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« Sosyal medyadaki sosyal nedir?
« TUm medya sosyal degil midir?
« Sosyal olmak ne anlama gelir?
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« Sosyal medya insan iliskilerinin, cevrimici
kolaylastiricisi veya guclendiricisi, sosyal
deger olarak baglanabilirligi tesvik eden
insanlar agi olarak gorilebilir.

12.04.2023 Prof. Dr. Deniz SEZGIN EMULER



 TUm bilisim sistemleri sosyal olarak
dustnulebilir. Cinkd toplumdaki sosyal
iliskilerden kaynaklanan insan bilgisini
depolar veya iletirler.

12.04.2023 ‘ Prof. Dr. Deniz SEZGIN EMULER



» Sosyal medyay! kim kullanir?
« Sosyal medya hangi amaclar icin kullanilir?

- Insanlar sosyal medya Uzerinde ne ile ilgili iletisim
kurarlar?

 En populer sosyal medya ne?

« Secimlerde daha fazla oy elde etmek icin sosyal medya en
iyi sekilde nasil kullanabilir?

- Sirketler daha fazla kar icin sosyal medyayi nasll
kullanabilir?

- Hedefli bir reklam tek bir tiklamayla bir sirkete ortalama
ne kadar kar getirir?
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Sosyal medya...

 Bilimsel bilginin yayillmasina yardimci olabilir.

 Bilimsel soylemin demokratiklesmesine katkida
bulunabilir ve onu daha fazla kisinin
kullanimina sunabilir.

« Ancak bilginin kim/kimler tarafindan
paylasildigi da bir o kadar 6nemli!




« Sosyal medya tartisilirken, medya, toplum,
iktidar, demokrasi, katilim, kultdr, emek,
iletisim, enformasyon, kamusal alan, 0zel
alan vb. terimlerin temel anlamlariyla ciddi
bir sekilde ilgilenmemizi gerektiriyor.

12.04.2023 Prof. Dr. Deniz SEZGIN EMULER



Sosyal medyaya bakarken...

- Iktidar

» Ideoloji

« Ekonomi-politik

* Yayilabilirlik

« Katilimcilik

« Katilimcr kultar

« Katilimci demokrasi

Prof. Dr. Deniz SEZGIN EMULER



Dlnyada 8mi|yar insanin yaklasik 5 milyari

sosyal medya kullaniyor.
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DAILY TIME SPENT WITH MEDIA 1,;,’,:

THE AVERAGE AMOUNT OF TIME EACH DAY THAT INTERNET USERS AGED 16 TO 64 SPEND WITH DIFFERENT KINDS OF MEDIA AND DEVICES
GLOBAL OVERVIEW

TIME SPENT USING TIME SPENT WATCHING TELEVISION TIME SPENT USING TIME SPENT READING PRESS MEDIA
THE INTERNET (BROADCAST AND STREAMING) SOCIAL MEDIA (ONLINE AND PHYSICAL PRINT)
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PERCEMNTAGE OF INTERMNET USERS AGED 1
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OWNERSHIP OF CRYPTOCURRENCY

PERCEMNTAGE OF IIMTERMET USERS AGED 16 TO 64 WHO OWN S5OME FORM OF CRYFTOCURRENCY
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CONCERNS ABOUT MISUSE OF PERSONAL DATA

PERCENTAGE OF INTERMNET USERS AGED 16 TO &4 WHO ARE WORRIED ABOUT HOW COMPANIES USE THEIR PERSCNAL DATA OMNUNE
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PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO WATCH HOW-TO VIDEQOS, TUTORIAL VIDEOS, OR EDUCATIONAL VIDEOS EACH WEEK
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PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO PLAY VIDEO GAMES ON ANY DEVICE

GLOBAL OVERVIEW
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PERCENTAGE OF INTERMET USERS AGED 16 T &4 WHO USE A VIRTUAL PRIVATE NETWORK (VPMN) FOR AT LEAST SOME OF THEIR ONLINE ACTIVITIES

USE OF VIRTUAL PRIVATE NETWORKS
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INSTAGRAM: TIME SPENT USING MOBILE APP

AVERAGE NUMBER OF HOURS PER MONTH THAT EACH INSTAGRAM USER SPENDS USING THE INSTAGRAM APP ON AMNDROID PHOMES
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sosyal medya kullaniyor.



ESSENTIAL DIGITAL HEADLINES

OVERVIEW OF THE ADOPTION AND USE OF CONNECTED DEVICES AND SERVICES
NOTE: PFLEASE BEAL IMPCRTANT NOTE t IAPARING DUETA AT THE START 0F THIS REPORT UEFORE COMPARINGTATA DN THIS THART WITH PREVICIUS REPORTS TURKEY

TOTAL CELLULAR MOBILE INTERNET ACTIVE SOCIAL
POPULATION CONNECTIONS USERS MEDIA USERS

85.59 81.68 71.38 62.55

MILLION MILLION MILLION MILLION

URBANISATION vs. POPULATION vs. POPULATION vs. POPULATION

77.2% 95.4% 83.4% 73.1%

SOURCES: UNITED NATIONS; GOVERNME SOCES SSVA I HL.!" 15y U WORLE BANK: EURQSTAL T "J I’ LECRANTAR, CIAWORLD § o J AT ADVERTISING RESOURCES AND we
EARNINGS REPORTS; OCUTH, BETA RESEARTH CENTER REPIOS AN ADVISORY AL MEDIA L f"l NO] SENT UNIQUEBNDVIL COMPA!ABIUTY IFCARNT REVISIONSTO SOURTE
° DATA, INTIUDING COMPEERENSIVE REVISIONS TO FOPULATION DA !"- UK N(J COMPARABLE i YIG f’:"' RS ALLFIGURE l,:ﬂ. HE LATEST 4 ABLE D4 ;vL‘T SOMESQURERTE DATA (MAY are (O) Meltwater
NOT HAYE BEEN UPDATED IN THE PAST YEAR. SFE NOTES 08§ DATA FOR #J i'."'Tv'- 15 soc‘al




DIGITAL GROWTH

CHANGE IN THE USE OF CONNECTED DEVICES AND SERVICES OVER TIME it
NOTE; /v R REVISIONS DURCE DATA MEAND AT GROWTH FIGUIE W SOCIAL MEDIA LRRENTLY UNAVAILABLE: PIEASE READ THE IMPORTANT NOTES AT THE BTART OF THIS REFCHET FOR DETALS TURKEY

TOTAL CELLULAR MOBILE INTERNET ACTIVE SOCIAL
POPULATION CONNECTIONS USERS MEDIA USERS

+0.6% +3.2% +0.6% LVZ:

YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE

+499 THOUSAND +2.6 MILLION +416 THOUSAND [BASE REVISIONS]

ENT SO0ES GSWA INTELLGENCE: [TU WORL i ‘,'.A‘-J X EUIRE "':I'f'-l '_!-.’ 1 AFIR l"'." '.M’:.'r AINTAR, CIA '~':"_='»,L FACTBO0K, COMPANY VERHSING RESOURCES AND

SOURCES: 1 ED NATONS GOVERNMENT & we
EARNINGS REPORTS; OO, BET WRCH CENTER KEFIOS ANALYSE ADV]SO!Y AL MEDIA LISER NOT EPRES JMISUE TNDEYY COMPARAB"JTY IFHCANT REVISIONS TD SOURCH

G DATA, INCLUDING-COMIREHENSIVE REVISIONS TO FOPULATION DATA FIGURES AR NCT COMPARABLE PREVICUS '["Ziifl ALLFIGURES E.’_»E THE CATEST ARLE BUT SOME SOURECE DATA MAY are‘ (°> Me'twoter
PSOT HAVE BEEN UPDATED IN THE PAST YEAR FIGURFS FOS INTERNET USER G :'1.';..' TH MAY UMDER-REFRF :'-"f T ACTUAL TEENDS. SFE MOTES ON DATA FOR FU rT'« |', soc‘al




ANY KIND OF
MOBILE PHONE

97.6%

YEAR-ONYEAR CHANGE
[UNCHANGED]

GAMES
CONSOLE

20.8%

YEAR-ON-YEAR CHANGE
+3.5% (+70 BPS)

SOURCE: GWI Q32 2022] FIGLRES REPRESEINT THE
REPRESENT RELATWE YEAR-ONYEAR-CHANGE

ASSOWIE CHANGE

DEVICE OWNERSHIP

PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO OWN EACH KIND OF DEVICE

SMART
PHONE

97.6%

YEAR-ON-YEAR CHANGE
+0.1% (+10 BPS)

SMART WATCH OR
SMART WRISTBAND

33.6%

YEAR-ON-YEAR CHANGE
+11.3% (+340 BPS)

FEATURE
PHONE

4.8%

YEAR-ONYEAR CHANGE
-23.8% (-150 BPS)

TV STREAMING
DEVICE

13.8%

LAPTOP OR
DESKTOP COMPUTER

59.0%

YEAR-ON-YEAR CHANGE
-14.4% (-990 BPS)

SMART HOME
DEVICE

19.1%

YEAR-OM-YEAR CHANGE YEAR-ON-YEAR CHANGE
+9.5% (+120 BPS) -2,6% (-50 BPS)
F INTERNET USERS AGED 16T 44 AEE GWLCOM FOR FULL DETANS NOTES: PERTEMNTAGE GHANGE VAILES
% WOULD EGAL 0% NOT 70%:¢ *BFS" VALUES REPRESENT BASIS POIMTS AND INDICATE THE

TABLET
DEVICE

42.7%

YEAR-ON-YEAR CHANGE
-5.9% (-270 BPS)

VIRTUAL REALITY
DEVICE

5.9%

YEAR-ON-YEAR CHANGE
+11.3% (+60 BPS)

we
re,
go?:nal <O Meltwater



Gunde ortalama 7saati internette geciriyoruz.

Bunun 3 saati sosyal medyada



TIME SPENT USING
THE INTERMNET

7H 24M

YEAR-ORYEAR CHAMGE
-7.5% (-36 MINS)

TIME SPENT LISTENING TO
MUSIC STREAMING SERYICES

1H 37M

YEAR-CH-YEAR CHAMGE

-8.5% (-9 MINS)

SOURCE: SWI (3 7197

CHECUR COMCHERESITEY, TELEVIEROMN R UEES g ! bt EE ! T
DES WO DMUME AND FHYSRCAL FRINT MEDE BREADCAST BADIC DOEE MOT INCLUDE BYERMET

TIME SPENT WATCHING TELEVISION
(BROADCAST AND STREAMING)

3H 47M

YEAR-OMYEAR CHARGE
+7.1% (+15 MINS)

TIME SPENT LISTENING
TO BROADCAST RADIO

OH 47M

YEAR-OM-YEAR CHAMGE
-2.1% (-1 MIN)

DAILY TIME SPENT WITH MEDIA

THE AVERAGE AMOUNT OF TIME EACH DAY THAT IMTERMET USERS AGED 16 TO &4 SPEND WITH DIFFEREMT KINDS OF MEDIA AND DEVICES

TIME SPENT USING
SOCIAL MEDIA

2H 54M

YEAR-ON-YEAR CHANGE
-2.8% (-5 MINS)

TIME SPEMT LISTENING
TO PODCASTS

OH 49M

YEAR-OMN-YEAR CHARNGE
[UNCHANGED]

LETA LS MIDTES: COMSLIMETION O

C+

TURKEY

TIME SPENT READING PRESS MEDIA
{OMLINE AND PHYSICAL PRINT)

1H 49M

YEAR-OMYEAR CHAMGE
+1.9% (+2 MINS)

TIME SPEMNT USING
A GAMES COMNSOLE

1H OSM

YEAR-OM-YEAR CHAMNGE
-1.5% (-1 MIN)

e
are, . <O>Meltwater
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20l TOP GOOGLE SEARCHES C+

2023 QUERIES WITH THE GREATEST VOLUME OF GOOGLE SEARCH ACTIVITY BETWEEN D1 JAMNUARY 2022 AND 31 DECEMBER 2022

TURKET

# SEARCH QUERY INDEX vs. TOP QUERY # SEARCH QUERY INDEX vs. TOP QUERY

01 HAVA DURUMU 100 1 GOOGLE 16
02 AN : 36 12 WHATSAPP 1:5
03 DOLAR | 35 13 FACEBOOK 13
04 CEVIRI 35 14  MYNET 13
05 YOUTUBE 34 15 DOLARTL 13
06 EDEVLET 25 16 HABER 13
07 SAHIBINDEN 19 17 EURO 13
08 S5ON DAKIKA 18 18 TRANSLATE 12
09  TWITTER 17 19 HABERLER 12
10 INSTAGRAM 17 20 DOLARKACTL 11

src:fu_nc?._-_. CIGLE TRENUS, WASED O S -ONDUCTED BETWEEN 0 4 2022 A0 01 [ECES £ yqrgs: I¥ SPELLING ERFCRS O LANGL E INCONUATENCIES I SEAKCH Guied we
o Skt ara 'Ic;l. 5 cH ': I i . DEX v TOP GUERY” COLLINN & G V5 RELATIVE SEAR I: : :-I;- MES FOR EACH QIUERY 000 I -:!=-.: { VISELINE CF THE : ' are (O)ME!tWﬂtE'r

: -
ADVISDRY) GOOGIT TRESNTS LUSES DYNAMIC SAMPHNG. 501 fANE DREFE AN INGEX VALLITS MAY VARY DEPEMDHRIG 0N WIFN THE Tox0| 15 ACCTRERED: TVEN FOR THE SAME TIME PERITID social




Ml MAIN REASONS FOR USING SOCIAL MEDIA C+

2023 PRIMARY REASOMNS WHY SOCIAL MEDIA USERS AGED 16 TO 54 USE SOCIAL MEDIA PLATFORMS
TURKEY

51.0%
50.1%
45.1%

33.0%

32.3%

30.9%

29.5%

279%

26.9%

26.0%

24.9%

7%

24.3%

22.6%

22.4%

(! DR [ 5 F IRHEE | -1 a TR S | I T LISEF WEET 285 GWILETkA Tl F w FIral 16 =] ] F {4 BE CIF we
o el St ke b el ol fon i teas buinefon e iy sl i) are, <O> Meltwater
social



sl MOST USED SOCIAL MEDIA PLATFORMS Cx

2 23 PERCENTAGE OF INTERMNET USERS AGED 14 TD &4 WHO USE EACH PLATFORM EACH MONTH

MIOTE: 1F |5 Ml UELT & Fd FOR THIS Tl 11 Rt 1% LT , Ll APFEAD | - TURKEY

INSTAGRAM 90.6%

WHATSAPP 88.8%
FACEBOOK 72.6%

TWITTER 66.5%
52.5%

48.2%
TIKTOK 47.8%

374%
36.7%
24.4%

| IMESSAGE [l

19.7%

171

12.1%

10.1%

SOURGE: B4 I8 20221, P IRED NETEENT THE FRNDI PROAE GO AL SHIVEY, GF INTERNET, UER) AGEE! 1010 6. SEE COVNCTM FOIR R DETAILE, MRS TOUITUSE S T G FEX we
e k5 -:I-I- .',I;. .I._. . = ..I.--. Vi .;.I.* . f::]:lllllrl.I!ABILIT‘!E: ...:.”-..:- i I-.- .:;- (] || ..-'".: '| -:.... .: N__,-“ .I I .-..|I : .. .': I I l (‘O)MEItWﬂtEF
iy e A e B [ s e e e b F e e B s g b e e it =4

R T T I TN T DA D & B E LTI T B T R B R T Sﬂﬂl '



Al FAVOURITE SOCIAL MEDIA PLATFORMS C+

2023 PERCEMNTAGE OF ACTIVE SCHZIAL MEDIA USERS AGED 16 TC o4 WHO SAY THAT EACH OFTION 15 THEIR "FAVOURITE® SOCIAL MEDIA PLATFORM
NOTE: YOLTURE 15 MOTT CIFFEREDH AT AR AMETWE b FOR THIS QUESTION 1IN GWIS SURY AL PREAR 14 TS RANKING TURKEY

INSTAGRAM 434%

WHATSAPP 22.9%

TWITTER 9.4%

TIKTOK 1.5%

FACEROOK 1.2%

21% PINTEREST

1.7% TELEGRAM

1.3% DISCORD

09% SNAPCHAT

0.8% FB MESSENGER

- G 03] FIEORES HEPPESE FINDINGS-OFA BROAD GLOBALSURVEY OF INTERMNET LUSERS NGED 18T BT GO FOH FULL DETATLE = ALTHEE 15 RICH CIFEERED AS A we
e ANWER GATION FOOR TS GUESTION N G5 SURYS S . A S neme - are, . {O>Meltwater
social



2JI\N TIME SPENT USING SOCIAL MEDIA APPS

23 AVERAGE TIME PER MONTH THAT USERS SPEND USING EACH PLATFORM'S ANDROID APP

YOUTUBE

18H 30M

PER USER, PER MONTH

YEAR-ON-YEAR CHANGE
[UNCHANGED]

INSTAGRAM

21H 24M

PER USER, PER MONTH

YEAR-ON-YEAR CHANGE
+5.9% (+1H 12M)

SOURCE: DATA. Al NTELUGENTE S5 DATA. Al FOR MORE DETAIL!
ANDROID PHONES THROUVGHOUT 2022, FUNTFORMS ARE SHOWN I

WHATSAPP

11H 54M

PER USER, PER MONTH

YEAR-ON-YEAR CHANGE
-8.5% (-1H 06M)

FACEBOOK

9H 54M

PER USER, PER MONTH

YEAR-ON-YEAR CHANGE
-21.4% (-2H 42M)

we
are.,
social

TURKEY

TIKTOK

20H 54M

PER USER, PER MONTH

YEAR-ON-YEAR CHANGE
+11.2% (+2H O6M)

<O> Meltwater



APP RANKING: MONTHLY ACTIVE USERS C

MOBILE APPS AND GAMES RAMKED BY AVERAGE MONTHLY ACTIVE USERS BETWEEN JANUARY AMND DECEMBER 2022

TURKEY
01 WHATSAPP META 01  ROBLOX ROBLOX
02 INSTAGRAM s META 02  PUBG MOBILE TENCENT
03  FACEBOOK i META 03 BRAWLSTARS TENCENT
04 TRENDYOL ALIBABA GROUP 04  SUBWAY SURFERS SYBO
05 FACEBOOK MESSEMGER META 05 CAMDY CRUSH SAGA ACTIVISION BLIZZARD
06  TWITTER TWITTER 06  CLASH ROYALE = TENCENT
07  HEPSIBURADA HEPSIBURADA 07 101 OKEY PLUS | TAKE TWO INTERACTIVE
08  E-DEVLET MINISTRY C’iﬁﬁ“ggﬁmﬁ{j N"","éﬂ%ﬁ 08  CLASH OF CLANS TENCENT
09 TIKTOK BYTEDANCE 09  WORDS OF WONDERS FUGO
10 TELEGRAM TELEGRAM 10 MIMNECRAFT POCKET EDITICN MICROSOFT

we
SOURCE DaTA Al INTELLIGERCE SEE DA AT PO MOAEDETAILS NOTES: RAMNKIRGS BASED DN COMEBINED MIMNTHLY ACTIVE USERS ATROSS IFHDNED AND AMDGREOID PTHOSTE BETWERN
° AR UARY AN D DECEMBER 2072, BACIUDING #RE-INSTALLED AFPT (E:G- YOLITURE OR & RDRCHD PHOMES, IMESEAGE TR IRHOMES ure* I {O)M'Eltwlﬂter
S0CIa




5'3“' SOCIAL MEDIA ADVERTISING OVERVIEW Cx

3 SPEND OM SOCIAL MEDIA ADVERTISING (IN U.S. DOLLARS) AMD ITS SHARE OF THE DIGITAL ADVERTISING MARKET

TURKEY

ANMNUAL SPEND YEAR-ON-YEAR CHANGE SOCIAL MEDIA'S SHARE YEAR-ON-YEAR CHANGE IN
ON SOCIAL MEDIA IN SOCIAL MEDIA OF TOTAL DIGITAL SOCIAL MEDIA'S SHARE OF TOTAL
ADVERTISING (USD} ADVERTISING SPEND ADVERTISING SPEND DIGITAL ADVERTISING SPEMND

$86.92 -29.0%

+13.4%

MILLION -$36 MILLION +335 BPS

SOURCE: STATIATA ADVERTISING & MEDLE DAUTICOR, SEESTATISTA COM FOR MORE DETAILS, NOTES: TiGURES REFRFSENT ESTIMATES FOR PULL-YFAR 2077, AND OSSN WITH EQURGAITHT VALES FOR we
FPREVITILL EVEMCIAR YEAR-FiMAT Al Vil LES &ME i | ThalLER i MTAGE CHAMGE WALLIES AR RELATIVE 3| B aty INCREASE OF 2075 FEOR & STLRTIM 2 TIF SEY e S LY R RICHT
@ POE) “BFS' VIALLIES NEFRESENT BASIS POINTS, ARD INDICAIE ABSOLUTE EHANGE COMPARABILITY: BASE CHANGES: FISURES ARE MO! COMBARASLE WITH FREVOUS REROKTS gﬂrgiﬂl (‘O)MEItWﬂtE‘f




12.04.2023

These 30 science-related Facebook pages each have 3
million to 44 million followers as of 2017
The number of page likes for each Facebook page as of June 2017

Facebook-primary Multiplatform

IFLScience 25.6 National Geographic
Health Digest | ESEI Discovery

@sciencenatreroge) M54 tasagern  Wllee
Interesting Engineering . 7.4 Women's Health . 82
@enoyscience) . W73 Poyonology Tosay  [ll7s
Dr. Mehmet Oz . 6 Science Channel . 7.4

Bill Nye .4.8 MythBusters . 6.8

Neil deGrasse Tyson |4 BBC Earth Bes
Stephen Hawking 3o Heakth Bes
ScienceDump l 3.6 New Scientist l 3.6
mindbodygreen I 3.2 Science magazine I 35

Daily Health Tips I 3.1 Popular Science I 3.5

Dr. Michio Kaku I 3 Physics Today I 3

Prof. Dr. Deniz SEZGIN EMULER

Cogu insan icin
bilimin gercekligi
sosyal medyada

okuduklarindan

ibaret.

36



Gercekligin 6nemsizlesmesi

=Kitleler icin bilginin gercekligi 6nemini yitirmis
durumda.

»Sahte haberler/yanlis bilgiler, kisa strede
genis kitlelere ulasiyor, aldatici
enformasyonun yayillmasina yol aciyor ve
gerceklik algisini degistiriyor.

Prof. Dr. Deniz SEZGIN EMULER



Gercekligin 6nemsizlesmesi

=Genis bir kitle, sosyal medyada gordigu her
iletiyi herhangi bir sorgulama yapmaksizin
mutlak gercek olarak kabul ediyor.

=Bazilari iletileri gercek kabul etmekle
birlikte, kuskucu bir bakisla zaman zaman
bu gercekligi sorguluyor.




Gercekligin 6nemsizlesmesi

=Diger bir kesim, gordigu ve maruz kaldigi
hicbir iletiyi gercek olarak kabul etmiyor ve
keskin bir muhalif bakis acisiyla medya

iletilerini degerlendiriyor.

=Gerceklerin renksizlestigi ve 6nemini yitirdigi
hakikat sonrasi donemde, suphesiz geleneksel
medyanin demokratik islevlerini yerine
getirmekte icine distligu krizin pay! buyuk.

Prof. Dr. Deniz SEZGIN EMULER



Yeni medya yeni pratikler

=Kitleler akilcl ve rasyonel cizgiden uzaklasip,
duygusal bir okuma bicimine struklendi.

=Kitlenin ileti Greticisi haline gelmesi,
uluslararasi sosyal medya sirketlerinin

algoritmalarla medya ekolojisine
mudahalesinin 6nunu acti.




Yeni medya yeni pratikler

» Cesitli amaclarla uretilen algoritmalar ayni
ideoloji, siyasi dusunce, sosyokulturel ve
sosyoekonomik Ozelliklere sahip kitleleri bir
araya getirerek sosyal medya Uzerinden
sanal turdes topluluklar yaratiyor.




Yanlis bilgi ve dezenformasyonun yayilimi
nasil gerceklesiyor?

* Hiciv ya da parodi

 Yanilticl icerik

« Sahte kimlikli icerik

e Sahte iliskilendirme

- Baglamdan koparma
 Manipulasyon/spektlasyon yaratmak
*Yapay gundem




Yeni medya yeni pratikler

=Kendileriyle ayni seyi disuinen, ayni
duyguyu paylasan, ayni seye kizan, ayni
seye Uzulen bireyleri izlemek surekli bir
pekisme hali ve mutlak haklilik hissi
olusturuyor, insanlari filtre balonlar ve
yanki odalari icine hapsediyor.

Prof. Dr. Deniz SEZGIN EMULER



\

Yeni medya yeni pratikler

="Gerceklik” ve “inanma” algilari degisen
kitleler kendileriyle ayni seyleri
distnenlerin paylastigi iletilerin icerigini
mutlak gercek olarak kabul ediyorlar ve
karsit dustuncelere sahip olanlara kapilarini
kapatiyorlar.

=Boylesi bir kutuplasma bilginin gercekliginin
onemini de ortadan kaldiriyor.



=\/an Dijk, soylemsel manipulasyon ile bizim
“iyi seylerimiz”in ve “onlarin kot
seyleri”’nin vurgulanmasinda oldugu gibi,
“biz"” olarak goriulenlerin olumsuzluklari
gizlenirken “onlar” olarak gorulenlerin
olumsuzluklarinin sergilendigini ifade eder.

12.04.2023 Prof. Dr. Deniz SEZGIN EMULER 45



Geleneksel yalanlar ‘

=Sirlari ortbas etmeye yonelik.

=Dogrudan birini hedef alir ve onu aldatmaya
calisir.
=Herkesi kandirmaya yonelik degil.

=(Geleneksel yalani dile getirenler de gercekte
hakikatin ne oldugunu bilir.

»(Geleneksel yalancilar, kendileri aldanmadan
baskalarini aldatabilir.

Prof. Dr. Deniz SEZGIN EMULER



Modern yalanlar ‘

=Modern yalanlar herkesin bildigi seyler hakkinda.
»Ortbas etmeyi asip yok etmeye varabilir.

=Yalani dile getiren de yalana kendini inandiriyor.
Yalancinin yalana inanmasi gerekliligi.

»Modern dunyada kendi kendini kandirma sanati
bir gereklilik.



Modern yalanlar

»Gelenekselin aksine, modern yalani dile
getiren hakikati unuttugu icin gercege tam
ve nihai bir zarar veriyor.

=Modern vyalan, yalnizca s6z konusu olgusal
gercegi yok etmekle kalmaz ancak bizim
yon duyumuzu ve gerceklik algimizi da
tahrip eder.




=Hakikat sonrasi ¢ag artik yalan sdylemenin
fazlasiyla siradanlastigi ve kaniksandigi bir
donem. Gercek ve yalan arasindaki cizgi
belirsiz.

=Gercegin mi, yoksa yalanin mi sdylenecegi
tamamen menfaat Uzerinden tercih
meselesi haline geldi. Boylelikle etik
kaygilar 6nemsizlesip degerini yitirdi.



=Artik insanlar gerceklikle baglarinin
kopmasindan veya koparilmasindan
sikayetci degiller. Icine hapsolduklar filtre
balonlari ve yanki odalarinin sanal hazzini

yasamayi tercih ediyorlar.




Alternatif gercekler...

=‘Alternatif gercek’ denilen sey, yalanin
kisilerin kendileri tarafindan yalan
oldugunun reddedilmesi, bunu kendi
‘alternatif gercekleri’ olarak nitelemeleridir.
Bu da ‘musterek dinya’nin parcalandigini
gosterir.




=Bilimsel terminoloji ve yontemler gundelik
yasamin her alanina sizmis durumda

=Bir arglimani bilimsel tinisi olan bir dille
ifade etmek asla tahmin edilemeyecek veya
bilinemeyecek olan seyleri bilme ya da
tahmin etme iddiasini tasiyor.




»Hakikat ve yalan varliklarini devam
ettirebilmek icin birbirlerine ihtiyac duyar. O
nedenle ikisi arasinda her zaman bir savas
sOz konusu.
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=Hakikat sonrasi cagdan bahsediyorsak bu,
hakikatin kirillganligindan mi yoksa bizim
kirtlganligimizdan mi kaynaklaniyor?

=Yoksa bizleri hakikati yok sayma egilimine
surukleyen sistemin bu durumda hi¢c mi
pay! yok?

Prof. Dr. Deniz SEZGIN EMULER



Tesekkur ederim

Prof. Dr. Deniz SEZGIN EMULER

Ankara Universitesi Iletisim Fakiltesi
Reklamcilik ve Tanitim ABD Baskani
dsezgin@media.ankara.edu.tr



