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Editorlerimizden,

GMJ-TR, 2023 Guz sayimizda geleneksel medya mecralarina odaklanan
caligmalardan dijital medya ve iletisim alanlarinin gelismeye agik arastirma
sahalarina egilen dért makale ve cagdas sanat dunyasinda iletisim ve pazarlama
stratejilerini irdeleyen bir inceleme yazisiyla birlikte toplam bes makaleyi sizlerle
bulugturuyor.

Radyonun kitlelerle etkilesiminin boyut degistirdigi gnimuz medya kosul-
larinda radyo dinleyici aligkanliklarini konu edinen ilk iki makale, radyo ¢alismalari
alaninda éne c¢ikan iki farkl arastirma perspektifini ve kuramsal yaklagimi temsil
ediyor. ilki radyo igeriklerinin demokratik potansiyelini irdelerken, digeri geligen
teknolojilerin etkisiyle dinleyiciye podcast yayinlariyla ulagsan icerikleri eglence ve
bilgi alma islevleri agisindan ele alyor.

Yerel radyo istasyonlarinin toplumsal iglevini katiimci iletigsim kurami
cercevesinde degerlendiren caligmalarinda Bamigboye ve Osunkunle, GUney Afri-
ka'da yerel bir radyo istasyonu olan Forte FM érnegi Uzerinden dinleyici katiminin
hem medya icerigi olusturulmasinda hem de yerel radyonun geligtiriimesindeki
kritik rolant tartigtyorlar. Odak grup tartigmalariyla yaratdlen ve betimsel aragtirma
modeli kullanilarak gergeklestirilen nitel arastirmalar sonucunda, yazarlar Forte FM
6zelinde yerel katiimin kamusal alan ve tartisma forumlariyla sinirli kaldigina dikkat
cekerek, igerik gelistirmenin yerel radyo programciliginda dinleyici katilimini hare-
kete gecirici gucunu vurguluyorlar. Yazarlar tabandan katihmin daha kapsayici
oldugunu ve demokratik bir yerel radyo ortaminin yolunu agma potansiyelini
barindirdigini savunan argmanlar sunarak, medya igerigiyle etkilesim gelistirme
veya o6rgutsel karar verme suregclerinin yani sira dinleyicilerin radyo istasyonu
yoénetimi de dahil olmak Uzere aktif katiim duzeyini artirmanin alternatif yollarini
Oneriyorlar.

Hizla geligsen dijital teknolojilerin geleneksel medya mecralariyla etkilesimi,
bu mecralarin yeni formatlara ve bigimlere aciimasini sagladigi gibi akademik
calismalar icin de yeni arastirma kaynaklari ve sahalarinin dntnd aglyor. Rengim
Sine Nazl ve Bilal Erkan Deger’in calismalari, yeni dijital platformlarla ivme kazanan
radyo calismalari baglaminda konumlaniyor. Radyonun dijital dénusimuyle
ortaya ¢ikan podcast yayinlarinin radyoyla kiyaslandiginda tercih edilme sebep-
lerini dinleyicilerin kigisel deneyimleri, motivasyonlari ve beklentileri Gzerinden
degerlendiren yazarlar, odak grup gérusmesi yéntemini uyguladiklari aragtirma-
larinin sonucunda, dinleyicilerin  bilgi ve eglence ihtiyaglarini kargilamak UGzere
podcast iceriklerini tercih ettiklerini ve yénelimlerini etkileyen temel faktérlerin ise
samimiyet, 6zgur yayincilik ortami, kolay erisim, eszamansizlik ve anindalik 6zel-
likleri oldugunu tespit ediyorlar.

Dijital medya teknolojilerinin oyun endustrisiyle birlesmesine paralel olarak
geligsen sanal gergeklik oyunlari, iletisim ve medya ¢alismalarinda yeni bir arastir-
ma sahasi olarak kargimiza ¢ikiyor. Hande Tercan Bingdl ve Emel Karayel Bilbil, Kul-
lanimlar ve Doyumlar Kuramindan yola ¢ikarak sanal gergeklik oyunu (VR oyunlart)
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kullanicilarinin elde ettigi doyumu ve oyun aligkanliklarini arastiriyor ve dijital
medya ortaminda giderek yayginlasan VR oyunlari alaninda kullanici deneyimine
odaklanan arastirmalariyla literatdrdeki boslugu doldurmayr amachyorlar.
Yazarlar, kar topu érnekleme ydntemi kullanarak istanbul'da yasayan sanal
gerceklik oyuncularina uyguladiklart anket sonucunda, arastirma bulgular ile
sanal gergeklik oyunlarinin alti tar deneyim UGzerinden doyum sagladigini gésteriy-
orlar: rekabet, zorluk, sapma, fantezi, uyariima ve sosyal etkilegim.

Oytun Dogan arastirma konusu olarak sanat pazarlamasinin iletigim boyu-
tunu olusturan butunlegik sanat pazarlamasina odaklanarak, iletisim ¢aligmalari
baglaminda ¢cagdas sanat hareketlerini ttketim kultard agisindan degerlendirdigi
sosyolojik bir inceleme sunuyor. Sanat pazarlamasi degerlendirmelerinde tuketim
ve tuketici toplum ayrimina vurgu yapan yazar, sanatin pazarlanabilir tdketim
nesnesine dénusum surecini ve tuketim toplumlarinda sanatsal Grdnun izleyicis-
ine/ziyaretcisine ulagabilmesini amagclayan pazarlama stratejilerini, sanatin iglev-
sel degerinden ziyade nesnenin tuketim agisindan ifade ettigi anlamla iligkilendir-
ilen sahiplik degerine verilen &neme bagli olarak inceliyor.

Sayimizin son makalesinde Yavuz Tuna ve Omer Ozer, van Dijk'in elegtirel
sdylem cdzimlemesine ydnelik gelistirdigi makro-mikro semasini, érnek olay
calisgmasi kapsaminda Tarkiye’de yayinlanan bir gazetede bir kadin cinayeti
haberine uygulayarak toplumsal cinsiyet esitsizligini Ureten ve besleyen kadina
yoénelik siddet vakalarinin haberlestiriimesinde kullanilan dil ve séylem pratiklerinin
ideolojik igleyigini ortaya koyuyorlar. Yazarlar ayrica cahgmalarinda, medya tem-
sillerinin elestirel sdéylem analizinde siklikla kullanilan bu analitik modelin uygulama
pratiklerini de tartismaya agarak, modeli yerlesik metodolojik iglevinin 6tesinde,
esitsiz gug iligkilerine kargi direnme olanaklarini tanimlama araci olarak deger-
lendiriyorlar.

Degerli okuyucularimiz, dergimizin bu sayisini keyifle okuyacaginizi umuy-
oruz. Gosterdiginiz ilgi icin tesekkur ederiz.

Dr. Ogr. Uyesi Ozge Erbek Kara Dog. Dr. Ozlem Akkaya
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From the Editors,

GMJ-TR, 2023 Fall issue, brings together five articles: four that examine tradi-
tional media platforms and emerging research areas of digital media and com-
munication and an essay that explores communication and marketing strategies
in the contemporary art world.

In the contemporary media landscape, where the nature of radio’s interac-
tion with audiences is changing, the first two articles, which focus on radio listening
habits, represent two different research perspectives and theoretical approaches
that stand out in the field of radio studies. The first examines the democratic poten-
tial of radio content, while the second considers the content that reaches listeners
through podcast broadcasts in terms of their entertainment and information func-
tions that meet the personal needs of listeners.

In their study of the social function of community radio stations within the
framework of participatory communication theory, Bamigboye, and Osunkunle,
focusing on the example of Forte FM, a community radio station in South Africa,
discuss the critical role of listener participation in both the creation of media con-
tent and the development of community radio activities. Drawing upon qualitative
research with focus group discussions and a descriptive research design, the
authors illuminate the power of content development in catalyzing listener involve-
ment in community radio programming. However, they reveal that in the case of
Forte FM, local participation remains limited to public spheres and debate forums,
suggesting a lack of deeper engagement. Based on these findings, Bamigboye and
Osunkunle argue for the necessity of grassroots participation in community radio.
They propose alternative ways to maximize active participation among listeners,
including involvement in organizational decision-making processes. Ultimately,
these interventions aim to cultivate a more inclusive and democratic community
radio landscape through enhanced interaction with media content.

The rapid development of digital technologies and their interaction with
traditional media platforms not only open these platforms up to new formats and
forms, but also pave the way for new research sources and fields for academic
studies. The work of Rengim Sine Nazli and Bilal Erkan Deger is situated within the
context of radio studies, which are gaining momentum with new digital platforms.
Drawing upon focus group interviews with listeners, Nazli and Deger’s study investi-
gates the reasons behind the growing popularity of podcasts in the wake of radio’s
digital transformation based on listeners’ personal experiences, motivations, and
expectations. Their findings reveal that listeners favor podcast content to fulfill
their information and entertainment needs. Key factors influencing this preference
include perceived intimacy, freedom from traditional broadcasting constraints,
convenient access, flexibility offered by asynchronous consumption, and the
immediacy of content delivery.

virtual reality (VR) games, which have emerged along with the convergence
of digital media technologies with the gaming industry, are emerging as a new
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research area in communication and media studies. Hande Tercan Bingdl and
Emel Karayel Bilbil aim to fill the gap in the literature of user experience research in
the field of VR games, which are becoming increasingly widespread in the digital
media environment, by investigating the satisfaction and gaming habits of VR
game users based on the Uses and Gratifications theory. As a result of the survey
they applied to VR gamers living in Istanbul using the snowball sampling method,
the research findings show that VR games provide satisfaction through six types of
experiences: competition, challenge, deviation, fantasy, stimulation, and social
interaction.

Oytun Dogan provides a sociological study that focuses on integrated art
marketing, which constitutes the communication dimension of art marketing, and
evaluates contemporary art movements in terms of consumer culture within the
context of communication studies. Emphasizing the distinction between consump-
tion and consumer society in his evaluations of art marketing, the author examines
the process of the transformation of art into a marketable consumer object and
the marketing strategies aimed at reaching the audience/visitor of the artistic
product in consumer societies, depending on the importance given to the owner-
ship value associated with the meaning expressed in terms of consumption rather
than the functional value of art.

In our latest article in this issue, Yavuz Tuna and Omer Ozer apply van Dijk's
macro-micro scheme of critical discourse analysis to a case study involving the
coverage of a femicide in a newspaper in Turkey. In their study, they reveal the
ideological functioning of language and discourse practices used in the reporting
of violence against women, which both generates and perpetuates gender
inequality. The authors also discuss the practical application of this analytical
model, which is frequently used in critical discourse analysis in media representa-
tions and, by extending its scope beyond its established methodological function,
evaluate its potential as a tool for identifying opportunities to resist unequal power
relations.

We hope you will enjoy reading each article. Thank you all for your interest in
our journal.

Assist. Prof. Dr. Ozge Erbek Kara Assoc. Prof. Dr. Ozlem Akkaya
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ABSTRACT

Content development serves as a catalyst for motivating listener participation and creating inclusive platforms for marginalized
community members to contribute program ideas, which can be adopted by community radio stations globally. In South Africa,
numerous community radio stations play a crucial role in informing and educating their target audiences. However, not all
listeners, especially those tuned into specific developmental programming within the community radio landscape, are granted
the privilege to actively participate in Forte FM's developmental programs to address their specific needs. This lack of grassroots
participation and limited involvement of listeners in the developmental activities of community radio stations has led to apathy.
The involvement of the general population is essential for fostering development and creating avenues for sustainable projects.
This paper employs participatory communication theory to examine content development to promote listener participation in
community radio programming and development initiatives. As community radio stations bear the social responsibility of serving
their local communities, they should encourage the creation of more developmental programs and greater community participa-
tion in their media content and development activities. This approach can enhance the sustainability of community projects
through bottom-up engagement and participation.

Keywords: Community radio, participatory communication theory, content development, listener’s participation and
programming

oz

icerik gelistirme, dinleyici katilimini motive etmek ve marjinallestiriimis topluluk Gyelerinin program fikirlerine katkida bulunmalari
icin kapsayici platformlar yaratmak agisindan katalizér islevi gérmekte ve bu platformlar, kiresel gapta topluluk radyo istasyonlari
tarafindan benimsenebilmektedir. GUney Afrika'da gok sayida topluluk radyo istasyonu, hedef kitlelerinin bilgilendiriimesi ve
egitimesinde 6nemli bir rol oynamaktadir. Ancak, tum dinleyicilere, 6zellikle de topluluk radyosu ortamindaki belirli gelisim
programlarini takip edenlere, Forte FM'in kendi 6zel ihtiyaglarina yoénelik gelisim programlarina aktif olarak katilma ayricahd
taninmamaktadir. Toplum tabanindan katiimin olmamasi ve dinleyicilerin topluluk radyo istasyonlarinin gelisim faaliyetlerine
sinirh katihmi ilgisizlige yol agmistir. Genel nifusun katiimi, kalkinmay! tesvik etmek ve sardurulebilir projeler igin yollar yaratmak
icin gereklidir. Bu baglamda ¢alisma, topluluk radyo programlarina ve kalkinma girisimlerine dinleyici katiimini tegvik etmek
amaciyla igerik gelistirmeyi incelemek igin katiimei iletisim teorisini ele almaktadir. Topluluk radyo istasyonlari, yerel topluluklara
hizmet etme sosyal sorumlulugunu tasimaktadir. Bu sebeple, daha fazla kalkinma programi olusturmayi hedeflemekte, topluluk-
larin medya igeriklerine ve kalkinma faaliyetlerine katilimini tesvik etmektedirler. Bu yaklasimin, asagidan yukariya katilimi ve
katilim yoluyla topluluk projelerinin surdurualebilirligini artirabilecegdi dastintimektedir.

Anahtar Kelimeler: Topluluk radyosu, katiimcr iletisim kurami, igerik gelistirme, dinleyici katilimi ve programlama
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Content development as a catalyst for listeners participation in community radio programming: Lessons from forte FM

Introduction

The World Association of Community Radio Broadcasters (AMARC, 1998),
opined that community radio serves as a catalyst to ensure a good and strong
society. This is shown by energizing the citizens through its developmental pro-
grams, timely reports, and by giving room to the marginalized communities. In
addition, this opinion can be established through the implementation of develop-
mental programs, grassroots participation, and maximal involvement of listeners
in the activities of the community radio station, as well as participating in the pro-
gram lineup of the radio station. Community radio will add to these debates by
portraying people’s capabilities in relation to forms of participation (Arnstein,
2020). This paper, therefore, explores how Forte FM community radio station in Alice
encourages listener participation in its developmental programs as well as media
content and development activities. Community radio as a branch of communi-
cation for development can in other words establish development programs.
These development programs include listeners’ participation, publishing of devel-
opment ideas, education, public awareness, and health programs as reported
(Milan, 2009).

Community media encompasses numerous topics and welcomes “social
mission”. For instance, developmental initiatives such as health awareness and
campaigns about managing HIV/AIDS rather than spreading the virus ignorantly.
More so, educational programs may feature societal issues such as childcare pro-
grams, human trafficking, adult education, farming tips, listening clubs, and public
awareness. All the above-mentioned programs can only be impactful and relevant
if the developmental program idea is being conceptualized by the community for
the community. This paper noted that the “participation” of the common plays a
vital role for development to take place. In addition, participatory communication
argues that people’s participation provides a platform and avenue for established
projects. Hence, developmental programs are the catalyst for listeners’ participa-
tion. In other words, implementing developmental programs or initiatives deter-
mines the sustainability of a project or program for the community’s benefit.

This paper also noted that, commmunity radio is usually managed by some
stakeholders or foundation in a society. Therefore, there are several community
radio ownerships and in view of this, this paper argued that, not all community
radio stations are owned by the intended locality or community. Forte FM radio sta-
tion in Alice that is the focus of this paper was founded and managed by the Uni-
versity of Fort Hare and other Stakeholders but relied on donor funding to be man-
aged.

Participation in the media and its effect for developmental project is an
important characteristics of community media. Carpentier (2011) categorized
marginalized people’s involvement in the media into two interrelated forms: partic-
ipation in the media and participation through the media. The difference between
the two is that participation in the media is concerned with participation in the pro-
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Foluke B. BAMIGBOYE « Oluyinka OSUNKUNLE

duction of media programs (content), and in media organizational decision
making (structural participation). Carpentier, (2011), stated that participation
through the media involves opportunities to act as a peacemaker in a controver-
sial discussion, and participation in public debate and for self-representation in
topical discussions. This view is also shared by Mawokomayi & Osunkunle (2019)
who noted that listeners are very important stakeholders in community radio’s
content development. Hence, their views should always be sought for and consid-
ered towards a successful running of any community radio’s developmental pro-
gramming.

Literature Review

Endogenous Participation

The last two decades have viewed an important shift in research and devel-
opment models from the common, top-down models to more participatory,
“grassroots” development models. This shift has occurred in parts because of per-
ceived failure of many top-down models of development, as well as request from
communities to be included in decision that affects them (Wallerstein, 1999). Mar-
ginalized projects are often referred as demonstrating ‘participatory democracy’.
Shucksmith (2000, p. 209) denotes that a shift towards the common, grassroots
models of development can be determined if the models are “compatible with
building the capacities of excluded individuals and redistributing power towards
the least powerful”. Previous researchers have different opinion inclusive of (Shor-
tall & Shucksmith, 1998) argued that our conceptualization of integrated rural
development remains inadequate, and questions the uncritical use of develop-
ment rhetoric such as capacity building, empowerment and participation.

This paper wants to note that participatory approaches to research and
development could be criticized constructively based on the power of participatory
design applied to solving, granting legal right or empowerment. In addition, the
significance of participatory approach is determined by the proportion or level of
participants, practitioners, or professionals in academic. These experts help in
developing and analyzing the difficult nature of participatory philosophy and prac-
tices. On the other hand, Peripheral participation has been viewed as valid and
legal choice utilized by community members. Notably, participation could also be
viewed as both “the means and the ends” of development. The nature of participa-
tion having many sides adds to the complexity of conducting, designing, and eval-
uating participatory development projects. Thus, involving in participation
enhances positive experiences and it's always a social good for participants. Also,
it would lead to empowerment through community radio’s content development.

This paper also wants to highlight that welcoming or creating an avenue for
listeners to participate and make content development will enhance benefit. The
participatory approach argued that listeners participation is more profitable. This
implies that it enhances inclusiveness and development compared to passive
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recipients. In addition, this paper thus wants to note that most active listeners are
those who can itemize how the radio station had served, and valuable to them on
information about local happenings through the radio. It must also be noted that
participatory communication at the grassroots level enhances, promotes, and
revives cultural pride, self-esteem, and identity in vulnerable communities. Most
especially involvement of listeners in the public sphere and content development
will build participants whose voices count in the content.

Significantly, in situations where participation is inculcated as a dimension,
people are involved in the process rather than being human subjects of social
change campaigns (Radovac, 2015). Hence, involvement of participation in com-
munity radio stations content development emphasizes the predominance of
ownership over mere access. The argument states that a communication process
that is initiated and expressed by the community will promote equal opportunity to
members (Valencia & Magallanes, 2015).

Radio is a powerful tool in relation to communication and empowerment for
active listeners. However, it is noted that if community members and listeners are
not being empowered and fully engaged, this means that participation and pro-
ductivity are lacking. Hence, participation is essential for development and em-
powerment as described by amongst others (Bag, 2016). Considering the above,
community radio is an alternative to the mainstream media with a distinct prefer-
ence and focus on a particular community, selected geographically or by interest.
In addition, it is also portrayed as a development tool operated by indigenous or
local citizens. Community radios empowers listeners through education and
knowledge, as well as create opportunities to acquire new skills through its devel-
opment initiatives programs such as vocational and technical trainings. These
additional ways of knowledge acquisition can enhance the common citizen’s
capabilities, as well as create access to the private and public sector. Hence,
higher level of participation through content development would result in a tangi-
ble benefit for the participating individual and the communities at large.

According to Gaynor and O’'Brien (2017), community radio stations can be
used as a community’'s communication resource. This is shown by providing
opportunities for the under-resourced and rural communities, to not only express
themselves in their own language in a convenient manner and in ways they know
how, but at the same time listen to their own voices (Megwo, 2007, p. 52). Commu-
nity radio encourages listeners’ participation by granting the common people the
opportunity to have their voices heard on air. Voice as used contextually connotes
gaining access to communication technology gadgets such as phones, radios,
and program podcast of the radio station. All these resources are employed as
communication tools for the community benefits.

The premise of this paper is the idea that community radio is meant to be a
development tool. This is portrayed by making sure that listeners create content,
development content, and participate at every level of localized program presen-
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tations to enhance productivity. Therefore, these approaches are appropriate to
this paper since community radio’s mandates are built on trust and imaginative
improvements in content development-related messages. Hence, participatory
communication should be adopted extensively by community radio station’s pro-
gramming to enhance community capabilities and ultimately expand their listen-
ers understanding.

Uneven Participation in Media Content of Community Radio

The usefulness of listeners participation in radio broadcast and program-
ming cannot be over-emphasized. Participation plays a vital role in community
radio and when such platform like this does not exist then comes ups and down for
development initiatives. Participation “comes in a variety of forms” (Zakus & Lysack,
2011, p. 7). In line with the above, it is not easy to come about development initia-
tives programs that would be of great benefit to the media and community. To
that end, Carpentier (2011) grouped the common people’s involvement in media
activities into two interrelated forms as, participation in the media and participa-
tion through the media. These forms of participation are not similar by content
“participation in the media deals with participation in the production of media
output (content-related participation) and in media organizational decision-mak-
ing (structural participation)” (Carpentier, 2011, p. 68). On the other hand, participa-
tion through the media deals with the opportunities for mediated participation in
public debate and for self-representation in the variety of public spaces that char-
acterize the social (Carpentier, 2011).

Carpentier (201) further asserts and expatiates the differences in minimalist
and maximalist form of participation. In the minimalist form of participation, the
media professionals retain strong control over process and outcome, restricting
participation to access and interaction, to the degree that one wonders whether
the concept of participation is still appropriate. In order words, minimalist form of
participation from the above statement implies a way of misinforming or mislead-
ing people (community) with the notion of establishment while reducing power
simultaneously. In contrast, in the maximalist form, the consensus-oriented models
of democracy (and participation) emphasize the importance of dialogue and
deliberation and focus on collective decision-making based on rational argument
a’ la Habermas in a public sphere’ (Carpentier, 2011). Hence, Carpentier's contrast
gives expository clue on the discourse. Significantly, the two forms of participation
symbolize a set of sequences of participation that can be found on Arnsteins
(2020) ladder of citizen participation. In addition, to the above claims, Arnsteins
ladder of citizen participation is in sequence with non-participation at the lower
end of the ladder, token participation in the middle and citizen power at the apex
(Arnsteins, 2020). As shown in Figure 1 below, these stages of participation are
based on different levels.
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Figure 1: Ladder of participation (Arnstein 2020)

The above ladder of participation could be interpreted as follows, “In
non-participation” there is no participation, and the aim are to “enable power
holders to “educate” or “cure” the participants” (Arnsteins, 2020). Non-participation
is equivalent to Carpentier’s minimalist participation. “Token participation” entails
informing, consultation and placation. Here opinions are sought on development
initiatives but excluded at implementation and decision-making stage. “Citizen
Power” is the apex stage of participation where the marginalized communities are
given fair treatment without any prejudice or preferential treatment and are
involved in decision-making processes and resources (Tamminga, 2020). This is
also in line with Carpentier's (2011) maximalist participation. Klees et al. (2018)
argue that, for advocate of grassroots content development, participation has
become the benchmark of measuring the effectiveness of grassroots processes.
This paper, therefore, employed Arnstein’s ladder of participation as standard of
judgement for ascertaining content development as a catalyst to listeners partici-
pation in Forte FM's radio programming. Hence, Arnsteins ladder gives us an insight
and criteria on how to assess listeners or community participation in and through
the media. This will aid on how to ascertain content development as a catalyst to
listeners participation in Forte FM’s radio programming.

This paper also wants to establish that, community radio stations managed
by donor funds are influenced by the donors. Hence, people or community partici-
pation is declining in its activities and programming and in some documents, it
was questioned if participation in such contexts is genuine (Bessette, 2004). On the
other hand, considering the tokenism level on Arnstein’s ladder of participation
gives an insight that community radio encourages participation at different levels.
The question addressed in this paper is whether there are other forms or ways by
which Forte FM could involve listeners in its media content connected with different
levels of participation. However, the effect of listeners participation in media con-

Global Media Journal Turkish Edition, Fall / Guz 2023 Volume / Cilt: 14 Issue [ Sayi: 27 pp. [ ss.1-20



Foluke B. BAMIGBOYE « Oluyinka OSUNKUNLE

tent of Forte FM can be determined by the degree or rate of the commons’ partici-
pation in its content developmental programs.

Significantly, the apex (highest) level is embedded with the utmost power in
implementation and participation in media. Hence, participatory approach makes
power equality to be minimal, it “requires specific attention to not only the knowl-
edgeable, institutions and best practices of professionals, but also the knowledge-
able, institutions and best practice of communities” (Eversole, 2012). This is one of
the issues that community radios, and Forte FM as a participatory medium must
resolve to reach citizen power (Arnstein, 2020).

Another issue facing community radio is how to be evenly participatory, by
being focused on collective decision making (maximalist) in carrying the local
people along with development agents and vice versa. This paper wants to note
that Forte FM must always ensure participation of listeners at every level of pro-
gram presentation, to enhance productivity. Otherwise, in situations where active
participation is inefficient it becomes challenging. Thus, disempowering listeners
from participating will hinder the facilitation of the community’s communication
and promotion of local developments initiatives.

Theoretical Framework

This paper is underpinned by content- related participation. According to
Mhagama (2016), Community radio is a social process or event in which members
of the community associate together to design program and produce to air them,
thus taking on the primary role of actors in their own destiny. It was reported that in
the running of a radio, we take part when we present our programs to others about
how we have benefited from adopting modern health sector awareness, but also
when we learn from programs produced by fellow health programmers. Hence, we
are taking part in building the radio’s content with our program ideas. This is why it
is the local people’s voice that are heard in the programs of community radio sta-
tions.

As reported by Karaduman (2015), participation is used in an optimistic
sense regarding the empowering role of community media production and orga-
nization management. When ordinary people participate in program production it
can be seen as the most empowering aspect of community radio. By granting the
listeners such opportunities, community radio is living up to expectation by meet-
ing one of its objectives. Thus, Osunkunle (2008) opined that, it is important that
community radio stations involve their listeners in programming, content develop-
ment and management of the station if they are to fulfill their broadcasting man-
date and bring total development to the communities being served.

Furthermore, program production by ordinary people could come to play in
two forms, firstly, if community radio producer gets involved in the activities of
listeners’ by recording the activities and program audio clips which can be aired to
everyone. Secondly, if listeners can produce and record their localized programs
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with the aid of their cell phones then send the audio clips through social media to
the radio station for program production or as a form of program jingle for public
awareness, this idea would increase community’s participation. Hence, these
would motivate ordinary people’s participation and enhance community develop-
ment. In the same vein, it would enhance the radio station’s feedback mechanism
and productivity. In line with the above claims, ordinary people get involved on the
level of participation based on access to technical facilities and production
resources (Quick & Hall, 2015). Hence, this standard of participation can be regard-
ed as partnership which affords ordinary people the opportunity to contribute to
the programming of the community radio station.

In a related view, ascertaining listeners’ participation in media content of
Forte FM is strongly established by participatory communication theory which
holds that, individuals are involved in the decision making, programming, and
broadcasting of information relevant to the development of the community. It is a
model that emerged in the 1970s and gained its popularity in the 1980s. It emerged
as a counter balance to theories such as cultural imperialism (Order, 2015). Partici-
patory communication is defined as that type of communication in which all the
interlocutors are free and have equal access to the means to express their view-
points, feelings, and experiences (Faisal and Alhassan, 2018). Participatory com-
munication theory, therefore, promotes the involvement of communities in media
broadcasting and eliminates one-way flow of information as in modernization
paradigm.

Osunkunle (2008), reveals campus-based station (community radio) as a
community participatory radio, and that it is a tool for community development
through generation of knowledge and sharing. Hence, this paper aims to explore
content development as a catalyst for listeners participation in Forte FM radio. That
is, to see the kind of interactions that exist between Forte FM and its listeners. In
respect to the primary roles that Forte FM plays in a community amongst which are
serving as a medium and means of sending and receiving information, empow-
ered to reach a large heterogeneous audience simultaneously and penetrates to
the remote rural areas in Alice suburb regions. This paper wants to establish that
Forte FM radio improves the welfare of its listeners’ by performing the major char-
acteristics and functions a community radio serves which are to educate, inform,
entertain, and persuade its listeners amongst others in community development.

Communication as the life of a community has been examined by different
scholars. For instance, (Tobing, 2019; Megwa, 2020; Tsarwe, 2020) were of the view
that media such as Forte FM should be able to communicate development initia-
tives to community members and provide a platform for them to engage on con-
tent development programs. In this case, Forte FM radio is the message sender
while the listeners are the receivers. This means that effective communication is
being determined by senders and receivers in mass communication. While in mass
mediaq, the people in the media are always curious in talking than listening and this
undermines the level at which people communicate. This also makes people to be
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voiceless not because they have nothing to say, but because nobody cares to
listen to them (Servaes & Lie, 2015). This is one of the challenges a development
initiatives program or work encounters while carrying out a development-related
project in a community, withholding information meant for the recipients for devel-
opment projects.

This paper wants to note that participatory communication focuses on trust
to and listening as would-be recipients of development can voice out their con-
cerns and need, and trust the initiators of content development or projects, who in
turn are willing to listen to the voice of such communities. This means that develop-
ment projects must not just be carved or initiated by government or other develop-
ment agencies, but that such initiators must first visit, meet with, and listen to such
needy communities or people. This, therefore, helps to reduce the social distance
between the communicators and receivers (Servaes & Lie, 2015).

Typical communication theories stipulate that passing across message to a
heterogeneous audience in relation to development and social change, not nec-
essarily useful. Servaes et al. (1996) concluded the statement with this notion that
mass communication is less likely than personal influence to have a direct effect
on social behavior (Servaes & Lie, 2015). In addition, the participatory model of
communication emphasizes the significance of cultural identity of the common in
an identified society and government by all the people and participation at all
levels, down-top participation, international, national, local, and individual (Ser-
vaes & Lie, 2015). Participatory model focuses on the receiver (listeners) of the mes-
sage than linear model. This is also applicable in this paper, as members of the
community need to be incorporated and actively involved in the programming
and genres of Forte FM radio programs. Servaes (2015) asserted that participatory
model and “another development” approach are two sides of same coin, and also
Tsarwe (2014) views reveals that, freedom of speech should be an equal right for all
citizen irrespective of one’s status. Servaes & Lie ( 2015) expanded the above points
by adding that participatory model could be viewed in two different approaches,
the (UNESCO, 2005) and the (Tsarwe, 2014)- approach considering access, partici-
pation, and self-management (Servaes & Lie, 2015).

Sen (2003) and Servaes and Lie, (2015) have put forward their views on par-
ticipatory approaches, Freire opined on “the oppressed” while UNESCO used the
common word “the public”. The UNESCO approach portrays the media as commu-
nication tools and agents. In addition, self-management phase is the apex stage in
this approach which present the public as managers who oversees the community
media as well as its services. In contrary, the Freirian (1996), approach describes
the audience as participators and not as recipients, strives to check and balance
power from top-down to down-top participation, which aim to a sort of change in
control of the media, and treat everyone fairly without any preference to status in
the society. On the other hand, the UNESCO approach is not based on power struc-
ture but basically on communication as agents or tools for participation.
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Methodology

This paper made use of qualitative research method and descriptive
research approach to explore content development as a catalyst for listeners par-
ticipation in community radio programming. Berg (2004) notes that qualitative
research is adopted in many ways when dealing with several types of enquiries to
aid understanding and thereby explaining the meaning of a social phenomenon,
by providing a picture of a situation as it unfolds. Therefore, to achieve its aims,
people’s voice must be sampled qualitatively. In this paper, a descriptive research
approach was adopted to explore listener’s views. Focus group discussion was
conducted among the residents of Golf Course and Ntselamanzi both in Alice, in
the Eastern Cape Province, South Africa. To elicit a comprehensive data from the
participants in respect of the paper, two focus group discussions were conducted
comprising of eight (8) purposively selected participants from each residential
area making a total of 16 participants involved, ranging from the ages of 18 to 65,
comprising of both male and female.

The sampling frame focus only on listeners of the community radio station
who are active listeners of Forte FM radio programs. The focus group discussions
enabled the paper to complement and gathered a wide range of views on content
development as a catalyst for listeners participation in Forte FM radio program-
ming. The data collection processes were successful through the aid of a trained
research assistant. Hence, the focus group discussion was conducted in IsiXhosa
language, which is the commonly used language in the community and then inter-
preted into English Language.

Results

Golf Course focus group participant’s views on listeners’ participation in
the content development of Forte FM radio station

The responses gathered from Golf Course focus group discussion show that

Forte FM is a well-known community radio station which helps to inform and edu-
cate its listeners through its programming activities. This was revealed by Forte FM
listener while the focus group discussion at Golf Course was conducted. When
questioned to know if they do participate in content development programs of
Forte FM, participant 1 from the Golf Course focus group said that:

“| listen to the radio station on regular basis most especially when | am on

break at work, and before | go to bed. However, listeners are always encour-

aged to participate when programs are on air. Listeners greetings,

shout-out and simple conversations are usually welcomed on their pro-

grams in IsiXhosa Language” (FGP 1- Golf Course).

Participant 2 noted that:
“l am an active participant in Forte FM radio programs because it is the only
community radio located in my locality, where | can get community-based

Global Media Journal Turkish Edition, Fall / Guz 2023 Volume / Cilt: 14 Issue [ Sayi: 27 pp. [ ss.1-20



Foluke B. BAMIGBOYE « Oluyinka OSUNKUNLE

news. However, Forte FM communicates in our local dialect mostly which
makes us feel at home” (FGP 2- Golf Course).

The evaluation of the statement above implies that Forte FM community
radio encourages and accommodate listeners involvement through participation
through the media. The general view of all the participants from Golf Course focus
group discussion was that Forte FM serves the community interest. This view is also
supported by Mwaniki et al. (2017), who noted that community radio stations are
classified as small-scale decentralized broadcasting initiatives which are easily
accessed by local people, actively encouraged their participation in programming
and which include some elements of community ownership or membership. From
the above reflections it was confirmed that Forte FM listeners participate in some
programs of Forte FM radio station.

Ntselamanzi focus group participant’s view on listeners’ participation in
media content development of Forte FM radio station

The views gathered from Ntselamanzi residential area to know if listeners
participate in media content of Forte FM were also like Golf Course participant’s
views, participant 1 noted that:

“l usually tune to the radio station’s morning ride where listeners are being
updated with the situation report in the community and neighboring villag-
es or town. The accessibility of Forte FM’'s reception has motivated me to be
involved in their entertaining and informative programs” (FGP 1- Ntsela-
manazi).

Participant 2 also said that:
“The radio station always broadcast community’s need and economic
development programs without any break in transmission across the rural
communities in Nkonkobe municipality and this encourages me to keep
tuning to all their programs which are mainly commmunicated in IsiXhosa
Language for our benefit” (FGP 2- Ntselamanzi).

This view is also supported by Goswamy and Kashyap (2018) who observed
that the local media are important for social, and economic development,
because they are familiar with the needs of the local areas and allow free access
to the media. This, therefore, confirmed that Forte FM community radio’s bandwidth
is well received to motivate listeners participation in its programs. However, the
radio station must give room for listeners to implement various program ideas that
would form part of content development programs for Forte FM radio.

Golf Course focus group participants’ view on how often they participate in
contributing to media content of Forte FM

The general views of the participants at Ntselamanzi focus group discussion
was related to that of Golf Course. However, this paper asked the focus group par-
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ticipants at Golf Course how often they participate in contributing to media content
of Forte FM? Most of the Golf Course group participants revealed that Forte FM pro-
grams are always on air on regular basis. Their programs educate, informs, and
entertains listeners’. Participant 3 revealed that:

“The radio station works 24 hours daily and gives room to add some com-

ments and suggestion on daily basis through public announcement, on-

line platform, which is an unlimited avenue for listeners interaction and

participation” (FGP 3 — Golf Course).

In addition, participant 4 attested to the regularity of her participation in
media content of Forte FM. She expressed herself by saying “They always involve
listeners. | always participate in their morning programs. My mother also honors the
radio station’s invitation as a guest in public sphere to enlighten the public on topi-
cal matters” (FGP 4- Golf Course).

In a nutshell, Golf Course focus group participants revealed that Forte FM
allowed its listener’s partly participation in media content development through its
public sphere programs. This makes its media content relevant to their media
needs and aspirations. This view is also supported by Osunkunle (2008) who noted
that community radio stations ought to provide platforms for listeners to contribute
to issues that affect them, so that they are part of their development. The partici-
patory theory also noted that listeners are to participate regularly in the content
development of community radios, to have the station and to be a community
radio indeed (Servaes & Lie 2015).

Ntselamanzi focus group participants’ view on how often they participate
in contributing to media content of Forte FM

The views gathered from Ntselamanzi residential area on how often listeners
participate in contributing to media content of Forte FM was related to that of Golf
Course. Participant 3 said that:

“Forte FM operates at a bandwidth which is accessible in these selected
areas of the paper, and so the reception is always audible. The accessibility
of the radio programs encourages listeners involvement in the media con-
tent of the radio station” (FGP 3- Ntselamanzi).

In addition, respondent 4 noted that “Forte FM’s frequency is always recep-
tive, and this motivates listeners regular participation in its local programs” (FGP 4
- Ntselamanzi).

A community radio’s reception must be audible without any obstruction to
its audience to enhance effective communication. Forte FM bandwidth was reflect-
ed from the above focus group report to be easily accessed by its audience. This
view is also supported by Costa et al. (2013), who argued that top-down approach
to building modern community radio will ultimately result to developmental sector
whose incentives and purpose will ultimately move away from accepted definition
and understanding of community radio. Alternative media are established for the

Global Media Journal Turkish Edition, Fall / Guz 2023 Volume / Cilt: 14 Issue [ Sayi: 27 pp. [ ss.1-20



Foluke B. BAMIGBOYE « Oluyinka OSUNKUNLE

people by the people, to empower the common group of people by enabling them
controlling the contents and operations of the radio station.

Golf Course focus group participants’ view on participating in the activities
of Forte FM

It was important to find out from the participants if they do participate in the

activities of the radio station, and in response to this, participant 5 opined that:
“Yes, the community radio involves listeners in its programming through
phone-in programs. We are not involved in the planning of the programs,
but we only participate when issues or questions are raised and we con-
tribute by calling in with our mobile phones and through the social medium
platforms, or make comments on Facebook page, WhatsApp and we
always make “shout—out” to our friends in our indigenous language via our
phone when a program is on-going. We also select the music we like to
listen to, to suit our interest” (FGP 5- Golf Course).

Additionally, participant 6 at Golf course focus group discussion suggested
that the radio station does not involve listeners in its activities as expected, he
stressed that, “The radio station ought to mandate its role as a community radio by
seeking the community’s view before program was presented” (FGP 6- Golf
Course).

Most of the participants sum it well by commending Forte FM radio station on
its act to public debate which motivates special guest that always enlighten the
listeners on air most especially on health issues. However, this paper wants to note
that Forte FM must consistently seek listeners views through an innovative partici-
pation, by inviting them to their various content development programs to fulfill its
mandate as a community radio station. This view is also supported by Gilberds and
Myers (2012), who opined that the innovations of new digital technologies with
radio will enhance the ability of ICTs to contribute to development outcomes by
facilitating and expanding opportunities for participation in alternative media.

Goggin and Clark (2009) noted that a lot of people have access and make
use of mobile phones, the grassroots individuals have great opportunity to use
mobile phones to meet their communication needs.

Ntselamanzi focus group participants’ view on participating in the activi-
ties of Forte FM

In the same vein, the focus group discussion at Ntselamanzi is closely tied to
the Golf Course focus group discussion which elucidated the opinions of the partic-
ipants regarding their participation in the activities of Forte FM radio station. Aside
from the involvement of the listeners in phone-in-programs, participant 5 from
Ntselamanzi focus group said that:

“I am an active listener of Forte FM radio. He emphasized that he usually
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gets involved in the entertainment programs of the radio station by calling
the presenter often for his favorite music. Hence, listeners are involved in
writing letters and production of some prelude musical contents which can
suit the presentation of program locally” (FGP 5-Ntselamanzi).

This opinion was buttressed by participant 6 during the focus group discus-
sion, who also said that:

“The presenters are community friendly and usually present pressing
issues that affect the community. He also noted that community radio
involves listeners in all its public sphere programs by asking for suggestion
from listeners on how their programs could be more impactful. The radio
station always broadcasts community news across the rural communities
in Nkonkobe municipality and this encourages me to keep tuning to all its
programs which are mainly communicated in IsiXhosa language for our
benefit” (FGP 6-Ntselamanazi).

From the responses above, it is evident that community radio’s entertain-
ment program is often conceptualized with little listener’'s involvement in program-
ming and interaction. Mhagama (2016) notes that when program contents are
produced without the participation or involvement of listeners, then there comes a
problem as the program would not benefit the listeners. This view is also supported
by Karaduman (2015), who notes that it is the local people’s voice that are heard
mostly in programming of community radio station. When marginalized groups of
people participate in program production, it can be seen as the most empowering
aspect of community radio.

Golf Course focus group participants’ view on development activities that
increase listeners’ participation

When inquired about their opinion on some development activities that can
increase listener’s participation, the participants were of the view that it is the com-
munity in community radio - the community radio cannot live to expectation with-
out the community. Participant 7 suggested that:

“Forte FM radio has been helpful in provision of social amenities and
urges the radio station to ensure its even distribution to the community but
emphasized that a lot must be done to increase listener’s participation on
the part of the radio station” (FGP 7- Golf Course).

By establishing some groups of people, consisting of members of the com-
munity in the form of committee, who could give useful contributions and program
ideas to the radio stations programming. By so doing, members of the community
could be granted the opportunity to increase their content participation and
development in the activities of the radio station”.

Participant 8 noted that again, “If Forte FM radio could invite members of the
community through the publicity medium of the community into meeting where
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programming issues are to be discussed, | think this would increase audience and
content participation of the radio station” (FGP 8- Golf Course).

This view is also supported by Milan (2009), who opined that community
radio needs to be not only a channel to transmit to people, but also a means of
receiving from them; not only an instrument to hear from or about the world, but
the peoples voice, to make their voices heard.

Ntselamanzi focus group participants’ view on development activities that
increase content development

When inquired about their opinion on development activities that increase
content development, much of what was said at Golf course focus group discus-
sion was closely tied to the views at Ntselamanzi. However, the participants
revealed that community radio can increase listener’s participation in the commu-
nity through their content development initiatives. Ntselamanzi focus group partic-
ipant 7 said that:

“Forte FM radio station should organize and increase its staff strength and
organize training for the staff, so that they can educate the community
properly and invite more important personalities to their programming”.
The community radio station can increase listener’s participation by send-
ing letters to the community where their views can be sought on a particu-
lar issue bordering the community through musical requests, greetings as
well as phone-in-programs” (FGP 7-Ntselamanzi).

Participant 8 adds that “The radio station should also go directly to the com-
munities and ask them about their coommunity needs, so as to meet their pressing
needs” (FGP 8- Ntselamanzi).

This opinion was buttressed by participant 8 who noted that:
“The radio station should organize listening clubs where interesting issues
will be addressed to increase listenership rate and broaden the listener’s
knowledge in relevant areas. He also adds that Forte FM radio station
should try and organize a form of relieve materials or gift to their listeners,
to encourage more participation.”

Most of the participants also said that the community radio needs to intensi-
fy more efforts on the community’s needs and empowerment program to increase
its listenership rate and content development programs. This shows that participa-
tion is essential for development and empowerment through community radio.
Listener's participation through content development in radio broadcast and pro-
gramming is very important in community radio, and when such platforms do not
exist then comes a decrease in development and listenership rate of the con-
cerned radio station. This view is also supported by Faisal and Alhassan (2018), who
argued that, for advocates of grassroots developments, content development and
participation has become the benchmark for measuring the effectiveness of
grassroots processes.
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Discussion

From the data collected for this paper, the adoption of indigenous language
as a major medium of communication by Forte FM to its audience enhances fair
participation in its media content development. World Bank argues that communi-
ty media assist the common to interchange information in indigenous languages,
motivates debate on developmental initiatives and encourage ordinary people to
identify and get more opportunities (World Bank Group, 2004 cited in Panos, 2005,
p. 20). The use of local dialect for broadcasting accommodates everyone and
makes them feel at home as attested by the participants during data gathering.
This paper wants to note that the adoption of indigenous language as a medium
of communication enhances content development in Forte FM programming. It
also broadens their understanding of the intended message to be communicated.

In accordance with language and constitutional framework of South-Africq,
the birth of democracy in 1994, reflects its constitutional policy of official multilin-
gualism, with the adoption of nine major African Languages to complement English
and Afrikaans nationally, including Ndebele, Northern Sotho, Southern Sotho, Swati,
Tsonga, Tswana, Venda, IsiXxhosa and Zulu. However, the utilization of IsiXhosa Lan-
guage by Forte FM presenters to its communities encourages accessibility and
content development participation through the media in all the programming of
Forte FM radio. In addition, language is marketable if it has the potentials to serve
as a tool and means by which it users can meet their material needs (Bamigboye
et al, 2017). Hence, IsiXhosa language is a vital instrument Forte FM radio uses to
meet the communication and developmental needs of Golf Course and Ntsela-
manzi residences in Nkonkobe Municipality.

This paper wants to note that the availability of Forte FM as the only commu-
nity radio in Nkonkobe Municipality affords the communities the opportunity to
have their voices counted beyond their jurisdiction. This, therefore, expands their
access to what they value doing. More so, this is in line with section 29 (2) of South
Africa Constitution which stated that; everyone has the right to receive education
in the official language or languages of her choice in public educational institu-
tions, where that education is reasonably practicable. This implies that receiving
educative information and diverse content development ideas from listeners in
IsiXhosa Language is considered an access for exploring content development as
a catalyst for listeners participation in media content of Forte FM.

In respect to the paper participants’ view, indigenous language (IsiXhosa)
was a key factor in attracting Forte FM listeners. This is for the fact that the radio
station broadcast mainly in local dialect to its heterogeneous audience, to ensure
effective communication to all irrespective of one’s status and class. This was por-
trayed in their involvement in the programs of the radio station through writing of
letters, phone-in-programs on air, musical request, greetings, dedications, and
simple conversations.
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This paper wants to establish that the focus group discussions portrayed
community radio as a vital instrument to integrate the grassroots populace. The
literature examined also reported that radio is one of the most common electronic
devices for receiving information. It was shown in this paper that community citi-
zens are not involved in production of media output and organizational deci-
sion-making but participate in public spheres and debate forums. They are
engaged as guest presenters for topical issues in radio programs production, as
well as participating through Forte FM'’s social platform. Listener’s call-in when a
program is being broadcast, through comments, suggestions, greetings, and mu-
sical request amongst others. Giving these scenarios, significantly, Arnstein (2020)
ladder of citizen participation and Carpentier (2011), minimalist and maximalist
versions of participation best justified content development as catalyst for listen-
er's participation in the programming of Forte FM radio station. Obviously, commu-
nity radio generally and Forte FM is being used to expand ordinary people’s capa-
bilities.

Additionally, the opinion of listeners on development activities that can
increase participation in media content of Forte FM radio station shows that the
gap that exist between Forte FM radio station and its listener’s is not fully filled in
terms of “citizen’s power”. This, therefore, implies that maximalist participation is
lacking in Forte FM radio station against the notion of participatory theory of com-
munication that emphasized on listener’s involvement in community media pro-
gramming.

Recommendations

This paper recommends that although Forte FM radio station broadcast
more developmental programs, there is a need to improve and set agenda on pro-
gram content, focusing more on community-based development programs such
as implementing empowerment initiatives for citizens well-being. This would
increase Forte FM's listeners involvement to fully operate on the maximalist ver-
sions of participation.

This paper recommends interactive radio programing for Alice community
through talk shows format, promoting community-based related messages via
live videos with influential community members, health workers, advocacy groups,
and representatives. This would complement the community videos and demos
that Forte FM community radio produces annually or quarterly. Hence, listeners’
participation would be positively impacted.

Additionally, employing indigenous language such as IsiXhosa to make
request for program ideas from community leaders, stakeholders, and community
members would indeed broaden the significance of Forte FM’s content develop-
ment, as a catalyst for listeners participation to Alice commmunity and its environs.

Forte FM would benefit from the findings of this paper by adopting an effec-
tive feedback mechanism that would give room for useful contributions on pro-
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gram ideas, and insights from the community members. The feedback platform
would be centered on creating content development and programs focusing
community related issues that requires attention. This will encourage other com-
munity media to replicate Forte FM'’s successful practices.

Conclusion

In conclusion, this paper has explored the role of content development as a
catalyst for listener participation in Forte FM radio. Through our focus group discus-
sions, we have illuminated the significance of radio as a powerful tool for integrat-
ing grassroots communities. However, the findings presented here go beyond the
conventional understanding of listener participation in community radio, empha-
sizing that it is not limited to mere engagement with media content or organiza-
tional decision-making. True participation extends to the very heart of community
radio, encompassing the establishment and management of the radio station
itself.

In this context, participation takes on various forms, ranging from active
involvement in program presentation, as we have highlighted in this paper, to the
input provided by listeners through shout-outs to friends, online platforms, and
public sphere programs. Moreover, community radio stations can benefit signifi-
cantly from receiving program ideas from their listeners, which can be harnessed
for the betterment of both the audience and the radio station itself through effec-
tive feedback mechanisms.

Furthermore, this paper underscores the critical importance of listener par-
ticipation in both media content creation and the development activities of com-
munity radio. By doing so, marginalized communities can foster democratic par-
ticipation by empowering ordinary individuals to identify and define community
issues and work collaboratively to find solutions. This approach not only encourag-
es bottom-up participation, as emphasized in this paper, but also holds the poten-
tial to pave the way for a more inclusive and vibrant commmunity radio landscape.
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oz

Teknolojinin geligmesiyle degisen ve cesitlenen kitle iletisim araglarindan biri de stiphesiz radyodur. Geleneksel medyanin yayin
cesitleri her ne kadar dijitale taginmig olsa da, mevcut bilindik haliyle yayin hayatina devam etmektedir. Ancak podcast bugunku
mevcut kimligini dijital medyayla kazanmustir. Dijitallesen medya ortamlari ile beraber izler ve dinler kitlenin mevcut iletisim ortam-
larina uyum sagladigi géralmektedir. Bu ortamlardan biri de podcasttir. igerik olarak gesitliligi ve erisilebilirlik anlaminda bu
iceriklere aninda ulagabilmenin mumkan olmasi sebebiyle podcastler ginimuzde radyoya rakip gosterilmektedir. Bu caligmada
podcast dinleyicilerinin hangi tir podcastleri dinledigi ve daha ¢ok hangi motivasyonlarla podcast dinlemeyi tercih ettigi tespit
edilmeye caligiimigtir. Ayrica, calismada dinleyicilerin dijital bir platform Grina olan podcasti geleneksel bir iletisim araci olan
radyoya tercih etme sebepleri de sorgulanmigtir. Bu baglamda 4 kadin, 4 erkek olmak Uzere toplam 8 podcast dinleyicisiyle odak
grup géruasmesi yapilmistir. Gérigmeler sonucunda katiimcilarin podcast dinlemeyi radyo dinlemeye tercih ettigi gézlenmistir. Bu
tercihin temel etkenleri samimiyet, 6zgur yayincilik ortami ve ulasilabilirlik olarak tespit edilmistir. Ayni zamanda yeni medyanin
eszamansizlik ve anindalik ézellikleri sebebiyle yer ve zaman fark etmeksizin podcast dinleyebiliyor olmak da katiimcilarin podcast
dinleme sebebi olarak gézlenmistir.

Anahtar Kelimeler: Radyo, Podcast, Dinleyici

ABSTRACT

With the advancement of technology, one of the changing and diversifying mass communication tools is undoubtedly radio.
Although the types of traditional media have been transferred to digital platforms, they continue to maintain their traditional
position. However, podcasts have gained their current identity with digital media. It can be observed that with the digitization of
media platforms, the audience adapts to the existing communication environments for watching and listening. One of these
environments is "podcast’. Due to its variety of content and accessibility, podcasts are considered as competitors to radio today.
This study aims to determine the types of podcasts that listeners listen to and the motivations behind their preference for podcast
listening. Moreover, the reasons why listeners prefer the digital platform product, podcast, over the traditional communication tool,
radio, are also examined. In this context, focus group interviews were conducted with a total of 8 podcast listeners, consisting of 4
women and 4 men. As a result of the interviews, it was observed that the participants prefer listening to podcasts over listening to
radio. The main factors behind this preference were identified as intimacy, a free broadcasting environment, and accessibility.
Additionally, due to the asynchronous and instantaneous nature of new mediq, the ability to listen to podcasts regardless of place
and time was also observed as a reason for participants’ podcast listening.
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Giris

Medya igerikleri ve medya ortamlari ilk gtnlerinden bu yana teknoloji ile
birlikte gelismektedir. iletisim eylemini teknik bilgi ile birlestiren medya kendine
farkl yollar ile ulagim imkdani bulabilmektedir. Gelisen ve degdisen ekonomi anlayisi
ile bireye ulagan iletisim araglar artik kitlelerle etkilesime girebilmektedir. Kendini
birden ¢ok kigiye ulastirabilen mesaijlar kitlelerin yeni haber alma ve iletisim geklini
de olusturmaktadir (Kejanhoglu, 2004; Geray, 2003; Aziz, 2012). Ses dalgalarinin
kullanimi ile kitlelere ulagabilen radyo ise ilk gunlerin bu yana kendine yenilikler
icinde bir yer bularak dinleyicisine ulagmayi surdirmektedir. Yeni medya ortam-
larini kendi karakteristik 6zellikleri icin kullanabilen radyolar, bu baglamda sosyal
mecralardan ve dijital medya ortamlarindan yararlanarak dinler kitleye yeni
medya mecralarindan da ulasabilmektedir. Yapilan akademik ¢alismalarla birlikte
radyolarin yeni medya mecralarinda yer almasi ve radyolarin yeni medyayi
kullanimi incelenen konular arasinda olmustur. Yapilan c¢aligmalarla birlikte
radyonun dijital ortamlarda ne yénde bir varlik gésterdigi, kat ettigi yol ve izleyecegi
yeni adimlara dair fikirler dne strdlmugtar.

Yeni medya ortamlarinda kendine yer bulan radyo geleneksel medyadaki
kimligini de yeni medya kimligine eklemektedir. Podcastler ise bu noktada
radyonun yeni hali olarak dijital ortamlarda kendine yer bulmaktadir. Turkoglu ve
Agca (2021) yaptiklar ¢alismada, NTV Radyo'nun podcast programlarinin yapisal
analizini ortaya koymus ve dinleyicilerin podcast yayinciliktaki tercihleri dogrul-
tusunda profesyonel kisiler tarafindan hazirlandigi buna ragmen dinya genelinde-
ki podcast yayincihga goére gelismesi gerektigi sonucuna ulagmisglardir. YUcel
(2020) caligmasinda podcastin ortaya gikisi ve gelisimini incelemis ardinda guincel
verilerle durum analizi yapmistir. Sonucunda ise podcastlerin ekonomik deger
kazanma sureglerini ortaya gikartmaya caligmistir. Kaynar (2021), podcast dinleme
ahskanliklarini inceledigi calismasinda, podcast dinleyicilerinin akici, samimi ve
reklamsiz igeriklerin yer almasi sebebi ile podcasti tercih ettikleri sonucuna
ulagmigtir.

Radyo ile birlikte seslerin birden fazla kigiye frekanslar kullanarak ulagmasi,
yeni medya igerikleri ve iletigim sekillerinin olugmasina éncultk etmistir. Once ses
kalitesini ve yayin aglarini artiran radyo, ardinda dijital teknolojilerle birlikte ses ve
veri kaybl yasamadan dinleyicisine ulagabilmektedir. Yeni medya ile dinleyicilerin
de artik kendi radyo yayinini yapma veya podcastler ile dinleyicilere ulagsma imkani
bulunmaktadir (Tekinalp, 2011, ss. 53-54). Radyo istasyonlarina ek olarak dijital din-
leme platformlarinda ytkselen podcastler ise yeni radyolar olarak gérulmektedir.
Cok cesitli konularda, gesitli kisiler ve géruslerde seslerin yer aldigi podcastler yeni
medyanin radyoya ek olarak getirdigi bir yenilik olarak gérulmektedir. Mobil olarak
tuketilen medya igeriklerine yeni bir olanak saglayan podcast, 2000’ yillarin bagin-
da geligmeye baslayarak dinleyici kazanmaktadir. igeriklerin eg zamanli takip
zorunlulugunu da ortadan kaldiran podcastler, mobil olarak ulagilan ortak begeni
mecrasi haline gelmektedir. Podcastler dinleyici sayisini artirmasiyla birlikte
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geleneksel medya ile etkilesimli bir sekilde varligini surdirmektedir (Turkoglu &
Agca, 2021; Yucel, 2020; Gurbuz, 2021; Kaynar, 2021).

Caligmanin temel amaci, elde edilen bulgularla degisen radyo dinleme
ahgkanliginin podcast dinleyiciligine evirilmesinin nedenlerini ortaya ¢ikartmaktir.
Bu arastirmanin temel amaci, dinleyicilerin radyo mu yoksa podcast mi dinledikler-
ini sebepleri ile ortaya cikartmaktir. Elde edilecek verilerin ileriki galismalara fikir
verecegi gibi radyo ve podcast yayinlarinin igerik ve olusumuna katki saglayacagi
dusunulmektedir. Radyo ve podcast dinleyicilerinin tercih sebepleri, bu agamada
gosteriimeye c¢alisilmig, dinleyici tercihlerinin  degerlendirilmesi sonucunda
kapsamli bir veriye ulasiimasi amaglanmaktadir.

Literatlir Taramasi
Gegmisten Bugiine Radyo

iletigim, ilk gunlerinden bu yana surekli bir devinim ve degisim strecindedir.
Yeni teknolojileri bunyesine katarak iglevini surduren iletisim, her daim bu yeni
teknolojilerden yararlanmistir. Telgraf teknolojisi ile birlikte radyonun da temelleri
atiimaya basglamigtir. James Clerk Maxwell ile birlikte tarinlenmeye baslayan radyo,
bir dizi geligsim sUreci gegirmigtir. Maxwell 1860-1864 vyillari arasinda yaptigi
calismalarla birlikte elektromanyetik dalgalarin sesi aktarabilecegini kegfetmis,
ardindan ise Heinrich Herts Maxwell'in kesfini gelistirerek uygulamaya dékmustar.
Herts olarak bilinen elektromanyetik dalgalarin sesi tagsimasi ve ardindan bu dal-
galarin bir aragla tekrar sese dénusmesi islemi bodylelikle gergeklesmistir. Gugliemo
Marconi ise insan sesinin elektromanyetik dalgalarla génderilmesini deneyen ilk
kisi olmus ve 1895 yilinda italya'da bir millik mesafeye ses dalgalariyla insan sesi
ulastirmayi basarmistir. Ayni stiregte pek ¢ok birbirinden habersiz bilim insani radyo
konusunda kesifler gercgeklestirmisg, farkli konularda radyonun gelisimine katki
saglamiglardir. 1920'li yillarda basglayan radyo yayinlarinda énce gemilerde telsiz
teknolojisi olarak kullanilan elektromanyetik dalgalarin ses tasimasi islevi, artik
bugun bilinen radyo haline 1920l yillarda gelerek yeni bir iletisim aracina
dénugmustur. Amerika Birlesik Devletleri'nde 1920'de baslayan radyo yayinlari,
ardindan 1922'de ingiltere, Fransa ve Sovyetler birliginde, 1923 yilinda ise Alman-
ya'da baslayarak ardindan kisa bir sirede tum dinya ¢apinda yayilmistir (Aziz,
2012; Tekinalp, 2011; Soydan, 2016; Caglak, 2016). Geligen teknolojiyle birlikte radyoda
yayinlar baslamig ve artik bir kitle iletisim aracina dénasmustar. Yapilan geligtirm-
elerle birlikte radyo dinler kitlesini gegen surecte artirmigtir. Ozellikle ikinci DUnya
Savasi'nda bir propaganda araci olarak kullaniimasi radyonun gelisiminde érnek
tegkil etmektedir. 1935 yilinda frekans modulasyonu (FM) bulunarak kiiguk alanlar-
da etkili ses aktarimi ile radyo yayinlarinin gelismesinde katkida bulunmustur (Aziz,
2012; Tekinalp, 2011; Kotan, 2016). Etkililigi artan radyo yayinlari ilk ginlerinde muzik
ve haber Uzerine iken ilerleyen stregte bunlarin yani sira Talk Showlar, Kaltar Pro-
gramlari, Spor Programlari gibi iceriklere sahip yayinlar yapmaya baglamistir
(Algully, 2017, s. 39).

Global Media Journal Turkish Edition, Fall / Guz 2023 Volume / Cilt: 14 Issue [ Sayi: 27 pp. [ ss. 21-35



Radyo Dinleyiciliginden Podcast Dinleyiciligine: Degisen Dinleme Aliskanliklar

Ulkemizde ise radyonun gelisimi diger Ulkelerin gok gerisinde kalmadan 1927
yiinda baslayarak zamanin gerekliliklerine ayak uydurmustur. 6 Mayis 1927'de
TTTAS tarafinda baslanan yayinlar bir 6zel girisim ile faaliyete gegmistir. 1936 yilina
kadar suren bu yénetim sonrasinda ise radyo yayinlari PTT araciligi ile yarattlmeye
basglamistir. 1936-1940 yillar arasinda PTT ile yUratdlen radyo yayinlari igin daha
sonra ise radyo yayinlarinda hukimet dénemi baslamigtir. 1940 yiinda Matbuat
Umum Mudurltigu yayinlari yaritmeye baslamis ardindan ise "‘Radyo Dairesi” ve
"Radyo Fen Heyeti" olarak bu iki daire ile strdtrdlmustar. 1961 yilinda ise yasanan
askeri mudahale ile radyo yayinlari da degisime ugramistir. 1961 Anayasasinin 121.
maddesinin 359 sayill TRT yasasi ile kurum kurulmusg bir yil sonra 1 Mayis 1964 tari-
hinde yurarluge giren yasayla birlikte TRT bunyesine alinan radyo yayinlari 1990
yillarin bagina kadar TRT tekelinde sirmustdr (Aziz, 2012; Cankaya & Yamaner, 2012;
Tekinalp, 2011; Tonus & Kicir, 2020; Sarmagik, 1985). Ozel radyo ve televizyonlarin
kurulmasi ile bir dizenleme gerekli hale gelmis ve RTUK bu amagla kurulmustur.
1994 yiinda 3984 sayill kanunun yurarlige girmesiile radyo ve televizyon yayinlarini
duzenleyici bir kurulug Turkiye'de faaliyete gecgmistir. Kendi yasasina uymayan
iceriklere yaptinnm uygulama yetkisi ile RTUK geleneksel medya igeriklerini duzenle-
mektedir. (Geray, 2003). Bdylelikle radyo ve televizyon yayinlarinda belirli kurallar
cergevesinde duzenli bir yayincilik olusturulmasi ve denetlenmesi gergeklesmistir.

Radyonun Web Ortamina Taginmasi

TRadyonun degisen teknolojik altyapisi ve iletisim ortamlarinin dijitallesmesi
ile radyolar da yeni iletisim teknolojilerine uyum saglamaya baglamiglardir. Kul-
lanilan yeni teknolojilerle birlikte radyolar da web ortaminda kendine yer bul-
muglardir. Radyolarin sahip oldugu ses aktarim yetenegi gesitli geligmelerle birlikte
bilgisayar ortamina tasinmistir. Bilinen radyo yayinlari bilgisayarlara aktarilip,
burada web ortamina tasinarak dinleyicilere bir bilgisayar veya web yayinina
ulasabilecegi bir alici ile iletiimektedir. Sadece bilgisayar Gzerinden degil, gerekli
teknolojik altyapiya sahip aletlerden (cep telefonu, tablet vb.) bu yayinlara ulasim
imkani dinleyicilere sunulmaktadir (Coskun & Demirkiran, 2016). Radyo yayinlarinda
dagitimin dijitallesmesi olarak baslayan sure¢ sonrasinda igerik Uretimlerinin de
dijitallesmesine gegis yapacaktir. ik olarak dagitimin  dijitallegsmesi ise web
ortamindan radyo igeriklerinin dinleyiciye ulagmasi ile olugmustur. Yakinsama ile
birlikte radyo yayinlari artik sadece az kisiden ¢ok kisiye ulasan degil, dijitallesme
sayesinde herkesten herkese ulasabilen bir hale gelmistir (Sedat, 2020). Geleneksel
radyo igeriklerinin internetin iletisim teknolojilerine katilmasi ile radyolarin dijital
dunyada yer alabilmesi, radyo iceriklerinde bir farkliliktan ziyade aktarimda bir
farklihga sebep olmustur. Radyo icerikleri ayni kalarak geleneksel radyoculuk yeni
bir ortamda surdurudlebilir bir hale gelmistir. Web’in sagladigi yeniliklerle birlikte
radyo, dinleyicilerini dijital dinyada da karsilamaktadir. Radyo yayinlarina hem bir
destek hem de yeni iletigsim teknolojileri ile alternatif olarak yeni web ortamlarinda
podcastler ortaya ¢ikmaya baslamiglardir. Radyo yayinlarinin yani sira kendi 6zel
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icerikleri ile de podcastler dinler kitleye ulagsmaya baslayarak ginumuze kadar
suren bir geligsim gecgirmistir.

Yeni Medyanin Yeni Radyosu: Podcast

Yeni gelisen bir dijital sézlG kaltar alani olarak gdsterilen podcast, Apple
firmasinin gelistirdigi muzik dinleme cihazi ipod ve ingilizce yayin anlamina gelen
broadcasting kelimelerinin birlegmesinden olugmaktadir (Cogkun & Demirkiran
2016; Turkoglu & Agca 2021; Madsen, 2009). ilk olarak 2004 yilinda kullanilan pod-
cast kelimesi ertesi yil New Oxford American Dictionary tarafindan yilin kelimesi
secmistir (Jham vd., 2008, s. 278). Dijital ortamlarda olugturulan igeriklerin RSS
teknigiyle dinlenme aracglarina aktarilarak igeriklerin zamandan ve mekdndan
bagimsiz bir sekilde erigilebilir olmasi podcastle gergeklesmistir. Adam Curry
tarafindan yapilan ilk podcast yayininin ardindan podcast yayinciigi herkesin
ulagabilecegi bir ugras haline gelebilecektir. ilk yillarinda gelir olarak bir karsilik
vadetmeyen podcastler, daha sonra gesitli dinleme platformlari (streaming) ve
6zel podcast platformlarinin ortaya ¢ikigiyla birlikte Gcretli igeriklere dahil olmustur
(Gulsecen vd.,, 2010; Isik vd., 2011; Budak, 2021). Dijitallesen iletisim araclari ile sadece
iceriklerin aktarimi degil ayni zamanda igeriklerin olusumu da dijitallesmeye uygun
hale gelmektedir. Yayin teknolojilerinin yayginlagmasi ve igerik Uretiminin dinler
kitleye ulagsmasi ile yayinlar rekabet sahasini gelistirmislerdir. Artik dinler kitle de
icerik Uretip, dijital ortamlarda yayinlayabilmekte, iceriklerini dinleyicisiyle
bulusturabilmektedir (Sedat, 2020). Radyoya 6zgu icerikler de artk bu alanda
hevesli kigiler tarafindan olusturulabilmektedir. Dijital bir dinleme iceridi olarak,
istenen konuda gelistirilen igerikler ve yayinlarla podcastler, dijital ortamlarda din-
leyicilerle bulusturulabilmektedir. Gerek yeni icerikler gerekse iletisim araglarinda
yayinlanan gunluk yayinlarin kayitlari podcast iceriklerine dahil olabilmektedir.

Podcast igeriklerinin olusturulmasi, hem kurumsal hem de bireysel olarak
gerceklesebilmektedir. Kisiye 6zel olabildigi gibi ayni zamanda kurumsal olarak da
podcast yayinlari gérulebilmektedir. Cesitli platformlar iginde yer alabildigi gibi
sadece podcastlere 6zel uygulamalar da géralmektedir. Farkh platformalar Gzerin-
den yayinlanan podcastler baglica, Apple ile sunulan Podcasts, Google Podcasts,
Youtube ve Youtube Music, Soundcloud ve Spotify platformlar Gzerinden dinler
kitleye ulasmaktadirlar. Podcastler tek bir kisi ile yapilabildigi gibi birden fazla kisi ile
de olusturulabilmektedir. Podcastlerin igerikleri ve formatlarina gére yayinlarda
interaktif katihmli icerikler de gérulebilmektedir. Dinleyicilerden gelen igerik 6nerileri,
mesajlar gibi dinleyici goérugleri ilerleyen programlarda kullanilabilmekte, podcas-
tlerin icerigini destekleyebilmektedir. Bireysel olarak yapilabilen podcast yayinlari
ayni zamanda kurumsal olarak da yapilabilmektedirler. Podcastler icerik olarak da
egitim, saglik, kaltar, sanat, spor, haber, muzik, magazin, eglence gibi farkli konular-
la da dinleyicisine ulasabilmektedir. Zamansiz, cabasiz, internetsiz ve ézgur igerik
olusturabilme ile yeni bir yayincilik dinleme imkéni, podcast yaynlariyla saglan-
maktadir. Kendini dinya ¢capinda kanitlayan podcast serisi ise 2014 yilinda yayinla-
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nan ve 5 milyon dinlenmeye ulasan Serial isimli podcast yayini olmusg, 12 bélim
surmustur (Jhom vd., 2008; Budak, 2021; Gulsecen vd., 2010; Isik vd., 2011; Aktuglu &
inceismail, 2021). Ulkemizde yapilan podcast yayinlari arasinda en populer 5 yayin
siraslyla; Mesut Sure ile Rabarba, Merdiven Alti Terapi, Barig Ozcan ile 111 Hz, Meksika
A¢cmazi, Ortamlarda Satilacak Bilgi olarak siralanmaktadir (Podtail, ty.). Dunya
capinda yayinlanan podcast sayilari ise 4 milyonu agmig durumdadir (Podcastin-
dex, ty.). Yayinlanan podcastler icerikleri ile farkli konular ve farkli temalarda dinler
kitleye ulagirken gerek tek bélumluk gerek arkasi gelecek sekilde sureklilikle yayin-
lanmaktadir.

Yontem

Calisma kapsaminda odak grup géragmesi teknigi uygulanmistir. Her grupta
4 kisi olacak sekilde énceden hazirlanan sorularla 2 grup halinde odak grup
goérusmesi gercgeklestiriimistir. Gruplar kadin ve erkek sayisi esit olacak sekilde 4'er
kisiden olugan iki grup olarak belirlenmistir. Gérisme kapsaminda elde edilen veril-
er icerik analizi ile ¢ézimlenmigtir. Arastirmanin katiimcilari belirlenirken aktif
olarak radyo ve podcast dinleyicisi olmalari sarti aranmistir. Calisma kapsaminda
dinleyicilerin hangi tur podcast dinledikleri, hangi motivasyonla podcast yayinlarini
takip ettikleri ve podcasti tercih sebepleri arastirnimigtir. Odak grup gérismesi
kapsaminda sorulan sorular bu yénde sorulmus ve caligmanin yazarlari tarafindan
geligtirilmisgtir.

Odak grup goérusmesi ilk ortaya cikisini 1920'li yilardir. ilk yillarinda pek az
cevre tarafindan kullanilan bu ydéntem asil ¢ikisint 2. Dunya Savasi ile
gerceklestirmistir. Odak grup gérismesi, o dénemlerde daha ¢ok kitle iletisim anal-
izlerinde kullaniimugtir. Yar yapilandiriimig gérasmeler ile birlikte anket gibi ydntem-
lere alt zemin hazirlamistir. Nitel bir veri toplama teknigi olarak odak grup géragsme-
si, sosyal psikoloji ve iletisim temelinde ortaya c¢ikan bir tekniktir. Odak grup
goérusmesinin ilk isimlerinden birisi Robert K. Merton'dir. Merton dinleyicilerin radyo
programi tercihlerini élcmek igin, Paul Lazarsfeld'in asistani olarak insanlarla
goérusme yapmasi odak grup géragsmesi icin baglangig olarak gérulebilir. 2. DUnya
Savasl sirasinda kullanilan odak grup gértsmesi, askerlere izletilen moral filmlerinin
konu oldugu arastirmalarda 6n plana ¢ikmigtir. Savasin ardindan 19701 yillara
kadar ise geri planda kalmigtir. Ozellikle 1950°1i yillarda gérmezden gelinen bir
yontem olmustur. Sonraki 30 yila yakin stregte de gérmezden gelinmeye devam
etmistir. Bu surecte reklamcilik ve piyasa arastirmalarinda kullanicilarin segimlerini
ortaya cikartmak igin kullanilan odak grup goérasmeleri 1980°ler ile Merton'un
caligmalariyla populerligini tekrar kazanmig ve sosyal bilimlerin arastirmalarina
dahil edilmistir (Altun|§|k vd, 2005; Cokluk vd. 201; Sahsuvaroglu & Eksi, 2008;
Yildirm & Simsek, 2006, s. 154; Sevim, 2008, s. 80; Hennink, 2013, ss. 6-7).

Odak grup gérusmelerinde katilimcilar ortak bir paylasim igin bir araya getir-
ilmektedirler. Calisma kapsaminda arastirmanin  konusu dahilinde c¢esitli
katihmcilarin bir araya getirilmesi ile gruplar olusturulmaktadir. Gérigme sirasinda
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katilimcilarin bir tartisma ortaminda olmasi, fikirlerini belirtebilecekleri bir konugma
ortaminda olmalari saglanmaktadir. Béylelikle katilimcilar arastirilan konu 6zelinde
veriler saglayabileceklerdir. Katiimcilar ortak tecrubelerini ve ortak konularini
calismanin amaci kapsaminda bir moderatér egliginde tartigarak arastirmaciya
veri saglamaktadirlar. Katiimcilarin arastirma konusu hakkinda bilgi duzeyleri,
tecrubeleri, fikirleri 5Gnem teskil etmektedir. Boylelikle arastirmaci arastirma konusu
hakkinda istedigi verilere ulagabilmektedir (Gulcan, 2021, s. 97; Cokluk vd., 201], s.
98). Kisiler ve sosyal gruplar icerisindeki farkliliklar, benzerlikleri tespit etmek
amaclyla da odak grup gérismeleri yapilmaktadir (Swartling, 2006, s. 2). Odak
grup gérusmesi ile sorunlarin ¢ézimune dair fikirler olusturulabilirken ayni zaman-
da arastirmacinin dugunceleri igin destek de bulunabilmektedir (Powell & Single,
1996, s. 500).

Géragmenin hem avantajll hem de dezavantaijl yénleri bulunmaktadir. Odak
grup gérusmesinin avantajl yanlarina bakildiginda; konulari yazeysel veya derinle-
mesine incelemeye imkan tanimasi, dinamik grup yapisi ile katihmcilarin fikirlerinin
kolay ortaya ¢ikabilmesi, verilerin rahat analiz edilebilmesi, sorulan sorulara verilen
tepkilerin aninda gézlemlenebilir olmasi, verilere ulagsimin da kolaylikla saglanmasi
zaman yénunden arastirmaciya avantaj sadlamaktadir (Sahsuvaroglu & Eksi,
2008, ss. 134-135; Sevim, 2008, s. 80; Gibbs, 1997, ss. 3-4; Sahin vd., 2009, s. 58). Odak
grup gérugsmesinin dezavantajlarina bakildiginda ise; dengeli bir grup olusturma
gerekliligi, katihmcilar arasinda direkt bir iletisim oldugu i¢in kullanilan sézcuklerin
diger katihmcilar etkileyebilmesi, kisisel géruslerin olmasi, bireyin grup i¢inde rahat
hissedememesiyle gercek dusuncelerini saklayabilme riski bulunmaktadir (Igik &
Semerci, 2019, ss. 57-59; Gulcan, 2021, ss. 98-100; Gibbs, 1997, ss. 3-4).

Odak grup gérusmesinde katilimcilarin her birisinin séylemlerine dikkat
edilmesi ve bu sdéylemlerin toplumsal arka planina énem verilmesi gerekmektedir.
Katiimcilarin kigisel duygu, disunce, tutum ve deneyimlerinin anlagiimasi, yapilan
odak grup ¢alismalari kapsaminda nitel bir veri olarak kullaniimasi amaglanmak-
tadir. Grup iginde etkilesim gérisme sirasinda meydana gelebilmektedir. Toplu
olarak gercgeklestirilen bu gérigsmelerde katilimcilar birbirini etkileyebilmektedirler.
Grup iginde gerceklesen etkilesimi katihmi yéneten moderatér ydnlendirme
konusunda dikkat olmalidir (Kumral, 2010; Sahsuvaroglu & Eksi, 2008; Cokluk vd,,
2011). Moderatér odak grup gérigmesinde konuyu acan, anlatan, yénlendiren ve
tartisma ortamini olusturan kisi olarak herkesi dengeli sekilde gériagsmeye dahil
etmektedir. (Fich vd. 2003, s. 180). Moderatér katilimcilar yénlendirebilirken ayni
zamanda katihmcilara agik uglu sorular sorarak gerekli cevaplara ulagabilmekte-
dir. Moderatérin sordugu sorularla arastirmasi icin gerekli olan verilere
ulasabilmesi amaglanmaktadir. Arastirilan konuya dair yénlendirmeler de yaparak
moderatér katilimcilardan ¢alismanin konusu dahilinde istenen cevabi alabilmek-
tedir (Gibbs, 1997, s. 5). Katilimcilarin sayisinin da énemine dikkat ceken aragtir-
macilar odak grup géragmelerinde farkli sayilar vermektedirler. Altunigik vd., 8 ile 12
kisi, Guler vd., gore ise; 4 ile 12 kisi, Yildirim ve Simsek'e gore 6-8 kisi, Demir'e gore ise
8 ile 15 kisi seklinde gruplar olugturulmalidir (Demir, 2011, s. 295; Altunigik vd., 2005, s.
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253; Guler vd.,, 2015; Yildirm & Simsgek, 2006). Bu ¢alismada da yapilan ¢alismalar
ekseninde ortalama gériasme yapilan kisi sayilari géz 6ntnde bulundurularak pod-
cast dinleyen 8 kisi ile gérugsme yapiimigtir. 2 grup seklinde yapilan gérasmelerin
dengeli bir sekilde yapilabilmesi icin gruplardaki kadin ve erkek sayilarinin esit
olmasi saglanmistir.

Bulgular ve Yorum

Podcast dinlemenin sebebinin detaylh olarak sorgulandigi bu calisma
kapsaminda 2 grup olmak Gzere toplamda 8 kigi ile géragulmugtar. Géragmeler, her
grupta 2 kadin 2 erkek katiimci olacak sekilde toplamda 8 kisi ile gerceklestirilmistir.
Ayni zamanda Grup T'de bulunan katiimcilar égrencilerden Grup 2'de bulunan
katihmcilar ise meslek sahibi podcast dinleyicilerinden olusmaktadir.

Kisi Cinsiyet | Yas | Mesleki Durum Grup

K1 Erkek 21 |Ogrenci Grup 1
K2 Erkek 23 | Ogrenci Grup 1
K3 Kadin |20 |Ogrenci Grup 1
K4 Kadin |21 |Ogrenci Grup 1
K5 Erkek 34 |Isletme Sahibi Grup 2
K6 Kadin 34 |Isletme Sahibi Grup 2
K7 Erkek 34 | Kamu Gorevlisi Grup 2
K8 Kadin |34 |Kamu Gorevlisi Grup 2

Tablo 1. Katihmcilarin Demografik Bilgileri

Calisma kapsaminda katihmcilara ilk olarak "Podcast dinlemekteki amaciniz
nedir?" sorusu sorulmustur. Grup 1'de katiimcilarin gogunlugu bilgi almak igin pod-
cast dinledigini belirtirmistir. Grup 1'de bulunan katiimcilardan K3, grubun aksine
podcasti duysal anlamda bir rahatlama aktivitesi amaciyla dinlemektedir. Grup
2'deki katiimcilarin ise gogunlugu podcast yayinlarini eglenmek amagcli dinledikler-
ini ifade etmislerdir. Béylelikle yas gruplarinin podcast dinleme amaclari arasinda
anlamli bir farklilik gézlenmistir.

Katihmcilara sorulan ikinci soruda “podcast ve radyo arasindaki farkin kigisel
tercinlere goére degiskenleri” tespit edilmeye caligiimistir. Grup 1'de katilimcilarin
cogunlugu diledigi zaman diledigi icerige ulasabildigi icin podcastin radyodan
farkli oldugunu belirtmistir. Grup 2'de yer alan katiimcilarin gogu ise podcastin
radyodan da samimi oldugunu ve igerik olarak daha genis segcenek sundugunu
ifade etmiglerdir. Grup 2'nin samimiyet olarak nitelendirdigi unsur podcastin
editéryal bir denetimden bagimsiz olmasi olarak vurgulanmistir.

Goérusme kapsaminda sorulan tguncu soru “podcast igeriklerinin katilimcilar
icin ne anlam ifade ettigini” ortaya c¢ikartmak amaciyla sorulmustur. Grup T'de
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katilimcr K1 gundemi takip etmenin yolu oldugunu sdylerken, K2 daha &ézgun
buldugunu, K3 yalnizlik hissinin paylasildigini, K4 ise bilgi ve sohbetin yeni hali old-
ugunu sdylemektedir. Grup 2'de katilimcilarin hepsi kendileri igin gunluk kosustur-
madan bir kagis oldugunu belirtmektedirler. 20'li yaslarda olan Grup Tdeki
katihmcilarin Universite égrencisi oldugu dusunuldagunde Grup 2'de yer alan
katihmcilara nazaran podcaste daha ¢ok anlam yuUklediklerini séylemek mum-
kandur.

Sorulan dérduncu soru katilimcilarin “podcast igeriklerindeki tercihlerini
belirlemek” amaciyla sorulmustur. Grup T'de K1 ve K2 gindemi takip edebilecegi
igerikleri tercih ettigini, K3 duygusal igerikleri, K4 ise bilgi alabilecedi igerikleri tercih
ettigini belirtmistir. Katihmcilardan gindemi takip etmek isteyenlerin erkek olmasi
ve kadin katihmcilarin daha bireysel tercihler yaptiklar tespit edilmistir. Grup 2'deki
katilimcilarin tamami ise sohbet igeriklerini tercih ettiklerini belirtmiglerdir.

Calisma kapsaminda sorulan besinci soru “podcast igeriklerinin sdresinin
katilimcr igin dinleme faaliyetine bir etkisi olup olmadigini tespit etmek” amaciyla
sorulmustur. Grup 1'de katihmcilarin gogunlugu podcast iceriklerinin sUresinin terci-
hlerini etkilemedigi ybntinde cevap verirken K4, kisa sureli podcast yayinlarini tercih
ettigini belirtmistir. Grup 2'de ise katiimcilarin tamami podcast igeriklerinin stresi-
nin dinleme tercihlerinde bir etkisi olmadigini ifade etmislerdir.

Katiimcilara sorulan altinci soruda “podcast dinlemenin ézel zaman ayirilan
bir faaliyet mi yoksa gunlik aktivitelere eglik eden bir faaliyet mi oldugu” tespit
edilmeye calisiimistir. Grup T'de erkek katihmcilar gunluk aktivitelere eslik eden bir
faaliyet oldugunu belirtirken, kadin katiimcilarin dinleme sirasindaki ruh haline
gore degisiklik gosterdigini belirtmislerdir. Buradan Grup Tde cinsiyete gére pod-
cast dinleme faaliyetinin farklilik gosterdigi tespit edilmistir. Grup 2'de katihmcilarin
buytk cogunlugu podcast dinlerken gunluk aktivitelerini de strdurduklerini belirt-
miglerdir. K8 ise podcast dinlemeyi &zel bir faaliyet olarak nitelendirmigtir.

Calisma  kapsaminda sorulan yedinci soruda dinleyicilerin  “podcast
iceriklerine dair tatmin duzeyleri” élgmeye calisiimistir. Grup T'de katilimcilarin 2'si
podcast igeriklerinin yeterli oldugunu belirtirken, K2 iceriklerin gesitlenmesi ve igerik
Ureticilerinin artmasi gerektigini, K3 ise meditasyon temall podcastlerin gelistir-
ilmesi gerektigini ifade etmiglerdir. Grup 2'de ise katiimcilarin 2'si daha fazla pod-
cast icerik Ureticisi olmasi gerektigini belirtirken, diger 2 katiimci podcast icerikleri-
nin kendiler igin yeterli oldugunu ifade etmiglerdir.

Sorulan sekizinci soru “podcastin radyoya gére hangi farkl gelen 6zelligi ile
tercih edildigini” tespit etmek icin sorulmustur. Grup 1'de erkek katiimcilar 6zgur bir
platform olmasinin tercih sebebi oldugunu ifade ederken, kadin katilimcilar din-
leme faaliyetinin radyoya gére daha ulasilabilir oldugunu, arsivi erigimin rahat-
hginin podcastin tercihine etki ettigini belirtmislerdir. Grup 2'deki katiimcilarin
tamami ise 6zgur bir yayin ortaminin podcast tercihinde etkili oldugunu belirt-
mislerdir. Burada katilimcilarin podcastin ézgurluk unsuruyla iligkilendirmelerindeki
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temel sebep, geleneksel kitle iletisim araglarinin etkilesimden uzak yapisiyla
aciklanmigtir. Yeni medya aracglarinin dinleyiciyi tuketici konumunun yani sira Ureti-
ci de yapmasi, 6zgur igeriklerin yayinlanarak kullanicilarin da strece dahil olmasiy-
la sonucglanmistir. Bu durum katiimcilar agisindan ézgurluk olarak nitelendirilmek-
tedir.

Katiimcilara sorulan dokuzuncu soruda “podcast ve radyo yayinlari arasin-
da katiimcilara daha samimi gelen igerik” tespit edilmeye caligiimig, gérisme
kapsaminda katimcilarin tamami podcast igeriklerinin kendilerine daha samimi
geldigini ifade etmiglerdir. Buna sebep olaraksa igeriklerin radyo yayinlarina gére
profesyonellikten uzak, igi podcast yapmak olmayan kisiler tarafinda yapilmasi ve
hata ihtimalinin géz ardi edilebilir bir ortam olmasi gésterilmektedir. Bu cevaplar da
bir énceki soruyla iliskili olarak degerlendirildiginde editéryal bir profesyonellikten
bagimsiz, bireysel yayinlarin kullanicilara daha igten geldigi gértlmektedir.

Goérugmenin onuncu sorusunda yedinci soru farkh sekilde teyit amach
yeniden sorulmustur. Bu soru da “podcastin eksik yénleri var midir? Varsa sizce
nasil duzeltilebilir?” seklindedir. Grup 1" de kadin katiimcilar eksik yona olmadigini
belirtirken aksi ydnde goérus bildiren K1 igerik Greticilerinin bir konu hakkinda fikir
belirtirken arastirmalarinin yetersiz kaldigini, tutarsizliklarin olabildigini belirtmekte-
dir. K2 ise igerik ureticilerinin kendilerini daha fazla gelistirmeleri gerektigini ifade
etmistir. Grup 2'de ise K5 ve K6 eksik bir yonu olmadigini belirtirken, K7 ve K8 igerik
dreticilerinin artabileceginden bahsetmiglerdir.

Calisma kapsaminda sorulan on birinci soruda ise “podcast dinleme faali-
yetinin dig etkilerden etkilenme esigi” tespit edilmeye caligiimigtir. Grup Tde
katihmcilarin buyutk cogunlugu podcast dinlerken dig etkenlerden etkilenmedikleri-
nin belirtmiglerdir. Yine ayni katilimcilar podcast dinleme faaliyetinin dikkat iste-
digini ifade etmisglerdir. Benzer sekilde Grup 2'de yer alan katiimcilarin tamami
dikkat isteyen bir faaliyet oldugunu fakat dig etkenlerin podcast dinleme faali-
yetlerini etkilemedigini belirtmiglerdir.

Katimcilara sorulan on ikinci ve son soru ile “katiimcilarin radyo ve podcast
iceriklerinden hangisinin daha cezbedici oldugu” tespit ediimeye calisilmistir. iki
gruptaki katihmcilarin da tamami podcast igeriklerinin daha cezbedici oldugunu
ifade etmiglerdir.

Sonug

Yeni iletigim teknolojilerindeki hizli gelisim geleneksel kitle iletisim araglarini
da oldukga etkilemistir. Geleneksel kitle iletisim araglari mevcut teknolojiye uyum
saglarken bu teknoloji kendi iletigsim ortamlarini da ortaya ¢ikarmig hatta ¢ikarma-
ya devam etmektedir. Bu baglamda radyo, yeni nesil bir dinleyici platformu olan
podcast ile kiyaslanmaktadir. Yeni medyanin tum unsurlarini  kullanarak
eszamansiz bir dinleme &ézelligi sunan podcast, son yillarda adindan séz ettirmek-
tedir. Bu caligmada da iki grup olmak Uzere toplam 8 podcast dinleyicisi ile odak
grup gérusmeleri yapilmistir.
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Calisma kapsaminda katilimcilarin radyo ve podcast arasindaki tercihleri ve
podcasti neden tercih ettiklerine dair sorular sorulmustur. Ayni zamanda
katihmcilarin hangi tar podcast dinledikleri, hangi motivasyonla podcast yayinlarini
takip ettikleri ve katiimcilarin podcasti tercih sebepleri arastiriimistir. Yapilan odak
grup gérasmesi sonucunda elde edilen bulgular dogrultusunda dinleyicilerin pod-
cast iceriklerini radyo igeriklerine tercih ettikleri sonucuna ulagiimigtir. Podcast
iceriklerinin radyo iceriklerine tercih edilmesinin nedenleri arasinda gdsterilen
samimiyet, ézgur yayincilik ortami ve ulasilabilirlik ¢calisma kapsaminda ulagilan
6nemli bulgulardandir. Podcast igeriklerinin radyo igeriklerine gére samimi olmasi
katiimcilar igin 6nem teskil etmektedir. Sansursuz yapisi ile podcastin samimiyeti
destekledigi katilimcilar tarafindan ifade edilmektedir. Katihmcilarin podcast dinle-
mede igerik tercihlerinde ise bilgi almak ve eglence amaci tasidiklari sonucuna
ulasiimigtir. Bilgi almak ve eglenmek amaciyla podcast dinleyen katilimcilar bu
amaglar dogrultusunda podcast yayin iceriklerine ydnelmektedirler. Bilgi ve
eglence amacl yapilan podcastler daha ¢ok tercih edilebilmektedir. Katiimcilar
guncel bilgi alma ihtiyaglarini podcastler ile karsilayabildikleri gibi, ayni zamanda,
eglence ihtiyaclarini da yine podcast Gzerinde karsilayabilmektedirler. Katimcilar
podcastleri geleneksel medya araglarinin yaninda sunulan bir alternatif olarak
gérmektedirler.

Podcast dinlemede, radyo yayinlarina kiyasla daha kolay erisim ve istenilen
zamanda yayinlari dinleyebilme etkili olmaktadir. Radyoya gére arsiv imkaninin
genis olmasi ve bir katiphane gibi igerikleri listeleyebilme, istenen zamanda
ulasabilme de yine dinleyicilerin podcast tercihinde édnemli rol oynamaktadir.
Katiimcilarin podcast tercihleri geng yaslarda daha bireysel bir tercihe bagh ola-
bilirken orta yaslarda podcast tercihlerinde ortak bir sebep olabildigi gérdlmuastar.
Yasa baglh olarak podcast tercih sebepleri farklilik gésterebilmektedir. Gun iginde
yogun gecgen is hayatindan kagis amaciyla eglence turinde podcastlerin ilerleyen
yaslarda tercih edildigi gbzlemlenmistir. Benzer sekilde podcast igeriklerinin dinley-
icide uyandirdigi anlam genc¢ yaslarda bireysel olarak degisebilirken, ilerleyen
yaslarda gunluk aktivitelerden uzaklagmaya yarayan bir eglenme anlami tagiy-
abilmektedir.

Podcastin ilerleyen zaman iginde kendini gelistirmesi igin icerik Ureticilerinin
geligmesi ve daha fazla yatinm alinmasi podcastin gelisme yéninde atabilecedi
adimlar olarak elde edilen bulgular arasindadir. Dikkat isteyen bir dinleme aktivitesi
olarak nitelendirilen podcast, arastirma bulgulari sonucunda katilimcilar igin
gunluk faaliyetler icinde de rahatlikla dinlenebilmektedir. Kaynarin da (2021)
benzer sekilde podcast yayinlarinin gunluk faaliyetler igcinde dinledigi sonucuna
ulagsmis olmasi, bu bulgulari desteklemektedir. Podcast surelerinin katiimcilarin
dinleme aligkanliklarina etki géstermediqi, podcast iceriklerinin suresinin dinleyici
acgisindan dinleme faaliyetine bir etkisi olmayacagi géralmustar.

Calisma kapsaminda elde edilen bulgular sonucunda yeni medyanin sun-
dugu eszamansizlik ve anindalik ozelliklerinin izlerinin géruldagtu podcastlerde,
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gérusulen katiimcilarin da bu &zellikler dogrultusunda podcastin tercih ettikleri
goézlemlenmigtir. Podcast dinleyenlerin “6zgurltge” yaptiklart vurgudan hareketle
denetimsiz iletisim aracglarinin bireylere daha samimi geldigi ve bu anlamda
radyoya nazaran podcastin tercih edildigi yine elde edilen énemli bulgular arasin-
dadir.

Podcastin artan dinleme orani ile birlikte dijital medyada énemli bir yere
sahip olabilecegi 6ngdrilmektedir. Turkiye'de son yillarda hem igerik hem dinleyici
kitlesi acisinda gelisme gdsteren podcast, ilerleyen suregte daha genis kitlelere
ulagsabilecektir. Calisma kapsaminda goérigsme yapilan c¢alisma grubu radyo
iceriklerindense podcast igeriklerini dinlemeyi tercih etmektedirler. Podcastin ken-
dine 6zgu avantajlari ve samimi yapisini radyo yayinlarinda bulamayan dinleyiciler
podcaste yénelmektedirler. Bdylelikle dinleyiciler zamanla podcastin populer bir
hale gelmesine katkida bulunacaklardir. Bu alanda yapilacak bilimsel calismalar
podcastin Turkiye'de gelismesine katki sunarken ayni zamanda podcastin
tanitimini, podcast hakkinda bilgilendiriime yapilmasini, igerik Ureticileri icin pod-
castin eksik yanlarinin agiga ¢ikmasini da saglayabilecektir. Podcast igeriklerinin
cesitlenmesi ve igerik Ureticilerinin maddi olarak desteklenmesi podcastin geligimi
adina katki saglayacaktir. Radyo programlarinin ise daha samimi hale gelecek bir
icerik Uretimi ve yayin politikasina gegmeleri yararli olacaktir. Bu durumun rekabeti
artiracagi gibi dinleyiciye de fazla segenek sunacagi 6ngérialmektedir.

Medya mecralarinin genelinde oldugu gibi dijital platformlarda da gérsel
iletisim ortamlari hikim surse de podcast dinleyici sayisi gbéz ardi edilmeyecek
kadar ¢oktur. Podcast ortamlarinin daha ¢ok geligsmesi, geligirken nitelikli ve ilgi
cekici igeriklerin Uretilmesi icin dinleyici tercihlerinin genis bir gruplarla tespit
edilmesi gereklidir. Bu galismada elde edilen veriler, Turkiye genelini temsil etmeye-
cek olsa da sonraki calismalara fikir vermesi agisindan 6nem tegkil etmektedir.
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ABSTRACT

Digital media technologies have revolutionized the gaming industry in numerous ways. Among the most notable advancements
is the rapid expansion of virtual reality. Virtual reality is 3D virtual environments provided by computers that feel real using various
hardware such as head-mounted displays (HMD), gloves, sound systems, bodysuits, and platforms. When applied to digital
playgrounds, VR technology gives gamers an immersive experience by activating multiple senses through special VR equipment,
such as hearing, seeing, and touching. This study aims to reveal the gratification factors obtained from VR games from the
perspective of U&G theory. The study also focuses on six dimensions of gaming features, including the most played game genres,
the frequency and duration of gaming, gamer level, playing environment, and the most preferred VR gaming devices.
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oz

Dijital medya teknolojileri, oyun endustrisini pek ¢ok agidan degistirmistir. Oyun endustrisindeki en énemli gelismelerden biri de
sanal gergekligin geligsimidir. Sanal gergeklik, baga takilan ekranlar (HMD), eldivenler, ses sistemleri, viicut giysileri ve platformlar
gibi gesitli donanimlar kullanilarak gergek hissi veren bilgisayarlar tarafindan saglanan G¢ boyutlu sanal ortamlardir. Sanal
gerceklik teknolojisi, 6zel sanal gergeklik ekipmani aracilidiyla dijital oyun alanina uygulandiginda, isitme, gérme ve dokunma gibi
coklu duyulari etkinlestirerek oyunculara surukleyici bir deneyim sunmaktadir. Bu galisma, sanal gergeklik oyunlarindan elde edilen
doyum faktoérlerini Kullanimlar ve Doyumlar teorisi bakig agistyla ortaya koymayr amaglamaktadir. Calisma ayrica en gok oynanan
oyun tarleri, oyun oynama sikligi ve suresi, oyuncu seviyesi, oyun ortami ve en ¢ok tercih edilen sanal gergeklik oyun cihazlari dahil
olmak Uzere oyun 6zelliklerinin alti boyutuna odaklanmaktadir.
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Introduction

The primary purpose of this research is to reveal what kind of gratifications
VR gamers obtain and examine them within the framework of The Uses and Gratifi-
cations Theory. This research also aims to indicate the demographic characteris-
tics of VR gamers, their frequency of playing, their daily playing times, their levels,
the place they play, the most played game genres, and the most used VR game
devices. The literature review shows that the most asked and researched question
to date is what kind of gratifications people get by using the media. Although many
studies have been conducted on the audience's use of traditional media and
social media and the gratification they derive from them, the fact that no research
has been conducted on VR games reveals the necessity of a study on this subject.
Therefore, considering VR games, which have entered our lives in recent years, as a
type of digital game is one of the most critical parts of this study. Since the research
examining the uses and gratifications of virtual reality games is new, in the
absence of studies that directly examine virtual reality games, some of the litera-
ture on digital games has been used for the proposed conceptual framework.

Theoretical Framework

The foundational concepts of the Uses and Gratifications Theory can be
traced back to the early years of media studies during the 1940s. The theory eluci-
dates how individuals employ media as means to meet their needs and desires,
highlighting their active role in seeking out and utilizing media to fulfill distinct
needs. It represents a departure from the notion of passive media consumption,
marking a shift towards understanding the role of media in people’s lives and its
impact on them. U&G research finds its origins in Herta Herzog's work in 1944, mark-
ing the first use of the term "gratification” in the context of media use (Tomko, 2007,
p. 4). Her study was conducted as part of Paul F. Lazarsfeld's extensive mass media
research program, which aimed to understand the gratifications derived by radio
listeners from daytime serials and quiz shows. Herzog's curiosity about radio listen-
ers led her to explore the motivations and gratifications of fans of a popular game
show (1940) and soap opera listeners (1944). In her study titled "Motivation and
Gratification of Daily Series Listeners, ‘she highlighted that’ at least 20 million
women regularly date these serials" (1944, p. 3, as cited in Tomko, 2007, p. 5). Con-
currently, Paul F. Lazarsfeld, a prominent mass media researcher, conducted a
comprehensive study in 1937, delving into the intricate impact of radio on American
society. His research contributed significantly to the foundational aspects of the
theory by examining the radio audience, their listening habits, motivations, and the
potential effects of their listening patterns (Garfinkel, 1987, pp. 17-18).

Although communication scholars disagree on the exact origins of the
approach, in the 1950s and 1960s, researchers conducted the next phase of U&G
research and identified a wide range of social and psychological variables that
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were thought to be the antecedents of various patterns of gratifications (Wimmer
& Dominick, 1994 as cited in Ruggiero, 2000, p. 5). With the rise of the television era
in the 1960s, a new arena was created for the U&G theory as a second phase, and
researchers such as Katz and Foulkes (1962), Mendelsohn (1964), Greenberg and
Dominick (1969), Blumler & McQuail (1969) contributed significantly to the theory
(Davis, 2006 as cited in Ozelturkay & Yarimoglu, 2019, p. 144). During the 1960s and
1970s, the basic assumptions of the theory were shaped. Accordingly, the audience
is active because it can make the choice of media and content generally rationally
and towards certain specific goals and gratifications. Audiences are aware of me-
dia-related needs, and these needs are shaped by both individual and societal
characteristics. Factors related to audience formation, such as motives, perceived
or obtained gratification, media choices, can all be measured in principle (McQuail,
2010, p. 423).

U&G studies conducted until the 1970s focused on the gratifications sought,
excluding the gratifications obtained (Perry, 2002, p. 76). Obtained gratifications
refer to the gratifications that audience members derive from their specific media
consumption. On the other hand, the gratifications sought (often referred to as
needs, motives, or motivation) represent the gratifications that audiences foresee
receiving from the media. A particular gratification sought by an individual influ-
ences the nature of the gratifications perceived to be obtained during the actual
engagement with the media (Palmgreen et al. 1980, p. 164). Blumler & Katz's (1974)
publication, "The Uses of Mass Communication,” significantly contributed to the
theory's evolution, elucidating the rationale for investigating media uses and the
gratifications it yields. Media use and gratification are related to the social and
psychological origins of needs, revealing media expectations, and leading to vari-
ous patterns of media exposure, leading to other, perhaps mostly unexpected,
consequences (McQuail & Windahl, 2013, p. 134). Rosengen (1974) also developed a
model of the U&G theory indicating that basic needs interact with individual char-
acteristics and society to produce perceived problems and perceived solutions
which later transform into motives to use media or other behavior (Popochorissi,
2008, p.138). In other words, the needs of the individual are the beginning point, but
before they encourage action, they must first be recognized as problems with
potential solutions (McQuail & Windahl, 2013, p. 135).

The U&G theory is subject to some criticism on theoretical coherence, utility,
and intuitive knowledge. Denis McQuail (1984) argued that the approach suffers
from a lack of theoretical consistency and that its terminology needs to be defined
more (West & Turner, 2018, pp. 400-401), while LaRose (2004, 2010) argued against
the confusion between gratifications and habits in U&G research (LaRose, 2010, pp.
588-592). Other criticisms (e.g, Conway & Rubin, 1991; Finn, 1997; Ruggiero, 2000)
are that the focus of the theory is overly individualistic, that people’'s motivations for
media use lack consistent typologies, and that its basic concepts need more clari-
fication (Nabi & Oliver, 2010, p. 223). However, Rubin (1983) found that gratification
researchers began to produce valid responses to criticisms of the theory. He con-
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cluded that his colleagues diligently engaged in systematic efforts to perform
adjusted replications or extensions of research studies, improve research method-
ologies, compare findings with other studies, and acquire a deeper understanding
of mass media as an integrated communication and social phenomenon (Rubin,
1983, p. 38).

In the 1990s, with the introduction of the Internet into homes, gratification
studies began to change direction. And in the 2000s, computer-mediated com-
munication has reinvigorated the importance of U&G research, and as communi-
cation technologies have rapidly developed, the potential topics for U&G research
also have expanded (Ruggiero, 2000). In the 2000s, television, which was the most
popular media type of U&G research until then, left its place to the Internet and
social media research. Kaye and Johnson (2002) stated that interactive functions
of the Internet, such as e-mail, chat rooms, list servers and social media, are not
available on television (Gangadharbatla, 2011, p. 265). Wu, Jen-Her et al. (2010)
concluded in their research that the three types of gratifications obtained from
online games are achievement, entertainment, and social interaction.

In the 2020s, the Uses and Gratifications theory has gained increased rele-
vance, particularly with the explosion of digital technologies, such as virtual reality
(VR) games. Although a lot of research has been done on digital games, virtual
reality games attract attention as a form of media that needs to be analyzed
through the lens of the U&G theory to understand why people choose to interact
with them, as digital media is relatively the newest technology.

Virtual Reality as Digital Media

Contemporary societies of today are characterized by the ubiquitous pres-
ence of digital media. The increasing prevalence of media in all aspects of life sug-
gests a phenomenon referred to as "media life" by Deuze (2007, p. 242). The trans-
formation of the present-day world into what has been described as a "mediapolis’
by Roger Silverstone (2007), Alex de Jong, Marc Schuilenburg (2006), and Sam Inki-
nen (1998) underscores the profound impact and presence of media in all facets of
society (Deuze, 2011, p. 137). The evolution of computers is part of the history of an
information society that began centuries ago with the idea of collecting, storing,
and processing social and economic data. However, the fundamental compo-
nents of digital media, such as electronic computers and networks, have been
developed more recently. Smartphones, tablets, and similar mobile technologies
have further integrated digital media into our daily lives (Delfanti & Arvidsson, 2019,
pp. 4-5). The foundational digital technology, the internet, has become an insepa-
rable part of the digitized world today, alongside elements such as social mediaq,
cloud technology, artificial intelligence, mobile technologies, and augmented and
virtual reality technologies.
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Definitions

Various definitions of the concept of virtual reality (VR) can be found in the
literature. In some sources, virtual reality has been described as a type of media,
like television or a phone. This new media is typically defined as a specific collec-
tion of technological hardware, including computers, head-mounted displays,
headphones, and motion-sensing gloves (Steuer, 1995, p. 33). According to Burdea
and Coiffet (2003, p. 3), virtual reality is a high-quality user-computer interface that
involves real-time simulation and interaction through multiple sensory channels.
These sensory modalities include visual, auditory, tactile, olfactory, and gustatory
elements. Stone (1991, p. 283) defines virtual reality as a multimedia environment
that facilitates communication between computers and humans, appealing to
human senses. Cruz-Neira (1993) characterizes virtual reality as the combination
of immersive, interactive, multi-sensory, viewer-centered, three-dimensional
computer-generated environments and the technologies required to create these
environments. Alternatively, virtual reality can be defined as a clone of physical
reality that allows real-time navigation and viewing in a three-dimensional world
(Von Schweber & Von Schweber, 1995, p. 169). In general, virtual reality can be
described as a technology that allows the replacement of the real world with a
synthetic world, making the user feel as if they are in another dimension (Cruz-Nei-
ra et al, 2018, p.1).

Virtual Reality and Simulations

The idea of information technologies allowing the mind to operate inde-
pendently of the body gained popularity with the adoption of virtual reality tech-
nologies, which were gradually developed and applied in areas like sensory simu-
lators that combine visual and auditory elements. In popular culture, virtual reality
has been defined as a highly realistic simulation of an entirely unreal world. This
concept has been prominently depicted, particularly from the 1980s through the
late 1990s, in popular works such as Star Trek, where fictional spaces like virtual
decks were frequently portrayed (Athique, 2013, p. 72). From Baudrillard's perspec-
tive, virtuality and simulation are two concepts that blur the boundaries between
reality and the unreal in today’'s media and technology environment. Virtual reality
is, in fact, an example of simulation. While virtual reality initially aimed to mimic the
real world, it has now become an independent entity with its own reality. People,
within virtual reality, do not experience the real world but instead adhere to the
rules of the virtual world and engage with its reality.

As an extension of technological determinism, virtual determinism becomes
the new world for humanity, continuously renewing and evolving alongside tech-
nological progress. Virtual reality, at times through wearable technology and
sometimes through games, creates a world entirely equipped with digital technol-
ogy. This world is, as expressed by Baudrillard, not a technology-based world but
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the very essence of a purely virtual world (Yengin & Bayrak, 2017, pp. 114-116). Disne-
yland, for example, serves as the center for an illusionary and phantasmal game,
where things like pirates and the world of the future are fabricated. This realm of
fantasy resembles a miniature sociocultural microcosm of real America, where the
values possessed by America are reproduced in miniature form through cartoons
(Baudrillard, 201, pp. 12-28).

Virtual Reality Technology and its Development

Virtual reality is a tool and techniques set that offers users a sensory and
psychological experience as an alternative to reality, encompassing more than
just a single technology. This technology has the potential to transport users to
different worlds, providing them with alternative experiences. As virtual reality sim-
ulates and effectively mimics real-world experiences by providing various sensory
inputs, the user's perceptual and cognitive experience becomes more realistic.
Therefore, one of the fundamental objectives of virtual reality design is to make the
user perceive a computer-generated simulation as indistinguishable from a
real-world experience (Biocca, 1996; Hawkins 1995, as cited Bohil et al., 2009, p. 534).

The origins of virtual reality technology can be traced back to the Stereo-
scope, a three-dimensional (3D) device independently invented by Charles
Wheatstone and David Brewster in the 1830s and 1840s. This device was used as a
tool to facilitate visual processing and was later commercialized by William Gruber
in the 1930s (Paro et al.,, 2022, p. 38). The Sensorama, sensory simulator developed
by Morton Heilig between 1960 and 1962, enriched pre-recorded films with color
and stereo features, binaural sound, scents, wind, and vibration experiences. While
considered one of the early approaches to the concept of virtual reality, Sensora-
ma had limited interactive capabilities (Mazuryk & Gervautz, 1999, p. 2).

In 1965, Ivan Sutherland introduced the “Ultimate Display,” the first
Head-Mounted Display (HMD) that could be connected to a personal computer.
This system laid the foundation for modern virtual reality applications by generat-
ing processed binocular images suitable for tracking the position and orientation
of the moving head, enabling immersive virtual reality experiences (Basu, 2019, pp.
2-3). Sutherland (1965) described the head-mounted display system, also known
as 'The Sword of Damocles,” as "a mirror looking into a mathematical wonderland,
giving the opportunity to become familiar with concepts that cannot be realized in
the physical world, connected to a digital computer.” In the 1980s, the U.S. Air Force
and NASA developed various simulators and head-mounted displays for military
and space technologies (Mazuryk & Gervautz, 1999, p. 3). In 1985, Jaron Lanier
founded VPL Systems, aiming to develop and commercialize virtual reality systems
using visual, auditory, and tactile interfaces. However, the sensory reality experi-
ence made possible by these technologies was not as effective and widespread as
initially envisioned. Consequently, this particular form of virtual reality was not as
successful as the core concept (Athique, 2013, p. 72). Lanier is also the person who
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coined the term "virtual reality.”

The next venture for virtual reality technology came from Sega in 1991, where
they announced that they were working on a VR headset as an add-on for the Sega
Genesis console. The headset, equipped with dual LCD screens, stereo head-
phones, and inertial sensors to track and respond to head movements, remained
at the prototype stage and did not progress further (Bown et al, 2017, p. 249). In
1992, the Computer Assisted Virtual Environment (CAVE), a virtual reality and scien-
tific visualization system, was introduced. It was designed and developed by Tom
DeFanti, Dan Sandin, and their team, offering various applications for scientific and
artistic purposes (Cruz-Neira et al. cited Sherman & Craig, 2019, p. 43). Another
significant development in the history of virtual reality occurred in 1995 when Nin-
tendo released the "Virtual Boy" device. However, Virtual Boy did not succeed due to
issues such as eye strain and headaches caused by extended use (Bown et al,
2017, p. 250).

In the 2000s, virtual reality technology began to advance rapidly, and it
made significant progress with the introduction of the Oculus Rift by Luckey Palmer
in 2012. In 2014, Facebook (now known as Meta) acquired Oculus for 2 billion dollars,
marking a significant step in the field of virtual reality. Following the invention of the
Oculus Rift, major technology companies, including Google, Samsung, HTC, Sony,
and, in 2023, Apple, released products that offer virtual reality experiences. Virtual
reality technology continued to make significant advancements throughout this
period, providing users with increasingly realistic and immersive experiences.

Virtual Reality (VR) Games

Expanding games into virtual reality environments offers a range of new
possibilities for the gaming experience. Virtual reality, with features like a wide field
of view, stereoscopic images, and natural user interfaces that require physical
interactions to create a player's character, provides the opportunity to immerse
players entirely into the game. While traditional computer games typically use a
third-person perspective (where the participant controls a character on the screen
with a controller), virtual reality allows players to step fully into the game world,
experiencing it from a first-person perspective (Craig et al, 2009, p. 300).

Recent advancements in motion sensors, graphics technologies, multi-dis-
play systems, and interactive developments have significantly expanded the pos-
sibilities of virtual reality (VR) gaming. These developments provide highly interac-
tive and immersive experiences in artificial worlds, surpassing traditional forms of
entertainment. VR games, which range from active adventures to relaxing immer-
sions, go beyond current technologies by perceiving players in a first-person per-
spective and taking them to the core of the story (Cruz-Neira et al., 2018, p. 2). Com-
plex graphics technologies used in today's computer games are the most preva-
lent application of the fundamental concept of virtual reality in the commercial
sphere. As computer-generated graphics continue to enhance the level of realism,
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sensory immersion devices have also evolved. Widescreen displays and high-defi-
nition imagery have become widespread, while surround sound systems have
begun offering highly realistic three-dimensional spatialized sound experiences.
The realism created by these devices significantly heightens the sense of presence
while playing games (Bohil et al., 2009, p. 539).

Virtual reality games primarily focus on the senses of sight, hearing, and
touch while needing further hardware development to affect the senses of smell
and taste. Some companies produce masks compatible with existing virtual reality
devices to provide scent experiences. Additionally, researchers at some universi-
ties are working on thermal taste technology, which has the potential to impact the
sense of taste and can be applied to virtual reality games for various scenarios.
Virtual reality players can interact with three-dimensional, 360-degree visuals
through special headsets. Different sound effects enhance the user experience,
and objects within the game are designed based on the user's interaction, position,
and direction. Tactile feedback is also utilized in line with the game scenario, for
example, vibrations felt in the hand can vary while firing in shooting games (Dani,
2019, pp. 2034-2035).

Utilizing computer gear, software, and other VR accessories, virtual reality
technology creates virtual settings that completely immerse the user in the 3D
world of the game. The VR gaming market is predicted to grow at a CAGR of 29%
from its current market size of $12.13 billion in 2022 to $33.65 billion in 2026 (Kolmar,
2023; Report Linker, 2022). Survival game No Man's Sky (212613 players), Combat
game War Thunder (113250 players), horror game Phasmophobia (112717 players),
horror survival game Resident Evil Village (106631 players), simulation game Micro-
soft Flight Simulator (61829 players), anime game Vr Chat (46814 players) are the 5
most played VR games (Steam Chart, 2023).

Virtual Reality Gaming Devices

Virtual reality gaming devices are hardware and software combinations that
enable players to experience interactive virtual worlds. Popular devices in this field
include Oculus Rift, HTC Vive, PlayStation VR, and Samsung Gear VR. The Oculus VR
company has played a significant role in virtual reality technology by developing
Oculus Rift. Additionally, simpler devices like Google Cardboard can be used to
transform smartphones into virtual reality experiences (Campbell, Martin, & Fabos,
2017, pp. 216-217). Virtual reality game parks allow users to freely navigate and
interact within virtual worlds. Facilities such as The Void provide players with fully
immersive experiences through tactile feedback and various physical effects. Fur-
thermore, these establishments collaborate with major corporations to offer expe-
riences based on popular themes, such as creating Disney-themed entertainment
centers (Metz, 2015).
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Virtual Communities and Game Culture

Agostini and Mechant (2019, p. 6) define the concept of virtual communities
as a group of individuals or business partners with a common interest who come
together and interact in a digital space using a shared language and specific rules.
According to Rheingold (2000), a "virtual community” is a social group formed on
the internet where people communicate, chat, get to know each other to some
extent, form emotional connections, and share specific information. Virtual com-
munities facilitate the exchange of information related to mutual areas of interest
on digital platforms. This is supported by factors such as strong social relation-
ships, shared history, community rituals, continuous communication, and a
common platform (online meeting space) (Stanoevska-Slabeva, 2002, p. 71).

With the proliferation of the internet, some digital games, especially those
derived from fantasy role-playing games, have redefined virtual reality in a differ-
ent context. Those who enjoy these games have formed networks by interacting
with each other through online games played by thousands of people simultane-
ously. Rheingold (2000) refers to online gaming groups as "virtual communities.”
Most virtual communities are created through online newsgroups and chat rooms.
People who frequently visit these groups interact, get to know each other, and
establish close relationships. Virtual communities that meet online began to
emerge in the 1980s before the internet's widespread adoption. The first online mul-
tiplayer environments were text-based environments known as Multi-User Dun-
geons (MUDs). As computer graphics improved, MUDs evolved into Object-Orient-
ed MUDs (MOOs) and Multi-User Simulated Environments (MUSEs), which began to
incorporate graphics (Yount, 2005, pp. 75-76).

Gaming communities, where players interact online without coming togeth-
er physically, reflect an important phenomenon that calls for a reconsideration of
Marshall McLuhan's concept of the "Global Village." Through these communities,
players can transcend physical boundaries and communicate with people playing
games from all over the world. McLuhan describes such technology as supplanting
the obsolescent form of the city, which would never again be more than a village,
and identifies it as a global technology replacing a city's nature as a form that
fades away like a scene in a movie (McLuhan, 1994, p. 379). Communication tools in
the new electronic age, also known as Marconi's Galaxy, are entirely different from
previous eras. McLuhan characterizes these new communication tools as reestab-
lishing a harmonious balance of the senses, acting as simultaneous extensions of
the entire nervous system. Visual culture, according to McLuhan, has led to the
fragmentation of individuals, a condition he refers to as "cultural schizophrenia.’
Nevertheless, through electronic global communication, humanity is brought back
together, allowing the senses to expand as a unified network indefinitely, uniting all
people in a global village (Olos, 2004, p. 87). Online gaming communities concrete-
ly demonstrate McLuhan's idea that new media communication systems awaken
new tribal forms. These communities shape subcultures based on criteria like the
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game genre played, the setting, and skill levels through factors that contribute to
the gaming culture.

Pierre Bourdieu's concepts of habitus and field help us understand the rela-
tionship between game and culture. Habitus defines individuals' capacity to rec-
ognize situations and internalize cultural practices. Player habitus refers to a per-
son’'s intuitive understanding of how to react to video games. Player habitus is often
acquired during childhood and is shaped by social norms. This enables players to
naturally engage with computer games. (Kirkpatrick, 2015, pp. 18-24).

Studies on Games

Although not specific to VR games, researchers have done a lot of research
on digital games. Many researchers including Bartle (1990), Griffiths et. al. (2004),
Kerr (2006), Yee (2006) point to socialization as the main reason individuals play
online games (Cicchirillo, 2011, p. 459). Bartle (1996, p. 6), one of the first researchers
to examine motivations for online gaming, identified four personality types that
define an individual's motivations for gaming: “Achievers, Explorers, Socializers, and
Killers”. Yee (2006) presented comprehensive and ambitious findings in the project
called Daedalus, which he started in 1999 on motivations for playing online games.
He developed a classification of online gaming motivations, first finding eight main
factors, and then reducing this number to five factors: “Immersion, Escape, Manip-
ulation, Relationship, and Success” (Yee, 2015, pp. 22-23).

Wu et al. (2010) stated “achievement, enjoyment and social interaction” as
three gratification factors obtained from online games. Hou (2011) researched
gratifications from social games and Sherry et al. (2006) researched the gratifica-
tions obtained from video games and found 6 gratification factors: “Arousal, Chal-
lenge, Competition, Diversion, Fantasy, and Social Interaction”. Sun et.al. (2006), on
the other hand, found five gratifications for online games: “Teamwork, Excitement,
Self-expression, Relieving Pressure/Relaxing, and Novelty”.

While there are existing studies comparing VR games and PC games (Eastin
and Griffiths, 2006; Shelstad, Smith, & Chaparro, 2017; Yildinm et al., 2018), as well as
research on VR game genres (Foxmcm et al, 2020), there is currently no study
available that specifically focuses on the gratifications derived from VR gaming.
The absence of research addressing the gratifications individuals derive through
playing virtual reality games has prompted a need to focus on the gratifications
obtained from virtual reality games within the context of the U&G theory in this
study.

Method

A quantitative research design was adopted in the study. The data collection
technique chosen as the quantitative research method is the questionnaire. Before
the survey questions were prepared, other studies conducted around the world in
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the context of the "Uses and Gratifications Theory" were examined and a study in
Video Game Uses and Gratifications Instrument (in Video Game Uses and Gratifi-
cations as Predictors of Use and Game Preference) (Sherry et al, 2006) Six factors
were determined by taking gratifications factors as reference. Based on these six
factors in the research, it is aimed to examine the gratifications that gamers get by
playing VR games. The questionnaire, which was determined as the data collection
method, consists of a total of 32 questions and three sections. In the first part, there
are four questions to determine the demographic characteristics of VR gamers. In
the second part, there are 22 questions to determine the gratification factors pre-
pared according to the 5-point Likert scale. In this scale, the ranges of Totally Agree
(5), Agree (4), Undecided (3), Disagree (2) and Totally Disagree (1) were given as
response options. The third part consists of six questions about the game-playing
habits of the gamers. Snowball sampling method was chosen as the sampling
method and the questionnaire was applied to VR gamers residing in Istanbul.

Limitations

One of the limitations of the research is that the sample of the research is
applied only to VR gamers residing in Istanbul, considering time constraints and
financial opportunities. Again, due to the limited time and access to large audienc-
es, the questionnaire will be filled through the online form, and although various
measures have been taken for a healthy answer, the fact that it is not possible to
obtain information about the environment and how the participants filled the
questionnaire is another limitation of the research. Due to the fact that VR technol-
ogy is new and quite costly, many people cannot prefer it, it was difficult to reach
the sample and the sample was limited to 119 participants.

Validity and Reliability of the Research

The most fundamental issue that can be addressed for the realization of
research is validity and reliability. The validity, which is considered at the very
beginning of the research process, is a preliminary assessment necessary to con-
tinue and finalize the research. This study followed the process of analyzing and
adapting the scales used in foreign languages, which is an important criterion for
validity, into Turkish. The scale, which was originally in English (and adapted from
Sherry et al, 2006), was translated separately by four English language experts,
then these analyses were compared, and a template was drawn up. Finally, the
scale was presented to the experts on the subject, and opinions were received
about its compatibility with the scientific language of the relevant scientific field,
and after these stages, the scale was given its final form.

Reliability is expressed as the degree to which a scale measures the subject
to be measured coherently and consistently (Salkind, 2015). In this respect, reliabili-
ty analysis is not about scale like validity, and it is about data. Therefore, it is locat-
ed between the data collection process and the analysis process. The reliability
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condition must be fulfilled in order to complete the analysis and report the
research results. Cronbach'’s alpha coefficient is one of the most frequently used
values for reliability analysis in empirical studies, and this coefficient is expected to
be over 0,700 for social sciences (George & Mallery, 2019). In this study, Cronbach'’s
alpha coefficient for 22 statements in the scale was determined as 0.879. The coef-
ficient shows that the reliability condition is fulfilled in the study.

Findings

In the context of the findings of the study, first of all, descriptive information
about the demographic characteristics of the participants and their game-playing
features are included. In Table 1, the participants’ gender, age, education level,
marital status, frequency of playing VR games, daily game playing time, gamer
level and game environments are given. According to the demographic and
descriptive information of the participants, female (26.1%) participants are fewer in
number than male (73.9%) participants. According to age distribution, it can be
seen that the participant group aged 31 and over (63.9%) is more common than
the participant group aged 30 and younger (36.1%). The idea that there are more
young people playing VR, in general, is more common in society. It is thought that
the snowball sampling method is determinative for this result. Participants with
undergraduate education are more than half (67.2%) of all participants. According
to the latest demographic finding, married (26.1%) participants are fewer in
number than single (73.9%) participants.

VARIABLES N %
Gender

Male 88 73.9
Woman 31 26.1
Age

Age 30 and under 43 36.1
Age 31 and over 76 63.9
Educational Status

High school 6 5.0
Bachelor’s 80 67.2
Master’s Degree 26 21.8
Doctorate 7 5.9

Marital status
Married 41 34.5
Single 78 65.5
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Play Frequency

Every day 8 6.7
Several times a week 42 353
Once a week 16 13.4
Several times a month 29 24.4
Once a month 17 14.3
Other 7 5.9
Daily Playing Time

4 hours or more 86 72.3
Less than 4 hours 33 27.7

Gamer Level

Beginner 35 29.4
Intermediate Level 50 42.0
Advanced 34 28.6
Playing Environment

At home 88 73.9
VR Cafes/Workplace/School 31 26.1

Table 1. Findings Regarding the Demographic Characteristics and Descriptive Information of the

Participants

Data on identifying information about the VR game are also included in
Table 1. According to the research findings, it is seen that the participant groups
who play VR games several times a week, once a week and a few times a month
are in the majority. Nearly half of the participants (42%) have an intermediate level
of playing, while those who play at the beginner level (29.4%) and advanced level
(28.6%) are almost equal to each other. Finally, VR gamers often prefer home for
gaming.

In the study, the participants were asked questions about the types of VR
games they played and the devices they played. The word cloud in Figure 1 con-
tains the findings related to this. Kuckartz & Radiker (2019) state that the size of the
words in the word clouds shows the frequency of their repetition by the partici-
pants. Participants show that game genres such as Action, FPS, Shooter, Sports,
Horror, Fighting and Racing are played more. Among the gaming devices, Sony
Playstation has come to the fore as the most preferred device compared to the
others. In addition, Oculus Quest stands out as the second most preferred device
by the participants.

Global Media Journal Turkish Edition, Fall / Guz 2023 Volume / Cilt: 14 Issue [ Sayr: 27 pp. / ss. 36-58



Gaming for a Purpose: Exploring the Role of Uses and Gratifications in VR Games
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Figure 1. Word Cloud Showing Participant Views on Genre of VR Game Played and Device Played

Table 2 shows the explanatory factor analysis for the participants' VR Games
Gratifications Factors scale. The expressions in the scale were analyzed in six
dimensions in a way that they were distributed in six dimensions in accordance
with their originality. The KMO (Kaiser Meyer Olkin) test was used to determine the
scale's suitability for factor analysis (Cogkun, et al, 2019). This value, which was
determined as 0.836 according to the KMO test results, is above the expected value
of 0.700 in social sciences. As a result of the same test, the Barlett Test of Sphericity
(0.00): p<0.05; Chi-Square: 991.4221; df. was found to be 231. As with the KMO value,
other results determined also show that the factor analysis carried out has statisti-
cal consistency.

Total Var. Cr. Art. Std. Factor Load
Competition 14.83 Alpha Cover. Deviation
0.877 3.95 0.796
When I lose the game to someone, I want to play it again immediately. ,835
I get sad when I lose the game. , 742
I want to prove to my friends that [ am good at games. , 732
It is important for me to be the most talented gamer to play the game. ,508
Total Var. Cr. Ar. Ave. Std. Factor Load
Challenge 13.27 Alpha 3.82 Deviation
0.781 0.696
I play until I finish a part of the game or win the game. 717
I enjoy doing new and creative things in the game. ,692
I feel satisfied when I get to the next level in the game. ,582
I pride myself on mastering a part of the game. 518
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Total Var. Cr. Ar. Ave. Std. Factor Load
Diversion 10.75 Alpha 4.21 Deviation
0.789 0.608
While playing games, I forget some problems in my life. ,832
I relieve the stress of the day by playing games. ,710
Playing relaxes me. ,678
I play games when I have other things to do. ,665
Total Var. Cr. Ar. Ave. Std. Factor Load
Fantasy 8.94 Alpha 4.10 Deviation
0.735 0.693
I'm excited to take on a second person in games. ,805
I can pretend to be someone else or somewhere else in games. ,706
I can do things in games that I can't do in real life. ,566
I want to do things in games that [ cannot do in real life. ,639
Total Var. Cr. Ar. Std. Factor Load
Arousal 8.29 Alpha Ave. Deviation
0.688 3.91 0.683
I never lose my excitement throughout the game. , 729
My adrenaline level rises while playing games. ,707
My emotions are activated when I play. ,604
Playing gives me excitement. ,507
Total Var. Cr. Ar. Std. Factor Load
Social Interaction 7.66 Alpha Ave. Deviation
0.649 3.76 0.860
We often play games with my group of friends. ,763
I stay in touch with my friends by playing games. 418

Principal Components Analysis with Varimax Rotation: Total Variance Explained: 63.769
%, Kaiser-Meyer-Olkin Sample Size: %, 836, Barlett Test of Sphericity (0.00): p<0.05; df.
231; Chi-Square: 991.4221 Rating Range (For All Dimensions [1] Strongly Disagree — [5]

Strongly Agree )

Table 2. VR Games Gratifications Factors Scale Explanatory Factor Analysis Findings

As a result of the explanatory factor analysis of the VR Games Gratifications

Factors scale, the total explained variance for the six structures was determined as
63,769%. The dimensions in the scale are competition, challenge, diversion, fantasy,
arousal, and social interaction. The variances explained according to the resulting
dimensions were 14.83%, respectively, in Table 2; 13.27%; 10.75%; 8.84%; 8.29% and
7.66%. The Cronbach Alpha values of the dimensions obtained in the scale are
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0.877 for competition, 0.781 for challenge, 0.789 for diversion, 0.735 for fantasy, 0.688
for arousal, and 0.649 for social interaction. The factor loads of the expressions
constituting the dimensions were realized as values varying between 0.418 and
0.835.

In the study, when the VR Games Gratifications Factors scale was adapted to
Turkish, CFA (Confirmatory Factor Analysis) was performed to test the accuracy of
the structure that emerged as a result of the EFA (Exploratory Factor Analysis) for
the scale. Significance (p=0.00<0.05) was determined in the CFA analysis. In order
to evaluate the fit of the model in factor analysis, values such as CMIN/df
(Chi-square [ Discrepancy Divided by Degree of Freedom), CFl (The Comparative
Fit Index), GFI (The (Adjusted) Goodness of Fit), RMSA (The Root Mean Square Error
of Approximation), which are closely used in the literature, were examined.

Model
Value Good Fit* Acceptable Fit* Measurement Result
Value
X /af 0<x2/df<3 3<y2/df<5 2,175 Good Fit
0.95=GFI=<1.0 0.90=GFI<0.95 0.93 Acceptable Fit
GFI
0
0.95=GFI=<1.0 0.90=GFI<0.95 0.95 Good Fit
NFI
0
0.95=GFI=<1.0 0.90=GFI<0.95 0.97 Good Fit
IF1
0
0.97=<CFI=<1.0 0.90=CFI<0.97 0.96 Acceptable Fit
CFI
0
0.90=AGFI=<1l. 0.85=<AGFI<0.9 0.88 Acceptable Fit
AGFI
00 0
0<RMSEA=<0.0 0.05=RMSEA<1 0.07 Acceptable Fit
RMSEA 5 0

Table 3. Comparison of Fit Index Values and Fit Values of the Measurement Model

Source: Karagéz, 2017)
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Figure 2. VR Games Gratifications Factors Scale Confirmatory Factor Analysis

Among the symbols in the model, Y represents competition (yarisma), Z
challenge (zorluk), SE social interaction (sosyal etkilesim), O diversion (oyalanma),
F fantasy (fantezi/hayal kurma), U arousal (uyariima) dimensions. The fit values of
the study show the suitability of the confirmatory factor analysis. Good fit values in
the study X2/df (2175/0<x2/df<3), NFI (0.95/0.95<NFI<1.00), IFI (0.97/0.95<IFI<) 1.00)
values. Acceptable fit values are GFI (0.93/0.90<GFI<0.95), AGFI (0.88/0.85<
AGFI<0.90), CFI (0.96/0.97) <CFI<1.00) and RMSEA (0.07/0.05<RMSEA<10) coefficients.
These fit values also show the significance of the CFA (Meydan & Segen, 2015).

Discussion and Conclusion

Although the popularity of VR games among gamers and their share of the
game market has been growing, it is an unexplored area for researchers. This study
revealed the six gratification factors obtained from VR games, the demographics
of the gamers and the six dimensions related to the gaming characteristics. The
scale named “Video Game Uses and Gratifications” (Sherry etal, 2006) was
adapted into Turkish which can be used in VR game use and gratification studies.
Although the research is limited to the province of Istanbul and 119 participants, it
has the claim to be pioneering research.

Research findings show that VR games provide six types of gratifications:
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competition, challenge, diversion, fantasy, arousal and social interaction. Compe-
tition as a gratification comes from gamers wanting to be the most talented
gamer and beat their opponents, being upset when they lose a game and wanting
to try again. This is an expected factor to derive from VR games, as researchers
consider competition to be a core component of gaming (Hayeon et al., 2013, p.
1703). Challenge is undoubtedly the most important experience gamers look for in
digital games (Denisova et al, 2017, p. 2511) and this gratification is a factor that
comes from the fact that gamers are proud of mastering a level, want to progress
in the game, finish the game and do new things in the game. The diversion gratifi-
cation obtained from VR games is about forgetting real-life problems, relieving the
stress of the day, relaxing, and getting away from responsibilities while playing
games. Besides serving as a diversion, video games are entertaining and can be a
pastime that gives one a sense of delight and success after completing a chal-
lenging task. Being able to act like someone else in games and doing things that
cannot be done in real life constitute the fantasy dimension. Fantasy is a significant
factor in what makes games enjoyable and appealing according to several
experts who have researched digital games. All of the physical objects present in
video games arouse fantasy allowing gamers to lose themselves in the game
(Youngkyun & Beomkyu, 2013, p. 1981). Arousal, which is used to indicate a physio-
logical response to stimuli, namely increased heart rate and blood pressure
(Cusveller et al, 2014, p. 165), refers to excitement, increased adrenaline, and acti-
vation of emotions during play. Playing games with a group of friends and staying
in touch with friends while playing games creates the social interaction gratifica-
tion dimension of VR games.

Future studies on VR games may help us to understand the relationship
between the demographic characteristics of the gamers and the gratifications
obtained, and the relationship between the game-playing characteristics of the
gamers and the gratifications obtained. Since this study used the snowball sam-
pling method, demographic variance remained limited, but the inclusion of indi-
vidual differences in future research may provide a better understanding of the
impact of these differences on VR gaming gratification and game-play character-
istics. Additionally, further studies may shed light on motivations for playing VR
games by revealing not only the gratifications obtained but also the gratifications
sought.
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Tuketim kultard, toplumsal bir olgu olarak birey ihtiyaglarinin sinirsizidini ve tatminsizligini ifade eden bir kavram olmustur. Bu,
ekonomik ve sosyal baglamda tuketim yapabilme imkanina sahip bireylerin oldugu toplulugu tanimlamistir. Geligmis tlke toplum-
lari bu agidan tdketim toplumunu olugturmustur. Gelismekte olan Ulkeler ise kisith tuketim imkanina sahip olmalarindan dolayi
tuketici toplumu olusturmusglardir. Sanat, Gretim ve gésterge olarak toplumlarin gérselligini ifade etmistir. Sektlerlesmenin dinin
yapisini sarsmaslyla sanat dinsel nesnenin yerini alan kutsal bir anlatiya dénigsmuastar. Taketim kultirinde nesnenin ekonomik
deger sagladig 6lgude dnemli gérulmesi sanat begenisini ve anlatisini degistirmistir. Sanat Gretimi bu agidan bir tiketim nesnesi
halini almigtir. Arastirmada sanatin tiketim nesnesine dénusimunu, nesnenin islev degerinden sahiplik degerine yonelik artan
6nemine bagll incelemektedir. Arastirmanin kapsami modern ve ¢agdas sanat hareketlerinin tiketim kultard agisindan deger-
lendirilmesiyle sinirlandirimigtir. Sanat izleyicisinin/ziyaretgisinin “misteriye” déntgiimu sosyolojik bir incelemedir. Sanat pazarla-
masinin iletigim boyutunu olusturan buttnlesik sanat pazarlamasi, arastirma konusu olmustur.

Anahtar Kelimeler: Sanat, Tuketim kultard, Buttnlesik Sanat Pazarlamasi, Sanat Sosyolojisi, lletisim Caligmalari

ABSTRACT

As a social phenomenon, consumption culture has become a concept that expresses the limitlessness and dissatisfaction of
individual needs. This defined the community of individuals who had the opportunity to consume in an economic and social
context. In this respect, developed countries have created a consumer society. Developing countries, on the other hand, have
created consumer societies because they have limited consumption opportunities. Art expresses the visuality of societies as a
production and indicator. As secularization shook religion's structure, art became a sacred narrative that replaced the religious
object. In the consumption culture, the object is seen as important as it provides economic value, which has changed the taste and
narrative of art. In this respect, art production has become an object of consumption. The research examines the transformation
of art into a consumption object, depending on the increasing importance of the object from its functional value to its ownership
value. The scope of the research is limited to evaluating modern and contemporary art movements in terms of consumption
culture. The transformation of the art viewer/visitor into a "customer” is a sociological investigation. Integrated art marketing, which
constitutes the communication dimension of art marketing, has been the subject of research.
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TUketim Kalturinde Sanat: Butunlesik Sanat Pazarlamasi Hakkinda Bir Degerlendirme

Giris

insanoglu, doganin tuketimi Uzerine bir evrim gostermistir. Doga, insanin
birlikte yasadigi ve onun déngustne gére yasama tutundugu bir olguyken bu
yonelim yerlesik ve tarimsal topluma gegisgle birlikte donismustar. Artik insanoglu
dogadan beklemeyerek talepte bulunan bir konumda olmustur. Bu degisim, insa-
noglunun doganin nesnesiyken dogayi insanoglunun nesnesi yapmistir. insanlik
tarihinin, doganin tuketimiyle ilerlemis oldugunu belirtmek bu agidan surecin
anlasilmasini kolaylastiracaktir. Ote yandan toplumu niteleyen bir gosterge olarak
taketim, doga ile kurulan bu iligkinin dénusimuyle anlam kazanmig ve toplumun
kendisini bir tanimlayan olarak gdéstermistir. Bu noktada toplum artik doganin
tuketicisi degil kendinin tuketicisi, nesnesi ise kendi Uretimi ve bilgisi olmustur.

Kapitalizm ile birlikte Bati'nin emperyalist yayilimi dinya Gzerinde hegemon-
ya kurabilmesine imkdan saglamigtir. Hegemonyanin uygulama araclari degigse
bile Gstanlugu gunimuze kadar devam etmistir. Bu agidan kiresellegsme politikalar
tum tuketim bicimlerini degistirdigi gibi sanat tuketimini de degistirmistir. Sanat bir
toplumsal Uretim olarak buyuk oranda iginden ¢iktigi kultarel kodlara gore belirlen-
mistir. Bu surecte sanat, pazarlanabilir bir metaya dénusmus ve pazarlama
araglari sanatin yayihmini hizlandirmigtir. Arastirma, sanat pazarlamasinin taketim
toplumu baglaminda degerlendiriimesidir. Bu degerlendirmede, pazarlama
araclarinin sanatsal nesnelerin tdketimini artirict bir ydntem olarak kullanimi ince-
lenmektedir. Sanat Urunlerinin metaya dénusumd, batdnlesik pazarlama iletigimi-
nin sanat agisindan yorumlanmasiyla gergeklesmistir.

TUketim toplumu, ihtiyaca ve hazza iligkin bir toplumu tanimlamaktan ziyade
gostergeler (nesneler/géstergeler) ve farklar koduna dayanmistir. Ekonomik mallar
ve Urunler sosyolojik bir gdstergeler sistemine déntsmustar (Baudrillard, 2008, s.
92). Bu olgu toplumun tuketim Gzerinden tanimlamasina neden olmustur. Bireyin
icinde bulundugu toplum kosullari agisindan goésterge sahipligine ydnelik tuketim
egiliminde bulunmasi da bunu gdstermektedir. SUre¢ aslinda hegemonyanin
insasina gére belirlenmistir. Dominant gruplar toplum iginde énemli bir rol kazan-
mis ve tuketim bu gruplar ile 6zdesglesmistir. Sosyal siniflar da bu baglamda tuketim
toplumunun dogal unsurlari olarak var olmustur. Tdketim unsuru olan kultarel
ortamin Uretimi sosyal ortamin Uretimini saglamigtir (Storey, 2009, s. 202). Yirminci
yuzyilin toplum olgusuna getirdigi en buyuk etki sosyal ortamlarin olusumunda
tuketimin belirleyiciligidir. Kapitalizmin gelisimi ve pazarlama teknikleri kamularin
tUketiciye donisimunt saglamistir. Béylece degisen medya endUstrisi ve reklam
gibi araclarla kitlenin egitiimesi saglanmigtir (Featherstone, 2005, s. 38).

Sanat ve pazarlamanin birbirine eklenmesiyle ortaya c¢ikan imge, sanat
pazarlamasi kavramina olumsuz bir anlam katmigtir. Pazarlamanin kapitalizmle
iligkisi sanatin kutsalligini yapi bozuma ugratmasiyla bu algiyi olusturmustur. Kapi-
talizm nesneleri metalastirmasi ve ortaya gikan degerin ekonomik duzen iginde kar
etme hirsina dénusimu belirleyicidir (Wallerstein, 2012, ss. 15-17). Kapitalizmin
sUrece etkisi, tuketicinin taleplerini degistirebilme gucu ve tuketiciyi musteriye

Global Media Journal Turkish Edition, Fall / Gtz 2023 Volume / Cilt: 14 Issue [ Sayi: 27 pp. [ ss. 59-78



Oytun DOGAN

doénusturebilmesidir. Bu yénelim sanat pazarlamasi agisindan aynilasarak izley-
ici/katiimci/ziyaretciyi “musteriye” dénUstirmustar. Fakat bu olgunun klasik sanat
tanimi agisindan problem olusturdugu da belirtiimelidir. Bunun sebebi tuketim
kaltaranan “sanatsal yaraticiigi” baskilamasidir (Aglargdz & Oztark, 2015, s. 179).

iletisim aygitlarinin gogalmasi ve etkinligini artirmasinda dijital kaltarin
gelisimi énemli bir dénisime sebep olmustur. Kuresellegsme Uretim ve iletisim
teknolojilerini bu agidan déntstirmustir. Bunda bir énceki dénemin “egitilmig”
kitlesinin tuketim agisindan doygunluga ulagmasi etkili olmusgtur. Dénem kitleden
cok bireye odaklanarak bireyin intiya¢ ve arzularini dénustirmeyi amacglamistir. Bu
acgidan iginde bulundugumuz dénem “musteri yazyili” adlandiriimasiyla temsil
edilmistir. MUsteri artik tiketici degil taninmasi ve anlagiimasi gereken kisi/topluluk
olmustur (Tasogly, 2009, s. 177). Pazarlama iletisiminin de bu agidan kurgulanmasi
gerekmistir.

Pazarlama karmasi, Grdn, fiyat, mekdn ve promosyonun (4 P- Product, Price,
Place, and Promotion) Uretim ile birlikte planlanmasi surecidir. Tketim kaltirinde
nesnelerin metaya dénisumunun hizlanmasi ekonomik sistem igine giren sanatsal
dretimlerin de benzer bir modelle pazarlanabilmesine neden olmustur. Bu noktada
sanatin biricikligi ve sekulerligin bir kaltd olmasi sanatsal nesnelerin siradan bir
tuketim nesnesi olarak algilanmasini zorlastirmistir. Bundan dolayi klasik pazarla-
ma karmasina farkl bir ydéntem ile bakilmasi gerekmistir. Pazarlama karmasina bu
baglamda insan, stre¢ ve fiziksel kanit (3 P- People, Process, and Physical
Evidence) eklenmigtir (Kirchner & Ford, 2013, s. 100). Butunlesik pazarlama iletigimi,
kitlesel pazarlamanin tuketici Uzerindeki azalan etkisini artirmaya yénelik pazarla-
mada kullanilan yéntemlerin ortak/tek mesaj verme gerekliligiyle ortaya ¢ikmigtir
(Bozkurt, 2007, s. 27). Butunlesik sanat pazarlamasi izleyicinin/ziyaretginin degisen
taleplerini musteri kavramina yénelik olugturmustur. Bu tuketim kaltGrinde talepte
bulunan bireye iligkin bir streci olugturur.

Arastirma tuketim ¢aginda izleyicinin musteriye dénisimunu sosyolojik bir
olgu olarak degerlendirmistir. Buttnlegik sanat pazarlamasi kavrami, tiketim
kaltard agisindan sanat iletisimine yoénelik bir inceleme amaci tagimistir.

Sanat; Tuketim KGlturinln Bir Kullanim Nesnesi

Toplum iligkileri, bireylerin davraniglarinin istemli ve istemsiz etkileyen bir
iligkiler agini olusturur. Bu iligkilerin olusumunda ve yayiiminda temel dizeyde etki
toplulugun tabii oldugu kultarde sakhdir. Kultdr bu baglamda bireyin begenisini
olusturdugu gibi uzak durulmasi gereken alanlari da tanimlamistir. Taketim bu
agidan topluma ve bireye ait bir tanimlama olarak kaltirden ayri dastnudlemeye-
cektir. Bu da toplumun kulturel iligkilerini degerlendirmeyi gerektirmistir. Tketim, bu
minvalde kapitalist ekonomi tarafindan bireyin tabii oldugu kualtarel ortami
degistirmeyi amaglamistir. Ornedin, bir ev hanimi marketten eve gelirken sepetteki
bazi seyleri ev igin bazilarini evin babasi ve gocuklari icin bazilarini ise eve gelebi-
lecek konuklar igin ayirmistir. Misdafir igin ayrilan drdnler, misafirin kim olduguna, ne
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siklikla cagrildigina, hangi mduzikleri dinleyecegdine gére kualtaran digavurumu
olusturmustur. Kenara kaldirilan Grtnlerin zaman igindeki degisimi kaltaran ve bu
baglamda aligkanliklarin da degisim gecirdigini gdstermistir (Douglas & Isherwood,
1996, s. 73). SUreg, tiketim kulturinun ortaya cikardigi istek ve ihtiyaglarin sabit
olmadigini ve piyasanin igleyisi geregi degisebildigini géstermektedir.

TUketim kultary, kdresel gadi ve gunceli tanimlayan bir kaltard olusturmustur.
Bu tanimlama kendi iginde tuketici ve tuketim kaltard ayrnimini ortaya gikarmigtir.
Tuketim kaltard kapitalist gelisimi tamamlamig ve Uretim iligkilerini buna gére olug-
turan toplumlari géstermistir. Bu, harcamanin toplum igin kolayligindan ve
demokratiklegsmesinden kaynakli olmustur. Ayrica gelismekte olan Ulkeler benzer
bir harcama egilimi gbéstermigse de toplum iginde belirli bir grup ile sinirlandigin-
dan dolayi bu toplumlari tiketim kualttrd icinde degerlendirmemek gerekmektedir
(Odabcl§|, 2017, s. 33—34). Bunun sebebi kdresel kaltar ile tuketim kaltard ayriminin
6nem olusturmasidir. Cunku kuresellesme begenilerin aynilagsmasini herkesin ayni
yemegi yemesi, ayni elbiseyi giymesi ve benzer teknolojik araglari kullanabilmesini
saglamistir (Conpolot, 2005, s. 136). Bu agidan tuketim kaltardnun kullanilan aranler
Uzerinden degerlendiriimesinin yeterli veriyi veremeyecegdi gérulmektedir.

TUketim kultart baglaminda talep yaratan en dnemli istek nesne sahipligidir.
Geligmig uUlkelerin tuketim kaltardndn merkezinde olmasinin temel sebebi istek
duyulan nesnelere kolay ulasilabilmesi ve nesnelerin toplum igin ifade ettigi
anlamin harcamaya yoénelik olmasidir. Gunluk kullanim nesnelerinin sayisindaki
artis hizi ve gereksinimlerinin ¢esitliligiyle nesnelerin dogum ve 6lum hizlarinin
dogru orantili gelisimi etkili olmustur. Nesnelerin soyut degerinin 6nem kazanmasi
ve bir nesnenin iglevle degerlendiriimemesinden kaynakli taleplerin gézlenmesi bu
noktada belirleyicidir (Baudrillard, 2008, ss. 9-14). Bu durum arzu duyulan ve sahip
olunan nesne imgesiyle de ilgili olmustur. Sahip olunan nesne, iglevinden soyutlan-
mis ve sahip olan agisindan bir anlam ifade etmistir. Bu agidan sahip olunan nesne,
islevini kaybetmis nesneye déntusmustur. Cunkd sahiplik nesnenin soyutlanmasi ve
sahip olan tarafindan anlamlandiriimasi Gzerine geligmistir. Bu durum, bireyin
nesneler ve zihin dunyasinda olusturdugu soyut anlamlari ifade etmektedir.
Ornegin, bir hall, biblo ya da masa nesneye dénustiginde anlamlanmistir. Bu
acidan bir heykelden bahsedildiginde maddi birimgeden degil guzel bir nesneden
s6z edilmektedir (Baudrillard, 2008, ss. 106-107). Bu, sanatsal nesnenin liiks tiketim
arand olarak gérulmesinin temelini olugsturmustur. Bu agidan sermaye sahiplerinin
bu tdr alimlara yénelimi artirmistir. Ayrica ekonomik enflasyon dénemlerinde sanat
drdnlerine talep artigi gdézlenmis bu da sanat drunlerinin sagladigi degerden kay-
nakli olmustur (McAndreW, 2010, s. 84).

Nesne, sahip olunan Urdndn kullanimina gére sanat veya tuketim nesnesi
olarak yorumlanmigtir. Bu ayrimin temelinde tuketim nesnesinin sanat nesnesin-
den farkinin fonksiyon sahipligi ve ¢cogaltilabilir olmasi vardir. Sanatsal nesnenin
degerli olmasi onun biricikligine iligkin olmus ve sahip olunmak istenen bir arzu
nesnesine déntsmustar (Atar & Avcl, 2018, s. 92). Fayda ve arzu iligkisinin bozulmasi
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bu dénusimde belirleyicidir. Cunkl sanat eseri arza yénelik degil moda olmak gibi
daha subjektif degerlendiriimelere tabii olmustur. Refah dédnemlerinde sanatin
godsterigci tuketim olgusuna dair yogunlagmasi buna érnek verilebilir (Stallabrass,
2010, ss. 97-98). Bunun temel sebebi sanatin tuketim toplumunda bir gésterig
unsuru olusturmasidir. Bundan dolayi 6zel sirketler sanata buyuk yatirrmlar yap-
arak sanatin “biricik olma” dederini kendi imajina katmistir. Ornedin, Batl muzeleri-
nin girketler agisindan bir halka iligkiler ortamina déndgmesi buna 6rnek gosterile-
bilir. ABD ve ingiliz muzelerinin bahgeleri 1980’lerden sonra (neoliberal ekonomik
dénem) araba galerisine dénismesi elit kaltarel Grinlerin bu mekanda izleyicisine
ulagmasini saglamisgtir. Sanatin teghir mekani olan muzelerin elit kaltaran bir ortami
olmasi da buna iligkin olmustur (Wu, 2005, s. 207). Bu baglamda Uretimin gésterge-
si olan sanat tanimi da degismistir. 1960’lar sonrasinda sanat, cagdas (Gérsel 1)
oncesini ise modern olarak belirginlegsmistir. Cagdas, lineer zamanin son gdsterge-
si, moda, mimari ve dekorasyonda da modern yagsamin en ust noktasini temsil
etmistir (Smith, 2010, ss. 369-371).

Gérsel 1. Josiah McElheny, Modernitenin Sonu (Smith, 2010, s. 370)

Tdketim caginda sanat etkinliklerine erigsim &6zgur ve demokratik olsa da
katilim ekonomik ve sosyal gug ile iligkili olarak artig géstermistir. Ziyaretgcilerin geliri,
statuleri ve egitim durumlari buna érnek gosterilebilir. Mlze ziyareti bu agidan
kaltarel sermayeye sahip gruplarin yaptigi bir edim olmustur. Bu durum muzenin ev
sahipligi yaptigi sanat eserlerinin bir nesne olarak anlasilabilmesi nedeniyledir.
Muze binasina girig sinirlamaya tabii olmamigken muzedeki eserinin anlagiimasi,
sanatla ilgili/ilgisiz kisiler ve gruplar arasinda hayali bir duvar ortaya cikarmigtir
(Bourdieu & Darbel, 1997, ss. 29-32). Hayali bu duvar, tiketim kltird agisindan san-
atin metaya déndgmesinin temel nedeni olmustur. Bunda tuketim toplumu agisin-
dan sanat sisteminin iginde bir diglayicilik tagimasi etkilidir (Stallabrass, 2010, s. 106)

Tuketim toplumunda sanatsal nesneler, gosteri toplumu agisindan meta-
larin dunyasi ile benzesmistir (Debord, 1996, s. 26). Eserin metalagmasi sdreci san-
atin “kutsal” olan imgesini de dénustirmustar. Cunkt sekulerlesme surecinde
sanat, dinin yerini alan kutsal bir imgeye dénuserek sekulerligin “kultleri” olarak
yorumlanmigtir. Tiketim kaltard igcinde sanat ve muzenin birbirine ihtiyaci ekonomik
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bir zorunluluk haline gelmistir. Bunda Uretimi yapan sanatgi ve muzenin karsilikl
birbirlerinin markalarindan yararlandiklari bir yapiya déntsmesi belirleyicidir. Ozel
sektdér bu baglamda sanati bir pazarlama araci olarak kullanmigken sanatgi ise
kendi Grinana pazarlayan kisiye dénismustar (Stallabrass, 2010, s. 118). Bu agidan
sanatgl veya sanatin nesne degerinden yararlanmak isteyen taraf pazarlama
araglarindan sanat tuketimini artirmak amaciyla yararlanmistir. Arastirmada ttke-
tim olgusu, buttnlesik sanat pazarlamasi agisindan degerlendirilecektir.

Butunlesik Sanat Pazarlamasini Taketim Kultira Baglaminda
Degerlendirme

Pazarlama yénetiminde pazarlanacak urdn, satig ve iletisim ydéntemleri
kullanilarak uygulanan bir sUrectir. izleyiciyle dogru iliski ve gelen geri bildirimin
dikkate alinarak uygulanmasi sanat iletisimi agisindan da benzerlik géstermektedir
(Byrnes, 2009, s. 346). Surecin nitelikli devam etmesi igin pazarlama iletisimine bir
butin olarak yaklagiimistir. Bu modele buttnlesik pazarlama iletisimi denilmigtir.
Sureg, pazarlama ve kampanya Uretiminin iletigsim stratejisinin belirlenmesidir.
UrGnun hazir olmamasi, tedarikte yasanacak sikintilar, servis aginin oturmamasi
gibi problemlerin Urine verecedi zararin engellenmesi amaglanmistir. Bu hem trdn
hem de Uretici markasina zarar vermemek Uzerine geligmistir. Sekil 'de dogru
iletisimin G¢ temel adimi gosterilmistir. iletisim stratejileri ve taktiklerinin olugu-
munun ilk agamasi gekilden de géraldugu gibi taninin belirlenmesidir (Ang, 2021, s.
1-2). Tuketim kultarande stratejilerin uygulanmasinin zorlugu Gran bollugu ve rakip
fazlahgina iligkindir. Kdresellesme drunlerin dagilimini hizlandirmig ve yine bu
dénemde Uran/sirket itibarinin zedelenmesi Grin yasam déngisinin sonuna
gelmesine neden olmustur.

Tan Stratejiler Taktikler

Sekil 1. Bir Kampanya Planlamasinin Ug Temel Adimi

Tuketim kultarinde pazarlama, Uretici ve musteri arasinda Urun tedarikinin
devam etmesi surecinde uygulanan stratejiler butinuadur. Klasik pazarlamada
nesnenin elle tutulabilir bir obje olmasi 1980’lere kadar gerekli bir durumken bu tari-
hten sonra elle tutulamayan UrUnler de pazarlanabilmistir. Kaltarel Granler bir
butun olarak (oyun, konser ve sergiye katilim; bilet; hediyelik esya gibi) tuketim
nesnesine dénusmustdr (Kolb, 2013, s. 123). Butunlesik sanat pazarlamasi, sanatin
“yaraticiligindan” faydalanarak dikkat 6gesini olusturmus ve izleyici/ziyaretgi kitle-
siyle buttnlesebilmigtir. Ornegdin, Beck's sirketinin sponsorlujunda Gilbert ve
George'un Haward Galeri'de gergeklesen sergisinde sanatgilar tarafindan sinirli
sayida Uretilen tuketim nesnesi siseler (Gérsel 2) bir sanat eserine dénugmusgtar
(Wu, 2005, s. 220). Sanatin estetik degerinin pazarlama ile butinlesmesi moda
olani belirlemis ve eserin degerini de bu agidan dénusturmustar. Tuketim nesnesi
dretimlerin yeni pazarloma stratejileriyle belirlenmesi, Granun dikkat cekici bir
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tasarim olarak akilda kalmasina sebep olmustur. Bu agidan arzu duyulan nesneler-
in hayal edilmesinde sanatin yaraticiigi ve populerligi kullaniimistir. Standart tre-
timin postmodern dinyada deger gérmemesi sirketlerin nesneleri sinirli sayida
dretmesine neden olmustur. Sanatsal Uretimin biricikligi Grtnle birleserek standart
Uretim bir nesneden &zel Uretim bir nesneye dénigmustur (Stallabrass, 2006, s. 53).

GILBERT .{IE oRad

-

.:.“h
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Gérsel 2. Gilbert ve George’un Tasarimi Beck’s Sigesi (George and Gilbert, 1987)

Postmodernizm, imajin nesne ile butinlesmesini saglayarak nesne ile
kavram arasindaki ayrimin kaybolmasina yol agmistir. Nesnenin medyadaki imaiji
nesnenin gercgekligini olusturmustur. ileri teknolojiyle gelisen tuketim, toplum iligkil-
erini de degistirmigtir. Fetiglesme, nesnenin yayillim hizini artirarak tuketimini yuak-
seltmistir (Jameson, 2008, ss. 375-376). Bireyin gercekligini gdstergelerle olugtur-
dugu simulasyon evren bu kultard tanimlamistir. Sanattaki soyutlama modadan
iletisim aracglarina her tarld anlamin birbirinin igine karigmasini saglamistir. Bu
sUre¢ tuketimin Gretimi olarak da tanimlamustir (Oker, 2005, ss. 200-202). Ornegin,
kanon sanat begenisi olusturan guzel beyaz kadin/erkek imgesinin sorgulanmasi
(Jones, 2009, ss. 376-378) tuketim agisindan modanin yayilimiyla herkesin tiketer-
ek guzellesebilecegi olgusuna ydnelik bir inga olmustur.

Sanat pazarlamasi, duygusal pazarloma ydntemleriyle tasarlanan bir
surectir. Bunda sanat eserinin, sahiplige iligkin anlamlar Uzerine kurulmus olmasi
belirleyicidir. Bu anlamlandirma sureci iki agidan ortaya ¢ikmistir; ilk adim, sanatin
kaltarel ttketim iginde duygusal bir tatmin olusturmasi ikincisi ise sanat tuketicileri-
nin ortak degerleri paylasan kisiler tarafindan bir sosyal alan olusturmasidir.
Ornegin, her birey farkli resimden etkilenerek kendi begenisine gére resimlere farkli
anlamlar yUklemigtir. Sanat galerileri de belli tarzda tretimleri sergileyerek bu eser-
lere ilgi duyacak kigilere bir sosyallesme ortami saglamistir. Bu ortam esere ilgi
duyulmasiyla saglanabilecegdi gibi sosyallesmenin verdigi hissin ve katilimcinin bu
ortama ddahil olmak istemesiyle de gerceklesmistir. Bu baglamda sanat pazarla-
masi sadece artistik bir kazanim degil duygusal olarak sanat eserine sahip olun-
masi ve bu eserin kazandirdidi (koleksiyon dugUncesiyle, sanat eserinin sagladig
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sosyal statd, duygusal tatmin vb.) anlamlar olmustur (Kirchner & Ford, 2013, s. 104).
Kaltarel organizasyonlara katilmanin farkli motivasyonlari oldugu bu agidan belir-
tilmelidir.

Kaltarel etkinlikler taketimi artirict bir ortam olusturmustur. Kolb’a gére
bunlar; “Belirli bir sanatgi veya sanat ekoltne ilgi; Bir sosyal rittele katihm; Eglence
tatminini saglamak; Bireysel kendini gergeklestirme ve Sosyal bir ortama danhil
olma” ihtiyacini kargilamaktir (Kolb, 2013, s. 70). Tuketici bu acidan kendisine uygun
bir batinun pargasi olabilmektedir. Bunu davranigsal tuketimiile de agiklamak ger-
ekir. Bu sureg, yakinlik duyma ve kaginma tutumlariyla belirlenmistir. Tutumlarin
olusumunda U¢ boyut vardir. Bunlar; “zevk alma” (negatif ve pozitif duygularla
deneyim yasama), “uyariima” (bir hissin verdigi gug), ve “hakimiyettir” (danil
olunan deneyim hakkinda sahip olunan bilgi). Ornegin, bir tiyatroya giden topluluk
tiyatro sonrasi bir caz kulibune giderek hem muzik dinleyip hem de
konugmuslardir. Bu grubun pargasi olmak igin dahil olunan ortam hakkinda yeterli
bilgiye sahip olunmasi gereklidir (Kubacki & O'Reilly, 2009, s. 63).

Tuketim nesnesi olan sanat, pazarlama agisindan basit bir islemler dizisi
olusturdugu dusunulmustuar. Bunlar; sanat organizasyonlarina Uye kisilere ulagsmak
ya da musteri olarak sanat yatirrmcisi bulmak; bu kriterlere uygun mekénlarda
teshirde bulunmak; potansiyel alicilara ulasip sureci gergeklestirmektir. Fakat bu
sema ne kadar basit gibi goértnse de izleyici ya da ziyaretgi olan musteriye ulagsmak
zorlu bir suregtir. Bunda sanat eserinin meta degeri tastyip tasimadigr tartigmasi
temel olmustur. Ornegin, tuketim kultard acisindan sanat, Yaksek Sanat (ilk harfi
buyuk “Y/S”) ile populer ve eglence kultara (ilk harfi kiguk “k”) ayrimi ortaya
cikmigtir. Yaksek Sanat érneklerinin yuksek standart olarak gérilmesine karsin pop
kaltara kitleye ait géralmustar. Bu “kitle” ve “sinif” arasindaki ayrimi da belirlemistir.
Kitle pop begeniyi takip ederken sinif yudksek kultdrel drdnleri yani YUksek Sanati
takip etmistir (Holbrook, 2016, s. 194). Bunun temel sebebi deneyimin gerceklestigi
ortama aitlik hissi olmustur. Kisilerin begenileri katihm g&sterdikleri etkinlik segimini
belirleyerek ait olunan yerin kigi agisindan yakinlik duyulan ya da kaginilan bir yer
olup olmamasini belirlemigtir (Kubacki & O'Reilly, 2009, s. 64).
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Tablo 1. Sanatin Yayilimi Baglaminda Girigimci Pazarlama (Kirchner & Ford, 2013, s. 100)

Sanat pazarlamasinda musteri yapilmaya caligilan kitleye yenilik¢i pazarla-
ma yéntemleriyle ulagiimasi gerekmistir. Bu, degerin uretimiyle ilgili olarak patron
ve bagis¢! olan sanat alicisinin musteri olma surecini de olugturmustur. Ornegin,
Tablo 1'de girisimci pazarlama ydntemleri sanat pazarlamasinda yenilikgi yak-
lagimi géstermektedir. Yaratici pazarlama dikkat 6gesi ile Uretimlerin farkh
baglamlarda yorumlanmasiyla olusturulan satig kanallaridir. Sanat eseri ve ortami
pazarlama agisindan énemli bir asamayi olusturmustur. Duygusal pazarlama,
marka degerine ve markanin guglendiriimesine ydnelik bir model olmustur. Sanat
pazarlamas! agisindan bu, sosyal stati ve kendini gergeklestirmeye iligkin bir
surece karsilik gelmistir. Orgutsel girisimcilik, kurumun kendi kaynaklarini yenilikgi
yontemlerle nitelikli kullanmasidir. Sanat pazarlamasi baglaminda bu streg kurum
ici proaktif ve yenilik¢i ydntemlerin uygulanmasidir. Yikici pazarlama, geleneksel
pazarlama sudrecinin degisimini ve yeni yontemler gelistirmeyi tesvik etmektedir.
Sanat organizasyonlari yikici pazarlamayi yenilikgi yaklasim ve ziyaretgi geri bildiri-
mine goére olusturabilmektedir. Yaratici tahribat, sanat organizasyonlarinda teghir
ve sunumunun farkhlagtirilarak yorumlanmasi olmustur. Mavi okyanus stratejisi
girisimci pazarlama 6rnegi olarak pazarlamanin rakiplerle mucadele edilerek
gerceklesmesinden ziyade biricik, okyanusa acilan ve kendini deger géren bir yak-
lagimi gbéstermistir. Sanatin biricikligi ile dusunuldugunde stratejinin sanatsal nesn-
eye uygunlugu anlasiimaktadir (Kirchner & Ford, 2013, ss. 100-106). Ornegin, You-
tube ya da diger dijital ortamlarda potansiyel alicilara ulagmak igin sanatgi, karatér
ve egitmenlerin sanat eserinin biricikligine yénelik génderiler yapmasi bu stratejiye
yoneliktir (MacNeill & Wilson-Anastasios, 2013, s. 300). Bu strateji, izleyici/muUsteri
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Gzerine hegemonya kurmaktan ziyade cgergevenin belirlenmesini saglamigtir.
Cergeve, Uretim/begeni alanlarinin belirlenmesini ve sanatginin bu alanlar icinde
yaptigi Gretim olmustur (Thorton, 2008, s. 9). Tiketim agisindan bu durum dikkatin
kazandiriimasi ve eyleme gecilmesini saglamistir. ilgi, bu agidan Uretim olarak
begeni olmusken eylem ise izleyici ve ziyaretgi olan musteriye dénugmustur.

Pazarlama, alici ve satici arasindaki arz talep surecinin akigi ve devami igin
gerekli bir organizasyonu tanimlamistir. Bu strecin ve organizasyonun geligimi igin
uygun ortamlara ihtiyag vardir. Sanat ortamlarini Arthur Danto’'nun tanimlamasiyla
sanat dunyalari (Danto, 1964) olarak belirtmek gerekir. Bu tanim, sanat etkinliklerine
katilm gésteren buyuk kuguk tum katiimcilar ve Uretim ile teshirin gergeklestigi
tum ortamlari igine alan bir gbsterge olmustur. Ortam esik bekgcilerini ve deger
Ureticilerini de icine almigtir. Sanat pazarinin Grand olan nesneler bu baglamda
birincil ve ikincil pazarlarda dolagim goésteren nesnelere dénugmustur. Birincil
pazar, buyuk ticari galerilerin yagsayan sanatgilarin Gretimleriyle gerceklestird-
ikleridir. ikincil pazar ise gogunlukla ikinci el satiglarin yapildigi ortamlari ifade
etmektedir. Bu ayrim keskin sinirlarla olusmadigi ve ikincil pazarlarda yagsayan san-
atgilarin Uretimlerinin de dolagim degeri kazandigi belirtiimelidir (MacNeill & Wil-
son-Anastasios, 2013, ss. 296-299). Sanat pazarlamasi bu agidan bir streci olugtur-
mugtur. Surecin gelisimi sanatgi imajinin ingasi ve eserlerin dikkat ¢ekici olmasinin
saglanmasidir (Davey, 2023). Ornegin, Refik Anadol'un isleri ve Uretimlerinin
baglami bunu gdéstermektedir. Los Angeles Filarmonik Orkestrasinin arsivine
dayanarak Uretilen eser (Gérsel 3), orkestranin belleginin dijitallesmesini
saglamigtir. Bu Uretimin, baglam ile iligkisini saglamis ve eserin yayilim hizini
artirmigtir.

WDCH DREAMS

GAN UPSCALING FRAME -PREDICTED HALLUCINATIONS

n"ﬁ 1|

Gorsel 3. Refik Anadol, WDCH Dreams (Anadol, 2019)

TUketim kultdrinde Urdn ve hizmet talebinde bulunma eylemi, eylemde
bulunan kiginin “musteri” olarak tanimlanmasina neden olmustur. Kulturel ve san-
atsal organizasyonlara katiimin da bu agidan degerlendiriimesi gerekmistir.
Musteri olan katilimcinin deger pazarlamasina yénelik elde edecegi tatmin Uzerin-
den bu tanimlanma saglanmistir. Ornegdin, sanat organizasyonlarina katiimin bilet
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fiyatlandirnimasi, katiimcinin elde edecedi tatmine odaklanmistir. Bu etkinliklerde
fiyat indirimi ya da promosyon yapilmasinin etkinligin degerini disureceginden
dolay! pazarlama surecine dahil edilmeme egilimi vardir (Kolb, 2013, s. 73). Bunun
sebebi bir tUketim nesnesi olarak sanatin kaltar endustrisi agisindan degerlendir-
ilmesidir. Bu sUregte sanat hem kitle kultirine hem de populer kulttre dair Uretim-
lerle tUketimi artirmaya yoénelik bir deger olusturmustur. Cagdas sanatin varhgi
kitlesel olandan uzaklasarak Gnik sanat degerini ortaya ¢ikarmayr amaglamistir. Bu
dretimin bagimsiz bir deger olarak yorumlanmasini saglamistir. Postmodern
baglamda eser yoruma kapatilarak is ve sdylence birbirinden ayrilmistir. Yorumlar
cagdas sanat eseri Uzerine degil Uretimde bulunan sanatgi markasina bagl
gergeklegmigtir. Ornedin, Warhol'un sanatgi olarak varligi bunu gdéstermektedir
(Stallabrass, 2006, ss. 62-68). Bu inganin tuketimi artmasinin temel sebebi mar-
kanin Uretimlerinin markaya iligkin degerlendiriimesi olmustur. Bu agidan itibarli
markanin tretimleri kullanim degerinden daha ¢ok sahip olunan nesne baglamin-
da degerlendirilmistir.

Gorsel 4. TIME'In Kapak Gérseli Gorsel 5. Rembrandt’'in Kendi Portresi
(chaliapin, 1956) (Rembrandt, 1669)

Kaltar endustrisi cogunlugu olusturan kitleye yénelik tuketimi tanimlamigtir
(Adorno, 2001, s. 99). Kultur ve sanat etkinliklerinde “hedef kitle” ya da “musteri”
secimi bu acgidan olugsmustur. Kaltdr izleyicileri gogunlukla yuksek gelirli veya Ust
orta siniftan katiimcilardir. Bu, bireysel tatmine yonelik Maslow ihtiyaclar hiyer-
arsisinde kulturel etkinliklere katihmin kendini gergeklestirmeyi saglamasindan
kaynakhidir (Kolb, 2013, s. 85). Ust sinifin, halk ve orta sinifin begeni hakkinda yorum-
larda bulunmasinin kendi alanina tehdit olarak algilamasi da buna érnek verilebilir
(Bourdieu & Darbel, 1997, s. 119). Bu algi tiketim toplumu acisindan yUksek kulturel
Uretimlere kargi kitsch olan nesneleri ortaya cikarmistir. Kitsch, degerli tiketim
Uranleri olarak ekonomik dolasim degeri tagiyan nesnelerdir (Greenberg, 1965, ss.
9-12). Ornegin, tuketim kltira acisindan Gérsel 5'de gérulen Rembrandt'in kendi
portresi Gérsel 4'de Time Dergisi'nin (1956 Mart) kapagindaki Monroe imgesinden

Global Media Journal Turkish Edition, Fall / Gtz 2023 Volume / Cilt: 14 Issue [ Sayi: 27 pp. [ ss. 59-78



TUketim Kultarunde Sanat: Butdnlesik Sanat Pazarlamasi Hakkinda Bir Degerlendirme

daha az populer olmustur. Bu tuketim kualtdrd acisindan sanatin tuketilebilir bir
meta olusturdugunu da goéstermektedir. YUksek Sanat'in énemli bir degeri Rem-
brandt’in kendi yuzu, tiketim kaltdrdndn kitsch imgesi Monroe’den daha az tanin-
maktadir. Bu tuketilecek bir meta olarak Monroe'nin daha degerli bir nesneye
dénugmusg/dénustirilmug olmasindan kaynaklidir.

Sanatginin Uretiminden daha degerli bir imgeye déndgmesi tuketim kaltard
acgisindan superstar etkisinin énemini géstermistir (MacNeill & Wilson-Anastasios,
2013, s. 301). Sanatginin eserinden daha énemli olmasina buna sebep olmustur.
Sanatgl sadece uretimleriyle sinirlandiriimayarak kendisi, imgesi ve hakkinda
konusulanlar bir butinu olusturmustur. Bu da tuketim nesnesi olarak Urinun gesi-
tlenmesini saglamisg ve dolasim hizini artirmigtir. Taketim acgisindan bu marka-
lagmanin 6nemi ile baglantili bir stregtir. Sanat Grdnlerinde markalagsma taninirhgi
artirmistir. Bu, sanat organizasyonun diger organizasyonlardan farkllagsmasina
neden olmustur. CUnkd sanat pazarlamasinda tuketilen imge nesnenin kendisi
degil nesneye ait anlamlarinin ttketilmesidir. Bu da sanat nesnesine ilgi duyulmasi
veya sanatin anlamini yorumlayabilecek bilgi/begeni birikimine sahip olunmasiyla
gergeklegmistir. Ornegin, 1990’lardan sonra sanat dergilerinde reklamlarinin bir
cagdas sanat eseri olarak yorumlamasi buna iligkin olmustur. Sanat ve moda
melezlesmis ve Uretimin kendisinden daha ¢ok Uretimin sagladigr anlamlar
tuketilmigtir (Stallabrass, 2006, s. 57). Hazir Uretim nesne, sanat eseri haviyeti
kazanarak bir tiketim nesnesine dénugmustudr. Nesnenin madde ve anlamlarinin
bir butin olarak tuketimiyle birey kendisini tanimlayabilmigtir (Warde, 2015, s. 121).
Bu dénemi Barbara Kruger'in “aligverig yapiyorum éyleyse varim” adli eseri (Gérsel
6.) araciigyla tanimlamak bireylesme surecini géstermektir. Bireysel kimligin
olusumunda tuketimin 6nemi bu agidan gérulmektedir.

therefore

Gérsel 6. Barbara Kuruger, | shop therefore | am (Kruger, 1987)

Musterinin talepleri, gelir, begeni ve ilgi gbésterdigi urdnun fiyatlandiriimasi
acisindan olugmustur. izleyicinin/ziyaretginin gelirindeki artigin sanat aktivitelerine
ya da sanat drdnlerine talebinin artigini géstermektedir. Bu stre¢g musterinin
begenisiyle de iligkili olmustur. Gelir artigi tek basina aktiviteye katiimi saglamamig
bunun yaninda kiginin bu talebi gergeklestiginde istedigi tatmine ulagsmasi gerek-
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mistir. Bu noktada talep edilen Grin veya hizmetin iligkili oldugu Granlerle arasinda-
ki fiyat dengesinin, etkinliJe katiim gésterilmesine/gdsteriimemesine sebep
olmustur. Ornedin, bir sanatginin populerligi veya kaset satiglarinin fazlahdi ilgili
sanatc¢inin konser bileti fiyatlarinin yiksekliginin kabul edilmesini saglamistir (Heil-
brun & Gray, 2004, ss. 74-76). SUrecin olusumu igin sanat pazarinin musterisine
uygun ortami olusturmasi gerekmistir. Bu, talep edilen Grinun veya hizmetin fiziksel
ya da gérsel olarak tatmin edici olmasi oldugu gibi zaman ve mekdn baglaminda
bu talebe ulagabilmesinin uygunlugu olmustur. Bunun nedeni bu etkinliklerin
esnekliginin az olmasi ve katilimin da etkinlige gére duzenlenmesi gerekliligidir. Bu
acidan olabilecek potansiyel talep hesaplanarak zaman ve mekdnin segiminin
uygunlugu katiimi fazlalagtirmigtir (Byrnes, 2009, ss. 350-352).

Liverpool Tate Galeri'sinde 2003 yilinda duzenlenen “Aligveris — Sanatin Bir
YUzyilll ve TUketim Kaltard” sergisi (Gérsel 7.) sanat pazarlamasinin dénigimind
gosteren énemli bir érnek olmustur. Sergide aligverig posetleri ve urtnler de danhil
olmak Uzere sanatin mekani bir markete déntsmustar (Maclaran, 2009, s. 40). Bu,
postmodern dénemde sanat pazarinin bir endustri olarak deerlendirildigini de
goéstermektedir. EndUstrinin varhigr sanatgilara girig kolayhgr saglamig ve nig alan-
larda Uretim yapan sanatgilarin bu ortamlara erigsimini kolaylastirmigtir. Fakat bu
kolaylik marka ve imajin 6nemini sanat pazarlamasi agisindan farkhlagtirmamigtir.
Sanat endustrisinde satis artirici bir ydéntem olarak sanatc¢ilar ve Uretimler marka
imajina uygun insa edilmistir (Kubacki & O'Reilly, 2009, ss. 60-62).

L AN ST S DI A s b TR, R, N
Gérsel 7. TATE Liverpool ve RIiBA North, Alisveris—Sanatin Bir Yizyili ve Tiketim Kdltird (TATE, 2003)

BuUtUnlesik pazarlama iletisimi, bir hizmet ya da ardndn tdketicisine
ulagmasinda gerceklesen tum iletigim faaliyetini kapsamistir. Halkla iligkiler, reklam,
tutundurma (promosyon), kigisel satig yéntemlerinin bir araya gelmesiyle mesajin
tuketicinin belleginde yer etmesi ve olumlu imaijlarla anilir olmasi gergeklesmistir
(Gun, 1999, ss. 4-5). Bu slreg, iletigimi kurgulayanlar tarafindan gesitli kriterler géz
énune alinarak uygulanmistir. Bunlar; igsletmenin buyuklGgu; paydaglarin ve hedef
kitlenin buayukltgu; isletmenin tard; pazarlama iletisimin gesitliligi; isletmenin faali-
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yet alani ve dagitim sistemidir (Kaya, 2003, s. 367). Butunlesik pazarlama iletigimi,
isletme buyuklagunun artmasiyla orantili uygulanmasi gerekli bir iletisim yén-
temidir. Yeni medya araglarinin iletisim ortamlarini genigletmesi igletmelerin
buyuklagu/kucuklugu diusiniimeden bu slrecin uygulamasina sebep olmustur.
Bu durumun sanat pazarlamasi agisindan énemi gelecegin planlanmasinda
yaratici araglar sunarak etkili bir ydntem saglamasidir. Yéntemin ilk agamasinda
karar alicilarin bu suregteki rold édnemidir. Bunun sebebi gérece ufak igletmeler
olarak sanat kurumlarinda sanat ydneticisi ya da bagisgilarin ana sttunu olugtur-
masidir. Ornedin, planlanan bir sanat sergisi ya da konserin nedensiz iptal edilmesi
ya da tarihinin degismesi katilimcilari olumsuz yénde etkileyecektir. DUzenleyicilerin
planlama yaparken izleyiciyi tUketim kualtGranan musterisi olarak gérmesinin
zorunlulugu bu agidan ortaya ¢ikmistir. Tiyatroya giderken ya da bir sergiye katilim
gosterirken bekleme alaninin olmamasi, ilgisiz gérevliler, calismayan asansoér ser-
gilenen/gésterilen nesneden alinan tatmini buyik oranda etkilemigtir. Bu durum
sekuler mabetler olarak sanat ortamlarinin taketim kaltarande birer tiketim nesne-
sine do6nismus olmasindan kaynaklidir. MUsteri kendisini merkeze almig ve katilim
gosterdigi etkinliklerde tatmini buna gére belirlemistir. Fakat bu noktada belirtilme-
si gereken sanat takibinin begeni bilgisiyle dogru orantili olmasi musteri merkezli
planlamayi zorlastirdigidir. Bu da surecin iletigimini Urin ya da hizmet satmaya
yénelik olmasindan ziyade Urindn degerinin anlatiimasina yéneltmistir. Bagis
iligkilerini ve uzun vadeli katiimei iligkilerinin guctini de bu belirlemigtir (Byrnes,
20009, ss. 426-433).

Butunlesik sanat pazarlamasi, iletisime butuncul bir yaklasim saglayarak
sanat pazarlamasi agisindan uygulanan bir ydntem olmustur. Bunda organizasyon
duzenleyicilerin sayisinin azhgina kargin etkisinin buytk olmasi énem olugturmus-
tur. Sonrasinda pazarlama yéntemlerinin sanatsal etkinliklerde kullaniimasinin
anlasgiimasi gelmistir. Son adim ise buttncul yaklagsimin sanat organizasyonlarini
kapsamasidir (Rentschler, 2010, s. 13). Bu agidan izleyici ve ziyaretcilerin sanatsal
etkinliklere katiim goéstermesinde uygun iletigim ortaminin bilimsel verilere
dayanarak hazirlanmasini gerekmistir. Ornegin, dergiler yeni medya éncesi basili
olarak 6nemli bir iletisim ortami olusturmaktayken yeni medyanin gelisimiyle
sosyal medyanin énemi artmigtir. Bu pazarlama iletigsiminin zamanin yeniliklerini
yakalamasinin énemini géstermistir (Rentschler, 2010, s. 93). Yenilikleri yakalama
yeniliklerin ortaya c¢ikacagi ortam ile de ilgili olmustur. Bu baglamda buttnlesik
sanat pazarlamasi gelismis Ulke ekonomileri icinde kendisine rahatlikla yer bul-
mustur. Bunda bireylerin sanat Grunlerine harcama yapma egiliminin yuksekligi
6énemli olmustur. Buna karsin gelismekte olan ulkelerin kaltdr Gretimlerinin turizm
gibi alanlarla sinirll olmasi bu Ulkelerin butdnlesik sanat pazarlamasina daha
temelden bakmasina sebep olmustur (Throsby, 2006, s.17).

TUketim kultarinde sanat meta olarak deger kazanmis ve ekonomik
dolagimin iginde kendine yer bulmustur. Bu, tuketici kaltar icinde sanatin meta
deger tagimadigr anlamina gelmemektedir. Aradaki fark tUketim kaltdrinde sanat
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nesnesinin dolasim degerinin etkisi olmustur. Bu acgidan tuketim kaltarande
dolasim degeri kazanmayan nesne unutulan ya da kultar evrimi agisindan “karan-
hk cag” metaforuyla unutulan olacaktir. Bir meta olarak Grantn degeri taninirhgi
dlgeginde olmustur. Tuketim kaltGrdnun bir dretimi olan sanatin gérdndr ve bilinir
olmasi gerekliligi bu agidan ortaya ¢ikmugtir. Dijitallesme, bilgisayar teknolojilerinin
gelisimini bilginin sayisallagmasi, nesnenin géranurlGgunu artirdigi gibi tuketimini
de hizlandirmigtir. Urtnlerin artan gesitliligi tuketici tarafindan talep edilmesini de
giderek zorlagmustir (Kitchen & Tourky, 2021, s. 46). Sanatsal Gretimlerin géranarlagu
de iletisim stratejisini bir buttn olarak ele almayi gerektirmistir. Battnlesik sanat
pazarlamasi bu suregte sanatsal anlatiyl kaynaktan hedefe giderek guraltt tasiyan
uyaricilardan siyrilarak ulastirabilmeyi saglamistir. Bu sture¢ uygun reklaom me-
cralari, halkla iligkiler ve tutundurma gibi iletisim araglari kullanarak olusmustur.

Sonug ve Degerlendirme

Tuketim kualtard, toplumsal bir olgu olarak nesne olan imgenin tuketimini
ifade etmistir. Bu sadece nesnenin igleviyle ilgili olmayarak anlam ve ¢agrisim-
larinin tuketilimesiyle de gergeklesmistir. Tiketim kuresel dénemin sagladigi firsat-
larla, zaman ve mekdna bagli kalmayarak gergeklesmistir. Bu, Grintn dolagiminda
kolaylik sagladigi gibi rakip fazlah@r ve birgok farkl uyariciya neden olusturmustur.
Pazarlamanin iletisim yéntemini ifade eden buttnlesik pazarlama iletigsimi de hedef
kitleye bu baglamda ulasiimasi amaciyla tasarlanan stratejiler butint olmustur.

Sanatin varligr insanlik tarihinin baglangicindan itibaren toplumun gosterge-
si olan bir bilgi tretimine karsilik gelmistir. Bu Uretim, toplumun sanatsal bilgisini
olusturmustur. Sanatsal bilgi tuketim kualtarane kadar kutsallik degeri tasiyan bir
gosterge olarak yorumlanmigtir. Sekulerlesmenin kutsalligi kamusal yasamin
digina ¢ikarma istegiyle sanatsal Uretimler kamunun yeni kutsal nesnelerine
dénugmusgtar. Tuketim kdltard sanatin anlamlandirmasint bu baglamda camera
obscura etmistir. Bu, tiketim ¢agina iliskin kati olan her seyin buharlagmasi nesne
olan her seyin de pazarlanabilmesi sayesinde gerceklesmistir. Sanat da bu surecgte
pazarlanabilir bir endustrisine dénigmustar. Bu sureg, sanatin yuksek ve kitleye ait
dretim tanimi ortaya cikarmigtir. Bu ayrim tuketim agisindan sanat imgesini
degirmemistir. Degisen musteri olan izleyici/ziyaretgi toplulugun farklilasmasi
olmustur. YUksek kalturel dretimler sinifa dair ttketim saglarken kitleye dair Gretim-
ler kitsch olmustur.

Sanat, tuketim toplumu agisindan degere ydnelik bir pazarlama saglayarak
yayillimini gergeklestirmistir. Bu da séylence ya da maddi tretim olarak nesnenin
kendisi degil anlamlarina iligkin olmustur. Sanatsal Grdn olan nesne gucunu iglevsel
bir drdn olmaktan ziyade bir sahiplik Grdnd olmasiyla kazanmistir. Bu, nesnesinin
ifade ettigi anlamlarin taketim agisindan ifade ettigi yere karsilik gelmistir. Ornegin,
tuketim kultarande sUperstar sanatgi imgesi eserden daha ¢ok sanatglyr pazarla-
mayl amaglamistir. Bu da bir paket olarak sanatginin kendisi, imgesi ve hakkinda
konusulanlar ile taketilmesini saglamistir. Cagdas sanatta, sanatgi ve Uretiminin
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ayrilarak yorumlanmasi ve eserden daha ¢ok sanatgi tzerine séylence olusturul-
masi Uretilen nesnenin yaylliminin daha kolay gerceklestirmistir. Bu, postmdern
toplum yapisiyla baglantili degisen Uretim ve tuketim surecine de iligkin olmustur.
Tuketim kaltdrd agisindan buttnlesik sanat pazarlamasi tiketim nesnesi olarak
sanatsal Uranun izleyicisine/ziyaretgisine ulagabilmesini amaglamigtir. Fakat bu
noktada tuketim agisindan musteri ve izleyici arasinda muglak bir sinir ortaya
clkmigtir. MUsteri olmak tuketim kaltdrd agisindan normal karsilanmigsken sanatsal
acidan olumsuz bir anlam ¢agristirmigtir. Bu baglamda buttnlesik sanat pazarla-
masi izleyici ve ziyaretgiye ulasirken, kitleyi musteri degil anlam arayiginda olan bir
sanat izleyicisi ve ziyaretgisi olarak tanimlamistir. Fakat bu tanimla taketim kaltara
icinde olan izleyici ve ziyaretginin isteklerini de géz énune almayi gerektirmistir.
Bdylece sanat ortamina katiim ve takibin kolaylagsmasi saglanmistir. TUketim
kaltarande kimligin tuketim ile kazanilan bir olgu olmasi sanatsal Uretimlerin de
yayillimini hizlandiran bir etki tagimistir.

BUtunlesik sanat pazarlamasi, Turkge akademik yazininda konu alinmamis
bir alan olmasi sebebiyle arastirmanin sanat iletisimine derinlik kazandirmasi
amagclanmistir. Arastirmanin musteri ve izleyici/katilimer iligkisini irdelemesi sosyo-
lojik bir gcergevede sanatin toplum agisindan degerlendirilmesiyle olusturulmustur.
Tuketim ve tuketici toplum ayrimi bu yéringede Kuresel Guney ya da 3. Dunya
Ulkelerinin sanat ortamini ttketim toplumu baglaminda dederlendirilemeyecedini
gostermistir. Sanat iletisiminde kullanilan bir yéntem olarak butunlesik sanat
pazarlamasi ziyaretginin/izleyicinin musteri olarak degerlendiriimesini zorunlu
kilmigtir. Bu gergevede arastirmanin sanat iletisimi Gzerine yazilacak arastirmalara
bir temel olabilecegi disunulmustar.
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oz

Bu ¢alismada Teun Adrian van Dijk'in elestirel sdylem ¢ézimlemesi bakimindan gelistirdigi makro-mikro semasinin, bir Tarkge
habere “dogru bigimde” uygulamasi yapilmistir. Uygulama, Turkiye'de islenen bir kadin cinayeti haberi Uzerinde gergeklestirilmistir.
Habere goére bir kadin esinden bosanmak istemistir. Bunun Uzerine esi kendisiyle gérigsmek istemistir. Gérigsmede tartisma
cikmigtir. Erkek es, kadin esi éldurmustar. Cézimleme sonunda, makro-mikro semasinin Tarkge haberleri agiklama gtict bulun-
dugu saptanmigtir. Semanin tim unsurlarinin haberde gegerli oldugu gérulmustar. Ornegdin ana olay ideolojik olarak sunulmustur.
Semanin sentaktik ¢ézimleme unsuru da uyumlu ¢ikmistir. Cézimleme ayni zamanda haberin séyleminde ideolojik Uretim
yapildigini da ortaya koymustur. Gézimlemede temel tez dogru ¢gikmistir ve amag gercgeklestirilmistir. Sonugta bu ¢alisma Teun
Adrian van Dijk'in makro-mikro semasini Turkge habere dogru uygulamistir.

Anahtar Kelimeler: Elestirel sdylem ¢ézimlemesi, sosyo-biligsel yaklasim, kadin cinayeti, Turkiye.

ABSTRACT

In this study, the macro-micro scheme Teun Adrian van Dijk developed in terms of critical discourse analysis was applied “correct-
ly" to Turkish news. The application was carried out on the news of a femicide committed in Turkey. According to the news, a
woman wanted to divorce her husband. Thereupon, her husband wanted to meet her. An argument broke out during the meeting.
The male spouse killed the female spouse. At the end of the analysis, it was determined that the macro-micro diagram can explain
Turkish news. It has been observed that all elements of the scheme are valid in the news. For instance, the main event is presented
ideologically. The syntactic analysis element of the scheme was also compatible. The analysis also revealed that there was
ideological production in the discourse of the news. In the analysis, the basic thesis turned out to be correct, and the goal was
achieved. As a result, this study applied Teun Adrian van Dijk's macro-micro scheme to Turkish news correctly.
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Sosyo-Bilissel S6ylem Calismasi Perspektifinden Bir Kadin Cinayeti Haberinin CézUmlemesi

Giris

Bu calisma, Teun Adrian van Dijkin (van Dijk, 1983; 199la) haber
sdylemi/elestirel sdylem ¢ézimlemesi bakimindan gelistirdigi  makro-mikro
semasinin Turkge bir haber Uzerinde dogru bigcimde isleyip islemedigi saptanmaya
cahgiimigtir. incelenen haber, bir kadin cinayetini konu almaktadir. ilgili haberin
secilmesinin nedeni, kadin cinayetlerinin Tarkiye'de yayginlagsmasi ve nor-
mallegsmesine neden olacak sunumlar yapiimasidir. Ornedin bir kadin cinayeti me-
dyada, “namusumu kirletti, ben de dldurdim” gibi ifadeler esliginde sunulabilmek-
tedir. Calismanin temel amaci, van Dijk'in semasinin Turkge haberde isleyip isle-
medigini ortaya ¢ikarmaktir. Makalenin temel tezi, Turkge haberlerin bu semayla
¢6zUmlenebilecegi Uzerine kuruludur. Calismanin énemi, semaya gére dogru bir
coézimleme yapilacagi iddiasindan gelmektedir. Sinirlidi ise su sekilde agiklanabil-
ir: Teun Adrian van Dijk'in yaklagsimi ¢ercevesinde yapilacak -ki bu diger elestirel
sdylem yaklasimlari icin de gecerlidir- bir cézimleme igin iki noktanin dikkate alin-
masi gerekir. Bunlar; sosyo-politik durusg sergilenmesi ve dilbilimsel kavramlardan
destek alarak ¢é6zimleme yapiimasidir. Calismada, yalnizca Turkiye'de kadinin
ikincil konumda oldugu duguncesinden hareket edilmis ve ayrica ele alinan habere
konu olan olayin yasandigi 2022 yilinda, Kadin Cinayetlerini Durduracagiz Platfor-
mu’nun 2022 Yillik Veri Raporuna gére 334 kadinin erkekler tarafindan éldaraldagu
245 kadinin da kugkulu sekilde 614 bulundugu bilgisinden destek alinmistir. Ancak
¢6zimleme dilbilimsel kavramlar egliginde yapilmistir.

Calismada yalnizca bir haberin kullaniimasinin nedeni yéntemde agiklanan
makro-mikro semasina Turkge haberlerin uyumlu olup olmadiginin s6z konusu
haber Uzerinden saptanmak istenmesidir. Bu istek cergcevesinde 6rnek olay
caligmasi yéntemi kullaniimisgtir. Ayrica van Dijk da tek bir haber érneginden
gozumlemeler gergeklestirmistir (van Dijk, 1977; 1984; 1985; 1987a; 1987b; 1988q;
1988b; 1991b; 1995a).

Elestirel S6ylem Cézimlemesi

Elestirel séylem ¢ézimlemesinin ana hatlari, 1991 yilinda Amsterdam’da
dudzenlenen bir dilbilim konferansinin ardindan Gunter Kress, Norman Fairclough,
Ruth Wodak, Teo van Leuween ve Teun Adrian van Dijk’in kendi aralarinda yaptiklari
2 gunluk toplanti sonrasinda saptanmistir. Buna gére elestirel séylem ¢ézimleme-
si, s6éylem caligmalarinin altinda yer almigtir. Elestirel sdylem ¢dzimlemesi,
anlagilacagdi tzere Halliday'in caligmalariyla birlikte 1970lere hdkim olan elestirel
dilbilim alanindan tiremig ve 1980’lerde adi anilir olmustur (Fairclogh, 1992).
Dolayistyla elestirel séylem ¢dzimlemesinin ¢ok disiplinli séylem c¢alismalari
icerisinde elestirel bir konum, yénelim ya da tutum oldugunu séylemek mim-
kandur (van Dijk, 2009, s. 62). Ancak elestirel séylem ¢ézimlemesinin yalnizca bir
yéntem olmadigini vurgulamak gerekir (Ozer, 2018). Nitekim elestirel sdylem
¢cozumlemesi, gelistirildigi yillarda aktif-pasif yaklemnden/cumle yapisindan anlam
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cikarirken artik anilan isimlerin her birinin kendi kuramsal yaklasimlari, yéntemleri
ve ¢dzimleme teknikleri bulunmaktadir. Bunlar arasinda sosyal aktér, diyalektik
iligkisel, sdylem tarihsel ve sosyo-biligsel yaklagimi anmak gerekir. Bu calismada da
son olarak anilan sosyo-biligsel yaklasim ¢ergevesinde bir ¢dzimleme
gerceklestirilmigtir.

Bu bilgilerden sonra bir anlamda ¢alismanin yapiimasini da mesrulastiracak
kisa bir durum saptamasi yapmak yararll olacaktir. Turkiye'de kuramsal temeli
yillarca Britanya Kulturel incelemelerine dayandirilan ¢calismalarda elestirel sdylem
¢odzumlemesi yonteme indirgenmistir (Ozer, 2018). Bu tutumun ginumuzde gegerli
olamayacagini belirtmek dogru olacaktir.

Elestirel sdylem ¢ézumlemesi, sosyal bilimler ve insani bilimler icerisinde bir
calisma alanidir. Bu alanlar iginde 1980’lerden beri sosyal konumlanigi basarilidir.
Séz konusu alan, sorun uyumludur ve disiplinler arasi bir arastirma programi olarak
tanimlanabilmektedir (Wodak, 2014, s. 302). Ozunde dili sosyal pratik olarak gérme-
ktedir (Foirclough &Wodak, 1997, Wodak ve Meyer, 2009, s. 5). Bu nedenle, giriste
belirtilen sosyo-politik durug ve dilbilimsel kavramlardan yararlanma durumu bir
anlamda zorunluluktur.

Elestirel sdylem ¢bzUmlemesi, bu ¢gergevede gucun kétuye kullanimini ortaya
cikarmaktir. Belirtildigi gibi alanin arastirmacilari kendilerine 6zgu sosyo-politik bir
durusga sahiptirler ve bunun sayesinde sosyal esitlik ve adalet konusunda ezilenler-
den yana taraftirlar. Onlar deyim yerindeyse “asagidan yukariya dogru bir bakisa”
sahiptirler. S6z konusu durug hem kuramsal yaklagimlarina hem yénteme iligkin
aciklamalarina hem de ¢ézimlemelerindeki konumlanis bigimine yansimaktadir
(van Dijk, 2009). Ornegin séylenenin yani sira séylenmeyen de ¢dzimlemeye katilir.
Bu durumu bir érnekle agiklamak mumkuandur: Greve giden isgilerle ilgili haberin Ust
bashigs; “isgiler greve gittiler”, baslik ise “Kamu saghdi tehlikede” seklinde olabilmek-
tedir. Bir otobUs duragdi yaninda birikmig ¢cop yigini fotografi da olayin kaniti olarak
kullanilabilmektedir. Burada dolayh olarak anlatilan isgilerin, “kamu saghginin teh-
likeye dismesine neden olduklaridir.” Séylenmeyen ise “iscilere zulim yapildigidir.”
Nitekim isgiler, son kertede greve gider ve grev de yasal haktir.

Elestirel sdylem ¢ézimlemesi ile ilgili vurgulanmasi gereken bir nokta da bu
alanin akademisyenlerinin sdylemin sosyal egemenliginin Uretim ve yeniden
dretim bigimleriyle ilgili olduklaridir. Buna gére bir grup, diger insanlar ya da insan
gruplari Uzerinde gucu kétuye kullanabilir. Bunun bilinmesi gerekir. Ama tek basina
yeterli degildir. Ayni zamanda egemenlik uygulanan kesimlerin, kétaye kullanim-
lara kargi direnme yollarinin da bilinmesi zorunludur (van Dijk, 2009, s. 63).
Dolayistyla elestirel séylem ¢dézimlemesi egemenlik uygulanmasini ve buna dire-
nilmesi gerektigini agiga vurma gucune sahiptir. Nitekim séylem, egemenlerce
yapilandirilir ve kullanilir.

Ote yandan soylemler tarihsel olarak Uretilir ve yorumlanir. GUglU gruplar
ideolojileriyle, egemenlik yapilarini mesru hale getirmektedirler (Wodak, 2002, s.12).
Bu durumda elestirel sdylem c¢dzimlemesinin baskiyr ¢éztmledigini belirtmek
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yanlhs olmayacaktir. Sonugta elestirel sdylem ¢dzimlemesi, sosyal egsitsizligi
elestirel olarak incelemeyi amaglamaktadir (Weiss & Wodak, 2003, s. 15).

Bu arada elestirel séylem ¢cézimlemesinin, esitsiz gug iligkilerine direnme
olanaklarini tanimladigini da belirtmek gerekir. Bu géruse goére, anlamin Uretimind-
eki ideoloji ve gucun etkileri seklinde beliren egemen yapllar gizlenir ve gizlendikge
de dogal formlar haline dénustr. Direnme, yaraticilik eylemleri igcinde isleyen
egemen tarafl sabit sdylemsel pratiklerin kirlmasini ifade etmektedir. Bu gergeve-
de elestirel séylem ¢6zUmlemesi kendi sosyal, politik ve kulttrel baglamlarinda
metin ve konusmanin iglevleri ve yapilarini ¢ézimlemektedir. Kitle iletisimine denk
getirildiginde, haber medyasinin mesajlarint anlamak igin bazi séylemlerin stratejil-
erine yénelmek zorunludur (van Dijk, 1995a).

Elestirel sdylem ¢ézimlemesinin agiklanmasina ayrilan bu kisa bélimde son
olarak sunlar belirtmek dogru olacaktir: Gé¢gmenlerin, multecilerin ve diger azin-
liklarin neredeyse tUm dinyada uzun suUredir 6nyargilara, ayrimciliga ve irkgihga
katlandiklari gérilmektedir. Kadinlar da erkek egemenliginin 6znesi konumun-
dadirlar. Onlar, siddete ve cinsel tacize ugramaktadirlar. Elegtirel sdylem ¢dézimle-
mesinin bu konularda ezilenlerin dykUsunt agiga vurdugunu ve bu durumlar
strdikge de varhigini sirdurecedini ifade etmek gerekmektedir (van Dijk, 1993, s.
253).

Sosyo-Biligsel S6ylem Calismalari

Sosyo-biligsel sdylem yaklasimi, Teun Adrian van Dijk (2015; 2016) tarafindan
geligtirilmigtir. Ancak O, gelistirdigi yaklasima sosyo-biligsel séylem ¢ézimlemesi
dememektedir. Bunun yerine sosyo-biligsel séylem ¢aligmalari seklinde bir tanim-
lamay! segmekte ve bu kullanimi dogru bulmaktadir. Nasil ki sosyal yapilar ve
sdylem yapilariyla iligkili elestirel séylem ¢ézimlemesi, sdylem ¢ézimlemesinin alt
kolu ise sosyo-biligsel sdylem calismalari da elestirel séylem ¢alismalarinin alt
dalidir.

Sosyo-biligsel sdylem caligmalari, biligsel araytz araciidiyla igleyen ¢ok
disiplinli bir tGrddr. Bu tardn “yalnizca bir yéntem olmadigini ifade etmek zorun-
ludur.” Kugkusuz anilan alan deney, etnografi, gérigsmeler, yasam o&ykuleri, odak
grup, katiimli gézlem gibi bazi farkl yéntemleri kullanabilmektedir (van Dijk, 2013;
Wodak, 2009).

van Dijk'in séyleme sosyo-biligsel yaklagimini G¢ kavram karakterize etmek-
tedir. Bunlar, “Séylem-Bilis-Toplum”dur. S6z konusu t¢cgendeki “bilis” kavrami, diger
yaklagimlardan farklihgr ortaya koymaktadir. Nitekim elestirel sbylem ¢alismalar
icindeki tum yaklagimlar “séylem ve toplum” arasindaki iligkiyi c¢aligirken,
sosyo-biligsel yaklagim bazi iligkilerin biligsel olarak dolayimli oldugunu ileri strerek
bilis kavramini da devreye sokmaktadir. Konuyla ilgili getirilen acgiklamada, séylem
ve sosyal yapilarinin farkl dogalara sahip oldugu ve bunlarin bireysel ve sosyal
Gyeler olarak dil kullanicilarinin zihni temsilleri aracihi@iyla iligkilendirilebilecegi belir-
tilmektedir (van Dijk, 2015, s. 64).
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Biligin, sdéylemin agiga vurulmasindaki 6nemi, “gug¢” kavrami esliginde agikla-
nabilir. Yukarida da ifade edildigi gibi sdylemin elestirel calismasi, sosyal yapilarla
sdylemsel yapilari agik olarak iligkilendiren ¢ok disiplinli bir kuram UGzerine temellen-
mek zorundadir. Ancak boylece gug ve gucun kétuye kullaniminin séylemsel olarak
nasil yasalastirildigini ve yeniden Uretildigini tanimlayabilir ve agiklayabilir. Kugku-
suz sosyo-biligsel yaklagsimi farkh kilan, séylem ve toplum arasindaki bu iligkilerin
biligsel olarak dolayimlandigini kabul etmesidir (van Dijk, 2014, s. 1).

Séylem-bilig-toplum uggeni, Irk¢i séylemi agiklamada kullanilabilir. Bunun
icin baslangicta irkgt metin ve konugsmanin bazi yapilariyla ilgili séylemsel unsurlar
ele alinmalidir. Ornegin gdégmenler ve azinliklarin olumsuz betimlenmesi ve red-
dedis durumu ortaya konabilir. Betimlemelerde kullanilan su unsurlar dikkate alin-
malidir: Sézcukler, gramatik yapilar, safsatalar, argimanlar ya da metaforlar. Biz ve
Onlar durumu gézler 6nune serilirken, ideolojik kutuplastirmanin diger unsurlari
saptanarak insanlara sunulmalidir. Sosyal olarak paylasiimig etnik ényargilar, irkgi
ideolojiler ve bireysel dil kullanicisinin zihni modellerini etkileyen yollar alti gizilerek
agiklanmali ve yorumlanmalidir.

Sosyo-biligsel yaklasim, yalnizca zihni temsillerin temel rolint agik hale
getirmez. Ayni zamanda bu yaklagim katilimcilarin bilgi, inan¢ ve/veya enfor-
masyonu olmak Uzere farkl biligsel nosyonlar bakimindan tanimlanabilir. Sz
konusu tanimlama islemi/¢ézimleme sirasinda kullanilabilecek bazi kavramlar
sunlar olabilir: “Sesbilimsel vurgu, sentaktik sézctk duzeni, konu ya da odak, éner-
melerin yapilari, 6nermeler arasindaki bagdasiklik iligkileri, adil ve es gdénderge,
sdylemin konusu ya da global anlamlari, kisi 6zellikli anlatimlar, kanitlar, deger-
lendirme ifadeleri, 6n varsayimlar ve argmanlar.” (van Dijk, 2016, s. 3). Bunlar, van
Dijk'in yaklagiminin 40 yildan fazla stredir belli bir tutarhih@r yakaladigini géstermek-
tedir (van Dijk, 1983; 1988a; 1988b; 1991a; 1993; 2015; 2016).

Ote yandan Teun Adrian van Dijk’in yaklagiminda ¢ok disiplinli bir kavram
olan ideoloji, bazi biligsel ve sosyal iglevlere sahiptir (van Dijk, 2008, s. 117). ideoloji,
elestirel sdylem ¢ézimlemesinin gergevesinde toplum, sdylem ve sosyal bilisi
baglayan kavramsal gl grubun igerisine eklemlenmistir (van Dijk, 19954, s. 17).
van Dijk'ta ideolojilerin gruplarin tyeleri tarafindan paylasildigi varsayiimaktadir.
Bdylece farkl sosyal sorunlar hakkinda bazi farkli cinsiyetgi ve irk¢i tutumlar vardir.
Ama onlar cinsiyetgi ve irk¢i ideolojilerin altini gizme Gzerine daha soyut seviyede
temellenebilir (van Dijk, 1998).

Yontem

ilgili haber, belirtildigi gibi Teun Adrian van Dijk'in kuramsal durusuna ek
olarak geligtirdigi makro-mikro semasi uyarinca ¢ézamlenmigtir. van Dijk'in modeli
“makro ve mikro yap!” basliklarini tagiyan iki bolumua icermektedir. “Tematik ve
sematik ¢ézimleme” makro yapinin unsurlaridir. Burada énemli olan haberlerin
belli bir semayi izlemesidir. S6z konusu sema hiyerarsiktir. Aslinda bu, bir zorunluluk-
tur. Nitekim haberlerin Uretim sUreci dikkate alindiginda hiz, zaman, gazetecilik ruti-
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nleri, uzmanlasmig ¢aligan insan ve baski dénemi dnem tagimaktadir. Bu iglemler
defalarca gercgeklestirimektedir. Bu da bir sema tarafindan érgutlenmek zorun-
dadir. Aksi durumda haber Uretimi aksayacaktir.

Sema igerisinde basglik ve haber giriginin gérevi ézetleme yapmaktir. Bunlar
okuyucunun metnin igine girmesini saglar. Ana olay, katihmlar ve katilimcilar ile
zaman basglik ve haber girisinde ézetlenen yapida sunulmaktadir. Burasi gemanin
ust seviyesidir. Semaya metnin katiimasi gerektigini animsatmak yararl olacaktir.
Bdylece metnin temasini Ust seviyede yani baslk-haber girisi tarafinda bulmak
mumkandar. Makro yapiya katilan ¢ézimleme unsurlari arasinda basliklar ve
haber girisinin yani sira sunlar da bulunmaktadir: Ana olay, haber kaynaklari, arda-
lan ve baglam bilgisi, olay taraflarinin olaylari degerlendirmesi, sonuglar. Fotogra-
flar ise agagida belirtilen retorik unsuru icinde yer alabilirken, tematik yapi unsuru
olarak da ele alinabilmektedir.

Mikro yapi ¢b6zimlemesinde kullanilan unsurlar sunlardir: Sentaktik ¢6ztm-
leme, yerel bagdasiklik, sézcuk segimleri ve retorik ¢ézimlemesi. Sentaktik ¢ézim-
leme bakimindan séylendiginde aktif ya da pasif yapiyla kurulan bir cimlenin
anlami farkl olabilmektedir. Yerel bagdasiklikta art arda gelen cimlelerin ve cum-
lenin bélumlerinin birbirleriyle olan iligkilerine bakiimaktadir. Cimleler arasindaki
nedensel, iglevsel ve referansal iligkilere odaklaniimaktadir. Burada belirtim, 6ze-
tleme, zithk ve yorum yapilip yapiimadigi sorgulanmaktadir. Elbette ideolojik bulgu-
lar da dikkate alinmaktadir. Sézcuk secgimleri, ideolojik yapillanma agisindan old-
ukga 6nemlidir. Ornegin farkli ideolojik gizgilere sahip yayin organlarinda ayniinsan
terdrist ya da ézgurluk savasgisi olarak tanimlanabilmektedir. Haberin retoriginde
ise gérgu taniklarinin ifadeleri, rakamlar vs. ikna etme ve inandirici olabilme guctne
sahip olmasi dolayisiyla ¢ézimlemeye katiimaktadir.

Caligmada érnek olay c¢alismasi yéntemi kullaniimigtir. Bir baska deyisle
¢cbdzimlemesi yapilan haber bu yéntem baglaminda segilmistir. S6z konusu yénte-
min ingilizce ismi “case study”dir. Turkge karsiidi olarak ¢ok sayida kavram
kullanilabilmektedir. Bunlar arasinda; “olay incelemesi, durum ¢alismasi, érnek olay
incelemesi, vaka ¢aligmasi, vaka incelemesi” bulunmaktadir. Ornek olay ¢aligsmasi
yénteminin kavramsal durumu karmagiktir ve tanimiyla ilgili bir oydagsma da
bulunmamaktadir. Bu yéntemle bir olayin ayrintili bir incelemesi yapilir (Bogdan &
Biklen, 2003'ten aktaran Deveci & Deveci, 2018, s. 127). Calismadaki ¢dzimleme,
ornek olay ¢calismasindan tanimlayici érnek olay kapsamina girmektedir. Nitekim
arastirilan konunun tanimlanmasi ve agiklanmasi ve bir olay derinlemesine nitel
olarak incelemistir (Hagan, 20086).

Calismada bir haber kullaniimigtir. Bu haber, 9 Ekim 2022 tarihinde Hurriyet
gazetesinde yayimlanan “Boganmasina saatler kala éldaraldd” baslikli haberdir
(Bkz. EK 1). Google’a “kadin cinayeti haberleri” yazilmig ve ilk cikan haber ele alin-
mistir. Bu tutum, arastirma yapilmadan énce geligtirilmigtir. Haberin, Hurriyet
gazetesinden secgilmesinin nedeni de budur. C6zimleme sirasinda haberin Uretim
yaptigi anlamsal yén belirlenmigtir. Daha sonra bu yéne dilbilimsel kavramlarin
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nasil bir katki verdigi saptanmustir.

Gozumleme

Teun Adrian van Dijk'in calismalarinda haberler ¢éztmlenirken iki bagdasiklik
yapisi kullaniimaktadir. Bunlar, yerel ve global bagdasikliktir (van Dijk, 1991q, ss.
112-113). Global bagdasiklik semanin makro yapi baghgr bakimindan kullanilabilir.
Haber séyleminin makro yapisinin en Ustinde, geleneksel olarak basliklar ve haber
girigleri bulunur (van Dijk, 1991q, s. 113).

Baslik: “Bogsanmasina saatler kala 6lduruldd.”

Spot: “Bihter Yalginsoy esinden siddet géren yuzlerce kadindan sadece biri.
Yasadigl siddete dayanamayan Bihter Yalginsoy bosanma davasi agtl.. Ancak
davaya saatler kala esi Rahman Yalginsoy tarafindan bigcaklanarak élduraldd.”

Baslik, yalin olarak kullaniimistir. Basliklarin igerigine gére odakta boganma
olayi ve cinayet vardir. Ancak, baslik iki makro énermeyi (tema) ifade etmektedir.
Bunlar, eslerden birinin girigsimiyle evli bir ¢giftin bosanmasi ve onlardan birinin
oldurdlmesidir. Bogsananin ve o6ldurtlenin kadin oldugunu tahmin etmek zor
degildir. Boylece geleneksel tarafl agir basan bir toplumda kadinin bosanmasi hog
karsilanmayacagindan sorumlulugun kadinda oldugu “sezdirimi” yapilmistir.
Bashgin kullanimina déndigumuzde gazete igin bu iki olay yani bosanma ve
oldurualme énemlidir. Nitekim iki olay, &nerme ya da tema, “saatler kala” ifadesiyle
birbiriyle iligskilendirilmigtir. Baslhkta bdylece, enformasyon eksiltimine gidilmistir.
Enformasyonun eksiltimesi, habere konu olan olayin belli bir kalpla sunulmasini,
okunmasini ve belli bir ideolojik igerigin emilmesini saglamaktadir. Ornegin
oldurulme olayr dnemli konuma gekilmistir ama “katil 6zne” gizlenmistir. O kisi, bir
erkektir. Bu, bir kadin cinayetidir ve kadinin bir erkek tarafindan éldaraldtgt vurgu-
lanmamugtir.

Spot, haber girigi ve ardindan gelen cimleler bu temanin ileriki ayrintilarini
saglamaktadir. Bir bagka deyigle haber girisi ve/veya spot, metni temsil etmekte, en
6nemli enformasyon burada yer almakta ve baglik da oradan elde edilmektedir.
Spotta bogsanmak Uzere olan esin kadin oldugu kesinlesmis, siddet gdérmesi
dolayisiyla bogsanma davasina hakli gerekge sunulmaya ¢alisiimig ve bigaklanarak
oldurualdagu agiklanmistir. Burada katilin, éldartalen kadin Bihter Yalginsoy'un esi
oldugu ve adi agiklanmaktadir. Ama koyu olarak gésterilen ve alti gizilen “dayana-
mayan” sézcugunde sifat sbézcesi kullanilarak cinayetin sorumlulugu kadina
yuklenmistir. Buna gére kadin esin, erkek esten siddet gérmesi agiklaniyormusg gibi
yapllmig ama “siddet géren yuzlerce kadindan biri” denerek siddet gérmesinin
6nemi azaltiimig, adeta “yUzlerce kadin siddet goéruyor, onlarin hepsi mi boganma
davasi aglyor” denmek istenmis ve bdylece cinayete gerekge sunulmustur. Nitekim
Turkiye toplumu gibi toplumlarda bosanma hele de kadinin bogsanmasi hos
goérulmeyebilir. Bu arada Bihter Yalginsoy'un, yuzlerce kadin arasinda énemi
azaltiirken, ayni zamanda yuzlerce kadin da siradanlastiriimaktadir.

Baslik-haber girigi iliskisinde en 6énemli unsurlardan biri baslhkta eksik
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sunulan enformasyonun haber giriginde verilmesidir. Metnin ilk girisine goére, kim,
nerede gibi bazi sorularin karsiliklari girilmistir. “izmirde Bihter Yalginsoy (31), bir
sUre énce, 6 yillik egsi Rahman Yalginsoy'u (36) terk ettikten sonra boganma davasi
actl.” ifade, 6 yillik es bosanir mi anlamini beraberinde tasimaktadir. Bu, gazetenin
ortaya koydugu bir tavirdir. Haberin ¢atisi ideolojik olarak éralmustar. Nitekim her
haberin bir séylemi vardir ve bu séylemde ideolojik Gretim yapilabilmektedir. Bunu
da ancak elestirel arastirmacilar, konuya elestirel bakimdan baktiklarinda ortaya
koyabilir. Ornekte gorulecedi gibi yine sifat sdzcesi kullaniimig ve terk etme
sb6zcuguyle olanlarin sorumlulugu kadin eg Bihter Yalginsoy’a yuklenmigtir. Nitekim
elegtirel séylem cdézimlemesinde sdylenen kadar séylenmeyen de édnemlidir ve
burada, bir kadinin esine bosanma davasi agma hakkinin geleneksel olarak
olmadigi anlami barinmaktadir. Bu anlam, “terk ettikten” ifadesi Uzerinden
gerceklesmektedir. Elbette sbéylenmeyenin ortaya ¢ikarilmasi, ideolojik olani yaka-
lamak anlamina gelmektedir. Buna gére, kadinin geleneksel ikincil rolt yeniden
Uretilmistir. Bu iglem, gazetenin haberde takindigi ideolojik tavri yansitmaktadir.

Haberde bir hikaye anlatiimigtir denebilir ve s6zU edilen durum, ayni zaman-
da hikayeye giris boyutunu temsil etmektedir. Bagrollerde Bihter ve Rahman Yalgin-
soy oynamaktadir. Buraya kadar olan enformasyon basliktaki “bogsanma” temasini
ilgilendirmektedir. Bu bélumde gecen “Rahman Yalginsoy, énceki gece, konugmak
icin Bihter Yalginsoy'un Karsiyaka ilgesi Cumhuriyet Mahallesi'nde oturdugu eve
gitti. Bihter Yalginsoy, konugsma teklifini reddedince ikili arasinda tartisma giktl.”
ifadesi cinayete bir anlamda mesruluk kazandiracak asagdidaki paragrafta verilen
bir cimleye zemin hazirlamistir. Nitekim erkek esin eve gece gitmesi olumsuz
anlam igerebilir ama bu, konusma teklifinde bulunmasinin verilmesiyle
yumusatiimistir. ikili arasinda tartisma gikmasi, “parga batun” iligkisini gagristir-
maktadir. Evlilik burada butun, esler de parcalardir. Dolayisiyla ayni zamanda bir
“karsitsal ikilik” olusturmaktan sakinilamayarak siddetin sorumlulugu parcayi
temsil eden esglerden kadina yuklenmistir. Nitekim erkegdin konugsma teklifini kadin
reddetmistir. Bu da gazetenin ideolojik bir tavridir: Oldurtlen kadin, bir kez daha
oldardlmustar, yok edilmistir.

Haberin verilen kisminin devaminda gelen cuimle, “Tartismanin kavgaya
dénugmesi Uzerine Rahman Yalginsoy, esini 3 yerinden bicakladl.” seklindedir. Bu
ornek, haber girigsinde de ideolojik tavir sergilendigini gdsterebilir. Kadin es Bihter
Yalginsoy, kocasini terk etmis ve bdylece geleneksel yapi igerisinde normal
karsilanmayacak bir duruma neden olmustur. Béylece Bihter Yalginsoy hatali taraf
olarak gosterilmistir. Ayrica ek olarak boganma davasi agmistir gibi bir anlam olug-
maktadir. Kugkusuz esi Rahman Yalginsoy'un konusma teklifini reddetmesinin hab-
erde islenmesi de kadin esi zor durumda birakmakta ve sorumlulugu ona yukleme-
ktedir. Buttin bunlar deyim yerindeyse cinayete kilif bulmaktadir. Hik&ye olarak ver-
ilen haberde, bu gelismelerin hemen sonrasinda da iglenen cinayetin kendisi ver-
ilmistir. Burada dikkat ¢geken bir nokta, tartigmanin kavgaya dénusmesidir. Kavga,
en az iki taraf arasinda yasanir. Dolayisiyla bu tartigma ve kavgada Bihter Yalgin-

Global Media Journal Turkish Edition, Fall / Guz 2023 Volume / Cilt: 14 Issue [ Sayi: 27 pp. [ ss. 79-95




Omer OZER + Yavuz TUNA

soy’'un da hatasi bulunmaktadir ¢gikan anlama gére... Bu da bir ideolojik tavirdir ve

6len kadin suglu olarak sunulurken, dlduren erkegin cinayeti gerekgeler yaratilarak

mesrulastiriimistir. $6yle denmektedir:
“Tartismanin kavgaya déndgmesi Uzerine Rahman Yalginsoy, esini 3
yerinden bigakladi. Bihter Yalginsoy kanlar igerisinde yere yigilirken,
Rahman Yalginsoy olay yerinden kagtl. Komsularin ihbari Gzerine
adrese polis ve saglk ekipleri sevk edildi. Bihter Yalginsoy'un
bedeninde 2'si gégus ve Ti yuz bdélgesinde olmak Uzere 3 derin
kesige rastlandL.”

ilk camledeki ifadeye goére, erkek Rahman Yalginsoy’a éldirme hakki verilm-
istir ve cinayet bir kez daha mesrulastinimistir. Nitekim kadin, tartigmanin bir
tarafidir ve kavga iki taraf arasinda gikmistir. Kavgada éldirmede olabilir segenegi
dolayh yénden anlatilmaktadir.

Ote yandan devlet, gérevsel sunulmaktadir. Polis ve saglik ekiplerinin hemen
gelmesi, polis ekiplerinin galismasi sonucu kagan Rahman Yalginsoy’un kisa sturede
yakalanmasi, iglemlerinin ardindan adliyeye sevk edilmesi ve ¢ikarildigi hakimlikge
tutuklanmasi... Battin bunlar devletin Gzerine duseni yaptiginin isareti olarak sunul-
maktadir. Bu arada cinayet islenmistir ve Bihter Yalginsoy 6lmustur. Asagidaki alinti
aslinda ayni zamanda hikdyenin orta yani gelisme bdlumunidn tamamlanmasini
saglamaktadir.

“Agir yaralanan Bihter Yalginsoy, yapilan ik miadahalesinin ardindan
ambulansla Cigli Egitim ve Arastirma Hastanesi’'ne kaldirildi. Ancak
doktorlarin tm c¢abasina karsin kurtarilamadi. Rahman Yalginsoy
ise polis ekiplerinin ¢aligmasi sonucu kisa strede yakalandi. Gézalti-
na alinan Yalginsoy, sorgulanmak Uzere Asayig Sube Mudurltgu
Cinayet BUro Amirligi'ne goéturulda. iglemlerinin ardindan adliyeye
sevk edilen Rahman Yalginsoy, ¢ikarildigr hakimlikge tutukland..”

Bu haberde ana olayin ideolojik olarak sunuldugu yukarida kanitlanmistir.
Nitekim ana olay cinayetin iglenmesidir ve buna gerekgeli olarak yer verilmistir.
Sonugclar bakimindan bir noktanin belirtilmesi yararl olacaktir. van Dijk, sonuglari
haber degerliligi bakimindan ele almaktadir. Buna gére haberdeki en 6nemli sonug
erkegin boganmak isteyen kadini éldirmesidir. Ancak sonuglar ideolojik bakimdan
da irdelenebilir. Bu gergevede sonuglara bakildiginda iki Snemli sonucun kargimiza
ciktigr anlagiimaktadir. Sunlar sezdirimler baglaminda akla gelmektedir:

1. Evi terk eden, bogsanma davasi acan ve konugsmayi reddeden kadinlar
kocalari tarafindan éldurdlurler ve bu mesrudur.

2. Devlet, her yerdedir ve her cinayeti aydinlatir. Polis, katil zanhlarini yakalar,
mahkeme de cezasini hemen verir.

Olayda ardalan ve baglam bilgisi verilmemistir. Bu, bir kadin cinayetidir. Bu
soruna neden ¢ézim bulunmadigi tartisimamaktadir. Uzman géruglerine ayrintili
olarak yer verilmemektedir. Haberin 6zendirme guicu oldugu &nerilebilir. Haber kay-
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naklart muhabirdir ve muhabir en inandirici haber kaynagidir. Olay taraflarindan
yorumlar da yer almamaktadir. Bunun yerine bir hikye anlatiimig ve olay sdyle
baglanmistir:

“Bihter ve Rahman Yalginsoy arasinda siddetli gegimsizlik oldugu,

giftin diin sabah izmir Adliyesi'nde boganma davalarinin gérulecedi

belirtildi. Bihter Yalginsoy’'un bosanma davasinda hazir bulunmak

Uzere annesiyle beraber yasadidi il olan Eskisehir'den izmir'e geldigi

ve kiz kardesinin evinde kaldigi 6grenildi. Kadinin davaya saatler

kala, boganma agsamasindaki esi tarafindan élduralmesi yakinlarini

yasa bogdu.”

Dikkat edilirse ideolojik sunum burada da surmuastar. Sanki tim Tarkiye
toplumunu ilgilendirmesi gereken bir sorun, yakinlarinin ¢aresizlikleri ve tztlmeleri
diginda iki kisi arasina sikistiriimig ve onlara indirgenmigtir. Kuskusuz kadin cinay-
etlerinin ¢oéztlmesi gerektigine iligkin bir tartisma da yapilabilirdi. Sosyologlar,
psikologlar, egitim uzmanlar ve iletisimcilerden goérus aktarilabilirdi. Ancak liberal
cogulcu/geleneksel habercilikte bu durum gerceklestirilemez. Nitekim haber
dretim pratikleri ideolojik Uretim yapilmasina destek vermektedir.

Mikro yapida da ideolojik Uretim sirmustur. Bu bakimdan van Dijk'in (1991a)
yaptigi gibi tarza bakilabilir Haber ¢cézimlenirken elestirel sdylem ¢ézimlemeciler
tarafindan saptanan sey sudur: Degisik s6zcuksel ifadeler ya da degisik sentaktik
yaplilar kullanilarak benzer ya da ayni sey segcenekli olarak séylenir ve bu metinsel
bir sonugtur (van Dijk, 1991q, ss. 115-116). Bu nedenledir ki, tarza iligkin tercihler, gok
belirgin sekilde sosyal ve ideolojik yorumsal agiklamalari igerir. Nitekim onlar grup
ayelerinin 6zelliklerini sosyal ve iletisimsel durumlar bakimindan belirtir ve bunu
ayni zamanda haber aktdrleri ve haber olaylari hakkinda muhabirlerin dagtnceleri
baglaminda da yapar. Béylece “Agir yaralanan, kanlar igerisinde yere yigilirken,
esini 3 yerinden bigakladi, Tartismanin kavgaya, terk ettikten sonra bogsanma
davasi acti” kullanimlart muhabirin ideolojik konumunu yansitabilir. Muhabir de
yayin organinin ¢izgisi uyarinca kurumsal sosyallesmesini tamamlamistir ve
sahiplikten baglayarak en alta dogru haberin yayimlandigi kurum, bu konuda bir
ideolojik tavir gelistirmistir. S6z konusu ideolojik tavra gére, yayin organi erkek yan-
lis1 bir tutum sergilemistir.

Tarzin bagka bir gértnimu cumlelerin sentaksidir: Ornegdin gug sahipleri
olumsuz bir davranigin 6znesiyse bu durum pas gegilir. Ancak Turkgede aktif yapiy-
la éznenin eyleminin guglendirilmesi s6z konusu olabilmektedir. “Bicakladi, kagti”
gibi yuklemler bu yénde iglev gérebilir. Ama pasif yapili cimle kullanimlar da
6nemlidir. “Komsularin ihbar Gzerine adrese polis ve sadlik ekipleri sevk edildi”
cumlesinde pasif yapiyla, sevk eden devlet oldugu icin onun gérinmez gucu
pekistiriimistir denebilir.

Elestirel sdylem c¢cdzimlemecisinin ve gunlik dil kullanicisinin her ikisi de
oncelikli olarak anlamla ilgilenir: Bu metin ya da konugsma ne hakkindadir, o ne
demek istiyor ve dil kullanicisi i¢in ne ifade ediyor? Bu sorularin yanitlarinin bir
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b6lumU metin igerisinde verilmektedir. Metnin anlamini tanimlamak igin kullanilan
6nemli bir nosyon, énermedir. Bu 6nerme, timcecigin kavramsal anlam yapisi
olarak tanimlanabilir (van Dijk, 1977'den aktaran van Dijk, 1991a). Kugkusuz buraya
kadar yapilan ¢ézimlemeler anlamin ne yénde oldugunu ve nerede sabitlendigini
gostermistir.

Metnin anlamlari i¢inde ¢aligilan énemli nosyonlardan biri de metnin yerel
bagdasikligidir: Metnin ardisik énermeleri birbirlerine nasil baglidir? Metnin yerel
bagdasikliginin temel durumlarindan biri gudur: Onlarin dnermeleri, zaman, durum,
neden ve sonug araciigyla iligkilendirilir. “izmirde Bihter Yalginsoy (31), bir sure
dnce, 6 yillik esi Rahman Yalginsoy'u (36) terk ettikten sonra bogsanma davasi agt..”
“Rahman Yalginsoy, dnceki gece, konugsmak igin Bihter Yalginsoy un Karsiyaka ilgesi
Cumbhuriyet Mahallesi'nde oturdugu eve gitti. Bihter Yalginsoy, konugma teklifini
reddedince ikili arasinda tartigma ¢iktl.” “Tartigmanin kavgaya déntismesi Gzerine
Rahman Yalginsoy, esini 3 yerinden bigakladl” Bu cumleler anlamsal bakimdan
birbirlerine baglanmistir. Nitekim cinayetin nedeni olarak terk etme, bosanma
davasi agma, konugma istegdinin reddedilmesi ve tartigmanin kavgaya dénusmesi
gosterilmektedir. 6 yillik es zamani, bosanma ve cinayet durumunu géstermektedir.
Sonugta bir kadin élduardlmuastar.

Burada ayni zamanda senaryolar Uretilmistir. Birinci sahnede, evin terk
edilmesi vardir. ikinci sahnede, eglerden erkek olanin konugma istegi verilmistir.
Daha sonra eglerden kadin olanin reddedisi ve bigcaklama olayi sunulmustur. Sena-
ryolarin sosyal bilgisi, metnin édnermeleri ve kavramlari arasindaki ¢ok sayidaki
“kayip bagdlar”i bizim paylasimimiza saglamaktadir. Bu kavram ve dénermeler,
okuyucu tarafindan bilinen olarak én varsayllan diger enformasyondur. Dunya
bilgisi ve inancina bu bagimlilik, 6znel ve ideolojik bagdasiklik yaratabilir: Gazeteci
icin uyumun ne oldugu okuyucu icin olmayabilir (van Dijk, 1991q, s. 112). Bu haberde
de 6n varsayilan ¢gok sayida 6rnek gorulmektedir. Ornegin kadinin evini terk etmesi,
Turkiye toplumunda hos karsilanmayabilir; erkek tarafinin kadin tarafinin ayagina
kadar gitmesi ve konugsma istegi gibi bir davranigin reddi de bu sekilde bir tepkiye
neden olabilir.

Bu tur referansal yerel bagdasikligin yani sira, 6nermeler iglevsel olarak da
uyumlandirilabilir: Ornegdin ikinci énerme, Belirtimin (Specification), Yorumun
(Paraphrace) zithgin (Contrast) ya da Ornegin (Example) islevine sahipse, birinci
onermeyle iligkisi géreceli bir durum alabilmektedir. Haberlerdeki 6nermeler, Belir-
tim iligkileri tarafindan sik sik baglanir: Daha genel é6nermeler ileriki ayrintiyr veren
daha &ézel bir 6nerme tarafindan takip edilir. Kim, ne, nerede ve nasil yapmig?
Benzer sekilde sonraki cimleler énceki birinin &ézellikli yorumlari olabilir ve onlar 6zel
degerlendirici bulgular tasidig zaman ideolojik islevlere sahip olabilir (van Dijk,
1991q, s.112).

“Bihter ve Rahman Yalginsoy arasinda siddetli gegimsizlik oldugu” ifadesi
belirtim o6rnedidir. ifadede “siddetli gecimsizlik” denerek yorum da yapiimistir.
“Bihter ve Rahman” denerek zitlik da kurulmustur. Bu, ayni zamanda bir érnektir.
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Haberin retoriginde de mahalle sakinleri gibi gérgu taniklari ve fotograf
kullanilarak inandiricilik saglanmaya ¢alisiimistir.

Sonug

Bu ¢calismada kadin cinayeti, bir kadinin esi tarafindan éldurdlmesi olayini
anlatan haberin ¢ézimlemesiyle ele alinmistir. Haberde pasiflestirilen ézne Bihter
Yalginsoy, olayin yagsandigi 2022 yilinda élduradlen 579 kadindan biridir. Kuskusuz bu
cinayetler 6nemlidir. Bir yilda 600’e yakin kadin éldurdlmuastur. Elbette bdylesi bir
konuyu calismak énemlidir.

Caligmada Bihter Yalginsoy cinayetini veren haber, Teun Adrian van Dijk’'in
elegtirel sdylem calismasi olan sosyo-biligsel yaklagimla uyumlu makro-mikro
semasli uyarinca ¢ézumlenmigtir. C6zimleme sonunda semanin, Turkge haberi
aciklama gucune sahip oldugu géralmustar. Bu ¢6zimleme, van Dijk'in yaklagimi
ve semasl bakimindan bir iddiay! igermektedir: “CézUmleme dogru yapilmistir.”
Teun Adrian van Dijk'in semasinin ttm asamalarinin, Turkgce haberi agiklama
gucune sahip oldugu ortaya ¢ikmigtir. Bu bakimdan ¢ézimleme amag ve temel
tezi destekler gérunmektedir.

Ayrica haberin séyleminde ideolojik tretim yapilmistir. Bu da énemli bir sap-
tamadir. Haberin séyleminde ideolojik tretim yapilimasi demek medyanin, kendis-
ine atfedilen 4. GUg rolunu bir bagka deyigle toplumsal rolinu yerine getiremeye-
cegi anlamina gelir. Haberde bu anlamda kadinin yok sayildigi iddiasi getirilebilir.
Kadin zaten habere gbre éldurtlmustur. Bir kadin, bdylesi bir haberde yok sayiliyor-
sa bu, medyanin toplumsal rolinu yerine getirmedigi anlamina gelir. Gérevini
yerine getirmek bir yana, cinayeti igleyen kocanin bu eylemi dilbilimsel kurallar
uyarinca yapilan ¢ézimleme sonunda anlasiimistir ki, mesrulastiriimigtir. Nitekim
odakta kadinin bogsanmak istemesi Uzerine 6ldurtldigu temasi bulunmaktadir.
Bdylece megrulastirilan durum, erkegdin davranigi yani cinayeti iglemesi olarak
belirmistir.

Haberin baghdinda enformasyon eksiltimi yapiimigtir. Bu, baglikta ideolojik
dretime neden olmustur. Haber baghginin agilimi spot ve haber giriginde
gerceklestirilmistir. Ama séz konusu acgilim, bu bashgin igerik bakimindan devami
seklinde olmusgtur. Dolayistyla haberin her bir adiminda ideolojik tavir sergilenmisg
ve uretim yapilmistir. Bunda ardalan ve baglam bilgisinin yetersiz olarak verilmesi-
nin etkisi olmustur. Haber kaynagi uzmanlar degildir. Muhabir ve editérler, olay
antyla ilgilenmektedirler. Olay taraflari hikdyenin sahnesinde yoklardir. Haberin
sundugu sonugclar ideolojiktir. Mikro yapida da durum benzerdir. Sentaktik cézimle-
mede aktif ve pasif cimleler ideolojik boyutlariyla var olmustur. Cimleler arasinda
yerel bagdasiklik iligkisi kurulmustur. Haberin inandiricihgr saglanmistir. Bunun igin
goérgu taniklarina “mahalle sakinleri” adi altinda atif yapilmistir.

Turkiye'de Nevin A. Yildiz'in kadin cinayetleriyle ilgili galismalar bulunmak-
tadir (Yildiz-Tahincioglu, 2010; 2013; 2015). Bunlar arasinda elestirel sdéylem ¢dzim-
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lemesi yapilanlar da vardir. Ayrica daha yenilerde Yagmur Onguin ve Omer Ozer'in
(2023) kadin cinayetleri konusunda bir caligmasi yayimlanmistir. Omer Ozer (2020),
isveg'te babasi tarafindan éldartlen Fadime Sahindal cinayeti haberlerini Kultrel
Caligmalar c¢ergevesinde incelemistir. S6z konusu c¢aligmalarin  kuramsal
temel-uygulama uyumu, ¢ézimleme teknigi, haberlerin analizi ve yorumu, bu
bakimdan baglamina ait degerlendirmeler ve tartismasiyla érnek ve &nemli
cahsmalar oldugunu belirtmek dogru olacaktir. Bu ¢alisma da amacini ortaya
koyma bakimindan basarili olmus bir ¢calisma olarak degerlendirilebilir. Nitekim
dilbilimsel kavramlar ¢ézimlemede kullaniimis ve bu, olusan anlam ve/veya
bosanma istegi Uzerine o&ldurdlen kadin igin yapillan yoruma etki etmis ve
gergeklesen cagrisimsal anlam bakimindan iglevsel olmustur.

Turkiye’de van Dijk'in modelini kullanarak cok sayida ¢alisma Uretilmistir.
Omer Ozer (2018), bu caligmalarin gogunun sorunlu olduguna igaret etmistir. Buna
gerekce olarak da kuramsal temel-yéntem uyumsuziugu ve c¢oézumlemelerin
deyim yerindeyse ¢alakalem yapilmasini géstermistir. Kugkusuz 1990’larda yapilan
calismalarda Britanya Kultarel Caligmalart igin gegerli olacak bir kuramsal
temelden hareketle cézimlemeler yapiimigtir. Bu tercih, o dénemde populer olabil-
ir. Ama artik, elestirel sdylem ¢dzimlemesi alaninin kendi kuramsal yaklasimlari,
yéntemleri, modelleri ve ¢ézimleme teknikleri gelistirilmistir. Tarkiye’de de 6zgun
calismada yapildidi gibi bunlarin dikkate alinmasinin zamani gelmistir. Ornedin
elegtirel sdylem ¢ézumlemesi yalnizca bir ydntem degildir. Onu yéntemle sinirli
kilmak yanlig bir kabul olacaktir.
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Ek 1: G6ziUmlenen Haber

https://www.hurriyet.com.tr/gundem/bosanmasina-saatler-ka-
la-olduruldu-41631590

Bosanmasina saatler kala olduruilda
Guncelleme Tarihi: Ekim 09, 2020 07:00

Halil ibrahim KARABIYIK / DHA

Olusturulma Tarihi: Ekim 09, 2020 07:002 dk okuma

Bihter Yalginsoy esinden siddet géren yuzlerce kadindan sadece biri.
Yasadigi siddete dayanamayan Bihter Yalginsoy bogsanma davasi agti. Ancak
davaya saatler kala esi Rahman Yalginsoy tarafindan bigaklanarak élduralda.

izmir'de Bihter Yalcinsoy (31), bir stre énce, 6 yillik esi Rahman Yalginsoy'u
(36) terk ettikten sonra boganma davasi agtl. Rahman Yalginsoy, énceki gece,
konusmak igin Bihter Yalginsoy'un Karsityaka ilgesi Cumhuriyet Mahallesi'nde otur-
dugu eve gitti. Bihter Yalginsoy, konusma teklifini redde-dince ikili arasinda tartig-
ma ¢ikti.

3 YERINDEN BIGAKLANDI

Tartismanin kavgaya déntusmesi Uzerine Rahman Yalginsoy, esini 3 yerinden
bicakladi. Binter Yalginsoy kanlar igerisinde yere yigilirken, Rahman Yalginsoy olay
yerinden kacgtl. Komsularin ihbari Gzerine adrese polis ve saglik ekipleri sevk edildi.
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Bihter Yalginsoy'un bedeninde 2'si gégus ve 1'i yuz bdlgesinde olmak Uzere 3 derin
kesige rastlandi.

Agir yaralanan Bihter Yalginsoy, yapilan ilk midahalesinin ardindan ambu-
lansla Cigli Egitim ve Arastirma Hastanesi'ne kaldirildi. Ancak doktorlarin tim
cabasina karsin kurtarilamadi. Rahman Yalginsoy ise polis ekiplerinin ¢aligmasi
sonucu kisa surede yakalandi. Gézaltina alinan Yalginsoy, sorgulanmak Uzere
Asayig Sube MUdurligu Cinayet Buro Amirligi'ne goéturalda. iglemlerinin ardindan
adliyeye sevk edilen Rahman Yalginsoy, ¢cikarildigr hakimlikge tutuklandi.

Haberin Devami

ESKiSEHIR'DE YASIYORDU

Bihter ve Rahman Yalginsoy arasinda siddetli gegimsizlik oldugu, ¢iftin din
sabah izmir Adliyesi'nde bosanma davalarinin goérulecedi belirtildi. Bihter Yalgin-
soy'un bosanma davasinda hazir bulunmak Gzere annesiyle beraber yasadidi il
olan Eskigehir'den izmir'e geldigi ve kiz kardesinin evinde kaldi§i 6grenildi. Kadinin
davaya saatler kala, bosanma asamasindaki esi tarafindan dldurtimesi yakinlarini
yasa bogdu.

‘DUYUNCA GOK UzULDUK’

UzUntualerini dile getiren mahalle sakinlerinden Ceylan Yaprak, “Gece oglum
kaldirdi beni. Cok sayida polis geldi, ambulans da buradaydi. Sessiz sakin biriydi.
Duyunca ¢ok Uzulduk, ¢gok etkilendik” dedi.
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