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Abstract: Instagram is considered to differ from other social platforms due to its usage dynamics that create
constant pressure for sharing, notifications, and visibility. Because of its environment that encourages users to
share their private lives and the uncertainty surrounding the use of shared data, Instagram is debated in terms
of privacy. In particular, it is known that advertising algorithms and the ambiguity in data collection force users
to make repeated privacy decisions. Instagram's ownership structure, along with other social platforms and
companies, is said to be accompanied by many other issues. Based on this problem, the aim of this study is to
discuss how Instagram usage dynamics affect users in terms of privacy and loss of control, through user
experiences. The study included 15 university students who use Instagram. Participants were asked questions
about their Instagram usage, sharing dynamics, and data security in a semi-structured interview. According to
the findings, participants' Instagram usage duration ranged from 2 to 14 years, with social interaction and
following friends being the primary motivations for use. Participants were divided into three groups: active
sharing, limited sharing, and no sharing at all. It was observed that female participants tended to share more on
Instagram than male participants. The majority of participants observed that keywords they use in daily search
engines or similar options to products they shopped for appeared on Instagram, and they expressed varying
opinions on this matter within the scope of the study. The majority of participants stated that they had difficulty
following privacy policies, that they granted permissions without reading them if they were required, and that
they experienced some kind of loss of habit or control regarding processes such as data sharing. One participant
stated that they had emailed Instagram regarding security issues, while another indicated they had temporarily
stopped using the platform due to similar concerns. Based on the participants' responses, it appears that
Instagram usage has been ongoing for many years, leading to established habits within the platform. The
majority of participants have no hope of controlling Instagram's algorithmic structure. They approve data
permissions out of habit or a sense of loss of control in order to maintain the communication dynamics on the
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platform. This situation should be discussed in future studies regarding user privacy, user rights, and third-
party tracking. The privacy and usage dynamics of the Instagram platform, where users' personal information
is shared, need to be re-evaluated.

Keywords: Communication Studies, Privacy, Confidentiality, Semi-Structured Interview, Instagram.

Oz: Instagram’m; siirekli paylasim, bildirim ve goriiniirliik baskis1 yaratan kullanim dinamikleri ile diger
sosyal platformlar agisindan farklilagtig1 diisiiniilmektedir. Kullanicilarin 6zel hayatini paylagmaya tesvik eden
zemini ve paylasilan verilerin kullanim belirsizligi nedeniyle Instagram, mahremiyet agisindan tartigilmaktadir.
Ozellikle reklam algortimalarinimin ve veri toplamadaki belirsizligin, kullanicilar1 tekrar eden gizlilik kararlari
vermeye zorladig1 bilinmektedir. Instagram’in sahiplik yapisi, diger sosyal platformlar ve sirketler tarafindan
liclincii taraf izleme gibi farkli pek ¢ok sorunun siirece eslik ettigi ifade edilmektedir. Bu problemden hareketle
bu ¢aligmanin amaci; Instagram kullanim dinamiklerinin, mahremiyet ve kontrol kaybi agisindan kullanicilar
nasil etkiledigini, kullanict deneyimleri ilizerinden tartismaktir. Instagram kullanim dinamiklerinin kullanict
deneyimlerine olasi yansimalari, Instagram kullanicilartyla yapilan yar1 yapilandirilmig goriigmeler 1s18inda
analiz edilmistir. Calismaya Instagram kullanan 15 iiniversite 6grencisi dahil edilmistir. Yar1 yapilandirilmis
goriigmede katilimcilara Instagram kullanimi, paylagim dinamikleri ve veri glivenligi c¢ercevesinde sorular
yoneltilmistir. Elde edilen bulgulara gore, katilimcilarin Instagram kullanim siiresi 2 ila 14 yil arasinda
degismekte, kullanim nedenlerinde sosyal etkilesim ve arkadaslari takip motivasyonlar1 6ne ¢ikmaktadir.
Katilimcilarin; aktif paylasim, sinirli paylagim veya hi¢ paylasim yapmama olmak iizere ii¢ gruba ayrildiklart
goriilmistiir. Kadin katilimeilarin erkeklere gore daha ¢ok Instagram paylagimi yapma egiliminde oldugu
anlagilmaktadir. Katilimcilarin ¢ogunlugu giindelik hayatta arama motorlarinda kullandiklari kelimelerin veya
aligveris yaptiklari iiriinlere benzer segeneklerin Instagramda karsilarina ¢iktigini gérmiis, bu durumla ilgili
calisma kapsaminda farkli diisiinceler bildirmislerdir. Katilimcilarin ¢ogunlugu gizlilik politikalarini takip
etmekte zorlandiklarini, gizlilik izinleri zorunluysa okumadan izin verdiklerini, veri paylasimi gibi siireclere
iligkin bir ¢esit aligkanlik ya da kontrol kayb1 yasadiklarini belirtmislerdir. Katilimcilardan biri giivenlikle ilgili
sorunlarda Instagram’a mail attigini, bir digeri ise benzer endiselerle kullanima ara verebildigini ifade etmistir.
Katilimeilarin cevaplarindan yola ¢ikarak, Instagram kullaniminin uzun yillara dayandigi ve platform ici
birtakim aliskanliklar olusturdugu goriilmistiir. Katilimcilarin ¢ogunlugunun Instagram’in algoritmik yapisini
kontrol etmeye dair iimidi bulunmamaktadir. Platformdaki iletisim dinamiklerini siirdiirmek adina bir ¢esit
aligkanlik veya kontrol kaybi hissiyle veri izinlerini onaylamaktadirlar. Bu durum kullanict mahremiyeti,
kullanici haklari ve ii¢lincii taraf izleme gibi konular agisindan yeni galismalarda tartisilmali, kullanicilarin
kisisel bilgilerinin paylasildig1 Instagram platformunun gizlilik ve kullanim dinamikleri agisindan yeniden
gozden gegirilmesi gerekmektedir.

Anahtar Kelimeler: letisim Calismalari, Mahremiyet, Gizlilik, Yar1 Yapilandirilmis Goriisme, Instagram.
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Structured Abstract:

This algorithmic structure can lead users to shape their content creation and sharing strategies
according to algorithmic expectations (Cotter, 2019; Saima et al., 2023).

This multi-layered data processing inevitably raises privacy concerns. While it is acknowledged that
personalised algorithms offer some conveniences to users, the lack of transparency in data collection and usage
processes increases privacy concerns (Boerman & Smit, 2023). Young users, in particular, react positively to
personalised content while harbouring privacy anxieties, creating a paradoxical situation (Saez-Linero et al.,
2025). Third-party tracking and long-term data accumulation practices also deepen this concern (Zeng et al.,
2025). Social media privacy is considered not only as a matter of individual information storage but also as a
multi-layered structure within the context of the platforms' technical architecture and user-to-user relationships
(Kuenzler, 2022).

This study was designed with a qualitative research design to examine the reflections of Instagram
usage dynamics on users' experiences. A semi-structured interview technique was used as the data collection
method (Kvale & Brinkmann, 2009). The research group consisted of 15 undergraduate students studying at
Selcuk University Faculty of Communication and actively using Instagram. Participants were determined using
the purposive sampling method; the sample size was based on the principle of data saturation in qualitative
research (Guest et al., 2006). Interview questions were created based on the literature on algorithmic advertising
and online behavioural targeting (Boerman et al., 2017; Turow et al., 2009; Cotter, 2019). The obtained data
were evaluated by creating specific categories and groups, taking into account the similarities and differences
of the participants' responses (Miles et al., 2014).

The findings indicate that participants have been using Instagram for many years and that the platform
has become an integral part of their daily lives. Their main uses include social interaction, spending time,
following current events, and keeping up with content. In terms of content sharing practices, participants are
grouped into three categories: active users, limited users, and those who do not share or have stopped sharing
altogether. It was observed that female participants tended to share more frequently than male participants and
that sharing tended to be limited or completely stopped as participants got older. Most participants reported
encountering ads on Instagram that matched keywords they used in search engines or products they purchased;
the ads created a sense of comfort in some participants, while others felt uneasy and like they were being
watched. A limited number of participants stated that they had read and rejected the privacy policies; one
participant even emailed Meta requesting that their information not be used by artificial intelligence, a
noteworthy observation in terms of the findings. Regarding privacy policies, the vast majority of participants
stated that they did not read these texts, gave their consent without reading when permissions were required,
and developed a habit or a feeling of loss of control over time.

This study reveals that Instagram's visually-centric and algorithmic structure makes privacy
management difficult for users and that data-driven advertising practices encourage a loss of control. A large
majority of participants showed little hope of controlling the platform's algorithmic structure; they normalised
this situation through motivations such as maintaining social relationships, daily communication, and habitual
usage. The findings indicate that privacy on Instagram cannot be explained solely by individual preferences;
the platform's structural and algorithmic features play a decisive role in determining user experience.

Findings such as encountering content similar to everyday conversation topics on Instagram, the de
facto mandatory nature of privacy policies, and the potential for algorithmic structures to exert pressure on
privacy can be further explored through mixed-methods studies in future research. The association of Instagram
with habits and daily routines can be examined in detail in future studies in terms of potential addiction
indicators. Finally, the simultaneous creation of comfort and anxiety by algorithmic advertising necessitates a
multi-dimensional and interdisciplinary study to address the conditions and mechanisms by which this dual
emotional state in user experience is shaped.

Keywords: Communication Studies, Privacy, Confidentiality, Semi-Structured Interview, Instagram
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Résumé Structuré:

Cette structure algorithmique peut amener les utilisateurs a adapter leurs stratégies de création et de
partage de contenu en fonction des attentes des algorithmes (Cotter, 2019 ; Saima et al., 2023).

Ce traitement des données a plusieurs niveaux souléve inévitablement des préoccupations en maticére
de vie privée. S’il est reconnu que les algorithmes personnalisés offrent certains avantages aux utilisateurs, le
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mangque de transparence dans les processus de collecte et d’utilisation des données accentue ces préoccupations
(Boerman & Smit, 2023). Les jeunes utilisateurs, en particulier, réagissent positivement aux contenus
personnalisés tout en nourrissant des craintes liées a la vie privée, ce qui crée une situation paradoxale (Saez-
Linero et al., 2025). Le suivi par des tiers et les pratiques d’accumulation de données a long terme ne font
qu’aggraver cette préoccupation (Zeng et al., 2025). La vie privée sur les réseaux sociaux est considérée non
seulement comme une question de stockage d’informations individuelles, mais aussi comme une structure a
plusieurs niveaux s’inscrivant dans le contexte de 1’architecture technique des plateformes et des relations entre
utilisateurs (Kuenzler, 2022).

Cette étude a été congue selon une approche qualitative afin d’examiner les répercussions de la
dynamique d’utilisation d’Instagram sur les expériences des utilisateurs. Une technique d’entretien semi-
structuré a été utilisée comme méthode de collecte de données (Kvale & Brinkmann, 2009). Le groupe de
recherche était composé de 15 étudiants de premier cycle inscrits a la Faculté de communication de I’université
de Selcuk et utilisant activement Instagram. Les participants ont été sélectionnés selon la méthode
d’échantillonnage raisonné ; la taille de 1’échantillon a été déterminée selon le principe de saturation des
données en recherche qualitative (Guest et al., 2006). Les questions d’entretien ont été élaborées a partir de la
littérature sur la publicité algorithmique et le ciblage comportemental en ligne (Boerman et al., 2017 ; Turow
et al., 2009 ; Cotter, 2019). Les données obtenues ont été analysées en créant des catégories et des groupes
spécifiques, en tenant compte des similitudes et des différences entre les réponses des participants (Miles et
al., 2014).

Les résultats indiquent que les participants utilisent Instagram depuis de nombreuses années et que la
plateforme fait désormais partie intégrante de leur vie quotidienne. Leurs principales utilisations comprennent
les interactions sociales, le fait de passer du temps sur la plateforme, le suivi de I’actualité et celui des contenus.
En ce qui concerne les pratiques de partage de contenu, les participants sont regroupés en trois catégories : les
utilisateurs actifs, les utilisateurs occasionnels et ceux qui ne partagent pas ou ont complétement cessé de
partager. Il a été observé que les participantes avaient tendance a partager plus fréquemment que les participants
et que le partage avait tendance a étre limité, voire a cesser complétement, a mesure que les participants
prenaient de 1’age. La plupart des participants ont déclaré avoir rencontré sur Instagram des publicités
correspondant a des mots-clés qu’ils avaient utilisés dans des moteurs de recherche ou a des produits qu’ils
avaient achetés ; ces publicités procuraient un sentiment de réconfort a certains participants, tandis que d’autres
se sentaient mal a ’aise et avaient I’impression d’étre surveillés. Un nombre limité de participants a déclaré
avoir lu et rejeté les politiques de confidentialité ; un participant a méme envoyé un e-mail a Meta pour
demander que ses informations ne soient pas utilisées par 1’intelligence artificielle, une observation notable au
regard des résultats. Concernant les politiques de confidentialité, la grande majorité des participants a déclaré
ne pas lire ces textes, donner son consentement sans les lire lorsque des autorisations étaient requises, et avoir
développé au fil du temps une habitude ou un sentiment de perte de contréle.

Cette étude révele que la structure d’Instagram, centrée sur le visuel et algorithmique, rend la gestion
de la vie privée difficile pour les utilisateurs et que les pratiques publicitaires basées sur les données favorisent
une perte de controle. Une grande majorité des participants ne semblait guére espérer pouvoir controler la
structure algorithmique de la plateforme ; ils ont normalisé cette situation en invoquant des motivations telles
que le maintien des relations sociales, la communication quotidienne et 1’utilisation habituelle. Les résultats
indiquent que la vie privée sur Instagram ne peut s’expliquer uniquement par les préférences individuelles ; les
caractéristiques structurelles et algorithmiques de la plateforme jouent un réle décisif dans la détermination de
I’expérience utilisateur.

Des constatations telles que la présence sur Instagram de contenus similaires aux sujets de
conversation quotidiens, le caractére de facto obligatoire des politiques de confidentialité et la capacité des
structures algorithmiques a exercer une pression sur la vie privée peuvent étre explorées plus en profondeur
dans le cadre d’études utilisant des méthodes mixtes lors de recherches futures. Le lien entre Instagram et les
habitudes ainsi que les routines quotidiennes pourrait étre examiné en détail dans de futures études sous 1’angle
d’indicateurs potentiels de dépendance. Enfin, le fait que la publicité algorithmique génére a la fois un
sentiment de réconfort et d’anxiété nécessite une étude multidimensionnelle et interdisciplinaire afin d’analyser
les conditions et les mécanismes qui fagonnent ce double état émotionnel dans 1’expérience utilisateur.
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Mots-clés: Sciences de la communication, Vie privée, Confidentialité, Entretien semi-structuré,
Instagram

Resumen Estructurado:

Esta estructura algoritmica puede llevar a los usuarios a adaptar sus estrategias de creacion y difusion
de contenidos a las expectativas de los algoritmos (Cotter, 2019; Saima et al., 2023).

Este procesamiento de datos en multiples niveles suscita inevitablemente preocupaciones en materia
de privacidad. Si bien se reconoce que los algoritmos personalizados ofrecen ciertas comodidades a los
usuarios, la falta de transparencia en los procesos de recopilacion y uso de datos aumenta las preocupaciones
en materia de privacidad (Boerman y Smit, 2023). Los usuarios jovenes, en particular, reaccionan
positivamente ante los contenidos personalizados, al tiempo que albergan inquietudes sobre la privacidad, lo
que crea una situacion paradodjica (Saez-Linero et al., 2025). El seguimiento por parte de terceros y las practicas
de acumulacion de datos a largo plazo también agravan esta preocupacion (Zeng et al., 2025). La privacidad
en las redes sociales se considera no solo una cuestion de almacenamiento de informacion individual, sino
también una estructura de multiples niveles en el contexto de la arquitectura técnica de las plataformas y las
relaciones entre usuarios (Kuenzler, 2022).

Este estudio se disefi6 con un enfoque de investigacion cualitativa para examinar como se reflejan las
dinamicas de uso de Instagram en las experiencias de los usuarios. Se utiliz6 una técnica de entrevista
semiestructurada como método de recogida de datos (Kvale y Brinkmann, 2009). El grupo de investigacion
estuvo compuesto por 15 estudiantes universitarios matriculados en la Facultad de Comunicacion de la
Universidad de Selguk y que utilizaban activamente Instagram. Los participantes se seleccionaron mediante el
método de muestreo intencional; el tamafio de la muestra se baso en el principio de saturacion de datos en la
investigacion cualitativa (Guest et al., 2006). Las preguntas de la entrevista se elaboraron a partir de la
bibliografia sobre publicidad algoritmica y segmentacion conductual en linea (Boerman et al., 2017; Turow et
al., 2009; Cotter, 2019). Los datos obtenidos se evaluaron mediante la creacion de categorias y grupos
especificos, teniendo en cuenta las similitudes y diferencias en las respuestas de los participantes (Miles et al.,
2014).

Los resultados indican que los participantes llevan muchos afios utilizando Instagram y que la
plataforma se ha convertido en una parte integral de su vida cotidiana. Sus principales usos incluyen la
interaccidn social, pasar el rato, seguir la actualidad y mantenerse al dia con los contenidos. En cuanto a las
practicas de intercambio de contenidos, los participantes se agrupan en tres categorias: usuarios activos,
usuarios ocasionales y aquellos que no comparten o han dejado de hacerlo por completo. Se observo que las
participantes femeninas tendian a compartir con mas frecuencia que los participantes masculinos y que el hecho
de compartir tendia a limitarse o a cesar por completo a medida que los participantes se hacian mayores. La
mayoria de los participantes indicaron haber encontrado anuncios en Instagram que coincidian con palabras
clave que habian utilizado en motores de buisqueda o con productos que habian comprado; los anuncios
generaban una sensacion de comodidad en algunos participantes, mientras que otros se sentian incomodos y
como si estuvieran siendo vigilados. Un numero reducido de participantes afirmé haber leido y rechazado las
politicas de privacidad; un participante llegd incluso a enviar un correo electronico a Meta solicitando que su
informacion no fuera utilizada por la inteligencia artificial, una observacion digna de mencion en el contexto
de los resultados. En cuanto a las politicas de privacidad, la gran mayoria de los participantes afirm6 que no
leia estos textos, que daba su consentimiento sin leerlos cuando se requerian permisos y que, con el tiempo,
habia desarrollado un habito o una sensacion de pérdida de control.

Este estudio revela que la estructura algoritmica y centrada en lo visual de Instagram dificulta la
gestion de la privacidad por parte de los usuarios y que las practicas publicitarias basadas en datos fomentan
una pérdida de control. Una amplia mayoria de los participantes mostrdo poca esperanza de controlar la
estructura algoritmica de la plataforma; normalizaron esta situacion a través de motivaciones como el
mantenimiento de las relaciones sociales, la comunicacion diaria y el uso habitual. Los resultados indican que
la privacidad en Instagram no puede explicarse inicamente por las preferencias individuales; las caracteristicas
estructurales y algoritmicas de la plataforma desempefian un papel decisivo a la hora de determinar la
experiencia del usuario.
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En futuras investigaciones, se podran explorar mas a fondo, mediante estudios de métodos mixtos,
hallazgos como el hecho de encontrar en Instagram contenidos similares a los temas de conversacion
cotidianos, el caracter de facto obligatorio de las politicas de privacidad y el potencial de las estructuras
algoritmicas para ejercer presion sobre la privacidad. La asociacion de Instagram con los habitos y las rutinas
diarias puede examinarse en detalle en futuros estudios en términos de posibles indicadores de adiccion. Por
ultimo, la generacion simultdnea de comodidad y ansiedad por parte de la publicidad algoritmica requiere un
estudio multidimensional e interdisciplinar para abordar las condiciones y los mecanismos mediante los cuales
se configura este estado emocional dual en la experiencia del usuario.

Palabras clave: Estudios de 1la comunicacién, Privacidad, Confidencialidad, Entrevista
semiestructurada, Instagram

ZHLHE:

X EVRGE M AT e 51 5 P AR E B USRS e N B BIER 4> Z KM (Cotter, 2019 ;
Saima %, 2023) ,

X2 2 BRI EE AN AT B 5| & T BERATEE . R ANATTAGAAN ALV N ok T
—RfER],  (EECRUSCEE AN A A G R B = G B BN T BRAAEE (Boerman & Smit, 2023) , AR
BHAP, AATERNEESZ AN AL A R I R R RS, TR T — M F & R ST (Saez-
Linero %%, 2025) . % =J7BEEFKIHEEER R ekt 7 X (Zeng 25, 2025) . #A2
BRSNS G AE, SR KR P RXRE R FH—MZ 2
4E8) (Kuenzler, 2022) .

ARFFER MR ZE T, B fEIR 1) Instagram (5 F B 2556 F P AR B8 1 5200 . B S 8 07 1%
AR FR (Kvale & Brinkmann, 2009) , WFZEXS G A ZE /K B 3w K2 AE K S4B 1544 IE £ k3L
ELARM AL Fl Instagram AR E, 2 5@ H O TERMBEEE; FEA MBI T & MERF 7 i B i
MIEEJRIN] (Guest %, 2006) . Vg il @i TSRk 5 FIAE L2647 A 5E 7 IR 2 SCHR % 1H (Boerman %
, 2017 ; Turow %%, 2009 ; Cotter, 2019) . TELiAHES5E WA FEM L, @il Bk
SFIZE A0 %S B R AR AT T 40T (Miiles 25, 2014)

MR REW], 2 5F ] Instagram EAZ4E, %76 CEONH HH A AT B0k i) — 7
o HETEMB U LA HERE. RENHLOBERNE . NP SFATNTTH, Z5FW
A= RS ARASULEASZR O EEIESZRHS . SRR, S 5% %
s R T B S 5%, AERFREK, 22T ESRDsseeEib. RKEHSE5HER
71 1 #F Instagram 75 21| G-t {1145 15 5% 51 88 v A P A6 S B ] s S0 )7 ARG BE B0 ) o 5 3R 8855
EH 2 5 S0, TS EANWERIAZ, (i E bl DB 5H RS 8 HIEIHE
¢ FRRLEUGR; Hh A2 5 H R T AR A Meta,  ZOREA AR BN TAREM A
, RBRAETFURI A ENERER . RTRRAEGE, 4RZHS5EFRMNTIRA R X
SUAS, AE T BN R R N A B AR, FFREA I MRS IR W IR i 1R 288, B> 1 —Fp
REAEHR AR5

AWFFEHB R,  Instagram LI 58 9 ot HLEET- SRR G5 A4 A6 45 T 3 LU BEERRL , T $cd B3
) Se B M E TR R A k. 4R 2 S 5EMEHNZT G MRS L AR R, ]
I YE R AR HH A DR SR I SE S, R AR BN H &S . WETTAE SRR,
Instagram AR TR AN RE OO AN NARBF R MRS s %1 & B0 a5 M AUSRE RF AL £E R g F - 156 T
HPEVEIE .

T AnfE Instagram EaBE) 5 BRIGIE LA A 2 FRAABCR IS5 b sl v, LR Bk
SERDXT BEAL BN I 77 B TEAE AT REVE SR AL, AT AE R R FE i VR 5 U7 iR AT HE— PR R
SR FE AT MV LE BORRTR bR (K A1 B, VEAHE ZEInstagram - 25 J H AR R KOG Befe, BT
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W R ARG GRS SRR — G, TEITRBYERE . BRI TL, DR - A6 s I A
G ARSI I 2% S P .

R MBI, AL, Rt R, Instagram

CrpykrypnpoBanHoe Pe3rome:

JlaHHas anropuTMUYECKas CTPYKTypa MOXKET MNOOYXIaTh MOJb3oBaTeseld (OpMUPOBATH CBOU
CTpaTEeTuH CO3JaHUs U 0OMEHA KOHTCHTOM B COOTBETCTBHUH ¢ OxkupaHusimu anroputMos (Cotter, 2019; Saima
etal., 2023).

Takass MHOroypoBHeBass 00pabOTKa JaHHBIX HEU30EKHO BBI3BIBACT OIACEHHS 10 TIOBOAY
KOH(UICHIMAIBHOCTH. XOTS IIPU3HACTCS, 4YTO IEPCOHAIM3MPOBAHHBIE aJTOPUTMBI IPENOCTABISIOT
MOJTB30BATEINSIM OTIPENENCHHBIE yI00CTBA, OTCYTCTBHE MPO3PAavyHOCTH B Ipoleccax cOopa M UCIIOIb30BaHMS
JAHHBIX YCHJIMBACT OIACCHHS IO MOBOAY KoHGumeHImaipbHOCTH (Boerman & Smit, 2023). B wactHOCTH,
MOJIO/IbIE TIOJB30BATENIN TIOJIOKHUTEIFHO pPEarupyioT Ha MEPCOHATM3MPOBAHHBIH KOHTEHT, HO MPU 3TOM
UCTIBITBIBAIOT TPEBOTY IO MOBOAY KOH(PHUICHIIMAIBHOCTH, YTO CO3AACT MapaJoKcalIbHyI0 cuTyanuio (Saez-
Linero et al., 2025). [IpakTuku OTCICKUBAHHUS TPETEUMHI CTOPOHAMH U JOJNTOCPOYHOTO HAKOIUICHHUS JaHHBIX
TaKXkKe yCYTyOISIOT 3Ty 03abodeHHOCTH (Zeng et al., 2025). KoHbuaeHINaTFHOCTh B COIMATBHBIX CETAX
paccMmarpuBaeTcsi HE TOJIBKO Kak BOIPOC XpaHEHHs JIMYHOW WH(OpMalnuu, HO M KaKk MHOTOYPOBHEBas
CTPYKTYpa B KOHTEKCTE TEXHHUECKOI apXUTEKTYpBI INIATGOPM M B3AUMOOTHOLICHUH MEXTy TOJIb30BATEISIMH
(Kuenzler, 2022).

JlaHHOE HcCclleIoBaHUE OBIIO OCTPOCHO Ha OCHOBE Ka4eCTBEHHOI'O METOJOIOTHUECKOr0 MOIX0a C
LENIBI0 U3YUYEeHHUS BIMSHU AMHAMHUKH UCTIOIb30BaHus [nstagram Ha ombIT mojb3oBaTeneil. B kauecTBe meTona
cOopa TaHHBIX HCIIONB30BAACh TEXHUKA MOMYCTPYKTYpHpoBaHHBIX HHTEpBhIO (Kvale & Brinkmann, 2009).
HccnenoBaTtenbckas Tpymnma coctosuia U3 15 cryneHToB OakanmaBpuaTta (akysibTeTa KOMMYHHKAIIHMH
Yuusepcurera CenbuyK, aKTHBHO HCIOJB3yOMMX Instagram. YdacTHHKM OBUIM OTOOPaHBI C IOMOIIBIO
IeJICHAIPaBJICHHON BBIOOPKH; pa3Mep BBIOOPKM ONpENesIcs UCXOAS M3 IPUHIUIA HACBHIIICHHUS JaHHBIX B
KadecTBeHHOM HccienoBannu (Guest et al., 2006). Bompocs! s mHTEpBBhIO OBUTH chOpMYIHpPOBAaHBI Ha
OCHOBE JINTEpATypHl 110 AITOPUTMHIECKOH peKilaMe M MoBeJeHYecKOMy TapreTHHry B MHTepHeTe (Boerman
et al.,, 2017; Turow et al., 2009; Cotter, 2019). IlonyucHHbIC JaHHBIC OBLTH MPOAHATU3UPOBAHBI MTyTEM
BBIJICJICHUS] KOHKPETHBIX KaTEerOpHid U TPYIII ¢ Y4ETOM CXOJICTB M pa3iinuuii B oTBeTax ydyacTHUkoB (Miles et
al., 2014).

Pe3ynbTaThl MOKa3bIBAIOT, YTO YYACTHHKH HCHOIB3YIOT Instagram Ha NpOTSHXKEHUH MHOTHX JIET M 9TO
aTa aTdopma crana HEOThEMJIEMOH YacThIO MX MOBCEJIHEBHOH >KU3HH. OCHOBHBIC LIEJU HCIIOJIb30BAHHS
BKJIIOYAIOT COIMAJbHOE B3aMMOJCHCTBHE, NPOBEACHHE JOCYTa, CIEKEHHE 3a TEKYI[UMH COOBITHSIMH U
oTCIIe)KMBaHNE KOHTeHTa. C TOUKM 3pEHHUS MPAKTUKHU MyOJMKAIUK KOHTEHTa yYaCTHUKM pa3fieieHbl Ha TPpU
KaTerOpUH: aKTUBHBIE IT0JIb30BATENH, M0Ib30BATENIN C OTPAaHUYEHHON aKTUBHOCTBIO U T€, KTO HE ITyOJIMKYeT
KOHTEHT WJIH TIOJTHOCTBIO ITPEKPATHII Iy OJIMKAINIO. BBII0 0TMEUEHO, YTO YIACTHUIIBI-KEHIIIUHBI, KaK IIPaBHJIO,
JIETSITCS. KOHTEHTOM Yallle, YeM yJacTHHKH-MY>KYHHBI, @ C BO3PACTOM 4acTOTa ITyOJIMKANil CHUKACTCS I
MPEeKpaIaeTcsi BOBce. BOJBIIMHCTBO YYaCTHUKOB COOOLIMIIM, YTO CTAIKMBAIMCH B Instagram c pekiamoi,
COOTBETCTBYIOIIEH KITIOUEBBIM CJIOBaM, KOTOPbIE OHU UCIIONB30BaIM B IOUCKOBBIX CUCTEMAaX, HIIU IIPOAYKTaM,
KOTOpbIE OHU ITPHOOPETANN; Y HEKOTOPBIX YYaCTHUKOB ATa peKiIaMa BhI3bIBAJa YyBCTBO KOM(OPTa, B TO BpEMS
Kak JPyTHe UCTBIThIBAIHN OECIIOKOIMCTBO 1 OlylIeHHe, OyATO 3a HUMHU ciesaT. HeOosbioe Yuciio y4acTHUKOB
3asIBUJIH, YTO TPOYUTAIHN M OTKJIOHWIN TONUTHKY KOH(DHUICHINAIFHOCTH; OJWH YYaCTHHK JIa)Ke HAIPaBHII B
Meta 3J€KTpOHHOE MHCBEMO C TPOCHOOW HE HCHOJB30BATH €ro JaHHBIE B CHCTEMaX HCKYCCTBEHHOTO
MHTEJUIEKTA, YTO SABJSETCSA MPUMEYaTeIbHBIM HaOII0IEHUEM C TOYKH 3PEHHUS MOJMYYeHHBIX Pe3yiIbTaToB. YTo
KacaeTcs IMOJUTHUKY KOH(HJICHINAIbHOCTH, IOJaBIIONIee OONBIIMHCTBO YYAaCTHHUKOB 3asBHIIM, YTO HE
YHUTAJIM 3TH TEKCTHI, aBaJIM COTJAacHe, He YuTas, Korjxa TpeOOoBaloch paspelieHHue, 1 CO BPEMEHEM Yy HHX
chOopMHUpPOBAIACH MPUBBIYKA WM OIYIIEHHE OTEPH KOHTPOJIS.

)_IaHHOG HCCIICAOBAHNEC TIOKA3bIBACT, HYTO BHU3YAJbHO-OPUCHTUPOBAHHAA W aAJITOPpUTMHUYCCKAA
CTPYKTYypa Instagram 3aTpyAHACT YHPABJICHUC KOH(I)I/I,HCHL[I/IEU'ILHOCTI)IO JUIA HOJ'II:3OBaT€J'I€I>i, a PCKIIAaMHBIC
MpaKTUKHW, OCHOBAHHLIC Ha HdAaHHBIX, CHOCO6CTBy}0T yTpaTre KOHTPOJIA. HOH&BJISHOIIICG OOJILLIUHCTBO
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YYaCTHHKOB HE BBIPA3WJIM OCOOOW HaJEXIbl HA TO, YTO UM YAACTCS KOHTPOJIMPOBATH AITOPUTMHIECKYIO
CTPYKTYpY MIaT(dOpMbI; OHM IPHUMHUPWINCH C 3TOW CHUTyallel, pyKOBOACTBYSCh TAKMMU MOTHBAMH, Kak
MOAJIEP)KAaHNE COLMANBHBIX OTHOIICHWH, IOBCEIHEBHOE OOIIEHWE W IIPHUBBIYHOE HCIONB30BAHUE.
[Tomy4eHHbIE pe3ynbTaThl YKa3blBAalOT HA TO, YTO KOH(HMICHIMAIBHOCTH B Instagram Hedb3st OOBSICHUTH
UCKITIOUYNTEIbHO WHIWBHIYAIBHBIMH HPEANOYTCHUAMH; CTPYKTYypHbIE M aITOPHUTMHYECKHE OCOOCHHOCTH
WIAaT(HOPMBI HTPAFOT PEIIAIONLYIO POJIb B ONIPEAEICHHUH TT0JIb30BATEIHCKOTO OIIBITA.

Takue BBIBOJIBI, Kak BcTpeua B Instagram KOHTEHTa, CXOXKEro ¢ TeMaMM ITOBCEJHEBHBIX Pa3rOBOPOB,
Je-(haKTo 00s13aTeNIbHBIN XapaKTep MOJINTHK KOHPHUICHIIMAIbHOCTH U MOTEHIINAI aITOPUTMHYECKUX CTPYKTYP
OKa3bIBaTh JIABJIEHHE Ha KOH(HICHIMAJIbHOCTb, MOTYT OBITh OoJiee MOAPOOHO H3y4YeHBI B OyIyIIMX
UCCIIEIOBAaHUAX C MCIIOJIb30BaHUEM CMEIIaHHbIX MeTo0B. CBA3b Instagram ¢ MpHUBBIYKaMU U TIOBCEIHEBHON
PYTHHOH MOXET OBITh IOAPOOHO M3y4yeHa B OyIYyHIMX HCCIEJOBAHUSAX C TOYKH 3PEHHS MOTCHLUAIBHBIX
MHJMKaTOPOB 3aBHCUMOCTH. HakoHen, OJHOBpEeMEHHOE CO3/laHHe 4YYBCTBa KOM(OpPTa U TPEBOTH
ITOPUTMUYECKON peKiIaMoil TpeOyeT MHOTOMEPHOTO M MEXIUCHHUIUIMHAPHOTO HCCICAOBAHUS JUIA
BBISIBJICHUS YCJIOBHI N MEXaHU3MOB, ONIPEAEISIONINX (JOPMUPOBAHNE STOTO IBOWCTBEHHOTO SMOIMOHAIHLHOTO
COCTOSIHHUS B MIOJIb30BATEILCKOM OIIBITE.

KaioueBble cjI0Ba: KOMMYHHKAIMOHHBIE HCCIIEIOBAHUS, KOH(HICHIMAIBHOCTD, CEKPETHOCTH,
MOy CTPYKTYpHUPOBaHHOE HHTEPBHIO, Instagram

IRFId IRT:
g TENRYY TR ITARTHArs &1 TENRYT 3enstt & AR U+t Irpf i sk
TSR UMl T SMTHR 7 & forT URT B bl § (Cotter, 2019; Saima et al., 2023) |

I8 Tg-WR1F ST YRR SHard 70 I Mu-igar deeh fiard sgr 8| afe a8 WeR
ST 8 3 safaaid TeniRed Suaidhdiel &1 & AUt UeM oRd &, 31 YU 3R IUanT ufsharsit &
URERIAT BT Bl Murgar et =idmsii S 9gTdt § (Boerman & Smit, 2023) | IR ¥4 3 gaT IuaNTaHdi
AT T TR RIS Ufifhan <d 8, STafd Muriaar deeh fiand ured 8, P ue faRiamrh
fRUfY I B B (Séez-Linero et al., 2025) | JatT-Ter S 3R Erdiepiferes St Tog wmd i 39 ffar o1
3R TERT BN § (Zeng et al., 2025) | TR HETT MU= ) 7 Had AfdaTd Ja-T HSRU & AHA B
w0 ¥, Sfcsh WewH! &) db-id! aRgedl 3R ITTNTH-I-IuaNTehdl Jad & g & te ag-wiy
A1 & =0 H Ht 71 ST @ (Kuenzler, 2022)

T 3T P SUANTHATSM & IHAT TR S IUANT & Mfa=iadr & ufdfdat &t g A
¥ U U ToneTe YT fEOEH & 1Y duR forar man At Ser Jugur fafy & wu # erdf wRfed
TIeTh R dh-itds T IUANT fodT T (@Tat 3R fEwaA, 2000) | e W & Vegqes fAyfaameg & TR
T | TR 3R ST BT Wighd 7Y J IGANT 3 dTd 15 A S A A | wfauifim o1
fufRor IEzaqul T fafyr &1 SUERT HRP o T, AT STHR Unds gAY H Sl Idftd &
Rl TR 3T T (e e 3., 2006) | SENRYH fIFU 3R 3iTaTs— a8 d&IBRT (Boerman
etal., 2017; Turow et al., 2009; Cotter, 2019) TR HIed & STYR TR WIETHR UY §C T I | YT ST &I
Tegic ufaHiiray ot ufafsarstt &) wrarsit sk firrarsi &1 e & Rad gu, fafdiy Afvm) sik wggt
1 fAmtor e foram T (Miles et al., 2014) |

et & udr e § 7 ufqumtt &3 auf I S &1 ITINT HR IR & 3R I8 WewiH 39
afe STad &1 T 31T 31T &1 7T § | 31 - SN & WTHIRSTS T, JHY fadT, aaam gemsi
TR TR IGT 3R AMEft & WY 3TSc g1 [ ¢ | It e H &1 gref & daof &, it
oI i Afort # afer man 3 ufha IuaNTedl, Tid IuaTedl, 3R St e T8t HRd § AT g RE
T AT §E BR gb ¢ | T§ ¢ T fob Afgan ufauifi & ges ufaurfial o gan & it IR amen
HRA B g 2 SR S-SR UfaHTirat &t 39 et TS, Tren BT T a1 i ke § & g S Tl
YT TiquTiTEt 3 S W U fAsTu=l &1 EAT B &1 GI-1 & St 390 gRT 9 5o § U
fHu U BIaS 1 WIS T IAE! W A W A; 37 A9 A o ufaHiia § iR o1 ugary e fasan,
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e 3 B STES HegH g3 3R TN T oI 39 IR ToR T S et g1 | Hifera Tvear & ufquifirt 3
Hgl [ I Mu-tgar ifaal B et sk Wile R oo, Te ufaurft 3 af Aer & S0 o SRy
far fr It SeRY &1 IuAT SNt gefersiy grT = favan oig, o et & Ty & we
IR Saaien ¢ | Motadr Hfedi & ey 8, e ufaHiiEt 3 ®e1 b <19 39 Uil &1 el
UgT, 99 A &1 sawaddr A df famr ug st Ieafa ¢ Y, ok 99 & 1Y 98 U 3fied &+ 713 a1
I (A0 WF &1 Tg9 giF o |

g AT ST & fob SerITH &) Tx0-HId 3R TERYA T STATHarait & forg Mu=iadr
Y&t B B3 a1 Sl § SR Sel-Tanferd fAa= gy Bz &) g1 &) tiafed sdl 81 et
TRl 3 Qem i &t TERys TRem &1 R &3 &) 9gd 71 IHIe foars,; 311 I Jeel
P T G, S TR, 3R 3T STANT S5t OROMaft & Hrend A 39 fRUfS &) gra= o1 foran |

P 9d1d & 5 STm R MUHIadr &1 sad AfediTd mUfHwdrsi I Gasi 7e! o Jodl 8;
%{ﬁaﬂf@%aﬁwﬁﬁﬂﬁﬁmwﬁmcﬁﬁaﬁawdwm 3R Tenfeyy fa=vars U Aot yftre

|

FERH R IoR] B! JIqdid & [Aa S FHF AT BT JHAT BT, MOHhar Sifaar i
IRAfa® =0 F SffAard g, 3R MU=idl IR Ta1d S/ &1 TARYH TRa13f o &idr o Fess
HT Ufaw & Ty F AfT-Af srerg=i & arem @ 3R 31 Tar v off JbdT g1 3fedt 3R e
oot & Ty Sermm & Jey Y Hidw & 3regql § IHIfdd dd & Gdhas! & JeH A fawr T Si=m
Jhdl gl 3id &, TENRYA AU §RT T T R 3R foiar U1 o1, 37 fRufaat sik o3t 1 Iaifia
FRA & o U ag-3mamt SR SfR-fawes 3reqg &t sfawadhdl &) euIfdT 3, e gRT SudNTaHhdf
3(gHa T I8 qIe3) WG R SR et 3|

BIae: IR T, MG, Mu-gar, d-TRfId TaTep R, STrH

Yapilandirilmis Ozet:

Instagram kullanici deneyimini belirleyen temel unsurlardan biri, platformun etkilesim temelli
algoritmik yapisidir. Iceriklerin goriiniirliigii; begeni, yorum, kaydetme ve goriintiileme siiresi gibi etkilesim
tiiriine gore siirekli olarak yeniden sekillenmektedir. Bu durum, kullanicilarin igerik iiretim ve paylagim
stratejilerini, algoritmanin beklentilerine gore diizenlemelerine yol agabilmektedir (Cotter, 2019; Saima vd.,
2023). Algoritmik siralamanin devre disi birakilmasinin kullanicr etkilesimini azalttigini gosteren ¢alismalar,
algoritmik akisin kullanici davranislari iizerindeki etkisini ortaya koymaktadir (Guess vd., 2023). Reklamcilik
acisindan Instagram, Meta'nin reklam altyapisiyla biitiinlesik sekilde ¢alismaktadir; kullanicilarin platform igi
ve platform disi etkilesimleri, ¢ok katmanli veri isleme siireglerine dahil edilmektedir (Boerman vd., 2017;
Andreou vd., 2018; Ullah vd., 2023). Meta'nin farkli veri kaynaklarini reklam hedefleme siireclerine entegre
edecegini duyurmasi da bu yapinin genisledigini gostermektedir (Meta Platforms, 2025).

Bu c¢ok katmanli veri igleme siireci, kacinilmaz olarak gizlilik kaygilarini da beraberinde
getirmektedir. Kigisellestirilmis algoritmalarin kullaniciya bazi kolayliklar sundugu kabul edilse de veri
toplama ve kullanim siireclerindeki seffaflik eksikligi, gizlilik endiselerini artirmaktadir (Boerman & Smit,
2023). Ozellikle geng kullanicilarin kisisellestirilmis iceriklere olumlu yaklasirken aym zamanda gizlilik
kaygilar1 tagidiklar1 ve bunun paradoksal bir durum yarattig1 belirtilmektedir (Saez-Linero vd., 2025). Ugiincii
taraf takip uygulamalar1 ve uzun siireli veri biriktirme siiregleri de bu kaygilar1 derinlestirmektedir (Zeng vd.,
2025). Sosyal medya gizliligi yalnmizca bireysel bilgilerin saklanmasiyla ilgili bir konu olarak degil,
platformlarin teknik mimarileri ve kullanicilar arasi iligkiler baglaminda ¢ok katmanli bir yapi olarak
degerlendirilmektedir (Kuenzler, 2022).

Bu calisma, Instagram kullanim dinamiklerinin kullanici deneyimlerine yansimalarini incelemek
amaciyla nitel arastirma deseninde tasarlanmistir. Veri toplama yontemi olarak yar1 yapilandirilmig goriisme
teknigi kullanilmistir (Kvale & Brinkmann, 2009). Arastirma grubunu, Selcuk Universitesi Iletisim
Fakiiltesi'nde 6grenim goren ve Instagram' aktif olarak kullanan 15 lisans 6grencisi olugturmustur. Katilimeilar
amagli 6rnekleme yontemiyle belirlenmis; drneklem bilytlikligii nitel arastirmalarda veri doygunlugu ilkesine
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gore olusturulmustur (Guest vd., 2006). Gorlisme sorulari, algoritmik reklamecilik ve ¢evrimigi davranissal
hedefleme literatiirii temel alinarak hazirlanmistir (Boerman vd., 2017; Turow vd., 2009; Cotter, 2019). Elde
edilen veriler, katilimc1 yanitlarinin benzerlik ve farkliliklar1 dikkate alinarak belirli kategoriler ve gruplar
olusturulmak suretiyle degerlendirilmistir (Miles vd., 2014).

Bulgular, katilimcilarin Instagram't uzun yillardir kullandiklarini ve platformun giinliik yasamlarinin
ayrilmaz bir pargast haline geldigini gostermektedir. Kullanim amaglar1 arasinda sosyal etkilesim, zaman
gecirme, giindemi takip etme ve icerikleri izleme 6n plana ¢ikmaktadir. Igerik paylasim pratikleri acisindan
katilimeilar; aktif kullanicilar, sinirlt paylagim yapan kullanicilar ve hi¢ paylagim yapmayan ya da paylagimi
birakan kullanicilar olmak {izere {i¢ gruba ayrilmistir. Kadin katilimcilarin erkek katilimcilara gore daha sik
paylagim yapma egiliminde olduklari, yas ilerledikge ise paylagimin sinirlandigi veya tamamen birakildigi
gozlemlenmistir. Katilimeilarin biiyiikk ¢ogunlugu, Instagram'da arama motorlarinda kullandiklar1 anahtar
kelimelerle veya satin aldiklart iiriinlerle iliskili reklamlarla karsilagtiklarint belirtmistir. Bu durum bazi
katilimcilarda rahatlik hissi yaratirken, bazilarinda ise izleniyormus hissi ve rahatsizlik olugturmustur. Az
sayida katilimer gizlilik politikalarint okuyup reddettigini belirtirken, bir katilimcinin Meta'ya e-posta
gondererek bilgilerinin yapay zeka tarafindan kullanilmamasini talep ettigi goriilmiistiir. Gizlilik politikalar1
konusunda ise katilimcilarmn biiyiik cogunlugu bu metinleri okumadiklarini, izin gerektiginde okumadan onay
verdiklerini ve zamanla buna iliskin bir aligkanlik ya da kontrol kaybi hissi gelistirdiklerini ifade etmistir.

Bu calisma, Instagram'in gorsel odakli ve algoritmik yapisinin kullanicilar agisindan gizlilik
yonetimini zorlastirdigini ve veri temelli reklamcilik uygulamalarinin kontrol kaybi hissini giiglendirdigini
ortaya koymaktadir. Katilimeilarin biiyiik ¢ogunlugu platformun algoritmik yapisini kontrol edebilme
konusunda umutsuz goériinmekte; sosyal iligkileri siirdiirme, giinliik iletisim kurma ve aligkanlik temelli
kullanim gibi gerekgelerle bu durumu normallestirmektedir. Bulgular, Instagram'da gizliligin yalnizca bireysel
tercihlerle agiklanamayacagini; platformun yapisal ve algoritmik 6zelliklerinin kullanici deneyimini
belirlemede 6nemli rol oynadigimni gostermektedir.

Instagram'da giindelik hayattaki konusmalara paralel iceriklerle karsilasilmasi, gizlilik politikalarinin
fiilen zorunlu bir nitelik tagimasi ve algoritmik yapilarin gizlilik iizerinde baski olusturabilme potansiyeli gibi
bulgular, gelecekte karma yontemli arastirmalarla daha ayritili bigimde incelenebilir. Instagram kullaniminin
aligkanliklar ve giinliik rutinlerle iligkisi, olas1 bagimlilik gostergeleri agisindan detayli olarak arastirilabilir.
Son olarak, algoritmik reklameciligin ayni anda hem rahatlik hem de kaygi yaratabilmesinden yola ¢ikarak,
kullanici deneyimindeki bu ikili duygusal durumun hangi kosullarda ve mekanizmalarla sekillendiginin ¢ok
boyutlu ve disiplinlerarasi ¢aligmalarla ele alinmasini 6nerilmektedir.

Anahtar Kelimeler: Iletisim Caligmalari, Gizlilik, Mahremiyet, Yar1 Yapilandirilmis Goriisme,
Instagram.
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From Privacy Concerns to Loss of Control Instagram: A Critical Look Through User
Experiences

Introduction

Social media and internet technologies have become foundational infrastructures that
transform nearly every dimension of social life, from everyday practices to political participation,
from consumption habits to identity construction. As of 2025, it is reported that more than 5 billion
people worldwide use social media, and users spend over two hours per day on these platforms on
average (We Are Social, 2025). This intensive use has moved social media beyond being merely a
medium of entertainment and communication; it has become a domain where economic, political,
cultural, and everyday surveillance relations intersect. Moreover, in this rapidly expanding
environment, new platforms emerge each year, while existing platforms diversify their features in
order to retain users’ time and attention within their own ecosystems. This landscape necessitates a
critical examination of social media platforms’ economic models, data collection practices, and how
such data are processed, particularly through algorithmic mechanisms.

In recent years, the proliferation of the social media ecosystem has encouraged users to
maintain a presence on multiple platforms simultaneously, further increasing the importance of the
attention economy and data driven marketing. The time users spend on platforms, the content they
produce, and the digital traces they leave behind are now considered strategic resources with high
economic value for advertisers. These traces, particularly in advertising practices, have become a
subject of debate in terms of privacy (Boerman & Smit, 2023). Platforms such as Facebook,
Instagram, TikTok, X, and YouTube occupy a central position in the digital advertising market due
to both their large user bases and advanced targeting capabilities. In this context, algorithmic content
and advertising flows have become invisible filters that shape not only what content we see, but also
which products, brands, and discourses we are exposed to, thereby influencing social, cultural, and
political spheres.

Among these platforms, Instagram stands out with its visually oriented structure and
distinguishes itself from other social networks. Centered around formats such as photos, short videos,
stories, and reels, Instagram constructs the user experience largely through visual aesthetics, narrative
driven sharing, and fragmented representations of everyday life. Reaching 3 billion monthly active
users as of 2025 (Weatherbed, 2025), Instagram has become not only a space for individual sharing
but also a global showcase and a site for performing visual identity.

Instagram’s visual centric structure and story based flow design enable users whether
consciously or unconsciously to generate multilayered data. Interaction signals such as likes,
comments, follow relationships, saving behaviors, viewing durations, and scrolling habits serve as
critical inputs for the algorithms operating in the background of the platform. The use of these data
not only for content recommendation but also for the personalization of marketing communication

Turkish Studies — Comparative Religious Studies, 21(01)



From Privacy Concerns to Loss of Control Instagram: A Critical Look Through... 2249

and advertising displays has made Instagram an extremely attractive medium for brands and
advertisers.

At this point, Instagram’s algorithmic logic appears as an infrastructure that tightly integrates
organic content ranking with advertising distribution. Machine learning based algorithms analyze
users’ past behaviors, interests, and interaction patterns to personalize both content feeds and
advertisements; in doing so, the intensive processing of user data brings new privacy debates to the
forefront (Kang, 2025). In terms of advertising, techniques such as interest based targeting, lookalike
audience creation, retargeting, and multi level segmentation come into play, gradually transforming
user profiles into highly detailed consumer identities. Recent studies examining data collection and
targeting techniques in mobile advertising indicate that advertising technologies process user data in
a multilayered manner (Ullah et al., 2023). More recently, Meta’s announcement that it will use
interactions derived from various data sources including users’ Al chats for advertising targeting
further expands the scope of algorithmic advertising (Meta Platforms, 2025).

The execution of such an intensive and multilayered data processing process through
algorithms inevitably raises concerns about personal privacy. Contemporary studies suggest that
while personalized algorithms may provide certain personal and economic benefits for users, they
can simultaneously generate privacy concerns (Boerman & Smit, 2023). Particularly in the context
of Instagram, it has been noted that young users experience a contradictory “privacy paradox”
between their attitudes toward personalized content and their privacy concerns; thus, new approaches
are needed to address these concerns among younger generations (Saez-Linero et al., 2025). Practices
such as third party tracking, profiling based on sensitive categories, and long term data accumulation
further deepen these concerns (Zeng et al., 2025).

The increasing data collection practices in social media environments, constantly changing
privacy settings, and the opaque algorithmic processes of platforms are progressively creating a sense
of fatigue among users. Privacy concerns are associated with a persistent uncertainty and pressure
regarding how individuals’ data are collected, for what purposes they are used, and whether users
can control these processes. Nicola (2022) emphasizes that one of the core components of social
media fatigue is the sense of “loss of control” stemming from users’ continuous exposure to
advertisements, notifications, and in platform tracking mechanisms. Therefore, privacy concerns
should be understood not merely as an individual state of exhaustion but as a critical issue that reveals
the impact of social media platforms’ data processing policies on user privacy.

Based on this problem, this study first examines how Instagram’s usage practices provide a
basis for algorithmic dynamics and how algorithmic advertising is positioned in terms of privacy.
Additionally, users’ privacy related conditions and their potential sense of loss of control are
discussed in light of current studies. In order to analyze the possible reflections of Instagram usage
dynamics forming the core problem of this study on user experiences, a semi structured interview
technique, which is a qualitative research method, was employed. In this context, face to face
interviews were conducted with 15 students studying at Selguk University Faculty of
Communication; the findings were evaluated in light of possible meanings, a detailed discussion was
developed in the conclusion section, and suggestions for future research were presented.

Instagram’s “Algorithmic” Story

Instagram was founded in 2010 by Kevin Systrom and Mike Krieger and quickly became
one of the pioneers of mobile social networks centered on visual sharing (Ita, 2025). Initially,
Instagram started as a highly limited application that could only be used on iPhones and was
inaccessible to those who did not use mobile devices (Highfield & Leaver, 2016). Over time, it
became available across all mobile devices and third party web interfaces, and today it is owned by
Meta, which also owns major social platforms such as Facebook and WhatsApp (Reiff, 2025).
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Its mobile, photo centric design enabled users to present selected moments of their everyday
lives as an aesthetic showcase, which played a decisive role in Instagram’s rapid early growth. The
platform’s rise has been driven not only by its technical features but also by the ways in which users
construct self presentation through visual performance. Contemporary research shows that visual
content formats in social media environments strongly guide user engagement and that content type
and format critically shape user behavior (Shahbaznezhad et al., 2022). In this sense, Instagram is
positioned not merely as a space for sharing but as a visual communication environment where
identity performances, aesthetic norms, and consumer culture are reproduced.

Instagram’s usage practices differ from other social networking platforms particularly due to
its visual centrality, aesthetic construction, and intensity of curation. Unlike Twitter, which
prioritizes textual interaction, or Facebook, which strengthens link based circulation, Instagram
primarily shapes user behavior around the aesthetics of photos and short videos. It is argued that
visual content production on Instagram encompasses motivations such as surveillance, seeking
information about others, documentation, coolness, and creativity (Sheldon & Bryant, 2016).
Similarly, Highfield and Leaver (2016) state that Instagram directs users toward certain aesthetic
practices through its visual oriented features such as square formats, filters, hashtag structures, and
real time sharing. Moreover, they emphasize that the platform creates a powerful visual culture that
shapes how users represent everyday life, as visual presentation becomes intertwined with identity
performance (Highfield & Leaver, 2016). From this perspective, Instagram is not merely a space for
visual sharing; rather, it occupies a distinctive position in the social media ecosystem as a platform
where performative self construction, struggles for algorithmic visibility, and aestheticized forms of
social interaction intensify.

One of the most fundamental elements shaping Instagram’s user experience is its interaction
driven algorithmic design. Visibility within the feed is continuously recalculated based on behavioral
signals such as likes, comments, saves, and viewing duration, and content that is likely to keep users
on the platform longer is prioritized. Cotter’s (2019) qualitative research with Instagram influencers
defines this process as a “visibility game,” demonstrating that users develop content strategies in line
with algorithmic expectations, thus revealing the algorithm as a guiding force in both self
presentation and content production. Similarly, Saima et al. (2023) show that Instagram’s algorithm
highlights specific content in discovery and shopping spaces using engagement signals, thereby
shaping visibility dynamics algorithmically. Furthermore, a large scale experimental study by Guess
et al. (2023) on Facebook and Instagram demonstrates that when algorithmic ranking is disabled,
both user engagement and time spent on the platform significantly decrease, confirming that the
algorithmic feed directly determines user behavior and the combination of content exposure. These
findings indicate that Instagram’s feed is not a passive timeline but an active algorithmic
infrastructure that reshapes user preferences.

Instagram’s advertising infrastructure is built upon an algorithmic system that collects all
user interactions on the platform through a logic of behavioral tracking and transforms them into
personalized advertising targeting models. Integrated with Meta’s advertising ecosystem, Instagram
processes multilayered data including users’ likes, saves, click patterns, content consumption
durations, followed accounts, and off platform browsing behaviors to generate individualized
advertising flows. Recent studies show that this data driven targeting logic operates particularly
through “probability of interest” and ‘“behavioral similarity clusters,” with the algorithm
continuously optimizing ad delivery based on predictive models (Boerman et al., 2017).
Additionally, it is emphasized that personalized advertising is shaped through inferential profiles
derived from users’ in platform activities, and that these profiles are both invisible and beyond users’
control (Andreou et al., 2018). These studies reveal that Instagram’s advertising model does not
merely reflect user preferences; rather, it actively reconstructs advertising flows through data mining,
user profiling, and predictive behavioral modeling. Consequently, the intensity of advertising and
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constant targeting pressure may increase users’ perception of uncertainty regarding data usage,
thereby triggering privacy concerns.

When Instagram’s visually driven structure is combined with design features that encourage
users to produce content aligned with aesthetic norms and with its algorithmic ranking logic, the
platform transforms from a simple sharing space into an environment defined by performance,
visibility, and competition for engagement. In this environment shaped by visual formats, filters, real
time sharing culture, and interaction based feeds users increasingly optimize their content production
according to algorithmic expectations; thus, self presentation, aesthetic preferences, and
representations of everyday life become intertwined with the platform’s visibility rules. Meanwhile,
the data driven nature of advertising, inferential profiles constructed from behavioral signals, and
opaque ranking mechanisms reinforce this visibility economy, deepening the asymmetry of
information and power between the platform and its users. Taken together, these dynamics transform
the Instagram experience into a multilayered ecosystem characterized by aesthetic pressure,
performance imperatives, algorithmic uncertainty, and data driven guidance. As users become part
of this “visibility game,” they may, often unconsciously, reshape various aspects of their lives from
their privacy and time to their behavioral data and self presentation in accordance with the rules of
this system.

From Privacy Concerns to Loss of Control Instagram

In the context of social media, privacy is defined as the individual’s right to decide when,
how, and with whom their personal information is shared; however, this definition has become
increasingly complex due to the structural characteristics of digital environments. Kuenzler (2022)
conceptualizes social media privacy not merely as the individual’s right to “withhold information,”
but as a multilayered form of “social privacy” shaped by platforms’ technical architectures, visibility
settings, data sharing mechanisms, and user interactions. While in the early stages of the internet
privacy was largely discussed in terms of security, anonymity, and identity protection, today the data
collection, targeting, and behavioral tracking practices of social media platforms have transformed
privacy into a contextual, relational, and algorithmic issue. This transformation demonstrates that
privacy is not merely an individual preference but also a contested domain shaped by platform
operations, the structure of the data economy, and social norms.

Empirical studies on Instagram indicate that users predominantly use the platform to
construct an “idealized self,” with aesthetically curated content being prioritized in profiles and posts
(Harris & Bardey, 2019). In the Turkish context, the study by Bekman and Al (2023) shows that
Instagram is widely adopted across generations and that, despite the persistence of online privacy
concerns, younger generations exhibit lower levels of “online identity—Instagram privacy concern”
and display more positive attitudes toward the platform. In Dumanh Kiirk¢ii’s (2024) study, it is
emphasized that parents’ sharing behaviors are shaped not by privacy concerns but by different
motivations, and that as their time spent on Instagram increases, they share more content involving
their children. Similarly, Caliskan et al. (2023) found that although participants reported taking
precautions regarding privacy and security on social media, they still considered these measures
insufficient and continued to experience concerns. Koktener and Akgiin (2020) evaluated Instagram
influencer mothers’ posts about their children as privacy violations. In a large scale study conducted
by Klaidka (2024), it was shown that as privacy concerns increase, self disclosure decreases;
however, particularly in public profiles, users attempt to remain visible while managing privacy
stress through strategic content curation. Additionally, qualitative studies on Instagram stories reveal
that users do not always consistently manage the boundaries between public and private spheres; at
times, they unintentionally expose private content belonging to themselves or others to broader
audiences and often recognize privacy violation risks only retrospectively (Siregar & Puspasari,
2023). Taken together, these findings suggest that the pursuit of visibility on Instagram stretches
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privacy boundaries, and that users continuously renegotiate the balance between privacy and
visibility, often engaging in more extensive visual self disclosure compared to other platforms.

Research on Instagram users’ awareness of privacy issues demonstrates that the relationship
between concern, knowledge, and behavior presents a highly contradictory picture. Darmaningrat et
al. (2020) show that Indonesian university students have a clear awareness of and concern about
information privacy on Instagram; however, increased awareness of risk does not directly reduce
their tendency to share private content. Similarly, Kurniawan et al. (2024) found that while many
students are aware of what data are collected, monitor account activity, and take additional security
measures (e.g., different passwords, login controls), a portion of users still fail to fully grasp data
privacy risks and require further education. Sarikakis and Winter (2017) demonstrate that most social
media users do not read privacy policies, have very limited knowledge about data processing
practices and legal rights, and that their awareness of privacy often remains vague, superficial, and
inconsistent. In the experimental study by Obar and Oeldorf Hirsch (2018), described as “the biggest
lie on the internet,” more than 70% of participants accepted the privacy policy and terms of service
of a fictitious social networking service with little to no reading. Trepte et al. (2015), in their
conceptualization of online privacy literacy, emphasize that users generally possess fragmented
knowledge about privacy settings, while lacking deeper technical and legal understanding of data
processing practices. Taken together, these findings indicate that a significant portion of Instagram
users intuitively recognize the existence of privacy risks; however, due to the complexity of privacy
policies, the opacity of data processing processes, and limited privacy literacy, they often fail to fully
comprehend what they consent to and the actual level of control they have over their shared data.

Instagram’s personalized advertising ecosystem creates a “continuous consent” cycle that
constantly exposes users to cookie permissions, location requests, promotional notifications, follow
suggestions, and shopping prompts. Boerman and Smit (2023) argue that personalized advertising
processes are often perceived by users as ambiguous, and that opaque data collection mechanisms
increase privacy concerns. Furthermore, Liu (2023), in research on privacy fatigue, finds that
personalized advertising creates a sense of loss of data control among users, which over time triggers
avoidance and exhaustion behaviors. These findings indicate that Instagram’s intensive
personalization and data tracking processes foster a persistent sense of visibility and loss of control
among users.

The fact that algorithms on Instagram track user behavior to generate personalized
advertisements can deepen privacy uncertainty and gradually increase the perception of loss of
control. Studies focusing on users who struggle to keep up with constantly evolving platform
infrastructures highlight issues such as emotional and cognitive exhaustion due to continuous data
tracking alerts and imposed personalization, the automation of privacy decisions, and a decline in
conscious engagement with the platform. This loss of awareness has been associated with trust
erosion, cognitive overload, and loss of control (van der Schyff et al., 2023; Luzsa & Mayr, 2022).
In the context of Instagram, loss of control may lead users to perceive algorithmic processes as non-
transparent, to view advertisements as manipulative, and to develop reactions such as perceiving
algorithmic unfairness and feeling excessively monitored (Hockin-Boyers et al., 2025). These
psychological dynamics may, in the long term, create a vicious cycle of fatigue and loss of control.
As usage related fatigue increases, attention in processes requiring awareness decreases, which in
turn may lead users to overlook the ongoing loss of control within their continued engagement with
the platform.

Method

This study was designed as a qualitative research project to examine the possible reflections
of Instagram’s algorithmic structure on user experiences. A semi-structured interview technique was
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employed to explore user experiences (Kvale & Brinkmann, 2009). The study was guided by the
following research questions:

Research Question 1: How are university students’ Instagram usage practices (purpose of
use, continuity, and sharing habits) shaped?

Research Question 2: How do users experience and interpret algorithmic content and
advertisements on Instagram?

Research Question 3: How are users’ attitudes toward Instagram’s privacy policies and
data-sharing permissions shaped?

Study Group and Sampling

The study group consists of 15 students enrolled at Selguk University Faculty of
Communication. Participants were selected using purposive sampling in line with the research
objective. The inclusion criterion was that participants actively use Instagram.

In qualitative research, sample size is determined based on the principle of data saturation
rather than statistical representativeness. Guest et al. (2006) suggest that thematic saturation is largely
achieved within 12 interviews. Accordingly, the study was limited to 15 participants.

Data Collection Instrument

The data collection instrument was developed by me based on the literature on Instagram
use, algorithmic advertising, and online behavioral targeting (Boerman et al., 2017; Turow et al.,
2009; Cotter, 2019). The interview form consists of open-ended questions aimed at revealing
participants’ Instagram usage practices, advertising experiences, and attitudes toward privacy
policies.

The questions covered topics such as purpose and duration of Instagram use, content-sharing
practices, opinions on privacy policies, the relationship between encountered advertisements and
personal needs, perceptions of cross-platform ad tracking, and user views on data-sharing consent.

Data Collection Process

Within the scope of the study, interviews were conducted face-to-face with each participant
individually, with careful attention paid to confidentiality. Each interview lasted approximately 45—
60 minutes. Audio recordings were taken during the interviews, and the participants’ responses were
transcribed and analyzed by the researcher after the data collection process.

Data Analysis

The collected data were categorized under specific themes following the completion of the
research, in accordance with semi-structured interview analysis procedures (Akman Démbekci &
Erisen, 2022). The aim was to examine participants’ responses around common questions and topics.

The analysis focused on identifying whether participants’ responses clustered into particular
groups, as well as determining similarities and differences in opinions and perspectives. Recurring
and divergent patterns were identified and interpreted (Braun & Clarke, 2006).

During the categorization and grouping process, participants’ responses were continuously
reviewed throughout the analysis. This approach is consistent with methodological frameworks in
qualitative research that recommend ongoing comparison of emerging findings with the existing
theoretical framework (Miles et al., 2014).

Validity and Reliability

To ensure the validity and reliability of the study, key quality criteria specific to qualitative
research were considered. To establish face validity, the semi-structured interview form was
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reviewed by two field experts prior to implementation. Face validity refers to whether a measurement
tool appears to appropriately and visibly represent the concept it aims to measure, and this evaluation
is typically conducted through expert review (Elangovan & Sundaravel, 2021).

To enhance reliability, findings were supported with direct quotations from participants, and
the consistency between categories and data was continuously monitored throughout the analysis
process. Additionally, the data collection and analysis procedures were reported in detail, and the
grouping process was conducted using an iterative and comparative approach. This approach
contributes to the systematic and auditable progression of qualitative analysis (Miles et al., 2014).

To ensure transferability, the study group, data collection process, and analysis stages were
described in detail, and the findings were presented within their context. Overall, the study was
structured in line with Tracy’s (2010) criteria for quality in qualitative research, including worthy
topic, rich rigor, sincerity, credibility, resonance, significant contribution, ethics, and meaningful
coherence.

Limitations

The participant group consists entirely of university students. Although an effort was made
to ensure a balanced distribution in terms of gender and age, the sample can be considered
homogeneous in terms of occupation. Therefore, the findings should be interpreted within this
limitation. On the other hand, the age range of participants (18—37) allows for a broader evaluation
of results in terms of age variability.

Ethical Considerations

This study was conducted with the approval of the Scientific Ethics Evaluation Committee
of Selguk University Faculty of Communication (approval date: 16.12.2025, decision number:
2025/23-3). Ethical principles were followed throughout the research process. Informed consent was
obtained from all participants, their identities were anonymized, and the collected data were used
solely for scientific purposes.

Findings

This section of the study presents the demographic information of the participants and the
analyses of their responses to the interview questions. The table below provides the demographic
characteristics of the participants. In the table, participants were anonymized by coding them from
P1 to P15. The table includes information on the participants’ ages, genders, and the duration of their
Instagram use.

The findings show that participants’ ages range between 18 and 37, and the study group
consists of 7 female and 8 male participants. When Instagram usage duration is examined, it is
observed that a significant portion of the participants have been using the platform for many years,
with usage ranging from 2 to 14 years. This indicates that Instagram is not a new application in the
participants’ lives, but rather a long established and embedded everyday digital practice.
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Table 1: Demographic Information of the Participants
Years of Instagram

Age Gender Use
P1 19 Female 7
P2 18 Male )
P3 18 Female )
P4 21 Male 7
PS5 21 Female 6
P6 18 Male 9
P7 22 Male 6
P8 24 Male 10
P9 28 Male 8
P10 37 Male 14
P11 25 Female 7
P12 23 Female 12
P13 20 Female 2
P14 21 Male 10
P15 23 Female 8

Duration and Purpose of Instagram Use

Participants were asked how long they had been using Instagram and for what purposes. An
examination of their responses shows that the participant with the shortest usage duration was P13,
who stated that they had been using the platform for approximately 2 years. The participant who had
been using Instagram for the longest time was P10, who indicated that they had been using the
platform since 2011.

When participants’ statements regarding their purposes of Instagram use are analyzed, it is
evident that social interaction, passing time and relaxation, following current events and content, and
to a more limited extent, content production and self expression emerge as the main categories. The
use of Instagram for social interaction is clearly reflected in participant statements. When asked about
their presence on Instagram, P1, who stated that they started using Instagram at the age of 13,
expressed that “I maintain my social life in the digital space.” Similarly, P5 stated, “I use it to engage
with my followers.” P12 described their purpose of Instagram use as “/ use it to share memories from
my daily life with my friends, and I record and share videos of events that are meaningful to me,”
while P13 stated, “I use it to interact with my close circle.” These findings suggest that participants
perceive Instagram as a form of social living space.

The purpose of passing time and mental distraction is particularly evident in the experiences
of some participants. P8 stated that the platform “has became a means of distraction over time, and
watching reels provides temporary comfort,” while P14 noted, “I use it to watch short videos during
my limited free time.” Following current events and content also appears as an important purpose.
P9 stated, “I use it to follow news and current events,” while P12 noted, “I follow posts and current
content related to myself and the things I like.” Similarly, P15 indicated that they use Instagram for
“communication and following current events.” A smaller number of participants position Instagram
as a space for production and self expression. P7 stated, “/ use it as a portfolio by sharing the work
1 do,” while P3 expressed, “I use it to share photos and watch videos.”

When participants’ responses regarding how long and for what purposes they use Instagram
are examined in terms of gender and age, certain differences in usage duration and purposes become
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apparent. The statements indicate that sharing aspects of private life is more visible in the narratives
of some female participants (P3, P5, P12), whereas male participants tend to limit their sharing more
to interests and content based topics (P4, P14). However, it is also noteworthy that this differentiation
does not apply to all participants. While social interaction appears to be more prominent among some
younger participants (P1, P2, P3, P5, P12, P13), the findings suggest that as age and duration of use
increase, Instagram evolves from a platform serving a single purpose into a multifaceted, everyday
digital practice (P8, P9, P10). This indicates that the duration and purpose of Instagram use may be
associated with demographic variables such as age and length of use.

Instagram Sharing Practices

Participants were asked whether they share content on Instagram and, if so, what types of
content they share. An examination of the responses shows that content sharing practices on
Instagram vary among participants. While the majority of participants reported that they share
content, some indicated that although they do share, they keep their posts limited and reflect their
private lives only partially (P1, P4, P11). In contrast, some participants stated that they have stopped
sharing over time or do not share any content on the platform (P6, P15). This suggests that Instagram
use does not always revolve around content production and sharing for participants; rather, different
user practices such as sharing, limiting sharing, or abstaining from sharing coexist.

When participants’ responses are analyzed, it becomes evident that Instagram content
sharing practices are clustered around three main categories: active and regular sharing, limited and
selective sharing, and not sharing or discontinuing sharing. The motivation for active and regular
sharing is reflected in the statements of participants who use Instagram as a space for sharing aspects
of their private lives. These participants define content production as a continuous practice. P12
expresses this by stating, “I share frequently, I post current content related to my private life,” while
P8 emphasizes personal content production by saying, “Yes, I mostly share the photos I take.”

The limited and selective sharing group indicates that although participants share content on
Instagram, they present their private lives in a controlled manner. Participants in this group restrict
their posts to certain types of content. P1 describes their sharing practices as “/ do not want an intense
content flow on the platform, it mostly consists of events I attend and places I visit,” while P4 states,
“I generally share things that interest me, I share very few posts about my private life.” Similarly,
P11 notes, “I mostly do not share content, I usually follow the content feed through photos and do
not engage in active posting,” indicating that sharing is conditional and selective.

The group that does not share or has stopped sharing over time demonstrates that some
participants’ Instagram use has moved away from content production. These participants report that
they used to share content but abandoned this practice over time. P15 expresses this by stating, “/
used to share with my friends, but nowadays I do not share,” while P6 states, “I prefer not to share.”
Taken together, these findings indicate that content sharing practices on Instagram are not
homogeneous among participants. Different forms of use, such as active sharing, controlled sharing,
and non sharing, coexist, suggesting that Instagram use cannot be reduced to a single type of sharing
practice among participants.

Perceptions of Other Users’ Sharing

Participants were asked whether seeing other profiles on Instagram that share their private
lives in detail creates any feelings or influences their behavior. Many participants stated that the
intensive sharing of other users does not have a direct impact on their own sharing behavior.
However, some participants indicated that a high sharing environment may have a direct or indirect
effect on them (P4, P8, P13). This distribution suggests that sharing of private life on Instagram does
not produce a uniform effect on participants.
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Participants who reported that they are not influenced by others sharing their private lives on
Instagram explained this with various reasons. P3 stated, “No, I already like sharing, so I am not
influenced by others sharing.” P6 said, “No, on the contrary, I prefer not to share. Just because
everyone shares does not create a sense of trust,” while P10 expressed a negative attitude toward
intensive sharing by stating, “On the contrary, I find it disturbing.” Similarly, P14’s statement, “/
do not think sharing private life is appropriate, so I do not pay attention to others’ posts,” supports
this perspective.

On the other hand, some participants acknowledged that intensive sharing may influence
them. P4 explained this by stating, “I am not aware of'it, but it probably does influence me,” while
P8 noted, “Yes, it encourages me, but it does not create a perception of a safe space.” Thus, P8
distinguishes between being encouraged to share and perceiving the platform as secure. Unlike other
participants, P13 stated, “Yes, when everyone shares, it makes me think it is a safe environment,”
indicating that intensive sharing creates a sense of trust. P12 added another dimension by stating,
“Instagram sharing is related to self confidence.” P12 also noted that “people who share their
private lives without concern are perceived as highly self confident.”

When participants’ responses to this question are evaluated together in terms of age, gender,
and duration of Instagram use, it is observed that the tendency to be influenced toward sharing or to
develop a sense of trust does not show a clear and consistent differentiation across these variables.
Participants from different age groups and both genders expressed both non influence and limited or
indirect influence. Similarly, there is no significant difference between participants who have used
Instagram for a long time and those who have used it for a shorter period in terms of their responses
to this question.

On Instagram Privacy Policies

Participants were asked whether they read Instagram’s privacy policies. An examination of
their responses shows that while some participants reported reading these policies (P1, P7), the
majority indicated that they do not read them at all. Participants who stated that they read privacy
policies associated this behavior with a desire to use the platform consciously and to be informed
about data sharing (P1, P7). In contrast, those who do not read them emphasized that privacy policies
are long, complex, and difficult to engage with in everyday use (P2, P4, P5, P13).

Participants who reported reading privacy policies were asked why they do so. P1 explained,
“I read privacy policies because I want to know what I am consenting to,” while P7 stated, “I read
them because I am curious about what is written regarding my data.” Participants who do not read
privacy policies were asked why they avoid them. They stated that the texts are too long and complex,
and that most people accept them without reading: “I do not read them because they are too long”
(P2) and “Everyone already accepts them, so I did not feel the need to read them” (P4). Similarly,
some participants expressed their views by stating, “I skip them without reading when they appear”
(P6) and “If I do not accept them, I cannot use the application” (P5). During the interview, P7
additionally stated, “I regularly send emails to Meta requesting that my personal data not be used
for training artificial intelligence.” This statement is considered significant as it represents an action
oriented example of privacy awareness.

When participants’ attitudes toward privacy policies are evaluated together in terms of
gender, age, and duration of Instagram use, no clear grouping is observed in terms of reading
behavior. The fact that the majority of participants (n=13) do not read privacy policies is noteworthy
in terms of platform dynamics characterized by intensive individual use and implications for privacy.
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Perceptions of Instagram Algorithmic Advertisements

Participants were asked whether the advertisements they encounter on Instagram correspond
to products they need in their daily lives. Some participants stated that the advertisements they
encounter align with their everyday needs (P1, P2, P11). Others, however, evaluated these
advertisements as unnecessary, irrelevant, or unrelated (P6, P15). In addition, some participants
indicated that they occasionally encounter advertisements that match their needs, but that this is not
a consistent situation (P3, P8, P13). This suggests that advertisements on Instagram are not perceived
as a uniform experience by participants.

Three main groups emerge in participants’ statements regarding advertisements encountered
on Instagram. The first group consists of participants who believe that advertisements align with their
daily needs. These participants stated that they often encounter advertisements related to products
they have previously shown interest in; “/ come across advertisements related to products I need”
(P1) and “Products I looked at on e-commerce platforms and even products I talk about while my
phone is on appear in Instagram ads, so Instagram presents me with the products I need” (P11)
reflect this perspective. P11 was asked whether seeing products they searched for or talked about on
Instagram creates any feelings. P11 responded, “It creates anxiety because knowing that I am being
watched and listened to makes me feel insecure and uneasy.”

Participants who stated that they encounter products they searched for online on Instagram
were also asked whether this situation creates any feelings for them. P2 responded, “It is not normal,
but it has become normalized.” P1 stated, “I think Instagram now knows me better than I know myself
and has become my inner voice.” This response points to a concerning situation. Coding a lack of
trust as Instagram “knowing the user” is noteworthy. It can be inferred that some users prioritize
shopping “comfort” over data security. P5 expressed satisfaction with this situation by stating, “/
like seeing what I search for on Instagram, [ can compare prices, and sometimes I repeatedly search
for the same product online just so it appears on my explore page.” P10, on the other hand, stated,
“I think I need to be more careful in such situations.” Another striking response comes from P13,
who, despite feeling uneasy, stated that when frequently encountering such advertisements, they
“feel the need to purchase that product.”

The second group consists of participants who believe that advertisements sometimes align
with their needs but do not do so consistently. These participants define their advertising experience
as situational; “Yes, some things mentioned in my conversations with friends appear as ads on
Instagram” (P8) and “From time to time, I see ads related to products I need” (P9) reflect this
approach. P8 was asked whether encountering advertisements related to conversations with friends
creates any feelings. P8 responded, “I am tired of'it, I think it is disturbing, and when I see something
like this, I immediately close the application.” This reaction is considered significant as an action
oriented response to uncertainty regarding privacy.

The third group consists of participants who believe that advertisements do not align with
their needs. These participants tend to perceive advertisements as unnecessary and irrelevant content;
“I do not need the ads I encounter” (P6) and “I cannot define most of the ads I see as needs, so no”
(P15) represent this group.

Many participants stated that the advertisements they encounter on Instagram correspond to
their daily needs (P1, P2, P5, P7, P9, P12, P14). On the other hand, one of the most striking findings
in this section is that some users (P8, P11) indicated that not only searches conducted on search
engines or e commerce platforms, but also everyday conversations are reflected in Instagram
advertisements.
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Conclusion

This study discussed university students’ Instagram usage practices through a semi
structured interview covering duration and purpose of use, sharing habits, perceptions of trust,
attitudes toward privacy policies, experiences with algorithmic advertisements, and data security
issues. The interviews were conducted with 15 undergraduate students studying at Selguk University
Faculty of Communication. The findings indicate that Instagram has gone beyond being merely a
social media application and has become an established and continuous part of participants’ daily
routines. In particular, the statements of participants with long term usage experience reveal that the
platform has evolved into a hybrid digital space that combines communication, entertainment,
information seeking, and habit based usage patterns.

When the duration and purpose of Instagram use are examined, it is observed that short term
users tend to use the platform primarily to communicate with their close social circles, whereas as
the duration of use increases, the functions of Instagram diversify. The prominence of purposes such
as social interaction, passing time, and following current events and content suggests that Instagram
is perceived by participants as a digital social living space. When these usage patterns are evaluated
together with age and gender variables, it is seen that some female participants tend to be more
interaction and sharing oriented, while some male participants exhibit practices more focused on
content consumption and passing time. Although some participants indicated that they limit their
sharing practices or completely stop sharing as they get older, this tendency does not apply to all
participants, and individual usage preferences appear to be decisive.

Findings related to sharing habits clearly demonstrate that user practices on Instagram are
not homogeneous. Three main approaches, active and regular sharing, limited and selective sharing,
and not sharing or discontinuing sharing, indicate different attitudes toward the platform. The
strengthening of the tendency to limit or abandon sharing as age increases may be interpreted as
Instagram gradually transforming into a medium more focused on viewing and consumption. This
suggests that sharing is not a mandatory practice for every user and that conscious strategies of
withdrawing from visibility also exist. The finding that some younger participants are more active in
content sharing is consistent with the findings of Bekman and Al (2023), which suggest that positive
attitudes toward Instagram and the desire to be visible among younger generations relatively suppress
online privacy concerns.

Findings regarding Instagram sharing and perceptions of trust indicate that an intensive
sharing environment does not create a uniform effect on participants. While some participants stated
that they are not influenced by others’ sharing of private life or find it disturbing, others
acknowledged that such intensity may indirectly encourage them to share. The findings in this section
are parallel to Harris and Bardey (2019), who argue that metrics such as follower count, likes,
comments, and engagement may constitute an increasingly important social factor in self-
presentation as users maintain their visual identity performance. It is also observed that perceptions
of trust do not always align with the tendency to share; some participants, even when encouraged to
share, do not perceive the platform as a safe space. These findings suggest that the relationship
between visibility and trust on Instagram has a contradictory and fragile structure. The findings are
also consistent with Trottier (2017), who argues that privacy is no longer merely a matter of
information withholding but is redefined through visibility, traceability, and profilability, as well as
with Masdari and Sarvari (2016), who state that Instagram’s aesthetic codes and real time sharing
culture draw users into a system of visually oriented norms in content production. In addition, Baritci
(2023), which indicates that users spend a significant portion of their day on the platform despite
being aware of and concerned about privacy issues, also supports the findings of this section.

Attitudes toward privacy policies reveal that the majority of participants accept these texts
without reading them and perceive them as long, complex, and difficult to engage with in everyday
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use. The small number of participants who read privacy policies associate this behavior with
conscious usage and data awareness. The absence of clear differentiation in terms of demographic
variables suggests that attitudes toward privacy policies are shaped not by individual characteristics
but by platform design and recurring consent mechanisms. These findings are consistent with studies
in the literature indicating that users have difficulty reading detailed privacy policies and terms of
service or largely ignore them (Sarikakis and Winter, 2017; Obar and Oeldorf Hirsch, 2018).

Findings regarding algorithmic advertisements indicate that participants interpret advertising
experiences through different emotions and meanings. While participants who believe that
advertisements correspond to their daily needs sometimes evaluate this as comfort and convenience,
for others this experience is associated with anxiety, a sense of being monitored, and insecurity. In
particular, the appearance of products that have been discussed or searched for as advertisements
stands out as a factor that strengthens perceptions of algorithmic surveillance. These findings are
consistent with studies suggesting that digital advertising produces a personalized yet fundamentally
profiling and micro targeting based advertising flow (Boerman et al., 2017) and that opaque data
collection mechanisms increase privacy concerns (Boerman and Smit, 2023). However, it was also
observed that some participants normalized this situation and prioritized the convenience of shopping
over data security concerns.

Findings related to data security policies show that a large portion of participants experience
these processes not as a result of conscious evaluation but as a mandatory and exhausting routine.
Behaviors such as approving without reading, automatically rejecting, postponing, or developing
habitual responses suggest that data security interfaces are perceived not as a space of control but as
an obstacle to be avoided. Feelings of loss of control, inevitability, and fatigue expressed by some
participants point to the emotional dimension of users’ relationships with digital platforms. These
findings are consistent with Trepte et al. (2015), who emphasize that most users possess fragmented
knowledge at the settings level and lack deeper technical and legal understanding of data processing
and profiling practices.

This study is limited to university students in terms of its sample. The results should be
evaluated by considering that the sample, although relatively homogeneous, spans a broad age range.
On the other hand, differences in participants’ responses are thought to enrich the findings of the
study. From users who do not share any content on Instagram to those who actively share and
experience convenience due to the algorithm presenting products aligned with their needs, the study
provides a multidimensional perspective on Instagram user experiences.

Overall, this study shows that Instagram use is shaped through intertwined experiences such
as visibility, interaction, convenience, loss of control, and insecurity. The findings reveal that users
experience Instagram both as an indispensable daily practice and as a digital environment that
contains various concerns and contradictions. This suggests that user experience on Instagram is
shaped not only by individual preferences but also by the platform’s algorithmic structure, design
dynamics, and data driven functioning.

- The finding that participants encounter content on Instagram related to concepts they
discuss in daily life indicates that future research on Instagram and privacy should also address the
possible dimension of voice data usage.

- The fact that services become unusable if privacy policies are not accepted should be
discussed in future interdisciplinary studies, particularly in terms of user freedom.

- It is suggested that the loss of privacy for Instagram users should be considered not only as
an individual responsibility but also as a form of pressure generated by platform algorithms.

- Future studies are recommended to conduct multidimensional mixed research on Instagram
algorithms and privacy and to examine privacy related issues across broader demographic groups.
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- Future research may approach participants’ frequent expressions such as habit and part of
daily routine in describing Instagram use as potential indicators of dependency.

- The fact that some participants completely abandon or consciously limit sharing indicates
a form of use that stands in contrast to the commonly discussed desire for visibility in Instagram
literature. The motivations and consequences of such withdrawal strategies can be examined as a
separate research topic.

- Participant statements indicate that advertisements create both convenience and satisfaction
as well as feelings of being monitored and insecurity. Future studies may examine the comfort
anxiety dilemma experienced by users in relation to algorithmic advertising, how these two emotions
are experienced simultaneously, and under what conditions one becomes dominant over the other.
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Mahremiyet Kaygisindan Kontrol Kaybina Instagram: Kullamic1 Deneyimleri Uzerinden
Elestirel Bir Bakis

Giris

Sosyal medya ve internet teknolojileri, giindelik yasam pratiklerinden siyasal katilima,
titketim aligkanliklarindan kimlik insasina kadar toplumsal hayatin hemen her boyutunu doniistiiren
temel altyapilar haline gelmistir. Diinyada 2025 itibariyla 5 milyarin iizerinde insanin sosyal medya
kullandig1 ve kullanicilarin giinde ortalama 2 saati askin siireyi bu platformlarda gegirdigi rapor
edilmektedir (We Are Social, 2025). Bu yogun kullanim, sosyal medyay1 yalnizca bir eglence ve
iletisim mecras1 olmaktan ¢ikararak; ekonomi, siyaset, kiiltiir ve giindelik gdzetim iliskilerinin
diigiimlendigi bir alan haline gelmektedir. Ustelik kullanici say1s1 hizla artan bu ortamda, her yil yeni
platformlar ortaya c¢ikmakta, mevcut platformlar da sunduklan o6zellikleri cesitlendirerek
kullanicilarin zamanini ve dikkatini daha fazla kendi ekosistemlerinde tutmaya calismaktadir. Bu
tablo, sosyal medya platformlarinin ekonomik modellerini, veri toplama pratiklerini ve bu verilerin
ozellikle algoritmik pratikler yoluyla nasil degerlendirildigini ele almay1 zorunlu kilmaktadir.

Son yillarda sosyal medya ekosisteminin gogullagmasi, kullanicilarin ayni anda birden fazla
platformda varlik gdstermesini tesvik etmis; bu durum dikkat ekonomisi ve veri odakli pazarlamanin
Oonemini daha da artirmistir. Artik kullanicilarin platformlarda gecirdigi zaman, iirettikleri icerik ve
biraktiklar dijital izler, reklam verenler agisindan yliksek ekonomik degere sahip stratejik kaynaklar
olarak goriilmektedir. S6z konusu izler Ozellikle reklam c¢alismalarinda gizlilik agisindan
tartisilmaktadir (Boerman & Smit, 2023). Facebook, Instagram, TikTok, X ve YouTube gibi
platformlar, hem kullanici sayilariin biiyiikligii hem de gelismis hedefleme imkanlar1 nedeniyle
dijital reklam piyasasinin merkezinde konumlanmaktadir. Bu baglamda, algoritmik igerik ve reklam
akislari, sadece hangi igerigi gordiigiimiizii degil, ayn1 zamanda hangi iirlinlere, markalara ve
sOylemlere maruz kaldigimizi da belirleyerek sosyal, kiiltiirel ve siyasal alan1 sekillendiren gériinmez
filtreler haline gelmektedir.

Bu platformlar arasinda Instagram, 6zellikle gorsel odakli yapisiyla 6ne ¢ikmakta ve diger
sosyal aglardan belirgin bicimde farklilagsmaktadir. Fotograf, kisa video, hikdyeler ve reels
formatlarinin merkezde oldugu Instagram, kullanici deneyimini biiylik Olgiide gorsel estetik,
hikayelestirilmis paylagimlar ve anlik giindelik fragmanlar {izerinden kurmaktadir. 2025 itibariyle 3
milyar aylik aktif kullaniciya ulasan Instagram (Weatherbed, 2025), yalnizca bireysel paylagim alani
degil, ayn1 zamanda kiiresel bir vitrin ve gorsel kimlik performansi mekani héline gelmistir.

Instagram’in gorsel merkezli yapisi ve hikaye akis tasarimi, kullanicilarin farkinda olarak ya
da olmayarak ¢ok katmanli bir veri iiretimine zemin hazirlamasini saglamaktadir. Begeniler,
yorumlar, takip iligkileri, kaydetme davranislari, izleme siireleri ve kaydirma aligkanliklar1 gibi
etkilesim sinyalleri, platformun arka planinda calisan algoritmalar igin kritik girdi niteligi
tagimaktadir. Bu verilerin yalnizca igerik onerileri i¢in degil, ayn1 zamanda pazarlama iletisimi ve
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reklam gosterimlerinin kisisellestirilmesi i¢in kullanilmasi, Instagram’1 markalar ve reklam verenler
agisindan son derece cazip bir mecra haline getirmistir.

Bu noktada Instagram’in algoritmik mantigi, organik igerik siralamasi ile reklam dagitimini
birbirine sik1 bicimde baglayan bir altyap1 olarak karsimiza ¢ikmaktadir. Makine 6grenmesi temelli
algoritmalar, kullanicilarin 6nceki davraniglarini, ilgi alanlarimi ve etkilesim oriintiilerini analiz
ederek hem igerik akigini hem de reklamlari kigisellestirmekte; bu siirecte kullanici verilerinin yogun
bicimde islenmesi yeni mahremiyet tartismalarin1 da beraberinde getirmektedir (Kang, 2025).
Reklamcilik boyutunda ise ilgi alan1 hedefleme, benzer kitle olusturma, yeniden hedefleme ve ¢cok
diizeyli segmentasyon gibi teknikler devreye girmekte; kullanici profilleri giderek ayrintili birer
tiikketici kimligine doniistiiriilmektedir. Mobil hedefli reklamcilikta kullanilan veri toplama ve
hedefleme tekniklerini inceleyen giincel ¢alismalar, reklam teknolojilerinin kullanici verisini ¢ok
katmanli bigimde isledigini gdstermektedir (Ullah vd., 2023). Son dénemde Meta’nin, kullanicilarin
yapay zeka sohbetleri de dahil olmak iizere farkli veri kaynaklarindan elde edilen etkilesimleri
reklam hedeflemesi i¢in kullanacagini agiklamasi, algoritmik reklamciligin kapsamini daha da
genisletmektedir (Meta Platforms, 2025).

Algoritmalar aracilifiyla bu denli yogun ve ¢ok katmanli bir veri isleme siirecinin
yiiriitiilmesi, kaginilmaz bicimde kisisel mahremiyet tartismalarini giindeme getirmektedir. Giincel
calismalar, kisisellestirilmis algoritmalarin belli bir agidan kullanicilar tarafindan kisisel ve
ekonomik faydalar saglayabilecegini belirtirken, diger yandan mahremiyet konusunda endise
olusturabilecegini ifade etmektedir (Boerman & Smit, 2023). Ozellikle Instagram baglaminda geng
kullanicilarin kigisellestirilmis igeriklere yonelik tutumlari ile mahremiyet kaygilari arasinda geliskili
bir “gizlilik paradoksu” yasandigi; genc¢ nesillerin gizlilik endiselerini gidermek icin yeni
yaklagimlara ihtiya¢ duyuldugu ifade edilmektedir. (Sdez-Linero vd., 2025). Ugiincii taraf izleme,
hassas kategoriler iizerinden profil ¢ikarma ve uzun dénemli veri biriktirme gibi uygulamalar, bu
rahatsizlig1 daha da derinlestiren unsurlar olarak 6ne ¢ikmaktadir (Zeng vd., 2025).

Sosyal medya ortamlarinda artan veri toplama uygulamalari, siirekli degisen gizlilik ayarlari
ve platformlarin seffaf olmayan algoritmik siire¢leri, kullanicilarda giderek bir ¢esit tiikenmislik hissi
yaratmaktadir. Mahremiyet endisesi; bireylerin verilerinin nasil toplandigi, hangi amaclarla
kullanildig1 ve bu siiregleri kontrol edip edemedikleri konusunda siirekli bir belirsizlik ve baski
altinda kalmalariyla iligkilendirilmektedir. Nicola (2022) sosyal medya yorgunlugunun temel
bilesenlerinden birinin, kullanicilarin siirekli maruz kaldig: reklamlar, bildirimler ve platform ici
takip mekanizmalarindan kaynaklanan “kontrol kayb1” hissi oldugunu vurgulamaktadir. Bu nedenle
gizlilikle ilgili endiseler, yalnizca bireysel bir tiikenmiglik hali degil, sosyal medya platformlarinin
veri igleme politikalarimin kullanici mahremiyeti iizerindeki etkilerini goriinlir kilan kritik bir
problemdir.

S6z edilen problemden hareketle bu ¢alismada oncelikle Instagram’in kullanim pratikleri
agisindan algoritmik dinamiklere nasil zemin hazirladig1 ve algoritmik reklamlarin mahremiyet
acisindan nasil konumlandirildig: ele alinmistir. Diger yandan kullanicilarin mahremiyetle ilgili
durumlar1 ve olasi kontrol kaybi hissi giincel ¢alismalar 1g1ginda tartisilmistir. Calismanin temel
problemini olusturan Instagram kullanim dinamiklerinin kullanic1 deneyimlerine olasi yansimalarini
ele almak i¢in nitel yontemin bir eleman1 olan yar1 yapilandirilmis gortisme teknigi uygulanmustir.
Bu kapsamda, Selguk Universitesi Iletisim Fakiiltesi’nde 6grenimine devam eden 15 dgrenci ile yiiz
ylize goriismeler yapilmis, bulgular olasi anlamlar 1s18inda degerlendirilmis, sonug¢ boliimiinde
detayl1 bir tartisma gelistirilmeye calisilmis ve gelecekteki caligmalar i¢in oneriler sunulmustur.

Instagram’in “Algoritmik” Hikayesi

Instagram, 2010 yilinda Kevin Systrom ve Mike Krieger tarafindan kurularak kisa siirede
gorsel paylagim odakli mobil sosyal aglarin dnciilerinden biri haline gelmistir (Ita, 2025). Instagram,
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yalnizca iPhone'larda kullanilabilen, oldukca smirli ve cep telefonu kullanmayan kisilerin giris
yapamadig1 bir uygulama olarak baglamistir (Highfield & Leaver, 2016). Ilerleyen yillarda tiim mobil
cihazlarda ve ii¢lincii taraf web araylizlerinde kullanilmaya baslayan Instagram, artik Facebook ve
WhatsApp gibi biiyiik sosyal platformlarin da sahibi olan Meta kurulusuna aittir (Reiff, 2025).

Mobil fotograf merkezli tasarimi, kullanicilarin giindelik yasamlarimin segilmis anlarini
estetik bir vitrin halinde sunmalarina olanak vermis ve Instagram’in erken donemde hizl
biiytimesinde belirleyici olmustur. Platformun yiikselisi, yalnizca teknik 6zelliklerinden degil, ayni
zamanda kullanicilarin gorsel performans tizerinden benlik sunumunu yapilandirma bicimlerinden
beslenmistir. Giincel arastirmalar, sosyal medya ortamlarinda gorsel igerik formatlarinin kullanici
etkilesimini giiglii bigimde yonlendirdigini ve igerik tiirii ile formatin kullanic1 davranislarin kritik
Olciide sekillendirdigini gostermektedir (Shahbaznezhad vd., 2022). Bu acidan Instagram, sosyal
medya ekosisteminde yalnizca paylasim yapilan bir alan degil; kimlik performanslarinin, estetik
normlarin ve tiketim kiltliriiniin yeniden {retildigi gorsel bir iletisim mekan1 olarak
konumlandirilmaktadir.

Instagram’in  kullanim pratikleri, diger sosyal ag platformlarindan 6zellikle gorsel
merkezlilik, estetik kurgu ve kiirasyon yogunlugu nedeniyle ayrigmaktadir. Metinsel etkilegimi
onceleyen Twitter veya baglanti temelli dolasimi giiclendiren Facebook’un aksine Instagram,
kullanic1 davranislarini Oncelikle fotograf ve kisa video estetigi etrafinda sekillendirmektedir.
Instagram’daki gorsel igerik iiretiminin; gézetim, bagkalar1 hakkinda bilgi, dokiimantasyon, havalilik
ve yaraticilik motivasyonlarini igerdigini 6ne siiriilmektedir (Sheldon & Bryant, 2016). Benzer
bicimde Highfield & Leaver (2016), Instagram’in kare formati, filtreleri, hashtag yapilart ve anlik
paylasim anlayisi gibi gorsel odakli Ozellikleriyle kullanicilart belirli estetik pratiklere
yonlendirdigini ifade etmektedir. Ayrica platformun, gorsel sunumu, kimlik performanslariyla i¢ ice
geciren yapist nedeniyle kullanicilarin giindelik yasami temsil etme bicimlerini sekillendiren giiclii
bir gorsel kiiltlir olusturdugunu vurgulanmaktadir (Highfield & Leaver, 2016). Bu perspektife gore
Instagram, sadece gorsel paylasim alani degil; performatif benlik insasinin, algoritmik goriiniirlitk
miicadelelerinin ve estetiklestirilmis sosyal etkilesim bi¢imlerinin yogunlastig1 bir platform olarak,
sosyal medya ekosisteminde 6zgiin ve ayriksi bir konuma sahiptir.

Instagram’in kullanici deneyimini belirleyen en temel unsurlardan biri, platformun etkilesim
odakli algoritmik tasarimidir. Akista goriiniirliik; begeni, yorum, kaydetme ve izleme siiresi gibi
davranigsal sinyaller dogrultusunda siirekli yeniden hesaplanmakta ve kullanicilarin platformda daha
uzun siire kalmasii saglayacak igerikler One ¢ikarilmaktadir. Cotter’m (2019) Instagram
influencerlartyla yaptigi nitel arastirma, bu siireci “goriiniirliik oyunu” olarak tanimlamakta ve
kullanicilarin  algoritmanin beklentilerine goére icerik stratejileri gelistirdigini; dolayisiyla
algoritmanin benlik sunumu ve igerik {iretimi {izerinde yonlendirici bir gii¢c oldugunu gostermektedir.
Saima vd. (2023) de Instagram algoritmasinin etkilesim sinyallerini kullanarak kesif ve aligveris
alanlarinda belirli igerikleri 6ne ¢ikardigini, boylece goriiniirliik dinamiklerinin algoritmik olarak
sekillendigini ortaya koymaktadir. Ayrica Guess vd.’nin (2023) Facebook ve Instagram iizerinde
gergeklestirdikleri genis Olgekli deneysel calisma, algoritmik siralama devre disi birakildiginda
kullanicilarin platformda gecirdikleri siirenin ve etkilesimin anlamli sekilde diistiigiini géstermekte;
boylece algoritmik akisin kullanici davraniglarini ve maruz kalinan igerik kombinasyonunu dogrudan
belirledigini dogrulamaktadir. Bu bulgular, Instagram’in akisinin pasif bir zaman tiineli degil,
kullanici tercihlerini yeniden sekillendiren aktif bir algoritmik altyapi oldugunu gostermektedir.

Instagram’in reklamcilik altyapisi, platformda gergeklesen tiim kullanici etkilesimlerini
davranigsal izleme mantigiyla toplayan ve bunlar kisisellestirilmis reklam hedefleme modellerine
dondistiiren bir algoritmik yapi tizerine kuruludur. Meta’nin reklam ekosistemiyle entegre calisan
Instagram, kullanicilarin; begenileri, kaydetmeleri, tiklama aligkanliklari, icerik tiikketim siireleri,
takip ettigi hesaplar ve platform dis1 gezinme davranislar1 gibi ¢ok katmanli verileri isleyerek her
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kullaniciya 6zgii reklam akislar1 iiretmektedir. Giincel c¢alismalar, Instagram’in bu veri temelli
hedefleme mantiginin 6zellikle “ilgilenme olasiligi” ve “davranigsal benzerlik kiimeleri” iizerinden
calistigin1 ve algoritmanin reklam gosterimlerini bu tahminsel modeller dogrultusunda siirekli
optimize ettigini gostermektedir (Boerman vd., 2017). Ayrica kisisellestirilmis reklamciligin,
kullanicilarin platform igi etkinliklerinden ¢ikarilan ¢ikarimsal profiller araciligiyla sekillendigi; bu
profillerin hem goriinmez hem de kullanici kontroliniin disinda isletildigi vurgulanmaktadir
(Andreou vd., 2018). Bu arastirmalar, Instagram’daki reklamcilik modelinin yalnizca kullanici
tercihlerini yansitmakla kalmadigini; veri madenciligi, kullanict profillemesi ve tahmine dayali
davranis modellemesi yoluyla reklam akisini aktif olarak yeniden iirettigini ortaya koymaktadir.
Dolayisiyla reklamlarin yogunlugu ve siirekli hedefleme baskisi, kullanicilarin veri kullanimina
iliskin belirsizlik algisin1 artirarak gizlilik kaygilarini tetikleyen bir zemin olusturabilmektedir.

Instagram’in gorsel kiiltiire dayali yapisi, kullanicilarin estetik normlara uygun icerikler
iiretmesini tegsvik eden tasarimsal Ozellikleri ve algoritmik siralama mantigiyla birlestiginde,
platformu yalnizca bir paylasim alani olmaktan g¢ikararak performans, goriiniirlik ve etkilesim
rekabetinin belirledigi bir ortama donistiirmektedir. Gorsel formatin, filtrelerin, anlik paylagim
kiiltiiriniin ve etkilesim temelli akisin sekillendirdigi bu ortamda kullanicilar, igerik tiretimlerini
giderek daha fazla algoritmanin beklentilerine gdre optimize etmeye yonelmekte; boylece benlik
sunumu, estetik tercihler ve giindelik yasam temsilleri platformun goriiniirliik kurallariyla ic ice
geemektedir. Reklamciligin veri temelli yapisi, davranigsal sinyallerle olusturulan ¢ikarimsal
profiller ve kullanictya agiklanmayan siralama mekanizmalar1 ise bu goriiniirliik ekonomisini
giiclendirerek platform ile kullanici arasindaki bilgi ve gii¢ asimetrisini derinlestirmektedir. Tiim bu
dinamikler birlikte ele alindiginda, Instagram deneyimi giderek daha fazla estetik baski, performans
zorunlulugu, algoritmik belirsizlik ve veri temelli yonlendirme iceren ¢ok katmanli bir ekosisteme
doniigsmekte; kullanicilar da “goriiniirliik oyunu”nun bir parcasi haline gelirken, farkina varmadan
mahremiyetlerinden zamanlarina, davranigsal verilerinden benlik sunumlarina kadar pek ¢ok unsuru
bu oyunun kurallarina gore yeniden sekillendirmeyi goze alabilmektedir.

Mahremiyet Kaygisindan Kontrol Kaybina Instagram

Sosyal medya baglaminda mahremiyet, bireyin kendisine ait bilgilerin ne zaman, nasil ve
kimlerle paylasilacagina karar verebilme hakki olarak tanmimlanmakta; ancak bu tamim dijital
ortamlarin yapisal ozellikleri nedeniyle giderek daha karmasik héle gelmektedir. Kuenzler (2022),
sosyal medya mahremiyetini yalnizca bireyin “bilgi saklama” hakki olarak degil, ayn1 zamanda
platformlarin teknik mimarisi, goriiniirliik ayarlari, veri paylasim mekanizmalari ve kullanicilar aras
etkilesimlerin yarattigi ¢ok katmanli bir “sosyal mahremiyet” iligkisi olarak tanimlamaktadir.
Internetin erken ddnemlerinde mahremiyet biiyiik dlciide giivenlik, anonimlik ve kimlik koruma
odaginda tartisilirken; bugiin sosyal medya platformlarinin veri toplama, hedefleme ve davranissal
izleme pratikleri; mahremiyeti baglamsal, iligskisel ve algoritmik bir meseleye doniistiirmiistiir. Bu
doniisiim, mahremiyetin neden yalnizca bireysel bir tercih degil, ayn1 zamanda platformlarin isleyisi,
veri ekonomisinin yapisi ve toplumsal normlarla sekillenen bir miicadele alan1 oldugunu hakkinda
fikir vermektedir.

Instagram iizerine yapilan ampirik ¢aligmalar, kullanicilarin platformu ¢ogunlukla “idealize
edilmis benlik” insa etmek i¢in kullandiklarimi, profil ve gonderilerde estetik kaygiyla secilmis
igeriklerin 6ne ¢iktigin1 gostermektedir (Harris & Bardey, 2019). Tiirkiye baglaminda Bekman ve
Al’in (2023) calismasi, Instagram’m kusaklar arasinda yiiksek oranda benimsendigini, ¢evrim igi
mahremiyet kaygisinin varligim korumasina ragmen ozellikle gen¢ kusaklarda “cevrim ig¢i kimlik—
Instagram mahremiyet kaygis1” diizeyinin daha diisiik seyrettigini ve platforma yonelik olumlu
tutumlarin baskin oldugunu ortaya koymaktadir. Dumanli Kiirk¢ii’niin (2024) ¢aligmasinda ise
ebeveynlerin mahremiyet endisesi ile degil farkli motivasyonlarla paylasimlarina dikkat ettiklerinin
alt1 ¢izilmis, Instagram’da gecirdikleri siire arttikca ¢ocuklarinin bulundugu icerikleri daha fazla
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paylastiklar1 ifade edilmistir. Caligkan vd.’nin (2023) calismasinda, katilimcilarin sosyal medyada
mahremiyet ve giivenlik konusunda 6nlemler aldiklarini ifade etmelerine ragmen, 6nlemlerin yeterli
olmadigini diisiinerek mahremiyet ve giivenlik konusun da kaygilarinin devam ettigi belirtilmistir.
Koktener ve Akgiin’iin (2020) ¢alismasinda, Instagram fenomeni annelerin ¢ocuklarina iliskin
paylasimlari mahremiyet ihlali olarak degerlendirilmistir. KlJaidka’nin (2024) Instagram
kullanicilariyla yaptigi genis olgekli calismada ise, mahremiyet kaygisi arttikca kendini agmanin
azaldig, ancak 6zellikle herkese acik profillerde kullanicilarin stratejik igerik kiirasyonu yoluyla hem
goriinilir kalmaya hem de mahremiyet stresini yonetmeye calistiklart gosterilmistir. Bununla birlikte
Instagram hikéyeleri {izerinde yiiriitiilen nitel ¢alismalar, kullanicilarin her zaman kamusal/6zel
sinirlarii tutarli bigimde yonetemediklerini, kimi zaman kendi ya da baskalarina ait mahrem
igerikleri farkinda olmadan daha genis kitlelere actiklarin1 ve mahremiyet ihlali risklerini gogu zaman
sonradan idrak ettiklerini gostermektedir (Siregar & Puspasari, 2023). Bu bulgular birlikte ele
alindiginda, Instagram’da goriiniir olma ¢abasinin mahremiyet sinirlarini esnettigi; kullanicilarin
diger platformlara kiyasla daha fazla gorsel benlik agilimini goze alarak, mahremiyet ve goriiniirlik
arasindaki dengeyi siirekli yeniden gozden gecirdikleri sdylenebilmektedir.

Instagram kullanicilarinin mahremiyet sorunlarinin farkindaligina iligkin ¢alismalar, kaygi,
bilgi ve davranis arasindaki iligkinin oldukca celiskili bir tablo sundugunu gostermektedir.
Darmaningrat vd.’nin (2020), Endonezyali {iniversite dgrencilerinin Instagram’da bilgi gizliligi
konusunda belirgin bir farkindalik ve kaygiya sahip olduklarini; ancak artan risk farkindaliginin 6zel
icerik paylasma davranislarini dogrudan azaltmadigini ortaya koymaktadir. Kurniawan vd. (2024)
Instagram’da veri gizliligi ve giivenlik farkindaligini inceledikleri ¢aligmada ise, 6grencilerin dnemli
bir kisminin hangi verilerin toplandigim bildigi, oturum hareketlerini takip ettigi ve hesap giivenligi
icin ek onlemler (farkli sifreler, giris kontrolii vb.) aldig1; buna karsin bir boliim kullanicinin hala
veri gizliligi risklerini yeterince kavrayamadigi ve ek egitime ihtiya¢ duydugu saptanmistir. Sarikakis
ve Winter (2017), sosyal medya kullanicilarinin ¢ogunun gizlilik politikalarini okumadigini; veri
isleme uygulamalar1 ve hukuki haklara iliskin bilgi diizeylerinin olduk¢a sinirli oldugunu ve
mahremiyet farkindaliklarinin ¢ogu zaman belirsiz, ylizeysel ve tutarsiz bir algtyla simirli kaldigini
ortaya koymaktadir. Obar ve Oeldorf-Hirsch’in (2018) “internet tizerindeki en biiyiik yalan” olarak
nitelendirdikleri deneysel ¢aligmasinda ise, katilimcilarin %70’ten fazlasinin kurgusal bir sosyal ag
hizmetine iiye olurken gizlilik politikast ve kullanim kosullarini neredeyse hi¢ okumadan
onayladiklart1 bulunmustur. Trepte vd.’nin (2015) ¢evrimi¢gi mahremiyet okuryazarlig
kavramsallagtirmasi lizerine yaptigi ¢alismada; kullanicilarin ¢cogunda gizlilik ayarlarina dair pargali
bilgi bulundugunu, veri isleme pratiklerine iligkin daha derin teknik ve hukuki bilgi eksikliginin
stirdliglinii vurgulanmaktadir. Bu bulgular birlikte degerlendirildiginde, Instagram kullanicilarinin
onemli bir kismmin mahremiyet risklerinin varligim sezgisel diizeyde fark ettigi; ancak gizlilik
politikalarinin karmagikligi, veri isleme siire¢lerinin seffaf olmayisi ve smirli mahremiyet
okuryazarligi nedeniyle, ¢ogu zaman neye riza verdiklerini ve paylastiklari veriler tizerindeki gergek
kontrol diizeylerini tam olarak kavrayamadiklar1 gériilmektedir.

Instagram’in kisisellestirilmis reklam ekosistemi, kullaniciy: siirekli ¢erez izinleri, konum
talepleri, promosyon bildirimleri, takip onerileri ve aligveris yonlendirmeleriyle kars1 karsiya birakan
bir “siirekli riza” dongiisii yaratir. Boerman ve Smit (2023), kisisellestirilmis reklamcilik siireglerinin
kullanicilar tarafindan ¢ogu zaman ve belirsiz olarak algilandigini; seffaf olmayan veri toplama
mekanizmalarinin ise mahremiyet kaygilarint artirdigini belirtmektedir. Ayrica Liu (2023) gizlilik
yorgunlugu arastirmasinda, kisisellestirilmis reklamciligin kullanicida veri kontroliinii kaybetme
hissi yaratarak zamanla kaginma ve tiikkenmislik davraniglarini tetikledigini saptamistir. Bu veriler,
Instagram’in yogun kisisellestirme ve veri izleme siireglerinin kullaniciya siirekli goriiniirliik ve
kontrol kaybr hissettirdigini gostermektedir.

Instagram’da algoritmalarm kullanict davraniglarimi izleyerek kisisellestirilmis reklamlar
iretmesi, mahremiyet belirsizliginin derinlesmesine ve zamanla kontrol kaybi algisinin artmasina
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yol agabilmektedir. Platformlarin siirekli gelisen alt yapilarini takip etmekte zorlanan kullanicilarla
ilgili yapilan ¢aligmalarda; siirekli veri takibi uyarilar1 ve kisisellestirme dayatmalar1 nedeniyle hem
duygusal hem bilissel tiikenmislik hissi; mahremiyet kararlarinin otomatiklestirilmesi ve platform
iizerindeki davranislarinda biling kaybi gibi basliklar agisindan gesitli tartismalar yapilmaktadir. S6z
edilen biling kaybinin; giiven erozyonu, bilissel asir1 yiikklenme ve kontrol kaybi ile iligkili oldugu
ifade edilmistir (van der Schyff vd., 2023; Luzsa ve Mayr, 2022). Instagram baglaminda kontrol
kaybi, kullanicilarin algoritmik siireglerin seffaf olmadigini diisiinmesine, reklamlarin manipiilatif
bulundugu bir ortamda algoritmik adaletsizlik ve kendini oldugundan fazla izleniyor hissetme gibi
tepkiler gelistirmesine neden olabilmektedir (Hockin-Boyers vd., 2025). Bu psikolojik dinamiklerin
uzun vadede yorgunluk ve kontrol kaybi acisindan bir c¢esit kisir dongii olusturdugu
diisiiniilebilmektedir. Kullanimla ilgili yorgunluk arttik¢a, farkindalik gerektiren kullanim
stireclerinde dikkatin azalmasi, boylelikle devam eden kullanim siirecindeki kontrol kaybinin gézden
kagirilmasi gibi bir davranis dongiisiinden s6z edilebilmektedir.

Yontem

Bu ¢aligma, Instagram’in algoritmik yapisinin kullanici deneyimlerine olasi yansimalarini
tartismak icin nitel bir aragtirma olarak tasarlanmistir. Arastirmada, kullanici deneyimlerini tartisma
adina yar yapilandirilmis goriisme teknigi kullanilmigtir (Kvale & Brinkmann, 2009). Caligmada
asagidaki aragtirma sorularina yonelik bir yol izlenmistir:

Arastirma Sorusu 1: Universite dgrencilerinin Instagram kullanim pratikleri (kullanim
amact, stirekliligi ve paylagim aliskanliklar1) nasil sekillenmektedir?

Arastirma Sorusu 2: Kullanicilar, Instagram’daki algoritmik igerik ve reklamlari nasil
deneyimlemekte ve bu deneyimleri nasil anlamlandirmaktadir?

Arastirma Sorusu 3: Kullanicilarin Instagram’in gizlilik politikalar ve veri paylasimi
izinlerine yonelik tutumlari nasil sekillenmektedir?

Calisma grubu ve érnekleme

Arastirmanin ¢alisma grubunu, Selguk Universitesi Iletisim Fakiiltesi’nde 6grenim goren 15
Ogrenci olusturmaktadir. Katilimcilar, arastirma amacina uygun bicimde amagli ornekleme
yontemiyle belirlenmistir. Instagram’1 aktif olarak kullanan 6grencilerin aragtirmaya dahil edilmesi
esas alinmugtir,

Nitel aragtirmalarda 6rneklem biiyiikliigii istatistiksel temsilden ziyade veri doygunlugu
ilkesine gore belirlenmektedir. Guest vd. (2006), tematik doygunlugun biiyiik dlciide 12 goériismede
saglandigini belirtmektedir. Bu dogrultuda arastirma, 15 katilimer ile sinirlandirtlmistir.

Veri toplama araci

Veri toplama aracit olarak, Instagram kullanimi, algoritmik reklamcilik, c¢evrimigi
davranigsal hedefleme literatiirii temel alinmis (Boerman vd., 2017; Turow vd., 2009; Cotter; 2019),
sorular benim tarafindan olusturulmustur. Goriisme formu, katilimcilarin Instagram kullanim
pratiklerini, reklam deneyimlerini ve gizlilik politikalarina yonelik tutumlarini ortaya koymayi
amaglayan ac¢ik uglu sorulardan olugmaktadir. Sorular; Instagram kullanim amaci ve siiresi, igerik
paylasim pratikleri, gizlilik politikalarina yonelik diisiinceler, karsilagilan reklamlarin kisisel
ihtiyaclarla iliskisi, platformlar arasi reklam takibi algist ve veri paylasimi onaylarina ydnelik
kullanict goriisleri gibi konular igermektedir.

Veri toplama siireci

Calisma kapsaminda katilimcilarla yapilan goriismeler yiiz yiize goriisme seklinde
gerceklestirilmistir. Katilimcilarla ayri ayri goriisiilmiis, calisma siirecinde gizlilige 6nem verilmistir.
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Her goriisme ortalama 45-60 dakika arasinda siirmiistiir. Goriigme esnasinda ses kaydi alinmig ve
katilimcilarin ifadeleri calisma sonrasinda tarafimizdan desifre edilmistir.

Veri analizi

Elde edilen veriler, katilimcilarin ortak sorular ve konular etrafinda yogunlasabilecek
cevaplarini tartismak adina arastirma tamamlandiktan sonra, yar1 yapilandirilmis gériismelere uygun
olarak (Akman Démbekci ve Erisen, 2022) belirli bagliklar altinda kategorize edilmistir. Analiz
sonucunda kategorize edilen basliklar altinda katilimecilarin yanitlarinin belirli gruplara ayrilip
ayrilmadigi, goriis ve diislincelerde benzerlik ya da farklilik olup olmadig1 degerlendirilmis, tekrar
eden veya ayrisan Orlintiilerin tespiti yapilmaya ¢alisilmistir (Braun & Clarke, 2006).

Kategorize ve gruplandirma siirecinde, katilimcilarin yanitlar1 analiz boyunca gdzden
gecirilmistir. Bu yaklasim, nitel veri analizinde genellemelerin mevcut kuramsal cerceveyle siirekli
karsilastirilarak ilerletilmesini dneren yontembilimsel ¢erceveyle uyumludur (Miles vd., 2014).

Gecerlik ve giivenirlik

Aragtirmanin gecerliligini ve giivenirligini saglamak amaciyla nitel aragtirmalara 6zgii temel
kalite Olgiitleri gozetilmistir. Yiizey gegerliligini (face validity) saglamak amaciyla, yari
yapilandirilmis goriisme formu uygulamaya gecilmeden oOnce iki alan uzmaninin goriisiine
sunulmustur. Yiizey gecerliligi, 6l¢me aracinin ilk bakista 6l¢mek istedigi kavrami uygun ve goriiniir
bicimde temsil edip etmediginin degerlendirilmesi olarak tanimlanmakta ve bu degerlendirmenin
¢ogunlukla uzman goriisleri araciligiyla gergeklestirildigi belirtilmektedir (Elangovan & Sundaravel,
2021).

Arastirmanin gilivenirligini artirmak amaciyla, bulgular katilimcr ifadelerinden yapilan
dogrudan alintilarla desteklenmis ve kategorilerin veriyle tutarliligi analiz siireci boyunca kontrol
edilmigtir. Giivenirligin saglanmast i¢in veri toplama ve analiz siiregleri ayrintili bigimde
raporlanmis; gruplama siireci yinelemeli ve karsilagtirmali bir yaklasimla yiiriitiilmiistiir. Bu
yaklagimin, nitel arastirmalarda analiz siirecinin sistematik ve denetlenebilir bigimde ilerletilmesine
katki saglayacagi 6n goriilmektedir (Miles vd., 2014).

Arastirmanin aktarilabilirligini saglamak amaciyla, calisma grubu, veri toplama siireci ve
analiz asamalar1 ayrintili bigcimde agiklanmis; elde edilen bulgular baglam iginde sunulmustur.
Calismada genel hatlariyla Tracy’nin (2010) niteliksel calismalarda kalite gdstergesi olarak belirttigi;
degerli konu, zengin titizlik, samimiyet, giivenilirlik, yank1 uyandirma, 6nemli katki, etik ve anlamli
tutarlilik ¢cergevesinde olusturulmaya calisilmistir.

Smirhhiklar

Caligmada katilimci grubu tamamen tiniversite 6grencilerinden olugmaktadir. Her ne kadar
cinsiyet ve yas acisindan dengeli bir dagilim saglanmaya calisilsa da 6rneklem grubunun meslek
acisindan homojen olarak kabul edilebilecegi 6ngoriildiiglinden calisma sonuglarinin bu sinirhilik
acisindan degerlendirilmesi gerekmektedir. Diger yandan katilime1 grubunun yas dagiliminin; 18-37
yas arasini kapsamasi; sonuglarin yas degiskeni acisindan daha genis bir yelpazede
degerlendirilmesine olanak saglamaktadir.

Etik ilkeler

Bu ¢alisma Selguk Universitesi iletisim Fakiiltesi Bilimsel Etik Degerlendirme Kurulunun
16.12.2025 tarih ve 2025/23-3 sayili izni ile gergeklestirilmistir. Arastirma siireci boyunca etik
ilkelere uygun hareket edilmistir. Katilimcilardan goniilli onam formu alimmis, kimlik bilgileri
anonimlestirilmis ve elde edilen veriler yalnizca bilimsel amaglarla kullanilmigtir.
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Bulgular

Caligmanin bu boliimiinde katilimeilara iligkin demografik bilgiler ve yoneltilen sorulara
iligkin cevaplarin analizleri yer almaktadir. Asagidaki tabloda katilimcilarin demografik bilgilerine
iligkin tablo yer almaktadir. Bu tabloda katilimcilar Kl1’den K15’e¢ kadar kodlanarak
anonimlestirilmistir. Tabloda lisans Ogrencilerinin yaslari, cinsiyetleri ve Instagram’i ne kadar
stiredir kullandiklarina iliskin bilgiler sunulmaktadir. Katilimeilarin yaglarinin 18 ile 37 arasinda
degistigi ve ¢alisma grubunun 7 kadin ve 8 erkek katilimcidan olustugu goriilmektedir. Instagram
kullanim siiresi incelendiginde, katilimcilarin 6nemli bir bdliimiiniin platformu uzun yillardir
kullandigt; kullanim siiresinin 2 yil ile 14 yil arasinda degistigi dikkat ¢cekmektedir. Bu durum,
Instagram’in katilimeilarin yasaminda yeni bir uygulamadan ziyade, uzun siiredir devam eden ve
yerlesik bir dijital pratik oldugunu gostermektedir.

Tablo 1: Katilimcilarin Demografik Bilgileri

Instagram
Yas Cinsiyet Kullanim
Yili
K1 19 Kadin 7
K2 18 Erkek S
K3 18 Kadin S
K4 21 Erkek 7
K5 21 Kadin 6
K6 18 Erkek 9
K7 22 Erkek 6
K8 24 Erkek 10
K9 28 Erkek 8
K10 37 Erkek 14
K11 25 Kadin 7
K12 23 Kadin 12
K13 20 Kadin 2
K14 21 Erkek 10
K15 23 Kadin 8

Instagram Kullanim Siiresi ve Amaci

Katilimcilara Instagram’t ne kadar siiredir ve ne amagla kullandiklar1 sorulmustur.
Katilimcilar ifadeleri incelendiginde, Instagram’1 en kisa siiredir kullanan katilimcinin K13 oldugu
gorlilmektedir. K13, platformu yaklasik 2 yildir kullandigini belirtmistir. Instagram’1 en uzun siiredir
kullanan katilime1 ise K10 olup, platformu 2011 yilindan bu yana kullandigini ifade etmistir.

Katilimcilarin Instagram’t kullanma amaglarina iligkin ifadeleri incelendiginde, sosyal
etkilesim, zaman gegirme/kafa dagitma, giindem ve icerik takibi ile daha sinirlt diizeyde iiretim ve
kendini ifade etme gruplarinin 6ne ¢iktig1 goriilmektedir. Sosyal etkilesim amaciyla kullanim,
katilimc1 sdylemlerinde agik bigimde yer almaktadir. Instagram kullanmaya 13 yasinda basladigini
belirten K1’e Instagram’daki varlig1 sorulmus, K1 “sosyal yasamimi dijital alanda siirdiiriiyorum”
ifadesini paylagsmistir. K5 de buna paralel olarak “takipgilerimle etkilesim icin kullaniyorum”
paylasiminda bulunmugstur. K12 Instagram kullamim amacint; “arkadaslarimla giinliik yasantimdaki
anlarimi paylasmak icin kullaniyorum, manevi olarak anlamli gelen olaylara iligkin video ¢ekip

www.turkishstudies.net/religion



2270 Fatma Oztat
paylasiyorum” seklinde tanimlarken, K13 “yakin cevremle etkilesim kurmak igin kullaniyorum”
ifadesini kullanmaktadir. Bulgular, katilimcilarin Instagram’t bir ¢esit sosyal yasam alani olarak
gormesi agisindan diistindiiriictidiir.

Zaman gecirme ve kafa dagitma amaci, Ozellikle bazi katilimcilarin deneyimlerinde
belirgindir; K8, platformun “zamania kafa dagitma araci haline geldigini, reels izlemenin gegici
huzur verdigini” belirtirken, K14 “kisitli bos vakitlerimde kisa videolar izlemek i¢cin kullaniyyorum”
demektedir. Glindem ve igerik takibi de onemli bir kullanim amaci olarak ortaya ¢ikmakta; K9
“haberleri ve giincel olaylari takip etmek igin kullaniyorum” ifadesini kullanirken, K12 “kendimle
ve sevdigim seylerle ilgili paylasimlar ve giincel igerikleri takip ediyorum” demektedir. K15 de bu
boliimdeki cevaplara paralel olarak “iletisim ve giincel olay takibi” nedeniyle Instagram kullandigini
belirtmistir. Daha sinirli sayida katilimci ise Instagram’: tiretim ve kendini ifade etme alani olarak
konumlandirmakta; K7 “yaptigim isleri paylasarak portfoy olarak kullaniyyorum”, K3 ise “fotograf
paylasmak ve video izlemek i¢in kullaniyorum” ifadeleriyle bu kullanim bigimini dile getirmektedir.

Katilimcilarin Instagram’i ne kadar siiredir ve ne amagla kullandiklarma iligkin yanitlar
cinsiyet ve yas acisindan ele alindiginda, kullanim siireleri ve amaglarinda bazi1 farklilasmalar oldugu
goriilmektedir. Katilmc1 ifadeleri incelendiginde, 6zel hayat paylasimlarinin bazi kadin
katilimcilarin  sdylemlerinde daha goriintir oldugu (K3, K5, Kl12), erkek katilimcilarin ise
paylagimlarini daha c¢ok ilgi alanlar1 ve igerik temelli smirlandirma egiliminde olduklar
goriilmektedir (K4, K14). Ancak bu farklilasmanin tiim katilimcilar i¢in gegerli olmadigi da dikkat
cekmektedir. Bazi geng katilimcilarin kullanim amaglarinda sosyal etkilesimin daha belirgin oldugu
goriiliirken (K1, K2, K3, K5, K12, K13), Katilimci ifadeleri, yas ve kullanim siiresi arttikca
Instagram’in tek bir amaca hizmet eden bir platformdan ziyade, birden fazla isleve sahip giindelik
bir dijital pratik haline gelebildigine isaret etmektedir (K8, K9, K10). Bu durum, Instagram kullanim
stiresi ve amacinin 6zellikle yas ve kullanim siiresi gibi demografik degiskenlerle iligkili olabildigini
gostermektedir.

Instagram Paylasim Aliskanhklar:

Katilimcilara Instagram’da icerik paylasip paylasmadiklar1 ve paylasiyorlarsa bu
paylagimlarin hangi tiirde oldugu sorulmustur. Katilimcilarin yanitlari incelendiginde, Instagram’da
icerik paylasimina iligkin pratiklerin katilimcilar arasinda degiskenlik gosterdigi gorilmektedir.
Katilimcilarin ¢ogunlugu igerik paylastigini belirtirken, bazi katilimcilar paylasim yaptiklarini ancak
bu paylasimlari sinirh tuttuklarini ve 6zel hayatlarini kismen yansittiklarini ifade etmistir (K1, K4,
K11). Buna karsilik bazi katilimcilar ise zamanla paylagim yapmay1 biraktiklarini ya da platformda
hi¢ paylasim yapmadiklarini belirtmistir (K6, K15). Bu durum, Instagram kullaniminin katilimcilar
icin her zaman igerik {iretimi ve paylasim odakli ilerlemedigini; paylasim yapma, paylasimi sinirlama
ya da paylasim dis1 kalma gibi farkli kullanici pratiklerinin bir arada bulundugunu gostermektedir.

Katilimeilarin yanitlari incelendiginde, Instagram’da icerik paylagimina iliskin pratiklerin {i¢
temel grup etrafinda toplandig1 goriilmektedir: aktif ve diizenli paylasim, simirlt ve segici paylasim
ile paylasim yapmama ya da paylasimi birakma. Aktif ve diizenli paylasim motivasyonunda,
Instagram’1t 6zel hayatin da dahil oldugu bir paylasim alani olarak kullanan katilimcilarin
ifadelerinde gorilmektedir. Bu katilimcilar igerik iiretimini siireklilik arz eden bir pratik olarak
tamimlamaktadir. K12 bu durumu “sik sik paylasim yapryorum, ozel hayatimla ilgili giincel icerikler
paylasiyorum” sozleriyle ifade ederken, K8 “evet cektigim fotograflari daha ¢ok paylasyyorum”
diyerek kisisel i¢erik iiretimine vurgu yapmaktadir.

Sinirh ve secici paylasim grubu ise Instagram’da paylasim yapilmasina ragmen 6zel hayatin
kontrollii bigimde yansitildigini gostermektedir. Bu grupta yer alan katilimeilar, paylagimlarini belirli
icerik tiirleriyle sinirlandirmaktadir. K1, paylasimlarini  “Platformda yogun bir icerik akist
istemiyorum, daha ¢ok katildigim etkinlikler ve gezdigim yerlerden olusuyor” seklinde tanimlarken,
K4 “ilgimi ¢eken seyleri paylasiyorum genelde ozel hayatimla ilgili az gonderi paylasiyorum”™
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ifadesini kullanmaktadir. Benzer bicimde K11’de “Icerik cogunlukla paylasmiyorum, genelde
fotograf olarak icerik akisini takip edip aktif kullanim saglamiyorum ” diyerek paylagimin kosullu ve
secici oldugunu belirtmektedir.

Paylasim yapmama ya da zamanla paylasimi birakma grubunda ise bazi katilimcilarin
Instagram kullaniminin paylagim {iretiminden uzaklastigini1 géstermektedir. Bu katilimcilar gegmiste
paylasim yaptiklarint ancak zamanla bu pratikten vazgectiklerini ifade etmektedir. K15 bu durumu
“onceleri arkadaslarimla paylasiyordum, giiniimiizde ise paylasim yapmiyorum” sdzleriyle dile
getirirken, K6 “paylasmamayr tercih ediyorum” ifadesini kullanmaktadir. Bu ifadeler birlikte
degerlendirildiginde, Instagram’da igerik paylasimina iligkin pratiklerin katilimcilar arasinda
homojen olmadigi; aktif paylasim, kontrollii paylasim ve paylasim dis1 kalma gibi farkli kullanim
bicimlerinin bir arada var oldugu, Instagram kullaniminin katilimcilar arasinda tek tip bir paylasim
pratigine indirgenemeyecegini goriilmektedir.

Diger Profillerin Paylasimlarina Bakis

Katilimcilara, Instagram’da 6zel hayatlarin1 detayli bir sekilde paylasan diger profilleri
gbrmenin onlarda bir duygu ya da davranis olusturup olusturmadigr sorulmustur. Bir¢ok katilimci,
diger kullanicilarin yogun paylagimlarinin kendi paylasim davranislari tizerinde dogrudan bir etkisi
olmadigini ifade etmistir. Buna karsilik, bazi katilimcilar yogun paylasim ortaminin kendileri
iizerinde dogrudan ya da dolayli bir etkisi olabildigini belirtmistir (K4, K8, K13). Bu dagilim,
Instagram’daki 6zel hayata dair paylasimlarin, katilimcilar iizerinde tek tip bir etki yaratmadigin
gostermektedir.

Instagram’da diger kullanicilarin 6zel hayatlarin1  paylasim yapiyor olmasindan
etkilenmedigini belirten katilimcilar, bu durumu gesitli gerekcelerle agiklamaktadir. K3 “hayir ben
zaten paylasim yapmayr seven biriyim o yiizden baskalarimin paylasim yapmasindan
etkilenmiyorum” demektedir. K6 ise “hayir, aksine paylagsmamayr tercih ediyorum. Herkes
paylasiyor diye bir giiven algist olugsmuyor” ifadesini kullanmakta, K10 ise “aksine rahatsiz edici
geliyor” diyerek yogun paylasima karsi olumsuz bir tutum sergilemektedir. K14’iin “ézel hayat
paylasmayt dogru bulmuyorum dolayisiyla baskalarimin paylagimlariyla ilgilenmiyorum ™ ifadesi de
bu yaklagimi desteklemektedir. Buna karsilik baz1 katilimcilar, yogun paylasimin kendileri {izerinde
etkisi olabilecegini kabul etmektedir. K4 bu durumu ‘farkinda degilim ama illaki sevk ediyordur”
sozleriyle agiklarken, K8 “sevk ediyor evet ama giivenli bir yer oldugu algisi bende olusmuyor”
ifadesiyle paylasima yonelme ile giiven algisimt birbirinden ayirmaktadir. K13 ise diger
katilimcilardan farkl olarak “evet herkesin paylasmast giivenli bir ortam oldugunu diistindiiriiyor”
diyerek yogun paylasimin kendisinde giiven algisi olusturdugunu belirtmektedir. K12 “Instagram
paylasimlarinin 6zgiivenle iliskisi var” seklinde ek bir agiklama getirmistir. K12 ayrica “kaygi
giitmeden 6zel hayatini paylagan insanlarin fazla 6zgiivenli olarak nitelendirildigini” eklemistir.

Katilimcilarin bu soruya verdikleri yanitlar yas, cinsiyet ve Instagram kullanim siiresi
acisindan birlikte degerlendirildiginde, paylasima sevk etme ya da giiven algist gelistirme
durumunun bu degiskenler dogrultusunda net ve tutarli bir ayrisma gostermedigi goriilmektedir.
Farkli yas gruplarindan ve her iki cinsiyetten katilimcilar arasinda hem paylasima yonelmeyen hem
de sinirhi ya da dolayli bi¢imde yonelen ifadeler yer almaktadir. Benzer bigimde Instagram’1 uzun
stiredir kullanan katilimcilar ile daha kisa siiredir kullanan katilimcilar arasinda da bu soruya verilen
yanitlar agisindan belirgin bir farklilik ortaya ¢gikmamaktadir.

Instagram Gizlilik Politikalar1 Uzerine

Katilmecilara Instagram’in  gizlilik politikalarin1 okuyup okumadiklar1 sorulmustur.
Katilimeilarin ifadeleri incelendiginde, bazi katilimecilarin Instagram’in gizlilik politikalarini
okuduklar1 gorilirken (K1, K7), katilimeilarin ¢ogunlugunun bu politikalar1 hi¢ okumadiklar
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anlasilmistir. Gizlilik politikalarin1 okudugunu belirten katilimeilar, bu tutumu daha ¢ok platformu
bilingli kullanma ve veri paylasimi konusunda bilgi sahibi olma istegiyle iligskilendirmektedir (K1,
K7). Buna karsilik, okumadigin1 belirten katilimcilar gizlilik politikalarinin uzun, karmasik ve
giindelik kullanim agisindan zorlayici oldugunu dile getirmektedir (K2, K4, K5, K13).

Gizlilik politikalarim1 okuyan katilimcilara neden okuduklar1 sorulmustur. K1, “gizlilik
politikalarint okuyorum, neye onay verdigimi bilmek istiyorum” seklinde aciklarken ve K7
“verilerimle ilgili ne yazdigini merak ettigim icin okudum ” olarak agiklamistir. Gizlilik politikalarini
okumayan katilimcilara bu politikalar1 neden okumadiklar1 sorulmustur. Katilimcilar, metinlerin
uzun ve karmasik oldugunu, herkesin okumadan kabul ettigini belirtmislerdir: “¢ok uzun oldugu icin
okumuyorum” (K2) ve “zaten herkes kabul ediyor, okumaya gerek duymadim” (K4) ifadeleriyle bu
durumu aciklamaktadir. Buna paralel olarak katilimcilardan bazilart “¢iktiginda okumadan
geciyorum” (K6) ve “kabul etmezsem uygulamayr kullanamiyorum” (K5) seklinde disiincelerini
belirtmiglerdir. Gorlismenin devaminda K7 “diizenli olarak Meta'va mail atarak kisisel bilgilerimi
yvapay zeka egitmek amacli kullanmamasini istiyorum” seklinde bir agiklama yapmistir. Bu durum
gizlilikle ilgili farkindaligin eyleme doniik bir 6rnegi oldugu i¢in dnemsenmektedir.

Katilimeilarin gizlilik politikalarina yonelik tutumlar cinsiyet, yas ve Instagram kullanim
stiresi acisindan birlikte ele alindiginda, gizlilik politikalarini okuma agisindan belirgin bir gruplagsma
gorlilmemistir. Katilimcilarin ¢ogunlugunun (n=13) gizlilik politikalarin1 okumuyor olusu, bireysel
kullanimin fazla oldugu platform dinamikleri ve mahremiyet agisindan diistindiirticiidiir.

Instagram Algoritmik Reklamlarina Bakis

Katilimcilara Instagram’da karsilagtiklar1 reklamlarin giinlilk hayatta ihtiya¢ duyduklari
triinler olup olmadigi sorulmustur. Bazi katilimcilar Instagram’da karsilarina g¢ikan reklamlarin
giinliik ihtiyaglariyla ortiistiigiinii belirtmektedir (K1, K2, K11). Bazi katilimcilar ise bu reklamlari
ihtiya¢ disi, gereksiz ya da ilgisiz olarak degerlendirmektedir (K6, K15). Bununla birlikte bazi
katilimcilar zaman zaman ihtiyaglariyla ortiigen reklamlarla karsilastiklarini, ancak bunun siirekli bir
durum olmadigimi ifade etmektedir (K3, K8, K13). Bu durum, Instagram’daki reklamlarin
katilimcilar tarafindan tek tip bir deneyim olarak algilanmadigini gostermektedir.

Katilimc1 ifadelerinde, Instagram’da karsilasilan reklamlara iligskin {i¢ temel grup One
cikmaktadir. ilk grup, reklamlarin giinliik ihtiyaglarla ortiistiigiinii diisiinen katilimcilardan
olugmaktadir. Bu katilimcilar, 6zellikle daha once ilgilendikleri iiriinlere iliskin reklamlarla
karsilastiklarini ifade etmektedir; “iAitiyacim olan iiriinlerle ilgili reklamlar karsima ¢ikyyor” (K1)
ve “e-ticaret uygulamalarindan inceledigim iiriinler ve telefonum agikken soz ettigim herhangi bir
tirtiin Instagram reklam kisminda karsima ¢ikiyor, boylelikle de ihtiyacim olan iiriinleri Instagram
reklamlart bana sunuyor” (K11) ifadeleri bu yaklasimi yansitmaktadir. K11’e aradigi ya da
konustugu {riinlerin Instagram’da karsisina ¢ikmasinin  kendisinde bir duygu olusturup
olusturmadigr sorulmustur. K11 bu soruyu, “Tedirginlik oluyor ¢iinkii izlenilmek ve dinlenildigimi
bilmek giivensiz ve tedirgin ediyor” sekilde cevaplamistir.

Internette aradig iiriinlerle Instagram’da karsilastigini ifade eden katilimcilara ayrica, bu
durumun onlarda bir duygu olusturup olusturmadigi sorulmustur. K2; “normal degil normallesmig
bir durum” seklinde yanitlamistir. K1 ise “Instagram in artik beni benden daha iyi tamidigini benim
i¢ sesime doniistiigiinii diistiniiyorum” demistir. Bu cevap endise verici bir duruma isaret etmektedir.
Guven agiginin, Instagram’in kullanicilar1 tanimasi olarak kodlanmasi disiindiiriicidiir. Bazi
kullanicilarin, aligveris “konfor”unu veri giivenligine tercih ettigi 6ngoriilmektedir. K5, bu duruma
iliskin memnuniyetini “aradigim seyin Instagram’da karsima c¢ikmasini seviyorum, fiyat
karsilastirmasi yapabiliyorum hatta bu yiizden kesfetimde ¢ikmast icin stirekli ayni tirtinii internette
aradigim oluyor” seklinde diislinceleri ifade etmistir. K10 ise bu tip durumlarda “daha dikkatli
olmam gerektigini diisiiniiyorum” demistir. Bir diger dikkat c¢ekici cevap ise durumdan tedirgin olsa
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dahi sik karsilagtig1 reklamlardaki iiriinlerle ilgili “o iiriinii alma gerektigini hissettigini” sdyleyen
K13’e aittir.

Ikinci grup ise reklamlarin zaman zaman ihtiyaglarla drtiistiigiinii, ancak bunun siireklilik
gostermedigini diisiinen katilimcilardan olusmaktadir. Bu katilimcilar reklam deneyimini durumsal
olarak tanimlamaktadir; “evet, arkadaslarimla konusmalarimda adi gegen bazi seyler Instagramda
reklam olarak karsima ¢ikiyor.” (K8) ve “arada swrada ihtiyacim olan iiriinlerle ilgili reklam
gortiyorum” (K9) ifadeleri bu yaklasimi yansitmaktadir. K8’e arkadaslariyla konustuklarinin reklam
olarak karsisina gelmesi durumunun kendisinde bir diisiince duygu olusup olugsmadig1 sorulmustur.
K8; “yoruldum, bence rahatsiz edici, béyle bir sey karsima c¢iktiginda uygulamayr direkt
kapatyorum” diyerek cevaplamistir. Gizlilikle ilgili belirsizlik karsisinda eyleme doniik bir tepki
olarak bu durum 6nemli bulunmustur.

Uciincii  grup ise reklamlarin ihtiyaclarla ortiismedigini  diisiinen katilimcilardan
olusmaktadir. Bu katilmcilar, reklamlara daha c¢ok gereksiz ve ilgisiz igerikler olarak
yaklagmaktadir; “karsima c¢ikan reklamlara ihtiyag duymuyorum” (K6) ve “Karsima ¢ikan
reklamlarin cogunu ihtiyag olarak nitelendiremem bu yiizden hayw” (K15) ifadeleri bu grubu ortaya
koymaktadir.

Birgok katilimci, Instagram’da karsilastiklar: reklamlarin giinliik ihtiyaclariyla ortiistiigiinii
ifade etmektedir (K1, K2, K5, K7, K9, K12, K14). Diger yandan sadece arama motorlar1 ya da e-
ticaret sitelerinde yapilan aramalarin degil ayni zamanda giinliilk hayattaki konusmalarin da
Instagram’da karsilik buldugunu séyleyen kullanicilarin (K8, K11) ifadeleri bu boliimiin en dikkat
cekici bulgular: arasindadir.

Veri Paylasim izinlerine Bakis

Katilimcilara, karsilarina ¢ikan veri paylasimi ekranlarina onay verme egiliminde olup
olmadiklar1 sorulmustur. Katilimci ifadeleri incelendiginde, biiyiik bir kisminin veri giivenligi
politikalarini takip etmekte zorlandigini agik bigimde dile getirdigi goriilmektedir. Bazi katilimcilar
bu zorlanmay1 okumadan onaylama ya da reddetme davranigiyla iliskilendirirken, bazilar1 ise onay
stirecini erteleme, secici onay verme ya da alisgkanlik gelistirme biciminde tanimlamaktadir (K4, K10,
K14). Bu durum, veri giivenligi politikalarinin katilimcilar agisindan takip edilmesi gii¢ ve giindelik
kullanim pratigi i¢inde zorlayici bir alan olarak deneyimlendigini géstermektedir.

Katilimcr ifadeleri igerik acisindan ele alindiginda, veri giivenligi politikalarina yonelik
deneyimlerin farkli davranis bigimleri iizerinden ifade edildigi goriilmektedir. Bazi katilimcilar veri
politikalarini takip etmekte zorlandiklarini ve bu nedenle metinleri okumadan onayladiklarini
belirtmektedir; K1 “veri politikalarim takip etmekte zorlaniyorum” ifadesini kullanirken, K3
“genelde okumadan onaylarim” demektedir. Veri onaylarini reddeden katilimcilar da bulunmaktadir.
K4 “reddedebiliyorsam okumadan reddediyorum” derken, K10 “genellikle okumadan reddet
secenegini tiklarim” ifadesini kullanmaktadir. Bununla birlikte bazi katilimcilar onay verme
davranigini aliskanlik, zorunluluk ya da erteleme ile iliskilendirmektedir; K6 “alistim artik kabul
ediyorum bosvermislik oluyor” derken, K15 “onay verme egiliminde degilim ama a¢ip okumuyorum”
ifadesini kullanmaktadir. Bu ifadeler, veri giivenligi ekranlarmin katilimecilar i¢in bilingli bir
degerlendirme alanindan ziyade, pratik ve zorunlu bir igslem olarak algilandigini géstermektedir.

Katilimcilardan bazilarina verdikleri cevaplara yonelik gizlilik onaylar ile ilgili bir duygu
ya da diisiince tasiyip tasimadiklar1 sorulmustur. K14 “Eskiden tepki gosterdigi gizlilik onaylarim
simdi reddetme segenegi yoksa onayladigini” ifade etmistir. K10 ise “Kontrolii kaybetme endisesi
yasadigini”  belirtmistir. K11 “Biktigini, giivensizlik duygusunun Instagram igin bir fren
olusturdugunu” paylasmistir. K8 giivenlikle ilgili sorunlar olsa da “arkadaslar: nedeniyle ne olursa
olsun bir sekilde Instagram kullanmaya devam edebilecegini” ifade etmistir. K4 ise
“endiselenmedigini” vurgulamaktadir. K3 bu durumun “sanal diinyanin bir ger¢egi” olarak kabul
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edilmesi gerektigini paylasmistir. K1’in cevabi ise oldukea dikkat ¢ekicidir; “Kagis yok hissi bazen
tedirgin ediyor, ben de kontroliin bende olmadigini biliyorum, bu yiizden akisina biraktim, éniine
gecmeye ¢alismak ¢ok yorucu, sistemin bana sundugu konforun tadini ¢ikarmaya c¢alisiyorum”
diyerek diisiincelerini paylagsmistir. K1’in kag¢is duygusundan konfora uzanan bu kullanim dinamigi
oldukga diistindiirtictidiir.

Sonug¢

Bu calisma, iiniversite 6grencilerinin Instagram kullanim pratiklerini; kullanim siiresi ve
amaci, paylasim aligkanliklari, giiven algisi, gizlilik politikalarina yonelik tutumlar, algoritmik
reklamlara iliskin deneyimler ve veri giivenligi konularim1 kapsayan yapilan yar1 yapilandirilmig
goriisme ile tartismistir. Goriisme, Selcuk Universitesi Iletisim Fakiiltesi’nde 6grenime devam eden
15 lisans 6grencisi ile gerceklestirilmistir. Bulgular, Instagram’in katilimcilarin yasaminda yalnizca
bir sosyal medya uygulamasi olmanin 6tesine gegerek, giindelik rutinin yerlesik ve siireklilik arz
eden bir pargas1 haline geldigini gostermektedir. Ozellikle uzun siireli kullanim deneyimine sahip
katilimcilarin ifadeleri, platformun zamanla iletisim, eglence, bilgi edinme ve aliskanlik temelli
kullanim bigimlerini bir arada barindiran hibrit bir dijital alan olarak konumlandigini ortaya
koymaktadir.

Instagram kullanim siiresi ve amaci incelendiginde, kisa siireli kullanicilarin platformu daha
cok yakin cevreyle iletisim kurma amacryla kullandiklart; kullanim siiresi arttikca ise Instagram’in
islevlerinin ¢esitlendigi goriilmektedir. Sosyal etkilesim, zaman gegirme, giindem ve igerik takibi
gibi amaglarin 6ne ¢ikmasi, Instagram’in katilimcilar tarafindan dijital bir sosyal yasam alani olarak
algilandigmi diistindiirmektedir. Bu kullanim bicimleri yas ve cinsiyet degiskenleriyle birlikte
degerlendirildiginde kadin katilimcilarin bazilari daha ¢ok etkilesim ve paylasim odakli,erkek
katilimeilarin bir kismi ise igerik tiiketimi ve zaman gecirme odakli pratikler sergiledigi goriilmiistiir.
Yas arttikca baz1 katilimcilarin paylagim pratiklerini sinirladiklart ya da paylasimi tamamen
biraktiklart ifade edilmekle birlikte, bu egilimin tiim katilimcilar igin gecerli olmadig1 ve bireysel
kullanim tercihlerinin belirleyici oldugu anlagilmaktadir.

Paylasim aligkanliklarina iliskin bulgular, Instagram’daki kullanici pratiklerinin homojen
olmadigini a¢ik bi¢cimde ortaya koymaktadir. Aktif ve diizenli paylasim, sinirli ve secici paylasim ile
paylasim yapmama ya da paylasimi birakma bi¢imindeki ii¢ temel yaklasim, katilimcilarin
platformla kurduklar1 iliskiye dair farkli tutumlara isaret etmektedir. Ozellikle yas arttik¢a
paylasgimin sinirlandirilmasi ya da tamamen birakilmasi egiliminin giiclenmesi, Instagram’in
zamanla daha ¢ok izleme ve tiiketim odakli bir mecraya doniistiigli yoniinde yorumlanabilmektedir.
Bu durum, paylagimin her kullanici i¢in zorunlu bir pratik olmadigina ve goriiniirliikten bilingli geri
cekilme stratejilerinin de var olduguna isaret etmektedir. Bu ¢alismada baz1 geng katilimcilarin igerik
paylagimi agisindan daha aktif olmalari; geng kusaklarin Instagram’a yonelik olumlu tutumlarin ve
goriiniir olma arzusunun, ¢evrim i¢i mahremiyet kaygisini gorece bastirdigini ifade eden Bekman ve
Al’m (2023) bulgulartyla tutarlidir.

Instagram paylasimlart ve giiven algisma iligkin bulgular, yogun paylasim ortaminin
katilimcilar iizerinde tek tip bir etki yaratmadigini gostermektedir. Bazi katilimcilar bagkalarinin 6zel
hayat paylasimlarindan etkilenmediklerini ya da bu durumu rahatsiz edici bulduklarini ifade ederken,
bazilar1 bu yogunlugun dolayli bicimde paylasima sevk edici olabildigini kabul etmektedir.
Calismanin bu boliimiindeki bulgular, kullanicilarin gorsel benlik performansini siirdiiriirken takipgi
sayisi, begeni, yorum ve etkilesim gibi metriklerin, 6z sunum igin artan bir sosyal unsur
olusturabilecegini belirten Harris ve Bardey’in (2019) calismasiyla paraleldir. Giiven algisinin ise
paylasima yonelme ile her zaman ortiismedigi; bazi katilimceilarin paylasima yonelse dahi platformu
giivenli bir alan olarak algilamadigi goriilmektedir. Bu bulgular, Instagram’da goriiniirliik ve giiven
arasindaki iligkinin celiskili ve kirilgan bir yapiya sahip oldugunu diisiindiirmektedir. Bulgular,
mahremiyetin yalnizca “bilgi saklama” meselesi olmaktan ¢ikip goriiniirliik, izlenebilirlik ve
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profillenebilirlik ekseninde yeniden tanimlandig1 6ne siiren Trottier’in (2017) ve Instagram’in estetik
kodlar ile anlik paylasim kiiltiiriiniin, kullanicilan igerik iiretiminde gorsellige dayali bir normlar
sistemi icine ¢ektigini belirten Masdari ve Sarvari’nin (2016) ifadeleriyle ortiismektedir. Diger
yandan kullanicilarin mahremiyet konusunda fikir sahibi olmalarina ve bundan kaygi duymalarina
ragmen, giiniin bilyiik bir boliimiinii platformda gecirdiklerini ifade eden Baritci’nin (2023) ¢alismast
da galismanin bu boliimiindeki sonuglarla tutarli bir zemin olusturmaktadir.

Gizlilik politikalarina yonelik tutumlar, katilimeilarin biiylik cogunlugunun bu metinleri
okumadan kabul ettigini ve gizlilik politikalarin1 uzun, karmasik ve giindelik kullanim agisindan
zorlayici buldugunu ortaya koymaktadir. Gizlilik politikalarin1 okuyan az sayidaki katilimci ise bu
davranist bilingli kullanim ve veri farkindaligiyla iliskilendirmektedir. Demografik degiskenler
acisindan belirgin bir ayrisma olmamasi, gizlilik politikalarma yonelik tutumlarin bireysel
ozelliklerden ziyade platformun tasarimi ve tekrar eden izin mekanizmalariyla sekillendigini
gostermektedir. Calismanin bu boliimiindeki bulgular kullanicilarin ayrintili gizlilik politikalarini ve
kullanim sozlesmelerini okumakta zorlandiklarini ya da bunlart biiyliik 6Slciide goérmezden
geldiklerini One siiren alandaki benzer g¢aligmalarla tutarlidir (Sarikakis & Winter, 2017; Obar &
Oeldorf-Hirsch, 2018).

Algoritmik reklamlara iliskin bulgular, katilimcilarin reklam deneyimini farkli duygular ve
anlamlar {izerinden degerlendirdiklerini ortaya koymaktadir. Reklamlarin giinliikk ihtiyaglarla
ortiistiigiinii diisiinen katilimceilar bu durumu kimi zaman konfor ve kolaylik olarak degerlendirirken,
bazi katilimcilar icin bu deneyim tedirginlik, izlenme hissi ve giivensizlikle iliskilendirilmektedir.
Ozellikle konusulan ya da aranan iiriinlerin reklam olarak karsiya ¢ikmasi, algoritmik gdzetim
algisin1  giiclendiren bir unsur olarak ©6ne ¢ikmaktadir. Bulgular; dijital reklamciligin
“kisisellestirilmis” ama 6zlinde yogun profilleme ve mikro hedeflemeye dayali bir reklam akist
iireten (Boerman vd. 2017) ve seffaf olmayan veri toplama mekanizmalarinin mahremiyet kaygisini
artirdigint 6ne siiren (Boerman & Smit, 2023) calismalarin sonuglariyla ortiismektedir. Bununla
birlikte bazi katilimcilarin bu durumu normallestirdigi ve veri glivenligi endisesini aligveris konforu
karsisinda ikinci plana attig1 goriilmektedir.

Veri giivenligi politikalarina iligkin bulgular ise, katilimcilarin biiyiik bir boliimiiniin bu
stirecleri bilingli bir degerlendirmeden ziyade zorunlu ve yorucu bir rutin olarak deneyimledigini
gostermektedir. Okumadan onaylama, otomatik reddetme, erteleme ya da aligkanlik gelistirme gibi
davranislar, veri giivenligi ekranlariin katilimcilar agisindan bir “kontrol alan1” olmaktan ziyade
kaginilmasi gereken bir engel olarak algilandigini diisiindiirmektedir. Baz1 katilimcilarin ifadelerinde
one cikan kontrol kaybi, kagissizlik ve yorgunluk duygulari, dijital platformlarla kurulan iliskinin
duygusal boyutuna isaret etmektedir. Bulgular; kullanicilarin ¢cogunda ayar diizeyinde parcali bilgi
bulundugunu; veri isleme ve profilleme pratiklerine dair daha derin teknik ve hukuki bilgi
eksikliginin siirdiigiinii vurgulayan Trepte vd. nin (2015) ¢alismasiyla tutarlidir.

Bu calisma o6rneklem agisindan iiniversitesite 0grencileriyle sinirlandirilmistir. Nispeten
homojen olarak degerlendirilebilecek drneklemin, yas agisindan genis bir yelpazeye ulasmasi da goz
oniinde bulundurularak sonuglar degerlendirilmelidir. Diger yandan katilimeilarin cevaplarindaki
farkliliklarin ¢aligma bulgularimi derinlestirdigi diisiiniilmektedir. Instagram’da hi¢ paylasim
yapmayan kullanicilardan, paylasim yapan ve Instagram algoritmasinin ihtiyaglarina doniik {irtinleri
karsisina ¢ikardigi igin kolaylik yasadigini belirten kullanicilara kadar, Instagram kullanici
deneyimleri agisindan ¢ok boyutlu bir bakis agis1 zemini bulunmaktadir.

Genel olarak degerlendirildiginde, bu ¢alisma Instagram kullaniminin; goriiniirliik,
etkilesim, konfor, kontrol kayb1 ve giivensizlik gibi birbiriyle i¢ i¢e gegmis deneyimler {izerinden
sekillendigini gostermektedir. Bulgular, kullanicilarin Instagram’t hem vazgegilmez bir giindelik
pratik hem de ¢esitli endise ve ¢eliskiler barindiran bir dijital ortam olarak deneyimlediklerini ortaya
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koymaktadir. Bu durum, Instagram’in yalnizca bireysel tercihlerin degil, platformun algoritmik
yapisi, tasarim dinamikleri ve veri odakli isleyisinin de kullanici deneyimini belirledigini
diistindiirmektedir.

- Bu calismanin bulgulari arasinda yer alan, katilimcilarin giindelik hayatta sohbet ettikleri
kavramlara yonelik igeriklerle Instagram’da karsilastiklarini belirtmelerinden hareketle, Instagram
ve gizlilik ¢aligmalarinin, olas1 ses kullanim1 boyutunu da ele almasi gerekmektedir.

- Bu calismanin bulgular1 arasinda olan, gizlilik politikalarinin kabul edilmemesi halinde
hizmetlerin kullanilamaz durumda olusu; hukuk basta olmak iizere gelecek calismalarda
disiplinlerarasi bir zeminde kullanici 6zgiirliigi agisindan tartisilmalidir.

- Instagram kullanicilar1 agisindan mahremiyet kaybinin yalnizca bireysel bir sorumluluk
degil platformun algoritmasinin iiretebilecegi bir baski araci olarak da tartisilmasi gerektigi
diisiintilmektedir.

- Ilerleyen calismalarda Instagram algoritmasi ve mahremiyet iizerine ¢ok boyutlu karma
calismalarin yapilmasi, mahremiyet ve gizlilikle ilgili problemin daha genis demografik yelpazede
tartisilmasi Onerilmektedir.

- Gelecek calismalar, bu calismada Instagram kullanim pratiklerinin tarifinde katilimcilar
tarafindan sikca kullanilan “aligkanlik, giinliik rutinin parcasi1” gibi ifadelere varolabilecek bagimlilik
ipuglariyla yaklasabilir.

- Baz1 katilimcilarin paylagimi tamamen birakmasi ya da bilingli bicimde smirlamasi,
Instagram literatiiriinde siklikla ele alinan “goriiniir olma istegi nin karsisinda yer alan bir kullanim
bicimine isaret etmektedir. Bu geri ¢ekilme stratejilerinin motivasyonlari ve sonuglari ayri bir
arastirma konusu olarak ele almabilir.

- Katilimei ifadeleri, reklamlarin hem kolaylik ve memnuniyet hem de izlenme hissi ve
giivensizlik duygusu yarattigini gostermektedir. Gelecek calismalar, kullanicilarin algoritmik
reklamlar agisindan yasadigi “konfor—tedirginlik ikilemi”nin ayristirtlmasi, bu iki duygunun nasil
birlikte deneyimlendigi ve hangi kosullarda birinin digerine baskin hale geldigini inceleyebilir.

Turkish Studies — Comparative Religious Studies, 21(01)



From Privacy Concerns to Loss of Control Instagram: A Critical Look Through... 2277

References

Akman Doémbekcei, H., & Erisen, M. A. (2022). Nitel arastirmalarda goriisme teknigi. Anadolu
Universitesi Sosyal  Bilimler Dergisi, 22(0Ozel Say1 2), 141-160.
https://dergipark.org.tr/en/download/article-file/2864475

Andreou, A., Venkatadri, G., Goga, O., Gummadi, K., Loiseau, P. & Mislove, A. (2018, Subat 18-
21). Investigating ad transparency mechanisms in social media: A case study of Facebook’s
ad  explanations.  NDSS  Symposium 2018, San  Diego, CA, USA
https://doi.org/10.14722/ndss.2018.23191

Baritci, F. (2023). Universite ogrencilerinin Instagram’da mahremiyet algilar1 tizerine bir saha
arastirmasi. Giimiishane Universitesi lletigim Fakiiltesi Elektronik Dergisi (e-gifder), 11 (1),
280-304

Bekman, M., & Al E. (2023). The effects of self-esteem and online privacy concern on generations’
attitudes towards Instagram. Akdeniz Universitesi Iletisim Fakiiltesi Dergisi(43), 134-160.
https://doi.org/10.31123/akil. 1303174

Boerman, S. C., Kruikemeier, S., & Zuiderveen Borgesius, F. J. (2017). Online behavioral
advertising: A literature review and research agenda. Journal of Advertising, 46(3), 363-376.
https://doi.org/10.1080/00913367.2017.1339368

Boerman, S. C., & Smit, E. G. (2023). Advertising and privacy: an overview of past research and a
research  agenda.  International  Journal of  Advertising,  42(1), 60-68.
https://doi.org/10.1080/02650487.2022.2122251

Braun, V., & Clarke, V. (2006). Using thematic analysis in psychology. Qualitative Research in
Psychology, 3(2), 77-101. https://doi.org/10.1191/1478088706qp0630a

Cotter, K. (2019). Playing the visibility game: How digital influencers and algorithms negotiate
influence on  Instagram. New  Media &  Society, 21(4), 895-913.
https://doi.org/10.1177/1461444818815684

Caligkan, T., Giindiiz, S. & Kocaoglu, M. (2023). Lise 6grencilerinin sosyal medyada mahremiyet
ve glivenlik algilarinin belirlenmesi. Five Zero, 3(2), 284-299.

Darmaningrat, E. W. T., Astuti, H. M., & Alfi, F. (2020). Information privacy concerns among
Instagram users: The case of Indonesian college students. Journal of Information Systems
Engineering and Business Intelligence, 6(2), 159-168.
https://doi.org/10.20473/jisebi.6.2.159-168

Dumanli Kiirkgi, D. (2024). Dijital diinyada mahremiyet algisi baglaminda sosyal medya’da ¢ocuk
mahremiyeti. Igcinde Kahraman Gokalp, E. & Yildiz, 1. (Ed.), Dijital Mahremiyetin
Boyutlari: Dijital Alanda Arastirmalar ve Tartismalar (ss. 39-58). istanbul Universitesi
Yaymevi. https://doi.org/10.26650/B/SSc5SSc¢20.2024.030.003

Elangovan, N., & Sundaravel, E. (2021). Method of preparing a document for survey instrument
validation by experts. MethodsX, 8, 101326. https://doi.org/10.1016/j.mex.2021.101326

Guess, A. M., Malhotra, N., Pan, J., Barbera, P., & vd. (2023). How do social media feed algorithms
affect attitudes and behavior in an election campaign? Science, 381(6656), 398—404.
https://doi.org/10.1126/science.abp9364

Guest, G., Bunce, A., & Johnson, L. (2006). How many interviews are enough? An experiment with
data saturation and variability. Field Methods, 18(1), 59-82.
https://doi.org/10.1177/1525822X05279903

www.turkishstudies.net/religion


https://doi.org/10.14722/ndss.2018.23191
https://doi.org/10.31123/akil.1303174
https://doi.org/10.1080/00913367.2017.1339368
https://doi.org/10.1080/02650487.2022.2122251
https://doi.org/10.1177/1461444818815684
https://doi.org/10.20473/jisebi.6.2.159-168
https://dx.doi.org/10.26650/B/SSc5SSc20.2024.030.003
https://doi.org/10.1126/science.abp9364

2278 Fatma Oztat

Harris, R., & Bardey, A. (2019). Do Instagram profiles accurately portray personality? An
investigation into idealized online self-presentation. Frontiers in Psychology, 10, 871.
https://doi.org/10.3389/fpsyg.2019.00871

Highfield, T., & Leaver, T. (2016). Instagrammatics and digital methods: Studying visual social
media, from selfies and GIFs to memes and emoji. Communication Research and Practice,
2(1), 47-62. https://doi.org/10.1080/22041451.2016.1155332

Hockin-Boyers, H., Vertinsky, P., Norman, M., Dean, N. A., & Ramachandran, A. (2025). Training
the algorithm: Agency and algorithmic injustice in Instagram’s ‘whitewashed’ health and
fitness spaces. New Media & Society. https://doi.org/10.1177/14614448251366172

Ita, D.-A. (2025). Instagram: What it is, its history, and how the popular app works. Investopedia.
https://www.investopedia.com/articles/investing/102615/story-instagram-rise-1-
photoOsharing-app.asp

Jaidka, K. (2024). Managing the visible self: How Instagram profile privacy moderates the link
between privacy concerns and well-being. SSRN. https://doi.org/10.2139/ssrn.4700860

Kang, J.,Yang, T., Banu, N. & Oh, J. (2025). Latent privacy management profiles on algorithmic
social media: cross-cultural insights into privacy protection motivations and management
behaviors, Journal  of  Computer-Mediated =~ Communication,  30(6),  zmaf021.
https://doi.org/10.1093/jcmc/zmatf021

Koktener, A. & Akgiin, N. (2020). Mahremiyet algisinin doniisiimii: Instagram anneleri {izerinden
bir analiz. Avrasya Sosyal ve Ekonomi Arastirmalar: Dergisi (ASEAD), 7(9), 235-247

Kuenzler, A. (2022). On (some aspects of) social privacy in the social media space. International
Data Privacy Law, 12(1), 63—73. https://doi.org/10.1093/idpl/ipab022

Kurniawan, Y., Natalia, B., Pratama, W., & Devi, N. L. G. A. K. (2024). Social media data privacy
related to security awareness and student trust regarding data on Instagram. HighTech and
Innovation Journal, 5(2), 431-446. https://doi.org/10.28991/H1J-2024-05-02-015

Kvale, S., & Brinkmann, S. (2009). InterViews: Learning the craft of qualitative research
interviewing. SAGE Publications.

Liu, Y., Ghaiumy Anaraky, R., Aly, H., & Byme, K. (2023). The effect of privacy fatigue on privacy
decision-making behavior. Proceedings of the Human Factors and Ergonomics Society
Annual Meeting, 67(1), 2428-2433. https://doi.org/10.1177/21695067231193670

Luzsa, R., & Mayr, S. (2022). Links between online privacy fatigue, technology attitudes and
sociodemographic factors in a German population sample. Icinde Proceedings of Mensch
und Computer 2022 (MuC '22) (ss. 360-364). Association for Computing Machinery.
https://doi.org/10.1145/3543758.3547540

Masdari, F. ve Sarvari, S. H. (2021). The aesthetics of Instagram: Exploring the aesthetics of visual
and semantic aspects of Instagram. Journal of Cyberspace Studies, 5(1), 59-78.
https://doi.org/10.22059/jcss.2021.325552.1060

Meta Platforms. (2025). Improving your recommendations on our apps with ai at Meta.
about.fb.com. https://about.fb.com/news/2025/10/improving-your-recommendations-apps-
ai-meta/

Miles, M. B., Huberman, A. M., & Saldafia, J. (2014). Qualitative data analysis: A methods
sourcebook. SAGE Publications.

Turkish Studies — Comparative Religious Studies, 21(01)


https://doi.org/10.3389/fpsyg.2019.00871
https://doi.org/10.1080/22041451.2016.1155332
https://www.investopedia.com/articles/investing/102615/story-instagram-rise-1-photo0sharing-app.asp?utm_source=chatgpt.com
https://www.investopedia.com/articles/investing/102615/story-instagram-rise-1-photo0sharing-app.asp?utm_source=chatgpt.com
https://doi.org/10.2139/ssrn.4700860
https://doi.org/10.1093/jcmc/zmaf021
https://doi.org/10.1093/idpl/ipab022
https://doi.org/10.28991/HIJ-2024-05-02-015
https://doi.org/10.1177/21695067231193670
https://doi.org/10.1145/3543758.3547540
https://doi.org/10.22059/jcss.2021.325552.1060
https://about.fb.com/news/2025/10/improving-your-recommendations-apps-ai-meta/
https://about.fb.com/news/2025/10/improving-your-recommendations-apps-ai-meta/

From Privacy Concerns to Loss of Control Instagram: A Critical Look Through... 2279

Nicola, M. (2022). Losing control: The effects of social media fatigue, privacy concerns and
psychological reactance on social media advertising. Connectist: Istanbul University Journal
of Communication Sciences, 63, 123-149. https://doi.org/10.26650/CONNECTIST2022-
226305

Obar, J. A., & Oeldorf-Hirsch, A. (2018). The biggest lie on the internet: Ignoring the privacy policies
and terms of service policies of social networking services. Information, Communication &
Society, 23(1), 128-147. https://doi.org/10.1080/1369118X.2018.1486870

Reiff, N. (2025). Top 1l companies owned by  Facebook. Investopedia.
https://www.investopedia.com/articles/personal-finance/051815/top-11-companies-owned-
facebook.asp

Séez-Linero, C., Rodriguez-de-Dios & 1. y Jiménez-Morales, M. (2025). Pasar o pagar: ;Prefieren
los jovenes un Instagram sin anuncios? index. Comunicacion, 15(1), 125-151
https://doi.org/10.62008/ixc/15/01pasaro

Saima, D.S., Parappagoudar, D.S., Hariharan, A., Setty, V.S., Jain, A.A., Jain, A., Jain, A.P., Jain,
A.R., & Banka, D. (2023). The power of Instagram's algorithm in boosting the visibility of
startups & small businesses. International Journal of Engineering and Management
Research. 13(2), 59-63. https://doi.org/10.31033/ijjemr.13.2.9

Sarikakis, K., & Winter, L. (2017). Social media users’ legal consciousness about privacy. Social
Media + Society, 3(1), 1-12. https://doi.org/10.1177/2056305117695325

Shahbaznezhad, H., Dolan, R., & Rashidirad, M. (2022). The role of social media content format and
platform in users’ engagement behavior. Journal of Interactive Marketing, 53(1), 47-65.
https://doi.org/10.1016/j.intmar.2020.05.001

Sheldon, P., & Bryant, K. (2016). Instagram: Motives for its use and relationship to narcissism and
contextual age. Computers in Human Behavior, 58, 89-97.
https://doi.org/10.1016/j.chb.2015.12.059

Siregar, D. J., & Puspasari, C. (2023). Analysis of communication privacy management on Instagram
stories. Paragraphs Communication Update, 1(1), 49-57.
https://doi.org/10.59260/pcommu.2023.49572810

Tracy, S. J. (2010). Qualitative quality: Eight “big-tent” criteria for excellent qualitative research.
Qualitative Inquiry, 16(10), 837-851. https://doi.org/10.1177/1077800410383121

Trepte, S., Teutsch, D., Masur, P. K., Eicher, C., Fischer, M., Hennhofer, A., & Lind, F. (2015). Do
people know about privacy and data protection strategies? Towards the “Online Privacy
Literacy Scale” (OPLIS). icinde S. Gutwirth, R. Leenes, & P. De Hert (Ed.)., Reforming
European data protection law (ss. 333-365). Springer. https://doi.org/10.1007/978-94-017-
9385-8

Trottier, D. (2017). Social media as surveillance: Rethinking visibility in a converging world.
Routledge. https://doi.org/10.4324/9781315609508

Turow, J., King, J., Hoofnagle, C. J., Bleakley, A., & Hennessy, M. (2009). Americans reject tailored
advertising and three activities that enable it. SSRN Electronic Journal.
https://doi.org/10.2139/ssrn. 1478214

Ullah, 1., Boreli, R., & Kanhere, S. S. (2023). Privacy in targeted advertising on mobile devices:
a survey. International Journal of Information Security, 22, 647-678.
https://doi.org/10.1007/s10207-022-00655-x

www.turkishstudies.net/religion


https://doi.org/10.26650/CONNECTIST2022-226305
https://doi.org/10.26650/CONNECTIST2022-226305
https://doi.org/10.1080/1369118X.2018.1486870
https://www.investopedia.com/articles/personal-finance/051815/top-11-companies-owned-facebook.asp?utm_source=chatgpt.com
https://www.investopedia.com/articles/personal-finance/051815/top-11-companies-owned-facebook.asp?utm_source=chatgpt.com
https://doi.org/10.62008/ixc/15/01pasaro
https://doi.org/10.31033/ijemr.13.2.9
https://doi.org/10.1177/2056305117695325
https://doi.org/10.1016/j.intmar.2020.05.001
https://doi.org/10.1016/j.chb.2015.12.059
https://doi.org/10.59260/pcommu.2023.49572810
https://doi.org/10.1177/1077800410383121
https://doi.org/10.1007/978-94-017-9385-8
https://doi.org/10.1007/978-94-017-9385-8
https://doi.org/10.4324/9781315609508
https://doi.org/10.1007/s10207-022-00655-x

2280 Fatma Oztat

van der Schyff, K., Foster, G., Renaud, K., & Flowerday, S. (2023). Online privacy fatigue: A
scoping review and research agenda. Future Internet, 15(5), 164.
https://doi.org/10.3390/f115050164

Weatherbed, J. (2025). Instagram hits 3 billion monthly active users worldwide. The Verge.
https://www.theverge.com/news/784784/instagram-3-billion-monthly-users-reels-dms-
updates

We Are Social. (2025). Digital 2025 Global Overview Report. https://wearesocial.com

Zeng, E., Wu, X., Ertmann, E. N., Huang, L., Johnson, D. F., Mehendale, A. T., Tang, B. T.,
Zhukoff, K., Adjei-Poku, M., Bauer, L., Friedman, A. B., & McCoy, M. S. (2025).
Measuring risks to users’ health privacy posed by third-party web tracking and targeted
advertising. CHI Conference on Human Factors in Computing Systems, 384, 1-26.
https://doi.org/10.1145/3706598.3714318

Turkish Studies — Comparative Religious Studies, 21(01)


https://doi.org/10.3390/fi15050164
https://wearesocial.com/
https://doi.org/10.1145/3706598.3714318

From Privacy Concerns to Loss of Control Instagram: A Critical Look Through... 2281
ETHICAL DECLARATIONS

Research and Publication Ethics
I declare that this article is an original work and was prepared in accordance with the
principles of scientific research and publication ethics. The article has not been published
elsewhere and is not currently under review by another journal.
All sources used in the study have been cited in accordance with academic standards. I
declare that the study does not contain plagiarism, fabrication, falsification, or manipulation
of data, and that the research findings have been presented in accordance with the principles
of scientific integrity.

Author Contributions
The author single-handedly designed, conducted, and analyzed the study and prepared the
report for this article. I have reviewed and approved the final version of the article and agreed
to its publication.

Conflict of Interest
I declare that there is no conflict of interest regarding the publication of this manuscript.

Funding
This research did not receive any specific grant, financial support, or funding from any
public, commercial, or non-profit funding agencies.

Artificial Intelligence (AI) Usage Disclosure
During the preparation of this manuscript, artificial intelligence tools may have been used
solely for limited purposes such as language editing, translation assistance, and stylistic
improvement. Any Al-assisted translations or language corrections were carefully reviewed
and verified by the author. Artificial intelligence tools were not used to generate the core
scientific content, research design, analysis, or scholarly conclusions. All academic
responsibility for the content of the manuscript rests entirely with the author.

Copyright and Permissions
I confirm that all necessary permissions for copyrighted materials have been obtained where
required and that the manuscript does not violate any intellectual property rights.

Author Approval
I confirm that they have read and approved the final version of the manuscript and consent
to its submission and publication.

ETIK BEYANLAR
Arastirma ve Yaymn Etigi
Bu makalenin 6zgiin bir ¢alisma oldugunu ve bilimsel arastirma ve yayin etigi ilkelerine
uygun olarak hazirlandigini beyan ederim. Makale daha oOnce herhangi bir yerde
yayimmlanmamig olup bagka bir dergide degerlendirme siirecinde degildir.
Caligmada kullanilan tiim kaynaklar akademik kurallara uygun bigimde atiflanmistir.
Caligmanin intihal, veri uydurma, veri tahrifi veya manipiilasyon icermedigini; arastirma
bulgulariin bilimsel diiriistliik ilkelerine uygun sekilde sunuldugunu beyan ederim.
Yazar Katkisi
Caligmanin tasarlanmasi, yiiriitiilmesi, analizi ve makalenin raporlama agamasini tek basina
yiirlitmiistiir. Makalenin son hélini okuyup onayladim ve yayimlanmasini kabul ettim.
Cikar Catismasi
Bu makalenin yayimlanmasina iligskin herhangi bir ¢ikar ¢atismasi bulunmadigini beyan
ederim.
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Finansal Destek
Bu aragtirma herhangi bir kamu kurumu, ticari kurulus veya kar amaci giitmeyen kurulus
tarafindan finansal olarak desteklenmemistir.

Yapay Zeka Kullanim Beyam
Makalenin hazirlanmas: siirecinde yapay zeka araglarindan yalmizca dil diizenleme, ceviri
destegi ve anlatim iyilestirmesi amaciyla sinirlt 6l¢iide yararlanilmistir. Yapay zeka araglari
tarafindan yapilan ceviri ve dil diizenlemeleri tarafimdan dikkatle kontrol edilmistir. Yapay
zeka araglart ¢alismanin bilimsel iceriginin, arastirma tasariminin, analizlerinin veya
akademik sonuglarinin olusturulmasinda kullanilmamigtir. Makalenin igerigine iliskin tim
akademik sorumluluk bana aittir.

Telif Haklar1 ve izinler
Telif hakki gerektiren materyaller kullanilmigsa gerekli izinlerin alindigimi ve galigmanin
herhangi bir fikrl miilkiyet hakkini ihlal etmedigini beyan ederim.

Yazar Onayi
Makalenin son halini okudum, onayladim ve yayimlanmasini kabul ettigimi beyan ederim.
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