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Editorden

Insanlik tarihinin seyri, Aydinlanma aklmin insa ettigi modernite sonrast ddnemde &nemli
6lglide degisim ve doniisiime ugramistir. S6z konusu degisim ve doniisiim; formu, hizi ve
6lgegi itibariyla 21. yiizyilin bu ilk ¢eyreginde yeni iletisim araglart marifetiyle bir kez daha
ivme kazanmstir. Bu bakimdan yasadigimiz ¢agin en 6nemli tartisma konularindan biri hig
kuskusuz “yeni medya” araglar1 baglaminda ger¢eklesmektedir. Medya kavrami ve evreninin
“yeni medya” baglaminda doniislime ugramasi, bireyin medya iiretimlerinin salt tiiketici
pozisyonunu da degisime ugratmistir. Interaktif (interactive) olma ve katilime: (participatory)
olma siireciyle yeni bir medya ve iletisim tasarimimin alti ¢izilmelidir (Hartley, 2012, s. 2).

Gliniimiiz medya/iletisim tasarimini doniistiiren “yeni medya” araglarinin, olusan bu
yeni agorada 6zel ve kamusal alan1 da yapisal doniisiime ugratan bir baglamda kavranmasi
gerekmektedir. Zira yeni evrenin sinirlari bireysel diizeyden baglayip kiiresel diizeye kadar
uzayan, yatay ve dikey biitlin iligki bigimlerini kapsayacak hacme sahiptir. Bu nedenle
gerek yeni olusan agora, gerekse bireyden kiiresele degisen iliski formu, kadim bir kavram
olarak etiki yeniden ve daha giiclii bicimde giindeme tagimaktadir (Couldry, 2012).

Etik kavramina iliskin hem yeni hem de geleneksel literatiirde oldukga genis bir
birikim olugsmustur. Bu anlamda “etik” ile “ahlak” kavramlar1 arasindaki iliski, etikin
ve ahlakin kaynaklarinin ne oldugu, merkezlerinde din, inan¢ ve metafizik bir boyut
tasiy1p tagimadiklari vb. bircok konuyla ilgili literatiirde nemli ¢aligmalar yer almaktadir
(Cevizci, 2014; Heinemann, 1990). Ozetle kaynagi, formu ve pratigi nasil olursa olsun,
modern 6ncesi donemde ahlak, modern déonemde ise daha ¢ok “etik”, bireysel ve kamusal
alanmn ihtiya¢ duydugu nizam baglaminda 6nemli bir islev gormektedir. Bu bakimdan etik
kavrami, kdkeni ve ilgili literatiirii itibariyla 6nemli bir arka plana sahiptir ve giinlimiizde
yeni medya ile olan iliski boyutuyla bir kez daha ele alinmay1 hak etmektedir. Zira bireysel
ve kamusal hayatin, ulusal ve kiiresel olanin i¢ ige gectigi yeni bir ortam olarak yeni
medyanin hangi etik unsurlar etrafinda sekillenmesi gerektigi, giiniimiiz sosyal bilimlerin
onemli tartisma konularindan biridir (Binark ve Bayraktutan, 2013; Moreno, Goniu,
Moreno ve Diekema, 2013).

Bu anlamda geleneksel kitle iletisim araclarindaki haber profesyonelligi, kurumsallasma,
sermaye ve en onemlisi liretim-tiiketim tarzinin farklilagmasi ile 6n plana ¢ikan yeni medya,
daha 6nce medya lireticisi ve tiiketicisi arasinda sinirh diizeyde var olan etkilesim yerine,
bireyi interaktif igerik liretme siirecine dahil etmektedir. Bu anlamda (Geray, 2003, s. 19)
yeni medyanin {i¢ 6zelligini asagidaki bigimde siralamaktadir:

a) Etkilesim: Tletisim siirecinde etkilesimin varlig gereklidir.

b) Kitlesizlestirme: Biiyiik bir kullanici grubu iginde her bireyle 6zel mesaj degisimi
yapilabilmesini saglayacak kadar kitlesizlestirici olabilir.

¢) Eszamansiz olabilme: Yeni iletisim teknolojileri, birey i¢in uygun bir zamanda mesaj
gonderme veya alma yeteneklerine sahiptirler ve ayn1 anda olmak gerekliligini ortadan
kaldirirlar.



Yeni medya araglarinin sagladigi olanaklarla ve dijital gdzetimin imkanlar1 sayesinde
gerek kisisel gerek kurumsal verilerin giivenligi sorunu giderek daha fazla biiyiimektedir.
Sadece 6zel verilerin giivenligi ile sinirli olmayan, bireysel kullanimlarda da 6nemli etik
sorunlar doguran kullanimlarin yogunlugu, yeni medya kullaniminin etik ile olan iligkisini
sorunsallastirmaktadir. Ayrica insan haysiyetine ve onuruna zarar verebilen, kin ve nefret
sOylemlerini iiretmeye imkan taniyan yeni medya araclari, kisiler arasi/kusaklar arasi
iligkilerde de 6nemli etik sorunlara neden olabilmektedir.

Yeni medyann etik merkezli sorunlar baglaminda, insan hak ve hukukuna yonelik hukuki
diizenlemeler yapilmasi gerektigi ifade edilmeye baslanmistir. Bu kapsamda yeni medyaya
iliskin gerek uluslararasi gerekse ulusal kapsamda yapilan yasal diizenlemeler tartigmalara
sebep olmaktadir. Bu tartigmalarin temel eksenini ise etik kavrami olustarmakta ve énemli
bir yer tutmaktadir.

Is Ahlaki Dergisi, bu sayisin1 yeni medya ve/veya etik baglaminda ele alan calismalara
ayirmaktadir. Tiirkge literatiirde konuya iliskin tartismalarin heniiz yeni olmasi nedeniyle
dergimiz alana miitevazi bir katki saglamayi amaglamaktadir. Bircok konu ve kavramin
kesisiminde bulunan yeni medya ve etik iliskisinin biitiin boyutlariyla ¢aligilmasi ve
kavranmasi dergimizin smirlarini ve hacmini asacaktir. Bu bakimdan is Ahlaki Dergisi
olarak hazirladigimiz bu sayi ile etik kavrami etrafinda yeni medya g¢aligmalarina bir
katk1 saglamay1 hedeflemekteyiz. Abdullah Ozkan’in makalesinde, giindelik hayatimizin
en onemli unsurlarindan biri olarak reklamin etik ilkelere duydugu ihtiya¢ ele alinmus,
etik degerlerin reklama ve reklam sektdriine yapacagi olumlu katkilarin alti ¢izilmistir.
Gilinlimiizde yeni medya calismalari ekseninde etik kavraminin, biiyiikk oranda geleneksel
arka planina iliskin bir tartigma {izerinden yiiriitiildiigiinii belirten Emin Celebi, yeni
medya kullanim pratikleri ile etigin kesisim noktasinda yer alan iletisimin niteligi
tizerinde durmaktadir. Etik kavraminin yogun bi¢imde karsilastigi bir alan olarak “haber
endiistrisi ve gazetecilik etigi”ni tartisma konusu yapan Unsal C1g; sosyal medya aglarinin,
kullanic1 pratiklerinin iicretsiz emegini art1 degere gevirerek Internet ve sosyal medya
kullanimini biiylik oranda metalastirdigina dikkat ¢cekmektedir. Bununla birlikte C1g etik
tartismay1, yeni medya ortam ve kosullari ile esneklesen gazetecilik emegi ekseninde
okumasini siirdiirmektedir. Dergide yer alan bir diger makale ise, yeni medyanin siyasal
toplumsallasmaya etkilerini irdeleyen Osman Metin’in ¢aligmasidir. Metin, s6z konusu bu
caligmasinda, iiniversiteli genglerin sosyal medya kullanim pratikleri ile siyasal siireglerin
toplumsal karsiliklarina odaklanmaktadir.

Kitap degerlendirmeleri boliimiinde Sercan Karadogan, 6zellikle yeni medya kullanicisi
kusagin temel karakteristigini dzetleyen Hal Niedzviecki’in “Ben Ozelim” isimli eserini
ele almaktadir.

Tiirkiye’de genglik ve yeni/sosyal medya calismalart baglaminda 6ncii ¢alismalardan
biri olan Mehmet Emin Babacan’in “Sosyal Medya ve Genglik” isimli kitabini1 6zetleyen
Enes Eryilmaz, calismanin genglerin sosyal medya kullanim pratikleri ile sosyal sermaye
iliskisine yogunlastigini vurgulamaktadir.



Yeni medya ¢alismalarinda diinyaca taninan Danah Boyd’un Amerika’da yayimlanan
“It’s Complicated” isimli eserini yorumlayan Sadik Caliskan, calismanin “kimlik,
mahremiyet, bagimlilik, zorbalik, esitsizlik” gibi. temel kavramlar etrafinda sekillendigini
bizlere aktarmaktadir.

Alper Yilmaz, Tiirkiye’de son yillarda yeni medya baglaminda yogunlasan akademik
caligmalarin kullandiklar1 yontem ve tekniklerin derlendigi oncii bir eser olarak Mutlu
Binark’in “Yeni Medya Calismalarinda Arastirma Yontem ve Teknikleri” adli 6nemli
caligmasini tanitmaktadir.

Mutlu Binark ve Giinseli Bayraktutan’in Tiibitak-Sobag destekli aragtirma projesi
sonuglarinin kitaplastirildigi “Ayin Karanlik Yiizii: Yeni Medya ve Etik” isimli eserinin
kritigini ise Elyesa Koytak yapmaktadir.

Yeni Medya ve Etik Sayisinin faydali olmasini; bireysel, mesleki ve toplumsal hayatimiz
icin katki saglamasini temenni ederiz.

Say1 Editorii
Mehmet Emin Babacan
inénii Universitesi
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Editorial

The course of human history has undergone significant change and transformation
in the post-modern period that the mind of Enlightenment constructed. This change and
transformation has once again gained momentum in form, speed, and scale through the
tools of the new media since this first quarter of the 2 1st century. From this perspective, the
most important topic of discussion in the age we live in undoubtedly is one that takes place
in the context of the tools of new media. The transformation of the concept and macrocosm
of the media in the context of new media has also altered the position of the consumer in
the individual production of media. The design of new media and communication must be
underlined as an interactive and participatory process (Hartley, 2012, p. 2).

The private and public areas in this new gathering space that the new media, which
has transformed our current design of media and communication, consists of needs to be
understood in the context from which this structural transformation was incurred. This is
because the new borders of the system have the capacity to start at the individual level
while including all forms of horizontal and vertical relationships that extend all the way
to the global level. Therefore, the newly formed gathering space, as well as the form of
relationship which varies from the individual to global, again carries ethics on the agenda,
now more strongly as an ancient concept (Couldry, 2012).

A rather large accumulation is found in both new and traditional literature related to the
concept of ethics. In this sense, important studies are located in the literature related to various
subjects such as the relationship between the concepts of ethics and morality; what is the
source of ethics and morality; and whether or not religion, beliefs, and metaphysics carry a
dimension in the center of the relationship (Cevizci, 2014; Heinemann, 1990). In summary,
whether they are a source, form, or practice, morality in the pre-modern period and ethics
much more in the modern era see an important function in the context of order that individual
and public spheres feel is necessary. In this respect, the concept and origin of ethics has an
important background in the literature and deserves to be addressed once more through the
dimension of the relationship it has with today’s new media. Which ethical elements should
new media be shaped around is a major topic of debate in the social sciences these days as it is
a new medium that has intertwined individual and public life nationally and globally (Binark
& Bayraktutan, 2013; Moreno, Goniu, Moreno, & Diekema, 2013).

In this sense, instead of interacting at what had previously been a limited level between
media producers and consumers, now news professionalism, institutionalization, and
capital, which are among the traditional tools of mass media, along with new media, which
has come to the fore through its most important differentiating style of production and
consumption, involve the individual in the process of interactive content production. In this
sense (Geray, 2003, p. 19), three features of new media are listed in the following format:

a) Interaction: The presence of interaction is necessary in the process of communication.

b) Demassification: To be able to make changes to a private message for every individual
in a large group of users is to be able to demassify.



¢) Asynchronicity: New communication technologies eliminate the need for people to
have to send or receive messages simultaneously; Individuals have the ability to send or
receive when it is appropriate for them.

Due to the amenities of new media and thanks to the possibilities of digital surveillance,
the security of personal and corporate data has grown into a much greater problem. The
intensity of use that has given rise to ethical problems is not only limited to the security of
private data; it also creates a problem in the relationship of the ethical use of new media.
New media, which makes possible the generation of resentment and hate-speech that can
damage one’s honor in addition to human dignity, may also cause serious ethical problems
in interpersonal and intergenerational relations.

For these reasons, in the context of the ethically-centered problems of new media, the
necessity of making legal arrangements toward human rights and rule of law has begun
being expressed. Within this scope, it has led to debates on the legislation to be made for
new media both nationally and internationally. The concept of ethics forms the main axis of
these debates and holds an important place.

This issue of the Turkish Journal of Business Ethics is devoted to addressing research related
to new media and/or ethics. Because debates related to the subject in Turkish literature are still
new, our journal intends to provide a modest contribution to the field. Studying and understanding
all of the aspects related to new media and ethics, which are located at the intersection of many
issues and concepts, will exceed the limit and capacity of our journal. From this perspective,
we aim to provide a contribution to new media research around the concept of ethics with this
issue we have prepared as the Turkish Journal of Business Ethics. In Abdullah Ozkan’s article,
a discussion of the need for advertising to be sensitive to ethical principles as one of the most
important elements of our daily lives underlines the positive contributions that ethical values can
make to advertising and the advertising sector. Emin Celebi, who indicates that ethical concepts
on the axis of current new media research are conducted over a debate substantially related to the
traditional background, focuses on the nature of communication at the point where ethics meet
the usage practices of the new media. Unsal C13, debating the topic of “the news industry and
journalistic ethics” as an area intensely facing ethical concepts, draws attention to social media
networks’ large commodification of Internet and social-media use while transforming the free
labor of user-applications to added-value. However, the C1g ethics debate has the reading continue
on the axis of journalistic effort that has been stretched through the conditions and environment
of new media. Another article that takes place in the journal is the work of Osman Metin about
the impact of new media political socialization. Metin focuses on the social provisions of political
processes through university students’ social-media practices.

Sercan Karadogan tackles Hal Niedzviecki’s work, Banality of Being Special, which
summarizes the basic characteristics of the generation of new media users in particular.

Enes Eryillmaz, who outlines Mehmet Emin Babacan’s book, Sosyal Medya ve Genglik
[Social Media and Youth], as a pioneering work in the context of youth and social media
research in Turkey, emphasizes research that focuses on the relationship of social capital
with youths’ social media practices.



Sadik Caliskan reviews It’s Complicated, a work published in America by Danah Boyd
who is world-renowned for her research on new media; Caligkan conveys to us what basic
concepts the research revolves around, such as identity, privacy, abuse, cruelty, and inequality.

Alper Yilmaz introduces Mutlu Binark’s Yeni Medya Calismalarinda Arastirma Yontem
ve Teknikleri [Research Methods and Techniques in New Media Studies], an important
work that pioneers a compilation of the methods and techniques used in academic studies
that have concentrated on the context of new media in Turkey in recent years.

Elyesa Koytak performs a critique of the work of Mutlu Binark and Giinseli Bayraktutan’s
research project results, which were funded by the Scientific and Technological Research
Council of Turkey’s Department of Social Sciences and Humanities Research and Support
Group (TUBITAK:SOBAG) and made into a book called The Dark Face of the Moon: New
Media and Ethics.

We hope the New Media and Ethics Issue will be beneficial and contribute to our lives
individually, professionally, and socially.

Issue Editor

Mehmet Emin Babacan
Inénii University
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Gazetecilik Emeginin Prekarizasyonu: Yeni Medya
Caginda Habercilik Etigini Tartismak

Eylem Camuroglu C1g' Unsal C1g”
Mersin Universitesi Mersin Universitesi

Oz

Gazetecilerin haber tretim kosullari, neoliberal donemde David Harvey'nin zapt/miilkstzlestirme kavra-
m1 yoluyla birikim kavrami tizerinden tartisilmaktadir. Gazetecilik emeginin esneklesmesi, gazetecilerin
ve iletisim ogrencilerinin dinya capinda giderek biytuyen prekaryaya dahil olmasi, medya/sosyal medya
dolayimiyla sermaye somurtisinun kolaylastirilmas: ve kiiresel enformasyon dolasiminin metalasmasini
hizlandirmaktadir. Habercilik etigi, yeni medya ¢aginda birbiriyle baglantili eski ve yeni bircok sorunla kars
karsiyadir. Haber enduistrisinin rasyonel orgtitlenmesi icinde haber tireten gazetecilere seslenen etik kodlar,
liberal-cogulcu paradigma icinde tartisildigi bicimiyle, gazetecinin kendi haberine yabancilastig: tiretim ko-
sullarini ve ekonomi politik sistemin isleyisini gortinmez kilmaya yardimci olmaktadir. Etik kodlar ile ya-
raulan mistifikasyon, dikkati habere ve gazeteciye cekerken haber tiretim kosullar: gozden kaybolmaktadur.
Bu calismada endtstriyel haber tretim kosullar ve etik kodlar tartismasini, gazetecilik emeginin prekari-
zasyonu ve zapt/millksiizlestirme yoluyla birikim kavramlar: tizerinden sosyal medyanin haber endiistrisine
etkilerine ve yeni kamusal alan alternatiflerine genisletmekteyiz. Sosyal medya aglar, kullamcilarinin tic-
retsiz emegini art1 degere cevirerek internet ve sosyal medya kullanimini buyiik oranda metalastirmaktadir.
Bu metalasmanin gazeteciler acisindan da kisa ve uzun vadelerde ortaya cikacak sonuclari, haber tiretiminin
demokratiklesmesi baglaminda tartisilmaktadir. Calisma, etik tartismayi, yeni medya ortami ve kosullart ile
esneklesen gazetecilik emegi ekseninde zenginlestirmeyi hedeflemektedir.
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Prekarizasyon ¢ Miilksiizlestirme yoluyla birikim ¢ Zapt yoluyla birikim ¢ Gazetecilik emegi ¢ Etik kodlar ¢

Yeni medya
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“Katl, sanstiriin ekstrem bi¢imidir.”
Bernard Shaw

Gazetecilik ve habercilik etigi, Tiirkiye’de son donemlerde en ¢ok tartisilan konular
arasindadir. Tartisilan konularm hemen hepsi medyanin haber {iretim kosullar1 ve degi-
sen sermaye yapisi ile yakindan iligkilidir (Alan, 2015; Arsan, 2015; Aydin, 2015; Cam
ve Yiiksel, 2015; Keten, 2015; Talu, 2012; Tili¢, 2015; Uzun, 2015; Yesilyurt, 2015;
Yiicel, 2015). Ancak etik tartigmay1 haber {iretim kosullarina ve medyanin sermaye
yapisina hi¢ deginmeden yiiriitmek de miimkiindiir. Bunun sonucunda karsimiza (taraf-
sizlik, dogruyu sdylemek, demokrasi, dordiincii gii¢, nesnellik, adil olma gibi) idealize
edilen degerler ile gercekte biitiin bu degerlerin tam karsisina konumlanan gazetecilik
ve gazeteciler ¢ikacaktir. Liberal-cogulcu paradigma ortaya ¢ikan ¢eliskiyi gazetecileri
etik davranigin 6znesi konumunda tartisarak agiklamaya ¢alismaktadir. Bu durumda da
Tilig’n ifadesi ile “medya biitiin bu islevlerini yerine getirebilecekti ama ah bir gazete-
ciler meslegin etik kurallarina uysalardi” (2015, s. 51) sonucuna varilmaktadir.

Ancak cesitli aragtirmalarda etik davranisin 6znesi olarak konumlandirilan gazete-
cilere mevcut kosullarda etik davranigsin miimkiin olup olmadigi soruldugunda bu so-
ruya verdikleri yanit olumsuz olmaktadir (Camuroglu Cig, 2012, s. 334; Talu, 2012,
s. 453; Tilig, 1998, s. 241; 2015, s. 51; Williams, 1998, s. 191, 206). Liberal-¢cogulcu
paradigmanin gazetecilerin yasadigi bu ¢eligki ve olan ile olmasi gereken arasindaki
makasin giderek agilmasi karsisindaki ¢6ziim Onerisi, gazetecilere seslenen daha faz-
la etik kod yazimindan 6teye gitmemektedir. Boylece karsimiza sorunlar demetiyle
dogru orantili olarak artan etik kodlar ¢ikmaktadir. Giderek artan etik kodlar seti so-
runlarin ¢oziimiinde faydali olmadig1 gibi ger¢ek sorunu gizleyen bir mekanizmaya
da déniisebilmektedir. Ustelik kodlardaki bu artis neoliberal dénemin bireysellesme,
pargalanma ve giderek politik meselelerden uzaklagma egilimleri ile de uyumludur.
Burada vurgulamak istedigimiz temel nokta etik tartigmanin gereksizligi veya anlam-
sizlig1 degil; tersine haber liretim kosullarin1 goz oniine alan bir yaklagimla yiiriitiil-
diigiinde etik tartigmanin son derece 6nemli oldugudur.

Etik tartigmanin en can alict sorusu, etik davranmalar1 ve meslek ahlakini bireysel
olarak tagimalar1 beklenen gazetecilerin bu sorumlulugu tasiyabilecek 6zgiirliige sahip
olup olmadiklar1 sorusudur. Hukukta hak, 6zgiirliik ve sorumluluk her zaman bir biitiin
olarak diistiniiliir. Hukuken taninan eylem yetisi ve 6zgiirliigii, yani kisilerin kendi ey-
lemleri sonucunda hak sahibi olmalari ve borg altina girmeleri ancak ayirt etme giicii-
ne sahip, ergin ve kisitlanmamis olmalar sart1 ile miimkiin olmaktadir (Gozler, 2010,
s. 185). Bireye sorumluluk yiiklemek ancak birey 6zgiirse anlamli ve miimkiindiir.
Ozgiirliik, sorumlulugun a priorisidir* (Moressi, 2006, s. 32-33). Haber endiistrisinin

3 Immanuel Kantin bir kavrami olan a priori, felsefede tecribeden bagimsiz olarak bilinen 6nsel bilgi anlamina
gelmektedir. Burada ozgurluk ve sorumluluk arasindaki felsefi iliskiyi anlatmak icin kullamlmusur. Ozgurlik,
sorumlulugun 6n kosuludur.
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iretim kosullar giinlimiizde endiistriyel ve postendiistriyel bigimlerin melezlenmesine
evrilmistir. Gazeteci endiistriyel orglitlenme i¢inde rasyonel, biirokratik bir hiyerarsi
icinde ¢aligsmaktadir. Etik olarak tasimasi beklenen sorumluluk editoryal kadroya ak-
tarilmistir. Teknolojinin gelismesiyle ve sosyal medyanin sagladigi olanaklarla ortaya
¢ikan postendiistriyel donemde ise gazeteci uzmanlagmanin giderek azaldigi, esnek ve
belirsiz kosullarla karsilagmaktadir. Her iki durumda da gazeteciler, 6zellikle de mu-
habirler, kendilerine yiiklenen bu sorumlulugu tasimaktan ¢ok uzak goriinmektedirler.

Sistematik olarak etik problemler {ireten bir medya yapisinda, ¢éziimii gazeteci-
lere bireysel olarak yiikledigimiz etik kodlarda aramaya devam ettigimizde, kodlar
haberin demokrasi ile iligkisini ve liretim kosullarini unutturmakta ve gizlemektedir.
Etik gazeteciligi bir kisisel ahlak sorununa indirgemek, meta fetisizmine benzer bir
etki yaratmaktadir. Gazetecilerin bireysel olarak hayata ge¢irmelerini bekledigimiz
etik kodlar, endiistriyel ve postendiistriyel kosullarda sirket etigi ile i¢ ice geger; dik-
kati haberin iiretim kosullarindan uzaklastirarak habere ve/veya gazeteciye yoneltir;
mesru olmayan bir zeminde mesruiyet yanilsamasi yaratan toplumsal hiyeroglifler
olarak ig goriirler. Sistemin yapisal olarak iirettigi etik sorunlar kimi zaman gazete-
cilerin etikten, demokrasiden ve dogrudan yana tavir almalar1 ile asilabilmektedir.
Ama bu 6rnekler hem ¢ok sinirli kalmakta hem de yapisal problemi ¢6zemedigi gibi
yapiy1 gérmezden gelen bir bakis agisiyla sistemi mesrulagtirabilmektedir. Ustelik
problemin yapisal olarak siirekli iiretildigi bir yerde gazetecilerin etik davranabilme-
leri, ancak ve ancak bedel 6demeyi goze almalariyla yani “kahramanlik” yapmalari
ile miimkiin olmaktadir. Sistemin yozlasmasindan kétii gazetecileri sorumlu tutup
birkag¢ kahramanin ¢ikip sistemi kurtarmasini beklemek, sistemi onaylayip mesrulas-
tirmaktir (C1g ve Camuroglu C1g, 2011, s. 43-51).

Neoliberalizmin i¢inden gegmekte oldugumuz asamasi, hem diinya hem de Tiirki-
ye Ol¢eginde gazeteciligin ¢ok tartisildigl ve onemli sinavlar verdigi bir noktaya ulas-
mustir. Ingiltere’de Leveson Sorusturmalari sonucunda ortaya ¢ikan rapor, demokrasi
gelenegi ¢ok daha giiclii iilkelerde bile neoliberalizmin ve medyanin finansallagmis
yapisinin tirettigi sorunlarin boyutunu ortaya koymaktadir (Leveson, 2012). Tiirkiye
gibi neoliberalizmin otoriterlesme egiliminin giin gegtikge daha da agirlastig1 reka-
betci vesayetei rejimlerde ise en basit etik ilkelere uygun davranislar bile kahraman-
lik haline gelmistir. Kahramanlar hayatin saglikli, olagan kosullarda siirdiigli top-
lumlarda az sayidadir. Ancak krizlerle bogusan toplumlarda hem kahramanlar hem
de onlara duyulan ihtiyag artar (Tilig, 2015, s. 56). Kongar’mn (2015) da vurguladigi
gibi, halkin dogru ve gercek bilgiye erisim hakkina hizmet etmeye ¢alisan medya
mensuplarinin yaptig1r kahramanliga doniismiisse, o iilkeyi zor giinler bekliyor de-
mektir. Bertolt Brecht’in giizel ifadesiyle (2015, s. 98), kahramana ihtiyaci olan tilke-
ler, mutsuz tilkelerdir ¢iinkii.
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Tiirkiye’nin medya sisteminin glinimiizde yasadigi sorunlar, ne iilkenin ge¢mi-
sinden ne de diinyadaki neoliberal doniisiimden bagimsizdir. Siyasi ve ekonomik he-
gemonyadaki degisimlere gore pozisyon alan, kendi varolugsal ¢ikarlarini 6n plana
koyan medya yapisina giden siiregte, Arsan’a gore (2015, s. 388), toplumsal gercek-
lige iliskin bilgiyi iireten gazetecilerin etik ihlallerinin, mesleki profesyonellesmeyi
dislayan tutumlariin ve orgiitsiizliiklerinin pay1 bityiiktiir. Bu noktada medyadaki bu
doniisiimii anlayabilmek ve etik ve kamu yarar1 gibi temel kavramlar1 onarabilmek
icin medya sisteminin isleyisinin tlim bu siireci nasil dogallastirdigin1 kavramsal-
lastirmak gerekmektedir. Bu doniisiim sadece gazetecilerin ve onlarin haber iirettigi
kosullarla degil, toplumlarin gegirmekte oldugu neoliberal doniisiim ile de iligkilidir.
Arsan ile Keten dogru ve kamu yararina haberi talep eden okuyucu/izleyici sayisi-
nin artmasi gerektigini vurgulamaktadir (Arsan, 2015, s. 390; Keten, 2015, s. 249).
Gazetecilige dair etik kodlarin temelinde gazetecilerin, halkin haber alma hakkinin
tasiyicilar olarak kamu adina ve yararina iktidarlar1 sorgulamakla ylikiimlii olduk-
lar1 fikri yatar. Dolayisiyla gazetecilerin meslek etigi geregi sahip ¢ikmalar gereken
haber alma hakkini okuyucularin/izleyicilerin/yurttaslarin da talep etmeleri temel
onemdedir. Clinkii en basit etik ilkeye uymaya ¢alismanin kahramanlik sayildigi, ana
akim medya mensuplarmin giderek niteliksizlestigi bir ortamda yurttaglarin yasam-
larina iligkin karar almalar1 i¢in demokrasilerin temeli olan haber alma ve bilgilenme
haklar1 gasp edilmektedir (Uzun, 2015, s. 395).

Tam da bu noktada hem gazetecilerin alternatif haber {iretimi yapabilmeleri hem
de okuyucularin/izleyicilerin haber alma ve bilgilenme haklarini kullanabilmeleri
icin 6nemli bir ara¢ olarak 6n plana ¢ikan sosyal medya aglar1 ve yeni medya tekno-
lojileri, etik tartismanin da 6nemli bir pargasi olmaktadir. Haberin tiretimi, yeni tek-
nolojilerin ve ekonomi politik dontisiimlerin de etkisiyle endiistriyel ve postendiist-
riyel kosullarin melezlestigi bir asamada yapilmaktadir. Sosyal medya aglar1, daha
demokratik, etik ve kolektif bir medya tiretimine imkan verebilecek potansiyeli tasi-
maktadir. Enzensberg’in vurguladigi gibi bu potansiyeli gelistirmek, yeni bir medya
teorisinin Oniinii agabilir (Yesilyurt, 2015, s. 79). Ancak kanimizca bu potansiyeli
gelistirebilmek sosyal aglar lizerinden kamusal alani1 ve demokrasiyi onarabilecek bir
etik tartismay1 gergeklestirebilmek i¢in 6ncelikle var olan —karamsar— durumu dogru
tespit etmek ve kavramsallagtirmak 6nemlidir. “Haber Endiistrisi ve Gazetecilik Eti-
&1” baslikli makalede endiistriyel haber {iretim kosullarinda ters piramit haber metni,
rasyonallesme, sorumlulugun kaybi, meta fetisizmi ve kamusal alan kavramsallagtir-
malarmi temel alarak gazetecilik etigini tartismigtik (C1g ve Camuroglu C1g, 2011, s.
25-61). Medyadaki endiistriyel orgiitlenmenin haber iiretimindeki ve demokrasideki
etkilerini tartistigimiz bu makalede endiistriyel ve post endiistriyel kosullarin melez-
lenmekte oldugunu vurgulamistik. Bu melezlenme asamasinda haber {iretimini ye-
niden kavramsallastirabilmek i¢in “ilkel birikim” ve “zapt/miilksiizlestirme yolu ile
birikim” kavramlar1 agisindan medyanin ve sosyal medyanin sermaye birikim siire-
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cindeki rolil agagidaki boliimde tartisilmaktadir. Haber tiretim siirecindeki degisimin
bir sonucu olan gazetecilik emeginin prekarizasyonu, yeni medya ile iliskilendirile-
rek ikinci bolimde tartisilmaktadir. Kanimizca medyayi ve sosyal medyay1 bu kav-
ramlar 15181nda tartismadan yeni medya {izerinden yiiriitiilecek etik tartigmalar eksik
kalmaktadir. Habercilik etiginin hayata gecebilmesi, sosyal medyanin alternatif bir
medya ve medya kuramini sekillendirebilmesi i¢in bu makalede iiretim kosullarini ve
ortaya ¢ikardigi/¢ikarabilecegi sonuclari elestirel yontemle tartismaktayiz.

Ilkel Birikim, Zapt Yoluyla Birikim* ve Haber Medyas:

Kapital’in birinci cildinde Marx, sermaye birikiminin rastlantisal baslangicini
“ilkel birikim” (Urspriingliche Akkumulation, Primitive Accumulation) ile kavram-
sallagtirmaktadir (2013, s. 686—689). Marx, bu kavramsallagtirma ile ekonomi poli-
tikte anlatilan ilk birikim agamasini tarihsel ve diyalektik bir zemine oturtmaktadir.
Ekonomi politigin kapitalizmin ilk birikimine yaklasiminm teolojideki “ilk giinah”
metaforu ile anlatir.

Evvel zaman i¢inde, bir tarafta ¢aligkan, akilli ve her seyden dnce tutumlu bir seckinler gru-
bu, diger tarafta tembel, ellerine gecen her seyi ve daha fazlasini har vurup harman savu-
ran serseriler grubu vardi. Teolojinin ilk giinah efsanesi, bize, kuskusuz, insanin ekmegini
alninin teriyle kazanmaya nasil mahk(m edildigini anlatir; ekonomik ilk giinah tarihi ise,
buna ihtiya¢ duymayan insanlarin nasil olup da var olabildiklerini agiklar. ... Bdylece birin-
ciler zenginlik biriktirdi ve ikincilerin elinde sonunda kendi derilerinden baska satacaklar1
bir sey kalmadi. Ve olanca ¢aligmalarina ragmen, hala kendilerinden baska satacak higbir
seyleri olmayan biiytik kitlenin yoksullugu ve ¢alismay1 ¢oktan birakmis azinligin buna
ragmen siirekli bilyliyen zenginligi iste bu ilk giinahla baslar (Marx, 2013, s. 686—687).

Marx’a gore, ekonomi politigin anlattig1 bu “saf ve temiz” ilkel birikim yontemle-
ri, Ureticileri iicretli emekgilere doniistiiren kan ve siddetle oriilii bir tarihsel siirecte
ortaya ¢cikmistir. Bu siire¢ birikimin ilkel bir asamasidir; ¢linkii sermaye ve serma-
ye ile uyumlu iiretim bigiminin tarih oncesi asamasimi olusturmaktadir. Ureticileri
licretli is¢iye doniistiiren tarihsel siire¢ bir yandan onlar feodalitedeki serflikten ve
loncalarin baglarindan 6zgiir kilarken diger taraftan da sahip olduklari biitiin tiretim
araglar ile feodal diizenlemelerin sagladigi biitiin giivenceleri ellerinden almakta-
dir: “Ve onlarin miilksiizlestirilmesinin 6ykiisii, insanlik tarihine kandan ve atesten

4 David Harvey'nin “accumulation by dispossesion” kavrami, bircok kaynakta “miulkstizlestirme yolu ile birikim”
kavramu ile Turkceye cevrilmistir. “Mulkstizlestirme” ozellikle toprak rant1 veya kamusal varliklarin ozellestirilmesi
yoluyla saglanan birikimi anlatmak icin ¢ok uygun bir kavramdir. Kavram, basitce ifade edersek, neoliberalizme
kadar sermaye dolasiminin bicimsel olarak disinda kalan alanlarin (egitim, saglik vs.) da sermayenin dolasimina dahil
edilmesini anlatmaktadir. Ancak érnegin, bu makalede tartisacagimiz gundelik cevrimici faaliyetin sermaye dolasimina
dahil edilmesini Turkcede miilkstizlestirmeden daha cok “zapt etme” veya “gasp etme” kavramlari karsilamaktadir.
Medya ve sosyal medyanin sermaye birikimindeki roluntn sonucunda etik tarismanin da odagma yerlesen halkin
haber alma hakki, birikim stirecinde “zapturapt altina alinmakta” veya gasp edilmektedir. Bu nedenle kavrami Turkceye
“zapt yolu ile birikim” olarak cevirmeyi tercih ettik.
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harflerle yazilmigtir” (Marx, 2013, s. 688). Marx’in agiklamasi sebatkéar ve tembel
arasinda ayrim yapan liberalizmin ahlaki meselinden ayrilmaktadir. Bu ayrim bizim
gazetecilerin etik sorumluluklari {izerinden yiiriitecegimiz tartisma agisindan da ¢ok
onemlidir. Bu mesele gore kapitalizmin kokeni simdiki zaman i¢in ahlaki bir bahane
saglarken, sermaye sahibi ile is¢iyi iyi/kotii ekseninde birbirinden ayirmaktadir.

Ancak kapitalist iiretim bigimini Marx’1n yaptig1 gibi tarihsel bir ¢ergeveye oturt-
mak, bu iiretim bi¢iminin ne kurulusu ne de tanimi itibariyla tek bir unsurun sonu-
cundan ibaret olmadigini ve karsimizda bir iliskiler ag1 oldugunu ortaya koymaktadir.
Kapitalist iiretim bigimi ne temel ve asli bir bencilligin disa vurumudur; ne de kadim
devirlere 6zgii komiinal bir 6ziin baskilanmas1 sonucu olugmustur. Marx’a gore insa-
nin 6zii tek tek her bireyin i¢inde var olan bir soyutlama degildir; esasinda bir toplum-
sal iligkiler bilegkesidir. Bu argiiman ahlaki bir birey olarak sorgulanan gazeteciler
acisindan da tartismakta oldugumuz temel meseledir. Kapitalist iiretim bi¢giminin olu-
sumu ne salt sermayedarin birikim arzusu ne de sermayedar ile is¢i arasindaki farka
indirgenerek aciklanabilmektedir. Bu agiklamaya, mesela, arzular veya para biriktir-
me ve harcamaya dair degerlerden olusan ahlaki sdylem de dahildir. Marx’in liberal
ilkel birikim kavrayisina yonelttigi elestiri bizim tartismamiz agisindan da ¢ok temel
dneme sahip olan 6zgiil bir durumu ortaya koymaktadir. Uretim bigimi; arzulari, ya-
sam bi¢imlerini, niyetleri, kisacas1 6znelligi kurmakta ve ayni1 6znellik tarafindan da
kurulmaktadir (Read, 2014b, s. 42-49).

Marx’1n ilkel birikime yaklasimi kapitalist {iretim bi¢imini tarihsel kosullar icinde
ortaya ¢ikan toplumsal iligkiler agina ve o iliskiler aginin sonuc¢larina yogunlasmak-
tadir. Prekapitalist iliskiler kapitalist tiretim bigimine evrilirken zora ve siddete dayali
bir miilksiizlestirme siirecini igermektedir. Ortak topraklarin ¢evrilmesi, somiirgeci-
lik, emperyalizm, kdle emeginin kullanilmasi veya daha sonra kentlerde proleteryay1
olusturacak koylii niifusun topraksizlastirilmasi gibi siiregler ¢ogu kez siddete dayali
bigimlerde gerceklestirilmistir (Ekman, 2014, s. 89). Ilkel birikim; yeni bir toplumu
doguran giicii, iktidar iligkilerini ve devlet giiclerini igermektedir. Doniisiim nokta-
sindaki siddet ve siddetin uygulandigi an, uygulandigi anda neredeyse ortadan kay-
bolmaktadir. Deleuze ve Guattari’nin vurguladigi gibi (Deleuze ve Guattari, 1983,
s. 44’ten akt., Read, 2014b) bu, devlet siddetine 6zgii bir niteliktir; bu siddete isaret
etmeniz ¢ok zordur, ¢linkii kendisini daima halihazirda ger¢eklesmis olarak sunmak-
tadir. Tlkel birikimin icerdigi siddet, meydana getirdigi yeni diizen icerisinde ve bu
diizen tarafindan hemen mesrulastirilmaktadir.

Michel Foucault, Hapishanenin Dogusu nda ilkel birikim doneminin yasadis1 ola-
na ve miilkiyete iligkin tanimlar1 kdkten donistiirdiiglinii ileri siirmektedir (Foucault,
2000, s. 396-398). Toprak miilkiyeti mutlak miilkiyete doniisiirken kdyliilerin elde
ettigi, muhafaza ettigi ve hak olarak tanimlanan topragi kullanma bigimleri yeni miilk
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sahipleri tarafindan reddedilmekte ve hirsizlik olarak nitelenmekteydi. Tlkel birikim,
siddet ile hak arasindaki ge¢is noktasini olusturmaktaydi. Negri’nin de vurguladigi
gibi (Negri, 1989, s. 254’ten akt., Read, 2014b) siddet, birikim ve haklar arasinda
aracilik yapmaktaydi. flkel birikimin siddeti, kendisinin olusturmakta oldugu yasa
ve yeni toplum i¢inde erimektedir. Ayni1 zamanda siddet donlismekte ve devlet sid-
deti bigiminde ortaya ¢ikmaktadir. Feodalizme 6zgii siddet bi¢cimleri hukukun evren-
selligine terclime edilirken ikinci bir doniisim de siddetin yasanin miimkiin kildig:
giindelik iliskilerin i¢erisinde kaybolmasiyla yasanmaktadir (Read, 2014b, s. 52-53).

Siddetin devlet siddetine doniisiirken es zamanli dogallagmasi ve giinliik yasam
icinde kaybolmasi, haber medyasi agisindan etik tartigmada mutlaka dikkate alin-
mas1 gereken iki boyuta isaret etmektedir. Bunlardan ilki haber medyasinin giderek
finansallagmis olan yapisinin medya igeriklerinin ideolojik unsurunu belirlemekte ol-
dugudur. Haber medyasi neoliberal kapitalizmin birikim siirecinde devlet ile birlikte
siddet ile hak arasindaki gegisi kolaylastiran ve dogallastiran bir rol oynamaktadir.
Ikincisi de haber medyas1 sosyal medyanin y1gin veri isleme ve analiz kapasitesini,
sermaye birikimini kolaylastiran ve ileri boyuta tasiyan bir bigimde kullanmaktadir.
Haber medyasiin metalagsma siiregleri, internet kullanicilarin1 ve onlarin verilerini
de siirekli “zapt etmekte”dir (Ekman, 2014, s. 99). Haber medyas1 zapt yolu ile bi-
rikimin hem ideolojik olarak dogallastiricis1 hem de dogrudan faillerinden biridir.
Gondilliiler tarafindan olusturulmus olan kolektif bir veri derleme ve haritalama ag1
olan “Miilksiizlestirme Aglar1” sermaye, iktidar ve medya arasindaki bu iliskileri net
bir bigimde gostermektedir. “Miilksiizlestirme Aglar1” (http://mulksuzlestirme.org/
index.html) Tiirkiye’de medya, finans ve insaat sirketlerinin gerceklestirmekte ol-
duklar1 zapt yolu ile birikim siireglerini kamuya agik bir veri tabaniyla arsivlemekte
ve haritalandirmaktadir. Zapt yolu ile birikimin medya etigi tartigmasindaki 6nemine
gecmeden once ilkel birikim ile neoliberalizmin zapt yolu ile birikimi arasindaki bag-
lant1 ve farklar1 kisaca anlatmak gerekmektedir.

flkel birikim siireci ile ilgili énemli bir tartisma da bu siireci gecici bir dénem
olarak geg¢mise, yani sadece kapitalist liretim tarzinin tarihoncesine indirgemenin
miimkiin olup olmadigidir. lkel birikim kogullarinin tarihsel bir donemsellestirme
igerisinde nerede ve hangi liretim bicimi i¢inde konumlandirilacagi muglak ve para-
doksaldir. Tlkel birikim iki tiir siddet ve iki tiir iktidar iligkisi arasinda salinmaktadir;
feodal kélelik bigimleri ve kapitalist sémiirii bigimleri. Ilkini ortadan kaldirirken,
ikincisini olanakli kilmaktadir. Bu agidan bakildiginda s6z konusu olan bir gecis
noktasidir. Tlkel birikim bir birikim siireci olarak hem sermayenin tarihsel olusum
kosullarint hem de onun bagka mekanlara ve iiretim bigimlerine dogru genislemesini
kapsamaktadir. Sadece kapitalist {iretim bi¢imini ortaya ¢ikaran bir anin veya olayin
degil, bagka iktisadi ve toplumsal iligkileri yikip sermaye ag¢isindan iiretken kilmak
icin gerekli olan miilksiizlestirme, gasp veya zapt etme ve yasama siirecinin de adidir.
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Ilkel birikim ile anlatilan, emegin iiretim araglarindan ve kendi varolusunu yeniden
iiretme araglarindan yoksun birakilma siirecidir ki bu siire¢ neoliberal donemde bir-
¢ok alanda temel birikim stratejisi olarak karsimiza ¢ikmaktadir. Boylelikle ilkel bi-
rikim, kapitalist {iretim bi¢iminin yalnizca nedeni degil, ayn1 zamanda sonucu héline
de gelmektedir. Ortak miilkiyet haklarmin 6zellestirildigi ya da varolusun iiretimini
ve yeniden liretimini saglayan kosullar1 metalastiran her noktada ilkel birikim stireci-
nin gerceklestigi sdylenebilmektedir (Read, 2014b, s. 50-51).

Bu agidan bakildiginda giiniimiiz ge¢ kapitalizminde de sermaye birikim siiregleri-
ni anlamak i¢in ilkel birikim kavramsallagtirmasinin 6nemli oldugu ortaya ¢ikmakta-
dir. Rosa Luxemburg ve Nikolai Bukharin, The Accumulation of Capital de ilkel bi-
rikimi, emperyalizm kurami i¢inde yeniden konumlandirdilar ve siiriip gitmekte olan
sermaye birikiminin ilkel bir karakter tagidigini tartistilar (Luxemburg ve Bukharin,
1972). Marksist feminist kuram, el koyulan ev i¢i kadin emeginin ticretli emegin ye-
niden liretimi iglevini ger¢eklestirirken bir somiirge ve ilkel birikim alan1 yaratmakta
oldugunu tartismist1 (Ekman, 2014, s. 90). Ozellikle neoliberal donemde birgok dii-
sliniir, toplumsal yeniden {iretimin kapitalist birikim yasalar: tarafindan kusatilmakta
oldugunu ve ilkel birikime benzer bir birikim stratejisinin stirekli bir karaktere biiriin-
diigiinii vurgulamaktadir (Costa, 2014, s. 152; De Angelis, 2014, s. 89-91; Glassman,
2014, s. 165-167; Magdoft, 2014, s. 299-315; Midnight Notes Kolektifi, 2014, s.
277-299; Read, 2014a, s. 241-277, 2014b, s. 39—105). Neoliberal kapitalist evrede
belirginlesen ve bu evreye i¢kin hale gelen bu birikim stratejisini David Harvey “zapt
yoluyla birikim” (accumulation by dispossesion) basligi ile agiklamaktadir.

Zapt yolu ile birikim siirecinde Marx’in ilkel birikim olarak adlandirdig: pratikler
stirmekte ve giderek artmaktadir. Bu siire¢ topragin metalagmasindan miilkiyet hak-
larinin gesitli bigimlerinin dzellestirilmesine, dogal kaynaklar ve ortak alanlarla ilgili
haklarin baskilanmasindan is giicliniin metalastirilmasina ve kole ticaretinden asiri
faiz, ulusal bor¢ ve kredi sistemine kadar bir¢ok mekanizma ve yontemi igermekte-
dir. Kuzey kapitalist iilkelerde sinif iktidarmi kapitalist elitlere geri veren neoliberal
donemin birikim pratikleri,’> devam etmekte olan bir kamulastirma yoluyla birikim
siireci gorlinimiindedir. Cin veya Rusya gibi iilkelerde kapitalizme gecis agamasin-
da ortaya ¢ikan birikim pratiklerini ilk veya ilkel kavramlari ile adlandirmak makul
olabilir. Ancak kuzey kapitalist lilkelerde sosyal refah devletinin haklarini esneterek
devam eden ve kapsami genisletilen birikim siireci, zapt yoluyla birikim kavramu ile

5 David Harvey, sosyal refah devletinden neoliberal asamaya evrilen dontusimun nedenini, simf iktidarmin yeniden insast
(2005, s. 142-152) veya smf iktidarnmn onarmminda aramaktadir. Distintre gore “neoliberalizmin, kuresel sermaye
birikimini canlandirma konusundaki etkililigi kamtlanmamstr; ancak neoliberalizm simf iktidarim onarmada basarih
olmustur (Harvey, 2012, s. 74). Neoliberal dontistimiin yasandig1 cografyalarda kapitalist isletmelerin 6zgtirce kurulacag: ve
isleyecegi esnek bir toplumsal sistem yaratilmaktadir (Harvey, 2005, s. 150). Hatta neoliberalizmin prensipleri bu toplumsal
sistemi yaratmak icin gerekenlerle ve sinif iktidar projesi ile celistigi anda hemen terk edilmektedir (Harvey, 2012, s. 74). Bu
nedenle, Harvey'ye gore neoliberal devletin teoride ve pratikte iki farkli goruntimii ve uygulamasi bulunmaktadir (2005, s.
65-81). Teoride ve pratikte ortaya ¢ikan celiskilere ¢coziim tiretme bicimi dolayisiyla Wacquant, neoliberalizmi bir ekonomik
rejimden cok bir devlet bicimi olarak adlandirmaktadir (Wacquant ve Akcaoglu, 2014, s. 68-70).
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adlandirilmaktadir. Zapt yoluyla birikimi karakterize eden dort ana bilesen vardir;
Ozellestirme, finansallagsma, krizlerin manipiilasyonu ve yonetimi ile devlet aracili-
giyla yeniden dagitim (Harvey, 2012, s. 79-84).

Ozellestirme; kamuya ait hizmet, mal ve mekanlarin metalasmas1 ve 6zellestiril-
mesinin yani sira genetik materyallerin, dogal kaynaklarin, kiiltiirel bigimlerin, tarih-
lerin ve hatta entelektiiel yaraticiligin metalagmasi ve toptan zapt edilmesi siire¢lerini
icermektedir. Entelektiiel yaraticiligin metalasmasi ve zapti haber medyasinin sosyal
medya ve yeni medyay1 kullanma bigimleri ile buradan kaynaklanan etik tartisma agi-
sindan da dnemlidir. 1980°den itibaren baslayan spekiilatif finansal dalga, deregiilas-
yonu yeniden dagitim eyleminin bir araci olarak kullandi. Krizlerin yonetimi ve ma-
nipiilasyonu zapt yoluyla birikimin temel araglarindan biri olarak zenginligin bilingli
yeniden dagitiminin bir sanatina doniismiistlir. Devlet araciligiyla yeniden dagitim,
smif iktidarinin onarimi ve yeniden insasi asamasinda devleti en énemli faili olarak
doniistirmiistiir (Harvey, 2012, s. 80—-84). Bu noktada 6zellikle Tiirkiye’de etik tar-
tigmalarmn temel krizini olusturan devletin basina ve medyaya giderek artan miidaha-
leleri, medyanin deregiilasyonla finansallastirilmas: ve devletin neoliberal doniistimii
ile yakindan ilintilidir. Diinyada da benzer bir tartisma stirmektedir ancak medyanin
finansallasmig yapisina ve devletin doniisiimiine ragmen gazetecilerin daha orgiitlii
oldugu ve demokratik kurumlarm, ilkelerin ve hukuk devletinin daha fazla i¢sellesti-
rilmis oldugu iilkelerde miidahaleler (halkla iliskiler, spin doktorlar1 gibi) daha farkli
araglar yoluyla gerceklestirilmektedir. Bu miidahaleler genelde devletin, medyanin ve
siyasetgilerin de dahil oldugu finansallagmus iliskiler ag1 icinde gergeklesmekte, bu
iliskiler ortaya ciktig1 takdirde kamuoyunda infial yaratmakta, hukuk i¢inde sorustu-
rulmakta, etik agidan da 6nemli tartismalar tetiklemektedir (Leveson, 2012).

Harvey’nin zapt yolu ile birikimini karakterize eden bu temel bilesenlerin her biri ag1-
sindan medya endiistrisi temel 6nemdedir. Bu dort ana bilesenin hayata gectigi her alanda
haber medyasi hem fail olarak hem de bu siireclerin dogallastirilmasi, mesrulastiriimasi
ve yasallagtirilmasi agamalarinda ¢ok 6nemli bir rol oynamaktadir. Hem gazetecilerin
haber liretim pratiklerinin kendi varoluslarim yeniden tiretebilecekleri demokratik hak-
lar zemininin hem de halkin haber alma hakkinin zapt edilmesi, haber medyasmin zapt
yolu ile birikim siirecindeki rolii ile yakindan iliskilidir. Fuchs bu siireci ve medyanin
stiregteki roliinii, medya ve enformasyon ekonomisi ile yeni emperyalizm arasindaki ilis-
ki baglaminda tartigmaktaydi (Fuchs, 2011, s. 163-223). Medya ve iletisim enddistrileri-
nin sermaye birikiminde oynadig1 rol, cok boyutludur ve iligkiler arasi bir karakter tasi-
maktadir. Bu iligkiler aras1 aglarda {iretilen hegemonyaci ideolojinin bir pargasi olan ana
akim haber medyasinin kiiresel kapitalizme yonelen tehditler karsisindaki roliinii Zizek
(2013), Farsca bir deyimle agiklamaktadir. “Vernem nihaden”, birini dldiiriip goémmek,
sonra da izleri yok etmek i¢in cesedin iistiinde ¢icek yetistirmek anlamina gelmektedir.
Haber medyasi, Zizek’e gore (2013, s. 9), 2011°de diinyada kiiresel kapitalizmin temel
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antagonizmastyla iligkili olarak yiikselen protestolarin radikal 6zgilirliikk¢ii potansiyelini
yok etmis ve demokrasiye yonelttikleri tehdidi de goriinmez kilmis, sonra da gémiilii
ceset lizerinde ¢igekler yetistirmisti. Zizek’in “vernem nihaden” deyimiyle vurguladigi
medyanin kiiresel kapitalizm igindeki yapisal ve ideolojik boyutlari, medyanin zapt yolu
ile birikim siirecindeki rolii ile netlesmektedir.

Ekman medyanin zapt yolu ile birikim siireglerindeki yapisal ve ideolojik boyut-
larm1 iki ana baglik altinda toplamaktadir: “haber medyas1 ve zapt yolu ile birikimin
dogallastirilmas1”, “glindelik ¢evrimigi faaliyetin zapt edilmesi” (Ekman, 2014, s. 99,
108). Haber medyasi zapt yolu ile birikim siirecinde daha dnce de vurguladigimiz gibi
devlet ile birlikte, siddet ile hak arasindaki gecisi kolaylastiran ve dogallastiran bir rol
oynamaktadir. Ozellestirmeleri desteklemekte, finansallasmay1 hem kolaylastirmakta
hem de ideolojik olarak mesrulastirmaktadir (Ekman, 2014, s. 99). Baz1 durumlarda
Ozellestirme ve finansallagtirmalarin dogrudan faili de olmaktadir. Miilksiizlestirme
Aglar’ndaki (t.y.) “Tiirkiye Medya Sahipleri Ag1”nda projeler bazinda faillikler goriil-
mektedir. Bu durum 21. yiizyilin basinda en tepede yer alan haber medyas1 gruplari-
nin finansal bag ve bagimliliklarinin diinya ¢apindaki artistyla uyumludur. 2000’lerden
baslayarak finans sektorii; internet tabanli finans aktorlerinin sayisindaki artis, bilgisa-
yar algoritmali ticaret, gizli hedge fonlar, tiirev alim satimlar, varlik satiglar1 ve benzer-
leriyle birlikte biiyiidii. Bu arada gazetecilikteki ve finans sektoriindeki aktorler arasin-
daki iliski, hem sahiplik hem de gazeteciler arasindaki kisisel ¢ikarlar anlaminda daha
da bulaniklagti. Ekman’a gore finans sektorli ve haberler arasindaki karsilikli ¢ikar,
2008 ekonomik krizini ongdrmede gazeteciligin basarisizligindaki biiyiik faktorlerden
biridir. Bu kargilikli ¢ikar ve iliskiler haber medyasimin zapt yoluyla birikimin igerdigi
siddeti de mesrulastirmasinin hem nedenlerinden hem de sonuglarindan biridir. Zapt
yoluyla birikime kars1 kiiresel dlcekli biiyiik toplumsal seferberlikler de dahil olmak
iizere hak miicadelesi verenler, ana akim haber medyasinda kayda deger bir siyasi mes-
ruiyet elde edememektedir (Ekman, 2014, s. 103—107).

Medyanin zapt yolu ile birikim siirecindeki bir diger 6nemli boyutu giindelik ¢ev-
rimigi faaliyete el koyulmasinda ortaya ¢ikmaktadir. Sosyal medya aglari, medyanin
endiistriyel ve postendiistriyel cesitli dzelliklerinin melezlendigi bir yapryr miimkiin
kilmistir. Ayn1 zamanda aglar bir tarafta bireysel bilgi ve verileri 6zellestirip metalas-
tirrken diger taraftan da bilginin kamusallasmasmin oniinii agabilmektedir. Iletisim
teknolojileri vaat ettikleri biitiin toplumsal potansiyelin yani sira insani iletisimin ve
toplumsal iliskilerin zapt edilerek sermaye birikimi siirecine dahil edilmesini de miim-
kiin kilmaktadir. Zapt yoluyla birikim siirecine i¢kin olan siddet, aglarda ticari amagla
yapilan gozetimde de potansiyel bir nesnel/sembolik siddet olarak ortaya ¢ikmaktadir.
Kisisel enformasyonu hakim siyasi ve ekonomik gii¢lerin mevcut ¢ikarlari ile uyusma-
yanlar i¢in nesnel siddet, temel bir tehdide doniismektedir (Ekman, 2014, s. 108—113).
Bu tartismanin makalemiz agisindan temel dnemi, kamunun haber alma ve bilgilenme
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hakkinin tastyicist olan gazeteciler agisindan da aglar ve medya endiistrisinin serma-
ye birikimindeki rolii, etik tartisma icin de ¢ok temel olan bazi geliskileri dogurmak-
ta olmasidir. Zapt yolu ile birikimin sistemik bir birikim stratejisi olarak kullanildig1
neoliberal ag toplumlarinda gazeteciler de {iretim araglarindan ve kendi varoluslarini
yeniden iirettikleri demokratik haklardan yoksun birakilmaktadir. Gazeteciligin emek
stiregleri 6nemli 6l¢iide degismektedir. Bu nokta sosyal medya ¢aginda gazetecilik iize-
rinden yiiriitiilen bircok etik tartismanin da ortak keseni olmaktadir kanimizca. Asa-
gidaki boliimde sosyal aglar ve yeni teknolojik gelismeler sonucunda hizla prekarize
edilen gazetecilik emegini ve bu durumun yaratabilecegi etik sorunlari tartismaktayiz.

Aglar Uzerinde Sermaye Birikimi ve Gazetecilik Emeginin Prekarizasyonu

Prekarya (precariat); istikrarsiz, riskli, giivencesiz olarak Tiirk¢eye ¢evrilebilecek
olan “precarious” sifat1 ile proletarya (proleteriat) isminin birlesmesi ile olusturul-
mus yeni bir kavramdir. Neoliberalizm temas ettigi ve uygulandigi her cografyada
emek piyasasini esnetmektedir. Sonug¢ olarak da kiiresellesmenin daha iyimser bir
soylemi benimsedigi yillarda iddia edildigi gibi sinif ortadan kalkmamaktadir. Esit-
sizlikler giderek artarken pargali bir kiiresel simif goriiniimii® ortaya ¢ikmaktadir. Guy
Standing’e gore prekarya; sosyal demokratlar, isci partileri ve sendikalarin Ikinci
Diinya Savasi’ndan sonra is¢i sinifi/sanayi proletaryasi i¢in izledigi siyasetin kapsa-
mina giren emege dair yedi tip glivenceden yoksun olanlar1 kapsamaktadir. Sanayi
vatandaglig1 kapsaminda emege dair giivenceler; emek piyasasi giivenligi, istthdam
giivenligi, is glivenligi, calisma gilivenligi, vasiflarin yeniden iiretiminin giivenligi,
gelir giivenligi ve temsil glivenligidir.

Emek piyasas: giivenligi tam istihdam politikasi yiiriiten bir hiikiimetin simgele-
digi makro diizeyde yeterli gelir getirici firsatlardir. Neoliberal kiiresel kosullarda ise
issizlik, emegi esnetmenin ve disipline etmenin énemli bir aracidir. Bu nedenle issiz-
lik neoliberal devletin emek karsisinda kiiresel sermayeyi 6nceleyen politikalarinin

6 Standing prekaryay yeni bir sinif olarak tammlamaktadir. Makale, prekaryanin yeni bir sinif mu yoksa isci stmfinin bir parcast
mu1 oldugu tartismasim yurtatmemektedir. Daha cok emegin prekarize edildigi, issizlik ve giivencesizlik tehdidi ile felc edildigi,
somuriyt icsellestirdigi stirec ve kosullari merkeze almaktadir. Marx'in ilkel birikim stirecinin proleterlesme ile baglantisina
benzer bicimde zapt yolu ile birikim stireci ile emegin prekarizasyonu arasinda da ¢nemli baglantilar bulunmaktadir. Bu
baglantilardan biri, gazetecilik emegi acisindan da tarismanin ana govdesini olusturan yeni teknolojiler ve sosyal medyamn
emegin prekarizasyonu olarak adlandirdigimiz stireci daha da yogunlastirmakta olmasidir. Zizek guntimiiz kapitalizminin
uc ayirt edici ozelligini vurgulamaktadir: “Kardan ranta (zellestirilmis miisterek bilgiye dayali rant ve dogal kaynaklara
dayali rant olmak tizere iki temel bicimde) dontisen uzun vadeli egilim; issizligin cok daha giiclit yapisal rolu (uzun vadeli
bir iste ‘somtirilme’ firsati bir imtiyaz olarak yasanmakta); Jean-Claude Millner'm “maash burjuvazi dedigi yeni bir simfin
ytikselisi” (akt., Zizek, 2013, s. 18). Kardan ranta donusen uzun vadeli egilim, ilkel ve zapt yolu ile birikim tartismalarmn
neoliberal dénemde yeniden alevlenmesinin nedenleri arasindadir. Issizligin cok daha giiclit yapisal rolit de prekarizasyon
kavramu ile tartisigimiz stireci belirlemektedir. Zizek’e gore guntimuiz kapitalizmi, miisterek bilgiyi ve genel zekay basarili bir
bicimde ozellestirmektedir. Iscilerin burjuvaziye kiyaslandiginda dahi gittikce lizumsuz hale gelmesine neden olmaktadir.
Her gecen giin daha fazla isci, yapisal olarak istihdam edilemez duruma gelmektedir (2013, s. 20). Kemal Inan, teknolojik
gelismelerin sonucu olarak cok yakim bir gelecekte bircok cahisanin vasifsizlasmakta oldugu, bazi mesleklerin ise tamamen
insansiz yapilabilir hale doniistigi kapitalist evreyi, “teknolojik is(lev)sizlik” kavram ile tarusmaktadir. Inan’a gore (2012,
s. 20-21) bu stireg, ZizeK'in vurgusu ile paralel bicimde, issizlikten daha cok islevsizliktir. Gazetecilik emegindeki dontisum
ve yeni medya teknolojilerinin sermaye birikimi ve prekarizasyon stirecleri ile bag, gazetecilerin de teknolojik is(lev)sizlikle
kars1 karstya oldugunu gostermektedir. Bu bolumde bu stireci tarismaktayiz.
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hem arac1 hem de sonucu olmaktadir. s giivenligi belli bir mevki edinme firsatinin
yani sira vasiflarin giderek gecersizlesmesinin engellenmesi, statii ve gelir agisindan
yukart hareketliligin saglanmasi yoniindeki firsatlarin giivence altina alinmasidir.
Calisma giivenligi ¢alisma saatlerinin sinirlandirilmasi, diizensiz ¢alisma saatlerine
yonelik diizenlemeler, is kazalar1 ve is hastaliklarina kars1 korumay1 kapsamaktadir.
Vasiflarin yeniden iiretiminin giivenligi ¢iraklik ve isttihdam egitimi gibi yontemlerle
vasif kazanmaya ve is¢inin sahip oldugu becerileri kullanabilmesine doniik firsatlar
yaratilmasidir. Gelir giivenligi kapsamli sosyal giivenlik, gelir esitsizligini azaltmak
ve diisiik gelirlilere destek olmak i¢in ilerici bir vergi sistemi gibi yontemlerle yeterli
sabit gelirin glivence altina alinmasidir. Temsil giivenligi ise bagimsiz sendikalar ve
grev hakki gibi yontemlerle emek piyasasinda ortak bir ses yiikseltebilme haklarim
icermektedir (Standing, 2014, s. 21-26). Risk alma, girisimcilik, rekabet gibi deger-
leri kutsayan ve piyasa kurallarini hayatin her alanina yayan neoliberal akil ¢aginda
bu haklardan yoksun birakilanlara her gegen giin yeni meslek gruplar1 eklenmektedir
(Buyruk, 2015; Vatansever ve Yal¢in, 2015; Yesilyurt, 2014).

Haber medyas1 acisindan duruma baktigimizda, ¢alisanlarin bu yedi glivenceden bii-
yiik oranda yoksun oldugu agiktir. Tiirkiye’de haber medyasi ¢alisanlarmin biiytik bir
kismi 212 sayili Basm Is Kanunu disinda sézlesmelerle ve basin kart1 olmadan istih-
dam edilmektedir. Stajyerlik siireleri ¢ok uzundur ve staj dénemlerinde biiyiik dlciide
licretsiz ve giivencesiz istihdam edilmektedirler. s giivenligi, muhabir ve gazeteciler
acisindan yok denecek kadar azdir. Sadece starlasan, medyatik olan ¢ok az sayidaki
gazeteci is glivenligine sahip olabilmekte, geri kalan ve sahada haber i¢in kosan staj-
yer, muhabir ve gazetecilerin biiyiik bir kismu statii ve gelir acisindan yukar1 dogru
hareket edememektedir (Keten, 2015, s. 235-236). 1990’larda holdinglesen medya-
da yasanan derin hiyerarsik orgiitlenme, Mustafa Sonmez’in adlandirmasiyla “medya
aristokrasisi”, medyada otoriter diizenin yerlesmesi ve yeniden iiretilmesinde 6nemli
bir rol oynamaktadir (akt., Keten, 2015, s. 237). Haber medyasinin aristokrasi digin-
da kalan biiyiik cogunlugu, piyasanin asir1 rekabet¢i ve siirekli degisen kosullart ile
geligen yeni teknolojiler karsisinda sahip olduklar1 vasiflarin degersizlesmesini engel-
leyememektedir. Calisma giivenligi de haber medyasinin Tiirkiye’de en fazla yoksun
oldugu basliklardan biridir. Calisma saat ve kosullar1 diizensizdir; Basin Is Kanununa
gore istihdam edilen muhabir ve gazeteci sayisi az oldugu i¢in, is kazalar1 ve hasta-
liklarina karsi koruma da giivence altinda degildir. Sar1 basin kartina sahip olamayan
gazeteciler, sik sik polis siddetine hedef olmaktadir. Vasiflarin yeniden iiretimi ve gelir
giivenligi de belirsiz kosullarda miimkiin gériinmemektedir. Deregiilasyon yillarinda
finansallagan medyada medya patronlari ilk 6nce sendikal orgiitliiliigii ve is glivencele-
rini hedef almiglardir (Keten, 2015, s. 234-237). Postendiistriyel asamada Tiirkiye’de
haber medyasi ¢aliganlari, patron karsisinda pazarlik giicii zayif, is giivencesi olmayan
kurum i¢i iligkilerini ve yeni teknolojilere uygun becerilerini agir1 rekabetgi bir ortamda
bireysel olarak gelistirmek zorunda kalan, patronunun siyasi ve ekonomik ¢ikarlarmi
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etik ilkelerin ve kendi mesleki sayginliginin 6niine koyan, fikri bagimsizlik ve mesleki
tepki hakki olmayan emegi prekarize edilmis ¢alisanlara doniismiistiir.

Tanil Bora prekaryay1 19. yiizyil proletaryasinin “yeni siiriimii” olarak tanimlamak-
tadir (Demirkent ve Baykan, 2010). Zapt yolu ile birikim siirecinin temel belirleyen
oldugu neoliberal kiiresel asamada kapitalizmin ilk evresindeki somiirii bigimleri ye-
niden ortaya ¢ikmaktadir. Emegin esnetilmesi siirecinde somiirii; zamansal, mekansal
ve hukuki engellerden styrilmaktadr. [lkel ve zapt yolu ile birikim siireci emegin esne-
tilmesi siirecinde de hak ile siddet arasindaki gegis noktasi olmaktadir. Esneklesmenin
emek giicii tarafindan arzulanmasi ve esnek kosullarin kabullenilmesi igin {iretilen risk
alma, 6zgiirliik, girisimcilik sdylemlerinin’ yani sira issizlik tehdidi, nesnel/sembolik
bir siddet olarak kullanilmaktadir. Bourdieu’nun “korkunun yapisal siddeti” olarak
adlandirdig1 sosyopsikolojik baski mekanizmasi, emegi igsiz kalacagi korkusuyla her
tiirlii caligma kosulunu kabul etmeye zorlayarak edilgenlestirmistir. Prekerlesme, gii-
vencesizlesme anlamina gelen prekarizasyon, emegin piyasanin acimasiz rekabet ko-
sullarinda her an sistemin digina itilme korkusu nedeniyle haklarinin elinden alinma-
sina, vasiflarinin 6nemsizlestirilmesine raz1 gelecek ve somiiriiyll i¢sellestirecek kadar
sindirilmesi anlamina gelmektedir. Uretim iliskileri icindeki konumuna bagh olarak
stirekli kaygi ve kaybetme korkusu yasayan bireyler prekarya olarak tanimlanabilir.
Esnek istihdam ve ¢alisma kosullart ile 6zdeslesen hizmet sektorii gibi sektdrlere veya
toplumsal olarak hep belirsiz ¢alisma kosullarina gdgmenler, kadinlar gibi ezilen grup-
lara eskiden nispeten daha giivenli olan ve yiiksek prestijli sayilan meslek gruplar1 da
her gecen giin eklenmektedir (Vatansever ve Yal¢in, 2015, s. 48-49).

Gazeteciler, muhabirler ve iletisim fakiiltelerinin 6grencileri, kapitalizmin pos-
tendiistriyel evresinde hem Tiirkiye’de hem de diinyada emegin prekarize edildigi
bir siiregten gecmektedir. Bu siire¢ 1980’lerde medyanin deregiilasyon siirecinde
degisen ve finansallagan yapisi ile baglamisti. Bu siirecin ikinci dalgasi yeni medya
teknolojilerinin gelismesi, yayginlasmas: ve giinliik iletisimin yan1 sira entelektiiel

7 Berardi, Thatcher/Reagan doneminde dunyay1 saran deregiilasyon dalgasinin, emegin disiplinci diizenden 6zgurlesmesi
ve otonomlasmas: yonundeki talebe verilen kapitalist yanit olarak gortlebilecegini vurgulamaktadir. isciler kapitalist
regulasyondan ozgirlik talep etmislerdi, sermaye de aymisini yapmistir; ama ters yiz edilmis bir bicimde. Devlet
regiilasyonundan 6zgurlesme, toplumsal fabrikaya despotizmi yaydi. Isciler mur boyu maruz kaldiklarn endustriyel
fabrikanin hapishanesinden 6zgurlesmek istemislerdi. Deregtilasyon bu talebi emegin esneklesmesi ve parcalanmasi
ile yanitladi. 1968 hareketinin 6zgirliik talepleri ve 70’lerin otonomi hareketleri, 1980°de neoliberal dalgay: diinyaya
yayacak tehlikeli bir sureci tetikledi (Berardi, 2009, s. 76). Bu ozgirluk soyleminin carpiilmis bir versiyonu hala
emegin esneklesmesi ve sosyal refah doneminin kazanilmis haklarinin geri alinmasi asamasinda mesruiyet tretmenin
en onemli aract olmaktadir. Makaledeki tarismamiz icin de cok onemli olan sosyal medya ve yeni teknolojiler
uzerinden yurutilen tarismada da aym tuzaga sik dustilmektedir. Teknolojik gelismeler ve sosyal medya ¢cok onemli
demokratik potansiyellere sahip olmakla birlikte bu tarismanin teknoloji ve sosyal medyanin sermaye birikiminde
oynadifr rol goz ontne alinmadan yurutilmesi, gazetecileri var olan kurumsal yapilardan ve hiyerarsilerden
ozgurlestiren postendustriyel demokratik bir cennet varsayllmasina yol acmaktadir. Berardinin de vurguladig gibi
esnek ve riskli bir ozgiirluk vaat eden deregiilasyon sureci, tabii ki sadece 6zgiirlik ve otonomi talep eden hareketlerin
tetiklemesiyle degil, yeni teknolojilerin gelistigi ve tretimin kuresellestigi kapitalizmin postendiistriyel gelisimi ile
mumkin kihnmistr (Berardi, 2009, s. 76). Ozgurluk ve otonomi hareketleri, kapitalizme meydan okumustur; ancak
postendustriyel evre, bu hareketleri parcalayip edilginlestirirken 6zgiirliik soylemini de carpitarak sermaye birikiminin
bir aracina dontistirmistir. Deregiilasyon ve yeni teknolojiler ve tiretimin kuresellesmesiyle postendiistriyellesen
haber endiistrisi, onumiizdeki yillarda cesitli etik tartismalar1 siklikla giindeme getirecektir.
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iretimin, enformasyonun ve bilginin sermaye birikim siirecinde yogun bir bi¢im-
de zapt edilmesi asamasiyla yasanmaktadir (Cote ve Pybus, 2014, s. 241-271; Fis-
her, 2014, s. 119-151; Fuchs, 2015a, s. 54-91, 97-313, 2015b, s. 11-45, 229-411;
Prodnik, 2014, s. 301-367). Geleneksel medya olarak adlandirilan, biiyiik oranda tek
yonlii, endiistriyel ve kitlesel iletisimi tanimlayan asamanin ardindan, yeni medya
olarak karsimiza ¢ikan iletisimsel bir evreyi yagamaktayiz. Dijital medya veya inter-
net medyasi olarak da adlandirilan bu medya her seyden 6nce bilisim ve enformasyon
teknolojilerini ve internet ag yapisini kullanan bir mecradir.

Web 1.0 déneminde internet siteleri ve e-maillerin yogun kullanimi, web 2.0
olarak adlandirilan internet evrimini takiben, sosyal medya platformlarinin devre-
ye girmesi ile etkilesimlilik ve etkinlik alanin1i muazzam boyutlara ulastirmistir. S6z
konusu teknik altyap1 biinyesinde sayisiz bireysel ve kurumsal web siteleri, blog site-
leri, web yaymcilii, podcastler, forum siteleri; Facebook, Twitter, Snapchat, Instag-
ram, Wordpress, Persicope, Ustream, Skype vb. popliler platformlar; yazili, gorsel,
isitsel tim formlariyla iletisimsel evrenimizi olusturmaktadir. Bu altyapi iizerinde
gerceklestirilen her tiir iletisim haberlesme, ticaret, egitim, kiiltiirel tiiketim veya ta-
sarim etkinlikleri, yeni medya kapsaminda degerlendirilebilir. Kavram ¢ok genis bir
alan1 tanimlamaktadir ve yeni medya alaninda yogun faaliyet gdsteren gazeteciligi
de icine almaktadir. Gazetecilik faaliyeti 6zellikle iletisim teknolojilerini yakindan
takip eden ve ilk benimseyenlerden olagelmistir. Dolayisiyla internet ile karsimiza
¢ikan yukarida saydigimiz arag, yontem ve programlar gazetecilik faaliyetlerini eski
teknoloji veya yontemlerle melezleyerek yeniden kurmaktadir; baska bakis agisiyla,
gazetecilik faaliyetleri s6z konusu ortamin giderek daha fazla i¢inde yiiriitiilmekte/
var olmaktadir, diyebiliriz. Geleneksel haber organizasyonlarinin kar temelli anlayis
internete taginirken, ¢cok sayida farkli ilke ve amaclar1 olan bagimsiz haber olusum-
lar1 da karsimiza ¢ikmaktadir. Diger yandan sosyal medya platformlar1 iizerinden
habere ulasim gittik¢e yayginlagmaktadir. Yani haberin orijinal kaynagina dogrudan
erigim yerine sosyal medya paylasimlar: iizerinden bir yonlendirme s6z konusudur.
Bunu fark eden dev sosyal medya sirketleri, kendi haber uygulamalarini devreye sok-
maktadir (Facebook’un “instant articles” drneginde oldugu gibi, Twitter, Snapchat,
Apple ve Google da kendi haber uygulamalarini devreye sokmustur ya da test et-
mektedirler). Ek olarak, yeni medya olanaklarint yogun olarak kullanan gazetecilik
faaliyetlerinin, farkli kavramsallagtirmalarla karsimiza ¢iktigin1 gézlemlemekteyiz;
internet gazeteciligi, dijital gazetecilik, sosyal medya gazeteciligi, dijital haber med-
yast, online gazetecilik bunlardan birkagidir.

Harvey, giiniimiizde kapitalizmin temel ¢eliskileri arasinda teknoloji, is ve insanin
degersizlestirilmesini de vurgulamaktadir. Ustelik bu hareketli bir celiskidir; yani ce-
liskinin sabit olan tek yonii istikrarsizlik ve siirekli degisimdir. Harvey’e gore (2015, s.
99-100) hareketin anlamimi kavramak politik agidan hayati Sneme sahiptir. Istikrarsizlik
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ve hareket politik firsatlar sunar ancak ayni zamanda ¢ok 6nemli problemler de yaratir.
Gazetecilik emegindeki doniisiim ve yeni medya ¢aginda yasanan degisimler de etik,
hukuksal ve demokratik ¢ok 6nemli problemler yaratmaya baslamistir ve yenilerine de
gebedir. Gazetecilik etiginin gelecegi sermayenin hizla evrilmekte oldugu bir fon iize-
rinde yazilmaktadir. Yeni teknolojik kurumlar eskilerini sokiip atarken Schumpeter’in
iinlii s6ztindeki gibi “yaratict yikim kasirgalar1” baglatir. Yaratici yikima maruz kalan
her tiirlii hayat tarzi var olma ve diisiinme yontemi eskisini devreden ¢ikarip yenilerine
adapte olurken koklii bicimde degismek durumunda kalir. Teknolojik degisim maliyet-
siz ve acisiz gergeklesmemektedir. Ustelik maliyet ve ac1 esit de paylasilmamaktadir.
Harvey’nin temel sorusu gazetecilik ile gazetecilik zemininde tartigilan demokrasi ve
etik tartisma icin de ¢ok dnemlidir: Yaraticiligin meyvelerinden kim faydalanmakta ve
yikimin darbeleri kimin tepesine inmektedir (2015, s. 107-108)?

Bu sorunun yanitini verebilmek i¢in yeni medya teknolojilerinin sermaye birikim
modeline yakindan bakmak gerekmektedir. Gazetecilik emeginin prekarizasyonun-
daki temel meselelerden biri glindelik ¢evrimigi faaliyetin metalastirilmasi siirecinde
ortaya ¢ikmaktadir. Quinn Norton (2015) isimli internet gazetecisi:

“21. ylizyilda bir gazeteci olarak ge¢imini saglamak zor ancak, diinyanin en yeni ve karh
is modeline —isgalci izleme—kurulunca son birkag yilda bu kolaylasti. Haber sitelerindeki
sayfalar, diizinelerce sirket adina sizi izliyor: Reklam sirketleri, sosyal medya servisleri,
veri saticilari, analiz girketleri hepsini kullantyor ve hepsi tarafindan kullaniliyoruz... gé-
zetim ve gilivenligi, netin neyi nasil yaptigin1 agiklayarak kendime bir kariyer olusturdum
ama okuyucularimin haklarini teknik agidan miimkiin oldugu kadar ihlal eden platformlari

kullanarak™ demektedir.

Norton’un soyledikleri, haber medyasinin sosyal medya platformlarini kullanarak
nasil kar ettiklerini gostermektedir. Christian Fuchs sosyal medyanin sermaye biri-
kim modelini Dallas Symthe’in izleyicilerin reklamcilara meta olarak satildig1 medya
reklam modeline paralel bicimde agiklamaktadir.

Marx’in kapitalist sermaye birikimini agikladigi klasik para-meta-para (P-M-P)
dongiisiine gore, sosyal medya platformu gelistiricileri, yaratici fikirlerine yatirim ya-
pacak sermayeyi (P) piyasadan bulmaktadir. Sermaye (P), metaya (M) doniistiiriiliir-
ken, sabit sermaye (S) (teknolojiler ve altyap1) hazirlanir ve yaratici fikir ve sabit ser-
mayeyi kullanan ¢alisanlar iiriin 1’i (U1) sosyal medya platformunu iiretirler. Burada
kullanilan emek giliciine {icret ddenmektedir; bu ticret de degisken sermaye 1’e (D1)
karsilik gelir. Uriin 1 heniiz meta degildir; ¢iinkii kullanicilara kullanma hakki iicretsiz
olarak saglanmaktadir. Kullanicilar platforma verilerini, iligkilerini ve iletisimlerini
yiiklemeye basladiklarinda iiriin 1, iiriin 2’ye (U2) doniisiir. Platformun kullanicilarina
giindelik c¢evrimici faaliyetleri i¢in herhangi bir {icret 6denmemektedir; ancak iiriin
2 metadir, ¢linkii reklamcilara para karsiligi satilmaktadir. Kullanicilara 6denmeyen
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iicret, degisken sermaye 2’dir (D2) ve 0’a esittir. Uriin 2’nin (platforma kullanici-
lar tarafindan yliklenmis olan veri, iliski ve iletisim aglarinin) reklamcilara satilmasi
sonucunda metalagsma siireci tamamlanir; internet tiretketici (prosumer) metasi (M’)
ortaya cikar. Internet iiretketici metasina reklamecilar tarafindan édenen paranin (P’)
tekrar basa, liretim siirecine dahil edilmesi ile kapitalizmin siirekli birikim odakl1 para-
meta-para dongiisii tamamlanir (Fuchs, 2012, s. 143—144, 2014, s. 157-163).

Marx’a gore arti de@eri yaratan iiretken emektir. Internet kullanicilari iiretken
web 2.0 iretketicilerine doniistiiklerinde, smif teorisinin kavramlari ile agiklarsak,
sermaye tarafindan somiiriilen {iretken emege denk gelmektedirler. Sosyal medya-
da art1 deger somiiriisii, programlama, giincelleme yapanlar, donanim ve yazilimlar
gelistirenler ile pazarlama aktiviteleri ger¢eklestirenler lizerinde kismi olarak yagan-
maktadir. Art1 deger somiiriisii, web 2.0 kullanicilarinin, iiretketicilerin kullanici ta-
rafindan yaratilan icerigi (user generated content) iiretmeleri ile tamamlanmaktadir.®
Kullanicilarin bilgi, veri, iliski ve iletisimleri reklamcilara meta olarak satilmaktadir.
Sosyal medya gozetimi, detayli kullanici profilleri olusturmaktadir. Béylece bu profil
verilerini satin alan reklamcilar, kullanicilarin kisisel bilgilerini ve online davranis-
larmni bilip hedef odakli reklam yapabilmektedirler (Fuchs, 2012, s. 144—-145). Gaze-
teci Norton’un yukaridaki sézleri, haber medyasinin da bu yolla art1 deger iirettigini
gostermektedir. Sosyal medya platformlar: tarafindan toplanan kullanict verilerinin
devletler ve hiikiimetler tarafindan da kullanildig1 Snowden ve Assange’n s1zdirdigi
belgelerle tartisilmisti. Ingiltere’de 2015 yili Kasim ayinda aciklanan yeni internet
yasa tasarisi, glivenlik gii¢lerine mahkeme karar1 olmadan kapsamli bir kullanici ta-
kip olanag1 saglamay1 icermektedir (Keeble-Gagnere, 2015). Tasar1 sosyal medya-
daki ticari izleme ve gozetim ile elde edilen verilerin devletler ve siyasi iktidarlar
tarafindan giivenlik 6zgiirliik dengesinde teraziyi giivenlige kaydirmanin araci olarak
kullanilacagini gostermektedir.

Tasar1 gazeteciler tarafindan da etik akil yiiriitmenin siyasal iktidardan bagimsiz ya-
pilamayacagi bir ortama kayma endiseleriyle tartisiimaktadir. Bu yasa tasarisi ile online
gazetecilik faaliyetleri de izlenebilecek ve haber kaynaginin gizliligini koruma hakki da
tehlikeye girebilecektir. Bu da giinliik ¢cevrimigi faaliyetleri sermaye birikimi igin zapt
edilen kullanicilarin, haber alma haklariin da zapt edilebilecegi anlamina gelmektedir.
Bu yasa tasarisi, dijital ortamlarda veri kazima faaliyetleri ile yiiriitiilen “veri gazeteci-
ligi” acisindan da dnemlidir. Eger tasar yasalasirsa veri gazetecilerinin hukuki ve etik
acidan kamu yarar1 ve 6zel hayat dengesini gozeterek yaptiklar1 habercilik faaliyeti-
nin iktidarlarla ters diistiigiinde cezalandirilabilecegi ihtimali dogmaktadir. Giivenlik
ve gozetim paradigmasi dijital olanaklarla giiclendikce, gazetecilik meslegi ve basin

8 Sosyal medyanin birikim stratejisi icin kar oranlarmin formulii de su sekilde olmaktadir: Kar=Arti deger/(sabit
sermaye+sabit calisanlara 6denen ticretler+kullanicilara 6denen tucretler). Kullanicilara 6denen ticret = 0 oldugu icin
online kullanicilar, kar maksimizasyonunu ve yeni medya sermayesini artirmaktadir (Fuchs, 2012, s. 145).
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Ozgiirliigli miicadelesi de tehlikeli ve cezalandirmaya agik hale gelmektedir. Boylesi
bir miicadele alan1 ve pratiginin etigi, liberal paradigmayi1 asan 19. yiizyildaki miica-
delelere benzer bicimde topyekln bir yurttaslk hakki miicadelesidir. Proleteryanin 19.
yiizyildaki kusaklariin biiyiik davasi, taninma miicadelesi idi. Liizumsuz, islevsizler
giiruhu olarak addedilmeye direnmek, insan ve yurttas olarak sayilma miicadelesi (De-
mirkent ve Baykan, 2010). Yeni medyanin sermaye birikim modeli ile iliskili olarak
ortaya ¢ikan etik sorunlar1 ¢ozmeye calisirken sorunu tireten asil meseleyi gérmezden
gelmek, muhabirlere yeni medya diinyasin1 anlatan sosyal medya kilavuzlar gelis-
tirmek gibi pratik ¢oziimler aramak veya ortaya ¢ikan sorunlarin kdkenine inmeden
¢bziim iiretmeye ¢alismak sonucunu dogurmaktadir. Omegin yeni medyanin hizinin
gazetecileri haber ve olgularim aktariminda dogrulatmadan yaymlamaya itmesine karsi
ne yapilabilecegi ve hatalarin nasil diizeltilebilecegi gibi problemlere yogunlagsmakta-
dir (Ward, 2015). Bu problemlere pratik ¢oziimler aramak da dnemlidir; ama bu, buz-
daginin sadece goriinen ucudur. Buzdagimin suyun altinda kalan kismi, yeni medyanin
sermaye birikim pratiklerinin sonuglarini icermektedir.

Yeni medyanin sermaye birikim modeli haber medyas: acisindan kiiclilme ve
esneklesme; gazeteciler acisindan da daha fazla is yiikil, vasiflarin gegerliligini yi-
tirmesi ve bireysel olarak yeni ¢oklu beceriler gelistirme zorunlulugu anlamina da
gelmektedir. Giinliik ¢cevrimigi faaliyetlerin ve entelektiiel emegin zapt edilmesi, es-
kiden daha fazla gazeteci istihdam ederek yapilabilen bir¢ok haberi, ¢ok daha az kisi
ile yapabilmek sonucunu dogurmustur. Cevrimigi kullanict emeginin zapti da ticret-
siz emek olarak haber liretimine dahil edilmektedir. Snapchat Haber Miidiirli Peter
Hamby’nin s6zii bu durumu 6zetlemektedir: “Biz CNN’de bir olay1 ya da roportaji
bir veya iki kamerayla ¢gekiyorduk. Snapchat’te herkesin kamerasi bizim.” (Kilig,
2015). Ayrica haber endiistrisi postendiistriyel asamada ¢ok daha az sayida platfor-
mun elinde toplanmaktadir. Zizek (2011, s. 491), medya endiistrisinin endiistriyel ve
postendiistriyel kosullarinin melezlendigi bu agamada kiiresel erigsimin giderek artan
bicimde bu erisimi saglayan bulutun 6zellestirilmesine dayanmakta oldugunu vurgu-
lamaktadir. Bireysel kullanicinin evrensel kamusal mekana erigimi arttik¢a, o mekan
o kadar 6zellesmektedir. Kilig’in yazdiklari da ayn1 durumu 6zetlemektedir:

Facebook, Twitter, Snapchat, Google gibi sosyal medya devleri, haber okurlarinin yasa-
minda kendilerini zaruri kilmay1 basarir. Giinliik ziyaretci sayilari artik milyarlar ile ifade
edilen bu platformlar, en koklii medya organizasyonlarinin hayal dahi edemeyecegi bir
dagitim giicline sahiptir. Az sayida platform; haber endiistrisinde tek s6z sahibidir. Zekice
kisisellestirilmis haberler, okuyucularin anlik lokasyonlarina, tercihlerine, kullandiklari ci-

hazlara ve ilgi alanlarina gore pek ¢ok farkli formatta hazirlanir ve sunulur (Kilig, 2015).

Bu finansallagsma ve 6zellesmenin yeni medya ¢agindaki ikinci dalgasinin sonucu,
gazetecilik emeginin prekarizasyonunun ¢ok biiyiik boyutta ger¢eklesmekte oldugu-
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dur. Gazeteciler yeni medya ¢aginda mesleklerinin, vasiflarinin, emeklerinin ve nite-
liklerinin islevsizlestirilmesi tehdidi ile kars1 karsiyadir:

“Ekonomistler, robotlarin ve diger fiitiirist teknolojilerin ne zaman isgiicii piyasa-
sm1 etkileyecegi konusunda boliinmils durumdalar... Bir dijital medya fiitiiristi olan
Amy Webb, gelecek 10-20 sene igerisinde 8 kariyer alaninin ele gegirilmek icin hazir
oldugunu belirtmektedir.” (Egan, 2015). Finans brokerlari, miisteri hizmetleri gibi
mesleklerin yaninda gazetecilik de sayilmaktadir. Ongériilerin gergekgiligi tartigmali
olmakla beraber, giinlimiizde dijital gazetecilik alaninda meydana gelen degisimler
konusunda baz1 fikirler vermektedir.

Webb, Internet pek ¢ok basili gazetenin sonunu getirdi ve hatta yeni teknoloji giderek daha
fazla gazeteci pozisyonunu ortadan kaldirabilir, demektedir. Newsweek’te ve The Wall Stre-
et Journal’da gazetecilik de yapmis olan Webb, son failin insan miidahalesi olmadan haber
yazan ve nette yayimlayan bir habercilige olanak veren algoritmalar oldugunu belirtmektedir.

Robot gazeteciler, simdiden Associated Press’te binlerce metin yazmaktalar (Egan, 2015).

Algoritmalar online habercilik alaninda haber ve degisim degerine gore igerigin
belli bir kitleye yonelik olarak islenmesi, elenmesi veya 6ne ¢ikarilmasi siirecinin,
yani editdryal miidahalenin ¢esitli kodlar vasitasiyla yapilmasidir: “Editoryal siirec-
ler, online gazetecilik uygulamalarinda algoritmalar veya insan editorlerle gergekle-
sebilir.” (Oremus, 2015). Veri gazeteciliginde kullanici emeginin habere ve veri se-
tine katkis1 hesaplanabilir durumdadir. Kod yazarlar1 da artik muhabirlerin yaptigini
yapip gazetecilik iiretimi yapabilmektedir (Roper, 2015). Emegin prekarize edildigi
asamada isletme degerlerinin etik kodlar, demokrasi, basin 6zgiirliigii gibi en temel
gazetecilik degerlerine baskin ¢ikma ihtimali vardir (Salcito, 2015). Liberal paradig-
madan yola ¢ikarak olusturacak yeni medya etik kodlari, isletme degerleri ile i¢ ice
gecerek bu siireci pekistirecektir. Gazetecilik mesleginde is bulma yolunun isletme
aglarma dahil olmaktan gectigini de bu tabloya ekledigimizde, emegin prekarizasyo-
nun sonuglart netlesmektedir (Yesilyurt, 2014, s. 117). Prekaryanin bir pargasi olan
gazeteciler i¢in sosyal aglar isletme aglarina dahil olmanin aracidir:

Gorev, daha iyi “istihdam edilebilir” ve daha basarili olmak i¢in rekabet avantajlari elde
etmek ve itibar biriktirmektir. Bireysellik, sirketlesmis “sosyal” medya platformlarinda ku-
rulur ve bu, kendilerini prekarya is¢i olarak degil de “bilgi profesyonelleri”, “orta sinif”,
“yapict” ve “yaraticilar” olarak kavrayarak, kendilerini somiiriilen bir sinif olarak gérmek
yerine kendi varoluslarini bireysel serbest galisanlar olarak yansitan pek ¢ok is¢i i¢in ha-

yatta kalma stratejisi haline gelmistir (Fuchs, 2015c, s. 147-148).

Aglarin sermaye birikimi pratiklerini gézden kagirarak aglari gazetecilerin endiist-
riyel hiyerarsik medya yapilarini diginda var olabilecekleri demokratik bir kamusal
alan potansiyeli lizerinden tartismak; yaraticilik, bilginin kamusallagmasi, yataylik,
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Ozgiirliik ve demokrasi kavramlarini fetigist bir karaktere biirlimektedir. Aglarin bu
potansiyeli tasidig1 agiktir ama potansiyelin gerceklesmesi i¢in sirketlerin birikim
mantigina ve devletlerin kontrol mekanizmalarina yonelik ortak fayda ve kamu ¢ika-
rin1 merkeze alan koklii reformlar i¢in medya ¢aligsanlar ve tiim yurttaglarin ortak bir
miicadeleyi tartismalar1 gerekmektedir (Fuchs, 2015c, s. 150).

Sonug: Sosyal Medya Caginda Etik Tartisma ve Yeni Kamusal Alan Alternatifleri
Zapt yoluyla birikimin temel birikim stratejisi oldugu ve kapitalizmin ideolojiye do-
niistiigli neoliberal ¢agda otoriterlesmenin, gozetimin, olagantistii hal ve giivenlik para-
digmalarimin artabilecegi birgok diisiiniir tarafindan vurgulanmisti. Fransa’da yasanan
Paris Saldirilari’nin hemen ardindan ilan edilen olagantistii hal ile tiim diinyada giiven-
lik paradigmasinin yiikselise gecmesi ve kiiresel kapitalizm i¢inde devletlerin catigma-
larmin artmasi ile bu tahminler dogrulanmis goriinmektedir. Michel Foucault (2008),
neoliberalizmin piyasay1 tek fail olarak kabul etmesinin sonucunda, harcanabilirligin
dogallastig1 hukuksuz, rekabetci ve catismaci bir evreye varabilecegini tartismigti. Gii-
venlik paradigmasinin devlet karsisinda kazanilmig haklari zaptina ancak topyekin bir
hak miicadelesini kamusallastirarak kars1 ¢ikilabilir. Basin 6zgiirliigii ve haberciligin

temel etik kodlar1 bu yurttaglik haklar1 i¢in verilecek miicadelenin en 6nemli aracidir.

Bu nedenle oniimiizdeki giinlerde etik tartigmanin ¢ok acil bigimde giindeme ge-
lecegi aciktir. Haber alma hakkinin sirketlerin birikim mantig1 ve devletlerin kontrol
mekanizmalari tarafindan zapt edildigi bir asamada medya galisanlari ile tim yurt-
taslarin miicadelesi ortaktir. Bu tartismayi liberal paradigmanin bireysel diizleminden
¢ikararak sistemin yapisal problemlerini merkeze alacak kokli reformlar baglamina
oturtmak 6nemli bir adimdir. Sosyal medya bu adimlart giiglendirebilecek bir kamu-
sal alan potansiyeline sahiptir. Ancak ¢agdas sosyal medya diinyasi, li¢ antagoniz-
ma tarafindan bigimlendirilmektedir. Bunlardan ilki, kullanicilarin verileri ve sosyal
medya sirketlerinin kar maksimizasyonu amaglari arasindaki ekonomik antagoniz-
madir. Ikincisi, hem kullanicilarin mahremiyeti ile endiistriyel-gdzetim blogu, hem
de yurttaglarin gii¢liiniin hesap verilebilirligi ile iktidarin gizlilik arzusu arasindaki
siyasi antagonizmadir. Ugiinciisii de kamusal alanlarin yaratimu ile bu alanlarim sirket
ve devlet tarafindan somiirgelestirilmesi arasindaki sivil toplum antagonizmasidir.
Sosyal medyanin antagonistik gercekligi, klasik liberalizmin temel varsayimlarina
meydan okumaktadir (Fuchs, 2015a, s. 357).

Sosyal medyay1 ve yeni teknolojileri kullanan veya ¢evrimdisi yayin yapan alter-
natif medya, bir taraftan elestirel bir ses olma ve gii¢ odaklarindan bagimsiz olma ile
diger taraftan da az kisiye ulasma ve emegin prekarizasyonu gibi ¢eliskilerle karsi
kargiyadir. Alternatif medyanin tarihi, Fuchs’un da vurguladigi gibi, goniillii olarak
kendini somiiren emegin de tarihidir (Fuchs, 2015a, s. 657). Medya, sosyal medya,
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internet veya alternatif medya c¢eliskilidir; ¢linkii i¢inde yasadigimiz dénem ve top-
lumlar ¢eliskilidir (Fuchs, 2014, s. 206). Bu ¢eliskileri asip yeni kamusal alan alterna-
tiflerini gelistirebilmek i¢in kamu yarar1 ve etik ilkeleri temel alan koklii reformlara
ihtiya¢ duyulmaktadir. Deuze’a gore gazetecilik, 5 ana unsurla sekillenen bir ideolo-
jidir; kamu yarari, nesnellik, gli¢ odaklarindan bagimsiz olmak, giincellik/gerceklik
ve etik (akt., Fuchs, 2014, s. 226). Sosyal medyanin, internet teknolojilerinin antago-
nizmalarini agmak, bu unsurlari temel alan ekonomi politik reformlarla miimkiindiir.

Fuchs, bu noktada yeni medyanin iletisimsel potansiyelini hayata gegirebilece-
gimiz “kamu hizmeti sosyal medyas1” yaratmay1 dnermektedir. Medya reformlari,
yurttaglarin kar amaci giitmeyen sosyal medya projelerini destekleyebilecegi katilim-
c1 biitgeleme/kitlesel fonlama ve biiyiik medya/sosyal medya sirketlerinin gelirlerin-
den bir kisminin kr amaci giitmeyen projelere destek i¢in vergilendirilmesi yoniinde
yapilacak olan reformlar, ¢alismada tartisgtigimiz etik ilkelerin de hayata gecirilebi-
lecegi bir zemini olusturabilir (Fuchs, 2015a, s. 369). Tiirkiye’de bunlar1 hayata ge-
¢irebilmemiz i¢in devlet/sirket birlikteligini ve gili¢ odaklarini sorgulayabilecegimiz
asgari demokratik zemine ihtiyac oldugu aciktir. Kapitalist medya yapilar liberal 6z-
giirliikler olan diisiince, konusma, ifade ve toplanma gibi 6zgtirliikleri sinirlamaktadir.
Fuchs’a gore liberalizm kendi kendisinin sinir1 ve igkin elestirisi olmaktadir. Liberal
bir 6zgiirliik olan miilkiyet 6zglirliigii, yurttaslarin liberal 6zgiirliiklerini sinirlamakta
ve bazi durumlarda da ortadan kaldirmaktadir (Fuchs, 2015a, s. 369). Zapt yoluyla
birikimin kolaylastiricist ve faili olan medya miilkiyet yapisi, gazetecilik emeginin
prekarizasyonu ile birlestiginde sermaye birikiminin devami igin halkin haber alma
hakkinin zapt edilmesine, demokrasi ve hukuk devletinin temel ilkelerinin agindiril-
masina neden olmaktadir. Bu asinma, Tiirkiye gibi {ilkelerde daha belirgindir ve en
basit etik ilkelere uygun davranislar bile kahramanlik haline gelmistir.

Sosyal medya ¢aginda emegin prekarizasyonu sonucunda gazeteciler sistematik
olarak pasifize edilmekte, diisiinemez hale getirilmektedir. Totaliter donemlerin te-
mel 6zelligi, diisiinme yetisini felg etmeleridir. Ancak boyle donemlerde her bir bire-
yin tasidigi etik sorumluluk, yapisal veya kiiresel sorunlara bagli olarak ortadan kalk-
mamabkta; aksine ¢ok daha 6nemli ve tarihsel bir sorumluluga evrilmektedir. Totalita-
rizmin harcanabilirliginden yola ¢ikarak neoliberalizmin harcanabilirligini agiklamig
olan Foucault’nun diisiincesini takip edersek, bugiin i¢inde yasadigimiz kosullarin
her bireyin 6znel sorumlulugunu ¢ok daha 6nemli hale getirdigi aciktir. Arendt’in ko-
tilligilin siradanlastigi Nazi Almanya’si i¢in sOyledikleri bugiin de gecerlidir: “Hala
dogruyu yanlistan ayirabilen bir avug¢ insan aslinda sadece kendi yargisina hareket
etti ve bunu serbestce yapti; uyacaklari, karsilastiklart 6zel durumlar siniflandirabi-
lecekleri kurallar yoktu. Bir olay meydana geldigi anda karar vermek zorundaydilar
¢linkii emsalsiz olan i¢in hi¢bir kural yoktu.” (Arendt, 2009, s. 299). Deregiilasyon
siireci ile medyada yasanmis olan doniisiim ve etik kodlar ile basin 6zgiirligi, hal-
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kin haber alma hakki gibi kavramlarin rekabet, kar hirsi, bireysel ¢ikarlar tarafindan
zapt edildigi donemde yasananlar, olaganiistii kosullardir: “Bizler (...) otuzlu ve kirkli
yillarda, kamusal ve 6zel hayatta tiim yerlesik ahlak standartlarinin toptan ¢okiisiine
tanik olduk. (...) Biitiin bunlar pek fark ettirmeden neredeyse bir gecede ¢oktii ve
sonra sanki ahlak (...) bir kiginin ya da bir halkin sofra adabini degistirmekten ¢ok da
zor olmayacak sekilde bir baskasiyla degistirilebilecek bir dizi adet, gelenek ve adap
olarak agiga vurulmus oldu” (akt., Coskun, 2013, s. 115).

Bu olaganiistii kosullar medya ¢aliganlar i¢in gecerli oldugu kadar aglarda veri-
leri, mahrem ve kamusal bilgileri, iliskileri ve iletisim kurma bigimleri zapt edilen
tlim yurttaglar1 da kapsamaktadir. Prekaryalagma yasamin biitiin alanlarinin kapitalist
kusatma altina alinmasi ve kazanilmis haklarin zapt edilmesi anlamina gelmektedir.
Insanlari insanlar olarak gereksiz kilmak, totaliter donemlerde denenmis ve sonuglari
korkun¢ olmugstu. Prekaryalasma insanlar1 islevsiz ve gereksiz kilarak ikinci siif
yurttaglara dontistirmektedir. Bu baglamda yeniden bir yurttas haklar1 miicadelesi
ufukta goriinmektedir. Bu miicadelenin 6nemli bir araci olan basin 6zgiirliigii ve ha-
ber alma hakk: gibi kavramlar da bu evrede hizla degismektedir. Gazetecilik eme-
gindeki donilisim ve yeni medya ¢aginda yasanan degisimler de etik, hukuksal ve
demokratik ¢ok onemli problemler yaratmaya baslamistir ve yenilerine de gebedir.
Bu istikrarsiz zemin politik firsatlar sunmakta ama biiyiik tehlikeleri de i¢inde ba-
rindirmaktadir. Gazetecilik etigi ve basin dzgiirligi gibi kavramlarin gelecegi, ser-
mayenin hizla evrilmekte oldugu sosyal medya aglarina yazilmaktadir. Son olarak
belirtmek gerekir ki etik tartigsmay1 yiiriitiirken sorunun yapisal ve kiiresel karakterini
vurgulamak bireysel sorumlulugu ortadan kaldirmamaktadir: “Zira bu suglar hem
kurbanlarin hem de sugu isleyenlerin sayis1 bakimindan kitlesel suglardir; sorumlu-
luk derecesi agisindan, suga katilanlarin kurbani fiilen 6ldiiren katile yakin veya uzak
olmalarinin hi¢bir 6nemi yoktur. Bilakis genelde cinayet aletini kendi elleriyle kulla-
nan kigiden uzaklasildik¢a, sorumluluk derecesi artmaktadir” (Arendt, 2009, s. 252).
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Abstract

The conditions of news production for journalists are debated over David Harvey’s concept of accumulation
by dispossession in the neoliberal period. The flexibilization of journalistic labor, which includes journalists
and communications students in the growing precariat throughout the world, has accelerated the facilitation
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media. The code of ethics that addresses reporters who produce the news within the rational organizing of
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journalists’ news through its form of debate in the liberal/pluralist paradigm. The mystification that is
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“Assassination is the extreme form of censorship.”
George Bernard Shaw

Journalism and journalistic ethics are among the most hotly debated issues in
Turkey recently. Almost all of the issues that have been discussed are closely related
to the production conditions and changing shareholder-structure of news media
(Alan, 2015; Arsan, 2015; Aydin, 2015; Cam & Yiiksel, 2015; Keten, 2015; Talu,
2012; Tilig, 2015; Uzun, 2015; Yesilyurt, 2015; Yiicel, 2015). The liberal-pluralist
paradigm attempts to explain the emerging contradictions of journalists while
debating on the position of the subject of ethical behaviors (Tilig, 2015, p. 51).

However, when reporters who were placed as the subject of ethical behavior in
various studies were asked whether or not this behavior is possible in the existing
conditions, their answer to this question was in the negative (Camuroglu C1g, 2012, p.
334; Talu, 2012, p. 453; Tilig, 1998, p. 241, 2015, p. 51; Williams, 1998, p. 191, 206).

The most crucial question of the ethics debate is whether or not journalists who
are expected to carry ethical behaviors and professional ethics as individuals have the
freedom to carry these responsibilities. Rights, freedom, and responsibility have always
been considered as a whole under the law (Gozler, 2010, p. 185). Freedom is an assumed
responsibility (Moressi, 2006, pp. 32-33). The production conditions of the news
industry have currently evolved as a hybridization of industrial and post-industrial forms.
The journalist works in a rational industrial organization and a bureaucratic hierarchy.
Journalists in the post-industrial era who have experience with the opportunities that
technological developments and social media have made possible are faced with flexible
and uncertain conditions which gradually reduce their specialization.

To reduce ethical journalism to a personal moral issue creates an effect that
resembles commodity fetishism. The code of ethics that one expects journalists to
implement as individuals is intertwined with company ethics in the state of industrial
and post-industrial affairs. Attention, while drawn away from the circumstances of
news production, is led to the news and/or journalist. Ethical issues that the system
structurally produces can sometimes be overcome by journalists taking a stand on
ethics, democracy, or truth (C1g & Camuroglu C1g, 2011, pp. 43-51).

In the United Kingdom, the report that resulted from the Leveson Inquiry revealed the
size of the problem that media’s structure of neoliberal financialization produced, even
in the countries with powerful democratic tradition (Leveson, 2012). In competitive
tutelary regimes like Turkey where neoliberalism’s trend towards authoritarianism has
gotten worse with each passing day, even behavior appropriate to the most basic ethical
principles seems like heroism (Tilig, 2015, p. 56). As emphasized by Kongar (2015,
November 28), if the actions of members of the media who serve the public’s right to
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have access to true and real information is transformed into heroism, this means that
the country can expect some difficult days ahead of them. In the lovely words of Bertolt
Brecht (2015, p. 98), “Unhappy the land that is in need of heroes.”

According to Arsan (2015, p. 388), in the process that goes to the formation of media
which takes position according to changes in the political and economic hegemony and
that puts their existential interests to the forefront, the ethical violations of journalists
who produce information on social reality have a major share of the attitudes and
disorganization that exclude occupational professionalism. Arsan (2015, p. 390) and
Keten (2015, p. 249) emphasized the need to increase the number of readers and
viewers of the news who claim it as a right and a public interest. The rights to receive
news and to be informed, which is the basis of democracy for citizens to make decisions
concerning their lives, is extorted in an environment that gradually decreases the quality
of members in the mainstream media where effort that complies with the most basic
ethical principle is counted towards heroism (Uzun, 2015, p. 395).

Precisely at this point, social media networks carry the potential that could enable the
possibility of a more democratic, ethical, and collective media production. As stressed by
Enzensberger, developing this potential may open the way to a new theory of media (as
cited in Yesilyurt, 2015, p. 79). In an article by the current study’s authors on the conditions
of industrial news production, Ethics of the News Industry and Journalism, the ethics of
journalism was discussed based on their conceptualizations of inverted-pyramid news
stories, rationalization, loss of responsibility, commodity fetishism, and the public sphere
(€18 & Camuroglu Cig, 2011, pp. 25-61). In order to re-conceptualize news production in
the phase of crossbreeding industrial and post-industrial conditions, the role of media and
social media in the process of capital accumulation is discussed in the following section
in terms of the concepts of primitive accumulation and accumulation by dispossession.
The precarity of journalistic work as a result of change in the news production process is
discussed in the second section while being related to the new media. In order for social
media to be able to implement journalistic ethics and shape social media as an alternative
media and theory, we the authors will debate through the critical method the conditions of
production and the results that these conditions can and do reveal.

Primitive Accumulation, Accumulation by Dispossession and the News Media
In the first volume of Marx’s Capital, he conceptualized the coincidental start of
the accumulation of capital through “primitive accumulation” (2013, pp. 686—689).
Marx’s description separated from liberalism’s ethical parable that distinguished
humility from laziness. This distinction is also very important from the perspective of
discussing our walkthrough of journalists’ ethical responsibilities. According to this
issue, the origins of capitalism, while providing a moral excuse in the present time,
separated the worker and capital owner from each other on the axis of good and bad.
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According to Marx, the essence of being human is not an abstraction that exists
individually within each person; it is in fact a combination of social relationships.
This argument is the fundamental issue of who we are when discussed also from the
perspective of journalists who are questioned as being moral individuals. The mode
of production establishes desires, lifestyles, and intentions; in short, it establishes
subjectivity and is also established by the same subjectivity (Read, 2014a, p. 42-49).

Pre-capitalist relations were comprised of a dispossession based on roughness and
violence while evolving into the capitalist mode of production (Ekman, 2014, p. 89).
Primitive accumulation forms the transition point between rights and violence. While
feudalism converted specific forms of violence into the universality of law, a second
conversion was experienced through the loss in daily relationships that was made
possible by the law of violence (Foucault, 2000, pp. 396-398; Read, 2014a, pp. 52-53).

This conversion refers to two dimensions that need to be taken into consideration in
the discussion of ethics from the perspective of news media. The news media, together
with the state, plays a role in the neoliberal capitalistic process of accumulation that
eases and naturalizes the transition between rights and violence. Secondly, social media’s
capacity to process and analyze mass data uses a format that facilitates the accumulation
of capital and carries its sophisticated dimension. The news media’s commodification
processes continuously “seize” internet users and their data (Ekman, 2014, p. 99). The
news media, by way of seizure, is both somebody who naturalizes the accumulation as an
ideology as well as a direct perpetrator. The “Miilksiizlestirme Aglart (n.d.)” (Network of
Dispossession) (mulksuzlestirme.org/index.html) is archived through a public database,
and the accumulation process by dispossession they have performed when developing
media, finance, and construction companies in Turkey are being mapped.

What is described through primitive accumulation emerges as the basic accumulation
strategy in many fields during the neoliberal period; it is the process of deprived of the
means of production and labor and of the means to regenerate one’s subsistence (Costa,
2014, p. 152; De Angelis, 2014, pp. 89-91; Glassman, 2014, pp. 165-167; Magdoff,
2014, pp. 299-315; Midnight Notes Kolektifi, 2014, pp. 277-299; Read, 2014a, pp.
241-277, 2014b, pp. 39-105). Primitive accumulation can be said to have occurred at
each point that commodifies conditions which allows either the privatization of common
property rights or the manufacture and remanufacture of subsistence (Luxemburg &
Bukharin, 1972; Read, 2014a, pp. 50-51). This accumulation strategy that is evident in
the neoliberal capitalist phase and became inherent to it is explained through the David
Harvey’s Accumulation by Dispossession (2004).
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The practices of accumulation of the neoliberal period that gave back the potential
of class to the capitalist elite* was in the appearance of the process of accumulation
through an ongoing naturalization. The accumulation practices that emerged in
countries like China or Russia in the transition to capitalism have been reasonably
designated through initial or primitive concepts. However, the accumulation process,
the scope of which has continued to expand while stretching the rights of the social
welfare state in northern capitalist countries, is designated through the concept of
accumulation by dispossession. There are four main components that characterize
accumulation by dispossession: privatization, financialization, crisis manipulation,
and redistribution through the state and government (Harvey, 2012, pp. 79-84).

Privatization includes the process of complete seizure of genetic material, natural
resources, cultural forms, and even the commodification of intellectual creativity
and history, as well as the commodification of public services, goods, and places.
Redistribution through the state has transformed the state into the most important
perpetrator in the phase of repairing and reconstructing class rule (Harvey, 2012, pp.
80—-84). At this point particularly in Turkey, increasing interventions are associated
closely with financialization through the deregulation of media and the state’s
neoliberal transformation while going to the media and State Press who have formed
the underlying crisis of the ethical debate.

It lasts as a similar debate in the world; yet in spite of the media’s structure of
financialization and the government’s transformation, interventions such as public
relations, spin doctors, and so on are carried out through different vehicles in countries
where journalists are more organized and where democratic institutions, policies,
and state of law are more internalized. Usually financialization relationships, which
include the state, media, and politicians, take place within the network; when these
relationships emerge, they create indignation in the public, are investigated by law,
and trigger important ethical debates (Leveson, 2012).

In all areas where the four components that Harvey stressed have come to life, the
news media plays a very important role both as the perpetrator and also in the stages
of these processes being naturalized, justified, and legalized. Fuchs (2011, pp. 163—
223) discussed this process and the media’s role in it in the context of the relationship
of the media and the information economy with new imperialism. Zizek (2013, p.
9) explained in Persian the role of mainstream news media, which is a part of the
hegemonic ideology, in opposing threats that are directed towards global capitalism:
“Vernem nihaden,” which means to kill and bury someone, then grow flowers on
their corpse to destroy the signs.

3 For discussions related with the theoretical and practical views of the neoliberal accumulation practices please see
Harvey (2005, pp. 65-81, 142-152; 2012, p. 74), and Wacquant and Akcaoglu (2014, pp. 68-70).
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Ekman (2014, p. 99, 108) classified the structural and ideological dimensions of media’s
process of accumulation by dispossession under two headings: news media and the
naturalization of accumulation by dispossession and the seizure of daily online activities.
The news media in some cases is the direct perpetrator of privatization and financialization.
Perpetrations that are dispossession networks are seen in some of the projects in the Turk
Media Owners Network [Tiirkiye Medya Sahipleri Ag1] (Miilkstizlestirme Aglari, n.d.).
Those who struggle for rights, which also include large global-scale social campaigns
against accumulation by dispossession, are unable to obtain a significant political
legitimacy in the mainstream news media (Ekman, 2014, pp.103—107).

Another important dimension in the media’s process of accumulation by dispossession
emerges in how it puts its hands in daily online activities. Violence, which is inherent
in the process of accumulation through dispossession, emerges as a potential objective/
symbol also in the surveillance that is performed on networks for commercial purposes
(Ekman, 2014, pp. 108—113). In neoliberal network communities where accumulation
by dispossession is used as a strategy of systematic accumulation, journalists have also
been deprived of their means of production and democratic right to renew their own
livelihood. The processes of journalistic labor change dramatically.

Capital Accumulation over Networks and the Precarization of Journalistic Labor

Neoliberalism in every region it contacts and is applied makes the labor
market flexible. As inequalities gradually increase, a fractured view of the global
class* emerges. Precarity, according to Guy Standing (2014, pp. 21-26), involves
depriving individuals of seven types of work-related assurances: job market security,
employment security, job safety, quality remanufacture assurances, income security,
and security of representation. These days, new professional groups are being added
daily to those deprived of these rights (Buyruk, 2015; Vatansever & Gezici Yalgin,
2015; Yesilyurt, 2014).

In Turkey, a large number of news media personnel are employed without a press card
through contracts outside of Press Labor Law #212. The intern process is overly long and
they are employed mostly without pay or security during their internship. Job security
for reporters and journalists is almost non-existent (Keten, 2015, pp. 235-236). In the
1990s, The deep hierarchical organization that was experienced in media conglomerates
played an important role in establishing authoritarian order in the media and its renewal
(Keten, 2015, p. 237). The vast majority of news media outside of the aristocracy could
not prevent the devaluing of their qualifications in the face of new technologies that had
been developing through constantly changing conditions in an extremely competitive
market. Work safety is also one of news media’s most absent headlines in Turkey.

4 For discussions on class related to the precariat, please see Zizek (2013, pp. 18-20) and Inan (2012, pp. 20-21).
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Work hours and conditions are irregular. Because there are few reporters and
journalists who are employed in accordance with the Press Labor Law, protection is
not guaranteed against accidents at work or illnesses. Journalists who do not have the
yellow press card are the target of frequent police brutality. Renewing qualifications
and income security is not possible in uncertain times. In the years of deregulation, the
moguls of the financialization media first targeted trade union organizations and their
job security (Keten, 2015, pp. 234-237). In the post-industrial stage in Turkey, news
media personnel were transformed into those whose effort was made precarious, who
had weak bargaining power against their boss and no job security, who were forced
to individually develop their relationships and skills appropriate to new technologies
in an extremely competitive environment, who had to put their boss’s political and
economic interests in front of their own professional reputation and code of ethics,
and who had no intellectual independence or right to professional response.

Tanil Bora described the precariat as the new version of the 19th century proletariat
(Demirkent & Baykan, 2010). Taking a manufactured risk in order to make the situation’s
flexibility desirable by the labor force, freedom was used as a practical symbolic force
as well as the threat of unemployment from entrepreneurship discourses.’ The socio-
psychological pressure mechanism was made passive while forcing all operating
conditions to be accepted through fear of becoming unemployed. Individuals who live
in constant anxiety and fear of losing can be defined as the precariat, depending on their
position within the relations of production (Vatansever & Gezici Yalgin, 2015, pp. 48—49).

Journalists and students of communication faculties go through the process that
makes labor precarious in capitalism’s post-industrial stage both in Turkey and the
world. After the process of the second wave of media deregulation in the 1980s, the
expansion and development of news media technology as well as daily communication
experienced an intense dispossession phase in the capital accumulation process of
intellectual output, information, and knowledge (Cote & Pybus, 2014, pp. 241-271;
Fisher, 2014, pp. 119-151; Fuchs, 2015a, pp. 11-45, 229-411; 2015b, pp. 54-91,
97-313; Prodnik, 2014, pp. 301-367).

In the Web 1.0 era, internet sites and the extensive use of email grew to an enormous
size in the areas of effectiveness and interactivity through the introduction of social
media platforms; this was followed by the evolution of the internet in Web 2.0.
Journalistic activities were the first to adopt and closely follow these technologies,
especially communication technology. Therefore, the internet and the above-mention
tools re-established the activities of journalistic method and programs while hybridizing
the old technology and methods. Along with other aspects, one can say that journalistic
activities were undertaken and more existent within this growing environment.

5 For discussions based on the concepts of deregulation, freedom, and flexibility, please see Berardi (2009, p. 76).
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Harvey (2015, pp. 99-100) highlighted that technology, among the fundamental
contradictions of capitalism, has devalued business and people, too: The future of
journalistic ethics is written over the backdrop of capitalism’s rapid evolvement. The
predecessors of the new institutions of technology that now lie torn and in tatters,
in Schumpeter’s famous words, started a “whirlwind of creative destruction... Who
benefits from the fruits of creativity and to whose hills does the impact of destruction
descend?” (as cited in Harvey, 2015, pp. 107-108).

Quinn Norton (2015, May 29), an internet journalist, said:

Itis difficult to make a living as a journalist in the 2 1 st century; however, the world as a committee
has simplified the newest, most profitable model in the past few years: tracking viewers. The
pages of news sites are following you on the behalf of dozens of companies: social services, data
vendors, analysis companies, it uses everything and we are used by all of it ...surveillance and
security; I have made a career for myself by explaining the what and how, but the rights of my

readers have been technically violated as much as possible while they are reading.

Christian Fuchs (2012, pp. 143—-144; 2014, pp. 157-163) explained the capital
accumulation model of social media in parallel to the model of media advertisement
where Dallas Smythe’s viewers were sold as a commodity to advertisers.

According to Marx, labor creates added value through production. In social
media, the exploitation of surplus value is experienced in part through programming,
updates, and hardware, and software developers over the actualization of marketing
activities. The exploitation of surplus value is eked out through the production of user-
generated content from the users of Web 2.0.° Users’ information, data, relationships,
and communications are sold as commodities to advertisers. Advertisers who have
purchased this profile data are able to know users’ personal information and online
behavior and can thus do targeted advertising (Fuchs, 2012, pp. 144—145).

Norton’s previous quote shows that the news media produces added value in
this way. The use also by states and governments of user data collected from social
media platforms has been discussed through the leaked documents of Snowden and
Assange. The new internet bill that was described in England in November 2015
includes provisions to security forces that allow them to track extensive users without
a court order (Keeble-Gagnere, 2015). The bill shows that data obtained through
trade monitoring and social media surveillance will be used as a tool by governments
and political powers to shift the balance of freedom and security.

The bill was discussed with sliding concerns under an ambiance that the ethical
reasoning of journalists would have to be dependent on political power. With this bill,

6 Profit= added-value/(fixed capital + fixed users fees + fees paid for employees wages). see Fuchs (2012, p. 145).
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online activities of journalism will be able to be monitored, and the right to protect
the confidentiality of news sources could be jeopardized. Also, these daily online
activities come to mean that users who have been dispossessed of theirs for capital
accumulation will also be able to be dispossessed of their right to receive news. The
fight of journalism and freedom of the press, through the resurgence in the paradigm
of surveillance and security with digital opportunities, has become dangerous and
open to punishment. Such challenges and ethics of practice are a struggle for civil
rights overall, similar in form to the 19th-century struggles that transcended the
liberal paradigm. The great lawsuit of the proletariat generations in the 19th century
withstood being regarded as a needless, useless mob; it was a struggle of being
deemed as people and citizens (Demirkent & Baykan, 2010). Ignoring the real issue
that produced the problem while trying to solve the ethical problems that arose in
relation to the new model of capital accumulation resulted in trying to find solutions
that searched for practical solutions, such as developing social media guidelines
that described the new world of media to reporters and landed at the origin of the
emerging problems (Ward, 2015). It is also important to look for practical solutions
to these problems, but this is only the visible tip of the iceberg.

The new media’s model of capital accumulation is flexible and reducible for
the news media; for journalists, it means a much greater work load, a loss of the
effectiveness of qualifications, and the compulsory development as individuals of
many new skills. The dispossession of online user labor has been included in news
production. This situation is summarized in the words of Snapchat’s news director,
Peter Hamby: “We had been filming events and interviews with one or two cameras.
On Snapchat, everyone’s camera is ours” (Kilig, 2015). Also, the news industry
is gathered in the hands of the platform much less in the post-industrial phase. As
an individual user’s universal access to public spaces increases, those spaces are
privatized just as much (Zizek, 2011, p. 491). Kilig’s writings summarized the
same situation: “Social media giants such as Facebook, Twitter, and Snapchat have
managed to make themselves indispensable in the lives of those who read the news.
The platforms are few in number; they have the only word in the news industry”
(Kilig, 2015). Journalists are faced with the threat of their profession, qualifications,
efforts, and skills becoming dysfunctional.

Economists are sharply divided over the exact timing of the threat from robots and
other forms of futuristic technology... [Journalism is also among the professions that will
be affected.] The Internet wiped out countless newspapers, and new technology could kill
even more journalism positions. Webb, a former journalist at Newsweek and the Wall Street
Journal, said the next culprit will be algorithms that allow news outlets to automatically
create stories and place them on websites without human interaction. Robot journalists are

already writing thousands of articles a quarter at the Associated Press (Egan, 2015, May 13).
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Algorithms can be performed through various codes of editorial intervention: “The
editorial can occur through algorithms or human editors in the practice of online
journalism” (Oremus, 2015). Code writers are also now as capable of producing
journalism as a reporter (Roper, 2015). In the stage of making labor precarious, the most
basic journalistic values, such as ethical codes, democracy, and freedom of the press, are
likely to be dominated (Salcito, 2015). The new media ethical codes that will be created
based on a liberal paradigm will consolidate this process intertwined with business values
(Yesilyurt, 2014, p. 117). Social networks for journalists who are a part of the precariat
are vehicles that are not included in business networks: “The mission is to achieve
competitive advantage and build a reputation in order to be more ‘employable’ and more
successful” (Fuchs, 2015c, pp. 147-148). To debate a network while overlooking capital
accumulation practices imbues the concepts of creativity, information publicity, levelness,
freedom, and democracy with a fetishistic character. It is clear that the networks carry this
potential, but in order to realize this potential, media employees and all citizens must
debate the mutual struggle for the common good and fundamental reforms that are in the
interest of the public directed at the logic of companies’ accumulations and governmental
control mechanisms (Fuchs, 2015c, p. 150).

Conclusion: Ethics Debate and Alternatives for the New Public Sphere

In the neoliberal age where accumulation by dispossession is a basic strategy and
capitalism has turned into an ideology, the capability of authoritarianism, surveillance,
and the security and state of emergency paradigms to increase has been highlighted
by many thinkers. The escalation of the security paradigm in the whole world through
the state of emergency that was announced immediately following the Paris Attacks
that took place in France along with increasing governmental conflicts within the
sphere of capitalism seem to verify these estimates. Michael Foucault (2008) argued
that the result of neoliberalism’s acceptance of the market as the lone perpetrator can
evolve to a lawless, competitive, and confrontational stage in which expendability
has been naturalized. The security paradigm’s dispossession of rights that had been
earned against the government can perhaps be contested through universalization as
a mere struggle for rights overall. Freedom of the press and journalists’ basic ethics
codes are the most important tool in the struggle that will be made for civil rights.

Therefore, it is very clear that the ethics debate will be a very urgent future
discussion in the days ahead. It is an important step to fit the context of fundamental
reforms that will take the structural problems of the system to the center while
removing this discussion from the liberal paradigm’s individual level. Social media
has the public-sphere potential of being able to strengthen these steps. However, the
antagonistic reality of social media challenges the basic assumptions of classical
liberalism (Fuchs, 2015b, p. 357).
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The history of alternative media, as Fuchs (2015b, p. 657) emphasized, is the history
of labor that exploits the self voluntarily. Media, social media, internet and alternative
media are conflicting because the era and society we live in is conflicting (Fuchs, 2014,
p. 206). The need is felt for major reforms based on public interest and principles of
ethics in order to be able to develop alternatives for a new public sphere and to overcome
these conflicts. It is possible to overcome the antagonisms of social media and internet
technology through economic and political reforms based on these elements.

Fuchs (2015b, p. 369) on this point suggested creating a “public service social media”
that would be able to implement the new media’s communicative potential: Media
reforms could create a groundwork of reforms that could implement ethical principles as
discussed in this study and that are made taxable to support projects (a portion of which
are non-profit) from the incomes of participating budgets, crowd funding, major media,
and social media companies who can support the non-profit projects of citizens. Clearly
there is a need for a minimal democratic groundwork so the unity of government and
corporations, as well as the power focuses, can be questioned in order for people to bring
these things to life in Turkey. According to Fuchs (2015b, p. 369), liberalism is its own
limit and imminent criticism. The media ownership structure, which is the facilitator and
perpetrator of accumulation by dispossession, when coupled with the precarization of
journalistic labor, causes the erosion of democracy and the basic principles of the rule of
law as well as peoples’ right to information to be seized for the continuation of capital
accumulation. This erosion is more pronounced in countries such as Turkey, and it has
become an act of heroism to adhere to even the most basic ethical principles of behavior.

As a result of labor’s precarity in the era of social media, journalists are rendered
incapable of thinking when they are systematically being pacified. However, the
ethical responsibility that each individual carries in times like these is not to disappear
from the scene due to structural or global problems; on the contrary, it is to evolve
to a much more important and historical responsibility. If one follows Foucault,
who described the expendability of neoliberalism based on the expendability of
totalitarianism, the subjective responsibility of each individual for the conditions
is clearly that much more significant. What Arendt (2009, p. 299) said about Nazi
Germany’s normalization of evil is also true today: “In fact, the handful of people who
can still distinguish right from wrong have only motioned to their own judgment, and
this they have done freely.” It was the usual conditions above that people who lived
at the time when things like freedom of the press and the public’s right to information
were seized by the concepts of competition, desire for profit, and individual interests
through ethical codes and the transformation that was experienced in the media
during the process of deregulation. As Arendt said, “We witnessed the wholesale
collapse of all entrenched moral standards in public and private life...in the years of
thirties and forties” (cited in Coskun, 2013, p. 115).
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These extraordinary circumstances, just as they apply to media professionals,
encompass all citizens whose network data, private and public information,
relationships, and forms of communication have been dispossessed. In this context,
a struggle for civil rights will appear again on the horizon. The future of concepts
such as journalistic ethics and freedom of the press have been written to social media
networks whose capital is rapidly evolving. As should lastly be noted, individual
responsibility has not been eliminated to emphasize the structural and global character
of the problem while carrying out this ethics debate: “Because these offenses are mass
crimes both in terms of the number of perpetrators and victims, in terms of the degree
of responsibility, the proximity or distance of those who were participants in a crime
to the murderer who actively killed the victim is of no importance. On the contrary,
generally the farther one’s distance to the person who used the murder weapon with
their own hands increases the degree of responsibility (Arendt, 2009, p. 252).
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Oz
Uriin ve hizmetlerin tamtiminda ve hedef kitlenin satin alma kararini vermesinde énemli bir rol oynayan
reklam, ayn1 zamanda insanlar1 kendi istekleriyle belirli bir davranista bulunmaya ikna etmeyi, belirli bir
disinceye yonelmeyi ya da bir marka veya kuruma dikkat cekmeyi hedeflemektedir. Reklam, verdigi mesaj
ile hedef kitlesinin gorus ve aliskanlhklarini degistirmeyi, belirli bir gorus ya da tutumu benimsemelerini
saglamay1 da amaclamaktadir. Bu acidan bakildiginda cagimizda reklamin isi gercekten zordur; iletisim
araclarnin cesitlendigi, enformasyonun cogaldigs, tiiketicilerin bilin¢ duzeylerinin arttigi gantimiizde rek-
lamin ikna etmek icin daha yaratict olmasi, cesitli reklam cekiciliklerinden yararlanmasi, hedef kitlesinin
dikkatini cekebilecek yol ve yontemleri bulmasi gerekmektedir. Bundan dolay1 rekabet ortaminda marka-
mn/hizmetin farkedilebilmesini saglamak icin reklamcilar kimi zaman etik ilkelere uygun olmayan, dogru-
luk ve durustlik degerleriyle bagdasmayan reklamlara da imza atabilmekte; bu yanhs davrams da cesitli
gerekeelerin arkasina siginarak savunabilmektedir. Makale, kimi zaman reklamcilarin gozardi edebildigi
etik ilkelerin aslinda reklam sektori/meslegi icin ne kadar 6nemli oldugunu incelemekte, etik ilkelere riayet
edilerek reklam yapilmasinin reklam sektorantn gelisimi icin oénemine vurgu yapmaktadir. Etik ilkelere uy-
gun yapilan reklamlar, mesajin inandiricihgini ve markaya olan giiveni artirmaktadir. Etik ilkelere ve hukuk
kurallarina uygun hareket etmeyen reklamlarin ise cesitli denetim yontemleriyle denetlenmesi, toplumun
ve bireyin korunmasi acisindan ¢énem tasimaktadir. Makalede bu denetim yontemlerinden idari denetim
yontemi detayli sekilde incelenmis ve Reklam Kurulunun bu denetim mekanizmasindaki islevi tartisilmistir.
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Yeni yiizyilda reklam, kiiltiir endiistrisinin tirettigi iiriin ve hizmetlerin tanittminda
¢ok onemli bir rol oynamakta, dolayisiyla bireylerin giindelik hayatlarinda da genis
bir yer isgal etmektedir. Markalar ve igletmeler iiriin ve hizmetleri hakkinda en kap-
saml1 bilgiyi tiikketicilerine reklamlar yoluyla iletmekte, hedef kitlelerini ikna etmek
ve satin alma eylemini gergeklestirmek i¢in de yine reklamlarin deyim yerindeyse
sihirli diinyasindan yararlanmaktadir. Reklam; satislar1 artirmakta, iiriin ve hizmetin
bilinirligini pekistirmekte, marka degeri olusumuna olumlu katkilar yapmakta, kriz
zamanlarinda ise markalarin en biiyiik kurtaricilarindan biri olarak 6ne ¢ikmaktadir.

Boylesine toplumsal etkileri olan ve bireylerin hayatina degen reklam sektorii yara-
ticiliktan beslenmekte, 6zgiinliigiinii koruyarak fark olusturmakta, 6zgiirliigiine sahip
cikarak da kitleleri ikna etme gorevini yerine getirmektedir. Sektoriin ¢ok 6nemli ser-
mayesi olan yaraticilik, 6zgilinlikk ve 6zgiirliik unsurlar1 kuskusuz hukuk kurallar1 ve
etik ilkeler ile desteklendiginde/cevrelendiginde daha anlamli hale gelmektedir. Ciinkii
reklamin ve reklamcinin toplumsal sorumluluk anlayisina sahip olmasi, kisilik hakla-
rina riayet etmesi, dogruluk ve diiriistliik ilkelerine uygun davranmasi beklenmektedir.
Reklamin etik ilkelerinin sinirlar1 Uluslararas: Reklam Uygulama Esaslart ile ¢izilmis,
bu esaslar1 gozeterek yapilan reklamlar etik degerlere uygun, sorumluluk bilincine sa-
hip reklamlar olarak kabul edilmistir. Bu esaslarin reklamin ve reklamcinin yaraticili-
gin1, 6zglinliigiinti ve 6zgiirliigiini kisitladigma iliskin kimi tartigma ve yorumlar: ise
kabul etmek miimkiin degildir; ¢iinkii reklamlar, kitlelere mesaj verdigi i¢in mutlaka
etik ilkelere ve hukuk kurallarina uygun hareket edilmelidir. Aksi bir tutumun markaya/
isletmeye zarar verecegi, toplumsal degerleri yaralayacag: bilinmelidir.

Literatiirde reklamcilik mesleginin teknik yanlar ile ilgili pek¢ok bilimsel yaymn
olmasina ragmen reklamin etik boyutunu ele alan yayn sayis1 ¢ok kisithdir. Reklam
etigi ve reklamda ahlaki degerlerin 6nemi ¢cogunlukla reklamcilik kitaplarinin igeri-
sinde kisaca ele alinmaktadir. Bu konuda yeni yayinlanan ve kapsamli bir bilimsel
calisma olarak 6ne ¢ikan Tiirkive'de Reklam Ahlaki; Sorunlar ve Coziim Onerileri
kitab1 ciddi bir boslugu doldurmaktadir. Makalede reklamcilik mesleginin pek s6z
edilmeyen, arka planda kalan ama 6nemli bir unsuru olan etik boyutuna bu nedenle
dikkat ¢ekilmek istenmistir. Ayrica idari denetim yontemi olarak Reklam Kurulunun
yapisi ve aldigi kararlar da hem sektorii hem de toplumu yakindan ilgilendirdigi i¢cin
onem arzetmekte ve incelenmeyi, lizerinde tartisma yiirlitmeyi hak etmektedir.

Reklam Kurulu, reklamlarin idari denetim yontemiyle denetlenmesi amaciyla ka-
nunla kurulmus, yaptirim giicli olan bir denetim mekanizmasidir. Reklam Kurulu
denetim yaparken reklamlarin hukuka, genel ahlaka, dogruluk ve diiriistliik ilkeleri-
ne uygunluguna bakmakta, toplumu siddete, istismara vb. olumsuz durumlara kars1
korumay1 hedeflemektedir. Reklam Kurulunun baskanligini Giimriik ve Ticaret Ba-
kanliginin gorevlendirdigi bir genel miidiiriin yapmas: ve kurulda kamu kurum ve
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kuruluslarindan ¢ok sayida temsilcinin bulunmasi, kurulun birtakim politik etkilere
maruz kalabilecegi yoniinde elestirilere neden olmaktadir. Idari denetimin seffaf,
Uluslararast Reklam Uygulama Esaslari’n1 temel alan bir yaklasimla yapilmasi, ihti-
sas komisyonlarina énem verilmesi ve uzmanlardan yararlanilmasi, kugskusuz bu tiir
elestirilerin azalmasina yardimci olacaktir.

Makalede etik ilkelerin reklamlar ve reklamcilar igin neden 6nemli oldugu tartigil-
makta, reklamin denetime duydugu ihtiyaca vurgu yapilarak Reklam Kurulunun bu
denetim ihtiyacina nasil cevap verdigi incelenmektedir. Reklam Kurulunun uygula-
mada nasil bir iglev gordiigiiniin anlasilmasi i¢in de Kurul’un aldig1 kararlardan ti¢
tanesi makalede detayl sekilde ele alinmaktadir.

Reklam Olgusu ve Reklamin Amaclar

Reklamy; iirlin ya da hizmetin bedeli kimin tarafindan 6dendigi belli olacak sekilde,
genis halk kitlelerine kitle iletisim araglarindan yer ve zaman satin alarak tanitilma-
st ¢abalarinin biitiinii olarak tanimlayabiliriz (Elden, Ulukok ve Yeygel, 2005, s. 62).
Kisilerin, kurumlarin, mallarin ve hizmetlerin kamuya tanitilip benimsetilmesi eylemi
reklamin kapsamini olusturmaktadir. Pazarlama ag¢isindan ele alindiginda reklam; fikir-
lerin, kurumlarin, mallarin ve hizmetlerin kisisel olmayan yontemlerle, reklam ortami-
na 6denen belirli bir {icret karsiliginda hedef kitleye sunulmasidir (Okay, 2009, s. 6).
Reklam, insanlar1 kendi istekleriyle belirli bir davranista bulunmaya ikna etmeyi, belirli
bir diisiinceye yonelmeyi ya da bir iirline, hizmete, fikre ve kurulusa dikkat ¢ekmeyi
hedeflemektedir. Reklam, dikkatleri ¢ekerken hedef kitlesine vermek istedigi bilgiyi,
mesaj1 da aktarmakta; hedef kitlesinin goriis ve aligkanliklarini degistirmeyi, belirli bir
gorlis ya da tutumu benimsemelerini saglamay1 dncelemektedir (Giilsoy, 1999, s. 9).

Amerikan Pazarlama Birligi’nin reklam tanimi ise su sekildedir: “Reklamecilik,
belirli bir hedef pazar1 olusturan bireyleri ya da izleyicileri iirlinlere, hizmetlere, or-
ganizasyonlara veya diisiincelere dair bilgilendirmek ve/veya ikna etmek amaciyla;
firmalarin, kar amaci giitmeyen organizasyonlarin, kamu kurumlarinin ve bireylerin
ikna edici mesajlarin1 ve duyurularini, yer ve zaman satin alarak kitle iletisim aracla-
rina yerlestirmeleridir” (Elden, 2009, s. 136). Bu tanimda reklamin iki temel 6zelligi
dikkat ¢ekmektedir: bilgi vermek ve ikna etmek. Reklam Oncelikle {iriin hakkinda
tiiketicilerin bilgilendirilmesini kapsamaktadir. Ozellikle piyasaya ilk defa siiriilen
bir tiriin hakkinda tiiketicilerin bilgilendirilmesinde reklam stratejik bir rol oynamak-
tadir. Uriin ya da hizmet hakkindaki bilgilerin tiiketiciye dogru, inandiric ve saglikli
sekilde aktarilmasi; iiriiniin tiiketiciler tarafindan bilinmesi, benimsenmesi ve satin
almmasi i¢in ilk asamay1 olusturmaktadir. Bu ilk asamanin eksik olmasi, bilgilen-
dirmenin yeterince yapilamamasi daha ise baslarken, piyasaya ¢ikarken tiikketicinin
gbzlinde yanlis bir algilamaya neden olacaktir. Bu yanlis algilama zincirleme sekilde
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devam edecek ve ikinci, {i¢iincii adimlar1 da olumsuz etkileyebilecektir. Tkna ise rek-
lamin bir diger temel niteligini olugturmaktadir. Tiiketicinin satin alma kararin1 vere-
bilmesi i¢in ikna olmas1 gerekir. Bunun i¢in ise yeterli bilgiyi edinmesi, kafasindaki
sorulara cevap bulmasi sarttir. Karmagik ve ¢etin ikna siirecinde reklam, tiikketicinin
karar vermesini kolaylastiric1 bir rol oynamaktadir. Reklam mesaj1 ne kadar inanilir
ve giivenilir olursa, iiriin ne kadar saglam, kaliteli, uygun fiyath olursa; iknanin ger-
ceklesmesi de o dlgiide kolay olmaktadir (Ozkan, 2014b, s. 38).

Reklam i¢in “talep olusturma sanati” tanimlamasi da kullanilmaktadir. Herhan-
gi bir mali, ihtiyacimiz oldugu i¢in ve bu ihtiyacimizi o malin karsilayacagini an-
ladigimiz zaman satin aliriz. Thtiyaglarin bir kismi yemek, igmek, dinlenmek gibi
blinyemizden dogar; énemli bir kism1 ise zaman ve hayat kosullar1 i¢inde olusur.
Yasadigimiz ¢aga, ¢evreye ve yeteneklerimize gore yeni ihtiyaglarimiz ortaya g¢ikar.
Reklam, hem ortaya ¢ikan bu ihtiyaglarin karsilanmasinda bir rol {istlenir hem de bu
ihtiyaclar stirekli canli tutarak karsilanmasi yoniinde baski olusturur. Reklam, kitle
iletisim araglar1 vasitasiyla ihtiyag olusturma stratejisini stirekli yayginlastirir (Koca-
bas ve Elden, 2009, s. 16).

Reklamin “satig” ve “iletisim” olmak tizere iki temel amac1 vardir (Elden, 2009,
s. 181; Kocabas ve Elden, 2009, s. 77). Reklam, satislar1 artirmakta ve ayni zamanda
satiglarin korunmasinda da énemli bir rol oynamaktadir. Keskin rekabet ortaminda
ayn1 satis oranini korumak da basar1 sayilmaktadir. Reklam, bir markanin mevcut
miisterilerine seslenerek, o markay1 almayi siirdiirmelerini talep etmektedir. Reklam
siirekliligi amaglamakta, tiikketiciler i¢in satin aldiklar1 {irlin ya da hizmetten vazgec-
memelerini temin etmeyi hedeflemektedir. Reklamin satis amaglari arasinda sunlar
sayabiliriz: Mevcut satiglarin korunmasi, satiglarin kisa ve uzun vadede artirilmasi,
titketicilerin fiyat duyarliliginin etkilenmesi, araci kisi ve kurumlarin satis artirmaya
yonelik ¢abalarmin desteklenmesi ve satis artirmaya yonelik promosyonlarin ve indi-
rimlerin duyurulmasi (Elden, 2009, s. 182).

Reklamin satis amacinin yani sira tiiketiciler, hedef kitleler ve toplum ile iletisim
kurma amaglar1 da vardir. fletisim kurmadan hi¢ kimseye higbir sey anlatmak miim-
kiin degildir. Kurulan bu iletisim bagi ne kadar saglikli ise verilen mesajin alinma ve
mesajdan etkilenme orani da o kadar gii¢lii olacaktir. Reklam iletisiminin basarisi,
mesajin dogasina, medya segimine, tiikketicilerin tepkisine bagl olarak gelismektedir.
Hedef kitlesi ile dogru bir iletisim kuran iiriinler/markalar, 6zellikle kriz zamanla-
rinda hedef kitlelerinin/tiiketicilerinin destegine biiyiik ihtiya¢ duyarlar. Markalarina
bagli, lirliniin kalitesinden emin olan ve ona giivenen tiiketiciler, kriz zamanlarinda
markalara destegini artirmakta, krizden en az hasarla ¢ikmalarina yardimci olmakta-
dir. Ayrica sosyal sorumluluk gorevlerini yerine getiren ve toplumdan aldiginin bir
kismin1 topluma geri veren markalar, bu duyarliliklarini etkili bir iletisim stratejisi
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ile hedef kitleye anlattiklarinda, biiyiik bir sempati olusturmakta, tiiketicinin kalbini
kazanmay1 basarmaktadir. Reklam iletisimi iizerinden tiiketicilerin kalbinin kaza-
nilmasi, hem uzun vadeli iligkilerin yolunu agmakta hem de markanin giiciine gii¢
katmaktadir. Hedef kitle ile kurulan etkili bir iletisimin satiglara yansimamasi diisii-
niilemez (Ozkan, 2014b, s. 45).

Reklamin Toplumsal Etkileri

Kamuoyuna mesaj veren ve hedefindeki kitleleri ikna etmeyi amaclayan 6zelligi
ile reklam toplum iizerinde 6nemli etkilere sahiptir. Reklamin toplum tizerindeki bu
giiclinii mutlaka sorumluluk anlayisiyla kullanmasi, etik degerlere ve hukuk ilkele-
rine bagli hareket etmesi 6nem tasimaktadir. Reklamin mesaj1 ve séylemiyle ilgili
sorumsuz davraniglar, toplumun genel ahlak anlayisini gézetmeyen tutumlar rekla-
min olumsuz algilanmasina neden olmakta, bu da kuskusuz markaya zarar vermekte,
tiiketici nezdindeki itibarini ve saygmligini gdlgelemektedir (Ozkan, Tandaggiines ve
Dogan, 2015, s. 4).

Reklamlar su dort onemli yolla toplumda bireylerin hayatin1 yakindan etkilemek-
tedir (Kavas, 1988, s. 69; Ozkan, 2014b, s. 147).

Reklamin ikna etme giicii. Hedef kitleyi ikna etmek icin 6ncelikle dogru bir bil-
ginin aktarilmasi gerekir. Tiketici/hedef kitle aldig1 bilgiyle tirin hakkinda bir ka-
naate sahip olur. Ama o kanaatin satin alma kararina doniismesi i¢in reklameciligin
yaratict yoniine ihtiya¢ vardir. Reklamecilik, tiiketiciye aktarilan bilgiyi satin alma
kararina doniistiirmede stratejik bir islev Ustlenir. Reklam, ikna etme giiciiyle toplum
lizerinde derin izler birakir, hatta bazen hi¢ ihtiyag olmayan triinleri bile bireylere
satin aldirabilir.

Reklamin diiriistliik ilkelerine uygunlugu. Reklam, hedef kitleye bilgi aktarir-
ken mutlaka dogru ve gergek bilgileri aktarmalidir. Ciinkii hedef kitlede olusturula-
cak en kii¢iik bir giivensizlik, lirline ve igletmeye yonelik itibar ve imaj zedelenmesi-
ni beraberinde getirecektir. Tiiketiciden bir sey saklanmasi ya da gercek olmayan bir
bilginin aktarilmasi kesinlikle dogru bir davranis degildir. Belki kisa vadede birtakim
avantajlar saglayabilir ancak uzun vadede bu tiir bir tutum, hem isletmeye hem mar-
kaya ¢ok biiyiik zararlar verecektir.

Reklamin estetik ve gorsel boyutu. Reklamin verdigi mesaj kadar gorselligi,
sunumu da toplum tarafindan yakindan takip edilmektedir. insanoglunun estetik ve
giizel olana kars1 bir egilimi her zaman vardir. Reklamlarin da gorsel olarak ¢ekici
ve estetik olanlari, ikna edicilik acisindan deger tasimaktadir. Reklamlarda estetik ve
gorsel unsurlar ne kadar dogru kullanilabilirse, toplumsal etkiler de o oranda olumlu
gergeklesmektedir.
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Reklamlarin deger yargilar ve hayat tarziyla iliskisi. Toplumsal degerler, kiiltiirel
varliklar reklam iletisiminin baslica unsurlaridir. Reklam mesajlari, toplumda genel kabul
gOrmiis unsurlart barmdirdiginda etki giictinii daha ¢ok artiracaktir. Reklamlar, topluma
ayn1 zamanda bir hayat tarzi sunar; insanlara reklami yapilan tirtinlere/markalara sahip
olduklarinda ayn1 zamanda bir hayat tarzina da sahip olacaklar1 mesaj1 verilir. Bireylerin
satin aldiklar iiriinle kendilerini biitiinlestirmelerinde “marka bagliligi”nin etkisi biiyiik-
tiir. Markalar, tiiketicilerle kurduklari iletisimde iirettikleri degere sahip olunmasini talep
ederler. Tiiketiciler de markalarin iirettikleri degere sahip olduklarinda kendilerini mutlu
hissederler, markalar {izerinden toplumda kendilerini yeniden konumlandirirlar.

Reklamda Etik ilkelerin Onemi

Ideal ve soyut olana isaret eden, ahlak kurallarin1 ve degerleri inceleyen etik, dog-
ru ya da iyinin ne oldugunu belirleme sanatidir (Dedeoglu, 2004). Iyinin veya ko-
tiiniin, dogrunun ya da yanlisin ne oldugunu tanimlayan etik kavrami, olusturdugu
ilkeler ile iyiyi, giizeli ve dogruyu aramaktadir. Kitle iletisim araglari, toplumu et-
kileme, yonlendirme giiciine sahiptir. Bu nedenle kitle iletisim araglarinin mutlaka
sorumluluk duygusuyla hareket etmesi, hukuki sinirlamalara uygun davranmasi ge-
reklidir. Ayni sey, topluma mesaj veren, onlari ikna etmeye ¢alisan reklamlar i¢in de
gecerlidir. Reklam mesajlarinin, gazetede yayinlanan bir haber ya da yorumdan veya
televizyonda yayinlanan bir programdan farki yoktur. Kitle iletisim araglarindan bek-
lenen sorumluluk ve etik degerlere uygun, hukuki sinirlar iginde yayimeilik anlayisi
ayni1 sekilde reklamcilardan da beklenmektedir. Reklam sektoriinde etik denildiginde
ilk 6nce reklamcinin kisisel etik anlayisi, daha sonra da orgiitsel etik ve mesleki etik
kavramlar1 giindeme gelmektedir (Ozkan, 2014b, s. 151).

Kigsisel etigin kaynagini, 6ncelikle bireyin kendi vicdani olusturmaktadir. Bireysel
olarak her reklamci iginde bulundugu toplumsal yapi i¢in, topluma sundugu reklam
mesajinin olumlu ve olumsuz etkilerini kendi vicdani i¢inde belirlemelidir. Bireysel
olarak reklamci kendi etik degerlerini belirler, etik kodlarini ortaya koyarsa, bundan
hareketle orgiitsel ve mesleki etik degerleri belirlemek de kolaylasacaktir (Yeygel,
2007, s. 357). Orgiitsel etik; yasal bir ¢ercevede calisanlarda aym tiir davraniglarin
yerlestirilmesini saglayan, drgiitiin topluma karsi yerine getirmeyi iistlendigi hizmet-
leri yaparken, bazi toplumsal sorumluluklarin da tstlenildigini gosteren ilkeleri kap-
samaktadir (Yeygel, 2007, s. 358). Orgiitsel etik, reklam sektdriinde onemli bir yere
sahiptir. Reklam ajansi ile reklamveren arasindaki iliskilerde etik degerler ¢ergeve-
sinde hareket edilirse, hem diirtist ve seffaf bir iliski bi¢imi kurulmus olur hem de bu
iliskinin uzun 6miirlii olmasi saglanabilir. Mesleki etik ise, belirli bir meslek grubu-
nun meslege iligkin olusturdugu, korudugu, uydugu ilkeler biitiiniidiir. Mesleki etik
ilkeleri; kisisel egilimleri sinirlar, meslegi yapan kisilerden belirli davranig kaliplar
bekler ve meslek i¢i rekabeti diizenler (Aydin, 2002, s. 4).
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Mesleki etik ilkeler, reklamla ilgili hukuki sinirlamalarin ve yaptirimlarin disin-
da gelisen, meslegin kendi i¢inde denetimini yapmay1 amaclayan ¢ok 6zel denetim
mekanizmalaridir. Reklamcilik sektoriinde mesleki etik ilkeler saglikli isletilir, bu
ilkelerin igsellestirilmesi saglanabilirse; reklamlarin hukuka uygunlugu konusunda
onemli kazanimlar elde edilebilir (Ozkan ve ark., 2015, s. 7).

Reklamlarda tiiketicileri aldatan ve yaniltan mesajlarin varlig1 ile kamuoyunun
reklamlarin icerigine yonelik elestirileri, reklamda etik ilkelerin olugturulmasin zo-
runlu kilmigtir. Etik ilkeleri reklamverenler, reklamcilar ve medya temsilcileri bir-
likte olusturmuslardir. Tiiketicileri temsil eden dernek ve vakiflarin talepleri de etik
ilkelerin belirlenmesinde dikkate alinmistir. Reklamda etik ilkeler konusunda ulus-
lararas1 6l¢ekte temel metin olarak kabul edilen Uluslararasi Ticaret Odasinin (ICC)
belirledigi “Uluslararast Reklam Uygulama Esaslart” 1937 yilinda yaymlanmustir.
Tiirkiye’de de s6z konusu bu esaslar benimsenmektedir (Celik, 2013, s. 156).

Uluslararast Reklam Uygulama Esaslari’ndaki etik ilkeler; reklamda ahlaka uy-
gunluk, dogruluk, diirtstliik, toplumsal sorumluluk, ¢ocuklarin ve genglerin korun-
masi, kisilik haklaria saygi, saglik ve cevreye duyarlilik, tiiketicinin korunmasi
gibi 6nemli konular1 kapsamaktadir. Bu etik ilkelerin reklamin 6zglinliglinii ve 6z-
giirligiini kisitlamaya yonelik bir girisim seklinde degerlendirmek dogru degildir.
Etik ilkelerin, reklamvereni ve reklamciy1 baski altina alma, birtakim dayatmalarda
bulunma gibi amaglar1 yoktur. Aksine, toplumsal degerlere, ahlak ilkelerine uygun
reklamlar iiretilmesini saglayarak reklamin basarisini artirmay1 hedeflemektedir. Etik
ilkelere ve hukuk kurallarina uygun reklamlar, tiiketiciler tarafindan daha olumlu al-
gilanmakta, bu da markalarin degerini ve itibarin1 artirmaktadir (Ozkan, 2014a, s. 5).

Uluslararas1 Reklam Uygulama Esaslari’nda yer alan temel etik ilkelerin igerigi-
ne bakildiginda bireyin ve toplumun korunmasimi dnceledigi goriilmektedir (Ozkan,
2014b, s. 190).

Ahlaka uygunluk. Uluslararas1 Reklam Uygulama Esaslari’na gore reklam-
larda genel ahlak kurallarina aykiri ifadelere ya da sozel ve gdrsel unsurlara yer
verilmemelidir. Reklamin yapildigi iilkenin kendine 6zgii ahlak anlayis1 ve top-
lumsal hassasiyetleri de mutlaka gozetilmelidir. Reklamin ahlaki degerleri istis-
mar ederek ya da ¢ikarina alet ederek hedef kitlesine mesaj vermek istemesi, etik
ilkelere aykirt bulunmaktadir.

Diiriistliik ve dogruluk. Reklamlar, tiiketicinin giivenini kotiiye kullanmaya-
cak, onun eksik tecriibe ve bilgilerini istismar etmeyecek sekilde tasarlanmalidir.
Tiiketicinin satin alma kararmi etkileyecek unsurlar, tiiketicinin algilayabilecegi
siirede ve bicimde iletilmelidir. Reklamlar dogru olmali; asla yaniltici mesajlar
icermemelidir. Reklamlarda; eksik bilgi vererek, anlam karisikligina yol agarak
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veya abartili iddialar ileri siirerek tiiketiciyi dogrudan veya dolayli olarak yanilta-
bilecek ifadeler, sesler ve gorseller kullanilmamalidir.

Cocuklar ve gencler. Reklamlarda ¢ocuklar ve gengler kendilerine ya da bas-
kalarma zarar verebilecek faaliyetler i¢inde gosterilmemelidir. Cocuklara yonelik
reklamlarda olumsuz davranislar1 6zendiren ifade ve gorlintiilere yer verilmemelidir.
Genglerin bilgi eksikligi ve deneyimsizligi istismar edilmemeli, reklamlarda hayal
giicli ile gercek kolayca ayirt edilebilmelidir. Etik ilkeler reklamecilarin en biiyiik he-
def kitlelerinden biri olan ¢ocuk ve genglerin korunmasinda hassasiyet gostermekte,
¢ocuklarin istismar edilerek mesaj verilmesine izin vermemektedir.

Toplumsal sorumluluk. Reklamlarda 1rk, etnik kdken, sosyal ve ekonomik statii, cin-
siyet, dini inang, yas, fiziksel goriiniis ve engelli olma konusunda ayrimciliga yonelik
mesajlar vermekten kagimilmali, insan onuruna saygi gosterilmelidir. Reklamlarda hak-
I1 bir neden olmadan, korku duygusundan yararlanilmamali, insanlarin acis1 bir somiirii
malzemesi olarak kullanilmamali, siddeti 6zendirecek hertiirlii hareketten kagmilmalidir.

Tiiketici haklar. Etik ilkeler, reklamlarda tiiketicilerin sahip oldugu haklara ri-
ayet edilmesi konusunda ¢esitli hiikiimler igermektedir. Tiiketicinin kisilik haklari-
nin korunmasi istenmekte, istegi disinda herhangi bir isleme zorlanmamasi, kisisel
bilgilerinin izni disinda kullanilmamasi, siparis etmedigi iiriinlerin gonderilmemesi
gibi konulara dikkat ¢ekmektedir. Dijital medya platformlarindaki uygulamalar son
yillarda artis gostermis ve ¢ogu uygulama tiiketicileri rahatsiz eder boyutlara varmis-
tir. Bu konuda da reklam esaslari, istenmeden gonderilen elektronik postalari, kiginin
istegi disinda pazarlama listelerine dahil edilmesini, indirimler hakkinda mesajlar vb.
gonderilmesini etik ilkelere aykiri bulmaktadir.

Oz denetim kararlarma saygi. Hicbir reklamveren, reklam ajansi ve yayinci,
ilgili 6z denetim organi tarafindan uygun bulunmayan bir reklam ya da pazarlama
iletisiminin yayinina/dagitimina katilmamali, aracilik etmemelidir.

Goriildigii gibi Uluslararast Reklam Uygulama Esaslari, reklamlarm etik degerlere
uygun hazirlanmasi ve yayinlanmasi konusunda hassasiyet gostermekte, toplumsal so-
rumluluk bilinciyle hazirlanan ve bireyi koruyan reklamlarm 6nemine vurgu yapmaktadir.

Reklam Hukukunun Ana Kaynaklari

Ulkemizde reklam hukukunun kaynaklar1 degisik metinlerde toplandig1 icin rek-
lam mevzuati ¢esitlilik gostermektedir. Dogrudan dogruya reklamlarla iligkili ol-
mamakla birlikte reklam yoluyla islenen haksiz rekabet fiillerine uygulanacak olan
Ticaret Kanunu’nun ilgili maddeleri, reklam hukukunun klasik ve en eski kaynagini
olusturmaktadir. Mevcut mevzuatimizda dogrudan dogruya reklamlara iligkin hukuki
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diizenlemeler su iki ana kaynakta yer almaktadir: Tiiketici Hukuku Mevzuati1 ve Rad-
yo-Televizyon Hukuku Mevzuat: (Inal ve Baysal, 2008, s. 10).

Reklam hukukunun ana kaynaklarindan biri olan 6502 sayili Tiiketicinin Korun-
mas1 Hakkindaki Kanun’un (2013) 6. kisminda ticari reklam ve haksiz ticari uygula-
malar ele alimmaktadir. Ticari reklamlarla ilgili yapilan diizenleme ilgili kanunun 61.
maddesinde su sekilde yer almaktadir:

(1) Ticari reklam; ticaret, is, zanaat veya bir meslekle baglantili olarak; bir mal veya
hizmetin satisin1 ya da kiralanmasimi saglamak, hedef kitleyi olusturanlar1 bil-
gilendirmek veya ikna etmek amaciyla reklam verenler tarafindan herhangi bir
mecrada yazili, gorsel, isitsel ve benzeri yollarla gerceklestirilen pazarlama ileti-
simi niteligindeki duyurulardir.

(2) Ticari reklamlarin Reklam Kurulunca belirlenen ilkelere, genel ahlaka, kamu dii-
zenine, kisilik haklarina uygun, dogru ve diiriist olmalari esastir.

(3) Tiiketiciyi aldatici veya onun tecriibe ve bilgi noksanliklarini istismar edici, can
ve mal glivenligini tehlikeye diisliriicii, siddet hareketlerini ve sug¢ islemeyi 6zen-
dirici, kamu sagligini bozucu, hastalari, yaslilari, cocuklar1 ve engellileri istismar
edici ticari reklam yapilamaz.

(4) Reklam oldugu agikca belirtilmeksizin yazi, haber, yayin ve programlarda, mal
veya hizmetlere iliskin isim, marka, logo veya diger ayirt edici sekil veya ifade-
lerle ticari unvan veya isletme adlarinin reklam yapmak amaciyla yer almasi ve
tanitict mahiyette sunulmasi oOrtiilii reklam olarak kabul edilir. Her tiirlii iletisim
aracinda sesli, yazili ve gorsel olarak ortiilii reklam yapilmas1 yasaktir.

(5) Ayni ihtiyaclar1 kargilayan ya da ayni amaca yonelik rakip mal veya hizmetlerin
karsilastirmali reklami1 yapilabilir.

(6) Reklam verenler, ticari reklamlarinda yer alan iddialarin dogrulugunu ispatla yii-
kiimludiir.

(7) Reklam verenler, reklam ajanslar1 ve mecra kuruluglart bu madde hiikiimlerine
uymakla ytikiimliidiir.

(8) Ticari reklamlara iliskin getirilecek sinirlamalar ile bu reklamlarda uyulmasi ge-
reken usul ve esaslar yonetmelikle belirlenir.

Kanun maddesinde de goriilecegi gibi reklamlarda uyulmasi gereken genel pren-
sipler arasinda “hukuka uygunluk, genel ahlaka uygunluk, dogruluk ve diiriistliik”
ilkeleri 6ne ¢ikmaktadir. Aldatict ve yaniltict reklamlarin, ortiilii reklamlarin, kamu
sagligin1 bozan reklamlarin, ¢ocuklari, yaslilart ve engellileri istismar eden reklam-
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larin, can ve mal giivenligini tehlikeye diisiiren, siddeti 6zendiren reklamlarin da
yasaklandig1 goriilmektedir. Bu kisitlama ve yasaklamalar, reklamcilik mesleginin
yaraticiligina yonelik bir sansiir girisimi olarak degil, toplumu korumaya yonelik bir
bakigagisi olarak degerlendirilmelidir.

Tiiketicinin Korunmas1 Hakkindaki Kanun’un 63. maddesi ise Giimriik ve Ticaret
Bakanligina bagli olarak calisacak bir “Reklam Kurulu” olusturulmasini diizenle-
mekte, ilerleyen kisimlarda genisce ele alinacag: gibi, kanunla Kurul’a genis yetkiler
taninmaktadir (T.C. Gumriik ve Ticaret Bakanligi, 2014a).

Reklam Hukuku’nun ikinci ana kaynagi ise; 6112 sayili Radyo ve Televizyonlarin
Kurulug ve Yaymlart Hakkinda Kanun’un 9, 10, 11, 12, 13. maddeleridir. Yine bu
kanun tarafindan kurulan Radyo ve Televizyon Ust Kurulunca (RTUK) yaymlanan
“Radyo ve Televizyon Yaynlarinin Esas ve Usulleri Hakkinda Yonetmelik” de rek-
lamlara iligkin hiikiimleri icermekte, ilgili kanun maddelerinin nasil uygulanacagini
diizenlemektedir. 6112 sayil1 Radyo ve Televizyonlarin Kurulus ve Yayinlar1 Hakkin-
da Kanun’unun ilgili maddeleri ¢ok kapsamli oldugu i¢in icerigin tiimiine burada yer
vermek miimkiin olmamakla birlikte ilgili kanunlarin genel kapsamina bakildiginda;
9. madde reklamlarla ilgili genel esaslari diizenlemekte, 10. madde televizyon ve
radyo yayin hizmetlerinde reklam ve telealigverigin esaslarini ortaya koymakta, 11.
madde belirli tirtinlerin reklami yapilirken uyulmasi gereken kurallari diizenlemekte,
12. madde program desteklemesini, 13. madde ise iiriin yerlestirmeyi kapsamaktadir.

Reklamin Denetimi Olgusu ve Reklam Kurulu

Reklamlar hukuksal anlamda su dért yontemle denetlenmektedir: idari denetim,
6zel hukuk davalari, cezai takibat ve 6z denetim (Avsar ve Elden, 2004, s. 85; Inal
ve Baysal, 2008, s. 10). Reklamlarin denetim yontemlerinden bu makale kapsaminda
idari denetim yontemi ele alinacak ve bu denetim mekanizmasini igleten Reklam
Kurulunun uygulamalar1 tartigilacaktir.

“Neden reklamlar i¢in idari bir denetim mekanizmasinin olusturulmasina ihtiya¢ du-
yulmustur?” sorusunun cevabi olarak su gerekeeler ifade edilebilir: Rakipler kimi zaman
aldatic1 reklam sahibine karst yargi yoluna gitmekten kagmabilmekte, dava masraflari ile
davalarm uzun siirmesinden dolay1 da dava agilmayabilmektedir. Diger taraftan tiiketiciler
de aldatici reklamlarla ilgili hukuki siire¢ baglatma konusunda isteksiz olabilmektedir. Bu
ve benzeri nedenlerden dolay1 reklam denetiminde, dzellikle aldatict reklamlarla miicade-
lede, idari bir denetime ihtiyag duyulmaktadir (Ozkan, 2014b, s. 179). Ulkemizde yukarida
sayilan denetim yontemlerinden en sik idari denetim yontemi etkin olarak kullanilmaktadir.

Guimriik ve Ticaret Bakanligina bagl olarak kurulan Reklam Kurulu, Tiiketicinin
Korunmasi1 Hakkindaki Kanun’un 63. maddesi geregi; “Ticari reklamlarda uyulmasi
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gereken ilkeleri belirleme ve haksiz ticari uygulamalara kars: tiiketiciyi korumaya
yonelik diizenlemeleri yapma, bu hususlar ¢ercevesinde inceleme ve gerektiginde de-
netim yapma, denetim sonucuna gore durdurma; ayni yontemle diizeltme, idari para
cezas1 veya gerekli goriilen hallerde de tedbiren durdurma cezasi verme” yetkisine
sahiptir. Dolayistyla ticari reklamlarda uyulmasi gereken ilkeleri belirleme yetkisini
elinde bulunduran Kurul, sektériin en yetkin diizenleyicisi durumundadir. Degisik
kurum ve kuruluslardan gelen (bu kurum ve kuruluslar arasinda reklam sektor, tii-
ketici orgiitleri ve yerel yonetim temsilcileri de yer almaktadir) 19 iiyeden olusan
Kurul’un bagkanligini, Bakan’in goérevlendirdigi ilgili genel miidiir yapmaktadir.
Uyelerin gorev siiresi ii¢ yilla sinirl olup, gérev siiresi biten iiyeler yeniden segile-
bilmektedir. Kurul, ayda enaz bir defa, ihtiya¢ duyuldugunda ise her zaman Kurul
Baskani’nin ¢agrisi {izerine 11 tiyenin hazir bulunmasi ile toplanmaktadir. Kurul,
toplantiya katilanlarin salt cogunlugu ile karar vermekte, oylarin esitligi halinde ise
Baskan’in oy kullandig1 taraf ¢cogunlugu saglamaktadir. Kurulun glindemini Bagkan
belirlemekte, Kurulu da yine Baskan temsil etmektedir (Inal ve Baysal, 2008, s. 80).

Reklam Kurulunun nasil isletilecegi ve gorevlerini yerine getirirken hangi hususlara
dikkat edecegine dair hazirlanan “Reklam Kurulu Yonetmeligi”nin 15. maddesi Ku-
rul Baskani’nin gorevlerini siralamaktadir (T.C. Giimriik ve Ticaret Bakanligi, 2014a).
Buna gore Kurul Baskan1 gerekli goriilen hallerde ticari reklam ve haksiz ticari uy-
gulamalar ile ilgili resen inceleme veya denetim baglatabilmekte, toplant1 giindemini
belirleyebilmekte, Kurul tarafindan verilen yetki ¢ercevesinde gerekli goriilen hallerde
ticari reklam ve haksiz ticari uygulamalari tedbiren durdurabilmektedir. Goriildiigi
gibi Reklam Kurulu Bagkani’nin reklamlarla ilgili dnemli yetkileri bulunmaktadir. Ba-
kanhigm gorevlendirdigi ilgili genel miidiiriin reklamlar tizerinde boylesine kapsamli
bir yetki ile donatilmas, siyasi erkin reklam sektoriinii kendi bakisacist dogrultusunda
yonlendirme/etkileme tartigmalarini da ister istemez beraberinde getirmektedir.

Reklam Kurulu Yonetmeligi'nin 7. maddesi Kurulun gorevlerinin neler oldugunu
siralamaktadir. Bu kapsamda; “Kanunun 61’inci ve 62’nci maddelerinde belirtilen
esaslara uygun olarak ticari reklamlarda uyulmasi gereken ilkeleri belirlemek ve hak-
siz ticari uygulamalara kars1 tiiketiciyi korumaya yonelik diizenlemeleri yapmak ve
Bakanlik araciligiyla duyurmak; ticari reklam ve haksiz ticari uygulamalari, belirle-
nen ilkeler ¢ergevesinde incelemek ve gerektiginde denetim yapmak; Inceleme veya
denetim sonuclarina goére Kanun’un 61’inci ve 62’nci maddelerinde belirtilen yii-
kiimliiliikklere aykir1 hareket edenler hakkinda Kanun’un 77 nci maddesinin onikinci
ve oniiglincii fikralarinda belirtilen idari yaptirimlart uygulamak”, Kurul’un temel
gorevleri arasinda yer almaktadir. Kurul ayrica, reklami tedbiren durdurma karari
verme yetkisini Baskan’a devredebilmekte; Kurul’un ticari reklamlarda uyulmasi
gereken ilkeleri belirlerken ve ¢esitli diizenlemeleri yaparken iilke kosullarinin yani
sira evrensel kabul gérmiis kurallar ile gelismeleri de dikkate almasi istenmektedir.
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Kurul’un kararlarini alirken yalniz iilke kosullarini degil, evrensel kabul gérmiis
tanim ve kurallar1 da dikkate almasinin istenmesi, alandaki gelismeleri yakindan ta-
kip etmesinin talep edilmesi, alinan kararlarin evrensel hukuk degerlerine uygunlu-
gunun saglanmasi agisindan 6nem tagimaktadir. Reklam sektort, iletisim teknik ve
teknolojilerindeki gelismelerden ve degisimlerden en ¢ok ve en hizli etkilenen sek-
torlerin baginda gelmektedir. Bu nedenle Kurul’un bu degisim dinamigini yakindan
takip etmesi, kararlarina olan giiveni artiracagi kuskusuzdur.

Reklam Kurulu Yoénetmeligi’nin 8. maddesinde Kurul’a bagvurularin nasil yapi-
lacag1 diizenlenmekte, basvurularin yazili ve elektronik ortamda yapilabilecegi ifade
edilmektedir. Ticari reklama iligkin basvurularda sikayet edilen reklamin yaymlandi-
&1 mecra, tarih, sikayetin konusu gibi belirleyici hususlara; haksiz ticari uygulamaya
iliskin bagvurularda ise sikayetle ilgili bilgi ve belgelere yer verilmesi istenmektedir.
Sikayet edilen reklamin, yazili ya da basili olanlarinin asillart da bagvuru sirasinda
talep edilmektedir. Reklam Kurulu Yoénetmeligi’nin 18, 19, 20 ve 21. maddeleri ih-
tisas komisyonlarinin kurulmasini diizenlemekte; kurulun karar vermesine yardimei
olmak {izere en az 3, encok 5 kisiden olusacak sektorel alanlarda ihtisas komisyon-
larinin kurulabilecegi ifade edilmektedir. Thtisas komisyonlar1 kendilerine verilen
dosyalar1 incelemekte ve raporlarin1 Reklam Kurulu Baskani’na sunmaktadir. Thtisas
komisyonlar1 ayda en az bir defa, ihtiya¢ duyuldugunda ise Bagkanin ¢agris1 iizerine
toplanabilmektedir.

Ornek Reklam Kurulu Kararlan

Reklam Kurulu’nun kurulus amaci ve yerine getirdigi gorevler ifade edildikten
sonra bu boliimde Reklam Kurulunun aldig1 bazi kararlar incelenecektir. Kurul’un
yaptig1 238. toplantidan ¢ikan kararlardan biri olan asagidaki karar 14 Temmuz 2015
tarihini tasimaktadir. Bu kararlarin tiimii Giimriik ve Ticaret Bakanliginin (2014b)
“www.gtb.gov.tr” isimli kurumsal web sayfasinda yayinlanmakta ve kamuoyunun
bilgisine sunulmaktadir.

Dosya No: 2015/12

Sikayet Edilen: Vodafone Telekomiinikasyon A.S.

Sikayet Edilen Reklam: “Vodafone Siipernet Telefonsuz ADSL ” baslikli reklamlar
Reklam Yayin Tarihi: Ocak-Nisan 2015

Yaymnlandig1 Mecra: TV, Gazete, internet

Tespitler: Muhtelif mecralarda yayinlanan reklamlarda; “Evde internet yok mu?
Yok. Ev telefonu baglat dediler kalsin ya dedim. Bir evde nasil internet olmaz ya.
Ne saswriyorsun be yigidim, aslanim internet dedigin sey ne yav. Noluyor yav, gel
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uzaklara gidelim, ata binelim, kili¢c kusanalim. (...) Bu devirde internet olmayan ev
taaa bu devirde goziikiir. Vodafone Siipernet telefonsuz ADSL eve geliyor. Evler ¢agi
yvakaltyor. Vodafone’a gelin ekstra hicbir iicret olmadan ayda sadece 49.90 a limitsiz
internet evinize gelsin. Yeni yilda eve internet baglatmak iste bu kadar kolay.” ifade-
lerine yer verildigi tespit edilmistir.

Degerlendirme/Karar: inceleme konusu reklamlarda, “Evde internet yok mu?
Yok. Ev telefonu baglat dediler kalsin ya dedim. Bir evde nasil internet olmaz ya. Ne
sasirryorsun be yigidim, aslanim internet dedigin sey ne yav. Noluyor yav, gel uzakla-
ra gidelim, ata binelim, kili¢ kusanalim. (...) Bu devirde internet olmayan ev taaa bu
devirde géziikiir. Vodafone Stipernet telefonsuz ADSL eve geliyor. Evier ¢agi yakali-
yor. Vodafone’a gelin ekstra hi¢bir ticret olmadan ayda sadece 49.90 a limitsiz inter-
net evinize gelsin. Yeni yilda eve internet baglatmak iste bu kadar kolay.” ifadelerine
yer verilerek tiiketiciler nezdinde internet hizmeti sunan firmalarin internet hizmeti
verebilmeleri i¢in ev telefonu baglantisinin zorunlu oldugu algisinin olusturuldugu,
ancak 03.12.2010 tarihinden itibaren internet hizmeti almak isteyen tiiketicilere yalin
DSL hizmetinin sunuldugu, tiiketicilerin ev telefonu ve internet hizmetini birlikte
almalarimin zorunlu olmadig1, bu nedenlerle anilan reklamlarin gergegi yansitmadigi,

Dolayisiyla, s6z konusu reklamlarin tiiketicileri yaniltici nitelikte oldugu ve diiriist
rekabet ilkelerine aykirilik teskil ettigi, bu durumun da;

- Inceleme konusu reklamlarin yayinlandig1 dsnemde yiiriirliikte bulunan miilga Ti-
cari Reklam ve Ilanlara iliskin Ilkeler ve Uygulama Esaslarina Dair Yo6netmeligin
5/a, 5/e, 7/a, 7/c ve 21 inci maddeleri,

- 10.01.2015 tarih ve 29232 sayili Resmi Gazete’de yaymlanarak yiirtirlige giren Ti-
cari Reklam ve Haks1z Ticari Uygulamalar Y 6netmeliginin 5, 7 ve 32 nci maddeleri,

- 6502 sayil Tiiketicinin Korunmasi Hakkinda Kanun’un 61 inci maddesi hiikiimle-
rine aykir1 olduguna,

Buna gore, reklam veren Vodafone Telekomiinikasyon A.S. hakkinda, 6502 sayili
Kanun’un 63 {incii ve 77/12nci maddeleri uyarinca anilan reklamlar: durdurma ceza-
st verilmesine karar verilmistir.

Goruldigi gibi Reklam Kurulu iletisim hizmetleri alaninda kendisine yapilan
bagvuruyu degerlendirmis; televizyon, gazete ve internet mecralarinda yayimlanan
reklamlarin tliketicileri yaniltici nitelikte oldugu ve diiriist rekabet ilkelerine aykirilik
teskil ettigi sonucuna varmis; hukukun kendisine verdigi yetkiyi kullanarak reklam-
larin durdurulmasina hiikmetmistir.
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Reklam Kurulunun giindemine alip degerlendirdigi bir diger reklam Tiirk Teleko-
miinikasyon A.S$’nin gazete ve televizyonlarda yayinlanan reklamidir. Kurul’un ilgili
reklamla ilgili yaptig1 degerlendirme ve aldig1 karar su sekildedir:

Dosya No: 2015/1281
Sikayet Edilen: Tiirk Telekomiinikasyon A.S.

Sikdyet Edilen Reklam: ““Swra Tiirkiye nin En Iyi 4.5G Mobil Sebekesinde”
baslikli reklamlar

Reklam Yayin Tarihi: 26.08.2015-20.11.2015
Yayinlandig1 Mecra: TV, Gazete

Tespitler: 26.08.2015-20.11.2015 tarihlerinde mubhtelif televizyon kanallarinda
yayinlanan “Sira Tiirkiye nin En lyi 4.5G Mobil Sebekesinde” baslikli reklamlarin
ana vaadinde; “Biz her yeni giine yarini kurmak icin basladik. Tiirkiye 'nin 81 iline
fiber interneti ulagtirmak igin yola ¢iktik. 35.000 ¢alisanmumizla diinyanin en hizl fi-
ber altyapisini kurmayr basardik. Kurdugumuz altyapr uzunluguyla diinyanin ¢evre-
sini tam 5 kez dolasti ve hiziyla da Tiirk Telekom ismini Guiness Rekorlar Kitabina
vazdirdi. Tiirkiye've diinyanmin en hizli fiber altyapisini kuran Tiirk Telekom, simdi
Tiirkiye 'nin en iyi 4.5G sebekesini kuracak. 17 milyon Avea’l Tiirk Telekom 'un yep-
veni 4.5G teknolojisinden doya doya yararlanacak, bilgiye, eglenceye ¢ok daha hizli
ulasacak. 4.5G ile Tiirkiye 'nin hizina hiz katiyoruz. ” ifadelerine, altyazida “Tiirk Te-
lekom fiber internet altyapisi Tiirkiye sinirlart igerisinde 202 bin km uzunlugundadir.
Tiirk Telekom, Istanbul-Ankara arasinda bir tek ¢ift fiber kablo baglantist iizerinden
gergeklestirdigi veri aktarim hiziyla Guinness tarafindan tescil edilen rekorun sahibi
olmugstur. 4.5G teknolojisi, 4.5G baz istasyonlart iizerinde servis alwr. Destekleyen
cihaz ve sim kartlarla yararlanmlir. Detaylar: www.turktelekom.com.tr” ifadelerine,
muhtelif gazetelerde yayinlanan reklamlarda; “Diinyanin en hizli fiber altyapisini
kuran Tiirk Telekom, simdi de Tiirkiye 'nin en iyi 4.5G sebekesini kuracak. 17 milyon
Aveals, Tiirk Telekom 'un yepyeni 4.5G teknolojisinden doya doya faydalanacak. Tiirk
Telekom veri aktarim hiziyla Guiness Rekorlar Kitabt 'na girmistir” ifadelerine yer
verildigi tespit edilmistir.

Degerlendirme/Karar: Inceleme konusu televizyon reklamlarinin ana vaadinde
yer alan; “Tiirkiye 've diinyanin en hizli fiber altyapisini kuran Tiirk Telekom, simdi
Tiirkiye 'nin en iyi 4.5G sebekesini kuracak” ifadeleri ile 4.5G teknolojisinin en 6nemli
getirisi olan internet hiz artis1 birlikte degerlendirildiginde, reklamlarda en hizli 4.5G
hizmetinin firmaniz tarafindan verilecegi izlenimi olusturuldugu, ancak 4.5G teknolo-
jisinin sunumunda ulasilabilecek maksimum hiz; firmalarin sebekelerinde uyguladik-
lar1 topoloji, kullandiklar standart ve frekans bantlar1, hava kosullari, abone sayilari,

246



Ozkan / Reklamda Etik ilkelerin Onemi ve idari Denetim Yontemi Olarak Reklam Kurulunun islevi

trafik yogunlugu, hizmet alan kullanicilarin el terminallerinin destekledigi teknoloji
ve frekanslar ve firmalarin farkli saha tecriibeleri gibi bir¢ok parametreye bagli olarak
degiskenlik gosterebileceginden hiz konusunda kesin bir hilkme varmanin, hiz karsi-
lastirmas1 yapmanin ve spesifik olarak hiz belirtmenin miimkiin olmadigi,

Ayrica, muhtelif gazetelerde yayimlanan reklamlarda, tanitim1 yapilan 4.5G tekno-
lojisinin ancak anilan teknolojiyi destekleyen cihaz ve SIM kartlar ile kullanilabile-
cegi bilgisine yer verilmeyerek tiiketicilerin eksik bilgilendirildigi,

Dolayisiyla, s6z konusu reklamlarin tiiketicileri aldatici nitelikte oldugu ve haksiz
rekabete yol actig1, bu durumun da;

- Ticari Reklam Ve Haksiz Ticari Uygulamalar Yo6netmeliginin, 5 inci, 7 nci, 8 inci,
9 uncu ve 32 nci maddeleri,

- 6502 sayili Tiiketicinin Korunmasi Hakkinda Kanun’un 61 inci maddesi hii-
kiimlerine aykir1 olduguna,

Buna gore, reklam veren Tiitk Telekomiinikasyon A.S. hakkinda, 6502 sayili
Kanun’un 63 iincii ve 77/12 nci maddeleri uyarinca anilan reklamlar: durdurma ce-
zasi verilmesine karar verilmistir.

Bu kararda da goriildiigii gibi Reklam Kurulu, tiiketicinin aldatilmasina yonelik
tutumlarda hassas davranmakta, tiiketiciyi aldatmay1 ayni zamanda ahlaksiz, etik dist
bir davranis olarak kabul etmekte ve kanunun kendisine verdigi yetkiyi kullanarak
markay1 bu davranisindan men etmektedir. Yanlis veya eksik bilgi ile tiiketicinin
yonlendirilmesinin 6nlenmesi ayni: zamanda haksiz rekabetin Oniine gecilebilmesi
acgisindan da 6nem tasimaktadir.

Reklam Kurulunun durdurma cezas1 verdigi bir diger reklam ise internet mecrasinda
kitleye ulasan bir reklamdir. Kurul sadece gorsel-isitsel veya yazili reklam mecralarimi
degil, ayn1 zamanda internet ortamlarini da yakindan takip etmekte, buralarda ilkelere
ayrili bulunan reklamlarla ilgili degerlendirme yapmakta ve karar almaktadir:

Dosya No: 2014/649
Sikayet Edilen: Pelle Estetik Salonu

Sikayet Edilen Reklam: www.pelleestetik.com adresli internet sitesinde yer alan
tanitimlar

Reklam Yayin Tarihi: 19.08.2015

Reklamin Yaymlandigs Mecra: Internet
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Tespitler: S6z konusu kurulusa ait Kurulusunuza ait www.pelleestetik.com adresli
internet sitesinin 19.08.2015 tarihli gériiniimlerinde;

-Kurulusunuzun sundugu hizmetler arasinda; “Zayiflama Unitesi-Kavitasyon,
kimyasal peeling” gibi doktor kontroliinde uygulanmasi gereken tibbi islemlerin ta-
nitiminin yapildigi,

- Kurulusunuzun isminin; “Pelle Estetik” olarak belirtildigi, kurulusunuzun bir gii-
zellik salonu seklinde faaliyet gostermesi nedeniyle bu ifadenin tiiketiciler agisindan
yaniltict nitelikte oldugu,

Tiim bu tanmitimi yapilan islemlerin, kurulusunuzun yetkisinde olmayan tibbi is-
lemler oldugu tespit edilmistir.

Degerlendirme/Karar: Saglik alaninda faaliyeti olmayan kurulusun incele-
me konusu internet sitesinde yapilan tanitimlar araciligiyla saglik alaninda faaliyet
gosterdigi yoniinde bir alg1 olusturdugu; dolayisiyla, s6z konusu tanitimlarin ilgili
mevzuata aykiri olarak benzer kuruluslar arasinda haksiz rekabete yol agtig, tiiketici
yaniltici ve aldatic nitelikte oldugu, tiim bu durumlarin da;

- Ayakta Teshis ve Tedavi Yapilan Ozel Saglik Kuruluslart Hakkinda Yénetmeligin
gegici 5 inci maddesinin 2 nci fikrasi,

- Isyeri Agma ve Calisma Ruhsatlarima Iligkin Yénetmeliginin 16 nc1 maddesi;

- Ticari Reklam ve Haksiz Ticari Uygulamalar Yonetmeliginin 7/1, 7/2, 7/3, 7/4,
7/5-b, 26 ve 32 nci maddeleri,

- 6502 sayil Tiiketicinin Korunmas1 Hakkinda Kanun’un 61 inci maddesi hiikiimle-
rine aykiri olduguna,

Buna gore, reklam veren Pelle Estetik Salonu hakkinda, 6502 sayili Kanun’un 63
iincii ve 77/12 nci maddeleri uyarinca anilan reklamlart durdurma cezasi verilmesine
karar verilmistir.

Reklamin internet mecrasinda yaymlanmasi, Reklam Kurulu agisindan herhangi
bir farklilik arzetmemekte, tipki gazete veya televizyonda yayimnlanan reklamlar gibi
ayni isleme tabi tutulmaktadir. Son yillarda internetin ¢ok hizli gelismesi ve yay-
ginlagmasina ragmen, bu mecra iizerinde yeterli bir denetimin olmamasi, igeriklerin
belirli siizgeglerden/kontrol mekanizmalarindan gegirilmeden kitleye ulastiriimasi
beraberinde etik degerlere ve hukuk kurallarina aykiri mesajlarin artmasi sorununu
da getirmektedir.

Daha once de ifade etttigimiz gibi, Uluslararas1 Reklam Uygulama Esaslar1 rek-
lamlarin mutlaka “dogruluk ve diiriistliik” ilkesine uygun olmasini sart kogsmakta,

248



Ozkan / Reklamda Etik ilkelerin Onemi ve idari Denetim Yontemi Olarak Reklam Kurulunun islevi

tiiketici haklarina riayet edilmesini istemektedir. Tiiketiciyi yaniltan, aldatan, dogru-
luk ve diiriistliik ilkesine aykir1 unsurlar tasiyan reklamlar sadece hukuku ihlal etme-
mekte, ayn1 zamanda etik degerlere de aykirilik teskil etmektedir. Reklam Kurulu,
reklamlarin hukuka uygunlugunu denetlerken onlarin etik ilkelere uyup uymadiklari-
nin gozetimini de yapmaktadir. Tiiketiciyi aldatan, rekabet kosullarini ihlal eden bir
reklam sadece hukuku ihlal etmemekte, ayrica etik dis1 bir tutum da sergilemektedir.
Hukuku ve etik degerleri ihlal etmeyi aliskanlik haline getiren, bu hassas konularda
gerekli 6zeni gostermeyen kurumlarin ve markalarin Reklam Kurulu vasitasiyla ka-
muoyuna ilan edilmesi, tiiketicilerin bilinglenmesi, bu tiir davranislara kars1 gerekli
direnci olusturmalar1 agisindan da 6nem tasimaktadir. Tiiketicilerin hukuku, ahlaki
ve toplumun degerlerini dikkate alan markalara ve kurumlara kars1 sempati besleme-
si, onlar1 tercih etmesi de olumsuz 6rneklerin azalmasi igin elzemdir.

Sonu¢

Reklam sektoriinde dnce reklamcinin kendi kisisel etik anlayisi, daha sonra 6rgiit-
sel ve mesleki etik anlayigi 6ne ¢ikmaktadir. Reklamci, kendi vicdaninda olusturaca-
81 kisisel etik anlayisini ne kadar saglam ve saglikli bir sekilde gelistirirse, meslegini
o oranda etik degerlere bagli olarak yapabilme imkan1 bulacaktir. Reklam ajansi ile
reklamveren arasindaki iliskileri belirleyen orgiitsel etik anlayisi, reklamcilik mesle-
ginin giiven, seffaflik ve diirtistliik ilkeleri ¢ergevesinde yapilabilmesinin temel kosu-
nu olusturmaktadir. Bu iki unsur arasindaki giiven baginin saglamligi, ortaya ¢ikacak
reklamlara da olumlu yansiyacaktir. Mesleki etik anlayisi ise, reklamcilik sektoriinde
calisanlardan belirli davranis kaliplarina uymalarin1 beklemekte, uymayanlar: disla-
makta, meslegin gelisimine katki saglamaktadir.

Reklamcilik sektoriinde mesleki etik ilkeler saglikli isletilebilir ve bu ilkelerin igsel-
lestirilmesi saglanabilirse, yasal sinirlarin asilmasi da azaltilabilir. Mesleki etik ilkelere
uyuldugunda ayni zamanda hukuki ¢erceve i¢inde kaliarak hareket edilmis olacagin-
dan, hukuk dis1 uygulamalardan uzak kalinacagi da agiktir. Reklam sektdriiniin hukuki
yaptirnmlardan ziyade meslek ilkeleri ve meslek orgiitleri araciligiyla etik degerlere
uygun davranmasinin saglanmasi en ideal olamdur. fletisim sektdriiniin en 6nemli 6ge-
lerinden biri olan reklamim hukuki yaptirimlar ile siirlanmasi, kisitlanmasi, hatta ya-
saklanmasi, iletisim 6zglirligii agisindan dogru bir yaklagim olmayacaktir. Ama siddete
6zendiren, ahlaki degerleri hice sayan, nefret sucu isleyen, toplumun ortak kabullerine
saldiran reklamlar da kabul edilemez bir mahiyete sahiptir. Bu tiir reklamlar, iletisim
Ozgiirliigii ileri siiriilerek savunulamaz. Reklam; toplumu etkileyen, yonlendiren, satin
alma kararinin verilmesine yardimet olan ¢ok dnemli bir iletisim aracidir. Medyanin
nasil toplum tizerinde ciddi bir etkisi varsa ve kamuoyunu yonlendirebiliyorsa, reklam
da benzer bir giice sahiptir. Kitle iletisim mecralarini1 kullanan, artik sosyal medya ile
toplumun kilcal damarlarina bile girmeyi basarabilen reklam mesajlarinin, etik ilkelere

249



i AHLAKI DERGisi

bagl kalmasi biiyiik bir 6nem tagimaktadir. Eger reklam mesajlari toplumu olumsuz
etkileyebilecek unsurlar tasirsa, bunun sonuglari tahmin edilenden agir olabilir, daha
fazla kar hirsiyla etik ilkelerin ihlal edilmesi topluma zarar verebilecek sonuglar dogu-
rabilir. Gliniimiizde etik ilkelere bagli bir is diinyasi anlayis1 6ne ¢ikmakta, bu ilkelere
bagl kalmayanlar ise dislanmaktadir (Ozkan, 2014b, s. 153).

Reklam Kurulunun kararlarina bakildiginda tiikketicinin yanlis bilgilendirildigi,
dolayisiyla yanlis yonlendirildigi, haksiz rekabete yol agabilecek tutumlarin igerisine
siklikla girildigi goriilmektedir. Makalede 6rnegini verdigimiz ii¢ Kurul karari, bu
konuda yeterli bir fikir vermektedir. Ustelik hukuka ve etik ilkelere uymayan reklam-
lar1 yapanlar sadece kiiciik 6l¢ekli firma ve markalar degildir ve ¢ok biiyiik kurum ve
markalarin da bu konu da gerekli hassasiyeti ne yazik ki gostermedigi goriilmektedir.
Etik ihlalleri sadece gazete veya televizyon mecralarinda degil ayn1 zamanda dijital
ortamlarda da siklikla yapilmaktadir. Daha once de ifade edildigi gibi, kamuoyunu
bilgilendiren/yonlendiren, kanaat olusturan reklam mesajlarinin mutlaka dogruluk,
diirGistliik ilkelerine uygun olmasi, tiiketicinin giivenini sarsacak hertiirlii olumsuz-
luktan siddetle kaginmasi gerekmektedir. Sektdrde bu konuda bir hassasiyetin olug-
tugunu soylemek ise simdilik giictiir. Rekabetin zorlamasi, reklamverenin ¢esitli ta-
lepleri ve diger bazi unsurlar, reklamcilarin etik gibi ¢ok 6nemli bir konuya duyarsiz
kalmasina neden olmaktadir. Reklamcilar kisa vadede bu duyarsizliklar iizerinden
birtakim getiriler elde etseler, lirlin ya da hizmetlerine yonelik hedef kitlenin ilgisini/
dikkatini ¢ekseler de; orta ve uzun vadede hem mesleklerinin saygimligini ve itibarini
yitireceklerini hem de tiiketicilerin giivenini sarsacaklarini bilmelidirler.

Reklam sektoriiniin hukuk kurallarina ve etik degerlere uygun reklam yapmasi
istenilen ve beklenilen bir durumdur; bu yapilmadiginda ise devreye denetim me-
kanizmalar1 girmektedir. Reklamim denetim mekanizmalarindan en 6nemlisi ve
iilkemizde en sik kullanilani, idari denetim yontemidir. Kanunla kurulan “Reklam
Kurulu” araciligiyla yiiriitiilen idari denetim, reklamlarin ahlaka, dogruluk-diiriistliik
ilkesine, toplumsal sorumluluk anlayisina uygunlugunu denetlemekte, toplumu ve
bireyi korumay1 amaglamaktadir. Reklam Kurulu, yaptigt denetimlerde Uluslararasi
Reklam Uygulama Esaslari’nda belirtilen ilkeleri esas almakta, reklamlarin sadece
hukuk kurallarina degil, etik ilkelere de uygun hazirlanmasini tegvik etmektedir. Rek-
lam Kurulu, gordiigii islev agisindan gerekli bir kurum olarak degerlendirilmekte, bu
denetim mekanizmasi bireyin ve toplumun siddete, istismara, nefret sdylemine vb.
kars1 korunmasi agisindan 6énemli bulunmaktadir. Ancak Reklam Kurulunun yapisi-
nin siyasi erke yakin konumlanmasi, kararlarinda birtakim politik etkilerin izlerinin
olabilecegi kaygilarini da beraberinde getirmektedir. Bu kaygilar1 ortadan kaldirmak
i¢cin Reklam Kurulunun yapisi yeniden diizenlenmeli; sektdrden, akademiden ve sivil
toplum orgiitlerinden gelen {iyelerin sayisi artiritlmalidir.
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Reklam sektorii toplumu etkileyen bir is yaptig i¢in kuskusuz denetim dis1 bi-
rakilamaz ama bu denetim mekanizmasinin “idari denetim” yerine, sektoriin kendi
kendisini denetledigi 6z denetim modelinin giiclendirilmesi seklinde ger¢eklesmesi
en dogru ve saglikli yontem olacaktir. Reklamin iletisim 6zgiirliigiinii saglamada en
onemli gorev, reklam 6z denetim kurullarina diismektedir. Bu kurullarin etkin ve
saglikli sekilde calistirilmasi, hem reklam sektorii iizerindeki hukuki denetim meka-
nizmasini hafifletecek hem de etik degerlere uygun reklamlarin tiretilmesine 6nemli
bir katki saglanacaktir. Bireylerin de hukuk kurallarina uyan, etik degerlere 6nem
veren, toplumsal sorumlulukla hareket eden markalara sahip c¢ikarak etik ilkelerin
igsellestirilmesine yardimci olmasi gerekmektedir.
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Board of Advertisement’s Function as a Method of
Administrative Control
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Abstract
Advertising, which plays an important role in the promotion of products and services, as well as in the purchase
decisions made by a target audience, aims to draw attention to a brand or organization or to address a particular
thought at the same time it convinces people to act a certain way of their own accord. Advertisement aims to
change the target audience’s views and habits and to also ensure they adopt a certain opinion or attitude through
the message it gives. Advertisers can sometimes sponsor ads that are not in accordance with ethical principles
and that are incompatible with the values of integrity and honesty; they can advocate while also sheltering these
improper behaviors behind a variety of excuses. This article, in examining how important ethical principles
(which advertisers can sometimes ignore) are for the advertising industry and profession, emphasizes the
importance for the development of the advertising industry to advertise while abiding by ethical principles. Ads
that are carried out in accordance with ethical principles increase trust in the brand and their message’s credibility.
Monitoring ads that dont comply with ethical principles or the law carries importance in terms of protecting
society and individuals. In this article, the method of executive control is examined in detail from these methods

of control, and the Board of Advertising’s function within this control mechanism is discussed.
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Advertisement in the new millennium plays a very important role in the promotion
of products and services produced by the industry of culture; thus, it occupies a large
part of individuals’ daily lives. Brands and businesses, in conveying to consumers
through advertisement the most comprehensive information about their products and
services, also benefit again from the, if it may be said, magical world of advertising in
order to convince their audiences to carry out their purchases. The advertising sector
is fed by creativity, makes a difference while protecting originality, and fulfills the task
of convincing the masses while also laying claim to their independence. The elements
of creativity, originality, and independence, which are very important capital of the
sector, become more significant when supported and surrounded by the rule of law
and by ethical principles. This is because advertisements and advertisers are expected
to have a sense of social responsibility, to respect the public’s rights, and to comply
with the principles of honesty and integrity. The boundaries of the ethical principles
of advertising have been drawn by the International Chamber of Commerce Code on
Adpvertising Practice; ads that are made in accordance with these guidelines are accepted
as ads that are appropriate to ethical values and have a sense of responsibility.

Although there are many scientific publications regarding the technical aspects
of the advertising profession in the literature, only a limited number of publications
have addressed the ethical dimensions of advertisement. Advertising ethics and the
importance of moral values in advertising are mostly discussed in brief in books
on advertising. In this regard, Advertising Ethics in Turkey: Problems and Solutions
fills this gap as a recently published book that features a comprehensive scientific
study. This article, therefore, aims to draw attention to the ethical dimension (which
has been mostly unmentioned) that remains in the background, yet is an important
factor. Furthermore, the structure and resolutions of the Board of Advertisement, as
a method of administrative control that exhibits significance because it is closely
concerned with both the sector and society, deserve an examination and discussion.

The Board of Advertisement was established by law with the purpose of auditing
advertisements through the method of administration and is a control mechanism that
has the power of sanction. While supervising, the Board of Advertisement looks at
compliance with the principles of public morality, accuracy, and honesty; it aims to
protect against social violence, abuse, and other adverse conditions.

This article discusses why ethical principles are important for ads and advertisers;
it investigates how to respond to the need for the Board of Advertising to control this
while putting emphasis on advertisement’s sense of control. In order to detect how
the function is viewed in the administration of the Board of Advertising, this article
discusses one decision that has been made by the Board.
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The Concept of Advertising

Advertisement can be defined as the entirety of efforts to introduce a
product or service to the public, who will certainly pay the cost of the product
or service by buying space and time from mass media (Elden, Ulukdk, &
Yeygel, 2005, p. 62). The scope of advertisement consists of the act of introducing and
adopting people, institutions, goods, and services to the public. When considered from
the perspective of marketing, advertising is presented to the target audience through
non-personal methods in the exchange of ideas, institutions, goods, and services for
a certain fee that is paid to the advertising medium (Okay, 2009, p. 6). Advertisement
aims to convince people to perform a particular behavior of their own accord; address
a particular thought; or draw attention to a product, service, idea, or organization.
Advertisement conveys the information that it wants to give the target audience and
also a message by drawing their attention; it precedes the change of opinion and habit,
ensuring they adopt a particular view or attitude (Giilsoy, 1999, p. 9). Advertising has
two main goal; sales and communication (Kocabas & Elden, 2009. p. 77).

The American Marketing Association’s definition of advertising, meanwhile, is
as follows: “Advertising is the placement of messages and announcements to the
tools of mass media by purchasing time and space to entice companies, non-profit
organizations, public institutions, and individuals for the purpose of informing
and/or persuading the members or viewers that form a specific target market
about products, services, organizations, or thoughts” (Elden, 2009, p. 136). In this
definition, two main features of advertising draw the attention: to inform and to
persuade. Advertisement primarily involves informing consumers about a product.
In particular, advertisement plays a strategic role in informing consumers about a
product that has been put on the market for the first time. Persuasion is also another
key feature of advertising. Consumers need to be convinced to able to decide to buy
something. In order to convince, it is essential to obtain enough information and find
the answer to the questions that are on one’s mind. Advertisement plays a facilitating
role in consumer decisions in the complex and arduous process of persuasion. No
matter how believable or reliable a product is, no matter how robust, high quality, or
affordable it is, the message of advertising is easy to the extent that persuasion also
occurs (Ozkan, 2014b, p. 38).

Social Effects of Advertising

Advertisement has a significant effect on society, characterized by sending a
message to the public aimed at convincing a target audience. Advertising must use this
power on society with a sense of responsibility; it must act in accordance with ethical
values and the principles of law. Irresponsible behaviors related to the message and
rhetoric of advertising can cause attitudes that oversee the general morality of society
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to perceive ads negatively; this undoubtedly damages the brand and overshadows the
prestige and reputation of the brand in the eyes of the consumer (Ozkan, Tandaggiines,
& Dogan, 2015, p. 4). Ads closely affect the lives of individuals in society in four
important ways (Kavas, 1988, p. 69; Ozkan, 2014b, p. 147):

Power of persuasive advertising. Firstly, accurate information needs to be
transferred to convince the target audience. Through information, consumer and target
audiences form a conviction about a product. However, there is a need in the creative
aspect of advertising to turn that conviction into a decision to purchase. Advertising
performs a strategic function in turning information passed to the consumer into the
decision to buy.

Conformity of advertising to the principles of honesty: Ads must convey
true and accurate information when transferring information to the target audience,
because the slightest insecurity that is created in the target audience will injure both
the product and company’s image and reputation. Conveying information that hides
something from the consumer or isn’t true is definitely not proper behavior.

Aesthetic and visual dimension of advertising. Society closely follows the visual
presentation of the message that ads give. Mankind has always trended towards the
aesthetic and the beautiful. Ads that are visually attractive and aesthetic carry value
in terms of persuasion. As much as they can be truthfully used, aesthetics and visual
elements also realize positive social effects.

Relationship of advertising with value judgments and lifestyle. Social values
and cultural assets are the main elements of advertisement communications. The
more the message of advertisement hosts elements that are generally accepted in
society, the more its influence increases. Ads also offer a way of life to society; at the
same time the message is given that people who have the products and brands that an
ad shows will also have that lifestyle.

Importance of Ethics Principles in Advertising

Ethics, which analyzes the rules and values of morality as an indicator of ideals
and abstractions, is the art of specifying what is proper and decent (Dedeoglu, 2004).
The concept of ethics (which defines what is good or bad and what is true or false)
seeks the good, the beautiful, and the true through the principles it forms. Mass
media has the power to direct and influence society. For this reason, mass media
needs to act with a sense of absolute responsibility and behave appropriately within
the limits of the law. The same thing is valid for advertisements that give messages
and try to persuade society. Advertising messages are no different from a report or
commentary printed in the newspaper or from a program broadcast on television. The
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responsibility and understanding of publishing within the legal limits in accordance
with the ethical values that are expected from mass media are also similarly expected
from advertisers. When ethics in the advertising industry is spoken of; first to come to
the fore is the personal ethics of advertising, then come the concepts of organizational
ethics and professional ethics (Ozkan, 2014b, p. 151).

The source of personal ethics is primarily formed through an individual’s own
conscience. The positive and negative effects of advertised messages that are presented
to society must be determined individually for the structure of the society where each
advertiser is found (Yeygel, 2007, p. 357). Organizational ethics includes the principles
that allow the same type of behaviors to be placed on those who are active in a legal
framework and that indicate some social responsibilities that organizations are assumed
to fulfill while performing the services they bring to a community (Yeygel, 2007, p. 358).
Professional ethics is the set of principles that a particular professional group creates,
maintains, and complies with regarding the profession. It limits personal tendencies,
expects certain patterns of behavior from the ones who perform the profession, and
regulates competition within the profession (Aydin, 2002, p. 4).

Through the existence of ads that deceive and mislead consumers, public critiques
on the content of ads have made the creation of ethical principles mandatory. Ethical
principles have formed ad suppliers, advertisers, and media representatives together. The
demands of associations and foundations that represent the consumer have been taken
into account in determining ethical principles. The International Advertising Practice
Guidelines (IAPG) that determined the International Chamber of Commerce (ICC),
which is internationally accepted as the basic text on the subject of ethics principles in
advertising, was issued in 1937. The IAPG have also been adopted in Turkey (Celik,
2013, p. 156). The ethics principles in the [APG cover important issues in advertising
such as compliance with morals; accuracy; honesty; social responsibility; the protection
of children and youth; respect for individual rights and health; environmental awareness;
and consumer protection (Ozkan, 2014a, p. 5). When looking at the contents of the
basic ethics principles located in the IAPG, protection of the individual and society
are observed to have been given priority (Ozkan, 2014b, p. 190). The IAPG shows
sensitivity on the topic of ads that are prepared and published in accordance with the
values of ethics; they emphasize the importance of advertisements that are prepared
with an awareness of social responsibility and that protect the individual.

Main Sources of Advertising Law

In Turkey, the sources of advertising law show the variability of advertising
regulations that have been collected in different texts. Relevant provisions of the
Commercial Code that apply to unfair acts of competition that were perpetrated
through ads, together with those that were not directly associated with ads, form
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the classic and oldest source of advertising law. Legal regulations regarding ads are
situated in two main sources of the legislation: Consumer Law Legislation and the
Legislation of Radio and Television Law (Inal & Baysal, 2008, p. 10).

Commercial advertising and unfair commercial practices are discussed in Section
6 of Law no. 6502 on the protection of consumers (Tiiketicinin Korunmasi Hakkinda
Kanun, 2013), one of the main sources of advertising law. Arrangements made
regarding commercial ads are listed in detail in Article 61 of this same law. When
looking at the content of the article, the principles of “compliance with the law, public
morality, accuracy, and fairness” are observed to come to the fore among the general
principles to be followed in ads. Also, ads that promote violence; endanger life or
property; abuse children, the elderly, or the disabled; deceive or mislead; imply; or
disrupt public health are observed to be illegal.

Article 63 of the Law on Consumer Protection also regulated the establishment of
an Advertising Board that works under the Customs and Trade Ministry; the Board’s
wide powers are recognized by this law (T.C. Glimriik ve Ticaret Bakanligi, 2014a).

The second main source of advertising law is Articles 9 through 13 of Law no.
6112, regarding the Establishment and Broadcasting of Radios and Televisions. Also,
Regulations on the Principles and Procedures of Radio and Television, published
by the Radio and Television Supreme Council (RTUK), was established by this
law, which includes provisions relating to ads and regulations on how to implement
articles related to this law.

Phenomenon of Advertising Control and the Advertising Board

Ads are controlled judicially in the following four ways: administrative control, private
litigation, prosecution, and self-regulation (Avsar & Elden, 2004, p. 85; Inal & Baysal,
2008, p. 10). The method of administrative control of ads and the Board of Advertisement’s
practices that operate this control mechanism are discussed within the scope of this article.

The Board of Advertisement, which was established under the Ministry of
Customs and Trade due to Article 63 in the Law on Consumer Protection, has the
authority “to determine the principles to be followed in commercial advertising, to
make arrangements to protect consumers against unfair commercial practices, to
conduct audits within the framework of these issues, to investigate when necessary,
to have them stopped in accordance with the audit results, to use necessary correction
methods, and to punish through administrative fines, or if deemed necessary, bring it
to a halt” (Inal & Baysal, 2008, p. 80).

Fitting the Board of Advertisement with extensive powers and appointing the
Chairman of the Board by the Ministry also bring the debate together. The most
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important discussion on this issue is the claim that political power can negatively
guide the advertising sector in several ways through the board.

Example of a Decision from the Advertising Board

An example of a board decision will be examined to understand better the duties
of the Board of Advertising. What follows is one of the 238 decisions made during a
board meeting on July 14, 2015. These decisions were published on the Customs and
Trade Ministry’s website (www.gtb.gov.tr) (Glimriikk ve Ticaret Bakanligi, 2014b)
and are available to the public.

File No: 2015/12

Complaintant: Vodafone Telecommunications A.S.

Complaintant’s Ad: “Vodafone Supernet Phoneless ADSL " banner ads
Ad Publishing Date: January-April 2015

Publishing Channels: TV, Newspaper, Internet

Observations: In ads published in various media, “No Internet at home? Nope. I
kept saying they said connect a home phone. How's there no internet at home? How
amazing, be brave, buddy, the internet thing you said, how slow. Whats becoming
slow, come on, let’s go; let’s get on our horse and grab our sword. (...) During this
period, a home without internet appears (taaaa). Vodaphone Supernet phoneless
ADSL comes home. Homes are catching the times. Vodaphone, only 49.90 per month
with no extra charge, giving you unlimited internet at home. It’s so easy to bring in
the internet at home in the New Year.”” These words were found to be given.

Evaluation/Decision: subject of the review in the ads, “No internet at home?
Nope. I kept saying they said to connect a home phone. How's there no internet at
home. How amazing, be brave, buddy. The internet thing you said, how slow. What s
becoming slow, come on, let’s go, let’s get on our horse and grab our sword. (...)
During this period, a home without internet appears (taaaa). Vodaphone Supernet
phoneless ADSL comes home. Homes are catching the times. Vodaphone Supernet
phoneless ADSL comes home. Homes are catching the times. Vodaphone, only 49.90
per month with no extra charge, giving you unlimited internet at home. Its so easy to
bring in the internet at home in the New Year.” This statement gives the impression
to consumers that a home phone connection is necessary in order for the company
that offered internet service to be able to provide internet service. However, as of
12/3/2010, customers who want to receive internet service were offered a bare DSL
service; customers were not required to get a home phone along with internet service;
this reason was not reflected factually in the cited ads.
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Therefore, which of the ad’s words misled customers and which ones constitute a
violation of the principles of fair competition in this situation:

- in the period of reflection of the examination of the subject of the ad, in force
are Articles 5a, Se, 7a, 7¢, and 21 of the Principles Related to the Commercial
Advertising and Notices and the Regulation on the Implementation of Principles.

- Articles 5, 7, and 32 of the Commercial Advertising and Unfair Commercial
Practices, 1/10/2015 and enacted while printed in no. 29,232 of the Official Gazette.

- Contrary to the provisions of Article 61 in Law about Consumer Protection no. 6502

Accordingly, in regard to Vodafone Telecommunications, Inc., who provided the
advertisement, in accordance with Articles 77 and 12 of Law no. 63, the punishment
of halting the ad has been decreed.”

As was seen, the Board of Advertisement evaluated by itself the reference that was
made in the field of communication services, and they concluded that the ad, which
had been posted on television, in newspapers, and on Internet channels, had misled
customers; they concluded that it was contrary to the principles of fair competition.
Using the authority given to them by the law, they had the ad suspended.

As previously stated, the International Chamber of Commerce Code on Advertising
Practice has stated that ads are required to comply with the principles of integrity and
honesty and be willing to respect consumers’ rights. Ads that mislead consumers, that
deceive, and that bear elements which are contrary to the principles of honesty and
integrity are not only a violation of law but are also contrary to ethical values. The Board
of Advertisement monitored whether or not the ad had complied with ethical principles
while checking its legality. Advertisements that deceive consumers and violate the
conditions of competition are not only a violation of law, but they also exhibit unethical
attitudes. The announcement to the public and raising of consumer awareness by the
Board of Advertisement about organizations and brands that don’t exercise due diligence
on these sensitive issues and habitually breach legal and ethical values are important
in terms of creating the necessary resistance to this kind of behavior. Consumers who
sympathize towards and also choose the brands and institutions that are careful to take
laws, ethics, and societal values into account are essential for reducing negative examples.

Results

In the advertising sector, first advertisers’ own sense of personal ethics, and later,
their organizational and professional understanding of ethics stand out. As much as
advertisers improve the strength and health of the personal ethics that they create in their
own conscience, so can they perform their profession by depending on ethical values.
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The understanding of organizational ethics that determines the relationship between
an advertising agency and ad provider forms the main condition that can be performed
in the advertising professions’ principle framework of trust, transparency, and honesty.
The strength of the trust-bond between these two factors will also appear in the ads
that come out. The understanding of professional ethics expects that employees adhere
to specific behavior patterns, excludes those that don’t, and contributes to professional
development. If the principles of professional ethics in the advertising sector can be
healthily operated and successfully internalized, events that exceed legal limits can
be minimized. If these events comply with the principles of professional ethics and
at the same time remain within the legal framework, they will clearly be far removed
from illegal practices. If the seriousness of the media’s impact on society can influence
the public, then advertising also has this same power. The message of advertising,
which adheres to ethical principles, uses mass communication, and can even enter the
capillaries of society through social media, carries great importance. If advertising
messages carry elements that can adversely affect the community, the consequences
can be more severe than predicted; ethical principles that are violated through too
much greed for profit may lead to results that could harm society. These days, when a
business concept that adheres to ethical principles excels, those who do not adhere to
these principles are excluded (Ozkan, 2014b, p. 153).

One condition that is expected and requested is to advertise in accordance with the
legal rules of the advertising sector and with ethical values. When this is done, the
mechanisms of control circuitry enter. From among the mechanisms of advertising
control, the most important and most frequently used method in Turkey is administrative
control. Administrative control, which is conducted by the Board of Advertisement as
established by law, oversees that ads comply with morals, comply with the principles
of straightforwardness and truth, and are socially responsible; it aims to protect society
and individuals. The Board of Advertisement is based on principles that are specified in
the International Chamber of Commerce Code on Advertising Practice in its audits and
is not just the legal rules of advertisement. It also encourages preparations appropriate
to ethical principles. When the Board of Advertisement is evaluated as a necessary
institution from the perspective of its visible function, its control mechanism is found to
be important in terms of protecting individuals and society against violence, abuse, hate
speech, and more. However, the board’s location close to the political power structure
brings with it the anxiety that there may be some traces of political influence in its
decisions. To eliminate these feelings, the structure of the Board should be rearranged
and the number of its members who come from industry, academia, and civil society
organizations should be increased.

The advertising sector can not be left unchecked, for it performs a function that
affects society. However, instead of the control mechanism of administrative control,
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strengthening the industry’s self-regulating model of self-control will be the most
accurate and reliable method for realizing this. The most important task in ensuring
the independence of advertising communications is related to the advertising self-
regulatory boards. The effective and healthy operation of these establishments will
mitigate the legal control mechanisms over the advertising sector and will also
provide an important contribution to the production of ads that are more appropriate
to ethical values. It is necessary to help individuals who conform to the legal rules,
emphasize ethical values, and move with social responsibility to internalize ethical
principles while taking ownership of a brand.
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Sosyal Medyada Failin Davranis Kodlar1 Uzerine:
Ahlakin Kaynag1 Baglaminda Felsefi Bir Sorusturma
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Oz

[letisim kurabilme ve ahlakli olma insanoglunun iki 6zsel niteligidir. Iletisim bireyin bir toplum icinde var
olmaya ve varhgini anlamh hale getirme ugras: iken; ahlak var olanin deger ve niteligine iliskindir. Dogal
olarak her iki kavram bir eyleme(ye) isaret eder. Ikisi yan yana geldiginde ise “var olmanin anlam ve dege-
ri” gibi bir terkip olusur ki bu da bizi felsefe ile kars: karsiya getirmektedir. Giintimuzde ortaya ¢ikan yeni
medya teknolojileri ile beraber medyanin, dolayisiyla iletisimin niteligi de 6nemli 6lctide degismistir. Yeni
medya tabiati geregi yeni etik sorunlar1 da beraberinde getirmektedir. Bu baglamda yapilan etik tartismalarin
onemli olctude geleneksel medyanin etik kriterleri cercevesinde yapildigimi gormekteyiz. Biz bu calismada
bu cercevede yapilan tartismalara kisaca degindikten sonra, yeni medyanin énemli bir unsurunu teskil eden
sosyal paylasim sitelerinde ortaya cikan birey davramslarinin etik kodlarini “ahlakin kaynagi” baglaminda
felsefi bir perspektiften irdelemeye calisacagiz. Ahlakin kaynag ile ilgili teorilerin bir kismi dogrudan in-
sanin kendi varliginin analizini de beraberinde getirmektedir. Bu cercevede one cikan iki farkli perspektif
kuskusuz D. Hume ve I. Kant'in ¢oziimlemelerinde ortaya ¢tkmaktadir. Her iki disunirin felsefi perspek-
tiflerinden hangisinin konumuz baglaminda daha aciklayici oldugu irdelenmeye calisilacaktr.
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Yeni medya terimi, dogal olarak eski medya, klasik medya veya geleneksel medya
konseptinden farkli bir olguyu ifade eder. Bu durumda klasik medyanin temel nitelik-
lerini ortaya koymak, yeni medyanin da temel 6zelliklerini anlamamiza yarayacaktir.
Klasik yahut geleneksel medyanin (gazete, radyo, televizyon, sinema) en temel niteligi
gercevesinin belli olmasidir. Cercevesinin belli olmasi ayn1 zamanda kontrol edilebi-
lirliginin miimkiin olusunu ifade eder ve dolayisiyla da bir meslek grubunun eylem
alanina isaret eder. Geleneksel medyanin diger bir 6zelligi tek tarafli ve dikey bir en-
formasyon saglamasidir. Bagka bir 6zelligi ise degisme hizinin ve bilgi akiginin hem
form olarak hem de igerik olarak yavas olmasidir. Saptadigimiz bu ii¢ nitelige karsit
olarak yeni medyanin 6zelliklerini belirleyebiliriz. Birincisi, yeni medyanin nerdeyse
muayyen bir sinir1 ve muhatap kitlesi yoktur ve buna paralel olarak kontrol edilebilme
imkani1 son derece zordur. Clinkil s6z konusu medya, bir meslek erbabinin bir araya ge-
lerek olusturdugu kuralli bir birlik degildir. Tkincisi, yeni medya etkilesime es zamanl
acik olup c¢oklu bir ortama sahiptir. Dolayisiyla tek tarafli bir enformasyondan ziyade
neredeyse imkan bulan biitiin bireylerin paydas olabildigi interaktif bir ortamdir. Ugiin-
cli olarak da yeni medya gittik¢e ¢esitlenen ve aragsal islerligini siirekli bir bigimde
gelistiren niteligi ile son derece hizl bir iletisim ve etkilesim imkani1 sunmaktadir.

Binark’mn (2007b, s. 21) isaret ettigi gibi bilgisayar, internet ortami, cep telefonlart,
oyun konsollari, Ipod veya avug ici veri bankas kayitlayicilari ve iletisimcileri; diger
bir deyisle tiim bu dijital teknolojilerin olusturdugu yeni medya giderek giindelik ya-
samin her alanina niifuz etmis, yasam pratiklerini dnemli 6l¢lide doniistiirmiis, adeta
insan bedeninin bir pargasi gibi bir rol ifa eder noktaya gelmistir. Dijital kodlama sis-
temine sahip olmalar itibaryla yeni medyanin interaktif 6zelligi, iletisim siirecine ¢ok
katmanli ve eszamanli bir boyut kazandirmaktadir. Nitekim bu medya artik “besinci
kuvvet” (fifth estate) olarak nitelenmektedir (Ward ve Wasserman, 2010, s. 282).

Karsilasilan bu yeni duruma ister igerik ister kullanim pratigi agisindan bakilsin
“etik” tartigma kacinilmaz olmaktadir. Ciinkii bir yandan hem kullanan kitle hem de
mubhatap kitle agisindan anonim bir durum s6z konusudur. Bir taraftan bu yeni duru-
mun dogasinin korunmasi bir taraftan da belirli ilkeler etrafinda bir kullanimin ger-
ceklestirilmesi gerekmektedir. Ciinkil iletisimin ve dolayisiyla etkilesimin dogrudan
insan yasamini ¢ok boyutlu etkiledigi bir durumla kars1 karsiyayiz. Etki sahasi; kiil-
tiirel, ideolojik, geleneksel ve ekonomik etkiler gibi makro bir diizeyden bireyin 6zel
varhigm ilgilendiren mahremiyet ve miilkiyet tizerindeki etkiler gibi mikro diizeye
kadar genis bir ortamdan bahsediyoruz. Bu durum, Castells’in ifade ettigi gibi, ...
popiiler kiiltiir ile 6grenilen kiiltiir, eglence ile bilgilenme, egitim ile kanaat arasindaki
ayrimin, hatta farkin sona ermesi” (Castells, 2005, s. 497°den akt., Binark ve Siitct,
2007, s. 169) anlamina gelmektedir ki bu da ana akim bir simgesel ortamin olusmasi
demektir. Yeni medya ile birlikte meslek ahlakinin kapsam alani degistiginden etigin
de bir anlamda kapsam alan1 degigmis olmaktadir. Yurttas medyasi olarak nitelenen
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yeni medya ile iligkili etik anlayis “a¢ik etik” olarak kavramsallastiriimaktadir. Bu
yeni durumda bloglar, vikiler, sosyal medya aglar ile birlikte amacl kullanici kitlesi,
adeta kimi durumda haberci, kimi durumda gazeteci, kimi durumda yazar ve entelek-
tiiel rolleri ile karsimiza ¢ikmaktadir. Dolayisiyla daha once kapali kapilar ardinda
yapilan gazetecilik ve medya faaliyetlerinin dogas1 da degismis olmaktadir. Boylece
etik sadece medya profesyonellerinin degil, hepimizin sorunu olmaktadir. Ayrica bu
durumda ortaya ¢ikan dogal degisim, etigin s6z konusu kullanicilar tarafindan “bir
meslek etigi” olarak tartigilmasini anlamsiz kilmaktadir. Etik sorunlar artik biitliniiyle
kaginilmaz héle gelmektedir. Ciinkii yeni medya neredeyse hepimizin biitiin yasam
alanini ilgilendirir hale gelmistir. Ayrica yeni medya kiiltiirii agikligi ve karsilikl et-
kilesimi de dayatmaktadir. Dogal olarak yeni medya kiiltiirii ile birlikte etik tartisma
ve uyarilarin mahiyeti de degismektedir. Nitekim “agik etik” kavramsallastirmas: da
bununla ilgilidir (Ward ve Wasserman, 2010, s. 281). Ayrica yeni medyanin biiyii-
mesi su anlama gelmektedir ki gazetecilik, geleneksel-profesyonel etikten karmagik
medya etigine dogru bir gecise maruz kalmaktadir. Profesyonel ve yurttas gazeteciler
(citizen jounalist), medya etigini tekrar kesfetme ¢abasindalar ve dogruluk, teyit etme
ve objektiflik gibi var olan kriterleri yeni medya ¢evresine nasil adapte edeceklerini
tartismaktadirlar. Ilk etapta ortaya ¢ikan deger catismasina ragmen online ve offline
gazeteciler yeni ve geleneksel medya etigini biitiinlestirecek bir medya etigini gelis-
tirme ¢abasi i¢ine girmislerdir (Ward ve Eid, 2009).

Konumuz baglaminda yeni medya etigi veya medya ahlaki gibi kullanimlarda kav-
ramsal bir karigiklik oldugu izlenimini ortadan kaldirmak icin birka¢ hususun altini ¢iz-
memiz gerekmektedir. Etik ve ahlak terimleri giinlimiizde neredeyse birbirinin yerine
kullanilan iki kavramdir. Ancak aralarinda teknik olarak kismi bir fark vardir. Ahlak
dogrudan davranislara deger atfetmemiz bigiminde somutlasirken, etik ise daha ziyade
ahlak {izerine tutarl ve sistematik bir konusma disiplinidir. Bu ¢aligmada tartisma ko-
numuz her iki boyutu da kapsadigindan her iki terimi de kullandik. Ancak bu yaptigi-
miz ayirimin mutlak olmadigini, climlenin anlamlilik durumuna ve akisina gore tercih-
lerde bulundugumuzu ifade etmek gerekir. Ahlak ve etik tartigmalari; kaynak, mahiyet,
cesitlilik, evrensellik gibi birgok baslik altinda teorik ve pratik boyutlariyla tartismaya
konu edilmistir. Bu bagliklarin her birinin alt bagliklar1 diigiiniildiigiinde konunun ne
kadar genis oldugu anlasilacaktir. Bu itibarla ahlakin biitiin boyutlarindan hareketle bir
anlama ¢abasina girismek ve yukarida bahsettigimiz tizere, enstriiman ve igerik olarak
genis bir yelpazesi olan yeni medyanin hepsinden bahsetmek bu ¢alismanin sinirlari
acisindan miimkiin olmamaktadir. Bu nedenle ¢aligmanin ahlaki boyutu ahlakin kay-
nagi itibariyla ortaya ¢ikan iki ana paradigma; yeni medya kismi ise sosyal paylasim
aglar1 (Facebook, Twitter, Instagram vb.) ile siirlandirilmaktadir. Ancak konumuza
dogrudan girmeden &nce yeni medya ve ahlak arasinda kurulan iliski ve bu ¢ergevede
yapilan tartigmalara kisaca deginmek faydali olacaktir.
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Yeni Medya ve Ahlak Tartismalarina Genel Bir Bakis

Yeni medya ve ahlak tartismalar1 199011 yillardan itibaren UNESCO’nun bir takim
caligmalar1 arasinda yer almaktadir. UNESCO 1997, 1998 ve 2000 yillarinda INFOetik
iizerine konferanslar diizenlemis, 2001 yilinda “Enformasyon Toplumu Etigi” konu-
sunda rapor hazirlayan bir komisyon kurmustur. Bu komisyonun 2003 yilindaki toplan-
tisinda, Internet’te ifade dzgiirliigii, mahremiyet, gizlilik ve giivenlik konularinin yani
sira dijital erigsim esitsizligi, internet ortaminda dilsel ve kiiltiirel ¢esitlilik sorunlart de
ele alinmigtir. 2003 yilinda Cenova’da ve 2005 yilinda Tunus’ta yapilan Diinya Zirve-
sinde esitsizlik, bilgi ekonomisi ve ¢ok kiiltiirlii enformasyon toplumunun gelistirilmesi
icin tedbirlerin alinmasi tartisilmistir. Siber uzamda etik sorunu, erisim, filtreleme, vb.
uygulamalar gibi siber uzamin denetimine iligkin etik secislerin giindeme alindig1 da
goriilmektedir. Tiirkiye’de ise 1998 yilinda Tiirkiye Bilisim Vakfi Yiiriitme ve Yone-
tim Kurullarinin onayi ile “Bilisim Etigi Calisma Grubu” tarafindan “Bilisim Mesleki
Ahlaki Ilkeleri Belgesi” olusturulmustur. Bu gergevede yeni medya ortaminda ¢alisan
medya profesyonellerinin etik sorumluluklarinin yeniden tanimlanmasina iliskin olarak
da Ruhdan Uzun’un fletisim Etigi ¢alismas1 kapsaminda “Sanal Uzay ve Etik” {izerine
yaptig1 bir caligma bulunmaktadir (Binark, 2007a, s. 8-9).

Ierik olarak bakildiginda “The John D. and Catherine T. MacArthur Foundation”
isimli vakif adina Carrie James ve arkadaslarinin “genglik ve yeni dijital medya”
ile ilgili yiiriitmiis oldugu bir projenin raporu {izerinde durulmaya deger goriiniiyor.
Bu rapora gore bes temel “etik fay hatt1” tespit edilmistir. Bunlar; kimlik (identity),
mahremiyet (privacy), miilkiyet (ownership), giivenilirlik (credibility) ve katilimdir
(participation) (James ve ark., 2009, s. 20-76).

Kimlik

Insanin gelisimi ile ilgilenen teorisyenler, kimligi, 6zellikle modern bat1 diinyas1
icin, gencligin en dnemli vazifesi olarak goriirler. Genglik siireci boyunca bireyler
kendi yasamlarinda kendileri hakkindaki kavramlarini tekrar diistiniirler. Ciinkii on-
lar siire ilerledik¢e degerleri, normlart ve beklentilerini de kapsayan daha genis bir
toplumun farkina varirlar. Psikologlar kesfetmeyi genglerin toplum tarafindan farkh
kimlikler ve deneyimler tizerinden nasil kabul govdiiklerini sitnamalarina imkan veren
bir anahtar mekanizma olarak tanimlamaktadirlar. Bu yiizden Ericson ergenligi bir
“psikolojik moratoryum” olarak tanimlar. Oyle ki ergenlik genglere diisiik degerli/
daha az riskli bir ¢evrede kimliklerini 6zgiirce deneyimleme firsati veren bir erteleme
yahut zaman asimidir. Ideal olarak bu hem bireysel hem de toplumsal boyutuyla anla-
silan bir kimlik deneyimi ile sonuglanir. Ericson’un vurguladigi gibi kimlik olusumu,
bir toplumun, siklikla alt katmanlar vasitasiyla geng bireyi tanimladigi bir siirece
baglidir. Bu siire¢ genglik ile baslar, ancak bireyin hayati boyunca tekrar eder. Kim-
ligin kesfi ve olusumu, 6z diisiiniim, kendini ifade etme ve baskalarindan gelen geri
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bildirimlerle kolaylasir. Gengler My Space, Facebook ve kisisel bloglarini kendi de-
ger, kiiltiirel begeniler, cinsiyet kimliklerini, kisiliklerini ve kendi iliski ve deneyim-
lerine iliskin duygularini ifade etmek i¢in kullanirlar. Online ifadeler, zorunlu olarak
offline olanlardan daha fazla bir maksada doniik olmaktadir. Bu itibarla Boyd’un da
isaret ettigi gibi online gengler adeta kendi “varliklarin1” yazmak zorundadir.

Mahremiyet

Bir kimsenin kisisel verilerini ve bagkalarina ait bilgilerini sosyal baglamda nasil
kullandigin1 gosterir. Yukarida da ifade edildigi iizere online topluluklar kimlik geli-
simi i¢in verimli zeminlerdir. Ciinkii bu ortamlar kendini ifade etmeyi, 6z diislinlimii
ve geri bildirimi tegvik ederler. Mahremiyetle en fazla ilgili olan sey online ifsanin
anonim olarak gergeklestigi ve pozitif, rahatlatici ve takviye edici geri bildirimlere
hizmet ettigidir. Geng insanlar bloglar ve sanal ortamlar yoluyla yasamlarinda karsi-
lastiklar giigliiklerle nasil bas ettiklerine iligkin diisiinceleri ve hikayelerini anlatmak
olarak meydana ¢ikan bu yeni
kiiltiir, geng insanlar i¢in hem firsatlar hem de riskler tasimaktadir. Bir yandan dikkat-

A0

suretiyle kendilerini giiclenmis hissederler. “Asikar

li bir sekilde yonetilen ve bilgilendirilen bu paylasimlar genglere ilham ve gii¢ kayna-
g1 olabilir, zorluklara kars1 destekleyici topluluklar olusturabilir ve baskalarinda bir
mahremiyet etigini tesvik edebilir. Ote yandan ise 6zensiz ve dikkatsiz paylasimlar
uzun vadede hem gencler hem de yazistiklar1 ve kimliklerini ifsa ettikleri arkadaslar
i¢in negatif etki yapabilir. Glivenlik hileleri bir karigiklik ve risk teskil edebilir.

Miilkiyet

Viki ve sahipli dokiimanlar gibi diger online platformlar, yazarlig1 ve sahipligi git-
tikce igbirligine doniistirmekte ve yazar ve dinleyici arasindaki sinir1 bulaniklagtir-
maktadir. Blog ile ilgili yorumlar yazarlarin igerigini etkileyebiliyor ve oyuncularin
oyun kodlar1 ile ilgili yaptiklar1 degisiklikler sonraki versiyonlarinda sirket tarafin-
dan kullanilabiliyor. Dolayistyla hangi yazarin hangi fikir ve yazi i¢in ne kadar hak
sahibi oldugu, klasik medyadaki karsiligiyla telif haklar1 meselesi problem haline
gelmektedir. Ayrica yazilanlara iligkin olarak sorumluluk ve hesap verebilirlik de bu-
lanik héle gelebilmektedir.

Giivenilirlik

Burada giivenilirligin iki boyutu s6z konusudur. Birincisi genglerin kendi giive-
nilirliklerinin kistast olmasi, baska bir deyisle kendi kendilerinin ehliyetlerini tesis
etmeleri, digeri ise genclerin baskalarimin ehliyetlerine dair kendilerinde degerlen-
dirme kapasitesi gormeleridir. Baskalarinin giivenilirliklerini degerlendirme yetenegi
Oonemli ve etik bir icerige sahip olmasina ragmen buradaki ilkesel kaygi, genglerin
kendi giivenilirliklerini etkileyen kendi yarg: ve fiilleridir. Farkli baglamlarda farkli
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kimselere gengler kendi yeterlilik, beceri ve motivasyonlarini arz etmeye nasil ka-
rar veriyorlar? Spence ve Quinn’in deyimiyle bu ortam, herkesin hem bu igerigin
iireticisi hem de tiiketicisi konumunda oldugu anonim global bir ¢evredir (2008, s.
265). Ayrica dikkat edilmesi gereken diger bir nokta ise haberin yapilig tarzidir. Yeni
medyada olay vuku bulur bulmaz haberin kaynagi, saglamasi, kontrolii, islemler ya-
pilmadan neredeyse es zamanli olarak haberlestirilmektedir. Dolayisiyla bu yiiksek
hizda aktarilan haberlere iliskin dogruluk, kapsamlilik gibi hususlar kuskulu hale
gelmektedir. Haberin giivenilirliginden ziyade adeta bir yaris icerisinde yayimlama
endisesi daha 6n plandadir. Bu baglamda yeni medyay: etkileyen diger bir problem
ise haberi kimin yaptig1 ve yayimladigi sorunudur. Bu durum internet gazeteciligini
ozellikle giivenilirligi bakimindan etkiler. Ciinkii bu hem fiziksel bir gazetede hem de
bir web sayfasinda yazmaktan daha kolaydir.

Katilm

Katilimin yeni medyadaki etik problemlerin gelip dayandigi nihai nokta oldugu
sOylenebilir. Bunun kimlik, mahremiyet, miilkiyet ve giivenilirligi kapsadigi sdy-
lenebilir. Katilim; bir kisinin bir toplulukta, bir toplumda ve diinyada sahip oldugu
sorumluluklara odaklanir. Katilimin iletisim, tiretim, paylasim, politika, ekonomi ve
toplum gibi yasamin biitiin katmanlarindan bilgi ve enformasyon kullanimim igine
alan bir¢cok formu vardir. Birincisi geleneksel (offline) toplumlarda sosyal, ekonomik
ve politik yasama katilim; yas, sinif, cinsiyet, ehliyet, cografi bolge, sermaye vb. gibi
birgok kaynaga sahip olan kisilerle sinirlidir. Gengler bu mezkir niteliklerden otiirii
s0z konusu alanlarda smirli bir bicimde s6z sahibidirler. Yeni toplumda (online) ise
yeni medya enstriimanlarini kullanabilen ve teknik ve sosyal olarak arama becerisine
sahip olan herkes katilimc1 durumundadir. kincisi online davranis standartlari offline
ortama gore daha az agiktir. Birgok katilimer ifade 6zgiirliigi icin tehlikeli olacagi
korkusuyla standartlar olusturmaya direnir. Bir diger husus ise yeni medyanin ayirt
edici bir 6zelliginin kullanicilar tarafindan online icerigin degistirilmesine miisaade
eden Web2.0 tabanli olmasidir. Katilimeilarda bunun i¢in herhangi bir ehliyet ve ni-
telik sinir1 aranmaz. Yeni medyanin en 6nemli erdemi ve en biilylik sorumlulugu agik
olusunda yatar. Yeni medya bir yandan gencleri farkli perspektifierini ortaya koymaya
ve yeni giiclii rollerine davet ederken, 6te yandan online ortamlarda gencleri tacize ve
sorumluluktan (accountability) kagmaya angaje eder ve onlarin katilimlarini dar ¢ikar
gruplart ile smirlayabilir. Pargalanmislik; sosyal tolerans ve sorumluluktan ziyade ka-
tilimin olanakl bir ¢iktisidir. Netice itibartyla her haliikarda ister kabul etsinler ister
etmesinler genglerin sanal ortamlarda varsaydiklari roller sorumluluk tagimaktadir.

Kanada Sosyal Calisanlar Dernegi de benzer bir calismasinda (CASW, 2014), bir
meslegi icra edenlerin paylastiklart deger ve ilkeleri ortaya koyan etik kodlar1 su
sekilde siralamaktadir: Kisilerin temel deger ve itibarina saygi, sosyal adaleti siir-
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diirme, insanliga hizmet, mesleki uygulamasinda diiriistliik, meslek uygulamasinda
gizlilik, meslek uygulamasinda yeterlilik.

Ward ve Eid’in bu vasatta isaret ettigi etik sorunlari ise soylece 6zetlemek miimkiin-
diir: Yeni medya ve sosyal aglar1 kullanmak; toplum, kiiltlir ve siyaset arastirmacilar
i¢in sosyal kimlik, mahremiyet, uzaktan egitim, sosyal sermaye, internetin sosyopsiko-
lojik etkileri, siber alanin kotii kullanimi, diaspora, sosyal statii ve enformasyon elde
etme gibi ilgili bircok konuya tegvik eden bir mahiyeti haizdir (2009, s. 1). Bu imkanlar
koti kullanildiginda gesitli vakialara sebebiyet vermektedir. Se¢gmenlerin politik olarak
manipiile edilmesinden tutun da intihar, mahremiyeti ihlal, siber suglar, tacizler, cinsel
istismara varincaya kadar bircok etik problem ile kars1 karsiya kalmaktay1z.

Goriildiigi tizere yeni medya ve etik tartismalari, daha ¢ok mevzubahis etik so-
runlarin mevcudiyetine vurgu yapan deskriptif bir hiiviyeti haizdir. Bagka bir deyisle
bu minvalde tartigilan konular bir tespit ve dikkat ¢ekmeden 6teye gidememekte,
tartismalarda meselenin kokenine dair herhangi bir ¢oziimleme goriilememektedir.
Iste bu kdkensel ¢oziimleme, problemin kaynagina iliskin sorgulama isi felsefeye
diismektedir. Zaten kaynak yahut ilk neden arastirmasi felsefenin diger bir adi veya
asli gorevidir. Ahlak dogrudan insan edimleri ile ilgili olduguna gére davranigin ken-
disinden sadir oldugu insanin dogasi ile ilgili bilgiler toplami, baska bir deyisle in-
sanin karmagik ve sofistike yapisina ilisen ayrik veghelerin her biri, pratik yasamda
karsilagtigimiz karmasik durumu da izah etmede yardime1 olabilir.

Sosyal Paylasim Sitelerinde Fail Davramslarinin
Ahlaki Kaynaklar Uzerine Felsefi Deginiler

Ahlak kelimesi Arapcada “hulk” veya “huluk” kelimesinin ¢ogulu olup tabiat, huy,
seciye anlamlarina gelir (Ciircani, 1997). Ahlakin Ingilizce karsiligi “moral” ise La-
tince “moralis” kelimesinden tiiretilmis; adet, karakter hal ve hareket demektir. Terim
olarak ise ahlakin genelde ii¢ sekilde kullanildigi goriilir. (i) Umumi hayat tarzi, (ii)
bir grup davranis kurali ve (iii) s6z konusu hayat tarzi ile davranis kurallari {izerinde
yapilan fikri bir arasgtirma (Kilig, 1998).

Vurgulamak gerekir ki ahlak/etik tartismalarina iligkin olarak felsefe tarihinde ne-
redeyse filozof sayis1 kadar goriis vardir. Heinemann’in (1997, s. 366-367) da isaret
ettigi gibi bu gorisler filozofun yaklasim ve tasavvur diinyasina gore degisir. Ona
gore ahlaki agidan dogru se¢im yapma ve dogru karar verme 6gretisi olarak da ta-
nimlanan séz konusu ahlak bilimi veya etik, “Ben bu diinyanin bana arz ettikleri
arasinda neleri segmeliyim?”, “Hangi yasam bi¢imini tercih etmeliyim?”, “Ne iste-
meliyim veya ne yapmaliyim?” sorularinin yanitini arar. Ornegin birinci sorudan kal-
kilmigsa hedonizm veya utilitarizm (yararcilik), ikinci sorudan kalkilmigsa “varolus
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etigi”, “eudaimonizm” veya Plotinos’un “mistik etigi” li¢lincii sorudan kalkilmigsa
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karsimiza Kant’in “gereklilik etigi” ¢ikar. Ancak yapilan tasnifler bile birebir ayn
degildir. Detaylara inildikce her filozofun 6zgiil yaklasimi ile karsilagiriz. Bu itibarla
konumuzun basliginda ifade ettigimiz “felsefi deginiler” tabirinden, biitiin felsefede
ortak bir ahlaki tavrin var oldugu gibi yanlis bir sonug ¢ikarilmamalidir. Ote yandan
filozoflarin yahut diisiince sistemlerinin her biri baglaminda bir irdeleme yapma te-
sebbiislinlin, bu ¢alismanin sinirlarmi asacagi asikardir. Bu nedenle burada énemli
gordiigiimiiz iki temel paradigma olan rasyonalist ve empirist tutum {izerinden iki
onemli filozofu eksene alarak incelememizi yapmaya calisacagiz. Birincisi empiriz-
min zirvesi sayilabilecek Iskog filozof David Hume, digeri ise ahlakin rasyonel agik-
lamasinda doruk noktas1 sayilabilecek Immanuel Kant.

Ahlaki insan dogasinin bir pargasi olarak géren Hume, bunun dogal sonucu olarak
da tiim insanlarin zihin, duygu ve edimlerinde benzer olmasi gerektigi sonucuna va-
rir (Hume, 1985b, s. 626). Ciinkil “insan dogas1” herkeste ortak bir varlik alan1 olup
evrenseldir. Hume iste bu ana fikir ¢ercevesinde ahlak teorisini gelistirir.

Hume’a gore ahlak, bilimin nesneleri olan belirli iligkilerden miitesekkil olmadig:
gibi, idrak tarafindan ayn1 kesinlikte kesfedilebilecek herhangi bir olgusal meseleden
de olusmaz. Bu durumda ahlakin aklin bir nesnesi olmadigini kanitlayabiliriz. Erdem
ve erdemsizlik olgusal meselelerden akil yoluyla tiiretilemez. Ornegin kasten cina-
yeti tiim boyutlariyla irdeledigimiz zaman sadece belirli tutkular, giidiiler, iradeler,
diisiincelerden bagka bir sey bulamayiz. Bu halde bagka hi¢bir olgusal konu yoktur.
Ancak refleksiyonumuzu kendi i¢imize ¢evirdigimizde bu eyleme karsi bizde var
olan bir “onaylamama” duygusunun var oldugunu fark ederiz. Bu bir olgusal durum-
dur. Fakat bu aklin degil, duygunun nesnesidir. Bunu eyleme gegirici duygu bizde
mevcuttur, nesnede degil (Hume, 1985b).

Ahlakin iiretici kaynagi akil olmayip duygu olduguna gore hangi duyumlarin ah-
lakin tiretici ilkesi oldugunu arastirmak gerekir. Hume’a gore insan zihninin baglica
kaynagi veya eyleme gecirici ilkesi haz ya da acidir (pleasure or pain). Bu duyumlar
(sensations) hem diisiincemizden hem de duygumuzdan (feeling) uzaklastirildig za-
man bilyiik 6l¢iide tutkuya ya da eyleme, arzuya ya da iradeye muktedir olamayiz
(Hume, 1985). Hazzin iiretici kaynagi nedir? sorusuna Hume’un sistemi igerisinde
bulabilecegimiz yanit su sekildedir. “Tiim bedensel becerilerimiz agisindan genel
olarak ifade edebiliriz ki, bizde yararli glizel ya da sasirtici olan her sey, bir kendini
begenmislik nesnesi olarak haz iiretir. Buna gore haz “benlik” (self) ile iligki i¢inde
tutkunun nedeni olmaktadir” (Hume, 1985b, s. 352).

Haz ve ac1 duyumlarinin insan dogasinda yerlesik iki tiretici ilke olmasi, dogal ola-
rak biitiin erdemlerin izah1 i¢in yeterli olmaz. Ozellikle bireysel ¢ercevenin disinda
kalan sosyal erdemlere iliskin kaynak sorusturmasinda Hume, s6z konusu degerle-
rin toplum ve insanligin ¢ikarlarina dikkatimizi celbeden “saygidan” tiiredigini ileri
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siirer. Ancak bu sayginin kaynagi ise gozlemcide (spectator) var olan ve onama(ma)
mizin kokenini olusturan faydadir. Ozetle biitiin ahlaki kararlarla ilgili deger ve de-
gersizliklerde bu ilkeye miiracaat edilir. S6z konusu ilke; adalet, diiriistliik, yumusak-
lik, sefkat vb. erdemlerin yegane kaynagidir (Hume, 1985a).

Yarar ve ¢ikar vesilesi olan bir seyin neden onaylandig1 sorusu Hume un sistemi
igerisinde soyle yanitlanabilir. “Bagkalarina ya da kisinin kendisine yararli olmaya
dolaysizca uygun olan bir karakterin goriisiinden haz duyariz. Karakterleri yargila-
mada her seyirciye ayn1 goriinen biricik ¢zkar ya da haz, karakteri yoklanan kiginin
ya da onunla baglantili olan kisilerindir. Bu hazlar bize bizimkilerden daha zayif bir
sekilde dokunsalar bile teorik olarak bunlar ahlakin 6l¢iitii olurlar ve bizimkileri pra-
tikte giderek dengelerler (Hume, 1985b, s. 641).

Burada karsimiza ¢ikan problem, insan dogasinin evrenselligi ve ahlaki fiillerin tire-
tici ilkesi olan haz ve ac1 duyumlart ile fayda ilkesinin biitiin insanlar i¢in ayn1 derecede
genel gecer olmasi durumunda, farkli insan davranislar1 ve ahlak telakkilerinin nasil
ortaya ¢iktigidir. Bu sorunun farkinda olan Hume, Enquiry’de su saptamalar1 yapar:

Bu durum gayet olagandir. Nitekim dogal hadiselerde de birbirine benzeyen vakialardan kimi
zaman farkli neticeler ¢ikabiliyor. Bunun sebebi olarak filozoflar, sebeplerde mevcut zitlik-
lari oldugunu, sebepte bulunan olumsalliktan ziyade ters bir neticeyi dogurmaya sebebiyet
veren bir zithg1 ihtiva ettigini kavramakta giicliik ¢cekmezler. Ayn1 durum iradi eylemlerde
bulunan insanlar i¢in de gegerlidir. Dolayisiyla cogu zaman giiler yiizlii olan bir insan bazen
somurtabilir veya tersi de olabilir. Sebebini sordugumuzda ise ya disinin agridigini veya acik-
tigmi kesfederiz. Dolayistyla 6zel hallerde ve sartlarda insanlar farkli eylemler gosterebilirler.
Bazi durumlarda ise 6zel olaylara iliskin ortaya ¢ikan eylemin agiklamasi yapilamaz. Bu ise
insan karakterinin bir dereceye kadar degisken ve diizensiz olmasindan kaynaklanmaktadir.
Bu insanoglunun siirekli bir karakteridir. Fakat nasil ki riizgarlar, yagmurlar, bulutlar vb. hava
degisiklikleri insan kavrayisinin 6tesinde olan sabit prensipler tarafindan idare ediliyorsa,
ayni sekilde bizim de idare prensiplerini bilmedigimiz bu insan tabiatindaki diizensizliklerin
olmasi i¢ prensip ve giidiiler de bir “birdrneklik” tarzinda isleyebilirler. Biitiin eylemler insan

dogasinda miindemig {iretici giidiiler tarafindan erdemlilik vasfini kazanur.

Hume’un goriislerini kisaca 6zetledikten sonra, onun tam karsit kutbunda sayilabi-
lecek Kant’in ahlak temellendirmesine kisaca goz atalim.

Kant (2004) insan1 tamamen bir akil varlig1 olarak tasarlar. Insanin biligsel yonii
itibartyla islevsel olan, bagka bir deyisle epistemolojik sorunlarla ilgilenen akla
Kant’in terminolojisinde “teorik akil”, eylemsel yahut edimsel yonii itibariyla iglev-
sel olan akla ise “pratik akil” denir. Ona gore saf akil, bizatihi kendi basina pratiktir.
Insana ahlak yasas1 kendisini dogrudan arz eder. Onun icin tutku, mutluluk, duygu
gibi herhangi bir araciya gereksinimi yoktur ve a prioridir. Edimlerin ahlaki degerin-
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de esas olan sey, ahlak yasasinin iradeyi dogrudan belirlemesidir. fradenin herhangi
bir olusturucu etkisi yoktur. Kant, iradenin pasifligi konusunda Hume ile ayn1 goriis-
tedir. Ancak Hume’dan farkli olarak Kant, duyguyu da tamamen etkisiz kilar. Ahlak
tamamen “otonom” bir hiiviyeti haiz olup adeta bir kendinde varliktir.

Ahlakin kaynag1 bizatihi insanin kendisi ise ve bu da bir tiir akil ise, bunun goster-
geleri nelerdir? Veya bunun kriterleri nasil agiga vurulabilir? Kant’a gore diinyada,
hatta diinyanin disinda bile, iyi istemeden baska kayitsiz sartsiz iyi sayilabilecek hig-
bir sey diistiniilemez. Dolayisiyla ahlaki edimin zeminini bu nitelik olusturur. Bunun
i¢in 6devden dolay1 yahut ahlak yasasinin bir geregi olarak yapilan bir eylem, ahlaki
degerini onunla ulasilacak amagta bulmaz, onu yapmaya karar verdirten maksimde
bulur. Bu maksim evrenseldir, evrensellestirilebilir ve sdyle dile getirilir: “Oyle dav-
ran ki, davraniginin maksimi genel gecer bir yasa olsun.” (Kant, 2009, s.38). Eylemin
ahlaksal degeri, ondan beklenen etkide bulunmamakla birlikte, hareket nedeninin
beklenen etkiden kaynaklanmasini gerektiren eylemin herhangi bir ilkesinde de bu-
lunmaz. Ciinkii bu etkiler (kendi durumunun memnunluk verici olmasi hatta baska-
sinin mutlulugunu saglama gibi) bagka nedenlerden de ortaya cikabilir. Dolayisiyla
bunlar i¢in en istiin ve kosulsuz iyinin ancak kendisinde bulundugu akil sahibi bir
varligin istemesine gerek yoktur. Iste bu yiizden ahlaksal diye isimlendirebilecegimiz
boylesine essiz iyiyi, besbelli ki ancak akil sahibi varliklarda bulunan ve istemeyi
umulan etki degil de —bu tasarim belirledigi 6l¢iide— yasa tasariminin kendisinden
baska bir sey olusturamaz (Kant, 2009).

Her iki filozofun ahlak telakkilerini 6zetleyecek olursak, Hume’un ahlaki evrensel
insan dogasinda miindemig, duygu temelli (haz-aci, fayda), kosullu ve iradeden bagim-
siz iken; Kant’in ahlak telakkisinin akil temelli, otonom, kosulsuz ve evrensel bir ka-
rakter arz eder. Davranis kosulsuz buyruktan kaynaklaniyorsa ahlakli olur veya ddeve
uygun olmus olur. Bagka bir deyisle 6dev kendisini, kendi olmaklig1 itibartyla dayatir.

Simdi “s6z konusu ahlak anlayislarindan hangisinin sosyal medyadaki davranigla-
rin Uretici ilkesi olmasinda etkili oldugu” sorusunun yanitint aramaya koyulabiliriz.

Bu cercevede Alan Gewirth’in “Jenerik (Jeneric) Tutarlilik Ilkesi”nin bir tartisma
zemini yaratmasi itibariyla dnemli oldugunu distiniiyoruz. S6z konusu ilke, bilingli
failin® varligindan hareketle hem insanlarin sahip olduklar1 6zgiirliik ve refah gibi
temel haklarin igerigini ortaya koymakta hem de rasyonel otorite igin bir tasvir ve re-
cete dnermektedir. Gewirth’in argiimaninin 6zeti sdyledir (Spence ve Quinn, 2008):

+ “Ozgiirliik” ve “refah” maksada yonelik bir fiilin zorunlu 6zellikleridir.

2 Butabiri “deliberate agent”m karsihig olarak kullandik. Ashnda kasith yahut maksatl fail diye de cevrilebilir. Ancak dilimizde
boyle bir terkip olmadigi icin anlasilma gucluginun ortaya ¢ikacagim diistindiik. Burada kastedilen sey, bir failin bir fiili belli
bir amaca yonelik olarak gerceklestirmesidir. Boyle dustuntildugiunde “bilincli fail” kullamimin anlam itibariyla daha dogru
olabilecegi kanisindayz.
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* Biitiin rasyonel bilingli failler, 6zgiirliik ve refah i¢in dogal haklara sahiptir. Clinkii
bu iki kavram, biitiin kasitli fiillerin zorunlu kosullaridir ve ahlak bu zorunlu 6zel-
liklerin i¢inde yerlesiktir.

* Her fail, bir fail olmasi itibartyla ki bu yeter kosuldur, sunu sdyler: Fiilin normatif yapisi,
kendi kendisiyle ¢elisme pahasma zorunlu sagduyulu ve ahlaki siirlamalara yonelir.

+ Failler, kendi kisisel perspektifierinden, kendi failliklerinin zorunlu ve pratik ko-
sullart olmalar1 dolayistyla mantiksal olarak 6zgiirliik ve refaha haklarinin olduk-
larin1 iddia etmelidirler. Oz saygiya bagl olarak bu haklar sadece ihtiyatidir.

* Bilingli failler olmalarindan dolay1 bu haklara sahip olan failler tarafindan yapilan
rasyonel gergeklestirme, bu failleri, kendi ile olan ¢eliski pahasia rasyonel olarak
sunu kabule gétiirtir: Biitiin bilingli failler, tam da yeter kosul olan bilingli fail olmak
dolayistyla, ayn1 zamanda 6zgiirliik ve refaha hak sahibidirler. Bu haklar baglangicta
sadece ihtiyati idi, simdi ise bagkalari ile ilgili olmalar1 hasebiyle ahlaki oldular.

» Kasith eyleme yonelmesi itibartyla her rasyonel fail, mantiksal olarak iistiin bir
ahlak ilkesini kabule sevk edilir. Bu ilke “jenerik tutarlilik ilkesidir” ve sunu ifade
eder: Ozgiirliige ve refaha hakki olan biitiin faillere, o kimsenin kendisi de dahil
saygil duyulmalidir.

Bu arglimanin sonucu rasyonel bir bi¢imde sunu gostermektedir ki jenerik tutarlilik
ilkesi, her zaman, her yerde her bilingli fail i¢in gecerli olan evrensel haklar ilkesidir.

Jenerik tutarlilik ilkesinden hareketle, karakter erdemleri baglaminda Humecu ah-
lak duyumuna sahip olan herkesin zorunlu olarak etik davranacagi bigiminde goriisler
dile getirilmistir. Clinkil iyi, iyi yasama, mutluluk, kendini ger¢eklestirme gibi hedefler,
insanlarin etik davranmalarin1 neredeyse zorunlu hale getirmektedir ve bunlar rasyo-
nel gerektirimlerdir (Spence ve Quinn, 2008). Ancak dikkatli bakildiginda “6zgiirliik
ve refah temelinde eylemde bulunmanin kaynagi nedir?” diye bir soru soruldugunda,
buna Humecu terminoloji ile “haz duyumumuz ve fayda talebimiz” bigiminde bir ya-
nit verilebilir. Fakat 6zgiirliigiin Hume’un ahlak anlayisinda herhangi bir yeri yoktur.
Kant’ta (2004) ise ozgiirliik ahlakin “varlik kosulu™ olarak ifade edilir. Yani 6zgiirlik
olmadig: takdirde herhangi bir ahlaki edimin gergeklesme imkani olamaz. Ancak 6te
yandan filozofa gore, evvela ahlakli oldugumuz bilgisinden hareketle 6zgiirliigiin bilin-
cine variriz. Yani ahlak, 6zgilirligii bilme diizeni olarak karsimiza ¢ikmaktadir. Fakat
eylem tiireten bir ilke degildir. Dolayistyla Gewirth’in s6z konusu ilkesinin, bir taraftan
ozgiirlik ve refahi bir hak olarak ortaya koyarak bunun zorunlu olarak ahlaki edime
gotiirecegini ifade etmesi, ozgiirliik ile refah durumunu iki telos olarak ayni zemine
oturtmasi anlamina gelmektedir ki bize gére bu durum son derece tartigmaya agiktir.
Insanlar 6zgiir olmak icin mi ahlakli davranirlar yoksa zgiirliik oldugu icin mi ahlakli
davranmanin imkanina sahiptirler? Realite ikinci soru lehine tezahiir etmektedir. Ayrica
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ozgiirliik bir duygu olarak degerlendirilemez. Ozgiirliik ontolojik bir haktir. Ozgiirlii-
giin kisitlanmasi ile sorumluluk dolayisiyla ahlakilik ortadan kalkar. Ancak ayni sey ka-
rakter erdemleri veya fayda, refah, mutluluk vb. bir telos i¢in sdylenemez. Ciinkii “in-
sanlar mutlu olmak i¢in yahut refah iginde yasamak i¢in erdemde bulunurlar” demek
bir bi¢imde mutlu olmaya yahut iyi bir durumda yagamaya uygun fiiller {iretmelerinin
gerekliligini de ifade eder. Baska bir deyisle s6z konusu telosa uygun eylemler, ahlaki
eylemler olmak zorundadir. Veya bu eylemler mutluluk tiretir ve ahlakidir. Dolayisiyla
hem erek hem de kaynak olarak bir noktada bulusurlar. Ancak ayn sey 6zgiirliik icin
sOylenemez. Nitekim Hume, bu baglamda 6zgiirlige “hayal” der. Clinkl 6zgiirliik in-
san dogasini zorunlu bir unsuru olmadigi gibi, karakter ve davranis arasinda zorunlu
olarak gerceklesen edimlerde, ona gore ozgiirliige yer yoktur. Hume felsefesi agisindan
yukaridaki ilkenin ikinci unsuru olan refah talebi, ahlaki edimin iiretici ilkesi olabilir ve
duygudaslik (sympathy) araciligiyla bagkalarinin edimleri de ahlaki gegerlilik kazanur.

Aragtirma konumuza bu ¢ercevede tekrar donecek olursak, “sosyal medya ortamin-
da sergilenen edimlerin kaynagi ve giidiisiiniin ne oldugu” sorusu sorulmalidir. Aslinda
bu soru ahlakin kaynagi nedir sorusu ile iliskili oldugu kadar ahlaki olmayanin kayna-
gina da iligkindir. Bizim aragtirma konumuz “etik problem” olduguna gore, oncelikle
ahlakin kaynagina iligkin ortaya atilan iki farkli yaklasimdan hangisini “ahlaki olma-
yan” edimleri de izah etmede basarili oldugu tartismasini yapmay1 gerekli kilmaktadr.

Insanlar ni¢in mahremiyeti ihlal etmeye meraklidirlar? Hangi saikle sosyal med-
yada sahte hesaplar acilmakta, insanlar1 tahrik ve taciz eden eylemlerde bulunul-
maktadir? Insanlar nigin kendi ¢ikarlari, tarafgirlikleri, ideolojileri vs. dogrultusunda
manipiilasyonlara, sahtekarliklara, yalana vs. basvurmaktadirlar? Insanlar nigin bas-
kalarmin goziinde kahraman olmak i¢in kendilerinde olmayan seyleri varmis gibi
gostermektedirler? Hak, hukuk, adalet, digerkdmlik vb. hususlar hangi gerekgelerle
g6z ardi edilebilmektedir? Insanlar nigin kendi benlikleri iizerinde refleksiyon yapa-
mamaktadirlar? Hatta insanlar ni¢in diiriist olmadiklar1 halde diiriist goriinme zorun-
da hissetmektedirler? Bu soru listesi olduke¢a uzatilabilir.

Bu baglamda yukarida zikredilen etik fay hatlarinmi farkli bir formda formdiile etme-
nin miimkiin oldugunu diisliniiyoruz.

Kimlik, Miilkiyet, Giivenilirlik ve Mahremiyet
Modern insan, din, etnisite, cografya, kiiltiir, mezhep, mesrep, cemaat gibi makro
ve mikro diizeyde oldukga farkli birgok kimlik ve aidiyete sahiptir. Insanlar bu aidiyet-
lerini dogal olarak 6nemser ve dncelerler. Taraf ve lehinde olma, dogrudan duygusal
bir durum yaratmaktadir. Sosyal paylagim siteleri olusan enformasyonu kendi lehine
¢evirme, carpitma ve kullanma imkani1 sundugundan —ki bu da yukarida ifade ettigimiz
Ozgiirligiin/ davraniglarin zeminini olusturma durumuna karsilik gelmektedir— adeta
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ahlaki dlciitlere uygun davranmamak neredeyse olagan hale gelmektedir. Ornegin iilke-
mizde vuku bulan gezi olaylar1 vb. bir¢ok olayda nasil manipiilasyonlarin yapildigina
ve kitlelerin aidiyet temelli duygusal yonlerinin nasil tahrik edildigine sahit olunmustur.

Kimlik sahibi olmanin bir de varolussal tezahiirli veya boyutu vardir. Jaspers’in
(2010) kendi 6zgiil baglaminda igaret ettigi gibi bastan beri her felsefenin ¢abasi,
ilgili bulundugu alanda kendini ag¢iklayarak ortaya koymak, varligini kendiliginden
bildirilir duruma getirmektir. Bu bildirilir durum da gergek olustan ayrilamaz.

Genglerin My Space, Facebook ve kisisel bloglarini kendi degerlerini, kiiltiirel
begenilerini, cinsiyet kimliklerini, kisiliklerini ve kendi iligki ve deneyimlerine ilis-
kin duygularimi ifade etmek i¢in kullanmalar1 her zaman etik davranmay1 zorlasti-
rabiliyor. Cilinkii her insan belirli araglarla kendini begenmek ve begendirmek ister.
Dolayisiyla genglerin kendilerinde olamayan ancak toplum tarafindan st ahlakilik
skalasinda yer bulan degerleri kendilerinde varmiscasina davranmalar1 Jaspers’in
isaret ettigi varolussal bir temelde izah edilebilir.

Kimlik olusumunu tetikleyen diger bir saik ise miilkiyettir, sahip olma istegidir. Bura-
da miilkiyet, herhangi bir mala/esyaya sahip olmaktan iktidara sahip olmaya kadar giden
genis bir yelpazede kullanilmaktadir. Clinkii sahip olmak ile iktidar olmak arasinda ¢ok
sikt bir iligki vardir. Kimliklerin birbirine galebe ¢alma isteginin itici giicii, miilk sahi-
bi olma duygusudur. Veyahut insanlar miilkiyet sahibi olarak kimliklerini tahkim etmek
isterler. Dolayistyla ister makro veya mikro diizeyde aidiyetler olsun, isterse varolussal
acidan kimlik insa siirecleri olsun, muktedir olma duygusunun temel bir saik oldugu ve
bu minval iizere miilkiyet ile kesistigi sdylenebilir. Diger fay hatlar1 olan mahremiyet ve
giivenilirlik de bu baglamda miilkiyet ile iliskilendirilebilir. Ozel olam bilme itkisi ve
kesfetme arzusu, sahip olma isteginin 6nciil duygusudur. Bunun iktidari tahkim etmekle
iligkisi de agiktir. Bunlarmn yapilabilmesi i¢in giivenilir/ehliyet sahibi olmay1 saglamak
gereklidir. Bu noktada baskalarinin gilivenliginin ve mahremiyetinin ¢ok fazla dnemi yok-
tur. Yine lilkemizde vuku bulan dinleme ve izleme skandallarmin ve bu yolla elde edilen-
lerin geleneksel ve yeni medya araglariyla teshir edilmesi, fiilin kendisi kadar teshirinin
de s6z konusu etik fay hatlari ile irtibatlandirilabilecegini gostermektedir.

Gorildigi iizere etik fay hatlar1 diye nitelenen sorunlar1 yukarida arz ettigimiz
Hume ve Kant’in ahlak yaklagimlarini 6lgiit alarak degerlendirdigimizde, davra-
nislarin gergekte duygu temelli ortaya ¢iktigi goriisii agirlik kazanmaktadir. Akil,
Hume’un (1985) deyimiyle, adeta tutkulari kolesi olmakta sadece tutkularin dayat-
mas1 sonucunda rasyonallestirme islevi gormektedir. Kant’in yaklagiminin, ahlak i¢in
her ne kadar ideal bir ¢ergeve ¢izse de pratik yasamda ¢ok fazla karsiliginin olmadigi
sOylenebilir. Ayrica sosyal medya s6z konusu oldugunda ahlakin kaynagindan ziyade
ahlaksizligin kaynagmin da sorgulanmasi gerekliligi kendisini dayatmaktadir ki bu
noktada Humecu yaklagimin daha agiklayict oldugu soylenebilir.
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Degerlendirme ve Sonu¢

Yeni medya ve etik iliskisi; geleneksel bir bigimde meslek etigi, etik standartlarin
saptanmasi, etik siirlarin korunmasi i¢in gerekli mevzuat diizenlemeleri gibi baslik-
larla islenmekte ve bu ¢ercevede ortaya ¢ikan ihlallere dikkat ¢ekilerek glindeme ge-
tirilmektedir. Ancak problem felsefi, psikolojik ve sosyolojik perspektifler baglamin-
da kokensel olarak ¢ok fazla s6z konusu edilmemektedir. Sorunun tespiti ile ¢6ziim
mekanizmalari dogal olarak paralellik arz eder. Bu itibarla problemin ¢esitli disiplin-
ler ag1sindan irdelenmesi, ¢0ziim ¢ercevesinin genislemesine de katki saglayacaktir.

Bu ¢alismada yeni medyada etik sorunlarin kdkeni sinirli bir felsefi perspektiften
irdelenmeye calisiimistir. insan dogasinin temel niteliklerinin gz ard1 edilerek insan
edimlerinin anlagilmasi neredeyse imkansizdir. Ancak biitiin bireyleri baglayan stan-
dart, mutlak ve evrensel bir insan dogasindan bahsetmek de asir1 bir yorum olarak
degerlendirilmelidir. Her iki uca savrulmadan, felsefi olarak bireyin farkli olabilecek
0zel diinyasini1 ihmal etmeden ahlaki olan ve olmayan davraniglarin ortak kodlarmnin
onemli 6l¢iide tayin edilebilecegini soylemek miimkiindiir.

Caligmamiz baglaminda irdelemeye ¢alistigimiz Kant ve Hume’un ahlak anlayis-
lar1, davranigi olusturan giidiiniin ne oldugu baglaminda farklilik arz etmektedir. Ya-
sadigimiz hadiselerden, giindelik problemlerden hareketle bakildiginda, kanaatimiz
Hume’un ahlak anlayiginin daha fazla agiklayici oldugudur. Burada vurgulanmasi
gereken husus, sadece ahlaki olanin degil, ahlaki olmayan davranisin da giidiisiinii
yahut ilk ilkesini tespit etmenin gerekliligidir. Humecu paradigmanin bize gore en
fazla ise yaradig1 yer burasidir. Insanin karakter erdemleri veya erdemsizliklerinin
duyusal/duygusal temelli olusu, sosyal medyadaki etik ihlallerin agiklanmasinda ise
yarar gdziikmektedir. Ote yandan bu diisiinceler her iki filozofun epistemolojik anla-
yislarindan kopuk olamaz. iste bu noktada, s6z konusu medyadaki ahlaki ihlallerin
onlenebilmesi i¢in mevcut dnlemlere ek olarak, epistemolojik agidan ne gibi tedbirler
almabilecegi konusu da tartismaya agilmalidir.

Nitekim kimi diigtiniirler (Ward ve Wasserman, 2010) bu noktaya isaret etmislerdir.
Sayet enformasyon bir bilgi ise dzellikle dogruluk itibartyla epistemolojinin kosullar
ile uyumlu olmalidir. Sayet bir enformasyon dogruluk ve giivenilirlik zemininde ya-
yilmay1 umuyorsa minimal diizeyde de olsa dogruluk kriterini tagimali ve bu bilgiyi
yayanlar, genis 6l¢lide epistemik kriterlerin farkinda olmalidirlar. S6z konusu epis-
temik kriterler, bilginin {retildigi kaynagin bagimsizlik, dogruluk, gecerlilik ve gii-
venilirlik niteligini tagimasidir. Bu epistemik kriterler mantiksal olarak bilgiyi yayan
kisinin adalet, dogruluk, diiriistliik, glivenilirlik, samimiyet gibi etik kriterlere gore
davranmasini tetikleyebilir. S. J. Wulf (2000) ise dogrudan Hume’un epistemolojisi ile
erdemler arasinda bir iligki kurar. Ciinkii Hume’a gore erdemli davranisi elde etmek
icin kisinin ona kars1 bir arzu ve egilim tagimasi gerekir. Bu meyanda ilimli veya hafif-
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letilmis stiphecilik erdemi tesvik eder. Uygun zeminde 1liml1 siipheci felsefe, tutkulari-
n1 ve ilgisiz perspektifini torpiileyerek bir kimsenin karakterine etki edebilir. Bu siiphe
tarih, siir ve politika ile biitiinlestirildigi takdirde bir kimsenin iyi yasami nasil elde
edebilecegini ilham eder. Ona gore erdeme egilimi olmayan bir kimse, en iyi yasam
sekli icin gerekli olan karakter tiiriinii elde etme arzusunu da tasimaz.

Netice itibartyla insan kompleks bir varlik oldugu kadar biitiinliikli bir varlik
oldugundan salt ahlaki ¢oziimlemelerden hareketle etik sorunlara ¢éziim tiretmek
miimkiin olmayabilir. Bu ¢ercevede s6z konusu etik atmosferin olusumuna katki sag-
lama potansiyeli bulunan egitim sisteminin biitiin boyutlariyla (kiiltiirel, dinsel ve
felsefi) yeniden yapilandirilmasiin énemli oldugunu diisiiniiyoruz. Bunun da dogas1
geregi felsefi arka plan ve ¢oziimlemelere ihtiyact oldugu agiktir.
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Abstract
Communication and morality are two essential human features. While communication tries to make one’s
existence meaningful in society; morality is concerned with one’s values and merit. Both concepts naturally
imply action. If both come side by side, they form the combination implying existence’s meaning and merit
that in this point, we confront philosophy. Today, the nature of media, as well as the nature of communication,
has been changed through new media technologies. New media, also known as digital media, brings ethical
problems with it. It seems that the debates on new media and ethics have been performed mostly within the
framework of old media’s criteria. In this paper, while attempting to touch on these disputes philosophically,
so have we attempted to examine the ethical codes of individuals’ actions and behaviors in the context of the
source of morality in social media, which constitutes one of the most important parts of new media. Some
theories concerning the source of morality directly entail analysis of the human being, itself. In this respect,
two different approaches have arose, Kant's and Hume’s philosophical analyses; which of these philosophers’

perspectives is more explanatory will be scrutinized in the context of this topic.

Keywords

Ethics ¢ Morals * Source of morality ¢ Code of ethics ® New media ¢ Social media ® Hume ¢ Kant

1 Correspondence to: Emin Celebi (PhD), Department of Philosophy, Faculty of Science and Literature, Inont University,
B Blok Malatya 44280 Turkey. Email: emincel@hotmail.com

Citation: Celebi, E. (2015). On agent’s codes of conduct in social media: A philosophical investigation in the context of
the source of moral. Turkish Journal of Business Ethics, 8, 278-288.

iGiAD



Gelebi / On Agent’s Codes of Conduct in Social Media: A Philosophical Investigation in the...

The term new media refers to its natural difference from the traditional concepts of
media. In this case, revealing the fundamental characteristics of conventional media
helps one understand the basic features of new media. The basic nature of classical or
traditional media (newspapers, radio, television, and cinema) is that their framework is
certain. At the same time, having a clear framework refers to the possibility of being able
to control it; therefore, it also marks the activity area of professional groups. Another
feature of traditional media has been to provide unilateral and vertical information.
Also, other features are its slow rate of change and information flow, as well as of form
and content. If new media were to be defined against these three characteristics, new
media firstly has almost no clear boundary, nor does it have a collection of discourses
on it; parallel to this, its possibility of being controlled is extremely difficult.

As Binark (2007b, p. 21) indicated, new media was created by computers, the
Internet, cell phones, game consoles, and iPods, by handheld data bank recorders and
communicators; all of these digital technologies have gradually penetrated into every
aspect of daily life, have significantly transformed the applications of life, and have
almost come to a point where it performs a role as if it were a part of the human body.
As it has a digital coding system, the interactive features of new media simultaneously
bring multi-layered dimensions to the communication process. Indeed, this media
has been characterized as “from now on, the fifth plane” (Ward & Wasserman,
2010, p. 282). This is because media has a wide area of impact from its macro-
level effects (cultural, ideological, traditional, and economic); at the micro level, it
is concerned with the private existence of individuals, privacy, property, and so on.
As Castells expressed, this situation literally means “...the end of the distinction,
even the difference, between conviction and education, between entertainment and
being informed, and between popular culture and learned culture;” this means it is the
creation of a symbolic mainstream media (as cited in Binark & Siitcii, 2007, p. 169).

Naturally, the nature of ethical discussions and warnings has also changed with
the culture of new media. Thus, the conceptualization of “clear ethics” is related to
this (Ward & Wasserman, 2010, p. 281). In addition, the growth of new media means
that journalism has been exposed to a shift from the traditional professional ethics
to a complicated media ethics. Professional and citizen journalists have attempted
to explore media ethics again and have discussed how they will adapt the existing
criteria, such as righteousness, confirmation, and objectivity, to the new media
environment. Although value conflicts were the first to occur, online and offline
journalists have entered into the effort of improving a media ethics that will integrate
new and traditional media ethics (Ward & Eid, 2009).

279



TURKISH JOURNAL OF BUSINESS ETHICS

An Overview of the New Media and Ethics Debate

The debate between new media and morals has been located among a number of the
United Nations Educational, Scientific, and Cultural Organization’s (UNESCO) works
since the 1990s. UNESCO has organized conferences on information (INFO) ethics in
1997, 1998, and 2000; it has established a commission to prepare a Report on Information
Society Ethics in 2001. In the 2003 meeting of this commission, digital-access inequality,
and linguistic and cultural diversity issues were also discussed in addition to the issues of
privacy, confidentiality, and security in the Internet environment. In the World Summit,
which was held in Geneva in 2003 and in Tunis in 2005, taking precautions was discussed
for the development of a multicultural information society, knowledge economy, and
inequality. Ethical choices about the control of cyberspace, such as ethics issue in
cyberspace, applications of access, filtering, and so on appeared on the agenda. In Turkey,
the IT Professional Moral Principles Document (1998) was formed by the Information
Ethics Work Group with the approval of the Board of Directors and the Executive of the
Turkey Informatics Foundation. In this context, as related to the re-defining of ethical
responsibilities for media professionals who work in the new media environment, Ruhdan
Uzun’s (cited in Binark, 2007a, pp. 8-9) study, Virtual Space and Ethics [Sanal Uzay ve
Etik] is found in the scope of her study on communication ethics.

In terms of content, James and his friends’ (2009, pp. 27-76) project report for the
John D. and Catherine T. MacArthur Foundation (2009, pp. 20-76) on youth and the
new digital media seems worth mentioning. According to this report, five basic ethical
fault lines were identified: identity, privacy, ownership, credibility, and participation.

Identity

Theorists interested in human development see identity, especially in the modern
Western world, as the most important task of youths. During this process, individuals
re-think the concept of self in their own lives because they also realize a wider
community that contains values, norms, and expectations. Psychologists describe this
discovery as a key mechanism that allows young people to test how they are accepted
by society through different identities and experiences.

Privacy

This indicates how someone uses others’ personal data and informational property in
the social context. As previously stated, online communities are fertile grounds for identity
development because these environments encourage self-expression, self-reflection, and
feedback. The most relevant thing about privacy is that, as online disclosure takes place
anonymously, it services positive, comforting, and reinforcing feedback. Young people
feel empowered while explaining their thoughts and stories about how they cope with the
challenges they face in life through blogs and virtual environments.
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Ownership

Other online platforms such as Wiki and proprietary documents convert authorship
and ownership to the corporation and blur the line between author and audience.
Comments related to a blog can affect authors’ content, and changes that are made
to the program codes can be used by the company in the next version. Therefore, the
rights an author owns for ideas and writings, which is a matter of copyrights and was
a provision in traditional media, has become a problem.

Credibility

Two dimensions of credibility are mentioned here. First is the criteria of youths for
their own reliability; in other words, they install their own competence. The second is that
youths consider themselves as having the ability to evaluate others’ competence. How do
youths decide to exhibit their qualifications, skills, and motivations to different people
in different contexts? Spence and Quinn (2008, p. 265) stated that this environment is
an anonymous global environment where everyone is a manufacturer and consumer of
content. Additionally, another point to consider is how the news is made.

Participation

This is said to be the final point that ethical problems in the new media have come
to and are based on. This is said to cover identity, privacy, ownership, and reliability.
Participation focuses on the responsibility that a person has in a community, a society,
and the world. There are many forms of participation that involve the use of knowledge
and information from all strata of life, such as communication, production, sharing,
politics, economy, and society. Firstly, participation in social, economic, and political
life in traditional (offline) communities is limited to people who have many resources,
such as age, class, gender, qualifications, geographical regions, capital, and so on.
Youths have a limited say in these areas because of these properties. Anyone who has
the technical and social skills to search and be able to use new media instruments is
a participant in the new (online) society.

In a similar study, the Canadian Association of Social Workers (CASW, 2014)
also listed the ethical codes that set out the values and principles shared by those
who practice a profession as follows: respecting the fundamental values and dignity
of people, maintaining social justice, serving humanity, being honest in professional
practice, respecting privacy in professional practice, and being competent in
professional practice.

The ethical issues that Ward and Eid (2009, p. 1) have pointed out in this context
can be summarized as follows: Using new media and social networks has a nature
that promotes research in many topics, such as social identity; privacy; distance
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learning; social capital; the social and psychological effects of the internet; the
misuse of cyberspace; diasporas; and achieving social status and information for
society, culture, and politics. These facilities give rise to various facts when they are
used poorly. Many ethical problems are faced, from political manipulations of the
electorate, to suicide, violation of privacy, cybercrime, harassment, and sexual abuse.

Philosophical References on the Moral Sources of Failed Behaviors on Social
Sharing Sites

In Turkish, ahldk is the plural of the word “hulk” or “huluk” in Arabic, and it
means nature, temperament, and character (Ciircani, 1997). The English equivalent
is morals, derived from the Latin moralis, and it means character, condition, and
motion. Morality as a term is generally observed to be used in three ways: (i) public
lifestyle, (ii) a group of behavioral rules, and (iii) an intellectual survey performed on
lifestyle and the rules of conduct (Kilig, 1998).

However, even classifications that are performed are not exactly the same. Every
philosopher has faced some specific approach when they are examined in detail
(Heinemann, 1997, pp. 366—367). An analysis will be made in this study by placing
two important philosophers on the axes of rationalist and empiricist attitudes,
which are two fundamental paradigms that have been found to be important. First
is the Scottish philosopher, David Hume, who can be considered as the pinnacle of
empiricism; the other one is Immanuel Kant, who can be considered as the pinnacle
of the rational explanation of morality.

Hume saw morality as a part of human nature and consequently concluded that all
people should be similar in mind, feelings, and actions (Hume, 1985b, p. 626). This is
because human nature is a common and universal experience to all. Hume developed
moral theory under this main idea.

According to Hume, morality does not occur through any factual issue that can be
discovered through touch, as he was certain it was not composed of the clear relationships
that are the object of science. In this case, one can prove that morality is not a result of the
mind. Virtues and vices can be derived from factual issues through reason. For example,
one cannot find anything aside from certain passions, motives, will, and thoughts when all
aspects of an intentional murder are examined. In this case, there is no other factual topic.
But when the reflections are turned inwards, one realizes that the feeling of disapproval
against this action exists. This is a factual situation. But this is an object of emotion, not
the mind. This action occurs as a feeling, not as an object (Hume, 1985a).

Whether the source of moral production is the mind or the emotions and which sensations
are the principles of moral production must be investigated. According to Hume, the main
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source or principle of the call to action in the human intellect is pleasure or pain. When these
sensations are removed from one’s thoughts or feelings, one can have neither great passion
and action nor great desire and will (Hume, 1985a). What is the source of pleasure? The
answer that can be found in Hume’s (1985a, p. 352) system is as follows:

It can generally be stated in terms of our physical skills that everything we have that is useful,
beautiful, or surprising produces pleasure as the object of one’s own pride. Accordingly,
pleasure is the cause of passion within the relationship to self.

After briefly summarizing Hume’s views, now a brief look will be taken in
consideration of the opposite viewpoint: Kant’s moral justification.

Kant (2004) contemplated the existence of the reason as completing the human.
Theoretical reason, in Kant’s terminology, means the reason that deals with aspects
of the human being and epistemological problems, while, practical reason deals with
the practical dimension that is behavioral one, of human being. According to him,
the pure reason is the practical in itself. Moral law supplies itself directly to the
human being. There is no requirement of passion, happiness, emotion, and so on
for any of its tools, it is inferred. That is the essence in action’s moral value directly
determines its moral law. There is no effect of will on its construction. The passivity
of will is viewed the same as Hume. But unlike Hume, Kant also made feeling totally
ineffective. An autonomous identity that completes morality is conferred and is a type
of existence in self.

What is the source of morality itself, what is the human self; also, what is this
one type of intellect and what are its indicators? Or how can these criteria be
revealed? According to Kant (2009), in the world and even outside of it, nothing
can be considered an absolute unconditional good except “good will”. Therefore,
the groundwork of the action of morals creates these qualities. For this, an action
that is performed as a necessity of assignment or because of moral law does not find
in intent that which achieves moral value with it; it finds in the maxim from which
it decided to do it. This maxim is universal and can be applied universally; it is
expressed as follows:

Act only according to that maxim by which you can at the same time will that it should
become a universal law. The moral value of action is not found in any relation of the action
that requires being sourced from the effect that is expected from the cause action; this is
together with not being found in the effect that is expected from it because these effects
may also arise from other causes (ensuring even someone else’s happiness is gratifying in
this case). Hence, having a mind that finds the most supreme and unconditional good but in
itself is not the need to desire existence for these. Because of this, the unique good that has

been called morality is obviously not that effect that is found but in the assets of the mind

283



TURKISH JOURNAL OF BUSINESS ETHICS

or hoped for in its request; this design determinedly cannot create anything other than the
self of its own design of law (Hume, 2000).

Now the search for the answer can begin to the question of which of the mentioned
ethical concerns are effective at being behavior’s generating principle.

In this context, it has been deemed important to create the groundwork for a
discussion of Alan Gewirth’s Principle of Generic Consistency. This principle reveals
the nature of basic human rights, such as freedom and prosperity, through motion
from the existence of deliberate agents and also offers a description and prescription
for rational authority. The summary of Gewirth’s argument is as follows:

» Independence and prosperity are mandatory features of an action with purpose.
» All rational, deliberate agents have natural rights to freedom and prosperity.

* Assuch, each deliberate agent states the normative structure of the action tends to have
a mandatory, prudential, and moral restriction at the expense of contradicting itself.

* Deliberate agents, from their own personal perspective, must claim to have the
right to freedom and prosperity, as logically their own agent has mandatory and
practical conditions.

e At the same time, all deliberate agents have the right to freedom and prosperity
because being an agent is a sufficient condition. These rights were originally just
precautionary; now they are moral by reason of their relation to others.

* Every deliberate agent, as director of a deliberate action, is logically impelled to accept
a superior moral principle. This principle is the Principle of Generic Consistency and
refers to the following: All deliberate agents with the right to freedom and prosperity,
including that person’s self, must be respected (Spence & Quinn, 2008).

Who embraces Humean ethical theory, in the context of character virtues through
emotion from the Principle of Generic Consistency, has voiced opinions in the form
that everyone with a sense of morality will behave ethically. This is because goals such
as the good, good life, happiness, and self-realization make it almost mandatory that
people behave ethically, and these are rational implications (Spence & Quinn, 2008).
However, when one asks the question “What is the source that is found in action on
the basis of freedom and prosperity?” and it is looked at carefully, the response can
be given in the form of “for our sense of pleasure and request of usefulness” through
Humean terminology. Yet, there’s no place for freedom in Hume’s understanding
of morality. Kant (2004) expressed moral freedom as a “condition of existence.” In
other words, it is impossible to perform any moral action in the absence of freedom.
According to philosophers from the other side, however, one is conscious of freedom
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through movement before one has first knowledge of morals. Namely, morality
emerges in order to know freedom, but it is not a principle that produces action.
Therefore, it is extremely clear from our discussion that Gewirth’s principle, on one
hand, means to place freedom and prosperity in the same groundwork as two ultimate
objectives that express the precursor to a moral action, as these are compulsory and
put forth as a right of freedom and prosperity. Is it possible for people to be free if they
don’t behave ethically? Do people have the possibility of ethical behavior in order
to have freedom? Reality manifests in favor of the second question. Additionally,
freedom cannot be evaluated as a feeling. Freedom is an ontological right. With the
restriction of freedom, morality, and hence responsibility, disappear. Yet the same
thing can be said of character virtues or benefits like welfare, happiness, and so
on for ultimate objectives. Because to say that humans are those who are found in
virtue in order to be happy or to live in prosperity shows the necessity of performing
appropriate actions as a way to be happy or live in a good situation. Said another
way, actions that are appropriate for this ultimate objective must be moral actions (or
these actions produce happiness and are moral). Consequently, they meet at a point as
both the ideal and the source. Yet the same cannot be said for freedom. Indeed, Hume
called freedom imaginary in this context. This is because according to him there is
no place for freedom in actions that are performed as a necessity between character
and behavior, as freedom is not a necessary element of human nature. The request
for prosperity, the second element in the above principles, can be the manufacturing
principle of moral actions in terms of Hume’s philosophy; through sympathy, it
acquires the actions of others and the validity of morals.

At this point, we believe the ethical fault lines can be in a different form of the
formulating agent in this context.

Identity, Ownership, Credibility, and Privacy

Modern humans have many, quite different identities and affiliations in the macro
and micro levels, such as religion ethnicity, geography, culture, sects, modesties, and
congregations. People attach importance and prefer these affiliations naturally. Being
a party to and in favor of these things creates a direct emotional state. Because the
offering of information that comprises social networking sites can be turned to one’s
favor, distorted, and used, the freedom mentioned above corresponds to a situation
that forms the groundwork of these behaviors: failure to comply with even a measure
of morality has become practically commonplace.

Another motive that triggers the formation of identity is ownership and the desire
to be an owner (Jaspers, 2010). Ownership here has a wide variety of uses, from
owning any goods or items to as much as owning power. This is because there is a
close relationship between power and being an owner. The driving force is the feeling
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of being a property owner, the feeling of identities wanting to be on top of each other.
Or it is people wanting to fortify their identity as an owner of property. Hence, the
demand to have macro or micro affiliations, if one wants to ontologically have the
processes of identity construction, can be said to be a basic motive of the feeling of
being capable and intersects with property over this mode. Privacy and reliability as
the other fault lines can also be associated with ownership in this context.

In reality, the view of behaviors that occur based on feeling gains weight when
considered in the context of Hume and Kant’s approaches to morality that were offered
in the questions on ethical fault lines shown above. The mind, in Hume’s statement
(1985a), has the function of rationalizing only the result of the imposition of passion
when it becomes a near slave of passion. Albeit, if one draws the ideal framework for
Kant’s approach to morality, it can also be said that too much counterbalance does
not exist in practical life. Additionally, the need that suggests itself is to question
the source of immorality rather than the source of morality when it comes to social
media; at this point, the Humean approach can be said to be more descriptive.

Results

The origin of ethical issues in new media was analyzed from a limited philosophical
perspective in this study. Understanding human actions by ignoring the basic properties
of human nature is almost impossible. However, talking about the standards, absolutes,
and universal human nature that connects all individuals should also be considered as
an extreme commentary. It is possible to say that the common codes of moral and non-
moral behaviors can be determined to a great extent without neglecting that the private
world of the individual may be philosophically different before scattering both ends.

The ethical understanding of Kant and Hume, which was investigated in the
context of this study, showed differences in terms of what constitutes the motives
of behavior. When looked at with motion from the daily problems or events one has
experienced, our opinion is that Hume’s ethical understanding is more descriptive.
The point that should be emphasized here is the necessity to determine the motive
or primary principle of immoral behavior, not just moral behavior. This is where
Hume’s paradigm was most beneficial. That the virtues or vices of human character
have an emotional foundation seems useful in explaining ethical violations in social
media. On the other hand, these thoughts cannot be divorced from both philosophers’
epistemological approaches. At this point, the subject of what kind of measures can
be epistemologically taken in addition to existing measures in order to prevent moral
violations in the media should be opened for discussion.

Indeed, some thinkers (Ward & Wasserman, 2010) have also made the same point. If
information is knowledge, especially if'it’s accurate, it must comply with the conditions
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of epistemology. If information hopes to be spread on the ground of honesty and
reliability even minimally, it must carry the criterion of accuracy; those who spread this
knowledge should be widely aware of epistemic criteria. S. J. Wulf (2000) established
a direct relationship between virtue and Hume’s epistemology. According to Hume,
in order to possess virtuous behavior, one must have a desire and tendency towards
virtues. This encourages the virtue of moderate or mitigated skepticism.

Consequently, one may not be able to find solutions to ethical problems by moving
from mere moral analysis now that people are as whole as they are complex in their
being. In this context, we think it is important to restructure all aspects of the education
system (cultural, religious, and philosophical) that has the potential to contribute to the
creation of an ethical atmosphere. Inherently, the need for philosophical groundwork
and analysis is clear.

Kaynakca/References

Binark, M. (2007a). Yeni medya calismalari. M. Binark (Ed.), Yeni medya ¢alismalar: iginde
(s. 5-17). Ankara: Dipnot Yayinlar1.

Binark, M. (2007b). Yeni medya caligmalarinda yeni sorular ve yontem sorunu. M. Binark
(Ed.), Yeni medya ¢alismalar iginde (s. 21-44). Ankara: Dipnot Yayinlart.

Binark, M., & Siitcii, G. B. (2007). Teknogiinliiklerdeki ¢ok(lu) sessiz yasamlar: Yeni medyanin
sessiz enstriimanlart - yeni orta siif genclik. M. Binark (Ed.), Yeni medya ¢aliymalart
icinde (s. 147—175). Ankara: Dipnot Yayinlari.

Ciircani, S. S. (1997). Kitabu -ta rifat (A. Erkan, Cev.). Istanbul: Bahar Yaymlari.

Heinemann, F. (1997). Etik (D. Qzlem, Cev.). D. Ozlem (Ed.), Giiniimiizde felsefe disiplinleri
icinde (s. 361-384). Istanbul: Inkilap Kitabevi.

Hume, D. (1985a). An inquiry concerning the principles of morals (Ed. C. W. Hendel).
Indianapolis: The Bobbs-Merill Educational Publishing.

Hume, D. (1985b). 4 treatise of human nature (Ed. E. C. Mossner). London, UK: Penguin Books.

Hume, D. (2000). An enquiry concerning human understanding. Leeds: Leeds Electronic Text
Centre. Retrieved from www.etext.leeds.ac.uk/hume/ehu/ehupbsb.htm

James C., Davis, K., Flores, A., Francis, J. M., Pettingill, L., Rundle, M., & Gardner, H.
(2009). Young people, ethics, and the new digital media: a synthesis from the goodplay
project. Massachusetts, London, England: The MIT Press Cambridge.

Jaspers, . (2010) Felsefe nedir? (1. Z. Eyuboglu, Cev.). Istanbul: Say Yaynlar1.

Kant, I. (2004). Critique of practical reason (T. K. Abbott, Trans.). New York, NY: Dover
Publications.

Kant, 1. (2009). Ahlak metafiziginin temellendirilmesi (1. Kuguradi, Cev.). Ankara: Tiirkiye
Felsefe Kurumu.

Kilig. R. (1998). Ahldkin dini temeli. Ankara: Tiirkiye Diyanet Vakfi Yayinlari.

Spence, E. H., & Quinn, A. (2008). Information ethics as a guide for new media. Journal of
Mass Media Ethics, 23(4), 264-279. http://dx.doi.org/10.1080/08900520802490889

287



TURKISH JOURNAL OF BUSINESS ETHICS

The Canadian Association of Social Workers. (2014). Social media use and social work practice.
Retrieved from http://www.casw-acts.ca/en/social-media-use-and-social-work-practice

Ward, S. J. A., & Eid, M. (2009). Ethics, new media, and social networks. Global Media
Journal - Canada Edition, 2(1), 1-4.

Ward, S. J. A., & Wasserman, H. (2010). Towards an open ethics: implications of new media
platforms for global ethics discourse. Journal of Mass Media Ethics, 25(4), 275-292. http://
dx.doi.org/10.1080/08900523.2010.512825

Waulf, S. J. (2000). The skeptical life in Hume’s political thought. Polity, 33(1), 77-99.

288



TURKISH JOURNAL OF BUSINESS ETHICS

Received: April 13,2015

Revision received: July 23,2015 Copyright © 2015 ¢ Turkish Journal of Business Ethics
Accepted: August 21,2015 www.isahlakidergisi.com/en
OnlineFirst: November 22,2015 DOI 10.12711/tjbe.2015.8.0005 + November 2015 ¢ 8(2) ¢ 289-309
Original Article

Korea’s Drinking Culture: When an Organizational
Socialization Tool Threatens Workplace Well-being

Ulas Cakar' Haeeun Kim’
Dokuz Eyliil University Dokuz Eyliil University

Abstract
According to recent studies, Koreans consume the most amount of alcohol in the world. Alcohol consump-
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socialization in Korea, the role of hoesik as an important organizational socialization activity, and the effects
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The question “How much alcohol can you handle?” is often part of a job interview
in Korea. Kwon (2014) reports that a typical job application form will ask applicants
to reveal if they drink alcohol and if they do, then how much do they usually consume.
The next step in a recruitment process is the so-called “alcohol interview.” During this
interview, applicants are plied with several shots of alcohol and sometimes asked to dance
or sing. The purpose is to determine how much alcohol an applicant can hold as Koreans
tend to see someone who can hold his/her alcohol well as someone who will work well.

Kiersz (2014) reports that Koreans drink the most amount of hard liquor in the
world, at 11.2 shots per week, which is twice as much as the Russians, who occupy the
second spot. F. Cha (2014) finds that drinking is among the 10 things that Koreans do
better than others. A lot of drinking happens during after work, office-related dining.
J. H. Oh (2002) reports that 47.1% of respondents who drink answered that they drink
for socializing with co-workers and colleagues. With regard to the frequency and
amount of drinking on such occasions, S. H. Choi, Kim, and Kim (2001) report that
87% of employees drink at least once a week. Kweon (2005) reports that more than
80% of employees indulged in binge drinking, defined as imbibing more than five
shots in one go, in 12 months and 23% binge drink at least once a week.

Chang Ki-hwun, a senior researcher at the Korean Alcohol Research Foundation,
examined reasons for workplace alcohol consumption among Koreans (Nakano,
2012). He reports that rapid economic growth meant that Koreans had to work hard
and drinking became an outlet for work-related stress. J. H. Lee (2010) reports that
more than 50% of those who drink responded that they drank to release their stress.
Company-wide drinking is very common in Korea and this is referred to as hoesik,
which means “staff dining” or “company dining.” C. Cha (2012) refers to it as “eating/
drinking fests involving multiple rounds at multiple venues.”

In Korea, drinking does not just occur at night. Y. C. Cho (2013) reports that
almost 60% of Korean workers drink in the daytime; among them, 43% said that
they drink with a supervisor, 28.5% said that they drink with external workers such
as contractors, and 28.5% said that they drink with colleagues. Moreover, 55% of
respondents reported that they were obliged to drink in the daytime because of work
and that they could not help it. More than 60% of respondents drank one or one-and-
a-half shots in the daylight, and 65.4% of them went back to work after drinking. This
is associated with daytime drunken driving. Recently, many drunken drivers have
been caught during daytime checks (M. C. Park, 2015).

Why do Korean workers drink so much? The amount of alcohol that they consume
is the highest in the world. They have a drinking culture that is rooted in “one shot”
or “bottoms-up” and poktanju or “bomb,” which refers to mixing drinks (typically
beer and whiskey or beer and Soju, the Korean alcohol). This causes Koreans to
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not only consume more alcohol but also get drunk fast. Recently, as Nakano (2012)
reports, the Korean Government has begun a campaign to decrease heavy drinking.
People are urged not to mix their drinks, not to go bar-hopping, and to return to their
homes by 9 pm. Corporations have initiated a new policy on hoesik. For example,
the “119 campaign” refers to “one type of alcohol, in one place, and only until 9
pm,” the “829 campaign” alludes to “finishing hoesik between 8 and 9 pm, and no
second venue,” and the “222 campaign” is about “not mixing two kinds of alcohol,
not recommending more than two shots to others, and not going to a second venue.”

Although these efforts began in 2007, they were taken up actively by organizations
only a few years ago. Although more companies and organizations are becoming
aggressive about implementing these policies especially when hoesik peaks at year-
end, the fact that mass media carries reminders about the need to put these policies
in place shows that these efforts have thus far fallen short. Attempts to come up with
variations on the 119, 829, and 222 themes are further evidence of a continuing battle
that organizations are facing with reining in the drinking culture.

On the positive side, it is claimed that foesik fosters organizational cohesion
by building a closer relationship among employees. However, hoesik has serious
consequences on employee health, work efficiency, and productivity. According
to a survey by the Ministry of Gender Equality (2001), 45% of 1,000 respondents
said that hoesik was not helpful in increasing productivity. Moreover, 30% said that
vulgar talks or sexual harassment were frequent at drinking sessions. Y. J. Han (2012)
reports that 34% of respondents considered the drinking culture as a “necessary evil”
and 40% said that they felt constrained to participate in drinking sessions to maintain
their social relationships. O. Kim and Jeon (2012) report that office workers drink
together to strengthen their organizational networks. Y. Kim and Hong’s (2012) study
also supports the socialization purpose of alcohol; more than half of Korean male
employees drink with coworkers. Many Koreans see alcohol as a “social lubricant,”
as something that helps break the ice among people (W. Kim, 2009; Yang & Kim,
2012). H. S. Park and Lee (2011) also report that participating in drinking occasions
was seen as a way to acquire useful information about a workplace and get close with
coworkers. Thus, although hoesik is not favored by most employees, the drinking
culture remains in place as a tool of workplace socialization.

Although hoesik is an inherent part of organizational socialization, most literature
on organizational socialization is centered on formal processes such as orientation
and workshops for new employees. In this study, organizational socialization is taken
as a continuous process that happens throughout one’s career, and hoesik is discussed
as one of the main organizational socialization processes in Korea. We will review
the literature on organizational socialization and examine it in Korea by discussing
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hoesik’s role in this process, its cultural roots, and its consequences. We will closely
examine the negative impact of hoesik on employee welfare, productivity, and work
environment. By examining the hoesik culture and its effects, we will attempt to
show the complexity of workplace socialization tools. Hoesik and its accompanying
drinking culture is an interesting example of a socialization tool that endangers the
well-being of employees, workplace, and society.

To understand the roots of the hoesik culture, we need to first identify the
organizational socialization process and unique position of drinking in it.

Organizational Socialization and Hoesik

Organizational socialization is a “process by which an individual acquires the social
knowledge and skills necessary to assume an organizational role” (Van Maanen &
Schein, 1979, p. 3), and it occurs when “people acquire the social knowledge and skills
necessary to assume a particular job in an organization” (Van Maanen, 1978, p. 19).

Most studies on organizational socialization focus on the socialization of new
employees (Allen & Meyer, 1990; Griffin, Colella, & Goparaju, 2001; Jones, 1983;
Louis, Posner, & Powell, 1983; Morrison, 1993; Ostroff & Kozlowski, 1992). However,
organizational socialization is a learning process, and this learning does not begin and
end at any particular point. Thus, organizational socialization should be understood as a
continuous learning process that occurs throughout an employee’s career (Schein, 1971;
Van Maanen & Schein, 1979). Chao, O’Leary-Kelly, Wolf, Klein, and Gardner (1994)
have also criticized the fact that most studies focus on only the socialization of new
employees although basic organizational socialization theory suggests that organizational
socialization should be viewed as a continuous learning process throughout an employee’s
career. Therefore, in this study, we assume that the concept of organizational socialization
includes any socialization program or activity that is aimed at not only new employees but
also tenured employees during their entire time in an organization.

Traditionally, organizational socialization research is concerned with either
socialization in organizational behavior or employee training in human resources
(Woo, 2006). The focus was on the process of organizational socialization primarily
emanating from an organization itself. However, in more recent studies, these
two themes have been integrated such that socialization is perceived as learning.
Therefore, the content of learning programs and proactive learners are integral
to organizational socialization. Saks and Ashforth (1997) report on six recent
research topics: socialization tactics, socialization training, proactive socialization,
socialization learning and content, group socialization, and individual differences.
Conversation and social exchange among employees at drinking sessions assume
importance when hoesik is examined in the context of new research trends. At these
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sessions, learning, network building, and information sharing occur and employees
learn how to interact with other employees and how to comply with their supervisors’
endless encouragement to drink yet remain sober and thus survive in the organization.

Saks and Ashforth (1997) summarized the following four theoretical perspectives
after a review of trends in organizational socialization studies over the past five years:

1) Model of Socialization Tactics: Van Maanen and Schein (1979) proposed six
bipolar tactics: collective vs. individual, formal vs. informal, sequential vs. random,
fixed vs. variable, serial vs. disjunctive, and investiture vs. divestiture. Hoesik can
be described as collective given that a group of employees come together; informal
because employees are left free to indulge in somewhat “laissezfaire” socialization;
random, non-sequential, and disjunctive because no previous task is required and it
corresponds to a varying schedule; and divestiture because group norms shared in
these sessions are likely to mold employee behaviors in ways that organizations desire.

2) Uncertainty Reduction Theory: Newcomers have high anxiety when they enter
an organization, and they attempt to reduce uncertainty through the socialization
process. As H. Oh, Chung, and Labianca (2004) report, for Koreans, workplace
relationships are not sufficient; building personal relationships outside workplace is
more important for a successful business life. Hoesik is a tool for employees to get
to know each other personally; it gives them a sense of belongingness, which helps
decrease the uncertainty and anxiety of employees.

3) Social Cognitive Theory: People acquire information through interaction
with others, and the behavioral relationship is reciprocal. This theory is based on
Bandunra’s studies (1986; 1997). The active interaction among employees during a
drinking session accelerates information sharing and knowledge flow among them.
However, usually, the information flow is top—down, and the social exchange is such
that it makes employees follow the majority line without question.

4) Cognitive and Sense-Making Theory: Louis (1980) molded the adjustment
process of newcomers to an organization. Newcomers attempt to make sense of their
new environment through interactions with other members of an organization. They
learn to interpret cues that provide insight into the values of an organization. The main
purpose of hoesik is to build the “we spirit” and strengthen group norms. Depending on
the state of an organization, sometimes the focus of the gathering is on welcoming new
employees, motivating employees who may have received negative feedbacks on their
performance, to counsel subordinates facing workplace difficulties, or bid farewell to
an employee who will be transferred or may be laid off. However, occasionally, hoesik
can become an avenue for evaluating employees. If a subordinate rebuffs a supervisor’s
constant encouragement to drink, then he may face workplace difficulties.
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We also need to consider the notion of a “social model of behavior” as proposed by
Pfeffer (1997). This model’s basic assumption is that human are social animals. An
individual’s perception of the work environment and tasks at hand is affected by what
others in an organization say. One’s involvement in a job and attitude toward it as
well as organizational commitment and turnover are influenced by social interactions
within an organization. At after—work gatherings, employees share their experiences
at work, and seniors take the opportunity to provide advice to their juniors. Work-
related conflict is also likely to get resolved at hoesik. As De Mente (2014) states,
paternalistic managers of Korean organizations tend to provide harsh feedbacks to
employees at meetings but attempt to soften the blow with pep talks and consolations
during drinking sessions. Hence, if an employee cannot drink or does not enjoy
drinking, then he may end up having an even more difficult time in hoesik.

Studies on organizational socialization examine it from many angles. Ostroff and
Kozlowski (1992) describe the four dimensions of organizational socialization in
their research as job-related tasks, work roles, group processes, and organizational
attributes. Chao et al. (1994) review organizational socialization literature and
illustrate six dimensions of organizational socialization dimensions—performance
proficiency, organizational goals and values, people, politics such as power structure
and information flow, language such as technical terms and jargon, and history, such
as an organization’s traditions, myths, and rituals. To examine the effectiveness of
organizational socialization, Anakwe and Greenhaus (1999) adapt task mastery,
functioning within the work group, knowledge and acceptance of organization’s
culture, personal learning, and role clarity. Bauer, Bonder, Erdogan, Truxillo, and
Tucker (2007), following three domains suggested by Feldman (1981), examine
newcomers’ organizational socialization under dimensions such as role clarification/
resolution of role demands, self-efficacy/task mastery, and social acceptance/
adjustment to the group. From these angles, it can be said that the outcomes of
organizational socialization are associated with group members learning required
job competency as well as organizational culture and values. Hoesik comprises
these dimensions. By drinking together with co-workers or at a department level,
different identities are often mixed; friendships and group identities are formed by
offering alcohols to each other, work-related advice and tips are shared, and expected
behaviors in the workplace are learned. The goal of hoesik is to bridge individual
differences, enable the sharing of group norms and rules, and instill (some may argue
by brainwashing) organizational values.

According to Van Maanen (1978), the formality of socialization depends on the
extent to which the setting for the socialization is work-related and how explicitly
the role of the employee is presented. In an informal setting, the learning usually
happens through experience. In this sense, hoesik is an informal socialization process;
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employees acquire information in a non-work related setting, such as a dining place,
by interacting with different members of the organization.

Saks and Ashforth (1997) suggest an event-centered research approach to study
organizational socialization. Building relationships with coworkers and learning
organizational values do not only occur at formal training or orientation sessions. In
real life, different events or an “ongoing series of episodes” such as an invitation to
lunch or completing a project can facilitate employees’ learning of the required skills
for the job and of the organizational culture. Characteristics of soesik such as sharing
work-related information, learning about the kinds of attitudes the organization
values, building personal relationships, and strengthening group norms and spirit,
make it an important “event” for employees. Therefore, by focusing on the mechanics
and outcome of hoesik, this study adopts the event-centered research approach.

Organizational Socialization in the Korean Context

Studies of organizational socialization in Korea focus mainly on the socialization of
new employees. Given Korea’s changing business environment, Woo (2006) assumes
that the majority of new employees has previous work experience. Thus, he identifies
the following four research focus areas: content of organizational socialization and
its links to (1) the duration of an employee’s previous work experience; (2) perceived
differences between the old and new job by experienced employees; and (3) selected
demographics of new employees, such as gender, age, tenure, education level,
organizational status, and type of job. By defining the five domains of organizational
socialization (individual, group, organization, relationship, and work task), his study
found that tenure, work experience, and perceived differences between the old and
new job had a statistically significant relationship with job proficiency.

J. E. Lee (2013) studies the problem of a high turnover rate among new employees
in Korea and examines the mediating effect of empowerment on organizational
socialization tactics, organizational commitment, and the intention to leave. The
study reported that the more aware employees were of organizational tactics, the
more committed and empowered they were and the weaker the intention to leave.
It also confirmed that empowerment acted as a mediator for three variables. The
study implied that organizations should provide more opportunities for employees to
learn about the organization’s goals and achieve self-actualization to increase their
commitment and weaken their intention to leave.

Chang, Chang, and Jacobs (2009) examine the relationship between new
employees’ activity in CoP (communities of practice) and organizational socialization
in the Korean IT sector. They categorized organizational socialization as learning
(task mastery, successful work relationship, and role clarity) on the one hand and

295



TURKISH JOURNAL OF BUSINESS ETHICS

adjustment (job satisfaction, organizational commitment, and intention to remain) on
the other. The study reported that the intensity of participation in CoP was positively
associated with organizational socialization.

In examining the high turnover rate of nurses, Son et al. (2008) attempt to
develop an organizational socialization scale to measure the socialization of newly
recruited nurses in Korea. They group organizational socialization factors as
individual characteristics, group characteristics, and job identity. For the outcome
of organizational socialization, they considered job competence, job satisfaction,
organizational commitment, and exhaustion. The study found that five factors—
skills and knowledge of the job competence dimension, self-efficacy of the individual
characteristics dimension, mutual trust of the group dimension, emotional exhaustion
of the exhaustion dimension, and professionalism of the job identity dimension—
explained the most about nurses’ organizational socialization.

Many academics believe organizational socialization is encouraged by a
mentoring system. H. O. Kim and Lee (1993) conducted an empirical study of the
effectiveness of a mentoring program on organizational socialization. They found
that employees with a mentor showed higher job satisfaction and a weaker intention
to leave. B. S. Kim (1999) also reports the positive influence of a mentoring system
on organizational socialization for the following reasons: more realistic training,
resolution of regionalism problems, better adaption to organizational change, and
contribution to creating a new organizational culture in administrative organizations.
Suh and Huo (2009) researched mentoring systems in the airlines sector and found
that a mentoring program encouraged organizational socialization, especially in terms
of career development, and was statistically significant in decreasing role conflict and
role ambiguity of employees.

Hoesik’s Unique Characteristics as a Socialization Tool

Including hoesik as part of organizational socialization calls for a discussion of the
unique character of hoesik; it is neither completely formal nor completely informal.
According to the formality definition used by Van Maanen and Schein (1979) and
Van Maanen (1978), the drinking session falls into the category of an informal
socialization process. However, in reality, it also has a formal character; most of the
time hoesik expenses are paid from the organization’s finances. Business account list
hoesik as a separate entry under “employees’ welfare expenses” or “fringe benefits,”
and every occasion is reported to upper-level management for approval. Thus, hoesik
occupies the middle ground of formal and informal in Korean organizations.

As discussed above, most of the studies on organizational socialization in
Korea ignore its drinking culture. However, there is evidence to show that hoesik
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represents a process of socialization as it is aimed at fostering socialization with
other organizational members, improving team spirit, establishing a group
identity, and learning organizational values and required competences. Employees
participate in drinking sessions to maintain relationships with fellow employees
and share information through interactions with them. They strongly believe that
their participation on these occasions influences their career. H. J. Lee’s (2009)
study supports this idea; 80% of respondents see drinking sessions as a tool to
maintain workplace relationships. However, few studies discuss both organizational
socialization and drinking sessions on the same grounds. Even though D. W. Lee,
Park, Lee, Kim, and Kim’s (2007) study perceived working adults’ drinking sessions
from a social aspect, the drinking sessions were seen as merely a form of informal
communication. In addition, the main purpose of the study was to compare and
contrast the drinking habits of working adults and undergraduate students. Different
from D. W. Lee et al.’s research, this study solely emphasizes the drinking culture in
Korean workplaces as an organizational socialization process.

Examining the issue from the literature on drinking, the hazardous levels of alcohol
consumption in the workplace is perceived as a serious problem by many academics.
Research interests have recently been drawn toward the increase in female employees’
drinking and health promotion in the workplace.

As more women participate in the workforce, the number of female employees who
consume alcohol is rapidly increasing; thus, the number of studies on the drinking
habits of female employees is increasing as well (Y. H. Cha, 2012; Ha, 2009; H. J.
Jeon & Jung, 2008). H. J. Jeon and Jung found that when it comes to drinking, women
are vulnerable to environmental factors; women who are in the workplace where
the atmosphere about drinking is permissive and encouraging tend to consume more
amounts of alcohol than women who are in the workplace where drinking is avoided.
However, Y. H. Cha’s study (2012) reports different findings. Factors that influence
female employees’ drinking are personal; that is, if an employee’s own ideas and
attitudes toward drinking are positive, then she is likely to drink more. The study also
reports that female employees feel more obliged to drink than male employees do
when colleagues and supervisors encourage then to drink. Since existing studies of
workplace drinking culture are mostly focused on male employees, it is expected that
the number of drinking studies on female employee will increase.

Dueto the serious threat that excessive alcohol consumption poses for organizational
health, E. S. Choi, Jung, Kim, and Park (2010) point out that high levels of alcohol
consumption may cause work-related depression and anxiety to employees. Yang and
Kim (2012) also emphasize that not only employees in urban areas who have been
the main object of drinking studies until now, but employees in suburban areas are
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also exposed to alcohol-related risks. Employees in suburban areas even show higher
drinking rates than employees in urban areas and education programs and policies
regarding drinking are not effectively implemented in suburban areas. In seeking
ways to promote the health of organization members, K. S. Lee (2011) discusses
various health programs implemented in some organizations. Alcohol reduction was
found to be one of the most important goals for workplace health promotion. Health
promotion activities included campaigns named “Love Liver Day,” “No Drinking
Day,” and “Liver Holiday.” M. J. Lee and Yoo (2014) also attempt to decrease alcohol
consumption of employees by having educational sessions, lectures, and meetings in
organizations. After six months of these special activities, the number of problematic
drinkers and alcohol abusers decreased. M. J. Lee and Yoo emphasize that not
only these employee-level activities are important, but cooperation from upper-
management level is also a must to improve the drinking culture in organizations.

As seen above, existing studies on workplace drinking have inclined toward
current issues, outcomes, and alternatives to a drinking culture. Hoesik is seen as a
prevalent and problematic phenomenon. Nevertheless, this drinking culture is not
seen as an organizational socialization process in academia. Therefore, there are few
studies that even see hoesik as a socialization process, let alone subjecting it to a
measurement scale. Kweon (2005) used the Alcohol Use Disorder Identification Test
(AUDIT) developed by the World Health Organization and extracted five parameters
from the Your Workplace scale used by Beattie, Longabaugh, and Fava (1992). The
study found that 54.8% of the participants drank with colleagues and had 1.83 rounds
of drink on average, and 76.9% of the participants drank consecutively at different
places in one night. However, Seong et al. (2009) pointed that AUDIT scale has as
many as 10 items which is time-consuming and not efficient for emergency patients.
Thus, Seong et al. tested the validity of AUDIT-C (AUDIT Alcohol Consumption
Questions) which has fewer items than AUDIT and the third question in AUDIT-K
(Korean translated version of AUDIT) and concluded that AUDIT-C is a valid and
practical tool to measure alcohol disorder. M. J. Lee and Yoo (2014) used the AUDIT-K
to measure the effectiveness of organizational programs to curb drinking. Although
the AUDIT scale is used to measure the alcohol-related behaviors of employees, the
scale lacks the socialization aspect.

I. Park and Kim (2010) attempt to develop a scale that measures the sobriety
behavior of male workers. They also point out the lack of a complete scale for
measuring the drinking behavior of Korean employees. Therefore, based on the
Theory of Planned Behavior, they constructed a scale to measure the relationship
between the teetotal attitude of employees and their perception of the influence of
sobriety on their careers. The final scale included 41 parameters with 10 factors. This
study is significant in that it is one of the few studies to examine the relationship
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between drinking and one’s career path in Korea. However, the study focused on
the sobriety of male employees and not on participation in drinking parties and on
organizational socialization.

It is obvious that the scales used in previous studies do not reflect Korea’s
unique cultural aspects, such as Confucianism, rigid hierarchies, collectivism, and
paternalism.

Cultural Aspects of Hoesik in the Korean Workplace

De Mente (2014) traced the Korean drinking culture to the religious rituals of
early times. Alcohol was perceived as a mediator between God and humans. With the
emergency of Confucianism as a rule of governance in 1392, many constraints began
to be imposed on the female population. One of the taboos for women was drinking.
Women were expected only to take care of their children and be loyal to their husbands.
They were not allowed to participate in social life. However, men were free to drink,
especially at dinner time after a hard day’s work. S. G. Lee (2004) also explains that
traditionally, women were not considered as labor population and their labor at home
was not acknowledged as valuable work. Thus, women were not allowed to participate
in drinking. Drinking was an exclusive privilege only for men. However, the role of
alcohol as a tool of socialization today is far removed from even these cultural roots.
M. Kim (2014) reports that alcohol consumption among women has also increased.
According to a survey conducted by the Korean Health Ministry from 2005 to 2012,
“the ratio of highly dangerous alcohol consumption” (drinking an average of five shots
of Soju at one time) for women under 40, had increased from 11.1% to 22.2%.

S. Kim (2003) finds that the homogeneity of Korean society emphasizes bonding
and drinking as tools for strengthening ties among people. In this sense, in an
organization with strong employee bonds, drinking together is perceived as a way of
strengthening these ties. According to H. Kim (2014), by drinking together, Koreans
open up and share their problems with one another. This can promote team spirit. J.
H. Oh (2002) also state that drinking together can be viewed as a ritual that builds
a sense of community and indicates that the reason for Koreans’ heavy alcohol
consumption is rapid economic growth. Korea’s rapid economic development did
not leave workers with much leisure time. The short amount of time they got after
a hard day’s work was best suited to drinking. Furthermore, he indicated that the
ambience of the drinking venues reflected workplace hierarchies. Male supervisors
would force their subordinates to drink and subordinates would fill the glass of their
supervisors out of courtesy and respect. De Mente (2014) also says that at a hoesik,
a senior member of the group refills the glasses of others, according to their rank. In
addition, refusing a drink from one’s supervisor is considered improper etiquette.
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C. Cha (2012) pointed out the importance of an organization’s drinking culture to
let off steam generated by its hierarchical structure. At a hoesik, Koreans are likely to
bring up issues or problems that they cannot talk about while sober during work hours.
When someone offers a drink, it is that person’s way of expressing his willingness
to listen and talk to you. However, C. Cha also states that “respect and hierarchy”
was expected to be maintained at a drinking session. D. W. Lee, Park, Lee, Kim, and
Kim (2006) report that there were invisible forces at work during drinking parties.
In their study, working adults showed very low self-efficacy as they had very little
leeway when it came to refusing an invitation to drink or expressing opinions about
drinking parties. H. S. Park and Lee (2011) studied the part played by collectivism
and hierarchy in employee participation in alcohol-fueled, after work dining. They
surmise that soesik is not just about spending time together while drinking, but more
about forcing collectivism on individuals.

Korean managers are paternalistic. They are strict and authoritative on one hand
while benevolent and generous on the other (Cheng et al., 2014). Paternalistic leaders
not only give importance to discipline and strict rules in the workplace, but they also
value individual relationships with employees (Aycan, 2006). As De Mente (2014)
states, paternalistic Korean managers have a tendency to give an employee harsh
feedback in the workplace but will try to console the employee during the drinking
session by giving advice and pep talks. If the employee cannot drink or does not
enjoy drinking, then the manager perceives the attitude as an offense because he
thinks that the employee does not value his care and trust. From the employee’s point
of view, however, he or she suffers both in workplace from harsh feedback and in
drinking session from drinking in order not to disappoint the manager.

Therefore, it is possible that drinking sessions are not always enjoyed by employees.
Rather, since these sessions begin soon after work and go on till very late at night
(or sometimes until the next morning), they tire employees, stand in the way of a
work-life balance, and brainwash them into deferring to an organizational hierarchy
even after work hours.

Negative Effects of the Drinking Culture

The literature on the drinking culture in Korean organizations covers many aspects.
Regarding motives for participating in hoesik, social purposes such as resolving
conflicts, sharing group norms, and fostering closeness with fellow employees appear
to be the strongest factors (O. Kim & Jeon, 2012; Sharpe, Abdel-Ghany, Kim, & Hong,
2001; J. H. Oh, 2002). Avoiding hoesik can cause problems for an employee. I. Park
and Kim (2010) discuss the perceived disadvantages of not participating in hoesik and
identify such issues as difficulties in maintaining friendships within organizations,
being excluded from information sharing, and being overlooked for promotions. H.
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S. Park and Lee (2011) suggest that the decision to participate in or avoid a drinking
session is often dictated by societal or organizational pressure. The reference group
for this decision making often comprises a supervisor, coworker, and family members.
Yun and Lee (2014) also report that supervisors encourage employee participation to
understand what their subordinates actually think about an organization.

Some studies also provide insight into the relationship between stress and drinking.
Kweon (2005) found work-related stress to be strongly associated with drinking; this was
especially true for male employees in sales and marketing. Yun and Lee (2014) report that
workplace stress led police officers to indulge in heavy alcohol consumption. Yun, Kim,
Jung, and Borhanian (2013) report that police officers found it difficult to maintain work—
life balance due to their workloads and frequent night shifts. Stress from family conflicts
also led to frequent drinking sprees. Gender issues have also been studied. The Ministry
of Employment and Labor (2011) issued a policy report on gender discrimination and
suggested ways of eliminating gender discrimination in the workplace. The report
examined gender discrimination in /oesik, such as when a supervisor (who is usually
a man in Korean organizations) order a subordinate to dance or behaves in such a way
to make subordinates feel sexually humiliated. J. J. Han (2002), who studies sexual
harassment issues, found that 76% of female respondents said it was very common to
expect female employees to sit next to their male counterparts or male supervisors and
fill their drinks at a hoesik. According to a study by the Ministry of Gender Equality and
Family (2012), 87% of employees answered that sexual harassment was common at a
hoesik. The problem was also found to be rampant in military organizations to such an
extent that the Korean navy instituted a hoesik jikimi system, whereby an inspector is
present during /oesik to deter sexual abuse. The inspector is not allowed to drink and is
tasked with ensuring that there is no sexual harassment during the session and that female
soldiers get back home safely (Y. S. Lee, 2014).

Without doubt, there is more evidence to show a hoesik’s negative than positive
side. Further, the problems are not merely psychological, but also physical. According
to Statistics Korea (2014), cancer was the leading cause of death in Korea in 2013.
Of those afflicted, more than 20% died from liver cancer. Most of the victims were
in their 40s and 50s. Alcohol is seen as the primary reason for the fatalities from
liver cancer. This indicates that workplace drinking has serious consequences for the
health of an economically active segment of the population. Both liver cancer and
liver diseases are among the top 10 causes of death in Korea. Hong (2014) reports
that an increasing number of Koreans are being diagnosed with osteonecrosis for
which excessive alcohol consumption is the leading cause.

Alcohol consumption at night also brings drunken driving problems. Twenty-two
percent of disciplinary cases brought against civil servants from 2009 to 2013 were
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because of drunken driving (S. H. Kim, 2014). Moreover, someone with a hangover
who drives the next morning is also guilty of drunk driving. Therefore, the danger
extends beyond one night.

Frequent binge drinking means people come late to work, suffer from hangovers,
or stay away from work, all of which lead to low productivity. According to the
Organization for Economic Co-operation and Development (OECD, 2013a, 2013b),
Korea has the second longest average working hours per person, and the country
ranks the fourth lowest in the work—life balance index. When these long working
hours are added to the time spent at afte—work drinking sessions, the serious risk
to employee well-being becomes all too clear. Chae (2015) reports that only 27.5%
of male employees can leave the office at the regular time and 55% of employees
work overnight at least once a week. In Chae’s report, 67% of respondents said they
could not spend time with their families because of fatigue and lack of time. Kocken
(2015) points out that Korean conglomerates run programs such as “Smart Day” and
“Family Day” when employees work regular hours. The irony, he says, is that even
though leaving work at 5 pm or 6 pm should be the norm, this is made out to be a
reward by organizations.

Last but not the least, drinking sessions help reinforce hierarchical structures and
collectivism. The organizational hierarchy and top—down communication pattern
continues after work in a hoesik. Hoesik may be good for emphasizing team spirit, but on
the other hand, a forced team spirit means refusal to accommodate individual differences
and the isolation of members outside the group. S. G. Lee (2004) points out in drinking
sessions, the individual’s own self'is expected to be dissolved into group identity. People
who do not want to drink or do not enjoy the drinking session are usually tagged as
“inhumane,” “cold-blooded,” or “calculating,” and they are excluded from the majority.

Chun (2012) explains that Koreans’ drinking behaviors is highly socially dependent.
Korean society puts group norms and values ahead of individual values. Since drinking
is seen as a medium for socializing and communicating with others, such details as
the amount to be consumed as well as the frequency of drinking are decided by social
norms. Further, these norms are typically dictated by people with an enormous capacity
for alcohol. Drinking to one’s limit is often encouraged by playing drinking games.
The main purpose of a drinking session is to get drunk as a group, almost as if drinking
is work. When B. D. Oh (2014) asked Korean employees to list what they saw as the
most serious problems in Korean drinking culture, 51% replied it was forced drinking
beyond one’s tolerance, 24.6% of participants said drinking until the person blacked
out, and 17.6% of participants said equating drinking capacity with work competence.

Employees who are good at adapting to collective norms of drinking and conforming
to the majority are praised by the organization, whereas outside members are ignored and
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excluded. This situation is directly related to an important cultural issue called the Gap—
Eul relation. This term comes from the legal world; in Korean the first party to a contract
is referred to as Gap and the second party is referred as Eul. Therefore, Gap represents
the dominant, powerful party while Eul is the one under Gap’s control. Gap can order
Eul to do anything, and Eul is supposed to follow without murmur. Typical Gap—Eul
relationships are boss/employee, contracting entity/contracted entity, and man/woman.

The following example provides a classic explanation of how the Gap—Eul dynamics
plays out. The Vice President of Korean Air, who was the daughter of the CEO of
Korean Air, was dissatisfied with the nuts served to her and thus, she physically and
verbally abused the steward and made the chief steward deplane (J. Park, 2014). In an
organization, a subordinate has to listen to what a supervisor says, and this relationship
extends to a hoesik. Exploiting their Gap position, supervisors can force subordinate
employees to drink and the Eul employee complies whether he or she likes it. In J.
Cho’s (2011) report, an employee who declined alcohol from a supervisor was told that
she would someday be sorry for doing so. J. Cho also reports that the invisible force to
drink at a hoesik is a very common yet serious problem. The Seoul High Court fined a
supervisor $32,000 for violating the dignity of an employee he forced to drink.

In extreme cases, people have died after attending a hoesik; there are records of
people blacking out and being hit by a train (B. G. Jeon, 2013), falling off stairs in
a drunken state (G. S. Kim, 2013), being hit by a manager while seeking feedbacks
on workplace competence (Shin, 2015), and suffering from vomiting and breathing
difficulties (D. C. Kim, 2014). All these cases ended up in death from the consumption
of excessive alcohol. A court usually considers these cases as industrial accidents
because hoesik is seen as a continuation of work.

Conclusion

Koreans are increasingly becoming aware of the hazards of drinking and are reluctant
to participate in drinking sessions. In recognition of this, organizations are attempting to
focus more on socializing events that do not involve alcohol. According to Epatko (2011),
Koreans are becoming more health conscious and are making more informed food choices.

Organizations are looking at socializing activities that strengthen team spirit, such
as sports activities, going for picnics, going to musical performances, and watching
movies together. However, despite this shift in trend, the majority of Korean businesses
continue their hoesik activities. However, some changes have crept in, such as limiting
such sessions to two hours after work so that drinking is limited and drinking at multiple
venues is avoided; dining at family restaurants where only beer, wine, and non-alcoholic
beverages are served; or having hoesik at lunch hour both for maintaining group spirit
and ensuring that employees have time for their personal lives.
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The Korean government is also encouraging changes to traditional hoesik. The
Ministry of Food and Drug Safety (2014) has started a website called sullae jabgi
which provides information on Koreans’ drinking habits, a guide to healthy drinking,
and posters on how to enjoy alcohol without threatening one’s well-being. The website
also runs a video contest for promoting healthy Aoesik. Anyone can participate by
recording 1 minute video of showing healthy drinking culture such as not mixing
alcohols, not forcing others to drink, and finishing the gathering in one venue.

The government should also reconsider the current taxation system with regard
to hoesik. Such expenses are currently categorized as “fringe benefits” or “employee
welfare expenses” in account books and are tax exempt according to Korean tax law.
This acts as an incentive to companies to encourage hoesik. Therefore, to discourage
company-wide drinking sessions, revisions to the current tax law should be considered.

There is also a need to change the mindset. Questions on alcohol tolerance should be
avoided in job interviews because they emphasize the importance of alcohol even before
one enters an organization. It is clear that drinking capacity has nothing to do with one’s
work competence. Drinking that results in torturing employees, taking away their time
to refresh and recoup, and ruining their well-being transforms this socialization occasion
into an opportunity for bullying episodes. Organizational socialization without alcohol
means those who do not drink will also have a chance to socialize and organizations
will benefit from better social exchanges among employees. Because employees will
stay sober from the beginning to end of a session, the sharing of useful information and
learning of organizational values can occur more effectively. Productivity will improve
as employees will have better morale, and absenteeism will drop.

Today’s successful Korean businesses owe a lot to personal sacrifices made by
pioneers. Koreans believe that those who spend most of their time in an office are
good role models for others in an organization. However, time has changed. Keeping
employees in an organization for as long as possible is no guarantee of their loyalty
or productivity. Ever since the end of the Korean War in 1953, Koreans have
been focusing only on economic growth. The economy has now stabilized, many
multinational corporations have made a name for themselves on the world stage,
and small and medium enterprises are growing. It is time to relax the hyperfocus
on growth. Instead, there is an increasing need to focus on employee well-being
and sustainable growth. Alcohol’s socialization role should be put aside to maintain
healthy organizations. A new generation of Korean workers desires to spend time on
themselves, their families, and their friends. It should not be forgotten that healthy
and happy workers also mean more creative and productive workers and better health
of an entire organization.
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Abstract

The purpose of this study is to reveal the explanatory and predictive relationship between academicians’
values, mobbing, and organizational commitments, on the one hand, and to test a model that originated
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to the structural equation model using AMOS 16 software. Structural equation modeling is a statistical
approach used to test a theoretical model that presents the causal relationships between latent variables. The
study’s findings revealed that values are statistically meaningful predictors of mobbing and organizational
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Various definitions of the term “value” exist in academic literature. For instance,
Kohlberg (1981) interprets the concept of value as “deciding morally and behaving
accordingly.” Hill (1991), however, explains the same concept as “the prioritized
beliefs of individuals that guide their lives,” and Veugelers (2000) paraphrases the same
term as “the opinion that decides whether something is good or bad.” Morrow (1989),
who approaches the term value from a different viewpoint, argues that values should be
considered rules and principles. According to Morrow, values have the same meaning
as the rules and principles of a society. Halstead and Taylor (1996) interpret the term
value as “knowledge and principles guiding our behaviors; standards used to determine
whether something is good or bad.” Thomas (2002) defines values as “thoughts which
are not confirmed by the society, but which are accepted by people as personal beliefs.”
Values are interpreted differently in different parts of the world. As a matter of fact,
according to Birch and Rasmussen (1989), norms and cultures are social rules that
emerge in certain societies. Since values, defined as subjective perceptions, differ from
society to society (Zajda, 2009), these rules cannot be the same in every society (Fataar
& Solomons, 2011). Winter, Newton, and Kirkpatrick (1998) mention three different
value categories: social values, personal values, and familial values. On the other hand,
Cohen (1985) proposes five categories of values: intrinsic, extrinsic, personal, moral,
and knowledge-based values. According to Raths, Harmin, and Simon (1966), values
are notionally defined as behaviors and beliefs done proudly by the individual. Every
person has deeply internalized values that s/he has adopted unconsciously (Hanssona,
Carey, & Kjartansson, 2010). Values direct and organize our lives. They are involved
in the cognitive, affective, and behavioral sides of our attitudes (Powney et al., 1995).

Kluckhohn examines values from a social perspective. For him, values are the means
used to attain one’s longings and desires. The intercommunal aspect, another definition
for society, expresses values as a series of beliefs or cross-cultural priorities that usually
have a connection with social conditions, objectives, and events (Gari, Mylonasa, &
Karagianni, 2005). As previously mentioned, values are individuals’ choices. Since
society is a result of individuals gathering together, and since anything held as important
by an individual is considered a value, anything held to be important for a society is
considered a value as well. Values are also more than simple beliefs. Believing something
means obeying the behavior of that belief. However, establishing such a connection can
be hard. While obeying any particular value, one must also fit into the environment in
which that value is held. Thus, as per Pring (1984), a behavior can only be applied as
long as the society holds it suitable to do so. Another concept mentioned in this study is
that of “mobbing.” Mobbing first entered the academic literature as a term in 1973 when
Heinemann associated the aggressive behaviors of a group of children over someone with
those of animals and birds, using the very term coined by Lorenz in the 1960s for animals
(Thompson, Arora, & Sharp, 2002). The same term started to be used frequently in the
business world beginning in the early 1980s.
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Mobbing means to push someone both systematically and continuously into
a helpless and defenseless position as a result of ethically unacceptable and hostile
communication by either a single or a group of individuals (Leymann, 1996). Mobbing
is a tyrant’s constant and relentless attack on his victim’s self-confidence and self-
respect (Field, 1996), and this term includes all of the negative behaviors in a workplace
(Namie & Namie, 2003). Disturbing someone intentionally and repetitively are
common points of mobbing definitions (Einarsen, 2000). On the other hand, Leymann
(1993) talks about the four different factors that contribute to pressure/mobbing in the
workplace (as cited in Einarsen, 1999). These are: the inadequacy of a study plan, the
inadequacy of leadership behaviors, the victim’s defenselessness, and the inadequacy
of moral standards. People who apply mobbing generally try to have their own way
and control everything by applying inhuman treatments and using immoral strategies
such as pressure, suppression, intimidation, sabotage, and psychological terrorism in
the workplace environment to compensate for their own personal and administrative
deficiencies. The reflection of mobbing on an organization’s members may manifest
in the form of exclusion, harassment, sexual harassment, abuse, maltreatment,
communicative obstacles, giving no assignments, overburden or underburden,
proscription, self-righteousness and scorning workers, misinformation, blocking
knowledge sharing, exploiting of workers, humiliation, and insult (Yaman, 2009).

Another term referred to in this study is “organizational commitment.”
Organizational commitment is a frequently used term in the relevant literature (Allen
& Meyer, 1990; Becker, 1960; Brown, 1996; Herscovitch & Meyer, 2002; Kanter,
1968; O’Reilly & Caldwell, 1981; Salancik, 1977). Organizational commitment
can be described as a concept that tries to explain the attitudes and behaviors of an
individual toward his/her work (Mathews & Shepherd, 2002); the emotional responses
of someone toward his work (Cook & Wall, 1980); and the psychological connection
of an individual to the organization (O’Reilly & Chatman, 1986). According to Loke
(2001), organizational commitment is a behavioral sign of a worker’s intention and
attitude to his work and organization.

Three types of commitment can be identified as: affective commitment, continuance
commitment, and normative commitment (Allen & Meyer, 1990). These are generally
regarded as the elements of commitment. In this context, workers experience the
psychological effects of each of these elements in the workplace (Wasti, 2003). In
organizational commitment, believing and accepting the aims and values of the
organization, voluntarily devoting oneself on behalf of the organization, and displaying
a strong will to remain a member of the organization are the chief points (Swailes, 2002).
The fact that workers who show loyalty to the organization are more productive, more
loyal, and more responsible is a well-known phenomenon (Balay, 2000). Hence, factors
such as including the workers in the corporate decision-making process and providing
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corporate job security enhance commitment (Moorhead & Griffin, 1992). On the other
hand, research findings prove that organizational commitment is affected largely by
such corporate factors as leadership, culture, values, and norms (Sagie, 1998). In this
regard, the purpose of this study is to reveal the explanatory and predictive relationship
between academicians’ values, mobbing, and organizational commitments, on the one
hand, and to test a model that originated from these relationships, on the other.

The hypothesis that took place in the study is as follows:
H1: Values are a meaningful predictor of mobbing.
H2: Values are a meaningful predictor of organizational commitment.

H3: Organizational commitment is a meaningful predictor of mobbing.

Method

Study Group

The study group consists of 512 university employees at a public university in
Konya. The study group was selected by using convenience sampling strategy from
six different faculties.

Data Collection Tool

Schwartz’s Values Inventory: The Values Inventory was developed by Schwartz
(1992). The Schwartz Values Inventory consists of 57 value expressions and ten
dimensions (Schwartz & Boehnke, 2004). It was adapted into Turkish by Kusdil
and Kagitcibasi (2000) with the support of three social psychology experts. In the
study by Kusdil and Kagit¢ibasi, the reliability coefficients of the value types ranged
between .51 and .77, and those of the value groups ranged between .77 and .83. These
coefficients were .77 for universalism, .76 for benevolence, .54 for hedonism, .75 for
power, .66 for achievement, .70 for stimulation, .69 for self-direction, .63 for tradition,
.51 for conformity, and .59 for security. Moreover, the internal consistency results of
the main value groups were as follows: .80 for conservation, .81 for openness to
change, .81 for self-transcendence, and .84 for self-enhancement.

Mobbing Scale. Consisting of 23 items and 4 sub-dimensions, the Mobbing Scale
was developed by Yaman (2010). These sub-dimensions are humiliation, discrimination,
sexual harassment, and communicative obstacles. The factor load of the scale differs
from .77 to .91. The reliability coefficients for internal consistency are as follows:
91 for humiliation, .77 for discrimination, .79 for sexual harassment, and .79 for
communicative obstacles. The test-retest reliability coefficients are: .91 for humiliation,
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.78 for discrimination, .82 for sexual harassment, and .82 for communicative obstacles.
Item analyses showed that Item-total score correlations varied between .54 and .78.

Organizational Commitment Scale. Consisting of 18 items and 3 sub-dimensions,
The Organizational Commitment Scale was developed by Meyer, Allen, and Smith
(1993). These sub-dimensions are affective, continuance, and normative. Analyzing
the suitability of Meyer et al.’s (1993) three dimensional commitment scare for Turkish
workers, Wasti (2000) found the alpha values of the dimensions of organizational
commitment (affective, continuance, and normative) as.79, .58, and .75, respectively. In
his own study, Saridede (2004) found the alpha values of the dimensions of organizational
commitment to be .84, .60, and .50, respectively. The reliability coefficient of the very
study was found to be .78.

Analysis of Data

The predictive relationships between the values of university employees and
mobbing and organizational commitment was analyzed according to “Structural
Equation Modeling” with AMOS 16 Program. Structural equation modeling is
a statistical approach used to test a theoretical model that presents the causal
relationships between latent variables (Shumacker & Lomax, 2004). The predictive
relationship between the values held by university employees and mobbing, on the
one hand, and organizational commitment, on the other, is illustrated in Figure 1.

24

power

69
succes
hedonism
excitement
77

selfcontrol

87
,65

31
,66
21

emodepen

universality

70
helpfully

28 0.

depon

,5

normdep

666

Figure 1. The model suggested for the relationships between values and mobbing and organizational commitment.
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Findings

One of the ways to test the hypothesis associated with the model in Figure 1 is by
using a chi-square (x%),{x* /sd} fix index (x*= 183,12, df = 41 p = 000). The fact that
the x? value obtained from the model is less than ‘three’ and is meaningless at a level of
p > .05 indicate that the model is suitable. Since the significance value related to x* is
greater than .05, it can be established that the model is in accordance with the universe
covariance matrix (Schermelleh-Engel, Moosburger, & Miiller, 2003). Within the scope
of this study, the model can be described as suitable due to the fact that the chi-square
index is meaningful (significant) at a level of p <.01. But one of the key assumptions of
the compliance index x? is large enough sample. This assumption has not been met in
many studies (Schermelleh-Engel et al., 2003). Since the x” test is sensitive to the size
of the sample, alternative measurements should be considered (Yilmaz & Celik, 2009).

There are different goodness of fit indexes (GFI) used to evaluate the suitability of
the model and statistical functions of these indexes. Table 1 presents the standard fit
measures used to evaluate the suitability of the model and values associated with the
suitability of the suggested model.

Table 1

Standard Fit Measures and Fit Measures of the Suggested Model

Fit Measures Good Fit Acceptable Suggested Model
Root Mean Square of the Ap-

RMSEA . 0<RMSEA<0.05 0.05<RMSEA<0.10 .08
proximate Errors

NFI Normed Fit Index 0.95 <NFI<1 0.90< NF1<0.95 92

CFI Comparative Fit Index 0.97 <CFI<1 0.95< CFI<0.97 95

AGFI Adjusted Goodness of Fit Index ~ 0.90 < AGFI <l 0.85< AGF1<0.90 .87

GFI Goodness of Fit Index 0.95<GFI<1 0.90 < GFI<0.95 91

When the fit indexes of the model in Figure 1 are analyzed using the information in
Table 1, the following values are obtained: RMSEA=.08 (>.05); NFI=.92 (>.90); CFI
=.94 (>.95); AGFI = .87; and GFI = .91. CFI values are within acceptable measuring
ranges. The fit indexes from the model indicate that the results are acceptable. Table 2
presents the correlation and regression values between the variables and the standard
error, critical ratio, and significance values of these values.

Table 2

Correlation and Regression Values Between the Variables in the Model

Regression Standard Error B Critical Ratio p
Values Mobbing .08 -.07 -2.36 18
Organizational Commitment Mobbing 17 .93 12.37 .00

Table 2 suggests that the regression value between university employees’ values
and mobbing is -0.7,that the regression weights of organizational commitment’s
prediction power of mobbing is .93, and that these values are significant at a level of
p <.01. As the model is completely significant, there is a one-way prediction between
insignificant values and mobbing.
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Discussion

This study proved that values are statistically a significant predictor of mobbing
and organizational commitment. As a result, values such as power, success, hedonism,
stimulation, self-control, universality, benevolence, conventionalism, conformity,
and security have a positive impact on mobbing and organizational commitment.
Organizational commitment is closely related (1) to behavioral structure, such as
release, absence, or job performance; (2) to attitudinal, emotional, and cognitive
structures, such as job satisfaction; and (3) to a worker’s qualifications, such as his job
and role (Balay, 2000). Organizational commitment is also effective in encouraging
workers to remain a member of the organization (Ozdemir & Cemaloglu, 2000).

Thus, values, mobbing and organizational commitment are important concepts
that are closely related to each other in terms of organizational behavior. Yet, these
relationships are not clearly defined. Factors such as university employees’ academic
environment, the university’s management style, managers’ attitudes, the university’s
social image, employees’job security, and the university’ executive applications enable
one to question the academicians’ anxiety, expectations, attitudes, and problems in
terms of values (Yaman, 2008). Hence, in the studies done with university employees
suffering from mobbing (Yaman, 2010), the data indicates that mobbing reduces
organizational commitment level. Although there are no specific studies about values,
mobbing, and organizational commitment of academicians in the literature, Leymann
(1996) investigated people who stated themselves as being tough, finding that such
individuals’ behaviors did not originate from a genetic personality disorder, but
stemmed instead from the fact that they worked in a workplace structure and culture
that created an environment that stigmatized them. The personality structure shows
parallelism with values in terms of individual differences (Bilsky & Schwartz, 1994).

While studying practices in Sweden, Leymann emphasized that mobbing may be
defined as the systematic, hostile, and unethical communication of one or more individual
to another person (Davenport, Schwartz, & Elliott, 2003). Since the day that the concept
of mobbing was introduced, it has attracted considerable attention both theoretically and
practically, with several studies having been conducted on it. In addition to the extensive
studies conducted on mobbing in the workplace (Casimir, 2002; Lewis & Orford,
2005; Mikkelsen, 2004; Yaman, 2008; Zapf & Einarsen, 2001), different topics such as
psychological effects of psychological violence at work (DiMartino, 2003; Leymann &
Gustaffson, 1996; Lynch & O’Moore, 2004; Mikkelsen & Einarsen, 2002), reasons for
mobbing (Einarsen, 1999; Einarsen, Raknes, & Matthiesen, 1994; Eriksen & Einarsen,
2004; Hoel, 2004; Sheehan, Barker, & Rayner, 1999; Zapf, 1999), and the relationship
between mobbing and organizational climate (Vartia, 1996; Vickers, 2006) have also
been explored. The findings of these studies point out that female academicians suffer
more than males (Bjérkqvist, Osterman, & Hjelt-Biick, 1994) and that implementers
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are hierarchically above the sufferers. Thus, people who have no values or who are not
aware of their own values implement psychological violence/mobbing in their work
environment and is therefore directly related to the individual’s personality pattern.

When these values are emphasized within a culture, individuals’ level of self-respect
are positively affected. Hence, in Schwartz’s Theory of Values, power, success, and self-
orientation are considered basic value dimensions (Bilsky & Schwartz, 1994; Schwartz

EEINT3

& Boehnke, 2004). In particular, such values as “holding social power,” “protecting
social image,” “being proficient,” “being successful,” and “having influence” —all of
which are listed under power and success— are emphasized as a connection between
both an individual’s personality pattern and perception scheme (Coopersmith, 1967,

Heatherton & Wyland, 2003; Humphrey, 2004; Wigfield & Eccles, 1994).
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Kitap Degerlendirmesi

Ag Toplumu Sosyal Sermaye Degeri Uretebilir mi?
Can Network Society Produce Social Capital Value?

Enes Eryilmaz'
Kirklareli Universitesi

Sosyal Medya ve Genglik
Mehmet Emin Babacan

Istanbul, 2015, Acilim Kitap, 238 sayfa

Gezi Parki eylemleri sonrasinda 6nemi Tiirkiye’deki genis kitlelerce farkedilen
ve arastirmacilarin ilgisini ¢eken sosyal medya, daha erken bir tarihte Mehmet Emin
Babacan tarafindan masaya yatirilmis ve 2012 yilinda kendisinin “Toplumsal Pay-
lasim Aglarinda Sosyal Sermaye Pratikleri” adiyla doktora ¢aligmasi yapmasina
neden olmustur. Halen Inénii Universitesi’nde iletisim sosyolojisi iizerine calisan
Babacan doktora tezini gelistirerek “Sosyal Medya ve Genglik” basligiyla kita-
plastirmistir. Yazar aslinda Tiirkiye’de lisans diizeyinde 6grenim goren iiniversite
Ogrencileri lizerinden sosyal medya ve sosyal sermaye iliskisini aragtirmaktadir. Bu
cercevede eserde sosyal paylasim aglarinin sosyal sermayeye katkisinin imkan1 sor-
gulanmaktadir. Nitel ve nicel yontemlerin birlikte kullanildig1 bu arastirmada Baba-
can sosyal medyanin iiniversite gencliginin hayatinda ciddi bir yer tutmasina ragmen
onlarin sosyal sermayelerine hatir1 sayilir bir katki saglamadigini iddia etmektedir.
Zira aragtirmanin sonuglar1 insanlarin sosyal medya vesilesiyle yeni bir sosyal ser-
maye degeri liretmek yerine mevcut sosyal sermayelerini sosyal paylasim aglarina
tagimakta olduklarint gostermektedir.

Babacan’in cevabini aradigi sorular sunlardir: Sosyal medya pratikleri bireylerin
sosyal sermayelerine katki saglayabilir mi? Sanal bir ortam olan sosyal medyanin
genclerin gercek hayattaki sosyal sermayelerine bir katkisi olabilir mi? (s. 16). Su hal-

1 Kirklareli Universitesi, Sosyal Bilimler Enstitiist, Felsefe Anabilim Dali, Kavakh Yerleskesi, Kavakl, Kirklareli 39000.
Eposta: enes.eryilmaz@klu.edu.tr

Auf: Eryilmaz, E. (2015). Ag toplumu sosyal sermaye degeri tiretebilir mi? [Sosyal medya ve genclik kitabinin degerlen-
dirmesi, M. E. Babacan]. Is Ahlaki Dergisi, 8, 325-327.
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de yazar sosyal paylasim aglar1 ve sosyal sermaye iliskisini arastirarak aslinda gergek
hayatla sanal hayat arasindaki farka 151k tutmaktadir. Saha ¢alismasindan gelen veril-
er gercek hayattan sanal hayata dogru bir sosyal sermaye aktariminin gerceklestigini
fakat sanal hayattan gercek hayata dogru bir sosyal sermaye aktariminin olmadigini
gostermektedir. Dolayisiyla sosyal medyanin yeni bir sosyal sermaye degeri {ire-
temedigi, yalnizca gergek hayattaki sosyal sermayenin sanal ortama tasindigi ve
orada tiiketildigi goriilmektedir (s. 155). Babacan bu sonuca sosyal sermaye liter-
atlirlinden ozellikle giiven, karsiliklilik, sosyal aglar ve normlar ile toplumsal pay-
lasim aglarindaki sosyallesme, giiven, siyasal katilim, paylasim, psikolojik tatmin,
eglence ve ozgiirliik/demokrasi unsurlart arasinda bir izdiisiim yaparak ulagmigtir
(s. 193). S6zgelimi sosyal sermayenin en dnemli unsurlarindan biri olan gliven fak-
toriiniin sosyal medyadaki agirligina bakildiginda oldukga diisiik bir karsilik ortaya
¢ikmaktadir. Arastirmanin sonuglarina gore {iniversite 6grencileri sosyal medyada
tanigtiklari kisilerden ziyade gercek hayattaki yakin ¢evrelerine glivenmektedirler (s.
165). Sonug olarak, sosyal paylagim aglarinin sosyal sermayenin en énemli unsur-
larindan birisi olan giiven duygusuna katki saglamadigi, insanlarin yine gergek ha-
yattaki arkadaslarina ve akrabalarina kars1 gliven besledikleri goriilmektedir (s. 169).
Sosyal medyada kurulan arkadaslik baglarinin zayif olmasi basta giiven olmak {izere
karsiliklilik ve normlar gibi sosyal sermaye unsurlarinin da zayif kalmasina neden
olmaktadir (s. 198). Arastirmada sosyal medyadaki sosyal sermaye dl¢timiine yone-
lik olarak belirlenen 6zgiirliikk/demokrasi faktorii ise toplumsal paylasim aglarinda-
ki biiyiik bir eksiklige isaret etmektedir. Calismaya katilan 6grencilerin bityiik bir
¢ogunlugu sosyal medyada mutlak 6zgiirlilk olmamasi gerektigini, insanlarin bir
sekilde sinirlandirilmast gerektigini iddia etmektedir (s. 187). Bu anlamda sosyal
medya ortaminda bazi diizenleyici kurallar olmasi gerektigini sdylemektedirler. Bir
diger deyisle, sosyal paylasim aglarindaki 6zgiirliigiin istismar edilmesini 6nlemek
icin bazi normlarin gerekliligi konusunda hemen herkes goriis birligindedir. Bilindigi
gibi normlar sosyal sermayenin de belirleyici unsurlarindandir. Herhangi bir toplu-
mun ortak normlarmin olmamasi, o toplumu bir arada tutan sosyal sermayenin ol-
madig1 ya da ¢ok zayif oldugu anlamina gelir. Su halde glinimiizde sosyal medya-
da diizenleyici normlarin olmamasi insanlarin giivenini sarsmakta ve bu platformda
sosyal sermaye degeri iiretilmesini engellemektedir (s. 199-200). Sosyal paylasim
aglar sosyal sermayeye yeterli katki saglayamadigi icin geriye psikolojik tatmin ve
eglence iglevinden baska pek de bir sey kalmamaktadir (s. 183). Katilimcilarin ¢ogu
bu tezi dogrulamaktadir. Sosyal medya genglerin “psikolojik ve psiko-sosyal” (s.
191) giidiilerini tatmin etmekten 6teye gecememektedir.

Arastirmada hem nitel hem de nicel yontemlerin kullanilmas: Babacan’in tezinin
gliclii yanlarindandir. Anketlerle sosyal medya fenomeninin genel resmi ¢ikarilmas,
yapilandirilimig ve derinlemesine miilakatlarla hipotezlerin saglamasi yapilmistir.
Anket formu sosyal paylasim aglarinin yapisina uygun olarak serbest dolagima (vi-
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ral dagilim) sokularak veriler toplanmistir. Analiz yontemleri ve faktorlerin taspiti
de gayet yerinde olmustur. Aragtirmanin 6rnekleminin Tiirkiye’deki iiniversitelerde
lisans egitimi yapan dgrencilerden segilmesi de bu kesimin sosyal medyay1 en ¢ok
kullanan kesim olmasi nedeniyle isabetli olmustur.

Babacan’in caligmasinin en 6nemli 6zelligi ise Tiirkiye’deki sosyal medya caligma-
larinin dnciilerinden olmasidir. 2012 yilinda yapilan bu arastirma literatiire ciddi bir
katk: saglamistir. Yeni arastirmacilar icin gerek yontem gerekse igerik agisindan yol
gosterici olmustur. Bu anlamda Babacan’in en dnemli tavsiyelerinden biri yeni me-
dya araglarindan biri olan sosyal medyanin geleneksel yontemlerle ve kavramlarla
anlagilamayacagidir. Isabetli arastirmalar yapilabilmesi igin sosyal medyanin ruhu-
na uygun olarak yeni kavramlarin ve yeni yontemlerin bulunmas1 gerekmektedir (s.
126-7). Bu artilarin yaninda belki kii¢iik bir eksiklik olarak eserin literatiir taramasi
kisminda genellikle ikincil kaynaklarin kullanilmasi sdylenebilir. Cilinkii doktora
calismasinda arastirmacilarin birincil kaynaklara gitmesi beklenmektedir.

Sosyal medya deyince tabii ki ilk akla gelen Facebook, daha sonra ise Twitter,
Youtube, Instagram gibi platformlardir. Calismada gengler kendilerini Facebook’da
daha rahat ifade edebildiklerini sdylemektedirler (s. 142). Facebook iizerinden
arastirma yapmak yanlis degil, ancak sosyal sermaye gibi bir kavram arastirildiginda
belki bundan sonraki ¢aligmalarda WhatsApp gibi platformlarda da arastirma yap-
mak gerekmektedir. Ciinkii Babacan’in ¢aligmasinda da goriildiigii gibi insanlar so-
syal medya ortamina ¢ok da giivenmemekte ve bu ortami daha ¢ok eglence amaciyla
kullanmaktadirlar. Lakin WhatsApp uygulamasi Facebook gibi uygulamalardan ¢ok
daha 6zel ve samimi bir ortam sunmaktadir. Esas sosyal aglarin buralarda kuruldugu
goriilmektedir. Bu yiizden WhatsApp gibi platformlarda kurulan guruplarin sosyal
sermaye degeri iiretme ihtimalleri cok daha yiiksektir. WhatsApp platformu tizerin-
den yapilacak bir sosyal sermaye arastirmasi ¢ok daha olumlu neticeler verebilir.

Sonug olarak Babacan’in ¢aligmasi sosyal medya literatiiriine 6nemli bir kat-
k1 saglamistir. Alan arastirmasi Babacan’in hipotezini dogrulamistir. Babacan ¢ok
akici bir dille sosyal sermaye gibi bir kavramin teorik ve pratik yonlerini Tiirkiye’de-
ki cesitli tiniversitelerde lisans egitimi goren gengler {izerinden ortaya koymustur.
Netice olarak sosyal paylasim aglarinin bireylerin sosyal sermayelerine ciddi bir
katki saglamadigimi gostermistir. Sosyal medya kalic1 ve etkin bir sosyal sermaye
degeri iiretememektedir. Arastirma bulgularina gore insanlar sosyal medyada sinerji
yaratamamaktadirlar. Gengler sosyal paylagim aglarini daha ¢ok psikolojik tatmin
ve eglence amaciyla kullanmaktadirlar. Sanal ortam gercek hayata tasinabilecek bir
sosyal sermaye degeri saglayamamaktadir. Aksine insanlar gergek hayattaki sosyal
sermayelerini sanal ortama tastyip tiiketmektedirler.
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Book Review

Snippets of the Daily Lives of Teens

Sadik Caliskan'
Inonii University

Its Complicated: The Social Lives of Networked Teens
Danah Boyd

2014, New Haven, CT, Yale University Press, 281 pages

This is a complicated book by Danah Boyd, asocial media scholar, youth
researcher, and an advocate working in the New York University Media, Culture,
and Communications Department. The book is based on a comprehensive fieldwork
describing eight years of research on teens and their extended life on social media.
As a Yale University publication, one might expect a book designed to be read mainly
by academicians. However, it is written with a broad audience in mind: scholars,
students, parents, educators, and anyone who has contact with teens.

Although Boyd describes the dynamics of American youth at a particular time,
notably defined by the widespread adoption of social media, she suggests that
underlying issues that they face are by no means new. In using teen engagement with
social media to address various sociotechnical dynamics, she says that her goal “is to
shed light on broader cultural constructs and values that we take for granted.”

The book is comprehensive in that it encompasses qualitative and ethnographic
material from 2003 to 2012 and data from interviews conducted during 2007-2010.
There are striking examples from newspapers, magazines, and television that illustrate
issues addressed in each chapter. This is a gripping book, and its narrative gives the
feeling of a direct chat with the writer. The book consists of eight chapters, each

1 Correspondence to: Sadik Caliskan, Foreign Languages School, Inont University, Elazig Yolu Uzeri Malatya 44000
Turkey. Email: sadik.caliskan@inonu.edu.tr

Citation: Caliskan, S. (2015). Snippets of the daily lives of teens [Review of the book Its complicated: The social lives of
networked teens by D. Boyd]. Turkish Journal of Business Ethics, 8, 329-331.
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of which is dedicated to a different issue that affects youth engagement with social
media. In each chapter, Boyd offers a grounded way of looking at a particular issue.
In an effort to create a nuanced portrait of everyday teen life in an era in which social
media has become mainstream, she asks simple questions as follows:

What is new about how teens communicate through social media?
What do social media add to the quality of teens’ social lives?
What does it take away?

When do we as a society not like the outcomes of technology?

The introductory chapter summarizes key topics and main points of the book, and
the writer expresses her goal “to describe and explain the networked lives of teens
to the people who worry about them—parents, teachers, policy makers, journalists,
sometimes even other teens.”

In Chapter 1 entitled “Identity,” Boyd asks why teens seem strange online.
Teens commonly search online for identity and create alternative online identities.
According to Boyd, teens’ need to find their identity is not new; it is just that now,
they do it online, where it is relatively easier to hide their activities from their parents.

Chapter 2 entitled “Privacy” complements the first chapter by examining why
youth share so much private information with public. She explores what privacy
means to teens, if anything. The author provides examples to help readers understand
teens’ desire for their version of privacy and their adaptations to living under constant
surveillance, a way of hiding in plain sight known asocial steganography.

In Chapter 3 entitled “Addiction,” Boyd discusses social media as an addiction
according to parents and other adults, whereas teens claim that the excessive use of social
media is a necessity. In Chapter 4 entitled “Danger,” the book highlights safety issues
related to social media such as whether sexual predators really do lurk everywhere, and
Boyd expresses her objections to blaming technology for escalating society’s sense
of risk. She claims that “the risks that youth face online are not evenly distributed.
Teens who are most at risk online are often struggling everywhere” because of certain
factors such as unfavorable social conditions and unstable families. Some readers might
feel that new types of exposures to risk such as chat rooms where predators deceive
unsuspecting teens are overlooked or downplayed, especially because this is the sort of
instance that a teen not on social media would never encounter in everyday life.

In Chapter 5 entitled “Bullying,” Boyd deals with whether social media amplifies
the meanness and cruelty of bullying among teens. Boyd draws attention to the
visibility of bullying through technology but recommends parents not to intervene
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very much. “When adults reframe every interpersonal conflict in terms of bullying
or focus on determining who’s at fault and punishing that person, they also lose a
valuable opportunity to help teens navigate the complicated interpersonal dynamics
and social challenges that they face.” While this may be a valid advice in some
cases, the extent and gravity of bullying in today’s society have escalated to the point
where it takes the mature intervention of a parent or other adult to protect naive and
immature teens from very real danger from this type of behavior.

In Chapter 6 entitled “Inequality,” the author asks a question: Can social media
resolve social divisions? The writer reflects on stubborn societal problems such as
racial tensions and uses examples from teen interviews about their experiences to
reveal how these problems are replicated in the online world. This may be because
regardless of age, gender, and race, people bring their culture and biases with them
to their online interactions. Skipping to Chapter 8 entitled “Searching for a public of
their own” for more on this topic, Boyd claims that teens search for “freedom” in a
public of their own. “Teens find social media appealing because it allows them access
to their friends and provides an opportunity to be a part of a broader public world
while still situated physically in their bedrooms.” Unfortunately, Boyd seems to turn
a blind eye to the fact that what she is saying also supports the way that teens are
prone to living in cliques that rarely encourage much in the way of diversity.

Stepping back to Chapter 7 entitled “Literacy,” which addresses digital literacy
and explores terms such as “digital native and digital immigrant,” Boyd uses Google
and Wikipedia as examples of how social media promotes universal digital literacy
for everyone. Accordingly, she is of the opinion that “both adults and youth need
to develop media literacy and technological skills to be active participants in our
information society. Learning is a lifelong process.”

Overall, Boyd’s book on the perspective of social media through the eyes of
teens and parents is likely to be an interesting resource for parents and educators.
Her attempt to combine snippets of the daily lives of teens with social development
theories may attract the attention of media academics or anyone concerned with how
teens and social media are combining to build relationships of the next generation.
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Book Review

Banality of Being Special

Sercan Karadogan'
Kirklareli University

Ben Ozelim!
Hal Niedzviecki

2011, Istanbul, Ayrinti Yayinlan, Lacivert Kitaplar Dizisi, 272 pages

In recent years, social media has penetrated almost every aspect of our lives. You
can share photos via Instagram; alert friends about what you will be doing over the
weekend via Foursquare by checking in; use Facebook to form sui generis pages;
take part in a continuous bidirectional flow of conversations on Twitter; constantly
inform “the world” about everything from your mood to taste in music; and attend to
whatever version of worldwide news suits you. So much electronic availability gives
the perception that we are able to maintain an online relationship with “the world.”
Anyone can comment on any topic on Tumblr or advocate or defend any idea to the
death on Blogspot. People offer anyone a look at their little baby’s (or as often now,
their cat’s) latest clumsiness video on YouTube. Periscope will let you broadcast your
most special moments live. Use Wattpad to discover whether or not you have writing
skills or to create your own fan base. We can make our own music, write our own
stories, create our own movies; basically, we can express ourselves in almost any way
electronically imaginable way whether you have talent or not, thus making it possible
to delude ourselves into thinking that we have our own fans and could be heading
toward fame and fortune any day now. This plethora of communication technology
lets us see ourselves as special, different, and outside of the banality that is life for
the greater part of humanity. Unfortunately, the myth of America, the dream of the
founders of the United States, You can do it; you can be whatever you want; just work

1 Correspondence to: Sercan Karadogan, Department of Economics, Kirklareli University, B Blok Kat: 3 Kayali Kampiisit
Kofcaz, Kirklareli 39100 Turkey. Email: sercankaradogan@gmail.com

Citation: Karadogan, S. (2015). Banality of being special [Review of the book Ben Ozelim! by H. Niedzviecki]. Turkish
Journal of Business Ethics, 8, 333-335.
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hard enough and you can make your dreams come true, has infected social media
and now drives completely unrealistic expectations of large segments of media users.

We are all ordinary people. However, some are able to distinguish themselves and
express some originality. How do they do that? How could we find our way to being
different, original, unique, and special? In his book, “Hello, I am Special,” Canadian
novelist and cultural critic, Hal Niedzviecki addresses this question that plagues many
people for all of their lives. He presents devastating and impressive information, data,
and observations that while we feel different, special, and unique when participating
in all these online activities, the truth is that we are only wasting our time engaging
in nearly the very same things as millions of other people do every day as we seek
to express and re-establish our identity over and over again. This shocking revelation
will likely be poorly received by many who will continue to believe that what happens
online is reality rather than simply a version of it that we wish for in our own minds.

The book presents a large body of information, observations, and analyses from the
author’s deep field research of almost every aspect of life from cinema, music, and
talent shows to religion, education, and business. He reveals the motives that drive
people to seek to be different, unique, and special. Psychologists, personal development
specialists, and therapists have written many books and taught many people on popular
culture, the many layers of everyday life, and how they build and form self-esteem, self-
confidence, culture, and myth. In the meantime, these specialists work at treating and
transforming the most rebellious spirits into conformists compatible with the system
they live in, lest the person go stark raving mad striving for something that can never be.
According to the author, the self-help industry moves the emphasis on succeeding from
focusing on the system to an individual’s personal desires, expectations, devotions,
and obligations to work as a productive member of society that seems to move people
away from their perceived goals of originality. Nonetheless, there are individuals who
question and oppose the system and seemingly find a way to defeat it. We see their
dramatic success and recognize them as unusual and unique individuals; however, they
have found a way to be completely compatible with the system even though they have
created a truly unique identity for themselves.

The book mainly focuses on Canada and the United States, and the stories seem to
originate only from North American society; however, when you think about the speed
of technological globalization and cultural transfer that the internet has created, you
can see that the author is actually describing a global phenomenon. In the sense that as
culture is becoming homogenous across all countries, individuals are becoming more
standardized, leaving us with a sense of being more marginalized and meaningless. At
this point, the author is drawing attention to the fact that we are not only talking about
abstract concepts or assumptions but also the stories that he is telling about real humans
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who have developed unrealistic and unlimited desires and ambitions to become super-
stars. It is clear that these people live their lives for the sake of acquiring a reputation

According to the author, people no longer seek to earn a respectable reputation,
or to be happy in an attainable way, but instead want only to get rich by becoming
famous. In the past, most people spent their time between family, school, and religion
and were relatively happier than people today, especially young people of today who
seem to think that fame is a commodity that can be easily acquired. Most people
in the past did not believe that owning more stuff was what it took to be happy.
Determination generated a sense of purpose in people’s lives. Today, we have
more products and services, acquire more things even faster; however, a sense of
unhappiness is pervasive in the restless generations browsing the internet.

The author reframes the issue as an existential question, “What are we looking
for?” He suggests an answer by stating that people are seeking an opportunity to build
their own story on their own terms and conditions that could make a way to world
media recognition for them. In my opinion, the only thing lacking in this book is how
did this “I want to be special” phenomena rise and develop? The author implies it as
a given and continues his research without offering much about the causes, which
may be much harder to identify and articulate. Near the end of book, there are some
assertions of a few possible ideas, but no real offer of an answer to the question. In
spite of this one problem, the book is sufficiently interesting and the author’s work
is extensive enough to not only provide readers with entertainment but also with
significant insights. We will just need to reverse the expression of “everyone will be
world-famous for 15 minutes” into “everyone will be ordinary for 15 minutes.”

335






TURKISH JOURNAL OF BUSINESS ETHICS

Bagvuru: 12 Ekim 2015

Revizyon: 21 Kasim 2015 Copyright © 2015 * Tiirkiye iktisadi Girisim ve is Ahlaki Dernegi
Kabul: 2 Aralik 2015 www.isahlakidergisi.com
OnlineFirst: 13 Aralik 2015 DOI 10.12711/tjbe.2015.8.0021R ¢ Kasim 2015 ¢ 8(2) ¢ 337-339

Kitap Degerlendirmesi

Yeni Medya, Yeni Sorunlar, Yeni Ufuklar
New Media, New Problems, New Horizons

M. Elyesa Koytak'

Ayn Karanlik Yizi: Yeni Medya ve Etik
Mutlu Binark, Gunseli Bayraktutan

Istanbul, 2013, Kalkedon Yayinlari, 168 sayfa

Yeni medya veya daha yaygin kullanilan adiyla internet ve sosyal medya, giinii-
miizde hizla 6nem kazanan ve giderek yayginlasan iletisim araglarini igerir. Mutlu
Binark ve Giinseli Bayraktutan’in birlikte kaleme aldig1 “Ayin Karanlik Yiizii: Yeni
Medya ve Etik” baslikli kitap yeni medya sorununun belli bir vechesine egilmekte-
dir. Arastirmanin konusu yeni medya ortamlarindaki etik sorunlar ve bu sorunlarin
kaynaklari, hangi bicimlerde 6ne ¢iktig1 ve nihayetinde iistesinden gelmek i¢in ne
gibi ¢dziim yollarmin dnerilebilecegidir. iki yazarin da Baskent Universitesi [letisim
Fakiiltesi’nde 6gretim gorevlisi olmalari nedeniyle kitabin, konunun uzmanlari tara-
findan yazildigini séylemek miimkiin gériinmektedir.

Kitap TUBITAK destekli “Yeni Medyada Etik Sorunlar1 ve Ilkeleri Saptamak” bas-
likl1 aragtirma projesinin dort kisilik bir ¢ekirdek ekiple gergeklestirilmesi sonucunda
olusturulan verileri sunmaktadir. Kasim 2011-Mayis 2012 tarihleri arasinda yapilan
saha ¢aligmasi kitabin ana eksenini olusturmaktadir. Arastirmacilar; akademisyen, sivil
toplum Orgiitii temsilcisi, aktivist ve medya profesyonellerinden olusan toplam 64 kisi-
den yar1 yapilandirilmig goriigme teknigi yoluyla edindikleri s6zel bilgiyi, yeni medya
kanallarindan derledikleri gorsel 6rneklerle agiklama yolunu tercih etmislerdir.

1 Bogazici Universitesi Sosyoloji Bolumu Yuksek Lisans programi. Erenkoy Mah. Kamiller Sok. 8/13 Kadikoy Istanbul 34738.
Eposta: ekoytak@gmail.com

Auf: Koytak, M. E. (2015). Yeni medya, yeni sorunlar, yeni ufuklar [Ayin karanlik yizii: Yeni medya ve etik kitabinin
degerlendirmesi, M. Binark & G. Bayraktutan]. Is Ahlak: Dergisi, 8, 337-339.
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Kitabin hemen fark edilecek ilk 6zelligi oldukga diizenli ve saglam yapilandirilmig
bir bolimlendirme {izerine kurulu olmasidir. Giris boliimiinde “yeni medya”, “etik”,
“iletisim etigi” gibi temel mefthumlarin agik bir dille tanimlar1 verilmistir. Yine ayni
boliimde yerli ve yabanci kaynaklari ihtiva eden on iki sayfalik bir literatiir taramasi
mevcuttur ve buraya giincel ¢alismalar da dahil edilmistir. S6zgelimi “yeni medya’nin
ozellikleri dijitallik, etkilesimsellik, multimedya bicemselligi, hipermetinsellik, kulla-
nici tlirevli igerik iiretim, yayilim ve sanallik seklinde siralanmaktadir. Her bir madde-
nin tek tek aciklanmig olmasi kitabin ana béliimlerindeki somut olgularin analizine ge-
lindiginde okuyucunun ihtiya¢ duyacagi temel bilgileri vermesi bakimindan énemlidir.

Kitabin birinci bolimii Etik ve Yeni Medya Tartismasi’na ayrilmistir. Gorligme-
lerden alinan cevaplar 15181inda yeni medyada etik sorunlar su basliklar altinda si-
miflandirlmistir: Ozel yasamin gizliligi, telif haklari, iiretilen igerigin teyit edilme-
mesi, kisisel verilerin giivenligi, veri madenciligi, dijital gozetim, haber ve ticari
enformasyonun sinirlarinin belirsizlesmesi, yogun reklam igerikleri, nefret sdylemi
ve bireyin tiiketiciye indirgenmesi. Yazarlar goriisiilen 64 kisiyi 4 farkli kategoriden
secmiglerdir. Birinci grupta editorler, muhabirler, yazarlar ve yeni medya ¢aliganlari
vardir. Tkinci grupta yeni medya iizerine ¢aligma yapan sivil toplum kuruluslarindan
ve meslek orgiitlerinden temsilciler vardir. Ugiincii grupta yeni medya ve etik konu-
sunu ¢alisan akademisyenler vardir. Son olarak dordiincii grupta ise kamu kurum ve
kuruluslarinin temsilcileri, hukukgular ve uzmanlar vardir.

Kitabin seffafligy, dilinin agiklig1, konular1 ve konu maddelerini belli bir diizen i¢inde
islemesi gibi olumlu 6zelliklerinin yan1 sira bu noktada beliren bir eksiklikten sdz etmek
yerinde olacaktir. Her ne kadar arastirmanin sonundaki ek kisminda, goriisiilenlerin isim-
leri ve 4 gruptan hangisinde yer aldiklar1 belirtilmigse de somut olarak hangi kurumda
calistiklart verilmemis, bu kisiler sadece grup 6zellikleri bakimmdan tanitilmigtir (“STK
bagkani”, “akademisyen” gibi). Bu da yeni medyanin etik sorunlar1 hakkinda 6znelligi,
stratejisi, toplumsal konumu, ¢ikar1 ve sdylemsel formasyonu belli olmayan bir kanaatler
toplaminin aktarilmasiyla sonuglanmustir. Oysa sdzgelimi kamu kurumunda galigan biriy-
le bir blog yazarinin, siyasi olaylar {izerine internet yoluyla yapilabilecek yorumlarimn etki
giiciine dair yaklagimlari elbette farkli olacaktir. Dahasi, bir blog yazarinin konunun i¢in-
de bilfiil bulunmastyla bir akademisyenin konuya uzaktan, daha bilimsel bir konumdan
bakmaya yatkin olusu. yorumlarindaki esneklik ve taraflilik vurgularmi farklilastiracaktir.
Dolayistyla yeni medya ve etik baghig altinda yorumlar alinan kisilerin toplumsal diinya
iizerinde nerede bulundugu ve yorumlar arkasindaki iligkisel mantik hayati Gnemdedir.
Kitabin boyle bir analize girismek yerine edindigi yorumlar1 genel algilayislardaki ¢esitli
vurgular halinde siralamast bir eksiklik olarak kaydedilebilir.

Yeni Medya Ortamlarinda Etik Sorunlar baglikli ikinci bolim, yeni medyadaki
etik sorunlarin izah1 ve 6rneklendirilmesi iizerine kuruludur. Ozel yasamin gizliligin-
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den, haber siteleri kullanicilarinin agik veya kapali bicimlerde yogun reklama maruz
kalmasina kadar bir dizi sorun, internet lizerinden somut vakalarla tespit edilmistir.
Bu anlamda ¢alismada nesnesiyle canli bir iliski kuran ve giinceli yakalayan bir yak-
lasimin hakim oldugu gériilmektedir. Ugilincii boliim, Yeni Medyada Var Olan Etik
Sorunlarin Nedenleri/Kékenleri ve Sorumlu Taraflar:, yeni medyadaki etik sorunlarin
siyasal, ekonomik ve kiiltiirel kdkenleriyle iligkisini ele almaktadir. Bu boliim goriis-
me yapilan kisilerin yorumlarini igerik analizi veya sdylem analizine tabi tutmadan
uzun uzadiya aktarmaktadir. Boliimde deginilen ve sonug boliimiinde de tekrar edilen
(s.150) bir arglimanin yeterince gelistirilmemis oldugunu sdylemek gerekmektedir:
Yeni medyanin etik sorunlar1 Tiirkiye’de demokrasi ve tartisma kiiltiiriiniin eksikligi
olgusuna baglanirken; bu olgunun parametrelerinin ne oldugu, baska tilkelere kiyasla
bu olgu neden Tiirkiye’de eksik oldugu, acaba bu argiiman bazi entelektiiel ¢evreler
arasinda yayilan bir 6nyargidan mi ibaret oldugu gibi noktalar cevapsiz birakilmistir.

Kitabin Sonug¢ ve Oneriler bdliimiindeki dnerilerin toplandig: temel argiiman bi-
reylerin “yeni medya okuryazarlig1” kapasitelerini ve imkanlarini gelistirmek gerek-
tigi seklindedir. Ayrica kurumlar aras1 6zdenetim ve seffaf iletisimin gerekliligi de
onemli Oneriler arasindadir. Kitabin son kisminda 18 maddede toplanan oneriler yeni
medya tizerine sosyolojik bir muhayyileyle derinlestirilecek miistakbel analizler i¢in
yol gosterici olacak niteliktedir. Bu anlamda kitabin gerek i¢ diizeni gerek somut nes-
neler {izerinden konuyu ele alis bigimiyle 6nemli bir ¢alisma oldugu agiktir.
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Kitap Degerlendirmesi

Yeni Medya, Yeni Arastirmalar
New Media, New Researches

Alper Yilmaz'
Selcuk Universitesi

Yeni Medya Calismalarinda Arastirma Yontem ve Teknikleri
Derleyen: Mutlu Binark

Istanbul, 2014, Ayninti Yayinlari, 207 sayfa

Mutlu Binark, 1999 yilinda Ankara Universitesi Sosyal Bilimler Enstitiisiinde
“Iletisim Bilimleri” alaninda doktora derecesini, 2003 yilinda UAK tan yine ayni
alanda dogent unvanmi almistir. Halen Hacettepe Universitesi Iletisim Fakiiltesin-
de 6gretim iiyesi olarak ¢alismalarina devam etmektedir. Caligma alanlarini iletisim
sosyolojisi, elestirel medya okuryazarligi ve yeni iletisim teknolojileri/yeni medya
olusturmaktadir. Halen yeni medyada nefret sylemi, yeni medyada etik ilkeler ile
yeni medya okuryazarlig1 lizerine caligmalarina devam etmektedir. www.yenimedya.
wordpress.com ve www.dijitaloyunkulturu.wordpress.com bloglarinin yazaridir.

Birnark’in derledigi Yeni Medya Caliymalarinda Arastirma Yontem ve Teknikleri
baglikli kitap ise yeni medya ortamlari aragtirmalarinda kullanilan yontem ve teknik-
leri bir araya getirmektedir. Kitap soz konusu alanda daha 6nceden yapilan kuramsal
incelemeler ve saha arastirmalarini irdelenerek hazirlanmistir. Kolektif bir ¢alisma-
nin iiriinii olan bu esere katkida bulunanlar arasinda Mutlu Binark’in yani sira Ezgi
Mert, Giinseli Bayraktutan, Islam Halaiqa, Mutlu Binark, Selda Tung, Tugrul Comu
ve Zeynep Biiker Alyanak gibi bilim insanlar1 bulunmaktadir.

Yeni Medya Calismalarinda Arastirma Yontem ve Teknikleri kitabt Giinseli
Bayraktutan’in kaleme aldig1 “Tavir, Merak, Arac: Dogru Yol Boyunca Yiiriimek”
baslikli sunus ve Mutlu Binark’in kaleme aldig1 “Giris” yazilarinin haricinde Tugrul

1 Selcuk Universitesi, iletisim Fakiltesi, Reklamcilik Bolimu, Konya 42130. Elektronik posta: alper.yilmaz@selcuk.edu.tr

Auf: Yilmaz, A. (2015). Yeni medya, yeni arastirmalar [Yeni medya calismalarinda arastirma yontem ve teknikleri kitabinin
degerlendirmesi, M. Binnark, Der.]. Is Ahlaki Dergisi, 8, 341-348.
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Comu ile Islam Halaiga’nin kaleme aldig1 “Web Iceriklerinin Metin Temelli Coziim-
lenmesi” baslikli birinci boliim, Ezgi Mert’in kaleme aldigi “Anket, Cevrimici Anket
Teknigi ve Cevrimi¢i’nde Anket Uygulamasi” baslikli ikinci boliim, Zeynep Biiker
Alyanak’n kaleme aldig1 “Etnografi ve Cevrimigi Etnografi” baslikli {igiincii boliim
ve Selda Tung’un kaleme aldig1 “Yeni Medya Ortamlarinda Arastirma Etigi ve Oz-
diigiiniimsellik” baglikli doérdiincii bolimden olugmaktadir. Kitaba genel olarak ba-
kildiginda s6z konusu boliimlerin geleneksel arastirma yontem ve tekniklerinin yeni
medyaya uyarlanmasi sonucu ortaya ¢ikan ¢alismalar oldugu goriilmektedir.

“Sunus” bolimiinde Giinseli Bayraktutan arastirma agisindan yontemin 6nemli bir
tartigma alan1 oldugunu sdylemektedir. Iyi ve nitelikli bilimsel galismalarin bilim in-
sanlarmin ve arastirmacilarin gercek dertlerinden kaynaklandigini belirtmektedir. Bu
durum hem aragtirmacinin hem de ¢aligmanin giiclenmesini saglamaktadir. Bayrak-
tutan, bu kitabin da gercek dertlerden yola ¢ikmis arastirmacilar tarafindan alandaki
o6nemli bir boglugu doldurmak icin hazirlandigini vurgulamaktadir.

Giris bolimiinde Mutlu Binark, geleneksel medyadan (kitap, televizyon ve rad-
yo) farkli olarak sayisal ve ozellikle de etkilesimsel medyaya deginmekte; internet
aglarimi ve sosyal iletisim medyasini nitelemek lizere “Yeni medya” terimini kul-
lanmaktadir. Binark, yeni medya alaninda akademik caligmalar yapan farkli bilim
insanlarinin yeni medya terimini nasil agikladiklarina da deginmektedir. Buna gore
Lievrouw ve Livingson i¢in yeni medya, bilgi ve iletisim teknolojileri kullanilarak
gelistirilen iletisim pratiklerini ve bu cihazlarla pratikler etrafinda sekillenen sosyal
diizenleme veya oOrgiitlenme bi¢imlerini kapsamaktadir. Kitle iletisim araglarinin, ge-
leneksel iletisim araglarindan yeni iletisim araglarina dogru gelisen tarihsel siireci
icinde bi¢im ve igerik yoniinden bir¢ok yenilik gerceklesmistir. Yeni medya dijital-
lik, etkilesim, kullanicilarin igerik tiretimi ve paylagim gibi 6zellikleri ile geleneksel
medyadan farklilik gostermektedir. Yeni medyanin multimedya ve etkilesim 6zellik-
leri sayesinde mesajin iletildigi hedef kitle icerigi yeniden iiretmekte ve dongiisel bir
iletisim modeli olusturmaktadir.

Binark, internetin geleneksel medya metinlerindeki baglangic ve sonu ortadan kal-
dirdigini, bu nedenle ¢evrimici olarak yapilacak arastirmalarin baglangi¢ ve son nok-
talarinin arastirmaci tarafindan sinirlanmasi gerektigini belirtmektedir. Giiniimiizde
internet ve web 2.0 gibi ¢esitli yeni medya ortamlarinin insanlarin giinliikk yasamla-
rinin bir pargasi olmasi nedeniyle ulusal ve kiiresel baglamda iletisim, enformasyon,
etkilesim pratikleri hizla gelismektedir. Bu durum sahada ¢alisan arastirmacilari gev-
rimici arastirmalar yapmaya yoneltmistir. Binark, internet ¢caligmalarinda bagvurulan
aragtirma yontemlerinin temelde alti kategoriye ayrildigimi belirtmektedir. Bunlar;
cevrimdist ya da ¢evrimigi anket uygulamalari, web kullanim bilgisi gibi bilgileri
Olcen laboratuvar deneyleri, siyasal enformasyon kaynaklarinin veya meta-enfor-
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masyon olarak arama motoru igeriklerinin ¢éziimlenmesine yardimci olan niceliksel
yontemler, ¢evrimigi ya da ¢gevrimdisi derinlemesine goriismeler, dijital etnografi ola-
rak adlandirilan katilimli gézlem ile sdylem analizi ve tarihsel ve estetik elestiri gibi
niteliksel arastirma yontemleridir.

Kitap dort ana boliimden olusmaktadir. Tugrul Comu ve Islam Halaiqa nin kale-
me aldig1 “Web Igeriklerinin Metin Temelli Coziimlenmesi” baslikli birinci boliim,
“Web 1.0°dan web 2.0’a ag mimarisi”, “Igerik ¢dziimlemesi”, ”Sdylem ¢oziimle-
mesi”, "Netnografi” ve ”Arastirmalarda bilgisayar yazilimlarindan yararlanma™ alt
basliklarindan olugmaktadir. Yazarlara gore insanlarin yasamlarinin ve iletisim bi-
¢imlerinin degistirmesinde 20. yiizyilda ortaya ¢ikan internetin rolii biiyiiktiir. In-
ternet, bireylerin dijital diinyada var olmalarinin yani sira metin, fotograf, ses ve
video gibi multimedya igeriklere ulasmalarini da saglamaktadir. Internet ve arayiizey
olarak adlandirilan sosyal mecralarin analizinde iki tiir yaklagim iizerinde durulmak-
tadir. Bunlardan birincisi kullanici temelli yaklasimdir. Bu yaklasimda kullanicilarin
internet kullanim aligkanliklari, siireleri, yontemleri ve internet hakkindaki goriisleri
aragtirihir. Ikinci yaklagim igerik temelli yaklasimdir. Bu yaklasimda internet kulla-
nicilart arasinda kullanilan metin ve iretilen igerik analiz edilmektedir. Web 1.0’la
ortaya ¢ikan internete katilim, paylasim ve etkilesim gibi 6zelliklerin eklenmesiyle
web 2.0 ortaya c¢ikmig, daha biiylik gelismelerle birlikte ise web 3.0 ve hatta web
4.0’a dogru yol alinmaktadir. Bu gelisimle birlikte arayiizeyler ve dolayisiyla yeni
medya da degismektedir. Yeni medya {izerine yapilacak arastirmalarda, aragtirmanin
konusunun, kapsaminin, yénteminin, arastirma nesnesinin ve bu dogrultuda kullani-
lacak tekniklerin ¢ok iyi bir bigimde belirlenmesi gerekmektedir.

Internet ¢alismalarinda igeriklerin ¢dziimlenmesinde, igerik ¢dziimlemesi ve sdy-
lem ¢dziimlemesi olmak iizere iki farkli teknige basvurulmaktadir. Icerik ¢oziimle-
mesi iletisim igerigi olarak medya metinlerini kantitatif, sistematik ve nesnel bir bi-
cimde arastirma ve analiz etme teknigidir. Icerik ¢6ziimlemesi, agik icerik ve Ortiik
igerik lizerine yapilmaktadir. Niceliksel igerik ¢oziimlemesi acik igerigi ¢oziimler-
ken, niteliksel igerik ¢oziimlemesi ortiik i¢erigin ¢6ziimlenmesinde kullanilmaktadir.
Soylem coziimlemesi ise yazili, gorsel veya hareketli goriintii gibi farkli metin tiir-
lerinin i¢inde yer alan sGylemin niteliksel olarak ve kuramsal bigimlerle ¢dziimlen-
mesini ifade etmektedir. S6ylem ¢6ziimlemesi makro ve mikro olmak iizere iki yap1
lizerinden gerceklestirilmektedir. Makro yapilar ise tematik ve sematik olmak iizere
iki boyutta ele alinmaktadir. Tematik analiz tematik yap1 ve icerigin anlamiyla ilgili
bilgileri ortaya koymaktadir. Sematik analiz ise durum, yorumlar, arka plan bilgisi,
baglamsal bilgi, tarih, sonu¢ ve haber kaynaklar ile ilgilenmektedir. Mikro yapilar
kapsaminda climle ve kelimeler incelenmektedir. Teun A. Van Dijk sdylem ¢oziimle-
mesinin hatlarin1 asagidaki sekilde ¢izmistir.
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a) Soylemin baglamlarini incelemek,

b) Hangi gruplarin, iktidar iligkilerinin ve ihtilaflarinin bulundugunu ¢6ziimlemek,
¢) Onvarsaymmlari ve ima edilenleri ag13a gikartmak,

d) Kutuplastirilmis grup kanaatlerini vurgulayan tiim bigimsel yapiy1 incelemek.

Yeni medya arastirmalarinda kullanilan bir diger teknik netnografidir. Netnografi,
internet veya teknolojik ag etnografisidir; teknoloji aracilifiyla cagdas sosyal diin-
yanin karmagikligina uyarlanmis etnografidir. Netnografik arastirmanin uygulanabi-
lecegi ¢evrimici ortamlar temel olarak bes baslik altinda toplanmigtir. Bunlar, haber
gruplari, web sayfalari, e-posta listeleri, ¢ok oyunculu zindanlar ve arama motorla-
ridir. Netnografik arastirmalarda, arastirma verileri incelenen ¢evrimigi topluluga ait
tiim metin, goriintii, ses ve video igerigi, arastirmacinin kendi gdzlem ve deneyimle-
11 ile yapilan ¢evrimigi goriigmelerin kayitlarindan olugmaktadir. Nitel bir aragtirma
teknigi olarak ortaya c¢ikan netnografik arastirmada, incelenen alandaki genel egilim-
lerin, ortak konu ve yaklagimlarin neler oldugu saptanabilmekte, ancak bu saptamalar
genellenememektedir. Cevrimigi arastirma ¢alismalarinda ¢ézlimleme sablonunun
olusturulmasinda, incelenecek ag yapisinin, arayiizey 6zelliklerinin ve agin nasil kul-
lanilacaginin belirlenmesi biiyiik 6nem tagimaktadir.

Kitabin Ezgi Mert tarafindan hazirlanan “Anket, Cevrimici Anket Teknigi ve
Cevrimi¢i’nde Anket Uygulamasi” baglikli ikinci boliimii “Anketin kisa tarihgesi”,
”Cevrimici anket ve uygulanmasi1” ve ”Genel degerlendirme” alt basliklarindan olus-
maktadir. Anket teknigi, tarama yonteminin kapsadigi bir alan ¢aligmasi teknigidir.
Tarama aragtirmasiin mantigini, ayni soruyu yanitlayan ¢ok sayida yanitlayiciyi ige-
ren Ornek gruplarin se¢ilmesini takiben bir¢ok degiskenin ve birden fazla hipotezin
Olciilmesi ve gecmis deneyimler, davraniglar veya karakteristikler hakkinda zamansal
sira ile bagmntili olarak ¢ikarsama yapilmasi olusturmaktadir.

Yeni medya caligmalar1 kapsaminda internet {izerinden gerceklestirilen anket
uygulamalar1 ¢evrimi¢i anket teknigi olarak adlandirilmaktadir. Cevrimigi anketin
olusturulmasi ve dagitiimasinda kullanilabilecek web siteleri bulunmaktadir. Internet
iizerinden gerceklestirilen ¢cevrimici anketler esnek tasarimli, hizli ve maliyetsizdir.
Cevrimigi anketlerin kapsam sorunu, gizlilik ve dogrulama sorunu ve tasarim sorun-
lar1 gibi bazi dezavantajlar1 da bulunmaktadir.

Mert ¢alismasinda ¢evrimigi anket teknigini kullanan akademik ¢alismalar1 ince-
lemigstir. Bu ¢aligmalardan ilki Ufuk Eris’in 2009 yilinda yazdig: niteliksel bir ¢alis-
ma olan Tiirkiye'de Kirici (Hacker) Kiiltiirii basghikli doktora tezidir. Eris, Anadolu
Universitesi’nin internet sunucusunda saglanan yer ile bir ¢evrimici anket hazirla-
mistir. Kirieilarin yani hackerlarin bulustuklari internet forumlarindaki anket bolii-
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miine kendi anketinin internet adres baglantisini yiliklemistir. Anket bir yil siireyle
yayinda kalmis ve 258 kisi katilmistir. Calismanin evrenini Tiirkiye’deki tim kiri-
cilar (hackerlar) olustururken, anketi cevaplayan 258 kisi amaca yonelik 6rneklemi
olusturmustur.

Mert’in ¢aligmasinda inceledigi bir diger ¢aligma Mehmet Emin Babacan’in 2012
yilinda yazdig1 niceliksel bir ¢alisma olan Sosyal Paylasim Alanlarinda Sosyal Ser-
maye baglikli doktora tezidir. Babacan ¢alismasinda anketi genis bir evrenin betimle-
yicisi olarak ele almistir. Orneklemin temsil ediciligi dnemsenmistir. Calisma sosyal
medya kullaniminin sosyal sermayeye katkisini Tiirkiye’de bilgisayar ve internet tek-
nolojilerini en ¢ok kullanan yag grubu olarak iiniversite gengligi iizerinden dlgmek-
le sinirhidir. Bu sebeple aragtirmanin evrenini Tiirkiye’deki 6grenciler olusturmakla
beraber 6rneklemini ise liniversitelerde orglin 6gretimde bulunan lisans 6grencileri
olusturmustur. Hazirlanan anket formu Tiirkiye’deki biitlin {iniversite 6grencilerine
sosyal medya tlizerinden dagitilmis, 6grencilerin geri doniis yapmalar1 beklenmistir.
1254 6grencinin geri doniisityle anketten elde edilen veriler, drneklemi temsil edecek
sekilde diizenlenmis ve homojen bir veri saglanmigtir.

Geleneksel anket yonteminde, anketlerden elde edilen verilerin anlamli bilgiler
héline gelebilmesi i¢in islenmesi gerekmektedir. Bu islem de bilgisayarlarin islem
giiclinlin ve yazilimlarinin kullanilmasiyla gergeklestirilmektedir. Veriler bilgisayar
ortaminda kodlanmaktadir. Veri kodlama adi verilen islem ham verilerin bilgisayar
tarafindan okunabilir bir bi¢cime sokularak sistematik sekilde yeniden diizenlenmesi
olarak tanimlanmaktadir. Cevrimici anket tekniginde ise veriler anketin doldurulma
asamasinda internet tizerinden kodlandigi i¢in arastirmaci hazir veri kodlarimi ista-
tistik analizleri yapacag bilgisayara internetten indirerek kaydetmektedir. Cevrimici
anket teknigiyle hazir bir sekilde kodlanmis veriler daha sonra istatistik programinda
gerekli analizlerin yapilmasi i¢in kullanilmaktadir. Analizler sonucunda arastirmanin
baslangicinda 6ne siiriilmiis hipotezler dogrulanmakta ya da reddedilmektedir.

Zeynep Biiker Alyanak tarafindan hazirlanan “Etnografi ve Cevrimic¢i Etnografi”
bashikl: iiciincii boliim ise “Etnografi ve etnografik arastirma”, “Iletisim ¢aligmala-
rinda etnografik arastirmalar”, “Cevrimici etnografi”, “Go6zlem teknikleri: katilim-
It gozlem ve pusuculuk”, “Cevrimici etnografi ¢alismalarinin degerlendirilmesi”,
”Aragtirilan 6znelerin aragtirmaya iliskin tutumlar1”, “Farkli arastirma tekniklerinin
bir arada kullanilmas1” ve “Cevrimigi etnografik arastirmalarda teknikler ve ortam-
lar” alt bagliklarindan olusmaktadir. Calismada ilk olarak etnografi kavrami ele alin-
mistir. Etnografi, temel olarak bir kiiltiiriin tanimlanmasini ve baska bir yasam tarzini
anlama ¢abasini ifade etmektedir. Etnografik ¢alismalar insan ve insan topluluklarini
dinlemeyi ve gozlemeyi icermektedir. Calisma siiresince gozlenen alana dair bilgiler
kay1t altina alinmaktadir. Ge¢gmiste alan notlarini sadece yazili belgeler olustururken
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teknolojinin gelismesiyle fotograflar, ses kayitlari ve videolar da alan notlarina dahil
olmustur. Bu durum etnografik ¢alismalari niteliksel olarak zenginlestirmistir.

Yeni medya arastirmalarinda niteliksel bir aragtirma yontemi olan etnografi, kul-
lanicilarin kitle iletisim araglarini ne sekilde kullandiklarini aragtirmak i¢in kullani-
labilmektedir.

Alyanak calismasinda etnografi yontemini kullanan akademik ¢alismalar incelen-
mistir. Bu ¢aligsmalardan ilki Burge Celik’in Kiirt genglerin cep telefonu kullanimi
ile ilgili olarak 2011 yilinda gerceklestirdigi Teknoloji ile Kimlik Miicadelesi: Kiirt
Gengleri ve Cep Telefonu adli ¢aligsmasidir. Arastirma, ticari bir liriin ve iletisim tek-
nolojisi olarak cep telefonunun Kiirtgenin egitim ve bilisim dili oldugunu gdsteren
bir olgu haline nasil geldigini ele almakta ve bu durumun etnik politikalarda nasil
kargilik bulabilecegi sorusundan hareket etmektedir. Arastirmaci giivene, 6zdiisii-
niimsellige ve etige dayanan ilkelerle agik ug¢lu sorular sormak suretiyle teknoloji
kullanimi araciligiyla farkli kiiltlirlerin deneyimlenmesi gibi yerel ve 6zgiil bir konu-
nun aragtirilmasimin bir 6rnegini sunmustur.

Alyanak makalesinde ayni zamanda 2007-2008 tarihleri arasinda Mutlu Binark
ve Giinseli Bayraktutan Siit¢ii tarafindan gerceklestirilen Dijital Oyun Kiiltiirii ve
Tiirkiye 'de Gengligin Internet Kafe Kullamm Pratikleri: Cevrim I¢i ve Cevrim Digt
Kimlik Egzersizleri, Hareketsiz Toplumsallasma ve Sanal Kariyer Yapma-Ankara’da
Etnografik Alan Arastirmas: baglikli calismay1 da incelemektedir. Bu arastirma pro-
jesi, dijital oyun kiiltlirline ve dijital oyun oynama edimine iliskin Tiirkiye’de ger-
¢eklestirilen ilk etnografik ¢alismadir. Arastirma, “internet kafe kullanim pratikleri”
ve “yerli dijital oyun iiretim siireci” olmak tizere iki ayr1 boliim olarak ele alinmustir.
Arastirma, kiiltiirel calismalar kuramini temel almis ve kiiltiir endistrisi kavramsal-
lastirmalarini da igermistir. Aragtirmacilar arastirmada kullanilan nitel ve nicel metin
¢ozlimleme teknikleri ve derinlemesine gorlismelerin yani sira galistaylar, paneller,
toplantilar, odak grup goriismeleri, anket tekniklerle elde edilen bilgilerin birbirile-
riyle tutarli oldugunu belirtmislerdir. Arastirmanin sonug boliimiinde geng kusaklarin
dijital oyun kiiltiiriine dair farkindalik eksikligi olduguna ve elestirel medya okur-
yazarlig1 bakis agisina sahip olmadiklarina dikkat ¢ekilmistir. Arastirma sonucunda
ortaya konulan en temel 6nerinin elestirel medya okuryazarliginin gelistirilmesinin
gerekliligi oldugu soylenmistir.

Alyanak’mn ¢aligmasinda inceledigi bir baska ¢calisma Mimi Ito ve ekip arkadas-
larinin John D. And Catherine T. M. MacArthur Vakfi’ndan aldiklar1 destekle 2005-
2008 yillart igerisinde ABD’de gergeklestirdigi Amerikali genglerin internet ve yeni
medyay1 kullanma bi¢imlerini ele alan arastirmadir. Ito ve arkadaslar1 yeni medyanin
genglerin sosyal yagamlarindaki roliinii kavramay1 hedeflemislerdir. Arastirmanin
iki temel sorusu yeni medyanin genglerin yasam pratiklerine ve giindemlerine nasil
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dahil oldugu ve bu pratiklerin ¢esitli dinamikleri nasil etki altina aldigidir. Arastir-
macilar etnografik yontemi iceren niteliksel bir arastirma yuriitmislerdir. Arastirma
kapsaminda anketler, goriismeler, giinliikler, gézlemler, i¢erik analizi vb. yontem ve
teknikler kullanilmastir.

Kitabin Selda Tung tarafindan hazirlanan “Yeni Medya Ortamlarinda Arastirma
Etigi ve Ozdiisiimsellik” baslikli son béliimii ise ”Arastirmaci ve dzdiisiiniimsellik
meselesi”, ”Aragtirmacinin iktidar alanlar1”, ”Yeni medya caligmalar1 ve etik” ve
”Veriye ulagsmak ve etik sorumluluk™ alt basliklarindan olugmaktadir. Arastirmanin
bizim disimizda var olan, istedigimiz zaman istedigimiz bilgileri se¢cecegimiz bir bil-
gi edinme alan1 degil, arastirma siiresince degisen ve doniisen bir etkilesim siireci ol-
dugu belirtilmektedir. Arastirmaci tarafindan secilen arastirma konusu, aragtirmacilar
i¢in ne ifade etmektedir? Katilimcilarin goriisleri arastirmaya ne 6l¢iide yansimakta
ya da hangi etkenler bu yansimalara engel olmaktadir? Tung’a gore arastirmact ken-
disini arastirmanin bir uzantis1 gibi diistindiigiinde, nesnesine kars1 yabancilasmanin
Online ge¢mis olmaktadir.

Ozdiisiiniimsellik ile birlikte diisiiniilmesi gereken diger iki konu nesnelci ve &z-
nelci bakis agilaridir. Aragtirmacinin bu iki bakis agisindan hangisiyle 6zdeslestigi ve
bu bakis acilariin deneyimle kurdugu iligski 6nemlidir. Nesnelci bakis agisi, istatis-
tik, etnografik tasvir, bigimsel modelleme gibi araglar iizerinden nesnel diizenlilikler
kurmaktadir. Oznelci bakis acist ise, giindelik hayatin &rgiitlii pratikleri yoluyla top-
lumsal gercekligin siirekli olarak insa edilmesidir. Yani 6znelci bakis agis1 toplumsal
aktorlerin olumsal ve siirekli yaratisidir. Selda Tung, entelektiiellerle toplum arasin-
daki iligkilerin sinanmasinda 6zdiisiniimselligin sik kullanilmadigimi diisiinmektedir.
Bunun nedenlerinden biri entelektiiellerin kendilerini toplumdan ayr1 ve farkl bir
biling olarak gordiikleri gergegidir.

Ozdiisiiniimsellik kavram1 bilen 6znenin ayricaligini sorgulamaktadir. Aragtirma-
c1 igin Ozdiigiiniimsellik, arastirdigi nesneye doniik diisiinme siirecini imlemektedir.
Aragtirmacinin kimligi de aragtirma sirasinda ve etkilesim slirecinde yeniden yapi-
lanmaktadir.

Ozdiisiiniimsellik arastirmaciya, arastirma siirecinde yeni yollarin ve bu yollarin
kesisme ya da tamamen farklilagma siireclerinin var olabilecegini gostermektedir.
Her arastirma, yeni gérme bigimleri olusturup goriilenleri sorgulamay1 gerektirdigi
gibi, teorik On kabulleri, a priori varsayimlar1 ve 6nyargilari da icine alarak genisle-
mektedir. Aragtirmanin her agamasi, dzdiisiinlimsellik ile yeni gérme bi¢imleri olus-
turmaktadir.

Internetin ortaya ¢ikisi mevcut arastirma yontemleri ile ilgili bazi tartismalari be-
raberinde getirmistir. E-posta, web siteleri ve cep telefonlar1 araciligiyla gercekle-
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sen iletisimin arastirilmasina yonelik ilgi artmig, ancak bu durum mevcut aragtirma
yontemlerinin teknoloji araciligtyla kurulan etkilesimler i¢in uygun olup olmadigiyla
ilgili kaygty1 beraberinde getirmistir. Mevcut arastirma yontemlerinin yeni medya
ortamlarina uyarlanmasi konusunda ¢esitli soru isaretleri vardir. Bu soru isaretleri
birtakim yeni etik kaygilar1 ortaya ¢ikarmistir. Eski yontemlerin yeni teknolojiye
uyumu ile ilgili olarak dnerilen en énemli ilke 6zdiisiiniimselliktir. Ozdiisiiniimsel-
ligin sorunlar1 agmada yardimci olabilecegini savunan bilim insanlarina gore siber
bilgi sosyolojisini yeni tasarim ve yaklasim olanaklarini harekete gecirmek i¢in 6z-
diistinimselligin giliclinden yararlanmak gerekmektedir.

Bir aragtirmanin gergeklestirilebilmesi i¢in arastirmacinin en az {i¢ tiir iktidara sa-
hip olmasi gerektigi belirtilmektedir. 1. Universiteler/kurumlar arasinda géreli bir
yapi i¢inde bulunmak. 2. Arastirmacinin kendi esitleri arasinda sivrilen konumu: sos-
yal ve kiiltiirel sermaye sahibi olmasi. 3. Arastirmacinin arastirma yapacagi insanlar
iizerindeki iktidari. Yeni medya caligmalarinda aragtirma alanlarinin degisiklige ug-
radig1 goriilmektedir. Tung’a gore yasam alanlarinin teknoloji araciligiyla her giin
yeniden bi¢cimlenmesi kiiltiirel sinirlart ve sorulacak sorulart etkilemektedir. Sonug
olarak yeni medyanin arastirmacilara yeni arastirma konulari, yontemleri, teknikleri
ve verileri sagladigi belirtilmektedir. Tung ayrica ¢evrimici ve ¢evrimdigt arastirma-
larda arastirmacinin arastirma nesnesine yabancilasmadan etik unsurlar ¢ercevesinde
aragtirmasini ger¢eklestirmesinin dnemini vurgulamaktadir.
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Is Ahlaki Dergisi
Yazarlara Notlar

Is Ahlaki Dergisi, degerlendirme siireclerine alinacak galismalarda temel bazi kriterler aranmaktadur:
Is Ahlaki Dergisi'ne gonderilecek galigmalarin;
o Isahlaki konusu ile ilgili nicel, nitel, tek-denekli veya karma aragtirma deseni kullanilarak hazirlanmus olmastna,

« s ahlaki konusunda son dénem alan yazini kapsamli bicimde degerlendiren literatiir analizi, metaanaliz veya
metasentez ¢aligmasi olmasina,

« s ahlaki konusunda pratik olarak uygulanabilecek model énerileri sunmasia dikkat eder veya benzeri 6zgiin
nitelikte yazilar olmas: talep edilir.

Bu gercevede s Ahlaki Dergisi, ileri arastirma/istatistik yontem ve teknikleri kullanilan giincel calismalara éncelik
tanimaktadir. Calismalarin yontembilim agisindan yetkinlikleri kadar alana orijinal ve yeni katki sunmalar1 da temel
yayimlanma kriteridir.

Yayimlanmak iizere gonderilen ¢alismalar 6ncelikle Editor tarafindan amag, konu, igerik, sunus tarzi ve yazim kural-
larina uygunluk yoniinden incelenmektedir. Editoryal 6n degerlendirmedeki genel egilimler su sekildedir:

Nicel arastirmalar igin;
o Tek siirekli degisken veya iki siirekli degisken barindirip sadece veya agirhikh olarak frekans, yiizde, fark ve iliski
istatistiklerine dayali ¢aligmalar, ¢alismanin kapsamina gore degerlendirilmektedir.

o Tek siirekli degisken veya iki stirekli degisken barmndirip tekli veya ¢oklu regresyon, yol (path) analizi, cluster
analizi gibi ileri istatistikler kullamlarak hazirlanan ¢alismalara oncelik verilmektedir.

Olgme araci gelistiren cahsmalar igin;
«  Sadece 6lgme araglar1 gelistirmeyi raporlayan ¢alismalar, gelistirilen 6lgme aracinin otantikligi, kapsamy, gelistirilen
grubun niteligi, gecerlik ve giivenirlik islemlerinin yetkinligi vb. 6l¢iitler dikkate alinarak degerlendirilmektedir.

o Gelistirilen 6lgme aracini bir aragtirmada kullanarak raporlayan ¢alismalara 6ncelik verilmektedir.

Deneysel arastirmalar igin;
o Aragtirma verileri nitel verilerle desteklenmis deneysel arastirmalara oncelik verilmektedir.

Nitel arastirmalar igin;
o Nitel aragtirmalar i¢in aragtirma siirecinin gegerlilik ve giivenirlilik kogullarmnin saglanmis olmasina ve verilerin
derinlemesine analiz edilmis olmasina 6nem verilmektedir.

Betimsel calismalar igin;

o Dergide is ahlaki ile ilgili temel sorunlar1 ortaya koyan ve bunlara ¢6ziim 6nerileri getiren analitik ¢aligma-
larin yayimlanmasi hedeflenmektedir. Diger taraftan bu kapsama giren ¢aligmalarin kitap bolimi tarzinda
olmamas: beklenmektedir.
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Karma (mixed) desenli calismalar igin;

Karma desenle hazirlanan ¢aligmalarin yayimlanma orani daha yiiksektir. Bununla birlikte karma ¢alisma-
larda nigin ve hangi karma metodolojinin kullanildiginin teknigi ile beraber agiklanmas: beklenmektedir.
Karma desenli aragtirmalarda aragtirmanin nicel ve nitel kisimlar1 ayr1 ayr1 degerlendirilir. Nicel ve nitel
kisimlarin ayr1 ayr1 yukaridaki kistaslar: kargilamasi beklenir.

Ayrica;

Alanda ¢ok sik kullanilan 6l¢gme araglarina dayali ¢aligmalarin ve oldukga yogun bi¢imde ¢alisiimis konular-
la ilgili aragtirmalarin yeni bir yonelim ortaya koymalar1 beklenmektedir.

Yiiksek lisans ve doktora tezlerine dayali galismalarda tezin biitiiniiniin, tezde kullanilan bitin verilerin
raporlanmasi, tezlerde dilimlenme yapilmamasi beklenmektedir.

Bitiin arastirma tiirleri igin verilerin giincelligine 6nem verilmektedir. Arastirma verilerinin toplanmasi
tizerinden 5 yil veya daha fazla siire gegmis ise aragtirmalarin giincelligini kaybettigi yoniinde goris bildi-
rilmektedir.

Gonderilen bir ¢alismanin editoryal degerlendirmesi 40 giin igerisinde tamamlanmaktadr.
Hakem degerlendirme siirecine alinan galigmalar alanda uzman iki hakeme gonderilir.

Eger hakemlerin raporlarinda galigma ile ilgili goriis ayriligi s6z konusu olursa, figlincii bir hakemin gorii-
stine bagvurulur.

Hakem degerlendirme siireci, su anki yogunluk goz 6niine alindiginda yaklasik 3-4 ay siirmektedir. Bu siire,
ilgili alandaki hakemlerin is yiikii nedeniyle uzayabilmektedir.

Hakem raporlari gizlidir. Yazarlar ¢aligmalarini degerlendiren hakemlerin kim oldugunu bilmemektedirler.
Hakemler de degerlendirdikleri ¢aliymanin yazarini/yazarlarini bilmemektedirler.

Yazar/yazarlar; hakemlerin, Alan Editoriiniin ve Edit6riin elestirilerini, onerilerini ve diizeltme taleplerini
dikkate almak zorundadirlar. Yazar/yazarlar, elestirilerden ve onerilerden katilmadigi hususlar: gerekgele-
riyle izah etmelidir/etmelidirler.

Hakem degerlendirme raporlarinin sonuglarina dayali olarak Editor;

Calismanin kabuliine,

Calismanin, hakem raporlarinda belirtilen hususlara gore diizenlendikten sonra yeniden degerlendirmeye
alinabilecegine veya,

Caligmanin reddine karar verir.

Yayima kabul edilen ¢aligmalarin siiregleri asagida belirtilmistir.

Yayima kabul edilen ¢aligmalarin hakem degerlendirme raporlar1 ve editéryal degerlendirmeleri
Yetkilendirilmis Yazara gonderilir.

Yetkilendirilmis Yazarin ilgili raporlara gére diizenleyerek Editore ilettigi calisma Editor tarafindan kontrol
edilerek tashih siirecine alinir.

Yetkilendirilmis Yazara ¢ahismasiyla ilgili tashih notlar1 génderilir.

Tashih siireci tamamlanan ¢aligmalar tasarima yonlendirilir.

Mizanpaj1 ve tasarimi tamamlanan ¢aligmalar Yetkilendirilmis Yazar tarafindan son kez kontrol edilir.
Bu siiregleri tamamlayan ¢alismalar 6ncelikle DOI numarasi atanarak OnlineFirst olarak yayimlanir.

OnlineFirst olarak yayimlanan makaleler yayim siirecine alinur ve ilgili sayida basilr.

350



Yilmaz / Yeni Medya, Yeni Aragtirmalar

Editoryal 6n degerlendirme sonucunda bir galigma, genel kriterleri veya yukaridaki kriterleri kargilamiyorsa, ¢alis-
manin Yetkilendirilmis Yazarma gerekgesi ile birlikte, ¢alismasinin hakem degerlendirme siirecine alinamayacagi
yonitindeki karar bildirilmektedir.

Is Ahlaki Dergisinde yayimlanan makalelerin;

«  Sorumlulugu yazarina/yazarlarina aittir. Yayimlanan yazilar, diisiinsel planda dergiyi veya Tiirkiye Iktisadi Girisim
ve I Ahlaki Dernegini baglamaz.

«  Yaymmlanan yazilarin yayim haklar Tiirkiye Iktisadi Girisim ve Is Ahlaki Dernegine aittir.

Yaz1 Tipi
Sayfa Yapist

Paragraf Yapisi

Sayfa Siniri

Baslik

Yazar Isimleri

Oz

Anahtar Kelimeler

Ana Metin

Kaynakga

Genel Bi¢im Ozellikleri

Biitiin metinde 10 punto Times New Roman yaz1 karakteri kullanilir.
A4 boyutlarindaki kagida;

* {ist, alt, sag ve sol bosluk 2,5 cm (0.98 ing)

* iki yana dayali

% satir sonu tirelemesiz

Caligmalar tek stitun olarak hazirlanmalidir.
Paragraf baglarinda 0,5 cm girinti konmalidir.
Paragraf sekmesinde girintiler boliimiinde;

“ 5nce ve sonra alan1 6 pt (0,6 line)

satir araligr 1,5 olmalidir.

Yukaridaki sablona gore hazirlanmis bir ¢alisma 25 sayfay: (10000 kelimeyi) asmamalidar.

Bagvurunun Béliimleri
Makale bashig1 bold ve sayfaya ortali olmalidir.

Yazar isimlerini bagvuru dosyasina kesinlikle eklemeyiniz. Yazar isimleri yer alan

bagvurular isleme alinmaz ve iade edilir.

150-200 kelime arasinda olmalidir.

Ozde atif kullanilmamahdir.

5-8 kelime arasinda olmalidur.

Nicel ve nitel ¢alismalar Giris, Yontem, Bulgular, Tartigma boliimlerini icermelidir.

Yontem kisminda, eger 6zgiin bir model kullanilmigsa, model alt bolimii ile mutlaka
Orneklem/Calisma Grubu, Veri Toplama Araglari ve Islem alt béliimleri bulunmalidr.

Derleme tiirii galigmalar ise problemi ortaya koymaly, ilgili literatiirii yetkin bir bigimde
analiz etmeli, literatiirdeki eksiklikler, bosluklar ve geliskilerin tizerinde durmali ve ¢6ziim
i¢in atilmasi gereken adimlardan bahsetmelidir.

Diger ¢aligmalarda ise konunun tiiriine gore degisiklik yapilabilir fakat bunun okuyucuyu

sikacak ya da metinden faydalanmasini giiglestirecek detayda alt béliimler seklinde

olmamasina 6zen gosterilmelidir.

Hem metin iginde hem de kaynak¢ada Amerikan Psikologlar Birligi tarafindan yayinlanan
Publication Manual of American Psychological Association (APA) (6. baski) adli kitapta

belirtilen yazim kurallar1 uygulanmalidir.

351



i AHLAKI DERGisi

Tablo ve Sekiller

Ekler

Diger

Baglik Olugturma

Temel Basliklar

Ikinci Diizey Bashk

Ugiincii Diizey Baglik

Dérdiincii Diizey Baglik

Besinci Diizey Baglik

Tablo ve Sekil Bagliklar:

Vurgu

Madde Siralamalar1

Dogrudan Alintilar

Tablolar, Sekiller ve Ekler

Tablo, sekil, resim, grafik vb. unsurlar metin igerisinde yer almalidir. Caliymanin
sonunda ayrica verilmemelidir (Tablo, sekil, resim, grafik vb. unsurlar bagvuru
dosyanizda metin igerisinde ilgili yerlerde degil de ayrica ana metnin arka béliimiinde
ya da ek olarak verilirse bagvurunuz isleme alinmaz ve iade edilir).
Tablo ve gekillerde genel sablonun disinda paragraf sekmesinde girintiler bolimiinde;

“* Hnce ve sonra alani 0,

** satir arahg Tek olmahdr,
Tablo ve sekiller sola dayali olmali ve metin kaydirma 6zelligi kapali olmalidir.
Her bir ek, kaynak¢adan sonra ayr1 sayfalarda verilmelidir.

p degerini sadece tablo disinda gosteriniz. Tablo igerisinde ayr1 bir p siitunu
olugturmayiniz. Metin i¢indeki p degerlerini italik olarak gésteriniz.

Baglik Sistemi

Birinci ve ikinci diizeydeki basliklar1 olugturan kelimelerin ilk harfleri biytik

yazilmahdir (istisna: ve, ile, de, mi gibi ekler her zaman kiigiik harfle yazilir).
Tablo ve sekil bagliklar: da bu kurala gore diizenlenmelidir

Caligmanin baghig: ve temel basliklar (Yontem, Bulgular, Tartisma) ortali ve bold
yazilir (Giris boliimiine Giris bashig: konulmaz).

Sola dayal1 ve bold yazilir. Kendinden 6nceki paragraftan bir satir bosluk ile ayrilr.
Sola dayaly, 0,5 cm igerden ve bold yazilir. Sadece ilk kelime biiyiik harfle baslar;

geri kalanlar kii¢iik harfle devam eder. Sonuna nokta konur ve paragraf baghigin

hizasindan devam eder. Kendinden 6nceki paragraftan satir boglugu ile ayrilmaz.

Sola dayals, 0,5 cm igerden, bold ve italik yazilir. Sadece ilk kelime biiyiik harfle baslar;
geri kalanlar kiiciik harfle devam eder. Sonuna nokta konur ve paragraf baghgin

hizasindan devam eder. Kendinden énceki paragraftan satir boglugu ile ayrilmaz.

Sola dayals, 0,5 cm igerden ve italik yazilir. Sadece ilk kelime biiytik harfle baslar; geri
kalanlar kiigiik harfle devam eder. Sonuna nokta konur ve paragraf basligin hizasindan
devam eder. Kendinden 6nceki paragraftan satir boslugu ile ayrilmaz (Bes diizeyden daha

fazla baglik olusturulmasi 6nerilmemektedir).
Tablo ve $ekil ifadeleri (Tablo 1., $ekil 1. gibi) bold bi¢imde kullanilir.

Tablo ve gekil baglklarini olugturan kelimelerin ilk harfleri biiyiik ve bagshk italik
olarak yazilir.

Diger Hususlar

Metin igerisinde bold bi¢imi kullanmayiniz.

«@»

Vurgular “” isareti veya italik ile yapilmalidir.

Metin igerisindeki siralamada, maddelendirmede alt alta 1, 2, 3 gibi siralamalar
yerine yan yana (i), (ii) vs. seklinde siralamalar tercih ediniz.

Dogrudan alintilar normal metne gére soldan girintili ve 9 punto ile yazilir. Ayrica italik

«»

bi¢iminde gosterilmez. Ayri paragraf yapilan dogrudan alintilar “” icerisinde gosterilmez.
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Turkish Journal of

Business Ethics
Notes for Contributors

Manuscript Submission

Contributors submitting their work to Turkish Journal of Business Ethics should be informed that articles should

include the following:
« Quantitative, qualitative, or mixed research methods,
« Comprehensive literature reviews, meta-analysis, or meta-synthesis,

« Model proposals, clinical experimental research model, or original writings of similar quality.

Editorial and Review Process
Turkish Journal of Business Ethics gives priority to current studies using advanced research and statistical
methods and techniques. The Journal’s main criteria for publication are original contribution to the field and
competency in methodology.

Manuscripts are first assessed by the Editorial Board for purpose, topic, content, presentation style, and
mechanics of writing. During this preliminary assessment, the Editorial Board guidelines are as follows:

For Quantitative Research
Quantitative research based on a single variable or that mainly analyses frequency, percentage, difference, and
correlational statistics is usually assessed in a preliminary assessment according to its contents. Quantitative
research including multiple regressions, path and cluster analysis, or other advanced research and statistical
methods is given priority.

For Studies Developing a M t Tool
The authenticity, scope, quality of the group worked on, and efficiency of the reliability and validity of studies are
taken into consideration to decide whether the measurement tool can be published independently. The Editorial

Board encourages contributors to send their manuscripts if the developed measurement tool is used in a study

in which the findings are reported.

For Experimental Research
Findings must be supported, detailed, and further elaborated on with qualitative data.

For Qualitative Research
The reliability and validity studies and in-depth analysis of the data is of utmost importance.

For Descriptive Studies
The journal aims to publish analytical studies identifying and proposing solutions to the key issues related to
business ethics. However, such studies should not resemble a book chapter based only on a literature review.

Mixed Research Designs

Such studies have a higher likelihood of being published. Mixed research design studies should justify why and
how the author adopted the research design used. Qualitative and quantitative sections are analyzed separately
and are expected to meet the criterion described above.
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Please Note

The Editors emphasize that Turkish Journal of Business Ethics articles should not include studies based on
very frequently used measurement tools or on research topics that have been overly examined, unless they
propose an innovative approach to the topic in question.

Manuscripts based on thesis-related research should include all data used in the thesis. Turkish Journal of
Business Ethics does not publish any article including unethical practices such as sliding.

Turkish Journal of Business Ethics believes that the data collection process for original research should have
been done in the last 5 years.

Editorial and Review Process

Manuscripts are assigned a reference code and recorded in SchloarOne Manuscript.
After the submission, authors are sent a confirmation of receipt by email.
Manuscripts are evaluated by the Editorial Board following the submission.

Manuscripts that meet the criteria for Turkish Journal of Business Ethics proceed to the next stage, which is
reviewer evaluation.

Manuscripts that do not meet the Turkish Journal of Business Ethics criteria are notified of the decision with
the relevant justification for rejection.

Receipt of manuscripts and Editorial Board decisions may take approximately 40 days.
Manuscripts are sent to two specialists in the relevant field.
If the reviewers differ in opinion about the quality of your work, the paper will be referred to a third reviewer.

The Editorial Board and referee reviews take approximately 3-4 months to complete. This time may be
extended depending on the availability of referees in your sub-discipline.

Reviewer reports are kept confidential. We adopt a double-blind peer-review evaluating process.

Authors must be attentive to the criticisms, suggestions, and corrections of the referees and the Editorial Board. In case
of disagreement with the reports, authors must explain why they do not agree with the points made by the reviewers.

For more details of the review process, visit the Notes for Reviewers page.
There are three possible results for a manuscript:

» Acceptance with minor or major revisions

o Reject and Resubmit process

« Rejection

Manuscripts go through the following stages once accepted for publication:

Reviewer reports and Editorial Board reports are sent to the author.

Authors revise their manuscripts according to the reports, and the Editorial Board reviews the revised man-
uscripts before they advance to the proofreading stage.

Authors are sent the proofreading notes.
When proofreading is complete, manuscripts advance to the formatting and pagination stage.
Following the pagination process, authors are asked to conduct a final check of their manuscripts.

After completion of these processes, manuscripts are initially published on OnlineFirst. As each article is
assigned a DOI, this version could be treated as the authentic version.

Printing of the manuscript in the journal may take approximately 5-6 months, depending on the workload
involved in the journal.
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Font

Page Layout

Paragraph Format

Page Limit

Title

Author(s)’s Names

Abstract

Keywords

Main Text

References

Formatting and Content Requirements for Manuscripts
General Formatting Requirements

The font used in the entire manuscript should be Times New Roman, font size 10. For tables
and figures, see below.

Page margins for bottom, top, right, and left should be pre-set as 0.98 inch. Text should be
justified with no hyphenation breaks in words at the end of a line.

Text should be typed as a single-column document.
Paragraphs and headings should not be indented, but aligned with the main text.
Paragraph indents should be pre-set in the tabs section as follows:

“ before and after: 6 pt

* line spacing: 1.5

Manuscripts prepared in compliance with the guidelines should not exceed 25 pages
(10.000 words).

Manuscript Sections
Article titles should be boldfaced and centered.

The main document is used for peer-review, which may include the title, abstract, key
words, main body, references, figures and tables and supplementary materials. The names

of all authors and their institutions should not be included in the main document.
Abstracts should be between 150-200 words.

No citations should appear in the abstract.

5-8 words representing the manuscript should be given as keywords.

Qualitative and quantitative studies should contain the following sections: Introduction, Method,
Findings, and Discussion.
The Methods section must include Sampling/Study Population, Data Collection Tools, and

Procedure as sub-sections if an original research method has been used.

Literature reviews should elaborate on the problem, analyze the relevant literature,
emphasize the gaps and inconsistencies in the literature, and discuss actions toward solving

these problems.

Other types of studies can allow slight variations in sections, but they should not contain
too many details and sub-sections that could distract readers” attention and compromise

readability.

Both in-text citations and references should comply with the APA guidelines as provided

in the Publication Manual of American Psychological Association (APA) (6™ edition).
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Tables, Figures, and Appendices

Tables and Figures Tables, figures, pictures, graphics, and similar aspects should be embedded in the text, and

not provided as appendices.
For tables and figures, use Times New Roman, font size 9.
Under the Paragraph tab, ensure that the indentation is as follows:
% before and after: 0
% spacing: Single
Tables and figures should be left aligned, and the text wrapping feature should be turned off.

Appendices Each appendix should be displayed on a separate page after the references section.

Format for Five Levels of Heading

The heading style consists of five possible formatting arrangements, according to the number of levels of

subordination. Each heading level is numbered (see below).

Levels of Heading Format

1 Centered, Boldface, Uppercase and Lowercase Heading

2 Flush Left, Boldface, Uppercase and Lowercase Heading

3 Indented, boldface, lowercase paragraph heading ending with a period. (In a lowercase

paragraph heading, the first letter of the first word is uppercase and the remaining

words are lowercase.)
4 Indented, boldface, italicized, lowercase paragraph heading ending with a period.
5 Indented, italicized, lowercase paragraph heading ending with a period.

More than five levels of headings are not advisable.

Table and Figure
Headings Table and figure numbers should be typed as “Table 1.” or “Figure 1”
Table and figure headings should be in italics.
Other Guidelines
Emphasis Do not use boldfaced characters in text. Emphasis should be expressed using quotation
marks (“”) or italics.
Listing Lists in text should be horizontal and not vertical. Further, the list should use Roman numeral [(i),

(ii), and so on], not Arabic (1, 2).

Direct Quotations Direct quotes should be left-indented from the main text and typed in 9-point font. They

need not be italicized.

356



