama yasayanlar: tammlama ~ tammlama ifadesi olarak makro
ifadesi olarak olumsuz ifadesi olarak olumsuz ~ yapilanduma agisindan olumsuz

yorumlanmugtir. yapilandirilmgtir. yapilandirilmgtir.

Muhafazakar Baslik kent i¢inde Baslik kent iginde Bashk kent iginde yasayanlarn
yagayanlari tanimlama yasayanlar: tammlama  tamimlama ifadesi olarak makro
ifadesi olarak olumsuz ifadesi olarak olumsuz  yapilandirma agisindan olumsuz

yorumlanmugtir. yapilandirilmstir. yapilandirlmgtir.

Yukarida, “Eksi S6zIUk” ortaminda “Sultanbeyli” ilgesi hakkinda 8 adet yazarin
yargisal érneklem ydéntemi ile segilmisg, girdileri bulunmaktadir. Referans anlam
olarak anahtar basliklar ¢ikariimigtir. Bu baslklarda anlamsal olarak algilanabi-
lecek ¢ikarimlar tematik kodlama gergevesinde Ug¢ kategoriye ayriimistir. Yorumla-
ma, yapilandirma ve makro yapilandirma olarak analiz edilmistir. “Eksi S6zIUk” gird-
ileri kapsaminda, kentin géruntm imaiji; “Carpik Kentlesme, Cirkin, Kabus, ilgemsi”
basliklar, yorumlama anlami ile kullaniimakla birlikte, kentin géranim ifadesi
olarak yapilandirma anlamiyla da kullaniimigtir. Ayrica yine ayni basliklar, kentin
genel cevresi igin “Carpik Kentlegsme, Cirkin, Kabus, iigemsi” makro yapilandirma
olarak kullaniimigtir. Kentin igcinde yasayanlari tanimlama imaji olarak; “Muha-
fazakdr, Varos, Yobaz, Comar, Hanzo” basliklari, yorumlama anlami ile kullaniimak-
ta, kentin igcinde yasayanlari tanimlama basliklari olarak yapilandirma anlamiyla
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da kullaniimigtir. Ayrica yine ayni bagliklar, kent iginde yasayanlarin makro
yapilandirma olarak da ifade edilmistir. Dolayisiyla, “Eksi SézItk” dijital ortaminda
“Sultanbeyli” kent imajinin Gretimi, genel bir ifade ile olumsuz referanslarla deger-
lendirildigini séylemek muamkandur.

Algisal Anlam ile Olusturulan Séylem

“Sultanbeyli, Sarigazi ve Sancaktepe ile Anadolu yakasinin seytan tggenini olustur-
an ilge. Bu ilgelerden birinden gegmek gibi bir hata yaparsaniz burnunuzu tika-
manizi ve alabilecegdiniz pisligi minimalize etmenizi tavsiye ederim.” Yazar 18 —
27.11.2020

“Bu semt 2 olasiliktan ibarettir. Ya iyisin ya da kétu. Ya zekisin ya aptal. Ya
cagdassin ya da barzo. Ya ¢ok zengin ya da fakir... Genellikle dogu tarafindan gelen
cahil kesim mevcuttur. Nafusun +30 yasi %97 egitimsizdir. Her turla Ggkagit p..k
cakallik mevcuttur. Meslekler hep ¢cakal meslegidir. Galeri, ingaat, emlak, muteah-
hit... son géglerle birlikte ntfusun %25'i multecidir. Her 5 dukkandan 2 si dénercidir.
Ayni zamanda ... kalesidir. 2 dénemdir belediye bagkanligi yapan adam hicbir
sorunu ¢ézmemesine ragmen hala koltugunda oturmaktadir. “egitimsizlik+siyasal
islam” uzak durun bu semtten araba veya ev almaya bile gelmeyin.” Yazar 19 —
07.03.2021.

“Su an da bu entry 132c otobusinden yazilimaktadir. Giderken dikkanlara bakiyo-
rum hep Arapg¢a tabelalar. Bir tane kuyumcu var adam soldan saga Arap¢a har-
fleriyle kayan yazi yazdirmig. Altina da kuglcuk Turkcesini yazmig. Yani o kadar
Arap populasyonu var ki adam Turkge yazmaya bile gerek duymamis nerdeyse.
Tamam, burasi Sultanbeyli ama en basta da burasi Turkiye be kardesim.” Yazar 20
—-10.08.2021.

“Istanbul ve Kocaelinin ucuz is¢i deposudur.” Yazar 21 - 11.03.2022.

“Birgok Anadolu ilinden daha fazla ndfusa sahip ama tim Anadolu illerinden daha
az gelismis olan bir istanbul ilgesi. Tarkiye’nin en az yasanilabilir olan yerlerinden
biri. Herkes dinci, herkes yobaz, herkes gerici. Suriyeli, Afgan ndfusu had safhada.
Fakirlik asiri fazla. Eglence sifir. Oturacak mekdén bile yok. Kupe takan bir erkek
olarak Anadolu’da cok yasadim ve Sultanbeyli'‘deki kadar hicbir il/ilce 6kizin trene
baktigi gibi bakmiyor. Yani yeryldzindeki cehennem. Gelmeyin.” Yazar 22 -
20.06.2022.

“Hakkinda évguler dizilmesine sasirdigim, Aydos Sosyal Tesisi haricinde sevilebi-
lecek herhangi hi¢bir yanina sahit olmadigim, gdletine gittigimde girisinde ‘ev
hanimlarina mahsustur” seklinde bir uyariyi gérmeden girdigimi zannettigim keyif-
siz bir ilge.” Yazar 23 — 02.09.2022.
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“Allah bir daha dusidrmesin diye dua ettigim ilge. Yeni bir eve tasinacagim, 6zel
Slgulerle mutfak dolabi yaptirmak istedim. Once pratik olur diye ikea'ya gittim.
Buradaki urtinlerin kalitesini begenmedim. Kaplanmig sunta kapak satiyor adam-
lar. Kalitesiz kesinlike. mdf malzeme kullanilsin istedim, arkadas cevremden bir usta
buldum ve eve ¢agirdim. Ornekleri resimlerden gérdum, élguler alindi. Sonra mal-
zemeyi bizzat gérdp, dokunmak icin ustanin imalathanesine gittim... iste Sultan-
beyli burada devreye girdi. Ben bdyle bir kaos hayatimda gérmedim. Ana caddede
metro ingaati var. Dort serit gelen yol ikiye dustyor. Kimi saga, kimi sola, kimi ben-
zinlige derken sanki Migferdibi savagina dugtik. 500 metre yeri 20 dakikada
gectim. Ara sokaklar daha fena. Sagma sapan rampalar, cukurlarla dolu asfaltlar
ve sokak kenarlarinda hali yikayan insanimsi varliklar... Tekrar séyliyorum, Allah
dusdrmesin.” Yazar 24 — 04.10.2022.

“istanbul’'un en kirsal yerlesim yeridir.” Yazar 25 — 06.04.2023.

Tablo 4: Algisal Anlam ile Tematik Kodlama

Algisal Yorumlama Yapilandirma Makro Yapilandirma
Pis Baslik kent i¢inde Baslik kent icinde Baslik kent icinde yasayanlar
yasayanlar1 tanimlama yasayanlari tammlama  tanimlama  ifadesi  olarak
ifadesi olarak olumsuz ifadesi olarak olumsuz =~ makro yapilandirma agisindan
yorumlanmstir. yapilandirilmastir. olumsuz yapilandiriimistir.
Cabhil Kesim Baslik kent i¢inde Baslik kent i¢inde Baslik kent i¢inde yasayanlar
yagayanlar1 tanimlama yagayanlari tanimlama  tamimlama  ifadesi  olarak
ifadesi olarak olumsuz ifadesi olarak olumsuz =~ makro yapilandirma agisindan
yorumlanmistir. yapilandirilmigtir. olumsuz yapilandirilmstir.
Egitimsiz Baslik kent i¢inde Baslik kent i¢inde Baslik kent i¢inde yasayanlar
yasayanlar1 tanimlama yasayanlari tammlama  tanimlama  ifadesi  olarak
ifadesi olarak olumsuz ifadesi olarak olumsuz =~ makro yapilandirma agisindan
yorumlanmustir. yapilandirilmastir. olumsuz yapilandiriimistir.
Ayrimel Baslik kent i¢inde Baslik kent i¢inde Baslik kent i¢inde yasayanlar
yagayanlar1 tanimlama yasayanlari tanimlama  tamimlama  ifadesi  olarak
ifadesi olarak olumsuz ifadesi olarak olumsuz =~ makro yapilandirma agisindan
yorumlanmistir. yapilandirilmigtir. olumsuz yapilandirilmigtir.
Az Gelismis Baslik kentsel goriiniim Baslik kentsel goriiniim ~ Baglik kentsel makro
ifadesi olarak olumsuz ifadesi olarak olumsuz  yapilandirma ifadesi olarak
yorumlanmistir. yapilandirilmugtir. kentin genel g¢evresi, olumsuz
ifade olarak yapilandirilmistir.
Ucuz Isci Deposu  Baslik kentin ekonomik bir ~ Baglik kentin ekonomik ~ Bashk kentin ekonomik bir
olciit ifadesi olarak bir dl¢iit ifadesi olarak ~ 6lgiit ifadesi olarak olumsuz
olumsuz yorumlanmistir. olumsuz makro yapilandirlmistir.
yapilandirilmistir.
Kirsal Yerlesim Baslik kentsel goriiniim Baslik kentsel goriiniim  Baghk kentsel makro
Yeri ifadesi olarak olumsuz ifadesi olarak olumsuz  yapilandirma ifadesi olarak
yorumlanmistir. yapilandirilmigtir. kentin genel gevresi, olumsuz
ifade olarak yapilandirilmistir.
Keyifsiz Baslik kentsel goriiniim Baslik kentsel goriiniim ~ Baghk kentsel makro
ifadesi olarak olumsuz ifadesi olarak olumsuz ~ yapilandirma ifadesi olarak
yorumlanmistir. yapilandirilmistir. kentin genel gevresi, olumsuz
ifade olarak yapilandirilmustir.
Cehennem Baslik kentsel goriiniim Baslik kentsel goriinim  Baghk kentsel makro
ifadesi olarak olumsuz ifadesi olarak olumsuz yapilandirma ifadesi olarak
yorumlanmigtir yorumlanmigtir kentin genel ¢evresi, olumsuz

ifade olarak yapilandirilmigtir.
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Yukarida, “Eksi S6zItk” ortaminda “Sultanbeyli” ilgesi hakkinda 8 adet yazarin,
yargisal érneklem ydntemi ile segilmis, girdileri bulunmaktadir. Algisal anlam olarak
anahtar basliklar cikariimistir. Bu baslklarda yargisal olarak algilanabilecek
cikarimlar tematik kodlama cergevesinde U¢ kategoriye ayrilmigtir. Yorumlama,
yapilandirma ve makro yapilandirma olarak analiz edilmigtir. “Eksi S6zIUk” girdileri
kapsaminda, kentin icinde yasayanlari tanimlama imaiji olarak; “Pis, Cahil Kesim,
Egitimsiz, Ayrimci1” basliklari, yorumlama yargisi olarak kullaniimakla birlikte, kentin
icinde yasayanlari tanimlama basliklart olarak yapilandirma yargisi olarak da
kullaniimigtir.  Ayrica yine ayni basliklar, kentin igcinde yasayanlarin makro
yapilandirma yargisi olarak da ifade edilmistir. Kentin géridnum imaiji olarak; “Az
Geligmig, Kirsal Yerlegim Yeri, Keyifsiz, Cehennem” basliklari, yorumlama yargisiyla
kullaniimakla birlikte, kentin gérinim ifadesi olarak yapilandirma yargisiyla da
kullaniimigtir. Ayrica, “Az Geligmis, Kirsal Yerlesim Yeri, Keyifsiz, Cehennem” basliklari,
kentin genel cevresi icin makro yapilandirma yargisiyla kullaniimigtir. Bununla
birlikte kentin ekonomik bir 6l¢Utu igin, “Ucuz is¢i Deposu” yorumlama yargisi ortaya
cikmustir. “Ucuz isgi Deposu” bashgi, yapilandirma ve makro yapilandirma yargilari
ile de értigmektedir. Dolayisiyla, “Eksi S6zIUk” dijital ortaminda “Sultanbeyli” kent
imajinin Uretimi, genel bir ifade ile olumsuz algisal yargilarla degerlendirildigini
séylemek mumkundur.

Sonug

imaij, bireylerin, kurumlarin ya da mekdanlarin toplumsal algi ve izleniminde
nasil temsil edildigini ve nasil hatirlandigini belirleyen temel bir kavramdir. Bu temsil,
sadece fiziksel 6zelliklere ya da gercek faaliyet ve temsillere dayanmamaktadir; ayni
zamanda sdylemler, semboller, medya igerik ve Kkesitleri, toplumsal iligkiler
araciligyla da inga edilmektedir. Bu baglamda imaj, izlenim ve algilar batina olarak
inga edilirken, yarattigi etki oldukga gugli hale gelmektedir. imaij, bireylerin, herhangi
bir durum, olay, kurum, kigi vb. Gzerine anlam Uretme surecinde 6nemli bir rol oyna-
maktadir. Bir kisinin, bir kurumun ya da bir yerin toplumsal bellekte nasil yer aldig, o
6znelerle ilgili edinilen izlenimlerin, deneyimlerin hangi boyutta olduguna dair
ipuglar vermektedir. imaj sadece goéraneni temsil etmemektedir. Ayni zamanda
sdylemsel duzeyde de insa edilen gok katmanli bir yapi olarak da degerlendiriimek-
tedir.

Gunumuzde geleneksel medya araclarindan farkl olarak internetin gelismesi
ve yayginlagmasiyla birlikte, imaj Gretimi ¢ok daha interaktif ve gogulcu bir yapiya
baranmektedir. Ozellikle sosyal medya ve dijital platformlar, bireylerin ve topluluk-
larin belirli kisi, kurum ya da yerler hakkinda hizlica kanaat olusturmalarina imkdan
tanimaktadir. Bu surecte, imaj profesyonel stratejik bir Gretim surecinin varligi ile
olugmakla birlikte, sosyal medya platformlarinda yer alan kullanicilarin Grettigi
iceriklerle de yeniden sekillenmektedir. Bu dijital medya platformlari arasinda inter-
net sozlUkleri de yer almaktadir. internet sézlUklerinin iginde en ¢ok kullanilan ve
tercih edilen Eksi SozIUk'tar. Eksi S6zluk, bir dijital icerik alani olarak, imaj dretimini
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etkili ve géranar kilmaktadir.

“Eksi S6zIUk” platformunda kullanicilar bulunmaktadir. Bu kullanicilar, “EKsi
SézIuk” yazarlar olarak adlandirimaktadir. Yazarlar, fikirlerini veya dusuncelerini
“Eksi S6zIuk” platformunda oldukc¢a rahat bir sekilde ifade edebilmektedir. Bu ifadel-
er, dijital ortamda imaj Uretimi ingasi olarak belirleyici rol oynamaktadir. Uretilen
icerikler, sdylemler, gézlemler, sdylentiler vb. terimler bir kisi, kurum, marka ve kent
gibi basliklar esliginde insa edilebilmektedir. inga edilen imaj Gretimi olumlu ya da
olumsuz algi ve izlenimler seklinde kendine yer bulabilmektedir.

Calismada, ilk bashgin girildigi 25.09.2001 tarih ile son paylagsimin yapildigi
16.12.2024 tarih arasindaki tim paylasimlar incelenmistir. Toplam 26 sayfa ve 25]
paylasim ele alinmigtir. Bagka bir deyisle “Eksi S6zlUk'te” “Sultanbeyli” ile ilgili yaklagik
yirmi U¢ yil igerisinde yapilan paylagimlar calisma kapsaminda incelenmistir. Bu
calismada, “Sultanbeyli” ile ilgili “Eksi S6zIuk” girdileri, icerik analizi ve séylem analizi
ile degerlendirilmis ve bulgular ortaya konmustur. icerik analizi cergevesinde, kent
imajinda yer alan tasvir ve takdir etme boyutlar ile ele alinirken, séylem analizi
kapsaminda, referans ve algisal deneyimler olarak degerlendiriimistir. Caligmanin
icerik analizi bulgularina gére, “Sultanbeyli” ilgesi igin tasvir etme boyutu olarak
toplam 601 adet girdi sayisi bulunmaktadir. Bu girdiler, cevresel 6zellikler, sosyal ve
kaltarel dzellikler, ekonomik &zellikler, iigede yasayanlara ait ézellikler, ydnetsel 6zel-
likler ve yagsam kosullarina ait 6zellikler ele alinmistir. Girdi sayisinin en yuksek oldugu
Ozellik, sosyal ve kulturel 6zelliklerdir. En dusuk oldugu &zelligi ekonomik 6zellikler
olusturmaktadir. Tasvir etme boyutlarl kapsaminda, olumlu ve olumsuz referanslar
da dikkate alinmistir. Bu kapsamda olumsuz referanslarin daha yuksek sayida girdisi
oldugu tespit edilmistir. En yUksek olumsuz 6zelligi, sosyal ve kulturel 6zellikler
olusturmaktadir. Bu anlamda, “Eksi S&6zIUk” yazarlari, “Sultanbeyli” ilgesi i¢in sosyal ve
kaltarel dzellikleri agirlikh olarak olumsuz bulmaktadir. Calismanin icerik analiz bul-
gularinda, takdir etme boyutlari da yer almaktadir. “Sultanbeyli ilgesi icin takdir etme
boyutu olarak toplam 753 adet girdi sayisi bulunmaktadir. Bu girdiler, duygular,
degerler, manalar seklinde ele alinmistir. Takdir etme boyutunda yer alan tim kate-
gorilerde girdi sayilari 251 olarak esit oldugu tespit edilmigtir. Tasvir etme boyutuna
gore, takdir etme boyutlarinda olumlu referanslar daha yUksektir. Lakin, takdir etme
boyutu referans 6zellikleri, kendi icinde olumsuz referanslarin daha ytksek oldugu
goéralmustar. Olumsuz girdi sayisi duygular ve manalar kategorilerinde, 209 sayi ile
esit olarak gézlemlenmistir. Ayrica takdir etme boyutu kisminda, nétr referans dlgutu
de bulunmaktadir. Nétr 6lgutinde yer alan girdiler, takdir etme boyutu ifadesi
olusturmamaktadir. Bu anlamda, takdir etme boyutu icinde, “Eksi S&zIUk”
yazarlarinin bazi girdileri, “Sultanbeyli” ilgesi i¢in herhangi bir duygu, deger ve mana
boyutu tasimamaktadir.

Séylem analizi kisminda, “Sultanbeyli” ilgcesine yénelik paylagimlar kent ima-
jinin olusturdugu gézlemlenen durum ya da nesne hakkinda elde edilmig olan
deneyimler olarak ele alinmigtir. Bunlar, referanslar ve algisal deneyimlerdir. Séylem
analizi uygulanacak girdilerin segimi igin yargisal érneklem yéntemine bagvurul-
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mustur. Bu ydntemin érneklem secgimi, arastirmanin amacina uygun bir kimeleme
sistemi olusturmaktadir ve ktmelerden arastirmaya en uygun metinler tercih
edilmektedir. Bu anlamda, Eksi Sézlukte “Sultanbeyli” baghdr icin girilen girdiler ayri
kategoriler esliginde olusturulmustur. Bunlar iki ayri grup iginde, en yuksek begeniye
sahip 8(sekiz) ayri girdi analize dahil edilmigtir. Bu durum galigmanin gikig noktasini
gucglendirmektedir. Bu anlamda c¢alisgmanin sdylem analizi kisminda, veri analizi
ayrica tematik kodlama ekseninde, yorumlama, yapilandirma ve makro yapilandir-
ma bagliklar altinda incelenmistir. Bu anlamda, referans ve algisal deneyimlerin,
“Eksi S&zluk” kullanicilarinin yorumlama, yapilandirma ve makro yapilandirma
ifadelerinden yola cikarak, temel basliklar halinde kategorize edilmigtir. Referans
anlam olarak, “Eksi SozIuk'te” yazarlarin girdilerinden yola ¢ikarak kentin gérdnum
imaijl, kentin iginde yasayanlari tanimlayan imaj kavramlari ortaya ¢ikmistir. Kentin
goéranum imaiji ekseninde; “Carpik Kentlegsme, Cirkin, Kabus, iigemsi” basliklari ortaya
clkmistir. Bu bagliklar, yorumlama, yapilandirma ve makro yapilandirma anlamlari
ile kullaniimigtir. Kentin iginde yasayanlari tanimlayan imaj kapsaminda; “Muha-
fazakdr, Varos, Yobaz, Comar, Hanzo” baslklarn ortaya c¢ikmig ve yorumlama,
yapilandirma ve makro yapilandirma anlamilari ile kullaniimistir. Bu ifadeler dikkate
alindiginda, “Eksi S6zIuk” dijital ortami, “Sultanbeyli” ilgesi icin genel bir ifade ile
olumsuz referansla degerlendirilen bir kent imaji Gretimi saglamistir diyebiliriz.
Bunun yaninda, algisal anlam ifadeleri de bulunmaktadir. Algisal anlam olarak, “Eksi
Sézluk'te” yazarlarin girdilerinden yola ¢ikarak kentin gérdndm imaiji, kentin iginde
yasayanlari tanimlayan imaj ve kentin ekonomik élgutt hakkinda bilgi veren imaj
kavramlari ortaya ¢ikmistir. Kentin gérantim imaji ekseninde; “Az Gelismis, Kirsal Yer-
lesim Yeri, Keyifsiz, Cehennem” basliklari ortaya ¢ikmistir. Bu basgliklar, yorumlama,
yapillandirma ve makro yapilandirma yargilariyla da kullaniimigtir. Kentin iginde
yasayanlari tanimlayan imaj kapsaminda; “Pis, Cahil Kesim, EJitimsiz, Ayrimcl”
bagliklar ortaya c¢ikmig ve yorumlama, yapilandirma ve makro yapilandirma
yargilariyla da kullaniimigtir. Bununla birlikte algisal anlam boyutunda, kentin
ekonomik élgutu ile ilgili bir yargl da ortaya ¢ikmigtir. Bu yargi gercevesinde, “Ucuz
isci Deposu” algisi ortaya atilmistir. Bu ifadeler dikkate alindidinda, “Eksi S6zIUk” dijital
ortami, “Sultanbeyli” ilgesi igin genel bir ifade ile olumsuz algisal yargilarin Gretildigi
bir kent imajinin olustugunu sdyleyebiliriz.

Kent imaji, diger imaj gesitlerinden farkli olarak, herhangi bir kentin fiziksel
6zelliklerinin yaninda, tarihi, kalttrel mirasi, sosyo-ekonomik yapi gibi birgok ozelligi
ile insan zihninde sekillenebilen bir olgu niteliginde varlik gdsterebilmektedir. Bu
anlamda, bir kente dair algilar gok ¢esitli olabilmektedir. Kent algisi, gérsel izlenimler,
deneyimler, anlatilar, gindelik yagam pratikleri gibi durumlarla olumlu ya da olum-
suz olarak ifade edilebilmektedir. Bir kent igin olumlu ya da olumsuz algilardan
olugan imaj, bireysel ya da toplumsal bir ¢cagrisim olarak ilerleyebilmektedir.
Gunumuzde, bir kent imajinin olugmasi, anlatiimasi, yayilmasi, deneyimlenmesi gibi
birgcok etmen internet araciligiyla ve internetin sagladigi dijital ortamlar sayesinde
olduk¢a hizli bir sekilde yayilabilmektedir. internet Uzerinde birgok dijital ortam
bulunmaktadir. Bu ortamlar, bir kent imaiji tretimine olumlu ya da olumsuz katki
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saglamaktadir. Ozellikle dijital ortamlarda olumsuz imaj Uretimi, olumlu imaj Greti-
minden daha hizli bir sekilde yayildigint séylemek mumkun olabilir.

Bu calismada imaj Uretimi, geleneksel olandan farkli olarak internet ortamin-
da Uretilen imaj kavramina odaklanildi. internet sézlUklerinden biri olan “Eksi S6zIUk”
Uzerinden imaj Uretimi pratigi “Sultanbeyli” ilgesi Uzerinden incelendi. Veri toplama
teknikleri olan igerik analizi ve séylem analizi kapsaminda, genel agirlikli olarak
olumsuz ifadelerin agirlikli oldugu gézlemlenmistir. Bunun yaninda asagilayici
ifadelerin de kullanildigi géralmustar. Buradan hareketle bu ¢alisma, bir kent imaiji
dretiminde dijital platformlarin ne kadar énemli oldugunu tespit etmistir. Bu
calismanin igiginda ortaya ¢ikan basliklar kapsaminda, bir kent iginde yasayan kisil-
ere dijital ortamlarda olugan imajlara karsi ényargr calismalari gerceklestirilebilir.
Bunun yaninda ayrim ¢aligmalari da yapilabilir. Olumsuz imaj olugsumuna kargin
imaj iyilestirme ¢aligmalari igin akademik ¢aligmalar yapilabilir. Bir kent imaji igin
farkli dijital platformlar ele alinarak, kargilastirmali analizler gergeklestirilebilir.
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ABSTRACT

The frequent use of artificial intelligence technologies, particularly in the field of communication, has reignited discussions about
how communication education should be conducted. Both society and universities, which are units within society, must adapt to
new communication technologies. Based on these requirements, the aim of this study is to examine how new communication
technologies are reflected in the curricula of Communication Faculties in Turkiye and which courses are taught in this regard. This
study, conducted using content analysis, was limited to all communication departments in state universities located in major cities
in Turkiye. Therefore, 73 communication departments from 26 universities were included in the study. The study found that the
number of courses considered to reflect new communication technologies across the faculties studied was 349. The most
common departments were “Journalism, Radio, Film and Television, and Public Relations and Advertising”. “New Media and
Communication, Communication Design, and Digital Game Design” were relatively few in number due to their recent openings.
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oz

Yapay zekd teknolojileri kullaniminin ézellikle iletisim alaninda sikga olarak kullaniimasi, iletisim egitiminin nasil olmasi gerektigi
noktasindaki tartigmalari yeniden gindeme getirmistir. Yeni iletigim teknolojilerine hem toplum hem de toplum icerisindeki birim
olan Gniversiteler de uyum saglamak durumundadir. Bu gereksinimlerden hareketle, caligmanin amaci, yeni iletisim teknolojilerinin
Tarkiye'deki iletisim Fakulteleri'nin mufredatlarina nasil yansidigini ve bu konuda hangi derslerin okutuldugunu incelemektir. igerik
analizi yéntemi kullanilarak yurattlen bu galigma, Turkiye'de sadece blyuk sehirlerde bulunan devlet Universitelerinde bulunan
iletigim fakultelerindeki butun bélamler ile sinirlandinimigtir. Bu anlamda 26 Universitedeki iletigsim fakultelerinde 73 bélum ¢alisma-
ya dahil edilmigtir. Calismanin sonucuna gére, incelemeye alinan fakultelerde yeni iletisim teknolojilerinin yansimasi olarak gérulen
derslerin sayisinin 349 oldugu tespit edilmigtir. Arastirma kapsaminda bélum olarak bakildiginda en fazla bélumlerin, “Gazetecilik,
Radyo Sinema ve Televizyon, Halkla iligkiler ve Reklamcilik” bélumleri oldugu belirlenmistir. “Yeni Medya ve iletigim, iletisim Tasarimi

ve Dijital Oyun Tasarimi” gibi bélimlerin ise daha yeni agildidi igin sayilarinin az oldugu goéralmustar.
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Introduction

Today, every individual must learn about the opportunities offered by new
communication technologies and take advantage of them. The intensive use of the
internet in all areas has become a necessity beyond simply making work easier
and faster.

The points that have shaped and transformed communication technologies
(both past and present) have often come in unintended or previously unimagined
situations between individuals and technologies (Castells 2001).

As technology reshapes the form of societies, it also changes the basic ele-
ments of communication. Moreover, as technologies transform new forms of
expression, new forms of expression also trigger technological needs. However,
technology also affects basic communication processes and products (Rogers &
Thomas, 1997, p. 109).

These developments are also changing education and teaching processes.
In particular, there has been an increase in courses covering concepts used in new
communication technologies at universities. As the use of new technologies
becomes more widespread, it is believed that these topics should be given more
space in the curricula of Communication Faculties.

Communication education has been debated for years in terms of quality
education by the media sector, academics, and Communication Faculty students,
who strive to develop the best communication education curriculum that is useful
for all stakeholders. On behalf of nearly all departments in Communication Facul-
ties, there are different perspectives and practices regarding the weight of theoret-
ical and practical courses in the design of courses and how these courses are
taught. Generally, curricula are prepared with a more theoretical approach from
an academic perspective, while also aiming to provide students with technical
knowledge that is compatible with industry and employment expectations. For this
reason, the applied curriculum and education system is also adopted and brought
to the forefront. The media sector is frequently criticized by academic circles for
ethical problems and the lack of an objective perspective. On the other hand,
within the media sector, Faculties of Fommunication are the focus of criticism with
their education structure that is far from the expectations of the sector and techni-
cal equipment. Although there are universities that adopt these two different per-
spectives separately, there are also Communication Faculties with a mixed curric-
ulum that aim to train competent individuals in current applications as required by
the digitalizing world and the media sector. These faculties offer a solid theoretical
education by combining the two approaches (Ugler & Buyukgelikok, 2021, p. 1247).

The aim of this study is to analyze how the widespread use of new communi-
cation technologies is reflected in the curricula implemented in Communication
Faculties in Turkiye and to investigate how many of these courses have been
included in the curriculum. The study included all departments of communication
faculties in state universities in major cities of Turkiye. Using the content analysis
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method, 73 departments of Communication Faculties in 26 universities were ana-
lyzed. According to the research findings, 349 courses involving new communica-
tion technologies were identified in the Communication Faculties of state universi-
ties across the country. These courses were analyzed in graphs by categorizing
them into various categories.

Previous studies examining the curricula of Communication Faculties have
revealed curriculum issues and comparisons between certain departments, as
well as research into whether the courses taught enable students to find employ-
ment in the media sector. Apart from these, there are studies on the reflections of
digitalization on the curricula of “Journalism and Radio, Cinema and Television”
departments. However, a more detailed study to the best of our knowledge exam-
ining all departments in the Communication Faculties of state universities located
in all major cities of Turkiye has not yet been conducted. New communication
technologies are a frequently discussed topic today, and this study is important
because it fills this gap in the literature. Furthermore, as in the case of artificial intel-
ligence, new communication technologies are constantly being discovered and
must be learned. For this reason, this study is expected to guide the curricula of
Communication Faculties, which are updated nearly every year.

Theoretical Framework

New Communication Technologies and Education

Today's communication technologies are also changing the way people and
organizations communicate. There is now interactivity in the communication envi-
ronment. In the internet environment, where immediacy and speed are extremely
important, individuals can now communicate more intensively, especially thanks
to new media tools and social media. Students and faculty members who use
social media frequently communicate with each other, and thanks to the new
communication applications offered by social media, messages can be quickly
delivered to a wide audience. The new generation, which can also communicate
via email outside of social media, can share information instantly with this oppor-
tunity. For example, while a faculty member shares changes in the course schedule
with students via social mediag, students can also express their opinions, expecta-
tions, or problems regarding the courses or the faculty member on a common
platform (ligaz Buyukbaykal, 2015, p. 638).

New communication technologies today affect every aspect of human life
and create dynamic changes in society. In addition, these technologies affect all
aspects of life. These effects are increasingly felt in educational institutions. New
communication technologies offer both students and faculty more opportunities
to tailor learning and teaching to individual needs, while society is also pushing
educational institutions to prepare themselves for technical innovations (Mikre,
201, p. 110). For this reason, educational institutions, especially universities, should

Global Media Journal Turkish Edition, Fall / Guz 2025 Volume / Cilt: 16 Issue [ Say:: 31 pp. / ss. 98-119

100



Reflections of New Communication Technologies on Undergraduate Curricula of Communication Faculties in TUrkiye

follow up on current information regarding these technologies in terms of both cur-
riculum and building facilities.

It is very important for instructors and academics to use a variety of teaching
methods. Students should also be guided to apply the new skills and knowledge
they have learned. Therefore, instructors should engage students in inquiry-based
and characteristic learning experiences designed to encourage critical thinking
(Ismailova & Ergashev 2019, p. 5).

Faculty members and universities are the most fundamental part of the
educational sphere of society. They have to work harder to advance the level of
development of societies in every field. Talented academics can turn creative stu-
dents into social workers, poets, politicians, philosophers, etc. who are useful for
society. The rapid pace of technological developments has led to creative changes
in individuals' lifestyles and demands. Educational institutions have recognized the
impact of new technological tools on daily life and are striving to adapt classroom
facilities to current conditions in order to constantly update their curricula in terms
of educational technologies (Ratheeswari, 2018, p. 45).

As with all components of the social structure, educational institutions are
also influenced by external factors. Advances in scientific and technical fields and
developments in computer technology can be cited as one such external factor.
Technological developments and globalization trends accelerate transformations
in the structure of educational institutions, enabling the creation of different types
of knowledge in educational processes and the use of new technical tools in
acquiring this knowledge. Thus, education becomes more dynamic, transforming
into an open system where the role of formal education diminishes, while the role
of widespread education, which goes beyond standard educational environments,
increases. Information technologies actively used in society have also become an
integral part of training processes. One of the prerequisites for implementing
large-scale training programs to comply with federal higher education standards
for new generations is to establish knowledge and training areas in educational
institutions (Gafiatuling, vd., 2020).

Curriculum Planning

How is the curriculum defined? The curriculum is a system used in educa-
tional institutions that outlines the courses a student must take throughout their
educational life. That is, there is no single area of inquiry within curriculum educa-
tion. Curriculum planning addresses teaching and learning together; it is also a
regulation that evaluates which courses should be taken, in what order, and using
what methods (Egan, 1978).

Educational institutions have been criticized worldwide for years. A major
criticism of educational institutions is that their curricula are too traditional and
lack innovation, failing to keep pace with industry practices and trends in terms of
content and presentation (Kulkarni, vd,, 2018, p. 445).
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The focus of such criticism is mostly on faculties of communication. Because
in faculties of communication, students from all fields are taught how to use these
technologies, where and how to apply them. Therefore, a commmunication curricu-
lum cannot escape the demands of a globalized environment.

The necessity of keeping the curricula of Communication Faculties up to
date can be ensured in two steps: Firstly, those who develop these curricula should
question which communication forms and methods will be essential in the coming
years, using a research-based approach. This questioning is necessary for both
local commmunication objectives and socio-cultural and economic objectives on a
global scale. Secondly, the question of whether existing theories of communication
(whether theories of language, visual or multimodal communication) need to be
fundamentally rethought and clarified is more pressing than ever. The internation-
alization and globalization of communication will require entirely new types of
trends, skills, and attitudes, such as learning a sufficient number of languages or
using new technical knowledge. If types and forms of writing reflect, encode, and
embody the social structure and value structure of a place as much as spoken
forms do, then curricula should also provide students with communication
resources that reflect global requirements (Kress, 1996, p. 195).

Using digital tools, academics can conduct distance learning, communicate
with students, and increase efficiency in education. Students can use digital tools
and environments to access educational environments and advantages and to
acquire knowledge. Therefore, it is known that all state and private educational
institutions have changed in this direction and have even been forced to change.
In this regard, it is observed that universities within educational institutions have
taken appropriate steps in the digitalization process and have added courses cov-
ering digital topics to their curricula (Kaya, vd,, 2022, p. 2).

Faculties of Communication in Turkiye

Communication science, a highly interdisciplinary field, is also related to
nearly every branch of the social sciences. For this reason, communication activi-
ties are very important in every branch of the social sciences. The emergence of
normative sciences requires consensus, which is essentially a communication
activity. In this context, communication sciences, an interdisciplinary field, consti-
tute a fundamental area of the social sciences. With advances in communication
tools, the fields of communication science have expanded and the areas of work
for communication scientists have multiplied. After print, visual and audio mediq,
digital media and its channels, called new media, constitute dynamic fields of
study for communicators that change and transform almost every day. For this
reason, graduates want to be educated in a system that keeps up with the times so
they can use the knowledge they acquire during their studies in the industry (Tzun,
2023, p. 71).

Communication Faculties in Turkiye generally include the departments of
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“Public Relations and Advertising, Journalism and Radio and Television Cinema”. In
addition to these three departments, it is seen that new departments and pro-
grams have been opened, especially with the start of Commmunication Faculties in
foundation universities. Following the opening of different departments and pro-
grams by foundation universities, different departments and programs were also
opened in Communication Faculties within some state universities. In addition,
Communication Faculties at foundation universities have also started to open pro-
grams that provide education in English (BuyUkaslan & Mavnaciogly, 2017, p. 222).

Communication education in Turkiye, which started in the 1950s, was first
provided by the “Journalism Institutes” and then by the “Press and Broadcasting
High Schools”. In 1992, Communication Faculties were established to meet the
demands of media institutions and provide more specialized education in this field.
Communication Faculties, initially established at state universities, were later
opened at private universities as well. Thus, the number of Communication Facul-
ties and students has increased. However, this increase has also brought with it
various problems. The first of these is that students who have graduated from
Communication Faculties are not being sufficiently employed in media organiza-
tions. To explain how this problem arose, communication education must be
examined, and consequently, the curricula of the programs must be reviewed. The
main issue of debate is whether the courses given in these faculties will be pre-
dominantly theoretical or practical (Altoy & Kavuran, 2019, p. 1163).

Positioned as the continuation of former press and publishing schools, Com-
munication Faculties have raised questions about whether they carry a specific
mission, particularly as their numbers have increased in recent years. Issues such
as the employment of qualified academic staff, the determination of educational
standards, the quality of graduates, the quality of education, and the suitability of
education to the demand for qualified labor in the sector are frequently discussed
(BuyUkaslan & Mavnaciogly, 2017, p. 221).

The question of what the orientation of university education in general and
communication education in particular is or should be is one of the ongoing
debates in academia. Despite the efforts of the industry and capital to shape the
process in their favor, it can be said that an interesting identity crisis emerged
when the resistance shown by academia to this process was combined with the
wishes of the students. In this context, the relationship of Communication Faculties
with the sector has been debated from the beginning, but considering its estab-
lishment and orientation, its relationship with the sector is inevitably prioritized to
be compatible (Arik & Bayram, 2011, p. 84).

Aim and Methods

This study aims to reveal the effects of new communication technologies on
the curricula implemented in the Communication Faculties of state universities in
TUrkiye's major cities. All courses related to new communication technologies were
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examined in these undergraduate curricula. The study examined information such
as the number of departments in these faculties, the number of courses in ques-
tion, the number of elective and required courses, and the topics covered in these
courses. The reason for selecting only state universities for the research is primarily
the need to impose a limitation on the study. In addition, the curricula of foundation
and private universities were also examined before starting the study. It was
observed that the curricula of the Communication Faculty at these universities
already generally included a high concentration of courses related to new com-
munication technologies. Therefore, since there was not much difference, a mean-
ingful comparison could not be made. However, it was observed that the number
of courses related to new communication technologies differed in the Communi-
cation Faculty curricula at state universities. For this reason, the study was limited
to state universities only.

The hypotheses of the study can be summarized as follows:

-The Journalism Department is the most common department in Commu-
nication Faculties in Turkiye.

-The number of New Media, Digital Gaming, and Communication Design
departments in Communication Faculties in Turkiye is lower than the number of
other departments.

-Among the departments in the Communication Faculties examined, the
Journalism Department offers the most courses related to new communication
technologies.

-Due to the low number of departments such as New Mediaq, Digital Gaming,
and Communication Design in Communication Faculties, the total number of
courses related to new communication technologies is also low.

-Within the scope of the research, courses related to new communication
technologies in the curricula of departments in the Faculty of Communication can
be grouped into categories based on their names.

In the study, data were obtained using quantitative content analysis, and
qualitative assessments were subsequently made on this data.

Content analysis is a method that quantitatively and qualitatively examines
verbal, written, and visual communication messages (Elo & Kyngds, 2008). This
type of analysis is frequently used in all fields with different research purposes and
objectives. This method can be applied qualitatively, quantitatively, and in a mixed
manner. It is suitable for using different analytical techniques to generate and
interpret findings (White vd., 20086).

In the study, which used quantitative content analysis methods, the answers
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to the following questions were included in the analysis:

-According to the 2024-YKS (Higher Education Institutions Examination)
placement results in TUrkiye, which departments in the Faculties of Communica-
tion in public universities located in major cities have admitted students?

-How are new communication technologies reflected in the curriculum
planning of these departments and what is the number of such elective and com-
pulsory courses in these departments?

Within the research, these courses were categorized as courses containing
the words digital, new and social medig, internet and web, artificial intelligence. In
addition, the number of courses other than these words was analyzed as a sepa-
rate category under the title of other courses. The reason for naming the categories
this way is that these words often appear in the names of courses related to new
communication technologies in curricula.

As part of the research, a complete list of courses related to new communi-
cation technologies has been compiled. Looking at this list, very few courses fall
outside the naming conventions of these categories. These courses have been
placed in the “other” category. For example, under the ‘digital’ category heading,
only courses with the word “digital” in their title have been counted. In fact, the cat-
egories were created by grouping course names.

Findings and Evaluations

The table below shows the universities analyzed and the departments in
which students are enrolled. According to Table 1, the number of Communication
Faculties in state universities located in big cities in Turkiye is 26. The total number
of departments belonging to these faculties is 73. To determine whether depart-
ments are accepting students, numerical data from the 2024 Higher Education
Institutions Examination (YKS) placement results were used (Numerical Informa-
tion on 2024-YKS Placement Results).

The curricula of departments accepting students have been examined individual-
ly. In terms of course titles, it was observed that a total of 349 courses, 111 of which
are compulsory and 238 of which are elective, are related to new communication
technologies. These courses have been categorized and analyzed with graphs.
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Table 1: Communication faculties and departments at state
universities in major cities in Turkiye in 2024
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Chart 1: Number of departments under review

According to Graph 1, the total number of journalism departments in all
public universities in Turkiye is 20, which is more than any other department. The
Department of “Journalism” is followed by the “Department of Radio, Cinema and
Television” (16) and the Department of “Public Relations and Publicity” (14). The
number of “Public Relations and Advertising” departments is 5, Advertising and
“New Media and Communication” departments are 4, “Visual Communication
Design and Communication Sciences “departments are 2 each, while “Communi-
cation, Digital Game Design and Communication and Design” departments are
only 1each.

In general, the Faculties of Communication at state universities in Turkiye
show diversity in terms of departments. However, the most common departments
are “Journalism, Radio, Cinema and Television”, and “Public Relations and Publici-

"

ty”.

Today, in order to ensure widespread use of new communication technolo-
gies, there should be more departments such as "New Media and Digital Game
Design”. However, the current number of these departments in the Communication
Faculties of state universities in major cities of Turkiye is only 5.
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Graph 2: Ratio of courses according to departments

Looking at Graph 2, since most of the communication faculties have “Jour-
nalism, Radio, Cinema and Television, Public Relations and Publicity” departments,
the number of courses related to new communication technologies in these
departments is high. Among these three departments, the “Department of Journal-
ism” has the highest rate. Then “Public Relations and Publicity, Radio, Cinema and
Television” departments come next.

After these departments, “Digital Game Design and New Media and Com-
munication” departments, although fewer in number, have more courses on new
communication technologies than other departments. This is because the words
“new and digital” already appear in the names of these departments. Since the
“Department of Advertising” is present in only 4 universities, the number of courses
is also lower than the other departments. Finally, in order to present a valid value,
the course numbers of the departments of “Communication Sciences, Communi-
cation, Communication Sciences, Communication and Design” were combined
and counted under a single heading, “Communication”. Since these departments
are among the newer ones compared to other departments with lower rates, it is
known that they offer more courses related to new communication technologies
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Findings and Evaluations

Number of courses containing the word digital

Graph 3: Number of courses containing the word digital

When the curricula implemented in the Communication Faculties of all state
universities in Turkiye's major cities were examined, it was determined that the
number of courses containing the word "digital” was the highest among the cate-
gories, with 133, compared to other categories. Of these courses, 86 are elective
courses and 47 are compulsory courses. When we look at the courses containing
the word digital, we see that they are very diverse. There is a course with the word
digital in almost every department.

For example, there are courses such as Digital Advertising in advertising
departments, courses such as “Digital Medig, Digital Journalism in journalism”
departments, and courses such as “Digital Cinema, Digital Media Applications in
Radio, Cinema and Television” departments. Although the number of “New Media
and Communication and Digital Game Design Departments” is low, it has been
determined that they include more courses that use the word digital compared to
others. “The Digital Literacy” course is among the courses available in almost all
universities and departments.

In current usage, digital literacy is generally defined as the minimum level of
skills required for users to effectively use computer tools or access basic informa-
tion (Buckingham, 2015: 23). As a necessity of our age, it is important to include
these and similar courses in undergraduate curricula.

When we look at the content of the courses that use the word digital, we see
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that general information is given on topics such as “Advertising, Journalism, New
Economy, Technological Determinism, Interactive Environments, Content Manage-
ment in New Media and the Future of New Media in New Media Environments”.

Number of courses containing the words New and Social media

When considering courses containing the word "new," there are 48 courses in
total, 32 of which are required and 16 are elective. The number of courses contain-
ing the word "social media” is 30, 25 of which are elective and 5 are required.

Graph 4: Number of courses containing the words new and social media

“Social Media” refers to internet applications that enable users to create pro-
files and gain visibility, offering functionality to share websites, connections, groups,
chats, and profiles. Social media includes “social media sites” or information tech-
nologies that facilitate interaction and networking. However, it is well known that
Web 2.0 technology is a significant resource in the development and widespread
use of social media (Wolf, Sims & Yang, 2018).

Digital newspapers, magazines, Internet-enabled television and radio, cell
phones, billboards, personal computers, the “World Wide Web” and e-mail, tools
used to transfer information on the Internet or within the media are considered new
media (Crosbie, 2002).

Especially in the “Department of New Media and Communication” and the
“Department of Journalism”, the number of courses containing the word new is
higher than in other departments. For example, courses such as “New Generation
Journalism Practices, New Media and Ethics” are taught in “Journalism Depart-
ments”, while courses such as “Data Mining in New Media, New Media and Social
Movements, New Media Practices” are included in the curricula of “New Media and
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Communication departments.” Only a few universities have "New Media and Com-
munication Departments”, and some universities have not been able to accept
students because these departments have just been opened.

Although there are a small number of courses containing the word “Social
Media in the departments”, there are various titles as names. For example, there
are courses such as “Social Media and Marketing, Social Media and Content Pro-
duction, Social Media Campaigns.”

Number of courses containing the words New and Social media

Graph 5: Number of courses containing the words Internet and Web

When the curricula of the Communication Faculties of the state universities
were examined, it was determined that there were 10 compulsory courses and 17
elective courses in which the word ‘Internet’ was mentioned. On the other hand,
while the number of elective courses in which the word "Web" is used is 32, the
number of compulsory courses is only 6.

When looked at the number of courses, it is seen that the courses that
include the words “Internet and Web" are mostly among the elective courses in the
curriculum. In this context, these courses can be considered among the courses
that students can take whenever they want.

In the curricula examined, although the courses with the word Web are gen-
erally named “Web Design, Web Programming, Web Design Applications” courses
were also encountered. Courses with the name Internet are included in the under-
graduate curricula as “Internet Journalism and Internet Programming in Journal-
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ism and New Media and Communication departments, Internet Television in Radio
Cinema Television departments, and Internet Advertising in Public Relations and
Advertising departments.”

In the course contents of the courses that include the word “Internet and
Web”, information is given about making a Responsive Web page using HTML
(Hyper Text Markup Language), making a commercial web page ready for presen-
tation, Internet programming. In addition, explanations and applications are made
about the content of mass media on the Internet.

Number of lessons containing Artificial Intelligence words

Graph 6: Number of lessons containing the word Artificial Intelligence

Today, artificial intelligence tools are frequently used in mass communica-
tion applications. Therefore, it has become a necessity for university students to
learn to use new mass media actively.

In the undergraduate curricula evaluated, as shown in Graph 6, the number
of compulsory courses containing the word artificial intelligence was determined
as 4 and the number of elective courses as 13.

Because the application of artificial intelligence is relatively new, it appears
to have not yet been incorporated into undergraduate curricula. Furthermore, the
"Algorithms and Programming” course is required in the "Digital Game Design
Department’ and is included in this category due to its relevance to artificial intelli-
gence.
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Despite the small number of courses, there are courses with the word artifi-
cial intelligence with different names in many undergraduate curricula examined.
For example, courses such as “Introduction to Artificial Intelligence in Media and
Communication, Fundamentals of Artificial Intelligence”, as well as depart-
ment-based courses such as “Artificial Intelligence and Advertising, Artificial Intelli-
gence and Journalism” were seen in the undergraduate curricula examined.

Gaming can be a fun way to teach students in the undergraduate program
of courses such as “Introduction to Artificial Intelligence”. “Artificial Intelligence” can
be taught to students in a fun way. For example, playing computer games with arti-
ficial intelligence content and showing it in practice can offer students a different
way to learn applications related to artificial intelligence and facilitate students’
learning (Zyda & Koenig, 2008).

The aim of the ‘Introduction to Artificial Intelligence’ courses is to provide stu-
dents with introductory information about the methods and techniques in this field
and to provide them with information on using artificial intelligence applications in
solving practical problems.

Number of Other Courses

Graph 7: Number of Other Courses

There are also courses with different names, albeit a small number, that are
not included in the categories determined within the scope of the study. These
courses are grouped under the heading “other courses.” Within these courses, 39
elective and 13 required courses were identified.

For example, these courses include courses with various titles, such as Multi-
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media Applications, Data Mining, and Contemporary Communication Technolo-
gies. Considering the 13% of the total, the graph suggests that this isn't a significant
number.

Conclusion

This study, which examined the curricula of all departments accepting stu-
dents in the Communication Faculties of state universities in major cities in Turkiye,
identified 76 departments across 26 universities. Furthermore, this study examined
the extent to which new communication technologies are reflected in the under-
graduate curricula of these departments, and identified a total of 349 such cours-
es, 111 of which are required and 238 are elective.

Most of the debate surrounding how education should be conducted in
Communication Faculties centers on the inability to decide whether the courses
taught in these faculties should be application-oriented or theory-oriented (Jose-
phi, 2009). As a solution to the debates on this issue, it is unclear whether applied
and theoretical courses or courses aimed at academic development and career
preparation should be given greater weight. However, there is agreement that
these courses should ultimately be offered (Bromley, vd. 2001).

Another study reveals that journalism or communication education should
be provided in two ways. First, this education must be provided without detaching
from the realities of society. Because media professionals will serve society, they
must understand society well and come from within society. Second, journalism
should be treated as a separate field of study, and established methods such as
content analysis, case studies, surveys, expert interviews, and historical document
research should be applied to prove any event (Deuze, 2006, p. 30).

The study also shows the number of departments in the Communication
Faculties examined in graph form. According to Graph 1, the Journalism Depart-
ment is the most common in the faculties examined. This department is followed
by the Radio, Cinema, and Television Department. This shows that Faculties of
Communication produce the most graduates from these departments.

The excessive number of Journalism Departments, which have a long history
in our country, is frequently debated today. Many columnists bring up the negative
situation of communication faculties in their columns and openly call for the clo-
sure of communication faculties. Alternatively, it is suggested that graduates of
communication faculties seek employment in other sectors (Misirli, 2020, p. 60).

When we look at the proportion of courses that reflect new communication
technologies within the scope of departments, again, since the Journalism Depart-
ment is higher in number than others, the proportion of these courses has also
increased at a high rate with 29% in this department. However, after that, Public
Relations and Publicity departments come with a rate of 23%.hen we look at the
proportion of courses that reflect new communication technologies within the
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scope of departments, again, since the “Journalism Department” is higher in
number than others, the proportion of these courses has also increased at a high
rate with 29% in this department. However, after that, “Public Relations and Publicity
Departments” come with a rate of 23%. Although the Radio, Cinema and Television
departments are more numerous than the “Public Relations and Publicity Depart-
ments,” the proportion of courses involving new communication technologies has
been determined as 17%. This result also shows that courses in this sense are taught
more intensively in” Public Relations and Advertising Departments.”

In addition, the courses in question were examined under 5 categories in the
research: digital, new and social mediaq, internet and web, artificial intelligence
courses and other courses.

When the research results are examined, it is revealed that the rate of cours-
es in which the word "digital” is used is 28%, and this rate is higher than the rate of
courses in other categories. Accordingly, it is seen that the interruptions examined
have replaced new communication technologies among existing courses, and
more courses are held in digital environments.

When the rate of lessons containing the words ‘new and social media’ is con-
sidered, it is determined that the rate of lessons containing the word ‘'new’ is 11% and
the rate of lessons containing the word ‘social media’ is 7%. The percentage of
lessons containing the word "new” is the highest, after those containing the word
"digital.” When examining the percentage of lessons containing the words "new"
and "social media,” 11% of the lessons contained the word "new,"” while 10% contained
the word "social media.’

According to the research, the rate of courses containing the word Internet
was determined as 6% and the rate of courses containing the word web was 9%.
When these rates are considered in relation to the rates of other courses, it is seen
that these rates are lowrding to the research, the rate of courses containing the
word Internet was determined as 6% and the rate of coursestent.

Finally, the number of lessons covered by artificial intelligence within the
labels was also examined. The proportion of courses in this scope was determined
as 5% in total. Since artificial intelligence applications are newly discovered today,
they are not yet reflected in undergraduate curricula. Therefore, the rate is consid-
ered to be low.

The courses that fall outside of these categories are grouped under the other
heading. It was determined that the proportion of courses in this scope is 13%.

According to the research result, when all the departments in the 26 Com-
munication Faculties considered in Turkiye were examined, the number of courses
considered as a reflection of new communication technologies was determined as
349 courses in total. This figure can be considered low in terms of access to new
communication technologies, evaluation, and message production for the devel-
opment of digital literacy. When it is accepted that the age of using a mobile
phone and watching videos and photos from the Internet is 4, undergraduate stu-
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dents are expected to have more knowledge about new communication technolo-
gies. Therefore, it is recommended that more courses of this type be added to
undergraduate curricula. For this reason, it is recommended that such courses be
added to the curricula of departments within the Faculty of Communication in par-
ticular. Furthermore, as new communication technologies develop, these faculties
should update their curricula, taking into account the views of the industry, stu-
dents, and graduates.

For example, artificial intelligence is used extensively by journalists in partic-
ular under current conditions. Therefore, courses related to artificial intelligence
should be added to the Communication Faculty curriculum as compulsory and
elective courses, and students should be informed about this subject (Baloglu &
Budak, 2025).

On the other hand, when updating their curricula, faculties should also review
the curricula of the same departments at other universities and thus add different
courses to their curricula by making comparisons.

This study differs from other studies examining Communication Faculty cur-
ricula in its more in-depth research. It is expected to guide future studies in this
area. Furthermore, this study is also important in terms of Faculty members in
Communication departments being informed when preparing or updating their
curricula.
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ideolojik gergeveler, parti programlari veya sinifsal temsiller Uzerinden agiklanan siyaset, populizmin de yukselmesiyle birlikte
gunumuzde giderek daha fazla duygusal ve bir iletisim rekabetine dénGsmustdr. Bu ¢galigmanin temel arastirma sorusu, sag
populist muhalefetin sosyal medya tercihlerinin sdylemlerindeki duygusal boyutlari, siyasal iletisim stratejilerini ve segmenle
kurduklari iliskiyi nasil sekillendirdigini incelemektir. Makalenin amaci ise iktidarlara karsi kullanilan popdlist siyasal iletisim
tercihlerini, stratejik segimlerini ve duygusal farkllasma nedenini agiklamaktir. Bu baglamda Bati Avrupa'dan Ulusal Birlik Partisi
(Rassemblement National - RN) lideri Marine Le Pen ve Ozgurluk Partisi (Party for Freedom- PVV) lideri Geert Wilders'in séylemleri
analiz igin segilmistir. Veriler 2021- 2025 yillari arasinda yapilmis konusmalardan, réportajlardan, sosyal medya hesaplarindan ve
resmi agiklamalarindan toplanmistir. Makalede popdulist siyasal iletisim, duygu mobilizasyonu ve sistem duzeyleri kavramsal-
lastiriimig ve veriler nitel igerik analiz kullanilarak karsilastinimistir. Makalenin temel argiimani, muhalif liderlerin iktidarlara karsi
benzer siyasal iletisim stratejilerini kullanmakla birlikte duygu mobilizasyonlarininin farklilastigidir. Ayrica makalede popuilist siyasal
iletisimin yeni medyai ile birlikte demokratik temsilleri yeniden nasil sekillendirdigi tartisilmisgtir.

Anahtar Kelimeler: Siyasal iletisim, popullist strateji, duygusal mobilizasyon, yeni medya

ABSTRACT

Politics, which has traditionally been explained through ideological frameworks, party programmes, or class-based representa-
tions, has increasingly become an emotional, communication-driven competition, particularly with the rise of populism. The
central research question of this study is to examine how the social media preferences of right-wing populist opposition actors
shape the emotional dimensions of their discourse, their political communication strategies, and the relationship they establish
with voters. The article aims to explain the populist political communication preferences used against governments, the strategic
choices underlying these preferences, and the reasons for their emotional differentiation. In this context, the discourse of Marine Le
Pen, the leader of the Rassemblement National (RN) in Western Europe, and Geert Wilders, the leader of the Party for Freedom
(PVV), has been selected for analysis. The data were collected from speeches, interviews, social media accounts, and official
statements produced between 2021 and 2025. In the article, populist political communication, emotion mobilization, and system
levels are conceptualised, and the data are analysed qualitatively. The article’s main argument is that although opposition leaders
employ similar political communication strategies against governments, their modes of emotional mobilization differ. The article
also discusses how populist political communication, together with new media, reshapes democratic representation.
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Extend Abstract

This article examines how the contemporary crisis of representation and democra-
cy in Europe is reshaping political communication through the growing centrality of
emotions and digital media. Building on debates on mediatization, affective pub-
lics, and populism as a communication style, it argues that opposition right-wing
populist leaders no longer compete primarily through ideological programmes but
through emotional mobilisation and platform-specific performance. The study
focuses on Geert Wilders in the Netherlands and Marine Le Pen in France between
2021 and 2025, asking how the social media platform choices of right-wing populist
opposition actors shape the emotional dimensions of their discourse, their political
communication strategies, and the relationships they construct with voters. The
article further investigates why these actors adopt different digital repertoires and
how, through communicative and emotional mechanisms, these repertoires trans-
late into distinct forms of mobilisation and legitimacy. Methodologically, the
research employs a comparative qualitative design inspired by Lijphart’s princi-
ples. It analyses 1,751 communication instances produced while both leaders were
in opposition: 27 speeches, 17 television interviews, and 880 X/Twitter posts for
Wilders, and 36 speeches, 27 television interviews, 640 Facebook posts, and 124
YouTube videos for Le Pen. Using qualitative content and discourse analysis, the
study codes four strategic dimensions of populist communication — naming prac-
tices that construct “us” and “them?”, evaluative attributions and emotional label-
ling, argumentation based on emotional topoi such as threat, justice, and victim-
hood, and representative practices through which leaders present themselves as
part of or speaking for “the people”. Each item is also coded according to an emo-
tional repertoire (anger, fear, victimhood, hope, pride, empathy), enabling system-
atic comparisons of valence, intensity, and narrative function across leaders and
platforms.

The findings reveal two divergent emotional economies of opposition populism.
Wilders develops a “digital anger economy” centred on X/Twitter, where short,
high-tempo messages stage a permanent crisis, dramatise threat, and morally
polarise the divide between a betrayed people and corrupt elites. His coommunica-
tion is dominated by negative emotions: anger, fear, and a sense of victimhood
account for the overwhelming majority of his emotional content, while hope and
pride remain marginal. This repertoire aligns with the platform’'s speed-driven,
conflict-oriented logic and generates substantial visibility and engagement. At the
same time, it produces a credibility paradox. While voters perceive Wilders as emo-
tionally authentic and uncompromising, the persistently alarmist tone undermines
long-term institutional trust and complicates coalition-building and government
formation. Le Pen, by contrast, constructs an “empathetic populism” anchored in
Facebook and YouTube, where slower, more narrative formats allow for visual prox-
imity, biographical storytelling, and the performance of care. Her commmunication
shifts from overt hostility toward enemies to the protection and recognition of “for-
gotten French citizens”, combining empathy, national pride, and cautious hope.
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Positive valence emotions constitute the bulk of her repertoire, while anger and
victimhood are selectively used to frame injustice without collapsing into perma-
nent crisis. This emotional softening is reinforced by visual choices — warm lighting,
close-up shots, and personalised address — and supports a broader strategy of
mediatized normalisation, through which Le Pen moves from the margins of the far
right towards a national-conservative profile seen as less “extreme” by large seg-
ments of the electorate.

A comparative analysis demonstrates that these divergent strategies cannot be
reduced to either individual leadership style or national ideology alone. They crys-
tallise at the intersection of four levels: a discursive level, where populism con-
structs moral antagonisms; an emotional level, where distinct repertoires of anger,
fear, empathy, pride, and hope structure political identification; a mediatization
level, where media logics reward dramatization, personalisation, and affect; and a
technological level, where platform architectures privilege particular temporalities
and affective intensities. By showing how a fast, negative, crisis-driven strategy
(wilders) and a slower, positive, protective strategy (Le Pen) can both capitalise on
representation gaps while yielding different trajectories of visibility, legitimacy, and
institutional integration, the article advances understanding of populism as emo-
tional political communication. It concludes that the emotional and platform-spe-
cific reconfiguration of opposition populism has profound implications for demo-
cratic representation, as political authority increasingly depends on leaders’
capacity to manage and orchestrate collective feelings in hybrid media systems.

Girig

Avrupa siyasetinde son yillarda belirginlegsen temsil ve demokrasi krizi,
siyasal iletisimin igleyisini kékten degistiren bir baglam yaratmistir. Parti sistemler-
ine duyulan guvenin gerilemesi, segmenlerin temsil boslugu hissinin derinlegmesi
ve medya ortaminin pargalanmasi, demokratik katilimin duygusal temellerini daha
gérunar hale getirmistir (Kriesi, 2014; Blumler & Strdmbdck, 2008). Bu baglamda
siyaset, yalnizca programatik rekabet Gzerinden degil, ayni zamanda &fke, korku,
umut ve aidiyet gibi duygularin dolagimi Uzerinden sekillenen bir etkilesim alani
haline gelmistir (Ahmed, 2014; Moffitt, 2016; Salmela & von Scheve, 2017). Siyasal
iletisim artik yalnizca fikirlerin degil, duygularin dolagimi Gzerinden de tanimlanma-
ya baslamigtir (Ahmed, 2014; Wahl-Jorgensen, 2020). Buna bagl olarak da
populizm, duygusal dolasimi géranur kilan en belirgin iletisim tarzlarindan biri
haline gelmigtir. Dijitallesme ise, bu duygusal siyasal iletisimin temel altyapisini
olusturmustur. Blumler ve Strombdck’in (2008) “medyatiklesme” kavramsallagtir-
masi, siyasal aktérlerin basarisinin giderek dogruluktan ¢ok duygusal etki ve
dolagima bagli hale geldigini géstermistir. Papacharissi'nin (2015) “affective pub-
lics(duygusal komulor)] " yaklagsimi, gevrimicgi kamularin bilgi degil duygu etrafinda
orgutlendigini ortaya koyarken, sosyal medya platformlari liderlerin aracisiz
goérunurluk elde ettikleri, duygusal yogunlugu hizla dolagsima sokabildikleri bir

' Makalede bu kavram tam gevirisini kargilamamasi nedeniyle orijinal dilinde birakiimistir.
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iletisimsel yapi sunmaktadir (Gerbaudo, 2018; Chadwick, 2017). Bu nedenle dijital
ortam, populist séylemin yalnizca yayllma alani degil, ayni zamanda duygusal
rezonansin Uretildigi performans sahasi haline déndgmustar.

Avrupa’daki temsil krizi kurumsal mekanizmalarin aginmasi kadar, duygusal
bir mesruiyet sorunu olarak da degerlendiriimigtir. Avrupa’da populist liderler,
siyasal iletigsimi dijital ekosistemle butunlestirerek geleneksel medyanin temsil kriz-
ini dénustirmus ve duygularin siyasal sermaye olarak kullanimini saglamiglardir
(Chadwick, 2020; Papacharissi, 2015; Wahl-Jorgensen, 2020). Ozellikle sad populist
liderler, geleneksel medyanin aracilik sinirlarini agmak igin yeni medyanin hiz,
aracisizlik ve duygusal gegirgenlik saglayan &zelliklerini stratejik bigcimde kullan-
miuslardir (Engesser vd.,, 2017, ss. 1286-1289; Moffitt, 2016, ss. 45-51). Bu dijital yapi
Ozellikle sag populist muhalefet igin belirleyici bir rol oynamistir. Muhalefetteki
populist liderler, iktidar kaynaklarina erisimleri olmadidi igin siyasal géranarlagu
buyuk élcude sosyal medya platformlari Gzerinden inga etmislerdir.

Bu konuda yapilan calismalar ise, populizmi yalnizca ideolojik/érgutsel bir
hat Gzerinden degil, dijital platformlarin “dogrudanlik”, etkilesim ve goérunurlik
vaatleri iginde kurulan bir iletigsim tarzi ve duygu siyaseti olarak ele alarak yeniden
cercevelemistir (Schwartz, 2023; Humprecht et.al, 2024). Populizm giderek daha
fazla platform-temelli ve iletisimsel bir olgu olarak ele alinirken (Klinger, 2022;
Schwartz, Nelimarkka & Larsson, 2023); populist aktérlerin de sosyal medya plat-
formlarinda séylemsel ve gérsel pratikler araciligiyla iletisim kurma bigimlerine
odaklaniimigtir (Yetkin, 2019, Dogu-Oztirk & Zeybek: 2020). Yine bu ¢alismalarda,
platformlarin hiz, géranurlik ve etkilesim ekonomisine dayali ag mantiklari ile
populizmin dogrudanhgi, anti-elit cergceveleme ve “biz—onlar” kargithgi gibi unsur-
lari arasindaki yapisal uyumlari degerlendirilmistir (Schafer, 2023; Grundl, 2022).
Duygulara odaklanan ¢aligmalarda da populist aktérlerin ve onlarla etkilesim
halindeki alternatif medya ekosistemlerinin, ézellikle 6fke gibi duygulari tetikleyen
sdylemsel firsat yapilar analiz edilmistir (Humprecht, Amsler, Esser & Van Aelst,
2024). Duygularin bu bigcimde merkezi hdle gelmesi, populist mobilizasyonun yal-
nizca biligsel ikna suUregleriyle degil, duygusal tepkiler ve etkilesim dinamikleriyle
birlikte ele alindigini gésterilmigtir (Schwartz, Nelimarkka & Larsson, 2023).

Gorsel ve kisa video temelli platformlara odaklanan ¢alismalar ise, populist
ve radikal sag aktérlerin iletisim repertuvarlarinin yalnizca saldirgan ya da diglayici
séylemlerle sinirli olmadigini ortaya koymustur (Albertazzi & Bonansinga, 2024). Bu
arastirmalar, mesruiyet, normallik ve “iyi karakter” temalarinin gérsel anlatilar
yoluyla dolagima sokulabildigini; bunun da populist aktérlerin kamusal alandaki
konumlanmalarini yeniden gergeveleyen bir normallestirme ya da anaakimlagma
dinamigi Uretebildigini tartismistir (Bonansinga, 2025). TikTok gibi platformiara
odaklanan analizler de populist anlatilarin guandeliklik, hikayelestirme ve perfor-
mans unsurlariyla nasil yeniden paketlendigini ve platformun bigimsel imkanlarinin
sdylemsel Uretime etkisine odaklanmistir (Keskin, 2024). Son olarak bibliyometrik ve
haritalama ¢alismalari ise, siyasal iletigsim, dezenformasyon, kutuplagsma, duygusal
cerceveleme ve platform mantiklari gibi temalarin sosyal medya—-populizm liter-
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aturinde nasil yogunlastigi degerlendiriimistir (Saf, 2023; Cicekli, 2025). Bu
makalede de sag populist muhalefetin sosyal medya kullanim tercihlerinin,
sdylemlerindeki duygusal boyutlari, siyasal iletisim stratejilerini ve segmenle kur-
duklari iligkiyi nasil sekillendirdigi analiz edilecektir.

X ¢atisma ve tehdit duygusunu hizla mobilize ederken, Facebook ve YouTube
aidiyet, yakinlik ve korunma duygularini guiclendiren daha kalici bir duygusal yapi
Uretmektedir. Bu farklilagsma, liderlerin stratejilerinin anlagiimasi agisindan énem
tasimaktadir. Populist siyasal iletisimi ve duygusal mobilizasyonu analiz eden bu
calismanin arastirma sorusu, sag populist muhalefetin sosyal medya tercihlerinin
sdylemlerindeki duygusal boyutlari, siyasal iletisim stratejilerini ve segcmenle kur-
duklari iligkiyi nasil sekillendirdigidir. Sag populist muhalefetin sectigi sosyal medya
platformlar séylemlerindeki duygusal boyutlari nasil bicimlendirdigini, neden farkli
tercihlerde bulunduklarini, bu platform tercihleri siyasal iletigsim stratejilerini ve
se¢cmenle kurulan iligskiyi hangi duygusal ve iletisimsel mekanizmalari agiklamayi
amaglamaktadir. Calisma, sosyal medya platformlarinin sag populist muhalefetin
duygusal mobilizasyon kapasitesini dogrudan sekillendirdigini, radikal bigcimde
farkllh duygusal etki bicimleri Urettigini ve segilen sosyal medya platformlarinin
basarilarini dogrudan etkiledigini ileri sirmektedir.

Bu baglamda makalede, 2021-2025 déneminde Avrupa’daki sag populist
muhalefetin dijital gagda nasil yeniden bigimlendigi, siyasal iletigsimin séylemsel,
duygusal ve teknolojik boyutlarini bir arada incelenmistir. Populist iletisimi perfor-
matif ve duygusal bir siyaset tarzi olarak kavramsallastirmig; Geert Wilders ile
Marine Le Pen’in sosyal medya temelli stratejilerini duygusal igerik kodlamasiyla
sistematik bigimde karsilastirmali analiz etmistir. Bu gergevede makalede, platform
mantiklarinin (X, Facebook, YouTube) duygusal mobilizasyonu nasil
farkllastirdigini, liderlerin iletisim ritmini ve se¢gmenle kurduklari iligkiyi nasil yeniden
yapilandirdigini analitik olarak degerlendirilmistir. Bulgular, populist iletisimin dijital
ekosistemde kriz, empati, ulusal gurur ve tehdit gibi duygular etrafinda nasil yeni
bicimler kazandigi da karsilastirmali analiz edilmistir.

Kuramsal Kavramsal Cerceve

Siyasal iletisim, siyasal aktérler, medya yapilari ve yurttaslar arasinda siyasal
anlamin Uretildigi, dolagsima sokuldugu ve muzakere edildigi gok katmanl bir
etkilesim alanini ifade eder (Blumler & Gurevitch, 2000). Bu alan, yalnizca siyasal
mesajlarin teknik aktarimiyla sinirli olmayip, siyasal gercekligin nasil gergeve-
lendigini, hangi sorunlarin kamusal gérunurlik kazandigini ve siyasal ézneliklerin
nasil kuruldugunu belirleyen iligkisel bir sireg olarak kavramsallagtirimaktadir (Mc-
Nair, 2018; Lilleker, 2014; Norris, 2020). Cagdas siyasal iletigim literattry, siyaseti sabit
iceriklerin dolasimi olarak degil; séylemler, temsiller, semboller ve duygular
aracih@iyla surekli yeniden inga edilen bir toplumsal iligski bicimi olarak tanimla-
maktadir (Blumler & Gurevitch, 2000; Bennett & Pfetsch, 2018). Bu baglamda siyasal
iletisim, icerikten cok iliskiyi, iletiden ¢ok temsil bigimlerini ve rasyonel iknadan
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ziyade duygusal ve sembolik gerceveleri merkeze alan bir alan hdline gelmistir.
Ozellikle medyatiklesme, kisisellesme ve dijitallesme suregleri, siyasal aktorlerin
megruiyet Uretimini giderek performatif ve duygusal dinamiklere bagimli kilmak-
tadir (Blumler & Strombdéck, 2008; Van Aelst et al., 2017). Siyasal iletisim bu yénuyle,
cagdas siyasette yalnizca bir aktarim mekanizmasi degil, siyasal anlamin
kuruldugu ve yeniden muzakere edildigi temel bir mtcadele alani olarak konum-
lanmaktadir.

Bu kuramsal gergeve icinde populizm, cagdas siyasal iletisim literaturinde
yalnizca bir ideoloji ya da séylem olarak degil, siyasal etkilesimin ézgul bir iletigim
tarzi olarak da ele alinmaktadir. Geleneksel yaklagim populizmi “erdemli halk” ile
“yozlagmis elit” arasindaki ahlaki karsithga dayanan ince merkezli bir ideoloji olarak
tanimlasa da (Mudde & Rovira Kaltwasser, 2017, ss. 6-9), bu ¢erceve populizmin
iletisimsel boyutlarini batinudyle agiklamaz. Populizm giderek ideolojik bir konum-
dan ¢ok, lider ile halk arasindaki mesafeyi duygular, semboller ve medyatik perfor-
manslar araciligiyla yeniden kuran bir iletigsim tarzi olarak iglemektedir. Benjamin
Moffitt'in (2016, ss. 27-45) kavramsallastirmasi bu yéna aciklar: populist iletigim kriz
aretimi, duygusal temsillerin sahnelenmesi ve liderin “halkin sesi” olarak performa-
tif bicimde konumlandiriimasi gibi sureglerle siyasal anlami duygu yogunluklu bir
performansa dénustdrdr. Bu nedenle populist lider, siyasal talepleri aktaran bir
figdr olmanin o6tesinde, medyatik bir performans 6znesi olarak iglev goérur;
populizmin duygusal yogunlugu, kimliksel temsil glcunt pekistirerek siyasal iligkiyi
dramatize eder (Moffitt, 2016).

Populist séylem ideolojik iceriginden bagimsiz olarak kriz sahneleme, liderin
performatif géranurltgu ve yuksek duygusal yogunluk Uretimiyle isleyen bir tarza
dénugmaustar (Moffitt, 2016; Waisbord, 2018). Populizm, bu yéniyle yalnizca tepkisel-
lik degil, temsili yeniden kurma girisimi tretmekte; halk—elit kargithgini duygusal
enerjiyle besleyerek siyasal iligkiyi performatif bicimde surekli yeniden inga etmek-
tedir (Mudde & Rovira Kaltwasser, 2017; Wodak, 2021). Siyasal iletigim literattrinde
populizmin konumlanigi, ézellikle “medyatiklesme” ve “performans demokrasisi”
kavramlariyla iligkilendirilir. Blumler ve Strombdck (2008, ss. 232-236), modern
siyasetin medya mantigina bagimh hdle geldigini ve siyasal etkilesimin giderek
dramatizasyon, kigisellegstirme ve duygusallastirma ilkeleriyle islendigini belirtir.
Stromback (2008, ss. 236-241) bu dénusumu “politik gercekligin dramatizasyonu”
olarak kavramsallastirir. Bu baglamda populist iletisim, medyanin tegvik ettigi
catisma, sadelik ve duygusal yogunlukla &értigen bir yapiya sahiptir. Mazzoleni
(2014, ss. 47-63), medyatik populizmi “duygularin dolagimi Gzerinden halkin temsili-
nin yeniden kurulmasi” olarak tanimlar. Bu yaklasim, populist liderin siyasal iletisim-
de “gercegin anlaticisi” olmaktan ziyade “duygunun tasiyicisi” olarak islev
goérdugunu gosterir.

Populizmin bu iletisimsel niteligi, duygularin siyasal suUreglerdeki merkezi
roliine igaret eder. Brubaker (2017, ss. 366—380) populizmi bir “duygusal tarz” olarak
nitelendirir ve populizmin karmasgik sorunlart moral duygular etrafinda gergevele-
digini vurgular. Ofke, korku, magduriyet, umut ve gurur gibi duygular; kimliksel sinir-
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lari belirler, siyasal karsitliklar keskinlestirir ve kolektif aidiyeti pekistirir (Salmela &
von Scheve, 2018). Ahmed (2014), duygularin siyasal alani gekillendiren “sosyal
yapiskanliklar” oldugunu éne surerken; Wahl-Jorgensen (2019), medya sistemleri-
nin duygulari sistematik bigimde édullendirdigini ve duygusal igeriklerin géranurltk
kazandigini ortaya koyar. Bu nedenle populist liderler yalnizca politik mesajlari
degil, segmenlerin duygusal dunyalarini da yapilandiran aktérler haline gelir.

Papacharissi (2015, ss. 28-49) “affective publics” kavramiyla gevrimici kam-
ularin bilgi degil duygusal rezonans etrafinda érgutlendigini ileri strer. Dijital iletigim
ortamlari, duygularin hizli, kesintisiz ve gcogu zaman filtrelenmemis bigimde dolagi-
ma girdigi bir yapi olusturarak populist liderlerin performatif géranurldguna artirir
(Chadwick, 2017; Papacharissi, 2015). Chadwick’in (2017) hibrit medya sistemi,
cevrimici ve gcevrimdisi alanlarin birbirini strekli besledigini, populist séylemin ¢oklu
platformlar arasinda akigkan bir bigcimde yayildigint gdésterir. Bu baglamda yeni
medya, populist liderler icin yalnizca bir teknik iletisim kanali degil, ayni zamanda
duygusal yogunluk treten bir siyasal etkilesim alanidir.

Dijital populizmin platform temelli farkhlagmasi da kavramsal gergevenin
énemli bir unsurudur. Burada segcilen platform tart yalnizca mesajin bigimini degil;
duygunun ritmini, dolagim hizini ve yogunlugunu belirlemektedir (Caiani & Kréll,
2022; Waisbord, 2018). Sag populist aktérler arasinda platform tercihleri belirgin
bicimde farklilagmaktadir: kimi liderler hiz, carpicilik ve ¢catisma mantigina dayali
platformlara yénelirken; kimileri gérsel yakinlik, kimlik performansi ve duygusal
sicaklik Ureten daha yavas ritimli platformlar tercin etmektedir. Krémer (2017),
dijital populizmi “ag i¢i yanki odalari araciligiyla siyasal duygularin yogunlastiril-
mas!” olarak tanimlar. Facebook ve YouTube gibi platformlar uzun bigimli
anlatilara, empatik temsillere ve kimliksel sicakliga olanak tanirken; X/Twitter gibi
hizli ve kisa formlu platformlar 6fke, tehdit algisi ve gcatigma gibi yiksek yogunluklu
kisa sureli duygusal patlamalar Uretir. Bu platform mantiklarinin populist iletigim
Uzerindeki etkisi Wilders ve Le Pen érneklerinde aglk bigcimde goézlenir: Le Pen’in You-
Tube videolarinda kullandidi “Je protége les Francais” (“Fransiziar koruyorum”)
slogani empati ve koruma temalarini guglendirirken; Wilders'in X'te tekrarladigi
“Freedom under siege” (“Ozgurlik kusatma altinda”) ifadesi tehdit, éfke ve aciliyet
duygularini yogunlastirir. Bu stratejiler ulusal duygusal kulturlerin populizme etkisini
de goéruanur kilar (Waisbord, 2018; Enli, 2017). Nitekim Geert Wilders ve Marine Le Pen
iktidarda olmamalarina ragmen siyasal gindemin duygusal tonunu belirleye-
bilmektedirler. Ancak yeni medya kullanimlari, ulusal medya kulturleri ve segmen
beklentileri dogrultusunda belirgin bicimde farkhlagmaktadir. Wilders, kisa, sert ve
yuksek gerilimli mesajlarla X (Twitter) platformunu bir “6fke ekonomisi” Ureten
yaplya dénusturirken; Le Pen, ulusal onur, korunma ve empati temal gérsel
anlatilar Facebook ve YouTube Uzerinden dolagima sokarak bu platformlarn bir
“duygusal vitrin” niteliginde kullanmaktadir (Caiani & Kréll, 2022; Wahl-Jorgensen,
2019).

Kuramsal olarak populist siyasal iletisim dért dizeyde incelenebilir. Séylem-
sel duzeyde populizm, halk—elit karsithgr tzerine kurulu ahlaki bir retorik yapi Uretir
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(Mudde & Rovira Kaltwasser, 2017). Duygusal dizeyde 6fke, korku, magduriyet,
umut ve gurur gibi yogun duygular siyasal kimlik ve sinir ingasini pekistirir (Brubak-
er, 2017). Medyatik duzeyde populist iletisim, medya mantiginin dramatizasyon ve
kisisellestirme ilkeleriyle uyumlu bir bigimde siyasal gergekligi duygusal olarak
sadelestirir (Str('jmbc’jck, 2008; Moffitt, 2016). Son olarak Teknolojik duzeyde ise dijital
platformlarin hiz, aracisizlik ve algoritmik yanki mekanizmalari populist séylemin
yayilimini hizlandirarak duygusal rezonansi artirir (Papacharissi, 2015; Mazzoleni,
2014). Bu dért duzeyin kesigsiminde sekillenen muhalefet populizmi, hem temsil
krizine verilen iletisimsel bir tepkiyi hem de yeni medyanin sundugu duygusal mo-
bilizasyon imkdanlarini bir araya getirir. Sonu¢ olarak, populist séylemler, kimlik ve
temsil krizleriyle nasil kesistigini anlamayi saglarken; duygusal igerik ¢ézimlemesi,
populizmin 6fke, korku, magduriyet, umut ve gurur gibi duygusal repertuarlar tze-
rinden kurdugu mobilizasyonu sistematik bigimde ortaya ¢ikarmaktadir.

Yontem

Bu arastirma, 2021-2025 déneminde, Hollanda’da Geert Wilders ve Fransa’da
Marine Le Pen’in muhalefet yillarinda Urettikleri siyasal iletisim materyallerinin
sdylemsel, duygusal ve dijital dinamiklerini kargilastirmall bicimde analiz etmistir.
Bu dénem ve partiler kargilastirmali analizin dogru yapilabilmesi igin, siyasal belir-
sizligin ve duygusal iletisimin arttigi, se¢im dénemlerinin yakinligi ve demokratik
Ulkelerde muhalefet parti lideri olmalari nedeniyle segilmistir. Liderlerin muhalefet
konumunda olmalari, duygusal ve sdylemsel repertuarlarini iktidar sorumluluk-
larindan gdérece bagimsiz bicimde kurabilmelerine olanak tanidigi icin analitik
olarak tercih edilmigtir. Analiz, Lijphartin (1971) kargilagtirmal ydontem ilkeleri dogrul-
tusunda tasarlanmig; analiz edilecek kodlar, topoiler, analitik boyut ve iligkisellik
yazar tarafindan belirlenmistir. Secgilen kodlar ile Maxgda kullanilarak metinler
manuel olarak kodlanmig ve Mayring’in (2011) iki asamali nitel icerik analizi yéntemi
kullanilarak analiz edilmigstir. Veri seti amacgh érneklem yéntemi kullanilarak, her iki
liderin 2021-2025 vyillari arasinda Urettikleri konugmalar, televizyon réportajlari ve
dijital medya igeriklerinden olugmaktadir. Bu kapsamda konusmalar ve televizyon
réportajlari, liderlerin ulusal ve Avrupa dizeyindeki segim sureglerine denk gelen,
yUksek siyasal gérunurltk tasgiyan iletigsim faaliyetlerini kapsayacak bigimde tam
sayim yéntemiyle derlenmigtir. Sosyal medya icerikleri ise liderlerin dogrulanmig ve
resmi hesaplarindan paylasilan, dogrudan siyasal mesaj iceren tum gdnderileri
kapsayacak sekilde platform bazl tam sayim yéntemiyle toplanmigtir. Toplam 1.751
iletisim 6rnegi analiz edilmistir: Wilders’a ait 27 konusma, 17 televizyon réportaji ve
880 X/Twitter génderisi olmak Uzere 924 icerik; Le Pen’e ait 36 konusma, 27 televi-
zyon réportajl, 640 Facebook paylagimi ve 124 YouTube videosu olmak Gzere 827
icerik. Veri seti, Hollanda’da 2021 genel secgimleri ve 2023 erken segimlerini, Fran-
sa’'da ise 2022 cumhurbagkanhgi, 2022 yasama ve 2024 Avrupa Parlamentosu
secimlerini kapsamaktadir.

Populist iletisimin dort ana stratejik boyutu sistematik bicimde incelenmigtir:
“biz” ve “onlar” kategorilerinin ingasini belirleyen adlandirma suregleri; aktérlere
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atfedilen 6ézelliklerin ve duygusal yuklemelerin belirlendigi niteleme bicimleri; tehdit,
adalet ve magduriyet gibi duygusal topoi’'ler Uzerinden kurulan argimantasyon
yapilari ve liderin kendisini halkin parcasi veya sdzcUsu olarak konumlandirdigi
temsil pratikleri. Bu séylemsel ¢ézimleme, Brubaker (2017) ile Salmela ve von Sch-
eve'nin (2018) duygusal repertuar yaklasimi temel alinarak her igerik korku, 6fke,
magduriyet, umut ve gurur kategorilerine gére kodlanarak analiz edilmigtir.
Wilders'in kisa, hizli ve yuksek tempolu X paylasimlari buyuk élcude 6fke ve tehdit
temalar etrafinda kimelenirken; Le Pen'’in uzun bigimli YouTube videolari ve gérsel
agirhkh Facebook igerikleri koruma, onur ve umut duygularini merkezilegtiren
anlatilar dretmistir. Bu farklar, platform mantiginin duygusal mobilizasyonu nasil
sekillendirdigine dair bulgularin sistematik olarak kargilastirnimasini mimkuan
kilmistir. Arastirmanin sinirliliklar arasinda dijital platformlarin algoritmik seffaflik
eksikligi ve etkilesim oranlarinin zamansal degiskenligi yer almaktadir. TUm analiz
yalnizca kamuya agik igerikler Gzerinden yurattlmus, kisisel veri veya kullanici kim-
likleri calismaya dahil edilmemisgtir.

Geert Wilders'in Duygusal Séylem Ekonomisi: Dijital Ofkenin Siyasallagsmasi

Geert Wilders, 2021-2025 yillart arasinda Avrupa’daki muhalefet populizminin
en carpict érneklerinden birini temsil etmistir. Hollanda’da liberal gogulculugun
kurumsallagmis yapisi iginde uzun sdre marjinal kabul edilen Wilders, bu dénemde
dijital iletigim stratejisini donusttrerek populist siyaseti belirgin bicimde bir “duy-
gusal performans alani’na tagimistir (Mols & Jetten, 2020). 2021 genel segimlerinde
%11,3 oy alan PVV (Partij voor de Vrijheid), 2023 erken secimlerinde oy oranini
%23,6'ya yukselterek Ulke siyasetinde birinci parti konumuna gelmistir (Dutch Elec-
tion Data Archive, 2024). Bu yukselis, yalnizca segcmen tercihlerindeki kaymalarla
degil, ayni zamanda siyasal iletisimdeki yapisal déntusumle iligkilendirilebilir.

wilders'in siyasal iletigsim tarzi, Benjamin Moffitt'in (2016, s. 55) kavramsal-
lastirdigi “krizin sahnelenmesi” mantigina yakindan uymaktadir. Moffitt'e (2016)
goére populist lider, surekli bir kriz anlatisi Ureterek siyasal zamani “simdi ve
burada”ya sikigtirir ve segmen Uzerinde sureklilegsmis bir aciliyet duygusu yaratir.
2021-2025 arasinda incelenen 27 konugma, 17 televizyon réportaji ve 880 X/Twitter
goénderisi, Wilders’'in sdyleminde bu kriz sahnelemesinin istikrarli bir bicimde
yeniden Uretildigini géstermektedir (Digital Politics Observatory, 2025).

Wilders'in iletisim stratejisinde U¢ unsur Ozellikle belirgindir: mesajlarin
yuksek duygusal yogunlugu, kriz cergevesinin surekliligi ve dijital medya mantidiyla
neredeyse tam uyum. X, eski adiyla Twitter, bu dénemde Wilders igin bir “kriz mega-
fonu” iglevi gérmustur. Mesajlar cogunlukla kisa, keskin ve sembolik olarak yogun-
lasgtinimig cumleler Gzerinden kurulmustur. Ornedin, “Stop the Islamisation of
Europe—Protect our Freedom” tweet'i 2,5 milyon gérintilenme elde etmis; bu pay-
lagim Wilders'in “kultdrel tehdit” séylemini “6zgurlik” ve “guvenlik” temalariyla
birlestirdigi sembolik bir 6rnek haline gelmistir (Mols & Jetten, 2020, ss. 327-330).

Wilders'in siyasal iletisiminde duygusal repertuar belirgin bigimde negatif
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valansh duygular etrafinda 6rgutlenmektedir. Asagidaki tablo, 2021-2025
dénemine ait tweet'ler, videolar ve réportajlarin icerik ¢é6zimlemesi sonucunda
elde edilen duygusal dagilimi 6zetlemektedir.

Tablo 1. Geert Wilders'in (2021-2025) Siyasal iletigiminde Duygusal Repertuar Dagilimi

Kaynak: Yazarin 2021-2025 dénemine ait Wilders paylagimlarindan yaptidi nitel kodlama
(Digital Politics Observatory, 2025; Wodak, 2021; Brubaker, 2017).

Tablodan géruldugu Uzere negatif valansh duygular (éfke, korku, magduri-
yet) toplam duygusal igerigin %83'Un olusturmaktadir. Bu oran, Wilders'in siyasal
iletisimini bir “6fke ekonomisi” Uzerine inga ettigini gdstermektedir. Brubaker (2017,
ss. 370-372) bu durumu “moral polarizasyon” olarak kavramsallastirir; halkin
ofkesinin ahlaki bir Gstanldk sdylemine dénusturdlmesi séz konusudur. Wodak
(2021, ss. 25-26) ise “duygusal kutuplagma” kavramiyla, medya mantigiyla
desteklenen bu tur 6fke devridaiminin sureklilesen bir siyasal atmosfer yarattigini
ifade etmistir.

Wilders'in dili, Cas Mudde ve Cristébal Rovira Kaltwasserin (2017, ss. 6-9)
populizmin ahlaki ikiligi olarak tanimladigr “halk” — “elit” karsithgini dogrudan
yansitir. “Biz" (halk) ve “onlar” (elitler) arasindaki bu ikilik, fke araciliyiyla dramatik
bir enerjiye gevrilir. Bu enerji, yalnizca politik bir tepki degil, ayni zamanda duygusal
bir kimlik Gretimidir. Bu noktada Papacharissi‘nin (2015, ss. 39-42) “affective pub-
lics” kavrami bu baglamda acgiklayicidir: gevrimigi topluluklar ideolojik uyumdan
gok duygusal rezonans etrafinda érgutlenir. Wilders'in #betrayal, #freedomunder-
attack ve #stoplslamisation etiketleriyle yurattugu kampanyalar, bu tar duygusal
yanki alanlarinin tipik érneklerini olusturmustur.

2021-2025 arasinda yapilan igerik analizi, Wilders'in paylasimlarinin ortala-
ma karakter sayisinin 198, ortalama etkilesim sayisinin ise 12.400 begeni ve 2.300
yeniden paylagim oldugunu ortaya koymaktadir. Bu veriler, yUksek duygusal
yogunlugun algoritmik gérunurltkle dogrudan iligkili oldugunu desteklemektedir
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(Papacharissi, 2015, ss. 44-48; Gerbaudo, 2022, ss. 58-63). Wilders'in mesajlari,
medya algoritmalarinin édullendirdigi “yuksek duygusal valansl” igerik &zelliklerini
tasimaktadir: kisa, dramatik ve sembolik agidan doygun.

Bu dénemde Wilders, televizyon réportajlarini da dijital alana tasiyarak
Chadwick’in (2020, ss. 12-14) tanimladigi “hibrit medya sistemi” icinde hareket
etmigtir. Televizyon igeriklerini X Gzerinden yeniden dolagima sokarak hem gelenek-
sel hem dijital mecralarda eszamanli gérandrlik saglamis; Strombéckin (2008, ss.
232-236) “medyatiklesme evresi” olarak adlandirdiyi agamada siyasal iletigimini
medya mantigina tam uyumlu bigcimde kurgulamigtir.

Bu iletigim tarzi, géranurltgu artirmakla birlikte belirli bir gtvenilirlik gerilimini
de beraberinde getirmistir. NOS'un (2023) kamuoyu arastirmasina gére Hollandali
se¢menlerin %41'i Wilders't “samimi ama guvenilmez” olarak nitelendirmektedir.
Breeze'in (2022, ss.17-19) “duygusal guvenilirlik paradoksu” kavrami, bu ikili durumu
betimler: segmen liderle guglt bir duygusal bag kurarken, ayni sUreg rasyonel
guveni kismen asindirmaktadir. Wilders'in “6zgurltk” kavramini hem milliyetgi hem
daha liberal segmen segmentleri igin ortak bir sembole dénusturebilmesi, Mud-
de'nin (2004, ss. 543-546) “ince merkezli ideoloji” kavramsallastirmasiyla uyumiu
sdylemsel esnekligin bir yansimasidir; “freedom” ifadesi hem ekonomik serbestligi
hem kultarel kimligi koruma iddiasini tasiyabilmekte ve bu durum ¢ok katmanli bir
duygusal anlam alani Uretmektedir.

Wilders'in 2021-2025 dénemi iletisimi, arastirmanin odagiyla uyumlu bigim-
de U¢ duzeyde okunabilir: sdylemsel dlzeyde kriz, tehdit ve ihanet temalari Gzerin-
den moral bir kutuplagsma inga edilmekte; duygusal duzeyde 6fke ve korku duygu-
lari streklilestirilerek segmen mobilizasyonu saglanmakta; teknolojik duzeyde ise X
platformunun algoritmik géranarlik mantigl bu duygusal performansin etkisini
artirmaktadir. Waisbord'un (2018, ss. 24-27) belirttigi Uzere “strekli 6fke"nin bir esigi
bulunmaktadir; 2024 itibariyla Wilders'in tweet etkilesim oranlarinda gézlenen
%18'lik dusus (Digital Politics Observatory, 2025), dijital 6fke ekonomisinin bu yapisal
sinirina isaret etmektedir. Béylece Wilders'in stratejisi, arastirma sorusuyla dogru-
dan baglantih bigcimde, bir yandan kisa vadeli se¢im basarisi ve yuksek dijital
goérunurluk uretirken, diger yandan uzun vadeli mesruiyet tartismalarini besleyen
bir iletisimsel paradoks yaratmaktadir.

Empati ile Otekilegtirme Arasinda Marine Le Pen’in Duygusal Siyaseti

Marine Le Pen'’in 2021-2025 dénemi, Avrupa’daki populist iletisim stratejileri-
nin dénUdsumunu ve ézellikle duygular Gzerinden kurulan siyasal iligkilerin yeniden
cercevelenmesini anlamak agisindan kritik bir 6rnek sunmaktadir. Le Pen, babasi
Jean-Marie Le Pen’den devraldigi asiri sag gelenedi dénusturerek “6fke” merkezli
bir cizgiden “empati” ve “koruma” odakli bir populizm tarzina yénelmistir (Ivaldi,
2016). Bu strateji, bir yandan Fransiz segmeninin uzun suredir deneyimledigi kutu-
plasma yorgunluguna, diger yandan dijital cagin duygusal kodlarina cevap ver-
mektedir. 2022 cumhurbaskanligi segimlerinde Le Pen'’in oy orani %23,I'den %41,4'e
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yUkselmis; 2022 yasama segimlerinde Rassemblement National (RN) 89 sandalye
kazanarak tarihindeki en yiksek meclis temsiline ulagmigtir (IFOP, 2023). Bu yUkselis,
ideolojik bir yumugamanin étesinde, iletisimsel bir yeniden ¢ergevelemenin sonucu
olarak okunabilir.

Le Pen'in iletigim stratejisi, Moffitt'in (2016, s. 74) “medyatik normallegme”
kavramiyla yakindan iligkilidir. Moffitt, cagdas populist liderlerin agiriiktan uzak-
lagarak ve duygusal tonu yeniden ayarlayarak mesruiyet alanlarini genigletmeye
cahstiklarini éne surer. Le Pen’in kampanyalarinda 6fke yerine “koruma”, “sefkat” ve
“sayginlik” duygulari éne c¢ikmigtir. 2021-2025 déneminde incelenen 64 video
mesaj, 132 Facebook génderisi ve 57 televizyon réportaji bu duygusal tonlamanin
surekliligini ortaya koymaktadir.

Le Pen'’in iletisiminde Uc¢ stratejik boyut belirgindir: duygusal yumusatma,
gorsel yakinlk ve “halkin onuru” séylemi. Geleneksel RN sdylemindeki keskin
“digman” figurd, giderek “unutulmus yurttas” vurgusuna yerini birakmustir (lvaldi &
Lanzone, 2016: Bonansigna, 2024; Ivaldi, 2023). Bu dénusum, Wodak'in (2021, ss.
18—-22) “yeni populizm” olarak nitelendirdigi egilimle uyumludur: diglayici éfke yerine
kapsayici aidiyet duygusunun merkezilestiriimesi. Le Pen’in dili, empatiyi performa-
tif bigimde Uretir. Papacharissi'nin (2015, ss. 37-39) “parazonsal yakinlik” kavrami,
liderin dijital mecrada izleyiciyle bire bir iletisim hdalindeymis gibi bir duygusal
illizyon yaratmasini agiklar. Le Pen’in YouTube videolarinda kullanilan yakin plan
cekimler, sicak isik duzeni ve kisisel hitap tarzi (“Je vous comprends”, “vous méritez
mieux”) bu stratejinin gérsel ve sdylemsel bilesenleridir. Asagidaki tablo, Le Pen’in
2021-2025 dénemindeki paylagimlarinda duygusal temalarin dagilimini gésterme-
ktedir.

Tablo 2: Marine Le Pen'in (2021-2025) Siyasal iletisiminde Duygusal Repertuar Dagilimi

Kaynak: Yazarin 2021-2025 dénemine ait Marine Le Pen paylasimlarindan yaptigi nitel
kodlama (IFOP, 2023; Boulianne et al,, 2022; Wodak, 2021).

Tablo, Le Pen’in siyasal iletisiminde pozitif valansli duygularin baskin old-
ugunu goéstermektedir: empati, gurur ve umut toplam igerigin %72'sini olusturmak-
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tadir. Bu oran, Wilders'in negatif duygulara dayal iletisimiyle keskin bir karsitlik
yaratir. Brubaker (2017, ss. 369-371), populist liderler arasindaki bu tur farklar “duy-
gusal yénelim” farkliigi olarak kavramsallastirir; bazi liderler &fke ve korku ile sefer-
berlik yaratirken, bazilari aidiyet ve onur duygularini mobilize etmektedir.

Le Pen’in séyleminde “Fransa’nin unutulan halki” temasi, magduriyet ile gurur
arasinda kdpru kuran bir iglev gérar. Caiani ve Kréll (2022, ss. 19-22), bu strateijiyi
“populist empati gemberi” olarak adlandirir: diglanma hissi, milli onurla yeniden
anlamlandirilir ve bu sayede hem alt siniflara hem de merkez sag segmene hitap
eden genis bir duygusal koalisyon inga edilir. Dijital dizlemde Le Pen, Wilders'tan
belirgin bigimde farkli bir medya ritmi benimsemigtir. 2021-2025 arasinda ortalama
haftada 3,2 génderi ve 1 video yayimlamis; igeriklerin ortalama suresi 4 dakika 30
saniye olmustur. Bu istikrarli, gérece dusuk frekansli fakat anlati derinligi yuksek
iletigim bigimi, Papacharissi‘nin (2015, ss. 48-52) kavramsallastirdidi “yavag duy-
gusal yanki”ya benzer bigimde degerlendirilebilir.

Le Pen’'in videolarinda kameranin kullanimi, gérsel iletigim bakimindan da
dikkat cekicidir. 2022 cumhurbaskanhgl kampanyasinda yayimlanan “Fransiz
Onuru” baglikh videoda Le Pen yakin planda konusgurken arka planda Fransiz
bayraginin dalgalanmasi hem gérsel hem duygusal agidan “ulusal yakinlik” Gret-
mektedir. Waisbord'un (2018, ss. 22-27) “duygusal milliyetgilik” kavrami, ulusal kim-
ligin bu tdr sicak duygularin sahnesi hdline getiriimesini agiklamaktadir. 2024
Avrupa Parlamentosu secim kampanyasinda Le Pen, “Fransa’yr onurla
koruyacagiz” temall videolarini haftalik olarak YouTube'da yayimlamis; videolar
ortalama 850.000 izlenme elde etmistir (RN Digital Report, 2025). Bu videolarin
%63'UnUn kadin segmenleri hedefleyen empati temali baslklar tagsimasi, duygu-
larin hedef kitleye gére dikkatle kodlandigini géstermektedir.

Le Pen’in iletisimi, yalnizca séylemsel igerikte degil, duygusal tempo
tasariminda da ortaya gikmaktadir. Strémbdck ve Esser’in (2014, ss. 248-252) vur-
guladigr “medya mantigina uyum”, mesajin bigimi kadar duygusal ritmiyle de
ilgilidir. Le Pen, dijital cagin “hik&ye ekonomisi"ne uygun olarak kisa éfke patlamalari
yerine sureklilik arz eden bir duygusal anlati kurmustur. IFOP'un 2025 verilerine gére
Fransiz segmenlerin %63'U Le Pen’i artik “asiri sagci” degil, “milliyetgi-muhafazakar”
olarak tanimlamaktadir; Caiani ve Kréll (2022) ile Wodak’in (2021) calismalarinda
da tartisildigi Uzere bu egdilim, populist sdylemin medyatik yumugsama yoluyla
merkezilesebildigine isaret etmektedir.

Bu iletisim tarzi, populizmin “negatif duygulara dayal tepkisel seferberlikten
pozitif kimlik ingasina” dogru kayabilecegini gdésteren “empatik populizm” modelini
temsil etmektedir. Wilders'in 6fke ekonomisine karsilik Le Pen’in stratejisi U¢ temel
6zellik etrafinda toplanmaktadir: tehdit yerine umut ve gurur temalarinin éne giktigi
duygusal yumusatma; dogrudan ve yuz temelli gérsel anlatilarla kurulan yakinhk;
ve halkl “korunmaya deger bir cemaat” olarak kurgulayan aidiyet ingasi. Bu model|,
Papacharissi'nin (2015) “affective publics” yaklagimiyla uyumlu bigimde, duygulari
yalnizca tepkiyi degil, birlestirici siyasal baglari kuran unsurlar olarak konumlandir-
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maktadir. 2021-2025 dénemi sonunda RN'nin siyasal géranarltganun klasik asiri
sag sinirlarinin étesine gegerek “duygusal merkez sag”a yaklagmasi, Le Pen’in plat-
form tercihleriyle kurdugu bu duygusal iletisim stratejisinin, arastirma sorusuyla da
dogrudan baglantili bigimde, segmenle kurulan iligkinin niteligini dénustirdagunu
gdstermektedir.

Duygusal Ayrimilar: iki Partinin Medya Stratejileri ve Siyasal Etkilerinin
Karsilastirmali Degerlendirmesi

Geert Wilders ve Marine Le Pen’in 2021-2025 dénemindeki siyasal iletisim
stratejileri, Avrupa’daki sag populist muhalefetin iki farkli duygusal ve iletisimsel
yoénunu temsil etmektedir. Her iki lider de temsil krizinin yarattigi siyasal bosluklara
sistem karsiti duygularla yanit vermis; segmenle dogrudan bag kurmak igin duy-
gusal performansi merkezilestirmistir. Ancak bu streg, tamamen farkli medya
mantiklari, ulusal kalttrel kodlar ve duygusal repertuarlar icinde gergeklesmistir. Bu
karsitlik, populist siyasal iletisimin yalnizca ideolojik degil, ayni zamanda medya
ekosistemlerinin ritmi, teknolojik mantigi ve duygusal altyapisiyla sekillendigini agik
bicimde géstermektedir (Strombdck, 2008; Moffitt, 2016; Wodak, 2021).

Populist iletisim cagdas demokrasilerde iki temel duzlemde igler: duygularin
siyasallastiriimasi ve medyanin bu duygulari dolagima sokma bigimi. Wilders, “6fke
ve tehdit mobilizasyonu”na dayali, kisa &murld ancak yuksek yogunluklu etkilesim
dalgalar Uretirken; Le Pen “empati ve itibar restorasyonu” stratejisiyle dusuk
frekansli fakat uzun &murlt duygusal sureklilik tesis etmigtir. Her iki model de medy-
atiklesme mantigina uyum saglasa da duygusal valanslarin yénu ve ritmi siyasal
sonugclart kéklt bigimde farkhlagtirmigtir.

Tablo 3: Wilders ve Le Pen’in (2021-2025) Popuilist Siyasal iletigsim Stratesiileri
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Kaynak: Yazarin 2021-2025 dénemi medya icerik analizi(Digital Politics Observatory, 2025;
IFOP, 2023; Wodak, 2021; Papacharissi, 2015; Moffitt, 2016).

Tablo 3'teki bulgular, iki liderin iletisim tarzlarinin farkl duygusal mantiklara
dayandigini géstermektedir. Wilders'in iletigsimi hiz, kriz anlatisi ve negatif duygu-
larin (6fke, korku, magduriyet) mobilizasyonu Uzerine kuruluyken; Le Pen pozitif
valansli duygular, 'empati, gurur ve umut’ Gzerinden daha yumusak, uzun erimli bir
mesgruiyet ingsasi gerceklestirmistir. Bu fark yalnizca lider stratejilerinden degil,
ulusal medya sistemlerinin karakterinden kaynaklanmaktadir. Hollanda'nin liber-
al-ticari medya modeli yuksek hiz, tepkisellik ve polemik Uretimini tesvik ederken;
Fransa’nin kamu merkezli medya modeli anlati strekliligi, sembolik performans ve
itibara alan agmaktadir (Hallin & Mancini, 2004).

sekil 1: Muhalefet Populizmi Alan Haritasi (2021-2025)

Kaynak: Yazarin 2021-2025 dénemi analizine dayalidir.

Bu harita, Hollanda PVV’'nin “duygusal yogunluk—algoritmik hiz” ekseninde;
Fransa RN'nin ise “duygusal sureklilik—kurumsal mesruiyet” ekseninde konum-
landigini géstermektedir. Wilders'in dijital polemik Uretimine dayali yuksek tempolu
iletigsimi ile Le Pen’in duygusal yakinlik ve ulusal gurur temalarini merkezilestiren
stratejisi, Avrupa populizmi iginde iki ayri yéringe olusturmustur.

Wilders'in “6fke siyaseti”, kisa vadede yUksek etkilesim ve secgimsel sigrama
yaratmis; PVV'nin 2023 secgimlerinde oylarini ikiye katlamasi bunun somut géster-
gesi olmustur. Ancak hukimet kurma surecinde yasanan zorluklar, populist
iletigsimin “yUksek goérunurlik — duagtk kurumsal kabul” paradoksunun tipik bir
érnegine dénugmastar (Taggart, 2000; Breeze, 2022). NOS'un (2023) Wilders'
“samimi ama guvenilmez” olarak siniflandirmasi, Breeze'in (2022) “samim-
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iyet—guven paradoksu” bulgusuyla uyumludur: duygusal yogunluk goéranurlik
yaratir, ancak kurumsal gavenilirligi asindirir.

Le Pen’in iletisim modeli ise daha farkli bir dinamige sahiptir. 2021-2025
arasinda Facebook ve YouTube'da yayinladigr uzun bigimli, hikdye odakli icerikler
aracihgiyla empati, onur ve umut temalarini dne gikararak segmenle kisisel bir bag
kurmustur. Bu, Moffitt'in (2016, s. 74) “medyatik normallegme” yaklagiminin pratik bir
uzantisidir: asirt sag sdéylemin duygusal tonunun yumusatiimasi ve merkez
secmene hitap edebilecek bir siyasal profil olusturulmasi. Nitekim IFOP'un (2025)
verileri, Le Pen’i artik “asiri sagcl” olarak degil “milliyet¢i-muhafazakdr ama asiri
olmayan” bir lider olarak tanimlayan segmen oraninin %63'e yukseldigini gdster-
mektedir.

Dijital cagin duygusal kamusalligi agisindan bakildiginda bu ayrisma daha
da belirginlesmektedir. Papacharissinin (2015, ss. 41-44) “affective publics” yak-
lagimina gére c¢evrimici kamular rasyonel tartisma degil, duygusal rezonans
etrafinda érgutlenir. Wilders'in sik ve yuksek yogunluklu “6fke dalgalan” dijital hizla
birleserek kisa sureli kamusal patlamalar yaratirken; Le Pen’in dusuk frekansh ama
tutarh “empati dalgalar” daha kalici duygusal baglar Gretmektedir. Enli (2017) ve
Gerbaudo'nun (2018) belirttigi gibi, sosyal medya algoritmalari negatif duygulari
genellikle daha hizli édullendirirken; uzun bicimli ve pozitif duygular daha derin
ama yavas yayilan bir etki yaratir.

sekil 2: Duygusal Mobilizasyon Haritasi (2021-2025)

Kaynak: Yazarin verilerinden olusturdugu duygusal yogunluk analizine dayanmaktadir.
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Harita, Wilders'in duygusal alaninin kisa émurlt ancak yuksek yogunluklu
“6fke—korku” kimelerinde; Le Pen’in ise dusuk yogunluklu fakat uzun vadeli “empa-
ti—-umut” kimelerinde toplandigini géstermektedir. Bu iki farkl yénelim, duygularin
yalnizca mobilizasyon araci degil, siyasal kimlik ve aidiyet ingasinda kurucu bir
unsur oldugunu géstermektedir (Brubaker, 2017).

Duygularin platform mantigiyla kesistigi noktada Wilders'in kisa ve agresif
mesajlari, X'in kriz ve hiz odakl algoritmasi tarafindan yayginlastiriimig; Le Pen’in
anlatisal videolari ise Facebook ve YouTube'un uzun izleme stresi mantigiyla “duy-
gusal derinlik” Gretmistir. Bu durum Klinger & Svensson’un (2018) “algoritmik duy-
gusallik” kavraminin somut bir kargihdidir: duygular artik yalnizca Uretilmez, ayni
zamanda dijital altyapi tarafindan bigimlendirilir.

Bu iki liderin duygusal repertuari, ulusal kimlik ingasinin da farkl bigimlerini
ortaya koymaktadir. Wilders Hollanda kimligini “kusatma altindaki halk” anlatisi
Uzerinden dramatize ederken; Le Pen “gururlu ulus” sdylemiyle kapsayici ama guglu
bir milliyetcilik kurmaktadir. Bu yaklasim, Papacharissi (2015) ve Waisbord'un (2018)
“duygusal milliyetgilik” kavramsallastirmasiyla uyumludur: ulusal kimlikler artik yal-
nizca tarihsel anlatilarla degil, duygularin dijital dolagimiyla yeniden kurulmaktadir.

Tum bu bulgular birlikte degerlendirildiginde, populist muhalefetin siyasal
iletisimi 2021-2025 déneminde U¢ duzeyde yeniden tanimlanmistir: séylemsel
duzeyde populizm kriz odakli tepkisellikten duygusal taninma ve kimliksel aidiyete;
teknolojik duzeyde medya algoritmalarinin asimetrik édullendirme mantiging;
kaltarel duzeyde ise ulusal medya ekosistemlerinin duygusal ritim ve liderlik
tarzlarini belirledigi bir yapiya evrilmistir. Bu gercevede Wilders'in stratejisi “dijital
o6fke ekonomisi”, Le Pen’in stratejisi ise “empatik populizm” olarak kavramsal-
lastirilabilir. iki kisa vadeli gérunurlik ve segimsel sigrama, ikincisi ise uzun vadeli
mesruiyet ve toplumsal kabul tretmistir. Boylece populist iletisim, yalnizca ideolojik
degil, ayni zamanda duygusal ve teknolojik bir yapi olarak daha butanluklt sekilde
anlasilabilir hale gelmistir.

Sonug

Bu ¢alisma, 2021-2025 déneminde Avrupa’daki muhalefet populizmini duy-
gusal mobilizasyon ve siyasal iletisim dinamikleri Gzerinden inceleyerek U¢ temel
bulgu ortaya koymustur. ilk olarak, popuilist iletigim ideolojik bir sdylemden ¢ok duy-
gusal bir stre¢ olarak iglemektedir. Wilders ve Le Pen &rnekleri, segmenle kurulan
temasin giderek daha az argimanlara ve daha fazla 6fke, empati, umut ya da
tehdit gibi duygusal tetikleyicilere dayandigini géstermektedir. Bu durum, Blumler
ve Stréombdack’in (2008) “medya mantiginin siyasal mantiga déntgimd” tespitini
guclendirmekte; siyasal etkinin artik duygusal rezonans tretme kapasitesi tzerin-
den sekillendigini ortaya koymaktadir. ikinci olarak, yeni medya ortamlari populist
sdylemin yalnizca tasiyicisi degdil, ayni zamanda hizlandiricisi hdline gelmistir.
Papacharissi‘nin (2015) “affective publics” kavramiyla ifade ettigi gibi, dijital kamu-
lar bilgi degil duygu etrafinda érgutlenmekte; algoritmalar Wilders'in 6fkeye dayali
kisa vadeli “duygusal patlamalarini” ve Le Pen’in empati temelli uzun erimli “duy-
gusal surekliligini” asimetrik bigimlerde édullendirmektedir. Uglncu olarak, populist
iletisimin duygusallagsmasi demokratik temsil bigcimlerini dénustirmekte ve Mof-
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fitt'in (2016) belirttigi “normallegsme” sureciyle birlikte siyasal mesruiyetin giderek
daha fazla performanssal ve duygusal temeller Uzerinde yeniden insa edildigini
gostermektedir. Wodak'in (2021) uyarisiyla uyumiu bigimde, bu dénisiim kamuoyu
olusumunda rasyonel muzakere kapasitesini zayiflatmakta ve kutuplagsma riskini
derinlestirmektedir.

Genel olarak degerlendirildiginde, Wilders'in &éfke ve tehdit temelli iletigimi
kisa vadeli seferberlik Gretirken kurumsal guveni asindirmakta; Le Pen’'in empati ve
itibar restorasyonuna dayali stratejisi ise uzun vadeli mesruiyet ve se¢cmen baglihgi
yaratmaktadir. Bu iki 6rnek birlikte ele alindiginda, populizmin ginimuz siyasetinde
giderek daha fazla “duygusal ydénetisim” bigimleri Uzerinden igledigi ve secmen
davranisinin duygusal yankilar dogrultusunda yeniden sekillendigi géralmektedir.
Gelecekteki arastirmalarin, populist séylemin duygusal altyapisini nicel veri anali-
zleri, deneysel yontemler ve platform-temelli karsilastirmal ¢calismalar araciligiyla
incelemesi hem duygusal mobilizasyonun etkilerini hem de bu etkilerin demokratik
temsil Uzerindeki uzun vadeli sonucglarini daha kapsamli bigimde géranur kilacaktir.
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