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Journal of  Culture, Society and Communi-
cation (JCSC) is a peer-reviewed academic 
journal established to carry out interdisci-
plinary academic publishing for social and 
human sciences, primarily in the fields of  
culture, society and communication.

The requested files must be uploaded to 
the system with wet signatures during ar-
ticle submission. Articles that do not com-
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for printing, have missing documents and 
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15% as specified in the ethical principles 
and publication policy, and have not re-
ceived a similarity report will not be eval-
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From the Editor 
 

Greetings to all who question, think, and 
explore,
 
It is with great pleasure that we present to 
you the inaugural issue of  the Journal of  Cul-
ture, Society and Communication (JCSC). 
The production of  scientific knowledge 
stands as one of  the most valuable pillars 
of  humanity’s collective legacy. We believe 
that knowledge should not remain solely at 
the theoretical level, but should also engage 
with and influence all aspects of  social life. 
 
Our primary aim is to develop new approach-
es to understanding and interpreting the 
communicative actions, cultural dynamics, 
and lived experiences of  society, particularly 
within the scope of  the social sciences and 
humanities. JCSC is a peer-reviewed journal 
that centers critical thinking, upholds academ-
ic freedom, operates in accordance with uni-
versal and ethical values, embraces innovative 
methods and techniques, supports open ac-
cess policies, and seeks to enhance the value 
of  scientific knowledge and its production. 
 
In this first issue, we are pleased to share six 
academic contributions: four research articles, 
one review article, and one book review. The 
field of  educational sciences is represented 
by Gökhan Demircioğlu et al. with “Pre-Ser-
vice Teachers’ Perceptions of  the Concept 
of  Mathematics: A Metaphor Analysis”, and 
by Ay and Elkılıç with “An Analysis of  EFL 
Instructors’ Use of  Information and Com-

munication Technologies in English Prepara-
tory Classes After the Covid-19 Pandemic”. 
In the field of  management, Asiltürk con-
tributes with “What We Have Left From the 
2023 Kahramanmaraş Türkiye Earthquake: 
The Role of  Transformational Leadership in 
Disaster Management and the Importance of  
Becoming a Sustainable Community in Crisis 
Management”. From the field of  advertising, 
Yığıcı presents “Use of  Advertising Appeal 
in Magazine Advertisements: The Atlas Mag-
azine Example”. Additionally, Yörük and 
Güneş contribute a review article titled “Se-
miotic Approaches and Strategies in Politi-
cal Communication”, while Sevimli offers a 
book review titled “A Review of  Place Brand-
ing: Identity, Image and Reputation Book”. 
 
We would like to extend our sincere thanks 
to all who contributed to the first issue of  
JCSC, especially the editorial board, publi-
cation committee, and advisory board. We 
are also deeply grateful to the scholars who 
undertook the peer-review process. The call 
for papers for the second issue of  JCSC will 
begin in July 2025. We welcome academic 
contributions in the fields of  social sciences, 
humanities, and educational sciences for our 
second issue, to be published in December 
2025.

Stay connected with science.
 
 Dr. Aytaç Burak DERELİ

JCSC / Publisher and Editor-in-Chief
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ABSTRACT 

This research aimed to determine how pre-service teachers perceive the concept of “mathematics.” 

A total of 286 participants from eight different teaching programs participated in the research. The 

study employed a phenomenological method based on a qualitative research approach. Data in the 

present study were collected by asking pre-service teachers to complete the statement: 

“Mathematics is like ...... Because ......”. After data collection, the metaphorical expressions were 

analyzed using a holistic approach. According to the findings, the most frequently repeated 

metaphor was “life.” Following the “life” metaphor, the most commonly repeated metaphors were 

“water” and “puzzle.” The metaphors generated by pre-service teachers were grouped into ten 

categories. The most prominent category was “positive or negative emotions.” Metaphors of 

English, preschool, special education and classroom teacher candidates were predominantly 

associated with the “positive or negative emotions” category. Pre-service mathematics teachers 

were concentrated in the ‘cumulative, evolving, and changing’ category, while pre-service primary 

mathematics teachers emphasized the “field needed in daily life” category. Pre-service science 

teachers were primarily associated with the ‘versatile field’ category. Similar studies should be 

conducted with pre-service teachers from different universities to compare perceptions of 

mathematics across institutions. 

Keyworld: Mathematics, Teacher education, Metaphor. 

 

ÖZET 

Bu araştırma, öğretmen adaylarının “matematik” kavramını nasıl algıladıklarını belirlemeyi amaçlamaktadır. 

Araştırmaya yedi farklı öğretmenlik programından toplam 286 kişi katılmıştır. Çalışmada nitel araştırma 

yaklaşımına dayalı fenomenolojik yöntem kullanılmıştır. Çalışmada veriler, öğretmen adaylarından 

“Matematik……gibidir. Çünkü……” ifadesini tamamlamaları istenerek toplanmıştır. Veriler toplandıktan 

sonra metafor cümleleri bütüncül bir yaklaşım kullanılarak analiz edilmiştir. Elde edilen bulgulara göre en 

sık tekrarlanan metafor “hayat” metaforu olmuştur. “Hayat” metaforundan sonra en çok tekrar eden 

metaforlar ise “su” ve “bulmaca” olmuştur. Öğretmen adaylarının ürettiği metaforlar toplam 10 kategori 

altında toplanmıştır. En çok öne çıkan kategori “pozitif veya negatif duygular” kategorisidir. İngilizce, okul 

öncesi, özel eğitim ve sınıf öğretmeni adaylarının metaforları baskın bir şekilde “pozitif veya negatif 

duygular” kategorisi ile ilişkilendirilmiştir. Matematik öğretmeni adayları “birikimli, değişen ve gelişen” 

kategorisinde, ilköğretim matematik öğretmeni adayları “günlük hayatta ihtiyaç duyulan bir alan” 

kategorisinde ve fen bilgisi öğretmeni adayları ise “çok boyutlu bir alan” kategorisinde yoğunluk 

göstermektedirler. Benzer çalışmaların farklı üniversitelerdeki öğretmen adayları ile yürütülerek kurumlar 

arası matematik algılarının karşılaştırılması sağlanabilir. 

Anahtar Kelimeler: Matematik, Öğretmen eğitimi, Metafor 
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Introduction 

In today’s societies, it is aimed to increase the number 
of individuals who have 21st century skills (such as 
problem solving, creativity, collaboration, critical 
thinking, entrepreneurship). In order to develop 
problem-solving skills, the individual’s mathematical 
thinking skills must first be developed. In this way, 
individuals can understand the cause and effect 
relationship in an event and reach systematic 
solutions. Mathematical thinking is an important 
building block in mathematics education. Based on 
these thoughts, four general goals of mathematics 
education in schools have been determined as 
“valuing mathematics, gaining mathematical thinking 
skills, using mathematics as a means of 
communication, and gaining problem-solving skills” 
(Baki, 2020). These four basic purposes must be 
acquired by the student. Teachers are the ones who 
will guide students in gaining these skills. Therefore, 
the teacher’s attitude towards mathematics 
significantly affects the attitude of students. If a 
teacher has negative feelings towards mathematics, 
they will also convey negative attitudes and thoughts 
towards mathematics to their students and will not be 
able to make them love mathematics. Therefore, 
students of a teacher with a negative attitude cannot 
be expected to be successful in mathematics (Çalışıcı 
and Sümen, 2019). It is claimed that the more positive 
attitudes students develop towards mathematics, the 
more successful they are (Ersan and Aktan, 2024; 
Demirkıran et al., 2023; Saatçioğlu, 2023; Taşkın et al., 
2024). Teachers should make an effort to ensure that 
students develop positive judgments and attitudes and 
to make them love mathematics, considering that their 
attitudes and judgments towards mathematics affect 
their students in the same way (Şahin, 2013). Knowing 
the attitudes, interests and beliefs of prospective 
mathematics teachers towards mathematics is an 
important factor in their professional development. 
Therefore, it is important to determine the attitudes 
and perceptions of prospective mathematics teachers 
and prospective teachers from other branches who 
will use mathematics in their courses (Filiz, 2018). 
One of the methods used to determine how 
prospective teachers perceive mathematics and their 
attitudes towards mathematics is metaphor analysis 
(Şahin, 2013). 

Metaphor is derived from the Greek word 
“metaphora”. The term ‘metaphor’ was explained 
using familiar terms during its adoption into Turkish 
and subsequently defined within the language’s 
grammatical rules. While metaphor means simile in 
the Turkish dictionary (TDK, 2015), it is explained 
with the meanings of metaphor, allegory and simile in 
many other dictionaries (Doğan, 1999; Saraç, 1999). 
Metaphors have been studied across numerous 
disciplines, including philosophy, mathematics, 

science, and psychology. The word metaphor has 
many definitions. Some of these definitions are as 
follows. Güveli (2011) defines metaphor as a means 
of transfer from the known to the unknown. Saban et 
al. (2017) explain metaphor as a mental tool that 
affects our thoughts in an event situation. Metaphors, 
in their most general sense, are associating a concept 
with another concept, outside of its literal meaning, by 
using similarities (Semerci, 2007). Metaphors can be 
defined as the art of likening abstract concepts to 
concrete facts, events and objects. Metaphor consists 
of three basic elements: the subject of the metaphor, 
the source of the metaphor, and the characteristics 
associated with the subject of the metaphor from the 
source of the metaphor (Şahan, 2017). For example, 
in the sentence “Mathematics is like a calculator,” the 
source of the metaphor is a calculator, the subject is 
mathematics, and the thought that is related from the 
source of the metaphor to the subject of the metaphor 
is “Mathematics is like a calculator.” Because 
mathematics is a tool for doing practical operations, 
like a calculator. 

The reason why it is frequently preferred in the field 
of education is to determine people’s mental 
perceptions about a concept, subject or event. 
Examples of metaphor analysis in our country: 
primary school students’ “teacher” (Ertürk, 2017), 
fourth grade students’ “mathematics problem 
solving” (Can, 2021), middle school students’ 
“environment” (Doğan, 2017), 8th grade students’ 
“new generation question” (Şad and Aydın, 2023), 
high school students’ “philosophy” (Ünsal et al., 
2016), and “infinity” (Habacı and Çetin, 2023), middle 
and high school students’ “Science” (Bıyıklı et al., 
2014), university students’ “cultural heritage” (Sarı et 
al., 2020), “dance” (Ayyıldız, 2016), “Turkish 
education system” through the eyes of academicians 
and teachers (Saylık et al., 2021), teacher candidates’ 
“communication” (Demircioğlu, 2023), “value” 
(Sulak and Aydın, 2015), “distance education” of 
students, teachers and parents (Karakuş and 
Karacaoğlu, 2021), “technology leadership” of school 
administrators (Hacıfazlıoğlu et al., 2011), 
“postgraduate education” of graduate students (Polat 
et al., 2022). As can be seen, the examples in the 
literature vary according to primary school, secondary 
school, high school, university, graduate school, 
academician and stakeholders in education. 

There are many studies examining the metaphorical 
perceptions of prospective teachers in different 
programs regarding mathematics and mathematical 
concepts. In one of these studies, Güveli et al. (2011) 
examined the metaphorical perceptions of 
prospective teachers regarding the concept of 
mathematics and determined conceptual categories as 
“mathematics is an exciting course, a difficult and 
boring course, and a course consisting of many 
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topics”. In another study, the perceptions of 
prospective teachers studying in different programs of 
Muğla University Faculty of Education towards 
mathematics teachers, mathematics and mathematics 
lessons were investigated according to their 
experiences in primary and high school (Şahin, 2013). 
According to the results obtained, the concept of 
mathematics teacher was most associated with the 
metaphors of “authoritarian” and “knowledgeable”, 
the concept of mathematics was most associated with 
the metaphors of “enjoyable”, “intelligence”, “talent” 
and “difficult”, and the mathematics Course was most 
associated with the metaphors of “Successful”. 

There are also studies examining prospective 
mathematics teachers’ perceptions of mathematical 
metaphors. In their research, Çalışıcı and Sümen 
(2019) identified 80 metaphors about mathematics 
and grouped them under 11 conceptual categories. On 
the other hand, they revealed that prospective 
teachers mostly represented mathematics with the 
metaphor of “life”. While female prospective teachers 
and primary school mathematics teacher candidates 
expressed mathematics mostly in the conceptual 
category of “a needed area in daily life”, male 
prospective teachers expressed mathematics as “an 
area that is enjoyed to deal with” and secondary school 
mathematics teacher candidates expressed 
mathematics in the conceptual category of “a 
demanding field”. Moralı et al. (2022) examined the 
metaphorical perceptions of prospective mathematics 
teachers regarding the nature of mathematics in the 
dimensions of “platonist, instrumentalist and problem 
solving”. It was determined that prospective teachers 
were most in the problem solving dimension and least 
in the instrumentalist dimension. Güler et al. (2012) 
examined the metaphor perceptions of prospective 
secondary school mathematics teachers regarding the 
concept of mathematics by dividing them into five 
categories. These categories are “need, guide, infinity, 
perspective and life itself”. In this study, the category 
“life itself” was preferred the most 

When academic studies are examined, it has been 
determined that the positive and negative meanings 
that prospective mathematics teachers attribute to the 
concept of mathematics affect students’ attitudes 
towards mathematics. Therefore, the metaphorical 
perceptions of prospective teachers regarding the 
concept of mathematics are the starting point of this 
study. 

In this direction, the main problem of the research 
was determined as “How do prospective teachers 
from different branches studying at Trabzon 
University perceive the concept of “mathematics?” 
The following sub-problems were investigated within 
the framework of the main problem of the research. 

• What are the metaphors that prospective teachers have 
regarding the concept of mathematics? 

• Under which conceptual categories can the metaphors of 
prospective teachers regarding the concept of mathematics be 
gathered? 

Purpose of the Research 
The aim of this research is to reveal the perceptions 
of prospective teachers regarding the concept of 
mathematics through the metaphors they produce and 
to investigate under which categories these metaphors 
can be gathered. 

Research Method 
In the study, a phenomenological research method 
based on a qualitative research approach was used. 
The phenomenological research method is an 
important method for determining individuals’ 
experiences of an event and how they make sense of 
these experiences. It is used to determine what a 
phenomenon means to individuals, what their 
experiences are regarding the phenomenon, and their 
common thoughts about the phenomenon (Çapar and 
Ceylan, 2022). In other words, it is one of the methods 
used to determine perceptions of phenomena or 
events.  Phenomenology focuses on phenomena that 
we are aware of but cannot explain in depth. 
Phenomenology studies aim to interpret individuals’ 
perceptions of a phenomenon (Yıldırım and Şimşek, 
2008). Phenomenology is widely used because it 
allows us to make inferences about abstract topics and 
allows us to understand complex structures more 
easily (Demircioğlu, 2023; Güneş and Fırat, 2016). 

In this study, metaphor analysis will be used to 
determine how prospective teachers make sense of 
their experiences related to the concept of 
mathematics. For this purpose, phenomenological 
research and metaphor analysis are interrelated and 
mutually supporting processes (Demircioğlu, 2023). 

Research Group 
A total of 286 prospective teachers studying in 
different departments and classes of Trabzon 
University Fatih Faculty of Education in the 2024-
2025 spring academic year participated in this study. 
Demographic information of the teacher candidates 
participating in the study is shown in Table 1. 

Table 1 shows that the number of teacher candidates 
participating in the study varies between 30 and 49 
according to departments. A total of 286 teacher 
candidates participated in the study, 112 of whom 
were male and 174 were female. Male were indicated 
with the letter M, Female with the letter F and an 
appropriate code was created for each participant. 
Table 3 shows the abbreviations of the departments. 
For example, BEM2 code indicates basic education, 
male, and 2nd teacher candidate. 
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Table 1. Distribution of prospective teachers according to department and gender variables 

Departments 
Female Male Total 

f % f % f % 

Elementary Science Education (ESE) 19 11 11 10 30 10 

Mathematics Education (ME) 24 14 18 16 42 15 

Elementary Maths Education (EME) 27 15 22 20 49 17 

Social Sciences Education (SSE) 23 13 9 8 32 11 

English Teaching (ET) 17 10 16 14 33 12 

Basic Education  (BE) 23 13 13 12 36 13 

Preschool Teaching (PT) 24 14 9 8 33 12 

Special Education (SE) 17 10 14 12 31 11 

Total 174  112  286  

 
Data Collection Tool 
When metaphor analysis studies in the literature were 
examined, it was determined that a similar survey form 
was generally used to collect data. The form consisted 
of demographic questions, a sample metaphor 
sentence, and a sentence pattern with blanks left for 
participants to complete  (Ayyıldız, 2016; Bıyıklı et al., 
2014; Demircioğlu, 2023; Saylık et al., 2021; Ünsal et 
al., 2016). In this study, a data collection tool 
consisting of two sections was used to determine the 
metaphors of prospective teachers towards the 
concept of mathematics. The first part of the data 
collection tool includes questions regarding 
demographic characteristics and instructions 
regarding filling out the form. The second part 
includes a sample metaphor sentence regarding the 
concept of mathematics (Mathematics is like a tree. 
Because it feeds from many different disciplines with 
its roots. It is divided into many sub-fields with its 
branches. On the other hand, it contributes to many 
disciplines.) and a statement that prospective teachers 
are asked to fill out in the form of “Mathematics is 
like……. Because….” Before the data collection tool 
was distributed to the participants, the authors 
provided information about the concept of metaphor. 
It took the participants 7-12 minutes to fill out the 
data collection tool. 

Data Analysis 
After the data collection process was completed, the 
analysis of metaphor sentences was carried out by 
adopting a holistic approach. The resulting metaphors 
and explanations must be appropriate and valid for 
the concept of mathematics. For this reason, 
metaphor sentences with insufficient explanations or 
those that are not appropriate for the concept of 
mathematics were excluded from the scope of the 
study. The identified metaphors were grouped based 
on the similarity of their explanation parts. From here, 
10 categories were obtained: “A versatile field, A 
demanding field, Cumulative, evolving and changing, 
Problem solver, A needed area in daily life, Infinite, 
An orderly-systematic structure, Mathematics as the 
basis of the universe, Positive or negative emotions 

and Other”. Metaphors were placed into categories by 
two researchers separately. As a result of this process, 
the two researchers placed 8 metaphors into different 
categories. These 8 metaphors placed into different 
categories were evaluated together by the authors and 
placed into categories that were decided upon jointly. 
 
Inter-rater reliability method was used for the 
reliability of the data. Within the scope of this method, 
participants’ metaphors were assigned to categories 
independently by two raters. After assignment, inter-
rater consistency was calculated using the Cohen’s 
Kappa formula. The kappa coefficient was found to 
be 0.97. If the kappa coefficient is between 0.81 and 
1.00, it is said that almost perfect agreement is 
achieved (Landis and Koch, 1977). From here it can 
be said that the reliability of the study is very high. 
 

Results 

This section includes information on the metaphors 
created by prospective teachers regarding the concept 
of mathematics and the conceptual categories created 
based on these metaphors. The metaphors produced 
according to the first problem of the research are 
shown in Figure 1 with a word cloud. 

 

Figure 1. Word cloud of prospective teachers regarding 

the concept of mathematics 

As seen Figure 1, the metaphors “Life”, “Water”, and 

“Puzzle” come to the fore in the word cloud of 

prospective teachers. The metaphors produced by 

prospective teachers regarding the concept of 
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mathematics and their frequencies are presented in 

detail in Table 2. 

Table 2. Metaphors Produced by Prospective Teachers Regarding the Concept of Mathematics 
No Metaphors  f  No Metaphors  f 

1 Island map 1  94 Life  30 
2 Tree 1  95 Part of life 2 
3 Pain 1  96 Wheels of life 1 
4 Octopus 1  97 Little piece of life 1 
5 Family 1  98 Unsolved problem in life 1 
6 Flowing river 1  99 Everything 2 
7 Aquarium 1  100 All-encompassing circle 1 
8 Aleyna Tilki song 1  101 Nothingness 1 
9 Algorithm 3  102 English 1 
10 Key 2  103 Human  3 
11 Bee 2  104 Human brain 1 
12 Beehive 1  105 Swiss army knife 1 
13 Love 4  106 Torture 1 
14 Atom 2  107 Light 1 
15 Father 1  108 Women 1 
16 Garden 1  109 Heart 2 
17 The handle of the axe 1  110 Cancer 1 
18 Step 1  111 Door handle 1 
19 To succeed 1  112 Black hole 1 
20 Baby’s first steps 1  113 Ant house 1 
21 Brain 1  114 Mixed road map 1 
22 Computer 1  115 A complex structure 1 
23 Science center 1  116 Complex and variable 1 
24 Riddle 1  117 A lost child 1 
25 Building building 1  118 Reading a book 1 
26 Foundation of building 1  119 Our girlfriend 2 
27 Louse 1  120 A tangled rope 1 
28 Never ending road 1  121 User manual 1 
29 Empty paper 1  122 Sand grains 1 
30 Gap 1  123 A multiple cube 1 
31 Kidney 1  124 Labyrinth 5 
32 End of episode monster 1  125 Machine 1 
33 Washing dishes 1  126 Cosmetics 1 
34 Puzzle 7  127 Fruits at the grocery store 1 
35 Cloud 1  128 Logical system 1 
36 Boomerang 1  129 Stairs 1 
37 Big and scary mountain 1  130 Season 1 
38 Monster 1  131 Fruit 1 
39 Cell phone 1  132 Headman 1 
40 Punishment 1  133 An ungrateful person 1 
41 Wallet 1  134 Pomegranate 1 
42 Bag 1  135 Breath 1 
43 Wheel 1  136 River 1 
44 Roof 1  137 Oxygen 2 
45 Flower 1  138 Ocean 6 
46 Flower petals 1  139 Common language 1 
47 Raw meatballs 1  140 Game 6 
48 Chocolate 1  141 Play dough 1 
49 Dead end 1  142 Teacher 1 
50 Plane 1  143 Elixir of immortality 1 
51 Child 1  144 Paradox 1 
52 Multi-Storey Building 1  145 Problem  1 
53 Soup 1  146 Real Madrid 1 
54 The person you love so much but can’t get back together 1  147 Menstruation 1 
55 Desert 1  148 Painting 1 
56 Mountain 1  149 Art 1 
57 Sea 5  150 Spiral 1 
58 Grains of sand in the sea 1  151 War 1 
59 Language 6  152 Dancing with numbers 1 
60 Learn languages 1  153 Playing with numbers 1 
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According to Table 2, prospective teachers explained 
mathematics with 185 different metaphors. When 
Table 2 is examined, it is seen that prospective 
teachers mostly represent mathematics with the 
metaphor of “life” (30). In the study, the metaphor 
“water” (11) was used the most after the metaphor 
“life”, and puzzle (7), language (6), ocean (6), game (6), 
sea (5), labyrinth (5), love (4), universe (4), space (4), 
jigsaw (4), algorithm (3), human (3), key (2), bee (2), 
atom (2), philosophy (2), sky (2), shadow (2), part of 
life (2), everything (2), heart (2), our girlfriend (2), 
oxygen (2), recipe book (2), living (2), food (2), 
ıntelligence cube (2), chain (2) were used in 
descending order. Other metaphors were used once. 

Within the framework of the second research problem 
of the study, the metaphors created by the prospective 
teachers regarding the concept of mathematics were 

grouped under 10 conceptual categories. These 
categories are “a versatile field”, “a demanding field”, 
“cumulative, evolving and changing”, “problem 
solver”, “a needed area in daily life”, “ınfinite”, “an 
orderly and systematic structure”, “mathematics as the 
basis of the universe”, “positive or negative 
emotions” and “other”. 

286 prospective teachers who participated in the study 
mostly preferred the categories of “positive or 
negative emotions” (31%), “a needed area in daily life” 
(16,4%) and “cumulative, evolving and changing” 
(12,2%). the least preferred category is “other” (0.7%). 
In this case, approximately one-third of teacher 
candidates see mathematics as a field that evokes 
positive or negative emotions. The percentage 
distribution of conceptual categories according to the 
programs in the study is shown in detail in Table 3. 

 
 
 
 
 
 

 
 
 

61 Gear wheel 1  154 Darling 1 
62 Nature 1  155 An acquaintance we don’t like 1 
63 Wall 1  156 Cigarette 1 
64 Knot 1  157 A universe full of secrets and mysteries 1 
65 Knot thread 1  158 Endless loop 1 
66 World 1  159 Family tree 1 
67 Binoculars 1  160 An abstract and imaginary system 1 
68 A child who can’t get enough of fun 1  161 Water 11 
69 A sour gum 1  162 Constantly flowing water 1 
70 Old embroidered chest 1  163 Recipe book 2 
71 Old darling 1  164 Soil 1 
72 Home 1  165 Train 1 
73 Housewife 1  166 Train tracks 1 
74 Universe 4  167 Tuğba teacher 1 
75 Factory 1  168 Passion 1 
76 Philosophy 2  169 Space 4 
77 Science 1  170 Outer space 1 
78 Fenerbahçe 1  171 An indispensable item 1 
79 Soccer team 1  172 X  1 
80 Skyscraper 1  173 Loneliness 1 
81 Rainbow 1  174 Jigsaw 4 
82 Sky 2  175 Living 2 
83 Rose 1  176 A livable day 1 
84 Shadow 2  177 Summer sun 1 
85 Magnificent and detailed structure 1  178 Food 2 
86 Sun 1  179 Stars 1 
87 Solar powered lamp 1  180 Road map 1 
88 Loud sound 1  181 Swim 1 
89 Map 1  182 Intelligence cube 2 
90 Weather 1  183 Mind 1 
91 Cool and smart woman 1  184 Chain 2 
92 Ghost 1  185 Chain ring 1 
93 Disappointment 1     
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Table 3. Conceptual categories by programs 

Conceptual Categories 
ESE 

% 
ME 
% 

EME 
% 

SSE 
% 

ET 
% 

BE 
% 

PT 
% 

SE 
% 

Total 
% 

A versatile field 16,7 16,7 14,3 12 3 11 0 3,2 10 
A demanding field 10 7 14,3 6,3 9 2,7 12 12,9 9,4 
Cumulative, evolving and changing 13,3 23,8 6 9,4 9 11 15 9,7 12,2 
Problem solver 10 9,5 6 6,3 6 0 0 3,2 5,2 
A needed area in daily life 13,3 12 20,4 15,6 12 28,7 15 12,9 16,4 
Infinite 6,7 9,5 4 9,4 3 11 12 3,2 7,3 
An orderly and systematic structure 6,7 4,8 10,2 6,3 6 0 0 9,7 5,6 
Mathematics as the basis of the 
universe 

3,3 0 4 3 3 0 0 0 1,75 

Positive or negative emotions 13,3 16,7 20,4 31,2 48,5 36 45 45,2 31 
Other 6,7 0 0 0 0 0 0 0 0,7 

ESE: Elementary Science Education, ME: Mathematics Education, EME: Elementary Mathematics Education, SSE: Social Sciences Education, ET: English 
Teaching, BE: Basic Education, PT: Preschool Teaching. SE: Special Education 

In the study, science teacher candidates mostly made 
metaphorical explanations under the conceptual 
category of “a versatile field (16,7%)”, mathematics 
teacher candidates under the conceptual category of 
“cumulative, evolving and changing (23,8%)”, 
primary school mathematics teacher candidates under 
the conceptual category of “a needed area in daily life 
(20,4%)” and “positive or negative emotions 
(20,4%)”, and teacher candidates in other programs 

under the conceptual category of “positive or negative 
emotions”.  

Metaphors evaluated in the positive or negative 
emotions category are given in Table 4. Metaphors of 
prospective teachers who evaluated mathematics as 
positive and negative emotions were included in this 
category. 

Table 4. Positive or negative emotions 
Metaphors (f=69) f % 

Life (10), maze (4), sea (4), game (3), puzzle (2), love (2), human (2), unsolved problem in life (1), science (1), 

problem (1), punishment (1), a tangled rope (1), raw meatballs (1), an acquaintance we don’t like (1), a lost 

child (1), nothingness (1), complex and variable (1), space (1), monster (1), Real Madrid (1), cigarette (1), art 

(1), a livable day (1), weather (1), chocolate (1), season (1), an ungrateful person (1), a complex structure (1), 

menstruation (1), boomerang (1), elixir of immortality (1), human brain (1), disappointment (1), door handle 

(1), sand grains (1), a child who can’t get enough of fun (1), headman (1), cancer (1), loneliness (1), paradox 

(1), binoculars (1), node (1), torture (1), cool and smart woman (1), child (1), an abstract and imaginary system 

(1), painting (1), playing with numbers (1), father (1), summer sun (1), the person you love so much but can’t 

get back together (1), dead end (1), empty paper (1), loud sound (1), Aleyna Tilki song (1), old darling (1), 

darling (1), pain (1), ghost (1), mixed road map (1), reading a book (1), rose (1), water (1), louse (1), space (1), 

Fenerbahçe (1), women (1), Tuğba teacher (1), mind (1) 

89 31 

  
 

As can be seen in Table 4, 69 different metaphors 
were produced for the conceptual category of 
“Positive or negative emotions”. These metaphors 
were preferred by 31% (f=89) of the participants. In 
other words, 31% of the participants preferred 
metaphors that fell into this category. The metaphor 
of “live” was used the most (f=10) in this category. 
The statements of the selected teacher candidates for 
this category are as follows: 

Mathematics is like “life”. Because it is difficult, it always 
teaches us lessons. It comes across us in every field, there are 
many subjects it is connected to (ESEF2); Mathematics is 
like “a punishment” given to us. Because I can’t handle 
every problem I encounter (PTF5); Mathematics is like “a 
maze”. Because, a result is reached by going through 
winding paths. We are happy when we reach the result. Its 
existence is necessary for us. It contributes a lot to our lives 
(PTF8); Mathematics is like “nothingness”. Because it 
has no meaning or contribution to my life (PTF14); 
Mathematics is like “life”. Because life is beautiful for those 
who can do and live. It is like hell for those who cannot. It 

becomes unlivable and unbearable (SEF1); Mathematics is 
like “disappointment”. Because no matter how well you 
try to do it, it ends badly. It is the key that takes you to the 
goal you want, but it leaves you halfway. It steals your 
dreams (SEF2); Mathematics is like “a door handle”. 
Because it opens every door. Every door that opens takes you 
to a new world and offers beauty. It makes many things 
easier in life (SEF5); Mathematics is like “a child”. 
Because it can ask different, unexpected questions. It can 
leave you alone with different problems (EMEF7); 
Mathematics is like “a game”. Because it is like solving 
puzzles. It is fun (EMEF10); Mathematics is like “the 
sea”. Because if you know how to swim you can handle it 
but if you don’t you will get lost in it (ETF4);  Mathematics 
is like “your lover”. Because when you understand it and 
can solve it, you can be happy. When you can’t understand 
it and can’t solve it, you get angry. But you can’t get away 
from both (ETM3); Mathematics is like “reading a 
book”. Because if you love it, you will enjoy spending your 
time on it. If you don’t love it, you won’t be able to read even 
3 pages (BEM2); Mathematics is like “a rose”. Because 
it has both thorns and beauty (BEM3); Mathematics is like 
“water”. Because the more you drink, the more you want 
to drink. That’s why people get their water from 
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mathematics. It brings life energy to people. This energy 
increases the quality of their life (BEM8); Mathematics is 
like “Fenerbahçe”. Because it is always a source of 
passion for those who love it. It aims to leave a mark in 
many areas by bringing those who love it together and has a 
dynamism that constantly develops and renews itself 
(MEF10); Mathematics is like “mind”. Because 
mathematics is also making sense of real life. As we do in 
mind, thought and proof, acceptance are required. Like 

mind, it is complicated and difficult to understand 
(MEM6). 

The metaphors evaluated in the category of “a needed 
area in daily life” are given in Table 5. The metaphors 
of the prospective teachers who evaluated 
mathematics as needed or mandatory in daily life were 
included in this category.

Table 5. A needed area in daily life 
Metaphors (f=24) f % 

Life (11), water (9), food (2), language (2), living (2), shadow (2), gear wheel (1), oxygen (1), fruits at the 

grocery store (1), heart (1), part of life (2), swim (1), an indispensable item (1), baby’s first steps (1), the 

handle of the axe (1), cosmetics (1), cell phone (1), brain (1), machine (1), universe (1), everything (1), 

breath (1) little piece of life (1), algorithm (1) 

47 16,4 

  
 

As seen in Table 5, there are 24 different metaphors 
in the “a needed area in daily life” category. These 
metaphors were preferred by 16,4% (f=47) of the 
participants. The metaphor “life” was the most (f=11) 
preferred in this category. The statements of the 
selected teacher candidates for this category are as 
follows: 

Mathematics is like “life”. Because it can be an example 
for many events in our lives. Since mathematics has abstract 
and concrete aspects, I think it can be associated with life 
(EMEF11); Mathematics is like the “gear wheel”. 
Because without it, nothing works properly or goes well 
(ESEF18); Mathematics is like “fruits at the grocery 
store”. Because we always find it useful, we peel it and use 
it. It is always useful to us and we need it at every moment 
of our lives (ESEM2); Mathematics is like “food”. 
Because just as we cannot live without food, we cannot live 
without mathematics (ESEM1); Mathematics is like the 
foundation of life. Because every tool used today has a 
relationship with mathematics. There is a mathematical 
calculation in almost everything, from the clothes we wear to 
the cars we drive (ESEM5); Mathematics is like “water”. 

Because it is necessary in every area of life. Its presence 
provides convenience in life, its absence causes confusion and 
difficulties (PTF4); Mathematics is like “an 
indispensable item” for people. Because it is impossible 
to continue life without mathematics (PTF3). Mathematics 
is like “language”. Because it allows us to express many 
things (SSEF1). Mathematics is like “the universe”. 
Because we know that it exists in every aspect of our lives 
(SSEM7); Mathematics is like breathing. Because it is “a 
part of life”, a knowledge that we will refer to at every 
moment of life (SEF14); Mathematics is like “swim”. 
Because you learn by practicing and you never know when 
you will come across a situation where you need to use it 
(ETF13); Mathematics is like “a shadow”. Because it 
doesn’t leave you alone. It appears everywhere and in every 
field. You have to know how to use it (BEF5). 

Metaphors evaluated in the conceptual category of 
cumulative, evolving and changing are given in Table 
6. Metaphors of prospective teachers who evaluated 
mathematics as producing cumulative information 
over time, constantly developing and changing are 
included in this category. 

Table 6. Cumulative, evolving and changing 
Metaphors (f=32) f % 

Garden (1), all-encompassing circle (1), bee (1), game (1), tree (1), computer (1), language (1), spiral (1), 

chain (2), play dough (1), end of episode monster (1), wallet (1), jigsaw (1), river (1), puzzle (2), fruit (1), 

wheel (1), algorithm (1), old embroidered chest (1), family tree (1), love (1), endless loop (1), flower petals 

(1), factory (1), train tracks (1), chain ring (1), skyscraper (1), multi-storey building (1), magnificent and 

detailed structure (1), stars (1), life (2), never ending road (1) 

35 12,2 

As seen in Table 6, 32 different metaphors were 
produced for the conceptual category of “Cumulative, 
evolving and changing”. These metaphors were 
preferred by 12,2% (f=35) of the participants. In this 
category, the metaphors of “chain”, “puzzle” and 
“life” were used twice, while the others were used 
once. The statements of the selected teacher 
candidates for this category are as follows: 

Mathematics is like “a garden”. Because everything you 
learn contributes to the future and everything you learn 
becomes a source for other learning (ESEF7); Mathematics 

is like “a bee”. Because it constantly tries to develop and 
work (ESEF15); Mathematics is like “a tree”. Because 
it branches out from basic operations to other operations 
(ESEM7); Mathematics is like “a language”. Because 
it is alive by constantly changing new things added to the 
symbols to give it meaning according to itself. It is necessary 
to make an effort to understand (ESEM8); Mathematics 
is like “a chain connected to each other”. Because if we 
cannot learn the first subject, we cannot understand any 
mathematical subject when we move on to other subjects. All 
subjects are interconnected (PTF23). Mathematics is like 
“train tracks”. Because it progresses with accumulation 
and we cannot complete the road if one track is missing 
(SEM7); Mathematics is like a “skyscraper”. Because 
every piece of information learned forms the basis for the next 
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piece of information. Thus, it is built and becomes a 
skyscraper. With the information in mathematics (axioms), 
new information is supported and mathematics is learned 
(EMEF23); Mathematics is like “an endless loop”. 
Because the pool it is related to is very large and it continues 
by constantly adding new information to it (MEF21); 
Mathematics is like “a factory”. Because just as 
everything in a factory has a purpose, mathematics also 
completes itself and forms a whole (MEM1). 

The metaphors evaluated in the versatile field category 
are given in Table 7. Metaphors of prospective 
teachers who were evaluated as associating 
mathematics with different disciplines and forming 
the basis for other sciences were included in this 
category. 

Table 7. A versatile field 
Metaphors (f=27) f % 

Jigsaw (2), life (1), science center (1), heart (1), train (1), grains of sand in the sea (1), soup (1), knot thread (1), 

atom (1), roof (1), octopus (1), bag (1), bee (1), world (1), sun (1), everything (1), home (1), puzzle (1), sky (1), 

water (1), nature (1), rainbow (1), foundation of building (1), flowing river (1), ocean (2), desert (1), soccer team (1) 
29 10 

 

As seen in Table 7, 27 different metaphors were 
produced for the conceptual category of “A versatile 
field”. These metaphors were preferred by 10% 
(f=29) of the participants. In this category, the 
metaphors “jigsaw” and “ocean” were used twice, 
while the others were used once. The statements of 
the selected teacher candidates for this category are as 
follows: 

Mathematics is like “a jigsaw”. Because it is intertwined 
with all other disciplines and complements each other 
(ESEF3); Mathematics is like “a jigsaw”. Because each 
piece is fed by different disciplines. When the puzzle is 
finished, the picture that forms explains that mathematics is 
the main picture that helps other disciplines (BEM9); 
Mathematics is like “a science center”. Because it is 
related to many fields. Knowing mathematics is the most 
important point of establishing relationships with other 
fields. It has many benefits in every field in our daily lives 
(ESEF1); Mathematics is like “a train”. Because a train 
consists of many locomotives. If we liken each locomotive to 
a field of mathematics, we can liken the train as a whole to 
mathematics itself (ESEF9); Mathematics is like 
“soup”. Because it includes many disciplines. All of them 
create a common taste in harmony with each other 

(ESEF12); Mathematics is like “an atom”. Because it 
is the building block of everything and every science 
(ESEM9); Mathematics is like “an octopus”. Because 
it has a very wide field of research. It can reach many areas 
like the arms of an octopus. It is like what an intelligent 
animal like an octopus does (SSEF5); Mathematics is like 
“an ocean”. Because just as it surrounds all land masses, 
mathematics also surrounds all branches of science 
(EMEF25); Mathematics is like “an ocean”. Because 
it has various fields and different subjects. It is an area open 
to new discoveries. It has unknowns (MEF2); Mathematics 
is like “a soccer team”. Because if we think of each 
position as a subject, we can liken each related position to 
related subjects. If we establish the right connections, we score 
a goal, in other words, we reach a result (EMEM6); 
Mathematics is like “life”. Because, like life, it is a 
multifaceted, interconnected process consisting of different 
disciplines (EMEM9). 

The metaphors evaluated in the conceptual category 
of “a demanding field” are given in Table 8. The 
metaphors of the prospective teachers who evaluated 
mathematics as requiring effort, exertion and 
endeavor were included in this category.

Table 8. A demanding field 
Metaphors (f=26) f % 

Aquarium (1), flower (1), riddle (1), puzzle (1), passion (1), sea (1), a multiple cube (1), mountain (1), 
labyrinth (1), living (1), wall (1), war (1), our girlfriend (2), wheels of life (1), washing dishes (1), big and 
scary mountain (1), human (1), ıntelligence cube (1), philosophy (1), love (1), step (1), stairs (1), to succeed 
(1), soil (1), plane (1), a sour gum (1) 

27 9,4 

 

As seen in Table 8, 26 different metaphors were 
produced for the conceptual category of “a demanding 
field”. In this category, the metaphor “our girlfriend” 
was used the most and the other metaphors were used 
once each. The statements of the selected teacher 
candidates for this category are as follows:  

Mathematics is like “an aquarium”. Because, when you 
look from the outside, it looks very orderly. When you get 
into it, you make an effort to stay above water (ESEF10); 
Mathematics is like “a riddle”. Because, we try to find the 
answer (ESEF13); Mathematics is like “passion”. 
Because, the more passion you show, the more you get in 
return. Mathematics is a subject and a science that requires 
effort and turns into a passion after a while when you get the 
reward (ESEM10); Mathematics is like “a multiple 
cube”. Because, it takes a lot of effort to solve it. A cube 

also takes a lot of time and effort, but once you learn it, it 
flows like water (PTF9); Mathematics is like “love”. 
Because math and love both require effort to understand. 
However, both provide great satisfaction when solved 
(BEF14); Mathematics is like “stairs”. Because it teaches 
step by step and takes you to the top. But even if there are a 
few missing steps in between, it becomes difficult and progress 
becomes impossible (MEF4); Mathematics is like “soil”. 
Because the more we work on it, the more it gives us. The 
more we work on it, the more it gives us products. These 
products are different from each other and of different 
natures. The more we work on it, the more different products 
it gives. The more the cultivated soil is cultivated, the more 
it gives more, it gives higher quality products, and it shines 
even more. Just like in mathematics (MEM7). 
Mathematics is like “philosophy”. Because, every step 
should be considered, commented on and steps should be 
taken accordingly (SEF17); Mathematics is like “a 
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step”. Because, we climb the steps slowly and patiently and 
those who do not give up reach their goal, that is, the result 
(SEF11). 

Metaphors evaluated in the “infinite” conceptual 
category are given in Table 9. Metaphors of 
prospective teachers who evaluated mathematics as an 
infinite field and containing multiple unknown 
situations were included in this category. 

Table 9. Infinite 
Metaphors (f=15) f % 

Sea (1), Sky (1), Life (1), Space (3), Black hole (1), Philosophy (1), Ocean (4), Oxygen (1), x (1), Dancing with 
numbers (1), Pomegranate (1), Ant house (1), Outer space (1), A universe full of secrets and mysteries (1), 
Universe (2) 

21 7,3 

 

As seen in Table 9, 15 different metaphors were 
produced for the conceptual category of “infinite”. 
These metaphors were preferred by 7,3% (f=21) of 
the participants. In this category, the most preferred 
metaphors were “ocean”, “space” and “universe”, 
while the others were used once each. The statements 
of the selected teacher candidates for this category are 
as follows:  

Mathematics is like “the sea”. Because, there is much 
more information hidden in its depths, waiting to be 
discovered (ESEF17); Mathematics is like “life”. 
Because, it contains many problems. You solve problems in 
order to progress. As you solve them, you understand that 
you are getting deepe (ESEM11); Mathematics is like “a 
black hole”. Because, unless you go inside, you cannot 
solve its mystery. If you go inside, you will be trapped in an 
infinity that will never end. As you draw knowledge into this 
infinity, you grow (PTF1); Mathematics is like “the 
ocean”. Because, it is endless. At first, when you are 
walking on the shores, it seems conquerable, but as you open 
up, you understand how impossible it is. It pulls you deep, 
pushes you with its storms, and if you are lucky, you come 

to a shore (SSEM2); Mathematics is like “space”. 
Because there is always a new discovery to be made, it is 
constantly expanding, it is infinite. There are some entities 
that we are not aware of, such as objects that have only been 
proven to exist as equations (EMEM13); Mathematics is 
like “an anthouse”. Because from the outside it looks 
like there are only operations, but inside it is completely 
different. There are infinite operations that are connected to 
each other underneath the operations. Just like anthills are 
connected to each other and go on for infinite lengths 
(MEF14); Mathematics is like “a universe full of 
secrets and mysteries”. Because it is infinite, 
discoverable and endless to discover, and a universe that is 
enjoyable and does not tire as it is discovered (MEM17). 

The metaphors evaluated in the conceptual category 
of “an orderly and systematic structure” are given in 
Table 10. The metaphors of the prospective teachers 
who evaluated mathematics as having a certain 
systematicity, order and hierarchy were included in 
this category.  

Table 10. An orderly and systematic structure 
Metaphors (f=14)  f % 

Recipe book (1), family (1), housewife (1), ıntelligence cube (1), solar powered lamp (1), common language (1), 
language (1), jigsaw (1), life (2), english (1), logical system (1), learn languages (1), game (2), building building (1), 16 5,6 

  

 

As seen in Table 10, 14 different metaphors belonging 
to the conceptual category of “an orderly and 
systematic structure” were produced. These 
metaphors were preferred by 5,6% (f=16) of the 
participants. In this category, the metaphors “life” and 
“game” was used twice, while the others were used 
once. The statements of the selected teacher 
candidates in this category are as follows: 

Mathematics is like “a recipe book”. Because it helps 
us reach the desired result by bringing together the right data 
and steps (ESEF8); Mathematics is like “a 
housewife”. Because, just as housewives keep the house 
orderly and tidy, mathematics makes the expressions orderly 
and tidy by simplifying them (ESEM4); Mathematics is 
similar to language because it explains facts and objects in 
its own style and methods (SSEM8); Mathematics is like 
“family”. Because it has clear rules like a father. It is 
definite and unchanging. Like a mother, it can show 

different results in different situations. It creates a bond with 
different disciplines like siblings (EMEF26); Mathematics 
is like “life”. Because living life as it deserves is doing the 
right things in the right place. Mathematics also always 
requires doing the right thing. It has a certain discipline in 
the cause-effect relationship (SEF9); Mathematics is like 
“an intelligence cube”. Because all its steps 
complement each other. If even one step is wrong, the result 
will be wrong (EMEF3); Mathematics is like “a game”. 
Because it is passing (proving) sections (theorems) in 
accordance with certain rules (definitions) (SEM4). 

The metaphors evaluated in the problem solver 
conceptual category are given in Table 11. The 
metaphors of the prospective teachers who were 
evaluated as producing alternative solutions to 
complex situations in mathematics were included in 
this category. 
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Table 11. Problem solver 
Metaphors (f=13) f % 

Teacher (1), puzzle (1), key (2), kidney (1), user manual (1), road map (1), light (1), swiss army knife (1), recipe 
book (1), algorithm (1), map (1), ısland map (1), life (2) 15 5,2 

As seen in Table 11, 13 different metaphors belonging 
to the conceptual category of “problem solver” were 
produced. These metaphors were preferred by 5,2% 
(f=15) of the participants. The metaphors “key” and 
“life” in this category were used twice, while the 
others were used once. The statements of the selected 
teacher candidates in this category are as follows:  

Mathematics is like “a teacher”. Because it helps us solve 
all problems (ESEF4); Mathematics is like “a key”. 
Because it acts as a tool to solve many problems and open 
locks (ESEF6); Mathematics is like “a user manual”. 
Because it translates abstract situations that we cannot 
understand into concrete ones with easily understandable 
symbols and helps us solve problems that we are 
uncomfortable with, such as we do not have a house, we will 
build operations, dimensions are necessary (ESEM3); 
Mathematics is like “light”. Because it is a light on the 

students’ path and helps them think and find the result of 
operations. It provides this to the student in excess with its 
certain materials (SSEF2); Mathematics is like “a 
recipe book”. Because it explains how to do many things. 
It teaches us what we do not know. It helps us understand 
and think (SSEM4); Mathematics is like “a key”. 
Because it is the key to solving the problems we encounter 
with the effect of increasing technology (MEF8); 
Mathematics is like “a road map”. Because it shows you 
a direction where you can solve any problem with the right 
steps. Each step is based on the result of the previous one 
and takes you to the right path (ETF7). 

Metaphors evaluated in the conceptual category of 
“mathematics as the basis of the universe” are given 
in Table 12. Metaphors of prospective teachers who 
see mathematics as the basic source of the formation 
of the universe are included in this category. 

Table 12. Mathematics as the basis of the universe 
Metaphors (f=4) f % 

Language (2), constantly flowing water (1), universe (1), atom (1) 5 1,75 

  
 

As seen in Table 12, 4 different metaphors belonging 
to the conceptual category “Mathematics as the basis 
of the universe” were produced. These metaphors 
were preferred by 1,75% (f=5) of the participants. In 
this category, the metaphor “language” was used 
twice, while the others were used once. The 
statements of the selected teacher candidates in this 
category are as follows: 

Mathematics is like “a language”. Because it contains 
many problems. You solve problems to progress. You 
understand that you are getting deeper as you solve them 
(ESEM6); Mathematics is like “the universe”. 
Because the universe has a system within itself. It is built on 
a scientific or divine system and scientific discoveries up until 

now have been concretized with mathematics by observing the 
universe. The universe is founded on mathematics with 
scientific discoveries (SSEF14); Mathematics is like 
“constantly flowing water”. Because it does not stand 
still. It contains a lot of beauty. It is the source of most things 
in the universe (EMEF15); Mathematics is like “an 
atom”. Because we encounter it everywhere in the universe. 
Mathematics forms the basis of everything in the universe. 
Understanding mathematics is deciphering the code of the 
universe. Mathematics is everything (EMEM18).  

Metaphors evaluated in the “Other” conceptual 
category are given in Table 13. Metaphors that do not 
fall into any category are presented in this category.  

Table 13. Other 

Metaphors (f=2) f % 

Cloud (1), bee (1) 2 0,7 

  
 

According to Table 13, 2 different metaphors were 
produced for the conceptual category of “Other”. 
These metaphors were preferred by 0,7% (f=2) of the 
participants. In this category, the metaphors of 
“cloud” and “bee” were used once each. The 
statements of the prospective teachers are as follows: 

Mathematics is like “a cloud”. Because it distributes 
information equally to all students. It does not discriminate 
(ESEF11); Mathematics is like “a bee”. Because the 
basis of mathematics is ratio and proportion. Ratio and 
proportion are like worker bees and queen bees (ESEF14). 

 

Discussion 

When we look at the findings, it is seen that 286 
teacher candidates produced 185 different metaphors. 
Looking at this finding, it is seen that teacher 
candidates produced different metaphors at a rate of 
approximately 65%. It can be said that this high rate 
is due to the fact that the participants were teacher 
candidates selected from different programs. 

When the metaphors produced by the prospective 
teachers regarding mathematics are examined, it is 
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seen that the most produced metaphor is the 
metaphor of “life” (f=30, 10.49%). The metaphor of 
“life” was found to be f=18 (12.68%) in a study 
conducted by Demirkol and Ergin (2017), f=28 
(21.7%) in a study conducted by Güler et al. (2012), 
f=34 (18.68%) in a study conducted by Güner (2013), 
and f=33 (10.4%) in a study conducted by Çalışıcı and 
Sümen (2019). Based on the results of the studies in 
the literature, it is possible to say that the “life” 
metaphor is one of the most produced metaphors in 
similar studies in the literature (Çalışıcı and Sümen, 
2019; Demirkol and Ergin, 2017; Güler et al., 2012; 
Güner, 2013). In the present study, it is seen that the 
category with the most “life” metaphors (f=11) is “a 
needed area in daily life”. The reason for the excessive 
use of the “life” metaphor is understood from the 
explanations of the metaphor. The participants stated 
that they use mathematics in daily life and that it is 
everywhere in life. 

In the category of “a needed area in daily life”, the 
teacher candidates who use the “life” metaphor the 
most are the teacher candidates in the Primary School 
Mathematics Teaching program. The reason why 
primary school mathematics teacher candidates think 
this way is thought to be that they have taken too 
many teaching courses on how to teach mathematics 
during their university education and have received 
practice-oriented training (Çalışıcı and Sümen, 2019).  

The second most preferred metaphor in this study is 
“water” (f=11, 3.85%). However, when we look at 
some of the similar studies in the literature, it is seen 
that the most produced metaphor after the metaphor 
of “life” is the “puzzle”. The “puzzle” metaphor was 
seen as f=22 (6.9%) in a study by Çalışıcı and Sümen 
(2019) and f=8 (5.63%) in a study by Demirkol and 
Ergin (2017). In this study, the “puzzle” metaphor is 
seen as f=7(2.44%). 9 of the teacher candidates who 
produced the “water” metaphor explained this 
metaphor in a way that it could be included in the “a 
needed area in daily life” category. The reason for this 
finding may be that prospective teachers think that 
water is an important element for us to continue our 
lives and that we need mathematics in our daily lives 
just as we need water. The fact that the most produced 
metaphors in the category of “a needed area in daily 
life” were “life” and “water” is consistent with the 
study of Çalışıcı and Sümen (2019). However, Çalışıcı 
and Sümen (2019) only worked with prospective 
Mathematics Teachers and Primary School 
Mathematics Teachers. In this study, prospective 
teachers studying in 8 different programs were 
included. In both studies, the fact that prospective 
teachers preferred the metaphors of “life” and 
“water” in explaining the concept of mathematics as a 
“needed field” can be associated with their view of 
mathematics as a general need for people. 

When the categories are examined, it is seen that the 
category that stands out is the “positive or negative 
emotions” category. The effect of the teacher 
candidates in the English Language Teaching (48%), 
Special Education Teaching (45%) and Preschool 
Teaching (45%) programs is great in the prominence 
of this category. The reason why the teacher 
candidates in the English Language Teaching program 
have an emotionally based opinion towards 
mathematics may be that they did not take a 
mathematics course during their university education. 
Not taking a mathematics course may have limited 
their views on mathematics and their emotional 
feelings towards the concept of mathematics may 
have come to the fore. Although the Special 
Education teacher candidates took the Mathematics 
Teaching in Special Education course in the fall 
semester of the 3rd grade and the Preschool teacher 
candidates took the Mathematics Education in Early 
Childhood course in the fall semester of the 2nd 
grade, they made emotionally-oriented explanations 
for the metaphors they produced regarding the 
concept of mathematics. The reason for this may be 
that the content of the courses they took at university 
included basic information rather than the details of 
mathematics. The category that stood out for 
classroom teacher candidates was the “positive or 
negative emotions” (36%) category. In a study 
conducted by Güveli et al. (2011) on prospective 
classroom teachers, the most preferred categories 
were “an exciting lesson” (f=181) and “a difficult and 
boring lesson” (f=160). In the present study, 
prospective classroom teachers’ use of metaphorical 
explanations containing emotions is similar to the 
results of Güveli et al. (2011). Except for Mathematics 
and Science teacher candidates, other teacher 
candidates preferred the “positive or negative 
emotions” category more. 

It is seen that the prominent category for prospective 
mathematics teachers is “cumulative, evolving and 
changing” (23,8%). This finding is similar to the 
“content/structure” category, which is the prominent 
category in the study of Kantarcı and Kıral (2021). 
The category of “a demanding field” highlighted in 
the study of Çalışıcı and Sümen (2019) and the 
category of “need” highlighted in the study of Güler 
et al. (2012) differ from the category of “accumulative, 
developing and changing” in this study. These 
differences emerged with two different 
interpretations, namely, whether the prospective 
mathematics teachers viewed the concept of 
mathematics as a structure, even as a whole, or as an 
area that required effort and needed to be worked on. 
These interpretations may have differed due to the 
differentiation of the prospective teachers’ class levels 
(since the teaching course and theoretical courses 
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differ according to class levels) and their experiences 
with the concept of mathematics. 

The prominent category for science teacher 
candidates is “a versatile field” (16,7%). In this 
category, metaphors that are mostly related to science 
such as science center and atom and can be addressed 
in different dimensions were used. In this case, it can 
be said that the science content courses that science 
teacher candidates take at university also shape their 
thoughts on the concept of mathematics. 

This study was conducted with prospective teachers 
studying in 8 different programs. For this reason, the 
study offers a more comprehensive perspective in 
determining the perceptions of prospective teachers 
towards mathematics compared to similar studies in 
the literature. 

Conclusions 

The conclusions drawn from the findings obtained 
from the study are given below. 

The fact that the teacher candidates participating in 
the study were studying in different programs caused 
them to have different learning experiences, which led 
to the formation of a variety of metaphors.  

The most important and clear conclusion reached in 
the study is that the “Life” metaphor is a metaphor 
preferred by a significant portion of the participants 
to explain the concept of mathematics. 

Teacher candidates who have not taken any courses 
related to mathematics or who have taken limited 
non-theoretical teaching courses during their 
university education have an emotional perception 
towards mathematics. This emotional perception is 
shaped according to their past experiences with 
mathematics in school life. A large part of emotional 
perceptions consists of negative feelings. From this, it 
was concluded that teacher candidates who have taken 
a limited number of courses related to mathematics 
have developed negative feelings towards 
mathematics. 

The courses that prospective mathematics teachers 
and primary school mathematics teachers take 
throughout the university differ in terms of theory and 
practice. The reason why prospective mathematics 
teachers and primary school mathematics teachers 
have different perceptions of mathematics depends 
on the courses they take. 

Science content requires a certain level of 
mathematical knowledge, and even advanced 
mathematical knowledge in some science subjects. 

Therefore, science teacher candidates’ science 
knowledge has an impact on their perception of 
mathematics. In other words, they can reconcile 
science and mathematics. From this, it was concluded 
that the field courses of science teacher candidates 
positively affected their perceptions of mathematics. 

Looking at the findings in this study, it was seen that 
the experiences of the prospective teachers regarding 
mathematics affected how they perceived 
mathematics. Since there is vocational training in the 
university, prospective teachers who study in 
programs where there is no intensive or no 
mathematics content course continue to perceive 
mathematics according to their past experiences. 

The general conclusion to be drawn is that the 
different experiences of prospective teachers 
regarding mathematics create differences in their 
perception of mathematics. The duration of 
participants’ encounter with mathematics throughout 
their education and the types of their experiences 
significantly shape their thoughts. 

Recommendations 

Recommendations were made based on the results 
ontained from the present study. When the metaphors 
assigned to the positive and negative emotion 
categories in the study were examined, it was 
determined that a large part of the participants’ 
perceptions of mathematics contained negative 
emotions. The expression of past experiences with 
negative emotions may be related to the experiences 
gained throughout school life. For this reason, 
activities can be planned in schools to make students 
realize that mathematics is a field needed and 
frequently used in daily life, and that there is 
mathematics behind even a simple thought. At the 
same time, activities that will develop the 
mathematical thinking skills of students with negative 
perceptions of mathematics should be included in the 
curriculum. In this direction, teaching can be done 
with a more comprehensive perspective by taking into 
account the four basic objectives of mathematics 
education (valuing mathematics, gaining mathematical 
thinking skills, using mathematics as a means of 
communication, and gaining problem-solving skills)  
(Baki, 2020). 

Considering that teachers are effective in shaping 
students’ thoughts about mathematics (Şahin, 2013), 
fun and daily life-oriented mathematics activities, 
projects and seminars can be organized for teacher 
candidates with negative perceptions of mathematics 
in order to change their perceptions about 
mathematics. 
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Similar studies can be conducted with teacher 
candidates studying at different universities to 
compare perceptions of mathematics across 
universities. In this way, it can be determined how the 
perceptions of mathematics of people studying and 
living in different regions are affected by the region 
they live in.  
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ABSTRACT 

In a world that is becoming increasingly interconnected due to globalization and 

digitalization, countries and societies are struggling with various crises. These crises, 

which emerge in the environmental, economic, political, social and technological fields, 

have become threats to the sustainability of societies. Sudden and powerful natural 

disasters dramatically affect societies both materially and spiritually. In today's world 

surrounded by disasters, it is of great importance for institutions and organizations to 

review their crisis management approaches and the crisis leadership they exhibit in 

combating different types of crises. The aim of this study is to examine the role of the 

transformational leadership approach in crisis management in order to ensure the 

sustainability of societies in the face of sudden and devastating crises. In particular, the 

intervention and recovery processes carried out after the Kahramanmaraş (Syria-Türkiye) 

earthquake, which occurred on February 6, 2023 and was described as one of the biggest 

disasters of the century, were evaluated from the perspective of transformational 

leadership. In this context, the main objective of the study is to reveal the impact of 

leadership not only on administrative but also on moral, psychological and social 

reconstruction processes in post-crisis recovery processes. As a result of the study, it was 

observed that transformational leadership characteristics (inspirational motivation, 

intellectual stimulation, individual interest and idealized influence) increased the recovery 

capacity of the society during and after the crisis. In the Kahramanmaraş earthquake 

example, it was determined that the transformational leadership behaviours exhibited by 

local administrators, public officials and civil society leaders reinforced social trust, 

strengthened the sense of solidarity and accelerated the recovery processes. In contrast 

to traditional authoritarian or mechanical crisis management approaches, 

transformational leadership was observed to produce more inclusive, motivating and 

sustainable results. 

Keyworld: Crisis Management, Transformational Leadership, Sustainable Communities, 

2023 Kahramanmaraş Earthquake 
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ÖZET 

Küreselleşme ve dijitalleşmenin etkileriyle birlikte giderek daha yakınlaşan dünyada ülkeler ve 

toplumlar çeşitli krizlerle mücadele etmektedir. Çevresel, ekonomik, politik, sosyal ve teknolojik 

alanlarda ortaya çıkan bu krizler, toplumların sürdürülebilirliğini tehdit eder hâle gelmiştir. 

Özellikle ani biçimde gelişen güçlü doğal afetler, toplumları hem maddi hem de manevi olarak 

dramatik biçimde etkilemektedir. Afetlerle kuşatılmış günümüz dünyasında, farklı kriz türleriyle 

mücadelede kurum ve kuruluşların sahip oldukları kriz yönetimi yaklaşımlarını ve sergiledikleri 

kriz liderliğini gözden geçirmeleri büyük önem arz etmektedir. Bu çalışmanın amacı, ani ve yıkıcı 

krizler karşısında toplumların sürdürülebilirliğini sağlayabilmek için dönüşümcü liderlik 

yaklaşımının kriz yönetimindeki rolünü incelemektir. Özellikle 6 Şubat 2023 tarihinde meydana 

gelen ve yüzyılın en büyük afetlerinden biri olarak nitelendirilen Kahramanmaraş (Suriye-

Türkiye) depreminin ardından yürütülen müdahale ve iyileşme süreçleri, dönüşümcü liderlik 

perspektifinden değerlendirilmiştir. Bu bağlamda çalışmanın temel hedefi, kriz sonrası 

toparlanma süreçlerinde liderliğin sadece yönetsel değil, aynı zamanda moral, psikolojik ve 

toplumsal yeniden inşa süreçlerine olan etkisini ortaya koymaktır. Çalışma sonucunda, 

dönüşümcü liderlik özelliklerinin (ilham verici motivasyon, entelektüel teşvik, bireysel ilgi ve 

idealize edilmiş etki) kriz anlarında ve sonrasında toplumun toparlanma kapasitesini artırdığı 

gözlemlenmiştir. Kahramanmaraş depremi örneğinde; yerel yöneticilerin, kamu görevlilerinin ve 

sivil toplum öncülerinin sergilediği dönüşümcü liderlik davranışlarının, toplumsal güveni 

pekiştirdiği, dayanışma duygusunu güçlendirdiği ve iyileşme süreçlerini hızlandırdığı 

belirlenmiştir. Geleneksel otoriter ya da mekanik kriz yönetimi yaklaşımlarının aksine, 

dönüşümcü liderliğin daha kapsayıcı, motive edici ve sürdürülebilir sonuçlar doğurduğu 

görülmüştür. 

Anahtar Kelimeler: Kriz Yönetimi, Dönüşümsel Liderlik, Sürdürülebilir Topluluklar, 2023 

Kahramanmaraş Depremi 
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Introduction 

The increasing number of environmental, economic, 
political, social and technological crises in the world 
has led to the need to reconsider crisis management 
approaches and crisis leadership. Some of the major 
crises recorded in recent world history are as follows 
(I.P.O.C. Change, 2007; Goldstein & Xie, 2009; 
McKibbin & Stoeckel, 2010; Kashparov, 2019): 

● The Cold War between the United States and the 
Soviet Union (1947-1991), 
● Climate change characterized by global warming, 
melting glaciers, rising sea levels and extreme weather 
events (since the second half of the 20th century, after 
the 1950s) 
● The Chernobyl Nuclear Disaster (1986), 
● The Asian Financial Crisis that started in Thailand 
and spread to Asian countries (1997), 
● The Global Financial Crisis that started with the 
collapse of Lehman Brothers (2008), 
● The Arab Spring that affected many countries in the 
Middle East and North Africa (2010), 
● The Syrian civil war and the refugee crisis it caused 
(2011), 
● The collapse of health systems around the world 
collapse and social isolation of societies Covid-19 
Pandemic (2020). 

Another type of crisis that many countries in the 
world have to face is the crises experienced due to 
natural disasters. Natural disasters can be slow-
developing types such as famine, drought, severe cold, 
or sudden forms such as avalanches, earthquakes, 
storms, tornadoes, rock falls, floods, inundations, 
landslides, volcanic eruptions, fires (AFAD, 2023). In 
recent years, the number of natural disasters has been 
increasing in the world and in Türkiye. Some of the 
largest natural disasters in world history are the Great 
Kanto Earthquake (Japan-1923), the China Flood 
Disaster (1931), the Bhola Cyclone (Bangladesh-
1970), the Tangshan Earthquake (China-1976), the 
Indian Ocean Earthquake and Tsunami (2004), the 
Hurricane Katrina (USA-2005), the Sichuan 
Earthquake (China-2008), the Haiti Earthquake 
(2010), the Tōhoku Earthquake and Tsunami (Japan-
2011), and the Türkiye (Kahramanmaraş Pazarcık and 
Elbistan) Earthquake (2023) (Lay et al., 2005; 
Schencking, 2008; Zhang et al., 2016; Courtney, 2018; 
Biswas & Daly, 2021; Uchida & Bürgmann, 2021; 
Ahsan & Özbek, 2022; Höfer, 2023; Naddaf & 
Callaway, 2023). 

It is clear that in order to cope with these crises that 
have spread around the world, both in terms of their 
numbers and their effects, social awareness and 
actions are needed beyond individual consciousness. 
The survival of societies depends on their 
sustainability. In order to understand what a 
sustainable community means, the meaning of 

sustainability and its elements must be well 
understood. 

The aim of this study is to address transformational 
leadership behaviors through the earthquake incident 
in Kahramanmaraş on February 6, 2023. Within the 
scope of the study, the realization of sustainable 
development and access to sustainable communities, 
the concepts of crisis management and disaster 
management, the importance of transformational 
leadership in crisis periods, transformational 
leadership theory and its elements, and the evaluation 
of the February 6 Kahramanmaraş earthquake in 
terms of transformational leadership are included. 

Sustainable Development and Sustainable 
Communities 

Although the concept of sustainability is generally 
expressed in the literature as an integrated descriptor 
of environmental, economic and social conditions; it 
does not mean that these three areas are of equal 
importance. It is argued that environmental 
sustainability is by far the most important factor, and 
that the possibility of global disaster due to climate 
change makes economic and social sustainability 
unimportant. On the other hand, environmental 
degradation, which is a complex concept affected by 
society and economy, needs to be determined with 
scientific methods. It is seen that global sustainability 
is addressed in terms of climate change caused by 
global warming due to greenhouse gases accumulated 
in the atmosphere (Sikdar, 2020). 

There is a knowledge gap due to unknowns regarding 
environmental sustainability. Annual global 
temperature increases in atmospheric carbon stock 
can be determined with high precision. However, 
there is a great uncertainty regarding how carbon 
emissions are distributed by countries and businesses. 
Blind spots in measuring thermal forcing from non-
carbon-based greenhouse gases such as methane 
make it difficult to identify the factors underlying the 
true social cost of carbon and are a shortcoming in 
current global carbon management (George, 2021). It 
can be argued that digital technologies can contribute 
significantly to becoming more sustainable and 
including the unknowns in this equation. Because the 
use of digital technologies in the context of 
sustainability is increasing. For example, some large 
enterprises have started to track their carbon footprint 
with new technologies such as artificial intelligence 
and machine learning, the internet of things, big data 
and analytics, and blockchain. For example, IBM has 
developed a system that tracks blockchain-based 
carbon credits for the energy sector. In order to 
increase the energy efficiency of data centers, Google 
reduces its carbon footprint by using artificial 
intelligence algorithms supported by big data 
analytics. Schneider Electric optimizes its operations 
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by using internet of things sensors in its production 
facilities; it reduces the amount of emissions by 
monitoring the amount of carbon emissions in real 
time. Microsoft optimizes supply chain operations by 
calculating carbon emissions with the "Microsoft 
Sustainability Calculator" it developed. (Google, 2024; 
Hedera, 2025; IBM, 2025; Microsoft, 2020; Schneider 
Electric, 2025). 

Environmental and economic sustainability can be 
considered as concepts that are intertwined with social 
sustainability, mutually affecting each other, and even 
inseparable. In a deserted world depicted in science 
fiction movies, societies that fight barbarically for 
basic needs such as water and food reveal a painful 
picture of what can happen when environmental 
sustainability cannot be achieved. Economic 
sustainability should not take precedence over 
environmental sustainability. As Elsawy and Youssef 
(2023) stated in their study, they emphasize that 
starting from the Industrial Revolution, the business 
world focused on maximizing short-term profits, 
ignoring long-term environmental and social impacts, 
and that societies, governments, and businesses only 
became aware of environmental degradation in the 
mid-20th century. In this sense, the publication of the 
Brundtland Report (1987) by the World Commission 
on Environment and Development can be considered 
a milestone. 

Sustainable development and the creation of 
sustainable communities are closely related. 
Sustainable development is a development model that 
balances the consumption of natural resources with 
environmental, economic and social dimensions, and 
does not jeopardize the ability of future generations to 
meet their needs (Brundtland Report, 1987). 
Sustainable development refers to strategic goals at 
the global level, while sustainable communities refer 
to the implementation of these goals at the local level. 
Sustainable communities are communities that 
encourage individuals to participate in decision-
making processes; support small businesses and local 
agricultural activities; adopt waste management, 
environmentally friendly transportation systems and 
water conservation; manage renewable energy sources 
such as biomass, solar and wind; and are 
environmentally sensitive, economically resilient and 
socially inclusive with all these features (Elkington & 
Rowlands, 1999; Brundtland & Mansour, 2010; 
Newman & Jennings, 2012; United Nations, 2015; 
Daly, 2017). 

Blay-Palmer (2011) defines sustainable community as 
“a community that unites people in a place or space 
based on ecological balance, participatory democracy 
and social self-governance”. Since the 1990s, many 
sustainable community projects have been initiated to 
address environmental, economic and social issues, 

increase social well-being and protect the long-term 
health of human and natural systems, as sustainability 
has become a growing concern in societies (Gahin et 
al., 2003). One of the four main dimensions of the 
“Sustainable Cities and Communities” heading of the 
World Bank’s Global Practice on Cities, Disaster Risk 
Management, Resilience and Land is “sustainable 
communities”. Sustainable communities are resilient 
to social, economic and natural shocks, and are well 
prepared for natural disasters, the intensity and 
frequency of which are increasing due to climate 
change (The World Bank, 2023). 

In terms of creating sustainable communities, the 
importance of crisis management is increasing and 
communities are expected to be more resilient. 
Resilience, in its shortest form, is “the ability of 
communities to cope with external stresses and 
disturbances caused by environmental, political and 
social changes”. Community vitality is important in 
ensuring resilience (Dale et al., 2010). While 
community vitality refers to the dynamic and 
sustainable operation of a community in economic, 
social and cultural aspects, it decreases or increases 
according to the level of commitment, interaction and 
cooperation among community members (Putnam, 
2000). It is claimed that community vitality has been 
seriously damaged in the industrial world. It is 
suggested that governments can determine a strategic 
policy that can bridge 
individual/national/international actions by 
increasing community vitality in the context of 
sustainable development (Dale et al., 2010). 

Crisis Management and Disaster 
Management 

Many early crisis management theories were 
developed based on devastating natural disasters or 
large-scale industrial accidents. These studies address 
the typology of disaster management organizations 
and groups, behavioral patterns, values, response to 
natural disasters, and the impact of social problems on 
response to natural disasters. Since the 1980s, crisis 
management research has focused on crisis planning 
and preparation for potential crises, and has 
particularly focused on emergency planning, human 
resource training, and the role of leaders in crises 
(Özcan, 2021). 
The concept of crisis is defined as natural or human-
based events that require immediate intervention, 
cause panic and chaos at the social level, and 
negatively affect organizations and societies because 
they are relatively difficult to control. Crisis 
management, which also includes disaster 
management and requires continuity, is examined in 
three basic stages: “pre-crisis, crisis moment, and 
post-crisis.” Disaster management, which is a 
dimension of crisis management, is being prepared for 
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disasters, preventing disasters, reducing their damage 
in the event of a disaster, and effectively managing 
social resources before and after the disaster 
(Çağırtekin, 2019). 
 
Sudden crises such as earthquakes cause serious chaos 
and unpredictability in the disaster area. Natural 
disasters have five stages. The pre-crisis period is the 
uncertain time period before the natural disaster. The 
moment of crisis is the period when the society 
experiences direct physical loss due to the occurrence 
of the disaster. Responding to the crisis is done by 
conducting search and rescue efforts. Recovery is 
achieved by meeting the shelter, energy, health, water, 
food and funeral needs of the society exposed to the 
disaster. Reconstruction is the reconstruction of the 
society exposed to the disaster (Özcan, 2021). 
The purpose of crisis management is to develop the 
ability of the organizational structure to move flexibly 
so that the necessary decisions can be made and 
implemented in a timely manner in times of crisis 
(Aydıner, 2014). Organizations include all 
organizations in the public sector, private sector, and 
non-profit sector outside of these two areas. States 
and local governments on the public sector side, and 
various businesses and non-profit organizations on 
the private sector side need to be actively involved in 
crisis management. As organizations become more 
sensitive to crises such as natural disasters that 
question sustainability efforts or lack thereof, the issue 
of sustainability becomes even more important for 
managers. 
 
In the context of areas of responsibility and activities, 
sustainability management and crisis management 
practices need to be shared and carried out in 
cooperation by all levels of society, such as the public 
sector, private sector, non-profit sector, and 
individuals (Barham, 2017). Crisis management 
should be built on a strong network that includes the 
interaction of knowledge, responsibility, experience, 
and expertise between central and local government 
units; there should be cooperation between managers 
and employees in accordance with governance 
principles (Aydıner, 2014). The fact that Türkiye is 
inevitably located in an earthquake zone and that 
earthquakes of great magnitude, such as the February 
6, 2023 Kahramanmaraş earthquake, may occur at 
certain intervals creates the need for managers to 
empower their employees both cognitively and 
psychologically in terms of earthquake preparedness 
and response. 
 

The Importance of Transformational 
Leadership in Crisis Periods 

Today's leaders face various challenges in 
transforming operational systems and mobilizing 
human resources due to increasing globalization, 

technology, communication and competition. 
Transformational leadership skills are needed to adapt 
to this rapid change (Ani, 2008). Crises pose a threat, 
change the dynamics of the organization and force 
leaders to meet the conditions of this changing 
situation (Pietraszek & Cieslak, 2020).  
 
Crises cause a kind of trauma in organizations. 
Organizational trauma refers to "an experience in 
which a group is cognitively and emotionally 
unprepared, leaving them completely defenseless or at 
least temporarily helpless." Crisis can cause emotional 
connection, traumatic reactions and excessive 
emotional burden among employees to spread among 
members. When traumatic reactions go beyond the 
individual, the organization begins to suffer; efficiency 
and productivity decrease, and burnout increases. 
There is a need to understand the leadership behaviors 
that can transform the organization from this 
traumatic position of helplessness and fragility to a 
strong and functioning organization (Hormann, 2018; 
Pernick, 2022). 
 
In crisis conditions, it becomes important not only 
how leaders will move the organization forward, but 
also how they will increase their sense of self-
confidence and security by guiding people (Pietraszek 
& Cieslak, 2020). So what would be the most 
appropriate type of leadership in managing natural 
crises such as earthquakes? In response to this 
question, it can be argued that a type of leadership 
should be followed according to the contingency 
approach, taking into account the crisis stages, type 
and magnitude. According to Fiedler et al. (1969), the 
contingency approach argues that a leader's success 
depends on how well the leader's style or personality 
fits the situation. This theory draws attention to two 
types of leader behaviors: a leader who focuses on 
task-oriented behavior and a leader who focuses on 
people. 
 
Choosing the appropriate leadership and decision-
making styles is the biggest challenge in avoiding the 
consequences of a crisis. Alkhawlani et al. (2019) 
proved the mediating effect of rational decision-
making between transformational leadership and 
crisis management, and determined that 
transformational leaders have the ability to transfer 
their enthusiasm and inspirational motivation to their 
subordinates, which leads to better interaction during 
a crisis. Transformational leaders are considered 
“change agents” due to their ability to identify the 
weaknesses and strengths of employees, train and 
develop them to fulfill themselves for the benefit of 
the organization (Alqatawenah, 2018). 
Transformational leadership involves transforming 
the attitudes and assumptions of organization 
members so that they can take part in transforming 
the organization (Christensen, 2009). It can be argued 
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that transformational leadership can be used in 
managing the traumatic reactions of employees who 
have been and/or will be exposed to trauma due to 
disasters. Indeed, transformational behaviors are 
needed especially when environmental conditions 
such as those in a crisis create fear, anxiety and mental 
distress; when dysfunction or uncertainty is perceived. 
It is stated that in overcoming crises, every leader 
should follow a motivation, stress management, trust 
and communication plan (Behling & McFillen, 1996; 
Pietraszek & Cieslak, 2020). In this context, 
transformational leadership is one of the most popular 
approaches to leadership due to its focus on “inspiring 
and empowering followers to succeed in times of 
uncertainty” (Northouse, 2019). In fact, 
transformational leadership is frequently emphasized 
in crisis research (Behling & McFillen, 1996; Zhang et 
al., 2012; Lott-Dunn, 2013; Tapanainen & Kamioka, 
2013; Sarkar & Ray, 2015; Hasan & Rjoub, 2017; 
Alkhawali et al., 2019). Since the stages of the crisis 
process involve different levels of uncertainty, it is 
expected that different types of leadership, not a single 
type of leadership, will be successful. In fact, it is 
stated that task-oriented or autocratic leaders work 
well in situations where there is little control during a 
crisis; transformational leaders are more effective in 
the post-crisis and preparation stages for new crises 
(Fiedler et al., 1969). 
Transformational leadership is a dynamic process in 
which leaders and followers can influence each other. 
In contrast to transactional leadership, in the 
transformational leadership model, which is not 
position-dependent, leaders try to increase followers' 
awareness while facilitating the achievement of lower-
level needs (Avolio & Bass, 1995). Crisis intervention 
can be seen as a skill built on the Resource-Based 
Approach. Leidner et al. (2009) emphasize that 
organizational skills such as leadership are very 
important in obtaining value from other sources in 
crisis intervention. The transformational leader can 
interact by selecting which employees can best help 
resolve the crisis. When the information of team 
members with critical information is combined, this 
interaction provides synergy to the organization, and 
more flexibility can be gained in dealing with crises 
(Leidner et al., 2009; Tapanainen & Kamioka, 2013). 
In the context of crisis management, division of labor 
and job descriptions should be prepared in a way that 
does not cause confusion and conflict between 
groups, and leadership should be shared at all levels 
(Leidner et al., 2009; Tapanainen & Kamioka, 2013). 
In crisis situations, leaders should evaluate the 
situation quickly and comprehensively, make effective 
decisions, and be able to convey instructions to their 
subordinates in a timely manner. In this context, it is 
argued that the behaviors of transformational leaders 
can greatly inspire subordinates, change the values of 
subordinates, motivate subordinates, and thus 
encourage subordinates to accept 

group/organizational goals and work together 
towards a common vision (Zhang et al., 2012). If 
transformational leaders can convey messages to their 
followers about missions, visions, and clear goals that 
show concrete results for organizations, they can 
make this change less stressful (Lott-Dunn, 2013). It 
can be argued that effective crisis management and 
leadership depends on the skills built and practiced 
before the crisis. Agility, which includes perceiving 
environmental changes and responding quickly, is a 
facilitator for leadership in crisis situations. In order 
for transformational leadership to be effective as a 
crisis management approach, agile and dynamic 
capabilities must be developed. During a crisis, leaders 
and teams must work carefully and quickly, as 
mistakes can lead to dire consequences (Sommer, 
2008; Tapanainen and Kamioka, 2013). 
 

Transformational Leadership Theory and 
Elements 

James MacGregor Burns, who first proposed the 
Transformational Leadership Theory, defined a 
transformational leader as “one who promotes 
organizational development while elevating followers’ 
desires for success and personal growth” (Burns, 
1978). Burns defined the concepts of transactional 
leadership and transformational leadership. In 
transactional leadership, leaders maintain a series of 
bargaining relationships with followers to meet 
current needs. Transformational leadership foregoes 
this bargaining relationship and achieves desired 
performance by “developing, intellectually 
stimulating, and inspiring followers to transcend their 
own self-interest for a higher collective purpose” 
(Shadraconis, 2013). 

Bass (1985) expanded on Burns’ work by examining 
how leaders lead followers to do more than expected, 
including educating them about the importance of a 
particular goal or raising their level of consciousness. 
Bass (1990, 1997) argued that transformational 
leadership is not an autocratic leadership style, but a 
leadership that encourages cooperation and creativity, 
and on the other hand, transformational leaders help 
followers see beyond their own interests and focus on 
the needs of the organization. According to Bass 
(1999), the task of the transformational leader is to 
align the interests of the organization members and 
thus develop team spirit. Ryan (2000) emphasizes that 
transformational leaders improve the lives of 
employees and transform their followers into leaders. 

The main elements of transformational leadership are 
“ideal influence, intellectual stimulation, individual 
consideration, and inspirational motivation.” These 
elements are briefly explained below (Bass, 1985; 
Avolio and Bass, 1995; Avery, 1999; Ani, 2008; 
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Shadraconis, 2013; Northouse, 2019; Wells-Cornwall, 
2021): 

Idealized influence: The leader exhibits the values, 
beliefs, and moral stance that followers want to 
emulate. Ideally, the effect increases when leaders 
develop trust, respect, share risk, and exhibit altruistic 
behavior, and decreases when they do the opposite. 
To maintain commitment, leaders must continually 
send signals that encourage commitment, respect, and 
loyalty from their followers. When the leader’s 
behaviors are inconsistent with how they frame the 
message, it can cause followers to experience 
cognitive dissonance, decreasing commitment and 
motivation to help achieve organizational goals. 

Intellectual stimulation: The ability of the leader to offer 
creative solutions to problems faced by subordinates 
and to encourage subordinates to seek new 
approaches to accomplishing tasks. Transformational 
leadership requires encouraging intellectual curiosity 
and creativity, reformulating problems, challenging 
the status quo, and questioning assumptions. 
Transformational leaders challenge their followers to 
question the organization’s beliefs and values; they 
encourage them to think from a different perspective 
and provide feedback to develop new ways to address 
organizational problems. 

Individualized consideration: The transformational leader 
determines and develops the needs of followers while 
providing the necessary feedback to achieve 
organizational goals, and values the potential, needs, 
and aspirations of followers for long-term benefits. In 
this case, leaders serve as mentors to followers and 
encourage two-way communication. 

Inspirational motivation: The transformational leader sets 
realistic expectations, creates and communicates a 
vision, clarifies followers' expectations, inspires them, 
and develops confidence in subordinates' ability to 
complete tasks. In this case, as individuals help 
achieve organizational goals, their integration as part 
of the group or organization can serve as a 
psychological contract that increases commitment to 
the organization and the leader. Creating a common 
understanding among team members and ensuring 
collaborative efforts for the benefit of all are more 
motivating than a power relationship (Avery, 1999). 
Transformational leaders are leaders who increase 
self-efficacy and ensure followers' social identification 
with the group, ultimately motivating their followers 
(Shamir et al., 1993). 

Evaluation of the Kahramanmaraş 
Earthquake of February 6, 2023 in the 
Context of Transformational Leadership 

Approximately 80% of the earthquakes in the world 
occur in Indonesia, China, Japan, Pakistan, Chile, 

Russia, Iran, Peru and Türkiye. In Türkiye, where 
earthquake activity is high, the vast majority of 
earthquakes occur in the border zones of the North 
Anatolian Fault, East Anatolian Fault, Southeastern 
Anatolian Thrust Belt and Aegean Graben System 
(Özmen & Nurlu, 1999). The Kahramanmaraş 
Pazarcık and Elbistan earthquakes of February 6, 2023 
went down in history as one of the largest earthquakes 
in Türkiye's history, affecting 11 provinces and 
causing the death of approximately 55,000 people 
(Erdener, 2019). Being more prepared for earthquakes 
is important in Türkiye, which is located in the Alpine-
Himalayan earthquake zone and where earthquake 
risk is widespread. In this context, within the scope of 
the 12th Development Plan, a “Disaster Management 
Specialization Commission” was established, aiming 
at integrated disaster management. The main elements 
of integrated disaster management include “reducing 
disaster risks, ensuring disaster preparedness, 
developing disaster response capacity and activating 
post-disaster recovery efforts”.  

Transformational leadership can be considered 
directly related to these elements of integrated disaster 
management from various perspectives. Below, the 
actions taken after the February 6 Kahramanmaraş 
earthquake are analyzed in the context of 
transformational leadership elements: (AFAD, 2023a; 
AFAD, 2023b; Türkiye Cumhuriyeti Çevre, Şehircilik 
ve İklim Değişikliği Bakanlığı, 2024; Selçuk, 2024; Altı 
Şubat Arama Kurtarma ve İnsani Yardım Derneği, 
2023; Para, 2023):  

Idealized influence: As an indication of the magnitude of 
the Kahramanmaraş earthquakes, the government of 
the Republic of Türkiye declared a level 4 alarm for 
the earthquake region and a state of emergency for 3 
months in 10 provinces. 102 countries offered aid to 
Türkiye, more than 141 thousand people from 94 
countries participated in the search and rescue efforts. 
Following the earthquakes, BOTAŞ announced that 
the flow of natural gas to the earthquake zones was 
stopped. Hatay Airport was closed to all flights, while 
Gaziantep Airport and Kahramanmaraş Airport were 
closed only to civilian flights. While Vice President 
Fuat Oktay and some ministers managed the 
emergency situation from the AFAD center, 
governors of the provinces damaged by the 
earthquake and governors from neighboring 
provinces were assigned. During the disaster process, 
leaders, including President Recep Tayyip Erdoğan 
and relevant ministers, went to the provinces where 
the earthquake occurred after the disaster, stood by 
the community and made quick decisions, which 
created trust in the leaders. At the same time, AFAD's 
coordination of the process with the first 
interventions created an important impact in terms of 
leadership.  On the other hand, it has been stated that 
some of the aid arrived late due to reasons such as the 
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earthquakes being in a very wide area, the 
deterioration of infrastructure in some regions and 
difficulties in transportation. This is sufficient to 
explain why two earthquakes caused damage to an 
area of approximately 350,000 km2, approximately the 
total area of Germany, and why aid could not be 
delivered simultaneously to all the places in need, 
since neighboring provinces were simultaneously 
affected. This situation caused a perception of lack of 
leadership on the part of the people of that region, 
interrupting the continuity of the idealized effect. It is 
seen that some groups who want to use this situation 
to their advantage have made many speculative 
statements such as that the aid was sent deliberately 
late, etc.  

Intellectual stimulation: Transformational leadership is 
about turning a crisis into an opportunity and 
producing innovative solutions. Innovative 
approaches using new technologies such as drones, 
mobile applications and artificial intelligence-based 
systems in post-disaster relief efforts demonstrate the 
capacity of leaders to produce solutions. Different 
types and features of cameras, Unmanned Aerial 
Vehicles (UAVs), generators, communication 
systems, radar systems and satellite systems developed 
by the Turkish defense industry have played a major 
role in the successful management of the disaster. 
FINDER (Finding Individuals for Disaster 
Emergency Response) technology, developed by 
NASA and using a microwave radar system, was used 
to detect people trapped under the rubble. 
Transformational leadership was demonstrated by 
emphasizing disaster-resistant, environmentally 
friendly, energy efficient and sustainable construction 
during the reconstruction process.  It is seen that the 
creation of TUBITAK project calls in the context of 
combating disasters has encouraged many researchers 
to come up with innovations and the fruits of these 
projects will be offered in the market as various 
innovative products in a short time.  

Individualized consideration: During the disaster process, 
both senior managers and local managers visiting and 
calling the victims provided emotional support to the 
victims. In the context of transformational leadership, 
it is seen that psychological support and social 
assistance projects were carried out for the earthquake 
victims; regular information was provided; empathy 
was shown and the concerns of the earthquake victims 
were listened to. In terms of state support, force 
majeure was declared in the region affected by the 
earthquake and tax liabilities were postponed until July 
31, 2023; supports such as moving aid and rent aid 
were announced for earthquake victims according to 
their situation. “Türkiye One Heart” aid campaign 
was organized with a joint broadcast of 8 national 
television channels and 115.1 billion TL in donations 
were collected. 

Inspirational motivation: Transformational leaders build 
trust by giving motivating messages in times when 
society is in a state of trauma and uncertainty. From 
the first moments when news of the disaster was 
heard, leaders called for working together and made 
statements such as "we will rebuild together" aimed at 
the unity and solidarity of the society. As soon as news 
of the disaster was received, aid campaigns were 
organized for disaster victims all over Türkiye, and aid 
trucks were prepared and sent to the disaster area as 
quickly as possible. In this context, it was seen that the 
spirit of solidarity was encouraged in the society. The 
direct involvement of leaders in campaigns to increase 
social solidarity created a transformational effect. 
Transformational leaders determine a clear vision in 
times of crisis and share this vision with stakeholders. 
After the Kahramanmaraş earthquakes, urban 
transformation strategies were created, primarily in 
earthquake zones, for disaster risk management, the 
creation of resilient cities and safe construction. There 
is a tendency to create development plans that cover 
the socio-economic effects of the earthquake. 

Discussion 

There are numerous studies conducted using different 
samples and methods in the context of the effects of 
transformational leadership on followers, teams, and 
organizational outcomes: measurement of 
transformational leadership (House et al., 1991); locus 
of control and innovation (Howell & Avolio, 1993); 
development and performance (Dvir et al., 2002); 
organizational learning (Mirkamali et al., 2011); 
employee effectiveness (Srithongrung, 2011); creative 
flexibility (Sharma et al., 2012); communication (Çetin 
et al., 2012); employee job satisfaction (Munir et al., 
2012); crisis management and leadership (Zhang et al., 
2012; Sarkar & Ray, 2015;Hasan & Rjoub, 2017); crisis 
and transformational leadership (Behling & McFillen, 
1996; Zhang et al., 2012; Lott-Dunn, 2013; 
Tapanainen & Kamioka, 2013; Sarkar & Ray, 2015; 
Hasan & Rjoub, 2017; Alkhawlani et al., 2019). 
 
The transformational leader's ability to achieve 
leadership effectiveness, especially in times of crisis, 
depends on creating value congruence and synergy 
between the leader and his members. Zhang et al. 
(2012) examined the effect of transformational 
leadership on leadership effectiveness in the context 
of the 5.12 magnitude earthquake that occurred in 
China in 2008 with a retrospective approach and 
interviewed 146 leaders and 526 members from 
hospitals in the disaster area. According to the 
participants, exhibiting altruistic behaviors for 
transformational leaders is a good way to expand a 
leader's role as an example. 
 
After the Great East Japan Earthquake on March 11, 
2011 and the subsequent nuclear power plant failure 
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in Fukushima, organizations reevaluated their 
business continuity plans to adapt to large-scale crises. 
Tapanainen and Kamioka (2013)’s study shows that 
transformational leadership is praised by IT managers 
and can be applied in crisis situations. 
 
Another study conducted with emergency service 
personnel and managers working in a large fire rescue 
organization in the United States found that managers 
who were seen by their subordinates as people who 
developed transformative and trusting relationships 
were more likely to rate their subordinates as having 
the potential to lead in crisis situations (Williams et al., 
2019). 
 
As evidenced during the Covid-19 pandemic, 
employees experienced mental and psychological 
health problems as well as job difficulties, and their 
organizational commitment was affected. A study 
conducted with 267 Vietnamese employees showed 
that transformational leadership had a strong and 
positive relationship with organizational commitment. 
The study emphasized that more attention should be 
paid to the individual consideration dimension, as it 
helps to ease members' struggles during the crisis, 
increase their satisfaction, and improve their 
organizational commitment (Nguyen & Konosu, 
2023). 
 
Northouse (2019) states that the transformational 
leader acts as a coach and mentor to his followers, 
helping them to realize themselves. In his study, he 
found that transformational leadership is associated 
with improved business results in both public and 
private sector environments. 

Conclusion and Recommendations 

Disasters that cause great damage to life, property, and 
socio-psychology can be turned into an opportunity 
for managers and society to question their crisis 
management skills, identify deficiencies in practices, 
and develop them. Based on crisis intervention and 
post-crisis experiences, it is possible to develop 
leadership, increase employees' psychological 
resilience and well-being, and thus be better prepared 
for future disasters and reduce disaster damage. It is 
important for private sector organizations, especially 
public institutions and organizations, to plan and 
develop practices in terms of this preparation. 

While the concept of transformational leadership is 
generally addressed in organizational contexts in the 
existing literature, in this study it was examined by 
adapting it to a major natural disaster on a societal 
scale. In this context, the study provides an original 
application of transformational leadership in the 
context of disaster management to the crisis 
management and disaster management literature. 

However, analyzing the 2023 Kahramanmaraş 
earthquake, a major disaster that occurred in Türkiye, 
from a leadership perspective provides a local 
contribution to post-crisis leadership practices. In this 
study, an interdisciplinary approach to the field is 
presented by looking at disaster preparedness and 
response processes from a leadership perspective and 
a leadership-based perspective is provided for the 
vision of a sustainable society. 

In this study, the idealized effect was evaluated from 
a societal perspective. However, it would be a topic 
that warrants further academic investigation to 
evaluate the idealized effect in terms of AFAD teams 
or other public and private sector teams working in 
the region. In the context of disasters, the evaluation 
of intellectual stimulation in terms of public sector 
and private sector employees and teams is valuable in 
terms of putting tacit knowledge into practice. In the 
context of transformational leadership, the results of 
individualized consideration in workplaces and 
teamwork during disaster periods should be 
addressed. It can be argued that there is an intellectual 
stimulation to develop new techniques, methods and 
tools for combating disasters, especially in societies 
where disasters are experienced intensely. In this way, 
innovations are designed not only for a country but 
also for the benefit of humanity. Transformational 
leadership can be function as an effective tool in 
institutions and organizations to provide this 
incentive.  

The consequences of many disasters are a bill paid by 
people who intervene in nature unconsciously or do 
not know how to live with nature. Transformational 
leaders can play an important role in defining a clear 
vision, sharing it with society and creating a spirit of 
solidarity in societies that are beginning to learn how 
to combat disasters. Therefore, it is recommended 
that future studies focus on the implementation of 
transformational leadership and the analysis and 
development of transformational leadership 
behaviors. 
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ÖZET 

Günümüzün hızla gelişen bilgi toplumunda, bilgi ve iletişim teknolojilerinin (BİT) 

İngilizce öğretimine entegrasyonunu, öğretim elemanları için kritik hale gelmiştir. Bu 

çalışma, İngilizce hazırlık sınıflarında İngilizce öğretim elemanlarının BİT kullanımını, 

betimsel ve nitel bir yöntemle incelemektedir. Fenomenolojik görüşmeler, yarı 

yapılandırılmış görüşme formu kullanılarak nicel bulgulara daha derin içgörüler 

sağlamıştır. Çoğu öğretim elemanı, BİT’in faydalı olduğunu, içeriği zenginleştirdiğini, 

zaman tasarrufu sağladığını, çeşitli materyal tasarımı imkânı sunduğunu ve öğrenci 

motivasyonunu ile katılımını artırdığını düşündüğü tespit edilmiştir. Öğretim elemanları 

tarafından algılanan BİT kullanımını mümkün kılan ve engelleyen durumlar ilgili 

literatürde tartışılmıştır. Çalışmanın sonunda, BİT’in tam entegrasyonu için araştırmacılar, 

uygulayıcılar ve yükseköğretim kurumları için bulgulara dayalı öneriler sunulmuştur. 

Anahtar Kelimeler: Bilgi ve iletişim teknolojileri, dil öğretimi, teknoloji entegrasyonu, 

öğretim elemanları. 
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Introduction 

In recent years, and particularly after the global shift 
prompted by the COVID-19 pandemic, the use of 
Information and Communication Technologies (ICT) 
has become increasingly embedded in nearly all areas 
of daily life. However, despite this growing 
integration, many argue that ICT is still not utilized at 
a satisfactory level in the education sector. When 
compared to other sectors such as business, banking, 
and healthcare, a significant gap remains between the 
potential and actual use of ICT in education 

(Buabeng-Andoh, 2012; Chisăliță & Cretu, 2015). In 
response, numerous countries have increased their 
investment in ICT to build teaching and learning 
environments that align with the demands of the 
digital age. Both developed and developing nations 
aim to integrate technology into their education 
systems to meet strategic objectives, including 
narrowing educational disparities, transforming 
traditional education models, enhancing global 
competitiveness, equipping students with 21st-
century skills, and ensuring equal learning 
opportunities for all. The COVID-19 outbreak in 
2020 served as a crucial turning point, offering a real-
world test of these ongoing ICT investments in 
education. 

Nevertheless, as of 2025, it has become increasingly 
evident that the widespread availability of ICT in 
education does not automatically lead to its effective 
or transformative use in pedagogical practice 
(Nugroho & Zulfiani, 2021; Hidayati et al., 2021). 
While the COVID-19 pandemic acted as a catalyst for 
rapid digitalization, especially in remote learning 
environments, much of the implementation has 
remained limited to basic functional applications 
(Maree & Vos, 2021). Many educators continue to rely 
on ICT tools for administrative tasks or content 
delivery, rather than using them to support active, 
student-centered, and inquiry-based learning 
(Sinuraya et al., 2024; Aristeidou et al., 2020; Nurita et 
al., 2023). This is largely due to a lack of continuous 
professional development, insufficient digital 
pedagogy training, and the absence of structured 
models that integrate technology meaningfully with 
curriculum objectives (Zakiyuddin et al., 2022; 
Sulawanti et al., 2021). 

Moreover, although national and institutional policies 
often emphasize digital transformation and 21st-
century skills, the translation of these goals into 
everyday classroom practices remains inconsistent. 
Infrastructural challenges, unequal access to reliable 
internet and devices, and socioeconomic disparities 
continue to restrict opportunities for equitable 
participation in digital learning (Fegely et al., 2020). 
These limitations have become more apparent with 
the increasing integration of artificial intelligence in 

education. While AI-driven tools offer personalized 
learning experiences and automation, they also bring 
new concerns related to ethics, data privacy, 
educational equity, and the shifting roles of teachers 
and institutions (Hutapea et al., 2020; Baldock & 
Murphrey, 2020). 

In this context, the gap between the envisioned 
benefits of ICT integration and the realities faced by 
educators and learners persists. Closing this gap 
requires not only investment in technological 
infrastructure, but also a systemic commitment to 
pedagogical innovation, digital inclusion, and long-
term support for teachers as active agents in the 
transformation of education (Safitri, 2023; Opticia et 
al., 2022).After the coronavirus (COVID-19) has been 
classified as a global pandemic, many countries have 
taken strict measures to prevent its rapid spread such 
as lockdowns, regulations for social distancing, school 
closures, etc.; however, some countries have preferred 
not to take any precautions and allowed the pandemic 
to proceed in its normal course. These complete 
lockdowns have introduced us new ways of doing 
what we normally do, they have changed our lives in 
a way that things would not be as they were in the past. 
Many have started to work from home, organizations 
have provided flexible working hours, or the 
governments have closed institutions or organizations 
where the people could be infected with the virus. 
Schools, on the other hand, were closed for the rest 
of the term almost all over the world, some 
universities announced they will continue online 
education in the coming semester, and whether the 
rest will be open in the new semester is still in 
question. It is reported that more than 1.5 billion 
learners of all ages more than in 190 countries 
throughout the world are affected because of the 
school and university closures due to the COVID-19 
(UNESCO, 2020; UNICEF, 2020). The school 
closures have expanded the learning inequalities and 
the students were the most affected as not all had the 
same opportunities with the ones living in the city 
centers or had the necessary tools to carry out their 
academic studies. 

The pandemic introduced us the new ways of teaching 
and learning, which raises the importance of ICT use 
by everyone enrolled in education sector. In general, 
ICT can be defined as a set of technologies that allow 
the information to be collected and processed, stored 
and automatically transferred to another location or 
accessed remotely with electronic and / or optical 
technologies when necessary (Ceyhun & Çağlayan, 
1997). The need to integrate ICT into education in the 
information age is a must as the internet has been 
growing largely and becoming a part and parcel of the 
working and educational life. Many developments, 
improvement and integration plans have been in 
action at national and international level in 
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computerization, teacher education, student’s access 
to ICT tools, updating curricula, etc. to keep up with 
the pace of the rapid development of ICT. Turkey set 
out to enhance this with the development of Fatih 
Project in 2010 and added Education Information 
Network (EBA) to its resources. Fatih Project in 
education was initiated for the effective use of 
information technology tools in courses to address 
more senses in the learning-teaching process in order 
to provide equal opportunities in education and 
training and to improve the technology in our schools. 
Five principles lie at the fundamentals of Fatih 
Project: accessibility, productivity, equality, 
measurability and quality (Fatih Projesi, 2020). 

Learning management systems (LMS), open learning 
resources, social networks, lecture videos, 
synchronous - asynchronous lectures and mass open 
online lectures have been started to be used widely for 
educational purposes in some higher education 
institutions. 

As a result, although the necessity of the ICT 
integration is increasingly understood in today’s 
information society, there are uncertainties and 
contradictory research findings about what is meant 
by ICT use, how to measure it, and which conditions 
can be associated with ICT use and results in 
educational settings. Therefore, more studies are 
needed to examine the conditions associated with ICT 
use, the results of ICT use and ICT use in a 
comprehensive and in-depth manner. 

Changes in expectations related to quality in 
education, changing social needs, changes in 
information and communication technologies and the 
effects of these technologies on teaching and learning, 
changes in student profile, changing paradigms in 
teaching and learning form the basis of professional 
development needs of teachers. Teachers, who form 
the human resources of the education system, have 
important roles and responsibilities in realizing the 
teaching profession and in training individuals in line 
with changing social needs. The use of information 
and communication technologies in educational 
environments and the diversification and change of 
learning resources change both the roles of teachers 
in the teaching-learning process and the methods of 
performing professional development activities. From 
this point of view, the related literature on ICT and 
the use of ICT in education was reviewed and 
presented below. 

In their studies, in which they conducted in-depth, 
semi-structured interviews with 16 teachers in the 
province of Badajoz, Malagón and Pérez (2017) found 
out that the majority of teachers think that ICT 
presupposes an incredible development for 
instruction in common, but none of them think that 
computers in part demonstrate an insurgency within 

the field of education as it used to be, and they do not 
favor excessive use of computers in language 
classrooms, as in traditional teaching as they hinder 
their advancement and typical dynamics. In another 
study conducted with 100 preservice teachers to 
determine their perceptions on children’s reading 
skills in EFL via ICT, Thuy (2020) found out that 
preservice teachers have positive perceptions and are 
willing to use ICT in their teaching of reading in EFL 
to pupils. In their study conducted with the English 
instructors for non-English Study Program students 
at IAIN Curup, Apriani & Hidayah (2019) stated that 
the instructors mainly use only three types of ICT in 
their teaching; speaker, educational games and website 
resources since they are easy and cheaper to reach 
although there are many other types of ICT available. 

Muslem and Juliana (2017) stated in their study 
conducted with 26 English language teachers to 
determine their perceptions and challenges to use ICT 
in ELT classroom that English language teachers 
think ICT is very helpful in teaching but they face 
obstacles such as limited time, insufficient equipment 
and weak internet connections, in addition to the lack 
of knowledge and experience and lack of ICT 
education to completely make use of ICT in their 
teaching. Rodliyah (2018), in their study to investigate 
the ways the vocational high school English language 
teachers integrate ICT into their teaching and the 
obstacles and benefits they face, suggested that all the 
teachers integrate ICT into their teaching moderately 
due to their internal motivation, interest and their 
perception on its benefits. In another study carried out 
with 400 EFL teachers in China, Li & Walsh (2011) 
found out that although most of the schools provide 
an adequate classroom setting and most teachers have 
enough computer skills, teachers’ use of ICT is mostly 
limited to PowerPoint presentations of pictures, 
grammar and sentence structures. They also 
determined that the obstacles that prevent the 
teachers from using ICT effectively in their 
classrooms are lack of adequate training, lack of time, 
lack of technical support when needed, lack of 
training and the need for a more integrated approach 
to ICT integration. 

In their study, Ertmer, Ottenbreit-Leftwich and York, 
(2006) stated that enablers just like barriers can be 
categorized into intrinsic or extrinsic, and access to 
ICT equipment, software, technical support, internet 
can be considered among extrinsic enablers and 
personal beliefs, competence can be considered 
among intrinsic enablers. Hammond, et al. (2009) also 
stated that having access to ICT and technical support 
is a key element in terms of effective use of ICT in the 
classroom by teachers. In addition, Bingimlas (2009) 
suggested in their study that sustained technical 
support should be provided to the teachers. Li and 
Walsh (2011) found out that teachers’ access to 
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computers and the internet in their offices and 
classrooms increase their motivation to use ICT in 
language teaching. Buabeng-Andoh (2012) also stated 
that the fact that the teachers integrate and use ICT 
effectively in their classrooms mainly depends on the 
presence and accessibility of these tools. 

Bingimlas (2009) stated that the main barriers in the 
use of ICT are lack of confidence, lack of competence, 
and lack of access to resources even though teachers 
had a strong desire for to integrate ICT into their 
teaching. In their study conducted in Vietnam, Peeraer 
and Petegem (2010) also stated that the use ICT in 
education is unrealized mostly because of the ICT 
skills of the teachers and computer confidence 
although access to computers and ICT tools is not a 
barrier for the teachers. Pham, Tan and Lee (2018) 
stated that the lack of supporting IT personnel and 
lack of qualified personnel are big barriers for the 
teachers to integrate ICT in their teaching. In the 
study by Baek (2008) on identifying the factors 
hindering teachers’ use of computer and video games 
in the classrooms, it was determined that using ICT 
tools and games in the classroom is hindered because 
of lack of supporting and reference materials. Dang, 
Nicholas and Lewis (2012) stated that the main 
barriers to using ICT are lack of training on ICT, lack 
of support to use ICT in teaching. On the other hand, 
Tearle (2003) suggested that well-motivated and 
caring staff would work tirelessly for quality, and they 
would understand the necessity to re-evaluate and 
adapt their workflow on a regular basis in a variety of 
ways, including thorough evaluation of ICT use. 

Tondeur et al. (2007) stated in their study conducted 
with 570 teachers that there is a gap between the 
proposed and implemented curriculum for ICT and 
lack of communication between the school principals 
and teachers in terms of implementing ICT in schools. 
Dang et al. (2012) also determined in their study 
carried out with 222 academic staff in Vietnam that 
there are barriers in the integration of ICT into 
teaching both at institutional and teacher level, among 
which are lack of guidelines, training and support for 
ICT use in teaching, and limited resources. Another 
study carried out in Vietnam by Dinh (2009) with 12 
teachers established that support is an important 
element for the teachers to use ICT in their teaching 
as well as trainings on teaching English with ICT. In 
their study carried out with 55 teachers, Mushayikwa 
and Lubben (2009) stated that ICT use triggers the 
teachers’ self-directed professional development. 

Ertmer (2006) points out in their study with 25 
winners of statewide technology teacher awards that it 
is necessary to pay more attention to intrinsic factors 
like beliefs, attitudes, and confidence during 
undergraduate education and more interaction of pre-
service teachers with exemplary teachers will increase 

their use of ICT in the future. Muslem and Juliana 
(2017) stated in their study with 26 English teachers at 
senior state high schools in Banda Aceh that age of 
teachers has no effect on the implementation of ICT 
in language learning. In their study Goktas et al. (2009) 
carried out on the main barriers and possible enablers 
for the integration of ICT in preservice teacher 
education programs, it was stated that universities can 
designate particular units or staff to provide technical 
support, offer assistance the public to use ICT tools 
and materials in educating, and offer assistance to 
decrease the educators’ workload. Sang et al. (2018) 
also found out in their study carried out with 340 
teachers to analyze the actual and preferred 
perceptions of 21st century learning competencies 
that their perceptions of meaningful use of ICT have 
significant, positive correlations with collaborative 
learning, critical thinking, self-directed learning, 
creative learning, and problem solving. They also 
stated that the teachers using ICT in their teaching 
perceive less barriers in integrating and using ICT in 
their teaching. 

Teachers generally view ICT as a significant 
advancement for education, particularly in language 
teaching, but many believe it does not revolutionize 
the field and prefer moderate use to avoid disrupting 
traditional classroom dynamics. While preservice 
teachers show enthusiasm for using ICT to teach 
reading in EFL, its application is often limited to basic 
tools like PowerPoint, speakers, educational games, 
and websites due to ease and cost. Barriers to effective 
ICT integration include insufficient training, time 
constraints, inadequate equipment, weak internet, lack 
of technical support, and teachers’ low confidence or 
skills, despite access to tools not always being an issue. 
Support, such as technical assistance and training, is 
critical for encouraging ICT use, which can foster self-
directed professional development and enhance skills 
like collaboration and critical thinking, though gaps 
between curriculum plans and actual implementation 
persist. 

Statement of the Problem 
It is a fact that ICT creates new roles and practices for 
EFL instructors. The contemporary teaching 
approaches to language teaching places importance in 
student-centered approaches, new roles for students 
and teachers. With the integration of technology, 
teachers have become facilitators that has less control 
in transferring the knowledge, which makes students 
active in learning and that transforms the classrooms 
into an environment in which the information is 
structured by the student.  

Considering that the ICT integration process in 
education is largely influenced by the social, cultural 
and organizational context (Fullan, 2007; Karaca, Can, 
& Yildirim, 2013), the ICT use of the instructors who 
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teach English as a second language defined as lingua 
franca and work in universities which are increasingly 
adopting the sustainable development movement 
worldwide (Waas, Verbruggen, & Wright, 2010), 
doing research and education at a high level is 
discussed in this study. Since it is not yet known to 
what extent EFL instructors use ICT in university 
preparatory classes, this study aims to address EFL 
instructors’ experience of using ICT in their teaching: 
the benefits of using ICT to facilitate teaching, the 
barriers to using ICT to facilitate teaching and the 
factors that determine the use of ICT to facilitate 
teaching. Although there are many efforts to increase 
the use of ICT in education in Turkey, research on 
ICT, CALL and MALL can be said to be limited, 
however research on other topics such as attitudes of 
teachers and students and the effect of ICT on 
language learning has been conducted in the primary, 
secondary and high school level. Universities are the 
gates that creates, experiments and serves the science. 
Therefore, it is thought that conducting a study on the 
university level on the use of ICT by the EFL 
instructors who are the ones creating, experimenting 
and serving the science will fill the gap in the current 
literature. 

Study Purpose and Research Questions 
This study aims to investigate EFL instructors’ use of 
information and communication technologies (ICT) 
in preparatory classes to enhance English language 
teaching quality, a critical factor since the emergence 
of Computer Assisted Language Learning in the 
1960s. ICT integration, increasingly vital in Turkey 
since the 2010s, enables interaction beyond 
classrooms and enriches learning through online and 
authentic materials. The Turkish Statistical Institute 
(2019) reported a rise in household computer use 
from 43.2% in 2010 to 59.6% in 2018 and internet 
access from 41.6% to 88.3% by 2019. Initiatives like 
MoNE’s FATIH project (2010) and CoHE’s Digital 
Transformation project, implemented in eight 
universities, promote ICT infrastructure and digital 
skills training. The study examined concepts 
influencing the ICT experiences of the instructors 
working at universities, and assessed reported ICT 
use, facilitators, and barriers. It seeks to recommend 
solutions for enhancing ICT integration in 
preparatory classes and contribute to the literature 
with insights specific to Turkey. 

In this context, the study seeks answers to the research 
questions below: 
1. What do EFL instructors perceive as enabling them to use 
ICT? 
2. What do EFL instructors perceive as barriers to using ICT 
in teaching? 

The rapid technological advancements of the past two 
decades have revolutionized education, making the 

integration of information and communication 
technologies (ICT) in EFL teaching critically 
important for enhancing student engagement, 
motivation, and learning retention. This study is vital 
as it addresses the urgent need to understand EFL 
instructors’ ICT use, a relatively underexplored area 
despite extensive research on other ICT aspects. By 
examining how internet, computers, and mobile 
devices facilitate learner-centered education, 
collaborative learning, and anytime access to 
information, the study underscores the necessity of 
technology in modern EFL classrooms. The 
emergence of University 4.0, with its focus on blended 
learning and career-ready graduates, further highlights 
the significance of adapting teaching to digital 
contexts. This research is crucial for revealing current 
ICT practices among EFL instructors, identifying 
integration challenges, and proposing solutions for 
effective technology planning, thus providing a 
foundational contribution to future studies and the 
optimization of teaching-learning processes in higher 
education. 

 
Research Design 
In this research, a descriptive research process was 
adopted to examine EFL instructors’ use of 
information and communication technologies (ICT) 
in their prep classes. In the qualitative dimension a 
phenomenological process was carried out in order to 
examine and explain the data presented by the EFL 
instructors teaching in the preparatory classes 
regarding the quantitative research questions in a 
more detailed way. In this context, qualitative data 
were collected using the semi-structured interview 
technique. 

Participants 
After reaching a decision to use a semi-structured 
interview technique in collecting the qualitative data, 
an interview protocol was developed by the researcher 
based on the one of Gamlo (2014). The purpose of 
conducting interviews was to further examine and 
describe the quantitative results obtained during the 
research process. 37 out of 175 participants of the 
questionnaire were volunteered to participate in the 
interviews but the convenience sampling method was 
used to determine the interview sampling to represent 
the target population. Due to the limitations in terms 
of time, money and workforce, the convenience 
sampling method brings speed and practicality to the 
research as the sample is selected from easily 
accessible and applicable units (Karasar, 2013). So, 17 
out of 37 volunteers to participate in the interviews 
were selected.  

According to Mertens (2019), the researcher is the 
data collection tool during the interviews. The 
researcher decides which questions to be asked, what 
to be observed and what to be noted down. In this 
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context, firstly the quantitative results of the research 
were determined, and preliminary questions were 
prepared to determine the phenomenological 
perceptions of the participants regarding these results. 
Three questions from Gamlo’s (2014) interview 
protocol was directly used in our study and some 
other were modified to reflect the cultural aspects as 
both studies are parallel in terms of determining the 
similar aspects of ICT use. The researcher made a pre-
interview with an EFL instructor in order to 
determine whether the questions he prepared in this 
direction were expressed clearly in the pilot study. The 
pre-interview was conducted individually and the 
interview lasted 15 minutes. After the interview was 
completed, the answers given by the instructor to the 
interview questions were analyzed and transcribed. 
This instructor was later excluded from the scope of 
the research. In order to determine the content 
validity of the interview protocol to be used in the 
study, the preliminary questions prepared were 
presented to the expert opinion and were used in the 
final form in line with the feedback received. There is 
a total of 9 questions in the interview protocol and the 
response time is approximately 15 minutes. The form 
is suitable to be evaluated as an interview or can be 
filled in writing.  

The interviews were conducted online due to the 
COVID-19 pandemic in 2021. The interviewees were 
first contacted through email or phone and were asked 
for an appointment. They were also informed about 
the software to be used for the interviews. The 
interviews were conducted with Skype, a free 
Microsoft software used in many interviews, and the 
interviews were recorded with a sound recording 
software comes with Windows. 

Findings 

This chapter of the study presents the qualitative data 
findings obtained from the interviews. As previously 
mentioned, the interviews were conducted with 17 
volunteer participants (n=17, 10 females, 7 males) 
through a semi-structured interview protocol. During 
the interviews, the teachers were asked 9 questions 
aiming to reveal their ICT experience in teaching and 
the following themes: 

 
Figure 1. The Coding Scheme of the Themes related to 

ICT Use of The Instructors 

The interviews were listened and transcribed into 
digital environment and read carefully more than once 
to set a coding scheme about the themes. The 
participants of the interviews were coded as T1, T2, 
T3,…..T17.  

The Instructors and Their Teaching 
The first question of the interview examines the 
instructors, their teaching experience and the 
challenging and unchallenging aspects of teaching 
EFL. The longest professional seniority is 22 years 
and the arithmetic mean of the participants (n=17) is 
10,76 in terms of professional seniority. Only two of 
the participants stated that they worked at other 
institutions for one or two years before they started 
working at the university they currently work for. 
Only one of the participants has a BA from the 
department of translation and interpretation, 6 of 
them from department of English language and 
literature, 10 of them from the department of English 
language teaching. It can be said that all of the 
instructors are qualified enough to teach EFL since 
they (n=15) have Mas and the others (n=2) have PhD. 
Accordingly, it can be said that most of instructors got 
the adequate knowledge about how to teach using new 
approaches or technologies as it can be understood 
from the statement of T2 that they had difficulty in 
the transition of being a translator and interpreter or 
a teacher of English: 

“I should confess that teaching has always sounded to be an 
inferior occupation to me, so I avoided being a teacher as I 
had the license to work as a translator and interpreter as a 
relatively more prestigious and posh job. (I am never after 
more money) The biggest challenge I have ever faced in teaching 
is the gap between the main cognitive functions involved in 
translating/interpreting and teaching. These two are so 
distinct areas that I often felt shocked and lost, checking twice 
if I am dealing with two different dimensions of one same 
field.” 

It was determined that all of the participants use 
ICT in their prep classes whether compulsory or 
not. Yet, some of the instructors, whether young 
or old, prefer their own teaching methods, which 
makes it harder for them to integrate ICT in their 
prep classes although some of the courses require 
them to use ICT like the courses which aim 
teaching listening and speaking skills. It is 
surprising to find out that T9 who have been 
teaching EFL for 22 years seemed very interested 
in using ICT especially in material design classes 
while some of the younger or less experienced 
ones call using ICT “their nightmare.” 

“I mainly integrate it in material development courses. I guide 
my students to search and use, adapt and implement digital 
materials for various ages of learners. We have the technical 
equipment in classrooms. Today, no lessons can motivate and 
engage learners if there is no integration of ICT.” 

Even though some of the instructors were very 
interested and overeager to use ICT tools in their 
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Dissatisfaction
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teaching, the settings of their classrooms did not 
allow them to completely integrate ICT in their 
teaching since they only had OHPs without 
internet connection, so it pushed them to use just 
ppts or some other slide software when they 
started working. But with the very first step of 
digital transformation of the universities in 
Turkey, they had the internet in their faculties 
and only with an OHP, they were able to include 
ICT tools in their teaching. It is a well-known fact 
that every university in Turkey used to provide a 
laptop or PC to each of its instructors until 2016, 
after when some of the universities have started 
to provide only PCs. 

One of the instructors (T13) stated that even 
though they had a smartboard in the classrooms 
spared for their department, it is of no use since 
no other instructors even slightly try to use it. 

“Well, we have a smartboard in one of our classrooms and it 
is used as a speaking club but as none of other professors uses 
it but me, it is generally jammed or broken. Sometimes I 
manage to open it, but I have never been able to connect it to 
internet.” 

Among the instructors with MA on ELT, T17 has 
a strong belief that ICT facilitates the teaching and 
learning, increases the motivation of the students 
and attracts their attention more than he has 
expected.  It can be said that this is a substantial 
aspect of ICT in terms of teaching English to 
Turkish students who have lower motivation to 
learn even if it is considered to be an important skill 
to get a job in the future. 

“Using mobile apps and games during the classes help the 
students stay focused on the subject and thus their learning 
becomes permanent and supporting them with games and some 
other visuals help them recall what they have learnt during the 
class. This particularly applies when it comes to teaching 
vocabulary.” 

Almost all of the instructors interviewed share the 
opinion that ICT is valuable and important in 
teaching even though majority of them do not 
integrate it to their classes completely. For example, 
T9 states: 

“I want the students to write down what is on the board, but 
instead, they always ask my permission to take a picture of it 
before I clean the board. At first, I used to tell to write down 
but in time I come to the understanding that even though I tell 
them to write down, some take pictures secretly and share them 
in their WhatsApp groups. And now I warn them to take 
pictures before I clean the board.” 

The statement above shows that even though some 
instructors do not want to use ICT tools in their 
teaching, it is inevitable for them to get use to ICT 
as their students are born to it and it has a significant 
part in their lives. It can be said that the younger the 
instructors, the more they are likely to use and accept 
ICT in their classes as they themselves use those 

tools more and effectively in their daily lives 
compared to elder ones. 

The Source of Motivation of the Instructors 
The instructors were asked whether using ICT in 
their classes has an impact on their teaching 
compared to without using it. The underlying cause 
of this question is to reveal the source of their 
motivation. Although many of the interviewees 
responded in detail about the question, others’ 
responses were brief. Many of them stated that 
teaching with ICT has a great impact on both their 
students and classes as it helps draw the attention of 
the students easily and helps them stay focused on 
the subject. The instructors stated that: 

“What we are dealing with is the generation Z, so students 
having smart phones connected to the internet by themselves 
all the time, it is very easy for them to be distracted. Here 
comes the technology. Whenever I use the smart board or over-
head projector to carry out an activity, they suddenly become 
interested and are very curious about what the next activity is 
going to be. With a classroom full of students focused on what 
is going on, it becomes more and more enjoyable even for me.” 
(T11) 

“Computers, smartboards and other technological tools make 
the classes more interactive. The more interactive a class is, the 
more efficient fun it becomes. I can say it is one of the best 
motives for the students.” (T2) 

One of the participants stressed that using ICT can 
appeal to multiple senses, which contribute to the 
permanence of learning. As each student in a 
classroom setting is unique and has different learning 
domains, learning styles and interests, ICT can be a 
very effective tool in appealing all those domains, 
attracting their interest and designing proper lessons 
for different learning styles. It was also stated that 
using ICT in terms of time management is another 
important aspect of advantages of technology. 

“Time management becomes easier when you use technology 
as it allows you to design your lessons effectively and even in 
crowded classrooms, almost all students get to participate. It 
also allows you to address different senses of the students and 
trigger their learning, so their learning becomes permanent.” 
(T1) 

“Sure, there are. Among many, the most important ones are 
being time-saving both for students and teachers and enabling 
to use a wide range of materials very easily and quickly.” (T5) 

It was also stated during the interviews that even if 
some instructors do not want or choose to use ICT 
in their teaching, their managements make it 
compulsory as some of their sources they use in the 
classroom requires some technological tools to be 
used. Even if they do not have an option, it is 
understood that they are also satisfied with the 
results. 

“Here comes the tricky part! Yes, I use ICT in my teaching 
because I have to use it to a certain extent. My school makes 
it compulsory because of some activities and means of teaching. 
Though such requirements are not at a super advanced level, 
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they look scary at first because learning to use a technological 
tool/software is more difficult than anything else for me, at 
least at a perceptive level! But after a few hours’ awkwardness, 
I feel more relaxed to use ICT every time.” (T16) 

One of the instructors stated that using technology 
intensely would make the classes dull in time as of 
traditional teaching methods. The main reason why 
s/he uses ICT in their classes is to make sure s/he 
has a diversity of teaching techniques to maintain 
participation and make the classes fun. 

“I believe it’s not teaching with technology that I am trying to 
do in my classes. I am just including it sometimes. Not all the 
time. I am paying specific attention to not to overdo it lest it 
gets traditional and boring for my students. (However, I do 
have a google classroom for each course and we are using it 
actively.) Using technology has its advantages I agree. 
However, the reason why I am including it in my classes is 
not because the literature suggests so: it is because my students 
are in generation z, and they have fun, and they are 
participating more when technology is included.” (T3) 

Source of Satisfaction of the Instructors 
As a result of the qualitative analysis, it was 
determined that most of the instructors expressed 
their source of satisfaction as the impact of ICT use 
on students’ learning. The main indicator of this is 
the increase of the students’ participation in the 
classes and as a result, improved test scores, language 
use skills. 

“Using ICT tools also increase the students’ motivation, so 
they take more active part in the teaching process. The way 
you design the classes help the students maintain their own 
learning. It is very obvious that it also helps them become more 
successful in their test scores.” (T7) 

“Teaching with technology helps one become more flexible and 
thus confident. It also makes you a modern, effective and 
impressive trainer. And this has a substantial effect on your 
students, as well. …it becomes clear that even the shy ones 
start to talk or ask questions during the lesson. In the long 
run, you can your students’ language skills have increased, 
which is a satisfaction for a teacher to do what he is supposed 
to.” (T12) 

“When you do not use technology, you close your doors and 
the doors for students to the outside world and pretend you are 
guiding them to work in real environments. But with 
technology included in the lessons, you open the doors to the 
real world and be able to show them real life situations where 
they can actually use their language skills.” (T6) 

Some of the instructors were pleased with the 
outcomes of being an instructor, which are working 
with the young and having a good career in higher 
education which is considered as a prestigious 
profession in the society. 

“I decided to choose a financially secure career and interact 
with young people as it would be exciting to experience 
hierarchical difference with individuals who are almost of my 
age. I particularly chose to teach in tertiary education due to 
the smaller age difference, which would give me less of the 
feeling or being called as a “teacher”. (T15) 

“I can mention one big but maybe insensible thing: I like being 
called “hocam” by my students. A less frequent outcome is the 
occasional achievements of students which come as a result of 

my efforts within and outside the class. It makes me feel that 
I make a difference to others’ lives.” (T11) 

“I love working with younger generation as they have different 
characteristics and most of the time, they are open-minded and 
ready for novelties.” (T16) 

It was also determined that working as an instructor 
in a higher education institution may have an impact 
on being also a researcher. Doing postgraduate 
research and contributing to the relevant literature is 
another source of motivation for the instructors. T4 
with B.A. stated that: 

“I have always wanted to be a teacher of English language. 
While taking my BA courses, I have realized that in order 
to improve the quality of ‘teaching English’ in our country, 
there needs to be improvements in how teachers are trained. 
That is why I have been working on teacher education in my 
studies, which in return makes me happy to contribute, even 
if it is just a little bit, to the literature.” 

Source of Dissatisfaction of the Instructors 
The instructors’ major source of dissatisfaction 
related to the use of ICT was questioned during the 
interviews. Different explanations were put forward 
for their source of dissatisfaction. Among them, the 
most striking was the rigid syllabus of the books they 
use in their prep classes. Recently published 
textbooks include online assessment and allow 
students to use digital materials but the textbooks 
published years ago do not have the tools of the 
digital age, so they make it difficult for the instructors 
to use ICT tools in their teaching. T10 stated that: 

“Since it is difficult to buy newly published textbooks, which 
are very expensive considering the economic condition of 
Turkey, for our students from families with poor economic 
conditions, we take into consideration this. Of course, we want 
the best for our students, but the economic conditions 
sometimes do not allow us for the best. So, we use some cheaper 
textbooks which can be affordable for all our students, and 
that makes it difficult to use technology in the lessons as there 
left not enough time to catch the syllabus of these textbooks.” 

Some of the instructors’ stated that designing lessons 
with ICT takes more time as they are not familiar with 
it. The main reason behind this can be that the more 
the instructors have professional seniority, the more 
they tend to think they are better at designing lessons 
on their own traditional way.  

“Turkish students are very shy when it comes to speaking 
English. Their high school teaching experience may have an 
impact on this. I design my lessons for my students to be able 
to participate without forcing them. Of course, I am not the 
best teacher, but I believe my experience taught me a lot to 
contribute to the learning of my students” (T13) 

Even though working with the young has some 
advantages in terms of using technology in the class, 
some of the instructors stated that this can be tricky 
sometimes as their students are not quite motivated to 
participate even if they prepare games or videos to 
make the classes fun. 
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“The target audience of course. This is somehow dependent on 
your students’ openness and willingness. If they are not in the 
mood, like after a difficult exam or a tiring day, you can do 
your best to use what you have prepared, but no chance!” 
(T16) 

One of the instructors stated that psychological 
barriers are another source of dissatisfaction for their 
use of ICT. S/he feels insecure about if something 
goes wrong with the activity carrying on. 

“Psychological barriers! They hold me from being easy with 
those “monsters”. It is because of the errors or irregularities 
popping up at any time. They are really discouraging and stay 
forever in my subconscious mind.” (T12) 

Another stated that this is mostly based on the nature 
of the crowd you are dealing with. Even though it may 
seem to be fun for the students, it does not have the 
same impact on each of them and different classes.  

“Well, it depends on the nature of the class and ICT tool. 
For example, once when I was doing Kahoots in my writing 
classes, the students had the utmost fun in one class but in 
another class the students had no fun at all. I immediately 
stopped using it with that class and tried to find out the one 
they would like more.” (T3) 

Another instructor indicated that even if s/he wants 
to use ICT, the lack of support and motivation 
discourage them to integrate it with their classes. This 
is mostly the case with the Turkish students and the 
management of the school you work with. 

“Sometimes I feel lack of enough support from management 
and lack of enthusiasm from the students’ side. Those things 
discourage me but still I try to use it.” (T9) 

One of the instructors emphasized the burden of 
being a teacher. Coming from another department 
apart from ELT requires teachers to close the 
pedagogical gap as they do not get.  

“The second biggest con of teaching English, among others, is 
the realization that you have to educate, bring up, bear and 
rear, train and everything your students to teach! It is like 
being a mom, far beyond what I was supposing before starting 
to teach! It requires you to be a true sufferer rather than being 
a cool performer of many other jobs. It was a cause of 
frustration for me.” (T2) 

Instructors’ ICT Use and Its Value 
As a result of the qualitative data analysis, it was 
determined that most of the instructors consider 
using ICT tools in their teaching as an effective 
method in terms of reaching the goals they set at the 
beginning of the academic year. According to some 
of the instructors, it was seen as very powerful tool 
to contribute to their students learning. The results 
of the analysis also showed that most of the 
instructors use ICT tools to some extent. This 
includes the use of OHPs, computers, smartboards, 
internet, email, blogs, educational websites, student 
information system and moodle. 

Using ICT in the classes has a positive effect both on 
the instructors and students. In addition to its 
contribution to improving students’ learning, it also 
helps the instructors to benefit from using it like 
enriching the contents, saving time, designing 
materials and appropriate syllabus, increasing 
students’ attention and motivation, classes to 
become more interesting for students, and increasing 
students’ participation. 

“Using ICT made an invaluable contribution to my 
classes. My classes have not been tedious but like the 
rainbow. Each student can find something appealing 
to them, so they learn better now.” (T17) 

“Changing my attitude towards technology increased the 
attendance and participating of my students to my lessons. I 
used to be traditional teacher using direct instruction and 
OHP and some slides, but I realized that this took the 
students’ eye off the ball, and they started to be disappearing 
from my classes. So, I dig into how to improve my teaching 
with new teaching methods and came up with the idea of using 
internet more in my lessons. Now I feel that they are really 
into my lessons.” (T1) 

“For example, I use both the digital and paper versions of the 
books that we use in courses. I reflect the digital book on board 
and take notes on it beforehand. In this way I think I’m able 
to connect with students who have different types of learning 
styles.” (T5) 

Some of the instructors stated that using ICT helps 
them save time in terms of preparing materials and 
using those in their classes. 

“There is an app called draw and tell, if the subject of the day 
is relevant, I encourage my students in the classroom to draw 
something related to the topic and ask them to talk about 
their drawings. Podcasts are also a good way to help my 
students improve their listening skills, so I look for the related 
podcast and assign it to the students to listen to it after the 
class. Sometimes it’s a good way to save the day and do on 
what’s next.” (T4) 

In addition to time saving aspects of ICT, T3 stated 
that using appropriate websites or apps is also a 
financially economic and environmentally friendly 
way in teaching.  

 “Canva is really useful when we finish exploiting a reading 
text and they need to create poster. It is economical (the 
students do not have to buy any material), eco-friendly (we do 
not print anything), and timesaving (the students are familiar 
with it and can prepare it outside the class and share it on our 
google classroom) We have online exhibitions and comment 
on them together on Google classrooms. All tools are beneficial 
when they are used effectively.” 

In terms of preparing materials, T11 expressed how 
ICT can be effective in terms of preparing different 
and appealing materials for their classes even though 
it is time consuming for them. 

“In preparing my teaching through ICT, I use google keep 
taking notes instantly when I surf the web and come across 
something noteworthy and related to the next subject. I used 
to use ppts but they have been extensively used in education 
and whenever a student sees a ppt slide, they lose their 
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attention and sometimes you can see them sleeping, so instead 
of ppts, I use Prezi, which is similar but a lot fun for the 
students to see some different animations (well, if you are not 
familiar with it, it can take a lot of time to prepare). I use 
comics, memes and gifs in my slides and prepare them myself 
on a website for free.” 

Another value ICT adds to the lessons is the way it 
increases the motivation and attention of the 
students according to some of the instructors. 

“At the start of the term, I prepare two or three Kahoot 
games. When we play it in the class, the students love it. After 
playing it, I deliberately ask them ‘Did you like it? Do you 
want to play again?’, and they wholeheartedly say ‘YES!’ and 
then I say okay then it’s your turn. ‘If you like it that much, 
why don’t you prepare one and we play it here together?’ It 
becomes kind of an assignment for them. I deliberately use the 
word assignment because it makes the negative connotation of 
it go away. Thus, next time I assign them something they 
would know that it might be fun for them. Well, in the next 
class, everyone’s Kahoot game is ready, and we play them when 
we want to play.” (T7) 

“The key is in not to make it something traditional then even 
the most creative thing can be traditional, losing the novelty in 
it, and boring for them. And the most important issue is 
modelling. If the students are not familiar with the tool, they 
will feel reluctant in participating. So, firstly, I show them the 
example, they lead them through the preparation of it step-by-
step. Then, I ask them to prepare one for us. Thus, we 
increase in-class participation and eagerness.” (T15) 

It was seen that using ICT in the teaching-learning 
process can help the instructors to make their classes 
more appealing and interesting for their students. 
The more the classes are interesting for them, the 
more eager they will be to construct their learning. 

“The students always come to your class in a happy mood, 
having questions in mind like what fun activity are we going 
to do today. When they learn a tool in my class, I see them 
using it in a different class and get positive feedback, which 
make my classes more attractive to them.” (T14) 

“I can only say that it is tiresome at some level to prepare all 
those materials to meet the different interest of the students; 
however, at the end of the day, I am content with what I am 
doing.” (T9)  

Results and Discussion 

Having access to technical support can be considered 
as one of the barriers in terms of using ICT. Hence 
not all the instructors are familiar with newly 
developed web tools, they sometimes have difficulty 
in using them. In their study, Ertmer, Ottenbreit-
Leftwich and York, (2006) stated that enablers just like 
barriers can be categorized into intrinsic or extrinsic, 
and access to ICT equipment, software, technical 
support, internet can be considered among extrinsic 
enablers and personal beliefs, competence can be 
considered among intrinsic enablers. They also stated 
that like barriers, intrinsic enablers are of importance 
for the teachers to use ICT tools compared to 
extrinsic ones. Hammond, et al. (2009) also stated that 
having access to ICT and technical support is a key 
element in terms of effective use of ICT in the 

classroom by teachers. In addition, Bingimlas (2009) 
suggested in their study that sustained technical 
support should be provided to the teachers.  

Quantitative findings of our study showed that there 
is no significant difference in the attitude sub-
dimension while there is a significant difference in the 
use sub-dimension in terms of having a computer and 
projector in the classroom and having a set of 
computers variables. This can be interpreted that 
having access to ICT tools is an enabler in using ICT 
in classes.  Majority of the instructors believed that not 
having a single or set of computers is a big restriction 
in terms of using ICT in their teaching. In the 
interviews, one of the teachers believed that having a 
computer without internet connection can also be big 
restriction as today’s coursebook are supported with 
online materials.  

A few instructors consider the support from the 
management or the university they work for as an 
enabler to using ICT. Goktas et al. (2009) stated that 
universities can designate particular units or staff to 
provide technical support, offer assistance the public 
to use ICT tools and materials in educating, and offer 
assistance to decrease the educators’ workload. 

Inadequate ICT infrastructure was also mentioned by 
one of the instructors. It can be said that most of the 
instructors have computers at home or in their offices 
and have access to the internet yet few of them have 
computers in the classrooms. Some of the instructors 
stated that their department provide them music 
players and laptops to the classroom. Some of them 
stated that they have to bring their own devices to 
carry out particularly the listening classes. Li and 
Walsh (2011) found out that teachers’ access to 
computers and the internet in their offices and 
classrooms increase their motivation to use ICT in 
language teaching. Buabeng-Andoh (2012) also stated 
that the fact that the teachers integrate and use ICT 
effectively in their classrooms mainly depends on the 
presence and accessibility of these tools. 

Teacher’s perceptions of meaningful use of ICT have 
significant, positive correlations with collaborative 
learning, critical thinking, self-directed learning, 
creative learning, and problem solving. They also 
stated that the teachers using ICT in their teaching 
perceive less barriers in integrating and using ICT in 
their teaching (Sang, Liang, Chai, Dong, & Tsai, 2018). 
Tondeur et al. (2007) stated that there is a gap between 
the proposed and implemented curriculum for ICT 
and lack of communication between the school 
principals and teachers in terms of implementing ICT 
in schools. It was stated that the teachers have positive 
attitude in terms of integrating ICT into their teaching 
practices and the schools are support the teachers in 
their use of ICT in their teaching and learning (Sahay 
& Dawson, 2019). 
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Dang et al. (2012) determined that there are barriers 
in the integration of ICT into teaching both at 
institutional and teacher level, among which are lack 
of guidelines, training and support for ICT use in 
teaching, and limited resources. Another study carried 
out in Vietnam by Dinh (2009) with 12 teachers 
established that support is an important element for 
the teachers to use ICT in their teaching as well as 
trainings on teaching English with ICT. Bingimlas 
(2009) stated that the main barriers in the use of ICT 
are lack of confidence, lack of competence, and lack 
of access to resources even though teachers had a 
strong desire for to integrate ICT into their teaching. 
In the study by Baek  (2008) on identifying the factors 
hindering teachers’ use of computer and video games 
in the classrooms, it was determined that using ICT 
tools and games in the classroom is hindered because 
of lack of supporting and reference materials. Dang, 
Nicholas and Lewis (2012) stated that the main 
barriers to using ICT are lack of training on ICT, lack 
of support to use ICT in teaching.  

Survey data of the present study revealed that the 
personal factors in terms of using ICT is a barrier for 
the instructors. Even though the majority of the 
instructors believe in the value of ICT, the 
psychological barriers to using ICT hinder them to use 
these tools. Lack of confidence and lack of 
competence are two mostly stated barriers to using 
ICT in the related literature. Ertmer (2006) points out 
in their study with 25 winners of statewide technology 
teacher awards that it is necessary to pay more 
attention to intrinsic factors like beliefs, attitudes, and 
confidence during undergraduate education and more 
interaction of pre-service teachers with exemplary 
teachers will increase their use of ICT in the future. In 
their study carried out with 55 teachers, Mushayikwa 
and Lubben (2009) stated that ICT use triggers the 
teachers’ self-directed professional development. In 
their study conducted in Vietnam, Peeraer and 
Petegem (2010) also stated that the use ICT in 
education is unrealized mostly because of the ICT 
skills of the teachers and computer confidence 
although access to computers and ICT tools is not a 
barrier for the teachers. However, it can be said that 
preservice teachers have positive perceptions and are 
willing to use ICT in their teaching of reading in EFL 
to pupils (Thuy, 2020).  

One of the instructors used “monster” as a metaphor 
to define using ICT. This is mainly because of the lack 
of technical support when needed and not having any 
training related to ICT tools. English language 
teachers think ICT is very helpful in teaching, but they 
face obstacles such as limited time, insufficient 
equipment and weak internet connections, in addition 
to the lack of knowledge and experience and lack of 
ICT education to completely make use of ICT in their 
teaching (Muslem & Juliana, 2017). Pham, Tan and 

Lee (2018) stated that this is because of the lack of 
supporting IT personnel and lack of qualified 
personnel. Some of the instructors stated that even 
though they did ICT classes, it was of no use for them 
since they were not able to conduct what they had 
learnt. In the study by Baek  (2008) on identifying the 
factors hindering teachers’ use of computer and video 
games in the classrooms, it was determined that using 
ICT tools and games in the classroom is hindered 
because of lack of supporting and reference materials. 
On the other hand, Rodliyah (2018) suggested that the 
teachers integrate ICT into their teaching moderately 
due to their internal motivation, interest and their 
perception on its benefits.  

It has become apparent in the interviews that many of 
the universities do not support their staff in improving 
themselves in ICT. Only one of the instructors stated 
that he had a two-day training related to ICT within 
the university he worked. Dang, Nicholas and Lewis 
(2012) stated that the main barriers to using ICT are 
lack of training on ICT, lack of support to use ICT in 
teaching. The instructors mainly use only certain types 
of ICT tools in their teaching; speaker, educational 
games and website resources since they are easy and 
cheaper to reach although there are many other types 
of ICT available (Apriani & Hidayah, 2019). It was 
also stated that although most of the schools provide 
an adequate classroom setting and most teachers have 
enough computer skills, teachers’ use of ICT is mostly 
limited to PowerPoint presentations of pictures, 
grammar and sentence structures (Li & Walsh, 2011). 
It was also determined that the obstacles that prevent 
the teachers from using ICT effectively in their 
classrooms are lack of adequate training, lack of time, 
lack of technical support when needed, lack of 
training and the need for a more integrated approach 
to ICT integration. 

On the other hand, Tearle (2003) suggested that well-
motivated and caring staff would work tirelessly for 
quality, and they would understand the necessity to re-
evaluate and adapt their workflow on a regular basis 
in a variety of ways, including thorough evaluation of 
ICT use. Geldenhuys and Oosthuizen (2015) stated in 
their study that motivation of the staff, time, 
accessibility and financial issues are big barriers for the 
teachers to fulfill their professional developments. On 
the other hand, Tearle (2003) suggested that well-
motivated and caring staff would work tirelessly for 
quality, and they would understand the necessity to re-
evaluate and adapt their workflow on a regular basis 
in a variety of ways, including thorough evaluation of 
ICT use.  

Enablers just like barriers can be categorized into 
intrinsic or extrinsic, and access to ICT equipment, 
software, technical support, internet can be 
considered among extrinsic enablers and personal 
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beliefs, competence can be considered among 
intrinsic enablers (Ertmer, Ottenbreit-Leftwich, & 
York, 2006).  Access to ICT is another barrier for the 
instructors to teach with ICT tools. Most of the 
classrooms are equipped with OHPs only and many 
of them do not run as expected, which makes it 
difficult for the instructors to present what they have 
prepared. A limited number of classrooms in most of 
the universities have smartboards with internet 
connection. One of the instructors stated in the 
interviews that they have only two classrooms out of 
ten with smartboards. Since today’s coursebooks 
come with online learning management systems 
(LMS), it is of higher importance to have access to 
computers and internet. Geldenhuys and Oosthuizen 
(2015) stated in their study that motivation of the 
staff, time, accessibility and financial issues are big 
barriers for the teachers to fulfill their professional 
developments.  

Hammond, et al. (2009) also stated that having access 
to ICT and technical support is a key element in terms 
of effective use of ICT in the classroom by teachers. 
In addition, Bingimlas (2009) suggested in their study 
that sustained technical support should be provided to 
the teachers. Li and Walsh (2011) found out that 
teachers’ access to computers and the internet in their 
offices and classrooms increase their motivation to 
use ICT in language teaching. Buabeng-Andoh (2012) 
also stated that the fact that the teachers integrate and 
use ICT effectively in their classrooms mainly 
depends on the presence and accessibility of these 
tools. 

The findings obtained from the interviews indicate 
that younger instructors tend to use ICT more in their 
teaching compared to the senior instructors, this is 
because of the younger instructors’ interest to learn 
and integrate ICT into their teaching. It also became 
clear that having support and technical support 
increase the motivation of the instructors to integrate 
ICT more into their teaching. Although using ICT 
enables them to be more flexible, it is timesaving for 
both the instructors and the students, and it enables 
them to use wide range of materials easily, they cannot 
make use of it because of lack of access, lack of 
support, lack of adequate training, lack of self-
confidence. It has also been determined within the 
research that most of the instructors prefer using 
traditional teaching methods even if they have the 
necessary ICT tools present in their classrooms. They 
do not use Web 2.0 tools other than PowerPoint 
presentations and student information system. 
However, it has been determined that few of the 
instructors use common Web 2.0 tools. 
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ABSTRACT 
With the development of global competition, the need for brands to differentiate from each 
other has emerged. This differentiation is reflected not only in the quality of the product or 
service offered, but also in the advertising messages that introduce these products and services 
to target audiences. One of the most effective methods of differentiating advertising messages 
is the use of advertising appeals. Brands use two types of advertising appeals, rational and 
emotional, to differentiate their advertising messages. The type of advertising appeal to be 
used varies depending on various variables such as the brand's goals and the characteristics of 
the audience it wants to reach. This study aims to analyze how advertising appeals are used in 
magazine advertisements as an advertising medium that maintains its effectiveness in the 
context of sectoral diversity. In this direction, 78 advertisements in Atlas magazine between 
January 2021 and May 2021 were examined using purposive sampling and content analysis, 
one of the qualitative research methods. As a result of the analysis, percentages were calculated 
and the most used appeals and almost never used appeals were determined. The most 
commonly used emotional appeal in magazine ads is the quality appeal. They frequently 
incorporate the quality element into their ads to meet customer demands and expectations. It 
has been analyzed that the emotional appeals of guilt, scarcity, music, and individuality are 
relatively less prevalent. This also suggests that brands avoid using guilt and scarcity appeals 
to avoid creating negative impressions in the minds of magazine buyers. 
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ÖZET 

Küresel rekabetin gelişmesiyle birlikte, markaların birbirinden farklılaşması ihtiyacı doğmuştur. İfade 
edilen bu farklılaşma, sunulan ürün ya da hizmetin niteliğinin yanında, bu ürün ve hizmetlerin hedef 
kitlelere tanıtılmasını sağlayan reklam mesajlarında da kendisini göstermektedir. Reklam mesajlarında 
farklılaşmanın en etkili yöntemlerinden birisi, reklam çekiciliklerinin kullanılmasıdır. Markalar, 
reklam mesajlarında farklılaşmak için rasyonel ve duygusal olmak üzere iki tür reklam çekiciliğinden 
yararlanmaktadır. Hangi reklam çekiciliğinin kullanılacağı, markanın hedefleri, ulaşmak istediği 
kitlenin özellikleri gibi çeşitli değişkenlere göre farklılık göstermektedir. Bu çalışma, etkinliğini 
koruyan bir reklam mecrası olarak dergi reklamlarında sektörel çeşitlilikler bağlamında reklam 
çekiciliklerinin nasıl kullanıldığını analiz etmeyi amaçlamaktadır. Bu doğrultuda amaçlı örneklem 
kullanılarak Atlas dergisinin Ocak 2021-Mayıs 2021 tarih aralığında yer alan 78 reklam, nitel araştırma 
yöntemlerinden içerik analizi ile incelenmiştir. Analizler neticesinde yüzdelikler hesaplanıp en çok 
kullanılan çekicilikler ve neredeyse hiç kullanılmayan çekicilikler belirlenmiştir. Dergi reklamlarında 
en çok kullanılan duygusal çekicilik kalite çekiciliği olmuştur. Müşterilerin isteklerinin ve 
beklentilerinin karşılanması adına kalitelik unsurunu reklamlarında çokça uygulamışlardır.  Suçluluk, 
kıtlık, müzik ve bireysellik duygusal reklam çekiciliklerinin nispeten çok daha az oranda yer aldığı 
analiz edilmiştir. Markaların dergiyi satın alan müşterilerin gözünde olumsuzluk yaşatacak durumların 
oluşmaması adına suçluluk ve kıtlık çekiciliklerine neredeyse hiç yer vermediği sonucu da yine bu 
bağlamda elde edilmiştir. 
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Introduction 

Humans are emotional beings and brands that are 
aware of this are trying to plan their message strategies 
accordingly. Advertising appeals are used to design 
messages according to this insight. Advertising 
appeals, which can be defined as advertising elements 
based on the principle of persuasion to meet the 
rational and/or emotional needs and expectations of 
consumers in the shortest form, increase the 
memorability and impact of the advertisement and 
serve the long or short-term goals of the brands. 

The basis of advertising appeals is first to draw 
attention to the advertising message. This process is 
followed by arousing curiosity about the product or 
service promoted by the advertising message. 
Ultimately, it is aimed to create an attitude change in 
the target audience and to transform this attitude into 
a behavioral change in line with the objectives of the 
advertisement (Khan & Khan, 2006). In line with the 
aforementioned objectives, brands benefit from two 
types of advertising appeals: rational and emotional. 
When deciding which appeals to include in the 
preparation of the advertising message, advertisers do 
not only consider the target audience and 
product/service characteristics. The brand's position 
in the sector and market, cultural, environmental and 
psychological factors are also decisive criteria in 
determining advertising appeals (Becan, 2014). 

Emotional appeals can more easily capture the 
attention of target audiences, provide high 
memorability and ensure that less cognitive effort is 
spent on the advertising content. However, emotional 
appeals are preferred more often because they cannot 
be easily imitated by rival brands (Pringle & Field, 
2008). The same cannot be said for rational appeals 
(Tellis, 2004). Rational appeals are a suitable message 
strategy for use in situations where the objective 
features of the product or service need to be 
highlighted. Instead of emotions, they focus on 
affecting the target audience's logic and rational 
cognitive system. 

There are many classifications in the literature on 
advertising appeals as an important application form 
of creative message strategy. Although the 
categorization of these classifications differs from 
each other with some nuances, they essentially aim for 
one thing: to persuade the target audience. Advertising 
appeals are used for different purposes in different 
advertising messages and channels to persuade the 
target audience. This study aims to analyze how 
advertising appeals are used in magazine 
advertisements, also taking into account sectoral 
differentiation. For this purpose, first a brief 
conceptual overview of advertising and advertising 
appeals is presented, then the findings obtained 
through the content analysis of a total of 78 

advertisements in the five-month publication period 
of Atlas magazine between January 2021 and May 
2021 are included. Subsequently, the results obtained 
were evaluated considering sectoral differences and 
the advertising perspective, and the study was 
concluded.  

A Brief Look at the Advertising 

Although advertising can be defined most simply as 
“announcement”, it is not right to limit the 
understanding of the concept to this perspective. 
Advertising is defined in its most basic form as “the 
introduction of a product or service to a wide 
audience through mass communication channels by 
purchasing a place and time in a way that it is clear 
who pays for it” (Elden et al., 2015). Advertisements 
can serve various purposes according to the goals of 
the brands. The advertisement of a brand that wants 
to increase product sales will convey rational 
messages, while the advertisement of a brand that 
wants to position itself positively and strongly in the 
minds of consumers will convey emotional messages. 
The selection of one of these two dimensions of the 
advertising strategy is shaped by variables such as the 
brand’s target audience, the type of message, and the 
media channel used. 

Advertisements can be published through traditional 
mass media such as television, magazines and 
newspapers, as well as digital channels such as the 
internet and subsequently developed social media 
channels. Each preferred medium has its own 
characteristics, advantages, and disadvantages. For 
example, while traditional channels are not suitable for 
a two-way communication flow, digital channels 
enable interactive communication that allows 
feedback between the brand and the target audience. 
Similarly, digital media channels enable the 
production of personalized content; however, the 
structure of traditional media is not suitable for 
personalization (Dereli, 2023). While it seems more 
reasonable to prefer traditional communication 
channels in an advertising campaign where the target 
audience is determined as Generation X and Y, it will 
not be equally correct for a campaign that is expected 
to reach a young audience. The choice of media 
channel, which is an effective factor in the success of 
advertising campaigns, is important in this sense. 

Advertisement has three basic functions. These can be 
listed as informing, persuading and reminding (Kotler 
& Armstrong, 2016). The informing function includes 
objective explanations such as specifying the technical 
and functional features of the advertised product or 
service. The persuasive function can be explained as 
the function in which the advertisement shapes the 
attitudes and perceptions of the target audience 
towards the brand. Finally, the reminding function can 
be expressed as the function in which no new 
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information is conveyed about the product or service 
or brand to be advertised, and the memorability of the 
brand is reinforced. As stated before, the goals of the 
brand also affect the form of the advertisement; 
therefore, it also determines the function with which 
the message will reach the target audience. 

The success of an advertisement is shaped by 
answering the questions of “what will the brand say” 
and “how will it say it”. What the brand will say 
represents the message, main theme and idea to be 
conveyed by the advertisement. The question of how 
this main message will be expressed is determined by 
the format and text of the advertisement (Ray, 1982). 
These questions, which can be expressed as two 
components of the creative message strategy, are the 
basis of creating a successful advertising campaign. 
Carrying the right message to the right target audience 
at the right time, through the right channel, with a 
persuasive strategy is a measure that proves the 
success of the mentioned process. If the process 
works correctly, the expected behavioral change in the 
target audience will be created and the advertising 
message will have achieved its purpose (Weilbacher, 
2001). 

Brands use various strategies to make their 
advertisements stand out and reach their goals. In 
addition to strategies such as target audience strategy 
and media strategy, message strategy also strengthens 
or weakens the effect of an advertisement. Brands use 
various appeals within the scope of advertising 
message strategies. Although the types of advertising 
appeals used vary, they basically have one purpose: to 
persuade the target audience. The persuasion action in 
question is carried out with a creative message 
strategy, especially in cases where rational 
characteristics are not prominent. Using creative 
message strategies, the communication goal of the 
advertisement is concretized and thus a striking and 
positive effect is created on the target audience. 
Advertisers and advertisers basically aim to build a 
bond with their target audiences by appealing to them 
and thus ensuring that their purchasing behaviors are 
repeated. Accordingly, since the target audience and 
expectations that each advertising campaign aims to 
reach differ, the advertising message strategies to be 
used at this point also vary. What is important here is 
that each brand uses the most appropriate message 
strategy in line with its own goals and includes the 
right advertising appeals. 

Advertising Appeals 

Advertising appeals can be defined as themes used to 
gain the attention of target audiences and influence 
their thoughts and feelings about a product or service 
(Belch & Belch, 2021: 296). Lin (2011) explains 
advertising appeal in his study as “packaging a specific 
benefit or reason in various ways that allows the target 

audience to make sense of why they buy a product or 
service.” The purpose of advertising appeals is to 
persuade the consumer to purchase the product or 
service. For this purpose, advertising appeals that are 
compatible with the objectives and target audience of 
the advertising campaign are integrated into 
advertising messages. A study conducted by Kotler 
and Armstrong (2006) emphasizes that advertising 
appeals should have three basic features. The first of 
these is the meaningfulness feature, which includes 
emphasizing the benefits and appeal of the promoted 
product or service. The second is that the offered 
product or service should provide credibility that it 
will meet the expectations of the consumer. Finally, it 
should ensure that the product or service offered is 
different from its competitors. The study conducted 
by Jovanović et al. (2016) reveals that advertising 
appeals have functions such as gaining potential 
customers, shaping awareness, belief, attitude and 
purchasing behavior towards the advertised product 
or service, as well as being a creative message strategy. 
Basically, two message strategies are followed in 
advertisements which rational and emotional. 
Rational message strategies emphasize the technical 
and price features of the product (Dix & Marchegiani, 
2013: 393), while emotional message strategies aim to 
appeal to consumers’ emotions and establish an 
emotional bond with the brand. Emotional message 
strategies affect target audiences emotionally, either 
positively or negatively, with appeals such as 
humorous and scary elements contained in the 
message (Pelsmacker et al., 2002: 124). Emotional 
appeals are used in situations which it is difficult to 
rationally convey the benefits of the product or service 
(Panda et al., 2013). Themes such as humor, joy, guilt, 
nostalgia, sexuality, pride, and trust can be exemplified 
in the context of emotional appeals (Dix & 
Marchegiani, 2013). According to Stafford and Day 
(2013), with rational appeals, appeal is created in 
messages through objective transmission with real 
information. Themes such as performance, durability, 
health, and suitability can be described as rational 
appeals (Dix & Marchegiani, 2013). Advertisements 
are reflected in the form of rational appeals, logical 
arguments and detailed information transfer (Zhang, 
et al., 2014). In the context of today's industrial 
society, considering that each product has more than 
one brand equivalent, the importance of using 
emotional message strategies by brands is increasing 
(Drewniay & Jewler, 2013: 6). Such an assessment is 
not valid for every sector. For example, in the service 
sector, using rational appeals to clarify questions in the 
minds of consumers may be more effective in terms 
of the success of the advertising message (Albers-
Miller & Stafford, 1999).  
 
The use of advertising appeals, just like any other 
advertising strategy, should be carried out with 
meticulous research and great care. For example, the 
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use of fear appeals is quite risky as it can lead to the 
exact opposite effect of what is expected, also known 
as the boomerang effect (Good & Abraham, 2007). In 
order to reduce this risk, the literature recommends 
using fear-based message strategies together with 
positive emotional advertising appeals such as humor 
(Gallopel-Morvan et al., 2011). Emotional advertising 
appeals that create a positive impact can be 
exemplified with many different themes such as 
celebrity use, irony, hope, and benefit, as well as the 
use of humor (Büyücek et al., 2019). 
 
One of the most common concepts encountered in 
the literature on advertising related to emotions is 
emotional reactions such as warmth/sincerity, 
sadness, relief, joy, surprise, etc. shown to the 
advertisement. In parallel with these reactions, appeals 
such as fear, hedonic, humor, sexuality, and romance 
are used in advertisements in order to influence target 
audiences. In addition to the specific classification 
mentioned, these appeals are also grouped more 
generally as positive and negative appeals (Yönet, 
2022). In addition, although there are many 
classifications of advertising appeals in the literature, 
it can be said that Aristotle's classification forms the 
basis of them. The first of Aristotle's persuasive 
appeals emerges with the conceptualization of ethos. 
Ethos refers to the physical characteristics, oratory 
skills, and reliability of the person in the persuasive 
position; in short, his charisma. The second persuasive 
appeal, called pathos, can be called emotional appeals. 
It refers to the emotional bond that will be formed 
between the persuader and the target audience. 
Finally, there is the logos persuasive appeal, which is 
identified with rational appeal and logic (Davidson, 
1908). 
 
There are diversion in the literature regarding the 
classification of advertising appeals. The first of these 
classifications is based on the concepts of informative 
appeal and emotional appeal in Davies’ (1993) study 
titled “Developing Combinations of Message Appeals 
for Campaign Management”. Accordingly, 
informative content consists of objective explanations 
about the product or service such as the product’s 
price, its components, and technical usage details. 
Emotional appeal, on the other hand, focuses on 
meeting the psychosocial needs of the target audience 
and makes the consumption phenomenon positive or 
reinforces the behavior of avoiding punishment. 
Themes such as good citizenship, status, being a good 
parent and youth can be accepted within this type of 
appeal. Another classification was made by Moriarty 
(1991) who suggested that eleven types of appeals can 
be used in advertising. These appeals are nostalgia, 
fear, excitement, love, pleasure, family, pride, guilt, 
grief, relief and pathos. In another study conducted by 
Clow and Back (2009), it is seen that advertising 
appeals are classified under seven categories as music, 

humor, emotions, reason, sexuality, scarcity and fear. 
In a study conducted by Hetsroni (2007), advertising 
appeals are categorized as adventure, beauty, 
collectivism, wealth, wisdom, youthful spirit, family, 
health, helpfulness, patriotism, kindness, savings, 
efficiency, security, sexuality, convenience, happiness, 
tradition, popularity, modernization, leisure, quality, 
competition, perfection and individuality. All studies 
and classifications in the literature show that appeal 
themes are essential to ensure persuasiveness in 
advertising. Advertising appeals that attract attention, 
create awareness and can be repeated at certain 
intervals not only affect the purchasing behavior of 
the target audience, but can also direct their emotions 
and perceptions (Chang et al., 2016; Raza et al., 2018). 
 

Methodolgy 

The use of magazines as an advertising tool brings 
with it various advantages. Prestigious readership, the 
ability to reach a niche audience, high print quality, 
flexible presentation of creativity, permanence, and 
readers being more willing to accept advertisements 
published here can be counted among these 
advantages (Belch & Belch, 2021: 357-358). For this 
reason, the aim of the study was to examine the 
advertising appeals used in magazine advertisements, 
and in this direction, the five-month publication 
period of Atlas magazine (January 2021-May 2021) 
was subjected to content analysis, one of the 
qualitative research methods, using purposeful 
sampling. Content analysis, is a research technique for 
making replicable and valid inferences from texts (or 
other meaningful matter) to the contexts of their use. 
Content analysis has its own approach to analyzing 
data that stems largely from how the object of analysis, 
content, is conceived (Krippendorff, 2004). The 
magazine advertisements examined in the study were 
analyzed by taking into account the advertising 
appeals determined from the literatüre. The preferred 
Atlas magazine was chosen because it is a magazine 
that includes all advertising categories in terms of its 
publication subject.  

Findings 

This section of the study includes the content analysis 
of the advertisements in the issues of Atlas magazine 
published in January, February, March, April and May 
2021. The content analysis includes the magazine's 
imprint, the pages where the advertisements are 
located, the sectoral categorization of the 
advertisements and the number of appeals. This 
imprint can be summarized as in Table 1.  

Atlas magazine is a monthly magazine published on 

the theme of geography. Within the scope of the 

study, the issues published between January 2021 and 

May 2021 were analyzed. 
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Table 1. Atlas Magazine’s Informations 

Magazine Name Publication type Publication frequency 
Numbers covered in the 

study 

Atlas Geography Monthly 

January 2021 
February 2021 
March 2021 
April 2021 
May 2021 

As seen in Appendix 1, in the January issue of Atlas 
Magazine, which is considered in this study, 9 
advertisements were published. When the categories 
of these advertisements are examined from a sectoral 
perspective, they are classified under the titles of 
tourism, bank, hotel, food, shopping, cosmetics, 
cargo, and shoes. Among the advertisements 
published, the most frequent appeal was the youth 
spirit appeal at a rate of 67% (n=6) and the most 
frequent appeal was the natural appeal at a rate of 67% 
(n=6). The second most frequent appeals in the 
advertisements are health and quality appeals at a rate 
of 56% (n=5). In the January issue advertisements 
considered in this study, the appeals of scarcity, music, 
curiosity, individuality, and tradition were not 
encountered. 

As seen in Appendix 2, in the February issue of Atlas 
Magazine, which is examined in this study, 11 
advertisements were published. When the categories 
of these advertisements are examined from a sectoral 
perspective, they are classified under the titles of 
airline, education, electronics, tourism, cosmetics, 
hotel, food, small household appliances, shopping, 
and shoes. Among the advertisements published, the 
most popular appeal was encountered at a rate of 73% 
(n=8). The second most common appeal among the 
advertisements was the quality appeal at a rate of 64% 
(n=7). In February, the magazine did not encounter 
any appeals of guilt, famine, music, or patriotism. 

As shown in Appendix 3, in the March issue of Atlas 
Magazine, which is examined in this study, 15 
advertisements were published. When the categories 
of these advertisements are examined from a sectoral 
perspective, they are classified under the titles of bank, 
organization, exchange, electronics, film production, 
hotel, food, car rental, motorcycle, application 
shopping, and construction industry. Among the 
advertisements published, the most popular, quality 
and success appeals were encountered at a rate of 80% 
(n=12). The second most common appeal among the 
advertisements was the perfection appeal at a rate of 
60% (n=9). Fear, individuality and helpfulness appeals 
were not encountered at all in the March issue of the 
magazine. 

As shown in Appendix 4, in the April issue of Atlas 
Magazine, which is examined in this study, 15 
advertisements were published. When the categories 
of these advertisements are examined from a sectoral 

perspective, they are classified under the titles of small 
home appliances, airline, bank, accessory, hotel, 
exchange, clothing, car rental, food, store, cargo, and 
shoe. The most common appeal among the 
advertisements is youth spirit, with a rate of 67% 
(n=10). The second most common appeals among the 
advertisements are popularity, naturalness, and 
quality, with a rate of 53% (n=8). Fear, shock, guilt, 
scarcity, music, individuality, and tradition appeals 
were not encountered at all in the April issue of the 
magazine. 

Appendix 5 shows that, itn the May issue of Atlas 
Magazine, which was examined in this study, 28 
advertisements were published. In this sense, based on 
the dates examined in the scope of the research, the 
month in which the most advertisements were 
published was May. When the categories of these 
advertisements were examined from a sectoral 
perspective, they were classified under the titles of 
shoes, bank, exchange, hotel, clothing, car rental, 
food, shopping, holding, small household appliances, 
cosmetics, shoes, e-commerce, health center, cleaning, 
and major appliances. The most common appeal 
among the advertisements was naturalness appeal at a 
rate of 61% (n=7). The second most common appeal 
among the advertisements was popularity and family 
appeal at a rate of 54% (n=15). The third most 
common appeal in the issue published in May was 
quality appeal at a rate of 50% (n=14). Fear, shock, 
guilt, famine, music, and individuality appeals were 
not encountered at all in the magazine in May. 

Conclusion and Evaluation 

Advertisements are seen in magazines as in every field. 
Brands use advertisements to be remembered, 
increase their sales, impress customers, be different, 
be recognized, provide information and hold on. 
Many studies, analyzes and activities are used in order 
for advertisements to benefit brands. As included in 
this study, one of the analyzes and studies used is 
emotional advertising appeals. Emotional advertising 
appeals attract the attention of customers, affect their 
thoughts emotionally and continue their interaction, 
including at the point of purchase. It is one of the 
advertising analyzes that aim to establish a bond 
between the brand and the customer. 

In this study, advertisements published in the January, 
February, March, April and May 2021 issues of Atlas 
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magazine, a geography magazine, were examined. It 
was determined that there were a total of 78 
advertisements in the magazine issues and the 
analyzes were made on these advertisements. The 
advertisements in the magazines were examined in 
terms of emotional advertising appeals and a coding 
table was created. As a result of the analyzes, 
percentages were calculated and the most used appeals 
and the appeals that were almost never used were 
determined. 

From this point on, the most used emotional appeal 
in the advertisements in the Atlas magazine issues was 
quality appeal with 59% (n=46). The quality of the 
advertiser brands was kept in the foreground. They 
applied the quality element in their advertisements a 
lot in order to meet the demands and expectations of 
the customers. Quality appeal was frequently included 
in the advertisements in order to create a sense of 
satisfaction, superiority and having the powerful in 
people. Naturalness appeal, which came in second 
place, was determined as 56% (n=44). Although the 
brands aimed to be strong, successful and on the 
agenda in the advertisements, they used naturalness 
appeal in their advertisements without overdoing it by 
filling it with simplicity, elegance and subtleties. The 
popularity appeal followed with 53% (n=41). With 
this appeal, people were presented with a popular 
status and the aim was to perceive the phenomenon 
in which the popular advertisements were located. 
Thus, in order to reach the target audience more, 
popularity appeal was among the most used appeals. 
Finally, youth spirit appeal was determined with 51% 
(n=40). With its youthful spirit appeal, it has targeted 
mostly young people. With the appeal used, it has 
been ensured that people read their magazines with 
pleasure by giving energy to the magazine and giving 
a youthful spirit in the advertisements. In addition, it 
is one of the most commonly used emotional 
advertising appeals in order for the brands in the 
advertisements to appeal to young people and increase 
their interest in the brands, which eventually leads to 
purchase. 

As mentioned at the beginning, in this study, in 
addition to the most commonly used advertising 
appeals, almost unused advertising appeals have also 
been analyzed. Starting from this point, in the 
examination of 78 advertisements in Atlas magazine 
in a 5-month period, it has been analyzed that guilt, 
scarcity, music and individuality are included in the 
emotional advertising appeals at a rate of 1% (n=1). 
When compared to other appeals, these appeals have 
been used almost non-existently. In order to prevent 
situations that will create negative effects in the eyes 
of customers who buy the magazine, brands have 
almost never included guilt and scarcity appeals. In 
addition, regardless of the size of their target audience, 
in terms of existing brands producing social products 

and offering services rather than individuality, music 
and individual appeals have been given very little 
space in order to avoid confusion and problems in 
reaching and reaching the target audience.  

When the results obtained are evaluated in the context 
of the studies conducted in the literature, they support 
the judgment that various dimensions of emotional 
appeals are used in advertising activities. Ateş (2016) 
aimed to reveal the categories of appeal, types of 
emotional appeal and appealing tones used in political 
advertisements; as a result of the research, it was 
revealed that the rates of using rational and emotional 
appeal in the campaign process were quite close to 
each other and that there were differences between 
political parties in this sense. According to the same 
study, the most preferred type of emotional appeal is 
enthusiasm appeal, while the least preferred type of 
emotional appeal is sadness appeal. Another study by 
Hornik et al. (2017) aimed to quantitatively evaluate 
past studies on advertising persuasion types and scale 
them to a common scale; as a result, it was found that 
appeal types were not equally effective, and sexuality 
and humor appeals were preferred more than fear and 
logical appeals. Among the other results obtained 
from this study is the fact that emotional persuasion 
types are more effective on television. In the study 
conducted by Uğur (2021), the concepts of fear and 
disgust appeal, which are among the elements of 
negative emotional appeal, were examined, and then 
the Rexona “End Yellow Stains” commercial, in 
which both fear and disgust appeal were used 
together, were analyzed. Content analysis was used as 
the research method in the study. As a result, it was 
revealed that consumers were informed about the risk 
of using or not using a certain product through the 
fear and disgust appeal approaches presented to 
consumers in the advertisement. Emotional appeals 
used in advertisements can have a great impact on 
consumers' intention to purchase a product. Yousef et 
al. (2023) found that in multiple contexts, positive 
appeals are generally more effective than negative 
appeals when presented together.  

In this study, which examined the advertising appeals 
used in magazine advertisements, it was found that 
brands differ in the use of appeals according to the 
sectors in which they operate. In this context, other 
academic studies can examine different types of 
magazines and make comparisons of the appeals used. 
The appeals of advertising messages in different 
communication channels can be analyzed. The 
appeals of advertising messages in different 
communication channels can be analyzed. Analyzing 
the appeals used in the content of messages based on 
gender discrimination in advertisements is presented 
as a suggestion. 
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Attachments 
 

Appendix 1. Advertising Appeals in the January 2021 Issue of Atlas Magazine 

 
 
 

 
 

Appendix 2. Advertising Appeals in the February 2021 Issue of Atlas Magazine 
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1 Atlas Geography February,2021 2 Airway 2 2 2 2 1 2 1 2 2 2 2 2 2 2 2 2 2 2 2 1 2 1 2 2 2 1 2 1 2 2 2 

2 Atlas Geography February,2021 7 Education 2 2 2 2 2 2 2 2 2 2 1 2 2 2 2 2 2 1 1 2 2 2 2 2 2 2 2 2 2 2 2 

3 Atlas Geography February,2021 19 Electronics 2 1 2 2 2 2 1 2 2 2 2 1 2 2 2 2 1 1 1 2 2 2 2 1 1 2 2 2 2 2 1 

4 Atlas Geography February,2021 21 Tourism 1 2 2 2 1 1 1 2 2 1 2 2 1 2 2 2 2 2 2 1 2 2 1 2 2 2 2 2 2 2 2 

5 Atlas Geography February,2021 23 Cosmetic 2 2 2 2 2 2 1 1 2 2 1 2 2 2 2 2 2 1 2 2 2 2 1 2 2 1 1 2 2 1 2 

6 Atlas Geography February,2021 25 Hotel 2 2 2 1 2 2 1 1 2 1 2 1 1 2 2 2 2 1 2 1 2 2 1 2 2 2 2 2 2 2 2 

7 Atlas Geography February,2021 77 Food 2 2 2 2 2 2 2 1 2 2 1 2 2 2 2 2 2 1 2 1 2 2 2 2 2 2 2 2 2 2 2 

8 Atlas Geography February,2021 97 
Small 

Appliances  
2 2 2 2 1 2 1 2 1 2 2 2 2 2 2 2 2 1 1 2 2 2 2 2 1 1 2 1 2 1 2 

9 Atlas Geography February,2021 99 
Shopping 

Center 
1 2 2 2 1 1 2 2 2 1 2 2 2 2 2 2 2 2 1 2 2 2 2 2 2 2 2 2 2 2 2 

10 Atlas Geography February,2021 101 
Shopping 

Center 
2 1 1 1 2 2 1 2 2 1 2 2 2 1 2 2 2 2 1 2 2 2 2 2 2 2 2 2 2 2 2 

11 Atlas Geography February,2021 102 Shoes 1 2 1 2 2 1 1 2 2 1 2 2 2 2 2 2 1 1 2 1 2 2 1 1 1 2 2 2 2 2 2 

 
Number 

There is: 1 3 2 2 2 4 3 8 3 1 5 3 2 2 1 0 0 2 7 5 5 0 1 4 2 3 3 1 2 0 2 1 

There isn’t: 2 8 9 9 9 7 8 3 8 10 6 8 9 9 10 11 11 9 4 6 6 11 10 7 9 8 8 10 9 11 9 10 

 
Percent 

There is: 1 %27 %18 %18 %18 %36 %27 %73 %27 %9 %45 %27 %18 %18 %9 %0 %0 %18 %64 %45 %45 %0 %9 %36 %18 %27 %27 %9 %18 %0 %18 %9 

There isn’t: 2 %73 %82 %82 %82 %64 %73 %27 %73 %91 %55 %73 %82 %82 %91 %100 %100 %82 %36 %55 %55 %100 %91 %64 %82 %73 %73 %91 %82 %100 %82 %91 
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1 Atlas Geography January,2021 2 Tourism 2 2 2 1 2 2 1 1 2 1 2 1 2 2 2 2 2 1 1 1 2 2 2 2 2 2 2 2 2 1 2 

2 Atlas Geography January,2021 5 Bank 2 2 2 2 2 2 2 1 2 2 1 2 2 2 2 2 2 2 2 1 2 2 2 2 2 2 2 1 1 2 2 

3 Atlas Geography January,2021 15 Hotel 2 2 2 1 2 2 1 1 2 1 2 1 1 2 2 2 2 1 2 1 2 2 1 2 2 2 2 2 2 2 2 

4 Atlas Geography January,2021 17 Food 2 2 2 2 2 2 2 1 2 2 1 2 2 2 2 2 2 1 2 1 2 2 2 2 2 2 2 2 2 2 2 

5 Atlas Geography January,2021 19 
Shopping 

Center 
1 2 2 2 2 1 1 2 2 1 2 2 2 2 2 2 2 1 1 2 2 2 2 2 1 2 2 2 2 2 2 

6 Atlas Geography January,2021 21 
Shopping 

Center 
1 2 2 2 1 1 2 2 2 1 2 2 2 2 2 2 2 2 1 2 2 2 2 2 2 2 2 2 2 2 2 

7 Atlas Geography January,2021 33 Cosmetic 2 2 1 2 2 2 2 2 2 1 1 2 1 2 2 2 2 2 1 1 2 2 2 2 2 2 2 2 2 2 2 

8 Atlas Geography January,2021 101 Cargo 2 1 2 2 2 2 2 1 1 2 1 2 2 2 2 2 2 2 2 2 2 2 2 2 1 1 2 1 1 1 2 

9 Atlas Geography January,2021 102 Shoes 1 2 1 2 2 1 1 2 2 1 2 2 2 2 2 2 1 1 2 1 2 2 1 1 1 2 2 2 2 2 2 

 
Number 

There is: 1 3 1 2 2 1 3 4 5 1 6 4 2 2 0 0 0 1 5 4 6 0 0 2 1 3 1 0 2 2 2 0 

There isn't: : 2 6 8 7 7 8 6 5 4 8 3 5 7 7 9 9 9 8 4 5 3 9 9 7 8 6 8 9 7 7 7 9 

 
Percent 

There is: 1 %33 %11 %22 %22 %11 %33 %44 %56 %11 %67 %44 %22 %22 %0 %0 %0 %11 %56 %44 %67 %0 %0 %22 %11 %33 %11 %0 %22 %22 %22 %0 

There isn't:  2 %67 %89 %78 %78 %89 %67 %56 %44 %89 %33 %56 %78 %78 %100 %100 %100 %89 %44 %56 %33 %100 %100 %78 %89 %67 %89 %100 %78 %78 %78 %100 
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Appendix 3. Advertising Appeals in the March 2021 Issue of Atlas Magazine 
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1 Atlas Geography March,2021 2 Bank 2 2 2 2 2 2 1 2 1 2 2 2 1 2 2 2 1 1 1 2 2 2 2 2 1 2 2 2 1 2 2 

2 Atlas Geography March,2021 7 Organization 2 2 2 2 2 2 1 2 2 2 2 2 2 2 2 2 1 1 1 2 2 2 2 1 1 2 2 2 2 2 2 

3 Atlas Geography March,2021 9 Exchange 2 2 2 2 1 2 2 1 1 2 1 2 1 2 1 1 2 1 1 2 2 1 2 1 1 2 2 2 2 2 2 

4 Atlas Geography March,2021 19 Electronics 2 2 2 2 2 1 1 2 2 2 2 2 1 2 2 2 2 1 1 2 2 2 2 2 2 1 2 2 2 1 2 

5 Atlas Geography March,2021 21 Film Production 1 2 2 2 2 1 1 2 2 1 2 2 2 1 2 2 1 2 1 1 2 1 1 2 1 2 2 2 2 2 2 

6 Atlas Geography March,2021 23 Hotel 2 2 2 1 2 2 1 1 2 1 2 1 1 2 2 2 2 1 2 1 2 2 1 2 2 2 2 2 2 2 2 

7 Atlas Geography March,2021 25 Food 2 2 2 2 2 2 1 2 2 2 1 2 2 2 2 2 1 1 1 1 2 2 2 1 2 2 2 2 1 2 1 

8 Atlas Geography March,2021 31 Car rental 2 2 2 1 2 2 2 2 2 1 2 2 2 2 2 2 2 1 1 1 2 1 2 2 1 1 2 2 2 1 2 

9 Atlas Geography March,2021 37 Motorcycle 2 2 2 1 1 2 1 2 1 1 2 2 2 2 2 2 1 1 1 2 2 2 2 1 1 2 2 2 2 1 2 

10 Atlas Geography March,2021 41 Food 1 2 2 2 2 2 2 1 2 2 1 2 2 2 2 2 2 1 2 1 2 2 2 2 2 2 2 2 2 2 2 

11 Atlas Geography March,2021 93 Application 2 2 2 2 2 2 1 2 2 1 2 1 2 2 2 2 1 1 1 2 1 1 2 1 1 1 2 2 2 1 2 

12 Atlas Geography March,2021 97 Shopping Center 1 2 2 2 2 1 1 2 2 1 2 2 2 1 2 2 2 2 1 1 2 2 1 2 2 2 2 2 2 2 2 

13 Atlas Geography March,2021 99 Shopping Center 1 2 2 2 2 1 1 2 2 1 2 2 2 1 2 2 2 2 1 1 2 2 1 2 2 2 2 2 2 2 2 

14 Atlas Geography March,2021 101 Construction Industry 2 2 2 2 2 2 1 2 2 2 2 1 2 2 2 2 2 1 1 2 2 1 1 2 1 1 2 2 2 1 2 

15 Atlas Geography March,2021 102 Shoes 1 2 1 2 2 1 1 2 2 1 2 2 2 2 2 2 1 1 2 1 2 2 1 1 1 2 2 2 2 2 2 

 
Number 

There is: 1 5 0 1 3 2 5 12 3 3 8 3 3 4 3 1 1 7 12 12 8 1 5 6 6 9 4 0 0 2 5 1 

There isn’t: 2 10 15 14 12 13 10 3 12 12 7 12 12 11 12 14 14 8 3 3 7 14 10 9 9 6 11 15 15 13 10 14 

 
Percent 

There is: 1 %3 3 %0 %7 %20 %13 %33 %80 %20 %20 %53 %20 %20 %27 %20 %7 %7 %47 %80 %80 %53 %7 %33 %40 %40 %60 %27 %0 %0 %13 %33 %7 

There isn’t: 2 %67 %100 %93 %80 %87 %67 %20 %80 %80 %47 %80 %80 %73 %80 %93 %93 %53 %20 %20 %47 %93 %67 %60 %60 %40 %73 %100 %100 %87 %67 %93 

 
Appendix 4. Advertising Appeals in the April 2021 Issue of Atlas Magazine 
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1 Atlas Geography April,2021 2 Small Appliances 2 2 2 2 1 2 1 1 1 2 1 2 2 2 2 2 2 2 2 2 2 2 2 2 2 1 2 2 2 2 2 

2 Atlas Geography April,2021 5 Airway 2 2 2 2 1 2 1 2 2 2 2 2 2 2 2 2 2 2 2 1 2 1 2 2 2 1 2 1 2 2 2 

3 Atlas Geography April,2021 15 Bank 2 2 2 2 1 2 2 2 1 2 2 2 2 2 2 2 2 2 2 2 2 2 2 2 2 2 2 2 2 1 2 

4 Atlas Geography April,2021 17 Accessories 2 2 2 2 2 2 1 2 2 1 2 1 2 2 2 2 2 1 2 2 2 2 1 2 2 2 2 2 2 2 2 

5 Atlas Geography April,2021 19 Hotel 2 2 1 2 2 2 2 2 2 1 2 2 2 2 2 2 2 2 2 1 2 2 1 2 2 2 2 2 2 2 2 

6 Atlas Geography April,2021 21 Exchange 2 2 2 2 1 2 2 1 1 2 1 2 1 2 2 2 2 1 1 2 2 1 2 1 1 2 2 2 2 2 2 

7 Atlas Geography April,2021 23 Hotel 2 2 2 1 2 2 1 1 2 1 2 1 1 2 2 2 2 1 2 1 2 2 1 2 2 2 2 2 2 2 2 

8 Atlas Geography April,2021 29 Clothing 2 2 1 1 2 2 2 2 1 1 2 2 2 2 2 2 2 1 2 2 2 2 2 2 2 2 2 2 2 2 2 

9 Atlas Geography April,2021 31 Clothing 2 2 2 2 2 2 2 2 1 1 2 2 2 2 2 2 2 1 2 2 2 2 2 2 2 2 2 2 2 2 2 

10 Atlas Geography April,2021 39 Car rental 2 2 2 1 2 2 2 2 2 1 2 2 2 2 2 2 2 1 1 1 2 1 2 2 1 1 2 2 2 1 2 

11 Atlas Geography April,2021 45 Food 1 2 1 2 2 2 2 1 2 1 1 2 2 2 2 2 2 1 1 1 2 2 2 2 1 2 2 2 2 2 2 

12 Atlas Geography April,2021 51 Shopping Center 1 2 1 2 2 1 1 2 2 1 2 2 2 2 2 2 2 2 1 1 2 2 1 2 2 2 2 2 2 2 2 

13 Atlas Geography April,2021 77 Shopping Center 1 2 1 2 2 1 1 2 2 1 2 2 2 2 2 2 2 2 1 1 2 2 1 2 2 2 2 2 2 2 2 

14 Atlas Geography April,2021 95 Cargo 2 2 2 2 2 2 1 2 1 2 1 2 2 2 2 2 2 2 1 2 2 2 2 2 1 1 2 1 1 1 2 

15 Atlas Geography April,2021 100 Shoes 1 2 1 2 2 1 1 2 2 1 2 2 2 2 2 2 1 1 2 1 2 2 1 1 1 2 2 2 2 2 2 

 
Number 

There is: 1 4 0 6 3 4 3 8 4 6 10 4 2 2 0 0 0 1 8 6 8 0 3 6 2 5 4 0 2 1 3 0 

There isn’t:  2 11 15 9 12 11 12 7 11 9 5 11 13 13 15 15 15 14 7 9 7 15 12 9 13 10 11 15 13 14 12 15 

 
Percent 

There is: 1 %27 %0 %40 %20 %27 %20 %53 %27 %40 %67 %27 %13 %13 %0 %0 %0 %7 %53 %40 %53 %0 %20 %40 %13 %33 %27 %0 %13 %7 %20 %0 

There isn’t:: 2 %73 %100 %60 %80 %73 %80 %47 %73 %60 %33 %73 %87 %87 %100 %100 %100 %93 %47 %60 %47 %100 %80 %60 %87 %67 %73 %100 %87 %93 %80 %100 
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Appendix 5. Advertising Appeals in the May 2021 Issue of Atlas Magazine 
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1 Atlas Geography May,2021 2 Shoes 1 2 1 2 2 1 1 2 2 1 2 2 2 2 2 2 1 1 2 1 2 2 1 1 1 2 2 2 2 2 2 

2 Atlas Geography May,2021 5 Bank 2 2 2 2 1 2 2 2 1 2 2 2 2 2 2 2 2 2 2 2 2 2 2 2 2 2 2 2 2 1 2 

3 Atlas Geography May,2021 15 Hotel 2 2 1 2 2 2 2 2 2 1 2 2 2 2 2 2 2 2 2 1 2 2 1 2 2 2 2 2 2 2 2 

4 Atlas Geography May,2021 17 Exchange 2 2 2 2 1 2 2 1 1 2 1 2 1 2 2 2 2 1 1 2 2 1 2 1 1 2 2 2 2 2 2 

5 Atlas Geography May,2021 19 Hotel 2 2 2 1 2 2 1 1 2 1 2 1 1 2 2 2 2 1 2 1 2 2 1 2 2 2 2 2 2 2 2 

6 Atlas Geography May,2021 21 Clothing 2 2 2 2 2 2 2 2 1 1 2 2 2 2 2 2 2 1 2 2 2 2 2 2 2 2 2 2 2 2 2 

7 Atlas Geography May,2021 25 Car rental 2 2 2 1 2 2 2 2 2 1 2 2 2 2 2 2 2 1 1 1 2 1 2 2 1 1 2 2 2 1 2 

8 Atlas Geography May,2021 29 Food 2 2 2 2 2 2 2 1 2 2 1 2 2 2 2 2 2 1 2 1 2 2 2 2 2 2 2 2 2 2 2 

9 Atlas Geography May,2021 47 Shopping center 1 2 1 2 2 1 1 2 2 1 2 2 2 2 2 2 2 2 1 1 2 2 1 2 2 2 2 2 2 2 2 

10 Atlas Geography May,2021 101 Shopping center 1 2 1 2 2 1 1 2 2 1 2 2 2 2 2 2 2 2 1 1 2 2 1 2 2 2 2 2 2 2 2 

11 Atlas Geography May,2021 102 Holding 2 2 2 2 2 2 2 2 2 1 1 2 1 2 2 2 2 2 2 2 2 2 2 2 2 2 2 2 1 2 1 

12 Atlas Geography May,2021 104 Small appliances 2 2 2 2 1 2 1 2 1 2 2 2 2 2 2 2 2 1 1 2 2 2 2 2 1 2 2 2 2 2 2 

13 Atlas Geography May,2021 107 Cosmetics 2 2 2 2 2 1 2 1 1 2 2 2 1 2 2 2 2 1 1 2 2 2 2 2 1 2 2 2 2 2 2 

14 Atlas Geography May,2021 109 Small appliances 2 2 2 2 1 2 1 2 1 2 2 2 2 2 2 2 2 1 1 2 2 2 2 2 1 1 2 1 2 1 2 

15 Atlas Geography May,2021 111 Small appliances 2 2 2 2 1 2 1 2 1 2 2 2 1 2 2 2 1 1 2 2 2 2 1 2 1 2 2 2 2 2 2 

16 Atlas Geography May,2021 113 Small appliances 2 2 1 2 2 2 2 2 2 1 2 2 1 2 2 2 2 2 2 1 2 2 1 2 1 2 2 2 2 1 2 

17 Atlas Geography May,2021 114 Shoes 2 2 2 2 1 2 2 2 1 2 2 2 1 2 2 2 2 1 2 1 2 2 2 2 2 2 2 2 2 2 2 

18 Atlas Geography May,2021 119 Small appliances 2 2 2 2 2 2 2 2 2 2 2 2 1 2 2 2 2 2 2 2 2 2 2 2 2 2 2 2 2 2 2 

19 Atlas Geography May,2021 121 Shoes 2 2 2 2 2 1 2 2 2 2 2 2 1 2 2 2 2 2 2 1 2 2 1 2 2 2 2 2 2 2 2 

20 Atlas Geography May,2021 123 E-commerce 2 2 1 2 2 1 2 2 2 1 2 2 1 2 2 2 2 2 2 1 2 2 1 2 2 2 2 2 2 2 2 

21 Atlas Geography May,2021 127 Small appliances 2 2 1 2 2 1 2 2 2 1 2 2 1 2 2 2 2 2 2 1 2 2 1 2 1 1 2 1 2 2 2 

22 Atlas Geography May,2021 129 Health center 2 2 2 2 2 2 2 1 1 2 2 2 2 2 2 2 2 1 2 2 2 2 2 2 2 2 2 2 2 2 2 

23 Atlas Geography May,2021 131 Cleaning 2 2 2 2 1 1 2 2 2 2 1 2 1 2 2 2 2 2 1 1 2 2 2 2 2 2 2 2 1 2 2 

24 Atlas Geography May,2021 133 Cosmetics 2 2 2 2 1 1 2 2 2 2 1 2 1 2 2 2 2 2 1 1 2 2 2 2 2 2 2 2 1 2 2 

25 Atlas Geography May,2021 135 Major appliances 2 2 2 2 1 1 2 2 2 2 1 2 1 2 2 2 2 2 1 1 2 2 2 2 2 2 2 2 1 2 2 

26 Atlas Geography May,2021 143 Cleaning 2 2 2 2 2 1 2 1 1 2 2 2 1 2 2 2 2 1 2 1 2 2 1 2 1 2 2 1 2 2 2 

27 Atlas Geography May,2021 145 Food 2 2 2 2 2 2 1 2 2 2 1 2 2 2 2 2 1 1 1 1 2 2 2 1 2 2 2 2 1 2 1 

28 Atlas Geography May,2021 146 Small appliances 2 2 2 2 1 2 1 1 1 2 1 2 2 2 2 2 2 2 2 2 2 2 2 2 2 1 2 2 2 2 2 

 
Number 

There is: 1 3 0 7 2 10 11 9 7 11 11 8 1 15 0 0 0 3 14 11 17 0 2 11 3 10 4 0 3 5 4 2 

There isn’t:: 2 25 28 21 26 18 17 19 21 17 17 20 27 13 28 28 28 25 14 17 11 28 26 17 25 18 24 28 25 23 24 26 

 
Percent 

There is: 1 %11 %0 %25 %7 %36 %39 %32 %25 %39 %39 %29 %4 %54 %0 %0 %0 %11 %50 %39 %61 %0 %7 %39 %11 %36 %14 %0 %11 %18 %14 %7 

There isn’t:: 2 %89 %100 %75 %93 %64 %61 %68 %75 %61 %61 %71 %96 %46 %100 %100 %100 %89 %50 %61 %39 %100 %93 %61 %89 %64 %86 %100 %89 %82 %86 %93 
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ABSTRACT 

Political communication plays a central role in modern democratic processes by 

influencing voter behavior, shaping public opinion, and disseminating ideological 

messages. In this context, the semiotic approach provides a robust tool for analyzing the 

language, imagery, and symbols of politics. Semiotics encompasses a multilayered 

meaning-making process that includes not only linguistic signs but also visual, auditory, 

and spatial elements. This study examines semiotic approaches and strategies used in 

political communication, focusing on leader image, propaganda techniques, political 

discourse analysis, and political representations conducted through media. Specifically, it 

evaluates the effects of signs such as discourse, rhetorical figures, metaphors, colors, 

symbols, and body language used by political actors on voter perceptions. The study 

explores how visual and linguistic signs shape voter perceptions and through which 

semiotic codes political messages are conveyed. Additionally, it investigates semiotic 

strategies employed in election campaigns and crisis management processes, discussing 

their use in shaping public opinion, constructing identities, and discrediting opponents.  
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ÖZET 

Siyasi iletişim modern demokratik süreçlerde seçmen davranışlarını etkileme, kamuoyu 

oluşturma ve ideolojik mesajları yayma açısından merkezi bir rol oynamaktadır. Bu bağlamda, 

semiyotik (göstergebilim) yaklaşım siyasetin dilini, imgelerini ve sembollerini analiz etmede 

güçlü bir araç sunmaktadır. Semiyotik yalnızca dilsel göstergeleri değil aynı zamanda görsel, 

işitsel ve mekânsal unsurları da içeren çok katmanlı bir anlamlandırma sürecini kapsar. Bu 

çalışma, siyasi iletişimde kullanılan semiyotik yaklaşımlar ve stratejileri ele alarak lider imajı, 

propaganda teknikleri, siyasi söylem analizi ve medya aracılığıyla yürütülen politik temsilleri 

incelemektedir. Özellikle siyasi aktörlerin kullandığı söylem, retorik figürler, metaforlar, 

renkler, simgeler ve beden dili gibi göstergelerin seçmen algısı üzerindeki etkileri 

değerlendirilmektedir. Görsel ve dilsel göstergelerin seçmen algısına nasıl yön verdiği ve politik 

mesajların hangi semiyotik kodlar aracılığıyla iletildiği üzerinde durulmaktadır. Ayrıca seçim 

kampanyalarında ve kriz yönetimi süreçlerinde başvurulan semiyotik stratejiler incelenerek 

kamuoyunu yönlendirme, kimlik inşası ve rakipleri itibarsızlaştırma gibi amaçlarla nasıl 

kullanıldığı tartışılmaktadır.  

Anahtar Kelimeler: Siyasi iletişim, semiyotik, göstergebilim, söylem analizi. 
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Introduction 

Semiotics is an interdisciplinary field that 
systematically examines signs, the meanings they 
carry, and their functions within social contexts. This 
discipline analyzes how signs are produced, 
interpreted, and how meaning is created across a wide 
range of domains, including language, visual arts, 
cultural practices, and media. In the realm of political 
communication, semiotics serves as a critical analytical 
framework by decoding the intricate interplay of signs 
and symbols used to convey complex political 
narratives. It reveals the structures and processes 
underlying both individual and collective meaning-
making, aiming to understand the fundamental 
mechanisms of human thought and communication. 
According to Van Zoest (1993), semiotics, or 
semiology, is not merely a field of study but a vital 
discipline in human communication, emphasizing that 
human interaction inherently relies on the use of signs 
and symbols (Ibrahim & Sulaiman, 2020). Based on 
this foundational premise, semiotics is a crucial tool 
for understanding the processes of constructing, 
interpreting, and disseminating political messages. 
The significance of semiotics in political 
communication lies in its ability to unpack the layered 
meanings encoded in political messages, thereby 
offering insights into how political entities convey 
their ideologies, policies, and identities through a 
complex system of signs. By examining the processes 
of meaning-making through signs, semiotics enables 
more effective and strategic use of political discourses 
and symbols, serving as a powerful tool in both the 
creation of message content and the analysis of how 
these messages are perceived by target audiences. 

The application of core semiotic theories to political 
analysis provides a rich network of methods for 
examining the symbolic dimensions of political 
discourse. Semiotic analysis deeply explores the 
symbolic meanings and cultural codes embedded in 
political communication, encompassing a broad range 
of elements, including visual symbols, gestures, and 
nonverbal cues (Prasetya, 2024). 

This approach explains how visual media, gestures, 
and linguistic choices function not only as tools for 
information transmission but also as effective 
instruments in processes of persuasion, identity 
construction, and ideological dissemination, thereby 
comprehensively analyzing the strategic use of signs in 
political communication. Semiotic theories, by 
examining these symbolic layers, facilitate a detailed 
understanding of the mechanisms through which 
political meanings are produced, debated, and 
interpreted in the public sphere. 

The role of signs and symbols in conveying political 
messages is both profound and multifaceted, 
extending beyond the realm of textual communication 

to encompass the visual and nonverbal dimensions of 
political discourse. Political communication, heavily 
reliant on visual media such as television and video, 
increasingly employs visual symbols not only in 
political advertising but also in the broader context of 
political messaging (Soukup, 2014). This reliance 
underscores the importance of signs and symbols in 
crafting political narratives that are associated with 
voters, evoke emotional responses, and influence 
public opinion. With their ability to simplify complex 
political ideas and transform them into compelling 
visuals, signs and symbols play a central role in 
shaping the dynamics of political communication, 
thereby establishing semiotic analysis as a 
fundamental method for studying and understanding 
these communication practices. 

Historical Context of Semiotic Approaches 
in Politics 

Semiotic analysis in political communication has 
emerged as a significant field of study, reflecting the 
evolving landscape of societal and media influences 
over time. This approach has grown substantially, 
with researchers employing diverse methodologies to 
understand the complex ways in which political 
messages are constructed, transmitted, and 
interpreted. The interdisciplinary nature of semiotics, 
drawing insights from political science, sociology, 
history, media, and cultural studies, has enriched its 
analysis and facilitated a deeper understanding of the 
psychology underlying political communication 
(Madisson & Ventsel, 2020). The evolution of this 
analytical method is not merely a reflection of 
academic curiosity but also a response to 
technological advancements that have transformed 
visual political communication (VPC) over the past 
decade (Farkas, 2023). 

Key figures in the field of semiotics have made 
significant contributions to understanding and 
applying semiotic strategies in political 
communication. One such figure, John Fiske, in his 
work Introduction to Communication Studies, 
emphasized the importance of understanding 
messages as structures of signs that interact with 
recipients to produce meaning (Borţun & Purcarea, 
2013). Fiske’s insights underscored the applicability of 
the semiotic approach across various disciplines, 
including political communication, laying the 
groundwork for subsequent research in the field. 
Alongside other researchers, Fiske’s contributions 
have highlighted the significance of semiotic analysis 
in examining the complex layers of political messages 
and strategies. This multidisciplinary approach has not 
only advanced the academic understanding of political 
communication but also provided practical insights 
into the design and interpretation of political 
messages. 
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Examining case studies of semiotic strategies in 
historical political campaigns reveals the practical 
applications of semiotic analysis in real-world 
contexts. These case studies serve as evidence of 
semiotics’ power in understanding and leveraging 
political symbols, narratives, and imagery to influence 
public opinion and voter behavior. For instance, 
interdisciplinary research integrating studies on 
political branding and visual communication through 
the lens of semiotic theory has shed light on how 
political entities use visual symbols to convey complex 
messages simply and effectively (Doom, 2016). These 
case studies not only demonstrate the theoretical 
concepts of semiotics in action but also provide 
valuable insights into the effectiveness of various 
semiotic strategies across different political contexts 
and periods. Through careful examination of 
historical campaigns, researchers and practitioners can 
draw lessons about the power of visual and symbolic 
communication in politics, underscoring the enduring 
significance of semiotic analysis in political 
communication strategies. 

Theoretical Frameworks for Semiotic 
Analysis 

As a theoretical framework, structuralism offers a 
distinct approach to political discourse analysis by 
emphasizing the underlying structures that govern 
meaning production in texts. This methodological 
perspective is grounded in the belief that political 
messages and texts are not constructed randomly but 
according to specific codes and conventions that can 
be systematically analyzed. In political 
communication, structuralist analysis focuses on 
identifying these codes to understand how political 
realities are constructed and perceived. Key 
considerations include the identification of binary 
oppositions and their roles in structuring political 
discourse, as well as the examination of how language 
and symbolism are used to convey political ideologies 
and power relations. This approach uncovers the 
underlying structures that shape the production and 
interpretation of political messages, thereby providing 
insights into the strategies used to influence public 
perception and opinion in political discourse 
(Çanakpınar et al., 2024). 

Post-structuralist perspectives on political semiotics 
diverge from the structuralist focus on fixed 
structures, proposing instead that meanings are fluid, 
contingent, and subject to negotiation and 
reinterpretation. This perspective highlights the role 
of power dynamics in the construction of meaning, 
arguing that political texts and practices are contested 
spaces where multiple interpretations and meanings 
are negotiated. Post-structuralism offers a critical lens 
through which the multiplicity of meanings and the 
inherent ambiguity in political texts can be explored. 

It underscores the importance of examining how 
identities, power relations, and ideologies are 
constructed and challenged within political discourse. 
From a post-structuralist viewpoint, political 
communication is seen as a dynamic process of 
meaning-making, where meanings are not fixed but 
are continually renegotiated in response to shifting 
contexts and power relations (Berk & Yıldırım, 2015). 
Social semiotics extends the analysis of political 
communication by focusing on the social and cultural 
contexts in which texts and practices are produced 
and interpreted. This approach evaluates how political 
messages are designed to resonate with specific 
audiences, considering the socio-cultural norms, 
values, and beliefs that shape their reception and 
interpretation. Social semiotics acknowledges the 
multimodal nature of political communication, 
recognizing that meaning is conveyed not only 
through language but also through visual imagery, 
gestures, and other nonverbal cues. This perspective 
underscores the importance of context in determining 
how political messages are understood and highlights 
the interactive process between text, context, and 
audience in the construction of meaning. By analyzing 
the interplay between the semiotic resources used in 
political communication and the cultural codes of the 
target audience, social semiotics provides insights into 
how political identities and ideologies are constructed 
and negotiated in the public sphere (Borţun & 
Purcarea, 2013; Prasetya, 2024). 
 

Semiotics of Political Campaigns 

The use of symbols and imagery in political 
advertisements is a critical aspect of modern political 
campaigns, leveraging the power of visual 
communication to convey complex messages quickly 
and effectively. As elucidated in various academic 
articles, semiotic analysis underscores that symbols 
and imagery are not mere embellishments but are 
imbued with profound cultural and ideological 
meanings (Prasetya, 2024). These elements serve as a 
bridge between political entities and voters, facilitating 
a dialogue that transcends textual messaging. For 
instance, the color scheme, logos, and visuals used in 
a campaign can evoke sentiments of patriotism, 
progress, or unity, depending on their semiotic 
interpretations (Solik, 2014). This strategic use of 
visual symbols is effective in shaping public 
perception of political messages, making it a 
fundamental tool in the arsenal of political 
communication. 

Semiotic analysis of campaign slogans and posters 
provides a window into the strategic positioning and 
core messages of political entities. This approach 
unravels the layers of meaning embedded in the 
textual and visual elements of campaign materials, 
revealing how slogans and posters are designed to 
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resonate with specific demographic groups (Manki, 
2015). For example, a campaign slogan may employ 
carefully selected rhetorical devices and cultural 
references to appeal to voters’ values and aspirations  
(Prasetya, 2024). This analysis extends beyond the 
surface level, examining how the interplay of text and 
imagery in campaign posters can subtly influence 
voter perceptions and attitudes. It highlights the 
intricacy of political messages, where each element is 
deliberately crafted to contribute to a coherent and 
persuasive narrative. 

The role of media in shaping the semiotic landscape 
of political campaigns has evolved significantly with 
the advent of digital platforms. Traditional and social 
media play a pivotal role in disseminating political 
symbols and imagery, amplifying their reach and 
impact (Farkas, 2023). The media’s ability to frame 
political discourse through the selective 
representation of campaign materials influences the 
semiotic decoding process among the public 
(Madisson & Ventsel, 2020). This dynamic introduces 
a layer of complexity, as the original semiotic intent of 
a political message can be reinterpreted or contested 
across different media platforms. Consequently, the 
media’s role extends beyond mere transmission, 
actively participating in the construction and 
dissemination of political narratives, thereby shaping 
the semiotic landscape in which political 
communication occurs. 
 

Semiotics of Political Speeches and Debates 

Analyzing the language and rhetoric of political 
leaders is a critical aspect of understanding their 
impact on public opinion and policy. This approach 
involves examining the content and structure of 
political speeches and debates to uncover the core 
messages conveyed to audiences. Through techniques 
such as content analysis and discourse analysis, 
researchers can identify specific linguistic strategies 
employed by political figures to persuade, engage, and 
mobilize their audiences (Soukup, 2014). For instance, 
studies have demonstrated that word choice, sentence 
structure, and overall rhetorical style can significantly 
influence the effectiveness of political messages 
(Onyshchak et al., 2023). The application of these 
analytical techniques contributes to a deeper 
understanding of the dynamics of political 
communication and its role in shaping public 
discourse. Semiotic analysis reveals the symbolic 
meanings embedded in political rhetoric, while 
content and discourse analyses clarify the functioning 
of linguistic strategies. In this context, these analytical 
methods provide a significant contribution to a more 
comprehensive understanding of the dynamics of 
political communication. 

The use of metaphors and analogies in political 
discourse represents another significant area of study 
within the semiotics of political communication. 
Metaphors serve as powerful tools for politicians, 
enabling them to frame complex issues in relatable 
terms and elicit specific emotional responses from 
their audiences (Zhao et al., 2023). Analogies, 
similarly, facilitate deeper understanding or 
persuasion by drawing parallels between familiar 
concepts and new ideas. According to Lakoff and 
Johnson (2008), Conceptual Metaphor Theory (CMT) 
posits that metaphors in language are not merely 
literary or artistic expressions but fundamental 
cognitive structures that shape how we think and 
produce meaning. This theory asserts that metaphors 
are mental constructs that allow abstract concepts and 
experiences to be expressed through concrete 
elements. Research based on Conceptual Metaphor 
Theory has been instrumental in exploring how these 
figurative language forms are used in political 
speeches and debates to shape public perception and 
influence political outcomes (Han et al., 2022). For 
example, a political leader might employ a war 
metaphor to describe a campaign against social 
injustice, thereby evoking a sense of urgency and 
collective action among listeners. Such studies 
underscore the critical role of metaphoric and 
analogical language in constructing persuasive 
political narratives and garnering public support. 
Metaphors and analogies provide distinct frameworks 
for making complex social and political issues more 
comprehensible. Conceptual Metaphor Theory, by 
deeply examining the function and impact of these 
linguistic structures in political discourse, reveals their 
role in creating persuasive narratives and their 
resulting consequences. 

Nonverbal communication plays a significant role in 
shaping public perceptions of political leaders and 
their messages. Beyond spoken words, politicians 
convey a wealth of information through gestures, 
facial expressions, and visual symbols, all of which are 
integral to the semiotic analysis of political 
communication (Prasetya, 2024). The impact of 
nonverbal cues on audience interpretation and 
responses has been significantly influenced by 
technological advancements in visual political 
communication (VPC) (Farkas, 2023). For instance, 
the way a leader’s posture or facial expressions are 
captured and disseminated across media platforms 
can either reinforce or undermine the verbal message 
conveyed. Research has highlighted how nonverbal 
communication can subtly influence voter 
perceptions, credibility assessments, and emotional 
responses, making it a critical area of study for 
understanding the full spectrum of political discourse 
(Prasetya, 2024). In this context, semiotic approaches 
extend beyond linguistic analysis to provide a detailed 
examination of nonverbal dimensions, offering 
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comprehensive insights into how political figures 
communicate with and influence their audiences. 
Nonverbal cues facilitate meaning transmission 
beyond words. Furthermore, technological 
advancements significantly affect the dissemination of 
nonverbal communication. Semiotic analysis 
comprehensively addresses the nonverbal elements of 
political discourse. 

Digital Semiotics in Political 
Communication 

The impact of social media on political semiotics has 
been profound and multifaceted. Social media 
platforms have transformed the political 
communication landscape by enabling the rapid 
dissemination and amplification of political messages, 
symbols, and narratives. This digital revolution has 
reshaped how political meanings are constructed, 
debated, and understood by the public. According to 
a proposed methodological framework for social 
media analytics in political contexts, the strategic use 
of social media can significantly influence the political 
landscape by leveraging the power of shared symbols 
and narratives (Stieglitz & Dang-Xuan, 2013). This 
impact underscores the critical role of social media in 
shaping the semiotic dimensions of political 
discourse, rendering it an indispensable tool for both 
political actors and analysts. 

The analysis of hashtags, memes, and viral content has 
become crucial in understanding digital political 
campaigns. Memes, in particular, serve as potent 
semiotic tools in the digital political arena by 
encapsulating complex political and social 
implications within simple, often humorous images or 
phrases (Yopak, 2018). A study focusing on political 
comedic memes online highlighted how different 
semiotic modes are combined to create meaning, 
thereby influencing political discourse and public 
opinion (Mubarak & Aayid, 2022). Furthermore, the 
meticulous selection of 40 internet memes and the 
analysis of 14 representative examples revealed 
detailed pathways through which these digital artifacts 
can carry and convey political messages, serving as 
powerful tools for political satire, criticism, or support 
(Osterroth, 2018). This semiotic analysis of digital 
content underscores the significant role of symbols, 
whether in the form of hashtags, memes, or viral 
videos, in shaping political narratives and engaging 
voters, highlighting the evolving landscape of political 
communication. 

Online platforms have increasingly become the 
primary arena for the dissemination and interpretation 
of political messages, fundamentally altering the 
dynamics of political communication. The role of 
these platforms extends beyond mere communication 
channels; they are active spaces for semiotic 
production and interpretation where political 

messages are not only shared but also reinterpreted 
and debated by diverse online communities (Berlanga-
Fernández & Reyes, 2024). This dynamic process of 
meaning-making is crucial for understanding the 
semiotic conflicts that arise in strategic 
communication, as different groups may attribute 
varying meanings to the same political symbols or 
narratives (Madisson & Ventsel, 2020). The 
proliferation of online platforms has not only 
democratized political communication but also 
complicated the semiotic landscape, requiring political 
actors and analysts to navigate a more intricate 
network of meanings and interpretations to effectively 
convey and understand political messages.  

Semiotics and Political Identity 

The construction of political identities through 
semiotic practices involves a complex process of 
consciously using signs and symbols to create and 
reinforce group identities and ideologies. According 
to the semiotic approach, political messages are 
constructed from signs that interact with recipients to 
produce meaning (Borţun & Purcarea, 2013). This 
interaction is not merely passive; it is an active process 
where the interpretation of signs can vary significantly 
among different groups, leading to the formation of 
diverse political identities. Semiotic practices in 
politics encompass a range of activities, from the 
language used in speeches and manifestos to the visual 
symbols represented in party logos and campaign 
materials. The semiotic analysis of these practices 
reveals the symbolic meanings and cultural codes 
embedded in political communication, aiding in 
understanding how political identities are constructed 
and sustained. It also holds significant importance in 
deciphering the complex messages conveyed by 
political entities and understanding their impact on 
audience identity formation. 

National symbols play a crucial role in political 
mobilization by embodying a nation’s values, history, 
and aspirations. From flags and anthems to 
monuments and national heroes, these symbols serve 
as powerful semiotic tools that can unite or divide 
populations. The effectiveness of national symbols in 
political mobilization lies in their ability to evoke 
emotional responses and foster a sense of belonging 
among the public. Semiotic analysis reveals that these 
symbols are not merely decorative or ceremonial; they 
carry profound symbolic meanings that resonate with 
a nation’s collective memory and identity (Prasetya, 
2024). For instance, during periods of political unrest 
or national celebrations, these symbols become focal 
points for mobilization, rallying support, and 
expressing collective emotions. Consequently, the 
semiotics of national symbols plays a significant role 
in shaping political landscapes, influencing public 
opinion, and guiding political actions. 
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The semiotics of “us” versus “them” in political 
discourse represents a potent strategy for delineating 
in-group and out-group boundaries, establishing a 
distinction between those belonging to a specific 
political or ideological group and those excluded from 
it. This binary opposition is constructed through the 
strategic use of language, imagery, and other semiotic 
resources to emphasize differences and similarities, 
fostering solidarity within groups while marginalizing 
or demonizing others (Prasetya, 2024). The “us” 
versus “them” narrative is prevalent in political 
campaigns, policy debates, and media representations, 
serving to rally support, justify policy decisions, and 
sometimes provoke conflict. Analysis of the linguistic 
features and rhetorical strategies employed in political 
discourse can provide deep insights into how political 
actors manipulate semiotic resources to influence 
public perceptions and interpretations (Prasetya, 
2024). This semiotic strategy not only shapes political 
identities but also plays a critical role in the dynamics 
of power and resistance within the political arena. 

Gender Semiotics in Political Communication 

The representation of gender in political media and 
discourse has been a focal point of academic inquiry, 
revealing a nuanced landscape of differential 
treatment and visibility. A systematic analysis of 90 
studies has highlighted that media coverage often 
exhibits significant disparities between female and 
male politicians, showing a tendency toward 
gendered framing that influences public perception 
(Van der Pas & Aaldering, 2020). This discrepancy 
underscores the media’s role not only as a provider 
of information but also as a constructor of political 
reality that shapes gender narratives. Such findings 
suggest that the signs and symbols used in political 
communication are not neutral but laden with 
gender-based connotations, necessitating deeper 
investigation into the semiotic mechanisms at play. 
This reality calls for a critical approach to 
understanding how gender representation in media 
and discourse contributes to broader societal 
perceptions of political leadership and legitimacy. 

The semiotic analysis of gendered language in 
politics provides illuminating insights into the 
underlying cultural codes and norms that govern 
political communication. Research examining the 
intersection of expertise and gender markers has 
revealed a concerning pattern where societal 
perceptions often diminish women’s authority in 
political contexts (Ozer, 2023). Additionally, studies 
focusing on the linguistic strategies employed in 
political discourse have uncovered a hegemonic 
structure that privileges certain gender norms over 
others, influencing how political messages are 
constructed and received (Berlanga-Fernández & 
Reyes, 2024). This analysis elucidates the complex 

mechanisms through which gendered language not 
only reflects but also reinforces power dynamics in 
the political sphere. By deconstructing these 
linguistic patterns, analysts aim to understand the 
relationship between meaning and text, shedding 
light on the semiotic processes through which 
gender stereotypes are perpetuated or challenged in 
political communication. 

The influence of gender stereotypes on political 
communication strategies is profound, shaping both 
the content and delivery of political messages. 
Advanced studies have developed distinct profiles 
for male and female leaders in navigating emotions, 
cognition, and behavior during crises, demonstrating 
that gender stereotypes significantly affect 
perceptions of leadership and, consequently, 
communication strategies (Grebelsky-Lichtman & 
Katz, 2020). This impact extends to the strategies 
adopted by women and political parties, who often 
must navigate a complex web of gender expectations 
and biases (Mukarom, 2022). Such stereotypes not 
only influence public perceptions of political leaders 
but also shape the strategic choices made by political 
communicators, highlighting the need for a nuanced 
understanding of gender dynamics in crafting 
political messages. By examining the semiotic 
foundations of these strategies, the role of gender in 
shaping political discourse and the potential for more 
inclusive communication practices can be better 
understood. 

Semiotic Strategies in International Relations 
and Diplomacy 

The use of semiotics in diplomatic communication 
and negotiations has emerged as a crucial strategy for 
fostering international understanding and facilitating 
agreements. Semiotics, the study of signs and 
symbols as elements of communicative behavior, 
plays a pivotal role in the art of diplomacy, which is 
fundamentally concerned with building and 
sustaining relationships through nuance and mutual 
respect (National Museum of American Diplomacy, 
n.d.). In this context, the semiotic approach involves 
the strategic use of linguistic and semiotic resources 
to build political unity and achieve diplomatic 
objectives (Madisson & Ventsel, 2020). This 
encompasses the use of specific language, symbols, 
and nonverbal cues designed to convey nuanced 
messages, promote mutual understanding, and 
navigate the complex landscape of international 
relations. By leveraging these semiotic tools, 
diplomats can craft messages that resonate with 
diverse audiences, bridge cultural divides, and 
advance negotiation goals, underscoring the 
indispensability of semiotics in diplomatic practices 
(Borţun & Purcarea, 2013). 
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Symbols and rituals play a fundamental role in 
international protocols, serving as powerful tools for 
communication and relationship-building among 
nations. These elements are deeply woven into the 
fabric of diplomatic interactions, functioning not 
only as markers of respect and tradition but also as 
instruments for conveying complex messages and 
facilitating mutual understanding. For instance, gift 
exchanges, the use of national flags, and traditional 
greeting ceremonies are semiotic acts imbued with 
rich symbolic meanings and cultural codes (Prasetya, 
2024). These symbols and rituals are carefully 
selected and performed to honor the cultural norms 
and values of participating nations, demonstrate 
respect, and create a positive atmosphere for 
dialogue. Through the strategic use of such semiotic 
elements, diplomats can subtly convey intentions, 
express goodwill, and strengthen bilateral or 
multilateral relationships, highlighting the critical 
role of symbols and rituals in the conduct of 
international diplomacy (Ibrahim & Sulaiman, 2020). 

The role of cultural signs in shaping international 
perceptions and relations cannot be overlooked. 
Semiotic analysis meticulously reveals how symbols, 
gestures, and nonverbal cues are laden with cultural 
meanings that not only influence how messages are 
interpreted but also shape and guide the ways nations 
perceive each other on the global stage. These 
cultural signs and codes serve as a lens through 
which diplomatic communication and actions are 
viewed, offering a critical perspective for 
understanding perception management in 
international relations. For example, the ways leaders 
present themselves, the symbols they choose to 
associate with their countries, and the cultural 
references they employ in speeches and public 
appearances contribute to the construction of 
national identities and the shaping of international 
perceptions (Farkas, 2023). Understanding and 
navigating these cultural signs is crucial for diplomats 
and political leaders, as misinterpretations can lead to 
misunderstandings or conflicts, while skillful use can 
enhance a nation’s image and strengthen its global 
position. The strategic use of cultural signs in 
international relations underscores the intricate 
interplay between semiotics and diplomacy in the 
contemporary world (Madisson & Ventsel, 2020). 

Future Directions for Semiotic Approaches in 
Political Communication 

The political communication landscape is undergoing 
rapid transformation, driven by emerging trends and 
technologies that challenge traditional paradigms. 
Recent academic articles highlight how advancements 
such as social media platforms, artificial intelligence, 
and data analytics are reshaping the delivery and 
interpretation of political messages (Farkas, 2023). 

These technologies not only facilitate the 
dissemination of political content to broader 
audiences but also enable the development of 
innovative formats and interactive capabilities for 
more personalized and engagement-focused 
communication strategies. This evolution underscores 
the necessity for political communicators to adapt and 
innovate by leveraging these tools to enhance the 
reach and impact of their messages. For instance, the 
integration of visual elements, as evidenced by the rise 
of visual political communication (VPC), has become 
increasingly significant in capturing audience 
attention, serving as a potent method for conveying 
complex political messages in an accessible and 
engaging manner (Farkas, 2023). 

The emergence of new media environments provides 
a fertile ground for the application of semiotic 
analysis, offering insights into the intricate ways in 
which political messages are constructed, transmitted, 
and interpreted. Semiotics, which examines signs and 
symbols as elements of communicative behavior, 
provides a robust framework for analyzing the layers 
of meaning embedded in political communication in 
the digital age (Borţun & Purcarea, 2013; Ibrahim & 
Sulaiman, 2020). The proliferation of digital platforms 
has led to an explosion of content that integrates text, 
imagery, and video, creating rich semiotic resources 
for analysis. Social media, in particular, has become a 
critical arena for political discourse, necessitating a 
deeper understanding of how semiotic strategies are 
employed to influence public opinion and mobilize 
support. This highlights the potential of semiotic 
analysis to unravel the complex interplay of signs and 
symbols in shaping political narratives and engaging 
voters within an ever-evolving media ecosystem 
(Subekti et al., 2023). 

The application of semiotic approaches in political 
communication research holds significant promise 
while also encountering various challenges and 
opportunities. A primary challenge lies in the vast and 
dynamic nature of digital content, requiring 
researchers to continually adapt their methodologies 
to keep pace with emerging trends and technologies 
(Berlanga-Fernández & Reyes, 2024). Additionally, 
the increasingly sophisticated use of algorithms and 
data analytics by political campaigns to target 
messages raises new questions for semiotics 
researchers regarding the ethics and implications of 
such practices. However, these challenges also present 
opportunities for innovation in research methods, 
including the development of digital semiotics as a 
subfield focused on analyzing digital texts and online 
interactions (Berlanga-Fernández & Reyes, 2024). 
Furthermore, the growing significance of nonverbal 
communication in digital media, such as emojis, GIFs, 
and memes, offers a rich field for semiotic 
exploration, promising to broaden our understanding 
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of the symbolic dimensions of political discourse in 
the digital age (Arackal, 2015; Yopak, 2018). 

Semiotics in political communication provides a rich 
and insightful framework for analyzing the complex 
interplay of signs, symbols, and messages in shaping 
political discourse and public perceptions. 
Throughout history, semiotic approaches have 
evolved with contributions from key figures and 
theoretical frameworks, enhancing our understanding 
of how symbols and imagery are employed in political 
campaigns, speeches, and debates. As digital 
communication continues to reshape the political 
landscape, studies of online semiotics have become 
increasingly vital in deciphering the impact of social 
media on political messaging. Moreover, the 
construction of political identities, gender semiotics, 
and the use of symbols in international relations 
highlight the multidimensional nature of semiotic 
analysis in politics. Looking to the future, semiotic 
approaches in political communication hold promise 
for uncovering new trends, technologies, and 
challenges that will shape how we interpret and engage 
with political messages in an ever-evolving media 
ecosystem. 

Conclusion 

This study has thoroughly examined the significance 
of semiotic approaches and strategies in political 
communication, elucidating how linguistic, visual, and 
nonverbal elements shape political discourse. 
Semiotic analysis enables an understanding of how 
elements such as symbols, gestures, and cultural codes 
construct meaning structures in political 
communication and influence public perceptions and 
attitudes. Additionally, it has explored how gender, 
power dynamics, and ideological messages are 
reinforced or challenged through linguistic and visual 
strategies. 
 
The rise of visual political communication plays a 
critical role in conveying complex political messages 
in a more accessible and engaging manner. In this 
context, visual elements and interactive technologies 
are recognized as effective tools in shaping political 
discourse. Semiotic approaches reveal not only the 
linguistic components of communication but also 
how these components gain meaning within social 
and cultural contexts. 
 
In conclusion, semiotic analyses contribute to a 
deeper and more meaningful understanding of 
political communication, offering a fresh perspective 
to studies in this field. Such analyses facilitate a more 
accurate interpretation of the relationships political 
figures establish with the public and enable the 
development of more effective communication 
strategies. Future research, by focusing on the role and 

impact of semiotic approaches in new platforms such 
as digital and social media, will provide opportunities 
for a more comprehensive analysis of global political 
communication. 
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ABSTRACT 

In 1966, Simon Anholt introduced the concept of national branding, which refers to the 

branding of places in parallel with the branding of a product or service. However, in the 

opening lines of his book titled “Branding Places: Identity, Image and Reputation”, which 

he later published, he stated that this conceptualization was flawed and that it was not 

possible to brand countries like a product or service. According to Anholt, simple 

advertising, marketing and public relations practices applied to products and services 

cannot achieve success when it comes to countries that are not commodities for sale. For 

this reason, Anholt suggested the conceptualization of “competitive identity” instead of 

the concept of “country branding”; proposed that countries should focus on 

strengthening their image, reputation and identity rather than become branding in 

competition. In line with the main idea expressed, Anholt evaluated the competitive 

identity from the perspective of image, reputation and identity; detailed the points that 

countries should consider in order to build a strong competitive identity. With the age of 

globalization, international relations have gained critical importance, and in this regard, 

the work serves as a guide for governments, policy makers and academics. 
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ÖZET 

Simon Anholt, 1966 yılında bir ürün ya da hizmetin markalaşmasına paralel şekilde 
yerlerin de markalaşmasını ifade eden ulusal markalaşma kavramını literatüre 
kazandırmıştır. Ancak daha sonra yayımladığı “Yerlerin Markalaşması Kimlik, İmaj ve 
İtibar” isimli kitabının hemen ilk satırlarında söz konusu kavramsallaştırmanın hatalı 
olduğunu, ülkelerin bir ürün ya da hizmet gibi markalaştırılmasının mümkün olmadığını 
belirtmiştir. Anholt’a göre ürün ve hizmetler için uygulanan basit reklam, pazarlama ve 
halkla ilişkiler uygulamaları, satılık bir meta olmayan ülkeler söz konusu olduğunda başarı 
sağlayamamaktadır. Anholt bu nedenle “ülke markalaşması” kavramı yerine “rekabetçi 
kimlik” kavramsallaştırmasını önermiş; ülkelerin markalaşmak yerine imaj, itibar ve 
kimliklerini güçlendirmeye odaklanarak rekabette farklılaşabileceğini öne sürmüştür. 
İfade edilen ana fikir doğrultusunda Anholt, rekabetçi kimliği imaj, itibar ve kimlik 
perspektifinden değerlendirerek ülkelerin, güçlü bir rekabetçi kimlik inşa edebilmesi için 
dikkate alması gereken noktaları detaylandırmıştır. Küreselleşme çağı ile uluslararası 
ilişkilerin kritik bir önem kazanmakta ve bu doğrultuda eser hükümetler, politika yapıcılar 
ve akademisyenler için bir rehber niteliği taşımaktadır. 
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Yerlerin Markalaşması Kimlik, İmaj ve 
İtibar, Simon Anholt, 2011, Brandage & 
İstanbul Ticaret Odası, İstanbul, 171 syf. 

The author, who introduced the concept of “national 
branding” to the literature in 1996, states that the 
concept of branding can be dangerous when applied 
to countries, places and regions. According to the 
author, the concept of “branding” causes a 
misinterpretation because it is associated with 
concepts such as marketing and advertising that are 
evaluated from a negative perspective (Anholt, 2005). 
Branding, whether for large or small places, evokes 
superficial marketing methods in promotional 
activities. So much so that the author describes this 
misconception as a betrayal to nations and their 
people. Although Anholt regrets using the 
conceptualization of nation branding, he also states 
that it is a good simile for global competition. 
According to him, destinations just like products, 
services, and ideas, compete with each other in order 
to strive position themselves strongly in the global 
market. The reason for this is that citizens of countries 
with a positive reputation can more easily access their 
demands in the global arena. Countries whose image 
is perceived positively by other nations can realize 
their commercial, social, cultural and political 
expectations, as they create the same level of respect 
and trust. 

According to Anholt, a country can enhance its 
reputation and level of development through its 
brands. However, it is not possible to brand a country, 
city or specific region like a product or service. 
Because there is no research showing that any 
marketing practices can change the attitude towards a 
country. On the contrary, the author claims that 
althought many countries spending heavliy on 
advertising and public relations activities, their brand 
values have not change, in some cases, they have even 
decrease (Anholt, 2011, p. 14). 

According to the author, who describes the branding 
of nations as a collection of unfair and outdated ideas 
that threaten the position of countries on the global 
level, countries are fighting against these expressed 
ideas. Therefore, governments should promote their 
own historical, cultural, sociological and natural 
heritage and diversity to the international community. 

Stating that nation (or city, region) branding is not 
possible, Anholt says that if it were possible, the 
positive reputations that countries gain and the 
economic, political and sociocultural successes that 
come with paralelling this would be limited to high-
budget public relations and advertising agencies. In 
connection with this idea, the author seeks an answer 
to the following question: If marketing 
communication can bring success for products and 

services, why can’t it bring success when it comes to 
countries and specific countries? 

According to the author, the answer to this question 
lies in the fact that strong brand positioning is not 
achieved solely through marketing communications. 
According to him, although commercial brands 
become permanent in the minds of the masses 
through corporate communication elements such as 
logos and slogans and advertising campaigns, their 
strenght is rooted in the feeling of trust they create 
Just as an advertising campaign containing the 
message “please buy this product” from a brand that 
has no sense of trust behind would not be successful, 
delivering the message “please change your thoughts 
about this country” to regions that do not create a 
positive perception among the masses is can nothing 
more than an example of unsuccessful propaganda 
work. This is because countries, cities and regions 
should not be considered as commodities for sale 
(Anholt, 2011, p. 17). 

Another point that Anholt emphasizes about the 
difference between country branding and marketing 
communication activities implemented for a product 
or service is that brand owners can have full control 
over the product or service they produce, whereas 
such control is not possible for countries. Trademark 
owners have a guiding influence on the 
communicative process and consumer experience 
through which the product or service they produce 
will be delivered to the masses. However, there is no 
control mechanism, whether political or not, private 
or corporate, that directs how countries are 
understood by other nations. 

Anholt states that it is very difficult to change the 
images we have of countries, cities and regions. One 
of the reasons for this is that people do not have to 
think too much about countries, cities and regions in 
their daily lives. Today, someone living in Morocco 
thinks about Norway only a few times a year. Ideas 
about a place that is not thought about intensively are 
thus perpetuated. Another reason is that perceptions 
about countries are shaped by their culture. For 
example, the characterization of Germany today as a 
disciplined society is a judgment based on its culture. 
For this reason, it is not possible for a perception 
formed on the basis of culture to change easily. 

Although changing the perception of a nation in the 
eyes of other countries with a target audience of 
millions is considered to be quite difficult, Anholt 
argues that there are three points that countries should 
focus on in order to build a strong reputation. The 
first one is to analyze the current perception in the 
international arena through scientific analysis 
methods. The second is a collaboration between 
business and civil society to promote who the nation 
is, its goals and how these goals can be achieved. 
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Finally, governments should support innovative 
breakthroughs in every sector by providing 
opportunities and facilities. A strong reputation built 
through these steps enables the construction of a 
strong identity for nations and destinations (Anholt, 
2011, p. 18-19).  

Governments have a duty to maintain or strengthen 
the reputation of nations, especially given that we are 
in an era of globalization. When the reputation of 
nations is left to its own fate, it brings with it 
devastating consequences. A country’s reputation that 
cannot be controlled by governments cannot only be 
an obstacle to its nation’s ability to benefit from many 
economic, political, social and cultural opportunities, 
but can also lead to sanctions. For all these reasons, 
governments need to invest in the promotion of their 
own nations as much as they do in brands. 

The book consists of twelve chapters, with Simon 
Anholt summarizing his main views on places and 
their reputation in the introduction. The first chapter 
(p. 21-30) is titled “Images of Places: Is It About 
Marketing or Not?”. In this chapter, Anholt proposes 
the conceptualization of “competitive identity” 
instead of the concept of “branding” for places and 
argues that the branding of places is about politics 
rather than marketing communication. A strong 
image of a place cannot be created or reinvented 
through marketing communication practices. A 
strong image of places can only be gained by 
countries. However, a strong image for countries 
cannot be achieved through policies alone. Because, 
although there are many countries with strong 
policies, they can be characterized by negative 
perceptions. Changing prejudices is a difficult process. 
In the relevant chapter of the book, the author reveals 
that in addition to good policies, the concept 
consisting of the steps of “content + strategy + 
symbolic action” must also be built strongly for a 
strong national image. The strategy involves analyzing 
a nation’s current perception of other nations, where 
they want to be and what can be done to get there. 
The content step defines the implementation of the 
strategy in the economic, political, social and cultural 
spheres. Symbolic behavior represents a remarkable, 
memorable, surprising and newsworthy initiative or 
policy. This pillar, combined with strong policies, is an 
important factor in building a strong image of a nation 
in the international arena, but all steps need to be 
designed in a coherent and sustainable manner. 
Anholt concludes the last paragraphs of the chapter 
by stating that countries need to market themselves 
just like products and services, but that this process is 
not similar to the process of marketing products and 
services. The point where marketing of places is like 
product and service marketing is that in both cases, 
the product presented must be of high quality. No 
matter how strong the marketing communication is, if 

the product is not of high quality, the result cannot go 
beyond failure. 

The second chapter of the book (p. 31-40) is titled 
“On Image and Trust” and states that the 
characteristic feature of every competitive identity 
that is considered strong is that it has gained the trust 
of the masses. Masses prefer to shop from brands they 
know, recognize and trust, or, if they have never 
experienced the brand before, they prefer to act on 
their pre-existing sense of trust in the brand. The same 
bet applies to places. If the country’s image is positive, 
members of that country will have an advantageous 
experience, while if it is negative, they will have the 
opposite experience. In this chapter, Anholt points 
out that within a country there may be groups of 
people from different nationalities and cultures, and 
that this is an important factor in the branding action. 
Using the example of Catalans living in Spain, the 
author states that countries can also be branded based 
on their cultural characteristics. The perceptions of 
non-Muslims towards Muslims and Muslims towards 
non-Muslims are the result of this kind of branding. 
Such branding also leads to the damage of 
international relations politically, economically and 
socially in the international arena. 

The third chapter of the book (p. 41-47), titled 
“National Identity: Cause or Effect?” questions 
whether the focus should be on causes or effects to 
change national reputation. According to Anholt, to 
change beliefs, the emotions that cause these beliefs 
need to be changed. In the policy perspective of 
competitive identity, it is essential for countries to 
prove their vision for change. For this, the vision of 
the country should be reflected in the most accurate 
way through cooperation with the public and private 
sectors. This vision that countries will adopt should 
be positioned to differentiate themselves from others, 
just like the marketing of a product or service. This 
differentiation should be shaped by the cultural, 
historical, geographical and social strengths of 
countries. Again, countries that want to renew their 
international reputation with a definitive change need 
the support of their people. That is why governments 
need to understand the societies of the nation’s whose 
support they want to win. 

In the fourth chapter (p. 49-57), titled “Should Places 
Have Simple Images”, the book argues that the main 
idea is that trademarks adopt a simple, sharp and 
distinctive positioning strategy, but that this cannot be 
the case for places. The cultural, political and many 
other values of countries cannot be reflected in a one-
dimensional image strategy. Simplified images cause 
countries to reduced their attractiveness. Therefore, 
the images of countries (regions and cities) must have 
a multidimensional structure that will encompass and 
support these expressed values. However, the 
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multidimensional image strategy of countries does not 
mean that all their characteristics should be covered. 
The common denominator where all the points 
reflecting the country meet should be a summary that 
will ensure that the country is remembered. According 
to Simon Anholt, a simplified image strategy only 
temporarily gains the attention of audiences that are 
not initially aware of the country. For a long-term 
country branding, dialogues should be built on this 
temporary ground to ensure the permanence of 
country relations. According to the author, for all 
these reasons, country branding in line with marketing 
strategies is impossible. Marketing strategies can be 
effective in trying to attract potential customers to a 
product/service; however, they are not effective in 
gaining audiences that are not aware of or interested 
in something that is not for sale. According to Anholt, 
the question that governments that want to brand 
their countries should ask is not “what should we do 
to make our country famous” but “what should we do 
to make our country meaningful?” Governments 
should use the media and communication channels to 
communicate messages that are open, honest and 
include tangible outcomes, rather than to paint or 
mask negative attributes. Of course, it is not enough 
to communicate this vision through media messages; 
countries also need to support this vision behaviorally. 
In this way, Anholt argues that the image of places is 
formed within the framework of the “identity-
behavior-image” model. According to him, identity 
determines how to behave and behavior determines 
how to be perceived, that is, the image. 

In the fifth chapter of the book (p. 59- 91), titled “On 
National Image and Identity”, the author details the 
image and identity strategies of countries from all over 
the world, such as Pakistan, Mexico, Denmark, Italy, 
Israel, and Latvia. For example, Switzerland should be 
able to protect and manage its natural assets on a 
global scale; Albania should take steps to make the 
world recognize and wonder about it; Dubai should 
recognize the importance of symbolic values rather 
than fancy buildings. It is supported by research that 
Muslim countries are ready to cooperate with the 
United States, which has a very high branding, in areas 
that can affect their lives (investment, export, tourism, 
culture, etc.). According to the author, who shares his 
anecdotes about the image of places by giving 
country-specific examples, creating a positive national 
image is not a project that countries should take into 
consideration. Creating a positive national image is the 
only way for countries to be better governed. 

The sixth chapter of the book (p. 93-101), "When 
Does Marketing Make Sense," discusses a similar 
problem to the previous chapters. In this chapter, it is 
emphasized that each promotional action should not 
be seen as a result alone in enhancing the country’s 
image, but rather as a step that will strengthen the 

reputation and image. A touristic promotional activity 
is very important on its own; it allows the masses to 
be curious about the destination, to have an 
experience of the region. When each person who has 
had an experience tells others about his/her 
experience, his/her perception of the country spreads 
to other groups. Such an impact is also reflected in the 
country’s image in the long term. However, touristic 
promotion alone is not enough to reflect or improve 
the overall image of a country. Marketing activities are 
meaningful when it comes to the sale of a country’s 
tourist destinations and other products and services; 
however, traditional marketing methods cannot be 
considered a meaningful choice when it comes to the 
promotion of a country’s image, culture, policies and 
values. 

The importance of public diplomacy becomes more 
evident when it comes to relations between countries. 
In the seventh chapter of the book (p. 103-109), 
“Public Diplomacy and the Branding of Places: What 
is the Relationship Between Them”, Anholt explains 
the relationship between the concepts. The author’s 
first thought on this issue is that public diplomacy is a 
component of country branding. Accordingly, while 
public diplomacy represents a single dimension of 
international relations, country branding aims to unite 
all aspects of a country such as culture, arts, sports, 
trade, politics. However, the author later changed his 
opinion on this issue and evaluated public diplomacy 
as one of the main factors in achieving the goals of 
countries together with image (Karadağ, 2022). 
According to Anholt, successful public diplomacy 
requires the active participation of national 
stakeholders as well as policy powers is required. The 
wide reach of the Internet and media is also an 
essential factor for successful public diplomacy (Nye, 
2023: 159) and country branding. 

The eighth chapter of the book (p. 111-123), which 
evaluates the branding of Europe, is entitled “Europe 
as a Brand: What Next?” In this chapter, the author 
presents the findings of the research that aims to 
reveal the perceptions of European countries. The 
research covers 26,500 participants from 35 countries 
and includes the evaluation of European countries in 
terms of brand dimensions (export, management, 
culture/heritage, people/people, tourism and 
investment/immigration). According to the research 
results, the European brand as an institution cannot 
surpass the European brand as a continent; the 
perception of the masses cannot clearly reveal the 
distinction between European countries and countries 
that are members of the European Union. However, 
in the eyes of these masses, Europe is also considered 
as an important part of the world economy and the 
region where the most desired cultural, historical and 
geographical values are located. According to Anholt, 
the reason why Europe stands out as a geographical 
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region rather than its corporate branding is that the 
region has not been able to establish an identity with 
a strong and common goal. Each EU member state 
has components of soft power in their own right, but 
Europe as a whole is perceived as weaker than the 
combination of the particulars. In order to create 
European branding with the mentioned qualities, it is 
essential to go for a structure that combines the soft 
power components that are gaining strength in 
particulars. 

The ninth chapter of the resource (p. 125-131), titled 
“Public Sector, Private Sector”, reveals the points 
where governments and private sectors are similar and 
different from each other. Both governments and the 
private sector aim to attract the same target audience 
and compete fiercely in the same way. However, the 
private sector has the opportunity to specialize in a 
single or relatively narrow topic, but the same is not 
true for governments. It is essential for governments 
to make generalizations on each issue. Moreover, 
governments often need to consult experts on every 
issue they must address. Such a functioning will 
negatively affect the accurate and fast decision-making 
process and will cause a decrease in productivity. 
According to Anholt, what governments need to do 
to benefit from the advantages that the private sector 
has is to create hybrid cultures within themselves. He 
exemplifies this with the “KDLab” (Public 
Diplomacy Lab), which he co-founded with his 
colleague. The institution, which operates 
independently of the country’s Ministry of Foreign 
Affairs, includes creatives, journalists, 
anthropologists, psychologists, sociologists, political 
scientists and experts from many disciplines, with the 
aim of developing common, peaceful and innovative 
ideas on the axis of public diplomacy. According to 
Anholt, such structures are the only way to move away 
from traditional media communication and make 
progress in international relations. 

In the tenth chapter of the book (p. 133-151), under 
the title “Media and National Image”, the relationship 
between country promotion and media is discussed. 
In this chapter, Anholt characterizes the media as a 
medium of black propaganda where paid publicity, 
realistic information and interpretation are 
indistinguishable, and no message can be trusted 
because the original sponsors of the messages remain 
hidden, but he adds that it should not be abandoned 
altogether. According to him, in today’s internet age, 
the media is an important channel for countries to 
build their image. Media channels alone cannot be 
considered a critical element for building a better 
reputation; however, if used correctly, they can be 
considered as an ally with positive and powerful 
effects in image development. Anholt argues that a 
National Media Center should be established to 
address the negative effects that media can have on 

countries. The Media Center is an important 
institution to ensure consistency in the messaging in 
publications about the current country. In addition, it 
directly contributes to the development of the 
country’s image in matters such as measuring the 
country’s image in the world public opinion, taking 
precautions for possible crises and producing 
solutions for existing crises with the Crisis 
Management Unit it will host. Another idea in this 
chapter of the book is that countries with bad stories 
about them should continue their communication by 
creating new dialogues with other countries, without 
getting stuck on the incident in question. According 
to the author, stories about countries are doomed to 
be forgotten after a certain period of time. At this 
point, countries should try to enrich the country’s 
image with open and honest targets in cooperation 
with the public and private sectors. 

The eleventh chapter of the source (p. 153-164), 
“What Does All This Have to Do with Me? The Vital 
Importance of Context”, emphasizes the importance 
of thoroughly analyzing existing perceptions of a 
country. With the metaphor used by the author, the 
images of countries are not a blank canvas on which 
one can draw arbitrarily. Like a painted canvas, the 
images of countries are based on a certain 
infrastructure and stereotyped beliefs. It is futile to 
expect such a grounded perception to change with an 
extraordinary method like a magic bullet. Building a 
strong image of a country is only possible with a clear, 
sustainable and honest national policy and activities 
consistent with this strategy (Soysal, 1976).   

In the last chapter of the book (p. 165-168), the author 
presents important anecdotes on the subject under the 
title “Some Conclusions”. According to the author’s 
thoughts in the relevant chapter, the image of the 
nation also has an important effect on personal 
reputation, and one of the main points that individuals 
refer to when defining their own identities is national 
qualities. So much so that this effect is not limited to 
individuals proving their own identities; it also applies 
to the relations they establish with other countries. In 
international relations, which cover many areas such 
as education, travel and investment, every experience 
of an individual affects the country’s reputation, and 
every perception about the country affects and 
transforms the individual’s experience. 

Anholt’s book, which explores the concept of country 
branding in all its dimensions, serves as a guide for 
diplomats and governments in the age of globalization 
when international relations are of critical importance. 
As Anholt explains, countries that want to have a say 
in international affairs cannot achieve this success by 
relying on marketing strategies for a product or 
service. Countries that want to build a strong country 
image should accurately analyze their current situation 
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and direct their resources to the outputs required by 
this analysis. It is important to note that building a 
country’s image is not only possible through 
diplomatic activities between the political branches. It 
is possible to build a country’s image by involving 
publics as well as state actors in the process. 
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