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ABSTRACT

According to data from 2018, 3.19 billion people, which is 42% of world population have social
media accounts. With the virtual communication carried out on a global scale, a virtual culture
and environment arises between individuals and societies; people living in different conditions
and cultures get closer and a cultural change takes place. Moreover, a research conducted in 26
countries by Reuters Institute of Oxford University in 2016 to learn about people's news sources
revealed that 51% of the participants used social media to get weekly news. This rate is 73% for
Turkey. The number of users in Facebook, which can be accessed through 19 language options
today and expressed as the world's largest social network, is close to 2 billion. The purpose of this
study which is structured upon these phenomena is to approach social networks as one of the
virtual communication tools and to determine the usage preferences of generation Z, who were
born in the years 1995-2012. The universe of the study consists of university students living in
Turkey, born in and after 1995, which is considered the first year of Generation Z. The sample is
364 students of Kocaeli University Kandira Vocational School of Higher Education. Survey method
is used in the research. The conclusion reveals that the 29% of generation Z members do not use
Facebook and the 10% do not have an active Facebook account. Those who use Facebook
actively stated that they predominantly prefer following the humor pages, that they don’t use it
for playing games or listening to music, that they prefer in person communication rather than
communicating via Facebook, that they do not refrain expressing their true feelings and thoughts
through posts and comments, that they are not interested in advertisements in the pages and
there are not affected by them, and that they are disturbed by fake accounts, attempts of fraud,
harassments, voyeurisms, and by those who use their personal accounts for commercial
purposes.
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INTRODUCTION

The virtual world which is expressed as the creation and consummation of content by millions of people on an
“online” universe is the digital new world that enables people to communicate within the social networks that

use the internet infrastructure independently of time and space.

In the first decade of the 21st century, the number of people connected to the internet around the world
increased from over 350 million to over 2 billion and today this number exceeds half of the world's population
reaching to 4 billion. While in the same decade, the number of people using cell phones were 750 million,
today almost two third of world population have at least one cell phone. It is envisaged that most of the
world's population would be free to access all the information in the world with a device that fits in the palm of
the hand by 2025, and most of the population of 8 billion will be online if the pace of technological innovation

continues (Schmidt and Cohen, 2015: 12).

The advent of the internet gave rise to a process of interactive communication. Unlike the lack of audience
response in the traditional media, it is possible through the internet to receive instant responses from the
audience. Moreover, text-sound and image are used in a common medium in the online communication; which
makes communication more effective than traditional media. Thus, the Internet presents a more powerful
source of information by bringing together the assets of newspaper, radio and television in the same
environment. Another advantage of virtual communication is that, unlike traditional media, everyone can
participate in the communication process as an individual. Each internet user is a member of the targeted mass
by being both a broadcaster -in other words a source- and a consumer of content. On the other hand, within
the framework of the virtual communication created by the internet, a “virtual culture” environment has
emerged with rapprochement and common interest among individuals and societies. In virtual culture formed
by virtual communication, internet users (net-mates) get closer and cultural change occurs with the

amalgamation of people living in different conditions and cultures (Cakir and Topgu, 2005: 76).

Moreover, a research conducted in 26 countries by Reuters Institute of Oxford University in 2016 to learn
about people's news sources revealed that 51% of the participants used social media to get weekly news. This
rate is 73% for Turkey. The number of users in Facebook, which can be accessed through 19 language options
today and expressed as the world's largest social network, is close to 2 billion. But according to a study by
eMarketer in the US, Facebook is losing a significant portion of its young users. Although it wins new users, an
important part of this group consists of people of middle age and above. The results of the research indicate
that, “In 2018, the number of users aged 11 and under in the USA will decrease by 9.3%, 12-17 age group will
be reduced by 5.6% and the 18-24 age group will be reduced by 5.8%” (OdaTV, 2018).

Based on these facts, the aim of this study is to explore social networks among virtual communication tools and
to determine the preferences -and their effects- of Generation Z, which is also known as the digital generation,

on Facebook as one of the most popular social networkscomparing with the situation in the USA.
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CONCEPTUAL FRAMEWORK

The conceptual foundations of the study consist of the historical development of communication in the virtual
environment, social networking and the identity of the Z generation, which constitutes the sample of the

research with Facebook. These concepts are discussed below in general terms.
Historical Development of Virtual Communication

The first appearance of the concept of “virtual” was when the psycho-acoustic (study of the effects of sounds
on the human nervous system) professor Joseph Carl Rebnett Licklider used the term “virtual memory” to
describe a presumed memory of computers in 1952. Following that, Zimmerman used the concept of “virtual”
to describe organizations, workplaces or companies that have effects without having a physical existence. The
lexical meaning of “virtual” is something that does not actually exist but is perceived as if existing (Cavusoglu,

2004: 318).

Today, internet as a virtual communication tool, which has become the indispensable part of daily life and
business life, can be defined as a network of millions of computers connected to each other in the world. The
number of users is constantly increasing due to the easy access to information, the dissemination of
information and the ability to store information as well as providing a fast and low-cost communication

(Gugdemir, 2015: 24).

The Internet was born in 1969 with the ARPANET network established to provide exchange of information
between ministerial computers by DARPA (Defense Advanced Research Project Agency) of the US Department
of Defense. The first cycle of the ARPANET was UCLA (University of California, Los Angeles), the second cycle
was “Augmentation of Human Intellect”, a project by Doug Engelbart of SRI (Stanford Research Institute), the
third cycle was UCSB (University of California, Santa Barbara), and the fourth cycle was the University of Utah
(Tasdemir and Aslan, 2017: 12).

One of the important developments about the Internet is the transfer of ARPANET to www (World Wide Web).
The Web or www was developed by Tim Berners-Lee who had conducted many researches on high-energy
physics in many places around the world, in March 1989 as an effective interpersonal communication platform
in the CERN (European Particle Physics Laboratory). In 1990, ARPANET was replaced by Web or Web 1.0
(Tasdemir and Aslan, 2017: 12). Web 1.0 is a multi-hypermedia system that provides compact and interactive

transportation of different structured data such as text, picture, sound, film or animation (Gligdemir, 2015: 30).

The first internet connection in Turkey took place on April 12, 1993 at METU. Then, Ege University (1994),
Bilkent University (1995), Bogazici University (1995) and iTU (1996) followed. In 1996, the TURNET project
provided internet to homes and business organizations in Turkey (Tasdemir and Leo, 2017: 12). In addition to
that, ULAKBIM (National Academic Network and Information Center) was established in 1996 under TUBITAK
(Cakir and Topgu, 2005: 75).
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Today, Web 2.0 period is experienced on the Internet. Web 2.0 refers to the environments from social
networking sites (social networks), web-based encyclopedias, forums, podcasts to other online platforms of
second-generation internet-based web services (Gligdemir, 2015: 31). In the near future, the Web 3.0 period,
which is defined as the third-generation internet network and associated with the “semantic web”, will be
introduced. Semantic web is a system where machines are able to read, understand and interpret data. In
other words, all content on the web will be a single database. For example; search engines will be able to
understand and analyze what the sentences on the page is about, and artificial intelligence robots will be able
to respond to user needs by making logical inferences based on users' choices on the Internet (Gligdemir, 2015:
34-35). In this way, Web 3.0 can act as an individual helper. On the other hand, Web 4.0 studies are also
progressing rapidly. With the advent of Augmented Reality into the web world, it is envisioned that each
individual will have an avatar to represent themselves in the virtual world. Moreover, even the operation
systems called Web OS will be found in cloud realms. A transition from semantic web which is completely

based on the concept of consumer ownership to an intelligent web is configured (Baloglu, 2015: 37, 44).
Social Networks and Facebook

The emergence of virtual communities is closely linked with internet technologies. Various initiatives have taken
place in the historical development process, but with the development of www, virtual communities have become
widespread and diversified. The historical development of virtual communities is shown in Table 1 (Erdogan and

Torun, 2009: 54):

Table 1. The Historical Development of Virtual Communities

1969 ARPANET was established

1972 First e-mail is sent, and a mailing list was created

1976-1977 Virtual science community, EIES, was established

1978-1981 First Usenet newsgroup, BBSs and MUDs were developed
1980-1981 CSNET and BITNET were developed

1980-1985 Commercial online service providers were created

1985 The ‘Lectronic Link (the Well) began working around the world
1988 Internet Relay Chat (IRC) was created

1990-1991 World Wide Web (www) was created

1994-1995 Netscape was launched and sharing communities started to emerge (such as amazon.com)
1998-1999 Community sites started to be added to portals (yahoo, msn etc.)
2000-2001 Internet became widespread

2002-cont. The latest trend: social networking software exploded

Resource: Valck, Kristine De (2005), “Virtual Communities of Consumption”, Erasmus Research Institute of

Management, Erasmus University Rotterdam, p. 25.
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According to 2018 data, 53% of the world's population, 4.02 billion people use the internet and 42% of the

world's population, 3.19 billion people have social media accounts (Dijilopedi, 2018).

Social networks can be defined as groups of people who are connected to each other through a single common
resource. The term “social media” refers to web-based applications that are built on the technological and

ideological foundations of Web 2.0 and provide user-centric exchange and production of content (Kasap, 2014: 125).

The first social network, created in 1997, was SixDegrees.com (Gligdemir, 2015: 41). Social networks that are
widely used in the world today are Facebook, YouTube, Twitter, WhatsApp, Instagram, Pinterest, Foursquare,

LinkedIn et al.

In the research of 2016 conducted by Oxford University Reuters Institute in 26 countries (USA, UK, Germany,
France, Italy, Spain, Portugal, Ireland, Norway, Sweden, Finland, Denmark, Belgium, Netherlands, Switzerland,
Austria, Hungary Czech Republic, Poland, Greece, Turkey, South Korea, Japan, Australia, Canada, Brazil) to
reveal the news sources of people, 51%of the participants were found to use social media as a source of weekly
news. The details of the report concerning Turkey demonstrate that 90% internet (73% of this is social media),
80% television, 54% newspapers and 41% radio is used to get weekly news. The 2017 report of the institute
states that the percentages of use of social media to reach news in Turkey are as follows: Facebook 64% (-10%
compared to 2016), YouTube 32% (+1% compared to 2016), Twitter 25% (-5% compared to 2016), WhatsApp
25% (+8% compared to 2016), Instagram 12% (+5% compared to 2016) (Tasdemir and Aslan, 2017:14).

Facebook was founded on February 4, 2004 by Mark Zuckerberg, a 19-year-old computer science student from
Harvard University in Boston, USA. Zuckerberg's first social site “facemash” was a portal used jointly by Harvard
University students which was soon terminated by the management of the college due to the unauthorized
publish of the photographs and data of students. After this event, Zuckerberg took 1 year off from college to set
up a social networking site where people would interact with each other, play virtual games, share their photos,
personal information and interests, and encoded the basics of Facebook in his dorm room together with two
friends who supported him. The name of the site then was “The Facebook”. The word Facebook comes from the
term “paper facebook” which is a form that is used by college students, academics, and staff for identification.
The website was made available to Harvard University students, and soon became widespread in the surrounding
schools, then extended to companies and high schools in the region. In the September of the same year, the
“wall” feature was added, and The Facebook reached 1 million users in its first year. During this period, it received
financial support by partnering PayPal and renamed as “Facebook” in the august of 2015. Today Facebook, the
world's largest social network, which is accessible via 19 languages including Turkish, German, English, Chinese

and Dutch (Techworm, 2018), has reached 2 billion users (CNN Tirk, 2018).

Facebook is an application that operates both on the basis of maintaining the social ties of physical life in the
virtual environment and establishing new ties. It mainly operates on physical life-based identities (Kasap, 2014;

126, 127). Facebook can be defined as in a kind of cultural capital that consists of “knowledge ownership,
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achievements, formal and informal qualifications through which an individual can obtain a position within
certain social circles, professions and organizations or secure its position”. Although it is an example of popular

culture, it can be said that it also adds to the definition of popular culture (Kabir, 2014: 292-293).
The Identity of Generation Z, Sample of the Research

Generation is the term which society is defined as the group of individuals who form the age groups of about
twenty-five and thirty years in other word descendant. As a philosophical term, it is a community of individuals
who were born in the same years shared the conditions of the similar ages, hence similar problems, and who

were responsible for similar duties (Blylk Tiirkce Sozluk).

Generations were usually distinguished by definitive political events in the USA through the middle of the 20th
century. A research on many university students conducted by Arthur Levine et al. revealed that the students
who were born in the first decades of 20th century were seen to have characterized common experiences such
as the Kennedy assassination, the Vietnam War, the Watergate scandal, the space shuttle disaster, and the
September 2001 Twin Towers attack. However, after the early years of the 21st century, the political events
remained in the background, while the common experience of the generation became the Internet, the web,
the smart phones, and most of all the social sharing platform Facebook (Gardner and Davis, 2013: 61). In this
respect, it can be concluded that the intergenerational slices will be narrowed considering that technology is

the main determinant factor in the new generations of 21st century and it is developing and renewed rapidly.

The study focuses on the generation X before the generation Z, and then on the Y generation (Yiicebalkan,

Aksu, 2013: 18-19):
X Generation (Baby Burst)

X generation is who was born between the years 1965-1977 is an intermediate generation, in Turkey is
called "Transition Period Children" or "Lost Generation". They face the economic problems that are the
reflection of the changing world dynamics, they are as convincing as possible, they are sensitive, loyal,
idealistic, skeptical and struggling against social problems. Since they coincided with the technological
revolution, they started to use technology. It is claimed that they are the first generation who are interested
in brands and even initiate identification by brand. It is a generation that is respectful to authority, has a
high work motivation, is loyal in business life and has a high sense of opinion. Their future concern has
focused them on working hard, making a career and making more money. The X generation has also led to a

break in the traditional family model, women started to have less children with joining the business life.
Y Generation (Echo Boom or Next Generation)

Y generation is who was born in 1977-1994. This generation is called "After 80 Generation" in Turkey. In the

world, they called themselves like “Non-Nuclear Family Generation, the Wannabees, the Feel-Good
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Generation, the CyberKids, the Do-or-Die Generation, and the Searching-for-an-ldentity Generation”. The
generation Y is the technology-friendly, individual and comfortable children of the world while the PC and
GSM technologies are born, and begin to globalize. The most important feature that distinguishes them
from X generation is that they have a voluntary relationship with technology and consumption. Thanks to
their specialization in the use of internet, they have acquired multiple identities. Since the virtual world of
the Internet has replaced the real-world perception, it has led people to build themselves and their
relationships through the symbols which offered by this virtual world; by creating a break in the perception
of world-based production, they were the first generation to open the door to the world of consumption.
The technology which they grow in has become increasingly complex, but has become easier to use. Y

generation do not only use technology, they also want to create it.
Z Generation

Generation Z consists of those who are born between 1995 and 2012 (Stillman and Stillman, 2017: 13). The
members of this generation born in a digital era and living together with technology are also called
“Generation |”, “Internet Generation”, “Next Generation”, “iGen” and “Instant Online”. The office of
Mission and Ministry calls them “digital generation” and “.com generation”. Generation Z is defined as
having the highest level of motor-skills synchronization of human history. Strauss and Howe stated that this
generation will most probably suffer from loneliness due to excessive individualization. The most distinct
feature of Generation Z is the fact that they witness a period in which the change is experienced very fast
and in the form of breaks. The individuals of the generation who can connect very easily with the people
living in all parts of the world, draw a technology-dependent, hasty, internet-dominated, creative, multi-
attention and multi-decision-making, fast-consuming profile (Saracel, Tasseven & Kaynak, 2016:53;

Altuntug, 2012: 206).

On the other hand, the concept of identity also undergoes a transformation in the digital world of 21st
century. This transformation affects not only the Generation Z, but also anyone who lives with the internet.
The identity of anyone who lives in the digital age is increasingly becoming a synthesis of the offline self-
expression in the real field and the online self-expression in the virtual world. Thus, the individual has
become a social identity not only through what he says about himself or what he is doing about himself,

but also through what his friends say and do (Palfrey and Gasser, 2017: 32).
METHOD
Scope

The universe of the study consists of university students living in Turkey, born in and after 1995, which is
considered the first year of Generation Z. The sample is 364 students of Kocaeli University Kandira

Vocational School of Higher Education.
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Limitations

The research is restricted to the students of Kocaeli University Kandira Vocational School of Higher Education,

considering the difficulties of transportation, accessibility and time.
METHOD

Survey method is used in the research. In the preparation of the survey questions, the 22-item scale develop by
Kuyucu to explore the Facebook use of Generation Z is referred (Kuyucu, 2014). The scale is developed into 5-
point Likert scaled questions consisting of 55 items which are categorized under the headings of “scope”,
“socialization”, “sharing”, “affectedness”, “behavior”, “positive aspects” and “negative aspects”. There are also
9 questions about the demographic characteristic of the participants, two of which are open-ended. Simple

Random Method was used in the selection of participants. The application was realized in May 2018 in two

weeks. A total of 364 individuals participated in the study.

The data obtained from the study were analyzed with SPSS 21 statistical package program and reliability
validity tests were performed. T-test and Friedman tests were used to analyze the data. The results are
presented with summary tables of frequency distribution (n), mean and standard deviations. The significance

level was taken as 5% (p = 0.05) in all analyzes.
FINDINGS (RESULTS)

Of the 364 participants who participated in the study, 106 (29.12%) stated that they did not use Facebook,
while 38 (10.44%) stated that their Facebook account was not active. The findings in the following section

belong to the 220 participants (60.44%) who stated that they use their Facebook accounts actively.

The distribution of the participants according to the birth years is displayed in the Table 2. Accordingly, the

highest number of participants were born in 1997 and 1998.

Table 2. Distribution of the Participants According to Birth Year

Birth Year n %

1995 10 4.5
1996 21 9.5
1997 60 27.3
1998 87 39.5
1999 42 19.1
Total 220 100

When the demographic information of the participants is examined, it is seen that a density of 62.3% is made
up of women and 58.7% of them do not have a relationship. The monthly income of family is below 3000 TL in

the majority of the participants.
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Table 3. Demographic Data
n %
Gender Woman 137 62.3
Men 83 37.7
Relationship Single 128 58.7
status In a Relationship 90 41.3
Family income 2000 and below 86 39.6
2001-3000 78 35.9
3001-4000 35 16.1
4001 and above 18 8.3

DECEMBER 2018

The education levels and working conditions of the parents of the participants are given in Table 4. According

to this, it is observed that both mothers and fathers are mostly primary and secondary school graduates. While

71% of mothers do not work, fathers are workers with a rate of 36.8%.

Table 4. Education Levels and Working Conditions of Parents

Mother Father
n % n %
Education llliterate 14 6.4 4 1.9
Level Only Literate 8 3.6 7 3.3
Primary 93 42.3 80 37.9
Secondary 70 31.8 61 28.9
High school 28 12.7 43 20.4
College/Bachelor’s 7 3.2 14 6.6
College/Master’s 0 0.0 2 0.9
Employment Unemployed 152 71.0 14 6.7
Status Worker 39 18.2 77 36.8
Officer 4 1.9 14 6.7
Self-Employed 7 3.3 49 23.4
Retired 12 5.6 55 26.3

The average monthly expenditure of the Z generation Facebook users who participated to the research is

688.24 TL. Their Facebook accounts have been used actively for an average of 6.19 years. They also stated that

they used Facebook 56.53 minutes per day on average (Table 5).
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Table 5. Monthly Expenditure, Years of Active Account, Use of Facebook per Day

Min Max Avg. s
Monthly expenditure 100 3000 688.24 393.59
Years active 1 13 6.19 2.66
Minutes per day 1 270 56.53 48.68
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When the monthly expenditure, the duration of active usage and the daily usage time is examined in the
context of gender differences, it is seen that men spend more than women (p = 0.016) and that their
Facebook accounts are active for more years (p = 0.000). However, no significant difference was found

between the two genders in terms of duration of daily use (Table 6).

Table 6. Monthly Expenditure, Years of Active Account, Use of Facebook per Day in Terms of Gender

Gender Avg. s p*

Monthly expenditure ~ Woman 636.94 333.70 0.016
Man 773.08 466.52

Years active Woman 5.62 2.60 0.000
Man 7.11 2.52

Minutes per day Woman 52.66 45.71 0.209
Man 62.17 52.54

*Independent t-test is applied.

58.7% of the participants do not have a relationship. These individuals did not show a significant difference
according to relationship status in terms of monthly expenditure, Facebook account activity time and daily

usage period (p> 0.05).

Table 7. Monthly Expenditure, Years of Active Account and Daily use of Facebook in Relation to Relationship

Status
Relationship Status Avg. s p*

Monthly Single 646.58 357.70 0.064
expenditure In a relationship 749.71 434.81
Years active Single 6.28 2.69 0.546

In a relationship 6.06 2.63
Minutes per day Single 57.36 51.91 0.787

In a relationship 55.31 43.89

*Independent t-test is applied.

The statements of the participants about their use of Facebook are examined in terms of the factors of
scope, socialization, affectedness, behavior, positive aspects and negative aspects. The distribution and
the basic statistical values of the obtained data are displayed between the Table 9 and Table 15. The
Cronbach Alpha values obtained as a result of the reliability test performed for each factor examined are
presented in Table 8. Accordingly, it is observed that the majority of the examined factors have a high

level of reliability.
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Table 8. The results of reliability analyses

Factors Cronbach's Alfa
Scope 0.830
Socialization 0.742
Sharing 0.604
Affectedness 0.828
Behavior 0.653
Positive aspects 0.826
Negative aspects 0.929

Table9. Scope

Strongly Strongly
SCOPE Disagree Disagree Undecided Agree Agree Ave. s
n % n % n % n % n %

Facebook is one of the most important 79 36.1 35 16.0 39 17.8 46  21.0 20 9.1 2,51 1.40
sources of news for me

Instead of following the news from the 98 44.7 32 14.6 25 11.4 44  20.1 20 9.1 234 144
newspaper, | receive news from the

posts on Facebook.

| listen to music via Facebook 179 81.7 23 10.5 6 2.7 6 2.7 5 23 133 0.85

| follow the Facebook pages of the 109 50.0 20 9.2 18 8.3 43  19.7 28 12.8 236 1.55
newspapers, radio and TV channels.

| follow the art pages on Facebook 96 43.8 27 12.3 26 11.9 39 17.8 31 142 246 1.53
| follow pages on politics on Facebook 117 53.9 23 10.6 19 8.8 24 111 34 15.7 224 1.56

| follow the pages on literature on 76 34.7 24 11.0 32 14.6 48 219 39 17.8 277 1.55
Facebook
| follow the pages about sport on 90 40.9 23 10.5 21 9.5 33 150 53 241 271 1.67
Facebook
| follow the humor pages on Facebook 63 28.8 22 10.0 22 10.0 50 228 62 283 312 1.62

| follow the pages about cooking on 116 53.0 23 10.5 29 13.2 25 114 26 11.9 219 1.47
Facebook
| follow the pages of brands on Facebook 69 31.7 21 9.6 37 17.0 47 216 44 20.2 289 154

| enjoy spending time playing games on 126 57.3 29 13.2 21 9.5 22 10.0 22 10.0 202 141
Facebook

As it can be seen in Table 9, 81.7% of the participants stated that they don’t listen to music through Facebook;
53.0% don’t follow food pages on Facebook and 50.0% don’t follow Facebook pages of newspapers, radio and

TV channels.
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Table 10. Socialization

Strongly Strongly
SOCIALIZATION Disagree Disagree Undecided Agree Agree Avg. s
n % n % n % n % n %

| found my childhood friends through 77 35.0 35 15.9 22 10.0 38 17,3 48 21,8 2,75 1,60
Facebook
| follow the birthdays of my relatives on 49 22.3 29 13.2 22 10.0 38 17,3 82 37,3 3,34 1,61
Facebook

| invite my relatives and friends to 129 58.9 24 11.0 15 6.8 24 11,0 27 12,3 2,07 1,49
events like parties, engagements or

weddings through Facebook

| prefer announcing a change in my life 157 71.4 28 12.7 18 8.2 8 3,6 9 4,1 1,56 1,06
through Facebook rather than in person

| prefer announcing a change in my life 165 75.0 23 10.5 16 7.3 10 4,5 6 2,7 1,50 1,00
through Facebook rather than on the
phone

| like chatting via Facebook messenger 151  68.6 24 10.9 21 9.5 15 6,8 9 4,1 1,67 1,15
more than talking on the phone

I had new friends through Facebook 94 42.9 24 11.0 45 20.5 33 15,1 23 10,5 2,393 1,43

| know every one of my Facebook 56 25.7 19 8.7 33 15.1 47 21,6 63 28,9 3,19 1,57
friends in person

As it can be seen in Table 10, 75% of the participants stated that they don’t prefer announcing something
through Facebook to telling their friends on the phone. 71% of them stated that they don’t prefer Facebook to
telling their friends in person. 68.6% stated that they don’t like chatting via Facebook instead of talking on the
phone. Lastly, 58,9% stated that they do not invite friends and relative to the special events like weddings and

parties through Facebook.

Table 11. Sharing

Strongly Strongly
SHARING Disagree Disagree Undecided Agree Agree Avg. S
n % n % n % n % n %

I refrain from sharing my emotions 125 56.8 27 12.3 27 12.3 23 10,5 18 8,2 2,01 1,36
freely on Facebook

I refrain from sharing my thoughts 127 58.3 24 11.0 28 12.8 19 8,7 20 9,2 2,00 1,38
freely on Facebook
| share the posts that | like on Facebook 55 25.1 15 6.8 35 16.0 39 17,8 75 34,2 329 1,60
| share the posts that | think will be 86 39.8 27 12.5 27 12.5 39 18,1 37 17,1 2,60 1,56
liked on Facebook

| refrain from sharing my true emotions 151 69.9 21 9.7 21 9.7 9 4,2 14 6,5 1,68 1,20
in the comments on Facebook

| refrain from sharing my true thoughts 149 69.6 20 9.3 23 10.7 12 5,6 10 4,7 1,66 1,16
in the comments on Facebook

When | like the posts of my friends, | 71 32.9 23 10.6 31 14.4 39 18,1 52 24,1 2,90 1,60
share them as well
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As it can be seen in Table 11, 69.9 % of the participants stated that they do not refrain from sharing their

emotions in the comments on Facebook, while 69.6% stated that they do not refrain from sharing their

thoughts in the comments. In general, 58.3% stated that they do not refrain from sharing their thoughts and

56.8% do not refrain from sharing their emotions on Facebook.

Table 12. Affectedness

Strongly Strongly
AFFECTEDNESS Disagree Disagree Undecided Agree Disagree Avg. s
n % n % n % n % n %
When I'm interested in a product my 118 53.6 24 109 26 11.8 31 141 21 9,5 2,15 1,44
friend bought and shared on Facebook, |
also buy it
When I'm interested in a place my 90 40.9 26 11.8 37 16.8 38 17,3 29 13,2 2,50 1,49
friend went and shared a picture of, |
also go there
When I'm interested in a region my 112 50.9 27 12.3 28 12.7 33 15,0 20 9,1 2,19 1,42
friend went and shared a picture of, |
also go there
| follow the suggestions of my friends 107 48.6 27 12.3 39 17.7 27 12,3 20 9,1 2,21 1,39
and | attend concerts that they suggest
| follow the suggestions of my friends 106 48.6 28 12.8 36 16.5 29 13,3 19 8,7 2,21 1,39
and | attend events that they suggest
Advertisements on a Facebook page 132 60.0 30 13.6 28 12.7 19 8,6 11 5,0 1,85 1,23
catch my attention
| can be influenced by the ads to buy a 146 67.0 22 10.1 19 8.7 15 6,9 16 7,3 1,78 1,28

product

As can be seen in Table 12, 67% of the participants stated that they don’t buy products, by getting affected by

the advertisements and 60% of them stated that they are not interested in the advertisements on Facebook

pages. 53.6% stated that they do not buy a product when interested in a photograph of the product their

friends shared. 50.9% stated that they do not travel to a region because of being interested in a photograph of

it a friend shared on Facebook.

Table 13. Behavior

Strongly Strongly
BEHAVIOR Disagree Disagree Undecided Agree Agree Avg. s

n % n % n % n % n %
| find another world in Facebook 137 62.3 31 14.1 34 15.5 8 3.6 10 4.5 1.74 1.13
| feel something is missing in my life 171 77.7 26 11.8 9 4.1 9 4.1 5 2.3 141 0.92
when I'm not on Facebook
| can’t imagine life without Facebook 184  83.6 16 7.3 8 3.6 7 3.2 5 2.3 1.33 0.87
| only scroll through Facebook without 59 26.9 28 12.8 30 13.7 45  20.5 57 26.0 3.06 1.57
posting myself
| only scroll through Facebook without 78 35.9 31 14.3 29 134 39 18.0 40 184 2.69 1.55
liking posts
Before liking a post, | consider whose 80 36.7 21 9.6 33 15.1 32 147 52 239 279 1.62
post it is
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It can be seen in Table 13 that 83.6% of the participants disagree with the statement “I can’t imagine life

without Facebook”. 77.7% stated that they do not feel any missing in their life, when they don’t use Facebook

actively, and 62.3% do not find a new and different world in Facebook.

Table 14. Positive aspects

Strongly Strongly
POSITIVE ASPECTS Disagree Disagree Undecided Agree Agree Avg. s

n % n % n % n % n %
| find fast news spread on Facebook 45 20.5 19 8.7 50 22.8 34 15,5 71 32,4 3,31 1,51
useful
Practical information on Facebook is 51 23.2 23 10.5 37 16.8 45 20,5 64 29,1 3,22 1,54
useful for me
Technological information on Facebook 60 27.5 16 7.3 32 14.7 43 19,7 67 30,7 3,19 1,61
is useful for me
I like it when my posts are liked 68 309 27 12.3 41 18.6 39 17,7 45 20,5 2,85 1,53

As can be seen in Table 14, participants do not have a prominent statement about the positive aspects of

Facebook.
Table 15. Negative aspects
Strongly Strongly
NEGATIVE ASPECTS Disagree Disagree Undecided Agree Agree Avg. S
n % n % n % n % n %
| am disturbed by the fake accounts on 36 16.4 10 4.5 2.7 8 3.6 160 72.7 4.12 1.55
Facebook
| am disturbed by the fraud attempts on 31 14.1 7 3.2 5 2.3 11 5.0 166 75.5 4.25 1.46
Facebook
| am disturbed by the harassments on 31 14.2 6 2.7 4 1.8 9 4.1 169 77.2 427 1.45
Facebook
| am disturbed by the voyeurisms on 30 13.6 6 2.7 7 3.2 7 3.2 170 773 428 1.44
Facebook
| am disturbed by those who use their 50 22.7 13 5.9 23 10.5 13 5.9 121  55.0 3.65 1.68

personal accounts for commercial

purposes

It can be seen in Table 15 that 77.3% of the participants stated that they are disturbed by voyeurisms, 77.2% by

harassments, 75.5% by fraud attempts, 72.7% by fake accounts and 55% by personal accounts with commercial

intents.

When the differentiation of the investigated factors within themselves was examined, it was found that all

factors had a significant consistency within themselves (p <0.05). However, the Friedman Test was applied to

understand the differences between the factors. According to the result of this analysis, which presents a

meaningful difference, the people who participated in the study highlight mostly the “negative aspects” of

Facebook. The following factor emerges as “sharing” factor (p <0.05) (Table 16).
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Avg. s Avg. Order Intra-Factor* Inter-Factor**
Scope 241 0.86 3.34 0.000
Socialization 2.31 0.82 3.23 0.000
Sharing 3.63 0.80 5.40 0.000 x2=484.955
Affectedness 2.12 0.97 2.72 0.000 sd=6
Behavior 2.17 0.79 2.80 0.000 p=0.000
Positive Aspects 3.14 1.25 4.59 0.000
Negative Aspects 411 1.34 5.92 0.000

* t-test, **Friedman test is used.

The differentiation of the factors according to gender is examined in Table 17. As a result of the analysis, a

meaningful difference is obtained between the genders only in terms of “scope” and “sharing”. According to

the findings, men are more interested in “scope” than women (p = 0,005) and women shared posts on

Facebook more often than men (p = 0,045).

Table 17. The Differentiation of the Factors According to Gender

Gender Avg. s t-test sd p

Time Woman 2.20 0.84 -5.206 218 0.000
Man 2.84 0.98

Scope Woman 2.28 0.87 -2.820 218 0.005
Man 2.62 0.82

Socialization Woman 2.23 0.79 -1.872 218 0.062
Man 2.44 0.86

Sharing Woman 3.72 0.78 2.019 218 0.045
Man 3.50 0.82

Affectedness Woman 2.21 0.96 1.762 218 0.079
Man 1.98 0.97

Behavior Woman 2.11 0.78 -1.302 218 0.194
Man 2.26 0.80

Positive Aspects  Woman 3.03 1.27 -1.749 218 0.082
Man 3.33 1.21

Negative Aspects Woman 4.26 1.24 2.106 218 0.036
Man 3.87 1.46

The results of the tests made to determine how the factors differ according to the relationship status are given

in Table 18. According to this, the only difference between those who have a relationship with those who don’t

is the “sharing” factor (p = 0.027). People who have a relationship share more posts on Facebook than single

people.
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Table 18. The Differentiation of the Factors According to Relationship Status

zg;tj;onsmp Avg. s t-test sd p

Time Single 242 0.97 -0.485 216 0.628
In a relationship 2.48 0.94

Scope Single 2.40 0.91 -0.415 216 0.679
In a relationship 2.45 0.80

Socialization Single 2.37 0.83 1.187 216 0.236
In a relationship 2.24 0.80

Sharing Single 3.54 0.82 -2.230 216 0.027
In a relationship 3.78 0.76

Affectedness Single 2.10 0.93 -0.621 216 0.535
In a relationship 2.18 1.01

Behavior Single 2.20 0.78 0.520 216 0.603
In a relationship 2.15 0.80

Positive Aspects  Single 3.29 1.27 1.806 216 0.072
In a relationship 2.98 1.18

Negative Aspects Single 4.17 1.30 0.692 216 0.490
In a relationship 4.05 1.38

CONCLUSION and DISCUSSION

29,12% of the Generation Z members who participated in the research stated that they did not use Facebook
and 10,44% stated that their Facebook account was not active. This can be said to be consistent with the
tendency in the USA. According to a study by eMarketer in the US, Facebook is losing a significant portion of its
young users. Although it wins new users, an important part of this group consists of people of middle age and
above. The results of the research indicate that, “In 2018, the number of users aged 11 and under in the USA
will decrease by 9.3%, 12-17 age group will be reduced by 5.6% and the 18-24 age group will be reduced by
5.8%" (OdaTV, 2018).

In the research conducted on 364 Z generation people, it was determined that 60.44% of them actively use
Facebook. The statements of the participants about their use of Facebook are examined in terms of the factors
of scope, socialization, affectedness, behavior, positive aspects and negative aspects. The people who
participated in the study highlight mostly the “negative aspects” of Facebook. The following factor emerges as
“sharing” factor. The examination for the differentiation of the factors according to gender shows that men

are more interested in “scope” than women and women shared posts on Facebook more often than men.

As a result of the research, the Z generation who actively uses their accounts mostly prefer not to play games
(57.3%) and listen to music (91.7%) on Facebook; not interested in and not affected by the advertisements
(60%), and are uncomfortable with Facebook fake accounts (72.7%), fraud attempts (75.5%), harassment

(77.2%), voyeurism (77.3%) and the use of individual pages for commercial purposes (55%).
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Virtual voyeurism that disturbs the Generation Z, displays that voyeurism has a new dimension due to the rapid
development of the technology along with the social networks (Kabir, 2014: 291). According to Mike
Schroepfer’s statement on the blog newsroom.fb.com, 87 million people were affected by the scandal of
sharing private information of Facebook with Cambridge Analytica. Statement was released shortly after the
company announced that Mark Zuckerberg, founder and CEO of Facebook, would testify on the use and
protection of user data on 11 April at the US House of Commerce Trade Commission. Data analysis firm
Cambridge Analytica worked previously with Donald Trump’s team in the recent US presidential election (BBC
Turkish, 2018). Moreover, ex-CIA and NSA employee Edward Snowden stated that Facebook is not a victim but

a collaborator in the scandal. He further asserted that (Bianet, 2018):

“Those who collect and sell detailed records of private lives were once called ‘intelligence
agencies’. The fact that they call themselves ‘social media’ is the most successful deception ever

since the ‘Ministry of War’ has been the ‘Ministry of Defense’”

According to Coban, Facebook usage practices are the most recent indicators of voluntary surrender of the
subjects. By signing up Facebook, subjects who open themselves to the visual control of local and
globalgovernments, face with their subjective disappearances while trying to prove their existence (GCoban,

2014: 304).

On the other hand, a campaign named “The Truth about Tech” is conducted by a non-governmental
organization called The Center for Humane Technology and Common Sense, in the US. Tristan Harris, one of
the campaign's entrepreneurs and previously one of the ethical advisors of Google, once expressed concern

over the impact of Internet companies today (Gazete Duvar, 2018):

“The idea that 50 people (in the center of Google) dominate and manipulate 2 billion people ...

No body is talking about this”.

The Center for Humane Technology is supported by Roger McNamee, a former consultant of Facebook's
founder Mark Zuckerberg, and former employees of Mozilla as well. The center also includes Justin Rosenstein,
who developed the “Like” button on Facebook. The statement on the Group's website is as follows (Gazete

Duvar, 2018):

“Our society is seized by technology. The race that started to attract our attention now destroys
the pillars of our society: mental health, democracy, social relations and children. Facebook,
Twitter, Instagram, and Google have developed amazing products that the world uses a lot.
However, the companies that had to make money were also involved in a race to draw our
attention. They are under constant pressure to perform better than their competitors, so they

have to use increasingly persuasive methods to stick us on the screen.”
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To conclude; it can be said that communication processes produced by global scaled social networks both
involves the traditional codes of action and questions them by excluding and distancing them in virtual reality
which dematerializes the truth and is woven with abstract, variant, connected, complicated, emotional,

dynamic, volatile, paradoxical, burry and fluid elements.
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SANAL ORTAMDA iLETiSiM ARACI OLARAK SOSYAL PAYLASIM AGLARI BAGLAMINDA Z
KUSAGININ FACEBOOK KULLANIMI UZERINE BiR UYGULAMA

TURKCE GENiS OZET

Diinya tzerindeki yliz milyonlarca insanin yasalarin biitinlyle kontrol altina alamadigi bir online dlemde sayisiz
dijital icerik yaratmasi ve tiiketmesi olarak ifade bulan sanal diinya, insanlarin zamandan ve mekandan bagimsiz
olarak internet altyapisini kullanan sosyal aglar icinde iletisim kurmasini saglayan dijital yeni diinyadir. 21. yy. in
ilk on yilinda diinya capinda internete baglananlarin sayisi 350 milyondan 2 milyarin {izerine gikarken, bugiin bu
rakam diinya niafusunun yaridan fazlasini, 4 milyari asmis durumdadir. Ayni dénemde 750 milyon cep telefonu
abonesi varken, bugln diinya nifusunun neredeyse Ugte ikisi en az bir cep telefonu sahibidir. 2025’de diinya
nifusunun biyik bdliminin avug icine sigan bir aletle diinyadaki tim enformasyona serbestce ulasabilir
duruma gelecegi ve teknolojik inovasyonun bu temposunun siirmesi durumunda 8 milyarlik nifusun ¢ogunun

online olacagi 6ngoérilmektedir (Schmidt ve Cohen, 2015:12).

Nitekim 2016 yilinda Oxford Universitesi Reuters Enstitiisii’niin insanlarin haber kaynaklarini 6grenmek iizere
26 Ulkede yUruttigl arastirmada katilimcilarin % 51’inin sosyal medyayi haftalik haber kaynagi olarak kullandigi
ortaya ¢ikmistir. Bu oran, Tirkiye icin % 73’diir. Glinim{zde 19 dil segenegiyle erisim saglanabilen ve diinyanin
en biyik sosyal agi olarak ifade edilen Facebook’un ise kullanici sayisi 2 milyara yaklagmis durumdadir. Ancak
ABD’de eMarketer tarafindan yapilan bir arastirmaya gore, Facebook geng kullanicilarinin dnemli bir bolimini
kaybetmektedir. Site yeni kullanicilar kazansa da, bunun énemli bir bolimini orta ve Ustli yas gruplarindaki
kisiler olusturmaktadir. Arastirma sonuglarinda “2018 yilinda ABD'de 11 yas ve altindaki kullanicilarin sayisi %
9,3 oraninda, 12-17 yas grubu % 5,6 oraninda, 18-24 yas grubu ise % 5,8 oraninda azalacak” tahminlerine yer

verilmektedir (OdaTV, 2018).

Bu olgulardan yola ¢ikan g¢alismanin amaci, sanal ortamdaki iletisim araglarindan sosyal paylasim aglarini genel
hatlariyla ele almak ve popiiler sosyal paylasim agi olan Facebook’un dijital kusak olarak da adlandirilan Z
kusaginin Turkiye’deki Gyeleri tarafindan gesitli bashklar altinda kategorize edilen kullanim tercihleri ile bu

tercihlerin etkilerini belirleyerek, ABD’deki durum ile karsilastirma ve degerlendirme yapmaktir.

internet, 1969 yilinda ABD Savunma Bakanlgr’'na bagli DARPA (Defense Advanced Reserach Project Agency)
tarafindan bakanlik bilgisayarlari arasinda bilgi alisverisi saglamak amaciyla kurulan ARPANET ag! ile dogmustur.
ARPANET’in ilk digimi UCLA (University of California, Los Angeles), ikinci dugimia SRI (Stanford Research
Institute)’den Doug Engelbart’in “Augmentation of Human Intellect” adli projesi, Gglnci dugimi UCSB
(University of California, Santa Barbara) ve dérdiincii diigiimii Utah Universitesi olmustur (Tasdemir ve Aslan,
2017:12). internetle ilgili 5nemli gelismelerden biri ARPANET’in yerini www (World Wide Web)’e devretmesidir.
Web ya da www, Mart 1989’da yiiksek enerji fizigi konusunda diinyanin birgok yerinde arastirmalar yapan Tim
Berners-Lee tarafindan CERN (European Particle Physics Laboratory)’de, kisilerarasi etkin ve kolay bir iletisim
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platformu olarak gelistirilmistir. 1990°da ARPANET kullanimdan kalkarak yerini Web’e ya da Web 1.0’a
birakmistir (Tasdemir ve Aslan, 2017:12). Web 1.0; yazi, resim, ses, film, animasyon gibi farkli yapidaki verilere

kompakt ve etkilesimli ulasimi saglayan ¢oklu hiper ortam sistemidir (Gligdemir, 2015:30).

internette giiniimiizde Web 2.0 dénemi yasanmaktadir. Web 2.0; ikinci kusak internet tabanli web
servislerinden sosyal ag sitelerine (sosyal networkler), web tabanh ansiklopedilere, forumlara, podcast’lere ve
diger cevrimici paylasimlara olanak saglayan ortamlari ifade etmektedir (Glig¢demir, 2015:31). Yakin bir
gelecekte ise Uglincl kusak internet agi olarak tanimlanan ve “semantik web” ile 6zdeslestirilen Web 3.0
doénemine gegilecektir. Semantik web makinelerin okuyup, anlayip, yorumlayabilecegi bir sistemdir. Daha agik
bir ifadeyle, web’deki tim icerik tek bir veri tabani olacak; 6rnegin arama motorlari sayfadaki cimlelerin
nelerden soz ettigini anlayip analiz edebilecek, yapay zekali robotlar kullanicilarin internetteki secimlerine gore
mantiksal ¢ikarimlar yaparak kullanici gereksinimlerine yanit verebilecektir (Gligdemir, 2015:34-35). Boylelikle
Web 3.0 bitlnilyle bireysel bir yardimci gibi davranabilecektir. Diger yanda Web 4.0 calismalari da hizla
ilerlemektedir. Artirilmis Gergeklik (Augmented Reality)’in web diinyasina girisi ile tim insanlarin sanal diinyada
birer avatarinin olacagi ve bu avatarlarla sanal ortamda gezinebildigi bir diinya 6ngorilmektedir. Ayrica Web OS
olarak da adlandirilan isletim sistemlerinin bile bulut ortamlarda bulunacagi, biitiintyle musteri aidiyeti kavrami
Gzerine kurulmus bulunan semantic (anlamsal) web’den akilli (intelligent) web yapisina gegis kurgulanmaktadir

(Baloglu, 2015:37, 44).

2018 verilerine gore diinya niifusunun % 53’0, 4.02 milyar insan internet kullanmaktadir ve diinya niifusunun %
42’si, 3.19 milyar insanin sosyal medya hesabi bulunmaktadir (Dijilopedi, 2018). Sosyal paylasim aglari, tek bir
ortak kaynak Uzerinden birbirine baglanan insan gruplari olarak tanimlanabilir. “Sosyal medya” terimi, Web
2.0'in teknolojik ve ideolojik temelleri Gzerinde insa edilen ve kullanici merkezli igerik Gretimi ve degisimine
olanak taniyan internet tabanl uygulamalari ifade etmektedir (Kasap, 2014:125). ilk sosyal paylasim agi, 1997
yilinda kurulan SixDegrees.com’dur (GlUgdemir, 2015:41). Glnimizde dinya 6lceginde yayginlkla kullanilan
sosyal paylasim aglari Facebook, YouTube, Twitter, WhatsApp, Instagram, Pinterest, Foursquare, Linkedin

vd. dir.

Arastirmaya konu olan Facebook, hem fiziksel yasamdaki toplumsal baglarin sanal ortamda da strdirilmesi
hem de yeni baglarin kurulmasi temelinde isleyen bir uygulamadir. Agirhkh olarak fiziksel yasam temelli
kimlikler Gzerinden islemektedir (Kasap, 2014;126, 127). Facebook, “sayesinde bir bireyin belli sosyal ¢evreler,
meslekler ve orgitler icinde bir konum elde edebildigi veya konumunu glvence altina alabildigi bilgi mulkiyeti,
basarilar, resmi ve gayri resmi niteliklerden” olusan kiltiirel sermayenin bir tirt olarak tanimlanabilir. Bu
haliyle popiler kultlirin bir 6rnegi olmakla birlikte, populer kiltiriin tanimina da eklemede bulundugu

soylenebilir (Kabir, 2014:292-293).

Arastirmanin evrenini ve orneklemini olusturan Z kusagl ise 1995-2012 vyillari arasinda doganlardan

olusmaktadir (Stillman ve Stillman, 2017:13). Dijital bir cagda diinyaya gelen ve teknoloji ile i¢ ice yasayan bu

” o« e nou » oo ” u

kusagin Uyelerine “Kusak 17, “internet Kusagi”, “Next Generation”, “iGen”, “Instant Online” (her daim gevrimici)
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kusagl da denilmektedir. Mission and Ministry kurulusu ise onlara “Dijital Cocuklar” ve “.com Cocuklar” adlarini
uygun bulmaktadir. insanlik tarihinin el, g6z, kulak vb. motor beceri senkronizasyonu en yiiksek kusagi olarak
tanimlanmaktadir. Strauss ve Howe bu kusagin asiri bireyselleserek yalnizlik yasayacagini ifade etmektedir. Z
Kusagini digerlerinden ayiran en énemli farklilik, degisimin ¢ok hizli ve kiriimalar seklinde yasandigi bir déneme
taniklik etmeleridir. Diinyanin her yerinde yasayanlarla ¢ok rahat baglanti kurabilen Z’ler teknolojiye bagimli,
aceleci, internete hakim, yaratici, coklu dikkat ve coklu karar alma becerisine sahip, her seyi ¢cabuk isteyen ve

anlik tiketen bir profil cizmektedirler (Saracel, Tagseven & Kaynak, 2016:53; Altuntug, 2012:206).

Diger yanda 21. yy.'in dijital diinyasinda kimlik kavrami da degisime ugramaktadir. Bu degisim yalnizca Z
kusagini degil, internetle yasayan herkesi etkilemektedir. Dijital cagda yasayan herhangi birinin kimligi, giderek
benligin cevrimdisi gergek alandaki ile ¢evrimigindeki ifadesinin bir sentezi haline gelmektedir. Boylelikle birey
yalnizca gergekte vyaptiklariyla ya da kendisi hakkinda soyledikleriyle degil, arkadaslarinin yaptiklari ve

soyledikleriyle de bicimlenen “sosyal kimlik” olmaktadir (Palfrey ve Gasser, 2017:32).

Calismanin evrenini Z kusaginin baslangic dogum yili kabul edilen 1995 ve sonrasinda dogmus, Tirkiye sinirlari
icinde yasayan yiiksekdgretim 6grencileri olusturmaktadir. Orneklem ise Kocaeli Universitesi Kandira Meslek
Yiksekokulu’'nda 6grenim goéren 364 katilimcidir. Arastirma; ulagim, erisim ve zaman gugliikleri dikkate alinarak
Kocaeli Universitesi Kandira Meslek Yiiksekokulu’nda 6grenim géren égrencilerle sinirlandiriimistir. Arastirmada
anket yontemi kullanilmistir. Anket sorularinin hazirlanmasinda Kuyucu’nun Y kusaginin Facebook kullanimini
arastirmak igin gelistirdigi 22 soruluk o6lgekten yararlaniimis (Kuyucu, 2014); o6lgek gelistirilerek “kapsam”,
“sosyallesme”, “paylasim”, “etkilenme”, “davranis”, “olumlu yonler” ve “olumsuz yonler” basliklari altinda
kategorize edilen 55 maddeden olusan 5’li Likert Olgekli sorular haline getirilmistir. Ayrica anket formunda 2
adet acik uglu soru ile; katihmcilarin demografik 6zelliklerini belirmeye ydnelik 9 adet soru yer almaktadir.
Katiimcilarin segiminde Basit Rassal Yontem uygulanmistir. Uygulama Mayis 2018’de iki hafta siirede, toplam

364 katilimla gergeklestirilmistir.

Arastirmadan elde edilen veriler SPSS 21 istatistik paket programi ile analiz edilmis, glivenirlilik gegerlilik testleri
yapilmistir. Verilerin analizlerinde t-test ve Friedman testlerinden faydalaniimistir. Bulgular frekans (n) dagihmi,
ortalama ve standart sapmalardan olusan 6zet tablolarla sunulmustur. Yapilan tiim analizlerde anlam diizeyi %5

(p=0,05) olarak alinmustir.

Sonug olarak; arastirmaya katilan Z kusagi Gyelerinin % 29,12’si Facebook kullanmadigini, % 10,44°G ise
Facebook hesabinin aktif olmadigini ifade etmislerdir. Bu durumun ABD’deki Facebook kullanma egilimi ile
tutarlihk gosterdigi soylenebilir. Hesabini aktif kullanan Z kusagi, Facebook’ta oyun oynamayi ve miizik
dinlemeyi tercih etmediklerini, arkadaslariyla Facebook araciligiyla iletisim kurmak yerine yiz yize iletisimi
tercih ettiklerini, paylasimlarda ve yorumlarda duygularini ve dusincelerini 6zgiirce ifade ettiklerini,
sayfalardaki reklamlarin ilgilerini cekmedigini ve bu reklamlardan etkilenerek {riin satin almadiklarini ve
Facebook’taki sahte hesaplardan, dolandirma girisimlerinden, tacizlerden, réntgencilerden, bireysel sayfasini
ticari amagla kullananlardan rahatsiz olduklarini ifade etmislerdir.
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v u

Z kusaginin rahatsiz oldugunu ifade ettigi “sanal rontgencilik”, modern teknolojideki patlamanin sosyal aglar ile
birlesimi sayesinde “réntgen” teriminin yeni bir boyut kazandigini gostermektedir (Kabir, 2014:291). Diger
yanda, bu arastirmanin gercgeklestirildigi tarihlerde ortaya c¢ikan Facebook’un kullanici bilgilerini uygunsuz
bicimde Cambridge Analytica sirketiyle paylagmasi skandalindan dolayi sirketin teknoloji yetkilisi Mike
Schroepfer tarafindan newsroom.fb.com blogunda yapilan agiklamaya goére, 87 milyona yakin kullanici bu
durumdan etkilenmistir. Aciklama, Facebook’un kurucusu ve CEO’su Mark Zuckerberg, sirketin kullanici
verilerinin kullanimi ve korunmasiyla ilgili olarak 11 Nisan’da ABD Temisilciler Meclisi Ticaret Komisyonu'nda
ifade vereceginin belli olmasindan kisa siire sonra yayimlanmistir. Veri analiz sirketi Cambridge Analytica,
ABD’deki son baskanlik secimlerinde Donald Trump’in ekibiyle calismisti (BBC Tirkce, 2018). Ayrica, surgiinde

Ilt

yasayan eski CIA ve NSA calisani Edward Snowden skandalda Facebook’un “kurban” degil “isbirlikgi”

konumunda oldugunu belirterek su ifadeleri kullanmistir (Bianet, 2018).:

“Ozel hayatlara iliskin ayrintili kayitlari toplayip satanlar bir zamanlar ‘istihbarat sirketi’ olarak
tanimlanirdi. Su anda kendilerini ‘sosyal medya’ olarak adlandirmalari, 'Savas Bakanhgi’'nin

'Savunma Bakanligl' olusundan beri en basarili kandirmacadir.”

Nitekim Coban’a gore, Facebook kullanim pratikleri, ©znelerin goéndlli  teslimiyetinin  en giincel
gostergelerindendir. Facebook’a kaydolarak yerel ve kiresel iktidarlarin gorsel denetimine kendisini agan
Ozneler, varoluslarini kanitlamak isterken, gercekte 6znel yok oluslariyla karsi karsiya kalmaktadir (Coban,

2014:304).

Diger yanda ABD’de The Center for Humane Technology ve Common Sense adli bir sivil toplum kurulusu
tarafindan “The Truth About Tech” adl bir kampanya stirmektedir. Kampanyanin girisimcilerinden ve bir
zamanlar Google’in etik danismanlarindan Tristan Harris, internet sirketlerinin giinimiizdeki etkilerinden

duydugu endiseyi soyle ifade etmektedir(Gazete Duvar, 2018):

“Iki milyar kisinin, 50 kisi (Google’in merkezindeki) tarafindan yénlendirildigi diisiincesi... Kimse

bunun hakkinda konusmuyor.”

The Center for Humane Technology, Facebook’un kurucusu Mark Zuckerberg’in bir zamanlar danismanligini
yapan Roger McNamee ve Mozilla sirketinin eski calisanlari tarafindan da desteklenmektedir. Merkezde,
Facebook’'un “begen” secenegini bulan Justin Rosenstein da yer almaktadir. Grubun internet sitesindeki

aciklama soyledir (Gazete Duvar, 2018):

“Toplumumuz teknoloji tarafindan gasp ediliyor. Dikkatimizi ¢cekmek icin baslayan yaris, artik
toplumumuzun direklerini yok ediyor: Akil saghgi, demokrasi, sosyal iliskiler ve ¢ocuklarimiz.
Facebook, Twitter, Instagram ve Google diinyanin ¢ok¢a faydalandigli inanilmaz Urtnler
gelistirdiler. Ancak bu para kazanmalari gereken sirketler ayni zamanda bizim dikkatimizi cekmek

icin bir yarisa giristiler. Rakiplerinden daha iyi performans géstermeleri icin stirekli baski altinda
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olduklarindan, bizi ekrana yapistirmak icin artan bir sekilde ikna etme yontemleri kullanmak

zorunda kaliyorlar.”

S6zlin sonu olarak; soyut, degisken, bagl, karmasik, duygusal, hizli, dinamik, ugucu, paradoksal, bulanik ve
akiskan 6gelerle orilu ve gergegi maddesizlestiren sanal gergeklikte; kiiresel dlgekte sosyal paylasim aglar
aracihigiyla uretilen iletisim sureglerinin geleneksel eylem kodlarini hem kapsadig, hem de diglayarak

sorguladigi ve 6telemelere yol aldigi soylenebilir.

Anahtar Kelimeler: Sanal ortamda iletisim, sosyal paylasim aglari, Z kusagi, facebook.

REFERENCES

Altuntug, N. (2012). Kusaktan Kusaga Tuketim Olgusu ve Gelecegin Tiketici Profili.Organizasyon ve Yénetim
Bilimleri Dergisi, 4 (2), 203-212.

Baloglu, A. (Ed.) (2015). Sosyal Medya Madenciligi. istanbul: Beta Yayinevi.

BBC Tirkce (2018). “Facebook skandali 87 milyon kullaniciyr etkiledi” https://www.bbc.com/turkce/haberler-
dunya-43649116, Access: 01.05.2018.

Bianet (2018). Snowden: “Facebook Bir istihbarat Sirketi”. http://bianet.org/bianet/dunya/195348-snowden-
facebook-bir-istihbarat-sirketi, Access: 01.05.2018.

Buyuk Tukge Sozlik. Turk Dil Kurumu. http://www.tdk.gov.tr/index.php?option=com_bts

CNNTrk (2018). “Facebook kullanan kag kisi var?” https://www.cnnturk.com/teknoloji/facebook-kullanan-kac-
kisi-var, Access: 02.05.2018.

Coban, B. (2014). Yeni Panoptikon Géziin iktidari ve Facebook. Sosyal Medya Devrimi. Haz. Baris Coban,
istanbul: Su Yayinevi, 303-318.

Cakir, H., Topgu, H. (2005). Bir iletisim Dili Olarak internet. Erciyes Universitesi Sosyal Bilimler Enstitiisii Dergisi,
19 (2), 71-96.

Cavusoglu, M (2004). Sanal Organizasyonlar ve Elektronik. Marmara Universitesi IIBF Dergisi. 19 (1), 317-334.

Dijilopedi (2018). 2018 internet Kullanimi ve Sosyal Medya istatistikleri. https://dijilopedi.com/2018-internet-
kullanimi-ve-sosyal-medya-istatistikleri/, Access: 02.05.2018.

Erdogan, Z., Torun, T. (2009). Bir iliskisel Pazarlama Araci Olarak Sanal Topluluklar. Pazarlama ve Pazarlama
Arastirmalari Dergisi, 4, 45-71.

Gardner, H., Davis, K. (2013). App Kusadi. Cev. Umit Sensoy, istanbul: Optimist Yayinlari.

Gazete Duvar (2018). Eski Facebook calisani: Toplumumuz teknoloji tarafindan gasp ediliyor.
https://www.gazeteduvar.com.tr/teknoloji/2018/02/07/eski-facebook-calisani-toplumumuz-teknoloji-
tarafindan-gasp-ediliyor/, Access: 06.05.2018.

Guigdemir, Y. (2015). Sanal Ortamda iletisim. istanbul: Derin Yayinlari.

2216 Yiicebalkan, B. and Aksu, B. (2018). An Applicationon the Use of Facebook by Generation Z in the
Context of Social Network as a Means of Virtual Communication, International Journal of Eurasia
Social Sciences, Vol: 9, Issue: 34, pp. (2194-2217).


https://www.bbc.com/turkce/haberler-dunya-43649116
https://www.bbc.com/turkce/haberler-dunya-43649116
http://bianet.org/bianet/dunya/195348-snowden-facebook-bir-istihbarat-sirketi
http://bianet.org/bianet/dunya/195348-snowden-facebook-bir-istihbarat-sirketi
https://www.cnnturk.com/teknoloji/facebook-kullanan-kac-kisi-var
https://www.cnnturk.com/teknoloji/facebook-kullanan-kac-kisi-var
https://dijilopedi.com/2018-internet-kullanimi-ve-sosyal-medya-istatistikleri/
https://dijilopedi.com/2018-internet-kullanimi-ve-sosyal-medya-istatistikleri/
https://www.gazeteduvar.com.tr/teknoloji/2018/02/07/eski-facebook-calisani-toplumumuz-teknoloji-tarafindan-gasp-ediliyor/
https://www.gazeteduvar.com.tr/teknoloji/2018/02/07/eski-facebook-calisani-toplumumuz-teknoloji-tarafindan-gasp-ediliyor/

UOESS Year: 9, Vol:9, Issue: 34 DECEMBER 2018

Kabir, S. (2014). Sanal Réntgencilik ve Facebook’ta Bireyselligin Kullanimi. Sosyal Medya Devrimi. Haz. Baris
Coban, istanbul: Su Yayinevi, 290-302.

Kasap, D. G. (2014). Cevrimici Miizakere Alani Olarak Sosyal Medya Uygulamalari. Sosyal Medya Devrimi. Haz.
Baris Coban, istanbul: Su Yayinevi, 117-138.

Kuyucu, M. (2014). Y Kusagl ve Facebook: Y Kusaginin Facebook Kullanim Aliskanliklari Uzerine Bir inceleme.
Elektronik Sosyal Bilimler Dergisi, 13 (4950), 55-83.

0daTV (2018). Facebook artik resmen yasllar platform. https://odatv.com/facebook-artik-resmen-yaslilar-
platformu-14021843.html, Access: 01.05.2018.

Palfrey, J., Gasser, U. (2017). Dogustan Dijital. Cev. Nagihan Aydin, istanbul: istanbul Kiltiir Universitesi
Yayinlari.

Saracel, N., Tagseven, O. Kaynak, E. (2016). Tiirkiye’de Calisan Y Kusaginda is Tatmini-Motivasyon iliskisi. Social
Sciences Research Journal, 5 (1), 50-79.

Schmidt, E., Cohen, J. (2015). Yeni Dijital Cag. Cev. Umit Sensoy, istanbul: Optimist Yayinlari.

Stillman, D., Stillman, J. (2017). iste Z Kusagi. Cev. Duygu Pinar Kayihan, Ferhat Erduran, istanbul: istanbul
Kaltir Universitesi Yayinevi.

Tasdemir, E., Aslan, E. (Ed.) (2017). Sosyal Medya iletisimi. Ankara: Gece Kitaplig!.

Techworm (2018). Facebook Tarihgesi. https://www.tech-worm.com/facebook-tarihcesi/, Access: 02.05.2018.

Yiicebalkan, B., Aksu, B. (2013). Potansiyel lisgiici Olarak Y Kusaginin Transformasyonel Liderlerle

Calisabilirligine Yonelik Bir Arastirma. Organizasyon ve Yonetim Bilimleri Dergisi.5 (1), 16-32.

2217 Yiicebalkan, B. and Aksu, B. (2018). An Applicationon the Use of Facebook by Generation Z in the
Context of Social Network as a Means of Virtual Communication, International Journal of Eurasia
Social Sciences, Vol: 9, Issue: 34, pp. (2194-2217).


https://odatv.com/facebook-artik-resmen-yaslilar-platformu-14021843.html
https://odatv.com/facebook-artik-resmen-yaslilar-platformu-14021843.html
https://www.tech-worm.com/facebook-tarihcesi/

