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Abstract: In this research, the digital diplomacy activities carried out by Tiirkiye’s embassies in Central Asia
and the South Caucasus on the X platform are examined within the scope of communication strategies. In this
direction, five of the six communication strategies identified by Strauf3 et al. (2015) and evaluated within the
scope of content analysis, namely “interactive communication”, “personalized communication”, “use of
positive sentiment”, “communicating relevant information”, and “being transparent” were examined. These
strategies were examined through the posts published between January and March 2025 on the official X
(formerly Twitter) accounts of Tiirkiye’s embassies in Azerbaijan, Georgia, Kazakhstan, Kyrgyzstan,
Tajikistan, Uzbekistan, and Turkmenistan using the descriptive quantitative content analysis method. Initially,
a total of 493 posts were collected; however, retweets without comments were excluded from the analysis.
Therefore, 362 original posts were included in the evaluation. The obtained data were analyzed using frequency
and percentage analyses, as well as the Kruskal-Wallis H test, Chi-Square tests, and Spearman’s rank
correlation analysis. The findings show that the embassies used the five communication strategies examined at
different levels. While communicating relevant information was the prominent communication strategy, the
level of interactive communication was found to be low. This situation shows that the X accounts of the
embassies were mainly used for one-way information transfer. In addition, it was determined that the levels of
use of communication strategies differed across the embassies. While a strong relationship was found between

* Corresponding Author: Master's Graduate, Anadolu University
Sorumlu Yazar: Yiiksek Lisans Mezunu, Anadolu Universitesi
https://orcid.org/0009-0004-3036-4953
lizapimenova2@gmail.com
** Assoc. Prof. Dr., Anadolu University, Faculty of Economics and Administrative Sciences, Political Science and Public
Administration
Dog. Dr., Anadolu Universitesi, Iktisadi ve Idari Bilimler Fakiiltesi, Siyaset Bilimi ve Kamu Yonetimi Béliimii
https://orcid.org/0000-0001-6152-7509
emrahayhan@anadolu.edu.tr
*** Assoc. Prof. Dr., Turkish National Police
Dog. Dr., Emniyet Genel Miidiirliigii
https://orcid.org/0000-0003-0559-3418
ibrahimirdem33@gmail.com

Cite as/ Atif: Pimenova, E., Ayhan, E., & Irdem, I. (2026). Digital diplomacy and communication strategies: An
analysis of Tiirkiye’s diplomatic X (Twitter) accounts in Central Asia and the South Caucasus / Dijital diplomasi ve
iletisim stratejileri: Tiirkiye’nin Orta Asya ve Giiney Kafkasya’daki diplomatik X (Twitter) hesaplarinin analizi. Turkish
Studies — Economics, Finance, Politics, 21(01), 3513-3570. [Special Issues Dedicated to Prof. Dr. Mahmut Ozer],
Ankara Bilim University Publications. https://dx.doi.org/10.7827/TurkishStudies.95802

Received/Gelis: 14 January/Ocak 2026 Checked by plagiarism software

Accepted/Kabul: 15 September/Eyliil 2026 @

Published/Yayin: 20 September/Eyliil 2026



https://dx.doi.org/10.7827/TurkishStudies.95802
https://turkishstudies.net/economy-yonetim?modul=kullanici_profil&user_id=297397
https://orcid.org/0009-0004-3036-4953
mailto:lizapimenova2@gmail.com
https://orcid.org/0000-0001-6152-7509
mailto:emrahayhan@anadolu.edu.tr
https://orcid.org/0000-0003-0559-3418
mailto:ibrahimirdem33@gmail.com

3514 Elizaveta Pimenova-Emrah Ayhan -Ibrahim Irdem

being transparent and communicating relevant information, a low-level positive and significant relationship
was found between personalized communication and the use of positive sentiment. It was observed that neutral
sentiment was predominant in the posts. As a result, the research reveals that Tiirkiye’s digital diplomacy
activities in Central Asia and the South Caucasus are largely based on information transfer and that the
dimension of interaction with the target audience needs to be improved.

Keywords: Digital Communication Strategies, Digital Diplomacy, X (Twitter), Central Asia, South Caucasus.

Oz: Bu arastirmada, Tiirkiye’nin Orta Asya ve Giiney Kafkasya’daki biiyiikelgiliklerinin X platformunda
yiiriittikleri dijital diplomasi faaliyetleri iletisim stratejileri kapsaminda incelenmektedir. Bu dogrultuda,
Strau3 vd. (2015) tarafindan belirlenen alt1 iletigim stratejisinden, igerik analizi kapsaminda degerlendirilen
“etkilesimli iletisim”, “kisisellestirilmis iletisim”, “olumlu duygusal ton kullanimi”, “ilgili bilginin
aktarilmas1” ve “seffaflik” olmak iizere bes iletisim stratejisi ele alinmistir. Bu stratejiler, Tirkiye’ nin
Azerbaycan, Giircistan, Kazakistan, Kirgizistan, Tacikistan, Ozbekistan ve Tiirkmenistan’daki
biiyiikelgiliklerinin resmi X (eski adiyla Twitter) hesaplarinda Ocak-Mart 2025 doneminde yayimlanan
paylasimlar iizerinden betimleyici nicel icerik analizi yontemiyle incelenmistir. {lk olarak, toplam 493
paylasim toplansa da, yorumsuz yeniden paylasimlar (retweef) analiz disinda birakilmistir. Bu yiizden, 362
0zglin paylasim degerlendirmeye alinmigtir. Elde edilen veriler frekans ve yiizde analizlerinin yani sira
Kruskal-Wallis H testi, Ki-Kare testleri ve Spearman sira korelasyon analizi kullanilarak analiz edilmistir.
Bulgular, biiytikelgiliklerin incelenen bes iletisim stratejisini farkli diizeylerde kullandiklarini géstermektedir.
flgili bilginin aktarilmasi one gikan iletisim stratejisi olurken, etkilesimli iletisim diizeyinin diisiik kaldig
belirlenmistir. Bu durum, biiyiikelgiliklerin X hesaplarinin agirlikli olarak tek yonlii bilgi aktarimi amaciyla
kullanildigin1 gostermektedir. Ayrica iletisim stratejilerinin kullamim diizeylerinin biyiikelgiliklere gore
farklilastigi belirlenmistir. Seffaflik ile ilgili bilginin aktarilmasi arasinda gii¢lii bir iligki bulunurken,
kisisellestirilmis iletisim ile olumlu duygusal ton kullanimi arasinda diisiik diizeyde pozitif ve anlamli bir iligki
tespit edilmistir. Paylasimlarda ndtr duygusal tonun agirlikli oldugu goriilmiistiir. Sonug olarak, arastirma
Tiirkiye’nin Orta Asya ve Giiney Kafkasya’daki dijital diplomasi faaliyetlerinin biiyiik dl¢iide bilgi aktarimina
dayandigin ve hedef kitleyle etkilesim boyutunun gelistirilmesi gerektigini ortaya koymaktadir.

Anahtar Kelimeler: Dijital iletisim Stratejileri, Dijital Diplomasi, X (Twitter), Orta Asya, Giiney Kafkasya.
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Structured Abstract:

The widespread use of social media platforms has significantly changed how embassies communicate
with foreign publics. These platforms provide diplomatic actors with opportunities not only to share
information but also to communicate and interact directly with target audiences. However, the use of social
media by diplomatic institutions alone does not mean that digital diplomacy is implemented effectively. It is
also important which communication strategies are used on these platforms and to what extent interactive
communication is established with target audiences. A significant part of the studies in the field of digital
diplomacy focuses on the diplomatic practices of Western countries or on global diplomatic actors.
Comparative studies that examine the social media use of Tiirkiye’s embassies, especially in Central Asia and
the South Caucasus, in terms of communication strategies are limited. Therefore, this research aims to
determine the levels of communication strategies used by Tiirkiye’s embassies in Azerbaijan, Georgia,
Kazakhstan, Kyrgyzstan, Tajikistan, Uzbekistan, and Turkmenistan on their X (formerly Twitter) accounts, to
examine whether these strategies differ across embassies, and to reveal the relationships among the
communication strategies. In the research, five of the six communication strategies identified by StrauB3 et al.

ERINNT3

(2015) and evaluated through content analysis were examined: “interactive communication”, “personalized
communication”, “use of positive sentiment”, “communicating relevant information”, and “being transparent”.
The sixth strategy, networking, was not included in the scope of the research because it requires a separate

social network analysis.

Descriptive quantitative content analysis methods were used in the study. The data source of the
research consists of the posts published between January and March 2025 on the official X accounts of
Tiirkiye’s embassies in Azerbaijan, Georgia, Kazakhstan, Kyrgyzstan, Tajikistan, Uzbekistan, and
Turkmenistan. This time period was selected to compare the communication practices of the embassies within
the same period and to keep the dataset manageable. In the first stage, a total of 493 posts were collected.
However, 131 retweets shared without any comments and containing content belonging to other accounts were
excluded from the analysis because they were not original messages produced by the embassies. Thus, the main
dataset of the research consisted of 362 original posts. These posts represented 73.23% of the total content
examined, while the rate of retweets excluded from the analysis was 26.77%. Each post was coded according
to the indicators determined for the five communication strategies examined in the research. For example, in
order to determine the use of positive sentiment, the posts were divided into three categories: positive, neutral,
and negative. The data obtained were analyzed using IBM SPSS Statistics. First, frequency and percentage
analyses were applied to determine the characteristics of the posts and the levels at which the communication
strategies were used. For communication strategies consisting of more than one indicator, the indicators coded
in binary form were combined, and separate dimension scores were created. The Kruskal-Wallis H test was
used to determine whether the levels of communication strategy use differed across embassies, and the Dunn-
Bonferroni multiple comparison test was used to determine which groups caused the significant differences.
The relationship between emotional tone and embassies was evaluated with the Chi-Square Test of
Independence, the general distribution of emotional tone categories with the Chi-Square Goodness-of-Fit Test,
and the relationships among communication strategies with Spearman’s rank correlation analysis.

The findings show that the embassies used the five communication strategies at different levels on the
X platform. Communicating relevant information was the prominent communication strategy. In contrast,
practices aimed at establishing direct and interactive communication with users remained more limited. When
the indicators of “interactive communication” were examined, it was found that 87.8% of the posts included
visuals, 35% included mentions, and 14.6% included hashtags. However, the use of question sentences showing
direct dialogue with users was 0.8%, the use of reply tweets was 1.9%, and the rate of directly responding to
users was only 0.3%. These results show that the embassies widely used the technical features of X related to
content sharing, but direct interaction and mutual dialogue remained at a low level. Significant differences
were also identified among embassies in terms of the levels of communication strategy use. A statistically
significant difference was found among embassies in the use of “personalized communication.” In this sense,
the Kruskal-Wallis H value was calculated as 81.947, the degrees of freedom as 6, and the effect size as
€=0.214. Significant differences were also found among embassies in the level of use of the “being
transparent” strategy (H=80.254; df=6; p<0.001; €=0.209). For example, the highest mean ranks in terms of
transparency were observed in the embassies in Georgia, Uzbekistan, and Kyrgyzstan, while Azerbaijan had
the lowest mean rank. When the relationships among communication strategies were examined, no significant
relationship was found between “interactive communication” and “personalized communication” (p=0.034;
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p=0.525), while a low-level positive and significant relationship was found between “interactive
communication” and “being transparent” (p=0.161; p=0.002). A low-level positive and significant relationship
was also found between “personalized communication” and the “use of positive sentiment” (p=0.259;
p<0.001). The strongest relationship was found between “being transparent” and “communicating relevant
information” (p=0.680; p<0.001). As a result of the emotional tone analysis, it was determined that 216 of the
362 posts were neutral, 125 were positive, and 21 were negative. According to the Chi-Square Goodness-of-
Fit Test results, this distribution differed statistically significantly (y*>=157.796; df=2; p<0.001). Therefore,
neutral emotional tone was used more frequently than positive emotional tone in the posts.

The results of the research show that Tiirkiye’s embassies in Central Asia and the South Caucasus use
the X platform for digital diplomacy, but communication is largely shaped in the direction of information
transfer. Although tools such as visuals, mentions, and hashtags are widely used, the low level of direct
interaction forms such as asking questions, responding, and reply tweets, reveals that the two-way
communication capacity of the platform is used to a limited extent. The differences that emerged among
embassies in terms of the use of communication strategies also show that Tiirkiye’s digital diplomacy practices
in the region do not have a uniform structure. Therefore, it is important to evaluate the social media
performance of embassies both through the number of posts and visibility, and through interactive
communication and interaction established with target audiences. The research makes a basic contribution to
the literature by presenting comparative and quantitative findings on Tiirkiye’s embassies in Central Asia and
the South Caucasus, unlike the Western country examples that are frequently examined in digital diplomacy
studies. It also shows that different embassies belonging to the same country use communication strategies at
different levels. On the other hand, this research is limited to the content analysis of posts made on the X
platform between January and March 2025. Therefore, future studies may examine the levels at which
diplomatic missions apply communication strategies on different social media platforms over longer periods.
In addition, if these studies are supported by methods such as social network analysis, interviews, or surveys,
digital diplomacy activities can be examined more comprehensively.

Keywords: Digital Communication Strategies, Digital Diplomacy, X (Twitter), Central Asia, South
Caucasus.
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Résumé Structuré:

L’usage généralisé des plateformes de médias sociaux a profondément transformé les modalités de
communication des ambassades avec les publics étrangers. Ces plateformes offrent aux acteurs diplomatiques
la possibilité non seulement de diffuser des informations, mais également de communiquer et d’interagir
directement avec leurs publics cibles. Toutefois, le seul recours aux médias sociaux par les institutions
diplomatiques ne signifie pas que la diplomatie numérique est mise en ceuvre efficacement. Il importe
également de considérer les stratégies de communication mobilisées sur ces plateformes ainsi que le degré de
communication interactive établi avec les publics cibles. Une part importante des travaux consacrés a la
diplomatie numérique porte sur les pratiques diplomatiques des pays occidentaux ou sur les acteurs
diplomatiques mondiaux. Les études comparatives examinant ’utilisation des médias sociaux par les
ambassades de Tiirkiye sous ’angle des stratégies de communication, notamment en Asie centrale et dans le
Caucase du Sud, demeurent limitées. Cette recherche vise donc a déterminer les niveaux de mobilisation des
stratégies de communication sur les comptes X (anciennement Twitter) des ambassades de Tiirkiye en
Azerbaidjan, en Géorgie, au Kazakhstan, au Kirghizistan, au Tadjikistan, en Ouzbékistan et au Turkménistan,
a examiner si ces stratégies varient selon les ambassades et a mettre en évidence les relations entre elles. L’étude
examine cing des six stratégies de communication identifiées par Straul} et al. (2015) et évaluées au moyen
d’une analyse de contenu : la « communication interactive », la « communication personnalisée », 1’ « utilisation
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de sentiments positifs », la « diffusion d’informations pertinentes » et la « transparence ». La sixiéme stratégie,
la mise en réseau, a été exclue du périmetre de la recherche, car elle nécessite une analyse distincte des réseaux
sociaux.

L’étude repose sur une analyse de contenu quantitative descriptive. Les données proviennent des
publications diffusées entre janvier et mars 2025 sur les comptes X officiels des ambassades de Tiirkiye en
Azerbaidjan, en Géorgie, au Kazakhstan, au Kirghizistan, au Tadjikistan, en Ouzbékistan et au Turkménistan.
Cette période a été retenue afin de comparer les pratiques de communication des ambassades dans un méme
cadre temporel et de maintenir le corpus a une taille permettant son traitement. Dans un premier temps, 493
publications ont été recueillies. Toutefois, 131 retweets diffusés sans commentaire et reprenant des contenus
provenant d’autres comptes ont été exclus de I’analyse, car ils ne constituaient pas des messages originaux
produits par les ambassades. Le corpus principal de la recherche comprenait ainsi 362 publications originales.
Celles-ci représentaient 73,23 % de ’ensemble des contenus examinés, tandis que les retweets exclus de
I’analyse en représentaient 26,77 %. Chaque publication a été codée selon les indicateurs définis pour les cinq
stratégies de communication étudiées. Par exemple, afin de déterminer 1’utilisation de sentiments positifs, les
publications ont été réparties en trois catégories : positives, neutres et négatives. Les données recueillies ont
été analysées a 1’aide du logiciel IBM SPSS Statistics. Des analyses de fréquences et de pourcentages ont
d’abord été réalisées pour caractériser les publications et déterminer les niveaux de mobilisation des stratégies
de communication. Pour les stratégies comportant plusieurs indicateurs, les indicateurs codés de maniére
binaire ont été agrégés afin de calculer un score distinct pour chaque dimension. Le test H de Kruskal-Wallis
a été utilisé pour déterminer si les niveaux de mobilisation des stratégies de communication variaient selon les
ambassades, et le test de comparaisons multiples de Dunn—Bonferroni a permis d’identifier les groupes a
I’origine des différences significatives. La relation entre la tonalité émotionnelle et les ambassades a été évaluée
au moyen du test du khi-deux d’indépendance, la distribution globale des catégories de tonalité émotionnelle
au moyen du test du khi-deux d’ajustement, et les relations entre les stratégies de communication au moyen
d’une analyse de corrélation des rangs de Spearman.

Les résultats montrent que les ambassades ont mobilisé les cing stratégies de communication a des
degrés variables sur la plateforme X. La diffusion d’informations pertinentes constituait la stratégie
prédominante. En revanche, les pratiques visant a établir une communication directe et interactive avec les
utilisateurs demeuraient plus limitées. L’examen des indicateurs de la « communication interactive » révele
que 87,8 % des publications comportaient des éléments visuels, 35 % des mentions et 14,6 % des hashtags.
Toutefois, la proportion de formulations interrogatives témoignant d’un dialogue direct avec les utilisateurs
était de 0,8 %, celle des tweets de réponse de 1,9 %, et celle des réponses directes aux utilisateurs de seulement
0,3 %. Ces résultats indiquent que les ambassades utilisaient largement les fonctionnalités techniques de X
liées au partage de contenus, tandis que I’interaction directe et le dialogue réciproque demeuraient faibles. Des
différences significatives ont également été relevées entre les ambassades quant aux niveaux de mobilisation
des stratégies de communication. Une différence statistiquement significative a été observée dans 1’utilisation
de la « communication personnalisée ». A cet égard, la statistique H de Kruskal-Wallis s’élevait & 81,947, avec
6 degrés de liberté et une taille d’effet de €2 =0,214. Des différences significatives ont également été constatées
entre les ambassades dans le niveau de mobilisation de la stratégie de « transparence » (H = 80,254 ; ddl=6;
p < 0,001 ; € = 0,209). Par exemple, les rangs moyens les plus élevés en mati¢re de transparence ont été
observés pour les ambassades en Géorgie, en Ouzbékistan et au Kirghizistan, tandis que 1’ambassade en
Azerbaidjan présentait le rang moyen le plus faible. L’analyse des relations entre les stratégies de
communication n’a révélé aucune relation significative entre la « communication interactive » et la «
communication personnalisée » (p = 0,034 ; p = 0,525). En revanche, une corrélation positive, faible et
statistiquement significative a été observée entre la « communication interactive » et la « transparence » (p =
0,161 ; p = 0,002). Une corrélation positive, faible et significative a également été relevée entre la «
communication personnalisée » et I’« utilisation de sentiments positifs » (p = 0,259 ; p <0,001). La relation la
plus forte concernait la « transparence » et la « diffusion d’informations pertinentes » (p = 0,680 ; p <0,001).
L’analyse de la tonalité émotionnelle a montré que, parmi les 362 publications, 216 étaient neutres, 125
positives et 21 négatives. Les résultats du test du khi-deux d’ajustement ont mis en évidence un écart
statistiquement significatif dans cette distribution (y*> = 157,796 ; ddl =2 ; p <0,001). La tonalité émotionnelle
neutre était donc plus fréquemment employée que la tonalité positive dans les publications.

Les résultats de la recherche montrent que les ambassades de Tiirkiye en Asie centrale et dans le
Caucase du Sud utilisent la plateforme X a des fins de diplomatie numérique, mais que leur communication
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reste largement orientée vers la transmission d’informations. Bien que les éléments visuels, les mentions et les
hashtags soient largement utilisés, le faible recours aux formes d’interaction directe, telles que les questions,
les réponses et les tweets de réponse, révele une exploitation limitée du potentiel de communication
bidirectionnelle de la plateforme. Les différences observées entre les ambassades dans la mobilisation des
stratégies de communication montrent également que les pratiques de diplomatie numérique de Tiirkiye dans
la région ne présentent pas une structure uniforme. Il importe donc d’évaluer la performance des ambassades
sur les médias sociaux a la fois a travers le nombre de publications et leur visibilité, et a travers la
communication interactive et les interactions établies avec les publics cibles. Cette recherche apporte une
contribution de base a la littérature en présentant des résultats comparatifs et quantitatifs sur les ambassades de
Tiirkiye en Asie centrale et dans le Caucase du Sud, a la différence des exemples de pays occidentaux
fréquemment étudiés dans les travaux sur la diplomatie numérique. Elle montre également que différentes
ambassades relevant d’un méme pays mobilisent les stratégies de communication a des degrés variables. Cette
recherche reste toutefois limitée a 1’analyse de contenu des publications diffusées sur la plateforme X entre
janvier et mars 2025. De futures études pourraient donc examiner, sur des périodes plus longues, les niveaux
de mise en ceuvre des stratégies de communication par les missions diplomatiques sur différentes plateformes
de médias sociaux. En outre, le recours complémentaire a des méthodes telles que 1’analyse des réseaux
sociaux, les entretiens ou les enquétes permettrait d’examiner les activités de diplomatie numérique de manicre
plus exhaustive.

Mots-clés: Stratégies de communication numérique, diplomatie numérique, X (Twitter), Asie
centrale, Caucase du Sud.

Resumen Estructurado:

Eluso generalizado de las plataformas de redes sociales ha transformado significativamente la manera
en que las embajadas se comunican con los publicos extranjeros. Estas plataformas ofrecen a los actores
diplomaticos oportunidades no solo para compartir informacion, sino también para comunicarse e interactuar
directamente con sus publicos destinatarios. Sin embargo, el mero uso de las redes sociales por parte de las
instituciones diplomaticas no implica que la diplomacia digital se implemente de manera eficaz. También
resulta fundamental considerar qué estrategias de comunicacion se emplean en estas plataformas y en qué
medida se establece una comunicacion interactiva con los publicos destinatarios. Una parte considerable de los
estudios sobre diplomacia digital se centra en las practicas diplomaticas de los paises occidentales o en los
actores diplomaticos globales. En cambio, son limitados los estudios comparativos que examinan el uso de las
redes sociales por parte de las embajadas de Tiirkiye desde la perspectiva de las estrategias de comunicacion,
especialmente en Asia Central y el Caucaso Meridional. Por consiguiente, esta investigacion tiene como
objetivo determinar los niveles de utilizacion de las estrategias de comunicaciéon en las cuentas de X
(anteriormente Twitter) de las embajadas de Tiirkiye en Azerbaiyan, Georgia, Kazajistan, Kirguistan,
Tayikistan, Uzbekistan y Turkmenistan, examinar si dichas estrategias difieren entre las embajadas y esclarecer
las relaciones existentes entre ellas. La investigacion examiné cinco de las seis estrategias de comunicacion
identificadas por Strauf} et al. (2015) y evaluadas mediante analisis de contenido: «comunicacion interactivay,
«comunicacion personalizaday, «uso de sentimientos positivos», «comunicacion de informacion pertinente» y
«transparencia». La sexta estrategia, el establecimiento de redes de relaciones, quedd fuera del alcance de la
investigacion, puesto que requiere un analisis especifico de redes sociales.

El estudio empleé un analisis de contenido cuantitativo descriptivo. La fuente de datos estuvo
constituida por las publicaciones difundidas entre enero y marzo de 2025 en las cuentas oficiales de X de las
embajadas de Tiirkiye en Azerbaiyan, Georgia, Kazajistan, Kirguistan, Tayikistan, Uzbekistan y Turkmenistan.
Este intervalo temporal se seleccion6 para comparar las practicas comunicativas de las embajadas durante un
mismo periodo y mantener el conjunto de datos en un volumen manejable. En una primera fase, se recopilaron
493 publicaciones. No obstante, se excluyeron del analisis 131 retuits compartidos sin comentarios y que
contenian material procedente de otras cuentas, por no constituir mensajes originales producidos por las
embajadas. Asi, el corpus principal de la investigacion quedé conformado por 362 publicaciones originales.
Estas representaban el 73,23 % del contenido total examinado, mientras que los retuits excluidos del anélisis
suponian el 26,77 %. Cada publicacion se codifico de acuerdo con los indicadores establecidos para las cinco
estrategias de comunicacion examinadas. Por ejemplo, para determinar el uso de sentimientos positivos, las
publicaciones se clasificaron en tres categorias: positivas, neutras y negativas. Los datos obtenidos se
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analizaron mediante IBM SPSS Statistics. En primer lugar, se realizaron andlisis de frecuencias y porcentajes
para determinar las caracteristicas de las publicaciones y los niveles de utilizacion de las estrategias de
comunicacion. En el caso de las estrategias integradas por mas de un indicador, se agregaron los indicadores
codificados de forma binaria y se calcularon puntuaciones independientes para cada dimensioén. Se utilizo la
prueba H de Kruskal-Wallis para determinar si los niveles de utilizacion de las estrategias de comunicacion
diferian entre las embajadas, y la prueba de comparaciones multiples de Dunn—Bonferroni para identificar los
grupos responsables de las diferencias significativas. La relacion entre el tono emocional y las embajadas se
evalué mediante la prueba de chi-cuadrado de independencia; la distribucion general de las categorias del tono
emocional, mediante la prueba de chi-cuadrado de bondad de ajuste; y las relaciones entre las estrategias de
comunicacion, mediante el analisis de correlacion por rangos de Spearman.

Los resultados muestran que las embajadas utilizaron las cinco estrategias de comunicacién en
distintos grados en la plataforma X. La comunicacion de informacion pertinente fue la estrategia predominante.
En cambio, las practicas orientadas a establecer una comunicacién directa e interactiva con los usuarios
resultaron mas limitadas. El examen de los indicadores de «comunicacion interactiva» revelo que el 87,8 % de
las publicaciones incluia elementos visuales; el 35 %, menciones; y el 14,6 %, etiquetas. Sin embargo, la
proporcion de enunciados interrogativos indicativos de un didlogo directo con los usuarios fue del 0,8 %; la de
tuits de respuesta, del 1,9 %; y la de respuestas directas a los usuarios, de apenas el 0,3 %. Estos resultados
indican que las embajadas utilizaron ampliamente las funcionalidades técnicas de X relacionadas con la
difusién de contenidos, mientras que la interaccion directa y el didlogo reciproco se mantuvieron en niveles
bajos. Asimismo, se identificaron diferencias significativas entre las embajadas en cuanto a los niveles de
utilizacion de las estrategias de comunicacion. Se constatd una diferencia estadisticamente significativa en el
uso de la «comunicacion personalizaday. En este caso, el estadistico H de Kruskal-Wallis fue de 81,947, con
6 grados de libertad y un tamafio del efecto de €2 = 0,214. También se observaron diferencias significativas
entre las embajadas en el nivel de utilizacion de la estrategia de «transparencia» (H = 80,254; gl = 6; p < 0,001;
€2 =0,209). Por ejemplo, los rangos promedio mas elevados en materia de transparencia correspondieron a las
embajadas en Georgia, Uzbekistan y Kirguistan, mientras que la embajada en Azerbaiyan presentd el rango
promedio mas bajo. Al examinar las relaciones entre las estrategias de comunicacion, no se encontré6 una
relacion significativa entre la «comunicacion interactivay y la «comunicacion personalizada» (p = 0,034; p =
0,525). En cambio, se identificé una correlacion positiva, débil y estadisticamente significativa entre la
«comunicacion interactiva» y la «transparencia» (p = 0,161; p = 0,002). También se observo una correlacion
positiva, débil y significativa entre la «comunicacion personalizada» y el «uso de sentimientos positivos» (p =
0,259; p<0,001). La relacién mas fuerte se registrd entre la «transparencia» y la «comunicacion de informacion
pertinente» (p = 0,680; p <0,001). El analisis del tono emocional determiné que, de las 362 publicaciones, 216
eran neutras, 125 positivas y 21 negativas. Segun los resultados de la prueba de chi-cuadrado de bondad de
ajuste, esta distribucion presento diferencias estadisticamente significativas (3> = 157,796; gl = 2; p < 0,001).
Por tanto, el tono emocional neutro se utilizé con mayor frecuencia que el positivo en las publicaciones.

Los resultados de la investigacion muestran que las embajadas de Tiirkiye en Asia Central y el
Céucaso Meridional utilizan la plataforma X para ejercer la diplomacia digital, aunque su comunicacion se
orienta principalmente a la transmision de informacion. Pese al amplio uso de recursos como los elementos
visuales, las menciones y las etiquetas, la escasa presencia de formas de interaccion directa, como la
formulacion de preguntas, las respuestas y los tuits de respuesta, revela un aprovechamiento limitado de la
capacidad de comunicacion bidireccional de la plataforma. Las diferencias observadas entre las embajadas en
el uso de las estrategias de comunicacion también muestran que las practicas de diplomacia digital de Tiirkiye
en la region no presentan una estructura uniforme. Por ello, resulta importante evaluar el desempefio de las
embajadas en las redes sociales tanto mediante el nimero de publicaciones y su visibilidad como a través de la
comunicacion interactiva y la interaccion establecida con los publicos destinatarios. La investigacion aporta
una contribucion basica a la literatura al presentar resultados comparativos y cuantitativos sobre las embajadas
de Tiirkiye en Asia Central y el Caucaso Meridional, a diferencia de los casos de paises occidentales
frecuentemente examinados en los estudios sobre diplomacia digital. Asimismo, demuestra que distintas
embajadas pertenecientes a un mismo pais utilizan las estrategias de comunicacion en diferentes grados. Por
otra parte, esta investigacion se limita al analisis de contenido de las publicaciones difundidas en la plataforma
X entre enero y marzo de 2025. En consecuencia, futuros estudios podrian examinar los niveles de aplicacion
de las estrategias de comunicacion por parte de las misiones diplomaticas en distintas plataformas de redes
sociales y durante periodos méas prolongados. Ademas, la incorporacion de métodos como el andlisis de redes
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sociales, las entrevistas o las encuestas permitiria examinar las actividades de diplomacia digital de manera
mas integral.

Palabras clave: Estrategias de comunicacion digital, diplomacia digital, X (Twitter), Asia Central,
Céaucaso Meridional.
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CTpyKTypHpOBaHHAasi AHHOTALUS:

[Iupokoe pacrnpocTpaHeHHE COLHMAIBHBIX MEIHAIuIaTGOpM CYIIECTBEHHO HW3MEHHIIO CIIOCOOBI
KOMMYHHUKAallMd TOCOJBCTB C 3apyOeKHOW OOMIECTBEHHOCTHIO. OTH IUIATGOPMBI  IPEIOCTABISIOT
JUIUIOMAaTHYECKUM aKTOPaM BO3MOXKHOCTH HE TOJBKO PACHIPOCTPaHATh MH(POpMANHio, HO U HETIOCPEICTBEHHO
o0ImaTbess W B3aUMOJEIHCTBOBAaTH C INENEBBIMU aynuTopusiMu. OmHako caMo 1Mo ce0e HCIOJIb30BAHUE
COILIMAIBHBIX MEANA AUIUIOMATHIECKUMH YUPEXKICHUSIMH He 03HadaeT 3G (QeKTUBHON peanu3aiiy HuQGpoBoH
IUIUIOMaTHH. BakHOE 3HAaUYeHHE MMEIOT TaKKe NPUMEHSEMBbIE Ha 3THX INaT(opMax KOMMYHHKAaIMOHHbIC
CTpaTeruyl U CTENEHb PA3BUTHUS MHTEPAKTHBHOW KOMMYHHKAILUMH C LEJICBBIMH ayAUTOPHUSMH. 3HAUUTEIbHAS
YacTh MCCIIEIOBaHKH B 001acTH I(POBOY AUIIIOMATHHN NOCBSIIEHA AUTUIOMATHYECKUM MTPAKTUKaM 3aIlaIHbIX
CTpaH WM TJIO0AJbHBIM JHMIUIOMaTHYeCKUM akTopaM. CpaBHUTEJIbHBIE HCCICJOBAHHS HCIIOJIb30BAHUS
COLMAIIBHBIX MEJMa MOCOJbCTBAMU TypIHM C TOYKH 3pEHHS KOMMYHHUKAIMOHHBIX CTPaTEerHi, 0COOCHHO B
HentpansHoii A3um u Ha HOxxHom KaBkaze, octaroTcsi HeMHOTOYHCIEHHBIMH. [loaTOMy Hacrosiee
HCCIIeIOBaHUE HAIPABICHO Ha OINpE/eleHHE CTENEHH HCIONb30BaHMS KOMMYHHMKAIIMOHHBIX CTpaTeruil B
aKkkayHTaX ToconsCTB Typumm B AsepOaiimkane, ['pysmm, Kaszaxcranme, Keipreizcrane, Tamxukucrase,
V36ekucrane u Typkmenucrane Ha tmiarpopme X (panee Twitter), BBIABICHHE pa3idIdid MEXITy
MOCOJIbCTBAMU B IPUMEHEHHUH 3THX CTPATETHH 1 YCTaHOBJIEHHUE B3aUMOCBsI3€eil Mex 1y HUMH. B rccienoBannu
PaccMOTPEHBI AT U3 IMIECTH KOMMYHHKAIIMOHHBIX CTpaTeTHil, BeiAeneHHBIX Straull et al. (2015) u oneHEHHBIX
MOCPE/ICTBOM KOHTCHT-aHaJIN3a: «MHTEPAKTUBHAS KOMMYHUKAIH», «TIePCOHATU3UPOBAHHAS
KOMMYHHUKAIU», «UCIOJIb30BAHUE TMO3UTHBHON 3MOLMOHAIBHOW TOHAJIBLHOCTH», «Iepejgada pesleBaHTHOM
nHGOpMauN» U «obecredeHne npo3pavyHocTny. LllecTas cTpaTerus — yCTaHOBIICHHE CETEBBIX CBS3eH — He
ObLTa BKJIIFOUEHA B HCCIICIOBAHKE, TIOCKOJIBKY €€ H3ydeHne TpeOyeT OTAEeIbHOTO aHaIN3a COLMAIBHBIX CETei.

B pabote ncmosib30BaH OMUCATENbHBIM KOJUYECTBEHHBI KOHTEHT-aHANHU3. VICTOYHMKOM JaHHBIX
MOCITYKHIIH MyOJIMKaluK, pa3MenéHHbIe ¢ sHBaps 1o MapT 2025 rosia B oQUIMaNIbHBIX aKKayHTaX HOCOJIBCTB
Typmun B AsepOaimxane, I'py3mn, Kazaxcrane, Keipreiscrane, Tamxuxucrane, VY30ekucraHe W
Typkmenucrane Ha miardpopme X. OTOT BPEMEHHOH UHTepBaJll ObUT BBIOpPAaH ISl CONOCTABJICHUS
KOMMYHHUKAIIMOHHBIX NPAKTHUK MOCOJBCTB 33 OJMH M TOT )K€ MEPHOA M COXpaHeHHs o0bEéMa JAaHHBIX B
npezenax, Mo3BOJSIONINX OCYHNIECTBUTh X 00padoTky. Ha mepBom srtame Obuto codpano 493 myOnmkarum.
Opnako 131 peTBuT, pa3MeImEHHbII 0€3 KOMMEHTAPHEB U COACPIKABIIHN MaTEepPHAIBI PYTUX aKKayHTOB, OBLT
UCKIIIOYEH M3 aHajJIM3a, IOCKOJBKY TaKWe ITyONMKAauyM He SBISUINCh OPUTHHAIBGHBIMH COOOIICHHSMH,
MOATOTOBJIEHHBIMH ITOCOJIbCTBAaMHU. Takum 00pa3oM, OCHOBHOM MaccHB JaHHBIX UCCIIEJOBAHHS COCTaBHIN 362
OpHUrHHaJIbHBIE MyOmKanuy. OHM npeacTaBisui 73,23 % Bcero paccMOTPEHHOTO KOHTEHTA, TOTJa KaK JI0JIs
WCKITIOYEHHBIX W3 aHalln3a pPEeTBUTOB cocTaBisia 26,77 %. Kaxmas mnyOnukamus KogupoBaiach B
COOTBETCTBHH C HHINKATOPAMH, YCTAHOBJICHHBIMH JUISI TIATH UCCIIETYEMbIX KOMMYHHUKAITHOHHBIX CTPAaTETHH.
Hanpumep, [u1st onpeieneHus HCIOIb30BAHUS O3UTUBHON SMOIMOHATBHON TOHAIBHOCTH ITyOJIMKAINN OBLTH
pa3fencHbl Ha TPH KaTEerOpHWW: TO3WTHUBHBIE, HEHTpalbHbIE W HeTaTHBHBIC. [loylydeHHBIE [aHHBIC
aHATM3UPOBAIKCH ¢ TToMoIIbio mporpammbl IBM SPSS Statistics. CHauana ObuT MpoBeAEH aHAIM3 YacTOT U
MPOLIEHTHBIX paclpeAeiIeH!i A1 ONpe/esIeHUs] XapaKTEPUCTHK ITyONMKalMid W CTENEeHH HCIIOJIb30BaAHMS
KOMMYHHUKaIIMOHHBIX cTpaTteruid. s crparernii, Brio4aBmMX Oojiee OAHOTO MHAMKATOPA, MOKa3aTelH C
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OWHApHBIM KOAWPOBAHHUEM OOBEIWHSIINCH, MOCIE YEro PacCUUTBHIBAINCH OTAEIbHBIC OaluIbl MO KaXIOMY
u3MepeHuto. IS yCTaHOBIEGHUS pPa3MUYMi MEXIy MOCONBCTBAMH B  CTENECHH HCIIOJIB30BAHHS
KOMMYHMKaIlMOHHBIX cTpareruil npumensuics H-kputepuii Kpackena—Yommuca, a ans onpeneneHus Ipymil,
MEKAy KOTOPBIMH HaOJIIONAINCh 3HAYMMBIE Pa3lIMdisi, — MPOLeypa MHOKECTBCHHBIX CpaBHEHHH [laHHa C
nonpaBkoi bordepponn. CBsA3p MeXIy 3MOLMOHAIBHOW TOHAIBHOCTBIO M MOCOIBCTBAMH OIICHUBAJAChH C
MOMOIIBI0 KPHUTEPUSI XH-KBAaJIpaT HE3aBUCHMOCTH, OOINee pacmpefeNeHne KaTeropuil 3MOLHOHAIBHOU
TOHAJBHOCTH — C TIOMOIIBIO KPUTEPHUS COTJIACUS XU-KBAAPaT, a B3aUMOCBS3H MEX1y KOMMYHHUKALIMOHHBIMU
CTpaTerusiMi — MOCPEJCTBOM PAaHTOBOTO KOPPENALUOHHOrO aHanu3a CrupMeHa.

Pe3ynbTaThl MOKa3bIBAOT, YTO NOCONBCTBA UCIOIB30BATIM IISITh KOMMYHHUKAIIMOHHBIX CTpaTeruii Ha
wiatpopme X B pasHod crenenu. [IpeoOnanaromiell cTparerueil sBisulach Iepefada pesiCBaHTHOM
nndopmanuu. HarmpoTus, MpakTUKY, HAIIpaBJIEHHbBIC HA YCTAHOBJICHHE HEMIOCPEACTBEHHON M MHTEPAaKTUBHOM
KOMMYHHUKAIIUHU C MOJIb30BaTesIMU, ObUIN Oo0Jiee OrpaHMYEHHBIMH. AHAJIN3 WHIUKATOPOB «MHTEPAKTUBHOM
KOMMYHHUKalUM» TMoKazal, 4to 87,8 % myOmukanuii conmepkamu BU3yalbHbIE Marepuansl, 35 % —
YIIOMHMHaHUS aKKayHTOB, a 14,6 % — xemrern. Bmecte ¢ TeM 10ns BONPOCHUTENBHBIX MPEATIOKEHHH,
CBHJICTEJIECTBYIOIIUX O TPSIMOM JHAJIOTE C TOJIb30BaTENsIMH, cocTasisiia 0,8 %, nomist TBUTOB-0TBETOB — 1,9
%, a IOJIsI HETIOCPEICTBECHHBIX OTBETOB MOJIb30BaTENsIM — JHIIB 0,3 %. OTH pe3yIbTaThl CBUICTENBCTBYIOT O
IIMPOKOM HCIIOJIb30BAaHUH MTOCOIBCTBAMU TEXHHUYECKHX BO3MOKHOCTEH X, CBA3aHHBIX C paclpOCTPaHEHHUEM
KOHTEHTA, NPH HU3KOM YPOBHE HEIOCPEICTBEHHOTO B3aMMOJCHCTBHS M B3aMMHOTO AMaiora. Tarke ObLIH
BBISIBJICHB! 3HAUMMBIC PA3IMUUS MEXAY IOCOJIbCTBAMH B CTENEHM HCIONb30BAaHUS KOMMYHUKAI[HOHHBIX
cTpaTeruil. B mNpuUMEHEHHH «IIEPCOHATM3UPOBAHHOW KOMMYHHKAIMKW» OOHApy>KEHBl CTATUCTHYECKU
3HAa4YMMBbIe MEXTPYNIOBbIe pa3nuuust: 3HaueHue H-xpurepus Kpackena—Yommuca cocrasmio 81,947 npu 6
cTemneHsix cBo00bI U BenmunHe s dexra 2 = 0,214. 3HaunMble pa3Iuyuust MKy TOCOJIbCTBAMHU yCTAHOBIICHBI
U B CTCIICHH KCITIOJIB30BAHUS CTpATEruu «obecneuenue npospaunoct» (H = 80,254; df = 6; p < 0,001; & =
0,209). Hampumep, Hanbosiee BBICOKHE CpETHHE PaHTH MO IIOKa3aTeNI0 MPO3PavyHOCTH HAOIIOAANNCH y
moconsCTB B ['py3un, VY30ekucrane m KeIpre3cTaHe, Torga Kak CaMblii HU3KANW CpEOHUN paHT ObLI
3auKCHpOBaH y MOCONBCTBA B A3epOaiimkane. [Ipu aHannse B3aMMOCBA3€H MEXITy KOMMYHHUKAIIMOHHBIMH
CTpAaTeTUsIMH 3HAYMMON CBSI3M MEXAY «HHTEPAKTUBHON KOMMYHHKAIHEH» M «IIEPCOHAIN3UPOBAHHOM
KOMMYHHKammeih» obHapyxeHo He Obuto (p = 0,034; p = 0,525). B To ke BpeMsi MEXIYy «HHTEPaKTUBHOU
KOMMYHHUKaIUe» M «00ecredeHreM IPO3pavHOCTH» BBIABICHA Cl1abas IOJIOKHUTENbHAs CTaTHCTHYCCKH
3HaunMas cBs3b (p = 0,161; p = 0,002). Cnabast mOJOKUTENbHAS 3HAUNMAs CBSA3b TAKKE YCTAHOBIIEHA MEXKTY
«IEPCOHATU3UPOBAHHON KOMMYHUKALUEN» U «UCIIOJIb30BAHUEM ITI03UTUBHOM YMOLIMOHAJIBHON TOHAJIBHOCTHY
(p = 0,259; p < 0,001). Haubonee cunbHas CBA3b HAOJIOAATACH MEXKIY «OOCCIICUCHHUEM MPO3PAUHOCTHY U
«mepenaueii peneBantHod uHOpMarum» (p = 0,680; p < 0,001). AHanu3 3MOIMOHATIBHON TOHAIBHOCTH
nokasai, 4to u3 362 nyonukauuii 216 ObuiM HEWTpabHBIMH, 125 — NO3UTHBHBIMHU U 21 — HEraTHBHOW.
Pe3ynpTaThl KpuTEpus COTJIACHS XH-KBAJIpaT BBISBMIM CTAaTHCTUUECKH 3HAUYMMBIE DA3IUUUsS B 3TOM
pactpenenenu (x> = 157,796; df =2; p <0,001). CnegoBaTensHO, HEHTpalbHast IMOIIMOHATBHASI TOHATBHOCTD
MCIIOJIb30BAJIACh B IyOJIMKAIMSX Yallle, 9YeM MO3UTHBHAsL.

PesynbraThl MCCIeIOBaHHS MOKAa3bIBAIOT, YTO MOcojbcTBA Typuuu B LleHTpanbHoll A3uu W Ha
IOxnom Kakaze ucnonp3yioT rmardopmy X Uit OCYIIECTBICHHS HU(DPOBON IUIUIOMATHH, OJHAKO HX
KOMMYHHKAIIUS B 3HAYUTEIILHOM CTENIEHH OPHEHTHPOBAHA Ha nepenady uapopmaiu. HecMoTpst Ha mupokoe
MCIIOJIb30BAaHUE BU3yalbHBIX MaTEPHAIOB, YIIOMUHAHUN aKKAyHTOB M XCIITETOB, HU3Kas MPEACTABICHHOCTD
TakuX (HOpPM HEMOCPEACTBEHHOIO B3aUMOJICHCTBUS, KaK MOCTAHOBKA BOIPOCOB, OTBETHI M TBHUTHI-OTBETHI,
CBHUJICTEIILCTBYET 00 OrpaHHYCHHOM HCIOJIB30BAaHUHA BO3MOXKHOCTEH I1aTOPMBI Ui JBYCTOPOHHEH
KOMMYHHUKAIIMMA. BBISBICHHBIC pa3jiudusi MEXIy I[OCOJIbCTBAMH B IPUMECHECHHH KOMMYHHKAI[HOHHBIX
CTpATeruil TAaK)KE IMOKA3bIBAIOT, YTO MPAKTHKH HU(POBOH auIuioMatud Typuud B PErHOHE HE HMEKOT
eAMHO00pa3HON CTPYKTYPhL. [103TOMY MeSTEIBHOCTD MOCOJILCTB B COIMAIBHBIX MEIHA B)KHO OICHMBATH KaK
MO KOJIMYECTBY IyOIMKAIMN U UX BUAUMOCTH, TaK U TI0 HHTEPAKTHBHON KOMMYHHKAIIUU M B3aHMOICHCTBHIO
C [EJIEBBIMH ayAuTOpUsMH. VccienoBaHue BHOCHT 0a30BBIN BKIAJ B HAYYHYIO JIUTEPATYpPy, NPEACTABIISS
CPaBHHUTEIBHBIC KOJIHYECTBEHHBIE PE3yNbTaThl 0 TocoibcTBax Typiun B LleHTpanpHoit Asuu u Ha FOxHOM
KaBkase, B OTIIHUYHE OT MPUMEPOB 3allaJHBIX CTPaH, YaCTO PACCMATPHBAEMBIX B HCCIICOBAaHUIX IH(PPOBOI
murioMatun. OHO Tak)Ke IMOKAa3bIBacT, YTO pa3HbIC IOCOIBCTBA OIHOM M TOM e CTPaHBl HCIONB3YIOT
KOMMYHHUKAIIMOHHBIC CTPAaTEerMd B HEOJUHAKOBOW CTEIICHH. BMecTe ¢ TeM HACTOAIICEe HCCICIOBAHUE
OTpaHNYMBAETCSl KOHTEHT-aHATM30M MyOnukaruii Ha atdopme X 3a mepuo ¢ ssaBapst o mapt 2025 roxa.
B CBsI3u ¢ 9TUM JalbHEHIINE UCCACIOBAHMSA MOTYT OBITh HAllPaBIICHBI HA M3YYCHUE CTEIICHU MPHUMEHEHHS

www.turkishstudies.net/economy



3524 Elizaveta Pimenova-Emrah Ayhan -Ibrahim Irdem

KOMMYHUKAIMOHHBIX CTpPaTerdil IUIUIOMAaTHYSCKUMH IPEACTaBUTEILCTBAME Ha Pa3IM4HBIX ILIaTGopMax
COLIMANbHBIX MeIua B TeueHHe Ooiee MPONOJDKUTENBHBIX IepuonoB. Kpome Toro, HONMOJIHEHHE TaKHX
HCCIIeIOBAaHU aHAJTM30M COLIMATIBHBIX CETeH, MHTEPBBIO HIIH ONPOCAMH ITO3BOJIUT 00JIee KOMIUICKCHO H3YyYHUTh
ZeSITeTHHOCTD B cepe nr(POBOH IUIIIOMATHH.

KiroueBble ciioBa: cTpateruu nupoBod KOMMYHHUKAauH, Iudposas muruiomarus, X (Twitter),
Hentpansnas Asust, KOxwuerii KaBkas.

Yapilandirilmis Ozet:

Sosyal medya platformlarinin yayginlasmasi, biiyiikel¢iliklerin yabanci kamuoylartyla iletisim kurma
bicimlerini 6nemli 6l¢iide degistirmistir. Bu platformlar, diplomatik aktorlere bilgi paylasmanin yani sira hedef
kitlelerle dogrudan iletisim ve etkilesim kurma firsatlar1 sunmaktadir. Ancak sosyal medyanin diplomatik
kurumlar tarafindan kullanilmasi, tek basina etkili bir dijital diplomasi uygulamasi anlamina gelmemektedir.
Bu platformlarda hangi iletisim stratejilerinin kullanildig1 ve hedef kitlelerle ne 6lgiide karsilikli iletisim
kuruldugu da 6nem tagimaktadir. Dijital diplomasi alanindaki ¢alismalarin 6nemli bir boliimii Batil: tilkelerin
diplomatik uygulamalarma veya kiiresel diplomatik aktdrlere odaklanmaktadir. Tiirkiye’nin 6zellikle Orta
Asya ve Giiney Kafkasya’daki biiyiikel¢iliklerinin sosyal medya kullanimini iletisim stratejileri agisindan
kargilagtirmali olarak inceleyen g¢alismalar ise daha sinirlidir. Bu nedenle arastirmanin amaci, Tiirkiye’ nin
Azerbaycan, Giircistan, Kazakistan, Kirgizistan, Tacikistan, Ozbekistan ve Tiirkmenistan’daki
biiyiikelgiliklerinin X (eski adiyla Twitter) hesaplarinda kullandiklar1 iletisim stratejilerinin diizeylerini
belirlemek, bu stratejilerin biiyiikelgiliklere gore farklilagip farklilasmadigini incelemek ve iletigim stratejileri
arasindaki iligkileri ortaya koymaktir. Arastirmada, Strau3 vd. (2015) tarafindan belirlenen alt1 iletisim
stratejisinden, icerik analiziyle degerlendirilen “etkilesimli iletisim”, “kisisellestirilmis iletisim”, “olumlu
duygusal ton kullanim1”, “ilgili bilginin aktarilmas1” ve “seffaflik” olmak iizere bes iletisim stratejisi ele
almmustir. Altincr strateji olan ag kurma, ayr1 bir sosyal ag analizi gerektirdiginden arastirmanin kapsamina

dahil edilmemistir.

Arastirma, betimleyici nicel icerik analizi yontemi kullanilarak ger¢eklestirilmistir. Arastirmanin veri
kaynagmi Tiirkiye’nin Azerbaycan, Giircistan, Kazakistan, Kirgizistan, Tacikistan, Ozbekistan ve
Tiirkmenistan’daki biiyiikelgiliklerinin resmi X hesaplarinda Ocak, Subat ve Mart 2025 déneminde yayimlanan
paylagimlar olusturmaktadir. Bu zaman araligi, biiyiikelgiliklerin ayni dénem igerisindeki iletisim
uygulamalarinin karsilagtirilabilmesi ve veri setinin yonetilebilir bir sekilde tutulabilmesi amaciyla
belirlenmistir. Ik asamada toplam 493 paylasim toplanmistir. Ancak baska hesaplara ait iceriklerin herhangi
bir yorum eklenmeden yeniden paylasilmasi seklinde atilan 131 yorumsuz yeniden paylasim (retweet),
biiyilikelgilikler tarafindan iretilen 6zgiin mesajlar olmadigi igin analiz diginda birakilmistir. Boylece
arastirmanin temel veri setini 362 6zgiin paylasim olusturmustur. Bu paylasimlar toplam incelenen igerigin
%73,23’1inil olustururken, analiz disinda birakilan yorumsuz retweetlerin orani %26,77°dir. Her paylasim
arastirmada ele alman bes iletisim stratejisine yonelik belirlenen gostergeler dogrultusunda kodlanmustir.
Ornegin, olumlu duygusal ton kullaniminin belirlenebilmesi amaciyla paylasimlar olumlu, nétr ve olumsuz
olmak {iizere ii¢ kategoriye ayrilmistir. Elde edilen veriler IBM SPSS Statistics programi kullanilarak analiz
edilmistir. Oncelikle, paylasim ozelliklerinin ve iletisim stratejilerinin hangi diizeyde kullanildiklarmi
belirlemek amaciyla frekans ve yiizde analizleri uygulanmistir. Birden fazla gdstergeden olusan iletigim
stratejileri i¢in ikili bigimde kodlanan gostergeler bir araya getirilerek ayri boyut puanlart olusturulmustur.
Biiyiikelgilikler arasinda iletisim stratejilerinin kullanim diizeylerinin farklilagip farklilagsmadigini anlamak i¢in
Kruskal-Wallis H testi, anlamli farkliliklarin hangi gruplardan kaynaklandigini belirlemek i¢in ise Dunn-
Bonferroni ¢oklu karsilagtirma testi kullanilmistir. Duygusal ton ile biiyiikelgilikler arasindaki iliski Ki-Kare
Bagimsizlik Testi, duygusal ton kategorilerinin genel dagilimi Ki-Kare Uygunluk Testi ve son olarak iletisim
stratejileri arasindaki iliskiler ise Spearman sira korelasyon analizi ile degerlendirilmistir.

Arastirma bulgulari, biiyiikelgiliklerin X platformunda bes iletisim stratejisini farkli diizeylerde
kullandiklarin1 gdstermektedir. flgili bilginin aktarilmas1 olgusu 6ne gikan iletigim stratejisi olmustur. Buna
karsin, kullanicilarla dogrudan ve karsilikli iletisim kurmaya yonelik uygulamalar ise daha smirl kalmistir.
“Etkilesimli iletisim” gostergelerine bakildiginda, paylasimlarin %87,8’inde gorsel, %35’inde bahsetme
(mention) ve %14,6’sinda etiketleme (hashtag) kullanildigr gorilmiistiir. Ancak, kullanicilarla dogrudan
diyalogu gosteren soru climlesi kullanim1 %0,8, yanit paylasimi (reply tweet) kullanimi1 %1,9 ve dogrudan
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cevap verme orani yalnizca %0,3 diizeyindedir. Bu sonuglar, biiytikelgiliklerin X platformunda yer alan igerik
paylasimina yonelik teknik 6zellikleri yaygin bigimde kullandiklarini, fakat dogrudan etkilesim ve karsiliklt
diyalogun diisiik diizeyde kaldigini gostermektedir. Biiyiikelcilikler arasinda iletisim stratejilerinin kullanim
diizeyleri agisindan da anlamli farkliliklar belirlenmistir. “Kisisellestirilmis iletisim” kullaniminda
biiyiikelgilikler arasinda istatistiksel olarak anlamli farklilik bulunmustur. Buna gore, Kruskal-Wallis H degeri
81,947, serbestlik derecesi 6 ve etki biiyiikliigli €2=0,214 olarak hesaplanmustir. “Seffaflik” stratejisinin
kullanim diizeyinde de biiyiikel¢ilikler arasinda anlamli farkliliklar bulunmaktadir (H=80,254; sd=6; p<0,001;
£=0,209). Omegin, seffaflik acisindan en yiiksek sira ortalamalar1 Giircistan, Ozbekistan ve Kirgizistan
biiyiikelciliklerinde goriiliirken, Azerbaycan en diisiik sira ortalamasina sahip olmustur. Iletisim stratejileri
arasindaki iligkiler incelendiginde, “etkilesimli iletisim” ile “kisisellestirilmis iletigim” arasinda anlamli bir
iliski bulunamazken (p=0,034; p=0,525), “etkilesimli iletisim” ile “seffaflik” arasinda diisiik diizeyde pozitif
ve anlamli bir iligki oldugu belirlenmistir (p=0,161; p=0,002). “Kisisellestirilmis iletigim” ile “olumlu duygusal
ton” kullanimi arasinda da diisiik diizeyde pozitif ve anlamli bir iligki bulunmustur (p=0,259; p<0,001). En
giicli iliski ise “seffaflik” ile “ilgili bilginin aktarilmasi” arasinda ortaya ¢ikmistir (p=0,680; p<0,001).
Duygusal ton analizi sonucunda ise 362 paylagimin 216’sinin nétr, 125’inin olumlu ve 21’inin olumsuz tonda
oldugu belirlenmistir. Ki-Kare Uygunluk Testi sonuglarina gore bu dagilimin istatistiksel olarak anlamli
bicimde farklilastig1 goriilmiistiir (y>=157,796; sd=2; p<0,001). Dolayisiyla paylasimlarda olumlu degil, notr
duygusal ton daha agirlikli olarak kullanilmistir.

Arastirmanin sonuglar1, Tirkiye’nin Orta Asya ve Giiney Kafkasya’daki biiyiikelgiliklerinin X
platformunu dijital diplomasi amaciyla kullandiklarini goésterse de, iletisimin biiyiik 6lgiide bilgi aktarimi
yoniinde sekillendigini gdstermektedir. Gorsel, mention ve hashtag gibi araglarmn yaygm bicimde
kullanilmasina karsilik soru sorma, cevap verme ve reply tweet gibi dogrudan etkilesim bigimlerinin diisiik
diizeyde kalmasi, platformun ¢ift yonli iletisim kapasitesinden smirli dlglide yararlanildigini ortaya
koymaktadir. Biiyiikelgilikler arasinda iletigim stratejilerinin kullanimi agisindan ortaya ¢ikan farkliliklar da
Tiirkiye’nin bolgedeki dijital diplomasi uygulamalarinin tek tip bir yapiya sahip olmadigini gostermektedir.
Bu nedenle, biiyiikelgiliklerin sosyal medya performansinin hem paylasim sayisi ve goriiniirliik tizerinden hem
de hedef kitlelerle kurulan karsilikli iletisim ve etkilesim iizerinden degerlendirilmesi dnem arz etmektedir.
Aragtirma, dijital diplomasi g¢aligmalarinda siklikla incelenen Batili iilke oOrneklerinden farkli olarak
Tiirkiye’'nin Orta Asya ve Giiney Kafkasya’daki biiyiikelgiliklerine iliskin karsilastirmali ve nicel bulgular
ortaya koymasi agisindan literatiire temel katki sunmaktadir. Ayrica, ayni iilkeye ait farkl biiyiikelgiliklerin
iletisim stratejilerini farkli diizeylerde kullandiklarini ortaya koymaktadir. Diger taraftan, bu aragtirma yalnizca
X platformunda Ocak-Mart 2025 déneminde yapilan paylasimlarin icerik analiziyle sinirlidir. Bu yiizden,
gelecekteki arastirmalar diplomatik temsilciliklerinin farkli sosyal medya platformlarindaki iletigim
stratejilerini hangi diizeyde uyguladiklarini daha uzun zaman araliklar1 {izerinden inceleyebilir. Ayrica, bu
aragtirmalar; sosyal ag analizi, gériisme veya anket gibi yontemlerle desteklenirse, dijital diplomasi faaliyetleri
daha kapsamli bi¢cimde ele alinabilir.

Anahtar Kelimeler: Dijital iletisim Stratejileri, Dijital Diplomasi, X (Twitter), Orta Asya, Giiney
Kafkasya.
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Introduction

The widespread use of the internet and social media has transformed how citizens access
information, communicate, and participate in political processes. Both worldwide and in Tiirkiye,
the number of social media users and the rate of internet use continue to rise (www.datareportal.com,
2025; www.tuik.gov.tr, 2025). Social media platforms enable individuals both to obtain information
and to share their opinions, respond to current developments, and participate in discussions that
occupy public opinion. For this reason, social media has become an important digital space in terms
of political communication (Loader & Mercea, 2011; Shirky, 2011). In addition, since these
platforms enable direct communication among politicians, public institutions, and citizens, the one-
way communication structure of traditional media has also changed (Loader & Mercea, 2011). Social
media has become a communication space that contributes to public opinion formation and political
participation (Shirky, 2011). For this reason, social media is now an important tool for political
communication (Velasco Molpeceres et al., 2025).

This transformation regarding communication, which was facilitated by social media, has
also affected the field of international diplomacy, leading to the emergence of the concept of digital
diplomacy. Digital diplomacy refers to states’ use of the internet and social media tools to support
their foreign policy objectives (Eggeling & Versloot, 2023). In addition, social media platforms are
strategic communication environments in which both information sharing and political and
diplomatic discourses are produced and reshaped (Bicchi & Lovato, 2023). Digital diplomacy
enables diplomatic actors to reach foreign publics more quickly and directly. This is because the
rapid spread of information, the ability to respond to international developments within a short period
of time, and the ability to adapt messages to target audiences are among the important advantages of
digital diplomacy (Bjola & Holmes, 2015). On the other hand, digital diplomacy is not limited solely
to information transfer. Establishing direct interaction with target audiences, monitoring feedback,
understanding current trends in public opinion, and shaping foreign policy messages according to
this communication environment are also among the other advantages of digital diplomacy (Manor,
2022). In conclusion, the concept of digital diplomacy encompasses and transforms the processes of
information sharing, perception and public opinion management, trust building, and relationship
building with target audiences.

Among social media platforms, X (formerly known as Twitter) is significant in terms of
political and diplomatic communication. The fact that the platform provides opportunities for rapid
information sharing, reaching wide audiences, and establishing direct communication with users
enables decision-makers in the field of diplomacy to use the X platform intensively and effectively.
For this reason, diplomacy and political communication activities carried out via X are also known
in the literature as “twiplomacy” (Orhan, 2022; Simunjak, 2022). This is because this platform
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constitutes an important digital space in which heads of state, governments, ministries of foreign
affairs, embassies, and diplomats can share foreign policy messages and communicate with foreign
publics. However, an embassy or another diplomatic actor having a social media account does not
mean that it effectively utilizes the communication opportunities offered by this platform. Since some
foreign ministries have been observed to prioritize merely being visible online in their social media
use, whether these institutions’ social media accounts are used to achieve diplomatic objectives needs
to be investigated (Cassidy & Manor, 2016; Manor, 2022). For this reason, in evaluating digital
diplomacy activities, the mere existence of accounts or the making of posts is not sufficient. In
contrast, the communication language used, communication strategies, the level of interaction
established with the target audience, and whether the two-way communication capacity of social
media is utilized are also important (Meehan, 2024).

In this study, the communication strategies approach put forward by StrauB3 et al. (2015) is
adopted as the analytical framework. Strauf3 et al. (2015) identified six communication strategies
within the scope of digital diplomacy. In this study, the five strategies evaluated through content
analysis are taken as the basis: “interactive communication”, “personalized communication”, “use of
positive sentiment”, “communicating relevant information” and “being transparent”. The sixth
strategy, networking, was not included in the scope of the study, as it requires a separate social
network analysis. This is because StrauB3 et al. (2015) also evaluated the first five strategies through

content analysis and networking through a separate network analysis.

Studies on Tiirkiye’s digital diplomacy activities focus on different institutions, actors, and
platforms. For example, Uysal and Schroeder (2019) examined 2,769 posts obtained from seven
official Twitter accounts representing Tiirkiye: the pre-presidential-system Prime Ministry of the
Republic of Tiirkiye (@TC Basbakan), the Turkish Cooperation and Coordination Agency
(@TIKA), the personal account of Recep Tayyip Erdogan (@RT Erdogan), the Turkish Directorate
General of Press and Information (@ByegmENG), the Presidency of the Republic of Tiirkiye
(@trpresidency), the Ministry of Foreign Affairs (@MFATiirkiye), and the personal account of
former Foreign Minister Mevliit Cavusoglu (@MevlutCavusoglu). Within this scope, the thematic
structure of the messages, soft power indicators, geographic orientation, and the communication tools
used were evaluated. The study found that Tiirkiye actively used X for the purpose of public
diplomacy, but that communication remained largely one-way and mutual dialogue with the target
audience was limited. Nevertheless, it was observed that these accounts used certain features such as
visuals, hashtags, and mentions. It was also determined that posts were geographically oriented
predominantly toward the Middle East and North Africa. Similarly, Salihi (2021) examined the X
use of Turkish ambassadors in European Union countries. In this sense, it was determined that many
ambassadors did not use the X platform actively and systematically, and that original content
production and local language use remained limited. In contrast, higher levels of engagement were
observed among ambassadors who used the local language, produced original content, and
communicated directly with the target audience. Thus, it was shown that in digital diplomacy, not
only having a social media account but also how the account is used is important.

Merkouraki (2024), who examined Tiirkiye’s digital public diplomacy, determined that posts
on official X accounts were largely based on one-way information transfer, while two-way
communication and mutual exchange of information with users were limited. The study found that
content focused predominantly on foreign policy topics, but that cultural indicators were used to a
more limited extent. The study also determined that Tiirkiye’s digital public diplomacy shows a
tendency toward personalization. On the other hand, Biiylikdogan (2024), in a study on the Facebook
accounts of the embassies of Turkic republics in Ankara, arrived at similar findings. This is because,
despite these countries’ embassies being active on social media, communication with users was
found to remain largely one-way. Differences among embassies in terms of posting intensity and
content characteristics were observed. Therefore, based on the studies above, the use of social media

www.turkishstudies.net/economy



3528 Elizaveta Pimenova-Emrah Ayhan -Ibrahim Irdem

has become widespread in Tiirkiye’s digital diplomacy activities, but interaction, local language use,
original content production, and two-way communication remain limited.

In international studies as well, the social media use of embassies and diplomatic
representatives has been examined through different methods and samples. For example, Sobel et al.
(2016) evaluated the X accounts of eight U.S. embassies located in different countries using a
quantitative content analysis method. In this sense, it was observed that embassies used the X
platform predominantly for the purpose of information provision, and that direct interaction and
dialogue with users remained limited. It was also determined that there were differences among
countries in embassies’ communication style and levels of interaction. From a different perspective,
Khan et al. (2021) examined the X use of Germany’s former ambassador to Pakistan, Martin Kobler,
investigating which indicators increased public engagement the most. Study results show that the use
of positive language in personal posts, asking followers questions, visuals, and cultural content are
more important indicators that increased engagement.

Shahin and Huang (2024), for their part, comparatively examined the X networks of the
United States’ diplomatic missions in the United Kingdom, India, and China. The research findings
show that diplomatic actors establish different types of networks in different countries, and that there
are significant connections between the nature of relations among countries and the structures of
online networks. Finally, Anwar et al. (2025), using content analysis and online survey methods
together, comparatively examined the X use of international embassies in Pakistan and Pakistan’s
embassies abroad. In this regard, they evaluated data obtained through secondary data research and
an online survey method using content analysis. According to the findings, embassies’ content
strategies were found to differ in terms of posting intensity and level of engagement. For example, it
was determined that Pakistan’s embassies posted more frequently and had higher hashtag use and
digital visibility.

International studies have examined different dimensions such as information transfer,
interaction, personalization, emotional tone, network structures, and content strategies through the
relationships between digital diplomacy and social media use. However, a significant number of
international studies appear to focus on the diplomatic practices of Western countries or on interstate
digital communication at the international level. Although studies conducted on Tiirkiye offer
important findings, studies in the literature that examine Tiirkiye’s embassies in Central Asia and the
South Caucasus comparatively within the same communication strategies framework are quite
limited. In addition, a significant number of studies evaluate communication strategies separately. In
contrast, studies that statistically examine the relationships among different communication
strategies are limited. This situation shows that new research is necessary for different regional
focuses and analytical methods.

The Central Asia and South Caucasus regions are important areas for examining Tirkiye’s
digital diplomacy activities. Although these two sub-regions differ from one another politically and
geographically, they are evaluated together due to Tiirkiye’s historical, cultural, and foreign policy
relations with the countries of the region (Ertiirk, 2012; T.C. Ticaret Bakanligi, n.d.). For this reason,
the study includes the five Central Asian countries of Kazakhstan, Kyrgyzstan, Tajikistan,
Uzbekistan, and Turkmenistan, as well as the two South Caucasus countries of Azerbaijan and
Georgia. This is because, considering Tiirkiye’s policies aimed at developing political, economic,
and cultural relations with the region, examining the social media communication strategies of
embassies is important for understanding Tirkiye’s regional digital diplomacy practices. In this
sense, the aim of the study is to determine the levels of communication strategies used by Tiirkiye’s
embassies operating in these two regions on their X accounts, to examine whether these strategies
differ according to embassy, and to reveal the relationships among communication strategies. Thus,
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the communication strategies through which Tiirkiye’s embassies in the region conduct digital
diplomacy on the X platform have been comparatively evaluated.

The main contribution of the study is the comparative examination, at the embassy level, of
Tiirkiye’s digital diplomacy activities in the Central Asia and South Caucasus regions through the
communication strategies identified by StrauB et al. (2015). This is because, while existing studies
on Tiirkiye focus on state institutions, individual diplomats, or different social media platforms, this
study evaluates the X accounts of seven embassies in Central Asia and the South Caucasus within
the scope of the same communication strategies. In addition, communication strategies were
evaluated both in terms of levels of use and in terms of differences among embassies and the
relationships among the strategies themselves. Therefore, this study aims to present regional and
comparative empirical findings to the literature on Tiirkiye’s digital diplomacy, while also offering
practice-oriented implications for the evaluation of diplomatic social media communication
strategies.

Theoretical and Conceptual Framework

In international relations, states’ influence over other actors is determined both by military
and economic power instruments and by intangible indicators such as culture, values, national image,
and the legitimacy of foreign policy. Joseph Nye explains this new approach through the concept of
“soft power.” According to him, soft power is a country’s capacity to shape the preferences of other
actors in a manner consistent with its own objectives (Nye, 1990, p. 168). In line with soft power,
the fundamental indicator for states is attraction rather than coercion or economic incentive. Thus,
states can influence the preferences of other actors without needing to resort to military or economic
means (Nye, 2004, p. 7). The main sources of soft power are culture, political values, and foreign
policy instruments (Nye, 2004, pp. 11-14). For example, characteristics such as a culture’s
attractiveness to other societies, a state’s effective application of its political values in domestic and
foreign policy, and foreign policy being perceived as legitimate can increase that state’s soft power.
However, if there is inconsistency between a state’s discourse and its practices, the country’s
credibility and attractiveness may decrease. Therefore, soft power is related not only to the cultural
or political resources a state possesses, but also to how these resources are perceived by foreign
publics.

“Public diplomacy” is an important instrument for applying soft power in the field of foreign
policy. Unlike traditional intergovernmental diplomatic relations, public diplomacy means
influencing foreign publics and societies through communication tools. This concept, whose modern
use is known to have begun with Edmund Gullion in 1965, can be defined as the communication
activities of states, the private sector, and individuals that influence the views and attitudes of foreign
societies, and as a field of foreign policy (Cull, 2008a, p. 19; Nye, 2008, p. 95).

Today, with the development of information and communication technologies, the actors and
forms of communication in public diplomacy have also changed. This is because, while traditional
public diplomacy involved one-way information transfer directed at foreign publics, two-way
interaction and interactive communication have now emerged due to the internet and social media
tools. In particular, the “New Public Diplomacy” approach encourages the participation of civil
society organizations (NGOs), private sector organizations, ordinary citizens, and experts in
communication processes, alongside state institutions. According to this new understanding,
establishing long-term relationships among these actors, achieving mutual exchange of ideas, and
conducting more personalized communication with target audiences have gained importance (Cull,
2008b; Zaharna, 2007; Ayhan, 2018). In this transformation, since merely conveying a one-way
message is no longer sufficient, “listening” to the target audience and “feedback” have become
important indicators of public diplomacy (Cull, 2008b). This is because, through this, information
about the attitudes, perceptions, and expectations of foreign publics can be gathered, enabling the
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development of more effective communication strategies. Therefore, the rapid increase of
information sources due to the development of digital communication tools has brought issues of
credibility and interactive communication to the forefront in public diplomacy. In this regard,
according to Nye’s (2008, pp. 99-100) “paradox of plenty” approach, in an environment where there
is an abundance of information, merely accessing information may not be sufficient. In addition,
factors such as the accuracy and reliability of information and the reputation of the source can also
be considered. Therefore, in the digital age, public diplomacy requires not only visibility but also
transparency, credibility, and the development of sustainable mutual relationships and interactions
with target audiences.

This transformation in public diplomacy has led to the emergence of the concept of “digital
diplomacy”. This concept can be defined as a transformation whereby the fundamental objectives of
public diplomacy are pursued through social media platforms, online networks, and other digital
communication technologies. In this process, both the communication tools used and the actor
structure and communication logic of diplomatic communication have transformed (Manor, 2016;
Bjola, 2017). This is because, in the digital environments that emerged as a result of new
technologies, not only state institutions but also non-state actors such as individuals, NGOs, and
private sector organizations can participate in diplomatic communication processes.

The digitalization that has made transformation necessary in public institutions has naturally
also changed countries’ diplomatic representations. According to Holmes (2015, p. 21), as a result
of digitalization and the transformations occurring in the world, diplomats and embassies have begun
to adopt digital technologies more extensively. Through this, digital diplomacy first led to the transfer
of traditional diplomatic activities to digital platforms. Subsequently, this transformation necessitated
greater transparency, new communication skills, and continuous interaction with the global online
public (Manor, 2016; Manor, 2019). The role of social media in this transformation is very
significant. This is because social media platforms, unlike traditional one-way methods, provide
diplomatic actors with the opportunity to reach target audiences directly. Thus, diplomatic actors
develop the content of their messages in ways that allow for interaction, are able to respond more
quickly to sudden developments occurring in the world, and are able to communicate directly and
mutually with users without intermediaries. In particular, because social media platforms enable
information sharing to be carried out quickly and at low cost, these platforms are used by an
increasing number of people and actors every day (Gainous & Wagner, 2014). However, negative
conditions such as the rapid change of online public opinion, the possibility of users interpreting
diplomatic messages differently, disinformation, information pollution, and the rapid spread of
negative posts create challenges for digital diplomacy (Manor, 2016; Manor & Bjola, 2020).
Therefore, in addition to information sharing, digital diplomacy involves important processes for
diplomatic representations, such as responding quickly to sudden crises, correcting misinformation,
building trust with international public opinion, and balancing different perspectives. For example,
according to Su and Xu (2015), diplomatic communication carried out via the X platform, where
millions of posts are made every day, can be classified in different ways depending on the nature of
the actor. In this sense, “twiplomacy” practices are divided into three categories as types of
communication carried out by official diplomatic institutions, international organizations, and
individual diplomatic actors. Since the institutional accounts of ministries of foreign affairs and
embassies fall into the first category, the official X accounts belonging to these institutions can be
considered institutional twiplomacy practices that directly represent the state.

Diplomatic actors’ interaction with different actors on social media shows that the
communication capacity of digital platforms is being utilized effectively. Therefore, in evaluating
social-media-based diplomacy, it is necessary to investigate which “digital diplomacy
communication strategies” diplomatic actors use. In this regard, Straul} et al. (2015) identified six
communication strategies for social-media-based diplomacy: interactive communication,
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personalized communication, use of positive sentiment, communicating relevant information, being
transparent, and communicating within a broad network of stakeholders.

The “interactive communication” strategy means establishing interactive communication
with users and using feedback mechanisms. According to this approach, interaction can be defined
not merely as a simple response mechanism, but as a interactive communication process consisting
of successive messages. Interaction occurring on social media includes both users’ responding to
content and their active participation in the communication process. Similarly, Ferber et al. (2007)
classify interaction as one-way, two-way, and three-way communication. One-way communication
is based mainly on information transfer, while two-way communication is based on the exchange of
messages between the actor and the target audience. On the other hand, in three-way communication,
users can communicate not only with the actor initiating the communication but also with one
another, and can contribute to the spread of the content. This is because tools offered by social media
platforms, such as comments, messages, hashtags, and retweets, strengthen this interaction (Auter &
Fine, 2018; Amankwah & Mbatha, 2021). In addition, since interactive communication enables
diplomatic actors to build relationships with target audiences, interaction on social media also
transforms the nature of relationships between public institutions and other actors into a more
multidimensional form (Saffer et al., 2013). In this regard, “Social Presence Theory” also defines
interactive communication occurring online as a phenomenon that strengthens interpersonal
communication and provides users with the opportunity to establish direct contact with a political or
diplomatic actor (Kruikemeier et al., 2013).

The “personalized communication” strategy is the delivery of institutional and official
communication in a more individual, human, and audience-close manner. The concept of
personalization refers to the orientation of public attention toward the characteristics and lives of
individual actors rather than toward institutions and organizations (Van Santen & Van Zoonen, 2010;
Adam & Maier, 2010; Rahat & Sheafer, 2007). Since social media facilitates the application of this
form of communication, it enables the establishment of more direct relationships between public
actors and other users. In terms of diplomatic communication, personalization does not merely mean
making diplomats’ private lives visible. This is because embassies can personalize institutional
communication by using a more sincere communication language, sharing everyday diplomatic
activities, employing storytelling on current issues, and referencing topics close to the target audience
such as society, shared history, cultural exchange programs, or bilateral relations. These embassies
can also develop this form of personalized communication by sharing content reflecting the views
and experiences of ordinary people (Spry, 2018). Thus, diplomatic actors can develop closer and
more personal relationships with target audiences while preserving their institutional identity (Strauf3
et al., 2015).

The “use of positive sentiment” strategy means reflecting positive emotions and expressions
in social media messages. This is because studies have shown that emotional content can attract
users’ attention more and can increase the level of engagement (Stieglitz & Dang-Xuan, 2013;
Bronstein et al., 2018). On the other hand, emotional content has a higher potential to spread on
social networks compared to neutral content. In particular, positive content can spread more
frequently and can be received more positively by the target audience (Berger and Milkman, 2012,
p- 199). Similarly, according to “Affective Intelligence Theory,” positive emotions such as
enthusiasm, optimism, and trust can support political participation and can contribute to sustaining
the target audience’s interest in communication (Marcus et al., 2000). Therefore, positive emotional
tone can be used as a strategy in diplomatic communication that establishes psychological closeness
with the target audience and supports the country’s image in a positive direction.

The “communicating relevant information” strategy can be defined as the shared information
being meaningful, timely, and functional for the target audience. As is known, social media has
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become a central communication tool in terms of the production, dissemination, and consumption of
information (Westerman et al., 2014, p. 171). This is because the effectiveness of digital
communication has brought to the fore the capacity to convey information quickly, update content,
and share real-time content related to events (Segura Cuenca and Erades Pérez, 2025, p. 379).
However, since the rapid conveyance of information alone is not sufficient, it is important that the
shared content also be consistent with the target audience’s interests, expectations, and needs. For
this reason, in communication conducted on social media, the characteristics of different stakeholder
groups need to be taken into account, and messages need to be shaped according to these groups’
interests (Waters et al., 2009; Baxter and Marcella, 2012). In this regard, at the embassy level as well,
sharing information that is culturally, politically, and socially meaningful for the target audience can
further strengthen the relationship of diplomatic communication with the target audience (Strauf et
al., 2015).

The “transparency” strategy means diplomatic actors providing open and accessible
information about their activities, policies, and communication processes. In this regard, social media
platforms can contribute to open information sharing and to public institutions being perceived as
reliable and accountable (Waters et al., 2009; Searson & Johnson, 2010; Hong, 2013). This is
because, when transparent communication is provided, the target audience can have sufficient
information about the relevant public institutions’ objectives, activities, and communication
processes (Aharony, 2012). To this end, using verified institutional accounts on social media, linking
to official websites, and regularly sharing information about diplomatic activities are practices that
support transparency (Waters & Williams, 2011). However, due to factors such as the irregularity of
information flow and the prevalence of disinformation, open, consistent, and accessible
communication in digital environments can encounter difficulties. Therefore, it can be said that
institutions that maintain open and accessible communication can be perceived as more reliable (Al-
Omoush et al., 2023).

The “communicating within a broad network of stakeholders” strategy means diplomatic
actors connecting with different actors via social media and expanding their communication
networks. Strauf} et al. (2015) note that social media offers embassies opportunities both to share
information and to build communication networks with different stakeholders. Therefore, this
strategy emphasizes reaching a broader and more diverse network of stakeholders rather than
communicating with a limited group of actors. For this reason, unlike the first five communication
strategies, this strategy requires examining embassies’ online connections through social network
analysis rather than content analysis (Strauf3 et al., 2015). In other words, in order to analyze this
strategy, the online network structures of diplomatic actors need to be examined through a separate
social network analysis. In this regard, only the first five strategies are examined within the analytical
framework of this study.

In conclusion, when the above six communication strategies are considered together, it
becomes evident that social-media-based digital diplomacy is not merely an activity based on
publishing content. This is because interactive communication requires interactive communication,
personalized communication requires establishing closeness with the target audience, positive
emotional tone requires the emotional quality of the message, communicating relevant information
requires the value of the content for the target audience, transparency requires the openness and
reliability of communication, and communicating within a broad network of stakeholders requires
the expansion of communication networks. For this reason, these strategies are important for
evaluating embassies’ digital diplomacy activities on the X platform across different communicative
dimensions.
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Tiirkiye’s Digital Diplomacy and Regional Context

Digital diplomacy practices in Tiirkiye have come to the fore more prominently since the
late 2000s, as state institutions began using digital communication tools more actively in foreign
policy and public diplomacy processes. For instance, the Ministry of Foreign Affairs began using the
X platform in 2009 and subsequently increased its activities on different digital platforms
(Arpacioglu, 2021, p. 766; Calis Kurtcu, 2024). In this sense, Tiirkiye’s digital diplomacy practices
conducted through social media platforms enhance the country’s public diplomacy and positive
international image. This is because the country’s digital diplomacy activities are important both as
a communication tool through which foreign policy messages are disseminated and in terms of
interaction with other countries’ publics, strategic communication, international image management,
and maintaining credibility in the digital environment (Goksu, 2023; Giile¢ Aras, 2024). For
example, in recent years, public diplomacy activities carried out through the Organization of Turkic
States have become an important area of foreign policy that enhances Tiirkiye’s regional influence
(Demir, 2025).

Central Asia and the South Caucasus are two distinct yet interconnected regions with which
Tiirkiye has historical, cultural, and foreign policy relations. First of all, the linguistic and cultural
closeness, shared traditions, and historical memory that are influential in Tiirkiye’s relations with
Kazakhstan, Kyrgyzstan, Uzbekistan, and Turkmenistan bring these countries closer together
(Serinkan and Giiney, 2019, pp. 10—12). On the other hand, similar historical and cultural ties are
also observed in Tiirkiye’s relations with the Caucasus countries (particularly Azerbaijan and
Georgia). In addition, since both regions are historically situated along the geography of the Great
Silk Road—one of the important areas of economic, cultural, and diplomatic interaction between
East and West—they fall within the scope of Tiirkiye’s broader Eurasian policy.

After the collapse of the Soviet Union, various cooperation mechanisms were developed to
advance Tiirkiye’s relations with the Central Asian countries. The summit process among Turkic-
speaking states, which began in 1992, and TiKA, established the same year, are important in terms
of these mechanisms. For example, TIKA currently carries out various projects in the region’s
countries in fields such as education, health, transportation, and infrastructure. Similarly, structures
such as TURKSOQY, established in 1993 to increase cultural cooperation in the relevant regions,
emerged (Serinkan & Giiney, 2019; TIKA, n.d.). Later, these cooperative efforts became more
institutionalized within the framework of the Organization of Turkic States. This organization
coordinates cooperation in different fields such as politics, economy, transportation, culture,
education, and digital transformation. Recently, the appearance of topics such as digitalization,
innovation, and artificial intelligence in this cooperation agenda shows the increasing importance of
digital transformation in regional relations (OTS, 2026). On the other hand, Tiirkiye’s relations in
the South Caucasus are carried out mainly through the political, economic, and strategic cooperation
developed with Azerbaijan and Georgia in particular. Trilateral cooperation among Tiirkiye,
Azerbaijan, and Georgia is carried out in fields such as energy, transportation, and security. For
instance, the Baku-Tbilisi-Ceyhan oil pipeline, TANAP, and the Baku-Tbilisi-Kars railway are
important examples of this regional cooperation (Kdstem, 2019, pp. 117-119).

These historical, cultural, and institutional relations established with Central Asia and the
South Caucasus shape Tiirkiye’s digital diplomacy activities toward these regions. Although these
regions differ politically and geographically, shared historical-cultural ties and regional relations are
emphasized in Tiirkiye’s foreign policy. For this reason, examining the strategies carried out via the
X platform by the embassies in Azerbaijan, Georgia, Kazakhstan, Kyrgyzstan, Tajikistan,
Uzbekistan, and Turkmenistan reveals how Tiirkiye’s digital diplomacy practices in these countries
are shaped within different national contexts.
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Methodology

A descriptive quantitative content analysis method was used to examine the digital
diplomacy activities of Tiirkish embassies in Central Asia and the South Caucasus on the X platform,
regarding the five strategies out of the six communication strategies identified by Straul} et al. (2015)
that can be evaluated through content analysis. This method means the systematic, objective, and
replicable classification of communication content according to specific categories, and the
quantitative evaluation of the data obtained (Neuendorf, 2017). This is because content analysis
enables systematic and valid inferences to be drawn from text and other communication materials
(Krippendorff, 2018). Furthermore, the content analysis method enables comparative evaluation of
posts on social media platforms in terms of specific communication features and strategies. Since the
study is descriptive in nature, no cause-and-effect relationship or causal effect between dependent
and independent variables is tested. Instead, the levels of use of the communication strategies
employed by embassies in their posts on the X platform are determined, and whether these levels
differ among embassies is examined. Thus, the aim is to compare the communication activities
implemented by different embassies on the same social media platform.

The main research question of the study was determined as: “Through which communication
strategies do Tiirkiye’s embassies in Central Asia and the South Caucasus carry out their digital
diplomacy activities on the X platform?” In this sense, three further sub-questions were determined:
“Which communication strategies do embassies use most frequently on their diplomatic X
accounts?”, “Do the levels of use of communication strategies differ significantly according to
embassy?”, and “Are there significant relationships among the communication strategies used in X
posts?” In line with these questions, a total of 10 hypotheses were formulated (Table 1). The first
five hypotheses examine whether communication strategies and emotional tone differ according to
embassy; H6—H9 examine the relationships among communication strategies; and H10 examines
whether embassies use a more positive emotional tone than other tones in their X-related posts.
Whether the communication strategy scores formed under H1, H2, H4, and H5 differed according to
embassy was examined using the Kruskal-Wallis H test. Since H3 is based on the relationship
between two categorical variables (embassy and emotional tone), the Chi-Square Test of
Independence was used. Under H6—H9, the relationships among communication strategies were
examined using Spearman rank correlation analysis, while for H10, the assumption that positive
emotional tone is used at a higher rate than the other tones was evaluated by considering the overall
distribution of posts containing different emotional tones. For this purpose, the Chi-Square
Goodness-of-Fit Test was applied.

Table 1. Research Hypotheses and Analysis Methods

Hypothesis Description Analysis Method
The level of use of the interactive communication strategy in the Kruskal-Wallis H
H1 . . L .
embassies’ X posts differs significantly across embassies. Test
The level of use of the personalized communication strategy in the Kruskal-Wallis H
H2 - . . .
embassies’ X posts differs significantly across embassies. Test
H3 The distribution of emotional tone in the embassies’ X posts differs Chi-Square Test of
significantly across embassies. Independence
The level of use of the communicating relevant information strategy Kruskal-Wallis H
H4 . . . .S .
in the embassies’ X posts differs significantly across embassies. Test
The level of use of the being transparent strategy in the embassies’ Kruskal-Wallis H
H5 . . .
X posts differs significantly across embassies. Test
H6 There is a significant relationship between interactive Spearman’s Rank
communication and personalized communication in X posts. Correlation
HT There is a significant relationship between interactive Spearman’s Rank
communication and being transparent in X posts. Correlation
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HS There is a significant relationship between personalized Spearman’s Rank
communication and the use of positive sentiment in X posts. Correlation

HO There is a significant relationship between being transparent and Spearman’s Rank
communicating relevant information in X posts. Correlation
Positive sentiment is used at a higher rate than other tones in the Chi-Square

H10 -, .
embassies’ X posts. Goodness-of-Fit Test

Source: Created by the authors.

In content analysis, the unit of analysis is the basic communicative indicator on which
variables are measured (Krippendorff, 2018). In this sense, each X post was treated as an independent
unit of analysis. Subsequently, the text, visual and video indicators, and social media engagement
features of each post were coded and evaluated. The study examined posts from the X accounts of
the following official embassies: the Republic of Tiirkiye Astana Embassy: @TCAstanaBE, the
Republic of Tiirkiye Bishkek Embassy: @TC BiskekBE, the Republic of Tirkiye Tashkent
Embassy: @TC TaskentBE, the Republic of Tiirkiye Dushanbe Embassy: @TC DusanbeBE, the
Republic of Tiirkiye Ashgabat Embassy: @TC AskabatBE, the Republic of Tiirkiye Tbilisi
Embassy: @TC _TiflisBE, and the Republic of Tiirkiye Baku Embassy: @TC BakuBE. A criterion
sampling approach was used in determining the accounts. In criterion sampling, units possessing
certain predetermined characteristics appropriate to the research problem are included within the
scope of the study (Baltaci, 2018). In this regard, the official and verified X accounts belonging to
Tiirkiye’s embassies in the seven countries examined were selected.

A social media data collection approach was used to collect data in the study (Batrinca &
Treleaven, 2015). The data were obtained directly from posts on the official embassy accounts on
the X platform. Both the texts and the visuals, videos, hashtags, mentions, direct addresses to users,
and other engagement indicators in these posts were also evaluated as data sources. The data
collection process for the study was carried out during March-April-May 2026. In this sense, posts
between January-February-March 2025 were selected as the study period. The selection of this period
was influenced by the fact that political, economic, and cultural diplomacy agendas could be
observed within the same time frame for the seven countries in this study. For example, on January
29, 2025, the Second Trilateral Mechanism Meeting, addressing foreign policy, trade, transportation,
and connectivity issues, was held among Tiirkiye, Azerbaijan, and Uzbekistan (T.R. Ministry of
Foreign Affairs, 2025). In March 2025, in addition to diplomatic activities aimed at cooperation
among Turkic states, activities related to Nowruz, one of the shared cultural indicators, also came to
the agenda (Organization of Turkic States, 2025). Thus, the January-March 2025 period was
considered a period that allowed for the joint observation of embassies’ different communication
practices in terms of political, economic, and cultural conditions. This three-month period enabled
the comparison of the communication practices of the seven embassies within the same time frame
and allowed the dataset to be manageable in terms of the study’s time and data-processing constraints.

First, during the data collection stage, a total of 493 posts from the embassies’ X accounts
were processed. However, 131 unremarked reposts (retweets)—content created by other accounts
and republished by embassy accounts without any additional comment—were excluded from the
analysis of communication strategies. This is because such content was considered not to directly
reflect the embassies’ own language use, topic preferences, forms of address, and other original
communicative behaviors. As a result, the final analyses of communication strategies were carried
out on 362 original posts. According to this distribution, original posts constituted 73.23% of the 493
posts collected, while the unremarked reposts excluded from the analysis constituted 26.77%. In
coding the content of the 362 posts, the social-media-based diplomatic communication approach
developed by Strauf3 et al. (2015) was used. For this purpose, as noted earlier, the interactive
communication, personalized communication, use of positive sentiment, communicating relevant
information, and transparency strategies identified by Strauf et al. (2015), which can be evaluated
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through content analysis, were examined. However, the strategy of communicating within a broad
network of stakeholders was excluded from the study, as it requires a separate social network
analysis.

Table 2. Communication Strategies and Coding Indicators

Communication Strategy Coding Indicators
Mention (@), hashtag (#), use of visuals, asking users questions, reply
tweet, direct response, call for interaction, and direct address

Personalized Use of “we” language, use of “you” language, use of local language, and

communication reference to national leaders

Use of positive sentiment  Positive, neutral, or negative/problem-oriented emotional tone
Communicating relevant ~ Reference to current events, time sensitivity, message focus, promotional

information content, and use of links

Being transparent Policy statement, data sharing, and links to official sources/documents

Source: Created by the authors.

Interactive communication

The five communication strategies were evaluated through indicators determined within the
framework of the communication strategies developed by StrauBl et al. (2015). Interactive
communication was coded through the indicators of mention, hashtag, visual use, and direct
engagement; personalized communication was coded through “we” and “you” language, local
language use, and leader references. Within the use of positive sentiment, posts were classified as
positive, neutral, and negative. The communicating relevant information and transparency strategies
were evaluated through indicators related to currency, timeliness, message focus, link use, and
institutional information sharing. The communication strategies, indicators, and coding methods
used in the study are shown in Table 2.

The communication strategies’ indicators enabled the standardized coding of different
content characteristics. In addition, this allowed us to compare strategies of seven different embassies
by using the same criteria. Furthermore, the coding structure described below transformed abstract
communication strategies by the approach of Strauf3 et al. (2015) into observable and measurable
variables at the post level. In this sense, since the interactive communication, personalized
communication, communicating relevant information, and transparency strategies each consist of
multiple indicators, each indicator was coded in binary form as “O=Absent” and “1=Present”.
Subsequently, the indicators belonging to the same strategy were summed to calculate a separate
strategy score for each post. Since the indicators were treated as equally weighted, no reverse coding
or normalization was applied. In this method, depending on the number of indicators, the interactive
communication score ranged from 0-8, the personalized communication score from 0—4, the
communicating relevant information score from 0-5, and the transparency score from 0—4. By
combining multiple indicators to form dimension scores, the relevant constructs can be evaluated
holistically rather than through a single indicator (Hair et al., 2019). On the other hand, since positive
emotional tone was classified as “positive”, “neutral” and “negative” rather than as a total score, both
the overall distribution of positive emotional tone and whether it differed according to embassy were
calculated separately and statistically.

Coded data were entered into IBM SPSS Statistics. Firstly, frequency and percentage
analyses were applied to determine the overall structure of the dataset and the levels of use of the
indicators for the communication strategies. Frequency analysis is used as the basic descriptive
analysis in content analysis studies to show how often certain characteristics occur in categorical data
(Field, 2018). Two coders carried out the coding process. Before coding, these coders were trained
on the structure of the coding scheme, the meanings of the indicators, and how these indicators can
be applied to the X posts. Following the training, all 362 posts in the dataset were coded by both
coders. Comparison of the independent coding showed an initial agreement rate of 90% between the
coders. The posts that were coded differently were then jointly reassessed by the two coders; the
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reasons for the differences were discussed, and a consensus was reached on the final codes for these
posts. Thus, the final dataset obtained after consensus between the coders was used in the statistical
analyses.

The interactive communication, personalized communication, communicating relevant
information, and transparency scores formed in the study are discrete variables consisting of the sum
of a small number of binary indicators and capable of taking a limited number of values. For this
reason, non-parametric analysis methods were used in the study. The Kruskal-Wallis H test was
applied to determine whether embassies differed in terms of the first four strategy scores. The
Kruskal-Wallis H test is a non-parametric statistical method used to compare three or more
independent groups (Laerd Statistics, 2018). In cases where a significant difference was determined
as a result of the test, the Dunn-Bonferroni multiple comparison test was applied to reveal which
pairs of embassies the difference stemmed from. The relationship between embassy and emotional
tone was examined using the Chi-Square Test of Independence, which is appropriate for assessing
the relationship between two categorical variables (McHugh, 2013). The Cramér’s V coefficient was
used to determine the magnitude of this relationship.

Spearman rank correlation analysis was applied to determine the direction and strength of
the relationships among communication strategies. Spearman correlation is a non-parametric
correlation method that can be used when the assumption of normal distribution is not met or when
the variables are ordinal/discrete in structure (Akoglu, 2018; Schober et al., 2018). In this regard, the
relationships among interactive communication, personalized communication, communicating
relevant information, and transparency strategies were assessed. Finally, to assess whether positive
emotional tone is used more frequently than other tones within H10, a Chi-Square Goodness-of-Fit
Test was applied to the overall distribution of positive, neutral, and negative emotional tone
categories (McHugh, 2013). In the analysis, the expected distribution for the three categories was
assumed to be equal, with a rate of 33.3% taken as the basis for each category. The significance level
in all statistical analyses was accepted as p<0.05.

Findings

Eight indicators were evaluated under interactive communication strategy, and the most
commonly used indicator was determined to be “visual” (87.8%) (Table 3). On the other hand,
mention use was 35.0%, hashtag use 14.6%, direct address 11.6%, and call to engagement 10.8%.
However, indicators directly showing interactive communication with users were quite limited. For
instance, reply tweets were used in only 1.9% of X posts, while question sentences were included in
0.8%, and direct responses to users were in 0.3%.

Table 3. Findings on the Interactive Communication Strategy

Indicator Yes (%) No (%)
Use of mention 35.0 65.0
Use of hashtag 14.6 85.4
Use of visuals 87.8 12.2
Use of question sentences 0.8 99.2
Reply tweet 1.9 98.1
Call for interaction 10.8 89.2
Direct response 0.3 99.7
Direct address 11.6 88.4

Source: Created by the authors.

Findings underline that embassies made use of technical features of the X platform such as
visuals, mentions, and hashtags. However, practices that aim to establish direct and interactive
communication with users were limited. For instance, it was observed that while visual use was
87.8%, the direct response rate was only 0.3%. Therefore, this difference between one-way indicators
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(e.g., visuals and hashtags) and indicators showing interactive dialogue (e.g., asking and answering
questions) is significant to measure the interactive communication score. In the literature, studies by
Sobel et al. (2016), Uysal and Schroeder (2019), Merkouraki (2024), and Biiyiikdogan (2024) also
determined that diplomatic actors predominantly used social media for the purpose of information
transfer, and that direct interaction with users remained limited. In addition, the widespread use of
visual content resembles the results of both Uysal and Schroeder (2019) and Biiyiikdogan (2024).
The findings of this study also resemble those of StrauB3 et al. (2015). This is because Strauf} et al.
(2015) determined that while embassies emphasized information sharing on social media, they used
direct interaction with users and personalized communication to a more limited extent. Similarly,
Khan et al. (2021) emphasize the importance of engaging with the target audience and developing
personal connections in effective digital diplomacy. From this perspective, the low level of
interactive communication indicators such as direct response and asking questions in this study
shows that the interactive capacity of social media has not been sufficiently utilized by embassies.

Table 4. Findings on the Personalized Communication Strategy

Indicator Yes (%) No (%)
Use of “we” language 55.5 44.5
Use of “you” language 8.8 91.2
Use of local language 23.5 76.5
Reference to leaders 49.2 50.8

Source: Created by the authors.

Among the four indicators examined in personalized communication, the most commonly
used indicator was “we” language expressing collective belonging and partnership (55.5%) (Table
4). On the other hand, leader reference was 49.2%, local language use 23.5%, and “you” language
directed at the target audience remained at only 8.8%. This distribution shows that embassies made
greater use of language expressing partnership and collective belonging, as well as references to
leaders, in personalized communication. In contrast, the more limited use of “you” language directly
addressing the target audience and of local language use shows that the potential for establishing
more direct and localized communication with users was not utilized to the same extent. Similarly,
Salihi (2021) determined that the social media usage patterns of Turkish ambassadors vary from
person to person and from country to country, and that a significant number of ambassadors did not
sufficiently use the local language and a personalized communication style. Biiyiikdogan’s (2024)
results also show that the social media practices of different embassies are not at the same level.
Khan et al. (2021) point out the importance of personal communication indicators in engaging with
followers in the context of digital diplomacy. From this perspective, the fact that “you” language
directly addressing the target audience was used at only 8.8% in this study shows that embassies
made limited use of personalized and direct communication.

Table 5. Findings on Communicating Relevant Information

Indicator Yes (%) No (%)
Reference to current events 98.6 1.4
Time sensitivity 53.8 46.1
Message focus on the host country 55.5 44.5
Promotional content 28.7 71.3
Use of links 34.5 65.5

Source: Created by the authors.

The findings about transfer of relevant information show that 98.6% of posts referenced a
current event or development (Table 5). Timeliness was at 53.8%, message focus on the host country
at 55.5%, promotional content at 28.7%, and link use at 34.5%. In this sense, the high rate of
reference to current events shows that embassies used the X platform mainly to convey current
developments and inform the public. On the other hand, the fact that 53.8% of posts had moderate
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or high timeliness shows that referring to current events does not always mean responding to events
instantly. These results are similar to previous research findings, which also emphasize that the
informational function is prominent in the use of social media as a digital diplomacy tool. For
example, Uysal and Schroeder (2019), Merkouraki (2024), and Biiyiikdogan (2024) determined that
diplomatic actors used their social media accounts substantially for the purpose of information
sharing and announcing institutional activities. Straul et al. (2015) also revealed that embassies
conveyed relevant information to their target audiences via Twitter. Therefore, the prominence of the
transfer of relevant information in this study resembles the information-oriented digital diplomacy
approach observed in different country and regional examples.

According to the analyses conducted within transparency, the most prominent indicator was
official link use at 34.8% (Table 6). In contrast, policy statements appeared in 8.0% of posts, data
sharing in 5.0%, and official document sharing in only 1.7%. These findings show that transparency
was implemented mainly through directing users to official websites, statements, or other
institutional sources. However, practices providing more detailed information, such as policy
statements, data, and official document sharing, were observed to be limited. Therefore, it can be
said that embassies’ transparency strategy took the form of providing access to official information
sources rather than directly presenting detailed institutional information.

Table 6. Findings on the Transparency Strategy

Indicator Yes (%) No (%)
Policy statement 8.0 92.0
Data sharing 5.0 95.0
Use of official links 34.8 65.2
Sharing of official documents 1.7 98.3

Source: Created by the authors.

These results partly overlap with the literature (Table 6). The greater prevalence of official
link use compared to other transparency indicators resembles the results obtained by Strauf3 et al.
(2015) regarding diplomatic actors directing users to institutional information sources. However, the
low levels of policy statement, data, and official document sharing in this study show that
transparency was used mainly at the level of providing access to information. Similarly, the results
obtained by Uysal and Schroeder (2019), Merkouraki (2024), and Biiyiikdogan (2024) regarding
information and activity sharing on diplomatic accounts also support the findings of this study.

Table 7. Distribution of the Emotional Tone of Tweets

Emotional Tone n %
Negative 21 5.8
Neutral 216 59.7
Positive 125 34.5
Total 362 100.0

Source: Created by the authors.

Findings reveal that the 362 posts, 216 (59.7%) were determined to be neutral, 125 (34.5%)
positive, and 21 (5.8%) negative in terms of emotional tone analysis (Table 7). In this sense, the
predominance of neutral tone in the examined posts shows that embassies preferred a predominantly
neutral discourse in their X communication. This might be related to the institutional and official
nature of diplomatic communication. However, approximately one-third of posts were positive, so it
was observed that positive content such as friendship, cooperation, celebration, and achievement was
also used often. On the other hand, the fact that negative tone remained at only 5.8% shows that posts
likely to convey a negative message to other actors were used quite sparingly. These results resemble
the findings obtained by Straul} et al. (2015) regarding embassies including positive emotional
content in their social media communication and using a more constructive form of communication
rather than direct negative communication.
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Comparison of Communication Strategies Across Embassies

A Kruskal-Wallis H test was applied to understand whether the levels of use of
communication strategies differ across embassies. On the other hand, the relationship between
emotional tone and embassy was evaluated by using the Chi-Square Test of Independence.

Table 8. Comparison of Communication Strategies Across Embassies

Strategy H df p g Result
Interactive communication 55.611 6 <0.001 0.140 Significant
Personalized communication 81.947 6 <0.001 0.214 Significant
Communicating relevant information 59.499 6 <0.001 0.151 Significant
Being transparent 80.254 6 <0.001 0.209 Significant

Source: Created by the authors.

As shown in Table 8, a statistically significant difference was found among embassies in
terms of interactive communication (H(6)=55.611; p<0.001; £2=0.140). The highest mean ranks were
observed at the embassies of Azerbaijan (238.71) and Kyrgyzstan (229.08), while the lowest mean
rank was observed in Turkmenistan (136.93). In this sense, H1 was supported. Similarly, a significant
difference was determined among embassies in terms of personalized communication (H(6)=81.947;
p<0.001; €2=0.214). The highest mean rank was observed in Azerbaijan (233.87), and the lowest
mean rank was observed in Georgia (83.72). Thus, H2 was supported. In the same vein, a significant
difference was found among embassies in terms of the transfer of relevant information (H(6)=59.499;
p<0.001; €2=0.151). The highest mean rank was determined in Georgia (284.78), and the lowest mean
rank in Azerbaijan (129.83). In this sense, H4 was supported. A significant difference among
embassies was also detected in the use of the transparency strategy (H(6)=80.254; p<0.001;
€2=0.209), with the highest mean rank in Georgia (271.35) and the lowest mean rank in Azerbaijan
(127.68). Thus, H5 was supported. Finally, the Chi-Square Test of Independence conducted to
determine whether emotional tone differed by embassy found a statistically significant relationship
(%*(12)=35.423; p<0.001; Cramer’s V=0.221). In this sense, H3 was supported. Based on this, when
embassies are evaluated separately, neutral tone was at 95.7% in Georgia, 76.6% in Turkmenistan,
67.9% in Uzbekistan, and 64.4% in Azerbaijan. Positive tone, on the other hand, was observed at
higher levels than the other embassies in Tajikistan (48.9%) and Kazakhstan (44.8%).

When the levels of use of communication strategies are compared across embassies, it was
determined that although Tiirkiye’s embassies in Central Asia and the South Caucasus used the same
communication strategies on the X platform, the levels of use of these strategies differed
significantly. These results also resemble the findings of Sobel et al. (2016), Uysal and Schroeder
(2019), Salihi (2021), and Biiyiikdogan (2024), who revealed that diplomatic social media use does
not occur at the same level across different countries and actors. Therefore, it is observed that
embassies representing the same country do not adopt a uniform social media communication
approach in terms of interactive communication, personalized communication, transfer of relevant
information, transparency, and emotional tone. These differences may be related to contextual factors
such as the communication environment of the country in which the embassies operate, the
characteristics of the target audience, and the nature of bilateral relations. However, the effect of
these factors was not directly analyzed in this study.

Relations Between Communication Strategies

The relationships among communication strategies were assessed using Spearman rank
correlation analysis. Within this analysis, the emotional tone variable was coded as an ordinal
variable: negative=1, neutral=2, and positive=3.
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Table 9. Relationships Between Communication Strategies

Variables p p Result
Interactive communication — Personalized communication 0.034 0.525 Not significant
Interactive communication — Being transparent 0.161 0.002 Low positive
Personalized communication — Emotional tone 0.259 <0.001 Low positive
Being transparent — Communicating relevant information 0.680 <0.001  Strong positive

Source: Created by the authors.

The findings in Table 9 show that since no significant relationship was found between
interactive communication and personalized communication (p=0.034; p=0.525), H6 was not
supported. However, since a low-level positive and significant relationship was observed between
interactive communication and transparency (p=0.161; p=0.002), H7 was supported. On the other
hand, a low-level positive and significant relationship was also determined between personalized
communication and emotional tone (p=0.259; p<0.001). Therefore, since it was observed that as the
level of personalized communication increased, posts tended toward a more positive tone, H8 was
also supported. Similarly, Khan et al. (2021) determined that personalized content and positive
emotional tone can increase public engagement. However, Sobel et al. (2016), Salihi (2021),
Merkouraki (2024), and Biiyiikdogan (2024) did not statistically assess the relationships among
communication strategies, as they focused more on engagement levels, content characteristics, and
social media usage practices. In this respect, examining both the individual levels of use of the
strategies and their relationships with one another is an important contribution this study offers to
the literature.

Since the strongest relationship among the strategies was between transparency and the
transfer of relevant information (p=0.680; p<0.001), H9 was supported. This result shows that as the
transfer of relevant information increases, the level of transparency also tends to increase. However,
this relationship needs to be interpreted carefully. This is because the “link use” indicator in the
transfer of relevant information strategy and the “official link use” indicator in the transparency
strategy partly measure a similar construct. Therefore, part of the high correlation between the two
strategies may stem from this conceptual overlap between the indicators. On the other hand, in Strauf3
et al.’s (2015) study, both the transfer of relevant information and transparency are among the core
strategies of diplomatic social media communication. Therefore, it can be said that the examined
embassies conducted a certain level of transparent communication while also sharing relevant
information. The results of correlation analysis underline that these two strategies are not only used
within the same diplomatic communication environment, but are strongly related to one another at
the level of individual posts.

Overall Distribution of Emotional Tone

A Chi-Square Goodness-of-Fit Test was used to determine whether positive, neutral, and
negative emotional tones were equally distributed. The test result showed that the categories were
not equally distributed (y>=157.796; df=2; p<0.001). Under the assumption of equal distribution, the
expected frequency for each category was 120.7, while the observed frequencies were 216 for neutral
tone, 125 for positive tone, and 21 for negative tone.

Table 10. Chi-Square Goodness-of-Fit Test 3541 for the Overall Distribution of Emotional Tone

Emotional Tone Observed Frequency Expected Frequency
Negative 21 120.7
Neutral 216 120.7
Positive 125 120.7
Total 362 —

Source: Created by the authors.

www.turkishstudies.net/economy



3542 Elizaveta Pimenova-Emrah Ayhan -Ibrahim Irdem

H10 predicted that positive emotional tone would be used at a higher rate than the other
tones. However, since the Chi-square test indicated that the tone categories were not equally
distributed, and since neutral tone was higher than positive tone in the observed frequencies, H10
was not supported. This result shows that embassies predominantly used a neutral and institutional
language in the communication activities they carried out on the X platform. On the other hand, since
positive tone held a significant share at 34.5% and negative tone remained at only 5.8%, it can be
said that neutral and positive tones were generally influential in the embassies’ posts. These findings
resemble the results of StrauB3 et al.’s (2015) study. This is because StrauB} et al. (2015) determined
that the Western embassies they examined predominantly used a positive emotional communication
style. In this study as well, although positive tone was much more common than negative tone, unlike
Straul3 et al.’s finding, the most common category was not positive but neutral tone. This difference
reveals that institutional and official discourse is more prominent in the communication of the seven
examined Turkish embassies on the X platform. On the other hand, the results obtained by
Merkouraki (2024) and Biiyiikdogan (2024) regarding the higher prevalence of content aimed at
country image, cooperation, and creating positive perception in Tiirkiye’s digital diplomacy activities
align with the result that positive content held a significant share in this study.

Tos um up, of the 10 hypotheses tested in the study, eight were supported, while H6 and H10
were not supported. Three main patterns emerge from the research findings. First, although
embassies made use of features of the X platform such as visuals, mentions, and hashtags, they used
tools aimed at establishing direct, interactive communication with users to a quite limited extent.
Second, although the transfer of relevant information strategy stood out as a strong communicative
feature, significant differences were found among embassies in terms of the levels of use of
communication strategies. Third, it was observed that the communication strategies were not entirely
independent of one another. This is because a strong relationship was observed, in particular, between
transparency and the transfer of relevant information. However, the lack of a significant relationship
between interactive communication and personalized communication showed that while one
communication strategy was used more intensively, other strategies were not necessarily used at the
same level. This overall picture largely supports the pattern identified in previous studies regarding
diplomatic social media use, in which information transfer is strong while direct dialogue is limited.
On the other hand, the comparison of the seven embassies within the same framework in this study,
together with the statistical examination of the relationships among communication strategies, clearly
demonstrates that Tiirkiye’s digital diplomacy practices in Central Asia and the South Caucasus
differ across embassies.

Conclusion

This study examined the digital diplomacy activities of Tiirkish embassies in Central Asia
and the South Caucasus on the X platform, within the scope of communication strategies. In this
regard, of the six communication strategies identified by Strauf} et al. (2015), five communication
strategies—interactive communication, personalized communication, positive emotional tone use,
transfer of relevant information, and transparency—evaluated through content analysis were taken
as the basis. Analyses conducted on 362 original posts published between January and March 2025
on the official X accounts of Tiirkiye’s embassies in Azerbaijan, Georgia, Kazakhstan, Kyrgyzstan,
Tajikistan, Uzbekistan, and Turkmenistan revealed that the embassies used these communication
strategies at different levels.

The study shows that the embassies predominantly used the X platform for the purpose of
information sharing. While the transfer of relevant information strategy was more prominent among
the examined communication strategies, it was observed that indicators showing direct and
interactive communication with users were used less. Although visuals were used in 87.8% of the
posts, the use of question sentences remained at 0.8%, reply tweets at 1.9%, and the rate of direct
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response at only 0.3%. In this sense, it was determined that the embassies made high use of features
related to content sharing, which are offered by the X platform (e.g., visuals, mentions, and hashtags),
but did not sufficiently utilize two-way communication features. This result shows that Tiirkiye’s
digital diplomacy activities are strong in information transfer, but direct dialogue with the target
audience is limited.

The results for personalized communication underline a similar situation. While embassies
made high use of “we” language that expresses collective belonging and partnership, and references
to leaders, they used “you” language directed at the target audience and local language use at lower
levels. In particular, the result for the use of local language (23.5%) emphasizes that this practice
should be developed in terms of establishing more localized communication with the people in the
host country. In addition, a low-level positive and significant relationship between personalized
communication and emotional tone was observed. This shows that when personalized
communication increased, the tendency of X posts to have a more positive tone also increased.

In terms of transparency, embassies mainly directed users to official information sources.
Detailed policy statements, data, and official documents were shared less frequently. A strong
positive relationship was also found between transparency and the transfer of relevant information.
However, this relationship should be interpreted carefully. This is because the “link use” indicator in
the transfer of relevant information strategy and the “official link use” indicator in the transparency
strategy partly measure similar features. Despite this overlap, the findings show that embassies often
transfer relevant information and provide access to official information sources together.

In this study, it was also observed that the use of communication strategies differed
significantly across embassies. Significant differences were found in interactive communication,
personalized communication, transfer of relevant information, and transparency. The distribution of
emotional tone also differed across embassies. Therefore, hypotheses H1-HS5 were supported. These
results show that the embassies representing the same country did not use the same communication
approach on X. However, this study cannot determine the reasons for these differences. They may
be related to the characteristics of the host countries, target audiences, or bilateral relations. Future
studies can examine the effects of these factors separately.

The relationships among communication strategies also show that digital diplomacy
activities should not be evaluated through a single communication dimension. For example, H6 was
not supported because no significant relationship was found between interactive communication and
personalized communication, while H7, H8, and H9 were supported because relationships were
observed between interactive communication and transparency, personalized communication and
emotional tone, and transparency and transfer of relevant information, respectively. Therefore, it can
be said that intensive use of one communication strategy does not mean that all other strategies will
be used at the same level. This result shows that, in addition to the levels of use of different
communication strategies, examining the relationships among these strategies also contributes to a
more comprehensive evaluation of digital diplomacy activities.

In terms of emotional tone, neutral communication was determined to be dominant. The Chi-
square goodness-of-fit test showed that the three categories were not distributed equally, as 59.7%
of the 362 posts examined were neutral, 34.5% were positive, and only 5.8% were negative in tone.
However, since the observed frequencies showed the highest level for neutral tone rather than
positive tone, H10, which predicted that positive emotional tone would be used more than other
tones, was not supported. This result shows that the examined embassies mainly used a neutral tone
in their X communication. Negative tone was used at a very low level, while positive tone accounted
for about one-third of the posts. Therefore, neutral and positive tones were more common in the
embassies’ posts.
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When these results are evaluated in terms of practical implications, it can be said that the
social media performance of embassies should not be evaluated solely through the number of posts,
use of visuals, or visibility. Importance should also be given to interactive communication indicators
such as responding to users, asking questions, calling for engagement, and involving the target
audience in the communication process. In addition, strategies such as increasing the use of content
in the local language, developing content that takes into account the social and cultural characteristics
of the host country, and facilitating access to official documents and policy statements could
strengthen the embassies’ digital communication. Considering these differences among embassies,
common basic principles could be determined by the Ministry of Foreign Affairs of the Republic of
Tiirkiye. In addition, a flexible digital diplomacy approach that can adapt to the local conditions of
each country could be adopted.

The main contribution of the study to the literature is that it comparatively examines
Tiirkiye’s seven embassies in Central Asia and the South Caucasus within the same period, the same
social media platform, and the same communication strategies framework. In addition, the five
communication strategies examined in the study were first evaluated separately. Subsequently, the
relationships among these strategies were also statistically analyzed. Therefore, unlike the Western
country examples more frequently examined in the digital diplomacy literature, this study, which
focuses on Tiirkiye’s embassies, presents comparative and quantitative empirical findings for
different regions. However, the study also has some limitations. First, the research only covers the
content of posts made by embassies on the X platform between January and March 2025. Therefore,
users’ reactions to the posts, the impact of the posts on the target audience, and the long-term
diplomatic consequences of the embassies’ communication strategies were not directly measured.
On the other hand, the sixth strategy—communicating within a broad stakeholder network—was not
included in the scope of the study, as it requires a separate social network analysis. Therefore, future
research needs to examine longer time intervals and different social media platforms. In addition,
supporting content analysis with social network analysis, user engagement data, interviews, and
survey methods would contribute to the literature. Finally, comparing the digital diplomacy strategies
of Tiirkiye’s embassies in different geographic regions apart from those examined in this study,
separately examining crisis and non-crisis periods, and comparing embassies’ institutional accounts
with diplomats’ personal accounts could provide a more comprehensive understanding of Tiirkiye’s
digital diplomacy practices.
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Dijital Diplomasi ve Iletisim Stratejileri: Tiirkiye’nin Orta Asya ve Giiney Kafkasya’daki
Diplomatik X (Twitter) Hesaplarimin Analizi

Giris

Internet ve sosyal medya kullaniminin yayginlasmasi, vatandaslarin bilgiye ulasma, iletisim
kurma ve siyasal siireglere katilma sekillerini doniistiirmiistiir. Hem diinya genelinde hem de
Tiirkiye’de sosyal medya kullanicilarinin sayisi ve internet kullanim orani yilikselmeye devam
etmektedir (www.datareportal.com, 2025; www.tuik.gov.tr, 2025). Sosyal medya platformlari,
bireylerin hem bilgi almalarim1 hem de goriislerini paylasmalarini, giincel gelismelere tepki
vermelerini ve kamuoyunu mesgul eden tartismalara katilmalarint miimkiin kilmaktadir. Bu nedenle,
sosyal medya, siyasal iletisim a¢isindan 6nemli bir dijital alan haline gelmistir (Loader & Mercea,
2011; Shirky, 2011). Ayrica bu platformlar, siyasetciler, kamu kurumlar1 ve vatandaslar arasinda
dogrudan iletisim kurulmasini sagladiklart i¢in geleneksel medyanin tek yonli iletisim yapisi da
degismistir (Loader & Mercea, 2011). Sosyal medya, kamuoyu olusturulmasina ve siyasal katilima
katki saglayan bir iletisim alani héline gelmistir (Shirky, 2011). Bu nedenle, sosyal medyanin
glinimiizde siyasal iletisimin 6nemli araglarindan birisi oldugu kabul edilmektedir (Velasco
Molpeceres vd., 2025).

Sosyal medyanin iletisim agisindan neden oldugu bu doniisiim, uluslararasi diplomasi alanini
da etkileyerek dijital diplomasi kavraminin giindeme gelmesine neden olmustur. Dijital diplomasi,
devletlerin dis politikadaki hedeflerini desteklemek amaciyla internet ve sosyal medya araglarindan
yararlanmalar1 anlamina gelmektedir (Eggeling & Versloot, 2023). Ayrica, sosyal medya
platformlar1 hem bilgi paylasimi hem de siyasi ve diplomatik sdylemlerin iiretildigi ve yeniden
sekillendirildigi stratejik iletisim ortamlaridir (Bicchi & Lovato, 2023). Dijital diplomasi, diplomatik
aktorlerin yabanci kamuoylarina daha hizli ve dogrudan ulagsmalarina imkan vermektedir. Ciinkii
bilginin hizli bigimde yayilmasi, uluslararasi gelismelere kisa siirede tepki verilebilmesi ve
mesajlarin hedef kitlelere gore uyarlanabilmesi, dijital diplomasinin 6nemli avantajlarindandir (Bjola
& Holmes, 2015). Diger taraftan, dijital diplomasi sadece bilgi aktarimiyla sinirli kalmamaktadir.
Hedef kitlelerle dogrudan etkilesim kurulmasi, geri bildirimlerin takip edilmesi, kamuoyundaki
mevcut egilimlerin anlasilabilmesi ve dis politika mesajlarinin bu iletisim ortamina gore
sekillendirilmesi de dijital diplomasinin diger avantajlarindandir (Manor, 2022). Sonug olarak, dijital
diplomasi kavrami; bilgi paylagimi, algi ve kamuoyu yonetimi, giiven olugturma ve hedef kitlelerle
iligki kurma siireclerini kapsamakta ve doniistiirmektedir.

Sosyal medya platformlar1 arasinda X (eski adiyla Twitter), siyasi ve diplomatik iletisim
bakimindan 6nemli bir konuma sahiptir. Platformun hizli bilgi paylagimina, genis kitlelere ulagmaya
ve kullanicilarla dogrudan iletisim kurma firsatlar1 saglamasi, diplomasi alanindaki karar vericilerin
X platformunu yogun ve etkili bir sekilde kullanmalarina imkén vermektedir. Bu ylizden, X
iizerinden ytiriitillen diplomasi ve siyasal iletisim faaliyetleri literatiirde “twiplomasi” olarak da
bilinmektedir (Orhan, 2022; Simunjak, 2022). Ciinkii bu platform, devlet baskanlari, hiikiimetler,
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disisleri bakanliklari, biiyiikel¢ilikler ve diplomatlar agisindan dig politika mesajlariin
paylasilabilecegi ve yabanci kamuoylariyla iletisim kurulabilecegi Onemli bir dijital alan
olusturmaktadir. Ancak, bir biiyiikel¢iligin veya baska bir diplomatik aktoriin sosyal medya hesabina
sahip olmasi, bu platformun sundugu iletisim olanaklarindan etkili bigimde yararlandig1 anlamina
gelmemektedir. Baz1 digisleri kurumlari, sosyal medya kullaniminda onceligi sadece g¢evrimigi
ortamlarda gorliniir olmaya verdikleri i¢in bu kurumlarin sosyal medya hesaplarinin diplomatik
hedeflere ulasmak amaciyla kullanilip kullaniimadig: arastirilmalidir (Cassidy & Manor, 2016;
Manor, 2022). Bu nedenle, dijital diplomasi faaliyetlerinin degerlendirilmesinde sadece hesaplarin
var olmasi veya paylasim yapilmasi yeterli degildir. Buna karsin, kullanilan iletisim dili, iletisim
stratejileri, hedef kitleyle kurulan etkilesimin hangi diizeyde oldugu ve sosyal medyanin iki yonlii
iletisim kapasitesinden yararlanilip yararlanilmadig1 da 6nem tasimaktadir (Meehan, 2024).

Bu aragtirmada, analitik ¢erceve olarak Strauf3 vd. (2015) tarafindan ortaya konulan iletigim
stratejileri yaklasimi esas alinmigtir. Straufl vd. (2015) dijital diplomasi kapsaminda alt1 iletisim
stratejisi belirlemistir. Bu arastirmada ise icerik analiziyle degerlendirilen bes strateji esas
almmaktadir: “etkilesimli iletisim” (interactive communication), “kisisellestirilmis iletigim”
(personalized communication), “olumlu duygusal ton kullanim1” (use of positive sentiment), “ilgili
bilginin aktarilmas1” (communicating relevant information) ve “seffaflik” (being transparent).
Altinct strateji olan ag kurma ise ayr1 bir sosyal ag analizi gerektirdiginden aragtirmanin kapsamina
almmamigtir. Ciinkii StrauB vd. (2015) de ilk bes stratejiyi icerik analiziyle, ag kurmayi ise ayri bir
ag analiziyle degerlendirmektedir.

Tirkiye’nin dijital diplomasi faaliyetlerine iliskin yapilan ¢aligmalar farkli kurumlara,
aktorlere ve platformlara odaklanmaktadir. Ornegin, Uysal ve Schroeder (2019), Tiirkiye’yi temsil
eden yedi resmi Twitter hesabindan elde edilen 2.769 paylasimi incelemistir: Bagkanlik sistemi
oncesi T.C. Basbakanligi (@TC_Basbakan), Tiirk Isbirligi ve Koordinasyon Ajansi Baskanlig:
(@TIKA), Recep Tayyip Erdogan kisisel hesab1 (@RT_Erdogan), Tiirkiye Basin ve Enformasyon
Genel Midiirligi (@ByegmENG), Tiirkiye Cumhurbaskanligi (@trpresidency), Disisleri Bakanligi
(@MFATiirkiye), eski disisleri bakan1 Mevliit Cavusoglu kisisel hesab1 (@MevlutCavusoglu). Bu
kapsamda, mesajlarin tematik yapisi, yamusak gii¢ unsurlari, cografi yonelimi ve kullanilan iletisim
araclart degerlendirilmistir. Aragtirmada, Tiirkiye’nin X’i kamu diplomasisi amaciyla aktif bi¢imde
kullandig1, ancak iletisimin biiyiik 6l¢lide tek yonli kaldigi ve hedef kitleyle karsilikli diyalogun
sinirli oldugu gibi sonuglara ulagilmistir. Yine de bu hesaplarin gorsel, etiketleme (hashtag) ve
bahsetme (mention) gibi baz1 ozellikleri kullandiklar1 goriilmistiir. Ayrica paylasimlarin cografi
olarak agirlikli bigimde Orta Dogu ve Kuzey Afrika’ya yoneldigi belirlenmistir. Benzer bir sekilde,
Salihi (2021) Avrupa Birligi ilkelerinde gorev yapan Tiirk biiyilikelgilerinin X kullanimimi
incelemistir. Buna gore, bircok biiyiikel¢inin X platformunu aktif ve sistematik olarak kullanmadig,
ayrica 0zgiin igerik tiretiminin ve yerel dil kullaniminin ise sinirli kaldigi belirlenmistir. Buna karsin,
yerel dil kullanan, 6zgiin igerik {ireten ve hedef kitleyle dogrudan iletisim kuran biiyiikel¢ilerde daha
yiiksek diizeyde etkilesim oldugu gozlenmistir. Boylece, dijital diplomaside sadece sosyal medya
hesabina sahip olmanin degil, hesabin nasil kullanildiginin da 6nemli oldugu ortaya konulmustur.

Tiirkiye’nin dijital kamu diplomasisini inceleyen Merkouraki (2024) ise resmi X
hesaplarindaki paylasimlarin biiyiik 6l¢iide tek yonlii bilgi aktarimina dayanirken iki yonlii iletigimin
ve kullanicilarla karsilikli bilgi aligveriginin sinirli oldugunu belirlemistir. Arastirmada, igeriklerin
agirlikli olarak dis politika konularina odaklandig, fakat kiiltiirel unsurlarin daha sinirh bir sekilde
kullanildig1 tespit edilmistir. Arastirmada ayrica Tirkiye’nin dijital kamu diplomasisinin
kisisellesme egilimi gdsterdigi belirlenmistir. Diger taraftan, Biiyiikdogan (2024) Ankara’daki Tiirk
Cumhuriyetleri bityiikelgiliklerinin Facebook hesaplari {izerine yapilan arastirmada benzer bulgulara
ulagsmustir. Ciinkii bu {ilkelere ait biiyiikelgiliklerin sosyal medyada aktif olmalarma ragmen
kullanicilarla iletisimin biiyiik 6lgiide tek yonli kaldig1 goriilmiistiir. Ayrica biiyiikelgilikler arasinda
paylasim yogunlugu ve igerik 6zellikleri bakimindan farkliliklar oldugu goriilmistiir. Dolayisiyla,
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yukaridaki ¢calismalara gére Tiirkiye’nin dijital diplomasi faaliyetlerinde sosyal medya kullaniminin
yayginlastigi, ancak etkilesimin, yerel dil kullamiminin, 6zgilin igerik iiretiminin ve iki yonlii
iletisimin sinirlt oldugu sdylenebilir.

Uluslararas1 ¢alismalarda da biiyiikelgiliklerin ve diplomatik temsilcilerin sosyal medya
kullanimlar1 farkli yontemler ve drneklemler {izerinden incelenmistir. Ornegin, Sobel vd. (2016),
farkli tilkelerde bulunan sekiz ABD biiyiikelgiligine ait X hesaplarini nicel igerik analizi yontemiyle
degerlendirmistir. Buna gore, biiyiikelciliklerin X platformunu agirlikli olarak bilgilendirme
amactyla kullandiklar1 ve kullanicilarla dogrudan etkilesim ile diyalogun sinirlt kaldigi goriilmiistiir.
Ayrica biiyiikelgiliklerin iletisim tarz1 ve etkilesim diizeylerinde de iilkelere gore farkliliklar oldugu
belirlenmistir. Farkli bir bakis a¢isiyla, Khan vd. (2021), Almanya’nin Pakistan’daki eski biiyiikel¢isi
Martin Kobler’in X kullanimini inceleyerek kamu etkilesimini hangi unsurlarin daha ¢ok artirdigini
aragtirmigtir. Aragtirmanin sonuglarina gore kisisel paylasimlardaki olumlu dil kullanima, takipgilere
soru yoOneltilmesi, gorseller ve kiiltlirel icerikler etkilesimi artiran unsurlar olarak 6ne ¢ikmuistir.

Shahin ve Huang (2024) ise Amerika Birlesik Devletleri’nin Birlesik Krallik, Hindistan ve
Cin’deki diplomatik misyonlarinin X aglarmi karsilagtirmali olarak incelemislerdir. Arastirma
bulgulari, diplomatik aktorlerin farkli tilkelerde farkli tiirde aglar kurduklarini ve iilkeler arasindaki
iligkilerin niteligi ile cevrimigi aglarin yapilari arasinda 6nemli baglantilar oldugunu géstermektedir.
Son olarak, Anwar vd. (2025), icerik analizi ve ¢evrim i¢i anket yontemlerini birlikte kullanarak
Pakistan’daki uluslararasi biiyiikelgilikler ile Pakistan’in yurt digindaki biylkelgiliklerinin X
kullanimlarimi karsilagtirmali olarak incelemistir. Bu dogrultuda, ikincil veri arastirmasi ve ¢evrimigi
anket yontemi kullanarak elde ettigi verileri icerik analiziyle degerlendirmistir. Bulgulara gore,
biiyilikelgiliklerin icerik stratejilerinin, paylasim yogunlugu ve etkilesim diizeyi agisindan farklilastigi
goriilmiistiir. Ornegin, Pakistan’a ait biiyiikelciliklerin daha fazla paylasim yaptigi, etiket
kullaniminin ve dijital goriiniirliigliniin daha yiiksek oldugu belirlenmistir.

Uluslararas1 ¢aligmalar, dijital diplomasi ve sosyal medya kullanimi arasindaki iligkiler
iizerinden bilgi aktarimu, etkilesim, kisisellestirme, duygusal ton, ag yapilar1 ve igerik stratejileri gibi
farkli boyutlar1 incelemislerdir. Ancak, uluslararasi ¢aligmalarin 6nemli bir boliimiiniin Batil
iilkelerin diplomatik uygulamalarina veya uluslararasi diizeyde devletleraras1 dijital iletisime
odaklandig1 goriilmektedir. Tiirkiye lizerine yapilan arastirmalar 6nemli bulgular sunulmasina
ragmen, literatiirde Tiirkiye nin Orta Asya ve Gliney Kafkasya’daki biiyiikelgiliklerini ayni iletisim
stratejileri gercevesinde ve karsilastirmali olarak inceleyen calismalar oldukga sinirlidir. Ayrica
mevcut aragtirmalarin 6dnemli bir kismi iletisim stratejilerini ayr1 ayr1 degerlendirmektedir. Buna
karsin, farkli iletisim stratejileri arasindaki iligkileri istatistiksel olarak inceleyen ¢aligmalar daha
sinirli diizeydedir. Bu durum, hem bolgesel odak hem de analiz yontemi agisindan yeni arastirmalara
ihtiyag¢ oldugunu gostermektedir.

Orta Asya ve Giiney Katkasya bolgeleri, Tiirkiye'nin dijital diplomasi faaliyetlerinin
incelenmesi acisindan énemli alanlardir. Bu iki alt bolge siyasi ve cografi agidan birbirinden farkli
olsalar da Tiirkiye’nin bdlge iilkeleriyle tarihsel, kiiltiirel ve dis politika iligkileri nedeniyle birlikte
degerlendirilmektedir (Ertiirk, 2012; T.C. Ticaret Bakanligi, t.y.). Bu nedenle, arastirma kapsamina
bes Orta Asya iilkesi olan Kazakistan, Kirgizistan, Tacikistan, Ozbekistan ve Tiirkmenistan ile iki
Giiney Kafkasya lilkesi olan Azerbaycan ve Giircistan alinmistir. Cilinkii Tiirkiye nin bolgeyle siyasi,
ekonomik ve Kkiiltiirel iligkilerini gelistirmeye yonelik politikalart dikkate alindiginda,
biiyiikelciliklerin sosyal medya iletisim stratejilerinin incelenmesi Tiirkiye’nin bdlgesel dijital
diplomasi uygulamalarinin anlagilmasi agisindan 6nem arz etmektedir. Bu dogrultuda arastirmanin
amaci, Tirkiye’nin bu iki bolgede faaliyet gosteren biiyiikelgiliklerinin X hesaplarinda kullandiklar
iletisim stratejilerinin diizeylerini belirlemek, bu stratejilerin biiyiikelciliklere gore farklilagip
farklilagsmadigini incelemek ve iletisim stratejileri arasindaki iligkileri ortaya koymaktir. Boylece,
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Tiirkiye’nin bolgedeki biiyiikelciliklerinin X platformunda dijital diplomasiyi hangi iletisim
stratejileri tizerinden yiriittiikkleri karsilagtirmali olarak degerlendirilmistir.

Arastirmanin temel katkisi, Tiirkiye’nin Orta Asya ve Giliney Kafkasya bolgelerindeki dijital
diplomasi faaliyetlerinin biiyiikelcilik diizeyinde, Straufl vd. (2015) tarafindan belirlenen iletisim
stratejileri lizerinden karsilastirmali olarak incelenmesidir. Ciinkii Tiirkiye’ye yonelik yapilan
mevcut caligmalar devlet kurumlari, bireysel diplomatlar veya farkli sosyal medya platformlarina
odaklanirken, bu arastirma Orta Asya ve Giliney Kafkasya’daki yedi biiyiikel¢iligin X hesaplarini
ayni iletisim stratejileri kapsaminda degerlendirmektedir. Ayrica, iletisim stratejileri hem kullanim
diizeyleri hem de biyiikelgilikler arasindaki farkliliklar ve stratejilerin birbirleriyle iligkileri
acisindan degerlendirilmistir. Dolayisiyla, bu arastirma Tiirkiye’nin dijital diplomasi literatiiriine
bolgesel ve karsilagtirmali ampirik bulgular sunarken diplomatik sosyal medya iletisim stratejilerinin
degerlendirilmesine yonelik uygulamaya doniik ¢ikarimlar sunmay1 amaglamaktadir.

Teorik ve Kavramsal Cerceve

Uluslararasi iligkilerde, devletlerin diger aktorler iizerindeki etkilerini hem askerl ve
ekonomik gii¢ araglar1 hem de kiiltiir, degerler, iilke imaj1 ve dis politikanin mesruiyeti gibi maddi
olmayan unsurlar belirlemektedir. Joseph Nye bu yeni yaklasimi “yumusak gii¢” kavrami ile
aciklamaktadir. Ona gore, yumusak gii¢ bir iilkenin diger aktorlerin tercihlerini kendi hedefleriyle
uyumlu bigimde sekillendirebilme kapasitesidir (Nye, 1990, s. 168). Yumusak gii¢ dogrultusunda
devletler i¢in temel unsur zorlama veya ekonomik tesvik yerine ¢ekiciliktir. Boylece devletler, askeri
veya ekonomik araglara bagvurmaya gerek duymadan da diger aktorlerin tercihlerini etkileyebilirler
(Nye, 2004, s. 7). Yumusak giiciin temel kaynaklar kiiltiir, siyasi degerler ve dis politika araclaridir
(Nye, 2004, s. 11-14). Ornegin, kiiltiiriin diger toplumlar agisindan cekici olmasi, devletin siyasi
degerlerini i¢ ve dis politikada etkili bir sekilde uygulamasi ve dis politikanin mesru olarak
algilanmas1 gibi ozellikler ilgili devletin yumusak giiciinii artirabilmektedir. Ancak, devletin
sOylemleri ile uygulamalar1 arasinda tutarsizlik bulunursa, llkenin gilivenilirligi ve gekiciligi
azalabilir. Bu nedenle, yumusak gii¢ sadece bir devletin sahip oldugu kiiltiirel veya siyasi kaynaklarla
degil, bu kaynaklarin yabanci kamuoylar1 tarafindan nasil algilandigiyla da ilgilidir.

Yumusak giiclin dis politika alanindaki temel uygulama araclarindan biri “kamu
diplomasisi”dir. Kamu diplomasisi, hiikiimetlerarasi geleneksel diplomatik iliskilerden farkl: olarak
yabanci kamuoylarini ve toplumlari iletisim araglari araciligryla etkilemesi anlamina gelmektedir.
Modern kullaniminin 1965 yilinda Edmund Gullion ile basladig1 bilinen bu kavram; devletlerin, 6zel
sektoriin ve bireylerin yabanci toplumlarin goriis ve tutumlarini etkileyen iletisim faaliyetleri ve bir
dis politika alan1 olarak tanimlanabilir (Cull, 2008a, s. 19; Nye, 2008, s. 95).

Giiniimiizde bilgi ve iletisim teknolojilerinin gelismesiyle birlikte, kamu diplomasisinin
aktorleri ve iletisim sekilleri de degismistir. Ciinkii, geleneksel kamu diplomasisinde yabanci
kamuoylarina yonelik tek yonlii bilgi aktarimi mevcutken, artik internet ve sosyal medya araglari
sayesinde iki yonlii etkilesim ve karsihkli iletisim ortaya cikmustir. Ozellikle, “Yeni Kamu
Diplomasisi” yaklasiminda devlet kurumlarinin yaninda sivil toplum kuruluslarinin (STK’larin), 6zel
sektor kuruluslarinin, sade vatandaglarin ve uzmanlarin da iletisim siireclerine katilmalari tesvik
edilmektedir. Bu yeni anlayisa gore, bu aktorler arasinda uzun vadeli iligkiler kurulmasi, karsilikli
fikir paylagiminin gergeklesmesi ve hedef kitlelerle daha kisisellestirilmis iletigsim yapilmasi konulari
o6nem kazanmistir (Cull, 2008b; Zaharna, 2007; Ayhan, 2018). Bu doniisiimde, artik sadece tek yonlii
mesaj iletmek yetersiz kaldigi i¢in hedef kitleyi “dinlemek” ve “geri bildirim” kamu diplomasisinin
onemli unsurlari haline gelmistir (Cull, 2008b). Ciinkii, bu sayede yabanci kamuoylarinin tutum, algi
ve beklentileri hakkinda bilgi toplanabilecegi icin daha etkili iletisim stratejileri gelistirilebilir.
Dolayisiyla, dijital iletisim araglarinin gelismesi sonucunda meydana gelen bilgi miktarindaki hizli
arti, kamu diplomasisinde giivenilirlik ve karsilikli iletisim konularmi 6ne ¢ikarmistir. Bu
dogrultuda, Nye’ nin (2008, s. 99-100) “bolluk paradoksu” (paradox of plenty) yaklasimina gore bilgi
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fazlaligimin bulundugu bir ortamda yalnizca bilgiye erismek yetersiz kalabilir. Buna ek olarak;
bilginin dogrulugu, giivenilirligi ve kaynagin itibar1 gibi konular g6z 6niine alinmalidir. Dolayisiyla,
dijital cagda kamu diplomasisi hem goriiniirliik hem de seffaflik, giivenilirlik ve hedef kitlelerle
stirdiiriilebilir karsilikli iliskilerin ve etkilesimlerin gelistirilmesini gerektirmektedir.

Kamu diplomasisindeki bu doniigiim, “dijital diplomasi” kavraminin ortaya ¢ikmasina neden
olmustur. Bu kavram, kamu diplomasisinin temel amaglarinin sosyal medya platformlari, ¢evrim igi
aglar ve diger dijital iletisim teknolojileri araciligryla gerceklestirilmesine neden olan bir doniisiim
olarak tanimlanabilir. Bu siirecte hem kullanilan iletisim araglar1 degismis hem de diplomatik
iletisimin aktor yapist ve iletisim mantig1 doniismiistiir (Manor, 2016; Bjola, 2017). Ciinkii yeni
teknolojiler sayesinde gelisen dijital ortamlarda sadece devlet kurumlar1 degil, bireyler, STK’lar ve
6zel sektor kuruluslar: gibi devlet dis1 aktorler de diplomatik iletisim siireclerine katilabilmektedir.

Kamu kurumlarinda doniigiimii  zorunlu kilan dijitallesme, iilkelerin diplomatik
temsilciliklerini de dogal olarak degistirmistir. Holmes’a (2015, s. 21) gore dijitallesme ve diinyada
meydana gelen doniisiimler sonucunda diplomatlar ve biiyiikelgilikler dijital teknolojileri daha ¢ok
benimsemeye baslamistir. Bu sayede, dijital diplomasi dncelikle geleneksel diplomatik faaliyetlerin
dijital platformlara aktarilmasina neden olmustur. Daha sonra, bu doniisiim daha fazla seffafligi, yeni
iletisim becerilerini ve kiiresel ¢evrim i¢i kamuoyuyla siirekli etkilesim kurulmasini gerekli kilmistir
(Manor, 2016; Manor, 2019). Sosyal medyanin bu doniistimdeki rolii cok biiyiiktiir. Ciinkii sosyal
medya platformlari, tek yonlii geleneksel yontemlerden farkli olarak diplomatik aktorlerin hedef
kitlelere dogrudan ulasmalarina firsat vermektedir. Boylece diplomatik aktdrler mesajlarinin
iceriklerini etkilesime firsat verecek sekilde gelistirmekte, diinyada meydana gelen ani gelismelere
daha hizli bir sekilde tepki verebilmekte ve kullanicilarla aracisiz bir sekilde karsilikli olarak iletigim
kurabilmektedirler. Ozellikle, sosyal medya platformlari bilgi paylasimmin hizli ve diisiik maliyetli
bicimde gergeklestirilmesini sagladigi icin bu platformlar her gegen giin daha fazla insan ve aktor
tarafindan kullanilmaktadir (Gainous & Wagner, 2014). Ancak, cevrimi¢i kamuoyunun hizli
degisimi, kullanicilarin diplomatik mesajlar1 farkli yorumlayabilmesi, dezenformasyon, bilgi kirliligi
ve olumsuz paylasimlarin hizli bir sekilde yayilmasi gibi olumsuz kosullar dijital diplomasi agisindan
zorluklara neden olmaktadir (Manor, 2016; Manor & Bjola, 2020). Dolayisiyla, dijital diplomasi
diplomatik temsilcilikler agisindan bilgi paylasimina ek olarak ani olusan krizlere hizl tepki vermek,
yanlis bilgileri diizeltmek, uluslararasi kamuoyu agisindan giiven olusturmak ve farkli bakis agilar
arasinda denge kurmak gibi 6nemli siiregleri igermektedir. Ornegin, Su ve Xu’ya (2015) gére her
gilin milyonlarca paylagimin yapildigi X platformu iizerinden gergeklestirilen diplomatik iletisim
aktoriin niteligine gore farkl sekillerde siniflandirilabilir. Bu dogrultuda, “twiplomasi” uygulamalari
resmi diplomatik kurumlar, uluslararasi orgiitler ve bireysel diplomatik aktorler tarafindan yiiriitiilen
iletisim cesitleri olarak ii¢ kategoriye ayrilmaktadir. Disisleri bakanliklarinin ve biiyiikelgiliklerin
kurumsal hesaplan birinci kategoride yer aldigi i¢in bu kurumlara ait resmi X hesaplari, devleti
dogrudan temsil eden kurumsal twiplomasi uygulamalar1 olarak diisiiniilebilir.

Diplomatik aktorlerin sosyal medyada farkli aktorlerle etkilesimde bulunmasi, dijital
platformlarin iletisim kapasitesinden etkili bi¢imde yararlanildigin1 géstermektedir. Dolayisiyla,
sosyal medya temelli diplomasinin degerlendirilmesinde diplomatik aktorlerin hangi “dijital
diplomasi iletisim stratejileri”ni kullandiklarinin arastirilmasi 6nem tasimaktadir. Bu kapsamda,
Straul} vd. (2015), sosyal medya temelli diplomasi i¢in alt1 iletisim stratejisi belirlemistir: etkilesimli
iletisim (interactive communication), kisisellestirilmis iletisim (personalized communication),
olumlu duygusal ton kullanimi (use of positive sentiment), ilgili bilginin aktarilmasi (communicating
relevant information), seffaflik (being transparent) ve genis bir paydas ag1 igerisinde iletisim kurma
(communicating within a broad network of stakeholders).

“Etkilesimli iletigim” stratejisi, kullanicilarla karsilikli iletigim kurulmasi ve geri bildirim
mekanizmalarinin kullanilmasi anlamina gelmektedir. Bu yaklasima gore, etkilesim sadece basit bir
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tepki mekanizmasi olarak degil, birbirini takip eden mesajlardan olusan karsilikl bir iletisim siireci
olarak tanimlanabilir. Sosyal medyada meydana gelen etkilesim de kullanicilarin hem igeriklere tepki
vermesini hem de iletisim siirecine aktif bicimde katilmasini icermektedir. Benzer bir sekilde, Ferber
vd. (2007), etkilesimi tek yonlii, iki yonlii ve {i¢ yonlil iletisim seklinde siniflandirmaktadir. Tek
yonlii iletisim esas olarak bilgi aktarimina, iki yonlii iletisim ise aktor ile hedef kitle arasinda mesaj
aligverisine dayanmaktadir. Diger taraftan, li¢ yonlii iletisimde kullanicilar yalnizca iletisimi baglatan
aktorle degil, birbirleriyle de iletisim kurabilmekte ve igerigin yayilmasina katki
saglayabilmektedirler. Ciinkii, sosyal medya platformlarinin sundugu yorum, mesaj, etiketleme
(hashtag) ve yeniden paylagim (retweet) gibi araglar bu etkilesimi gliglendirmektedir (Auter & Fine,
2018; Amankwah & Mbatha, 2021). Bunlara ek olarak, etkilesimli iletisim diplomatik aktorlerin
hedef kitlelerle iliski kurabilmesini sagladig i¢in sosyal medyadaki etkilesim kamu kurumlar ile
diger aktorler arasindaki iliskilerin niteligini de ¢ok yonlii bir hale donistiirmektedir (Saffer vd.,
2013). Bu kapsamda, “Sosyal Bulunusluk Teorisi” de ¢evrimici meydana gelen etkilesimli iletigimi
kisilerarasi iletisimi giiclendiren ve kullanicilara siyasal veya diplomatik aktorle dogrudan temas
kurabilme imkani1 saglayan bir olgu olarak tanimlamaktadir (Kruikemeier vd., 2013).

“Kigisellestirilmis iletisim” stratejisi, kurumsal ve resmi iletisimin daha bireysel, insani ve
hedef kitleye daha yakin bir sekilde yerine getirilmesidir. Kisisellestirme kavrami, kamusal dikkatin
kurum ve orgiitler yerine bireysel aktorlerin 6zelliklerine ve yasamlarina dogru yonelmesini ifade
etmektedir (Van Santen & Van Zoonen, 2010; Adam & Maier, 2010; Rahat & Sheafer, 2007). Sosyal
medya, bu iletisim bigiminin uygulanmasini kolaylastirdig: i¢cin kamusal aktorlerle diger kullanicilar
arasinda daha dogrudan iliskiler kurulmasimni saglamaktadir. Diplomatik iletisim acisindan
kisisellestirme yalnizca diplomatlarin 6zel yasamlarmin goriiniir hale getirilmesi anlamina
gelmemektedir. Ciinkii, biiyiikelgilikler daha samimi bir iletisim dili kullanarak, giindelik diplomatik
faaliyetleri paylasarak, giincel konularla ilgili hikdye anlatimina bagvurarak ve toplum, ortak tarih,
kiiltiirel degisim programlar1 veya ikili iligkiler gibi hedef kitleye yakin konulara referans vererek
kurumsal iletisimi kisisellestirebilirler. Bu biiyiikelgilikler, siradan insanlarin goriis ve deneyimlerini
yansitan igerikler paylasarak da bu kisisellestirilmis iletisim seklini gelistirebilirler (Spry, 2018).
Boylece diplomatik aktorler kurumsal kimliklerini korurken hedef kitlelerle daha yakin ve kisisel
iligkiler gelistirebilirler (Strauf} vd., 2015).

“Olumlu duygusal ton kullanim1” stratejisi, sosyal medya mesajlarinda olumlu duygularin
ve ifadelerin yansitilmasi anlamina gelmektedir. Cilinkii yapilan arastirmalarda duygusal igeriklerin
kullanicilarin dikkatini daha fazla cekebildigi ve etkilesim diizeyini artirabildigi gorilmiistiir
(Stieglitz & Dang-Xuan, 2013; Bronstein vd., 2018). Diger taraftan, duygusal igerikler sosyal aglarda
nétr igeriklere gére daha yiiksek yayilma potansiyeline sahiptir. Ozellikle olumlu igerikler daha stk
yayilabilmekte ve hedefkitle tarafindan daha olumlu karsilanabilmektedir (Berger & Milkman, 2012,
s. 199). Benzer bir sekilde, “Duygulanimsal Zeka Teorisi”ne gore (Affective Intelligence Theory)
cosku, iyimserlik ve giliven gibi olumlu duygular siyasal katilimi destekleyebilmekte ve hedef
kitlenin iletisime yonelik ilgisinin siirdiiriilmesine katki saglayabilmektedir (Marcus vd., 2000).
Dolayisiyla, olumlu duygusal ton diplomatik iletisimde hedef kitleyle psikolojik yakinligin
kurulmasini ve iilke imajinin olumlu yonde desteklenmesini saglayan bir strateji olarak kullanilabilir.

“Ilgili bilginin aktarilmas1” stratejisi, paylagilan bilginin hedef kitle agisindan anlamli, tam
zamaninda ve islevsel olmasi olarak tanimlanabilir. Bilindigi gibi, sosyal medya bilginin {iretilmesi,
yayilmasi ve tiiketilmesi agisindan merkezi bir iletisim araci haline gelmistir (Westerman vd., 2014,
s. 171). Ciinkdi, dijital iletisimin etkinligi bilgiyi hizl1 bigimde aktarma, igerigi giincelleme ve olaylara
iligkin gercek zamanli igcerik paylasma kapasitesini ortaya ¢ikarmistir (Segura Cuenca ve Erades
Pérez, 2025, s. 379). Ancak bilginin hizli aktarilmasi tek basina yeterli olmadig1 igin paylasilan
icerigin hedef kitlenin ilgi alanlari, beklentileri ve ihtiyaglariyla da uyumlu olmasi 6nem arz
etmektedir. Bu nedenle, sosyal medyada gerceklestirilen iletisimde farkli paydas gruplarmin
ozelliklerinin dikkate alinmasi ve mesajlarin bu gruplarin ilgi alanlarma gore sekillendirilmesi
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gerekmektedir (Waters vd., 2009; Baxter & Marcella, 2012). Bu kapsamda, biiyiikelgilikler
diizeyinde de Kkiiltiirel, siyasi ve toplumsal olarak hedef kitle igin anlam tasiyan bilgilerin
paylasilmasi, diplomatik iletisimin hedef kitleyle iliskisini daha fazla giiclendirebilir (Strau3 vd.,
2015).

“Seffaflik” stratejisi, diplomatik aktorlerin faaliyetleri, politikalar1 ve iletisim siirecleri
hakkinda agik ve erisilebilir bilgi sunmasi anlamina gelmektedir. Bu dogrultuda, sosyal medya
platformlar1 agik bilgi paylasimi, devlet kurumlarinin giivenilir ve hesap verebilir olarak
algilanmasina katki saglayabilir (Waters vd., 2009; Searson & Johnson, 2010; Hong, 2013). Ciinkii,
seffaf iletisim saglandig: takdirde hedef kitle ilgili kamu kurumlarinin amaclari, faaliyetleri ve
iletisim siire¢leri hakkinda yeterli bilgiye sahip olabilir (Aharony, 2012). Bunun i¢in, sosyal medyada
dogrulanmis kurumsal hesaplarin kullanilmasi, resmi internet sitelerine baglanti verilmesi ve
diplomatik faaliyetlerle ilgili diizenli bilgi paylasilmas1 seffafligi destekleyen uygulamalardir
(Waters & Williams, 2011). Ancak, bilgi akisinin diizensizligi ve dezenformasyonun yayginlig: gibi
nedenler yiiziinden dijital ortamlarda agik, tutarli ve erisilebilir iletisim zorluklarla
karsilasabilmektedir. Bu yiizden, agik ve erisilebilir iletisim yiiriiten kurumlarin daha giivenilir
algilanabildigi sdylenebilir (Al-Omoush vd., 2023).

“Genis bir paydas ag1 icerisinde iletisim kurma” stratejisi, diplomatik aktorlerin sosyal
medya iizerinden farkli aktdrlerle baglanti kurmasi ve iletisim aglarini genisletmesi anlamina
gelmektedir. StrauBl vd. (2015), sosyal medyanin biiylikelgiliklere hem bilgi paylagsma hem de farkli
paydaslarla iletisim aglar1 olusturma firsatlar1 sundugunu belirtmektedir. Dolayisiyla, bu strateji
diplomatik aktdrlerin sinirh bir aktor grubuyla iletisim kurmak yerine daha genis ve ¢esitli bir paydas
agina ulasilmasma Onem vermektedir. Bu nedenle, ilk bes iletisim stratejisinden farkli olarak
paylasimlarin igerik analiziyle degil, biiytikelgiliklerin ¢evrim i¢i baglantilarinin sosyal ag analiziyle
incelenmesini gerektirmektedir (Straul3 vd., 2015). Diger bir ifadeyle, bu stratejiyi analiz edebilmek
icin diplomatik aktdrlerin ¢evrimici ag yapilarinin ayri1 bir sosyal ag analiziyle incelenmesi
gerekmektedir. Bu kapsamda, bu aragtirmanin analitik g¢ercevesinde sadece ilk bes strateji
incelenmektedir.

Sonug olarak, yukaridaki alt1 iletisim stratejisi birlikte degerlendirildiginde, sosyal medya
temelli dijital diplomasinin sadece icerik yayimlamaya dayali bir faaliyet olmadig1 goriilmektedir.
Ciinkii, etkilesimli iletisim karsilikli iletisimi, kisisellestirilmis iletisim hedef kitleyle yakinlik
kurulmasini, olumlu duygusal ton mesajin duygusal niteligini, ilgili bilginin aktarilmasi igerigin
hedef kitle agisindan degerini, seffaflik iletisimin agikligini ve giivenilirligini ve genis bir paydas ag1
igerisinde iletisim kurma ise iletisim aglarinin geniglemesini gerektirmektedir. Bu nedenle, s6z
konusu stratejiler, biiyiikelgiliklerin X platformundaki dijital diplomasi faaliyetlerinin farkli
iletisimsel boyutlar iizerinden degerlendirilmesinde 6nem arz etmektedir.

Tiirkiye’nin Dijital Diplomasisi ve Bolgesel Baglam

Tiirkiye’de dijital diplomasi uygulamalari, devlet kurumlarinin dijital iletisim araclarini dig
politika ve kamu diplomasisi siireclerinde daha aktif bicimde kullanmasiyla 2000°li yillarin
sonlarindan itibaren daha ¢ok 6n plana ¢ikmistir. Mesela, Disisleri Bakanligi 2009 yilindan itibaren
X platformunu kullanmaya baslamis ve daha sonraki donemde de farkli dijital platformlardaki
faaliyetlerini artirmistir (Arpacioglu, 2021, s. 766; Calis Kurtgu, 2024). Bu dogrultuda, Tiirkiye nin
sosyal medya platformlar1 lizerinden yiiriittiigi dijital diplomasi uygulamalari, iilkenin kamu
diplomasisini ve uluslararast olumlu imajim gelistirmektedir. Ciinkii, {ilkenin dijital diplomasi
faaliyetleri hem dis politika mesajlarinin yayildig: bir iletisim aract hem de diger lilke kamuoyuyla
etkilesim, stratejik iletisim, uluslararasi imaj yonetimi ve dijital ortamda giivenilirligin korunmasi
acisindan &nem arz etmektedir (Goksu, 2023; Giileg Aras, 2024). Ornegin, son yillarda Tiirk
Devletleri Teskilati lizerinden gergeklestirilen kamusal diplomasi faaliyetleri Tiirkiye’nin bdlgesel
etkinligini gelistiren 6nemli bir dis politika alan1 haline gelmistir (Demir, 2025).

www.turkishstudies.net/economy



3552 Elizaveta Pimenova-Emrah Ayhan -Ibrahim Irdem

Orta Asya ve Giiney Kafkasya, Tiirkiye’nin tarihsel, kiiltiirel ve dis politika iligkilerinin
bulundugu iki farkli ancak birbiriyle baglantili bdlgedir. Oncelikle, Tiirkiye'nin Kazakistan,
Kirgizistan, Ozbekistan ve Tiirkmenistan ile iliskilerinde etkili olan dilsel ve kiiltiirel yakinlik, ortak
gelenekler ve tarihsel hafiza bu tilkeleri birbirine yaklastirmaktadir (Serinkan & Giiney, 2019, s. 10-
12). Diger taraftan, benzer tarihsel ve kiiltiirel baglar Tirkiye’nin Kafkasya iilkeleriyle olan
iligkilerinde de (6zellikle Azerbaycan ve Giircistan) goriilmektedir. Bunlara ek olarak, her iki bolge
de tarihsel olarak Dogu ile Bati arasindaki ekonomik, kiiltiirel ve diplomatik etkilesimin énemli
alanlaridan biri olan Biiyiik ipek Yolu cografyasinin iizerinde yer aldig icin Tiirkiye’nin daha genis
Avrasya politikasi1 kapsaminda yer almaktadir.

Sovyetler Birligi’nin dagilmasinin ardindan Tiirkiye’nin Orta Asya iilkeleriyle iliskilerinin
gelistirilmesi amaciyla farkli is birligi mekanizmalari gelistirilmistir. 1992 yilinda baglayan Tiirk dili
konusan devletler arasindaki zirve siireci ile ayni yil kurulan TIKA bu mekanizmalar agisindan
onemlidir. Ornegin, TIKA giiniimiizde bélge iilkelerinde egitim, saglik, ulastirma ve altyap: gibi
alanlarda ¢esitli projeler yiiriitmektedir. Benzer bir sekilde, ilgili bolgelerdeki kiiltiirel is birligini
artirmak i¢in 1993 yilinda kurulan TURKSOY gibi yapilar ortaya ¢ikmustir (Serinkan & Giiney,
2019; TiKA, t.y.). Daha sonra, bu isbirlikleri Tiirk Devletleri Teskilat:1 kapsaminda daha kurumsal
bir hale doniismiistiir. Bu teskilat; siyaset, ekonomi, ulastirma, kiiltiir, egitim ve dijital doniisiim gibi
farkli alanlarda is birligini koordine etmektedir. Son yillarda; dijitallesme, inovasyon ve yapay zeka
gibi konularin da bu is birligi giindemine dahil olmasi, bolgesel iliskilerde dijital doniisiimiin artan
onemini gostermektedir (OTS, 2026). Diger taraftan, Tiirkiye nin Giiney Kafkasya’daki iligkileri ise
ozellikle Azerbaycan ve Giircistan ile gelistirilen siyasi, ekonomik ve stratejik is birlikleri {izerinden
yiiriitilmektedir. Tiirkiye, Azerbaycan ve Giircistan arasindaki iiclii is birligi; enerji, ulastirma ve
giivenlik gibi alanlarda yiiriitilmektedir. Mesela, Bakii-Tiflis-Ceyhan petrol boru hatti, TANAP ve
Bakii-Tiflis-Kars demiryolu bu bélgesel is birliginin 6nemli 6rneklerindendir (Kostem, 2019, s. 117-
119).

Orta Asya ve Giiney Kafkasya ile kurulan bu tarihsel, kiiltiirel ve kurumsal iliskiler,
Tiirkiye’nin bu bolgelere yonelik dijital diplomasi faaliyetlerini sekillendirmektedir. Bu bolgeler,
siyasi ve cografi agidan farkl olsalar da, Tiirkiye’nin dis politikasinda ortak tarihsel-kiiltiirel baglar
ve bolgesel iligkiler 6ne ¢ikarilmaktadir. Bu nedenle, Azerbaycan, Giircistan, Kazakistan,
Kirgizistan, Tacikistan, Ozbekistan ve Tiirkmenistan’daki biiyiikelgiliklerin X platformu iizerinden
gerceklestirdikleri stratejilerin  incelenmesi Tiirkiye’nin bu iilkelerdeki dijital diplomasi
uygulamalarinin farkli {ilkeler baglamlarinda nasil sekillendigini ortaya koymaktadir.

Metodoloji

Tiirkiye’nin Orta Asya ve Giiney Kafkasya’daki biiyiikelgiliklerinin X platformu tizerinden
yiriittiikleri dijital diplomasi faaliyetlerinin, Straufl vd. (2015) tarafindan belirlenen alt1 iletisim
stratejisinden igerik analiziyle degerlendirilebilen bes strateji agisindan incelenmesi amaciyla
betimleyici nicel icerik analizi yontemi kullanilmistir. Bu yontem, iletisim igeriklerinin belli
kategoriler dogrultusunda sistematik, nesnel ve tekrarlanabilir bicimde siniflandirilmasi ve elde
edilen verilerin nicel olarak degerlendirilmesi anlamina gelmektedir (Neuendorf, 2017). Ciinkii,
icerik analizi, metin ve diger iletisim materyallerinden sistematik ve gecerli ¢ikarimlar yapilmasini
saglamaktadir (Krippendorff, 2018). Bu nedenle, igerik analizi ydntemi sosyal medya
platformlarindaki paylasimlarin belirli iletisim &zellikleri ve stratejiler agisindan karsilastirmali
olarak degerlendirilmesini saglamaktadir. Arastirma betimleyici nitelikte oldugu i¢in herhangi bir
neden-sonug iliskisi veya bagimli ve bagimsiz degiskenler arasindaki nedensel etki test
edilmemektedir. Bunun yerine, biiyiikelgiliklerin X platformundaki paylasimlarinda kullandiklar
iletisim stratejilerinin kullanim diizeyleri belirlenmekte, bu diizeylerin biiyiikelgilikler arasinda
farklilagip farklilasmadigi incelenmektedir. Boylece, farkli biiyiikelgiliklerin ayni1 sosyal medya
platformunda uyguladiklari iletisim faaliyetlerinin karsilastirilmas1 hedeflenmistir.
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Arastirmanin temel sorusu “Tiirkiye’nin Orta Asya ve Giiney Kafkasya’daki biiytikelgilikleri
X platformunda dijital diplomasi faaliyetlerini hangi iletisim stratejileri aracilifiyla yiiriitmektedir?”
olarak belirlenmistir. Buna bagli olarak ii¢ alt soru daha belirlenmistir: “Biiytikel¢iliklerin diplomatik
X hesaplarinda en sik kullandiklari iletisim stratejileri nelerdir?”, “iletisim stratejilerinin kullanim
diizeyleri biiyiikelgiliklere gore anlamli bigcimde farklilasmakta midir?”, “X paylasimlarinda
kullanilan iletisim stratejileri arasinda anlamli iligkiler bulunmakta midir?”. Bu sorular
dogrultusunda toplam 10 hipotez olusturulmustur (Tablo 1). Ik bes hipotez iletisim stratejilerinin ve
duygusal tonun biiyiikel¢iliklere gore farklilagip farklilasmadigini; H6-H9 iletisim stratejileri
arasindaki iliskileri; H10 ise biiyiikelciliklerin X paylasimlarinda olumlu duygusal tonun diger
tonlara gore daha yiiksek oranda kullanilip kullanilmadigini incelemektedir. H1, H2, H4 ve HS
kapsaminda olusturulan iletisim stratejisi puanlarmin  biiytikelgiliklere gore farklilasip
farklilagsmadig1 Kruskal-Wallis H testiyle incelenmistir. H3, biiyiikelgilik ve duygusal ton olmak
iizere iki kategorik degisken arasindaki iliskiye dayandigi i¢in Ki-Kare Bagimsizlik Testi
kullanilmistir. H6-H9 kapsaminda iletisim stratejileri arasindaki iligkiler Spearman sira korelasyon
analiziyle incelenirken, H10 kapsaminda olumlu duygusal tonun diger tonlara gore daha yiiksek
oranda kullanildig1 yoniindeki beklenti, duygusal ton kategorilerinin genel dagilimi dikkate alinarak
degerlendirilmistir. Bu amagla Ki-Kare Uygunluk Testi uygulanmistir.

Tablo 1. Arastirma Hipotezleri ve Analiz Yontemleri
Hipotez Aciklama Analiz Yontemi
Biiytikelgiliklerin X paylasimlarinda etkilesimli iletisim stratejisinin kullanim

H1 diizeyi biiytikelgiliklere gore anlamli farklilik géstermektedir. Kruskal-Wallis H
Biiytiikelgiliklerin X paylasimlarinda kisisellestirilmis iletisim stratejisinin .
H2 kullanim diizeyi biiyiikelgiliklere gére anlamli farklilik géstermektedir. Kruskal-Wallis H
H3 Biiyiikelgiliklerin X paylasimlarindaki duygusal ton dagilimi biiyiikelgiliklere Ki-Kare
gore anlamli farklilik géstermektedir. Bagimsizlik Testi
Biiytikelgiliklerin X paylagimlarinda ilgili bilginin aktarilmasi stratejisinin .
H4 kullanim diizeyi biiyiikelgiliklere gére anlamli farklilik géstermektedir. Kruskal-Wallis H
Biyiikelgiliklerin X paylagimlarinda seffaflik stratejisinin kullanim diizeyi .
HS biiyiikelgiliklere gore anlamli farklilik gostermektedir. Kruskal-Wallis H
X paylagimlarinda etkilesimli iletisim ile kisisellestirilmis iletisim arasinda Spearman Sira
H6 e
anlaml bir iligki bulunmaktadir. Korelasyonu
H7 X paylagimlarinda etkilesimli iletisim ile seffaflik arasinda anlamli bir iliski Spearman Sira
bulunmaktadir. Korelasyonu
X paylagimlarinda kisisellestirilmis iletigim ile olumlu duygusal ton kullanimi Spearman Sira
HS8 o
arasinda anlamli bir iligki bulunmaktadir. Korelasyonu
X paylasimlarinda seffaflik ile ilgili bilginin aktarilmasi arasinda anlamli bir Spearman Sira
H9 . .°°
iliski bulunmaktadir. Korelasyonu
H10 Biyiikelgiliklerin X paylasimlarinda olumlu duygusal ton diger tonlara gére Ki-Kare Uygunluk
daha yiiksek oranda kullanilmaktadir. Testi

Kaynak: Yazarlar tarafindan olusturulmustur.

Icerik analizinde analiz birimi, degiskenlerin &lgiildiigii temel iletisim OZesidir
(Krippendorff, 2018). Bu dogrultuda, her X paylagimi bagimsiz bir analiz birimi olarak kabul
edilmistir. Daha sonra; paylagimin metni, gorsel ve video unsurlan ile sosyal medya etkilesim
ozellikleri kodlanarak degerlendirilmistir. Arastirmada su resmi biiyiikelgiliklerin X hesaplarindaki
paylasimlar incelenmistir: Tiirkiye Cumhuriyeti Astana Biiyiikelgiligi: @TCAstanaBE, Tiirkiye
Cumhuriyeti Bigkek Biiyiikel¢iligi: @TC_BiskekBE, Tiirkiye Cumhuriyeti Taskent Biiytikel¢iligi:
@TC TaskentBE, Tiirkiye Cumhuriyeti Dusanbe Biiyiikel¢iligi: @TC DusanbeBE, Tiirkiye
Cumbhuriyeti Agkabat Biiyiikelgiligi: @TC AskabatBE, Tiirkiye Cumhuriyeti Tiflis Biytlkelgiligi:
@TC _TiflisBE, Tiirkiye Cumhuriyeti Bakii Biiyiikelciligi: @TC BakuBE. Hesaplarin
belirlenmesinde 6lciit rnekleme yaklasimi kullanilmistir. Olgiit drneklemede arastirma problemine
uygun olarak onceden belirlenen belirli 6zellikleri tasiyan birimler arastirma kapsamina alinir
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(Baltaci, 2018). Bu kapsamda, Tiirkiye’nin incelenen yedi iilkedeki biiytikelciliklerine ait resmi ve
dogrulanmig X hesaplar se¢ilmistir.

Arastirmada veri toplama ydntemi olarak sosyal medya veri derleme yaklasimindan
yararlanilmistir (Batrinca & Treleaven, 2015). Veriler dogrudan X platformundaki resmi
biiyiikelcilik hesaplarindaki paylasimlardan elde edilmistir. Bu paylasimlardaki hem metinler hem
de gorseller, videolar, etiketleme (hashtag), bahsetme (mention), kullanicilara dogrudan hitap ve
diger etkilesim unsurlar1 da veri kaynagi olarak degerlendirilmistir. Arastirma igin veri toplama
islemi Mart-Nisan-Mayis 2026 doéneminde gerceklestirilmistir. Bu dogrultuda, aragtirma donemi
olarak Ocak-Subat-Mart 2025 aylar1 arasindaki paylagimlar se¢ilmistir. Bu donemin secilmesinde,
arastirma kapsamindaki iilkeler agisindan siyasi, ekonomik ve kiiltiirel diplomasi giindemlerinin ayn
zaman araliginda gozlemlenebilmesi etkili olmustur. Ornegin, 29 Ocak 2025 tarihinde Tiirkiye,
Azerbaycan ve Ozbekistan arasinda dis politika, ticaret, ulastirma ve baglantisallik konularinin ele
alindig1 Ikinci Uclii Mekanizma Toplantis1 gergeklestirilmistir (T.R. Ministry of Foreign Affairs,
2025). Mart 2025 doneminde ise Tiirk devletleri arasindaki is birligine ydnelik diplomatik
faaliyetlerin yam sira ortak kiiltlirel unsurlardan biri olan Nevruz’a iliskin faaliyetler de glindeme
gelmistir  (Organization of Turkic States, 2025). Bu nedenle Ocak-Mart 2025 doénemi,
biiyiikelciliklerin siyasi, ekonomik ve kiiltiirel iceriklere yonelik farkli iletisim pratiklerinin birlikte
gbzlemlenebilmesine imkan veren bir donem olarak degerlendirilmistir. Bu {i¢ aylik dénem, yedi
biiylikel¢iligin ayni zaman araligindaki iletisim pratiklerinin karsilastirilmasini ve veri setinin
arastirmanin zaman ve veri isleme sinirlar agisindan yonetilebilmesini saglamistir.

Ik olarak, veri toplama asamasinda biiyiikelgiliklere ait X hesaplarindaki toplam 493
paylasim iglenmistir. Ancak, baska hesaplar tarafindan olusturulan iceriklerin biiytlikelgilik hesaplari
tarafindan herhangi bir ek yorum yapilmaksizin yeniden yayimlandigi 131 yorumsuz yeniden
paylasim (retweet) iletisim stratejilerinin analizinden ¢ikarilmistir. Clinkii, s6z konusu igeriklerin
biiyiikelgiliklerin kendi dil kullanimlarini, konu tercihlerini, hitap bigimlerini ve diger 6zgiin iletisim
davraniglarini dogrudan yansitmadig diistiniilmiistiir. Bunun sonucunda, iletigim stratejilerine iligkin
nihai analizler 362 06zgiin paylasim {izerinden gerceklestirilmistir. Bu dagilima gore 6zgiin
paylasimlar toplanan 493 paylasimin %73,23’linii olustururken analizden ¢ikarilan yorumsuz
yeniden paylagimlar ise %26,77’sini olusturmaktadir. 362 paylagima ait i¢eriklerin kodlanmasinda
StrauB vd. (2015) tarafindan gelistirilen sosyal medya temelli diplomatik iletisim yaklagimi
kullanilmistir. Bunun i¢in, daha 6nce de belirtildigi gibi igerik analiziyle degerlendirilebilen ve
Straul vd.’nin (2015) belirledigi etkilesimli iletisim, kisisellestirilmis iletisim, olumlu duygusal ton
kullanimu, ilgili bilginin aktarilmasi ve seffaflik stratejileri incelenmistir. Fakat, genis bir paydas ag1
icerisinde iletisim kurma stratejisi ayr1 bir sosyal ag analizi gerektirdiginden arastirmadan
¢ikarilmustir.

Tablo 2. iletisim Stratejileri ve Kodlama Gostergeleri

Tletisim Stratejisi Kodlama Gostergeleri
Bahsetme (@), etiketleme (#), gorsel kullanimi, kullaniciya soru
Etkilesimli iletisim yoneltilmesi, yanit paylasimi, dogrudan cevap verilmesi, etkilesim ¢agrisi,
dogrudan hitap
K‘S‘si‘;'elt‘;g:z‘lm‘s “Biz” dili, “siz” dili, yerel dil kullanimi ve iilke liderlerine yonelik atif
Olumlu duygusal ton Olumlu, nétr veya olumsuz/sorun odakli duygusal ton
kullanim
Ilgili bilginin Giincel olaya referans, zaman duyarlilig1, mesajin odagi, tanitim igerigi ve
aktarilmasi baglant1 kullanimi1
Seffaflik Politika agiklamasi, veri paylasimi, resmi baglanti kullanimi ve resmi

dokiiman paylasimi
Kaynak: Yazarlar tarafindan olusturulmustur.

Turkish Studies — Economics, Finance, Politics 21(O1)


https://turkishstudies.net/economy-yonetim?modul=kullanici_profil&user_id=297397
https://turkishstudies.net/economy-yonetim?modul=kullanici_profil&user_id=297397

Digital Diplomacy and Communication Strategies: An Analysis of Tiirkiye’s... 3555

Bes iletisim stratejisi, Straul vd. (2015) tarafindan gelistirilen iletisim stratejileri
cercevesinde belirlenen gostergeler lizerinden degerlendirilmistir. Etkilesimli iletisim; bahsetme
(mention), etiketleme (hashtag), gorsel kullanim1i ve dogrudan etkilesim gostergeleri;
kisisellestirilmis iletisim ise “biz” ve “siz” dili, yerel dil kullanimi1 ve lider referanslar1 iizerinden
kodlanmistir. Olumlu duygusal ton kullanimi kapsaminda paylasimlar olumlu, ndtr ve olumsuz
olarak siiflandirilmistir. Ilgili bilginin aktarilmas: ve seffaflik stratejileri ise giincellik, zaman
duyarliligi, mesaj odagi, baglanti kullanimi ve kurumsal bilgi paylasimina ydnelik gostergeler
iizerinden degerlendirilmistir. Arastirmada kullanilan iletisim stratejileri, gostergeler ve kodlama
bicimleri Tablo 2’de gosterilmektedir.

Iletisim stratejilerine ait bu gdstergelerin kullanilmasi, farkli icerik 6zelliklerinin standart
bicimde kodlanmasini ve yedi farkli biiylikelciligin iletisim stratejilerinin ayni Olgiitler iizerinden
karsilastirilmasini saglamistir. StrauB3 vd. (2015) yaklagimi sayesinde asagida belirtilen kodlama
yapis1 soyut iletisim stratejileri paylasim diizeyinde gozlemlenebilir ve oOlgiilebilir degiskenlere
donistiiriilmiistir. Bu dogrultuda, etkilesimli iletisim, kisisellestirilmis iletisim, ilgili bilginin
aktarilmasi ve seffaflik stratejileri birden fazla gdstergeden olustugundan, her gosterge ikili bigimde
“0=Yok” ve “I=Var” olarak kodlanmigtir. Daha sonra ayni stratejiye ait gostergeler toplanarak her
paylasim i¢in ayr1 bir strateji puani hesaplanmigtir. Gostergeler esit agirlikli kabul edildigi i¢in ters
kodlama veya normallestirme uygulanmamaistir. Bu yontemde, gosterge sayilarina gore etkilesimli
iletisim puani 0-8, kisisellestirilmis iletisim puan1 0-4, ilgili bilginin aktarilmasi puani 0-5 ve seffaflik
puani 0-4 arasinda degerler almistir. Coklu gdstergelerin bir araya getirilerek boyut puanlarinin
olusturulmas1 sayesinde ilgili yapilar tek bir gosterge yerine biitlinciil bicimde degerlendirilebilir
(Hair vd., 2019). Diger taraftan, olumlu duygusal ton ise toplam puan seklinde degil, “olumlu”,
“notr” ve “olumsuz” olarak siniflandirildigi i¢in olumlu duygusal tonun hem genel dagilimi hem de
biiyiikelciliklere gore farklilasip farklilasmadigi istatistiksel olarak ayrica hesaplanmistir.

Kodlama sonucunda elde edilen veriler IBM SPSS Statistics programina islenmistir. Daha
sonra, ilk olarak veri setinin genel yapisini ve iletisim stratejilerine ait gostergelerin kullanim
diizeylerini belirlemek amaciyla frekans ve ylizde analizleri uygulanmistir. Ciinkii, frekans analizi,
kategorik verilerde belirli 6zelliklerin ne siklikta ortaya c¢iktigini gosterdigi icin igerik analizi
aragtirmalarinda temel betimleyici analiz olarak kullanilmaktadir (Field, 2018). Kodlama siireci iki
kodlayic1 tarafindan yiiriitiilmiistiir. Kodlamadan 6nce her iki kodlayiciya kodlama cetvelinin yapisi,
gostergelerin anlamlar1 ve gostergelerin paylagimlara nasil uygulanacagi konusunda egitim
verilmistir. Egitimin ardindan veri setinde yer alan 362 paylagimin tamamu iki kodlayici tarafindan
kodlanmistir. Kodlayicilarin bagimsiz kodlamalar1 karsilastirildiginda, kodlamalar arasinda %90
oraninda baglangic uyumu oldugu belirlenmistir. Farkli kodlanan paylasimlar daha sonra iki
kodlayici tarafindan birlikte yeniden degerlendirilmis, farkliliklarin nedenleri tartisilmis ve ilgili
paylasimlarin nihai kodlan iizerinde ortak karara varilmigtir. Bdylece istatistiksel analizlerde,
kodlayicilar arasinda goriis birligi saglandiktan sonra olusturulan nihai veri seti kullanilmistir.

Arastirmada olusturulan etkilesimli iletisim, kisisellestirilmis iletisim, ilgili bilginin
aktarilmas1 ve seffaflik puanlari, az sayida ikili gdstergenin toplamindan olusan ve smirli sayida
deger alabilen kesikli (discrete) degiskenlerdir. Bu nedenle arastirmada parametrik olmayan analiz
yontemleri kullamlmigtir. Biyiikelgiliklerin ilk dort strateji puami bakimindan farklilasip
farklilagsmadigini belirlemek amaciyla Kruskal-Wallis H testi uygulanmigtir. Kruskal-Wallis H testi,
¢ veya daha fazla bagimsiz grubun karsilastirlmasinda kullanilan parametrik olmayan bir
istatistiksel yontemdir (Laerd Statistics, 2018). Test sonucunda anlamli farklilik belirlenen
durumlarda, farkliligin hangi biiyiikelgilik ciftlerinden kaynaklandigini ortaya koymak amaciyla
Dunn-Bonferroni ¢oklu karsilastirma testi uygulanmistir. Biiyiikel¢ilik ile duygusal ton arasindaki
iligki ise iki kategorik degisken arasindaki iliskinin degerlendirilmesine uygun olan Ki-Kare
Bagimsizlik Testi ile incelenmistir (McHugh, 2013). Bu iligkinin biiyilikliigliniin belirlenmesinde
Cramer’s V katsayis1 kullanilmigtir.
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Iletisim stratejileri arasindaki iliskilerin yoniinii ve giiciinii belirlemek amaciyla Spearman
sira korelasyon analizi uygulanmigtir. Spearman korelasyonu, normal dagilim varsayiminin
karsilanmadig1 veya degiskenlerin sirali/kesikli yapida oldugu durumlarda kullanilabilen parametrik
olmayan bir korelasyon yontemidir (Akoglu, 2018; Schober vd., 2018). Bu kapsamda, etkilesimli
iletigim, kisisellestirilmis iletigim, ilgili bilginin aktarilmasi ve seffaflik stratejileri arasindaki iligkiler
degerlendirilmistir. Son olarak, H10 kapsaminda olumlu duygusal tonun diger tonlara gére daha
yliksek oranda kullanilip kullanilmadigini degerlendirmek amaciyla, olumlu, nétr ve olumsuz
duygusal ton kategorilerinin genel dagilimina Ki-Kare Uygunluk Testi uygulanmigtir (McHugh,
2013). Analizde {i¢ kategori i¢in beklenen dagilim esit kabul edilmis ve her kategori igin %33,3 orani
esas alinmistir. Tlim istatistiksel analizlerde anlamlilik diizeyi p<0,05 olarak kabul edilmistir.

Bulgular

Etkilesimli iletisim stratejisi kapsaminda sekiz gosterge degerlendirilmis ve en yaygin
kullanilan unsurun “gorsel” (%87,8) oldugu belirlenmistir (Tablo 3). Diger taraftan, bahsetme
(mention) kullanim1 %35,0, etiketleme (rashtag) kullanimi %14,6, dogrudan hitap %11,6, etkilesim
cagrisi ise %10,8 oraninda kullanilmistir. Ancak, kullanicilarla karsilikli iletisimi dogrudan gosteren
unsurlarin oldukg¢a smirli kaldig1 gézlenmistir. Mesela, paylagimlarin yalnizca %1,9’unda yanit
paylasimi (reply tweet) kullanilmig, %0,8’inde soru cilimlesine yer verilmis ve %0,3’iinde
kullanicilara dogrudan cevap verilmistir.

Tablo 3. Etkilesimlik Iletisim Stratejisine iliskin Bulgular

Gosterge Var (%) Yok (%)
Bahsetme kullanimi 35,0 65,0
Etiketleme kullanimi 14,6 85,4

Gorsel kullanimi 87,8 12,2
Soru ciimlesi kullanimi 0,8 99,2
Yanit paylasimi 1,9 98,1
Etkilesim ¢agrisi 10,8 89,2
Dogrudan cevap verme 0,3 99,7
Dogrudan hitap 11,6 88,4

Kaynak: Yazarlar tarafindan olusturulmustur.

Arastirma sonuglarma gore, biiyiikelgiliklerin gorsel, bahsetme ve etiketleme gibi X
platformunun teknik 6zelliklerinden yararlandiklar1 goriilmektedir. Ancak kullanicilarla dogrudan ve
karsilikli iletisim kurmaya yonelik uygulamalar olduk¢a simirli kalmustir. Ornegin, gorsel
kullaniminin %87,8 olmasina karsilik dogrudan cevap verme oraninin yalnizca %0,3 olmasi dikkat
cekmektedir. Dolayisiyla, etkilesimli iletisim puaninin degerlendirilmesinde, gorsel ve etiket gibi tek
yonlii gostergeler ile soru sorma ve cevap verme gibi karsilikli diyalogu gosteren unsurlar arasindaki
bu farklilik 6nem arz etmektedir. Literatiirde, Sobel vd. (2016), Uysal ve Schroeder (2019),
Merkouraki (2024) ve Biiyiikdogan (2024) tarafindan yapilan ¢aligmalarda da diplomatik aktorlerin
sosyal medyay1 agirlikli olarak bilgi aktarimi amaciyla kullandiklar1 ve kullanicilarla dogrudan
etkilesimin sinirli kaldig belirlenmistir. Ayrica, gorsel igeriklerin yaygin kullanilmasi hem Uysal ve
Schroeder’un (2019) hem de Biiyiilkdogan’mn (2024) sonuglartyla benzerlik goéstermektedir.
Arastirmanin bulgulari, Straufl vd. (2015) ile de benzerlik gostermektedir. Ciinkdi, Strau3 vd. (2015),
biiyiikelciliklerin sosyal medyada bilgi paylasimma agirlik verirken kullanicilarla dogrudan
etkilesimi ve kigisellestirilmis iletisimi daha sinirli kullandiklarini belirlemistir. Ayn1 sekilde, Khan
vd. (2021), etkili dijital diplomaside hedef kitleyle etkilesim kurulmasimin ve kisisel bag
gelistirilmesinin 6nemine dikkat ¢cekmektedir. Bu agidan degerlendirildiginde, arastirmada dogrudan
cevap verme ve soru sorma gibi karsilikli iletisim gostergelerinin diigiik diizeyde kalmasi, sosyal
medyanin  etkilesim kapasitesinin  bilyiikelgilikler tarafindan yeterince kullanilmadigim
gostermektedir.
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Tablo 4. Kisisellestirilmis [letisim Stratejisine Iliskin Bulgular

Gaosterge Var (%) Yok (%)
“Biz” dili kullanimi 55,5 44,5
“Siz” dili kullanimi 8,8 91,2
Yerel dil kullanimi1 23,5 76,5

Lider referansi 492 50,8

Kaynak: Yazarlar tarafindan olusturulmustur.

Kisisellestirilmis iletisim kapsaminda incelenen dort gosterge arasindan en yaygin kullanilan
unsurun kolektif aidiyet ve ortaklik ifade eden “biz” dili (%55,5) oldugu belirlenmistir (Tablo 4).
Diger taraftan, lider referansi %49,2, yerel dil kullanimi %23,5, hedef kitleye dogrudan yonelen “siz”
dili kullanimimin ise %8,8 oraninda kaldigr goriilmiistir. Bu dagilim, biiytkel¢iliklerin
kisisellestirilmis iletisimde daha c¢ok ortaklik ve kolektif aidiyet ifade eden bir dil ile lider
referanslarindan yararlandiklarimi gdstermektedir. Buna karsilik hedef kitleye dogrudan hitap eden
“siz” dilinin ve yerel dil kullaniminin daha siirhi olmasi, kullamicilarla daha dogrudan ve
yerellestirilmis iletisim kurma potansiyelinden ayni diizeyde yararlanilmadigini gostermektedir.
Benzer sekilde, Salihi (2021) de Tiirk biiytikelgilerinin sosyal medya kullanim bigimlerinin kisiden
kisiye ve iilkeden {iilkeye degistigini, ayrica biiyiikelgilerin dnemli bir bdliimiiniin yerel dili ve
kisisellestirilmis iletisim tarzinm yeterli diizeyde kullanmadigini belirlemistir. Biiylikdogan’in (2024)
sonuclar1 da farkl biiyiikelciliklerin sosyal medya kullanim bigimlerinin ayni diizeyde olmadigini
gostermektedir. Khan vd. (2021) ise dijital diplomasi baglaminda takipgilerle etkilesim kurulmasinda
kisisel iletisim unsurlarimin 6nemine dikkat cekmektedir. Bu agidan, arastirmada hedef kitleye
dogrudan yonelen “siz” dilinin yalmzca %38,8 oraninda kullanilmasi, biiyiikelciliklerin
kisisellestirilmis ve dogrudan iletisimden sinirli 6lgiide yararlandiklarini gostermektedir.

Tablo 5. ilgili Bilginin Aktarilmasina iliskin Bulgular

Gosterge Var (%) Yok (%)
Giincel olaya referans 98.6 1,4
Zaman duyarlilig1 53,8 46,1
Ev sahibi iilkeye mesaj odagi 55,5 44,5
Tanitim igerigi 28,7 71,3
Baglant1 kullanimi 34,5 65,5

Kaynak: Yazarlar tarafindan olusturulmustur.

Ilgili bilginin aktarilmas1 kapsaminda elde edilen bulgulara gore paylasimlarin %98,6’sinda
giincel bir olaya veya gelismeye referans verilmistir (Tablo 5). Zaman duyarlilig1 %53,8, ev sahibi
iilkeye mesaj odagi %55,5, tanitim igerigi %28,7 ve baglant1 kullanimi ise %34,5 diizeyindedir. Buna
gore, giincel olaya referans verilmesinin yiiksek olmasi, biiyiikelgiliklerin X platformunu daha ¢ok
giincel gelismeleri aktarmak ve kamuoyunu bilgilendirmek amaciyla kullandiklarini géstermektedir.
Diger taraftan, paylasimlarin %353,8’inin orta veya yiiksek zaman duyarliligina sahip olmasi, giincel
olaylardan soz edilmesinin her zaman olaylara anlik tepki verilmesi anlamina gelmedigini
gostermektedir. Bu sonuglar, sosyal medyanin dijital diplomasi aracit olarak kullaniminda
bilgilendirme islevinin &ne ¢iktigini belirleyen dnceki arastirmalarla uyumludur. Ornegin, Uysal ve
Schroeder (2019), Merkouraki (2024) ve Biiyiikdogan (2024) diplomatik aktorlerin sosyal medya
hesaplarii 6nemli Olgiide bilgi paylasimi ve kurumsal faaliyetlerin duyurulmasi amaciyla
kullandiklarin1 belirlemislerdir. Straufl vd. (2015) de biiytikelgiliklerin Twitter iizerinden hedef
kitlelerine ilgili bilgi aktardiklarin1 ortaya koymustur. Dolayisiyla, bu arastirmada ilgili bilginin
aktarilmasiin 6ne ¢ikmasi, farkli iilke ve bolge drneklerinde goriilen bilgilendirme agirlikli dijital
diplomasi yaklasimiyla benzerlik gostermektedir.
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Tablo 6. Seffaflik Stratejisine Iliskin Bulgular

Gosterge Var (%) Yok (%)
Politika agiklamasi 8,0 92,0
Veri paylasimi 5,0 95,0
Resmi baglanti kullanimi 34,8 65,2
Resmi dokiiman paylasimi 1,7 98,3

Kaynak: Yazarlar tarafindan olusturulmustur.

Seffaflik kapsaminda yapilan incelemelere gore en ¢ok 6ne cikan gosterge %34,8 ile resmi
baglant1 kullanimidir (Tablo 6). Buna karsilik, politika agiklamasi paylasimlarin %8,0’inda, veri
paylagimi %5,0’inda ve resmi dokiiman paylasimi yalnizca %1,7’sinde goriilmiistiir. Bu bulgular,
seffafligin daha g¢ok kullanicilarin resmi internet sitelerine, agiklamalara veya diger kurumsal
kaynaklara yonlendirilmesi yoluyla uygulandigin1 gostermektedir. Ancak, politika agiklamasi, veri
ve resmi dokiiman paylasimi gibi daha ayrintili bilgi sunan uygulamalarin ise sinirli oldugu
gbzlenmistir. Dolayisiyla, biiyiikelgiliklerin seffaflik stratejisinin dogrudan ayrintili kurumsal bilgi
sunmak yerine resmi bilgi kaynaklarina erisim saglama seklinde oldugu soylenebilir. Bu sonuglar,
literatiirle kismen Ortiismektedir. Resmi baglanti kullaniminin diger seffaflik gostergelerine gore
daha yaygin olmasi, Strau8 vd. (2015) tarafindan incelenen diplomatik aktorlerin kullanicilart
kurumsal bilgi kaynaklarma yonlendirmelerine iliskin sonuglariyla benzesmektedir. Ancak, bu
arastirmada politika aciklamasi, veri ve resmi dokiiman paylasiminin diisiik kalmasi, seffafligin daha
cok bilgiye erisim saglama diizeyinde kullanildigim1 gostermektedir. Benzer bir sekilde, Uysal ve
Schroeder (2019), Merkouraki (2024) ve Biiyiikdogan’in (2024) diplomatik hesaplardaki bilgi ve
faaliyet paylasimina yonelik elde ettikleri sonuglar da bu arastirmanin bulgularini desteklemektedir.

Tablo 7. Paylagimlarin Duygusal Ton Dagilimi

Duygusal Ton n %

Olumsuz 21 5,8
Notr 216 59,7
Olumlu 125 34,5
Toplam 362 100,0

Kaynak: Yazarlar tarafindan olusturulmustur.

Duygusal ton analizi sonuglarina gore 362 paylasimin 216’sinin (%59,7) nétr, 125’inin
(%34,5) olumlu ve 21’inin (%5,8) olumsuz oldugu belirlenmistir (Tablo 7). Buna gore incelenen
paylagimlarda ndtr tonun agirlikli olmasi, biiyiikelgiliklerin X iletisiminde daha ¢ok nétr bir sdylem
tercih ettiklerini gostermektedir. Bu durum diplomatik iletisimin kurumsal ve resmi niteligiyle iliskili
olabilir. Ancak, paylasimlarin yaklasik tigte birinin olumlu olmasi, dostluk, is birligi, kutlama ve
basar1 gibi olumlu igeriklere de 6nemli diizeyde yer verildigini gostermektedir. Diger taraftan,
olumsuz tonun yalmzca %5,8 diizeyinde kalmasi, diger aktorlere olumsuz mesaj verecek
paylagimlarin olduk¢a sinirli kullanildigini gostermektedir. Bu sonuglar, StrauB3 vd.’nin (2015),
biiyiikelciliklerin sosyal medya iletisimlerinde olumlu duygusal igerige yer verdikleri ve dogrudan
olumsuz iletisimden ziyade daha yapici bir iletisim bi¢imi kullandiklarina yonelik elde ettigi
bulgularla benzesmektedir.

Biiyiikelgiliklere Gore iletisim Stratejilerinin Karsilastiriimasi

Iletisim  stratejilerinin ~ kullamm  diizeylerinin  biiyiikelgiliklere ~gore farklilasip
farklilagmadigini belirlemek amaciyla Kruskal-Wallis H testi uygulanmistir. Diger taraftan, duygusal
ton ile biiyiikelgilik arasindaki iliski ise Ki-Kare Bagimsizlik Testi ile degerlendirilmistir.
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Tablo 8. iletisim Stratejilerinin Biiyiikelciliklere Gére Karsilastirilmasi

Strateji H sd p g Sonu¢
Etkilesimli iletigim 55,611 6 <0,001 0,140 Anlaml
Kisisellestirilmis iletigim 81,947 6 <0,001 0,214 Anlaml
Ilgili bilginin aktarilmas: 59,499 6 <0,001 0,151 Anlaml
Seffaflik 80,254 6 <0,001 0,209 Anlamli

Kaynak: Yazarlar tarafindan olusturulmustur.

Tablo 8’de goriildiigii gibi etkilesimli iletisim agisindan biiyiikelgilikler arasinda istatistiksel
olarak anlamli farklilik bulunmustur (H(6)=55,611; p<0,001; €2=0,140). En yiiksek sira ortalamalari
Azerbaycan (238,71) ve Kirgizistan (229,08) biiylikelgiliklerinde, en diisiik sira ortalamasi ise
Tiirkmenistan’da (136,93) goriilmiistiir. Buna gére HI desteklenmistir. Benzer bir sekilde,
kisisellestirilmis iletisim agisindan da biiyiikelgilikler arasinda anlamli farklilik belirlenmistir
(H(6)=81,947; p<0,001; £=0,214). En yiiksek sira ortalamas1 Azerbaycan’da (233,87), en diisiik sira
ortalamasi ise Giircistan’da (83,72) gorilmiistiir. Boylece H2 desteklenmistir. Ayni dogrultuda, ilgili
bilginin aktarilmasi agisindan biiytikelcilikler arasinda anlamli farklilik bulunmustur (H(6)=59,499;
p<0,001; €=0,151). En yiiksek sira ortalamas1 Giircistan’da (284,78), en diigiik sira ortalamasi ise
Azerbaycan’da (129,83) belirlenmistir. Buna gore H4 desteklenmistir. Seffaflik stratejisinin
kullaniminda da biiyiikelgilikler arasinda anlamli farklilik tespit edilirken (H(6)=80,254; p<0,001;
€=0,209), en yiiksek sira ortalamasi Giircistan’da (271,35), en diisiik sira ortalamasi ise
Azerbaycan’da (127,68) belirlenmistir. Boylece HS desteklenmistir. Son olarak, duygusal tonun
biiyiikelciliklere gore farklilagip farklilagmadigini belirlemek amaciyla yapilan Ki-Kare Bagimsizlik
Testi sonucunda istatistiksel olarak anlamli bir iligki bulunmustur (¥*(12)=35,423; p<0,001;
Cramer’s V=0,221). Buna gore H3 desteklenmistir. Buna gore, biiyiikelcilikler ayr1 ayr
degerlendirildiginde, nétr ton Giircistan’da %95,7, Tiirkmenistan’da %76,6, Ozbekistan’da %67,9
ve Azerbaycan’da %64.,4 diizeyindedir. Olumlu ton ise Tacikistan’da %48,9 ve Kazakistan’da %44,8
ile diger biiyiikelgiliklere gore daha yiiksek diizeyde goriilmiistiir.

Iletisim stratejilerinin  kullanim diizeyleri biiyiikelgiliklere gore karsilastirildiginda,
Tiirkiye’nin Orta Asya ve Giiney Kafkasya’daki biiyiikelciliklerinin X platformunda ayni iletisim
stratejilerini kullanmalarina ragmen, bu stratejilerin kullanim diizeylerinin 6nemli 6l¢iide farklilagtigi
tespit edilmistir. Bu sonuglar, diplomatik sosyal medya kullaniminin farkli tilkelerde ve aktorlerde
ayni diizeyde gerceklesmedigini ortaya koyan Sobel vd. (2016), Uysal ve Schroeder (2019), Salihi
(2021) ve Biiyilikdogan’in (2024) bulgulariyla da benzerlik gostermektedir. Dolayisiyla, ayni iilkeyi
temsil eden biyiikelgiliklerin; etkilesimli iletisim, kisisellestirilmis iletisim, ilgili bilginin
aktarilmasi, seffaflik ve duygusal ton bakimindan tek tip bir sosyal medya iletisim yaklagimi
benimsemedikleri goriilmektedir. Bu farkliliklar, biiyiikelgiliklerin faaliyet gosterdikleri iilkenin
iletisim ortami, hedef kitle 6zellikleri ve ikili iliskilerin niteligi gibi baglamsal unsurlarla iligkili
olabilir. Ancak bu arastirmada s6z konusu unsurlarin etkisi dogrudan analiz edilmemistir.

Tletisim Stratejileri Arasindaki Iliskiler

fletisim stratejileri arasindaki iliskiler Spearman sira korelasyon analizi kullanilarak
degerlendirilmistir. Duygusal ton degiskeni bu analiz kapsamida olumsuz=1, nétr=2 ve olumlu=3
seklinde sirali olarak kodlanmaistir.

Tablo 9. iletisim Stratejileri Arasindaki Iliskiler

Degiskenler p p Sonu¢
Etkilesimli iletisim — Kisisellestirilmis iletigim 0,034 0,525 Anlamli degil
Etkilesimli iletisim — Seffaflik 0,161 0,002 Diisiik diizeyde pozitif
Kisisellestirilmis iletisim — Duygusal ton 0,259  <0,001 Diisiik diizeyde pozitif
Seffaflik — Ilgili bilginin aktariimast 0,680  <0,001 Giiclii pozitif

Kaynak: Yazarlar tarafindan olusturulmustur.
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Tablo 9°da verilen analiz sonuglarina gore, etkilesimli iletisim ile kisisellestirilmis iletisim
arasinda anlamli bir iliski bulunamadig1 i¢in (p=0,034; p=0,525) H6 desteklenmemistir. Ancak,
etkilesimli iletisim ile seffaflik arasinda diisiik diizeyde pozitif ve anlaml iligki gozlendigi igin
(p=0,161; p=0,002) H7 desteklenmistir. Diger taraftan, kisisellestirilmis iletisim ile duygusal ton
arasinda da diisiik diizeyde pozitif ve anlamli iligki belirlenmistir (p=0,259; p<0,001). Dolayisiyla,
kisisellestirilmis iletisim diizeyi arttik¢a paylasimlarin daha olumlu tona ydneldigi goriildiigii i¢in
HS8 de desteklenmistir. Benzer bir sekilde, Khan vd. (2021) kisisellestirilmis igeriklerin ve olumlu
duygusal tonun kamu etkilesimini artirabildigini belirlemistir. Ancak, Sobel vd. (2016), Salihi
(2021), Merkouraki (2024) ve Biiylikdogan (2024) daha ¢ok etkilesim diizeyleri, igerik 6zellikleri ve
sosyal medya kullanim pratiklerine odaklandiklar1 i¢in iletisim stratejilerinin birbirleriyle olan
iligkilerini istatistiksel olarak degerlendirmemislerdir. Bu yoniiyle stratejilerin hem ayr1 ayri
kullanim diizeylerinin hem de birbirleriyle iligkilerinin incelenmesi bu arastirmanin literatiire
sundugu 6nemli bir katkidir.

Stratejiler arasindaki en giiclii iliskinin seffaflik ile ilgili bilginin aktarilmas1 arasinda olmasi
nedeniyle (p=0,680; p<0,001) H9 desteklenmistir. Bu sonug, ilgili bilgi aktarimi arttik¢a seffaflik
diizeyinin de artma egiliminde oldugunu gostermektedir. Fakat, bu iliskinin dikkatli yorumlanmasi
gerekmektedir. Ciinkdi, ilgili bilginin aktarilmasi stratejisindeki “baglant1 kullanim1™ ile seffaflik
stratejisindeki “resmi baglant1 kullanim1” gostergeleri kismen benzer bir yapiyr 6lgmektedir. Bu
nedenle iki strateji arasindaki yiiksek korelasyonun bir boliimii gostergeler arasindaki bu kavramsal
ortiismeden kaynaklanmis olabilir. Diger taraftan, Straul3 vd. (2015) calismasinda hem ilgili bilgi
aktartmi hem de seffaflik diplomatik sosyal medya iletisiminin temel stratejileri arasinda yer
almaktadir. Dolayisiyla, incelenen biiylikelgiliklerin ilgili bilgileri paylasirken ayn1 zamanda belirli
diizeyde seffaf iletisim yiiriittiikleri sdylenebilir. Bu arastirmada elde edilen korelasyon sonucu ise
bu iki stratejinin yalnizca ayni diplomatik iletisim ortaminda kullanilmadigini, paylasim diizeyinde
birbirleriyle giiglii bicimde iliskili oldugunu gostermesi bakimindan dnem arz etmektedir.

Duygusal Tonun Genel Dagilimi

Olumlu, notr ve olumsuz duygusal tonlarin esit bigcimde dagilip dagilmadigini belirlemek
amaciyla Ki-Kare Uygunluk Testi uygulanmistir. Test sonucunda kategorilerin esit dagilmadigi
belirlenmistir (x>=157,796; sd=2; p<0,001). Esit dagilim varsayiminda her kategori i¢in beklenen
frekans 120,7 iken, gozlenen frekanslar n6tr ton i¢in 216, olumlu ton i¢in 125 ve olumsuz ton igin
21°dir.

Tablo 10. Duygusal Tonun Genel Dagilimina iliskin Ki-Kare Uygunluk Testi

Duygusal Ton Gozlenen Frekans Beklenen Frekans
Olumsuz 21 120,7
Notr 216 120,7
Olumlu 125 120,7
Toplam 362 —

Kaynak: Yazarlar tarafindan olusturulmustur.

H10, olumlu duygusal tonun diger tonlardan daha yiiksek oranda kullanilacagini
ongormektedir. Ancak, Ki-Kare testi ton kategorileri esit dagilmadigi i¢in gdzlenen frekanslarda nétr
tonun olumlu tondan daha yiliksek olmasi nedeniyle H10 desteklenmemistir. Bu sonug,
biiyiikelgiliklerin X platformunda yiiriittiikleri iletisim faaliyetlerinde daha ¢ok nétr ve kurumsal bir
dil kullandiklarini1 géstermektedir. Buna karsin, olumlu tonun %34,5 ile 6nemli bir paya sahip olmasi
ve olumsuz tonun yalmzca %5,8 diizeyinde kalmasi nedeniyle biiyiikelciliklerin paylasimlarinda
genel olarak ndtr ve olumlu tonlarin etkili oldugu sdylenebilir. Bu bulgular, Straufl vd.’nin (2015)
arastirma sonuclartyla benzesmektedir. Ciinkii, Strau vd. (2015), inceledikleri Batili
biiyilikelgiliklerin daha ¢ok olumlu duygusal iletisim seklini kullandiklarini belirlemistir. Bu
aragtirmada da olumlu ton olumsuz tondan ¢ok daha yaygin olsa da Strau3 vd. nin bulgusundan farkli
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olarak en yaygin kategori olumlu degil, nétr tondur. Bu farklilik, Tiirkiye’nin incelenen yedi
biiyiikelgiliginin X platformundaki iletigiminde kurumsal ve resmi sdylemin daha belirgin oldugunu
ortaya koymaktadir. Diger taraftan, Merkouraki’nin (2024) ve Biiyiilkdogan’in (2024) Tiirkiye’nin
dijital diplomasi faaliyetlerinde iilke imaji, is birligi ve olumlu alg1 olusturmaya yo6nelik iceriklerin
daha yiiksek olmasina iligskin elde ettikleri sonuglar, olumlu igerigin arastirmada 6nemli bir paya
sahip olmasi sonucuyla ortiismektedir.

Sonug olarak, arastirmada test edilen 10 hipotezin sekizi desteklenmis, H6 ve HI0 ise
desteklenmemistir. Arastirma bulgularina gore {i¢ temel Oriintii ortaya ¢ikmaktadir. Birincisi,
biiyiikelgilikler X platformunun gorsel, bahsetme ve etiketleme gibi 6zelliklerinden faydalansalar da
kullanicilarla dogrudan karsilikli iletisim kurmaya yonelik araclart oldukca sinirli diizeyde
kullanmaktadir. Ikincisi, ilgili bilginin aktarilmas: stratejisi giiclii bir iletisim &zelligi olarak 6ne
ciksa da biiyiikelcilikler arasinda iletisim stratejilerinin kullamim diizeyleri bakimindan 6nemli
farklihiklar bulunmaktadir. Uciinciisii ise iletisim stratejilerinin birbirlerinden tamamen bagimsiz
olmadig1 goriilmiistiir. Ciinkti, 6zellikle seffaflik ile ilgili bilginin aktarilmasi arasinda giiclii bir iliski
gbzlenmistir. Ancak, etkilesimli iletisim ile kisisellestirilmis iletigim arasinda anlamli bir iligki
bulunmamasi, bir iletisim stratejisi daha yogun kullanilirken diger stratejilerin de ayni diizeyde
kullanilmadigin1 gostermistir. Bu genel goriiniim, 6nceki ¢aligmalarda belirlenen bilgi aktariminin
giiclii, dogrudan diyalogun ise sinirli oldugu diplomatik sosyal medya kullanim1 6riintiisiinii biiyiik
Olciide desteklemektedir. Buna karsin, arastirmada yedi biyikelgiligin ayn1 ¢ergevede
karsilastirilmas1 ve iletisim stratejileri arasindaki iligkilerin de istatistiksel olarak incelenmesi,
Tiirkiye’nin Orta Asya ve Giiney Kafkasya’daki dijital diplomasi uygulamalarinin biiyiikelgilikler
arasinda farklilastigini agik bir sekilde ortaya koymaktadir.

Sonug¢

Bu arastirmada, Tiirkiye’nin Orta Asya ve Giiney Kafkasya’daki biiyiikelciliklerinin X
platformunda yiiriittiikleri dijital diplomasi faaliyetleri iletisim stratejileri kapsaminda incelenmistir.
Bu dogrultuda, Straull vd. (2015) tarafindan belirlenen alt1 iletisim stratejisinden icerik analiziyle
degerlendirilen etkilesimli iletigim, kisisellestirilmis iletisim, olumlu duygusal ton kullanimu, ilgili
bilginin aktarilmasi ve seffaflik olmak iizere bes iletisim stratejisi esas alinmistir. Azerbaycan,
Giircistan, Kazakistan, Kirgizistan, Tacikistan, Ozbekistan ve Tiirkmenistan’daki Tiirkiye
biiyiikelciliklerinin resmi X hesaplarinda Ocak-Mart 2025 doéneminde yaymmlanan 362 6zgiin
paylagim iizerinden gergeklestirilen analizler, biiyiikelgiliklerin s6z konusu iletisim stratejilerini
farkl1 diizeylerde kullandiklarini ortaya koymustur.

Arastirmanin temel sonuglarindan biri, biiylikelgiliklerin X platformunu agirlikli olarak bilgi
paylasimi amaciyla kullanmalaridir. Tlgili bilginin aktarilmasi stratejisi incelenen iletisim stratejileri
arasinda daha fazla 6ne ¢ikarken, kullanicilarla dogrudan ve karsilikl iletisimi gdsteren unsurlarin
daha az kullanildig1 gézlenmistir. Paylasimlarin %87,8’inde gorsel kullanilsa da, soru ciimlesi
kullanim1 %0,8, yanit paylasimi (reply tweet) %1,9 ve dogrudan cevap verme orami ise %0,3
diizeyinde kalmistir. Dolayisiyla, biiylikelgiliklerin X platformunun sundugu gorsel, bahsetme
(mention) ve etiketleme (hashtag) gibi igerik paylasimina yonelik 6zellikleri daha fazla kullandiklari,
fakat iki yonlii iletisim Ozelliklerinden yeterince faydalanmadiklar tespit edilmistir. Bu sonug,
Tiirkiye’nin dijital diplomasi faaliyetlerinde bilgi aktariminin giiglii oldugunu, ancak hedef kitleyle
dogrudan diyalogun ise daha siirli oldugunu goéstermektedir.

Kisisellestirilmis iletisim sonuglar1 da benzer bir duruma isaret etmektedir. Biiytikelgilikler,
kolektif aidiyet ve ortaklig1 ifade eden “biz” dilini ve lider referanslarin1 daha fazla kullanirken, hedef
kitleye dogrudan yonelen “siz” dili ile yerel dil kullanim1 daha diisiik diizeyde kullanmaktadirlar.
Ozellikle yerel dil kullaniminin %23,5 olmasi, ev sahibi iilke kamuoyuyla daha yerellestirilmis
iletisim kurulmasi agisindan gelistirilebilecek bir alan oldugunu gostermektedir. Ayrica,
kisisellestirilmis iletisim ile duygusal ton arasinda diisiik diizeyde pozitif ve anlamh bir iliski

www.turkishstudies.net/economy



3562 Elizaveta Pimenova-Emrah Ayhan -Ibrahim Irdem

gozlenmesi, kisisellestirilmis iletisim arttikca paylasimlarin daha olumlu bir tona yonelme
egiliminde oldugunu gostermistir.

Seffaflik acisindan ise biiyiikel¢iliklerin  kullanicilar1 resmi bilgi kaynaklarina
yonlendirmeleri, ayrintili politika, veri ve dokiiman paylagimina gore daha fazla 6ne c¢ikmistir.
Ayrica, seffaflik ile ilgili bilginin aktarilmasi arasinda giiclii ve pozitif bir iligki bulunmustur. Ancak,
ilgili bilginin aktarilmasi stratejisindeki “baglanti kullanim1” ile seffaflik stratejisindeki “resmi
baglant1 kullanim1” gostergelerinin kismen benzer bir yapiyr 6lgmesi nedeniyle bu iliskinin daha
dikkatli yorumlanmasi gerekmektedir. Buna ragmen, elde edilen bu sonug, biiyiikelgiliklerin ilgili
bilgi aktarimi ile kurumsal bilgi kaynaklarina erisim saglama uygulamalarinin birlikte kullanildigin
gostermektedir.

Arastirmada elde edilen bir diger 6nemli sonug, iletisim stratejilerinin kullanim diizeylerinin
biiyiikelgiliklere gore anlamli bigimde farklilasmasidir. Ciinkii, etkilesimli iletisim, kisisellestirilmis
iletigim, ilgili bilginin aktarilmasi ve seffaflik agisindan biiyiikelgilikler arasinda istatistiksel olarak
anlamli farkliliklar bulunmustur. Buna ek olarak, duygusal tonun dagiliminin da biiyiikelgiliklere
gore degistigi belirlenmistir. Béylece H1-HS5 hipotezlerinin tamami desteklenmistir. Bu sonuglar,
ayni illkeyi temsil eden farkli biiylikelgiliklerin X platformunda tek tip bir iletisim yaklagimi
benimsemediklerini gdstermektedir. Ancak, bu farkliliklarin ev sahibi iilkelerin 6zellikleri, hedef
ortaya koyulamamaktadir. Bu nedenle, bu unsurlarin etkilerinin gelecekteki aragtirmalarda ayrica
incelenmesi gerekmektedir.

Iletisim stratejileri arasinda gozlenen iliskiler de dijital diplomasi faaliyetlerinin tek bir
iletisim boyutu {izerinden degerlendirilmemesi gerektigini gostermektedir. Ornegin, etkilesimli
iletisim ile kigisellestirilmis iletisim arasinda anlamli iligki bulunmadigi igin H6 desteklenmezken,
etkilesimli iletisim ile seffaflik, kisisellestirilmis iletisim ile duygusal ton ve seffaflik ile ilgili
bilginin aktarilmasi arasindaki iliski gézlendigi i¢in H7, H8 ve H9 desteklenmistir. Dolayisiyla, bir
iletisim stratejisinin yogun kullanilmasi, diger biitiin stratejilerin de ayni diizeyde kullanilacag
anlamma gelmedigi soylenebilir. Bu sonug, farkli iletisim stratejilerinin kullanim diizeylerine ek
olarak bu stratejilerin birbirleriyle olan iliskilerinin de incelenmesinin dijital diplomasi faaliyetlerinin
daha kapsaml1 degerlendirilmesine katki sunacagimi gostermektedir.

Duygusal ton agisindan ise noétr iletisimin baskin oldugu belirlenmistir. Ki-Kare uygunluk
testi, incelenen 362 paylagimin %59,7’sinin nétr, %34,5’inin olumlu ve yalnizca %5,8’inin olumsuz
tonda olmasi nedeniyle ii¢ kategorinin esit bicimde dagilmadigim gostermistir. Ancak gdzlenen
frekanslarda olumlu tonun degil, nétr tonun en yiiksek diizeyde olmasi nedeniyle olumlu duygusal
tonun diger tonlardan daha fazla kullanilacagini 6ngéren H10 desteklenmemistir. Bu sonug,
incelenen biiyiikelciliklerin X iletisiminde daha ¢ok nétr bir soylem tercih ettiklerini gostermektedir.
Olumsuz tonun oldukga diisiik, olumlu tonun ise yaklasik ligte bir diizeyinde olmasi, nétr ve olumlu
iletisimin biiylikelciliklerin paylasimlarinda daha yogun kullanildigin1 géstermektedir.

Bu sonuglar uygulama acisindan degerlendirildiginde, biiyiikelgiliklerin sosyal medya
performansinin  yalnizca paylasim sayisi, gorsel kullanimi veya goriiniirliik iizerinden
degerlendirilmemesi gerektigi sdylenebilir. Kullanicilara cevap verme, soru yoneltme, etkilesim
cagrisinda bulunma ve hedef kitleyi iletisim siirecine dahil etme gibi karsilikli iletisim gdstergelerine
de onem verilmesi gerekmektedir. Ayrica, yerel dilde icerik kullaniminin artirilmasi, ev sahibi
iilkenin toplumsal ve kiiltiirel 6zelliklerini dikkate alan igeriklerin gelistirilmesi, resmi belge ve
politika aciklamalarina erisimin kolaylastirilmast gibi stratejiler biiyiikelciliklerin  dijital
iletisimlerini giiclendirebilir. Biiyiikel¢ilikler arasinda ortaya ¢ikan bu farkliliklar dikkate
almdiginda, T.C. Disisleri Bakanlig1 tarafindan ortak temel ilkeler belirlenebilir. Ayrica, her iilkenin
yerel kosullarina uyum saglayabilecek esnek bir dijital diplomasi yaklasimi benimsenebilir.
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Arastirmanin literatiire temel katkisi, Tiirkiye’nin Orta Asya ve Giiney Katkasya’daki yedi
biiyiikel¢iligini ayn1 donem, ayn1 sosyal medya platformu ve ayni iletisim stratejileri ¢ergevesinde
karsilastirmali olarak incelemesidir. Ayrica, aragtirmada incelenen bes iletisim stratejisi 6nce ayri
ayr1 degerlendirilmistir. Daha sonra, bu stratejilerin birbirleriyle olan iligkileri de istatistiksel olarak
analiz edilmistir. Dolayisiyla, dijital diplomasi literatiiriinde daha siklikla incelenen Batili iilke
orneklerinden farkli olarak Tiirkiye’nin biiyiikelgiliklerine yonelik yapilan bu caligma farkh
bolgelere yonelik karsilastirmali ve nicel ampirik bulgular sunmaktadir. Buna karsin, aragtirmanin
bazi siirliliklart da bulunmaktadir. i1k olarak, arastirma yalnizca X platformunu ve Ocak-Mart 2025
doneminde biiyiikelgilikler tarafindan yapilan paylasimlarin igeriklerini kapsamaktadir. Dolayisiyla,
kullanicilarin paylasimlara verdikleri tepkiler, paylasimlarin hedef kitle iizerindeki etkisi ve
biiyiikelciliklerin iletisim stratejilerinin uzun vadeli diplomatik sonuglar1 dogrudan Sl¢iilmemistir.
Diger taraftan, altinci strateji olan genis bir paydas ag1 igerisinde iletisim kurma stratejisi, ayr bir
sosyal ag analizi gerektirdiginden arastirma kapsamina alimmamistir. Bu nedenle, gelecekteki
arastirmalarda daha uzun zaman araliklarinin ve farkli sosyal medya platformlarinin incelenmesi
gerekmektedir. Buna ek olarak, igerik analizinin sosyal ag analizi, kullanict etkilesim verileri,
goriisme ve anket yontemleriyle desteklenmesi literatiire katki sunacaktir. Son olarak, bu arastirmada
incelenenlerden ayr1 olarak farkli cografi bolgelerdeki Tiirkiye biiyiikelgiliklerinin sosyal medyadaki
dijital diplomasi stratejilerinin karsilastirilmasi, kriz ve kriz dis1 donemlerin ayr1 ayr1 incelenmesi ve
biiylikelgiliklerin  kurumsal hesaplar1 ile diplomatlarin kisisel hesaplarinin karsilagtiriimasi
Tiirkiye’nin dijital diplomasi uygulamalarinin daha kapsamli bicimde anlasilmasini saglayabilir.
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Calismada kullanilan tiim kaynaklar akademik kurallara uygun bi¢imde atiflanmistir.
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yayimlanmasini kabul etmistir.

Cikar Catismasi

Yazar(lar), bu makalenin yayimlanmasina iligkin herhangi bir ¢ikar ¢atismasi bulunmadigini
beyan eder.

Finansal Destek

Bu aragtirma herhangi bir kamu kurumu, ticari kurulus veya kar amaci giitmeyen kurulus
tarafindan finansal olarak desteklenmemistir.

Yapay Zeka Kullamim Beyani

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 yazar(lar) tarafindan dikkatle kontrol
edilmistir. Yapay zekad araclari calismanin bilimsel igeriginin, arastirma tasariminin,
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