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Medya ve iletisimde yapay zeka perspektifleri neden énemlidir?

1. igerik Uretimi ve Otomasyon
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2. Kisisellestirilmis Deneyimler

Yapay zeka, kullanicilarn ilgi alanlarini analiz ederek onlara 8zel
igerikler sunabiliyor. Netflix, YouTube ve Spofify gibi platformlar,
kisisel neri al kullanici deneyimini iyil Medya
tukefiminin kisisellestirilmesi, izleyicilerin daha fozla ilgisini ekiyor.

3. Bilgi Dogrulama ve Sahte Haberle Miicadele

Yapay zeka destekli d araglari, sahte i tespit edebilir ve dezenformasyonla

micadelede yardimei olabilir. Algoritmalar, haber kaynaklarini
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Medya ve iletisimde yapay zeka perspektifleri neden énemlidir?

1. igerik Uretimi ve Otomasyon

2. Kisisellestirilmis Deneyimler
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OGRENCi SEMPOZYUMU

Medya ve Iletisimde Yapay Zeka Perspektifleri
II. Ogrenci Sempozyumu

Istanbul Beykent Universitesi Iletisim Fakiiltesi

05 Mayis 2025, istanbul
SEMPOZYUM PROGRAMI

Ayazaga-Maslak Yerleskesi Adem Celik Konferans Salonu

10:00 Kayit

10:30 Sayg1 Durusu ve istiklal Mars:

Ag¢ihs Konusmalar:

Prof. Dr. Kazzim SARI
Istanbul Beykent Universitesi Rektor Yardimcist

Prof. Dr. Ece BABAN
Istanbul Beykent Universitesi Iletisim Fakiiltesi Dekam
Sempozyum Diizenleme Kurulu Bagkani

Sunum: Sila GUNDUZ
Istanbul Beykent Universitesi iletisim Tasarim Boliimii Ogrencisi

10:45-12.00 Paneller / Davetli Konusmacilar

inci ABAY CANSABUNCU
Isin Gelecegi Stratejisti, Ekosistem kurucu, Akademisyen, Dijital igerik iireticisi
TV yapimcisi

Prof. Dr. B.Aykut ARIKAN

Tiirk- Alman Universitesi Emekli Ogretim Uyesi ve Damisma Kurulu Uyesi
Al.Labs Kurucu Ortag1

NAT Yazilim fcra Kurulu Uyesi



05 Mayis 2025 /05 May 2025

Pazartesi / Monday

Acihis Oturumu

ADEM CELIK KONFERANS SALONU

Bagskan/

. Prof. Dr. Ece BABAN
Chairman

Rahmi UYSAL, Hira OZTURK
Istanbul Bilgi Universitesi, Istanbul
Beykent Universitesi

Dr. Ogr. Uyesi Zindan CAKICI
12:00-12:15 | Uskiidar Universitesi

Bilim iletisiminﬁie Yapay Zeka Temsilleri: Evrim Agaci
YouTube Kanal1 Uzerine Bir Igerik Analizi

Mustafa Batuhan ESER P -
rata =2 T o 5 ?
Dr. Ogr. Uyesi Ozge OZKOK SISMAN Bu Igerigi Neden Gériiyorum? Youtube Reklamlari ve

12:15-12:30 | istanbul Kiiltiir Universitesi Algoritmik Onyargt

Dilek YESIL Marka Iletisiminde Yapay Zeka Destekli Medya Stratejilerinin

Dog. Dr. Sibel AKOVA HAVALI Rolii: Real Madrid’in Instagram Platformu Uzerinden Bir
12:30-12:45 | Yalova Universitesi Analiz

Furican ALACALL Miisteri Hizmetlerinde Kullanilan Chatbotlarin Duygusal

Dog. Dr. Taylan MARAL Zekayi Anlamland Siireci
12:45-13:00 | Istanbul Gelisim Universitesi ckayl Anlamiandirma Surect
13:00-13:15 Tartiyma /Discussion

13:15 -14:00 Ogle Yemegi/Lunch

05 Mayis 2025/ 05 May 2025

Pazartesi / Monday

L. OTURUM / SESSION 1

Z-11 VR SALONU

Baskan/Chairman Prof. Dr. Mine DEMIRTAS

Sava LE.%URCU Brain Rot Kavrami Baglaminda Dijital Mahremiyetin
Dog. Dr. Gokmen KANTAR e I S o X
S Doniisiimii: Sosyal Medya Ve Aile I¢i Iletisime Giincel Bir
Tekirdag Namik Kemal Yaklasim
14:00-14:15 Universitesi $
Yildiz YILDIRIM

Uskiidar Universitesi
Dr. Ogr. Uyesi Mihriban AKYOL | Yapay Zeka’nin Duygusal Etkilesim Giicii
AKIN

14:15-14:30 Istanbul Beykent Universitesi
Elif KOSE o ..
O co o Kapu Oy | oM Pt B ey 2t Mokl
14:30-14:45 Sakarya Universitesi g g ’ g
Melisa GUVEN . 5 o . .
Dr. Ogr. Uyesi Sedat EROL E’;peag rie.k‘?Glrlngg%r;l)lz{na Elllsll;’l’sme Dair X Platformunda Bir
14:45-15:00 Istanbul Beykent Universitesi ' ? Br mu

15:00-15:15 Tartigma /Discussion




Z-19 MEDYA SALONU

Baskan/Chairman Dog. Dr. Sibel AKOVA HAVALI
Somayeh Ebrahim KHALILI
TABRIZI Deepfake videolarin medyadaki gergeklik algisi iizerindeki
Dog. Dr. Hilal KILIC etkisinin Simiilasyon Kurami Baglaminda degerlendirilmesi
14:00-14:15 Istanbul Beykent Universitesi
Duygu MU.STAFAOGLU Z kusaginin Yapay Zeka kullaniminda Dijital Ebevevnlik
Dog. Dr. Hilal KILIC Rollerinin AHP yontemi ile Belirlenmesi
14:15-14:30 Istanbul Beykent Universitesi
Zeynep BU.KE KAYRAN Dijital Pazarlamanin Evrilen Stratejisi Olarak Yapay Zeka
Dog. Dr. Hilal KILIC Destekli Kisisellestirilmis Reklamcilik
14:30-14:45 Istanbul Beykent Universitesi
Emine Simge MALKOC,
Sfimeyye YATKIN Modern Diinyada Yapay Zeka Influencerlerina Bir Bakisla: Lil
Dog. Dr. Gokmen KANTAR Miquela ve Seren Ay Ornegi Uzerine Bir Inceleme
Tekirdag Namik Kemal q Y &l
14:45-15:00 Universitesi
Yaren SENYURT Yapay Zeka Tabanli Yiiz Tanima Teknolojilerinde Biyometrik
Ogr. Gér. Umut YIGIT Verilerin izinsiz Saklanmasi: AI Dava Veritabani Uzerinden Bir
15:00-15:15 Istanbul Beykent Universitesi Inceleme
15:15-15:30 Tartiyma /Discussion

Z-01 YAPAY ZEKA SALONU

Baskan/Chairman Dog. Dr. Merve CELIiK VAROL
Ogiin OZDEMIR )
Dog. Dr. Taylan MARAL Sosyal Medyada Dezenformasyonu Onleme Baglaminda Grok
14:00-14:15 Istanbul Gelisim Universitesi
Aslihan BALCI R
Dr. Ogr. Uyesi Gozde KURT | Dezenformasyon ve Deepfake Teknolojisiyle Uretilen Dijital
YILMAZ R Igeriklerin Toplumsal Alg: ve Etik Sorunu
14:15-14:30 Istanbul Beykent Universitesi
Mustafa Burak AVCI . ;
Ogr. Gor. Umut Y!.GIT Yapay Zeka Ile Metanin Yeniden Uretilmesi
14:30-14:45 Istanbul Beykent Universitesi
Biigra KUL AKPINAR Algoritmalarm Igerik Onerileri Uzerindeki Etkisi: Dijital
Dog. Dr. Merve CEL'K VAROL Yonlendirme ve Mahremiyetin Sinirlar
14:45-15:00 Istanbul Beykent Universitesi
15:00-15:15 Tartigma /Discussion

ADEM CELIK KONFERANS SALONU (Online)

Baskan/Chairman Dr. Ogr.Uyesi Yasin YILMAZ
Rauf ALMAMMADOV R )
Prof. Dr. Mine DEMIRTAS Yapay Zeka ve Uretilen Igerikte Telif Hakki Sorunlar
14:00-14:15 Istanbul Beykent Universitesi
Bayram BAKSHALIYEV g S . o
Prof. Dr. Mine DEMIRTAS Kfpiall(}l/ ethl(()a m;}zn Uretilen Igeriklerde Telif Hakki ve Fikri
14:15-14:30 Istanbul Beykent Universitesi wiay
Fuad ALIYEV ) .
Dr. Ogr. Uyesi Mihriban AKYOL | Yapay Zeka Destekli Igerik Uretimi: Metin, Gérsel ve Video
AKIN R Uzerinden Sanat ve Medyada Doniigiim
14:30-14:45 Istanbul Beykent Universitesi
Tural JAFAROV Yapay Zeka ile “Asin1 Gergeklik” Influencerler Gergek mi?
Dr. Ogr. Uyesi Mihriban AKYOL | Avatar m1?
14:45-15:00 Istanbul Beykent Universitesi
15:00-15:15 Tartisma /Discussion




CUMHURIYET SALONU (Online)

Bagskan/Chairman Dog. Dr. Fahri OZSUNGUR
Bilal POYRAZ Yapay Zekd Caginda Grafik Tasarim: Bir Donemin Sonu mu,
14:00-14:15 Hali¢ Universitesi Evrimin Baglangici m1?
Nadir SAFAROV . . e -
Prof. Dr. Mine DEMIRTAS 3SZ:}Z)layorZ"eka ile Medyada Otomatik Gazetecilik: Haberleri Kim
14:15-14:30 Istanbul Beykent Universitesi yor!
Seyma CORBACI, Muhammed
BABAR, C?ang YIKILMAZ Cocuklarn Dijital Medyada Karsilagtiklar1 Riskler Ve Onlemler
Dog. Dr. Miray OZDEN Uzerine Bir Inceleme: KVKK Verican Ornegi
Tekirdag Namik Kemal : g
14:30-14:45 Universitesi
Elif Saatgi Dijital Reklamcihkta Igerigin Doniigiimii: Markalarm Yapay
Dog. Dr. Ceren BILGICI Zeka Odakl Igerik Uretim Motivasyonlari
14:45-15:00 Istanbul Kiiltiir Universitesi
15:00-15:15 Tartisma /Discussion

15:15-15:30 Cay-Kahve Molasi /Coffee Break
05 Mayis 2025/ 05 May 2025
Pazartesi / Monday

II. OTURUM / SESSION I1
Z-01 YAPAY ZEKA SALONU

Baskan/Chairman Dr. Aylin KIRHAN

Batuh an Z_orbgy TUNCER Yapay Zeka ve Uygulamalari Uzerine Go Be (Go Beyond
Dr. Ogr. Uyesi Yasin YILMAZ Youth) Uyeul Uzerinden Bir Degerlendi

15:30-15:45 Yalova Universitesi outh) Uygulamas: Uzerinden Bir Deferlendirme
Miray ENGINDENIZ
gz:}gv];g:mrgt;;h GUR Yapay Zekanin Marka Yonetimi Uzerine Etkileri

15:45-16:00 Mersin Universitesi
Seaa Asll.an. I Prompt Mimarisi ile Gorsel Anlatinin Yeniden Tanimlanmasi:
Yalova Universitesi Yapay Zeké Destekli Gorsel Uretimde Anlatisal Dilin Evrimi

16:00- 16:15 Dr.Ogr.Uyesi Yasin YILMAZ pay
Dilanur AKYAZI B
Yalova Universitesi Alvin Toffler’m Uglincii Dalga Eseri Baglaminda; Yapay Zeka
Dog.Dr.Fahri OZSUNGUR Caginda Marka Ve Tasarimin Doniigtimii

16:15-16:30 Mersin Universitesi

16:30-16:45 Tartisma /Discussion

Z-11 VR SALONU

(Online )

Bagkan/Chairman | Dr. Ogr. Uyesi Sedat EROL
Yasemin SAHIN Moda Deneyiminde Dijital Devrim, “Giyinmeden Giyinmek”
Dr. Aylin KIRHAN Yapay Zeka ile Sanal Deneme Kabinleri
15:30-15:45 Yalova Universitesi
Sevda VELI Clair De Lune: Yapay Zeka ile Liiks Miicevherde Devrim
Dog. Dr. Sibel AKOVA HAVALI
15:45-16:00 Yalova Universitesi
Sera BUTUN Dijital Oyun Tasarimcilarimin Uretken Yapay Zekdya Yonelik
Dog. Dr. Bahadir UCAN Kabul Diizeylerinin Betimsel Analizi
16:00-16:15 Galatasaray Universitesi
Nijat GUDRATLI Deepfake ve Ses Klonlama Teknolojilerinin Kétiiye Kullanimi:
Dog. Dr. Merve CELIK VAROL Hukuki, Etik ve Toplumsal Bir Inceleme
16:15-16:30 Istanbul Beykent Universitesi
16:30-16:45 Tartiyma /Discussion



CUMHURIYET SALONU (Online)
Baskan/Chairman | Dog¢. Dr. Gokmen KANTAR

Kiirsat IPEK, Giilberk Tugba 8 Mart Diinya Kadmnlar Giinii Baglaminda Milli Savunma

DEMIRBAY Bakanlig1 Instagram Hesabi Araciligiyla Paylagilan Videolar
Dog.Dr. Gokmen KANTAR Uzerine Bir Inceleme
15:30-15:45 Tekirdag Namik Kemal Universitesi
Mariam NADIF
15:45-16:00 Dr.Aylin KIRHAN Terciime Metinlerinde Yapay Zeka Kullanimi
Yalova Universitesi
Ali YETGIN Yapay Zeka Destekli Dezenformasyonun Kiiltiirel Diplomasiye
16:00-16:15 Dr.Alper KASIMOGLU Etkileri Uzerine Bir Degerlendirme

Yalova Universitesi

16:15-16:30 Tartisma /Discussion

ADEM CELiK KONFERANS SALONU (Online)
Baskan/Chairman | Do¢.Dr.Sibel AKOVA

Su Sesim SAHIN Yapay Zekanin Miizik Eserleri Uzerine Etkileri
Dog. Dr. Sibel AKOVA HAVALI
15:30-15:45 Yalova Universitesi
Ramazan OZDEMIR Yapay Zekamn Dijital Bagimlilik Uzerindeki Etkisi: 2020-2025
Yalova Universitesi Yillar1 Arasinda Yapilan Akademik Calismalarmn Incelenmesi

Dr. Abdiil Begir CEYLAN
15:45-16:00 Yiiksek Ihtisas Universitesi

Saltuk Bugrahan ALTAY

16:00-16:15 Dr. Ogr. Uyesi Yasin YILMAZ Marka Sehir Olma Siireci ve $ehir Marka Imaji Uzerine Bir

Yalova Universitesi Aragtirma
16:15-16:30 Hivda CIDAM B Dijital Diinyada Teknoloji ile Yasamak: Akill1 Telefonlar ve
’ ’ Mus Alparslan Universitesi Yapay Zeka
16:30-16:45 Tartiyma /Discussion

16:45-17:00 /Cay-Kahve Molasy/ Coffee Break

ADEM CELIK KONFERANS SALONU (KAPANIS OTURUMU)

Baskan/Chairman | Dog. Dr. Hilal KILIC

17:00-17:10 Prof. Dr. B. Aykut ARIKAN

17:10-17:20 Dog. Dr. Sibel AKOVA HAVALI, Yalova Universitesi

17:20-17:30 Dr. Ogr. Uyesi Sedat EROL, istanbul Beykent Universitesi

17:30-17:40 Ogr. Gor. Umut YIGIT, istanbul Beykent Universitesi

17:40-17:50 Dr. Aylin KIRHAN

17:50-18:00 Dr. Ogr. Uyesi Yasin YILMAZ, Yalova Universitesi

0S Mayis 2025/ 05 May 2025

Pazartesi / Monday
PROGRAM SONU
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ILETiSIM FAKULTESI

MEDYA VE ILETiSIMDE YAPAY ZEKA PERSPEKTIFLERI

II. OGRENCIi SEMPOZYUMU

5 MAYIS 2025 iSTANBUL/TURKIYE

ORGANIZASYON KOMITESI

SEMPOZYUM ONURSAL BASKANI

Prof. Dr. Volkan ONGEL

Istanbul Beykent Universitesi Rektorii

SEMPOZYUM BASKANI

Prof. Dr. Ece BABAN

Istanbul Beykent Universitesi iletisim Fakiiltesi Dekan1

SEMPOZYUM BASKAN YARDIMCISI

Dog. Dr. Hilal KILIC



SEMPOZYUM DUZENLEME KURULU
Dog. Dr. Hilal KILIC
Dr. Ogr. Uyesi Sedat EROL

Ogr. Gor. Dr. Umut YIGIT

BiLiM VE HAKEM KURULU

Prof. Dr. Asli GONENC
Istanbul Universitesi, Iletisim Fakiiltesi

Prof. Dr. Ayhan BIBER
Istanbul Arel Universitesi, iletisim Fakiiltesi

Prof. Dr. Burak BUYAN
Istanbul Beykent Universitesi, Iletisim Fakiiltesi

Prof. Dr. Cenk DEMIRKIRAN
[zmir Katip Celebi Universitesi, Sosyal ve Beseri Bilimler Fakiiltesi

Prof. Dr. Deniz YENGIN
Canakkale Onsekiz Mart Universitesi, Iletisim Fakiiltesi

Prof. Dr. Ebru GUZEL

Istanbul Beykent Universitesi, Iletisim Fakiiltesi

Prof. Dr. Ebru OZGEN
Marmara Universitesi, Iletisim Fakiiltesi

Prof. Dr. Ebru URAL
Istanbul Beykent Universitesi, Iletisim Fakiiltesi

Prof. Dr. Fiisun ALVER
Istanbul Ticaret Universitesi, Iletisim Fakiiltesi

Prof. Dr. Gokhan UGUR
Istanbul Beykent Universitesi, Iletisim Fakiiltesi

Prof. Dr. Mine DEMIRTAS
Istanbul Beykent Universitesi, Iletisim Fakiiltesi

Prof. Dr. Nazan ALIOGLU
Istanbul Beykent Universitesi, Iletisim Fakiiltesi

Prof. Dr. Niliifer TIMISI
Istanbul Universitesi, Iletisim Fakiiltesi



Prof. Dr. Oguz MAKAL
Istanbul Beykent Universitesi, Iletisim Fakiiltesi

Prof. Dr. Suat GEZGIN
Yeditepe Universitesi, Iletisim Fakiiltesi

Prof. Dr. Tanses Yasemin GULSOY

Istanbul Beykent Universitesi, Iletisim Fakiiltesi

Prof. Dr. Tuncay Ercan SEPETCIOGLU
Aydim Adnan Menderes Universitesi, Nazilli Iktisadi ve Idari Bilimler Fakiiltesi

Prof. Dr. Nihal TASOGLU
Kocaeli Universitesi, Iletisim Fakiiltesi

Prof. Dr. Mehmet Veysel BATMAZ
Istanbul Beykent Universitesi, Iletisim Fakiiltesi

Prof. Dr. Yal¢in KIRDAR
Istanbul Beykent Universitesi, Iletisim Fakiiltesi

Dog. Dr. Asuman KUTLU
Istanbul Beykent Universitesi, Iletisim Fakiiltesi

Dog. Dr. Birsen CETIN
Istanbul Beykent Universitesi, Iletisim Fakiiltesi

Doc. Dr. Ceren BILGICI
[stanbul Kiiltiir Universitesi, Sanat ve Tasarim Fakiiltesi

Dog. Dr. Elgiz YILMAZ ALTUNBAS
Galatasaray Universitesi, Iletisim Fakiiltesi

Dog. Dr. Gamze Nil ARKAN

Istanbul Beykent Universitesi, Iletisim Fakiiltesi

Doc. Dr. Merve CELIK VAROL
Istanbul Beykent Universitesi, Iletisim Fakiiltesi

Dog. Dr. Gokmen KANTAR
Tekirdag Namik Kemal Universitesi, iktisadi ve Idari Bilimler Fakiiltesi

Dog. Dr. Hakan ALP
Istanbul Universitesi-Cerrahpasa Teknik Bilimler Meslek Yiiksekokulu

Dog. Dr. Ferhat ZENGIN
Istanbul Gelisim Universitesi, Uygulamali Bilimler Fakiiltesi

Dog. Dr. Aysel CETINKAYA



Kocaeli Universitesi, iletisim Fakiiltesi

Dog. Dr. Ozge UGURLU AKBAS
Uskiidar Universitesi, Iletisim Fakiiltesi

Dog. Dr. Ozge ULUG YURTTAS
Istanbul Beykent Universitesi, Iletisim Fakiiltesi

Dog. Dr. Sibel AKOVA HAVALI
Yalova Universitesi Insan ve Toplum Bilimleri Fakiiltesi

Dog. Dr. Y1ldiz Derya BIRINCIOGLU VURAL

Mimar Sinan Giizel Sanatlar Universitesi, Giizel Sanatlar Fakiiltesi

Dr. Ogr. Uyesi Ahmet Esad YURTSEVER
Istanbul Gelisim Universitesi, Uygulamali Bilimler Fakiiltesi

Dr. Ogr. Uyesi Ahmet Gokge ASLANER
Istanbul Beykent Universitesi, Iletisim Fakiiltesi

Dr. Ogr. Uyesi Arda KARABOCEK
Istanbul Beykent Universitesi, Iletisim Fakiiltesi

Dr. Ogr. Uyesi Alper DEGERLI
Istanbul Beykent Universitesi, Iletisim Fakiiltesi

Dr. Ogr. Uyesi Burak YENITUNA
Istanbul Beykent Universitesi, Iletisim Fakiiltesi

Dr. Ogr. Uyesi Cansel POYRAZ AKYOL
Istanbul Beykent Universitesi, Iletisim Fakiiltesi

Dr. Ogr. Uyesi Feryade TOKAN SENOL
Yeditepe Universitesi, Iletisim Fakiiltesi

Dr. Ogr. Uyesi Merve BOYACI YILDIRIM
Istanbul Gelisim Universitesi, Iktisadi, Idari ve Sosyal Bilimler Fakiiltesi

Dr. Ogr. Uyesi Merve GENC YEKDES
Istanbul Beykent Universitesi, Iletisim Fakiiltesi

Dr. Ogr. Uyesi Merve Zeynep SARIBEK
Istanbul Beykent Universitesi, Iletisim Fakiiltesi

Dr. Ogr. Uyesi Isil Cobanli ERDONMEZ
Istanbul Beykent Universitesi, Iletisim Fakiiltesi

Dr. Ogr. Uyesi Mihriban AKYOL AKIN



Istanbul Beykent Universitesi, Iletisim Fakiiltesi

Dr. Ogr. Uyesi Eray DINC
Istanbul Beykent Universitesi, Iletisim Fakiiltesi

Dr. Ogr. Uyesi Gézde KURT
Istanbul Beykent Universitesi, Iletisim Fakiiltesi

Dr. Ogr. Uyesi Murat ULUK
Istanbul Beykent Universitesi, Iletisim Fakiiltesi

Dr. Ogr. Uyesi Nihan AYTEKIN
Istanbul Beykent Universitesi, Iletisim Fakiiltesi

Dr. Ogr. Uyesi Ozan GUNEL
Istanbul Beykent Universitesi, Iletisim Fakiiltesi

Dr. Ogr. Uyesi Omer Liitfi GUNAY
Istanbul Beykent Universitesi, Iletisim Fakiiltesi

Dr. Ogr. Uyesi Sinan AKTAS
Istanbul Beykent Universitesi, Iletisim Fakiiltesi

Dr. Ogr. Uyesi Onur TURKER
Istanbul Gelisim Universitesi, Uygulamali Bilimler Fakiiltesi

Dr. Ogr. Uyesi Ozge OZKOK SISMAN
[stanbul Kiiltiir Universitesi, Sanat ve Tasarim Fakiiltesi

SEMPOZYUM SEKRETERYASI

Ars.Gor. Hira OZTURK
hiraozturk@beykent.edu.tr

DIiZGi
Ege Pelin
KAPAK CIZiM VE

TASARIM Sila Giindiiz



BiLiM ILETiSIMINDE YAPAY ZEKA TEMSILLERI:
EVRIM AGACI YOUTUBE KANALI UZERINE BiR iCERIK ANALIZ 1

REPRESENTATIONS OF ARTIFICIAL INTELLIGENCE IN SCIENCE
COMMUNICATION: A CONTENT ANALYSIS OF THE EVRIM AGACI
YOUTUBE CHANNEL 2

BU iCERIGi NEDEN GORUYORUM? YOUTUBE REKLAMLARI VE
ALGORITMIK ONYARGI 3

WHY AM | SEEING THIS CONTENT? YOUTUBE ADS AND
ALGORITHMIC BIAS 4

MARKA ILETiSiIMINDE YAPAY ZEKA DESTEKLi MEDYA
STRATEJILERININ ROLU: REAL MADRID’iN INSTAGRAM PLATFORMU
UZERINDEN BiR ANALIzZ 5

THE ROLE OF ARTIFICIAL INTELLIGENCE SUPPORTED MEDIA
STRATEGIES IN BRAND COMMUNICATION: AN ANALYSIS ON REAL
MADRID'S INSTAGRAM PLATFORM 6

MUSTERI HiIZMETLERINDE KULLANILAN CHATBOTLARIN DUYGUSAL
ZEKAYI ANLAMLANDIRMA SURECI 7

THE PROCESS OF UNDERSTANDING EMOTIONAL INTELLIGENCE
OF CHATBOTS USED IN CUSTOMER SERVICE 8

BRAIN ROT KAVRAMI BAGLAMINDA DiJITAL MAHREMIYETIN
DONUSUMU: SOSYAL MEDYA VE AILE iCi ILETISIME GUNCEL
BiR YAKLASIM o

ICINDEKILER

MEDYA VE ILETiSIMDE YAPAY ZEKA PERSPEKTIFLERI

Il. OGRENCi SEMPOZYUMU




THE TRANSFORMATION OF DIGITAL PRIVACY IN THE CONTEXT OF THE
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BIiLiM iLETiSIMINDE YAPAY ZEKA TEMSILLERI: EVRIM AGACI
YOUTUBE KANALI UZERINE BIR ICERIK ANALIZ
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Son yillarda yapay zeka teknolojilerinin giindelik yasama entegrasyonu, farkli sektorlerde
ve alanlarda yapay zekdya yonelikztarildiginin incelenmesi gerekmektedir. Mevcut literatiir
incelendiginde dijital platformlardaki yapay zeka temsillerine dair elestirel degerlendirmelerin
sinirli oldugu goriilmistiir. Bu baglamda YouTube platformu 6zelinde bu temsilleri inceleyen bir
calismaya rastlanmamistir. Bu sebeple bu calisma, dijital medyada bilim iletisiminin bir araci
olarak kullanilan YouTube platformunda yapay zekaya iliskin igeriklerin nasil temsil edildigini
inceleyerek literatiirdeki bu boslugu doldurmay1 hedeflemektedir.

Arastirmanin drneklemini, Tiirkiye’de en fazla aboneye sahip popiiler bilim kanallarindan
biri olan ve yaklasik 4,3 milyon abonesi bulunan “Evrim Agac1” YouTube kanali olusturmaktadir.
Kanalin genis izleyici kitlesine hitap eden igerikler iiretmesi ve popiiler bilim anlatilarini dijital
ortamda sunma bi¢imi, onu bu baglamda incelenebilir bir 6rnek haline getirmektedir. Bu
dogrultuda calisma, “Evrim Agaci” YouTube kanalinda yayimlanan yapay zeka temali videolar
izerinden bilim iletigimi igeriklerini analiz etmeyi ve bu iceriklerdeki yapay zeka temsillerine
yonelik elestirel bir degerlendirme sunmay1 amaglamaktadir.

Aragtirma kapsaminda, kanalda yer alan yapay zeka temali 14 video nitel ve nicel igerik
analizi yontemleriyle incelenecektir. Videolar; tematik yapi, bilimsel dilin kullanim diizeyi, igerik
tipolojisi, duygusal ton ve ¢ergeveleme, kullanici etkilesim diizeyleri ve yapay zekaya atfedilen
islevler gibi parametreler dogrultusunda kodlama semasi aracilifiyla ¢oziimlenecektir. Son olarak
arastirma, bilim iletisimi ile yapay zeka temsiline iliskin literatiirii genigletmeyi hedeflemektedir.
Dijital mecralarda {iretilen bilimsel igeriklerin sunumuna yonelik elestirel bir analiz ¢ercevesi
gelistirmek, ¢caligmanin temel katkilarindan biri olarak 6ne ¢ikmaktadir.
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REPRESENTATIONS OF ARTIFICIAL INTELLIGENCE IN SCIENCE
COMMUNICATION: A CONTENT ANALYSIS OF THE EVRIM AGACI
YOUTUBE CHANNEL

ABSTRACT

In recent years, the integration of artificial intelligence technologies into daily life has
paved the way for an expansion of interest in artificial intelligence in different sectors and fields,
and this interest has also been reflected on digital platforms. YouTube channels, especially those
producing science communication-themed content, produce various representations of artificial
intelligence. Since science communication channels have the potential to shape the ways in which
artificial intelligence is understood and the attitudes of users towards it, it is necessary to examine
how these representations are constructed and how they are conveyed to the user. When the
existing literature is examined, it has been seen that critical evaluations of artificial intelligence
representations on digital platforms are limited. In this context, no study has been found that
examines these representations specifically on the YouTube platform. For this reason, this study
aims to fill this gap in the literature by examining how content related to artificial intelligence is
represented on the YouTube platform, which is used as a tool for science communication in
digital media.

The sample of the study is the “Evrim Agac1” YouTube channel, one of the most subscribed
popular science channels in Turkey, with approximately 4.3 million subscribers. The channel's
production of content that appeals to a wide audience and the way it presents popular science
narratives in a digital environment make it an exemplar that can be examined in this context. In
this context, the study aims to analyze science communication content through artificial
intelligence-themed videos published on the “Evrim Agact” YouTube channel and to provide a
critical assessment of the artificial intelligence representations in this type of content.

Within the scope of the research, 14 artificial intelligence-themed videos on the channel
will be examined with qualitative and quantitative content analysis methods. The videos will be
analyzed through a coding scheme in line with parameters such as thematic structure, level of use
of scientific language, content typology, emotional tone and framing, user interaction levels, and
functions attributed to artificial intelligence. Finally, the research aims to expand the literature on
science communication and artificial intelligence representation. Developing a critical analysis
framework for the presentation of scientific content produced in digital media stands out as one of
the main contributions of the study.

Keywords: Artificial Intelligence Representations, Science Communication, YouTube,
Content Analysis, Evrim Agaci.



BU iICERiIGIi NEDEN GORUYORUM? YOUTUBE REKLAMLARI VE
ALGORITMIK ON YARGI

Mustafa Batuhan ESER4,
Dr. Ogr. Uyesi Ozge OZKOK SISMANS
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Gliniimiiz diinyasinin vazge¢ilmez unsuru olan algoritmalar; arama motorlarinda, sosyal
medya platformlarinda ve web sitelerinde insanlarin ihtiyaglarini analiz etmek ic¢in kullanilan
sistemlerdir. Bu sistemler yapay zekayla beraber farkli bir boyuta ulasarak kullanicilarina
kisisellestirilmis bir dijital diinya sunmaktadir. Bu kisisellestirme beraberinde bazi sorunlar1 da
getirmektedir.

YouTube algoritmalari dijital diinyanin en biiylik veri havuzlarindan birine sahip sistemler
olmasina ragmen sadece video Oneri sistemleriyle degil reklam Oneri sistemleriyle de yanilgilar
yaratmaktadir. Gegmis etkilesimlere gore algoritmalarin sundugu kisisellestirilmis icerik ve
reklamlarin her zaman kullanici profiliyle uyusmadigi goriilmektedir. Bu arastirmanin konusunu
YouTube algoritmalarinin Sneri sistemlerinin igleyisindeki hatalarin tartisilmasi olusturmaktadir.

Bu baglamda, calismanin amact YouTube'un kullanmig oldugu algoritmalari inceleyerek
kigisellestirilmis Oneri sistemleri ve hedeflenmis reklamlarin isleyisinin tartisilmasidir.

Arastirma kapsaminda YouTube'un dijital diinyadaki rolii gbz oOniinde bulundurularak
YouTube reklam ve igerik ekosistemi, algoritmik ©n yargi baglaminda incelenecek ve bu
cercevede, algoritmik reklamciligin islevi tartigilacaktir. Bu aragtirma literatiir taramast
yontemiyle hazirlanmigtir.

Literatiir taramas1 sonucu ortaya c¢ikan arastirma bulgular1 kapsaminda algoritmalarin
bir¢ok yonden 6n yargiya sahip olduklar goriilmektedir. Algoritmalarin ¢galigma amaci her zaman
istenen sonuca ulasamayabilir ¢linkii kullanicilarin kisisellestirilmis iceriklere veya hedefli
reklamlara dogru zamanda ulagmalarini beklemek 6n yargiya sahip bir algoritma i¢in her zaman
miimkiin olmayabilir.

YouTube, algoritmalariyla sadece insanlara iyi Oneriler sunmay1 degil, insanlar siirekli
sistemde tutarak sonsuz bir reklam ve icerik dongiisiine maruz birakmay1 amaglamaktadir. Ancak
bu amag, algoritmalarin kaginilmaz kusuru olan filtre balonlar1 ve 6n yargi yiiziinden yanilgilara
yol agabilmektedir. Kullanicilardan elde edilen yetersiz bilgiler, IP adresleri {izerinden kullanilan
farkli hesaplar, begeni ve igerik tercihleri gibi durumlar yiiziinden algoritmalar ticari
hedeflerinden koparak yanlis kitlelere yanlis hedefli reklamlar iletebilmektedir. Ayrica YouTube
oOneri sistemi; degisen kullanic1 davranislari, popiiler igerige tesvik, kullanicinin yetersiz izleme
gecmisi gibi sebepler yiiziinden begenilerini yanlis tanimlayarak kullanicty1 istenmeyen igerige
maruz birakabilir.
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WHY AM I SEEING THIS CONTENT? YOUTUBE ADS AND

ALGORITHMIC BIAS

ABSTRACT

In today's world, algorithms are an indispensable element; they are systems used to analyze
the needs of individuals on search engines, social media platforms, and websites. These systems,
together with artificial intelligence, have reached a new dimension and present users with a
personalized digital world. However, this personalization brings along some issues.

YouTube algorithms, despite having one of the largest data pools in the digital world,
create biases not only through video recommendation systems but also through advertising
recommendation systems. It has been observed that the personalized content and advertisements
presented by these algorithms, based on past interactions, do not always align with the user
profile. The subject of this research is the discussion of errors in the functioning of YouTube's
recommendation algorithms. In this context, the aim of this study is to examine the algorithms
used by YouTube and to discuss the functioning of personalized recommendation systems and
targeted advertisements.

In the scope of this research, considering YouTube's role in the digital world, the YouTube
advertising and content ecosystem will be examined in the context of algorithmic bias, and the
function of algorithmic advertising will be discussed. This research has been prepared through a
literature review methodology.

The findings that emerged from the literature review indicate that algorithms are biased in
many ways. The primary goal of algorithms may not always lead to the desired outcome because
expecting users to access personalized content or targeted advertisements at the right time is not
always feasible for an algorithm with inherent biases. YouTube, with its algorithms, aims not only
to provide good recommendations to individuals but also to keep them constantly engaged in an
endless loop of advertisements and content. However, this goal may result in errors due to the
inevitable flaws of algorithms, such as filter bubbles and biases. Inadequate information obtained
from users and the use of different accounts, preferences, and content choices based on IP
addresses can cause algorithms to deviate from their commercial goals, leading to incorrect
targeted advertisements for the wrong audiences. Additionally, the YouTube recommendation
system may misidentify user preferences due to changing user behaviors, encouragement of
popular content, or the insufficient viewing history of users, exposing them to unwanted content.

Keywords: Algorithms, YouTube Algorithms, Algorithmic Bias, YouTube Advertisements.



MARKA iLETiSIMINDE YAPAY ZEKA DESTEKLi MEDYA
STRATEJILERININ ROLU: REAL MADRID’IN INSTAGRAM PLATFORMU
UZERINDEN BIR ANALIZ

Dilek YESILS,
Dog. Dr. Sibel AKOVA HAVALI”
07/

Dijitallesme ¢aginda, markalarin tiiketicilerle etkilesim kurma bigimleri koklii bir doniisiim
gecirmektedir. Kiiresel rekabet ortaminda 6ne ¢ikabilmeyi ve hedef kitleleriyle daha derin baglar
kurabilmeyi amaglayan markalar, iletisim anlayislarini degistirmektedir. Gilintimiiz dijital
ekosisteminde spor kuliipleri yalnizca basarilariyla degil, ayn1 zamanda marka stratejileriyle de
kiiresel bir kimlik inga etmektedir. Bu yeni nesil marka iletisiminde yapay zeka teknolojileri ve
sosyal medya uygulamalar1 kritik bir rol oynamaktadir. Bir spor kuliibii olmanin G&tesinde

diinyanin 6nemli markalarindan biri olan Real Madrid, medya stratejilerinde yapay zeka
teknolojilerini aktif bir sekilde kullanmaktadir. Sosyal medya platformlarinda yapay zeka destekli
medya stratejileri Real Madrid’'in kokli tarihini ve kiiltiirel mirasini genis Kkitlelere aktarmasini
saglayan 6nemli bir ara¢ haline gelmistir. Real Madrid, diinya genelinde biiyiik bir popiilariteye
sahip olan Instagram platformunu aktif olarak kullanmaktadir. Kuliip, yapay zeka destekli analiz
araclar1 sayesinde takipgilerinin ilgi alanlarina yonelik Kkisisellestirilmis ve etkili icerikler
uretmektedir. Bu calisma, Real Madrid futbol kuliibii iizerinden marka iletisiminde medya
stratejilerini inceleyerek spor kuliiplerinin kiiresel marka konumlandirmalarinda yapay zekanin
Onemini ortaya koymay1 amaglamaktadir. Bu ¢aligmada, Real Madrid’in resmi Instagram hesabi
tizerinden yiiriitiilen yapay zekad destekli medya stratejileri, icerik analizi yoOntemi ile
incelenmistir. Arastirmada yapay zekd kullanimina isaret eden dinamik igerik iiretimi,
kisisellestirme unsurlari, otomatik etkilesim mekanizmalari ve duygu analizine dayali topluluk
yonetimi gibi faktorler derinlemesine analiz edilmistir. Ayrica ¢alismada igeriklerin, kuliibiin
kiiltiirel marka kimligini nasil yansittig, kiiresel taraftar kitlelerine nasil ulagtigi ve yapay zekanin
bu siiregte nasil bir koprii roli istlendigi ele alinmigtir. Arastirma sonucunda Real Madrid’in
resmi Instagram hesabinda yapay zekd teknolojilerinin, kuliibiin kiiresel marka kimligini
giiclendirme siirecinde etkin bir rol oynadigi goriilmektedir. Yapay zeka destekli stratejilerin
sadece etkilesimi artirmakla kalmayip ayni1 zamanda marka bagliligini giiclendiren dinamik bir
iletisim modeli sundugu; sponsor is birlikleri ve kampanya yonetiminin marka iletisimine katki
sagladigi tespit edilmistir.
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THE ROLE OF ARTIFICIAL INTELLIGENCE-SUPPORTED MEDIA
STRATEGIES IN BRAND COMMUNICATION: AN ANALYSIS ON REAL
MADRID'S INSTAGRAM PLATFORM

ABSTRACT

In the age of digitalization, the way brands interact with consumers is undergoing a
radical transformation. Aiming to stand out in the global competitive environment and
establish deeper ties with their target audiences, brands are changing their communication
approaches. In today's digital ecosystem, sports clubs are building a global identity not only
with their achievements but also with their brand strategies. Artificial intelligence
technologies and social media applications play a critical role in this new generation of
brand communication. Real Madrid, which is one of the world's most important brands
beyond being a sports club, actively uses artificial intelligence technologies in its media
strategies. Al-supported media strategies on social media platforms have become an
important tool for Real Madrid to convey its deep-rooted history and cultural heritage to
large masses. Real Madrid actively uses the Instagram platform, which has a great
popularity worldwide. Thanks to artificial intelligence-supported analysis tools, the club
produces personalized and effective content for the interests of its followers. This study
aims to reveal the importance of artificial intelligence in the global brand positioning of
sports clubs by examining media strategies in brand communication through Real Madrid
football club. In the study, artificial intelligence-supported media strategies carried out
through Real Madrid's official Instagram account were analyzed by the content analysis
method. In the study, factors such as dynamic content generation, personalization elements,
automatic interaction mechanisms, and community management based on sentiment
analysis were analyzed in depth. The study also examined how the content reflects the
club's cultural brand identity also how it reaches global fan bases, and how artificial
intelligence plays a bridging role in this process. The study shows that artificial intelligence
technologies play an effective role in the process of strengthening the club's global brand
identity in Real Madrid's official Instagram account. It has been determined that Al-
supported strategies not only increase interaction but also offer a dynamic communication
model that strengthens brand loyalty, sponsor collaborations, and campaign management
contributing to brand communication.

Keywords: Brand Communication, Artificial Intelligence, Media Strategies, Real
Madrid, Instagram



MUSTERI HIZMETLERINDE KULLANILAN CHATBOTLARIN DUYGUSAL
ZEKAYI ANLAMLANDIRMA SURECI

Furkan ALACALIS,
Dog. Dr. Taylan MARALS

oz
Gilinlimiizde miisteri hizmetlerinde kullanilan yapay zeka destekli chatbotlar, yalnizca islem
odakl1 ¢ozlimler sunmak amactyla degil, ayn1 zamanda duygu odakli etkilesimler kurma amaciyla
da gelistirilmektedir. Miisteri memnuniyetinin artirilmasinda, yalnizca sorunu ¢6zmek degil, ayni
zamanda miisterinin hislerini anlamak ve bu duygulara uygun bir yaklagimla yanit vermek
giderek daha onemli héle gelmektedir. Bu baglamda bircok marka, kullanici duygu durumunu
analiz eden, empati kurabilen ve ¢6ziim odakli iletisimi merkeze alan chatbot modelleri
iretmektedir. Yapay zeka tabanli chatbotlarin kullanict duygularini ne dlglide kavrayabildigi, bu
stirecin yalnizca tiretici kodlamalartyla m1 sinirli oldugu, yoksa zamanla deneyim biriktirerek bir
cesit 6grenme ve gelisme egilimi gdsterip gostermedigi merak konusudur. Yapay zekanin insan
benzeri diislinme bi¢imlerine yaklagsmasi, bir yandan empatik iletisimi gii¢clendirirken diger
yandan onun “islevselligini ve tarafsizligin1 tehdit edebilir mi” sorusu da tartismaya agik hale
gelmektedir. Yapay zekanin duygu durumlarindan tamamen arindirilarak kontrol edilmesi
gerektigine dair geleneksel goriis, teknolojinin belirli sinirlar iginde islev gostermesi gerektigini
savunur. Ancak yapay zekanin her gegen giin daha fazla dogal dil verisiyle karsilasmasi, bu
sistemlerin farkinda olmadan duygusal tepkilere benzer ¢iktilar iiretmesine neden olmaktadir.
Gergek hayattan alman kullanici yorumlari, sosyal medya icerikleri, acik uglu anket cevaplari,

destek talepleri ve benzeri miisteri yazigsmalari, sistemin duygu yiiklii dil oriintiilerini tanimasina
olanak tanimaktadir. Bu durum, yapay zek&nin insanlar gibi hissetmesi degilse bile en azindan
insanlar gibi “gériinmesi” sonucunu dogurmaktadir. Bu goriniirlik, etik, ontolojik ve islevsel
birgok yeni soruyu da beraberinde getirmektedir. Bu calisma, miisteri hizmetleri alaninda
kullanilan chatbotlarin empati simiilasyonlar1 {izerinden yapay zekanin biligsel sinirlarimi
sorgulamakta, insan merkezci beklentilerle teknolojik gerceklik arasindaki gerilim hattina dikkat
cekmekte ve bu konunun gelecekteki seyrine iliskin dngoriileri tartismaya agmaktadir.

Anahtar Kelimeler: Chatbot, Yapay Zeka, Duygusal Zeka, Miisteri Hizmetleri, Empati
Simiilasyonu
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THE PROCESS OF UNDERSTANDING EMOTIONAL INTELLIGENCE OF
CHATBOTS USED IN CUSTOMER SERVICE

ABSTRACT

Today, Al-powered chatbots in customer service are being developed not only to provide
transaction-oriented solutions but also to establish emotion-oriented interactions. In increasing
customer satisfaction, it is becoming increasingly important not only to solve the problem but
also to understand the customer's feelings and respond to these feelings with an appropriate
approach. In this context, many brands are producing chatbot models that analyze user emotions,
empathize and focus on solution-oriented communication. It is a matter of curiosity to what
extent Al-based chatbots are able to comprehend user emotions, whether this process is limited to
coding, or whether it shows some kind of learning and development tendency by accumulating
experience over time. The question of whether Al's approach to human-like ways of thinking,
while strengthening empathic communication, may threaten its functionality and objectivity is
also open to debate. The traditional view that Al should be controlled completely free of emotion
argues that technology should function within certain limits. However, as artificial intelligence
encounters more natural language data, these systems unknowingly produce outputs like
emotional responses. Real-life user comments, social media content, open-ended survey
responses, support requests, and similar customer correspondence allow the system to recognize
emotion-laden language patterns. This results in Al if not feeling like humans, at least “looking”
like humans. This visibility raises many new ethical, ontological and functional questions. This
study questions the cognitive limits of artificial intelligence through the empathy simulations of
chatbots used in the field of customer service, draws attention to the line of tension between
anthropocentric expectations and technological reality, and discusses the predictions for the future
course of this issue.

Keywords: Chatbot, Artificial Intelligence, Emotional Intelligence, Customer Service,
Empathy Simulation.



BRAIN ROT KAVRAMI BAGLAMINDA DiJiTAL MAHREMIYETIN
DONUSUMU: SOSYAL MEDYA VE AILE ICI ILETiSIME GUNCEL BiR
YAKLASIM

Erva KALBURCU!0,
Dog. Dr. Gokmen KANTAR!!

oz

Teknolojik geligsmeler, insanlik tarihinde yeni bir ¢agin kapilarin1 aralamakta ve toplumsal
yapiy1 koklii bir bicimde doniistirmektedir. Bir zamanlar yalnizca bilim kurgu anlatilarinda
rastlanan yapay zeka, bugilin cebimizde tasidigimiz uygulamalarda, bizi bizden iyi taniyan
algoritmalarda somut bir gerceklige doniismektedir. 20. ylizyilin ortalarinda temelleri atilan yapay
zeka teknolojileri, makineleri gelistirmek amaciyla tasarlanmigken giiniimiizde insan zihnine
ulasan, diisiince sistemlerini etkileyen ve hatta zihni adim adim yeniden tasarlayan bir yapiya
evrilmektedir. Fakat yapay zekénin insan1 insan yapan degerleri (sevgi, merhamet, vicdan gibi) ne
Olciide anlayip taklit edebilecegi hala belirsizdir. Algoritmalar, bu duygular1 yalnizca verilerle
eslestirerek bir yanit {iretebilir fakat bu yanitlarin sahiciligi ve derinligi, insana 6zgii manevi ve
ahlaki boyutlarn gercekten kapsayip kapsamadigi tartismaya agiktir. Giiniimiizde dijitallesmenin
getirdigi en belirgin degisimlerden biri, bireylerin gilindelik yasaminda sosyal medya
platformlarinin merkezi bir konuma yerlesmesidir. Bu platformlar yalnizca iletisim araglar
olmaktan cikip, dikkat ekonomisinin temel aktorleri haline gelmektedir. Kullanicilarin dikkatini
en uzun siire tutmay1 hedefleyen algoritmalar; kisa, hizli, cogu zaman yiizeysel igerikleri tesvik

ederek bireylerin biligsel diinyasin1 yeniden sekillendirmektedir. Iste tam da bu noktada, son
yillarda 6zellikle geng kullanicr kitlesi arasinda yayginlasan ve giderek akademik literatiire giren

bir kavram 6ne ¢ikmaktadir: Brain Rot. 2024 yilinda Oxford SozIigii tarafindan “yilin kelimesi”
secilen Brain Rot (beyin ¢iirlimesi), sosyal medyada siirekli olarak diisiik kaliteli, tekrarlayici ve
zihinsel yogunluk gerektirmeyen igeriklerin tiiketilmesi sonucu bireylerde olusan dikkat
daginiklig1 ve elestirel diisiinme becerilerinde azalma durumunu tanimlar. Brain Rot, direkt yapay
zeka teknolojilerinden kaynaklanmasa da bizzat bu teknolojilerin yonettigi icerik platformlarinin
ve kullanict etkilesim dinamiklerinin sonucunda ortaya ¢ikan sosyokiiltiirel bir dijital sendromdur.
Bu sendrom bireylerin zihinsel yetilerinin yani sira, aile yapismni ve toplumsal baglari da
etkilemektedir. Dijital mahremiyetin ¢oziilmesi, aile i¢i sinirlarin bulaniklagmasi ve 6zel alanin
kamusallagmasi, Brain Rot'un yalnizca zihinsel degil, iligskisel bir bozulmaya da yol agtigini
gostermektedir. Hizli ve ylizeysel icerik tiiketimi, duygularin siradanlasmasina ve hatta
duyarsizlagmasina neden olur. Bu durum, aile i¢i iletisimde diyaloglarin yerini yiizeysel
etkilesimlere birakmaktadir. Sosyal medya platformlarinda idealize edilerek sunulan aile
modelleri, ger¢ek¢i olmayan beklentiler yaratirken, bireylerde kendi aile yapisina dair bir
yetersizlik hissi olugturarak ¢abuk kopan baglarin gelismesine neden olmaktadir.

Tam da bu noktada, Brain Rot yalnizca zihinsel bir dikkat sorunu olarak kalmamakta,
dijital ¢agm aile i¢i maneviyata verdigi zararlarin da bir belirtisi haline gelmektedir. Anlamli
iletisimin yerini bildirimlere, sabrin yerini iki kat hizda izlenen igeriklere, aile miiessesesinin
manevi biitiinliiglinii zedeleyen derin bir kirilmaya isaret etmektedir. Dijital diinyada kabul
gormek ugruna kigisel alanlardan ve aile sinirlarindan feragat edilmesine yol agmaktadir.

10 Tekirdag Namik Kemal Universitesi SBE Kadin ve Aile Caligmalar1 Ana Bilim Dali, Yiiksek Lisans
Ogrencisi. ORCID: 0009-0009-3247-6285. E-posta: ervakalburcu98@gmail.com

11 Tekirdag Namik Kemal Universitesi Iktisadi ve Idari Bilimler Fakiiltesi Siyaset Bilimi ve Kamu
Yonetimi Boliimii. ORCID: 0000-0001-5120-110X. E-posta: gkantar@nku.edu.tr



Diinya, mahremiyetin bir zamanlar duvarlar ardinda korundugu giinlerden, ekranlar
araciligryla goriiniirliigiin deger kazandig1 bir ¢agin igine siirilkklenmektedir. Bu ¢alisma, Brain
Rot kavrami baglaminda dijital mahremiyetin gegirdigi doniisiimii ve bu doniisiimiin aile yapisi
tizerindeki etkilerini incelemeyi amacglamaktadir. Yapay zeka algoritmalari ve sosyal medya
kiiltiirii; bireylerin 6zel yasamlarmmi kamuya agma egilimini artirmakta, mahremiyet algisini
siliklestirmekte ve toplumsal beklentileri yeniden sekillendirmektedir. Calisma, bu baglamda
yalmzca teknolojik bir doniislimii degil, ayn1 zamanda sosyokiiltiirel bir kirilmay1 da ortaya
koymaktadir.

Anahtar Kelimeler: Yapay Zeka, Sosyal Medya, Brain Rot, Dijital Mahremiyet, Aile i¢i
Tletisim.
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THE TRANSFORMATION OF DIGITAL PRIVACY IN THE CONTEXT OF THE
BRAIN ROT CONCEPT: AN UPDATED APPROACH TO SOCIAL MEDIA AND
FAMILY COMMUNICATION

ABSTRACT

Technological developments are opening the doors to a new era in human history and
radically transforming the social structure. Artificial intelligence, once found only in science
fiction narratives, is today becoming a concrete reality in the applications we carry in our pockets,
in algorithms that know us better than we know ourselves. Founded in the mid-20th century,
artificial intelligence technologies were designed to improve machines, but today they are
evolving into a structure that reaches the human mind, affects thought systems and even redesigns
the mind step by step. However, it is still unclear to what extent artificial intelligence can
understand and imitate the values that make humans human (such as love, compassion,
conscience). Algorithms can generate a response by simply matching these emotions with data,
but the authenticity and depth of these responses, and whether they truly encompass human-
specific spiritual and moral dimensions, are open to debate. One of the most prominent changes
brought about by digitalization today is the centrality of social media platforms in the daily lives
of individuals. These platforms are no longer just communication tools but are becoming key
actors in the attention economy. Algorithms that aim to hold users’ attention for the longest time
reshape the cognitive world of individuals by encouraging short, fast, and often superficial
content. At this point, a concept that has become widespread in recent years, especially among
young users, and has gradually entered the academic literature, comes to the fore: Brain Rot.
Named the “word of the year” by the Oxford Dictionary in 2024, Brain Rot describes the
distraction and decline in critical thinking skills that occur in individuals as a result of constantly
consuming low-quality, repetitive content on social media that does not require mental intensity.
Brain Rot is a sociocultural digital syndrome that is not directly caused by artificial intelligence
technologies but is the result of the content platforms and user interaction dynamics managed by
these technologies. This syndrome affects not only the mental abilities of individuals but also the
family structure and social ties. The dissolution of digital privacy, the blurring of family
boundaries and the publicization of the private sphere suggest that Brain Rot leads to not only
cognitive but also relational disruption. The rapid and superficial consumption of content leads to
the trivialization and even desensitization of emotions. This leads to superficial interactions
replacing dialogues in family communication. While the idealized family models presented on
social media platforms reveal unrealistic expectations, they create a sense of inadequacy in
individuals regarding their own family structure and develop ties that break quickly. At this point,
Brain Rot is not only a mental attention problem, but also a symptom of the damage that the
digital age is doing to the spirituality of the family. Meaningful communication is replaced by
notifications, patience is replaced by content watched at doubled speed, indicating a deep fracture
that undermines the spiritual integrity of the family institution. It leads to the sacrifice of personal
space and family boundaries for the sake of being accepted in the digital world. From the days
when privacy was once protected behind walls, we are being dragged into an age where visibility
through screens is valued. This study aims to examine the transformation of digital privacy in the
context of the Brain Rot concept and the effects of this transformation on family structure.
Artificial intelligence algorithms and social media culture increase the tendency of individuals to
make their private lives public, blurring the perception of privacy and reshaping social
expectations. In this context, the study reveals not only a technological transformation but also a
sociocultural rupture.

Keywords: Artificial Intelligence, Social Media, Brain Rot, Digital Privacy, Family
Communication.
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YAPAY ZEKANIN DUYGUSAL ETKILESIiM GUCU

Yildiz YILDIRIM'2,
Dr. Ogr. Uyesi Mihriban AKYOL AKIN!13

oz
Bu c¢alisma, dijitallesme siireciyle birlikte yapay zekanin medya ve iletisim alanlarinda
tistlendigi doniisiimceii rolii ele almaktadir. Glinlimiizde yapay zeka yalnizca teknik bir yenilik ya
da destekleyici bir sistem degil, ayn1 zamanda igerik iiretiminden kullanici deneyimine kadar
uzanan genis bir yelpazede belirleyici ve yonlendirici bir aktdr haline gelmistir. Ozellikle iletisim
stratejilerinde, algoritmalar aracilifiyla icerikler; bireylerin dikkat diizeyine, ilgi alanlarina ve

duygusal tepkilerine gore uyarlanmakta, bdylece iletisim siirecleri daha etkili, hedef odakli ve
kigisellestirilmis bir hale gelmektedir.

Calisma kapsaminda Coca-Cola’nin 2023 yilinda OpenAl is birligiyle gerceklestirdigi
“Create Real Magic” kampanyasi 0rnek olay yoOntemiyle analiz edilmistir. Bu kampanya,
kullanicilarin Coca-Cola markasiyla yaratici bir iligki kurmasini tesvik etmis ve onlarin yalnizca
tiikketici degil, aym1 zamanda iiretici konumuna ge¢melerini saglamistir. Nitel icerik analizi
yontemiyle yapilan degerlendirme sonucunda, katilimcilarin kampanyaya bireysel katkilarinin
markayla kurduklar1 duygusal bagi giliclendirdigi gozlemlenmistir. Boylece klasik tek yonlii
iletisim anlayisindan ¢ift yonlii, interaktif ve katilime1 bir modele gecildigi agikca goriilmektedir.

Ayrica calismada yapay zeka destekli kisisellestirme, biiyiik veri analitigi ve ndropazarlama
gibi kavramlarin da iletisim stratejileriyle nasil biitlinlestigi ele alimmistir. Bu teknolojiler,
kullanict deneyimini daha zengin hale getirirken markalarin ilettigi mesajlarin alicilar nezdinde
daha etkili ve kalici olmasini saglamaktadir. Ozellikle ndropazarlama teknikleri sayesinde,
tiketicilerin zihinsel ve duygusal siireglerine dogrudan hitap eden kampanyalar
tasarlanabilmektedir. Ancak bu gelismelerin olumlu yonlerinin yani sira bazi riskleri de
beraberinde getirdigi unutulmamahdir. Ozellikle veri giivenligi, kisisel mahremiyet ve algoritmik
On yargilar gibi etik meseleler, bu teknolojilerin sorumlu kullanimi agisindan 6nem tagimaktadir.

Sonug olarak yapay zekanin medya ve iletisim alanindaki yiikselen rolii yalnizca teknik
basarilar baglaminda degerlendirilmemelidir. Insan merkezli, etik degerlere saygili ve seffaf bir
iletisim anlayisinin benimsenmesi, bu teknolojilerin toplumsal faydaya doniismesini
saglayacaktir. Yapay zekd ile sekillenen yeni medya ortami, sadece daha verimli degil, ayni
zamanda daha bilingli ve sorumlu bir iletisim kiiltiiriinii de beraberinde getirmelidir.

Anahtar Kelimeler: Yapay Zeka, Medya, Iletisim, Kisisellestirme, Noropazarlama
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THE EMOTIONAL ENGAGEMENT POWER OF ARTIFICIAL INTELLIGENCE

ABSTRACT

This study examines the transformative role of artificial intelligence (Al) in the fields of
media and communication in the context of digitalization. Today, Al is not merely a technical
innovation or a supporting system; it has become a decisive and guiding actor in a wide range of
areas, from content production to user experience. Particularly in communication strategies, Al-
powered algorithms’ content is based on individuals, attention levels, interests, and emotional
responses, thus making communication processes more effective, targeted, and personalized.

Within the scope of the study, Coca-Cola’s 2023 campaign titled “Create Real Magic,”
developed in collaboration with OpenAl, is analyzed using a case study method. This campaign
encouraged users to establish a creative relationship with the Coca-Cola brand and positioned
them not just as consumers but also as co-creators. A qualitative content analysis revealed that
participants’ individual contributions to the campaign strengthened their emotional bond with the
brand. As a result, a shift from the traditional one-way communication model to a two-way,
interactive, and participatory model was clearly observed.

Furthermore, this study explores how Al-supported personalization, big data analytics, and
neuromarketing are integrated into communication strategies. These technologies enrich the user
experience and ensure that brand messages are received more effectively and memorably.
Through neuromarketing techniques in particular, campaigns can be designed to directly target
consumers' cognitive and emotional processes. However, it is important to acknowledge that
alongside these technological advancements come certain risks. Issues such as data security,
personal privacy, and algorithmic bias are critical concerns that must be addressed to ensure the
responsible use of such technologies.

In conclusion, the rising role of Al in media and communication should not be evaluated
solely based on technical achievements. Adopting a human-centered, ethically conscious, and
transparent approach to communication is essential to transforming these technologies into tools
for societal benefit. The new media landscape shaped by Al should not only be more efficient but
also promote a more conscious and responsible communication culture.

Keywords: Artificial Intelligence, Media, Communication, Personalization,
Neuromarketing.
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SOSYAL MEDYA PLATFORMLARINA ENTEGRE YAPAY ZEKA
MODELLERININ BiLGi GUVENLIGINE ETKiSi: GROK ORNEGI

Elif KOSE!4,
Ogr. Gér. Dr. Kiirsat OZMEN!5

07/

Dijital iletisim ekosisteminde yapay zeka teknolojilerinin sosyal medya platformlarina
entegrasyonu, bilgiye erigim bi¢imlerini kokli bir sekilde doniistiirmekte ve ayni zamanda bilgi
giivenligi agisindan yeni risk alanlar1 yaratmaktadir. Bu baglamda, Elon Musk’in sahipligindeki X
(eski adiyla Twitter) platformunda gelistirilen yapay zeka tabanli arag Grok, kullanicilarin haber
iceriklerinin dogrulugunu sorgulamalarina olanak taniyan bir 6rek olusturmaktadir. Ancak
Grok’un dogrulama siireclerinde kullandig1 algoritmalarin, igerik dogrulugunu yine X
platformundaki kullanici paylasimlarina dayandirmasi, yapay zekanin yanlis bilgiyi yeniden

iiretme olasihigin1 artirmakta ve bu durum dezenformasyonun yayilma riskini beraberinde
getirmektedir.

Bu bildiride, ekonomi politik kuraminin elestirel bakis ac¢is1 1s18inda, Grok’un dogrulama
stireclerinin platformun ¢ikarlariyla nasil ortiisebilecegi tartisilacaktir. Bu kurama gore, medya
icerikleri ekonomik ¢ikarlar dogrultusunda bi¢imlendirilir ve toplumu yonlendiren, egemen
ideolojiyi pekistiren bir ara¢ olarak kullanilir. Bu baglamda, Grok’un neyi “dogru” olarak
etiketledigi siirecte platformun yodnlendirici roliinii ve algoritmanin tarafsizlik iddialarini
sorgulamay1 hedeflemektedir.

Aragtirma, nitel igerik analizi yontemiyle gerceklestirilecek ve X platformunda Grok’a
yoneltilmis, siyasi icerikli ve dogrulugu tartisma konusu olan 15 haber segilecektir. Bu haberler,
secim stirecleri, siyasi aktorlere yonelik iddialar ve politik gelismeler gibi bagliklar altinda
toplanacaktir. Grok’un verdigi yanitlar, bagimsiz dogrulama platformlar1 olan “Teyit.org” ve
“Dogruluk Pay1” ile karsilastirilarak analiz edilecektir. Ayrica Grok’un algoritmasina iliskin
kamuya acik teknik belgeler incelenerek bilgi iiretim siirecindeki yapisal sorunlar ve potansiyel
dezenformasyon riskleri degerlendirilecektir.

Sosyal medya platformlarinda entegre edilen yapay zeka sistemlerinin, bilgi gilivenligi
izerindeki etkilerinin daha biitiinciil ve elestirel bir perspektifle ele alinmas1 amaglanmakta; ayni
zamanda dijital medya okuryazarliginin giliclendirilmesine katki saglanmasi1 hedeflenmektedir.
Kullanicilar, dogrulama sistemlerinin giivenilirligini sorgulama becerisi kazanarak dijital
iceriklerin dogrulugunu analiz etme ve manipiilasyona karsi bilingli hareket etme yetkinligi
gelistireceklerdir. Bu sayede, dijital ortamda daha elestirel ve bilgili medya tiiketicileri olmalari
tesvik edilecektir.

Anahtar Kelimeler: Bilgi Giivenligi, Dijital Dezenformasyon, Grok, X.
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IMPACT OF INTEGRATED ARTIFICIAL INTELLIGENCE MODELS ON
INFORMATION SECURITY IN SOCIAL MEDIA PLATFORMS: A CASE OF
GROK

ABSTRACT

The integration of artificial intelligence technologies into social media platforms within the
digital communication ecosystem has profoundly transformed the ways in which information is
accessed, while simultaneously introducing new areas of risk concerning information security. In
this context, the Al-based tool Grok, developed on the X platform (formerly known as Twitter)
under the ownership of Elon Musk, serves as a noteworthy example by allowing users to question
the accuracy of news content. However, the fact that Grok’s verification processes rely heavily on
user-generated content within the X platform itself raises concerns regarding the potential
reproduction of misinformation by the Al system, thereby increasing the risk of disinformation
dissemination.

This paper aims to critically examine how Grok’s fact-checking processes may align with
the platform’s economic and ideological interests, drawing on the theoretical framework of
political economy. According to this perspective, media content is shaped in accordance with
economic imperatives and functions as a tool for reinforcing hegemonic ideologies and guiding
public perception. Within this framework, the study will question the role of the platform in
directing what is labeled as “true” by Grok and will critically assess the claimed neutrality of its
algorithmic processes.

The research will employ a qualitative content analysis method, focusing on 15 politically
oriented news items submitted to Grok on the X platform. These selected items will cover themes
such as election processes, allegations against political figures, and significant political
developments. Grok’s responses will be compared with analyses from independent fact-checking
organizations such as “Teyit.org” and “Dogruluk Pay1”. Furthermore, publicly available technical
documentation related to Grok’s algorithm will be examined to identify structural issues within
the information production process and evaluate the potential risks of disinformation.

The study ultimately seeks to provide a more comprehensive and critical perspective on the
impact of Al-integrated systems on information security within social media platforms.
Additionally, it aims to contribute to the enhancement of digital media literacy by encouraging
users to critically evaluate the reliability of verification systems. By developing the capacity to
analyze the accuracy of digital content and resist manipulation, users can be empowered to
become more informed and critical media consumers in the digital age.

Keywords: Information Security, Digital Disinformation, Grok, X.
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YAPAY ZEKA iLE DOGRULAMA iLiSKiSiNE DAIR X PLATFORMUNDA BiR
INCELEME: “GROK, BU DOGRU MU?”

Melisa GUVEN!®,
Dr. Ogr. Uyesi Sedat EROL!7

0z

Twitter, 2023 yilinda Elon Musk tarafindan satin alinarak X adini almis ve bu degisim
yalnizca isimle smirli kalmamis, kullanici etkilesimlerinden gelir modeline kadar pek cok
doniisiimii beraberinde getirmistir. Algoritma miidahaleleriyle kullanici davranislarini yonlendiren
X, kamuoyu olusturma siirecinde 6nemli bir platform haline gelmistir. Trend listeleri ve Oneri
akiglar1 lizerinden giindem belirleme giicii artmig, bununla birlikte geleneksel reklam modelinden
uzaklasilarak Premium ve Premium+ gibi ticretli abonelik sistemlerine odaklanilmustir.

Platformdaki 6nemli gelismelerden biri de yapay zeka araci Grok’un kullanima sunulmasi
olmustur. Avrupa Birliginin veri koruma diizenlemeleri kapsaminda cesitli etik ve hukuki
tartigmalar doguran bu arag, 6zellikle deepfake videolarla birlikte igerik giivenligi acisindan daha
fazla sorgulanir hale gelmistir. Grok’un manipiilasyona agik igerik tiretme riski, “Grok: Bu dogru
mu?” sorusunu beraberinde getirmistir.

X’in dogruluk mekanizmalar1 arasinda Grok’un igeriklere verdigi yamitlar ve kullanici
katkisina dayali “Topluluk Notlar” 6ne ¢ikmaktadir. Ancak her iki yontemin de smirli bir etki
alanima sahip oldugu gozlemlenmistir. Bu noktada yapilan arastirmada da 6rneklem olarak secilen

“Malumatfurus” dogrulama platformunda yer alan on igerikte Grok’a yoneltilen sorularin yaniltici
videolarla ilgili bulundugu, Grok’un ise bu videolarin ger¢ek oldugu yoniinde hatal

degerlendirmelerde bulundugu tespit edilmistir. Bu durum deepfake videolar baglaminda Grok'un
giivenilirligini sorgulatmakta, ayrica yapilan analizler, Grok-2 ve Grok-3’iin igerik dogrulamada
yetersiz kaldigin1 gostermektedir.

Anahtar Kelimeler: Grok, X Platformu, Deepfake Videolar, Yapay Zeka, Algoritmalar.
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AN EXAMINATION ON X PLATFORM REGARDING THE RELATIONSHIP
BETWEEN ARTIFICIAL INTELLIGENCE AND VERIFICATION: “GROK,
IS THIS TRUE?”

ABSTRACT

In 2023, Twitter was acquired by Elon Musk and rebranded as X. This change was not
limited to its name alone but also brought significant transformations in user interaction and
revenue models. By manipulating algorithms to influence user behavior, X has become a crucial
platform in the process of shaping public opinion. Its power to set the agenda has increased
through trending lists and suggested feeds, and a shift has occurred from traditional advertising to
paid subscription models such as Premium and Premium+.

One of the major developments on the platform was the introduction of the artificial
intelligence tool Grok. This tool has sparked various ethical and legal debates, particularly within
the framework of the European Union’s data protection regulations. Grok has become a subject of
concern in terms of content security, especially with the rise of deepfake videos. The risk of Grok
generating manipulative content has led to the question, “Grok: Is this true?”

Among X’s fact-checking mechanisms, Grok’s responses to content and the user-
contributed “Community Notes” stand out. However, both methods have been observed to have a
limited impact. In this context, a study was conducted using the Turkish fact-checking platform
“Malumatfurus” as a sample. It was found that in 10 selected cases, questions directed to Grok
were related to misleading videos, and Grok incorrectly identified these videos as real. This raises
questions about Grok’s reliability in the context of deepfake videos. Further analyses have shown
that Grok-2 and Grok-3 are insufficient when it comes to content verification.

Keywords: Grok, X Platform, Deepfake Videos, Artificial Intelligence, Algorithms.
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Z KUSAGININ YAPAY ZEKA KULLANIMINDA DiJiTAL EBEVEYNLIK
ROLLERININ AHP YONTEMI iLE BELIRLENMESI

Duygu MUSTAFAOGLU',
Dog. Dr. Hilal KILIC!®

oz
Dijital ebeveynlik, ebeveynlerin, cocuklarinin teknoloji ile kurduklar: etkilesime rehberlik
etme sorumlulugu almalari ve c¢evrim ig¢i araglar1 etkin sekilde kullanmalar1 olarak
tanimlanmaktadir. Bu kavram, ozellikle teknolojik alandaki gelismelere paralel olarak degisen
iletisim mecralar1 ve web uygulamalarindaki yenilikler konusunda ebeveynlerin farkindalik
kazanmas1 anlamina gelmektedir. Aym1 zamanda dijital ebeveynlik, ebeveynlerin sadece teknik

bilgiye degil dijital etik, medya okuryazarlig1 ve ¢evrim igi glivenlik gibi alanlarda da bilgi sahibi
olmasini zorunlu kilan, kapsamli ve degisken bir sorumluluk bi¢imidir.

Ebeveynlerin dijital diinyada olan biten ile ilgili bilgi sahibi olmalarinin, ¢ocuklarin dijital
uygulamalart kullanirken bilinglenmelerine destekleyici olabilecek, rehberlik etmelerini
kolaylastiric1 olacagi diigiiniilmektedir. Cocuklarin teknolojik gelismelerle emniyetli ve farkinda
bir sekilde temas kurmalari, ancak bu siirece aktif sekilde dahil olan ebeveynler sayesinde
miimkiin olabilmektedir. Bu nedenle dijital ebeveynligin, ¢ocugun c¢evrim i¢i yasamini
destekleyen, yonlendiren ve dijital firsatlarla riskler arasinda dengeleyici, denetleyici ve islevsel
bir yol gostericilik anlayisi olarak ele alinmasi gerekmektedir. Bu baglamda dijital ebeveynlik,
giintimiiz toplumu ag¢isindan hem bireysel hem de toplumsal diizeyde son derece hayati ve temel
bir rol tstlenmektedir.

Aragtirmanin temel amaci, Z kusaginin yapay zeka kullaniminda dijital ebeveynligin
iistlendigi yonlendirici rollerin, diger bir ifadeyle dijital ebeveynlik rollerinin 6nem derecesini
belirlemek ve bu rollerin ¢ok Olgiitlii karar verme mekanizmalarinda kullanilan analitik bir
yontem olan Analitik Hiyerarsi Siireci (AHP) yontemi ile 6nem derecelerine gore diizenli bir
sekilde onceliklendirmektir. Bu arastirmada dijital ebeveynlik rolleri baglaminda: dijital
okuryazarlik, farkinda olma, kontrol, etik ve yenilikgilik olmak iizere toplamda 5 temel kriter
belirlenmistir. Bu kriterlere yonelik olarak Z kusagi ebeveynlerinin, Z kusaginin yapay zeka
kullanim1 konusundaki yonlendirmelerinde hangi dijital ebeveynlik rollerinin daha etkili
olduguna karar olusturulmaya calisilmistir.

Anahtar Kelimeler: Yapay Zeka, Dijital Ebeveynlik, AHP Yontemi, Z Kusag1.
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DETERMINATION OF DIGITAL PARENTING ROLES OF GENERATION Z IN
THE USE OF ARTIFICIAL INTELLIGENCE WITH AHP METHOD

ABSTRACT

Digital parenting is defined as parents taking responsibility for guiding their children's
interactions with technology and effectively using online tools. This concept refers to parents
becoming aware of innovations in communication channels and web applications, particularly
those that evolve in parallel with technological advancements. Digital parenting is a
comprehensive and diverse form of responsibility that requires parents to possess not only
technical knowledge but also knowledge in areas such as digital ethics, media literacy, and online
safety.

It is believed that parents' knowledge of what is happening in the digital world will
facilitate their guidance, which will support their children's awareness of digital applications. Safe
and informed interaction with technological advancements is only possible through parents who
actively participate in this process. Therefore, digital parenting should be considered as a
functional guiding approach that supports and directs a child's online life, balancing digital
opportunities and risks. In this context, digital parenting plays a vital and fundamental role in
today's society, both at the individual and societal levels.

The primary objective of this research is to determine the importance of the guiding roles,
or rather, digital parenting roles, undertaken by Generation Z in their use of artificial intelligence.
These roles are systematically prioritized according to their importance using the Analytical
Hierarchy Process (AHP), an analytical method used in multi-criteria decision-making
mechanisms. This research identifies five core criteria for digital parenting roles: digital literacy,
awareness, control, ethics, and innovation. Based on these criteria, we attempt to determine which
digital parenting roles are most effective in guiding Generation Z parents toward the use of
artificial intelligence.

Keywords: Artificial Intelligence, Digital Parenting, AHP Method, Generation Z.
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DiJITAL PAZARLAMANIN EVRILEN STRATEJiSi OLARAK YAPAY ZEKA
DESTEKLI KiSISELLESTIRILMIS REKLAMCILIK

Zeynep KAYRAN20,
Dog. Dr. Hilal KILIC?2!

oz
Yapay zekd ve makine Ogrenimi teknolojilerinin dijital pazarlama siireglerine hizli
entegrasyonu, bu alanda koklii bir déniisiimii beraberinde getirmistir. Ozellikle son yillarda, veri
odakli pazarlama yaklasimlarinin artisiyla birlikte, yapay zeka destekli kisisellestirilmis
reklamcilik, dijital pazarlamanin en gii¢lii ve dinamik bilesenlerinden biri haline gelmistir. Bu
yeni reklamcilik anlayisi, geleneksel reklam stratejilerinden farkli olarak her bir kullaniciya 6zel
hedeflenen igeriklerle daha etkili sonuglar elde edilmesini saglamaktadir. Sosyal medya
platformlart ve e-ticaret siteleri gibi dijital ortamlar iizerinden toplanan kullanici verileri
(etkilesimler, ilgi alanlari, begeniler, arama ge¢misleri gibi) yapay zeka destekli algoritmalar
araciligryla analiz edilmekte, bdylece bireysel kullanici profilleri olusturularak yiiksek oranda
Ozellestirilmis reklam igerikleri sunulmaktadir. Bu siiregte, kullanici verilerinden anlamli sonuglar
cikaran yapay zeka teknolojisinin basarisi, bilyiik 6lciide makine 6grenimi temelli yontemlerin
sundugu Ongorii kapasitesine dayanmaktadir. Makine Ogrenimi, kullanicilarin g¢evrim igi
davraniglarimi analiz ederek hangi reklamlarin kimlere gosterilecegini tahmin etme siirecinde
Oonemli bir ara¢ olarak kullanilmaktadir. Bu teknoloji sayesinde sistemler, kullanici tercihlerini
zamanla daha iyi 6grenmekte ve reklam igeriklerini daha etkili sekilde uyarlayabilmektedir.
Boylece kisisellestirme yalnizca veri analizine degil, ayn1 zamanda bu verilerden 6grenme ve

siirekli kendini gelistirme becerisine sahip sistemlerin etkili bicimde kullanimina bagli hale
gelmektedir.

Bu yeni teknolojiler, reklamlarin hem kullanicilar hem de isletmeler agisindan daha verimli
sonuglar dogurmasini saglamaktadir. Ancak yapay zeka destekli kigisellestirilmis reklamciligin
sundugu olanaklarin yanm sira etik ve mahremiyet konulari da giderek 6nem kazanmaktadir.
Reklamlarin bu denli kisisellesmesi, kullanicilarin verilerinin ne 6l¢iide izlendigi, hangi amaglarla
kullanildig1 ve bu siireglerin ne kadar seffaf yiiriitiildiigii gibi sorular1 da giindeme getirmektedir.

Aragstirma kapsaminda, yapay zeka destekli kisisellestirilmis reklamciligin dijital pazarlama
stireclerini nasil doniistiirdiigi mevcut literatiir {izerinden analiz edilecek ve bu doniisiimiin
sundugu olanaklar, sinirliliklar, olusturdugu firsatlar ve tehditler SWOT analizi yontemiyle
degerlendirilecektir. Dijital pazarlama stratejilerinin evrimini anlamak, bu doniigiimiin gelecekteki
yoniinil ve getirecegi yenilikleri tahmin etmek adina 6nemli bir adim olacaktir. Caligmanin amaci,
yapay zekanin dijital pazarlama siire¢lerindeki roliinii daha iyi kavrayarak bu yeni teknolojinin
sosyal medya pazarlamasi ve e-ticaret gibi alanlardaki kisisellestirme uygulamalarina dair daha
kapsamli bir anlayis gelistirmektir. Bu baglamda ¢alisma, dijital reklamciligin gelecegine 1s1k
tutmay1 hedeflemektedir.

Anahtar Kelimeler: Yapay Zeka, Makine Ogrenimi, Dijital Pazarlama, Kisisellestirilmis
Reklamcilik, SWOT Analizi.
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AI-DRIVEN PERSONALIZED ADVERTISING: AN EVOLVING STRATEGY IN
DIGITAL MARKETING

ABSTRACT

The rapid integration of artificial intelligence (Al) and machine learning technologies into
digital marketing processes has led to a fundamental transformation in the field. In recent years,
the rise of data-driven marketing approaches has made Al-driven personalized advertising one of
the most powerful and dynamic components of digital marketing. Unlike traditional advertising
strategies, this new approach enables more effective outcomes by delivering user-specific targeted
content. In digital environments such as social media platforms and e-commerce websites, user
data—such as interactions, interests, preferences, and search histories—is analyzed through Al-
based algorithms to construct individual user profiles and offer highly personalized advertising
content. The effectiveness of Al technologies in deriving meaningful insights from user data
largely relies on the predictive capacity offered by machine learning methods. Machine learning
plays a key role in analyzing the online behaviors of users and predicting which advertisements
should be shown to whom. With these technologies, systems continually learn user preferences
and adapt advertising content more effectively over time. Thus, personalization now depends not
only on data analysis but also on the use of systems capable of learning from this data and
improving themselves continuously.

These technologies contribute to more efficient advertising outcomes for both users and
businesses. However, along with the opportunities it provides, Al-driven personalized advertising
also brings ethical and privacy concerns to the forefront. The increasing level of personalization
raises critical questions about the extent to which user data is tracked, for what purposes it is
used, and how transparently these processes are conducted.

This study aims to analyze how Al-driven personalized advertising is transforming digital
marketing processes through a review of the existing literature and to evaluate the opportunities,
limitations, strengths, and threats of this transformation using the SWOT analysis method.
Understanding the evolution of digital marketing strategies is a crucial step toward predicting the
future direction of this transformation and the innovations it may bring. The study seeks to
develop a more comprehensive understanding of AI’s role in digital marketing processes,
particularly in the context of personalization practices in social media marketing and e-commerce.
In this regard, it aims to shed light on the future of digital advertising.

Keywords: Artificial Intelligence, Machine Learning, Digital Marketing, Personalized
Advertising, SWOT Analysis.

21



MODERN DUNYADA YAPAY ZEKA INFLUENCERLERINA BiR BAKISLA: LIL
MIQUELA VE SEREN AY ORNEGI UZERINE BiR iNCELEME

Emine Simge MALKOC?2, Siimeyye YATKIN23,
Dog. Dr. Gokmen KANTAR?24

oz

Yapay zekanin pek ¢ok kullanim alaninin yaninda son yillarda 6ne ¢ikan énemli kullanim
alanlarindan biri de dijital influencerlar olarak kendini gosterdi. CGI (bilgisayar iiretimli
goriintiileme) ve makine 0grenimi teknolojisiyle olusturulmus bu kurgusal karakterler, gercek
insanlar gibi sosyal medya platformlarina igerik iiretmeye basladi. Yillar igerisinde pek ¢ok farkli
yapay zeka influencer: hayatimizin bir pargasi haline geldi. Uluslararasi bir érnek olan ve sosyal
medya diinyasina 2016 yilinda giris yapan Lil Miquela; moda markalariyla is birlikleri kurmakta,
kendi sanatsal eseri olarak miizik klipleri yayimlamakta ve toplumsal konular hakkinda
goriislerini bildirmektedir. Seren Ay, ulusal ¢apta Tiirkce igerik iireten ve en eski sosyal medya
gonderisi 2023 yilina ait olan yapay zeka influenceridir. Marka is birlikleri igerisinde bulunup
modellik yapan Seren Ay seyahat 6nerileri vermekte ve Lil Miquela gibi o da toplumsal konularda
durusunu ortaya koymaktan ¢ekinmemektedir. Bu aragtirma, yapay zeka influencerlarinin sadece
bir sosyal medya trendi olmanin 6tesinde, dijital kimlikler ve toplumsal etkilesimler agisindan
nasil yeni bir donemin habercisi olabilecegini ortaya koymayi1 amaclamaktadir. Calisma
kapsaminda diinyanin ilk yapay zeka influencer1 olarak adlandirilan Lil Miquela ve bu alanda
Tiirkiye’deki onemli drneklerden biri olan Seren Ay iizerinden yapay zeka influencerlarinin etik
ve sosyolojik boyutlarina da odaklanilacaktir. Gergek ve yapay arasindaki sinirlart bulaniklastiran
bu Orneklerin algiyr yonetme giicii ve manipiilasyon diizeyleri tartisilacaktir. Yapay zeka
influencerlarinin gelecegi, ne yone evrilebilecekleri, insan influencerlarin yerini alip almayacagi

gibi sorunlar lizerinde durulacak ve degerlendirmeler yapilacaktir.
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AN ANALYSIS OF ARTIFICIAL INTELLIGENCE INFLUENCERS IN THE
MODERN WORLD: A STUDY ON THE CASE OF LIL MIQUELA AND SEREN
AY

ABSTRACT

Among many uses of Al, one prominent emerging field in recent years has been digital
influencers. These fictional characters, created using computer-generated imagery (CGI) and
machine learning technologies, began producing content for social media platforms like real
humans. Over the years, numerous Al influencers have become part of our daily lives. Lil
Miquela, an international example who entered the social media world in 2016, collaborates with
fashion brands, releases music videos as her artistic creations, and voices her opinions on social
issues. Seren Ay is an Al influencer whose oldest social media content goes back to 2023 and who
produces Turkish content on a national scale. Engaging in brand collaborations and modeling
work, Seren Ay provides travel recommendations and, like Lil Miquela, actively expresses her
stances on societal matters. This study aims to demonstrate how Al influencers may herald a new
era in digital identities and social interactions, transcending their status as mere social media
trends. The research will particularly examine the ethical and sociological dimensions of Al
influencers through case studies of Lil Miquela (considered the world's first Al influencer) and
Seren Ay (a significant Turkish example). The study will discuss these boundary-blurring entities'
capacity for perception management and potential manipulation levels. It will evaluate critical
questions regarding Al influencers' future evolution and their potential to replace human
influencers.

Keywords: Artificial Intelligence, Al Influencers, Social Media, Gender, Computer-
Generated Imagery (CGI).
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YAPAY ZEKA TABANLI YUZ TANIMA TEKNOLOJILERINDE BiYOMETRIK
VERILERIN iZiNSiZ SAKLANMASI: Al DAVA VERITABANI UZERINDEN
BiR INCELEME

Yaren SENYURT?,
Ogr. Gor. Dr. Umut YIGIT26

07/

Bu ¢alisma yapay zeka destekli yiiz tanima teknolojilerinin bireylerin biyometrik verilerini
izinsiz olarak toplama ve saklama uygulamalarini George Washington Universitesi Hukuk
Fakiiltesinin Al Dava veri tabaninda yer alan davalar iizerinden incelemektedir. Yapay zeka insan
benzeri biligsel islevleri makineler araciligiyla simiile eden disiplinler arasi bir alan olarak
tanimlanmaktadir. Temelleri ¢ok eskilere dayanmasa da zaman igerisinde hizli bir gelisim
gostermis, yasamin neredeyse tiim alanlarina yayilmistir. Bu gelismelerin bir uzantisi olan yiiz
tanmima teknolojileri, bireylerin biyometrik 6zelliklerini analiz ederek kimlik tespiti yapabilen
sistemlere verilen isimdir. Baslangicta giivenlik ve erisim kontrolii gibi pratik amagclarla
gelistirilen bu teknolojiler, zamanla kamu gdzetimi, ticari analizler ve sosyal medya uygulamalari
gibi alanlarda yaygin sekilde kullanilmaya baglanmistir. Ancak bu yaygim kullanim, beraberinde
ciddi etik ve hukuki sorunlari da ortaya ¢ikarmstir.

Yiiz tanima teknolojileri; giivenlik kameralari, kamu kurumlari, is yerleri, mobil cihazlar ve
uygulamalar1 araciligryla bireylerin biyometrik verilerini elde etmektedir. Elde edilen bu veriler,
yliz tanima sistemleri altyapisinda saklanarak biiyiik veri havuzlari olusturmaktadir. Ancak bir¢ok
teknoloji sirketi bu siirecte bireylerin agik rizasini gozetmemekte ve veri isleme politikalarinda
seffafliktan uzak davranmaktadir. Bu durum mahremiyetin ihlali ve veri giivenligi konularinda
biiylik endiselere yol agmis, ¢esitli etik problemleri beraberinde getirmistir. George Washington
Universitesi Hukuk Fakiiltesinin, Al Dava veri tabaninda yer alan ve Clearview Al, Facebook gibi
sirketlere kars1 acilan davalar bu sorunlarm somut &rnekleri olarak dne ¢ikmaktadir. Ozellikle
Illinois eyaletinde yiriirlige giren Biyometrik Bilgi Gizliligi Yasas1 (BIPA) kapsaminda agilan
davalar, bireylerin dijital ortamda ne 6l¢iide korundugu sorusunu giindeme tagimakta; birey rizasi,
veri isleme seffafligi ve sorumluluk ilkeleri gercevesinde mevcut yasal sistemin yeterliligini
sorgulama gerekliligini ortaya koymaktadir. Calisma bu baglamda, yalnizca yapay zeka destekli
ylz tamima teknolojilerinin etik ve hukuki simirlarmi degil, ayn1 zamanda bu teknolojilerin
bireyleri siirekli izlenebilir kilan yapisiyla gozetim toplumunun dijitallesen dogasini da
sorgulamay1 amaglamaktadir.

Anahtar Kelimeler: Yapay Zeka, Yiiz Tanima Teknolojisi, Biyometrik Veri.

25 stanbul Beykent Universitesi Iletisim Fakiiltesi Yeni Medya (Tiirkge) Boliimii, Lisans Ogrencisi.
ORCID: 0009-0000-4679-3972 E-posta: yarensenyurt827@gmail.com

2 [stanbul Beykent Universitesi Iletisim Fakiiltesi Gérsel Iletisim Tasarimi. ORCID:
0000-0002-0480-8731. E-posta: umutyigit@beykent.edu.tr

24



UNAUTHORIZED STORAGE OF BIOMETRIC DATA IN ARTIFICIAL
INTELLIGENCE-BASED FACIAL RECOGNITION TECHNOLOGIES: A
STUDY ON AI LITIGATION DATABASE

ABSTRACT

This study examines the unauthorized collection and storage of individuals' biometric data
by artificial intelligence-supported facial recognition technologies through cases in the George
Washington University Law School's Al Litigation Database. Artificial intelligence is defined as
an interdisciplinary field that simulates human-like cognitive functions through machines.
Although its foundations are not very old, it has developed rapidly over time and has spread to
almost all areas of life. Face recognition technologies, which are an extension of these
developments, are the name given to systems that can identify individuals by analyzing their
biometric characteristics. Initially developed for practical purposes such as security and access
control, these technologies have been widely used in areas such as public surveillance,
commercial analysis and social media applications. However, this widespread use has also raised
serious ethical and legal issues.

Facial recognition technologies obtain biometric data of individuals through security
cameras, public institutions, workplaces, mobile devices, and applications. These data are stored
in the infrastructure of facial recognition systems, creating large data pools. However, many
technology companies do not observe the explicit consent of individuals in this process and act
far from transparency in their data processing policies. This situation has led to great concerns
about invasion of privacy and data security and has brought about various ethical problems. The
lawsuits filed against companies such as Clearview Al and Facebook in the George Washington
University Law School's Al Litigation Database stand out as concrete examples of these
problems. Especially the lawsuits filed within the scope of the Biometric Information Privacy Act
(BIPA) enacted in the state of Illinois raise the question of the extent to which individuals are
protected in the digital environment; it reveals the necessity to question the adequacy of the
existing legal system within the framework of the principles of individual consent, data
processing transparency and responsibility. In this context, the study aims to question not only the
ethical and legal limits of artificial intelligence-supported facial recognition technologies, but also
the digitalized nature of the surveillance society with the structure of these technologies that
makes individuals constantly traceable.

Keywords: Artificial Intelligence, Face Recognition Technology, Biometric Data.
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SOSYAL MEDYADA DEZENFORMASYONU ONLEME BAGLAMINDA GROK

Ogiin OZDEMIR?7,
Dog. Dr. Taylan MARAL?28
07/

X platformu (Twitter), Elon Musk’in sahipligi sonucu biiyiik bir doniigiim gecirdi. Bu
dontisiimiin en dikkat ¢ekici adimlarindan biri, yapay zeka destekli sohbet botu Grok'un
tanitilmas1 oldu. Grok, yalnizca bir sohbet botu olmanin &tesine gegerek sosyal medya deneyimini
yeniden sekillendiren bir ara¢. Grok’un en 6nemli 6zelliklerinden biri, gercek zamanli olarak
X’teki verilerle ¢alisabilmesi. Ayrica Grok kullanicilarla etkilesim kurarak sorulari
cevaplayabiliyor, icerik Onerilerinde bulunabiliyor ve gerektiginde mizahi cevaplar vererek
etkilesimi artirtyor. Bu yoniiyle Grok, sadece bilgi saglayan degil, ayn1 zamanda sosyal medya
deneyimini zenginlestiren bir dijital asistan roli iistleniyor, dolayisiyla Grok’un sosyal medyada

kullanimi, yapay zekanin igerik tiiketim aligkanliklarini nasil degistirebilecegine dair 6nemli bir
orneklem sunuyor.

Artik insanlar anlik olarak ve direkt uygulama iginde sosyal medyadaki dezenformasyondan
Grok vasitasiyla kendilerini koruyabilecekleri bir imkana sahip oldular fakat Grok'un tiiketimi
gerek icerik treticileri gerek normal kullanici insanlarin sosyal medya tiiketim aligkanliklarini
kokten degistirecek bir yenilik olarak goziikmesi beraberinde bazi ciddi risk ve soru isaretlerini
de getiriyor. Grok’un en ¢ok One ¢ikan 6zelligi, X tizerindeki igerikleri gercek zamanli analiz
edebilmesi. Bu durum, bilgiye erisimi kolaylastirtyor gibi goriinse de kullanicilar1 algoritmalarin
yonlendirdigi dar bir bilgi havuzuna hapsetme tehlikesi tasiyor. Ozellikle yapay zekdnin hangi
verileri One ¢ikarip hangilerini arka plana ittigi konusu, seffafliktan uzak oldugu siirece
kullanicilar1 manipiilasyona acik héle getiriyor. Bir diger kaygi ise dezenformasyonla
miicadelede Grok’a fazla giivenilmesi. Grok her ne kadar sahte bilgileri tespit etme iddiasinda
olsa da yapay zek&nin hatali, yanl ya da eksik yorumlar yapabilecegi goz ardi edilmemeli.
Kullanicilarin elestirel diisiinme aligkanliklarinin yerini yapay zekaya korii koriine gliven alirsa
bu durum dijital okuryazarlik seviyesini olumsuz etkileyecektir. Bu ¢alisma, dezenformasyona
kars1 6rneklerle Grok’un kullanimi ve yapay zekanin entegre oldugu sosyal medya platformunda
kullanicilarin degisen aligkanliklarini inceliyor.

Anahtar Kelimeler: Dezenformasyon, Sosyal Medya, Yapay Zeka.

27 Istanbul Gelisim Universitesi Lisansiistii Egitim Enstitiisii Yeni Medya ve Habercilik Anabilim Dals,
Yiiksek Lisans Ogrencisi. ORCID: 0009-0001-6686-7833. E-posta: ogunozdemir@gmail.com

28 fstanbul Gelisim Universitesi Iktisadi idari ve Sosyal Bilimler Fakiiltesi Yeni Medya ve lletisim
Boliimii. ORCID: 0000-0003-4508-4001. E-posta: tmaral@gelisim.edu.tr

26



GROK IN THE CONTEXT OF PREVENTING DISINFORMATION ON SOCIAL
MEDIA

ABSTRACT

The X platform (formerly Twitter) has undergone a significant transformation under Elon
Musk’s ownership. One of the most notable steps in this transformation was the introduction of
the Al-powered chatbot, Grok. Grok goes beyond being just a chatbot and has emerged as a tool
that reshapes the social media experience. One of Grok’s most important features is its ability to
work with real-time data from X. In addition, Grok can interact with users by answering
questions, offering content suggestions, and sometimes providing humorous responses to enhance
engagement. In this sense, Grok assumes the role of a digital assistant that not only provides
information but also enriches the social media experience.

As aresult, the use of Grok on social media presents a significant example of how artificial
intelligence can transform content consumption habits. People now have the ability to protect
themselves from misinformation on social media in real time and directly within the app through
Grok. However, Grok’s impact on both content creators and regular users seems to be a
revolutionary change in social media consumption habits, which also brings with it some serious
risks and concerns.

The most prominent feature of Grok is its ability to analyze content on X in real time.
While this may appear to make access to information easier, it also poses the risk of confining
users to a narrow pool of information shaped by algorithms. Particularly, the lack of transparency
about which data is prioritized or ignored by Al makes users vulnerable to manipulation.

Another concern is the over-reliance on Grok in the fight against misinformation. Although
Grok claims to detect false information, it must not be overlooked that AI can make mistakes or
offer biased or incomplete interpretations. If users replace their critical thinking habits with blind
trust in Al, this could negatively impact digital literacy levels.

This study examines the use of Grok as a tool against misinformation, with examples, and
explores the changing habits of users on a social media platform integrated with artificial
intelligence.

Keywords: Artificial Intelligence , Disinformation, Social Media
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DEZENFORMASYON VE DEEPFAKE TEKNOLOJiISiYLE URETILEN DIiJIiTAL
ICERIKLERIN TOPLUMSAL ALGI VE ETiK SORUNU

Aslihan BALCI?9,
Dr. Ogr. Uyesi Gozde KURT YILMAZ30
oz

Yapay zekd; giinlik yasamimiza entegre olmasmin yani sira medya ve iletisimde de
kendisini gostermektedir. Ozellikle dijital medyada igeriklerin iiretilmesi, paylasilmasi ve
iletisimde 6nemli bir 6l¢iide doniisiimiinii getirmektedir. Bu doniisiimiin en etkili olan1 deepfake
teknolojisidir. Bu teknoloji; makine Ogrenimiyle insanlarin ses, goriintii ve video igeriklerinin
manipiile edilmesiyle dezenformasyonla yayilmasina etki etmektedir. Deepfake kelimesi, deep
(derin 6grenme) ve fake (sahte) kelimelerinden tiiretilmistir. Deepfake teknolojisi, ilk olarak 2017
yilinda internet forumlarinda ortaya ¢ikmigtir. Deepfake teknolojisi sanat, film, dizi vb. yaratici
alanlarda kullanilirken dijital medyada olusturulan sentetik dijital igeriklerin dezenformasyon
aract olarak kullanilip toplumsal algi ve etik sorunlarmma yol agmaktadir. Dezenformasyon
kelimesi ise bilginin yanlis veya kasitli olarak yayilmasidir. Bu iki kavrami birlestirerek
olusturulan sahte igerikler, toplumsal algida etik sorunlara yol agmaktadir. Ozellikle, toplumda
onemli kisilerin itibarin1 zedelemek i¢in kullanilmak istenmesiyle olusan giiven sorunu bu
teknolojinin dikkat ¢ceken unsurudur. Yetersiz medya okuryazarligi, kaynaklarin sinirli olmasi,
bilinglendirme egitimlerinin yapilmamasi ve siber giivenligin zayif kalmasi; deepfake
teknolojisiyle iretilen sahte videolarin toplumda algisal sorunlara yol agmasina ve hangi igerigin
gercek, hangisinin kurgu olduguna dair kafa karisikligi yaratmasina neden olmaktadir. Bu
caligma, deepfake teknolojisiyle olusturulan dijital video igeriklerin toplumsal algi {izerindeki
etkilerini ve etik sorunlarla iligkili dezenformasyon boyutunu incelemekte; literatiir taramasi ve
orneklendirmelerle desteklenmektedir. Sonug olarak teknolojinin hizla ilerlemesiyle ortaya ¢ikan
bu tiir sentetik icerikler dezenformasyon yoluyla yayilmakta; toplumsal giivenilirligin
zedelenmesine, bilgiye olan inancin azalmasina ve kisisel haklarin yeterince korunmamasina yol
acmaktadir. Medya okuryazarligi egitiminin yayginlagmasi, sahtecilik ve manipiilasyonla
olusturulan igeriklerin yasalarimin daha siki olmasi gerekmektedir. Teknolojinin hizla gelismesiyle
egitim ve seminerlerin yapilmasi, farkindalig: artirilmasi ve teknoloji altyapinin gii¢lendirilmesi

gerekmektedir.
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DISINFORMATION AND SOCIAL PERCEPTION AND ETHICAL PROBLEMS
OF DIGITAL CONTENT PRODUCED WITH DEEPFAKE TECHNOLOGY

ABSTRACT

With the integration of artificial intelligence in our daily lives, it also shows itself in media
and communication. It brings a significant transformation in the production, sharing and
communication of content, especially in digital media. The most effective dimension of this
transformation is deepfake technology. This technology affects the spread of disinformation by
manipulating people's audio, image and video content with machine learning. The word deepfake
is derived from the words deep (deep learning) and fake (fake). Deepfake technology first
emerged in internet forums in 2017. Deepfake technology is used in art, movies, series, etc. While
it is used in creative areas, synthetic digital content created in digital media is used as a
disinformation tool and causes social perception and ethical problems. The word disinformation is
the false or intentional spread of information. Fake content created by combining these two
concepts causes social perception and ethical problems. In particular, the trust problem that
occurs when it is used to damage the reputation of important people in society is a striking
element of this technology. This problem is caused by the lack of sufficient media literacy and
insufficient resources, lack of awareness and education, and weak cybersecurity, and fake videos
created with deepfake technology cause perceptual problems in society while also creating
confusion about which content is real or fictional. This study supports the disinformation effect of
digital video content created with deepfake technology on social perception and ethical problems
by conducting a literature review and giving examples. As a result, with the rapid advancement of
technology, such synthetic content is spreading with disinformation, causing social reliability and
belief in information to decrease, personal rights to remain unprotected, and belief in information
to decrease. Media literacy education needs to be widespread, and laws need to be stricter
regarding content created through forgery and manipulation. With the rapid development of
technology, education and seminars need to be held, awareness needs to be raised, and technology
infrastructure needs to be strengthened.

Keywords: Artificial Intelligence, Deepfake, Disinformation, Social Perception, Ethical
Issues, Media Literacy.
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YAPAY ZEKA iLE METANIN YENIDEN URETILMESI

Mustafa Burak AVCI31,
Ogr. Gor. Dr. Umut YIGiT32

0z

Giiniimiizde iiretim siireclerinden giindelik yasama kadar birbirinden farkli alanlarda farkli
islevleri yiiklenen liretken yapay zeka araclari, bir siiredir telif problemleriyle giindemde agirlikli
olarak yer bulmaktadir. Bu tiir telif davalari, dijital emegin somiiriisii, ¢cevrim i¢i agik veri ve
gozetim kapitalizmi gibi birbiriyle son derece alakali bazi konular1 yapay zeka baglaminda
degerlendirmeye agmaktadir. Uretken yapay zeka araglarinin ¢alisma prensipleri incelendiginde
istemlere ancak veri tabaninda benzer bilgiye sahipse dogru bir sekilde yanit verebildigi tespit
edilmektedir. Bu araglar, insanlarin hafizadan bilgi ¢agirma islevini taklit etmektedir. Veri
tabanini ise genellikle internette bulunan acik veriler olusturmaktadir. Ancak bu agik verilerin telif
haklari, iiretken yapay zeka araclarini gelistiren sirketler icin &nemsenmemektedir. Internet
kullanicilarinin kisisel yayimlari, herhangi bir sekilde izin alinmadan veri tabanina
eklemlenmektedir. Bu durum, kullanicilar tarafindan iretilen dijital emegin somiiriilmesine yol
agmaktadir. Kullanicilarin kigisel haklar1 ve telif haklari 6nemsenmeden sosyal mecralarda
paylastig1 kisisel igerikler, iiretken yapay zekad araglarinin veri tabanini beslemek igin
kullanilmaktadir. Bu durum, kullanicilar tarafindan {iretilen emegin 6nce platformlar tarafindan
metalagtirilmasina, ardindan iiretken yapay zeka araglartyla metanin yeniden iiretilmesine sebep
olmaktadir. Bu yolla iiretilen dijital emek, tlicret karsiliginda bu emegin iireticisi olan kullanicilara
satilmaktadir.

Elestirel calismalariyla bu konuyu temellendiren Karl Marx, bir malin degerini o mali
iretmek icin harcanan emekle 6lgmektedir. Marx’in bu teorisini ¢evrim i¢i platformlarda tliretilen
dijital emekle yeniden tanimlayan Christian Fuchs, internet platformlarmin kullanicilarini
“Uretiiketici” olarak tanimlamaktadir. Kullanicilar platformlarda igerik tiiketirken igerik de
iretmekte ve bu eylem dijital emek baglaminda degerlendirilmektedir. Bu durum, kullanicilari
gonillii emek ireticileri yapmaktadir. Platformlari yoneten 06zel sirketler ise ham verileri
yapilandirarak ve dolayisiyla enformasyonu metalastirarak varliklarini stirdirmektedir. Shoshana
Zuboff da kullanict verilerinin ve bilgilerinin pazarlanmasim1 gozetim kapitalizmi olarak
tanimlamaktadir. Gozetim kapitalizminin yarattigi ekonomik model, ¢evrim igi ortamda bulunan
acik veriyi son derece degerli kilmaktadir. Gilinlimiiz veri toplama araglari sayesinde sosyal
mecralarda herkese agik yayimlanmig bir fotograftan kullanicinin kigisel 6zellikleri, ruh saghigi,
yasl, cinsiyeti hatta biligsel siirecleri ticari bir bilgiye doniistiiriillmektedir.

Yapay zekd araglari, kullanicilarin rizasi disinda dolasimda bulunan agik veriden
beslenmektedir. Bu beslenme bicimi ile ilgili siiregelen “telif” tartigmalarimi ABD Orneginde
incelemek miimkiin olacakti. ABD’de yapay zeka araglarinin basvurdugu veriler dolayisiyla
platformlara ¢ok sayida dava acilmistir. Mevcut davalarin ¢ogunluguysa platformlarin agik
verileri kullanma ve manipiile ederek yayimlama sebepleriyle platformlarin aleyhinde
sonuglanmaktadir. Bu o6mnekler de gostermektedir ki bu araglar aracilifiyla metanin yeniden
iiretilmesi, veri kapitalizminin ve emek sOmiiriisiiniin yeni bir asamasi olarak tartigilmasi bir
gereklilige donlismektedir. Bu g¢alisma da acik veri ve telif haklar1 konularmi yapay zeka
baglaminda incelemek adina alan taramasi yaparak yeni bir perspektif sunmay1 hedeflemektedir.
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THE REPRODUCTION OF THE COMMODITY THROUGH ARTIFICIAL
INTELLIGENCE

ABSTRACT

Nowadays, generative artificial intelligence tools, which take on various functions across
different fields—from production processes to everyday life—have recently gained prominence
due to copyright-related controversies.These copyright lawsuits open the door to evaluating
interrelated issues such as the exploitation of digital labor, publicly available online data, and
surveillance capitalism within the context of artificial intelligence. Upon examining the operating
principles of generative Al tools, it is observed that they can only respond accurately to prompts
if similar information already exists in their databases. These tools imitate the human ability to
recall information from memory. Their databases are largely collected from publicly available
online data. However, the copyright status of this data is often disregarded by companies
developing generative Al tools. Personal content shared by internet users is incorporated into
these databases without any form of consent. This results in the exploitation of digital labor
produced by users. Without considering users' personal rights and copyrights, content shared on
social media platforms is utilized to feed the databases of generative Al systems. This leads to the
commodification of user-generated content by platforms, and subsequently, to the reproduction of
these commodities through generative Al. The digital labor produced in this way is then sold back
to the very users who originally created it.

Karl Marx, with his critical framework, defines the value of a commodity based on the
labor invested in its production. Christian Fuchs reinterprets Marx’s theory in the context of
digital labor on online platforms and refers to internet users as ‘“prosumers”—those who
simultaneously produce and consume content. In doing so, users become voluntary labor
producers. The private corporations operating these platforms maintain their existence by
structuring raw data and thus commodifying information. Shoshana Zuboff defines the marketing
of user data and information as surveillance capitalism. The economic model created by
surveillance capitalism makes publicly available online data extremely precious. Thanks to
contemporary data collection tools, even a publicly shared photo on social media can be used to
extract commercial insights such as a user’s personal characteristics, mental health, age, gender,
or even cognitive patterns.

Al tools feed on publicly available data without user consent. The ongoing copyright
debates surrounding this form of data usage can be exemplified through cases in the United
States. In the U.S., numerous lawsuits have been filed against platforms due to their use and
manipulation of such data. Most of these cases have resulted in decisions against the platforms.
These examples demonstrate that the reproduction of the commodity via these tools must be
discussed as a new phase of data capitalism and labor exploitation. This study aims to offer a new
perspective by conducting a literature review on the topics of open data and copyright within the
context of artificial intelligence.

Keywords: Generative Artificial Intelligence, Digital Labor Exploitation, Surveillance
Capitalism, Open Data Copyright, Data Commodification.
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ALGORITMALARIN ICERIK ONERILERI UZERINDEKI ETKIiSI: DIJITAL
YONLENDIRME VE MAHREMIYETIN SINIRLARI

Biisra AKPINARS33,
Dog. Dr. Merve CELIK VAROL34
07/

Dijital platformlar, kullanicit deneyimini kisisellestirmek amaciyla giderek daha gelismis
algoritmalar kullanmaktadir. Bu algoritmalar, kullanicilarin ilgi alanlarma yonelik icerikler
onermekle kalmaz, ayni zamanda bireylerin diislince bigimlerini, tiiketim aligkanliklarini ve
toplumsal etkilesimlerini de sekillendirmektedir. Bu durum, sosyal medyanin yalnizca bir iletigim
aract olmanin 6tesinde, goriinmeyen bir yonlendirme araci héline geldigini gostermektedir. Bu
siirecte algoritmalar, kullanicinin ge¢misteki etkilesimlerini, begenilerini, izledigi videolar1 ve
okudugu icerikleri analiz ederek kisisellestirilmis 6nerilerde bulunur. Ik bakista kullanici dostu
bir kolaylik gibi goriinen bu durum, zamanla kullanicilar1 belirli bir bakis agisina, diislince
sistemine ve tiiketim dongiisiine hapseder. Bu durum, 6zellikle haber tiiketiminde “filter bubble”
(filtre balonu) ve “echo chamber” (yanki odasi) gibi kavramlarla agiklanir. Kullanicilar yalmizca
kendi diinya goriiglerini pekistiren iceriklerle karsilasir ve farkli bakis acilarina erisimleri
siirlanir. Bunun yani sira algoritmalarin igerik Onerileri, tiiketim kiiltiiriinii pekistirme noktasinda
onemli bir rol oynamaktadir. Kullanicilarin kargisina ¢ikan sponsorlu igerikler, reklamlar ve iiriin
tanitimlar1, onlar1 siirekli daha fazla tiiketmeye tesvik etmektedir. Bu noktada algoritmalar,
kullanicilara rizalarimi almadan belirli davranislart benimseten bir mekanizma héaline gelir.
Boylece dijital platformlar, kullanicilarin dikkatini ticari ¢ikarlar1 dogrultusunda yonlendiren
araclara doniisiir. Algoritmalarin bu yonlendirici etkisi, mahremiyet sorunlarim1 da giindeme
getirmektedir. Kullanicilarin kisisel verilerinin siirekli toplanmasi ve analiz edilmesi, dijital
kimliklerinin adim adim ingsa edilmesine yol acar. Ancak bu veri toplama siireci ¢ogu zaman
seffafliktan uzaktir. Kullanicilar, hangi verilere erisildiginden ve bu verilerin nasil
kullanildigindan ¢ogunlukla habersizdir. Sonug olarak algoritmalarin igerik Onerileri tizerindeki
etkisi, sadece dijital bir kolaylik degil, ayn1 zamanda bireysel Ozgiirliiklerin siirlandigi,
mahremiyetin agindigi ve tikketim aligkanliklarinin siirekli koriiklendigi bir siirectir. Bu durum,
sosyal medya platformlarinin sadece teknolojik degil, aym zamanda etik ve toplumsal bir
sorumluluk tasidigini ortaya koymaktadir. Algoritmalarin seffafligi, kullanici verilerinin
korunmasi ve dijital yonlendirme pratiklerinin denetlenmesi, daha adil bir dijital kamusal alan
icin kritik bir gerekliliktir.
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THE IMPACT OF ALGORITHMS ON CONTENT RECOMMENDATIONS: THE
LIMITS OF DIGITAL STEERING AND PRIVACY

ABSTRACT

Digital platforms increasingly use advanced algorithms to personalize user experiences.
These algorithms not only suggest content based on users’ interests but also shape their thinking
patterns, consumption habits, and social interactions. This trend highlights that social media is not
just a communication tool but has evolved into an invisible mechanism for steering individuals’
behaviors. At the core of this process is the algorithm’s ability to analyze users’ past interactions,
likes, videos watched, and articles read, offering personalized recommendations. What initially
appears to be a user-friendly convenience, over time, traps users in a narrow feedback loop that
reinforces a specific worldview, thought system, and consumption cycle. This phenomenon,
especially noticeable in news consumption, is explained by the concepts of “filter bubbles” and
“echo chambers.” Users are repeatedly exposed to content that reinforces their existing views,
limiting access to alternative perspectives. Furthermore, algorithms play a significant role in
reinforcing consumer culture. Sponsored content, advertisements, and product promotions
regularly appear in users’ feeds, subtly encouraging more consumption. At this point, algorithms
transform into a persuasive tool that directs users toward specific behaviors without their explicit
consent. Thus, digital platforms become tools for guiding users’ attention for commercial
purposes. This guiding influence also brings privacy concerns to the forefront. The constant
collection and analysis of personal data contribute to the gradual construction of digital identities.
However, this data collection process often occurs without sufficient transparency. Users are often
unaware of what data is being accessed and how it is being used by these platforms. As
algorithms continue to shape the digital landscape, the implications for individual freedom,
privacy, and autonomy become more profound. The erosion of privacy and the reinforcement of
consumption habits through algorithmic influence present significant ethical concerns. In light of
this, it is crucial to address the transparency of algorithms, the protection of user data, and the
regulation of digital steering practices. By fostering a more transparent and ethically responsible
approach, digital platforms can play a key role in creating a more equitable digital public sphere.

In conclusion, the impact of algorithms on content recommendations is not just a digital
convenience. It represents a broader process of steering individuals’ behaviors, limiting access to
diverse viewpoints, and perpetuating consumer-driven practices. The ethical implications of this
shift demand careful consideration, and ensuring privacy, data protection, and algorithmic
accountability is essential for a fairer, more responsible digital environment.

Keywords: Algorithms, Content Recommendation Systems, Digital Steering, Privacy.
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YAPAY ZEKA VE URETILEN iCERIiK TELiF HAKKI SORUNLARI

Rauf ALMAMMADOVS3s,
Prof. Dr. Mine DEMIRTA$36

07/

Teknoloji her gegen giin gelisim sagladikc¢a insan yasamina olan katkilar1 da o denli artig
gostermektedir. Gilinlimiizde ¢ok tartisjma konusu yapilan yapay zeka teknolojileri, insan
yasamina olan etkileri ile 6ne c¢ikmaktadir. Yapay zeka teknolojilerine yapilan elestiriler,
insanlarin kisisel verilerinden iirettikleri {irine, gelistirdikleri tasarimlardan sanat eserlerine degin
uzanmaktadir. Bu arastirma igerisinde de telif hakki ve fikri miilkiyet hakki ele alinmak
istenmistir. Ciinkii konunun hukuki temelden ele alinmasi ve degerlendirilmesi, daha ciddi bir
boyut kazanmasini saglamaktadir. Heniiz tam olarak bu konuda agiklik getirilememesi, ilerleyen
yillarda daha fazla mesgul edecek bir konu olmasi sebebi ile dnem arz eden bir konu oldugu
gorilmiisti. Bu nedenle konunun var olan bilgiler ekseninde arastirilmasi saglanmustir.
Aragtirma, nitel bir arastirma Ornegi tasimaktadir. Aragtirmada elde edilen igerik bilgileri yazili,
basili, YOK Tez’de yer alan yayimlanmis tezler ve Tiirkiye Cumhuriyeti mevzuat
diizenlemelerinde yer verilen hiikiimler ekseninde desteklenmistir. Arastirma énem arz eden bir
caligma Ornegi tasimaktadir. Cilinkii konunun kapsami heniiz tam olarak arastirilma ve tartigiima

stirecindedir. Bu nedenle arastirmaya ek bir degerlendirme getirmek konunun daha iyi anlasilmasi
acisindan deger katmaktadir.

Yapilan arastirma icerisinde elde edilen bilgiler esas alindiginda yapay zeka
teknolojilerinin heniiz insan yasaminda yeni bir aktivasyon saglamis oldugu goriilmistiir. Bu
nedenle resmi olarak kabul edilirligi tartisma temelinde varligini siirdiirmektedir. Lakin bu durum
tartigma noktasinda stabil kalir ise var olan sorunun biiyiik bir sorun olacagi 6ngoriilmektedir. Bu
nedenle hem iilkemizde hem de uluslararasi alanda hukuki diizenlemelerin yapay zeka
teknolojileri kapsamindan da ele alinmasi gerektigi savunulmaktadir. 5846 sayili “Fikir ve Sanat
Eserleri Kanunu” uyarinca telif haklarinin korunmasi esas alinmaktadir. Fakat bu durumun temel
alinabilmesi igin ise bazi sartlarin saglanabiliyor olmasi gerekmektedir. Ote yandan 2709 sayili
Kanun uyarinca da sanat degeri olan her tiirlii eserin korunma altina alinabilecegi durumu ele
almmaktadir. Bu konunun detayli incelemesini ve degerlendirilmesini elbette kanun koyucular ve
karar verecek olan merciler dogru analizi saglayacaklardir. Genel durum {iizerinden bir
degerlendirmeye varmak gerekir ise var olan sartlar géz oniine alindiginda iilkemizde hukuki
temelden koruma altina alinabilecek eser niteliklerinin varligt da olasilik iizerinden
temellendirilebilmektedir. Yapay zeka teknolojileri ile gelistirilen eser ve iiriinlerin telif hakk: ve
fikri miilkiyet hakki iizerinden korunmasi igin Uriiniin ve eserin bazi sartlart saglamasi
gerekmektedir. Bu sartlar temel alindiginda dogrudan yapay zeka teknolojilerinin {iretmis veya
tasarlamis oldugu iiriin ya da eserlerin gercek bir eser ve {iriin iizerinden temel alinamayacagi
bildirilmektedir. Fakat durum heniiz var olan sartlar ile bu sekildedir. Ancak ilerleyen siirecler
icerisinde degisiklik gdsterecegi belirtilmektedir. Sebebi ise yapay zeka teknolojilerinin ilerleyen
zamanlarda daha fazla gelisim gosterecegi ve insan yagsamui iizerindeki etkinliginin daha fazla
gelistirilmis olacagindan kaynaklanmaktadir. Literatiirde ve alanyazinda yer verilen
degerlendirmeler, her ne kadar ¢cok kapsamli sayilmasa da ilerleyen siireclerde bu alanda da ¢ok
daha fazla icerik eklemelerinin yapilacagi da dngoriilmektedir.
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ARTIFICIAL INTELLIGENCE AND COPYRIGHT ISSUES IN GENERATED
CONTENT

ABSTRACT

As technology develops day by day, its contributions to human life also increase. Artificial
intelligence technologies, which are the subject of much debate today, stand out with their effects
on human life. Criticisms made to artificial intelligence technologies range from people's personal
data to the products they produce, from the designs they develop to works of art. In this research,
the aim is to address copyright and intellectual property rights because addressing and evaluating
the subject from a legal basis allows it to gain a more serious dimension. It has been seen that it is
an important subject since it has not yet been fully clarified and will be a subject that will occupy
more attention in the coming years. For this reason, the subject was investigated on the basis of
existing information. The research is an example of qualitative research. The content information
obtained in the research was supported by written, printed, and published theses in the YOK
Thesis and the provisions included in the Legislative Regulations of the Republic of Turkey. The
research is an example of an important study because the scope of the subject is still in the
process of being fully researched and discussed. For this reason, bringing an additional evaluation
to the research adds value to the understanding of the subject.

Based on the information obtained in the research, it has been seen that artificial
intelligence technologies have yet to provide a new activation in human life. For this reason, its
official acceptability continues to exist on a discussion basis. However, if this situation remains
stable at the point of discussion, it is foreseen that the existing problem will become a big
problem. For this reason, it is argued that legal regulations should be addressed within the scope
of artificial intelligence technologies both in our country and internationally. According to the
“Law on Intellectual and Artistic Works” numbered 5846, the protection of copyrights is taken as
a basis. However, in order for this situation to be taken as a basis, certain conditions must be met.
On the other hand, according to Law numbered 2709, the situation that any kind of work with
artistic value can be protected is also addressed. Of course, the detailed examination and
evaluation of this issue will be provided by the legislators and the lenses that will make the
decision, and the correct analysis will be provided. If it is necessary to reach an evaluation based
on the general situation, considering the existing conditions, the existence of work qualities that
can be protected on a legal basis in our country can also be based on probability. In order for
works and products developed with artificial intelligence technologies to be protected by
copyright and intellectual property rights, the product and the work must meet certain conditions.
Based on these conditions, it is stated that products or works produced or designed directly by
artificial intelligence technologies cannot be based on a real work or product. However, the
situation is still like this with the existing conditions. However, it is stated that it will change in
the future. The reason is that artificial intelligence technologies will develop further in the future
and their effectiveness on human life will be further developed. Although the evaluations in the
literature and the field are not considered very comprehensive, it is also foreseen that much more
content will be added in this field in the future.

Keywords: Artificial Intelligence Technologies, Intellectual Property Rights, Copyright.
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YAPAY ZEKA iLE URETILEN iCERIKLERDE TELiF HAKKI VE FiKRi
MULKIYET SORUNLARI

Bayram BAKSHALIYEV?37,
Prof. Dr. Mine DEMIRTA$38

oz
Giiniimiizde yapay zeka kullanimi son derece yayginlagsmistir. Yapay zeka araglar artik siir
yazabiliyor, hukuki tavsiyelerde bulunabiliyor, eserleri analiz edebiliyor ve hatta biiyiik dlgekli
hikayeler yazabiliyor. Bu iglemleri kolaylikla gerceklestirebilen yapay zeka, telif hakk: ve fikri
miilkiyet alanlarinda gesitli hukuki uyusmazliklara yol agmistir. Yapay zekanin hizli gelisim

temposu, yasal alanda tam olarak diizenlenmesine izin vermiyor. Dolayisiyla bu alanda her gecen
giin yenilikler gézlemleniyor.

Yapay zeka ile yazilan makale ve eserler, telif hakki konusu a¢isindan ciddi sorular
giindeme getirmektedir: Eser sahibi kimdir? Telif hakki var midir ve varsa korunmakta midir?
Geleneksel telif hakki teorileri ve literatiirii, insanlar tarafindan yaratilan nesneleri koruyor ve bu
da ciddi bosluklara yol agryor.

Calismanin temel amaci, yapay zeka teknolojileri ile olusturulan iceriklerin telif hakki ve
fikri miilkiyet kapsaminda analizinde ortaya ¢ikan hukuki bosluklar1 incelemek ve bu sorunun
giincel durumunu ve hukuki gergevesini farkli iilkelerdeki emsal kararlar ¢er¢evesinde analiz
etmektir.

Aragtirma kapsaminda Amerika Birlesik Devletleri, Avustralya, Avrupa Birligi ve
Kanada'da yapay zeka teknolojileri kullanilarak olusturulan igeriklerin telif hakki kapsaminda
degerlendirilmesine iligkin 6rnek mahkeme kararlari incelenmistir. Bu diizenlemelerin amaci,
teknolojik geligsmeleri sinirlamak degil, bu gelismeleri hukuki giivence altina alarak fikri miilkiyet
haklarmi netlestirmektir.
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COPYRIGHT AND INTELLECTUAL PROPERTY ISSUES IN CONTENT
GENERATED BY ARTIFICIAL INTELLIGENCE

ABSTRACT

Today, the use of Artificial Intelligence has become extremely widespread. Artificial
Intelligence tools can now write poetry, give legal advice, analyse works and even write large-
scale stories. Artificial Intelligence, which can easily perform these operations, has led to various
legal disputes in the fields of copyright and intellectual property. The rapid development pace of
Artificial Intelligence does not allow it to be fully regulated in the legal field. Therefore,
innovations are observed in this field every day.

Articles and works written with Artificial Intelligence raise serious questions in terms of
copyright: Who is the author? Does copyright exist and, if so, is it protected? Traditional
copyright theories and literature protect objects created by humans, which leads to serious gaps.

The main purpose of the study is to examine the legal gaps that arise in the analysis of
content created with Artificial Intelligence technologies within the scope of copyright and
intellectual property and to analyze the current status and legal framework of this problem within
the framework of precedent decisions in different countries.

Within the scope of the research, sample court decisions in the United States of America,
Australia, the European Union and Canada regarding the evaluation of the content created using
Artificial Intelligence technologies within the scope of copyright have been analyzed. The
purpose of these regulations is not to limit technological developments, but to clarify intellectual
property rights by securing these developments legally.

Keywords: Artificial Intelligence, Copyright, Intellectual Property.
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YAPAY ZEKA DESTEKLI iCERIK URETIMi: METIN, GORSEL VE VIDEO
UZERINDEN SANAT VE MEDYADA DONUSUM

Fuad ALIYEV?39,
Dr. Ogr. Uyesi Mihriban AKYOL AKIN40

0z

Yapay zeka teknolojilerinin medya ve sanat iretiminde artan etkisi, igerik iiretimi
stireclerinde yalnizca teknik bir aragsallik degil, aynm1 zamanda estetik, kiiltiirel ve ideolojik
boyutlartyla ¢cok katmanli bir doniisiim yaratmaktadir. Son yillarda gelisen iiretken yapay zeka
modelleri, metin, gorsel ve video gibi temel ifade bigimlerinde insan yaraticiligiyla algoritmik
iiretkenligi i¢ ice gecirerek sanatsal temsilin siirlarmi yeniden tanimlamaktadir. Bu calisma;
yapay zeka destekli i¢eriklerin liretim, temsil ve alimlama siireclerini ele alirken, 6zgiinliik, aura,
simiilasyon ve hakikat gibi kavramlari merkezine alarak disiplinler arasi bir ¢dziimleme sunmay1
hedeflemektedir.

Kuramsal cergevede Jean Baudrillard’in simiilasyon ve hipergerceklik kurami, Walter
Benjamin’in  “mekanik yeniden iiretim” baglaminda gelistirdigi “aura” kavrami ve Oguz
Adanir’in dijjital kiiltiirde temsil anlayis1 temel alinmistir. Bu kuramsal altyapi, yapay zeka
iiretimlerinin yalnizca birer teknik {iriin degil, ayn1 zamanda kiiltiirel anlam {iretimi baglaminda
yeniden konumlandirilmasi1 gerektigini gostermektedir. Metin temelli analizde, yapay zeka ile
yazilmis “When a Robot Writes a Play” adli tiyatro oyunu iizerinden sanatsal duygunun ve 6zgiin
anlatinin nasil simiile edildigi incelenmektedir. Gérsel iiretim baglaminda, Vermeer’in “Inci
Kiipeli Kiz” tablosunun Midjourney ile yeniden yorumlanisi, Benjamin’in aura kurami
cercevesinde tartigilmaktadir. Papa Francis’in yapay zeka ile iiretilen sahte portresi ve bu gorselin
toplumsal alg1 tizerindeki etkileri, simiilasyon kurami temelinde degerlendirilmistir. Video temelli
iceriklerde ise TikTok ve Instagram platformlarinda dolasima giren nostalji videolar1 (Wake Up
Turkey) ile politik liderlik simiilasyonlar1 (You Wake Up As Zelensky) incelenerek yapay
igeriklerin kolektif hafiza, kimlik ve temsiliyet tizerindeki roli sorgulanmistir.

Caligma, tiim bu 6rnekler iizerinden yapay zeka tiretimlerinin yalnizca estetik degil, ayni
zamanda ideolojik ve kiiltlirel boyutlar1 oldugunu ortaya koymaktadir. Yapay zeka destekli
igerikler, ge¢misin yeniden kurgulanmasi, gercekligin estetize edilerek simiile edilmesi ve
bireysel deneyimin dijital diizeyde yonlendirilmesi gibi siirecleri icermektedir. Bu baglamda
yapay zeka, kiiltlirel {iretimin yeni 6znesi olarak yalnizca bi¢imi degil, anlamin kendisini de
dontstiren bir rol iistlenmektedir.

Anahtar Kelimeler: Yapay Zeka, i¢erik Uretimi, Sanat, Medya, Aura, Simiilasyon.
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AI-ASSISTED CONTENT PRODUCTION: TRANSFORMATION IN ART AND
MEDIA THROUGH TEXT, IMAGE, AND VIDEO

ABSTRACT

The increasing influence of artificial intelligence (AI) technologies in media and artistic
production has initiated a profound transformation not only in terms of technical capacities but
also through aesthetic and cultural dimensions. Especially in the production of text, image, and
video content, Al has begun to blur the boundaries between human creativity and algorithmic
generation, giving rise to a new regime of authorship. This study aims to analyze the
transformation of Al-generated content in relation to the concepts of representation, originality,
and aesthetic value through a theoretical and example-based approach.

The theoretical framework of the research is built on Jean Baudrillard’s simulation and
hyperreality theory, Walter Benjamin’s concept of aura, and Oguz Adanir’s approach to digital
representation. Various cases were analyzed, including the Al-written play “When a Robot Writes
a Play”, the Al-generated replica of Vermeer’s “Girl with a Pearl Earring”, a synthetic image of
Pope Francis that went viral on social media, and Al-generated videos on platforms such as
TikTok and Instagram (e.g., Wake Up Turkey and You Wake Up As Zelensky).

The findings reveal that such productions are not merely technical artifacts but function as
cultural texts that shape perception, memory, and ideological representation. The study shows
how digital content transforms the notion of authenticity, manipulates collective memory, and
constructs simulated versions of political and historical realities. Instead of offering a faithful
representation of the past or truth, these Al-generated media objects simulate a stylized aesthetic
of reality, often stripped of its contextual or ideological substance. Consequently, Al emerges not
only as a technical tool but as a cultural agent that redefines the meaning, form, and reception of
artistic and mediated content in the digital age.

Keywords: Artificial Intelligence, Content Production, Art, Media, Aura, Simulation.
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YAPAY ZEKA iLE “ASIRI GERCEKLIiK”: INFLUENCERLAR GERCEK
Mi AVATAR MI?

Tural JAFAROV4!,
Dr. Ogr. Uyesi Mihriban AKYOL AKIN42

0z

Sosyal medya platformlarinda ortaya ¢ikan sanal influencerlar, giiniimiiz dijital kiiltiiriinde
gergeklik algisini yeniden sekillendiren 6nemli figiirler haline gelmistir. Bu influencerlar, yapay
zeka ve dijital tasarim teknikleriyle yaratilan, fiziksel varligi olmayan ancak toplumsal etkileri
oldukca giiclii bireylerdir. Sanal influencerlarin nasil ¢alistiklari, toplum {izerindeki etkileri ve
gelecege dair potansiyel yansimalari, dijital medya ¢aginda bireylerin medya igeriklerini algilama
bicimlerini koklii sekilde doniistiirmektedir. Sanal influencerlar, yalnizca yeni bir medya trendi
olmanin oOtesinde, dijital kimlik ve toplumsal etkilesim kavramlarmi yeniden tanimlamakta; bu
yoniiyle dijital iletisim alaninda dikkatle ele alinmasi gereken bir olgu olarak 6ne ¢ikmaktadir.

Bu aragtirmanin temel amaci; yapay zekad ile olusturulan sanal influencer kavramini
incelemek, bu yapay kisiliklerin toplumsal kabuliinii ve olusturduklar1 asir1 gerceklik algisini
analiz etmektir. Bu cer¢evede, 2016 yilinda yaratilan sanal bir Instagram fenomeni olan Lil
Miquela analiz edilecektir. Analiz neticesinde medya okuryazarligmin bu siirecteki dnemi ve
kullanicilarin bilinglenme diizeyleri hakkinda degerlendirmeler yapilacaktir.

Anahtar Kelimeler: Yapay Zeka, Sanal Influencer, Asirt Gergeklik, Medya Okuryazarligi,
Dijital Kiiltiir.
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“HYPERREALITY” WITH ARTIFICIAL INTELLIGENCE: ARE INFLUENCERS
REAL OR AVATARS?

ABSTRACT

Virtual influencers emerging on social media platforms have become key figures in
reshaping perceptions of reality in today's digital culture. These influencers, created through
artificial intelligence and digital design techniques, lack a physical presence but possess
significant societal influence. How these virtual influencers operate, their societal impacts, and
their potential future implications are fundamentally transforming how individuals perceive
media content in the digital age. Virtual influencers go beyond being just a new media trend; they
redefine the concepts of digital identity and social interaction, making them a phenomenon that
must be carefully examined within the field of digital communication.

The primary aim of this study is to examine the concept of virtual influencers created by
artificial intelligence, analyze their societal acceptance, and explore the perception of hyperreality
they generate. In this context, Lil Miquela, a virtual Instagram phenomenon created in 2016, will
be analyzed. The study will also provide evaluations on the importance of media literacy and the
awareness levels of users within this process.

Keywords: Artificial Intelligence, Virtual Influencer, Hyperreality, Media Literacy, Digital
Culture.
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YAPAY ZEKA CAGINDA GRAFIK TASARIM: BiR DONEMIN SONU MU,
EVRIMIN BASLANGICI MI?

Bilal POYRAZ#

oz
Yapay zekanin (YZ) yiikselisi, grafik tasarimin temel isleyis bicimlerini ve yaratici
siireclerini koklii bir sekilde doniistiirmeye baslamistir. Ozellikle metinden gorsele (text-to-image)
yapay zeka modelleri, otomatik diizenleme algoritmalar1 ve yaratici asistan yazilimlari, yalnizca
teknik {iretimi hizlandirmakla kalmayip ayni zamanda ozgiinliik, estetik deger ve tasarimci
kimligi gibi temel kavramlari yeniden tanimlamaktadir. Tasarimin artik yalnizca insan

yaraticiligma dayali bir disiplin olup olmadigi sorusu, bu donemin en ¢ok tartisilan
meselelerinden biri hline gelmistir.

Bu bildiri; yapay zekd destekli tasarim aracglarmin grafik tasarim siirecinde nasil
konumlandigini, insan tasarimei ile algoritmik-iiretici arasindaki iliskiyi ve bu durumun mesleki
pratiklere etkilerini sorgulamay1 amacglamaktadir. Yapay zekanin grafik tasarim {izerindeki etkisi
yalnizca estetik bir degisim yaratmakla sinirli kalmamaktadir. Ayn1 zamanda diisiinsel, kavramsal
ve etik boyutlarda da yeni sorular dogurmaktadir. Bildiride, tasarimcilarin roliinlin “{ireticiden”
cok “editdor”, “secici”, “anlam kurucu” gibi daha soyut ve kavramsal bir noktaya evrilip
evrilmedigi tartisilacak; yapay zeka araclarinin sundugu hiz, kolaylik ve sinirsiz varyasyon
imkanimin yaratici 6zgilinliik ve anlam derinligi karsisindaki yeri ele alimacaktir.

Sonug olarak bu bildiri, yapay zekanin grafik tasarimi sona erdiren degil onu yeniden
sekillendirip doniistiiren bir kirtlma noktas1 sundugunu savunmaktadir. Yaraticiligin ve tasarimin
gelecegi, insan ve makine arasindaki bu yeni is birliginde nasil bir denge kurulacagina bagh
olarak yeniden tanimlanacaktir.
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GRAPHIC DESIGN IN THE AGE OF ARTIFICIAL INTELLIGENCE: THE END OF
AN ERA OR THE BEGINNING OF EVOLUTION?

ABSTRACT

The rapid rise of artificial intelligence (Al) is profoundly reshaping the core structure of
graphic design practices and creative processes. Especially with the development of text-to-image
models, automated layout algorithms, and Al-powered creative assistant tools, the design process
is no longer limited to human imagination and manual skill. These technologies not only
accelerate production but also challenge the very concepts of originality, aesthetic value, and
designer identity.

This paper seeks to examine the positioning of Al-assisted design tools within the creative
process, and to explore the evolving relationship between the human designer and the algorithmic
producer. The influence of Al on graphic design is not confined to surface-level aesthetics; it also
prompts deeper questions regarding the intellectual, conceptual, and ethical dimensions of design.
The discussion will focus on whether the role of the designer is shifting from being a “creator” to
becoming an “editor”, a “curator”, or even an “interpreter” — and how the promises of speed,
ease, and infinite variation offered by Al compare to the depth and authenticity of human-
centered design.

Ultimately, this paper argues that artificial intelligence does not mark the end of graphic
design, but rather represents a transformative turning point in its evolution. The future of
creativity and design will be shaped by the new balance established between human sensibility
and machine intelligence.

Keywords: Artificial Intelligence, Graphic Design, Creativity, Algorithmic Design,
Human-Computer Interaction.
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YAPAY ZEKA iLE MEDYADA OTOMATIK GAZETECILIiK: HABERLERI
KiM YAZIYOR?

Nadir SAFAROV#4,
Prof. Dr. Mine DEMIRTAS$45

07/

Giintimiizde medya sektoriiniin hizli dijital doniisiimii kapsaminda, yapay zeka
teknolojilerinin kullanimi giderek artmaktadir. Bu doniisiimiin 6nemli bir sonucu olarak otomatik
gazetecilik, geleneksel haber iiretim siireglerine alternatif olusturmustur. Yapay zeka algoritmalari
sayesinde haber iceriklerinin hizli, dogru ve ekonomik bigimde tiretilmesi miimkiin héle gelmistir.
Finansal raporlamadan spor miisabakalarina, sirket bilangolarindan giinliik haberlere kadar ¢esitli

igerik tlirlerinde basarili uygulamalar goriilmektedir. Bu durum, medyanin igerik iiretim
kapasitesini biiyiik 0l¢lide artirmakta ve yayin siireglerini optimize etmektedir.

Bu calisma, otomatik gazetecilik uygulamalarini derinlemesine inceleyerek giincel ve
uluslararasi literatiir 15181Inda SWOT analizi yontemiyle kapsamli bir degerlendirme sunmaktadir.
Analiz kapsaminda, otomatik gazeteciligin hiz ve maliyet verimliligi, veri tutarliligi ve igerik
iretim kapasitesi gibi gii¢lii yonlerinin yani sira veri giivenligi, igerik kalitesinin standartlagsmasi
ve sorumluluk paylasimi gibi zayif yonleri ele alinmaktadir. Ayrica, sektordeki teknolojik
yeniliklerin getirdigi firsatlar ile is gilicii doniisiimii ve yanlis bilgi yayilimia iligkin tehditler de
analiz edilmektedir. Insan-makine is birligine dayali hibrit modellerin yiikselisi ve medya
okuryazarliginin artan 6nemi gibi gelecege yonelik kritik firsatlar 6zellikle vurgulanmistir.
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AUTOMATED JOURNALISM WITH ARTIFICIAL INTELLIGENCE: WHO
WRITES THE NEWS?

ABSTRACT

In the context of the rapid digital transformation within today's media industry, the use of
artificial intelligence (AI) technologies is increasingly prevalent. A significant outcome of this
transformation is automated journalism, which has emerged as a powerful alternative to
traditional news production processes. Through Al algorithms, news content can be generated
swiftly, accurately, and economically. Successful applications span a wide range of content areas,
including financial reporting, sports coverage, corporate financial statements, and daily news.
This shift significantly enhances media content production capacity and optimizes publishing
processes, thereby reducing operational costs.

This study offers an in-depth examination of automated journalism applications, presenting
a comprehensive SWOT analysis based on current international literature. The analysis highlights
the strengths of automated journalism, such as speed and cost-efficiency, data consistency, high-
volume content generation capability, and streamlined operational processes. Conversely, it
discusses inherent weaknesses, including data security risks, standardization of content quality,
lack of creative elements, and uncertainties regarding accountability.

Moreover, the study explores the extensive opportunities provided by technological
innovations within the industry, alongside potential threats, such as workforce transformation,
accelerated misinformation dissemination, and manipulation risks. Critical future opportunities,
notably the rise of hybrid human-machine collaboration models and increased media literacy, are
emphasized as vital for the sustainable development of the sector. The study also projects future
directions for automated journalism, identifying possible scenarios the media industry might
encounter during ongoing digitalization. This research provides a comprehensive analytical
perspective intended to support strategic decision-making processes for media organizations,
journalists, and technology developers.

Keywords: Artificial Intelligence, Automated Journalism, SWOT Analysis, Digital
Transformation, Media, Data Security, Hybrid Models.
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COCUKLARIN DiJiTAL MEDYADA KARSILASTIKLARI RiSKLER VE
ONLEMLER UZERINE BiR iNCELEME: KVKK VERICAN ORNEGI
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Teknolojik gelismenin hizla artmasiyla giiniimiizde dijital medya, hayatimizin her alaninda
yer almaya basladi. Medya ve kitle iletisim araglarinda yasanan teknolojik gelismeler sonucunda
sosyallesme ve iletisim yontemlerimiz de farklilasti. Bilgi edinme, eglenme, sosyal kimlik
olusturma ve iletisim kurma gibi ¢esitli amaglar icin aktif olarak kullanilan dijital medya
kullanim1 ¢esitli sorunlar1 da beraberinde getirir. Bu sorunlarin basinda, kisisel verilerin
korunmasi ve mahremiyet ihlalleri yer alir. Sosyal medya genis igerik yelpazesi ile bilingsiz
kullanildiginda 6zellikle ¢ocuklar i¢in ciddi riskler baridirir. Dogduklar1 andan itibaren teknoloji
ve sosyal medya ile i¢ ige biiyiiyen ¢ocuklar; internet ve sosyal medya platformlarinda bilingsizce
kisisel verilerini paylasmakta ve bu veriler kotiiye kullanim riski tasimaktadir. Cocuklarin
denetimsiz sosyal medya kullanim1 saglikl fiziksel, psikososyal gelisimleri ile dijital giivenlik ve

mahremiyetlerini tehdit etmektedir. Bu tehditlere 6rnek olarak siddet, irk¢ilik, ayrimeilik, nefret,
cinsellik, intihar, kendi kendine zarar verme, siber zorbalik ve cinsel istismar verilebilir.

Cocuklarin dijital medyada maruz kaldigi tehditlere karsi ailelere biiyiik sorumluluklar
diiser. Bu baglamda ¢ocuklar1 tehditlerden korumak amaciyla ebeveyn koruma araglar
kullanilmasi, glivenli internet bilincinin kazandirilmasi ve 6zellikle ¢ocuklara dijital okuryazarlik
egitimi verilmesi bliyilik 6nem tasir. Ancak bu konuda bireysel ¢abalar ve onlemler de yetersiz
kalabilmektedir. Bu neticede teknoloji sirketlerinin ve devletin ¢ocuklarin dijital mahremiyetini
korumak icin Onlemler almasi ve politikalar iiretmesi gerekir. Cocuklarin sanal diinyada
korunmasi konusunda gerek uluslararasi gerek ulusal mevzuatta ¢aligmalar yapilmig, ¢ocuklarin
saglikli geligimlerini saglamak ve risk faktorlerine karsi ¢ocuklart korumak adina devletlere
cesitli sorumluluklar yiiklenmistir. Ulkemizde devlet, yasal diizenlemeler ve kurumlar araciligiyla
¢ocuklarin dijital ortamda gilivenligini saglamak i¢in ¢alismalar yiiriitmektedir.

Bu baglamda ¢alismamizda, ¢ocuklarin dijital medya kullaniminda karsilastiklar: sorunlara
deginilecek, ebeveynlerin gocuklarini dijital tehditlerden korumak amaciyla almasi gereken
Onlemlerden bahsedilecektir. Ayrica uluslararasi diizeyde ve iilkemizde ¢ocuklarin kisisel
verilerinin ve dijital mahremiyetlerinin korunmasina yonelik yasa ve mevzuatlar incelenecek, bu
kapsamda iilkemizde Kigisel Verileri Koruma Kurumu (KVKK) tarafindan gelistirilen “Verican”
uygulamasi degerlendirilecektir.
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A STUDY ON THE RISKS AND PRECAUTIONS THAT CHILDREN FACE IN
DIGITAL MEDIA: THE CASE OF KVKK VERICAN

ABSTRACT

With the rapid increase in technological development, digital media has started to take
place in every aspect of our lives. As a result of technological developments in media and mass
media, our socialization and communication methods have also changed. The use of digital
media, which is actively used for various purposes such as obtaining information, having fun,
creating a social identity and communicating, brings along various problems. One of these
problems is the protection of personal data and privacy violations. Social media, with its wide
range of content, harbours serious risks especially for children when used unconsciously.
Children, who grow up intertwined with technology and social media from the moment they are
born, unconsciously share their personal data on the internet and social media platforms, and
these data carry the risk of misuse. Children's unsupervised use of social media threatens their
healthy physical, psychosocial development, digital security and privacy. Examples of these
threats include violence, racism, discrimination, hatred, sexuality, suicide, self-harm,
cyberbullying and sexual abuse.

Families have great responsibilities against the threats that children are exposed to in
digital media. In this context, it is of great importance to use parental protection tools to protect
children from threats, to raise awareness of safe internet and especially to provide digital literacy
training to children. However, individual efforts and measures may also be insufficient in this
regard. As a result, technology companies and the state should take measures and produce
policies to protect children's digital privacy. Various responsibilities have been imposed on states
in order to ensure the healthy development of children and to protect children against risk factors,
both in international and national legislation on the protection of children in the virtual world. In
our country, the state carries out studies to ensure the safety of children in the digital environment
through legal regulations and institutions.

In this context, the problems faced by children in the use of digital media will be
mentioned in our study; the measures that parents should take to protect their children from
digital threats will be mentioned. In addition, laws and legislations for the protection of children's
personal data and digital privacy at the international level and in our country will be examined,
and in this context, the “Verican” application developed by the Personal Data Protection
Authority (KVKK) in our country will be evaluated.

Keywords: Digital Media, Personal Data Protection, Child Privacy.
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DiJITAL REKLAMCILIKTA iCERIGIN DONUSUMU: MARKALARIN YAPAY
ZEKA ODAKLI iCERIK URETIiM MOTiVASYONLARI
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Reklameilik sektorii, var oldugu giinden bu yana gegirdigi gelismeler ve dijitallesmenin
etkisiyle koklii bir doniisiim yasamistir. Giiniimiizde bu doniisiimiin merkezinde ise yapay zeka
yer almaktadir. Ozellikle Kasim 2022’de kullanima sunulan ChatGPT’nin insanlar tarafindan
hizli sekilde kabul gérmesi ve yayginlagmasiyla birlikte, yapay zeka yalnizca teknik bir arag

olmaktan ¢ikarak icerik liretiminden strateji gelistirmeye kadar reklameilik siireclerinin ayrilmaz
bir pargasi haline gelmistir.

Markalarin talepleri, iiriin ya da marka kimligi tanitimimin 6tesine gecerek hedef kitleyle
duygusal bag kurmay1 ve kalic1 bir marka algis1 yaratmay1 amaglayan stratejilere yonelmistir. Bu
baglamda igerik Uretimi, markalarin pazarlama hedeflerini gerceklestirmede kullandiklar1 en
onemli araclardan biri héline gelmistir. Yeni medya teknolojileri ve yapay zekd, reklamcilikta
igerik tretimini hem hizlandirmakta hem de c¢esitlendirmektedir. Boylelikle markalar, farkli
platformlara uygun, yaratici ve kisisellestirilmis icerikler olusturabilmektedir.

Bu ¢aligma, reklam ajanslarinda gorev yapan sektor profesyonellerinin, yapay zeka destekli
icerik iiretim silire¢lerinde markalarin hareket etme motivasyonlarina iliskin gozlemlerini ortaya
koymay1 amaglamaktadir.

Nitel bir aragtirma olan bu calisma, derinlemesine goriisme veri toplama teknigiyle
gergeklestirilmistir ve reklam ajanslarinda farkli uzmanlik alanlarinda gorev yapan sekiz
katilimciyla bire bir goriismeler yapilmistir. Arastirma Orneklemini; 25-45 yas araligindaki,
reklam ajanslarinda cesitli pozisyonlarda calismakta olan ve profesyonel isleyiste yapay zeka
kullanma deneyimine sahip sektdr profesyonelleri olusturmaktadir. Elde edilen bulgular
dogrultusunda, yapay zekanin igerik iiretiminde sadece teknik bir destek degil, ayn1 zamanda
stratejik bir karar mekanizmasi olarak konumlandirildigi, markalarin ise bu teknolojiyi daha
verimli, yaratict ve hedef odakl igerikler liretmek amaciyla benimsedigi gézlemlenmistir.
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THE TRANSFORMATION OF CONTENT IN DIGITAL ADVERTISING:
BRANDS’ AI-DRIVEN CONTENT PRODUCTION MOTIVATIONS

ABSTRACT

The advertising industry has undergone a significant transformation since its inception,
shaped by technological advancements and the pervasive influence of digitalization. At the
forefront of this transformation today is artificial intelligence (Al). Particularly following the
public release of ChatGPT in November 2022 and its swift global adoption, Al has transcended
its role as a merely technical tool to become an indispensable element of the advertising
ecosystem—integrated across content production, strategic planning, and creative execution.

Contemporary branding demands have evolved beyond the traditional promotion of
products or brand identity, shifting toward the development of emotionally resonant narratives
and enduring brand perceptions. In this regard, content creation has emerged as a critical
instrument through which brands pursue their marketing objectives. The advent of new media
technologies and Al has not only accelerated the pace of content production but has also
expanded its variety and adaptability. As a result, brands are now capable of generating
personalized, platform-specific, and creatively enriched content with greater efficiency.

This study aims to explore the insights of advertising professionals concerning the
motivations that drive brands to integrate Al technologies into their content creation processes.

Employing a qualitative research design, this study utilizes in-depth interviews conducted
with eight participants holding diverse roles within advertising agencies. The sample comprises
professionals aged between 25 and 45 who actively use Al technologies within their respective
practices. The findings reveal that Al is not solely perceived as a technical facilitator, but is
increasingly positioned as a core component of strategic decision-making processes. Furthermore,
it is observed that brands embrace Al to develop more efficient, creative, and targeted content
strategies.

Keywords: Digital Advertising, Artificial Intelligence, Content Creation, Advertising
Agencies, Brand Strategy.
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YAPAY ZEKA VE UYGULAMALARI UZERINE GO BE (GO BEYOND YOUTH)
UYGULAMASI UZERINDEN BiR DEGERLENDIRME
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Bu uygulamada, genclerin diinya genelinde kiiltiirel ve dogal zenginliklerini kesfetmeleri,
sosyallesmeleri ve farkli yasam deneyimleri kazanmalarini tesvik eden yenilik¢i bir hareketlilik
programi tasarlanmaktadir. Proje kapsaminda geng¢ bireyler, istedikleri zaman diliminde gesitli
bolgelerdeki turistik alanlarda tam zamanli ya da yar1 zamanli konaklama yerlerindeki gesitli is
gruplarinda roller {iistlenerek hem yeni beceriler edinmekte hem de bulunduklar1 bolgede
konaklama ve temel ihtiyag¢larini karsilayabilecek imkanlara erisebilmektedirler. Ayn1 zamanda
s0z konusu uygulama, igletmelerin yogun donemlerdeki is¢i arayisini kolaylagtirir. Temel amag;
ekonomik imkanlar1 smirli olan genclerin {ilkelerinin farkli cografyalarmi tanimalari, farkli
deneyimler kazanmalari, psikolojik olarak gelisimlerini saglamalari, kendi yeteneklerinin farkina
varmalari, kiiltiirel olarak etkilesime girmeleri ve sosyal aidiyet duygusunu gii¢lendirmeleridir.
Genglik odakli bu model, ayn1 zamanda yerel turizm alanlarinin gengler icin birer 6grenme ve
etkilesim mekanma doniismesini, ayn1 zamanda genclerin kolayca ¢aligma prensiplerine sahip
olmalarmi hedeflemektedir. Proje, genclerin bireysel gelisimlerini desteklerken toplumsal
dayanismay1 ve kiiltiirel dolasimi da tesvik eden siirdiiriilebilir bir genglik hareketi olarak
konumlanmaktadir. Uygulama kapsaminda kullanict kayit siireci, ¢ok katmanli bir dogrulama
mekanizmas: ile desteklenmektedir. Bu siiregte, yapay zekd tabanli sistemler araciligiyla
kullanicinin kimlik belgesinin gercekliginin tespiti saglanmakta; ayni zamanda sunulan adli sicil
kaydi ve 6grenci belgesi gibi resmi evraklar ile kullanict beyanlarinin birbiriyle tutarliligi analiz
edilmektedir. Yapay zeka, belgeler arasi ¢apraz dogrulama yaparak sahtecilik ihtimallerini en aza
indirmekte ve sistem giivenligini iist diizeyde saglamaktadir. Uygulama igerisinde yer alan yapay
zeka destekli analiz modiilii, kullanicilarin 6nceki deneyimleri, egitim ge¢misi, beyan ettikleri ilgi
alanlar1 ve sistem ici etkilesim verileri dogrultusunda bireylerin yetkinlik ve ilgi profillerini
otomatik olarak belirlemektedir. Elde edilen bu veriler, kullanici profillerine yansitilarak
potansiyel isverenlerin degerlendirmesine sunulmaktadir. Ote yandan, isletmeler uygulama
araciligiyla mevcut is giicii ihtiyacglarina yonelik pozisyon ilanlari olusturabilmektedir. Yapay
zeka algoritmalar ise igletmelerin taleplerini kullanici profilleriyle eslestirerek en uygun adaylari
belirlemekte ve bdylece ise alim siirecinin verimliligini artirmaktadir. Ornek olarak bir isletme-
otel yogunluklarindan dolay1 garson, bulagike1, temizlikei gibi isci agig1 durumlarinda Go Beyond
Youth kullanicis1 bu acik pozisyonu kullanarak karsiliginda barinma, yemek gibi segenekleri
secmektedir. Kullanic1 istedigi hizmeti almasi icin isletme veya otel ile uygulama iizerinden
anlagma saglamaktadir ve kullanic1 kabul ettigi gorevi yerine getirdikten sonra kullanic1 kendi
profili {izerinden bu hizmet karsiligin1 kaydedecek ve istedigi siire zarfinda kullanabilecektir.
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AN EVALUATION ON ARTIFICIAL INTELLIGENCE AND ITS APPLICATIONS
THROUGH GO BE (GO BEYOND YOUTH) APPLICATION

ABSTRACT

The application designs an innovative mobility program that encourages young people to
explore cultural and natural riches, socialize and gain different life experiences around the world.
Within the scope of the project, young people can take on roles in various work groups in full-
time or part-time accommodation in tourist areas in various regions of the world at any time they
wish, acquiring new skills and having access to accommodation and basic needs in the region
they are in. It also facilitates businesses' search for workers during peak periods. The main
objective is to enable young people with limited economic opportunities to get to know different
geographies of their countries, gain different experiences, develop psychologically, realize their
own talents, interact culturally and strengthen their sense of social belonging. This youth-oriented
model also aims to transform local tourism areas into places of learning and interaction for young
people, while at the same time ensuring that young people have easy working principles. The
project is positioned as a sustainable youth movement that promotes social solidarity and cultural
circulation while supporting the individual development of young people. Within the scope of the
application, the user registration process is supported by a multi-layered verification mechanism.
In this process, artificial intelligence-based systems are used to determine the authenticity of the
user's identity document, and to analyze the consistency between official documents such as
criminal records and student certificates and user statements. Artificial intelligence minimizes the
possibility of forgery by cross-verifying documents and ensures system security at a high level.
The artificial intelligence-supported analysis module in the application automatically determines
the competency and interest profiles of individuals in line with the users' previous experiences,
educational background, declared interests and in-system interaction data. This data is reflected
on user profiles and presented to potential employers for evaluation. On the other hand,
businesses can create position postings for their current workforce needs through the application.
Artificial intelligence algorithms match the demands of businesses with user profiles to identify
the most suitable candidates, thus increasing the efficiency of the recruitment process. For
example, when a business-hotel is short of workers such as waiters, dishwashers, cleaners due to
overcrowding, the Go Beyond Youth user uses this open position and chooses options such as
accommodation and food in return. The user makes an agreement with the business or hotel
through the application to receive the service they want, and after the user fulfills the task, they
have accepted the user will save this service provision on their profile and will be able to use it
for as long as they want.

Keywords: Work, Vacation, Youth, New Media, Communication.
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YAPAY ZEKANIN MARKA YONETIMI UZERINE ETKILERI
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Dijital cagin gitgide sekillendigi yeni diinyada, yapay zeka olarak adlandirilan teknoloji ile
marka yonetiminde koklii bir doniisim baslamistir. Markalar, gilincel teknolojilere
entegrasyonlarini1 saglayarak doniigiimlerini tamamlamak durumundadirlar. Giincel kalamamis
her marka ise giiciinii giinden giine yitirerek unutulmaya mahkimdurlar. Giinlimiizde bir¢ok
marka, tliketici davranislarin1 anlamak, yorumlamak, analiz edebilmek ve pazarlama stratejileri
iretmek adina yapay zeka teknolojilerinden faydalanmaktadir. Biiyiikk veri analitigi (Big Data
Analytics) ve makine 6grenmesi (machine learning) gibi teknolojiler araciligiryla marka; hedef
kitlesini daha iyi tanityarak marka yonetimini gii¢lendirebilmektedir. Ayrica markalar i¢in, medya
platformlarmin sundugu algoritmalar ile tiiketiciye yonelik icerik ve reklam optimizasyonu da
miimkiin hale gelmistir. Bunlarin yani sira yapay zeka teknolojileri ve internet ¢aginin birlesimi
ile giivenlik sorunlari, tiiketici manipiilasyonu ve siibjektiflik gibi bir¢ok etik sorun da ortaya
cikmustir. Yapay zeka, giinden giine gelisen teknolojinin ve internet gaginin bir olusumudur. Insan
giicline duyulan ihtiyaci azaltmayi, daha pratik, ¢6ziimciil, hizli isleyen, siirdiiriilebilir bir hayat
vaadinin disavurumu olan yapay zeka teknolojileri giinden giine ¢ogalarak gelismektedir. Yapay
zeka; 6grenme, karar verme, ¢ézlimleme ve adaptasyon gibi insani bilissel islevleri insan benzeri
sekillerde daha hizli ve en az hata payiyla yerine getirebilmesi amaglanan yazilimsal sistemlerdir.
Yapay zekalar igleyislerine gore kategorilendirilmektedir. En yaygin kategorileri ANI (Dar yapay
zekd) ve Al (Genel yapay zekd) olarak adlandirilmaktadir. Yapay zekanin ¢esitlendirilmesi bir¢ok
is alaninda da gorev dagilimi ve iiretim siireclerinin bagtan yazilmasina sebebiyet vermistir. Yapay
zekd ile marka sadakati ve tiiketici davramiglart detaylandirilabilmekte, olas1 bir risk geri
bildirimler ve olas1 senaryolarin simiilasyonlari ile daha dnceden goriinebilir hale getirilmektedir.
Sik¢a kullanilan Instagram, TikTok, X, Facebook, YouTube gibi sosyal medya platformlarinin
akiglarindaki algoritmalar da Onemli yapay zekd Orneklerindendir. Platformlarin kullanicilart
arasindaki olas1 tiiketicilere 6zel optimize edilmis reklam igeriklerinin algoritmalarla
birlestirilmesiyle markaya yonlendirmeler yine yapay zeka ile miimkiindiir. Buna ek olarak yapay
zekani marka yonetimine entegrasyonu yalnizca avantajlar sunmakla kalmamakta, ayni zamanda
etik ve yasal agidan bir¢ok fikir ayrilig1 barindirmaktadir. Bu ¢alisma, yapay zekadnin marka
yonetimi lizerindeki etkilerini teorik bir ¢er¢evede ele alarak yapay zek&nin marka yonetimindeki
roliinii incelemektedir.
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THE EFFECTS OF ARTIFICIAL INTELLIGENCE ON BRAND MANAGEMENT

ABSTRACT

In the new world increasingly shaped by the digital age, a profound transformation has
begun in brand management through the technology known as artificial intelligence (Al). Brands
are now required to evolve by integrating with contemporary technologies. Any brand that fails to
remain current is likely to lose its relevance over time and eventually be forgotten. Today, many
brands utilize artificial intelligence technologies to understand, interpret, and analyze consumer
behavior, as well as to develop marketing strategies. Through technologies such as big data
analytics and machine learning, brands can better understand their target audiences and thereby
improve brand management processes. Additionally, the algorithms used by media platforms
enable the optimization of content and advertisements tailored to consumers. However, the rapid
integration of artificial intelligence technologies with the internet age has also given rise to
numerous ethical concerns, including security risks and consumer manipulation. Artificial
intelligence is a product of the continuously advancing technology and the internet era. Al
technologies, which embody the promise of reducing the need for human labor and creating a
more practical, solution-oriented, fast-paced, and sustainable way of life, are expanding and
evolving rapidly. Artificial intelligence systems are software-based systems designed to perform
human cognitive functions—such as learning, decision-making, problem-solving, and adaptation
—in a faster and more accurate manner, with minimal error rates. Al systems are categorized
based on their functionalities, with the most common categories being ANI (Artificial Narrow
Intelligence) and AGI (Artificial General Intelligence). The diversification of artificial
intelligence has led to the redistribution of tasks and the rewriting of production processes across
various sectors. Through artificial intelligence, brand loyalty and consumer behaviors can be
analyzed in greater detail, and potential risks can be anticipated through feedback mechanisms
and the simulation of possible scenarios. The algorithms in the feeds of widely used social media
platforms—such as Instagram, TikTok, X (formerly Twitter), Facebook, and YouTube—are also
significant examples of artificial intelligence. By integrating optimized advertising content
tailored to potential consumers with platform algorithms, brands can be effectively directed
toward their target audiences through Al technologies. Moreover, the integration of artificial
intelligence into brand management not only offers numerous advantages but also introduces
various ethical and legal controversies. This study examines the role of artificial intelligence in
brand management within a theoretical framework, exploring the multifaceted impacts of Al on
brand management practices.

Keywords: Technology, Artificial Intelligence, Brand Management.
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PROMPT MIMARISI iILE GORSEL ANLATININ YENIDEN TANIMLANMASI:
YAPAY ZEKA DESTEKLi GORSEL URETIMDE ANLATISAL DIiLiN EVRIiMIi

Sena ASLANS,

Dr. Ogr. Uyesi Yasin YILMAZ57

Ozet

Gorsel iretim siireglerinde yasanan doniisiim, yapay zeka destekli tasarim araglarmin
gelisimiyle birlikte hiz kazanmis, grafik tasarim pratigi ile gorsel iletisimde koklii bir paradigma
degisikligini giindeme getirmistir. DALL-E, Midjourney, Adobe Firefly gibi yapay zeka tabanl
araglar sayesinde, metin tabanli komutlar araciligiyla (prompt) gorsel liretmek miimkiin hale
gelmistir. Bu doniisiim, sadece iiretim bi¢imini degil, ayni zamanda anlatinin dilini de
doniistirmektedir. Grafik tasarim, artik yalnmizca gorselin bicimsel niteligine degil; metinsel
kurgunun estetik, anlamsal ve anlatisal boyutuna da odaklanmaktadir.

Bu bildiride, yapay zekd destekli gorsel iiretim siireg¢lerinde kullanilan “prompt
mimarisinin” grafik tasarim 6zelinde yeni bir gorsel anlati dili olusturup olusturmadigi sorusu
merkeze alinmaktadir. Promptlarin yalnizca teknik girdiler degil, aynm1 zamanda kavramsal ve
estetik birer yap1 tasi olarak yeniden ele almmasi1 gerektigi savunulmaktadir. Bu kapsamda
calisma, su sorulara yanit aramaktadir: (1) Prompt mimarisi, grafik tasarimda gorsel anlatinin
yeni bir bigemi midir? (2) Promptun dilsel ve semiyotik yapisi, ortaya ¢ikan gorselin estetigi ve
anlatt yapis1 lizerinde nasil bir etkiye sahiptir? (3) Grafik tasarimcilar, bu yeni {retim
paradigmasina nasil adapte olmaktadir?

Aragtirma, nitel bir yontem c¢ergevesinde yiiriitiilmiistiir. Caligmada oncelikle promplarin
sz dizimsel yapilar1 ¢oziimlenerek bu yapilarin gorsel ciktilar iizerindeki etkisi incelenmistir. Ug
farkli yapay zeka destekli gorsel liretim ornegi (reklam, sanat, toplumsal iletisim baglamlarinda)
vaka olarak ele alinmis, bu vakalardaki gorsellerin ve kullanilan promptlarin semiyotik ve anlati
coziimlemeleri yapilmistir. Ayrica, tasarimcilarla yapilan kisa goriismelerle, bu yeni siirece dair
deneyim ve stratejiler degerlendirilmistir.

Literatiir taramasinda hem uluslararasi hem ulusal kaynaklar dikkate alinmigtir. Sénmez
(2024), grafik tasarim tarihindeki teknolojik kirilmalari incelerken yapay zek&nin yaratict
pratikler lizerindeki etkisine odaklanmis; Aydin (2024) ise yapay zeka iiretimli gorsellerde bigim
ve igerik iligkisini, sanatsal anlamda g¢Oziimlemigtir. Artut ve Kanat (2024), transhiimanist
yaklagimlar baglaminda yapay zekayla iiretimin grafik tasarim paradigmasini doniistiirdiiglinii
ortaya koyarken; Bozdemir ve Mendi (2013), sistematik tasarim siireclerinde bilgi mimarisi ve
yapay zeka iliskisini teknik agidan ele almistir. Ayrica “Gelecegin Tasarim Yaklagimlar1” baglikli
derleme calismasinda (2024), insan-merkezli inovasyonlar ile siirdiiriilebilirlik ekseninde yapay
zeka uygulamalariin tasarim siirecindeki yeri kapsamli bigimde analiz edilmistir.

Aragtirmanin sonucunda, prompt mimarisinin yalnizca bir ara¢ degil, ayn1 zamanda grafik
tasarimda “dijital anlati yazimmin” yeni bir bi¢imi olarak degerlendirilebilecegi ortaya
konmustur. Prompt’un yapisi; anlatiyr yonlendiren, baglam olusturan ve estetik secimleri
belirleyen bir katman sunmaktadir.

56 Yalova Universitesi, Lisansiistii Egitim Enstitiisii Grafik Tasarimi Béliimii, Lisansiistii Ogrencisi.
ORCID: 0009-0006-6330-9234. E-posta: senaaaslanO@gmail.com
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Bu durum, gorsel iletisimde anlatt kurmanin yeni yollarimi tanimlamakta; tasarimcinin
konumunu yaraticidan bir “gorsel editdor” ya da “metinsel anlati kiiratori” roliine
dontstiirmektedir. Bildiri, bu doniisiimiin medya estetigi, tasarim dili ve insan-makine yaratici
etkilesimi agisindan nasil yeniden tanimlandigimi irdelemektedir.

Bu kapsamda calisma, yapay zeka ve insan ortakligiyla sekillenen yeni bir gorsel anlati
rejimini kavramsallagtirarak hem kuramsal tartigmalara hem de grafik tasarim uygulamalarina
katki saglamay1 amaglamaktadir.

Anahtar Kelimeler: Yapay Zeka, Grafik Tasarim, Prompt Mimarisi, Gérsel Uretim, Dijital
Estetik.
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REDEFINING VISUAL NARRATIVE WITH PROMPT ARCHITECTURE:
EVOLUTION OF NARRATIVE LANGUAGE IN AI-ASSISTED VISUAL
PRODUCTION

Abstract

The transformation in visual production processes has accelerated with the development of
artificial intelligence-supported design tools and brought about a radical paradigm shift in graphic
design practice and visual communication. Thanks to artificial intelligence-based tools such as
DALL-E, Midjourney, Adobe Firefly, it has become possible to produce visuals through text-
based commands (prompt). This transformation affects not only the mode of production but also
the language of narrative. Graphic design now focuses not only on the formal qualities of the
visual, but also on the aesthetic, semantic and narrative dimensions of textual fiction.

This paper focuses on the question of whether the “prompt architecture” used in artificial
intelligence-supported visual production processes creates a new visual narrative language in
graphic design. It is argued that prompts should be reconsidered not only as technical inputs but
also as conceptual and aesthetic building blocks. In this context, the study seeks answers to the
following questions: (1) Is “prompt architecture” a new form of visual narrative in graphic
design? (2) How does the linguistic and semiotic structure of the prompt influence the aesthetics
and narrative structure of the resulting visual? (3) How do graphic designers adapt to this new
production paradigm?

The research was conducted within the framework of a qualitative method. The study first
analyzed the syntactic structures of the prompts and examined the impact of these structures on
visual outputs. Three different examples of Al-supported visual production (in the contexts of
advertising, art and social communication) were selected as case studies, and the semiotic and
narrative analysis of the visuals and the prompts used in these cases were analyzed. In addition,
through short interviews with the designers, experiences and strategies regarding this new process
were evaluated.

Both international and national sources were taken into consideration in the literature
review. Sonmez (2024) focused on the impact of artificial intelligence on creative practices while
examining the technological breaks in the history of graphic design; Aydin (2024) analyzed the
relationship between form and content in artistic terms in artificial intelligence-produced visuals.
Artut and Kanat (2024) revealed that artificial intelligence production transformed the graphic
design paradigm in the context of transhumanist approaches; Bozdemir and Mendi (2013)
addressed the relationship between information architecture and artificial intelligence in
systematic design processes from a technical perspective. In addition, in the compilation study
titled “Design Approaches of the Future” (2024), the place of artificial intelligence applications in
the design process within the framework of human-centered innovations and sustainability is
comprehensively analyzed.

As a result of the research, it was revealed that prompt architecture can be considered not
only as a tool but also as a new form of “digital narrative writing” in graphic design. Prompt's
structure offers a layer that guides the narrative, creates context, and shapes aesthetic choices.
This defines new ways of narrative construction in visual communication, transforming the
position of the designer from that of a creator to that of a “visual editor” or “textual narrative
curator”. The paper examines how this transformation is redefined in terms of media aesthetics,
design language and human-machine creative interaction.
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In this context, the study aims to contribute to both theoretical discussions and graphic
design practices by conceptualizing a new visual narrative regime shaped by the partnership
between artificial intelligence and human beings.

Keywords: Artificial Intelligence, Graphic Design, Prompt Architecture, Visual
Production, Digital Aesthetics.
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ALVIN TOFFLER'IN UCUNCU DALGA ESERi BAGLAMINDA; YAPAY ZEKA
CAGINDA MARKA VE TASARIMIN DONUSUMU

Dilanur AKYAZISS,

Dog. Dr. Fahri OZSUNGURS?

OZET

Alvin Toffler’in Ugiincii Dalga adli eserinde toplumsal doniisiim siireglerine deginilmekte;
bu doniigiimiin toplumsal yapilar ve iiretim bi¢imleri lizerindeki etkilerine dikkat ¢ekilmektedir.
Eserde toplumlarin gelisim evreleri; “birinci dalga” (tarim toplumu), “ikinci dalga” (sanayi
toplumu) ve “lglincii dalga” (bilgi toplumu) olmak iizere {i¢ ana evrede incelenmektedir. Her bir
dalga ilgili eserde; iiretim sekilleri, sosyal iliskiler, yasamin olagan akisi ve giindelik hayatin
pratikleri {izerinden agiklanmaktadir. Alvin Toffler, Ugiincii Dalga olarak nitelendirdigi kavrami
ile bilginin en énemli iiretim ve gii¢ kaynagi haline geldigini ifade etmektedir. Giiniimiizde yapay
zeka teknolojileri, Alvin Toffler’in ifade ettigi bilgi ¢ag1r vizyonunun en biiyiik somut drnegi
olarak karsimiza ¢ikmakta ve hayatimizin her alanina da yerlesmis bulunmaktadir. Yapay zekanin
sahip oldugu veri analitigi, algoritmik dngoriiler ve kisisellestirilmis icerik tiretimi gibi 6zellikler
araciligiyla, bilgi iiretiminde yeni bir boyut agilmaktadir. Ozellikle iireticiler, tiiketiciye ya da
hedef kitlelerine erisim saglamak durumunda olduklari her alanda (marka insasi, tasarim
stratejileri ve tiiketici iletisimi gibi. Orneklerinin ¢ogaltilmasimin miimkiin oldugu birgok unsur),
yapay zekd uygulamalarint kullanarak yeni bir norm olusturmaktadirlar. Kiiresel pazarda
markalarin varolus bi¢imlerinden, tasarim anlayislarma ve tiiketici ile kurduklari iletisim
bicimlerine kadar Yapay zeka duruma dahil edilmekte ve bu durum normal karsilanmaktadir. Bu
caligmada ise yapay zekanin marka iletisimi, marka insasi1 ve markalara ait tasarim stratejileri
iizerindeki etkileri, Toffler’in Ugiincii Dalga perspektifinden hareketle ele almmaktadir.
Geleneksel pazarlama stratejilerinin ve marka iletisiminin, yapay zeka destekli mekanizmalara
nasil evirildigi literatiir taramasi yontemiyle sorgulanmaktadir. Bu baglamda, yapay zekanin
yalmzca teknolojik bir ara¢ degil, ayn1 zamanda yeni bir toplumsal dalganin tetikleyicisi olup
olamayacagi da tartigmaya acgilmaktadir.

Anahtar Kelimeler: Yapay Zeka, Ugiincii Dalga, Marka, Tasarim, Toffler.
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THE TRANSFORMATION OF BRAND AND DESIGN IN THE AGE OF
ARTIFICIAL INTELLIGENCE IN THE CONTEXT OF ALVIN TOFFLER’S
THIRD WAVE

ABSTRACT

In his work The Third Wave, Alvin Toffler addresses the processes of societal
transformation, emphasizing the impacts of these changes on social structures and modes of
production. The evolution of societies is analyzed in three main phases: the "first wave"
(agricultural society), the "second wave" (industrial society), and the "third wave" (information
society). Each wave is explained in terms of production methods, social relations, and daily life
practices. Toffler asserts that in the era he defines as the Third Wave, knowledge has become the
most significant source of production and power.

Today, artificial intelligence technologies have emerged as one of the most concrete
manifestations of Toffler’s vision of the information age and have become deeply integrated into
all aspects of life. Through features such as data analytics, algorithmic predictions, and
personalized content creation, artificial intelligence has opened a new dimension in the
production of knowledge.

Producers, particularly in fields that require reaching consumers or target audiences (such
as brand building, design strategies, and consumer communication), are establishing new norms
by incorporating artificial intelligence applications. In the global market, artificial intelligence is
increasingly integrated into the ways brands position themselves, develop their design strategies,
and communicate with consumers, and this integration is becoming normalized.

This study examines the impact of artificial intelligence on brand communication, brand
building, and brand-related design strategies within the framework of Toffler’s Third Wave
perspective. The evolution of traditional marketing strategies and brand communication towards
Al-driven mechanisms is investigated through a literature review method. In this context, the
study also explores whether artificial intelligence should be considered not merely a technological
tool, but a potential catalyst for a new societal wave.

Keywords: Artificial Intelligence, Third Wave, Brand, Design, Toffler.

59



MODA DENEYIMINDE DiJiTAL DEVRIM, “GIYINMEDEN GiYINMEK”
YAPAY ZEKA iLE SANAL DENEME KABINLERi

Yasemin SAHING0,

Dr. Aylin KIRHANG®!
oz

Dijital aligveris, teknolojinin gelismesiyle gilinlik hayatimizin vazgegilmez bir pargasi
haline gelmistir. Tiiketiciler iriinlerini internet {izerinden zahmetsizce inceleyip satin alirken
markalar da daha genis kitlelere ulasma imkani bulmustur. Geleneksel aligveris deneyimlerinin
dijitallesmesi moda sektdriinde de keskin bir déniisiim yaratmaktadir. Ozellikle pandemi donemi
dijital aligverisin hizla yiikselise gectigi bir dénemdir. insanlarm evde kalmak zorunda olmasi,
tilkketicileri online aligverise yoOnlendirmigtir. Tiketiciler evlerinden ¢ikmadan ihtiyaglarimi
karsilayabilmenin rahatligin1 kesfederken markalar da dijital magazalarim giiclendirerek kullanict
dostu platformlar gelistirmistir. Boylece dijital aligveris tercih olmaktan ¢ikip bir yasam tarzi
haline doniligmiistiir. Sanal aligverigler kullanicilari, iiriinleri deneyememe, iade etme sorunlariyla
da bas basa kalmaktadir. Bu baglamda bazi markalar; yapay zeka ve artirilmis gergeklik
teknolojilerin birlesimiyle gelistirilen “sanal deneme kabinlerini” inceleme ve test etme yoniinde
caligmaktadir. Bu sistem kullanicidan bir video veya fotograf isteyerek kullanicinin dijital
avatarii yaratmakta ve secilen kiyafetin viicut iizerindeki durusunu dinamik simiilasyonlarla
gostermektedir. Yapay zeka destekli sanal deneme kabinleri zaman tasarrufu ve hijyen agisindan
da 6nemli avantajlar saglamaktadir. Hem markalar hem de tiiketiciler agisindan yeni bir aligveris
deneyimi olarak goriilen bu teknoloji, kullanicilarin viicut dlgiilerine gore kiyafetleri dijital olarak
deneyebildigi bir sanal ortam yaratmanin yani sira iade oranlarin1 azaltmak, miisteri
memnuniyetini artirmak ve stirdiiriilebilirligi desteklemek gibi farkli avantajlar da sunmaktadir.
Yapay zeka destekli sanal deneme kabinleri, kullanic1 deneyimini dijitallestirme agisindan biiyiik
avantajlar sunsa da veri giivenligi ve mahremiyet, beden algis1 ve psikolojik etkiler gibi baz1 etik
ve teknik sorunlar1 da beraberinde getirmektedir. Bununla birlikte sanal kabinlerin gelistirilmesi
icin yapay zeka algoritmalarmin daha kapsayict ve kullanici odakli héle gelmesi gerekmektedir.
Tiiketicilerin sanal ortamda gergek deneyime yakin bir etkilesim yasayabilmesi, dijital aligverigin
gelecekteki siirdiiriilebilir basarist agisindan kritik bir faktordiir. Yine de gelecekte bu tiir

uygulamalarin aligveris deneyiminin vazgeg¢ilmez bir parcasi haline gelmesi beklenmektedir.
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THE DIGITAL REVOLUTION IN FASHION EXPERIMENTATION, “DRESSING

WITHOUT DRESSING” VIRTUAL TEST BOOTHS WITH ARTIFICIAL
INTELLIGENCE

ABSTRACT

Digital shopping has become an indispensable part of our daily lives with the development
of technology. As consumers effortlessly browse and buy products online, brands have the
opportunity to reach a wider audience. The digitalization of traditional shopping experiences is
creating a sharp transformation in the fashion industry. The pandemic period, in particular, was a
time when digital shopping was on the rise. The fact that people had to stay at home led
consumers to online shopping. As consumers have discovered the convenience of meeting their
needs without leaving their homes, brands have strengthened their digital stores and developed
user-friendly platforms. Thus, digital shopping has become a lifestyle rather than a preference.
Online shoppers also faced the the problems of not being able to try products and having to return
them. In this context, some brands are working to examine and test “virtual trial booths”
developed with the combination of artificial intelligence and augmented reality technologies. This
system creates a digital avatar of the user by requesting a video or photo from the user and shows
how the selected outfit fits on the body through dynamic simulations. Virtual fitting rooms
supported by artificial intelligence provide significant advantages in terms of time-saving and
hygiene. This technology, which is seen as a new shopping experience for both brands and
consumers, offers different advantages such as reducing return rates, increasing customer
satisfaction and supporting sustainability, as well as creating a virtual environment where users
can digitally try on clothes according to their body size. Although Al-powered virtual test booths
offer great advantages in terms of digitizing the user experience, they also raise some ethical and
technical issues such as data security and privacy, body perception and psychological effects.
However, Al algorithms need to become more inclusive and user-oriented for the development of
virtual booths. The ability of consumers to interact in a virtual environment close to the real
experience is a critical factor for the sustainable success of digital shopping in the future.
Therefore, it is expected that such applications will become an indispensable part of the shopping

experience in the future.

Keywords: Artificial Intelligence, Digital Booth, Fashion, New Media.
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CLAIR DE LUNE YAPAY ZEKA iLE LUKS MUCEVHERDE DEVRIM

Sevda VELI®2,
Dog. Dr. Sibel AKOVA HAVALI®3

0z

Clair de Lune markasi, Fransiz dilinde “Ay Is1g1” anlamina gelmekte ve ismi ile birlikte
siirsel, romantik ve evrensel bir ¢agrisim yaratmay1 amaglamaktadir. Marka, geleneksel sanat ile
ileri teknolojiyi bir araya getirerek kisisellestirilmis, silirdiiriilebilir ve etik bir bakis acisin1 ve liiks
bir deneyimi sunmay1 hedeflemektedir. Clair de Lune, yapay zekanin iiretken algoritmalari ve
trend analizleri sayesinde tasarim siirecini zenginlestirmektedir. Her koleksiyon, bir siir veya kisa
hikaye ile tamamlanir ve s6z konusu hikayeler QR kodlar1 araciligiyla sesli anlatim olarak da
deneyimlenebilmektedir. Bdylece iiriinler yalnizca birer miicevher olmaktan ¢ikarak duygusal ve
sanatsal birer yolculuga doniismektedir. Makine 6grenimi, miisterilere kisisellestirilmis {iriin
onerileri sunarken dogal dil igsleme (NLP) tabanli sanal asistanlar 7/24 destek saglamaktadir.
Artirillmig gergeklik ile sunulan sanal deneme imkanlar1 ve tahmine dayali reklam stratejileri
miisteri deneyimini daha kisisel ve sezgisel hale getirmektedir. Tedarik zinciri yapay zeka ile
optimize edilirken blockchain teknolojisi ile etik kaynak kullanimi giivence altina alinmaktadir.
Uretimde atik azaltimi ve karbon ayak izinin minimize edilmesi, yapay zeka destekli ve artiriimig
gergeklik ile giiclendirilen siiregler ile saglanmaktadir. Bu diisiinceden hareketle, veri giivenligi ve
algoritmik Onyargi denetimleriyle etik yapay zeka kullanimina biiylik énem verildigini ifade
etmek yerinde olacaktir. Clair de Lune, OpenAl ve dijital sanatcilar gibi stratejik is birlikleri ile
teknolojinin Onciisii bir marka olmayir hedeflemektedir. Metaverse magazalari, NFT
koleksiyonlar1 ve dijital miicevher deneyimleri gibi inovatif adimlar ile gelecegin liiks anlayisini
bugiinden sekillendirmektedir. El is¢iliginin ve sanatin 6zgiin dokusu korunarak insan-yapay zeka
is birligine dayali bir model gelistirilmektedir. Bu yaklasim hem geleneksel zanaatkarlig
onurlandirir hem de markayi dijital ¢agda siirdiirtilebilir,

etik ve yenilikgi bir lider haline getirmektedir.

Anahtar Kelimeler: Yapay Zeka, Kisilestirilmis Pazarlama, Makine Ogrenim Modelleri,
NLP, AR.
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CLAIR DE LUNE REVOLUTION IN LUXURY JEWELRY WITH ARTIFICIAL
INTELLIGENCE

ABSTRACT

Clair de Lune, meaning "Moonlight" in French, seeks to create a poetic, romantic, and
universal resonance through its name and products. The brand aims to offer a personalized,
sustainable, and ethical luxury experience by blending traditional artistry with advanced
technology. Clair de Lune enriches its design process through generative algorithms and trend
analysis powered by artificial intelligence. Each collection is complemented by a poem or short
story, which can also be experienced through audio narration via QR codes. Thus, the pieces
transcend being mere jewelry to become emotional and artistic journeys. Machine learning offers
personalized product recommendations, while NLP-based virtual assistants provide 24/7
customer support. Augmented reality enables virtual try-ons, and predictive advertising strategies
also make the customer experience even more personal and intuitive. The supply chain is
optimized with artificial intelligence, and blockchain technology ensures ethical sourcing. Waste
reduction and the minimization of carbon footprint in production are achieved through Al-
supported processes. Moreover, strong emphasis is placed on ethical Al practices through
rigorous data security measures and algorithmic bias monitoring. Clair de Lune aims to become a
pioneer in technology through strategic collaborations with partners like OpenAl and digital
artists. Innovative steps such as metaverse stores, NFT collections, and digital jewelry
experiences are shaping the future of luxury today. By preserving the unique essence of
craftsmanship and artistry, Clair de Lune develops a model based on human-Al collaboration.
This approach honors traditional craftsmanship while establishing the brand as a sustainable,
ethical, and innovative leader in the digital age.

Keywords: Artificial Intelligence, Personalized Marketing, Machine Learning Models,
NLP, AR.
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DiJITAL OYUN TASARIMCILARININ URETKEN YAPAY ZEKAYA YONELIK
KABUL DUZEYLERININ BETIMSEL ANALIZi

Sera BUTUN®4,

Dog. Dr. Bahadir UCANGSS
oz

Dijital oyun tasarimcilarmin ve iiretkenlerinin {iretken yapay zeka (UYZ) teknolojilerine
adaptasyonu, yaraticilik ve teknoloji temelli bir alan olan dijjital oyun ve oyun medyasinin
pratiklerini doniistiirme potansiyeline sahiptir. Dolayisiyla, bu arastirma, oncelikle dijital oyun
sektoriinde tiretim gergeklestiren kisilerin bu teknolojileri benimseme seviyelerini ortaya koymay1
hedeflemektedir. Bu dogrultuda, Karaoglan Yilmaz, Yilmaz ve Ceylan (2024) tarafindan
gelistirilen dort faktér ve yirmi maddeden olusan “Uretken Yapay Zekd Kabul Olcegi”
kullanilmistir. Besli Likert tipi olarak yapilandirilan bu 0Olgek; performans beklentisi, ¢aba
beklentisi, kolaylastirici kosullar ve sosyal etki boyutlarini icermektedir. Veriler, ¢evrim i¢i anket
yoluyla dijital oyun tasarimi siirecinde aktif olarak gorev alan 81 katilimcidan toplanmistir ve bu
calismada her bir maddenin betimsel analizine yer verilmistir. En yiiksek ortalama, g¢aba
beklentisi 4,08 boyutunda gozlemlenmistir. Bu durum, katihimcilarin UYZ uygulamalarin
kullanmay1 genellikle kolay bulduklarimi ve bu teknolojilerle kurduklari etkilesimlerin anlagilir ve
erisilebilir seviyelerde oldugunu diisiindiiklerini gdstermektedir. Bununla beraber, performans
beklentisi 3.95 boyutunun da yiiksek bir ortalamaya sahip olmasi, katilimcilar tarafindan UYZ
uygulamalarinin verimlilik artiric1 ve karsilagilan ¢esitli problemlerin ¢6ziimiinde faydali araglar
olarak algilandigini ortaya koymaktadir. Kolaylastirici kosullar 3.71 boyutu ise ortalama ile orta
diizeyde bir tutuma isaret etmekle beraber kullanicilarin bu teknolojileri kullanimi sirasinda
ihtiya¢ duyduklarinda yardim alabileceklerine ya da teknolojik uyumlulugun yeterli olduguna
kismen inandiklarin1 géstermektedir. Sosyal etki 3.44 ise en diisiik ortalamaya sahip boyut olarak
dikkat c¢ekmektedir. Bu boyutun diger faktorlere kiyasla daha disiik degerlendirilmesi,
katilimcilarin UYZ kullamim kararlarinda sosyal cevrelerinden ziyade bireysel kararlarinin daha
belirleyici oldugunu goéstermektedir. Genel ortalama tiim maddeler iizerinden hesaplandiginda
3.82'lik bir deger elde edilmis ve bdylece katilimcilarin UYZ’yi benimseme ve kullanma
yoniindeki tutumlarinin genellikle pozitif oldugu goriilmiistiir. Tim bunlarin sonucunda
calismanin, yaratic1 endiistriler i¢inde yer alan ve daha dnce Tiirkiye’de gergeklestirilen UYZ
odakli caligsmalarda, yeterince temsile sahip olmayan dijital oyun endiistrisi bilesenlerinin bu tiir
inovasyonlara yonelik yaklasimlarini ortaya koymasi bakimindan literatiire yeni bir katki sundugu

diistiniilmektedir.

Anahtar Kelimeler: Uretken Yapay Zeka, Dijital Oyun Tasarimi, Teknoloji Kabulii.
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DESCRIPTIVE ANALYSIS OF DIGITAL GAME DESIGNERS’ ACCEPTANCE LEVELS
TOWARDS GENERATIVE ARTIFICIAL INTELLIGENCE

ABSTRACT

The adaptation of digital game designers and producers to generative artificial intelligence
(GAI) technologies holds the potential to transform the practices of digital games and game
media, a field rooted in creativity and technology. Accordingly, this study primarily aims to reveal
the levels of adoption of these technologies by individuals who are actively producing within the
digital game industry. In this regard, the “Generative Artificial Intelligence Adoption Scale,”
developed by Karaoglan Yilmaz, Yilmaz, and Ceylan (2024), consisting of four factors and 20
items, was utilized in the study. Structured as a five-point Likert scale, this scale includes the
dimensions of performance expectancy, effort expectancy, facilitating conditions, and social
influence. Data were collected via an online survey from 81 participants actively involved in the
digital game design process, and this study presents a descriptive analysis of each item. The
highest average was observed in the effort expectancy dimension (4.08). This indicates that
participants generally find GAI applications easy to use and consider their interactions with these
technologies to be clear and accessible. Additionally, the high mean score in the performance
expectancy dimension (3.95) reveals that participants perceive GAI applications as tools that
enhance efficiency and are useful in solving various problems encountered during their work. The
facilitating conditions dimension (3.71) points to a moderate level of attitude, suggesting that
users partially believe they can receive support when needed or that the technological
infrastructure is sufficiently compatible. Social influence (3.44), on the other hand, stands out as
the dimension with the lowest mean. The relatively lower rating of this dimension compared to
the others suggests that individuals’ decisions to use GAI are more determined by their personal
agency rather than by their social environment. When the overall average across all items is
calculated, a value of 3.82 is obtained, indicating that participants generally hold a positive
attitude toward adopting and using GAI In conclusion, it is considered that this study provides a
novel contribution to the literature by revealing the approaches of components within the digital
game industry -a sector within the creative industries that has been underrepresented in previous

GAl-focused studies conducted in Turkey- toward such innovations.

Keywords: Generative Artificial Intelligence, Digital Game Design, Technology
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DEEPFAKE VE SES KLONLAMA TEKNOLOJILERININ KOTUYE
KULLANIMI: HUKUKI, ETIK VE TOPLUMSAL BiR INCELEME

Nijat GUDRATLI¢6

Dog. Dr. Merve CELIK VAROLS7
oz

Gilinimiizde dijital teknolojilerin hizli ve siirekli gelisimi, bilgiye erisim ve igerik liretim
stireclerini kolaylastirmakta bireylerin ve kurumlarin dijital ortamda daha yaratici ve etkili
bicimlerde varlik géstermesine olanak tanimaktadir. Ancak bu teknolojik ilerlemeler, beraberinde
yeni etik ve hukuki sorunlar1 da getirmektedir. Ozellikle deepfake ve ses klonlama gibi yapay
zeka temelli teknolojiler, dijital manipiilasyon araglari olarak 6n plana ¢ikmaktadir. Bu sistemler,
bir kisinin goriintlisiinii veya sesini baska bir kisiyle degistirerek ya da tamamen sahte icerikler
yaratarak, gercege son derece yakin dijital materyaller liretmeyi miimkiin kilmaktadir. Baslangigta
eglence, sanat ve medya sektdrlerinde yaratici projelere imkan sunan bu teknolojiler, zamanla
kotii niyetli amaglar dogrultusunda kullanilmaya baglanmistir. Dezenformasyon kampanyalari,
kimlik hirsizlig1, siyasi manipiilasyon, kisisel itibara zarar verme ve kamu giivenligini tehdit eden
cesitli faaliyetler, bu teknolojilerin kétiiye kullaniminin dogurdugu baslica sorunlar arasinda yer

almaktadir.

Bu ¢alismada, deepfake ve ses klonlama teknolojilerinin kétiiye kullaniminin hukuki, etik
ve toplumsal boyutlar1 kapsamli bir bi¢cimde ele alinacaktir. Arastirmanin temel amaci, bu
teknolojilerin kotliye kullanimini 6nlemeye yonelik mevcut hukuki ve etik diizenlemelerin
yeterliligini analiz etmek ve bu alanda gelistirilebilecek yeni ¢éziim Onerilerini tartigsmaktir. Bu
baglamda oncelikle, deepfake ve ses klonlama teknolojilerinin teknik temelleri ve calisma
prensipleri agiklanacak, ardindan Tiirkiye ve diinyadaki giincel yasal diizenlemeler incelenecektir.
Mevzuatin, bireylerin mahremiyet haklarini, rizaya dayali veri kullammim ve dijital kimlik
giivenligini ne olgiide koruyabildigi degerlendirilecektir. Ayrica, etik ilkeler 1s181nda bireylerin
onuru, haklari ve dijital alandaki 6zgiirliikleri lizerindeki etkiler tartisilacaktir.

Calismada, ayn1 zamanda s6z konusu teknolojilerin toplum {izerindeki uzun vadeli
etkilerine de deginilecek; bireylerin dijital ortamlara olan giiveninin zedelenmesi, toplumsal
kutuplagsmanin artmasi ve bilgi kirliliginin yayginlagsmasi gibi olas1 riskler analiz edilecektir. Tiim
bu incelemelerin 1s181nda, deepfake ve ses klonlama teknolojilerinin kotiiye kullanimini
sinirlamaya yonelik yeni hukuki diizenleme Onerileri ve politika tasarimlari gelistirilecektir. Bu
cercevede, hem bireysel hak ve Ozgiirliklerin korunmasini hem de toplumsal giivenligin
saglanmasini hedefleyen ¢ok boyutlu bir yaklagim ortaya konulacaktir.

Anahtar kelimeler: Deepfake, Ses Klonlama, Dijital Mahremiyet, Hukuki Diizenlemeler,
Etik Sorunlar.
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THE MISUSE OF DEEPFAKE AND VOICE CLONING TECHNOLOGIES: LEGAL,
ETHICAL, AND SOCIETAL ANALYSIS

ABSTRACT

Today, the rapid and continuous development of digital technologies facilitates access to
information and the processes of content creation, allowing individuals and institutions to have a
more creative and impactful presence in the digital environment. However, these technological
advancements also bring forth new ethical and legal challenges. In particular, artificial
intelligence-based technologies such as deepfake and voice cloning have emerged as prominent
tools of digital manipulation. These systems enable the creation of highly realistic fake content by
altering a person's image or voice or by generating entirely synthetic material. While initially
offering creative opportunities for the entertainment, arts, and media industries, these
technologies have increasingly been used for malicious purposes. Major issues arising from their
misuse include disinformation campaigns, identity theft, political manipulation, damage to
personal reputations, and threats to public safety.

This study aims to comprehensively examine the legal, ethical, and societal dimensions of
the misuse of deepfake and voice cloning technologies. The primary objective of the research is
to evaluate the adequacy of current legal and ethical regulations in preventing the misuse of these
technologies and to propose new solutions for addressing emerging challenges. In this context,
the study will first explain the technical foundations and operational principles of deepfake and
voice cloning technologies. It will then analyze the existing legal frameworks in Turkey and
around the world, assessing to what extent current regulations can protect individuals' privacy
rights, ensure consent-based use of personal data, and secure digital identities. Moreover, the
study will explore the ethical implications of these technologies, focusing on the preservation of
human dignity, rights, and freedoms in the digital sphere.

Additionally, the potential long-term societal impacts of these technologies will be
discussed, including the erosion of trust in digital environments, the amplification of societal
polarization, and the spread of misinformation. Based on these analyses, the study will present
proposals for new legal regulations and policy frameworks aimed at limiting the misuse of
deepfake and voice cloning technologies. This approach will seek to balance the protection of
individual rights and freedoms with the maintenance of public safety, offering a multidimensional
perspective on the governance of emerging digital technologies.

Keywords: Deepfake, Voice Cloning, Digital Privacy, Legal Regulations, Ethical Issues.
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8 MART DUNYA KADINLAR GUNU BAGLAMINDA MiLLi SAVUNMA
BAKANLIGI INSTAGRAM HESABI ARACILIGIYLA PAYLASILAN
VIDEOLAR UZERINE BiR INCELEME

Kiirsat IPEKS$, Giilberk Tugba DEMIRBAY®,

Do¢ Dr. Gokmen KANTAR7
oz

Kiiresellesen diinya diizeninin ardindan gelisen teknolojiyle birlikte dijital platformlar
yayginlagarak medya endiistrisinde ciddi bir degisim yasanmasini sagladi. Giiniimiizde hayatin
bir¢ok noktasinda 6nemli hile gelen yapay zeka teknolojisi, bu dijital platformlar igin igerik
iretilmesi konusunda hedeflenen kitleye daha hizli bir sekilde ulasilmasi, verilerin daha detaylica
analiz edilebilmesi gibi kolayliklar1 saglamasi nedeniyle kullanilan vazge¢ilmez bir uygulama
haline geldi. Bu baglamda incelenmis olan Milli Savunma Bakanligi’nin (MSB) 8 Mart Diinya
Kadinlar Gliniine 6zel olarak hazirladigi ve Instagram hesabinda son bes yilda paylasilan
videolarda, kadinlarin Tiirk Silahli Kuvvetleri (TSK)’ndeki yerini ve onlarin tarih boyunca
iistlendikleri kahramanlik rollerini vurgulayan gii¢lii bir anlati sunulmaktadir. Paylasilan tiim
videolarda sadece kadin askerlerin basarilar1 degil, ayn1 zamanda Tiirk tarihinde 6nemli rol

oynamis kadin figiirler de onurlandirilarak kadinlarin askeri ve toplumsal miicadeledeki yerini
gozler Oniine serilmektedir.

Duygusal ve etkileyici bir anlatimla Tiirk kadinmin ge¢misten giiniimiize uzanan
fedakarliklar1 ve cesaretleri 6n plana ¢ikarilmaktadir. 2020 yilinda paylasilan videoda: “Bir
kelimeden ¢ok daha fazlasidir kadin. Bu topraklarin giinesi, yagmuru, bereketi, aydinlik

bR

yarmlarin habercisiyim.” ifadeleriyle baslayan metin, kadinlarin hayatin her alanindaki rollerine
vurgu yaparak onlarin sadece bir birey degil, ayn1 zamanda toplumun sekillendirici unsurlarmdan
biri oldugunu anlatmaktadir. Kadinlar hem anne hem asker hem &gretmen hem de bir savasei
olarak tanitilirken ayn1 zamanda tarihteki kahraman Tiirk kadinlarina da yer verilen videoda,
“Dilismana aman vermeyen Nene Hatun, Kara Fatma, Halime Cavus benim. Tiirk milletine
Atatilirk’ii armagan eden Ziibeyde anayim.” ifadeleriyle, milli miicadelede ve Cumhuriyetin
kurulusunda kritik rollerde yer almis kadinlarimiz anilmaktadir. “Goklerde de ben varim, ¢iinki
ben diinyanin ilk kadin savas pilotuyum.” ciimlesiyle, Sabiha GOKCEN’e atifta bulunulmaktadir.
Modern donemde TSK’de gorev yapan kadin askerlerin askeri operasyonlardaki katkilar1 da
vurgulanarak “Barigin elgisi olarak Bosna’da, Kosova’da, Afganistan’dayim” ifadesiyle Tiirk
kadin askerlerin uluslararas1 gorevlerdeki basarilarina dikkat ¢ekilmektedir. Videoda, 31 Mayis
2017°de Sirnak’m Uludere ilgesine bagli Senoba’da meydana gelen helikopter kazasinda sehit
olan Tiirkiye’nin ilk ilge Jandarma Komutan Yarbay Songiill YAKUT un goériintiilerine de yer
verilerek kadin askerlerin vatanlar1 ugrunda gozlerini bile kirpmadan sehadete erecek
fedakarliklar1 ve cesaretleri bir kez daha hatirlatilmaktadir. MSB’nin tim bu videolarinda,
kadinlarin tarih boyunca istlendikleri rollerin 6neminin alti1 ¢izilerek giiniimiizde de ordu
icerisindeki her goérevi layikiyla yapabildikleri vurgulanmakta ve onlar1 bu yonde
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onurlandirmaktadir. Ozellikle de 8 Mart 2025 yilinda paylasilan videoda: “Bizler dalgalar1 asar,
ufuklara zafer ve barig tasiriz. Mavi Vatan’da firtina gibi esen cesaretimizle yol aliriz.” ciimlesiyle
kadin askerlerin denizdeki, “Biz kadimnlar gokyliziine milletin onurunu tasiriz.” cilimlesiyle
havadaki, “Kadin, zafere yliriiyen bir ulusun en giir sesidir.” ciimlesiyle karadaki basarilari
gorsellerle desteklenerek belirtilmistir. Tiirkiye’de son yillarda yilikselmekte olan savunma
sanayisine: “Celige ruh veren giiciimiizle savunma sanayimizi gelecege tasiyoruz.” seklinde atif
yapilmig, “Ellerimizde hayatin sicaklifiyla yaralilara can oluruz.” ciimlesiyle de yine kadin
askerlerin her birimdeki varliklarin1 basariyla idame ettikleri vurgulanmistir. Nitel arastirma
yontemlerinden icerik analizi yOntemiyle hazirlanan bu g¢alismada, toplumumuzda kadmnlarin
degerini ve onlarin hayatimiza etkilerini hatirlatan bu paylasimlarin cinsiyet esitligi ve

farkindaligin artmasina yonelik katkilarin yapay zeka kullanilarak hazirlanmasiin iizerinde
durulacaktir.

Anahtar Kelimeler: Tiirk Kadini, Yapay Zeka, Sosyal Medya, Kadin, Asker.
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ANALYSIS OF THE VIDEO SHARED BY THE MINISTRY OF NATIONAL
DEFENSE ON INSTAGRAM IN THE CONTEXT OF INTERNATIONAL
WOMEN’S DAY ON MARCH 8TH

ABSTRACT

After the globalized world order, digital platforms have become widespread with the
developing technology and have enabled a serious change in the media industry. Artificial
intelligence technology, which has become important at many points of life today, is now an
indispensable tool for producing content for these digital platforms due to providing convenience
such as reaching the target audience faster and analyzing data in more detail. In the videos
specially prepared by the Ministry of National Defense (MSB) for International Women's Day on
March 8th and shared on its Instagram account over the past five years, which have been
examined in this context, a strong narrative is presented that emphasizes the place of women in
the Turkish Armed Forces (TSK) and the heroic roles they have assumed throughout history. In
all the videos shared, not only the achievements of women soldiers, but also female figures who
have played an important role in Turkish history are honored and the place of women in military
and social struggle is revealed. With an emotional and impressive narration, the sacrifices and
courage of Turkish women from the past to the present are brought to the fore. In a video shared
in 2020, the text that begins with the statement, ‘A woman is much more than a word. [ am the
messenger of the sun, the rain, the abundance, and the bright tomorrows of this land,” emphasizes
the roles of women in all areas of life. It highlights that women are not only individuals but also
one of the shaping forces of society. While women are portrayed as mothers, soldiers, teachers,
and warriors, the video also features heroic Turkish women from history, such as Nene Hatun and
Kara Fatma, who did not bow to the enemy, as well as Halime Sergeant. It also commemorates
Ziibeyde Hanim, who gave Atatiirk to the Turkish nation.With their statements, our women who
have taken part in critical roles in the national struggle and the establishment of the Republic are
commemorated. “With the statement, ‘I am also in the skies because I am the world’s first female
fighter pilot,” the video refers to Sabiha Gokgen.”The contributions of women soldiers serving in
the TSK in the modern period in military operations were also emphasized; ‘I am in Bosnia,
Kosovo, Afghanistan as an ambassador of peace.” with the statement, attention is drawn to the
achievements of Turkish women soldiers in international missions. The video also includes the
images of Lieutenant Colonel Songiil YAKUT, the first district Gendarmerie Commander of
Turkey, who was killed in a helicopter crash in Senoba, Uludere district of Sirnak, on May 31,
2017, and reminds us once again of the sacrifices and courage of women soldiers who will bear
martyrdom for their homeland without even blinking their eyes. In all these videos of the MSB,
the importance of the roles that women have assumed throughout history is underlined and it is
emphasized that they are able to perform every duty properly in the army today and it honors
them in this direction. Especially in the video shared on March 8, 2025, women soldiers are
represented at sea with the statement, ‘We transcend the waves; we carry victory and peace to the
horizons.’ In the air, they are portrayed with the line, ‘We women carry the honor of the nation to
the sky,” while their achievements on land are emphasized through the statement, ‘A woman is the
loudest voice of a nation marching to victory,” supported by visual representations. In reference to
Turkey’s rapidly advancing defense industry in recent years, the video states, ‘We are carrying
our defense industry into the future with the power that gives spirit to steel.” Additionally, with
the line, “We give life to the wounded with the warmth of life in our hands,’ it is emphasized that
women soldiers successfully sustain their presence and contributions across all units. In this
study, prepared by content analysis method, one of the qualitative research methods, it will be
emphasized that these shares, which remind us of the value of women in our society and their
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impact on our lives, contribute to increasing gender equality and awareness by using artificial
intelligence.

Keywords: Turkish Woman, Artificial Intelligence, Social Media, Woman, Soldier.
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TERCUME METINLERINDE YAPAY ZEKA KULLANIMI

Mariam NADIF7!,

Dr. Aylin KIRHAN?72
oz

Yasadigimiz donemde ve yakin gelecekte bilgi teknolojilerinin ve iletisim arag ve
olanaklarmin gelisimi ile yiikselisi sonrasi yasanan yikici ve keskin doniisiimlerin olusturacagi,
herkesin her tiirlii bilgiye, ihtiyacini hissettigi dilde ulasabilecek olmasi, terciime (geviri)
sektoriinde sunulan sayisiz alternatiflerin gelistirmesine imkan tanimaktadir. Yapay zekanin
gelisim gostermesi ile birlikte, ihtiyaci hissedilen bilgilere, istenilen dilde erisim saglama
imkaninin olusmasi, farkli amaglar ve arastirmalarin daha kisa siireler icerisinde
gerceklestirilmesine de imkéan saglamaktadir. Ayn1 zamanda yapay zekd teknolojileri, terciime
veya ceviri alaninda arastirmacilar stratejik ve islenmemis konulari aragtirma noktasinda da
tesvik edecektir. Teknolojinin hizla kiiresellesmesine paralel olarak bilgi islem sistemleri
araciligryla toplum yapisi derinden etkilenmekte ve yapay zeka bircok meslegi degistirebilecek;
hatta bazi meslekleri de tamamen ortadan kaldirabilecektir. Oyle ki yapay zeka destekli ceviri
sistemleri bilhassa giinlimiizde, bazi dil kombinasyonlarinda terciime isini meslek edinmis
bireyler ile rekabet edebilecek seviyeye gelmistir. Bu sebeple ¢evirmenlik mesleginin, teknolojik
doniisimden en derin sekilde etkilenen mesleklerin baginda geldigini ifade etmek miimkiindiir.
Yapay zeka programlari, standart ve teknik metinlerin ¢evirisinde giderek daha fazla
kullanilirken, ¢evirmenlerin rolii editorliik, kiiltiirel uyarlama ve yaratict metin cevirisi gibi
alanlara dogru evrilmektedir. Bu yogun bilgi akisi ve sert rekabet ortaminda artik farkli bir
secenegin de kalmadig1 gozler oniline serilmektedir. Zira, diinya iizerinde s6z konusu devasa veri
yiginlarini analiz edebilecek bir beyinin varlik gostermedigini ifade etmek yerinde olacaktir. Bu
sebeple, gelisen teknolojinin gerisinde kalmamak adina, bilgi teknolojilerinin sundugu
olanaklardan azami bir bicimde fayda saglamak ve gelismelere uyum saglamak, biiyiik 6nem arz
etmektedir. Bu caligmada egitim sistemlerinin ifade edilen doniisiim siirecinde, yapay zeka
teknolojilerine uyum dereceleri degerlendirilecektir. Zira, gelecek nesil egitim yonetim sistemleri,
yapay zeka araclariyla entegre olarak 6grencilerin is diinyasina hazirlanmasinda biiyiik 6nem arz
edecektir. Yakin gelecekte yapay zekayla ¢alisabilme, onu yonetebilme ve sinirlarini anlayabilme

becerilerinin en degerli yetkinlikler arasinda olacagi tahmin edilmektedir.

Anahtar kelimeler: Ceviri Sektorii, Yapay Zeka, Yikict Doniigiim, Dijital Uyum ve
Adaptasyon.
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USE OF ARTIFICIAL INTELLIGENCE IN TRANSLATION TEXTS

ABSTRACT

In our current era and the near future, after the rise of information and communication
technologies, it is anticipated that disruptive transformations will occur, and the ability of
everyone to access all types of information in any desired language will enable the development
of numerous alternatives in the translation sector. Strategies will be developed that encourage
researchers to use extensive information aligned with different values and various topics/
purposes, rather than limited texts and specific languages to meet their needs. Parallel to the rapid
globalization of technology, social structures are being profoundly affected through information
processing systems, and artificial intelligence will change many professions and may even
completely eliminate some. Al-assisted translation systems have now reached a level where they
can compete with human translators in certain language combinations. Translation is among the
professions most deeply affected by technological transformation. While Al programs are
increasingly being used in the translation of standard and technical texts, the role of translators is
evolving toward editing, cultural adaptation, and creative text translation. In this environment of
intense information flow and fierce competition, we have no other choice, as there is no brain in
the world capable of analyzing these enormous data masses. Therefore, our only hope is to adapt.
This study will evaluate the importance of education systems adapting to artificial intelligence
technologies during this transformation process and the significance of next-generation education
management systems integrated with Al tools in preparing students for the business world. It is
predicted that the skills of working with artificial intelligence, managing it, and understanding its
limitations will be among the most valuable competencies in the near future.

Keywords: Information and Communication Technologies, Disruptive Transformation,
Translation Sector, Adaptation Strategies, Globalization of Technology.
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YAPAY ZEKA DESTEKLi DEZENFORMASYONUN KULTUREL
DIiPLOMASIYE ETKILERI UZERINE BiR DEGERLENDIRME

Ali YETGIN7,

Dr. Alper KASIMOGLU74

OZET

Bu caligma, yapay zeka teknolojilerinin dezenformasyon fiiretimindeki artan roliinii ve bu
olgunun kiiltiirel diplomasi iizerindeki etkilerini incelemektedir. Yapay zekd teknolojilerinin
kiiltiirel diplomasi mekanizmalarina yonelik tehditlerini analitik bir ¢ergevede ele almaktadir.
Kiiltiirel diplomasi, sanat, dil, tarih ve ortak degerler gibi unsurlar araciligiyla uluslararas1 giiven
insasini ve karsilikli anlayisin gelistirilmesini hedefleyen bir yumusak gii¢ stratejisidir. Bu siirec,
kiiltiirleraras1 diyalogu derinlestirerek diplomatik iligkileri giiglendirme ve kiiresel 6lgekte giiven
inga etme potansiyeline sahiptir. Ancak, derin 6grenme, dogal dil isleme (NLP) ve iiretken yapay
sinir aglar1 (GAN) gibi yapay zeka tabanli teknolojilerle desteklenen dezenformasyon faaliyetleri,
kiiltiirel anlatilar1 tahrif ederek, toplumsal giiveni zayiflatarak ve uluslararasi is birligini sekteye
ugratarak kiiltiirel diplomasiyi kirilgan hale getirmektedir. Derin sahte (Deepfake) videolar, sahte
sosyal medya icerikleri ve otomatiklestirilmis metinler gibi araglar, hedef toplumlarda kiiltiirel
stereotiplerin giiglenmesine ve yanlis algilarin kdklesmesine zemin hazirlamaktadir. Yapay zeka
teknolojilerinin bir silah gibi kullanilmasi kiiltiirel diplomasiyi tehdit eder hale gelmistir. Kiiltiirel
diplomasi, giiven, seffaflik ve karsilikli anlayis gibi degerlere dayanir; ancak bu degerler, yapay
zeka destekli dezenformasyon karsisinda kirilgan héale gelmektedir. Bu baglamda calisma, yapay
zeka destekli dezenformasyonun teknik altyapisin1 ve yayilma dinamiklerini ayrintili bicimde
coziimlemekte; kiiltiirel diplomasi iizerindeki yikici etkilerini elestirel bir bakis acisiyla
tartismaktadir. Ayrica dijital etik normlarin giiclendirilmesi, dijital okuryazarligin artirilmasi ve
uluslararast dogrulama aglarinin kurulmasi gibi ¢ok boyutlu ¢6ziim Onerileri gelistirmektedir.
Calismanin amac, kiiltiirel diplomasinin dijital ¢cagda maruz kaldig: tehditleri daha derinlikli bir
perspektiften degerlendirmek ve politika yapicilar ile akademisyenlere yonelik stratejik yol
haritalar1 sunmaktir. Bu baglamda c¢aligma, dijital ¢agin meydan okumalarina karsi kiiltiirel
diplomasiyi koruma ve yeniden yapilandirma siirecine katki saglamay1 hedeflemektedir.
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AN EVALUATION ON THE EFFECTS OF ARTIFICIAL INTELLIGENCE-
SUPPORTED DISINFORMATION ON CULTURAL DIPLOMACY

ABSTRACT

This study examines the increasing role of artificial intelligence technologies in the
production of disinformation and its implications for cultural diplomacy. It analytically examines
the threats of Al technologies to cultural diplomacy mechanisms. Cultural diplomacy is a soft
power strategy that aims to build international trust and promote mutual understanding through
elements such as art, language, history and shared values. This process has the potential to
strengthen diplomatic relations and build trust on a global scale by deepening intercultural
dialogue. However, disinformation activities supported by Al-based technologies such as deep
learning, natural language processing (NLP) and generative artificial neural networks (GANs)
make cultural diplomacy vulnerable by distorting cultural narratives, undermining public trust
and disrupting international cooperation. Tools such as deepfake videos, fake social media content
and automated texts are enabling the reinforcement of cultural stereotypes and the entrenchment
of misperceptions in target societies. The use of artificial intelligence technologies as a weapon
has become a threat to cultural diplomacy. Cultural diplomacy is based on values such as trust,
transparency and mutual understanding; however, these values are becoming fragile in the face of
Al-driven disinformation. In this context, this study analyzes the technical infrastructure and
propagation dynamics of Al-driven disinformation in detail and critically discusses its destructive
effects on cultural diplomacy. It also proposes multidimensional solutions such as strengthening
digital ethical norms, increasing digital literacy and establishing international verification
networks. The aim of the study is to assess the threats to cultural diplomacy in the digital age
from a deeper perspective and to provide strategic roadmaps for policymakers and academics. In
this context, the study aims to contribute to the process of protecting and restructuring cultural
diplomacy against the challenges of the digital age.

Keywords: Artificial Intelligence, Disinformation, Cultural Diplomacy, Soft Power,
Digital Literacy.
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YAPAY ZEKANIN MUZIiK ESERLERI UZERINE ETKILERI

Su Sesim SAHINTS,
Dog. Dr. Sibel AKOVA HAVALI76

OZET

Yapay zeka araglari; 6zellikle 2000’11 yillarda baglayan makine 6grenmesi siirecinin, derin

Ogrenme siirecine doniismesi ile 2010’'lu yillardan itibaren ¢esitli program ve formlarla gagcil
toplumlarin yasamlarinda yer edinmeye baglamistir. S6z konusu hizli degisim ve gelisim siireci,
beraberinde cesitli etik tartismalar1 ve gesitli varsayimlar1 getirse de yapay zeka ve yapay zeka
araglari, iliretim ve tiiketimde, glinlimiizde dnemli bir yere sahip olmustur. Arastirma, fotograf
diizenleme, video goriintii olusturma, beste yapma, gorsel yaratma, ses olusturma ve akla
gelebilecek diger birgok alanda kullanabilecegimiz bir¢ok arag, teknolojinin gelisip giiniimiizde
sahip oldugu kosullara evrilmesi ile yaraticiligin sinirlarin1 zorlamak isteyen bir¢ok insanin
destekcisi olmustur. Yapay zeka, miizigin iiretim agsamasinda da analiz etme siirecinden, dagitim,
mix ve mastering siire¢lerine ve hatta besteleme siirecinde dahi kullanilmaktadir. Yapay zeka ve
yapay zeka destekli araglar sayesinde miizisyenler, prodiiktorler, ses karistirma, ritim ekleme,
akor dizileri verme gibi islemleri daha hizli ve konforlu hale getiren algoritmalardan
faydalanmaya baslamislardir. Positive Grid Spark mini, yapay zeka tabanl bir amfi olarak miizik
piyasasina girmis ve kullanicilarm deneyimine sunulmustur. Uriin, sarjlidir ve akilli cihazlara
indirilen bir uygulama ile ¢aligir, miizisyene veya hobi olarak gitar ¢alan kisiye, miizik tiretim
stirecinde ¢ok¢a kolaylik saglamistir. Jukedeck gibi bir yapay zekd destekli platform,
kullanicilarin, telifsiz miizikler iiretmelerini saglamakta; Spotify, Apple Miizik gibi, miizik
dinleme platformlar1 da yine yapay zekd algoritmalarini kullanarak, kullanicilarin dinleme
aliskanliklarini analiz edip buna gore calma listeleri olusturmaktadir. Tiim bunlarin diginda ise,
Beyza Dogug, Tiirkiye'de, yapay zekayi sanat iiretimi siirecine entegre etmeyi bagsarmis ve tiim bu
stireci kisa videolarla kaydedip bu videolar1 da birer Instagram igerigi haline getirerek, takipgileri
ile paylagmistir. Beyza Dogug, 28 yasinda, sanat iiretim siirecinde yapay zekayi, teknolojiyi sik¢a
kullanan ve bunu insanin yaratici yetenegiyle oldukca basarili bir bigimde uyumlandiran geng bir
sanatgidir. “Burglarin Sarkilar” adinda 12 burg i¢in sarkilar yaptigi bir albiimii ve sekiz ayri
klasik kitap i¢in sekiz ayr1 sarkidan olusan bir albiimii de bulunmaktadir. En dikkat ¢eken
eserlerinden biri ise, Cumhuriyetin 100. Yilinda, Tiirk miiziginin yiiz yillik tarihine yer verdigi
sarkisidir. Beste yapabilmek i¢in olusturdugu bir yazilimi vardir. Kendi beyin dalgalarini gorsele
doniistiirmiis, yapay zeka araglari ile kendine animasyonlar yapmus, farkli kodlar yazmistir. Tiim
bu bilgiler 1s181nda yapay zeka, insanin sanat {iretimini durduran, kisitlayan ve insani isinden
edecek bir aragtan ziyade, insani ve iiretim siirecini, gelistiren, destekleyen bir ara¢ olmustur.
Ancak, miizikte vazgecilmez olan, duygu, yaraticilik ve orijinallik, yapay zeka ile iiretilen sanat
iiriinlerinde eksik kalabilmektedir, tam bu noktada da devreye insan faktorii girmektedir. Insanin
yaraticiligl ve deneyimi, yapay zekay: egitip yonlendirmesi ve gelistirmesi ile ortaya daha iyi
sonuclar ¢ikmaktadir.
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ARTIFICIAL INTELLIGENCE AND MUSIC

ABSTRACT

Artificial intelligence tools have rapidly become part of human life, especially since the
2010s, as machine learning processes that began in the 2000s evolved into deep learning. While
this rapid change and development have sparked various ethical debates and assumptions,
artificial intelligence and Al-powered tools have secured a significant role in both production and
consumption today. With advances in technology and the evolution of today’s digital landscape,
numerous tools are now available to support those who wish to push the limits of creativity. These
tools can be utilized across a wide range of fields, including research, photo editing, video
generation, music composition, visual arts, sound design, and many others. Artificial intelligence
is now used in multiple stages of music production, from analysis to distribution, mixing,
mastering, and even composition. With the help of artificial intelligence and Al-powered tools,
musicians and producers are beginning to benefit from algorithms that make tasks like sound
mixing, rhythm generation, and chord progression faster and more convenient. One such example
is the Positive Grid Spark Mini, an Al-based amplifier introduced to the music market. This
rechargeable device works through an app installed on smart devices, offering great convenience
to musicians and hobbyist guitarists in the creative process. Platforms like Jukedeck allow users
to generate royalty-free music with the support of Al. Similarly, music streaming services such as
Spotify and Apple Music utilize Al algorithms to analyze users’ listening habits and generate
personalized playlists. In Turkey, artist Beyza Dogu¢ has successfully integrated artificial
intelligence into her creative process. She documented this journey through short videos and
shared them as Instagram content with her followers. At just 28 years old, Beyza is a young artist
who frequently uses Al and technology in her artistic production, skillfully harmonizing them
with human creativity. She has released an album titled “Songs of the Zodiac”, featuring one song
for each of the 12 zodiac signs, and another album inspired by eight different classic novels, with
one song dedicated to each. One of her most remarkable works is a piece composed in honor of
the Republic’s 100th anniversary, which reflects the century-long history of Turkish music. She
developed her own software for music composition, turned her brainwaves into visuals, created
animations using Al tools, and even wrote various codes to support her artistic vision. In light of
all this, it is fair to say that artificial intelligence should not be seen as something that limits or
replaces human artistic creation, but rather as a tool that supports and enhances the creative
process. However, it is important to remember that in music—where emotion, creativity, and
originality are essential—these qualities may be lacking in Al-generated works. This is where the
human factor becomes essential. The best outcomes are achieved when human creativity and
experience guide, train, and refine artificial intelligence.

Keywords: Artificial Intelligence, Music, New Media, Communication.
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YAPAY ZEKANIN DiJiTAL BAGIMLILIK UZERINDEKI ETKISi: 2020-2025
YILLARI ARASINDA YAPILAN AKADEMIiK CALISMALARIN
INCELENMESI

Ramazan OZDEMIR77
Dr. Abdiilbesir CEYLAN78
oz

Dijitallesmenin hizla arttig1 gliniimiizde, yapay zeka teknolojilerinin bireylerin yasam tarzi
lizerindeki etkileri daha goriiniir hale gelmistir. Ozellikle sosyal medya, eglence ve iletisim
alanlarinda yapay zekanin sundugu kisisellestirilmis deneyimler, bireylerin teknolojiyle
kurduklar iliskiyi derinden etkilemekte ve yeni bagimlilik tiirlerinin ortaya ¢ikmasina zemin
hazirlamaktadir. Bu ¢ergevede, yapay zekanin dijital bagimlilik {izerindeki etkilerinin kapsamli ve
cok yonlii bigcimde arastirilmasi hem bireysel farkindaligin artirllmasi hem de toplum sagliginin
korunmasi agisindan biliyilkk O6nem tasimaktadir. Bu ¢alisma, 2020-2025 yillar1 arasinda
yayimlanan toplam 11 akademik calismay1 analiz ederek yapay zekanmn dijital bagimlilik
iizerindeki etkilerini ortaya koymayr amaglamaktadir. Arastirma, nitel arastirma yontemi
kullanilarak yiiriitiilmiis ve veri toplama yontemi olarak belge analizi teknigi tercih edilmistir.
Incelenen calismalar; arastirma amaci, yontemi, drneklemi, veri toplama araclar1 ve veri analiz
yontemleri agisindan ve sistematik bicimde degerlendirilmistir. Bulgular, yapay zeka destekli
Oneri sistemleri ve detayli oyunlastirma unsurlarinin 6zellikle gen¢ kullanicilar arasinda dijital
bagimliligi artirdigimi agik bir sekilde gdstermektedir. Buna karsin, ekran siiresi takibi ve dijital
davranig rehberligi saglayan yapay zekad uygulamalarinin, bireylerin teknoloji kullanimin1 daha
saglikli ve kontrollii hale getirmede olumlu katkilar sundugu goriilmektedir. Arastirmalarda, geng
bireylerin dijital bagimliliga daha agik olduklari; yetiskin bireylerin ise yapay zekanin iiretkenlik
ve verimlilik odakli islevlerinden daha fazla fayda sagladiklar1 belirtilmistir. Sonug olarak, yapay
zekanin dijital bagimlilik iizerindeki etkilerinin yalnizca bireysel diizeyde degil, aym1 zamanda
toplumsal ve kiiltiirel boyutlarda da ele alinmasi gerektigi anlasilmaktadir. Gelecek calismalarin
farkli yas gruplarinda, farkli kiiltiirel baglamlarda ve gesitli yapay zeka uygulama alanlarinda
yapilacak derinlemesine analizlerle desteklenmesi biiyiikk Onem arz etmektedir. Ayrica, yapay
zekanin sorumlu kullanimi, kullanicr farkindaliginin artirilmasi ve bagimlilik risklerini azaltmaya
yonelik kapsamli diizenlemeler gelistirme siiregleri de bundan sonraki arastirmalarda oncelikli

konular arasinda yer almalidir.
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THE IMPACT OF ARTIFICIAL INTELLIGENCE ON DIGITAL ADDICTION: A
REVIEW OF ACADEMIC STUDIES BETWEEN 2020 AND 2025

ABSTRACT

In today's rapidly digitalizing world, the impact of artificial intelligence technologies on
individuals' lifestyles has become increasingly evident. Especially in the fields of social media,
entertainment, and communication, personalized experiences offered by artificial intelligence
deeply influence individuals' relationships with technology and lay the groundwork for the
emergence of new forms of addiction. In this context, a comprehensive and multidimensional
examination of the effects of artificial intelligence on digital addiction is of great importance for
both increasing individual awareness and protecting public health. This study aims to reveal the
effects of artificial intelligence on digital addiction by analyzing a total of 11 academic studies
published between 2020 and 2025. The research was conducted using a qualitative research
design, with document analysis employed as the data collection method. The selected studies
were systematically and thoroughly evaluated in terms of their research objectives,
methodologies, samples, data collection tools, and data analysis techniques. The findings clearly
show that Al-supported recommendation systems and gamification elements significantly
contribute to increased digital addiction, particularly among young users. On the other hand, Al
applications providing screen time tracking and digital behavior guidance have been found to
contribute positively to helping individuals manage their technology use more healthily and in a
more controlled manner. The studies indicate that young individuals are more susceptible to
digital addiction, while adults are more likely to benefit from Al's productivity and efficiency-
oriented functions. In conclusion, it is understood that the effects of artificial intelligence on
digital addiction should be addressed not only at the individual level but also from societal and
cultural perspectives. Future studies should be supported by in-depth analyses conducted across
different age groups, cultural contexts, and various Al application domains. Furthermore,
promoting the responsible use of artificial intelligence, enhancing user awareness, and developing
comprehensive regulations to mitigate the risks of addiction should be prioritized in future
research agendas.

Keywords: Artificial Intelligence, Digital Addiction, Technology Use.
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MARKA SEHIR OLMA SURECI VE SEHIR MARKA IMAJI UZERINE BiR ARASTIRMA

Saltuk Bugrahan ALTAY7?
Dr. Ogr. Uyesi Yasin YILMAZ30

07/

Bu calismada, marka sehir olma siireci ile sehir marka imajinin kavramsal analizi
yapilmistir. Arastirmada, dokiiman incelemesi ve betimsel tarama yontemleri kullanilmis;
kavramlar arasindaki iligkiler, anlam katmanlarini derinlemesine ¢dziimlemeye olanak tantyan
gostergebilimsel analiz yontemiyle incelenmistir. Bu ¢ergevede, oncelikle marka sehir ve sehir
marka imaj1 kavramlarina iliskin literatiir taranmis, ardindan marka sehir algisiyla sehir marka
imaj1 arasindaki iligki, literatiirde yer alan kuramsal yaklasimlar dogrultusunda
degerlendirilmistir. Marka sehirler ve bu sehirlerin algisi, bireylerin yasam memnuniyeti
iizerindeki etkileri bakimindan 6nem arz etmektedir. Ayn1 zamanda, marka algisinin iletisim
tasarim1 yoluyla yeni alanlara tasinabilmesi de, marka sehir olgusunun stratejik degerini
artirmaktadir. Marka imaj1 algisi ise, bir markanin tiikketici zihninde olusturdugu izlenimin bir
gostergesi olup, dogrudan markalagsma c¢alismalarinin igeriginden ziyade, sehir sakinlerinin bu
caligmalardan ne anladiklariyla iligkilidir. Diinyada ve Tiirkiye’de marka sehir olma siirecinin
genel gelisimi incelendiginde, marka sehir kavramimnin heniiz literatiirde ve uygulamada
olgunlagma asamasinda oldugu gézlemlenmektedir. Buna karsilik, marka imaji1 kavrami ¢ok daha
eskiye dayanan bir ge¢mise sahip olup isletme ve yoOnetim bilimlerinde kapsamli sekilde
calisilmistir. Marka imaj1 ile sehir markalagmasi bir arada ele alindiginda, marka sehir olusturma
siirecinin ¢ok disiplinli bir yapiya sahip oldugu ve geleneksel markalagma siireclerine kiyasla
daha karmasik bir ¢ergevede gelistigi anlagilmaktadir. Marka sehirler yalnizca cografi bir bolgeyi
veya belirli bir yerlesim alanini ifade etmekle kalmamakta; ayni zamanda sehir icerisindeki iiriin,
hizmet ve kurumlar1 da kapsamaktadir. Bu baglamda, marka sehir olusturma siirecinde riin ve
hizmetlerin tagidigi marka imajlari, sehir markasinin biitiinsel algisinda tamamlayict ve
destekleyici unsurlar olarak ortaya ¢ikmaktadir. Marka sehir olma siireci, her ne kadar geleneksel
markalasma siirecleriyle paralellik gdsterse de, siirecin her asamasinda marka imaj algisinin kritik
bir rol oynadigi anlagilmaktadir. Sonug olarak, marka sehirlerin olusturulmasi ve siirdiiriilebilir
sekilde gelistirilmesinde, marka imaj algisinin stratejik bir unsur olarak degerlendirilmesi
gerekmektedir.
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A RESEARCH ON THE PROCESS OF BECOMING A BRAND CITY AND THE
CITY BRAND IMAGE

ABSTRACT

In this study, a conceptual analysis of the process of becoming a brand city and the notion
of city brand image was conducted. Within the scope of the research, document review and
descriptive scanning methods were employed, and the relationships between the concepts were
analyzed through a semiotic analysis approach, which enables a deeper examination of meaning
layers. Accordingly, the literature pertaining to brand cities and city brand image was first
reviewed, and subsequently, the relationship between brand city perception and city brand image
was evaluated in line with theoretical frameworks established in the existing literature. Brand
cities and their perception are of critical significance, particularly regarding their impact on
individuals' life satisfaction. Moreover, the ability of brand perception to extend into new
domains through communication design further enhances the strategic importance of the brand
city phenomenon. Brand image perception, on the other hand, reflects the impression formed in
consumers' minds and is more closely associated with how city residents interpret branding
efforts, rather than with the direct content or structure of these initiatives. An examination of the
general evolution of brand cities worldwide and in Turkey reveals that the concept of brand city
remains in an early phase of development within both practice and academic literature. In
contrast, the concept of brand image is historically more established and has been the subject of
extensive research within business and management disciplines. When considered together, brand
image and city branding highlight that the process of creating a brand city is inherently
multidisciplinary and exhibits a more complex structure compared to traditional branding
processes. Brand cities encompass not only geographical regions or localized spaces but also
incorporate the multitude of brands, products, services, and institutions within them. Thus, in the
creation of a brand city, the brand images of products and services emerge as integral sub-
elements contributing to the city's overall brand perception. Although the process of becoming a
brand city parallels traditional branding processes to some extent, brand image perception plays a
pivotal role at every stage of the branding continuum. In conclusion, the perception of brand
image must be recognized as a strategic component in the establishment and sustainable

development of brand cities.
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DiJITAL DUNYADA TEKNOLOJI iLE YASAMAK: AKILLI TELEFONLAR VE
YAPAY ZEKA

Hivda CIDAMS!

07/

Bu calismada, bilginin iiretimi, yayilimi ve tiiketimi siireglerinde enformasyon caginin
onemli bir noktaya gelmesi miinasebetiyle toplumun temel yap1 tasi olan bireyin ve toplumun
yapisinda kokli bir de§isim ve doniisiim meydana getirdigi iizerinde durulur. Bu donemde,
enformasyon, toplumda bir¢ok seyin belirleyici araci konumuna gelmistir. Dijital teknolojilerin
gelisimi, 6zellikle bilgisayar, internet, mobil iletisim araglar1 ve yapay zeka, bireylerin, gruplarin
ve toplumlarin bilgiye erisim bigimlerini ciddi bir sekilde degistirmistir. Manuel Castells'in “ag
toplumu” kavrami, bu donemin sosyolojik ¢oziimlemelerinde 6nemli bir ortak payda olmustur.
Castells’e gore Enformasyon Cagi toplumunda iiretim, tiiketim, etkilesim, iletisim, bireysel ve
toplumsal iliskiler dijital aglar yardimiyla gerceklestirilmektedir. Marshall McLuhan ise iletisim
araglarii insan uzuvlar olarak nitelendirirken, Nicholas Negroponte bu teknolojik gelismeleri
diinyadaki fiziki sinirliliklarin ortadan kalkmasi olarak degerlendirir. Enformasyon Cagi’nda
zaman ve mekan smirliliklar1 degiserek, kiiresel dlgekte bilginin anlik ve etkilesim bi¢imlerini
yeniden sekillendirmistir. Hizmet, bilisim ve yaraticilik baglaminda sekillenen ekonomik yapi,
toplumsal yasam alaninda ise dijital platformlar iizerinden sekillenmektedir. Bu siirecte, dijital
ortamda icerik iireticisi ve tiiketicisi rollerini bireyler iistlenir. Bununla beraber, dijital esitsizlik,
mahremiyetin ihlali, bilgi kirliligi ve yabancilagsma gibi bircok sorun da enformasyon c¢aginin
beraberinde getirdigi dezavantajlardir. Enformasyonun hizli ve yogun bir sekilde artmasi, birey
icin cesitli zorluklara sebep olmustur ve anlam iiretme siireglerini daha zorlagtirmistir. Bu durum
bireysel olarak bilgi hizina yetisememek kaygisiyla zihinsel baski yaratmakta toplumsal olarak da
dezenformasyon sorununu ortaya ¢ikarmaktadir. Bireylerin, bilgiyi iiretme, paylasma ve tiiketme
bigimleri radikal bir degisim gdstermistir. [letisim araglar artik sadece teknik bir nesne degil ayni
zamanda birey icin ayrilmaz bir parga héline gelmistir. Akilli telefonlar, bireyi 6zneye doniistiiren
bir “meta-form” olarak tanimlanmakta, akilli telefonlar araciligtyla birey yonlendirilen, stirekli
baglanti halinde olan ve bilgi iireten bir 6zne haline gelmektedir. Bu baglamda bu ¢alisma,
“nomofobi” (telefonsuz kalma korkusu), teknolojik yabancilagsma, bilgi fetisizmi, toplumsal zeka
(general intellect) ve denetim toplumlar1 gibi kavramlar ele alarak teknolojik baski gesitlerini
incelemektedir. Marx’in yabancilagsma teorisi, Debord’un Gosteri Toplumu, Baudrillard’in
simiilasyon kurami, Deleuze’iin denetim toplumu kavramsallastirmasi ve Lazzarato’nun biligsel
emek analizleriyle temellendirilmistir. Ayn1 zamanda Simondon’un bireylesme kurami ve
Stiegler’in farmakolojik yaklagimi gibi cagdas felsefi perspektifler de teknolojik araglarin birey
izerindeki etkilerini arastirmak ve sorgulamak icin kullanilmistir. Calisma, yapay zeka kavramini
tarihsel, teknolojik ve sosyolojik boyutlariyla ele almakta; kavramin gelisimi, siniflandirmalari,
bireysel ve toplumsal etkileri iizerinde durmaktadir. Yapay zeka, insani davranis ve diisiinme
yeteneklerini taklit eden makineler olarak tamimlanmakta olup; ilk ¢ikis noktasi Ikinci Diinya
Savasi sirasinda askeri teknolojilerin gelisimine dayandirilmaktadir. Kavramsal olarak ii¢ ana
baslikta siniflandirilan yapay zeka; Yapay Dar Zeka (ANI), Yapay Genel Zeka (AGI) ve Yapay
Stiper Zeka (ASI) seklindedir. ANI, yalnizca belirli gorevleri yerine getirebilen sinirl bir yapay
zeka tiiriiyken, AGI ve ASI, insan zekasim taklit eden veya asan diizeylerde olan yapay zeka
tirleridir.

$iMus Alparslan Universitesi Iletisim Fakiiltesi Gazetecilik Boliimii Lisans Ogrencisi.
ORCID:0009-0003-1981-4784. E-Posta: cidamhivda283@gmail.com
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Japonya tarafindan gelistirilen “Toplum 5.0” kavrami bazinda, yapay zeka teknolojilerinin
demografik, sosyolojik ve etik etkileri incelenmektedir. Yapay Zeka bu baglamda, dijital
doniistimde bir 6ncii ve toplumun tiim tabakalarinda doniistiiriicii bir role sahiptir. Fakat, yapay
zeka algoritmalarmin alt yapisinda cinsiyet, etnik koken ve sosyoekonomik durum gibi birgok
unsura dayali 6nyargilarin olduguna dikkat cekilerek algoritmik adalet ve esitlik gibi kavramlar
ehemmiyet kazanmaktadir.

Anahtar Kelimeler: Ag Toplumu, Enformasyon, Nomofobia, Yapay Zeka, Meta-form,
Teknolojik Belirlenimeilik.
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LIVING WITH TECHNOLOGY IN THE DIGITAL WORLD: SMARTPHONES AND
ARTIFICIAL INTELLIGENCE

ABSTRACT

This study focuses on the fact that the information age has reached a significant
point in the production, dissemination and consumption of information and that it has brought
about a radical change and transformation in the structure of the individual and society, which are
the basic building blocks of society. In this period, information has become the determining tool
for many things in society. The development of digital technologies, especially computers, the
internet, mobile communication tools and artificial intelligence, have seriously changed the ways
individuals, groups and societies access information. Manuel Castells' concept of "network
society" has become an important common denominator in the sociological analyses of this
period. According to Castells, production, consumption, interaction, communication, individual
and social relations are carried out with the help of digital networks in the information age
society. While Marshall McLuhan describes communication tools as human limbs, Nicholas
Negroponte evaluates these technological developments as the elimination of physical limitations
in the world. In the Information Age, time and space limitations have changed, reshaping the
instant and interaction forms of information on a global scale. The economic structure that takes
shape in the context of service, informatics and creativity is shaped through digital platforms in
the field of social life. In this process, individuals assume the roles of content producer and
consumer in the digital environment. However, many problems such as digital inequality,
violation of privacy, information pollution and alienation are also disadvantages brought by the
information age. The rapid and intense increase in information has caused various difficulties for
the individual and has made the processes of producing meaning more difficult. This situation
creates mental pressure due to the anxiety of not being able to keep up with the speed of
information on an individual basis and also creates the problem of disinformation on a social
level. The ways in which individuals produce, share and consume information have undergone a
radical change. Communication tools are no longer just technical objects but have also become an
inseparable part for the individual’s life. Smartphones are defined as a “meta-form” that
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transforms the individual into a subject, and through smartphones, the individual becomes a
subject that is directed, constantly connected and produces information. In this context, this study
examines the types of technological oppression by addressing concepts such as “nomophobia”
(fear of being without a phone), technological alienation, information fetishism, general intellect
and control societies. It is based on Marx's theory of alienation, Debord's Society of the
Spectacle, Baudrillard's theory of simulation, Deleuze's conceptualization of control society and
Lazzarato's cognitive labor analysis. At the same time, contemporary philosophical perspectives
such as Simondon's theory of individualization and Stiegler's pharmacological approach have
been used to investigate and question the effects of technological tools on the individual. The
study examines the concept of artificial intelligence with its historical, technological and
sociological dimensions; it focuses on the development of the concept, classifications, and
individual and social effects. Artificial intelligence is defined as machines that imitate human
behavior and thinking abilities; its initial point of origin is based on the development of military
technologies during the Second World War. These tools can be utilized across a wide range of
fields, including research, photo editing, video generation, music composition, visual arts, sound
design, and many others. under three main headings: Artificial Narrow Intelligence (ANI),
Artificial General Intelligence (AGI) and Artificial Super Intelligence (ASI). While ANI is a
limited type of artificial intelligence that can only perform certain tasks, AGI and ASI are types of
artificial intelligence that imitate or exceed human intelligence. The demographic, sociological
and ethical effects of artificial intelligence technologies are examined on the basis of the concept
of "Society 5.0" developed by Japan. In this context, Artificial Intelligence is a pioneer in digital
transformation and has a transformative role in all layers of society. However, it is emphasized
that there are prejudices based on many factors such as gender, ethnicity and socioeconomic
status in the infrastructure of artificial intelligence algorithms, and concepts such as algorithmic
justice and equality gain importance.

KeyWords: Network Society, Information, Nomophobia, Artificial Intelligence, Meta-
form, Technologic Determinism.
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