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Distinguished participants esteemed guests; I would like to 
welcome you with the most heartfelt feelings and respect. 
Furthermore, I hope the International Strategic Communication 
Summit, organized and hosted by the Presidency of  the 
Republic of Türkiye Directorate of Communications, would 
�E�H���E�H�Q�H�É�F�L�D�O����

I would like to congratulate our Directorate of Communications 
and all the stakeholders who have supported the organization 
of this event. Many experts and leaders are coming together 
at the International Strategic Communication Summit from 
public and private sectors, academia, and media. I believe 
�L�W���Z�L�O�O���É�O�O���D�Q���H�V�V�H�Q�W�L�D�O���J�D�S���L�Q���L�W�V���D�U�H�D�����: �L�W�K���W�K�H�L�U���Y�D�O�X�D�E�O�H��
opinions, I’m sure all  participants will  contribute to this 
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summit, and I would like to thank all these participants on 
behalf of my country and nation. 

Now, we are at a time when technological development is 
gaining pace, and digitalization has a meaningful impact on 
our lives. Strategic communication activities are gaining more 
importance in this process. Unfortunately, especially with the 
widespread social media, we see that lies, fabricated news, 
and disinformation rapidly become widespread. There are 
no effective monitoring processes in place. And millions of 

people’s lives are being impacted by 
the disinformation created on social 
media. 

In the beginning, social media was 
announced as a source of freedom, 
but currently, it is turning into one of 
the main threats against democracy. 

This is because digital fascism and disinformation or fake 
news are on the increase, and of course, this is causing alarm 
across many nations as it is on ours as well. And this is going 
beyond becoming an issue of national security. It has turned 
into a global security issue. So informing the public directly 
and struggling to deliver the truth is very important. Our 
citizens have a right to receive accurate news, and they have 
a right to hear the truth. And for that reason, we are trying 
to protect them from disinformation and lies. 

We are bringing to life some legislations, legal frameworks, 
and regulations in this area. And we are acting within the 
authority provided to us by democracy and international 
laws. We are emphasizing that no company is above the rule 
of law. Despite the global networks that see themselves 
superior to the rule of law, we will continue to fight against 
these issues transparently. We will not allow the devaluing 
of truth with fabricated news. We will not let the fact that 
is covered with lies. 

In line with this target, we have taken some historical steps. 
We created the roadmap for our relevant institutions and 
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organs with the national public diplomacy strategy plan and 
an action plan. We will take these efforts to the next level 
with the strategic communication policy paper that we are 
still working on. 

I believe the International Strategic Communication Summit, 
organized for the first time, is another significant step taken 
in this direction. I think this summit will be critical in setting 
trends in this area and steering activities with its esteemed 
guests. I want to congratulate everyone who put effort 
into organizing this summit, and I would like to greet you 
all warmly. 

Introduction
INTERNATIONAL STRATEGIC COMMUNICATION SUMMIT ‘21
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S T RA T C O M  T A LK 

Strategic Communications in the Post-Truth Age

Mr. Minister, my brother Hikmet Hajiyev, Assistant to the President of Azerbaijan, 
honorable members of parliament, distinguished representatives of the media, 
esteemed participants, dear guests.

�: �H���Z�H�O�F�R�P�H���\�R�X���D�W���W�K�H���,�Q�W�H�U�Q�D�W�L�R�Q�D�O���6�W�U�D�W�H�J�L�F���&�R�P�P�X�Q�L�F�D�W�L�R�Q���6�X�P�P�L�W�����6�W�U�D�W�F�R�P������
As the Directorate of Communications, we have the honor to organize and host 
this summit. 

It is challenging to communicate the joy and excitement I experience by hosting 
this strategically important  meeting today in this gorgeous city. My happiness 
and excitement have multiple dimensions. First of all, as a scholar who served 
in academia, not  to mention many communication departments for over two 
�G�H�F�D�G�H�V�����,���D�P���L�P�P�H�Q�V�H�O�\���H�[�F�L�W�H�G���D�Q�G���U�H�M�R�L�F�H�G���E�\���V�H�H�L�Q�J���V�X�F�K���S�U�R�P�L�Q�H�Q�W���É�J�X�U�H�V��
and scholars gathered together here today. 

Over the years, we have attended many academic events in many different  
countries, together with the researchers, professors, and friends that  are part  

TO WATCH THE V� DEO

SCAN QR CODE

�Ã�Å�Â�¹�¡���· �Å�¡���¹�´ �»�Å� �̧Ç�Ç�z�Á���´ �¿�Ç�È�Á
�· �¼�Å�¸�¶�Ç�Â�Å���Â�¹���¶�Â�À�À�È�Á�¼�¶�´ �Ç�¼�Â�Á�Æ���Â�¹���Ç�»�¸���Å�¸�Ã�È�µ�¿�¼�¶���Â�¹���Ç�. �Å�¾�z�Ì �¸
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of this summit. Together we have witnessed the dramatic transformation in 
communication and attempted to understand and account for the rapid changes 
underway. During my time in academia, I assumed many different roles in the 
modern mass communication industry, from books and magazines publishing 
to television. 

I attempted to create content in media and communication as a self-taught 
and formally trained stakeholder. We have seen together how the professional 
ecosystem we operated transformed those processes. Those transformations caused 
some to experience deep concern, whereas it inspired great hope and others. 

We are in the presence of doyens of traditional media 
and leaders of new media. For the next two days, we 
will be part of STRATCOM, interacting with each other 
and talking about our concerns and hopes. 

Distinguished participants, the idea of post-truth 
emerged over the decades and began to manifest itself 
more prominently than ever before. Negative aspects 
of the new media and information technologies rather 
than their benefits came under the spotlight. Indeed, 

those new media and communication technologies could have democratized 
humanity’s access to information and, by extension, made a positive impact. That 
could have been the case; however, we see the negative aspects in the spotlight 
more. A significant part of the world’s population became addicted to those new 
media tools, whose appeal was partly due to being new. 

Cultures of everyday life thus became monotypes on a global scale. Yet, at the 
same time, there has been a lack of successful attempts at regulating those new 
media and information technologies and at establishing legitimate and functional 
legal frameworks. 

The crisis of the international system, together with a general state of disorder, 
accompanied that process of technological transformation and delayed the 
development of a universal legal framework that would put human rights 
and liberties first in the face of emerging media technologies. That situation 
continues today. Anarchy and chaos emerged in the international arena, which 
was challenging to cope with as the endless ambitions of global media and 
communication companies and their pursuit of profits entered the picture. 

In this state of anarchy, those nations which are home to those global media and 
communication companies have surrendered to the emerging status quo. Instead 
of serving as an umpire on the public’s behalf and allowing themselves to be 

The crisis of the international system, 
together with a general state of 

disorder accompanied that process 
of technological transformation and 

delayed the development of a universal 
legal framework which would put human 

rights and liberties first in the face of 
emerging media technologies. 
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carried away by this new ecosystem, those states kept silent in the face of the 
hegemony that global media and communication companies generated. At the 
same time, some states which claimed to take precautions against that anarchical 
and chaotic process began to use those same instruments as a mechanism of 
social control and political censorship. 

We must stress that both approaches threaten democratic systems and social, 
cultural, and political diversity. From the perspective of the public interest, both 
procedures entail significant risks. 

Interestingly enough, those countries which reaped economic benefits from this 
disorderly communication regime have fallen to be the victim to the political acts 
of provocation and manipulation that the same rule has caused. In those countries, 
the people lost confidence in democratic institutions and their functionality. And 
this lack of trust was felt even more with the pandemic we are going through. 
Again, those same countries experienced the destabilizing impact of that new 
communication order in social, political, and cultural terms. 

They witnessed how their heads of state came to be censored by those new 
platforms after having accused many countries of attempting to censor the 
Internet and doing other things. Meanwhile, those states which tried to create 
a society of control with the help of new media and information technologies 
ended up footing the bill for the game of cat and mouse that they played: they 
restricted communication between their societies and the rest of the world, as 
they fueled quiet polarization among their citizens. 

In both cases, we faced a new state of affairs, which threatened government 
systems and placed at risk peace with individual nations. Both methods, which I just 
discussed, have been utilized for the last 20 years, and they yielded contradicting 
results and many adverse developments. Indeed, both approaches made room for 
cyber anarchy in the international system. And to make matters worse, forever 
aggressive information wars devoid of rules. 

As states began to build cyber armies, communication crises started, and social-
political domains with disinformation, discrimination, alienation and hate speech 
were in their center. We find ourselves at a critical threshold today. In this crucial 
threshold, our country and those nations that suffer from this chaotic environment 
of global communication attempt to end this situation. In a strategic sense, we 
need a new cyber narrative, a new cyber order; we must accept this. An order which 
will enable states to preserve their cyber sovereignty and safeguard the individual 
rights of their citizens. An order that could terminate cyber pirates’ activities who 
terrorize the cyber world as if they own those unmastered seas. An order which 

INTERNATIONAL STRATEGIC COMMUNICATION SUMMIT ‘21

Opening Remarks



10 INTERNATIONAL STRATEGIC COMMUNICATION SUMMIT ‘21

can stand in the way of political engineering attempts by foreign governments, 
sub-state actors, and terrorist organizations through cyber channels and new 
communication technologies. An order which diversifies access channels so the 
Internet, and by extension, facilitates the monitoring and holding accountability 
of social media companies in line with the principle of responsibility. An order 
under which everyone can benefit from the cyber world and new communication 
technologies equally that is capable of ending cyber imperialism, cyber fascism, 
and the monotyping, repressive, divisive, and discriminatory language. Yes, that is 
the order that we need. We need that order for humanity’s future and the wellbeing 
of our democracies. That is a difficult task, but it is not impossible. And we all have 
specific responsibilities here. At this time, all stakeholders, the state, society, media 
companies, and international organizations must shoulder this burden together 
in this period. But, of course, first comes the state. 

Let us not mince our words here; cyber security has already become one of the 
most critical national security issues. That’s the case all across the world. Today, 
public institutions and non-governmental organizations, universities, research 
centers, and private enterprises are among the targets of cyber-attacks. The state’s 
responsibility is to protect society and its components from ever-growing risks 
and threats in the cyber world. As the Republic of Türkiye, we are fully aware of 
that mission and responsibility. 

First of all, we believe new communication tools and the opportunities to which 
the cyber world gave rise as a net positive for our society. We want our citizens 
to use those tools freely and equally without being exposed to outside influences 
or systematic disinformation. 

Cyber justice, just like income equity, is a significant issue nationally and globally. 
Especially during the COVID 19 pandemic, enabling all social groups to access the 
cyber world equally has been a substantial factor in efforts to combat that crisis. 
Therefore, the Turkish state deems it a priority that all social groups enjoy equal 
opportunities in accessing the cyber world. 

That is precisely why cyber justice is relevant to social peace. The cyber-world 
needs to be safer and more accessible. Preventing attacks on the personal rights 
of individuals on social media platforms is among the state’s responsibilities. 
We care deeply about all kinds of attacks that our citizens’ cyber identities, 
personalities, and rights may face, just as we care about their lives and property. 
We are currently working on a new legal framework in line with our President, Mr. 
Recep Tayyip Erdogan’s instructions. And our parliament is working on this. Our 
purpose is to protect our citizens against arbitrary or restrictive measures by state 

Opening Remarks
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institutions in the cyber world and disinformation and manipulation perpetrated 
by non-state actors. 

As you can see, it is crystal clear what exactly I mean when I say that the 
cyber world needs to be safer and freer. I’m referring to safeguarding personal 
data, institutional data, and individual rights. In this sense, I do not exclusively 
mean freedom of access. I am talking about a cyber world where terrorist 
organizations and organized crime networks cannot attempt to take advantage 
of new communication technologies for their gain, nor use new media platforms 
for their propaganda. We need to refer to if we are talking about freedom. I am 
referring to a cyber world that no longer suffers from the politics of systematic 
lies or disinformation, which undermine truthful information that citizens and 
individuals need to make choices. I am talking about a virtual environment 
where fake content, which poisons social relations and serves ideological or class 
interests, is not considered legitimate or functional. I am referring to a digital 
world where social media companies cannot influence people as they please out 
of commercial or political considerations. It is only in that kind of cyberspace 
where one can talk about freedom. 

When information wars escalate, we are compelled to take necessary precautions 
to preserve national security and cyber sovereignty. And this is a duty for all 
states. All public institutions, starting with the Directorate of Communications, 
continue working diligently in this area. And of course, our Ministry of Transport 
and Infrastructure has pioneered these activities, and I would like to thank them 
for their support. 

Our struggle against information operations or political warfare, which targets 
social peace, economic stability, and state-society relations by using new 
communication technologies, continues without interruption. As part of that 
effort, we put the public’s interests first and aim to look out for the rights of our 
citizens. In line with the vision of our President, the Director of Communication 
works in unison with all relevant public institutions to guide our nation’s public 
diplomacy efforts to fight against systematic disinformation and to create a 
framework for the Turkish state’s strategic communication roadmap. 

So, I talked about the responsibilities of the state. What obligations do media 
companies, non-governmental organizations, universities, and multinational 
companies have?

Social media companies undoubtedly have the most significant responsibilities 
in this cyber world, which is shaped by the new communication tools. We are 
talking about companies will with global operations here; we must not keep 

When information 
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silent in the face of the cultural damage that such companies caused due to 
systematic disinformation campaigns and manipulative content. But unfortunately, 
those companies take advantage of a self-proclaimed shield of immunity. And I 
believe STRATCOM is a vital medium to make our voices heard because they are 
utilizing a self-proclaimed shield of impunity, as I said. Despite repeated calls 
for action, they do not ensure due to transparency or respect the principle of 
accountability. And they are standing before us as interest-driven stakeholders. 
And despite this fact, they view themselves as umpires, positioning themselves 
above all democratic institutions and players, which is unacceptable. 

In recent years, social unrest in certain countries revealed how social media 
companies spread conspiracy theories, highlighted fake news, polarized society, 
and even caused radicalization. Moreover, the hate speech they allow for spreading 
freely increasingly causes hate crimes in many countries. Indeed, those platforms 
turned out to be complicit in many acts of street violence, violent incidents, and 
the targeting of innocent people through lynching campaigns. At the same time, 
the fact that social media platforms can use their algorithms to promote artificial 
issues poses a threat to democratic politics, the culture of debate, and the public 
sphere. Moreover, the arbitrary and irresponsible actions of those companies with 
regard to data collection, coupled with their lack of transparency regarding the 
processing of personal data, fuels additional concerns. 

As you all know, the Brexit referendum and the US election were two cases 
where social media companies faced concrete and global scrutiny and criticism 
for meddling in democratic politics. In this regard, in the wake of the coronavirus 
pandemic, that cynicism gave way to a more optimistic perspective. People around 
the world demand healthy and reliable information from social media platforms. 
And unfortunately, those companies have deemed the source of nutritional and 
reliable information during the pandemic, but those companies failed to live up 
to that expectation. To make matters worse, all kinds of content that threatened 
public health and manipulative and panic-inducing stories and conspiracy theories 
appeared freely on those platforms without any supervision. 

It was public health that was at stake. But, unfortunately, the relevant companies 
were too late to take the necessary steps to address those severe problems. Sadly 
enough, there was no attempt to hold those companies accountable for their 
recklessness. 

Today, however, even those states which had sided with social media platforms 
and portrayed any attempt to regulate those platforms as an attack on freedom 
are now looking for ways to pass new regulations. It would seem that a gap will 
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emerge between those social media companies which will try to end this digital 
chaos and anarchy and others that will keep acting recklessly. 

Let me be apparent: Social media companies must abide by the laws of all 
countries where they operate instead of just those countries where they are 
headquartered. And they must work within a framework of accountability and 
refrain from actions and positions that may hurt the public conscience. Only by 
acting that way those companies can become legitimate stakeholders in a new 
global environment. 

Whereas we certainly need regulation by the public authorities, we also need 
social media companies to act in line with the principles of transparency and 
accountability. Of course, in this new age of communication, the public, too, 
has specific responsibilities as the primary audience of mass communication. 
To strengthen public opinion is to empower democracy. And this process of 
maintaining public opinion, the existence of conscious social media producers 
and consumers is critical. Aware citizens who are not merely passive consumers 
of cyber content but filter information was critical reasoning are the backbone of 
truth and the arc enemy of the industry of lies. Users who have been bombarded 
with content, mainly thanks to the rise of new media, must start consuming 
information more consciously. This is indispensable for our democracy, and it 
is vital to all world democracies. In this regard, social media literacy is among 
the most important sources of positive support. Social media literacy is crucial 
because it allows individuals to use all sorts of social media efficiently and, at 
the same time, raises awareness about the risks that those media tools entail. 

Indeed, the question is not just relevant to consumption; all individuals ought to 
act responsibly as they create content and the cyber realm. To find and abide by 
the truth is among the chief responsibilities of any civilized individual. It is one’s 
duty as a citizen. In this sense, users will inevitably become more careful with 
stories, messages, and comments posted on those new social media platforms. 
This is important for the public peace, and this is important for democracies to 
function healthily. 

In this regard, our government has lived up to its responsibilities by taking steps 
to ensure that future generations will be more aware of social media literacy. The 
Directorate of Communication, too, provides training and publishes educational 
materials regarding that issue. Universities, too, have significant responsibilities 
in this area. All social science fields must include social media literacy in curricula 
and teach young minds to approach information. Because social media is not 
just about our daily lives, it also impacts universities’ research activities and 

INTERNATIONAL STRATEGIC COMMUNICATION SUMMIT ‘21
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educational activities. Unfortunately, it can also turn into a platform sometimes, 
which is misguiding. We need to prevent that, and we need to raise awareness in 
this area. And, of course, this needs to be done within the habitats of universities. 

We believe that non-governmental organizations need to make necessary efforts 
to ensure that social media literacy can be promoted as an act of mobilization. In 
this anarchical cyber universe, all institutions have significant responsibilities in 
preserving our nation’s digital sovereignty. Taking advantage of this mobilization 
is among the duties of the society defending the truth is the single most powerful 
tool for promoting justice and peace in a given society. In a community where the 
people side with the truth, malicious operations in the cyber world are doomed 
to failure. It takes a lot of effort to access accurate and reliable information 
in a situation where populace demagogues divide communities, and foreign 
governments carry out particular operations on social media. Protecting the social 
fabric effectively and taking precautions against threats from those channels, 
starting with cyberbullying, must be viewed as each individual’s homework. 

Esteemed participants, in addition to the state and media, society and international 
organizations too, have significant responsibilities when it comes to ensuring 
the safety and stability of communication in a global sense. Indeed, the ongoing 
reform debate over those organizations, to some extent, relates to the problems 
and questions of the cyber world. There have been attempts to actively exploit 
the new communication tools, which multinational companies have directed until 
now in power struggles among states. All international organizations must prevent 
information wars and protect the cyber universe, which humanity considers an 
essential resource from harm. 

We must state the following point loud and clear: Act of provocation and mobilization 
resulting from information wars may lead to actual fights. We have seen time and 
time again how such conflicts fuel nationalist extremism and create a fertile 
ground for opportunistic and radical ideological movements. Therefore, all states 
must work together in combating piracy, criminal groups, and all acts of sabotage 
and espionage in the digital world. Unfortunately, efforts by individual states have 
failed thus far since digital piracy and crime occur across national borders. 

The message we have conveyed in recent years regarding the reform of the 
international system relates to creating a joint mechanism by states. An essential 
aspect of the principle of a fair world that our President established is to end 
inequality among communities and nations in the cyber world to end multinationals’ 
political engineering efforts and address the security crisis rooted in the cyber 
world through the joint efforts of all countries. 

Opening Remarks
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�-�X�V�W���D�V���W�K�H���Z�R�U�O�G���L�V���E�L�J�J�H�U���W�K�D�Q���É�Y�H�����R�X�U���F�\�E�H�U���X�Q�L�Y�H�U�V�H���L�V���P�X�F�K���E�L�J�J�H�U���W�K�D�Q���D��
handful  of social  media barons. As the Republic of Türkiye, we are prepared to 
contribute to this new cyber security architecture as needed. 

Dear participants and esteemed guests, as I attempted to explain, everyone must 
work together so that  communication can serve humanity’s common interests 
and become the main engine of progress in this new era. Instead of demonizing 
the new communication channels due to the problems they cause, we must  
�V�W�U�L�Y�H���W�R�J�H�W�K�H�U���W�R���P�D�N�H���W�K�H�P���H�D�V�L�H�U���W�R���X�V�H���D�Q�G���P�R�U�H���E�H�Q�H�É�F�L�D�O�����,�W���L�V���F�U�X�F�L�D�O���I�R�U��
society, global platforms, and international organizations to support the relevant 
efforts by the state. By working against those groups who aim to exploit those 
platforms to pursue their  sinister, self-centered, and aggressive agendas, we 
can liberate the Internet  and strengthen our democracies. Türkiye is ready for 
�W�K�L�V���Q�H�Z���S�H�U�L�R�G���D�Q�G���Z�L�O�O�L�Q�J���W�R���G�R���Z�K�D�W���L�W���W�D�N�H�V�����: �H���K�R�S�H���W�K�D�W���D�O�O���F�R�P�P�X�Q�L�W�L�H�V����
international  organizations, and states will  support  this act  of mobilization. In 
the end, our world, together with the truth and the cyber world, stands to win. 

Thank you all in advance for participating and contributing to our International 
Strategic Communications Summit. I respectfully salute you with those sentiments 
and opinions and pray that the summit will be a vessel for good. 

COM M UNI CATI ONS DI RECTOR OF TH E 

PRESI DENCY OF TH E REPUCLI C OF TÜRK� YE

PROF. DR. FA H RET T � N A LT UN
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01
Türkiye im p lem ents its own stra teg ic policy 
in the field  of com m unica t ion as in a ll fields 
not only in our reg ion but a lso in the world .

�+�L�N�P�H�W���+�D�F�é�\�H�Y

My dear brother Fahrettin Altun, our honorable minister, honorable participants, 
friends, and colleagues, I am pleased to see you in beautiful Istanbul. I would like 
to express my gratitude to my dear brother Fahrettin Altun for this invitation. 
I would like to express our deep appreciation for the hospitality shown to our 
delegation. I want  to say our pleasure and deep joy to be in brotherly Türkiye, 
in beautiful  Istanbul. Honorable participants, the achievements of  brotherly 
�7�¾�U�N�L�\�H���L�Q���D�O�O���É�H�O�G�V���D�Q�G���W�K�H���É�H�O�G���R�I���F�R�P�P�X�Q�L�F�D�W�L�R�Q���P�D�N�H���$�]�H�U�E�D�L�M�D�Q�����D�V���D���V�L�V�W�H�U��
country, very happy. Nowadays, brotherly Türkiye implements its strategic policy 
in communication as in all areas, not only in our region but also in the world. On 
this occasion, I take the opportunity to wish brotherly Türkiye good luck and new 
achievements. The summit meeting on strategic communication that Türkiye hosts 
these days is a clear example. I would like to wish success to our conference on 
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behalf of our country. A very important subject was mentioned at this conference, 
�V�W�U�D�W�H�J�L�F���F�R�P�P�X�Q�L�F�D�W�L�R�Q�����: �H���Z�D�Q�W���W�R���W�K�D�Q�N���\�R�X���I�R�U���W�K�L�V���R�S�S�R�U�W�X�Q�L�W�\���W�R���V�K�D�U�H��
Azerbaijan’s experience in strategic communication. Unfortunately, even though 
the world did not  know what  strategic communication was, it  witnessed how 
�G�L�V�L�Q�I�R�U�P�D�W�L�R�Q���D�Q�G���I�D�O�V�H���Q�H�Z�V���Z�H�U�H���X�V�H�G���W�R���D�W�W�D�F�N���R�X�U���F�R�X�Q�W�U�\���V�L�Q�F�H���W�K�H���É�U�V�W��
days of Azerbaijan’s independence. Today, Azerbaijan marks the 30th anniversary 
�R�I���L�W�V���L�Q�G�H�S�H�Q�G�H�Q�F�H�����6�L�Q�F�H���W�K�H���É�U�V�W���G�D�\���R�I���R�X�U���L�Q�G�H�S�H�Q�G�H�Q�F�H�����$�]�H�U�E�D�L�M�D�Q���K�D�V���I�D�F�H�G��
computer warfare, hybrid wars, and psychological  wars. Especially during the 
�.�D�U�D�E�D�N�K���: �D�U�����S�V�\�F�K�R�O�R�J�L�F�D�O���D�Q�G���K�\�E�U�L�G���Z�D�U�V���D�F�F�R�P�S�D�Q�L�H�G���Z�L�W�K���W�K�H���R�F�F�X�S�D�W�L�R�Q��
policy of Armenia against Azerbaijan. Azerbaijan was faced with disinformation 
when the world was not aware of this issue; that is, it did not fully grasp what it 
was. However, at that time, we were not prepared for this war. Although Armenia 
occupied Azerbaijani  lands day by day and continued this occupation with 

terrorism, aggressive separatism, and discrimination, 
the world condemned Azerbaijan. Even though the 
Armenian armed forces killed our people, this killing 
was presented as Azerbaijanis killing Armenians. 

And now, under the name of  the Armenian genocide, 
this declaration and propaganda were implemented all 
over the world. At the end of all  this, Azerbaijan tried 
to explain the truth to the world by waging its just  

�Z�D�U�����+�R�Z�H�Y�H�U�����H�Y�H�Q���L�Q���W�K�H���É�U�V�W���G�D�\�V���R�I���L�Q�G�H�S�H�Q�G�H�Q�F�H���E�H�I�R�U�H���W�K�H�������V�����Z�H���U�H�D�O�L�]�H�G��
�W�K�D�W���L�W���Z�D�V���Q�R�W���H�Q�R�X�J�K���W�R���E�H���U�L�J�K�W�����W�R���E�H���I�D�L�U�����: �H���Q�H�H�G�H�G���W�R���E�H���P�R�U�H���D�F�W�L�Y�H���Z�K�L�O�H��
telling the world that we were fair; we needed a strategic communication format 
to implement a smarter policy. From that time on, we decided that we could only 
stand against this policy carried out by Armenia and the Armenian lobby against our 
country in the world by bringing together our military, diplomatic, and informatics 
policy at  a strategic level  and implementing a policy in a coordinated manner. 
At  the same time, all  these events took place so that  the world was silent, did 
not hear what was happening, did not want to hear what was in the background. 
Although the innocent people of Azerbaijan were killed in Karabakh and Khojaly, 
the world was told that  Armenians were tortured in this war. In other words, 
�E�H�K�L�Q�G���W�K�H���V�F�H�Q�H�V���R�I���W�K�H�V�H���O�L�H�V�����I�U�R�P���W�K�H���É�U�V�W���G�D�\�V���R�I���W�K�H���.�D�U�D�E�D�N�K���: �D�U�����Z�H���K�D�Y�H��
faced the problems above and embarked on a long-term path. During this war of 
Armenia against Azerbaijan, we started to implement this by establishing a 30-year 
strategic communication. As I noted here, our main goal was to convey the policy 
implemented by all  of Azerbaijan and the messages presented to international 
organizations, as a single message in a coordinated manner. In such a situation, we 

All these events took p lace in such a  way 
tha t the world  was silent, d id  not want 

to hear what was in the background. 
Although the innocent peop le of 

Azerba ijan were killed  in Karabakh 
and Khoja ly, the world  was told  tha t 
Arm enians were tortured  in this war.
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also understood the risks of our introducing uncoordinated, unrelated messages 
to the world very well. Accordingly, we set  off  by forming a policy against  the 
�S�R�O�L�F�\���R�I���$�U�P�H�Q�L�D���D�Q�G���W�K�H���$�U�P�H�Q�L�D�Q���O�R�E�E�\���R�I�É�F�H�V���D�J�D�L�Q�V�W���$�]�H�U�E�D�L�M�D�Q���L�Q���Z�L�W�K���D��
diplomatic and informatics policy method. In this context, we have achieved quite 
a few successes. Even though the war is complicated, the war demands long-term 
things from us: informatics, hybrids, and military struggles. I think that we have 
ultimately succeeded in telling the truth to the world. Especially on September 
27, Azerbaijan proved itself  once again in the war of  its people, that  is, in the 
war of its homeland. On September 27, the Armenian armed forces started a new 
war against Azerbaijan and our civilian people on the borderline. The people of 
Azerbaijan retaliated with their rightful  struggle against this war by defending 
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their rights. Once again, in this war period, the proper establishment and execution 
of  strategic communication were among the most  important  tasks before us. 
Armenia was carrying out propaganda against our country using hybrid war with 
psychological warfare. Unfortunately, many doors remained closed in the world 
�P�H�G�L�D���D�J�D�L�Q�V�W���$�]�H�U�E�D�L�M�D�Q�����D�Q�G���W�K�H���P�R�Q�R�S�R�O�L�V�W�L�F���L�Q�I�R�U�P�D�W�L�R�Q���Ê�R�Z���O�R�R�P�H�G���O�L�N�H���D���E�L�J��
�Z�D�O�O�����: �H���K�D�G���W�R���R�Y�H�U�F�R�P�H���W�K�L�V�����,���Z�D�Q�W���W�R���H�P�S�K�D�V�L�]�H���W�K�H���V�W�U�X�J�J�O�H���R�I���R�X�U���3�U�H�V�L�G�H�Q�W��
regarding this issue by establishing a different contact with the world media and 
putting Azerbaijan’s strategic communication in the foreground. During this war 
period, our President gave hour-long interviews to more than 30 of the world’s 
most important television channels and media broadcasters for 44 days. It was a 
process that brought to life the same success in information warfare as the one 
that our soldiers had managed to cross the border on the line of contact. At the 
same time, social media accounts were used effectively, and it was ensured that 
the messages were conveyed to the world by being managed from a single center 
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There is st ill so m uch 
d isinform ation, fake news and 
polit ics by Arm enia  tha t in the 
end  Arm enia  has becom e the 

vict im  of its own lies.

by all  Azerbaijan ministries and state organizations. In addition, our esteemed 
President explained these messages to both the world and our people through 
his social  media accounts. However, we were aware that  it  was not  enough to 
ensure our messages’ continuity, act quickly and with priority, and carry out the 
processes proactively and reactively. 

There is still  so much disinformation, fake news, and politics by Armenia that, 
in the end, Armenia has become the victim of  its lies. So much so that, even 
though the city of Shusha, which is the eye of Karabakh, was retrieved from the 
enemy on November 8 by the Azerbaijani  Armed Forces, the Armenian society 
was made to believe that they had won this war. They had lied and carried out 
such a disinformation campaign that they had started to believe it themselves. 
However, in reality, things were very different. At  the same time, false content  
campaigns against our country were continued during this war by Armenia and 
�W�K�H���$�U�P�H�Q�L�D�Q���O�R�E�E�\���R�I�É�F�H�V�����M�X�V�W���O�L�N�H���E�H�I�R�U�H���W�K�H�������V�����,���Z�D�Q�W���W�R���J�L�Y�H���D�Q���H�[�D�P�S�O�H�����$��
news item was released that Armenia’s warplanes were destroyed in the air, and 
Türkiye’s F-16 planes supposedly destroyed Armenian warplanes in the air. This 
also was a lie. They tried to spread this all  over the world and tried to blame 
�E�U�R�W�K�H�U���7�¾�U�N�L�\�H���I�R�U���W�K�L�V�����+�R�Z�H�Y�H�U�����L�W���Z�D�V���H�V�V�H�Q�W�L�D�O���I�R�U���X�V���W�R���L�Q�Y�H�V�W�L�J�D�W�H�����F�R�Q�É�U�P����
identify and tell  the world the truth with the principle of fact-checking to take 
precautions against such lies. 

I want to draw attention to the fact that brotherly Türkiye and Azerbaijan work 
shoulder to shoulder in communication and media, as they do in all  areas. This 
platform, which we established as Azerbaijan and Türkiye with the contribution 
of  The Presidency of  the Republic of  Türkiye Directorate of  Communications, 
had an important  role in conveying our strategic messages to the world in a 
coordinated manner during the war. Our media members from Azerbaijan and 
brotherly Türkiye were at the front, shoulder to shoulder in this war of truth. They 

continued to work to convey this truth to the world. As always, 
I would like to express my gratitude to the brotherly Turkish 
media for their efforts to have Azerbaijan’s righteous voice 
heard in the world. At  the same time, I would like to thank 
each fraternal  Turkish citizen who supported Azerbaijan’s 
�U�L�J�K�W�H�R�X�V���Y�R�L�F�H���W�K�U�R�X�J�K���W�K�H�L�U���V�R�F�L�D�O���P�H�G�L�D���D�F�F�R�X�Q�W�V�����: �H���D�U�H��
�K�R�Q�R�U�H�G���W�R���V�H�H���W�K�L�V���V�X�S�S�R�U�W�����7�K�L�V���P�D�G�H���X�V���V�W�U�R�Q�J�H�U�����: �H���F�D�U�U�L�H�G��

out this campaign by giving voice to each other’s voices from both Türkiye and 
Azerbaijan without any instructions on social media. These events showed that it 
is imperative to carry out strategic communication in such wars in an associated 
way. Unfortunately, in the period after this war, ugly dark propaganda is still being 
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�F�D�U�U�L�H�G���R�X�W���E�\���$�U�P�H�Q�L�D���D�Q�G���W�K�H���$�U�P�H�Q�L�D�Q���O�R�E�E�\���D�J�D�L�Q�V�W���R�X�U���F�R�X�Q�W�U�\�����: �H���V�H�H���W�K�L�V��
in the experience of  our brother Türkiye. News is generated on social  media 
based on lies and disinformation outside our country. These are false campaigns 
�S�U�H�S�D�U�H�G���W�R���L�Q�Ê�X�H�Q�F�H���W�K�H���G�R�P�H�V�W�L�F���S�R�O�L�W�L�F�V���R�I���R�X�U���F�R�X�Q�W�U�\�����' �H�V�S�L�W�H���W�K�L�V�����,���Z�R�X�O�G��
like to congratulate our brother Türkiye on the occasion of a new national brand, 
namely the Turkish brand. It was a timely decision. As Azerbaijan, we are also in 
the process of a new national  brand in the period after the war. Unfortunately, 
the South Caucasus and Karabakh are regions that have only been mentioned in 
connection with war and bloodshed until today. Just as the geopolitical situation 
has changed after the war, our policy has changed, and we are now implementing 
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a new national brand policy. In this regard, the re-establishment of Karabakh and 
the transformation of Karabakh into a paradise again are one of the main goals 
�W�K�D�W���V�W�D�Q�G���E�H�I�R�U�H���X�V�����: �L�W�K���W�K�H���O�L�E�H�U�D�W�L�R�Q���R�I���.�D�U�D�E�D�N�K�����W�K�H���O�L�E�H�U�D�W�L�R�Q���R�I���W�K�H�V�H���O�D�Q�G�V��
from occupation brought us face to face with such a new reality that we would 
�Q�R�W���E�H�O�L�H�Y�H���L�W���L�I���Z�H���V�D�Z���L�W���\�H�D�U�V���O�D�W�H�U�����+�R�Z�H�Y�H�U�����D���S�H�U�V�R�Q���Z�K�R���Z�D�V���R�Q���W�K�H���É�H�O�G���D�Q�G��
saw these events could not  help but  be amazed. The destruction of  cities and 
villages in the 21st century is unheard of in the history of the world. The city of 
Agdam, which was once one of the beautiful corners of Azerbaijan, was destroyed. 
Perhaps on a scale comparable to Hiroshima, perhaps on a larger scale. In other 
words, there was so much destruction and vandalism that it was as if Armenia had 
used a nuclear weapon on the occupied territories of Azerbaijan. Nevertheless, 
as I mentioned at the beginning of my speech, I would like to state that despite 
this offensive and the brutality that Armenia has carried out against Azerbaijan, 
it makes claims against Azerbaijan and Türkiye. 

Armenia can’t talk about justice after destroying our cities with such brutality. At 
the same time, we were faced with destroying our civilization and culture. It  is 
�L�P�S�R�V�V�L�E�O�H���Q�R�W���W�R���E�H���K�R�U�U�L�É�H�G���E�\���Z�K�D�W���Z�H���Z�L�W�Q�H�V�V�H�G���L�Q���.�D�U�D�E�D�N�K�����.�D�U�D�E�D�N�K���L�V���R�Q�H��
of the cradles of Turkish-Islamic civilization. More than 67 mosques in Karabakh; 
�N�H�H�S�L�Q�J���S�L�J�V���L�Q���D���P�R�V�T�X�H���L�V���X�Q�K�H�D�U�G���R�I���L�Q���Z�R�U�O�G���K�L�V�W�R�U�\�����: �H���K�D�Y�H���G�L�I�É�F�X�O�W�\���L�Q��
�J�U�D�V�S�L�Q�J���W�K�H���O�R�J�L�F���D�Q�G���K�X�P�D�Q�L�W�\���W�K�L�V���É�W�V���L�Q�W�R�����7�K�H�V�H���D�U�H���Q�R�W���K�X�P�D�Q�H���W�K�L�Q�J�V�����<�H�W��
the policy of using injustices against Azerbaijan and then accusing us continues. 
Therefore, we have a great struggle ahead to have our voice heard in the world 
and reveal  new truths. Azerbaijan is presenting these facts on an entirely new 
level. In other words, we are responding to the vandalism of Armenia by founding 
�D�Q�G���U�H���H�V�W�D�E�O�L�V�K�L�Q�J���.�D�U�D�E�D�N�K�����: �H���D�U�H���L�Q���W�K�H���S�U�R�F�H�V�V���R�I���L�P�S�O�H�P�H�Q�W�L�Q�J���W�K�L�V���S�R�O�L�F�\��
by turning Karabakh into a paradise again and moving our people to those lands 
with merit. The villages opened by our esteemed Presidents, new roads, and Fuzuli 
Airport’s emergence in Zangilan are among the most important examples of this. 
�: �H���W�K�L�Q�N���W�K�D�W���W�K�L�V���L�V���D���S�D�U�W���R�I���$�]�H�U�E�D�L�M�D�Q� �V���S�R�V�L�W�L�Y�H���V�W�U�D�W�H�J�L�F���F�R�P�P�X�Q�L�F�D�W�L�R�Q���S�R�O�L�F�\��
�L�Q���W�K�H���S�R�V�W���Z�D�U���S�H�U�L�R�G�����,�Q���R�W�K�H�U���Z�R�U�G�V�����L�W���L�V���D���M�X�V�W�L�É�H�G���U�H�V�S�R�Q�V�H���W�R���W�K�H���Y�D�Q�G�D�O�L�V�P��
of Armenia. 

My dear brother Mr. Altun gave detailed information about the works carried out 
in social media and the cyber world. I want to express with regret that Azerbaijan 
is also facing such injustices in this war. As we have been able to handle internet 
management or internet regulation worldwide, unfortunately, a policy that can be 
regulated in the social media order has not been implemented. There is a great 
need for this issue to be addressed within the framework of the United Nations in 
international organizations and international processes. There are such campaigns 
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against our countries on social media or processes carried out on social media 
without being subject to any rules, which also affect our daily lives and politics. In 
this regard, we think there is a great need for us to take initiatives at the United 
Nations in international processes, together with our brother Türkiye. I would like 
to wish success to Stratcom Summit on behalf of my own country once again. I 
am sure that there will be negotiations, exchanges of ideas, and new tasks to be 
carried out within this framework. I want to express my deepest gratitude once 
again; I wish you success. Thank you very much. 

STRATCOM TALK -  1
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Alex Stuart Aiken

It  is a great  privilege to be able to address you at  this conference and a truly 
impressive event. I would like to thank Professor Altun and his team for organizing 
this conference. The conference with more than 100 speakers and 30 different 
sessions, is also very important  in terms of  diplomacy and consumer insight. I 
would also like to offer my humble contribution. As Professor Altun said, it is an 
extremely important call for all of us that countries use communication as a soldier 
of democracy. Now I will talk about how we conduct communication and strategy 
in the UK. Our state has a contact page, I also tweeted about it. This structure of 
�R�X�U�V���D�F�W�X�D�O�O�\���H�P�H�U�J�H�G���D�I�W�H�U���D���F�R�Q�Ê�L�F�W�����: �H���M�X�V�W���K�H�D�U�G���I�U�R�P���W�K�H���9�L�F�H���3�U�H�V�L�G�H�Q�W���R�I��
Azerbaijan who told us very important stories about combating disinformation 
�G�X�U�L�Q�J���D���F�R�Q�Ê�L�F�W�����D�Q�G���,���Z�R�X�O�G���O�L�N�H���W�R���W�R�X�F�K���R�Q���G�L�V�L�Q�I�R�U�P�D�W�L�R�Q���D���O�L�W�W�O�H���E�L�W���K�H�U�H�����7�K�H��
government communications system in the United Kingdom was established in 

All our com m unica t ions should  be stra teg ic, they 
should  a ll have a  c lear goa l, they should  a ll have 
an aud ience and we should  have a  stra tegy.
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1917. The government  of  that  period wanted to establish a department. They 
wanted to convey the truth strongly within the framework of the law, and false 
news about the course of the war was spreading at that time. Therefore, it was 
decided to establish a communications department that responded in a timely 
manner. Now, over 100 years, of  course, we have had successes, we have had 
failures, and we have learned lessons from them. However, we have seen that  
this institution is very important for the public good. 

Governments can also communicate, among their other functions. On February 
28, 2020, I was summoned to several meetings, notably with Prime Minister Boris 
Johnson. The government was seeing the challenges that COVID would create, 
and a communication operation was immediately launched to deal with COVID. 
Of course, things like drugs and science were our strongest weapons against this 
virus, and they still  are. However, communication was an inevitable part  of our 

response to the pandemic, and as with any strategic 
�F�R�P�P�X�Q�L�F�D�W�L�R�Q���S�O�D�Q�����,���W�U�L�H�G���W�R���V�H�W���J�R�D�O�V���É�U�V�W�����7�K�D�W���Z�D�V��
very obvious. To save and protect lives. Then we went 
back to the operation. Many governments are very 
complex, there are many departments, there are bodies, 
�W�K�H�U�H���D�U�H���P�D�Q�\���G�L�I�I�H�U�H�Q�W���L�Q�W�H�U�H�V�W�V�����: �H���H�V�W�D�E�O�L�V�K�H�G���D��
communication center and brought  together people 
�I�U�R�P���Y�D�U�L�R�X�V���G�L�V�F�L�S�O�L�Q�H�V���D�Q�G���E�D�F�N�J�U�R�X�Q�G�V�����: �H���E�U�R�X�J�K�W��

together people from international  business to public health workers, from 
�D�U�P�H�G���I�R�U�F�H�V���W�R���J�R�Y�H�U�Q�P�H�Q�W���R�I�É�F�L�D�O�V�����D�Q�G���I�U�R�P���W�K�H���S�U�L�Y�D�W�H���V�H�F�W�R�U���W�R���D�J�H�Q�F�L�H�V��
and marketing professionals. If  you want  to demonstrate effective strategic 
communication, you need a lot  of  different  skills, views and disciplines. You 
need to be able to evaluate many areas such as internal communication, insight, 
�H�Y�D�O�X�D�W�L�R�Q�����V�F�L�H�Q�F�H�����G�D�W�D�����G�L�J�L�W�D�O���É�H�O�G�V�����2�I���F�R�X�U�V�H�����W�K�H�V�H���D�U�H���Y�H�U�\���L�P�S�R�U�W�D�Q�W���I�R�U���W�K�H��
success of strategic communication. 

There is one more element  that  only democracy can offer, and that  is open 
discussion about  the direction, plan, implementation and how to succeed in 
�V�W�U�D�W�H�J�L�F���F�R�P�P�X�Q�L�F�D�W�L�R�Q�����$�Q�G���W�K�D�W���L�V���D���Y�H�U�\���L�P�S�R�U�W�D�Q�W���I�D�F�W�R�U�����: �K�H�Q���Z�H���O�R�R�N�H�G��
at  our progress, we looked at  the data and the impact  on social  media. This 
way we were able to evaluate how successful  we had been and we made new 
decisions accordingly, discussed the matter together, and updated our plan by 
identifying the right tactics and communication efforts made a very important 
�F�R�Q�W�U�L�E�X�W�L�R�Q���W�K�U�R�X�J�K�R�X�W���������������V�D�Y�L�Q�J���W�K�H���O�L�Y�H�V���R�I���������W�K�R�X�V�D�Q�G���S�H�R�S�O�H�����: �H���K�D�Y�H��
saved the lives of people who reacted to our communications, stayed at home 
or followed the medical  advice we offered through our campaigns, and this is 

Over 100 years, of course, we have 
had successes, we have had fa ilures, 

and  we have learned lessons from  
them . However, we have seen tha t this 

inst itut ion is very im portant for the 
pub lic good.
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how I talked about the importance of strategic communication by saying that our 
strategic goals were to protect lives and living. Now I want to talk about some 
�G�H�É�Q�L�W�L�R�Q�V�����)�R�U���H�[�D�P�S�O�H�����Z�H���F�R�Q�G�X�F�W�H�G���R�X�U���V�W�U�D�W�H�J�L�F���F�R�P�P�X�Q�L�F�D�W�L�R�Q���F�D�P�S�D�L�J�Q��
�D�W���W�K�H���L�Q�W�H�U�Q�D�W�L�R�Q�D�O���O�H�Y�H�O���D�V���*�U�H�D�W���%�U�L�W�D�L�Q���D�Q�G���1�R�U�W�K�H�U�Q���,�U�H�O�D�Q�G�����: �K�D�W���Z�H���F�D�O�O���D��
�V�W�U�D�W�H�J�\���L�V���D�F�W�X�D�O�O�\���D���S�O�D�Q���W�R���D�F�K�L�H�Y�H���D���J�R�D�O�����: �H���W�H�O�O���\�R�X���Z�K�D�W���Z�H���Q�H�H�G���W�R���G�R���W�R��
�D�F�K�L�H�Y�H���D���V�S�H�F�L�É�F���J�R�D�O�����D�Q�G���W�K�L�V���L�V���F�U�X�F�L�D�O���W�R���V�X�F�F�H�V�V�����2�X�U���F�K�L�H�I���R�I���V�W�D�I�I�����Z�K�R���L�V���Q�R�Z��
retired, actually said that the strategy is very simple when we look at it, because 
there is actually a target and we go for it. The tactics or marketing elements to 
be used are determined. Of course, resources are also very important. How many 
people are there, how much is our budget, these are also extremely important. 
Strategies fail not because the goals are wrong, but because people don’t know 
�K�R�Z���W�R���L�P�S�O�H�P�H�Q�W���W�K�H���V�W�U�D�W�H�J�\�����D�Q�G���U�H�V�R�X�U�F�H�V���D�U�H���H�[�W�U�H�P�H�O�\���L�P�S�R�U�W�D�Q�W�����: �K�H�Q��
�Z�H���O�R�R�N���D�W���W�K�H���G�H�É�Q�L�W�L�R�Q���R�I���V�W�U�D�W�H�J�L�F���F�R�P�P�X�Q�L�F�D�W�L�R�Q�����Z�H���L�Q�W�H�U�S�U�H�W���L�W���L�Q���W�K�H���8�.���D�V��
�I�R�O�O�R�Z�V�����: �H���D�U�H���W�D�O�N�L�Q�J���D�E�R�X�W���X�Q�G�H�U�V�W�D�Q�G�L�Q�J���R�X�U���D�X�G�L�H�Q�F�H�V���D�Q�G���L�P�S�O�H�P�H�Q�W�L�Q�J���D��
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plan under one theme in a coordinated manner for their well-being and for the 
good of our institutions. So it is extremely important to understand the masses. 
For example, I can understand the masses in the UK, but I might not understand 
the masses in Türkiye. It is extremely important that messages are presented in 
a coordinated manner within the framework of a plan. I have seen this in many 
�F�R�X�Q�W�U�L�H�V�����I�U�R�P���W�K�H���: �H�V�W�H�U�Q���%�D�O�N�D�Q�V���W�R���6�U�L���/�D�Q�N�D�����$�P�H�U�L�F�D���D�Q�G���$�V�L�D�����Z�K�H�U�H���,���K�D�G��
the chance to speak and teach. Lack of unity, lack of planning and goals that have 
�Q�R�W���E�H�H�Q���F�O�H�D�U�O�\���G�H�É�Q�H�G���D�U�H���R�I�W�H�Q���W�K�H���I�D�F�W�R�U�V���W�K�D�W���O�H�D�G���W�R���I�D�L�O�X�U�H���L�Q���V�W�U�D�W�H�J�L�F��
communication. You can view our strategic communication guide on our website. 
�<�R�X���F�D�Q���D�O�V�R���É�Q�G���L�Q�I�R�U�P�D�W�L�R�Q���R�Q���Y�D�U�L�R�X�V���L�G�H�D�V�����L�Q�V�L�J�K�W�V���D�Q�G���L�P�S�O�H�P�H�Q�W�D�W�L�R�Q��
and evaluation phases. Now I  want  to talk about  how we conduct  strategic 
communication on behalf  of  our government. You can see our government  
communications plan on our website. It is titled Build Back Better. Because that 
�L�V���R�X�U���J�R�D�O�����: �H���K�D�Y�H���U�X�Q���Q�H�D�U�O�\�����������F�D�P�S�D�L�J�Q�V���W�R���L�P�S�U�R�Y�H���W�K�H���V�H�U�Y�L�F�H�V���S�H�R�S�O�H��
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Stra teg ic com m unica t ion 
focuses on develop ing  a ll 
our colleagues within the 
scope of a  developm ent 

curriculum  we have as an 
app lica t ion.

receive in public health, and we also have plans to work internationally with our 
allies in the US, NATO and OECD. In addition to this very remarkable subject, it  
is also very important  for the people who will  communicate to know what  is 
wanted. Of  course, at  the center of  this is our operation model, which we call  
OASIS as an abbreviation of target audience, strategy and score. How do we do 
�R�X�U���M�R�E�"���: �H���V�D�\�����D�O�O���R�X�U���F�R�P�P�X�Q�L�F�D�W�L�R�Q�V���V�K�R�X�O�G���E�H���V�W�U�D�W�H�J�L�F�����W�K�H�\���V�K�R�X�O�G���D�O�O���K�D�Y�H��
a clear goal, they should all  have an audience and we should have a strategy, i. 
e. we have an action plan and then we move on to implementation and then to 
the scoring and evaluation part. 

�7�K�L�V���L�V���L�P�S�R�U�W�D�Q�W���E�H�F�D�X�V�H���D�I�W�H�U���W�K�H���É�Q�D�Q�F�L�D�O���F�U�L�V�L�V���L�Q���������������Q�H�D�U�O�\���������������F�L�Y�L�O��
servants working in communications lost  their  jobs. The reason for this was: 
The new government had to pursue various austerity policies after an economic 
�F�U�L�V�L�V���D�Q�G���F�R�X�O�G���Q�R�W���F�D�O�F�X�O�D�W�H���W�K�H���E�H�Q�H�É�W���R�I���F�R�P�P�X�Q�L�F�D�W�L�R�Q�����7�K�H�\���G�L�G���Q�R�W���W�K�L�Q�N��
�L�W���P�D�G�H���D���V�X�I�É�F�L�H�Q�W���F�R�Q�W�U�L�E�X�W�L�R�Q�����7�K�H�U�H�I�R�U�H�����D���U�H�G�X�F�W�L�R�Q���Z�D�V���P�D�G�H���L�Q���W�K�L�V���D�U�H�D����
Now, as a government  communicator, I think it’s also very important  to do our 
�U�H�V�H�D�U�F�K���F�R�U�U�H�F�W�O�\���D�Q�G���D�W���W�K�H���V�D�P�H���W�L�P�H�����W�K�L�V���L�V���D���S�U�R�I�H�V�V�L�R�Q�D�O���É�H�O�G�����V�R���Z�H���K�D�Y�H��
�D�Q���R�S�H�U�D�W�L�R�Q���P�R�G�H�O���D�V���\�R�X���F�D�Q���V�H�H�����: �H���K�D�Y�H���Y�D�U�L�R�X�V���J�X�L�G�H�V���I�R�U���L�W�V���D�S�S�O�L�F�D�W�L�R�Q����
I can say that all of our communication is based on the OASIS campaign model 
that I mentioned earlier. Strategic communication requires it. At the same time, 
we focus on ethical practices, we try to put forward a correct approach towards 
our ministers to whom we are accountable as well as our people. 

Strategic communication focuses on the development  of  all  our colleagues 
within the scope of  a development  curriculum we have as an application. For 
example, this year we had training activities in areas such as data science, 
contract  management, leadership behavior, evaluation. Again, we heard about  
the importance of the development of platforms from Prof. Altun. In other words, 
the number of platforms is increasing day by day and we cannot be successful  

if  our communicators are not  aware of  this. Also, turning to 
the international side, I would like to say that Türkiye and the 
Turkish government  are truly an indispensable ally for the 
�8�.�����: �K�H�W�K�H�U���L�W���L�V���W�K�H���É�J�K�W���D�J�D�L�Q�V�W���F�O�L�P�D�W�H���F�K�D�Q�J�H�����J�H�Q�H�U�D�W�L�Q�J��
employment, or a trade agreement, Türkiye’s role and Türkiye’s 
presence in all  these areas between our countries is of great 
importance for the United Kingdom. The campaign we present 
on behalf of our government is called the UK campaign and 10 

years ago we decided to establish a strategic communication in our international 
�W�U�D�G�H���D�Q�G���W�R�X�U�L�V�P���D�F�W�L�Y�L�W�L�H�V�����: �H���R�U�J�D�Q�L�]�H�G���D���W�R�X�U�L�V�P���F�D�P�S�D�L�J�Q���W�R���D�W�W�U�D�F�W���W�R�X�U�L�V�P��
and tourists to the UK, to increase our exports and at the same time to increase 
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the number of students coming to our country. All government agencies had to 
work for this campaign. Before the pandemic, we used to organize nearly 100 
�H�Y�H�Q�W�V���D�O�O���R�Y�H�U���W�K�H���Z�R�U�O�G�����D�Q�G���L�W���Z�D�V���D���Z�R�U�O�G�Z�L�G�H���F�D�P�S�D�L�J�Q�����: �H���K�D�Y�H���V�S�H�Q�W����������
million pounds on the campaign since 2012, and we calculated the return on 
this as an increase in exports, tourism and the number of  students. Thus, we 
had an increase of  4 billion pounds in return. In other words, we received 10 
�W�L�P�H�V���W�K�H���U�H�W�X�U�Q���R�Q���R�X�U���L�Q�Y�H�V�W�P�H�Q�W�����: �H���D�U�H���P�D�N�L�Q�J���S�U�R�J�U�H�V�V���Z�L�W�K���F�R�Q�W�U�L�E�X�W�L�R�Q�V��
both in the state and private sector in overseas countries, and we are trying to 
promote our country in a holistic way. Now, I would like to thank you once again 
for allowing me the opportunity to speak at this conference, and when we look 
at the future of communication, as we have heard from Prof. Altun and the Vice 
President of Azerbaijan, Mr. Haciyev, I think the following points are very important; 
�F�R�P�P�X�Q�L�F�D�W�L�R�Q���L�V���Q�R�Z���G�L�J�L�W�D�O�����D�O�O���F�R�P�P�X�Q�L�F�D�W�L�R�Q���L�V���G�H�V�L�J�Q�H�G���W�R���L�Q�Ê�X�H�Q�F�H���S�H�R�S�O�H��
by what they see on their mobile devices. 

�&�R�P�P�X�Q�L�F�D�W�L�R�Q���Q�R�Z���U�H�D�F�K�H�V���W�K�H���D�X�G�L�H�Q�F�H���G�L�U�H�F�W�O�\�����: �H���U�H�D�F�K���D�Q���D�X�G�L�H�Q�F�H���R�I��������
million, 5 million of which is direct. Of course, this is also very important, sometimes 
we are wrong in communication. Even though I seem to be communicating with 
you right now, I am actually broadcasting to you, what we call communication is 
�G�D�W�D���E�D�V�H�G�����L�W���L�V���U�H�F�L�S�U�R�F�D�O�����: �H���H�V�W�D�E�O�L�V�K�H�G���D���S�O�D�W�I�R�U�P���G�X�U�L�Q�J���W�K�H���&�2�9�,�' ���S�H�U�L�R�G����
we received approximately 800 thousand questions through this platform and we 
tried to design our press conferences based on it. Something like this gives you 
very good data because you get to know what people are worried about. That is 
why I think it is extremely important to support data-based communication. On 
�W�K�H���R�W�K�H�U���K�D�Q�G�����L�W���L�V���Y�H�U�\���L�P�S�R�U�W�D�Q�W���W�R���I�R�F�X�V���R�Q���G�L�Y�H�U�V�L�W�\���D�Q�G���É�J�K�W���G�L�V�L�Q�I�R�U�P�D�W�L�R�Q����
It  is extremely important to communicate in a way that covers all  segments of 
�V�R�F�L�H�W�\�����7�K�L�V���L�V���Z�K�D�W���,���P�H�D�Q���Z�K�H�Q���,���V�D�\���G�L�Y�H�U�V�L�W�\���D�Q�G���L�Q�F�O�X�V�L�R�Q�����: �R�U�N���L�V���F�D�U�U�L�H�G��
�R�X�W���L�Q���D�O�O���G�H�S�D�U�W�P�H�Q�W�V���R�I���R�X�U���J�R�Y�H�U�Q�P�H�Q�W���D�J�D�L�Q�V�W���G�L�V�L�Q�I�R�U�P�D�W�L�R�Q�����: �H���Z�R�U�N���L�Q���W�K�L�V��
area every week. In other words, communication that is directly based on data, 
�L�Q�F�O�X�G�H�V���W�K�H���G�L�Y�H�U�V�L�W�\���R�I���R�X�U���V�R�F�L�H�W�\���D�Q�G���L�Q�F�O�X�G�H�V���W�K�H���É�J�K�W���D�J�D�L�Q�V�W���G�L�V�L�Q�I�R�U�P�D�W�L�R�Q��
is important  in strategic communication. I hope this sharing has been useful. I 
would love to see my Turkish counterparts in England after the pandemic process 
is over. I would also love to visit you in Istanbul and Ankara. Finally, I would like 
to say: communication is now unlimited, everything is digital, communication 
�G�R�H�V���Q�R�W���V�W�D�\���Z�L�W�K�L�Q���E�R�U�G�H�U�V�����: �H���F�D�Q���K�H�D�U���H�Y�H�U�\�W�K�L�Q�J���D�W���W�K�H���V�D�P�H���W�L�P�H���L�Q���$�Q�N�D�U�D����
Istanbul and London. This is the challenge we face, and in this way we can actually 
serve humanity as an agent of progress. 

Even though I seem  
to be com m unica t ing  

with you right now, 
I am  broadcast ing  

to you; what we ca ll 
com m unica t ion is 

da ta - based; it  is 
recip roca l.
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03
The transform ation sta rted  in Istanbul 94, in 2002, 
it  covered the ent ire country. I’ll ta lk about what we 
have done in this transform ation p rocess.

Adil Karaismailog�rlu

Distinguished guests and participants, I’d like to salute you all  and extend my 
�G�H�H�S�H�V�W���U�H�J�D�U�G�V�����: �H�O�F�R�P�H����

�: �H�O�O�����Z�H���D�U�H���L�Q���+�D�O�L�©���&�R�Q�J�U�H�V�V���&�H�Q�W�H�U���W�R�G�D�\�����E�X�W���V�R�P�H���R�I���X�V���U�H�P�H�P�E�H�U�����W�K�D�W���W�K�L�V��
was a slaughterhouse 26 years ago. This is where a slaughterhouse was operated, 
and it  was a muddy and silty area that everyone avoided because of the smell. 
No one wanted to pass through here. And it  was derelict  on the settlements 
�K�H�U�H�����1�R�Z���L�W� �V���D���Q�L�F�H���D�U�H�D���Z�L�W�K���V�R�F�L�D�O���D�P�H�Q�L�W�L�H�V���O�L�N�H���+�D�O�L�©���&�R�Q�J�U�H�V�V���&�H�Q�W�H�U�����: �K�H�Q��
these were built  between 94 and 99, the President was the city’s mayor and is 
still  ongoing. The transformation started in Istanbul 94, in 2002, it  covered the 
entire country. So, I’l l talk about the transformation process taking the wind and 
what we have done in this transformation process. 
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�: �H�O�O�����L�Q���������������%�\���������������Z�H���K�D�Y�H���K�D�G���D�Q���L�Q�D�G�H�T�X�D�W�H���L�Q�I�U�D�V�W�U�X�F�W�X�U�H�����7�K�L�V���L�Q�I�U�D�V�W�U�X�F�W�X�U�H��
and communication infrastructure needed to be improved as soon as possible.
�: �H���G�L�G�Q� �W���K�D�Y�H���P�X�F�K���P�R�Q�H�\�����E�X�W���Z�H���K�D�G���W�R���G�H�O�L�Y�H�U���V�H�U�Y�L�F�H�V���D�W���P�D�[�L�P�X�P���O�H�Y�H�O�V��
with the money we had. So, we had to come up with a transportation master 
plan. Because your lack of means should be planned very well  to also consider 
�D�Q�W�L�F�L�S�D�W�H���S�U�R�E�O�H�P�V���W�K�D�W���P�D�\���D�U�L�V�H���L�Q���W�K�H���I�X�W�X�U�H�����: �H���G�L�G���D���O�R�Q�J���W�H�U�P���P�D�V�W�H�U���S�O�D�Q��
of various master plans using predictive models up to 2017. And we needed to 
update those plans as of 2002. In 1995, as the President was the Mayor of the 
city, I  had just  graduated from university, I  was working in the transportation 
�G�H�S�D�U�W�P�H�Q�W���R�I���W�K�H���P�H�W�U�R�S�R�O�L�W�D�Q���F�L�W�\�����: �H�O�O�����,� �P���F�R�P�L�Q�J���I�U�R�P���W�K�L�V���E�D�F�N�J�U�R�X�Q�G���R�I��
�S�O�D�Q�Q�L�Q�J�����: �H���K�D�G���D���Y�D�V�W���W�H�D�P���W�R���S�O�D�Q���W�K�H���W�U�D�Q�V�S�R�U�W���D�Q�G���L�Q�I�U�D�V�W�U�X�F�W�X�U�H�����%�\���W�K�L�V��
big opening breakthrough in 2002, the master plan was put into practice, and it 
was, well, quite the right way to go, which we are witnessing today. 

I will  talk about  the master plan now. First, you have 
to view the current  situation and do a gap analysis. 
Taking into account the present means that you have, 
the inventory you possess, and then talk about  room 
for improvement and then consider development plans 
other plans before you come up with your master plan 
of investments. And when you’re enlisting your master 
plan investments items, the geographical  position of  

�7�¾�U�N�L�\�H���Q�H�H�G�V���W�R���E�H���W�D�N�H�Q���L�Q�W�R���D�F�F�R�X�Q�W�����7�K�H�Q�����É�Q�D�O�O�\�����\�R�X���K�D�Y�H���W�R���L�Q�W�H�J�U�D�W�H���\�R�X�U�V�H�O�I��
with the world. 

�6�R�����Z�H���D�U�H���F�O�R�V�H���W�R�������������E�L�O�O�L�R�Q���S�H�R�S�O�H�����: �H� �U�H���L�Q���W�K�H���P�L�G�G�O�H���R�I���(�X�U�D�V�L�D���D�W���D���I�D�U��
distance from many places and a market  that  is 7 billion worth. So, we had to 
make infrastructure investments to access those. This is the world trade volume: 
in 2020, it will be 12 billion tons. But all authorities should say that by 2030, it will 
reach 25 billion tons, and we have to be ready for these trade volumes and trade 
corridors. And as a result of this long-term planning, we have to integrate ourselves 
with the world and very soon, to improve the transportation infrastructure, which 
has been relatively weak so far. 

So, we planned all  this, we embarked on a journey, but  nothing expected the 
pandemic to come in 2020, beginning of 2020. And the entire world closed its 
�G�R�R�U�V���D�Q�G���V�K�X�W���G�R�Z�Q���L�W�V���V�\�V�W�H�P�V���D�Q�G���I�D�F�W�R�U�L�H�V�����%�X�W���Z�K�D�W���G�L�G���7�¾�U�N�L�\�H���G�R�"���: �H�O�O����
�Z�H���K�D�G���O�R�W�V���R�I���V�W�X�I�I���W�R���G�R�����: �H���W�R�R�N���R�X�U���P�H�D�V�X�U�H�V�����Z�H���F�R�R�U�G�L�Q�D�W�H�G���H�I�I�R�U�W�V���Z�L�W�K���W�K�H��
Ministry of Health, our construction sites were isolated, and we did the opposite. 
�: �H���D�F�F�H�O�H�U�D�W�H�G���Z�R�U�N���L�Q���: �H���Z�R�U�N�H�G�������� ���P�R�U�H���Y�H�U�V�X�V���������������: �H���P�D�G�H�������� ���P�R�U�H��
infrastructure investments in 2020. 

The pandem ic cam e in 2020, and  the 
ent ire world  c losed  its doors shut down its 

system s and factories. What d id  Türkiye 
do? We took our m easures and  worked 

50% m ore versus 2019; we m ade 50% m ore 
infrastructure investm ents in 2020.
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We have 3. 5 hours travel time and no more extended traffic congestion. Part of 
the trip was diverted here. The old road is also being used but here you see the 
number of vehicles. 40,000 that have been guaranteed. And people say using 
this new road, and the attraction of the old road is being lost, but we have the 
same amount of traffic on the old road. So, they’re both used. With this motorway, 
3 billion of economic benefit was generated. We save time fuel, and we pollute 
the environment less. 

With the building of this motorway, it needs to be operated, of coursewe have 
done that. And the economic benefits and impact of the highway are being 
studied. And we have to plan this as well ahead of time. With the construction 
of this motorway between Istanbul and Izmir, we have had 306 more tourist 
facilities. The agricultural production growth, animal husbandry, cattle breeding, 

and agriculture activities developed with this motorway. 
You see its contribution to export: annual export grew 
by 113 billion TL thanks to this road. And there were 
eight new organized industrial areas created in the 
area, and it enabled the employment of 54,000 people 
through these infrastructure works. 

And one of the most important works we have ahead 
of us is the 1915 Çanakkale bridge. The whole world is watching this project. 
We’re only days away from the opening. There’s a 100-kilometer motorway 
between Çanakkale and Malkara, and it has a 318-meter pier, and it is the most 
comprehensive and highest bridge, and it’s going to be written in world history. 
And between the two ends of the strait, only a ferry can be used for travel. But 
if the weather is fine, it’s okay. However, there will be traffic on the way. You’ll be 
waiting in line until you go on the ferry. But if it’s a foggy day, you don’t have an 
alternative, and the ferry won’t be functioning. And with this bridge there, it will 
only take 6 minutes to go from one point to the other. 

We have equipped our country with such technological projects. And you can see 
the benefits of the Çanakkale bridge up here and the economic benefits as well. 
And again, lovely images from our bridge. So, of course, we have so many projects 
in place, in infrastructure, and you gain from emissions and fuel decrease. And of 
course, agricultural production, tourism, and education are indirectly benefiting 
from these infrastructure investments, but most importantly, through these 
investments across Türkiye. 

Despite the 170% increase in vehicle mobility, there was a decrease in mortalities 
caused by accidents. You may remember that we had some public ads on TVs 

And one of the most important works 
we have ahead of us is the 1915 

Çanakkale bridge. The whole world 
is watching this project. We’re only 

days away from the opening.
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about this. We had the traffic monster image. And with these investments, there 
was an 82% decrease in mortalities caused by traffic accidents. So, we enabled 
our citizens to have luxurious travels, and we saved their lives simultaneously. 
And of course, 80% of our budget comes from the general funding from the 
treasury. The remainder comes from additional financing resources, and we are 
doing that with PPPs in a build-operate-transfer model. And here, you can see the 
duration of our BOT projects. And this is a chart that shows the story. With PPPs 
and BOTs, we have around three. We had a project stock of 37. 5 billion Dollars, 
and we completed that. There was no spending from the state budget, and there 
were almost 38 Billion dollars of investment made. 

These projects will serve the country for centuries. But, of course, the COVID 19 
pandemic wasn’t considered while we were making these plans. So when we add 
that on top of this, of course, in 2021, the journeys decreased a lot. And currently, 
we are seeing a trend that shows an increase recently, and we are expecting to 
reach the 2019 figures as of summer. 

Now, up to 2024 with our PPPs. We will be supporting our PPPs, and the vehicles 
that were guaranteed for several years may not be able to be met. Our feasibility 
works are showing that to us. But in the long term, we will be making extra income 
by surpassing the number of vehicles that were promised. And basically, we are 
receiving payment through airways and maritime ways all the time, and we need 
to support motorways to a certain extent. But after 2024, they will be balancing 
themselves, and we will be able to witness that the motorway projects will meet 
their requirements and create income. By 2040, there will be 18 billion dollars of 
revenue produced for the state as a result of these public-private partnerships. 
The Ministry of Transport and Infrastructure, we are the most prominent investors 
in Türkiye, and without receiving any support from the state budget, we will be 
able to generate our income and create our financing for the investments all 
across Türkiye. 

The Yavuz Sultan Selim bridge operation of duration will be completed by 2027, 
and they will be handing it over to the state. So, the condition can then make 
this free of charge, but there are a lot of operational costs here. After 2027, they 
can also create a revenue-generating project. But, of course, it depends on the 
government of the time. But, once the operators’ duration ends, this project will 
turn into a revenue-generating project for the state, and the feasibility works I 
showed you also tell us that these will be revenue-generating projects. They will 
be serving our country for centuries. 

And, of course, communication is essential as well. We have motorways, airways, 
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borders of Europe. There is currently a war in the field of information on the 
borders of Eastern Europe. So, what needs to be done to be successful in strategic 
communication, and what are the most important building blocks of strategic 
communication? First, I think it is important to develop a strategic communication 
mindset. When I say strategic communication mindset, what I mean is that it is 
necessary to understand the process of how information and knowledge are 
channeled and transmitted to the human brain. One of the key elements here is: It 
is necessary to move away from the idea that what a person says, writes, or reads 
is information. From a research perspective, the key information elements are 
actions and experiences. People with a strategic communication mindset have to 
understand how actions, movements, and experiences reach people because that 
is how they grasp reality. Of course, this communication is supported by speeches, 
written information, and images. This, too, needs to be understood. The second 

building block is necessary to develop an understanding 
of the information field. For example, if a general goes 
to war without knowing the region and the terrestrial 
conditions, he cannot be successful. Therefore, strategic 
communication is impossible without understanding 
the information environment and domain. Nowadays, of 
course, this is a concept that goes beyond understanding 
what traditional media is writing. Now we need to 
understand what is going on in the digital world. It is 

not just about getting the feel of social media here; how do people get organized, 
how do they see information in different echo chambers or information bubbles 
in different channels online? Peer-to-peer messaging applications and video 
channels such as YouTube are used. It is also necessary to understand social 
media networks such as Facebook, Twitter, and Tiktok. 

Another important thing is other actors. Some malicious actors infiltrate the 
state, and their actions need to be understood. You can successfully convey your 
message correctly only after you understand this picture. The third building block 
is understanding the target audience. We can simply express this. We may think 
we know the target audience, but when we look at how strategic communication 
is delivered, we see that we do not have in-depth knowledge of who the target 
audience is in many cases. Everyone carries out opinion polls, but opinion polls 
are like the weather. A weather report can tell whether it will rain or be sunny, 
but it doesn’t tell me why it’s always sunny in summer or why it always snows 
in winter like in the region I come from. Therefore, it is necessary to understand 
the target audience more deeply; How do people perceive certain things, why do 

We need to understand what is 
going on in the digital world. It is not 

just about getting the feel of social 
media; how do people get organized 
and see information in different echo 
chambers or information bubbles in 

other channels online?
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they perceive them, or why are they so interested in a certain subject? Another 
building block is measurement. That is, measuring the impact of the message. 
Many people can claim that their messages get a lot of clicks and therefore claim 
efficiency, but this can be far from the truth. You might have reached an audience, 
but whether the message you wanted to reach the way you wanted remains a 
question mark. Usually, we might not have an answer to this. Therefore, we must 
have concrete mechanisms that enable us to measure the impact of our message. 

We need to measure whether we have been successful and whether our strategic 
communication campaigns have brought about a change in behavior like we 
wanted. This should not be measured just by counting clicks. Another issue that 
I would like to raise is this; efforts should be combined. One of the key elements 
in the messages spread by many states is a simple and understandable style. 
Is it a single discourse, or is there more than one discourse? For example, this 
is a general rule in strategic communication, but it is challenging to achieve it. 
Because there are so many voices in the state, government, and nation, the state 
also has many voices, different institutions, and opinions; the views of these 
institutions can change. These different organizations might have different 
agendas, but you need to focus on the key messages if you want to establish a 
successful strategic communication campaign. There should be a uniformity and 
unity. Under this process, there should be a state-based and state-wide structure 
that supports this process. 

It is necessary to convey consistent messages, unity messages, and discourses this 
way. This is easy to say but hard to do, but in the west, we say; the state should 
also invest in its capabilities and processes to work in the same direction and 
speak the same language. Another issue that we have difficulties with in this 
information environment is as follows; Everyone has become a communicator 
now. In the military, we call this a strategic person, so this person might not be 
the main contact but can tweet. This can have a negative impact on your strategic 
development message. Therefore, such methods should be determined that these 
people under the chain of command, that is, people in the state hierarchy, have to 
align what they say with you. We see that an individual carries out communication 
in this chain of command and hierarchy in the modern information setup in the 
world. That is normal. Now people communicate in different ways. An approach that 
requires those who give these messages to act in accordance with the framework 
of strategic discourse and give the right messages should be practiced, even if they 
are communicating with very small circles such as their peers and friends. In other 
words, this uniformity must be preserved throughout the entire structure, and unity 
must be preserved. After all, the information revolution has not ended; it is ongoing. 
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terms of tourism, takes on a different position. When you look at managing a 
brand within yourself, you address the people in your own country, and you know 
how the messages you give in the brand will be perceived since you are a part of 
that country in general. But when it comes to the world, the situation is different. 
Türkiye is a country that receives visitors from all over the world. Therefore 
the audience we address and what we want to tell about the country is very 
comprehensive. Each country has its dynamics. Sometimes words and events that 
mean different things to us can be perceived differently in another country. You may 
have experienced this. Therefore, we need to control this movement worldwide, 
describe our brand accordingly, and ask ourselves whether we communicate 
correctly. Because what we call marketing is an expensive business. Your work 
dedicates time and effort, and this needs to be measured. So you always have 
to be one step ahead. When we look here, what we say is the measurement of 

perception. Measuring global perception is one of the 
most important issues in our work to plan our next step 
properly. Normally in our system, if you know where 
there has been a positive perception about us and 
where there has been a negative perception, you can 
determine your other steps before proceeding to the 
next step. The time in between becomes significant 
for you. I am talking about how you will act when the 

perception changes, how will you measure this perception, and what are the 
right actions to take when this perception reaches you? What can you do here 
now? I would like to say that one of the issues that should be avoided today is 
the notion that I am not like that perception. 

You always have to reveal your good sides and the sides that can be perceived 
differently. As I mentioned earlier, the issues where we see ourselves as wanting 
or the issues we see differently can contain different perceptions for other 
people in other countries. Therefore, it is necessary to act with a comprehensive 
perspective. Why do we call it artificial intelligence? Normally, as Türkiye, we have 
television broadcasts in 22 countries as advertisements. Our digital promotions 
are broadcast in 82 countries. These contents also have a constantly changing 
structure. So we have to control everything in this whole range of motion. Visitors 
from abroad, how long do they stay, what do they do when they come to our 
country, what perception they go back with when they leave, how do they perceive 
some issues when they come here? Therefore, it is crucial to establish the right 
strategy and make marketing investments according to this strategy. Speaking 
of perceptions, it needs to be mentioned that we are in a very digital age; we all 

When you look at managing a brand within 
yourself, you address the people in your own 

country, and you know how the messages you 
give in the brand will be perceived since you 

are a part of that country in general. But when it 
comes to the world, the situation is different.



93

S T R A T C O M  T A L K 

have phones in our hands. An issue can spread anywhere in an instant. At the 
same time, they need to be followed. Maybe you can easily follow the country’s 
agenda yourself; you can get some information from various news sources in the 
country. But when the field is the whole world, you need to follow it. Now, let’s 
say there is an issue in a country about us. The green dots you see on this screen 
are a simulation, but this is how the system normally works in the structure we 
use. When there is negative news about Türkiye, the perception turns red; when 
you see gray news, the perception is neutral; it manifests a positive perception 
when you see green news. 

This is one of the issues we are following with the platform we have at the 
moment. At the same time, the system has some alarm mechanisms. What do 
these mechanisms give you? Is a perception about us growing or turning into a 
snowballing movement, is it fading away, is it increasing, and what should we 
do accordingly? The system tracks them. Of course, we follow them in different 
languages. As I mentioned earlier, each country’s perception is different; the 
language usage of each country is different. Why do we call it artificial intelligence? 
Artificial intelligence uses it properly by making sense of the sentences we 
call Sentiment over time. In general, if an artificial intelligence works with a 
performance above 80%-85%, this is an excellent and acceptable rate. We can 
go very high in some countries from time to time, and our results can be low 
in some countries. We said perception, but how does artificial intelligence see 
perception? Now I want to talk about a few things in more detail. These are the 
issues that we cannot see with the human eye, these balloons. And this complex 
network structure in between. Think of all this like this; each note here, each 
box can be a person, a publication, it might be something else, but what does 
this show us; how the news is distributed, how people focus on the news, how 
the subject moves between follow-up points. Let’s give an example; a group of 
countries, let’s say in Europe, reacts to this; on the other hand, the subject may 
have been perceived differently. The distribution and spread of reactions can 
be different. The human eye cannot detect it. Normally when we, as humans, 
follow this type of news network, we can do a certain number of things about it, 
no matter how much we look at it. In other words, let me be an analyst, let the 
news come before me, how much news of how many countries can I read or what 
things in how many countries can I evaluate properly? 

But what does artificial intelligence do? First, it picks up the language and 
translates it instantly. What we call Sentiment indicates whether it is positive or 
negative. Subsequently, its distribution map is revealed of it, and if it is a crisis, 
it doesn’t matter whether it’s positive or negative; how this growth took place is 
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just the communication or digital team, but every UNICEF volunteer working for 
children’s rights worldwide is a communicator and an advocate for us. It is the 
defense of the freedom of every child to stay healthy, live safely, and receive an 
education. Therefore, we have reflected on this communication and advocacy 
strategy everywhere. We have 40 targets. We want to be the leading voice for 
children in every country. We want to be leading advocates for issues that matter 
to children, and we want to be a leading brand that everyone associates with 
children’s rights. Of course, while doing this, we wanted to engage 100 million 
individuals digitally; that is, we wanted them to advocate children’s rights by 
interacting with us. Who are the key target audiences? These are individuals 
who can be advocates, donors, and volunteers. Our focus is primarily on parents. 
But right now, we focus more on children and young people; we have a target 
audience under 24.

Along with our communication and advocacy strategy, we also want to influence the 
political decision-making processes and try to influence those in authority. When 
we adopted this policy and strategy in 2019, we didn’t know it was vital because 
there was a massive backlash with COVID-19. We thought about what we would 
do in countries during the pandemic if we did not have such a communication 
network. Because of this strategy, we were able to communicate fully digitally, we 
were able to run education, health, and protection programs after the pandemic 
was announced. Here you see our key strategies. As always, we wanted to be the 
leading voice. We wanted to be the critical moral voice. We tried to shape the 
agenda of children’s rights, and, as previous speakers have said, we wanted to 
create change for children on networks by evaluating existing content. During 
the pandemic, teenagers had produced content videos about children. 

They had been locked at home during COVID and shared these videos. In other 
words, producing great content is one of the essential features. Beautiful videos 
were produced, and it was an organic process; videos came from every country. 
There is the concept of intellectual leadership; we want to stick to the data. 
Together with the strategy, we want to generate new policies and proposals. We 
want to be inspiring and authoritative. We want to give content media responses; 
we want to be proactive by boldly defending our principles. 

We wanted to give content media responses boldly wanted to be proactive by 
defending our essentials and principles. We didn’t want to react to the daily 
news. As our second goal, we want to inform the public, so we communicate. 
We also want to advocate for children by communicating strategically. In other 
words, we tried to use our information sharing, policies, program, research within 
partnerships. To be strategic and integrated. We wanted to advocate by adopting 
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more integrated approaches. Let’s communicate strategically. We didn’t want to 
take any temporary communication measures. We want to be global; we have 
global goals, strategies, and messages that can be tailored to each country. So it 
can be reduced to the local level. That’s why it’s global. We want to move forward 
with strong partnerships. Partnerships are important to us. We have digital partners. 
We create content with them. We build effective partnerships in our work area as 
much as possible. Our third goal is to be the leading brand. UNICEF has a perfect 
collaboration with the state in Türkiye. We want to be a reliable brand. We want 
people to associate our brand with what we do for children.

For this reason, brand identity should be based on some core values for each 
child. We want staff and teams to be brand ambassadors; we want them to feel 
that way. We don’t just want to be an organization working for children among 
thousands of organizations; we work by giving ourselves, and we want to protect 
each child. Another approach to communication was that we wanted to attract 
the attention of individuals. We want to evaluate 100 million individuals in 
our studies in the coming years. We have reached 130 million individuals. They 
use our social media platforms, and each person finds an area where they can 
support or find a place where they can interact with us for children’s rights. We 
are target-oriented. 

Each message is always organized and adapted to the target audience. So, for 
example, if 15 contents are produced, 15 different contents are classified according 
to the target audience. Our first audience, of course, is children, young people. 

TikTok and other platforms were mentioned. We also use them to produce content 
for young people. Every August, we have media days, thousands of people helping 
us create content for the following year. In other words, our focus on young 
people has brought a very different perspective to our communication advocacy 
strategy. One thing that was important to us was that we wanted the whole 
organization to adopt the new approach. We worked effectively and successfully 
in previous years, but now we wanted to introduce everyone to what is strategic 
change. Until 2017, we were doing one-way advocacy for children’s rights. Now 
we empower others and enable them to advocate for children’s rights. We’re 
spreading the message about the rights of the child. We were saying that the 
public supports the implementation of children’s rights. We have now included 
decision-makers and a wider public. We were telling compelling stories, but now 
we make the target audiences say to this story. We were communicating; they 
were listening. Now citizens become advocates, donors, or volunteers to create 
content for children’s rights. We produced content that could be used in several 
channels for printed publication; now, we are developing content specific to each 
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neighboring region, which we address today, especially during the keynote speech 
of Prof. Dr. Fahrettin Altun today. 

So, if I may Lutz, the EU is widely criticized for being slow in responding to the 
COVID crisis. Please correct me if I’m wrong. What could the EU do better in 
communicating its efforts to cope with the pandemic, and to what extent criticisms 
targeting the EU were part of a disinformation campaign?

Lutz Güllner
I think this crisis has shown us one key takeaway: political communication is 
changing, not only political communication. There has been for a long time 
the saying about “to do good and talk about it”, which is very much the idea 
of any PR company. But this has changed now. It’s no longer “do good and talk 
about it,” but “reflect before you do something, and talk about it before you do 
something.” 

So, this point that Jānis Sārts just made about the mindset, the STRATCOM mindset 
is crucial to integrate it into political communications at the beginning of the 
process, not at the end, to sell something. I think this is something that a lot of, 
particularly on the government side, people still have to internalize that a lot 
of our political agenda points will depend on how we build in the information 
environment. 

And there are lots of opportunities. I’m not mentioning all of them. But if you 
see how we have started to learn from this crisis, in terms of vaccination rates, 
for example, how we engage within the international sphere, with our partners. 
There are many issues here. But there is, of course, also significant risk and as 
Jānis has eloquently referred to this. 

In my view, the risk is not just a communication challenge. The trouble is more 
significant, it can have an impact on the entire society, and it can have a real-life 
impact. And I think especially during the crisis, during the health crisis, we have 
seen that the manipulation and disinformation can lead to real, real impact to 
death, to something substantial. So, it’s not an esoteric issue. And we need to 
understand this, and we need to affect this. 

There are four points that we need to do to deal with this, and maybe also a bit 
for our discussion. Again, the first one is something very much in line with what 
Jānis has explained. We need to invest more to understand better how this threat is 
working; our situational awareness is still relatively low. And I think all of us here 
professionals need to constantly and continuously learn. What is the issue? Who 
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are the actors? What is the behavior? What is the content also used? What is the 
effect? These are crucial elements, and we need to be really on top of the issue. 
And then, of course, we need to build our resilience. And that resilience will not 
be quickly or easily achieved with just one or two policy areas; we need to think 
of many policy areas together: media policy and educational policy, sometimes 
also foreign and security policy. And indeed, the issues that we talked about here 
also improved our ability to communicate strategically. 

And then something we have not talked about is, of course, also the role of social 
media. I think the President talked about this. There are issues around this. We 
need to have a more precise set of rules of the game. But we need to be careful; 
we should not regulate the content in particular if it’s not illegal content. But we 
need to have more responsibility, more transparency, and more accountability of 
the social media companies. I think this is precisely also what is happening here. 

And last but not least, let’s also think about international cooperation in this 
field. How do we work together? And maybe also what are the rules of the game 
internationally? I believe this is important. We don’t have any international 
norms in this field. And it will be good to think about what is responsible state 
behavior in that field. 

Thank you, Murat. Back to you. 

Murat Karagöz
The next speaker is Rihards Bambals from Latvia. He has a career as a diplomat 
with 11 years of experience in foreign and security policy. He is currently the 
Head of Strategic Commissions at the State Chancellery. His doctoral thesis was 
about “Human Security as a National Interest in Foreign Policy: Case Analysis of 
Japan, Canada, and Norway.” So, I guess it’s quite an interesting one. And with this 
thesis, he was honored with the award of the year for achievements in science 
by the University of Latvia. 

So, Rihards, welcome again. If I may, how did you use communication strategies 
for reaching out to Latvian citizens? Would you call your strategies convenient 
and practical enough?

 

Rihards Bambals
Yes, hello! Good morning, Murat and all the panelists. 

First, I think the question we should answer is: why? Why Latvia? What do 
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lowest in the region, but at the same time, with the highest rate of vaccination 
in the region, with now around, if not over 60% of population of 16 years old 
or over getting vaccinated with two doses, and over 6-7% of the same group 
of population with at least one dose. And this has certainly helped in the low 
number of cases and low number of hospitalization and most importantly, low 
number of deaths. 

Now, without going into the types of the restrictive measures that Kosovo has took, 
which of course were designed and proposed by health experts, supported and 
adopted by governments that believes in science and implemented by attentive 
and responsible personnel of their respective authorities. I think that there are 
three things that made have a massive impact on how we handled that pandemic 
from a communication perspective. 

First one I would say was the public messaging and the breaking down of the 
public messaging into goal, objective, ways and results. Obviously, the goal was 
pretty straightforward, at least at the beginning of the pandemic, and that is 
stopping the spread of the virus. The objective at the time was clear, and that 
was to flatten the curve. The ways, in addition to the restrictive measures, were 
the call for wearing a mask at all times, especially in indoors, washing your hands, 
keeping the hygiene and minding your distance. And the results were the daily 
update of the new numbers of cases and those who have recovered and have left 
hospital to sort of give people the impression of keeping track of their behavior. 
And this allowed, I think, that citizens to become much more responsible of their 
behavior and become active contributor in disseminating the message being that 
the message was very clear, and it was broken down into specific categories, and 
also become actively engaged in fighting the pandemic. 

The second, I think, is that we were very present in public, as government officials via 
regular press conferences, media appearance, and other means of communications, 
leaving no or leaving less to no room for conspiracy and disinformation, which 
has been something that I think every one of us, all institutions have faced during 
this time. So, we were available and accessible to the media, and we treated 
media in a friendly way. And we were very prompt in addressing their concerns 
and misunderstanding. And also, we work consciously.We consciously expressed 
doses of vulnerability towards the fact that there are things that we don’t have 
answers to, because there were still many unknowns, and I think that this gave 
the citizens the feeling of being part of something that we’re all in together. 

And the third thing is that we gave floor to the medic. We gave the floor on the 
spotlight to the medical experts in the public. Health professionals became 
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the new celebrities in Kosovo, basically, everybody knew them. And they quickly 
became the new figures of public authority when it came to discussing pandemic 
and clearing out any doubts about the true risks of the virus. 

And I think that these three steps, three things are just as valuable to any type 
of communication, even beyond an actor, such a health crisis. Thank you. 

Murat Karagöz
Now we will move to the second part of the panel. This time we’ll start backwards. 
That’s why I’m going to start with Përparim. Domain data analysis in which he is 
strong. Benjamin said it was called lies and then statistics. So, this quote from the 
former British politician tells us the power of numbers. Now, when we convert 
raw data into statistics, we can see a summary of what really happened. From 
this point of view, can you talk about the increasing role of data analysis in state 
communication?

Përparim Kryezıu
Yes, well, as you mentioned, my academic background is in sociology, and sociology 
often tries to explain their projects, social behaviors, and social happenings based 
on empirical data. I’m pleased to say that the new government of Kosovo aims to 
establish evidence-based policymaking as a new norm of policymaking. 

As you all know, policymaking for a long time has often been based on ideology 
and what could be perceived as common sense. But over time, we have understood 
that policies often succeed at particular times and contexts. And time and context 
could be determined or acknowledged based on the evidence and data. 

And I think that the same logic applies to communication as well. Of course, you 
want your strategic communication to be based on data because such data will 
assist you greatly in knowing and recognizing your audience, evaluating your 
performance, someone thinks that has been said already, during this summit, and 
reshaped accordingly. That’s very, very important. 

Now, it is unfortunate in the case of Kosovo, at least, to the best of my knowledge, 
that communication offices within the government institutions, especially media 
or press offices, in the past, but currently as well, do not use data analysis to 
upgrade and advance its communication. And this, of course, must change, and 
I am confident that this will change, especially given that our new government 
has one of the main objectives, the digitalization of services and data. And we are 
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currently drafting our digital plan for 2030. In addition to providing electronic 
services, that will undoubtedly help us build a large set of databases that could 
be used to monitor, evaluate, assess, and reshape our way of doing things and 
saying things. 

Murat Karagöz
We now stretch from the Balkans to the Baltics and turn to Rihards Bambals, back 
to Latvia. Rihards also created new definitions during this pandemic period. One 
of them is social resistance or flexibility. In this case, what can we infer from the 
pandemic regarding social flexibility, and what can be done to strengthen society’s 
reactions to such significant threats? This is very close to capacity building; 
please correct me if I’m wrong. How can societies increase their resilience and 
resilience to such disasters? For example, do you have a to-do list in this field?

Rihards Bambals
Yes, thank you. From the outset of the COVID-19 crisis already from March 2020, I 
believe the World Health Organization coined the term not only societal resilience 
but also “infodemia” is the new term that came up with this crisis. 

And it was already from then identified as one of the key obstacles. We have 
experienced in different ways, be it within the European Union or in Latvia, that 
infodemia has stopped people from wearing face masks. It has stopped people 
from taking the virus seriously initially from following the safety and security 
measures put in place by the government. And once the vaccines have been 
developed, disinformation has hindered effective vaccine uptake by the population. 

So, this coincides also with the research that we have done in 2020, where we 
learned that not that many people have good media and information literacy 
skills. Only 1/4 of the population felt confident that they could distinguish actual 
and factual information from fabricated and manipulated. 

So, on the one hand, you have massive infodemia that accompanies the pandemic. 
And on the other hand, you have a vulnerable society, which is not adequately 
equipped with media and information literacy skills and how to counter it. 

And when we go more into depth when you ask questions and opinion polls 
about COVID-19 and obstacles, why people have delayed their vaccine uptake, 
why they don’t vaccinate. Then we realize that they repeat the same hostile 
disinformation or misinformation narratives that have been pushed our way that 
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the vaccines against COVID are not safe, that the government wants unnecessarily 
control people, that the government is inventing the COVID-19 numbers in the 
hospitals, or that they are inflated that the virus is not dangerous, that it’s even 
safer to contract the actual virus and to recover from it rather than to vaccinate 
it, etc., etc. So, we see that disinformation can have substantial health harm on 
people’s lives and create individual tragedies. 

But we have learned from this, and we tried something exciting and innovative. 
Last month, for example, we combined the influencers, using influencers for 
campaigns, and we combined it with gamification. So, what we did for the occasion 
of the Global Media Information Literacy week, starting 25th of October this year, 
we launched the Latvian adaptation of the world-famous online game “Go Viral.” 
And everyone can go and play it on a webpage goviralgame.com. And then you 
have at least 10 or 12 different languages, and Latvian now is one among them. 
And this is a game that is based on a pre-bonking or the inoculation theory, which 
means that players can learn about the techniques used by the manipulators in 
a safe environment in order to better recognize and counter real-life traps and 
on social media next time when they see them. And we’ve seen this approach 
as highly successful both as a campaign by empowering local influencers and 
spreading the word about the game and the game numbers. And we see this as 
the future. 

And having said that, we will be definitely prioritizing media and information 
literacy and critical thinking skills in our work as a government, as government 
communicators to make not just our state resilient, but also our society resilient 
and be better equipped, not just for the COVID but also for other future crisis 
and in the future as well. 

Murat Karagöz
Let’s go back to Brussels, the European Union. Lutz is on my right side, and 
now we say that the risk of spreading fake news is higher than ever due to the 
scope of social media. If you have listened to Prof. Altun’s speech, the Head of 
Communication has primarily mentioned this in his speech, and it is a headache 
for Türkiye. Türkiye is a critical case here. With the Head of Communication, we 
are trying to resist shoulder to shoulder disinformation activities. As I said, the 
pandemic created another term to increase society’s resilience, right? Infodemic; 
this concept includes the epidemic and epidemic spread of information, information 
pollution, the spread of fake news, and disinformation. In what way can state 
communication play a role in increasing society’s resilience? Because there is 
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disinformation and what can the state’s communication institutions do to make 
society more sensitive to fake news?

Lutz Güllner
The communication units of the state can play a vital role in this matter, but I 
want to take a step back. Because what do we see in our societies and social 
media today? Different phenomena and phenomena take place in front of our 
eyes simultaneously. There is information and confusion; we call it junk news. 
These may be false, false, or strange stories told. These stories are shared. It is 
shared for misdirection, but there is confusion. What can the state’s communication 
units do against this? It can provide references or sources, for example, for 
communication units. They can act more proactively, but on the one hand, there 
is another phenomenon, which is disinformation. This is deliberately spreading 
false information or misleading information. This is a coordinated effort. So it 
is an effort made and carried out gradually. It has political motives, sometimes 
economic reasons. The second part, the response to disinformation, should be 
different. Of course, states should intervene in this, but how much? How much 
to invest in making society durable is an essential approach for us. 

But how the rules of the game should be determined in this field should be 
considered by the state for the actors. Both cases have misleading information, 
mesenchymal information, and disinformation; we divide them into two. 

The state’s role is vital in both, but not only in telling the truth; in fact, this can 
be dangerous when you look at it because the state sees itself as the provider of 
truth or can be an honest mediator or provide consumer protection. In addition, 
however, the state can help consumers find reliable sources of information. To 
do this, the game’s rules must be defined first; for the general context, the rules 
must be set. 

Murat Karagöz
Now I want to go back with Russia, Mr. Vladimir Gushchin. Mr. Vladimir, almost 
all states have reconsidered communication, and we have seen this. States have 
reviewed their development strategies, made sustainability a priority, and have 
set out to take measures against potential new pandemics. So what is expected 
to happen in the future in this respect? What will happen?
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Vladimir Gushchin
And I think that everything that is going on right now is about the pandemic and 
various challenges in the social-economic world, global information challenges, 
and others. So, they force the government, and it’s not about Russia; it’s about all 
other countries inventing new tools and making all the communication processes 
more transparent. And I think that is the only way to provide more efficiency to 
solving the problems. 

So, transparency of information focuses on public interests, which we see here 
in Russia. I work closely with the Premier’s office and with various ministries. 
And I see that in there recently, in the last several years, we started talking more 
carefully. We started talking to each other about various NGOs and involving 
people in making the decisions. I think this is the critical criteria of success: how 
people are interested in government, politics, social, economic issues, first of all. 
And of course, as Mr. Bambals said already on this panel, one of the main issues is 
the societal resilience to government efforts. Not taken only for the government 
itself, that’s very important to make people understand. What is introduced by 
the government is a measure that is aimed at solving the problems and not at 
defending the government’s stance on research at issue. So, the word “transparency” 
is the keyword for success, I think so. 

Murat Karagöz
This is the end of the panel: the last speaker, Mr. Eero Raun. When I introduced 
him, I said he had music, PR, and communication background. In addition to 
cultural and music subjects, he also worked in tourism. Tourism is also essential 
for my country. Tourism makes a necessary contribution to the economy. When 
we check the figures, 7. 8% of the gross national product in Estonia comes from 
tourism revenues, right?

This is a considerable proportion; we are a touristic country. For example, Antalya 
has a population of 2 million; 12 million tourists come to Antalya every year. In 
other words, the state is trying to reduce the disruptive effects of the pandemic 
on tourism. For example, the Turkish government has taken many measures for 
this. We brought the health certificates. You will notice these in Istanbul hotels. 
These hotels were certified by independent companies during the pandemic 
process. When I say tourism, I have to mention that culture, tourism, and culture 
are intertwined. Therefore, I am curious about your views on these concrete issues. 
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say that model. One is a technology, and we’re all on global platforms now. And 
actually, technology has democratized information. And with that, there’s an 
expectation from people that, for example, brands need to be open. And I think 
your point about openness is so gorgeous, very pointy. But brands need to be 
available for participation and understanding what people want. And that opens 
up a whole new spectrum in terms of how you communicate. So, it’s no longer 
just about disseminating an asset or a piece of advertising asset; we now need 
to think about the value exchange from a broader solutions-based approach. And 
it might not even be advertising. It could be a piece of technology developed to 
add value in some ways or improve people’s lives beyond traditional marketing. 
So, we thought of things, and it was interesting; the gentleman who came before 
us talked about the Red Crescent. He had a slide up there, which was around an 
ecosystem. And that’s precisely the way that we build brands. And we think about 
building brands now. So, it’s an ecosystem, and it has different components.

Some of those components, so you know, could be traditional kinds of advertising 
assets. But increasingly, it’s more expensive than that. It involves partnerships. 
It involves technology. It involves own channels, so you know, own social media 
platforms and things like and broader kind of owned platforms. So, it’s about how 
you build out an ecosystem that is above and beyond the traditional marketing 
approach and connected up so that it’s all amplifying simultaneously. And that’s 
kind of, I guess, how I would answer that question in terms of influence; it’s the 
center of gravity of consequences changed, at least from my brand-building 
role. And it’s now centered on how do you create value with people. And that 
increasingly is about addressing people’s needs from a broader spectrum of 
solutions around the ecosystem. 

Robert Bole
Gabriel, would you like to talk about influence and multiple perspectives and 
conflict, which I think Brazil probably has one or two issues on social media?

Gabriel Borges
Definitely, yes. Until not long ago, there was a specific formula to influence and 
to create a strategy for influence that would be right to find the key argument to 
convince someone about something. And it still makes a lot of sense. But when we 
use this kind of formula, we neglect that we have a multi-diverse audience most 
of the time. And what is a crucial argument for one person might not be the key 
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argument for another. And I think that the beauty of the time that we are living 
in with all the digital platforms that we have access to is that we don’t; we no 
longer need to make that choice. We no longer need to choose that specific key 
argument. We can have many different, interesting critical opinions and use them 
to connect with diverse communities and audiences about a particular reaction 
that we are looking for. And I think that’s something that we are still learning. 
I think that’s powerful. But there is a dark side from it as well, because as I was 
mentioned earlier, sometimes we feel like that some people are just trying to 
understand what the audience wants to listen to, and using that specific argument 
to that specific audience, and even though they don’t believe in that argument. 
And as this is spread all over digital platforms, most people won’t even see those 
specific arguments. So, you can do that backstage. And it’s like, you don’t need 
to take your position on the matter, because you can have all the parts and you 
can convince everyone that you agree with them, although sometimes you agree 
with different people with paradox, so, ideas. And I think that nowadays we learn 
how to use the right and the duty side of the digital platforms. But we still don’t 
know how to avoid these kinds of situations. Then probably these will be one of 
the most, the biggest challenges in communications and strategy for the next 
few years for us to understand how we can engage with digital platforms more 
healthily. You are not forbidding them to exist, but you allow them to live more 
practically and reasonably or use only its good side. So, that’s what we are going 
to face in the next few years. 

Robert Bole
If you’d like to.

Dr. Segun Alabi
Thank you very much. So much about what we do, The Lagos Chamber of Commerce 
and Industry is trying to create a bridge and link between the government and 
various businesses in Nigeria. Most of the time, we have disagreements about 
government policies and the business community. 

Robert Bole
So, at least there’s something universal in the world: government and business 
do not necessarily see eye to eye. 
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your point, it’s the willingness to be open-minded about things and thinks about, 
you know, the broader expansiveness rather than going in with a single-minded 
view. So, I think that’s a significant point from a practitioner’s point of view. 

Robert Bole
And I also agree that Jared was saying that go out into humanity start meeting 
as many people as possible, take what you think is valuable, include that in. I 
think, in terms of global communications, we have tended to try to put it into 
a set of tools, a set of data, a set of processes, feel a lot of the times that we 
sometimes miss the creativity and the humanity, a part of what we’re trying to 
do. And you know, there’s so much pressure from clients or your brand to be 
successful, affordable, and on point all the time. Sometimes, it puts us into these 
very narrow, constricted ways of communicating. 

Clay Schouest
So true, curiosity, I guess this is really just being curious about the world. Yeah. 

Robert Bole
I have one last question. It’s an optional question for the panel members. You 
can either take one or one or other of these but not both. What is a global trend 
that you think is important to keep your eyes on, that you’ve detected in your 
work, that it’s going to, that you believe will affect how we communicate with 
multiple audiences? Or what is an indispensable experience toolset that you feel 
is important for global communicators in the future? So, a trend or experienced 
toolset or experience or toolset? So, I’m going to go in reverse order. 

Dr. Segun Alabi
Thank you very much. I think I will talk about the trends. And it is for me, to my 
mind, I think it’s about digital transformation. That will change the way we do 
things, and we need to follow the trends, things are coming out. And we need to 
catch up very fast. 

Robert Bole
I will temper that and say, I think that is right; we have data science in our work. 
But I also believe that we need someone to understand what data science means 
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to human beings sometimes. But I agree. So Gabriel, what is your trend or skillset, 
or experience?

Gabriel Borges
Great, I’m going to be practical. And I’m talking about a specific trend. We’ve been 
witnessing the rise of TikTok here in Brazil. And it’s crazy what it means nowadays, 
to any audience, not only for young teenagers. And behind that, not talking about 
TikTok as a trend. But one thing people are getting used to is consuming content 
in a nice, small piece of video as more information. And I think this is a trend that 
we’ve been witnessing from year to year that nowadays, because of the amount of 
data we are exposed to, the number of platforms, etc., we don’t have attention in 
a long period to anything. So, I think that the most challenging learning we learn 
we might have in the future is understanding how we can pass our message in 
a few words, in a few seconds of video, or any media we are using, but it’s about 
fast. And I think that what Jared said about trying to find simplicity might be 
even more critical shortly. Because if you want to pass through a message, if it’s 
not simple, and you don’t have time, probably the other side, on the other side, 
nobody will understand. So, it’s essential to have a clear message and try to say 
it in a phrase. 

Robert Bole
Alright, Jared, what’s your thought?

Jared Shurin
I’m going to go with the tool on the insight side, and I think it’s one that’s 
overlooked a lot. And that’s the power of fashion. And again, that seems a little 
odd coming from all this. But fashion is brands that people choose to wear. I 
mean, it’s almost opting into a brand in a way that we don’t, we don’t see in 
many other industries. It’s how people, what people aspire to, within a culture 
and a community, and how they want to present themselves within an area. It 
shows what community they’re a part of. It links to what people are nostalgic 
for, what people are looking into the future for, how they relate to materials, 
sustainability, and comfort. I mean, into the committee. I mean, it’s an incredibly, 
incredibly powerful cultural tool. But it is a specialist one that I think we tend to 
ignore. But I would recommend that people look for insight, look for customers’ 
understanding, lean into fashion, and see what you can learn from what people 
are wearing and how they present themselves that way. 
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Matthias Lüfkens
I think digital consumption has to be used; it has to be taught in schools. And, 
you know, I’m a big advocate that we have to teach our children what to post on 
Twitter, what to post on Facebook, Instagram, Snapchat, whatever, really teaching 
them. The problem is our teachers did not grow up with the digital channels; 
they were thrown into these digital channels. And often they say, oh, no, we don’t 
want to get involved, but helping users use these tools. What can you post, what 
pictures are you allowed to post? 

For example, they said what if we made a school newspaper on the Facebook 
page in a secondary school and the reaction of the parents was as follows; How 
dare you put my children on Facebook. But it was actually a chance for 12-13 year 
olds to manage and learn a Facebook page. Many businesses are trying to show 
a presence on Facebook and Google to attract their customers. You have a cafe, 
let’s say you have a bakery; you need to know how to conduct this communication 
in order to come and encourage people to drink coffee there. Communication 
should be part of the curriculum in schools. Full stop. 

Sümeyye Ceylan
Totally. I agree. Sam, how would you like to answer that? What kind of challenges 
and opportunities are created by digitalization?

Sam Quan Krueger
I think a couple of the panelists have already mentioned this. Still, I want to 
restate this with more emphasis, that even though there’s so much promise and 
potential with digitalization, it’s pretty uneven. This potential exists for some 
people but not for others. There is higher technology, better infrastructure, more 
information in one segment, but the other segment that doesn’t have them is 
falling behind, and these inequalities are causing a digital divide. We also see 
this at the local, national, regional, and global levels. So, while there’s so much 
promise, we need to make sure that we share that promise and the potential of 
digitalization across the board. 

Sümeyye Ceylan
Thank you, Sam. Daria. Is there anything you’d like to add?
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Daria Santucci
While I was listening to the answers to this question, one more thing occurred 
to me. Considering the opportunities related to digitalization, for example, if I 
look at this based on the work of the European Training Foundation, sharing 
solutions and best practices between countries have become an important issue, 
especially during this pandemic period. But other aspects which we would like 
to and should put in the discussion are on one side like Sam just said, the lack 
of digitalization, which is having some countries or some specific groups of 
populations lagging. And as Mathias backs earlier on, access to digitalization is 
also an issue because of the reduced attention span and the difficulty, for example, 
in selecting what’s relevant and what’s not. And at last, an aspect, which is at the 
core of the action, again, of the European Training Foundation, because we work 
a lot on vocational education and training is what it is difficult by its nature to 
become digitalized, which is, for example, technical learning. So, I would say we 
have several challenges and opportunities. And I think communicators could 
contribute enormously to discussions and such, given their horizontal overview 
and their natural capability and skills for providing innovative eyes to the subject. 
What’s relevant and fundamentalist keeping very harnessed and horizontal 
discussion as it’s happening now. 

Sümeyye Ceylan
Thank you, Daria. Nancy. 

Nancy Groves
I already mentioned you know that the UN or UNEP is the UN’s lead scientific 
program when it comes to pulling together information on the triple planetary 
crises. But we also host the Secretariat of 14 multilateral environmental 
agreements, which are staffed with experts on international law. So internally, 
we are sitting on vast amounts of information and data that we need to figure 
out how to make accessible to every audience that needs it, whether researchers, 
journalists, students, policymakers, etc. These young people have been effective 
at raising their voices on the climate crisis. So, a significant challenge for us 
communicators in this digital landscape is critically pulling out the information 
from these experts who know much more about the prices than I do. So, we can 
get it into the conversations that make the most sense. And that can lead to 
lasting and impactful change, ideally better policy decisions by governments and 
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when I signed up for Twitter. You know, Twitter sends you something every year. 
Yes, it was my Twitter birthday. And my daughter was born that day, as well. So 
that’s why I don’t forget that specific date. So now, when I look back at the last 
20 years I mean time flies when I look back at the last 13 years. But also, we just 
found out that Jack Dorsey stepped down as a CEO. And in November, we also 
heard Facebook change their names, and they went into a different sphere. And 
now I’m in the area of changed external news. And that’s why I have witnessed  
many developments in terms of foreign news since I focused on that. And we 
see that the actors and that scene are changing as well. And for example, the 
Afghanistan case was critical. It was like a fault line almost. And then we see 
Web 3.0, decentralization; then there’s a metaverse world that we are trying to 
be led towards. We are going into this new communication decade, and digital 
journalism in the version that we have right now is something we are trying to 
practice as well as we can, but we also need to focus on what awaits us in the 
next decade. And I’m pretty sure other panels have touched upon this issue. That’s 
why we need to ask these questions because, I mean, in this decentralized world. 
With VR technologies, you know, when you imagine it, both on the software side, 
and on both the software and the artificial intelligence side and the hardware 
side, I mean with Facebook, having the Oculus device. They are trying to increase 
their efficiency and other initiatives. When we combine all of these, there will be a 
decade that is nothing like the previous decade. No one remembers the beginning 
of Web 2.0. We are the Google world; we don’t even remember the Yahoo search 
engine. No one remembers Web 1.0 at all. And in 10 years, I believe, we are not 
going to recall the Instagram habits that we have today. And when you look at 
virtual reality, storytelling takes a very different shape. And that’s all I’m going 
to say for now. Maybe in the next round, we’ll talk more about it. 

Halil İbrahim İzgi
Okay, maybe we’ll be part of journalism and the metaverse one. 

Yusuf Özhan
Yes, definitely. In a case where, you know, spatial bending is more efficient, we 
may be able to observe watching various things with the storytelling approaches, 
for example, a traffic accident, instead of being broadcast on the news. You know, 
you could immerse into that traffic accident through these technologies. And 
you could directly experience what went on there. At least, that is the discussion 
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for the near future. We don’t know it will be accepted. We don’t know if it will 
take place. But I mean, you know, the TV didn’t eliminate the football stadiums, 
did it? No. But at least in terms of communication, for example, we don’t use 
text messages the SMS services anymore; social media eliminated that. We still 
have the possibility; it’s still there. But we refrain from using it. I believe that in 
the next decade, we’ll also have some developments like this, and maybe with 
the speeding effect of Corona. I mean, remote working was a culture that was 
not accepted widely, but it had had to be adopted throughout this period. And 
the products that will be revealed in the next decade, I believe, will carry our 
world to a very different point. I mean, Jack Dorsey was trying to explain to the 
Congress that his platform does not pose any threats to democracy. When he was 
establishing it, he said he was creating for democracy. But he ended up having to 
explain that his platform was not damaging democracy. The way this last decade 
started and ended tells us how this decade may start an end. And we will try and 
discuss the matters further. 

Halil İbrahim İzgi
Thank you. So, Mr. Bora, especially in terms of public journalism, I mean, information 
is becoming polluted day by day. And all consumers, all data consumers, or story 
consumers are looking for one thing: The truth. And, of course, at that point, 
people turn to the public institutions for that. And that was the case across the 
world. And we had an experience similar to that in Türkiye as well. And suddenly, 
the news became part of social media. So, in terms of public broadcasting and 
journalism, creating reliability and not lagging behind this rapidly changing world 
and making sure that your content is also attractive. What do you do?

Bora Yıldırım
Let me start by saying I’m the oldest person on the panel here. I am a digital 
migrant. When I first started, I used to use a typewriter. We didn’t even have a 
computer. I went through these transformation processes, and the world changed 
so rapidly. And I guess I am quite ready to accept the next phase. I’m okay with 
that if its Metaverse, too, you know. It’s like, you know, signing a document without 
reading the user conditions. I’m ready. I started working on the public side four 
years ago, and I always was on the private side. I was at Al-Jazeera before TRT, 
and for some times, you know, I used to work at TRT World for a while. When you 
contact with foreign people as you are working there, and when you witness the 
way they do things, you realize that there are new methods as well as the other 
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mean conventionalists new media people and digitalists, exaggerate where we 
stand. I believe that everyone makes their place a little divine and indispensable. 
I’m not saying that to find a middle ground. I’ve never been a supporter of this, 
but I think that’s the truth. I think every content producer goes through a bit of 
conventional innovation. I believe that the priority of people with such a curiosity 
and problem should be traditional innovation. People performed the best example 
of the conventional in Göbeklitepe 12 thousand years ago. For this reason, there 
is hardly anyone who reads a printed newspaper today. I think it’s still imperative. 
I believe that 80% of the information shared by new media and digital is still in 
print and conventional. 

If I explain that map expression, let’s imagine a video frame in the back, for two 
minutes, you can share personally until 2:20 on Twitter, and you can share until 
9:59 from corporate accounts you know. Imagine in a video frame; this has never 
happened in human history; you can put together so much inventory material in 
one frame that this is the first time. Historical details about information, photos, 
extra memory, things that can happen in a single frame, graphics, infographics, 
audio, music, aesthetics, even ethics, it has to do with whether you blur an image 
or not; this is amazing, it didn’t exist 30 years ago, it didn’t exist even 20 years 
ago. Everything is in a single video frame; that’s why I’m using the map; that map 
is such a big map that it’s the first time its inventory has expanded this much, the 
first time it has grown this much. But whether we come from the conventional or 
define ourselves as digitalizes, we, content producers, digitalists, journalists; how 
aware are we of this, and how can we transform this awareness into something 
permanent? I think that the word permanent is a fundamental roof concept. This 
is controversial. Everyone will eventually make some definitions based on where 
they stand. Levent Erden wrote an article in Oksijen Gazetesi yesterday. It was an 
article on renewable energy. This renewable word is essential. After all, it was 
Robert Fulford, wasn’t it, Mr. Halil İbrahim? We talked about this for a while. He 
has a book on the story. For example, the origin of the concept of new journalism 
goes back to 1867. Then in the 1960s, it came into play again. When we use the 
concept of digital, I’m afraid I have to disagree with the opinion that the content 
we produce is digital journalism content; if we are not transferring something to 
that map from the printed matter that we call conventional, that is, from memory, 
how much journalism is the name of that thing, I think this is controversial. 

Halil İbrahim İzgi
We wish to add new concepts to our meaning map constantly. Dear Doğukan 
Gezer, when we say GZT, it is known as a brand born on the internet. There are 
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screen faces, of course, but as a brand, a character has been built, and the promise 
of news consumption content consumption has been presented. A new field has 
opened up for a new generation of journalists. As someone who manages GZT’s 
newsroom, how would you describe the new generation of journalists and their 
future? Which skills need to be developed more today and in the future?

Doğukan Gezer
Let me tell you about the story of GZT. And so that people know what it is about. 
It was established five years ago. It’s a digital media brand and referred, in some 
cases, different from other media organizations; we’re digital and not connected 
to previous media outlets. It was established within Albayrak. And we are part of 
this new media space. And when you say new media and GZT, I’d like to talk about 
the fact that we live in an entirely different world, which cannot be defined yet. 
For example, like Metaverse. People cannot explain it very well; five years ago, 
when we said new media and new media journalism, we couldn’t define it quite 
yet. That’s why there was an uncertainty, a gap in the world we’re coming from, 
which was also disadvantageous for us as a news outlet. Because of the new 
media, we didn’t have an editorial catering for this new media organization. We 
had to come up with it, make it up. But we didn’t have any legal basis, coming 
from real journalism and TV. That’s why we embarked on an exploratory process 

and what we saw was this process that we need to discuss 
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we engage with this new social media? And then we’ve seen that people look 
at their screens throughout the day or check their social media accounts. And if 
they were curious about a news, piece of news or specific content and faced with 
a brand or a genre, they felt pulled toward it because there were no precedent or 
previous examples from the media. And we talked about the videos and first it was 
more graphical. You have to invest more in the video. It’s a technical investment. 
When you see TV outlets, they have big buildings and antennae, but we wanted 
to reach out to many people 24/7. We wanted to access all people, and well, you 
can go online and look at your phone and have access to all those. Infographics 
are very helpful; because of the tech space news reporting, the interest in tech 
space reporting is going down. People watch more videos. Infographics they’re 
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Communication Center, and NATO similarly, and managing this information 
warfare is and especially in the non-West world, Russia and China’s impact on 
Eastern Europe are trying to be undermined through these activities. In Australia, 
for example, within the Ministry of Defense, there was a department like the 
Office of Information Division; I’m not sure whether this was the exact name. But 
basically, the main goal of this office was to prevent international information or 
information-related or cyber-attacks on Australia. And that’s their function, still. 

Information warfare is becoming visible in various formats, especially with 
social media platforms. And the fact that they are working without or beyond 
the bounds of any legislation. And then there’s also the radical right movements 
and xenophobia and terrorist organizations, which also find space for themselves 
on such platforms. And basically, they are acting free from any formal structure. 
And that’s what makes it more problematic. And the literature in this area on 
information warfare is moving forward quite vividly. And in the states, The Journal 
of democracy is used as a platform for these discussions. But basically, they aim 
to focus on Russia and China to fight against them through information warfare. 
And again, this literature is being followed quite actively in Türkiye as well. And 
awareness is being raised about this. And as was mentioned in this morning’s 
sessions, Türkiye is working towards establishing its cyber sovereignty. And, you 
know, as a state and as individuals, there are a lot of responsibilities. And Türkiye 
is working towards creating public awareness about this. So yes, it is a very vivid 
example. But, still, Türkiye, especially for the upcoming few years, Türkiye needs 
to focus on the digitalization of information warfare, and I believe it will be 
discussed much more over the years. Thank you. 

Assoc. Prof. Enes Bayraklı
Thank you very much, Professor; you created the conceptual framework for this 
issue. So, when we look at the recent discussions, we see the data that social 
media companies have collected. And through the use of AI, there is a lot of 
disinformation that is being created. And you touched upon this very well, as 
well. And this is becoming one of the greatest threats against democracy; for 
the future, I mean, it is turning into a power that manipulates the voters’ will. 
And I remember 1984, a novel by George Orwell, and it was seen as a dystopia 
back then, but in the past 30 years, it has almost turned into reality for all of us. 
So, I would like to pass the floor to Professor İsmail at this point. When we look 
at the recent discussions worldwide, are we going towards a digital dictatorship 
globally? What do you think about that?
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Assoc. Prof. İsmail Çağlar
Thank you very much. And I would like to thank everyone who organized this 
event and invited us here and, of course, the Directorate of Communications. 
Thank you, our dear audience, because if you weren’t listening to us, there would 
be no point in us speaking. So, I would like to thank you as well, specifically. Now 
the question directed by Professor Enes is things that are always on my mind. I 
mean, yes, we discuss these issues all the time. 

But before I came here, I was thinking about, you know, what my context should 
be, as I am trying to express my thoughts. And at the final stage, I was planning 
to tie my speech at that point, but you brought me to that point at the beginning 
of my speech. So, the answer to the question, I’ll put that out very clearly, and 
then I’ll elaborate more. Yes, we may go towards a digital dictatorship. But I don’t 
think that will be the case. I mean, let me put it more generally. The new media 
area, this ecosystem, since it was first introduced to our lives, it took a certain 
course, if it follows that same course, and together with the policymakers and 
the civil society representatives. Their actions, I mean, if they all continue their 
behavior the way they have until now, then yes, we will go towards a digital 
dictatorship. But I don’t think that will be the case. I believe there will be a 
change in approaches and policies. And we are seeing examples of this already. 
And I believe it will become dominant. These political changes and approaches 
will become the dominant paradigm in this area. And I believe that will be the 
way to stop this digital dictatorship. So that was my conclusion. But now I’ll go 
back and tell you about what made me reach this conclusion. 

So, I’m going to take you down a memory lane a little bit. But since we are talking 
about digital mediums, I’m not going to take you back too long. It will be about 
the past we have all witnessed. Now social media platforms create a space where 
public opinion is formed. So, there is a community that is there. And individuals, 
states, governments, or people like us in this area were all pleased about it when 
we formed this community. And basically, the common communication rules made 
us focus on one thing there; we saw that the communication there was interactive. 
And that is the term that is generally used for this, although I believe it’s not fulfilling 
anymore. But basically-- I’m not going to go into so much detail. But basically, it’s 
not like, you know, me speaking from stage and you listening to me, but it’s more 
like having an exchange of words of having a mutual conversation. So basically, 
new media platforms, people were turning into people who could speak, who were 
followed, and that was, you know, something very new in our lives. And we had started 
thinking about that phenomenon as something new. And it was a joyous occasion 
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How transparent the companies can be about the algorithms. What does the 
opening of social media companies when it comes to algorithms? Because 
many social media manipulation and a lack of prevention of social media of 
such manipulation were brought on the agenda, the social media apologized. 
“Sorry, we are carrying out an internal investigation about this issue. We will 
take some steps”, and that’s how it ended. But in three months, another finding 
came to the surface, a connection between Cambridge Analytica and Facebook, 
or what happened at Twitter during Election Day. 

Another discussion ensued, but this discussion was at the highest intellectual 
level. When did the public enter this sphere of a debate during COVID, because 
the election impacted society and the turnout rates at the ballots and the 
polarizing USA. Well, this discussion stopped somewhere. But during COVID, this 
disinformation on social media engaged the public more. During COVID, well, 
it directly impacted people’s lives, and some new media platforms engaged in 
speculations; they speculated if the virus exists or not, for example. Conspiracy 
theories ensued, and they would spread through social media “Shall we wear 
a mask or not?” And the debate around it. And then why did this crisis erupt? 
Who is responsible for this crisis? And then now, shall we vaccinate ourselves 
or not? So, this is the latest debate. And then, this vaccine-related information 
and conspiracy theory was spread on social media around it. Yes, it ensued in 
the acceptance that we have to do something about the internet, which closely 
affects American values. 

But now, it is even more touching people’s lives because we have to do something 
about the internet. After all, it may have serious results or impact on public 
health. So, this discussion started at the elite political level, and investigative 
journalists investigated it. But now that it changed its nature, the public is 
intervening. It’s part of the discussion, and this is one aspect of the latest 
disinformation both Facebook and Twitter, they’re issuing their transparency 
reports and the Congress. They have a committee on that, investigating it, and 
the CEOs of these companies are summoned to the US Congress for a hearing. 
So now they talk about public accountability, how being held accountable in 
front of the public. So, we don’t know where this discussion will lead us. And 
but in terms of transformation, what happened is, they talked about internet 
censorship. Obama was very sensitive about the internet during the Arab Spring 
and before the Arab Spring. 

He talked about internet regulation, and the matrix was a democratic demographic 
now. They are censoring their president, the US president, on Twitter or shutting 
down his accounts, which is significant. And we have been talking about this 
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disinformation; we have to touch upon two or three points to wrap up. Professor 
Yusuf will speak about the Türkiye specific circumstances. Still, we have to keep 
in mind several aspects about disinformation, which are, the first one is when 
we say-- This information warfare is not a new development. It started with 
the development of modern media, and I look at the last century in the 1920s, 
we’ve seen that we noticed that they touched the public as well. But since 
the onset of the Cold War era, as the USA established its intelligence units, 
they started launching disinformation campaigns. Then people found then the 
Soviet Union learned how to do it better. Since the 1970s, they started, they 

staged other operations in the 1950s. West Berlin was the 
headquarters or the hub of these campaigns. By the 1970s, 
with the active measures of the US, they played the game 
of the Soviets, and Soviets entered the game and started 
playing it better, let’s say. And this was a significant turning 
point in information warfare. It’s like an extension of other 
warfare, and the fight we were staging after nuclear warfare 
has been used as a propaganda tool, the atomic warfare, 
and part of it is communication, and we have to be better 

at it now. In the 90s, it was the post-Cold War era, and the USA was the winner. 
We discussed the one unipolar world. This discussion has ebbed, but now in the 
last 10-15 years, we have reintroduced disinformation into our lives. It’s slightly 
different. It’s different. But as we are talking about information warfare, we have 
to think about reviewing the literature of the last five or seven decades. There 
may be technical differences, yes, from time to time, masses may differ, but the 
methodologies and goals are the same. And yes, there’s a difference. But what 
is this difference? And especially in internet-based information warfare, a more 
professional group staged the information warfare; the intelligence organizations 
staged it. This was quite professional, and they prepared for many years. It’s not 
a single stroke; it was a continuous, systematic long-term warfare. Now this one 
is more flexible. It’s quicker, it happens faster, and it’s more reactive when we 
say more immediate, more reactive, like the 2016 elections in the US. He shared 
some manipulative tweets in the morning, and they said-- take ownership of the 
ballot box. Hillary Clinton is corrupt, and she will win due to corruption. Troll 
accounts spread this news, and once Trump won the war, won the election, the 
same troll account said, “There was corruption in the election. Trump should not 
have won; go to the street”. 

It shows the flexibility of information warfare. It’s not like the Cold War era. The 
methodology in the Cold War era was different than that. It’s based on trial and 
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arrived at this point where they may result in crisis, and everyone should assume 
their share of responsibility. This, whatever its name, the new digital order, and-- It 
requires collective action. If you’re going to ensure safety and order and prevent 
anarchy, it requires collaborative or concerted effort. Thank you very much.

Assoc. Prof. Enes Bayraklı
A concept called infodemic was introduced during the corona pandemic process. It’s 
an epidemic of fake news. There are many different concepts, such as misformation 
fake news. Now we move on to the last part, in all this fake news and an epidemic 
of disinformation, Assoc. Dr. Professor Yusuf Özkır will tell us Türkiye’s humanitarian 
diplomacy its effect on Türkiye’s image s a positive example.

As you know, Türkiye is one of the countries that donates the most humanitarian 
aid in proportion to its national income in the world. Sometimes it comes first. Of 
course, this has a severe effect outside of Türkiye. We will listen to the presentation 
on this subject from Professor Yusuf Özkır. 

Assoc. Dr. Yusuf Özkır
Thank you very much. I’m the last panelist of the day. And I’ll finish on a positive 
note. That’s a good thing being the previous speaker ending on a positive note. So 
let me, well, rearrange the microphone. First, I’d like to thank the organizers of the 
event, the Directorate of Communications. Thank you for staying here and being 
here at this late hour. Well, I’ll talk about something else. But well, you touched 
upon disinformation. The previous speakers mentioned and discussed it. If you 
let me, I’d like to make a transition from there. So, the most crucial thing about 
disinformation is who is creating the impact? Who is creating the content, and 
which rhetoric is used in the content? And which rhetoric makes it more impactful, 
let’s say? This has been investigated globally since the 1970s and debated a lot. 
In the 1970s, UNESCO held several meetings, which resulted in the MacBride 
reports, and they talked about the generation of content is unfair unjust. It happens 
from the West. It mainly flows from the West to the East, and there is a lack of 
balance. And unless there is balance and justice and equity in this process, the 
flow of communication will feed more inequalities inequities, and the hierarchy 
between the active generator and the passive receiver will widen. And there are 
many recommendations followed this report for many years. But now we have-- 
there is no tangible outcome at the end. So, we have to discuss disinformation 
also from this angle. We have multiple polarized worlds. In recent years, various 
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actors emerged. They have found ground for themselves. They tried to explain 
themselves by using their rhetoric, which resulted in mobility and dynamism. 
Anadolu Agency and TRT in Türkiye, they strived a lot. They spent efforts on these 
issues in recent years. While talking about information warfare and strategic 
communication, this is the panel’s heading; I will not take the disinformation 
angle. I’ll take the strategic communication angle in my presentation and talk 
about the positive image of Türkiye and how Türkiye is perceived positively 
through its aids, through its global international humanitarian aids. But before 
that, I had a presentation on that. Can you show it on screen? And the concept 
of strategic communication is frequently used. And for the youngsters, I prepared 
a framework and drew a framework covering the definition. 

Strategic communication management is done by an institution, a person, or 
organization to relay to communicate their mission, vision, and objectives. And 
they make use of all means available to them to share those. And Another concept 
used in connection with strategic communication is public diplomacy. And, well, 
these concepts are technically different from one another, but they use, nurture, 
feed each other, support each other, back each other up on many occasions in 
many spheres. So public diplomacy as a concept, well, when you look at it as a 
concept, public diplomacy, well, vis a vis the intellectuals, journalists of another 
society, a particular society or countries trying to spend efforts to be perceived in 
a specific way—but creating impact vis-a-vis another society or government. So, 
public diplomacy makes this in the long term, has a long-term perspective here. 
Accumulated impact theory can be mentioned here. The collected impact theory 
says that there is an order, but the impacts of some contents are not known; they 
accumulate over time, and the effect may ensue at some point in time, which 
needs to be measured. So, the effort of Türkiye’s humanitarian public diplomacy 
can be given as an example. So, what are the essential elements of a strategic 
communications plan? Message design is part of it. So regardless of what we’re 
doing as an institution or as a person, as an individual, or as a politician, or as 
a government, as a state, regardless of what we are doing, for sure, we need to 
have a plan telling us how to do it and work on the message that we need to 
communicate. And it is in a controlled process. 

The first component of strategic communication is message design. The second 
component is using the right platforms and media to communicate your message. 
Let’s say you prepare content or a message, and you’re going to provide aid or give 
a diplomatic statement. You have to use the suitable media or the right platform 
to do it. In this sense, for example, TRT news screens. Let’s say you will broadcast 
content, and if you use Erzurum radio to broadcast this news, it’s not rational. Or 
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during the Jamal Khashoggi murder, the Communication Directorate used a very 
successful tactic, which was debated a lot and came to the Khashoggi murder. I 
mean, the data that emerged, why were they shared with the international media 
and not with the local or Turkish media was the question then. A message with 
his criticizing the in a public opinion should be given there. But if there’s an 
international discussion, the data you collect there, and if you share it with the 
public or international public, it is wise to do. It’s strategic. Another element of 
strategic communication is timing. Well, let’s talk about TV ads and commercials. 
Let’s say a shampoo ad or commercial, a butter or margarine ad, a pajama ad, or 
a car commercial. They differ in terms of when you will broadcast those. I mean, 
you have to discuss when to broadcast these commercials. If you don’t count time 
well, all these ads and commercials, you may have trouble with the company that 
will advertise the product. So, the timing of the messages has to be accurate. It’s a 
classic example, but political parties use the primetime news to make statements 
so that people watch it more, more people tend it, get the message, and spread it 
to a broader audience. So, individually speaking, because we have knowledge on 
that, even if it is not dogma based when we are trying to send messages between 
9 pm to 10 pm because people have their hand cell phones in their hands, they 
had dinner, they had their cup of tea. So, they have more free time. So, timing is a 
crucial element component of strategic communication. A selection of the audience 
and analysis of the audience. This is important for media outlets, but the audience 
is essential. If your work doesn’t have an audience, it will probably fail. So, when 
it comes to strategic communication and as a state, as an institution, as a person, 
as an individual, you have to analyze your audience well; it’s the top three. 

Who is the audience of your communication? The audience is an essential 
component of strategic communication. This is fundamental knowledge. I wanted 
to show it to draw a framework and make an introduction to the subject. But 
let’s talk about an entire thesis, the actual issue. President Erdoğan in September 
delivered speeches at the United Nations meeting. “The world is bigger than 
five.” He used the slogan. This claim has many subcomponents, which can be 
discussed on various occasions and formats. But what I will touch upon here is 
Mr. President Erdoğan put an emphasis on the press geographies, and Türkiye 
is not only providing support militarily in terms of foreign policy but also in a 
humanitarian way. So, a country that gives goodness is a claim or its thesis in the 
global arena of Türkiye. And this conscientious based approach to good to be a 
good country; how does Türkiye realize that?

In recent years, when you look at Türkiye’s performance in that regard, which 
has been quite significant, the world also acknowledges it. And according to 
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global humanitarian reports, in the last five years, Türkiye has provided the most 
humanitarian aid. But before that, some codes support backing up Turkish citizens 
that I want to touch upon. But how does Türkiye do it? I mean, a country, despite 
going through challenging times itself, how can Türkiye take these vital steps 
and not give up on this? This is also related to Turkish society. It’s also associated 
with us. Türkiye has different structures constructs that feed us, nurture us, feed 
the politics of our country, the policy of our government, and the approach of 
Mr. Erdoğan. These are cultural codes that encourage us, and the politics of the 
present are pretty profound. To reach out to people in trouble; it’s a culture, and 
those who do good will find it pleasing. Multiply the good. That’s another saying. 
Or it is with the people who are in need. And that’s another saying. And let’s say 
a person is a shoeshine boy or when you talk to that person, that person helps 
other people, other children. Although they live in a dire situation or have financial 
constraints, they’re still investing in human capital. In the future of Türkiye, where 
they attach importance to helping others. And whoever meets the needs of people 
in need, Allah will help, side with those, and help those as well. That’s another 
saying. So, this plays a vital role in-- Well, being a friend in bad times, it’s crucial 
for Türkiye. And Türkiye’s approach to goodness, well, happens through, of course, 
aid and assistance, but the soft power of Türkiye it’s also supported by media 
outlets. The soft power of Türkiye spreads in 13 different languages on TRT and 
Anadolu Agency. So, it also creates a positive impact. Now, who is helping out 
with this aid? The Presidency, Ministry of Health, TİKA, Turkish Red Crescent, AFAD, 
Yunus Emre Institute, Presidency of Religious Affairs, the Directorate of Turkish 
Diaspora and Relative Communities. 

Let’s look at figures and global humanitarian aid reports for 2017-2018-2019, 
Türkiye has been the most generous country three years after the others, so in 
2015-2016 Türkiye was the second most generous country. And for the last five 
years, let’s look at the humanitarian aid provided by Türkiye. It amounts to 35 billion 
US dollars, which goes to various countries. So, let’s talk about the aid in COVID 19. 
Kılıç mentioned COVID 19 and in the spirit, in this era, which was a challenging 
time for the entire world. Türkiye underwent, experienced this challenge, and then 
helped close to 160 countries by sending them medical equipment, materials, 
and supplies. And the words from Rumi, “After hopelessness, there’s much hope. 
And light follows darkness.” So, these are famous words of Rumi that were written 
on the aid packages. And then which also had repercussions, it had a resounding 
effect on many countries. To have a long-term, permanent impact, you must have 
specific societal dynamics. A child in Italy, for example, talks about Türkiye sending 
medical equipment to Italy and making a video, creating content, and sending 
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what they thought about our target audience. We calculated what they knew 
about us. There was a large area that they did not know. It was also part of our 
identity. If something happens, if you shine a light on it, if every sector moves 
consistently with the same message, perception can change over time. It’s not 
easy, but it’s possible. 

Jaffar Hasnain
Todd Babiak is with us today. He is joining from Singapore, and there is also Aaron 
Maniam. My question to you, Aaron, how has your country, Singapore, used nation 
branding and positioning? Can you explain a little?

Aaron Maniam
First of all, I would like to emphasize Simon’s point. The best branding comes 
from good performance. Public diplomacy also comes from good politics. The best 
thing to do is always have a powerful and good story in the country and back it 
up with evidence. We have worked in three areas. One is to create an integrated 
system, a system that performs well. The second is the people’s competencies, 
the commitment to excellence, there are studies to be reliable, and the third 
is intangible elements. We call it the spirit of Singapore. Being multinational, 
bringing different ideas together, when you put them together, it’s a system, 
skills, and spirit. These three points support all of what we do in telling the story 
of Singapore. This applies to everything; whether we adopt digital technology 
or have a smart nation initiative, for example, it includes this. The Singapore 
education model is also in this context. Our performances in tests such as PISA 
and TEAMS, our foreign policies, domestic policy, sustainability, and reliability. 
Much depends on trust, skill, efficiency, and system. The things I mentioned are 
based on these three areas. 

Jaffar Hasnain
I want to give the floor to Todd. We live in a global village. Is social media usage 
on the rise? There is the emergence of new technologies with social media, and 
I think there are new methods for nation branding. What can you say when you 
compare these methods with traditional methods?
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Todd Babiak
Now it is much easier to spread a message. But randomness is the enemy of a 
good strategy. To reach people, especially using a single combined strategy, can 
make that nation special. When there are thousands of different voices, everyone 
builds their brand. When we think of many public departments, companies create 
their brands, a lot of business jargon and clichés are used. It can get tough to 
understand here, and we know that in Tasmania, it’s not for everyone. And to do 
this, first of all, social media and traditional media turmoil come before you. Indeed, 
it is difficult for you to break out of the clichés. The problem is getting bigger. 

Jaffar Hasnain
Simon. The argument is this. You said that the nation brand depends on the 
behaviors. Does that mean it also adheres to the policies?

Simon Anholt
It depends on it more than anything else. Of course, there are other items as well. 
Some behaviors have touched the culture for a long time, be it diaspora or think 
of celebrities or pop stars, think of footballers. All of these build up the image of 
a country over a long period, but it’s a prolonged process. We are talking about a 
phenomenon that has changed and developed over generations, over ten years. 
But politics is also highly essential. People with the most “brand power” in quotes 
come into play at this point. People are not very interested in the domestic politics 
of other countries. 80% of the world’s population does not look at international 
news. Countries that are very organized within their internal borders, countries 
that say they are, do not achieve great success. For example, consider someone 
living in Chile; he probably doesn’t care much if people living in Namibia have 
problems with corruption or education. So what does he care about? Namibia’s 
role in the international community, its relations with other countries, the things 
it does about the significant problems of our time. For example, the steps they 
take on climate change, their actions on inequality and poverty in the world, 
or their response to the pandemic. Ultimately, the nation brand does not mean 
countries that praise their existence and achievements. This will not achieve 
much success, but governments must do admirable things if they want to arouse 
admiration. They should take steps to earn people’s gratitude and appreciation 
in the international community. 
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Audience
I want to ask the following about nation branding; which one is more important; 
the technological development of a nation or a nation’s position and reputation 
in international relations? 

Simon Anholt
Technological developments of a country are not very important in general terms. 
Research shows that people may prefer technologically advanced countries, but 
this alone does not make them love a country more or less. The most important 
thing is this, which will be the subject of my speech after this panel. A country’s 
contribution to the international community, its perception. This may be a policy, 
probably already a policy in international relations. A nation’s level of technological 
development is an internal matter, and other countries don’t care too much about 
it. What they are interested in is the question of whether this country affects the 
world I live in. I hope I have made it clear. 

Jaffar Hasnain
You work for the Singapore Department of Information and Communications. 
My question will be, to what extent does the media affect the brand and image?

Aaron Maniam
This is an excellent question. We can agree on Constanza and Simon’s points so 
far in this panel. First of all, we will need a solid and full-blown policy. We can 
build marketing on it. We can nurture this with media campaigns and public 
relations actions, but our foundation must be rock-solid. Of course, the media 
will also be dependent on a specific basis. In other words, the media will market 
what a country offers. This is a slide where I show how permeable international 
and domestic communication is. See the second point here—a headline from the 
Guardian. Singapore is speeding up the Covid vaccination process by turning to 
a disco. Artists come in. The support of these artists took place both in the local 
media and attracted the attention of other international media organizations 
such as CNN and the Guardian. It wasn’t a message just to Singaporeans. We are 
talking about the early stages of the pandemic. It gave the message that there is 
a strong and well-founded health system. A message was sent to different people. 
We see this based on the vaccine and the pandemic, but it also shows that our 
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government is adopting innovative and experimental methods. I agree with Simon; 
we need a solid policy foundation. If your core policy is stable, public relations 
or marketing campaigns will help this process. We can also benefit from such 
spontaneous events, so for example, this was an effort that started domestically. 
Afterward, it echoed in the international community. It has benefited us as well. 
Why is that? Because there has been an awareness of what Singapore’s system, 
or at least the healthcare system, looks like. My second point is that you can 
also tell a story for specific industries and segments and reasonable marketing 
efforts. You may want to reach a particular audience. For example, it could be the 
business world, the culture industry, or sectors where security issues are discussed. 
You start with a general story that makes sense for the relevant industry, and 
you present evidence. Targeted approaches will be critical here. In other words, 
if you focus on these points first, you can then move on to marketing. Consider, 
for example, the Covid vaccines; we had no intention of marketing what we did 
with this vaccination campaign. Still, this campaign managed to attract attention 
in the international community because it had solid foundations. 

Jaffar Hasnain
So, first of all, a sound policy is indispensable. Aaron talked about domestic and 
international communication. So what’s the difference between these two, Todd?

Todd Babiak
I can say that we do not perform international communication at all. We have 
very little tourism campaign work. We focus entirely on Tasmania. We focus on 
telling the story of Tasmania and the university. We focus on telling our story 
about business, about tourism. Stories that are about ourselves, but we do not 
communicate internationally. I agree with Simon about this area where there is 
not much return on investment. However, there may be studies on journalists. For 
example, there was a structure based on 100% renewable energy in Tasmania 
when I came here. Renewable electricity, and they didn’t talk much about it. It 
was so embedded in the culture. They said it already expresses our identity. And 
then, we looked at Glasgow and developed a new project there. We’re making 
it carbon-neutral transportation soon, and we’ve built our transportation on 
renewable energy in a cyclical fashion in Tasmania. Such a small project increased 
the power to 200%, and a story that appealed to journalists was formed there. 
But here again, we used Tasmania’s identity and voice. Tasmania is in an isolated 
area but is associated with Australia, and Australia is said to be a bit behind in 
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Simon Anholt
Yes, but it requires more endurance, perseverance, and creativity. If such an image 
sticks to the rest of the world, such as the US portraying Iran as dangerous, it can 
be very difficult to change this. 

Jaffar Hasnain
I will ask a very important question. So if you’re branded as a hostile country by 
America or you’re labeled as such, there’s nothing you can do to improve your 
image, is that it?

Simon Anholt
No, I’m not saying that, but it takes a long time. 

Jaffar Hasnain
But you say it’s possible. 

Simon Anholt
Yes, it is possible. Especially since America is in a constant equation, of course, 
their credibility has decreased due to the Trump presidency; for this reason, its 
ability to negatively label other countries is somewhat reduced. For the countries 
that America has spoken badly of or wanted to mark badly in the past, people say, 
ah, I knew this country badly because America labeled it that way. Still, America 
itself has become a lousy country now. So people experience a change of mind 
at this point. 

Jaffar Hasnain
So, Constanza, what are your thoughts on the same issue?

Constanza Cea S. 
I agree; perceptions and images don’t change very quickly. Some time ago, 33 
young miners who had been buried for two months were unearthed; they had 
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been there for two months, which caught everyone’s attention. It was shared 
in every broadcast that this happened in the desert. No campaign could have 
achieved this access and did not change this perception. Or there was a social 
upheaval in a country like Chile two years ago, and no one expected it. We carried 
out a perception measurement regarding this. Few people knew this. Once you 
build an image and attach feelings to it, it’s tough to change it. When you want 
to change perceptions, you first need to work on those feelings. Another issue is, 
do you work with the truth? For example, there was a lot of tension; we created a 
website containing objective information. We made sure that people with doubts 
accessed official and reliable information there. This also reduced the uncertainty. 
Some initiatives help change perceptions, but the whole country needs to be 
involved. All citizens must believe this. It is also something that increases a 
country’s self-confidence as a counterparty. When the world appreciates you for 
something you do and sees something desirable, the country’s branding work 
impacts both the international audience and the country’s people. 

Jaffar Hasnaın
Well, we have a young audience here. I’m sure many or all of them use social 
media. Simon, what role does social media play in nation branding?

Simon Anholt
Yes, as I said before, it potentially provides free marketing. If your message is 
exciting, if it is of interest to people worldwide, it creates this effect. This is a 
massive revolution. It made the whole process, interestingly, fairer than before. 
Before social media, countries had to invest tens of thousands and thousands of 
resources into media investments. They had to invest money. Only visitor tourists 
knew of other countries. But when you do something extraordinary today, you 
have the potential to become famous worldwide. For example, you mentioned 
the rescue of miners in Chile. That example is genuinely remarkable. But you 
also said that it didn’t have much of an impact on Chile’s image. Because there is 
nothing that will have much effect on Chile. Yes, we saw the miners being rescued. 
It was a positive story. People want to hear good stories or good news. It wasn’t a 
topic very much related to Chile, so it’s not a culture that has anything to do with 
the country itself; it wouldn’t matter if it were in another country. If you want to 
change the image of a country, you have to change direction. You need to have a 
strategic vision of where the country is going, and people need to follow it for a 
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Tarek Cherkaoui
That was the great news actually. One question to you: How did people in Afyon 
welcome this idea or not?

Fadi Hilli
Everyone liked it, but they were shocked a little bit because the art in Afyon was 
a bit odd. Maybe history reminded them, but Ahmed Karahisari is a very important 
calligraphist and everyone knows him. So if you’re interested in calligraphy, you 
would know that person. So, one way or another, we were accepted. But I guess 
we were pretty courageous. The people in Afyon were surprised, but then they 
were rather welcoming. 

Tarek Cherkaoui
Now I’d like to turn back to Reem. Can you tell us about the dresses, the clothes 
themselves? How did you integrate Arabic design into your work, and how has 
your work been received in Türkiye, Antep, and the rest of the world?

Reem Masri
I believe in this very much. Some messages can come out during the war, and I 
believe in these messages. Poets write more poems; writers write more books; 
for example, those working for an association provide more humanitarian aid. 
As a designer, I thought my designs were more; I wanted my dresses to give 
a message. A month ago in Washington, I was in an event, again, a sentence 
was written on a dress, which said: “We left Aleppo at the corner of our hearts.” 
A film was screened in a festival, which talked about four successful women 
from Türkiye. It was a documentary, and people asked me in Washington, why 
did you write this sentence? And I said: “Well, I left Aleppo in five days. And I 
thought I was going to come back. But we left Aleppo without taking anything 
from us. Palestinian refugees, at least, took their keys when they left homes, 
but we could not take anything from Aleppo. So, millions of people left their 
country who thought they were going to come back in a couple of days, but 
they have been refugees in the other parts of the world for years.” And my 
mom before she fell a martyr, three days before she fell martyr, she sent me a 
sentence similar to this. My mom died under the bombardment of the brutal 
Syrian regime. And I received the death news of my mother in a foreign country. 
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I could not meet her; I could not hug her. And she fell a martyr like that. And I 
feel that as a huge wound. 

Tarek Cherkaoui
I’m sorry for your loss; this is a critical issue. Our success stories usually contain 
pain, difficulties, tears. My condolences to you. It’s a difficult situation. We’re all 
successful; you’re all very successful. I’ll go back to Mr. Besim now. You specialize in 
digital marketing and public relations; your company includes these topics. What 
have you done, what reactions have you received, and what have you learned from 
your experience in Türkiye? Can you compare Syria with Türkiye, for example?

Besim Hatipoğlu
It’s not comparable to these two countries because when I think of corruption, 
lying and theft, that’s what my Syrian country is, what Syria looks like. But 
in Türkiye, I see something different. After my research, I wanted to start my 
project, and I felt that it was easy to set up a business in Türkiye; it was not 
complicated. Again, there are so many supporting mechanisms organizations. I, 
as a refugee, have a temporary protection status. And I faced ease of work. Of 
course, bureaucracy exists; it slows things down in the country. Even though 
it makes decision-making quite a bit difficult, it’s better than having a corrupt 
regime. I wanted to, for example, I had to take a tax number, and at the tax office, 
they said: “You have a temporary refugee status, protection status, you need to 
go somewhere else.” So, I went to the migration office, I received a paper, and I 
said: “Well, here is, here is the paper, the document that shows you that I have a 
right to start a business here.” I said that to the Tax Office. So, that was how I did 
it. And I got my tax number. Laws exist in Türkiye. Bureaucracy exists here, but it 
does everywhere. But it’s not difficult; it’s not complicated. There are laws and 
all you have to abide by, and if you do, your work will be done. When I think of 
my work, we have e-Commerce and e-Marketing; we have e-Sales. So, this is very 
easy actually, because Türkiye is a very developed country. And on “turkiye.gov.tr” 
you can follow everything, apply to everything, and work smoothly. As long as you 
know the law, the state supports you anyway as long as you act by the law. Right 
now, the Turkish Government, like the Ministry of Trade, Ministry of Industry, Trade 
Chambers, supports us so much. And not only Syrians, please don’t misunderstand 
me. They support Turkish people out as well. I now have Turkish citizenship, and I 
believe that I have embellished; I ground my experience with my citizenship. But 
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companies. So, in a company, the most wisdom-bearing person, the wisest person, 
is the data person. And, of course, making sense of data becomes very cardinal. And 
you also have to take actions in real-time, and you also have to manage certain 
impediments in real-time; that’s why data people become the brain in a company. 

Sümeyye Ceylan
That’s something I’m curious about. So, you have big technology companies like 
Facebook, are they actively involved in supervision? Like, for example, they are 
collecting our data. 

Dr. Tayfun Çataltepe
As a result of digitalization, these kinds of big companies are the places where 
we submit ourselves in a certain way. So, they collect a lot of data about us, based 
on what they do. And these data are processed. That does come with a possibility 
of grading problems. Throughout history, when you think of how technology 
developed, technology led the way, and after that, regulations came. But today, the 
only difference is that these things are done fast. In the past, when technology 
changed, supervisory actions, regulations, and implementation all of that had 
ample time. But things changed so quickly, right now, where the danger lies. 

So, a technological revolution takes place quickly, and the necessary inspection 
capabilities are formed quite slowly. That would be meaningful only if they’re valid 
globally. So, naturally, the companies that you talk about become global before 
regulations, regulations come later, and they don’t turn global. So, for example, 
today, there is GDPR at the EU level, it’s a regulation related to personal data, and 
it took years to be enacted. I was involved in it as well. It took so many years. So, 
think of the level technology reached, and information about your actions and 
behaviors is collected somewhere. But rules as to how big companies can use that 
data came about throughout a considerable amount of time. So, that is about an 
EU-level development, and international acceptance takes an even longer time. 
But I can say one thing about recent developments, and this is something that 
everyone is familiar with. The global common understanding is also something 
that is underway. So, there is a search towards a worldwide experience; specific 
work is being done, and it is a problem. Yes. But when you work fast, I believe 
that it can be solved. The most important actors are different types of states 
across the globe. 
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Sümeyye Ceylan
Aslan, what would you like to say about that?

Aslan Doğan
Well, I would like to add one thing. So, when we think of conventional industries, 
conventional structures and nation-states, those huge bureaucracies, when we 
think of the agility, and the speed of technological companies, all of those big 
structures are lagging behind the agility and the speed of technology companies 
because when we think of the way it looks, we see how the inspecting bodies 
lack knowledge about the companies that they want to regulate. So, Cambridge 
Analytica comes up, and then we realize that certain things have been there, but 
we didn’t know. 

When you pre-regulate something, it is a massive punishment for innovation; 
it poses a considerable barrier. I believe that they need to have people that can 
understand the mindset of digital natives. They have to be agile; they have to 
follow the same logic, the nations have to follow that. I believe that it could lead 
to success. But at the end of the day, maybe what matters most is we’re talking 
data here. I’m just going to repeat what I have said; it comes with demand. So, 
it would help if you had individual awareness, and that awareness has to reach 
the top; only then will success come. Secondly, this advancement is civilizational. 
We should not ignore this. Sometimes we think of technology as dystopian, and 
we see it on the dystopian side. But obviously, there is a fact; bad news spreads 
six times faster than good news. Of course, we have algorithms and algorithms 
safe security with AI. What algorithms do, these are fundamental questions. So, 
for example, when you buy a drug, you see the contents and the specific potential 
effects it might have on your body. When you think of algorithms in the way 
they’re used and areas of their use, all of that should be clarified. People are 
afraid because they see a vagueness, see ambiguity in front of them, and don’t 
know how data is used. 

Sümeyye Ceylan
My last question is quite similar. So, we see data polls being more prominent and 
more significant every day. So, we have more powerful companies like Facebook, 
and what are the ways to solve problems between companies like Facebook and 
nation-states themselves?
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Ömer Kablan
And, David, of course, we hear this term often “fake news.” We listen to it on the 
news itself; we listen to politicians using this. We listen to people using it in day-
to-day conversation; it’s become quite widespread. Do you think the dissemination 
of fake news happened due to the way algorithms have been abused?

Assoc. Prof. David Carroll
I believe that the emergence of what we understand fake news to be in it is 
defined differently by whom you talk to. But algorithms and the incentives, which 
they perpetuate, undoubtedly contribute to this. That is the ability to customize 
micro-target content to people that only small segments of the population see 
and target those based on a response feedback loop to tailor messages to people 
that prove their receptivity to them. But there are also some sorts of financial 
incentives that you produce content that the algorithm optimizes for. And so 
false information and information that agitates our emotions perform better 
to our stimulus. And so, the algorithm rewards it through attention, but most 
importantly, money. And so, there are tremendous business models in producing, 
basically, information pollution at the minimum, that it is the most profitable 
way to make money on the internet is to create toxic garbage. And so, there 
are plenty of actors who are sort of non-political but have been able to exploit 
the system because it is highly lucrative to produce junk news on the internet. 
And companies like Facebook and Google allow monetization and targeting at 
scale. Some of the Facebook papers that Frances Haugen released show internal 
employees describing how the best way to use Facebook is to create a content 
click farm and be a troll. And Facebook algorithms advantage troll farms, and 
they know this internally. 

Ömer Kablan
So, personally speaking, I think we all feel this, but to bring this back to layman’s 
terms, for example, sometimes on Twitter or my Instagram, I get an ad about 
something I’ve been thinking about. Maybe it’s a holiday ad. If I’m thinking about 
buying a new table for my house, I get a table ad popping up there. And it speaks 
me out a little bit. Because I don’t remember searching for it, I sometimes feel like 
it’s reading my thoughts. And it follows me around from social media application 
to social media application. Should those types of things scare us?
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Assoc. Prof. David Carroll
This is wonderful. This is a part of the opening scenes of The Great Hack. So, 
thanks for the reference. The most beautiful, strange, bizarre conspiracy theory 
to me is the conspiracy theory that people think their microphone is listening to 
their conversations to target them for ads. But of course, that’s not happening, 
and there’s no need for that because the industry has collected enough data 
about us and is constantly doing so. It can target us for ads, and it seems like it 
is reading our minds. But it’s just the targeting being effective. It’s just the mass 
amounts of data being recombined, reattached to our identity, used in effective 
targeting schemes.

But most importantly, it’s showing us the affinity engine is working. There are 
other people who are like us, who are thinking like us, and who exhibit the same 
patterns as us. And we don’t like to admit that there are people just like us. We 
want to think that we’re unique individuals, and no one else can have our ideas. 
But when you’re a consumer, you’re just a segmentation. And unfortunately, lots 
of consumers behave the same way. And it’s easy to predict our behaviors. 

Ömer Kablan
David, can you briefly explain, you took Cambridge Analytica to court. What type 
of institution are they? And what were you asking for?

Assoc. Prof. David Carroll
They’re technically a defunct institution now that was able to use insolvency law 
in the UK and bankruptcy law in the United States to evade absolute accountability 
essentially because the Information Commissioner’s Office in the UK had jurisdiction 
over the company, being a UK entity that collected data and processed it in the 
United Kingdom in connection with the presidential election of 2016. And in so 
doing, it became a jurisdiction in the UK. So, the UK authorities investigated the 
data profiles of US voters in the most significant digital forensics investigation by a 
data protection regulator in history. And they did determine that the company, SEL 
group, which was an outgrowth of the UK defense industry, later got into political 
campaigning and was intentionally trying to modify information operations, 
techniques, and strategies for commercial and political activities. And in so doing, 
they violated UK Data Protection Act by unlawfully creating political profiles of 
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Americans without their knowledge or consent. But because they went out of 
business, nothing could be done. It could not be prosecuted in any meaningful 
way. Furthermore, the ICO could not cooperate with US authorities, namely the 
Senate Select Committee on Intelligence, the Federal Election Commission that 
we know of, and they were not able to share anything they discovered on the 
server seized under a criminal warrant. So, those investigations were inconclusive. 
They were not able to conclude as to the matter of Cambridge Analytica. They 
did not have cooperation from witnesses or the UK Government. 

Ömer Kablan
Okay. Now, speaking of Google and Facebook once more, do you think when the 
tech engineers are creating these algorithms, these patterns, are they aware 
precisely of the ramifications? Do they know exactly how those algorithms are 
going to react? Is that something precise?

Assoc. Prof. David Carroll
No, many algorithm designers do not precisely understand how they work and 
cannot explain the outputs. What’s interesting is that the human brain can think 
in three dimensions, maybe four, but no more than four. Computers can believe in 
any number of measurements required to solve a problem or develop a prediction 
or a model. And so, it defies our human ability to comprehend. And yet, they can 
arrive at the outputs that seem to make sense to us. They can draw pictures that 
we can recognize. They can make human faces that seem like they’re real. But 
they have arrived at these outputs in a manner that our brain cannot comprehend. 
And so, we need mechanisms and tools to translate it for our feeble brains. And 
so, this is an essential part of the transparency that we have a lot of work to do. 

Ömer Kablan
Now, in my circle, and then the generation after me, people, everywhere you go 
on the street, when you go to a touristic location, when you go to a restaurant, 
we’re all taking photos of our food, of monuments of ourselves, selfies, we’re 
exposing ourselves to the world. We’re leaving a digital footprint; we want to be 
seen voluntarily. So in the future, do you think there’ll be a lash back of this? Do 
you think it’ll hit back at us?
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Assoc. Prof. David Carroll
Well, I think the critical thing that I learned is to appreciate the fundamental 
difference between the approach of the European Union and the United States as 
to this question. The European Union believes fundamentally that this information 
still belongs to us, even though it’s out there. And then we still maintain rights to 
it. If it’s attached to our identity, it is an expression of our dignity. Therefore, we 
must exert control over it. Whereas in the United States, it’s a different philosophy. 
And it’s almost like, once you leave your home, all bets are off. It’s finders keepers, 
losers weepers. Once you put your data out there, you lose control of it. And I think 
that the European Union has a much more enlightened vision for this, that’s much 
more compatible with the 21st century and beyond. The United States’ philosophy 
of it is wholly outdated and dangerously so and is slowly being updated. We 
see a couple of states in the US passing laws. It’s starting to move in the other 
direction, namely California and Virginia, but maybe others. So, this is the main 
difference. European model, I think, would allow a more responsible way to share 
and put information out there, knowing that we still maintain its rights, even as 
it circulates. We can exert those rights as necessary. Some regimes allow us to do 
so and support us in so. So, that’s the balance between individual rights, liberty 
and dignity, the machine, the government, and the corporation. 

Ömer Kablan
David, can you explain big data and its relationship with algorithms?

Assoc. Prof. David Carroll
Big data are the data sets that algorithms use to create their models. So, to use the 
Cambridge Analytica story as a basis, the data sets included the voter registrations 
of every US voter, the data broker offerings available in the commercial market, 
from political and commercial to data brokers attached to the voter profile. And 
in their case, they also collected Facebook accounts of a subset of those, created 
a model, and then applied that to everyone else. And then that model allowed 
a prediction to be created of every US voter. So, every US voter had a sort of a 
dossier connected to them, including a personality profile of every single voter 
created from the model. So, the data set is the big data. It trains the model to 
make predictions, and then the model outputs predictions with various confidence 
levels associated with each prognosis. The quality of the confidence is based on 
the quality of the data and the algorithm’s quality. And indeed, we should even 
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have disclosure of those confidence values. That would be one of the things that 
I fought for, under the law and the law said I was entitled to. It just couldn’t get 
it disclosed. 

Ömer Kablan
David, something I’m also curious about, again, something personal, just trying to 
keep it more relatable to all of us, perhaps even if we’re not interested so much 
in technology. For example, when I get to the supermarket or when I go to buy a 
pair of jeans, we’re faced with the paradox of choice. There are so many options; 
maybe there are 15 pairs of jeans, 15 styles. I go to a supermarket, there are 
ten types of soup and ten types of pasta, and we’re confused. And we eventually 
choose one. Do you think that choice I’m making is my reaction to everything 
I’ve been exposed to, including our algorithms?

Assoc. Prof. David Carroll
Indeed, consumer choices are one of the primary behaviors that the entire system 
is trying to influence. It’s not necessarily a rational choice, either, that we make. 
We set up these loyalties based on many irrational qualities. And then, of course, 
many times in the store, we’re choosing amongst brands that all one company 
owns. So, the choice is an illusion for many different levels. 

Ömer Kablan
Now, this is a Strategic Communication Summit, David. So, when we talk about 
communication strategies, how do algorithms play a role? How important are they?

Assoc. Prof. David Carroll
Algorithms are being used in many different sectors for many other purposes 
and are open source and off the shelf. Anyone can use them and will increasingly 
be like just a screwdriver or a hammer, just an essential tool that is available, 
usable, general-purpose, and specialized. But the thing about algorithms is then 
they create behavioral incentives. People are not necessarily conscious of the 
incentives that algorithms impose upon us. Anyone who has used social media, 
with any degree of self-consciousness, can feel the emotional effects of the 
algorithms on you. You’ve ever had a tweet go viral; it bombards you with a 
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stimulus that can become addictive. And many people, I do believe, become sort 
of addicted to the feelings that the algorithms are imposing on them. And then, 
their behavior, consciously and subconsciously, adjusts to achieve the desired 
goals that the algorithm is optimizing for. And so, there’s a reason when you go 
on YouTube, and all of the YouTube thumbnail frames all look the same. They’re 
all at being optimized for the YouTube algorithm. And people are imitating each 
other, realizing that how you play the algorithm. So, when the Creator Economy 
starts to examine itself, it’s increasingly working for the algorithm. And we’re 
seeing scary stories of young creators experiencing burnout because they can’t 
keep up with the demands of the machine. The machine is putting unrealistic 
expectations on people. And it’s a wholly computerized labor market. So, it’s 
survival of the fittest to the extreme. 

Ömer Kablan
David, I have one last question for you. But before I get to that, I just want to 
look at the audience. So if there are any questions in the audience for David, I 
can take them up. We have one over here. 

The Audience
Mr. David. I wonder your talks on algorithmic literacy. Thank you

Assoc. Prof. David Carroll
Thank you. I think the first step towards literacy is transparency. So, the right 
of access. Can you request your data? The outputs, have they been explained 
adequately as legally mandated? Probably not. Can that be challenged and then 
an adequate answer delivered? If we get to that point, we could get to algorithmic 
literacy. We would have the tools to create such a thing. But I don’t know if we 
have even the tools to develop algorithmic literacy if we cannot get our data and 
get the explanations for the algorithmic processing associated with it. We have 
that; then maybe we can start to develop algorithmic literacy. 
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combining that with functionality is critical. And research needs to be focused 
on this area. So, I would like to wrap up and end our session. And I would like to 
leave the floor to Sidar for his final words. 

Sidar Gedik
Thank you, Yener. Now, I am a member of the Turkish Researchers’ Association. We 
are also representing global research companies operating in Türkiye, as well. 
And we are here as their representatives, as their executives. In our companies, 
probably all of our employees are Turkish citizens, I mean, those who work in 
our Türkiye offices. So, despite these companies being global companies, all of 
our employees who work in our local operations here are Turkish citizens. Now, 
why am I saying this? Our colleagues, working in our offices here, are not falling 
behind. Our colleagues working in our global offices may even be more qualified. 
This includes the countries that are referred to as developed countries. So, what 
is the sector’s situation in our country? In Türkiye, the research investment per 
person is 1. 1 dollar per year. And in Greece, this is 2. 1 dollar. Sorry, in Russia, it’s 
2. 1. And in Greece, it’s 5. 2 dollars. So, when we look at the countries that are 
referred to as more developed, England is $136 per person per year, and in the 
States, it is above $145 per person per year. 

Our country is a member of the G20. So, we are one of the top 20 economies 
in the world. But the research industry in Türkiye ranks 35th across the globe. 
Unfortunately, I must say. Several years ago, we were ranked 33rd. So, we did go 
down in the ranking a little bit. So, as researchers and as our association, and 
for all parts of the ecosystem in the research industry, we have a responsibility. 
First of all, we need to see research as an investment. And since the beginning 
of my speech today, I have been trying to say research investment rather than 
research expense. But unfortunately, in our country, research has still been deemed 
an expense. And I would like to invite all strategy makers to consider research 
activities as an investment and calculate the ROI on this research investment. 
Because both in terms of creating gains and preventing potential losses, research 
investment will have a very significant return on investment. This is what we 
promise you. This is what I’d like to say as I end my words. 

Assoc. Prof. Yener Girişken
Thank you very much, Sidar. I’ll pass it on to Didem. 
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Didem Şekerel Erdoğan
Thank you very much. I would like to focus on the future a little bit in my 
closing remarks. It is the era of making humans more connected with brands 
and technology. So, it is essential to become integrated with technology to put 
forward your brand promises. And we said foresight is significant, not just insight, 
but also foresight. So, it is expected from research to provide foresight about the 
future. And I believe this summit is a precious one, the International Strategic 
Communication Summit being organized in our country, in Türkiye, in our strong 
country. It’s essential. It is the first time it is being done in our country by our 
Directorate of Communications. And I think this is an excellent source of pride. And 
we have heard very valuable speeches since yesterday. And I would like to take 
this opportunity to thank our Directorate of Communications and the Presidency 
of the Republic of Türkiye, as well. 

Assoc. Prof. Yener Girişken
Thank you. And I would like to thank our participants for being here this morning 
and listening to us this morning. No, I would pass it on to you before I ended my 
words, of course. The floor is Hande’s. 

Hande Beceren
I want to thank everyone, both the organizers and the participants. I mean, we 
are all emphasizing the same thing repeatedly. But what I would like to say in 
my humble opinion as well, as someone who enjoys utilizing data and enjoys 
making decisions based on insights, I must say that there are so many things 
that we think we know which are false. And when we show the data, we face this 
all the time. We ask the marketers, for example, we ask them if they show men 
and women within the social stereotypes in their commercials. They say, “No, no, 
we have a contemporary demonstration of men and women.” But when we ask 
the consumers, they say, “No, we don’t think the men and women in commercials 
are in their contemporary forms.” So, there are so many things that we believe 
we know, but that is false. And finally, what I’d like to add is, in 2030, I mean, 
when we look at the next decade, research, data analysis, how should it evolve? 
All major companies need to give space by the table to their researchers, their 
insight professionals. They need to be by that table while decisions are being 
made. I think that’s important for the future of strategic planning. 
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a new era, both on the side of academia because when we are thinking about 
research, at the moment, we don’t have the tools to grasp this new reality out 
there. But also, on the side of the practice, because people we have educated and 
trained for strategic communication, they were all primarily text-based trained 
people. So, they have to operate now in this new, brave world, which will probably 
be great fun for the next century. Thank you. 

Assoc. Prof. Kılıç Buğra Kanat
You sounded so much matrix. I was expecting a red pill and a blue pill at the 
end. Go ahead, Derina. 

Dr. Derina Holtzhausen
I keep forgetting this, just about what you said about algorithms and the new ways 
of communicating. I think that’s one of our biggest challenges; it is bridging the 
gap between technology and practice. We are, as Dejan said, still practicing like 
it was the 20th century. The algorithm is an excellent example of how we have 
no control over communication. If we can’t sit at the table where the direction of 
algorithms is determined, then we’re not doing our job. We are leaving the writing 
of algorithms to people with the technological background who do not have 
an awareness of societal issues, who do not have an understanding of political 
systems, who do not have-- And they write those algorithms based on their 
stereotypes. So, those algorithms are often reported to exclude certain groups of 
people, and well, that is what algorithms do. They target particular groups used 
for segmentation, so it is the ideal tool to leave out certain population groups 
that are undesirable or not include them in your thinking even. So, we will have 
a massive gap in practice unless we understand how algorithms are written and 
how technology influences what we do. 

Assoc. Prof. Kılıç Buğra Kanat
Thank you, Derina. And I have a question then. When you talk about the impact 
of books and the internet, is it the same thing? Are we having a deja vu moment 
in our long history? When the Gutenberg Bible first came out, and the translation 
of the Bible to literal languages and when we go back and see similar debates 
about the clergy’s authority, it is shake. There is now diversification of knowledge, 
etc. Are we living a similar moment with the emergence of this digital age? And 
what would be the difference if you compare two of them?
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Dr. Dejan Verčič
There is a British sociologist Steve Fuller, who developed the notion of protoscience, 
which says the following: When Gutenberg came with the printing press, what was 
possible in continental Europe in particular, it was- that it became commercially 
viable to start translating the Bible into local languages, what on one side, enabled 
believers to see the holy word directly to read it directly. Because before that, 
they needed the Catholic Church. The priests had to translate from Latin what it 
says. Now they could read it directly. That led to Protestantism, the whole way of 
developing different versions of Protestantism, and basically to religious wars 
in Europe. That was one side. But on the political side, more important was that 
translation of the sacred book into local languages enabled the emergence of 
what we now understand as nations. Because those ethnic groups, which wrote 
their speeches at that time, were later able to form national communities, which 
were also produced through literature. That completely changed the perception 
of authority in religious matters, so to say, in religion. The same thing is now 
happening with political and scientific authority. Because there are people able 
to read for themselves directly what it says in the Bible, now people can read 
whatever they want on the internet. They have public access to knowledge. There 
is no knowledge practically outside of the internet, so to say. And that’s why 
everybody feels empowered to interpret what’s going on by themselves. 

If you want to understand what’s happening now with the corona pandemic, 
how people react to vaccination and other measures that have to be taken, and 
how much they believe authorities, look directly related to how they’re using 
the internet. So, yes, I think that’s why I’m saying the new era. This is the change 
we are only starting to see. I believe we are at the beginning of the significant 
change, not in the middle; we are really at the beginning. This will be of the 
same consequence, socially, as it was the invention of the printed press, then 
it took 100 years for Europe to feel this significant difference. Here, in 2100, 
we may understand what’s happening with our society. 

Assoc. Prof. Kılıç Buğra Kanat
Exactly. So, I think that there should be a need for social media literacy, maybe, in 
the future. Otherwise, with every headache you Google, if you try to think positively, 
you find the first thing that comes to Google is a brain tumor. So, if you try to 
search for everything on Google, you will lead to that anarchy of knowledge, the 
anarchy of information, and you would have a hard time to, maybe, distinguish 
what is scientific and what is not. 
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Dr. Dejan Verčič
Well, but it was the same when the books arrived. When Goethe wrote the Suffering 
of Werther (The Sorrows of Young Werther), there was a general moral panic that 
young guys would commit suicides on a higher note. Then in Victorian England, 
everybody was concerned now, young girls would be able to read all this filthy 
stuff, so, we have to make sure that books are not generally available and we 
have to make sure that they don’t understand how to read the books. A lot of our 
educational system is built around this idea. You cannot have the prohibitory 
rules as the Pope wanted to have the prohibited books, and we will keep those 
books out of the public view. But we have to make everybody go to school. So, 
we will make them inculturated in the right way. So, they will understand how 
to read books and know what books are correct and what is wrong. 

Assoc. Prof. Kılıç Buğra Kanat
Ana and one of the things that we have been talking about is strategic 
communication, but the assessment of it, measuring it, is a different thing. So, there 
were debates yesterday about measuring the success of strategic communication. 
And tell us a bit of that. 

Dr. Ana Tkalac Verčič
I want to move to the pragmatic part of the discussion a little bit more. I am also 
an academic, as all three of us. But I have been conducting a project for four years 
now to discover how strategic communication functions within organizations. 
So, it’s aimed at internal communications. And we wanted to see, and I think 
it’s important for this panel, how research is connected to being able to do it 
strategically. So, we went into organizations and wanted to see how internal 
communications operate. Is it on a tactical level? Or do they do any strategic 
stuff? Do they participate in the strategy of the organization?

In our project, we try to include all sizes of organizations. Still, more prominent 
organizations tend to have more extensive departments for internal communications, 
even though it does apply to small or medium-sized organizations. We found 
out that there is always a clash between human resources and corporate 
communications and strategic communications about who will lead the way 
in many different aspects of internal communication. I think this discussion on 
how digitalization changes this process is significant for internal communication. 
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Because it completely changed the landscape. I think that people in strategic 
communication should embrace research because this will be the tool to allow 
them to become strategic in what they do. And to take away, if I can put it that 
way, from human resources and maybe other departments, sort of some of the 
scope that we feel we need to control. I think that we are going to redefine 
how internal communication operates entirely. I mean, even this conference, in 
a sense, is a show of that. There is no more- the rules that used to exist don’t 
exist anymore. So, now, if it is within the scope of internal communications and 
strategic communications to deal with employer branding, engagement, and trust 
with change management, these are all the fields that I think should be under 
strategic communication. The only way to do it is to do research. 

Unfortunately, we also discovered that people who work in strategic communication 
don’t like to use research very much. They talk about it a lot. They say that it’s 
crucial. They occasionally read books on it, some of them have degrees that taught 
them some of that stuff, but they don’t use it as much as they say they use it. 

We need you, educated young people. We want people who are hungry, who want 
to work. We want to attract the best of them into our organization. But, even 
in strategic communication, people feel that to attract these people, having a 
good employer brand is more of a sort of improvisation than a strategy based on 
research. So, to do this research, I think that practitioners and academics should 
connect a little more. 

Practitioners should use tools that academics develop and offer through 
instruments, methodologies, approaches, and whole concepts. But also, academics 
should listen more to practitioners and create things that practitioners need. It 
seems that we’re not, at least in my experience, I come from a tiny country, so I 
wouldn’t dare say this is universally true, but I think that maybe some of these 
things probably exist everywhere. I believe that we in academia think everything 
we do is essential. But then, when we have to provide solutions in real life for 
strategic communications, we don’t necessarily always do that. So, I saw in practice 
how lack of research affects strategic communication, especially internally on a 
high level. And now, with the big jump in digitalized communication and the fact 
that we are all moving online, I think these tools are getting more complicated 
but even more critical. 

We need to understand how people communicate digitally. What changes? What 
affects us? We’ve seen an exciting thing in the project because we did half of it 
before the pandemic and half of it after the pandemic. So, we could compare what 
happened, and we saw that satisfaction with internal communication jumped. It 
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cannot influence the behavior or the attitudes of virtual employees, we will be in 
a great deal of trouble. So, that is another challenge that’s facing us. The tools are 
there; we know what a virtual organization is, we have researched that already. 
But interestingly enough, the people who were virtual workers were the managers 
and not the regular people whom you think would be the ideal solution. So, a 
critical component of what we need to study is the virtual employees, their effect 
on reputation, and the effect on corporate and organizational culture. 

Assoc. Prof. Kılıç Buğra Kanat
She talked about how the practice and academia are kind of- their relation in 
terms of strategic communication in organizations. And she gave an example about 
her own country, how about in the United States? Do you think there is enough 
interaction between academia and practice when it comes to the organization’s 
strategic communication?

Dr. Derina Holtzhausen
I do think that, in general, practitioners embrace academics and vice versa. 
There are organizations where the two groups meet each other and share their 
knowledge. I mean, 20 years ago, the concept of activism in public relations didn’t 
exist. Now they all practice activism. It comes from academics. Hopefully, this 
will carry over into practice. 

Assoc. Prof. Kılıç Buğra Kanat
Dejan, what’s your opinion about the interaction between academia and practice?

Dr. Dejan Verčič
Well, I think that both academia and practice at the moment are pretty conservative 
if you will look at the mainstream. A couple of months ago, I just saw an article 
published in public relations review, which analyzes 1000 employment ads for 
professional communicators. And out of that came the most sought-after proficiency 
in written communication. In this new reality, I think we have to develop four 
different sets of skills in our students who are entering the practice. And in practice, 
we have to be very attentive to these four types of skills. But I would say we have 
traditional communication skills, what we are teaching now in communication 
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schools. What’s coming up, and what we have already mentioned, is computer 
programming and understanding what’s going on on the internet. The third one, 
which is extremely important, is business so that we understand how we are using 
resources. Because only recently, communication has become so essential that 
serious amount of money is invested. Previously, it was peanuts. So, nobody cared 
how we spent that money. And the fourth one, which we are not considering enough, 
is arts artistic communication. Because a lot of communication is becoming visual 
these days, you are missing the whole point unless you understand the logic of the 
production of this visual communication. And let me give you a straightforward 
example: September 11. Traditional political and security sciences analyze it as 
a terrorist attack. But, from a communication point of view, we have to see that it 
was planned and executed as a visual performance.

Think about the pictures on the television. Those were planned pictures. The impact 
was so significant because it was a visual performance. And unless we understand 
this strength of visual performances, that new technology is enabling us, and it’s 
even going to go further from visible to experiential. Now with metaverse. And 
many wearable technologies we use now. Ana, do you have your Fitbit? She’s 
tracking everything she’s doing. If you want to ask her, “How do you sleep? How 
did you sleep last night?” She will watch her Fitbit and look at the Fitbit and the 
score of how well she slept.

Dr. Ana Tkalac Verčič
I look at the phone. I have to say, not at the Fitbit. It shows you’re not watching 
what I do. 

Dr. Derina Holtzhausen
I do, want to say now.

Assoc. Prof. Kılıç Buğra Kanat
Well, now, there is even an app that measures if you’re snoring or not. So, it can 
even give you that information. 

Dr. Derina Holtzhausen
In conclusion to what Dejan said, we are starting a bachelor’s BA degree in 
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the past to the present. On top of that, we move forward by overcoming obstacles. 
Our disabled artists find themselves on the screen in every way. So, we are indeed 
creating a mosaic. You can reach every segment with TRT 2 and the elements 
broadcast on TRT 2. How do we explain this situation? How do you choose?

Mehmet Emin Öztürk
TRT 2 is TRT’s culture-themed channel. At first, as you know, it is a channel 
established as Istanbul Television. Its code name is Istanbul. Over time, it turned 
into TRT 2. The word “Istanbul” is perhaps a situation that reveals its secret. 
Istanbul is a bridge for all of us, maybe for all civilizations and history. Therefore, 
TRT 2 is truly an extraordinary mosaic, like Istanbul in the middle of the east and 
west, where people from all walks of life and all kinds of art are present. Here I 
would like to talk a little about our central themes. What are we talking about 
on TRT 2? What are we doing? 

We have subheadings. We can talk about these as literature, history, cinema, 
philosophy, music, architecture, archeology, but there is an important point here. 
As a result of public broadcasting, we have some missions and a motto we set 
for ourselves while approaching these issues. We neither reject the traditional 
nor stick to the modern without question. We try to blend these two in one pot 
and unite the past with the present. Here, again, I can give an example from our 
movies. We show films from the beginning of cinema history, from the beginning 
of the 1900s, and we also show films released in the last few years. Therefore, 
we offer a broad spectrum to our audience. We offer a very different range, not 
only in terms of history but also geographically. 

Films produced in every country from South America to the Balkans, from the 
Middle East to the Far East, are on our screen. TRT co-productions should also be 
emphasized here. The extraordinarily successful films won by TRT co-productions 
abroad are also featured on TRT 2 screens. It should be emphasized that; maybe 
when we say east-west, we want to revive classical Turkish music, for example, 
classical western music concerts, operas, and ballets. The work we did on this in 
the first place; We have now broadcast these concerts from the archive prepared 
by the State Classical Turkish Music Choir for TRT in the 70s and 80s. And we 
will bring them to the screens in very modern venues and with complete re-
executions. We can also name this music, its primary name, Istanbul music, which 
is also included in the literature, classical Turkish music. Istanbul music has been 
still alive and will continue to live. Here, too, we are trying to strike a balance. I 
can say the same about the disabled people you mentioned. It’s a program called 
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“Silence” that we made with deaf artists. Here, we are guests at the workshops 
of these artists. We witness parts of their lives. Therefore, we emphasize to our 
audience that nothing is an obstacle to producing art, producing culture, and 
being a part of civilization. 

Nilgün Balkaç
First, you bring art together with art; then, you get it with the audience. It’s an 
essential element. Now let’s continue with another meeting. Bora Durmuşoğlu 
is also with us. TRT Kids Channel Coordinator. Mr. Bora, there is a story I want 
to share from my college years: There was a project called Sesame Street. They 
told us, “Here you can do translations and earn money” in that project. Of course, 
at that time, I started the translations of the Sesame Street program to begin 
broadcasting. Then they said there was another project. They told us, “Look; 
you are young people. Be with the children as their older sisters, as we hold a 
children’s festival on April 23”. Suddenly, a completely different picture was drawn 
on TRT. Of course, we did not understand what we were doing at that time. Then 
the truth came out, and we figured out how the kids met. Now you reach the 
younger generations in a very different way. Of course, you do this in a way that 
is far from advertising. After us, they will carry our Türkiye somewhere, bringing 
it to a point. How do you shape them? We listen to you. 

Mustafa Bora Durmuşoğlu 
Inevitably, everyone has a good memory of their childhood. Almost all of us 
have big and small memories of April 23rd, Sesame Street, the late Barış Manço 
and Adile Naşit. After TRT produced those children’s content and many more, 
TRT Kids was established in 2008. With the establishment of the TRT Kids, as 
our esteemed general manager has just started, a huge trust is entrusted to the 
channel. Türkiye’s children are being entrusted. This legacy is so precious; you 
know there is a child, a nephew, a grandchild, a sibling in every house. Somehow 
there is always a child. You have to produce and present content sensitively to 
a little child that everyone looks after. Of course, this creates serious pressure 
and responsibility on people. Two points stand out from then on. Love and trust. 
First of all, we try to win the love of children, but while gaining this love, that is, 
after we get them to choose us after taking the control in their hands, we also 
need to gain their trust as the children of their mothers, fathers, sisters, brothers, 
grandparents, aunts and uncles. After balancing these two, a beautiful picture 
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you can use your creativity. Consider that talent is about creativity, and that can 
create employment. According to 2020 TUIK data, It is seen that 602,704 people 
out of a total of 26. Eight million people employed, with 2.25%, are supported by 
advertising and media investment growth. I would like you to think about their 
families and their environment, so think about the benefits of this employment. As 
communicators, we always look at the content we are in when doing competitive 
analysis and strategies for brands. But of course, competition cannot be limited 
to Türkiye only. We look at the world. We will analyze the situation there. Now I 
will pass on the data about it to you. While the situation in Türkiye is like this, 
let’s see where we are in the world when talking about a sector with very high 
potential and growth trends. Among 38 countries with annual media investments 
of more than 1 billion dollars, Türkiye is the 31st market globally in terms of 
media investments. It is a pathetic figure for me, as a person doing this job, like 
everyone else in this hall, living in this country and planning their future. It hurts 
me because we do not deserve the 31st place as a country that is so ambitious, 
assertive, and acts without leaving unity and integrity even under the most 
difficult conditions. 

Türkiye’s share in the total advertising volume is only 0. 33%, which is almost 
nothing. This ratio is the lowest among the 38 largest markets. One of the most 
important issues in communication is to make comparisons so that you understand 
the seriousness of the situation more. Do you know what these numbers tell 
us? Countries with a less powerful population and economy are ahead of us. 
Therefore, when population and potential are essential data today, Türkiye does 
not deserve this situation. There is a way to achieve more here, and I repeat, there 
are teams that will evaluate this potential, working just for this. According to the 
result of the report here, there is a prediction that the potential can increase 2. 
5 times in the first years. In other words, we can increase an existing potential 
by 2. 5 times with certain small actions. I may have spoken on many platforms 
today, but this is how I evaluate this platform. First, a very global platform was 
created, and a very broad platform was provided for participation. That’s why 
support and incentives are important while I’m here. Especially when we look 
abroad, when we follow certain countries, life can be much easier if support and 
encouragement are given to this union, to the culture of working together. I want 
to propose here. Let’s connect the results of everything so that we don’t leave 
without explaining why we want the support and encouragement. We envision a 
roadmap as follows. You all know that there is a concept called 4P in marketing. 
Without 4P, nothing happens anyway. If one of them is missing, you are not doing 
the right marketing. The economy, the world, life, and technology have improved 
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a lot, but the 4P has not changed. It always revolves around it. With this report, 
we created a concept called 4İ. 4İ is already the result of the concepts that the 
report pointed to us. What are these İ’s? One is innovation, the other is exports, 
the other is employment, and the last is reputation. I will talk a little bit about 
these. What is innovation? Innovation is the structure that sits at the center of 
digital transformation today. But I don’t want you to take it that way. 

So, let’s say we made an innovation. There is, of course, a new element in it, but 
innovation is also a culture today. Countries that inject innovation into their culture 
can be successful, like India. Look, there are CEOs of Indian origin at the head of 
all the world’s giant companies today. They are very determined, work hard, and 
plan the competitive environment well. Therefore, it is a structure that created 
that culture in one way or another. Here, the culture of innovation contributes to 
communication, including the brands; If you have an innovative idea, it becomes 
a proposition worth advertising. In addition, innovation employs young people. 
It makes their voices heard. 

The most important issue for young people today is to make their voices heard, 
and innovation is not actually “Oh my God, I’ve done five, and I’m done.” maybe 
he will make 100 and be successful in one of them. In other words, it brings the 
culture of not giving up, standing behind it, and chasing it. This is what I mean 
by culture. Therefore, it is crucial that advertising communication and marketing 
communication be present and represented on every issue our government is 
talking about today. Their views are expressed here as well. As we all see, export 
is the most important thing we always talk about. If Türkiye were a hub, it could 
be a hub for anything. However, we think that we should not miss the opportunity 
of a communication hub. When we look at our geography today, Tunisia, South 
Africa, and Egypt have taken action on this issue. Neslihan said directly about the 
development of education systems in these countries. It draws a lot of attention. 
In other words, don’t we have more updated, more contemporary university 
structures? We have it, but they must continue with today’s current communication 
modules. The people coming from those old-fashioned universities have to be 
re-educated because they are not up to date. However, suppose systems that will 
create this actuality can be established within the education process, hand in 
hand, by including professional life. In that case, education life will be enjoyable 
and more meaningful. Their job opportunities will arise in the second or third 
year of education life as no one wants to miss the bright, ambitious students 
who stand behind their work. 

These people receive offers from both agencies and advertisers. I want to underline 
this point as well. So, we have solutions here too. Let’s move together. Education 
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work in terms of experience, not just narration. At this point, the future naturally 
continues to offer us new opportunities and possibilities. We’re talking about 
data-centric creativity, how story and content can tell, and machine learning. Here, 
digital experience processes are always in our lives. Now the topic of NFT, the 
issue of the metaverse, is fascinating. All of these constitute a tool for us to tell 
a better story. It diversifies our portfolio for the brand’s goals and audiences, and 
it’s an exciting process for storytelling. Developing and adapting to innovation 
is as valuable for brands as for individuals. Because as long as you make this 
adaptation, your story is more meaningful and more effective. I want to say that 
an idea does not necessarily have to include the latest technological innovation. 
If this idea can benefit the brand and its environment, maybe the individual, and 
if good technology allows it to be done, I think this is a nice balance and very 
valuable in terms of storytelling. I want to give a concise example regarding this.

Unfortunately, we were at home during the Turkish Airlines’ April 23 National 
Sovereignty and Children’s Day, during the fight against the pandemic. We all 
had to stay at home at a time when we would celebrate with a great enthusiasm 
with Turkish flags. We realized a particular flight when we thought about how we 
could turn this experience, the celebration experience, the pride and happiness 
of carrying this flag into an adventure. We collaborated with Flightradar on the 
digital platform. In this particular flight, we created a route to the very center 
of Türkiye that will form the world’s most enormous flag, and when this plane 
completed this route, a Crescent Moon appeared. On this flight, 195 thousand 
people became a part of that experience alive and carried that flag to the sky. 
This was the most followed flight on Flightradar worldwide and simultaneously 
the most significant flag work ever prepared globally. It is precious to live this 
experience and be a part of it. 

But is storytelling alone enough? I want to give some data on this. We all know 
about Wetransfer. It is one of the platforms we use to transfer this industry, 
especially data sharing. A survey was conducted with 10 thousand people, and 
this research is mainly within the scope of brand and agency employees. Today’s 
definition of good work, when we say good job, reliable, respected definitions are 
above the award-winning, unconventional definitions. Now, when we look at the Z 
generation perspective, the same research says: While the Z generation’s support 
and participation rate on social responsibility and sustainable future issues is 58%, 
75% of the participants expect brands to be more determined this issue. They want 
to hear brands lead or have tangible contributions as platforms. There is data to 
support this; in research conducted by the International Advertisers Association, 
there is data on brand collaborations of brand representatives worldwide. 85% say 
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that brand collaborations should offer an innovative approach for a sustainable 
future. This is so precious. Now we have to tell not only a story but also offer a 
contribution and a benefit. So, now we need to take the power of the story with us 
and focus more on what we can do together as all creative industry stakeholders 
for the society, the environment, the individual, and a sustainable future. We can 
start this process by allocating time for this plan in the agenda of each of us. 
Finally, I have always tried to tell this journey in the center of the power of the 
story. We also talked about its importance for brands, but there is perhaps one last 
thing we forgot. The people we work with. And whatever this future may be, its 
impact is always precious. Every good story, content, movie has a credits section 
at the end, and that credits section starts with the story’s heroes first. We can 
talk about these stories here today and share them on this platform, thanks to 
the talented and good people I work with. While everyone else is here, we have 
friends from our team here; I would like to thank the entire advertising team for 
accompanying them on this journey and adding value. 

Burcu Özdemir
You’re welcome. We thank you for giving us the opportunity. We also did some 
delightful things together. I hope we will do more. We would love to do good 
works like this that are more innovative and have a story to talk about. As you 
said, the interaction of people in this creative industry is also significant and will 
become even more critical. Here, too, I would like to direct our last question to 
İlkay. When it comes to these industries, many talents work together. In fact, besides 
being the quality director, you are also the creative director of a magazine at 212 
Magazine. How will this interdisciplinary transition be? Why did you start doing 
that job, and do you think this interaction will increase in the coming period?

İlkay Gürpınar
Yes, 212 magazine is a culture and art magazine that is published every six 
months all over the world. It has been influential in choosing this profession, 
namely creativity, a field that does not have patterns. I don’t think any of us 
should stereotype ourselves. Here I am a copywriter; there is no such thing as 
a copywriter. But, of course, I strongly believe in specializing in certain subjects; 
you cannot make this interdisciplinary transition without knowing anything. It is 
necessary to reach a certain level of knowledge, culture, and enthusiasm. But after 
achieving it, we can all make specific transitions in every field. That’s photography, 
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logistics supply chain. Well, dear Özlem, this question will be for you again. As 
human resources, are we prepared for these radical changes? Or how do we 
educate people about these changing needs? While creating corporate culture, are 
the employees as loyal as before in this process? Or we hear that there is a very 
high tendency of going to those who pay more. What would you say about this?

Özlem Ergazi
You are right. Because after this pandemic, there is a trend called the grand 
resignation not only in Türkiye but also in the world. In other words, people have a 
solemn resignation and turnover process in return for their efforts. We see turnover, 
which we have not seen in our lives, especially after the pandemic. There are, of 
course, several factors that trigger this. One has to do with cultural affiliation. 
As Inanc has just mentioned, working remotely stems from the difficulties that 
come with the sense of belonging, which you learned from the person next to 
you, or from a commitment you learned from speaking at the meeting. Secondly, 
the clocks got very mixed up. And especially on the digital side, there are almost 
15-16 hours of work per day. Third, the human resource in the industry is limited. 
Both İnanç and Nüzhet will confirm this.

Human resources are limited regarding people from below and young people who 
need to be brought up with new technologies. In other words, it is not a sector 
in high demand. I also work at the Advertising Foundation. I am on the board 
of directors. While advertising and communication were among the preferred 
professions in the top 10 years ago, it has fallen to 42nd today. Therefore, we are 
at a point that has reached the end of very rapid consumption, a little more than 
a consultancy and a service sector. So, it is essential to raise human resources 
from the bottom. The pandemic also brings opportunities because the sector is an 
Istanbul-based sector; however, together with the principle of working remotely, 
with the technology infrastructure of the business, technological changes, and 
the penetration of technology into the media. We have started to open up to 
employment sources that can work in the sector based in Istanbul and from 
various regions of Türkiye, which we call onsite, from where they live, in a way 
called anywhere. We could have done this last year, but we kept turning around 
the prospect of being back in the office or going to the office and we were going; 
this was extended, and it was seen that it became irreversible at a certain point.

For this reason, the advertising and communication sector is at a point where other 
cities in Türkiye are also open to employment. This brings other opportunities as 
well. It can only be of different towns in Türkiye means that communication with 

After this pandemic, 
there is a trend called 
the grand resignation 

in Türkiye but also 
in the world. In other 
words, people have 

a solemn resignation 
and turnover process 

in return for their 
efforts.
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some countries abroad can also be made from Türkiye. At this point, it is seen 
that Türkiye also has an opportunity for offshoring since its human resources 
are relatively more economical than Europe and the rest of the world. But there 
are obstacles here.

For one thing, we are experiencing a significant barrier to English. The reason 
is that both those in the industry and university graduates in Türkiye do not 
have a certain level of English. Therefore, if we can turn this barrier into an 
opportunity at a certain point, I can say that we have a great potential both in 
terms of employment that may be created from other cities and at the same time 
in terms of serving abroad. But beyond its purpose, it is helpful for providing 
reliable verification at the point of sale in the design of such a tool with delivery 
from a company type; the presence of swift job changes, freelance work, and 
self-employment in the new generation is accurate.Education is a significant 
factor here because the industry is high-speed. There is something new coming 
out every day; you need to read it and keep it updated.

For this reason, we were very serious about training in our organization in the last 
year. We have added fast-tracking and hands-on keyboard training to our lives 
with a small and global movement. Education-related training from an institution 
that has been thought out of education, too. It wants to do something about 
this kind of thing from something that came from the earth. Because the thing 
that keeps our sector or alive is people, when you remove people, the machines 
already do everything

Ömer Erdem
Dear Nüzhet and İnanç, do you have anything to add regarding this issue? We 
may have listeners among us who are probably in the career planning phase 
regarding human resources. What would you recommend to them? Because there 
is a severe gap with it. Yes, on the one hand, unemployment is talked about a lot, 
but on the other hand, there is an earnest search for qualified jobs on your side. 

Nüzhet Algüneş
First of all, I have some straightforward advice for friends who have just graduated 
or are about to be. They can come to our industry. Probably the fastest growing 
and transforming industries in Türkiye and even in the world are the industries 
related to advertising and marketing. We have a severe human resource shortage 
here. By the way, you have a strong chance no matter which department you 
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graduate from. Because as long as you have a command of what we can call 
basic mathematics or basic operations, and most importantly, as long as you are 
willing and ambitious, you can progress in your career much faster than your 
other same-level friends. It is also fun industry. 

Ömer Erdem
İnanç, do you have anything to add to this subject?

İnanç Dedebaş
Although we fully agree, it is a very current industry and marketing communication, 
which is much more dynamic, changing much faster, transforming much quicker 
than many other industries, becoming more fragmented, more divided, and 
needs new expertise. We are talking about an industry whose ecosystem touches 
almost every technology and digital marketing side. Therefore, we are talking 
about a young industry by nature. We can estimate that in the next 5-10 years 
in this industry, the lack of human resources we are experiencing will continue. 
It is necessary to increase one or two gears in cooperation with academics and 
universities methodically and systematically. This is very clear. I suggest it to 
the end to practically almost everyone I meet and talk to on this subject if they 
don’t have much idea about what to do in the future and have a slight interest 
in, a little passion and talent for marketing, advertising, and communication. 
Because I have seen and witnessed that you have opened a field at home and 
abroad where you can grow very steadily, and we see this more and more every 
day. Let me give a minimal example, as it is a talent-based industry. A large part 
of the income earned in consultancy companies goes to the employees and 
talents. The most significant capital, I just said, is human resources. Still, more 
importantly, you don’t have to dedicate your life to a single product for a single 
brand in this dynamic industry. It is so lively and vibrant. I have always enjoyed 
being in it for years. 

Ömer Erdem
Again, it is a technology-related subject. I want to continue with Nüzhet. Consumer 
movements and their data tracking are now much more accessible. What we call 
the consumer journey is the movements we make in the consumption journey, 
the sites we visit, the credit card or cash movements we make at the shopping 
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point, the gas station, etc. A lot of data is collected everywhere. However, there 
has been a significant data silo with this data. Can the concept we call big data 
be used efficiently by your brands or your business? We collect them, but we also 
have a data waste with them. And can we use this data effectively? What would 
you say about these issues?

Nüzhet Algüneş
First of all, there is such a thing; we love certain words. Earlier, we entered a 
significant mobile era with the arrival of 3G in 2008-2009. In such panels, we 
talked over and over about how important mobile is and how mobile is essential.
How much did we fill? This is negotiable. Something like this happened in the 
data and big data too. I have a lot of efficiencies, but our data is of better quality 
than yours, but our friends collect much better data; we use it while collecting and 
stuff. There are even occasional data management platforms. What is your brand 
that we call DNP? Here’s our brand; it has this and that; these were discussed. We 
couldn’t give more information about it. This metaverse and blockchain topics 
that I said at the beginning are cool because when we use them in a sentence, 
it sounds perfect, but let me be clear. First, data or the data word is nothing new 
in marketing. As you know, watching television at home is being reported on a 
daily basis as the daily television consumption movement by a panel representing 
Türkiye at a certain rate. We receive and use this data. But we use it heavily. In 
other words, a group of people is consuming televisions at the moment, the 
data of this will be in the hands of your friends at the company tomorrow. After 
that, they will process it; maybe they will take the precaution in the evening 
the next day. We are talking about a 24-hour cycle. We always had data at hand. 
We have always used data with projections. So there is an audience; we have 
said we will project Türkiye here. We used it in slightly slower and longer loops. 
What did we do? We’ve finished three months; let’s go down to the field and see 
our brand’s status after three months. That’s what the research firm has always 
been told. When do we go to the field? Here we go down the field next week. 
When will you prepare the report on this? We are ready now. Let’s all gather in a 
hall. After collecting, analyses come out; it is said to be like this, but be careful. 
Now they are looking at marketing agencies like our research agency said, pay 
attention to the following points, as our research company said. He said that 
we need to pay attention to the following points: a quarter of what you did in 
February, you went on the field in April, and we are in the middle of May. But 
yes, let’s be careful, let’s be careful. That’s how everybody tells each other. But 
with technology, life has accelerated so much that I have colleagues whom I call 
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people wrapped in servers. Let me tell you one of the most recent examples. 
Hepsiburada. For example, one of our customers. We program so dynamically 
that when we broadcast the TV spot, on the other hand, they see the performance 
on the server, they give feedback, and we update the next plan immediately. 
Because that’s where the business goes. As I mentioned blocks, the first block 
was more access-oriented. In the second focus, we explored interaction with 

our target audience. In the third block, we are heading 
towards the virtual economies circuit. Media reach is 
no longer on the edge of media planning. There is no 
influencer marketing at the end of media planning. 
These are already highly formulated. At the end of it, 
there are now virtual economies. While internet usage 
in Türkiye has reached 90%, we don’t have the luxury 

to talk about media planning anymore, while half of this is online shopping. I 
already connect it to big data from there. There was something beautiful in the 
previous presentation; It’s not gasoline. Its life is water. But water also has the 
quality and how we use water is important, where you use it is important. Even if 
we use it in humus soil, we have the opportunity to get a severe yield in a proper 
place. That’s why data glue speed is increasing if you are aware. Just like that in 
Turkish, our lives are accelerating with the help of technology. Then this takes 
us to a place related to organizational and business culture, the big data issue. 
If life is accelerating, if it creates situations where we need to take immediate 
action instead of much longer cycles and make better decisions faster, this is a 
managerial issue. It’s a human resource issue and a system-related issue. 

I can tell you, can you do better in 30 seconds tomorrow what you do in five 
minutes at your job today? This is the point that big data gives and will give 
us. Speeding up and maybe getting us from regular gasoline to jet fuel. And to 
further increase its return to our business. We also need good human resources 
for this. I want to connect to the previous side as well. Especially in our country, 
there are critical gaps in data awareness. We can define it as three block sides; 
There is a serious lack of human resources in these three fields, which they call 
data engineering, data analysis, and data synthesis. There’s no point in having 
data. There is so much data you wouldn’t believe. Data flows from everywhere. 
What matters is how we use that data, how we can plan better, and how we can 
bring it back to our trade more quickly. There is a need for cultural change in 
companies regarding the use of data. When we watch it, statistics that we call very 
good are of no value to us. This cultural change should not be exaggerated. Look, 
many companies have been overwhelmed with issues such as data management 

I can tell you, can you do better in 
30 seconds tomorrow what you do 

in five minutes at your job today? 
This is the point that big data gives 

and will give us.
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platforms and big data from this DMP. The most important problem in this matter 
is from the outside, so don’t get me wrong, it’s not in the sense of defamation; it 
can be a consultant, another company, or anywhere. In the consultancy received on 
this subject, companies were overwhelmed with very high theory, and they could 
not cope with that high theory and become very unwieldy. I recommend starting 
the change with simple steps. Small, dynamic, and thus big data cultural change 
and how this data will be used will motivate the masses with straightforward 
steps. And as the masses are motivated, they will press the button for change 
�D�J�D�L�Q�����6�R���Z�H���K�D�Y�H���J�U�H�D�W���S�R�W�H�Q�W�L�D�O���D�K�H�D�G���R�I���X�V�����:�H���L�Q�Y�L�W�H���\�R�X���W�R���Z�R�U�N���L�Q���W�K�L�V���É�H�O�G��
as well. But please, let’s not get stuck with cliché words. 

Ömer Erdem

I want to ask another related question, Nüzhet. Now, while there is such a data-
centric, technology-oriented world, a panel of 3-to 4 thousand people is still used 
in television measurement systems. Isn’t this a regulation issue as well? In other 
words, we are trying to plan advertising media expenditures based on what 4 
thousand people do while we have the data of millions. Do we use it this way, 
or is there another method in our lives?

�1�¾�]�K�H�W���$�O�J�¾�Q�H�


Let me answer from technology again. You know that chip crises are famous. I’ll 
begin from there. For example, you see the size of the chips; it’s about how many 
chips you can put on that area. You are not using the highest technology in your 

�D�X�W�R�����,�Q���R�W�K�H�U���Z�R�U�G�V�����D���������������Q�D�Q�R�P�H�W�H�U���F�K�L�S���Z�R�U�N�V���É�Q�H����
but when you enter a very high-tech place, there is a war 
between TMC and Intel. They work with three nanometers 
�E�H�F�D�X�V�H�� �\�R�X�� �K�D�Y�H�� �W�R�� �É�W�� �W�K�H�� �P�D�[�L�P�X�P���� �7�K�H�� �V�X�E�M�H�F�W�� �R�I��
television is such a massive subject that television is so 
powerful, as we have been counting block by block, there 

is currently no medium with greater power over large audiences. The data from 
Peoplemeter is a tool to determine the exchange rate between the media, agency, 
and advertiser so that we can agree with each other. How do we know this?

“This panel is too narrow,” they said in ancient times. So this panel has been 
expanded. Other panels were also installed. Conclusion; the rating of a program 
increased from 8. 1 to 8. 2. But the cost in between was maybe $5 million. The 
industry said, “No need.” Because it runs on regular gasoline, it’s there to create 
�P�D�V�V���L�P�S�D�F�W�����<�R�X���F�D�Q���P�D�N�H���D���V�L�J�Q�L�É�F�D�Q�W���L�P�S�D�F�W���L�Q���D���V�K�R�U�W���W�L�P�H���Z�L�W�K���W�H�O�H�Y�L�V�L�R�Q����

You can create a significant 
impact in a short time with 

television. But if I want to go to a 
specific segment, high octane 

data is essential to me.
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�%�X�W���L�I���,���Z�D�Q�W���W�R���J�R���W�R���D���V�S�H�F�L�É�F���V�H�J�P�H�Q�W�����,���F�D�Q���S�D�U�V�H���W�K�D�W���V�H�J�P�H�Q�W���Y�H�U�\���Z�H�O�O�����D�Q�G��
high octane data is of great importance to me if I need to convey my message and 
interact and even return it to the trading network. So it’s about where and how 
�Z�H���X�V�H���W�K�H���G�D�W�D�����:�H� �O�O���P�D�N�H���W�K�H���7�9���I�R�U�������������������,�W���Z�L�O�O���Q�R�W���F�K�D�Q�J�H�����:�K�H�Q���Z�H���O�R�R�N���D�W��
the science of statistics, so right now, the optimum panel and the optimum thing, 
�D�V���D���P�H�W�K�R�G�R�O�R�J�\�����\�H�V�����6�R���Z�H� �U�H���Q�R�W���W�D�O�N�L�Q�J���D�E�R�X�W���P�D�V�V�L�Y�H���W�H�F�K�Q�R�O�R�J�\�����:�K�H�U�H���Z�L�O�O��
�L�W���H�Y�R�O�Y�H�"���:�K�H�Q���W�K�H���V�\�V�W�H�P�V���Z�H���F�D�O�O���1�H�W�Ê�L�[���R�U���R�W�K�H�U���S�O�D�W�I�R�U�P�V���F�R�P�H���L�Q�W�R���S�O�D�\��
more, when the consumer switches to there, and when we start watching our 
regular television online, it seems that we will, of course, be switching to a bit 
higher octane data since we can get more real-time data and real-time response. 

Ömer Erdem

�,���Z�D�Q�W���W�R���G�L�U�H�F�W���P�\���O�D�V�W���T�X�H�V�W�L�R�Q���W�R��İ�Q�D�Q�©�����7�K�L�V���Z�L�O�O���E�H���D���T�X�H�V�W�L�R�Q���D�E�R�X�W���W�K�H���I�X�W�X�U�H����
�<�R�X�� �U�H�S�U�H�V�H�Q�W���V�S�H�F�L�É�F�� �J�O�R�E�D�O�� �V�W�U�X�F�W�X�U�H�V�� �L�Q�� �E�U�D�Q�G�� �D�J�H�Q�F�\�� �P�H�G�L�D�� �U�H�O�D�W�L�R�Q�V���� �D�Q�G��
�K�R�Z���P�X�F�K���G�R���L�Q�W�H�U�Q�D�W�L�R�Q�D�O���V�W�U�X�F�W�X�U�H�V���E�H�Q�H�É�W���I�U�R�P���X�V�"���,�Q���R�W�K�H�U���Z�R�U�G�V�����Z�H�����D�V���D��
country, are solid in terms of human resources and talented human resources in 
the country. This is now known. In the past, advertisements came from abroad 
and were adapted to Türkiye. But right now, we can develop many innovative 
applications, both creatively and technologically, in our own country with our 
�P�H�D�Q�V�����:�K�L�O�H���O�R�F�D�O���V�W�U�X�F�W�X�U�H�V���D�U�H���F�D�S�D�E�O�H���R�I���G�R�L�Q�J���Z�R�U�N���R�Q���D���Z�R�U�O�G���V�F�D�O�H�����F�D�Q��
we produce projects for other countries, or will we be able to make them in the 
�Q�H�D�U���S�D�V�W�����W�K�H���I�X�W�X�U�H�"���:�L�O�O���V�H�F�W�R�U�D�O���V�H�U�Y�L�F�H���G�H�F�U�H�D�V�H���H�[�S�R�U�W�V�"

�è�Q�D�Q�©���'�H�G�H�E�D�


�)�L�U�V�W���R�I���D�O�O�����W�K�H���É�U�V�W���W�K�L�Q�J���\�R�X���D�V�N���L�V�����Z�K�H�U�H���L�V���W�K�H���U�H�O�D�W�L�R�Q�V�K�L�S���E�H�W�Z�H�H�Q���W�K�H���P�R�G�H�O��
�D�G�Y�H�U�W�L�V�L�Q�J���D�J�H�Q�F�\�����W�K�H���P�H�G�L�D�����R�U���W�K�H���E�U�D�Q�G���D�J�H�Q�F�\���D�Q�G���W�K�H���P�H�G�L�D���H�Y�R�O�Y�L�Q�J�"���:�K�D�W��
are the models? Let me answer these questions. After that, let me respond to 
�W�K�H���R�W�K�H�U���G�L�P�H�Q�V�L�R�Q�����:�H���K�D�Y�H���M�X�V�W���V�D�L�G���W�K�D�W�����D�V���Z�H���D�O�O���K�H�D�U�G���I�U�R�P���1�¾�]�K�H�W�����H�Y�H�Q��
in the presentation before us, the communication ecosystem has become very 
�I�U�D�J�P�H�Q�W�H�G�����L�W���K�D�V���E�H�F�R�P�H���D���Y�H�U�\���I�U�D�J�P�H�Q�W�H�G�����P�X�O�W�L���D�U�P�H�G���H�F�R�V�\�V�W�H�P�����:�L�W�K���W�K�L�V��
division and fragmentation of the media in this ecosystem, we are talking about 
�D���Z�R�U�O�G���W�K�D�W���D�X�W�R�P�D�W�L�F�D�O�O�\���I�U�D�P�H�V���W�K�H���E�U�D�Q�G���W�K�D�W���L�V���P�R�U�H���G�L�I�É�F�X�O�W���W�R���F�R�R�U�G�L�Q�D�W�H��
�D�Q�G�� �P�R�U�H�� �G�L�I�É�F�X�O�W���W�R�� �R�U�F�K�H�V�W�U�D�W�H�����7�K�L�V�� �J�U�D�G�X�D�O�O�\�� �L�Q�W�U�R�G�X�F�H�V�� �D�� �P�R�G�H�O�� �L�Q�� �Z�K�L�F�K��
agencies get closer to each other around brands, or experts get closer to each 
other around brands. So the model says; Just because you’re doing the parts right, 
does that mean you make a big impact on the whole? Shall we question this? 
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�+�H���D�V�N�V���W�K�L�V���T�X�H�V�W�L�R�Q���W�R���D�O�O���R�I���X�V�����:�K�H�Q���,���V�W�D�U�W�H�G���W�K�L�V��
business, we could count it as expertise that does not 
�H�[�F�H�H�G���W�K�H���É�Q�J�H�U���R�I�� �E�R�W�K���K�D�Q�G�V���L�Q���W�K�H���D�G�Y�H�U�W�L�V�L�Q�J����
ecosystem, agency ecosystem that applies to all of 
us. If we count these as titles or works done within 
agencies and companies, we sat down recently and 
�V�D�L�G�����O�H�W� �V���F�R�X�Q�W���D�Q�G���Z�U�L�W�H�����Z�K�D�W���D�U�H���W�K�H���H�[�S�H�U�W�V�"���:�H��

have counted nearly 50 specializations in our ecosystem that are both chaotic 
�R�Q���R�Q�H���V�L�G�H���D�Q�G���H�[�F�L�W�L�Q�J���R�Q���W�K�H���R�W�K�H�U�����:�H���D�U�H���W�D�O�N�L�Q�J���D�E�R�X�W���D���V�H�F�W�R�U���L�Q���Z�K�L�F�K��
nearly 50 experts, large and small, work around a brand, either piecemeal or partly 
from each other, or work together from time to time, and provide complementary 
�V�H�U�Y�L�F�H�V���W�R���J�U�R�Z���W�K�D�W���E�U�D�Q�G�����7�K�H�U�H�I�R�U�H���L�Q���W�K�H���É�U�V�W���P�R�G�H�O�����L�Q���W�K�L�V���W�U�L�D�Q�J�O�H�����Z�K�H�U�H��
does this relationship evolve? This relationship is a little more - come on, guys- 
let’s sum up a little bit. Because the fact that we are doing the parts correctly 
may not mean that we have an impact on the whole. So, let’s evolve the subject 
right here. 

I am certainly not saying that the future of a business is integration. There are 
still vertical specializations, and it is precious to deepen there. Let’s get to the 
second part of your question. In the second part, will Türkiye have an even more 
�L�P�S�R�U�W�D�Q�W���S�O�D�F�H�� �L�Q�� �H�[�S�R�U�W�L�Q�J�� �V�H�U�Y�L�F�H�V�� �I�U�R�P�� �W�K�L�V�� �L�Q�G�X�V�W�U�\�� �L�Q�� �W�K�H�� �Z�R�U�O�G�"���:�K�L�O�H��
�W�D�O�N�L�Q�J�� �D�E�R�X�W���W�K�H���É�O�P�� �D�Q�G���7�9�� �V�H�U�L�H�V�� �L�Q�G�X�V�W�U�\���� �D�Q�R�W�K�H�U���F�U�H�D�W�L�Y�H���L�Q�G�X�V�W�U�\���� �D�Q�G���D��
country that has taken an important place in the whole world right after America, 
I will open the subject by saying why not in these structures we represent today. 
�%�H�F�D�X�V�H���Z�H���D�U�H���W�D�O�N�L�Q�J���D�E�R�X�W���D�Q���L�Q�G�X�V�W�U�\���W�K�D�W���Z�R�U�N�V���R�Q���L�G�H�D�V�����R�Q���D���É�H�O�G���W�K�D�W��
�J�R�H�V���R�Q���O�L�N�H���W�K�L�V�����V�X�F�K���D�V���V�W�U�D�W�H�J�\�����P�D�U�N�H�W�L�Q�J���S�O�D�Q�����D�S�S�O�L�F�D�W�L�R�Q���G�H�V�L�J�Q�����:�H���K�D�Y�H��
a prediction for the near future that these specialties will be more demanded 
from Türkiye if the right steps are taken in terms of human resources with each 
passing day. Almost all of us have such foresight, and it has already begun to be 
demanded. Because this number of specializations that did not go beyond the 
�É�Q�J�H�U�V���R�I���E�R�W�K���K�D�Q�G�V�����Z�K�L�F�K���,���M�X�V�W���V�D�L�G�����E�H�F�D�P�H���U�L�F�K�H�U���D�Q�G���G�H�H�S�H�U�����$�Q�G���L�Q���W�K�L�V��
sense, we represent structures with outstanding talents. Türkiye-based global 
�K�X�E�V�� �K�D�Y�H�� �D�O�U�H�D�G�\�� �E�H�J�X�Q�� �W�R�� �E�H�� �H�V�W�D�E�O�L�V�K�H�G�� �L�Q�� �W�K�H�V�H�� �V�W�U�X�F�W�X�U�H�V�����:�H�� �V�W�D�U�W�H�G���W�R��
see performance marketing hubs at the base of these hubs. In other words, giant 
performance marketing hubs started to be established in Türkiye. Therefore, we 
are working on structures and setups where brands in America or Europe will 
purchase their performance marketing services from Türkiye. Production is just 
like that. In other words, hubs are starting to be established in Türkiye, not only 
for the service we call Premium production but also for dynamic and fast creative 

Türkiye-based global hubs 
have already begun to be 

established in these structures. 
We started to see performance 
marketing hubs at the base of 

these hubs.
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was a live broadcast; the Russian Ambassador Karlov was assassinated, how he 
was killed, where the assassin came from. This was reenacted several times by 
�W�K�H���P�H�G�L�D�����D�Q�G���W�K�L�V���U�H�H�Q�D�F�W�P�H�Q�W���L�V���D�Q���L�V�V�X�H�����:�H���K�D�Y�H���W�R���S�D�\���D�W�W�H�Q�W�L�R�Q���W�R���G�H�W�D�L�O�V��
when someone commits suicide; it may become an example to others. So, you’re 
teaching people how to do it; you have to avoid that when it comes to abuse 
and rape cases. All the details and legal processes are shared—all the essential 
pornographic information. People believe in compassion fatigue. For example, this 
is also true for Israel-related news. In the killing of Karlov, we have seen these 
enactments a lot, and next saw all the images of the killing. So, the moments 
of being killed in this process and dead people’s bodies. It’s an intimate subject, 
and well, shared the young lady’s images recently, people being killed, a public 
prosecutor or an ambassador, an ordinary citizen. So, reenacting how they were 
killed and how they died is teaching people how to do it, and people, maybe, a 
felonious, can take it as an example. Let’s say there is an explosion in Istanbul or 
any place in the world. You know, it’s called backpack journalism or back pocket 
journalism. Everyone has a smartphone and a camera; they’re taking pictures and 
�Y�L�G�H�R�V�����Q�R�W���M�R�X�U�Q�D�O�L�V�P�����:�H�O�O�����Z�K�\���Q�R�W�"���%�H�F�D�X�V�H���\�R�X���F�D�P�H���K�R�P�H�����\�R�X���K�D�G���D���E�X�V�\��
day, you have things on your mind, and you open your social media accounts; of 
�F�R�X�U�V�H�����W�K�H�U�H���D�U�H���É�O�W�H�U�V�����H�G�L�W�R�U�L�D�O���S�R�O�L�F�\���S�R�O�L�F�L�H�V�����L�Q���F�R�Q�Y�H�Q�W�L�R�Q�D�O���P�H�G�L�D�����6�W�L�O�O�����L�W��
does not exist in social media. 

�<�R�X���V�H�H���D���I�U�D�J�P�H�Q�W�H�G���E�R�G�\���D�V���D���U�H�V�X�O�W���R�I���D�Q���H�[�S�O�R�V�L�R�Q�����:�K�H�Q���\�R�X���D�U�H���U�H�D�G�L�Q�J��
these or sharing these images, you’re punishing the victims and the relatives. 
�7�K�L�V���L�V���Z�K�D�W���W�K�H���W�H�U�U�R�U�L�V�W�V���Z�D�Q�W�����:�H���K�D�Y�H���W�R���S�D�\���D�W�W�H�Q�W�L�R�Q���W�R���V�X�L�F�L�G�H���Q�H�Z�V�����D�Q�G��
you can’t give too much detail. Because some people may copy it, let me give an 
example of ethics in movies. An adult who sees that a stool is falling understands 
that people hang themselves; you don’t have to show the entire scene of people 
�É�J�K�W�L�Q�J�� �I�R�U�� �W�K�H�L�U�� �O�L�Y�H�V���� �W�K�L�Q�N�� �D�E�R�X�W���F�K�L�O�G�U�H�Q�� �Z�D�W�F�K�L�Q�J�� �L�W�����<�R�X�� �K�D�Y�H�� �W�R�� �S�U�H�V�H�Q�W��
these scenes in a controlled way, which will also be ethical. So, this person hung 
himself- if you give too many details of the act, you will spread the evil and the 
message, or you’re also generating disadvantaged groups if you pity too much, 
if you present pitiful images. Like the Israeli state, when they enter the masjid, 
the mosque, the Israeli government is shooting at Palestinian females. They’re 
being killed because they’re turning their backs at them. So, we are condemning 
those, which angers us and hurts us, but the portrayal on TV, newspapers and 
�V�R�F�L�D�O���P�H�G�L�D���L�V���O�L�N�H���W�K�L�V�����:�H���F�R�Q�G�H�P�Q���L�W�����E�X�W���Z�H���K�D�Y�H���,�V�U�D�H�O�L���S�R�O�L�F�H���O�L�N�H���5�R�E�R�F�R�S��
�V�W�D�Q�G�L�Q�J���D�Q�G���D���0�X�V�O�L�P���Z�R�P�D�Q���O�\�L�Q�J���R�Q���W�K�H���Ê�R�R�U���L�Q���E�O�R�R�G�����,�I���\�R�X���S�R�U�W�U�D�\���3�D�O�H�V�W�L�Q�L�D�Q��
women, we put Muslim women in Europe at risk because this is how we serve 
them, downtrodden in blood. And well, this is not something to be shamed for; we 
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are creating our victims by presenting news of terrorism using these depictions. 
Stone-throwing Palestinian kids, showing them in a seminar in Europe. I’ve seen 
those Israeli children throwing stones, and this is a typical environment for them; 
I might assume that. Israeli kids are raised in a fashion that prevents them from 
throwing stones. So, this Israeli, Robocop police, and we show this woman lying 
�R�Q���W�K�H���Ê�R�R�U���L�Q���E�O�R�R�G�"���:�H�O�O�����\�R�X���Z�L�O�O���S�R�U�W�U�D�\���S�H�R�S�O�H���Z�K�R���F�D�P�H���W�R���(�X�U�R�S�H���W�R���V�W�H�D�O��
the lives of Europeans. 

�(�U�H�P�����H�Q�W�¾�U�N

I’m curious about the solutions for all of these. Do they exist somewhere, and can 
we utilize those solutions, or do we need to create new solutions? 

�0�H�U�\�H�P���è�O�D�\�G�D���$�W�O�D�V

�:�K�L�O�H���,���E�H�O�L�H�Y�H���L�Q���P�D�L�Q�V�W�U�H�D�P���P�H�G�L�D�����,� �P���V�S�H�D�N�L�Q�J���I�R�U���7�¾�U�N�L�\�H�����,���W�K�L�Q�N���W�K�D�W���%�%�&���D�Q�G��
other institutions publish some reports across the world about media monitoring. 
But I haven’t seen anything. I’m an academic as well, and I haven’t seen any 
information being provided to editors regarding this issue. Media institutions need 
to create their codes of ethics; they need to have ethics books, ethics guides, and 
some guiding documents. They don’t have that, but I also believe civil society has 
a lot to do. Media monitoring, which exists across the world, needs to be done 
�E�\���X�V�����:�H���Q�H�H�G���W�R���V�D�\���W�K�L�V���Q�H�H�G�V���W�R���E�H���G�R�Q�H���L�Q���W�K�L�V���Z�D�\���D�Q�G���Q�R�W���L�Q���W�K�H���R�W�K�H�U���Z�D�\����
So, we shouldn’t just depend on the Supreme Board of Radio and Television, but 
we should have several demands around this. Media monitoring is a system that 
functions worldwide in one way or the other. Especially for groups who are not 
taking part in shaping the mainstream media, media monitoring is a necessity. 

�(�U�H�P�����H�Q�W�¾�U�N

Okay. So, after what Meryem said, especially about compassion fatigue. It’s creating 
social anxiety through media. I think we need to be very sensitive about this. 
�,���Z�D�Q�W���W�R���W�X�U�Q���W�R���=�H�O�L�K�D���(�O�L�D�©�é�N���Q�R�Z�����%�H�F�D�X�V�H���W�K�L�V���L�V���W�K�H���F�D�V�H���Z�L�W�K���X�V�����,���Z�R�Q�G�H�U��
how it is abroad. Because we have almost double victimization, people who are 
victimized are victimized once again. A child who is harassed is harassed once 
again; on media, a woman who was killed is killed once again,  and when a bomb 
�H�[�S�O�R�G�H�V�����L�W� �V���Ê�D�V�K�L�Q�J�����,�W� �V���Ê�D�V�K�L�Q�J���I�R�U���W�K�H���V�H�F�R�Q�G���W�L�P�H���L�Q���P�H�G�L�D�����6�R�����W�K�D�W� �V���W�K�H��
case here, but I’m wondering what the issue is abroad.
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Habermas is saying that there is a requirement for a new code of ethics, but it 
will not happen overnight. It requires the development of media literacy, but I 
also believe that there is a misjudgment in Türkiye. 

�:�K�H�Q���\�R�X���S�U�H�S�D�U�H���F�R�Q�W�H�Q�W�����Z�K�R���L�V���J�R�L�Q�J���W�R���F�K�H�F�N���L�W�"���,�V���L�W���J�R�L�Q�J���W�R���E�H���W�K�H���P�H�G�L�D��
executive, is it going to be the reader, or could it be the state’s intervention? 
And they are intervening, and they will. For example, there is the Müslüme issue. 
Then there is the young girl who was killed with a samurai sword. So, social 
media users said that there should be something that stops this; they asked 
for a broadcast ban. Because people were so insensitive at one point. And now, 
when we talk about ethics, it’s not just about, you know, sexual abuse, sexual 
harassment, issues around women, or it’s not just about warfare news. There is 
also the case of being unbiased. 

As you know, this is one of the fundamentals of media, you know, being unbiased 
or objective, and there is a principle saying that a microphone should be 
presented to everyone. And by the way, before coming here, I also talked with 
some representatives from the media, chief editors of some media institutions in 
Germany. So, I was preparing for this. In terms of neutrality or impartiality, there is 
also a requirement for ethics about how to report the news. In Europe, journalism 
generally makes sure that there is a microphone presented to everyone. But 
basically, there is a story plot created in advance, and all actors are playing their 
parts. And there was an interview that I took part in for 20 minutes, and the subject 
was the refugees in Türkiye, and they only used one minute of the interview that I 
gave. They were able to say that they were doing neutral or impartial journalism 
because they had an interview with me and, you know, a journalist from Türkiye, 
who is stated to be close to the government. So, they make sure you are part of 
the story and make sure that they look impartial, but they use any part of the 
interview they like and make sure that they deliver the story they want. So, in 
Europe, and Türkiye, I mean, everyone broadcasting the way they wish, is creating 
a bad image for Europe in terms of the public communion there. Also, it creates 
an incorrect image about Europe for externals. And it’s the same case for Türkiye, 
�I�R�U���H�[�D�P�S�O�H�����O�R�R�N���D�W���W�K�H�������������É�J�X�U�H�V���L�Q���*�H�U�P�D�Q�\�����W�K�L�V���L�V���D���V�H�Q�V�L�W�L�Y�H���L�V�V�X�H�����7�K�D�W� �V��
�Z�K�\���,���Z�D�Q�W�H�G���W�R���J�L�Y�H���W�K�L�V���H�[�D�P�S�O�H�����,�W���L�V���D�E�R�X�W���F�K�L�O�G�U�H�Q� �V���D�E�X�V�H�����2�Q�H���K�X�Q�G�U�H�G���É�I�W�\��
�W�Z�R���F�K�L�O�G�U�H�Q���Z�H�U�H���N�L�O�O�H�G���L�Q���*�H�U�P�D�Q�\�����D�Q�G���F�K�L�O�G���S�R�U�Q�R�J�U�D�S�K�\���L�Q�F�U�H�D�V�H�G���E�\������������
with 18,761 cases. And there are one or two children who are sexually abused in 
�H�Y�H�U�\���V�F�K�R�R�O�����$�Q�G���W�K�H�V�H���É�J�X�U�H�V���F�R�P�H���I�U�R�P���W�K�H���*�H�U�P�D�Q���F�U�L�P�L�Q�D�O���G�H�S�D�U�W�P�H�Q�W�����6�R����
I just translated it. So, this is a statistic created by the state. I’ll tell you how this 
takes place in the media in Germany; it doesn’t take place. They don’t portray it in 
media, and I wondered why they don’t. I asked the people I talked to, so, is there 
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a prohibition? No, there isn’t. But this is basically about the manners we were 
discussing. So, how are manners created? There are some unions; for example, 
in Türkiye, we have professional associations, and we have that for journalism. 
And basically, they have some principles that they adopt. And also, there’s the 
social culture. I was talking to my journalist friend today, and I said, you know, if 
it’s not prohibited, why don’t you broadcast and publish  it? 

�$�Q�G���P�\���I�U�L�H�Q�G���V�D�L�G���L�Q���*�H�U�P�D�Q���V�R�F�L�H�W�\�����Z�H���K�D�Y�H���W�K�H���F�R�Q�F�H�S�W���R�I���:�R�K�O�J�H�I�¾�K�O�����D���V�R�F�L�H�W�\��
of happiness, and we are an open society, and we don’t want to ruin that image. 
�6�R�����Z�H���G�R�Q� �W���U�H�Ê�H�F�W���Q�H�J�D�W�L�Y�H���Q�H�Z�V���U�H�S�R�U�W�V���Y�H�U�\���P�X�F�K�����6�R�����D�V���D���U�H�V�S�R�Q�V�L�E�L�O�L�W�\�����Z�H��
don’t write it. If I wrote it, no one would punish me or penalize me for it, but we 
don’t, you know. So, for example, the girl Müslüme who was abused, and we see it 
on the news. It’s almost like pornographic content. It’s like it’s put forward in such 
a juicy way. In our media, there is so much visibility around these issues, creating 
some political and social results. I mean, for example, the German society is not 
aware of these issues that are taking place in their countries, and they assume 
it doesn’t exist. But here, since it has been presented to us, and as you know, 
media creates perceptions now, rather than delivering reality and facts. So, here, 
because we see this so much on media, we have the perception that there is a 
child raped almost every day in Türkiye. 

And this is very bad for child psychology. And also, seeing this news around 
�D�E�X�V�H�V���E�H�F�R�P�H�V���F�R�Q�F�H�U�Q�L�Q�J���I�R�U���P�R�W�K�H�U�V�����:�K�H�Q���D���J�U�D�Q�G�I�D�W�K�H�U���S�D�W�V���W�K�H���K�H�D�G���R�I���D��
grandchild, are we going to think of it as abuse? I mean, pedophilia and things 
are not normal things, they don’t happen every day, but it is put forth in such a 
way on our media. There’s a perception about Turkish society or the Turkish men 
because we are saying abuse and harassment against women are becoming part 
of the culture. And they are saying that it is based on the fact that we are such a 
religious community and under pressure. But I guess that’s not the case, because 
�Z�H���M�X�V�W���V�D�Z���W�K�H���É�J�X�U�H�V���L�Q���*�H�U�P�D�Q�\���W�K�D�W���,���V�K�D�U�H�G���Z�L�W�K���\�R�X�����6�R�����L�W� �V���D���S�H�U�F�H�S�W�L�R�Q��
created, and the Turkish men are being portrayed as rapists and as perverts as 
if this wouldn’t happen in Germany. And, we are getting the false impression 
about ourselves as a perverted culture. And we are creating a bad image for the 
external parties as well. 

�(�U�H�P�����H�Q�W�¾�U�N

Thank you very much. So, we started with Ali Saydam, and we continued with 
�0�H�U�\�H�P��İ�O�D�\�G�D���$�W�O�D�V�����D�Q�G���=�H�O�L�K�D���(�O�L�D�©�é�N�����$�Q�G���Z�H���D�O�V�R���V�D�Z���D�Q���L�V�V�X�H���L�Q���*�D�]�L�D�Q�W�H�S����
there was a father who beat up a tiny baby who was very small, and some part 
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�W�K�H���O�D�V�W���É�Y�H���\�H�D�U�V�����$�Q�G���W�K�L�V���Z�D�V���L�Q�W�H�J�U�D�W�H�G���D�V���D�Q�R�W�K�H�U���F�K�D�S�W�H�U���L�Q���P�D�Q�\���D�Z�D�U�G��
�F�H�U�H�P�R�Q�L�H�V���L�Q���7�¾�U�N�L�\�H�����7�K�D�W���V�H�H�P�V���O�L�N�H���D���E�H�J�L�Q�Q�L�Q�J�����:�K�H�W�K�H�U���W�K�L�V���L�V���D�Q���D�Z�D�U�G���R�U��
a contest, we start raising awareness because these things become more visible.
So, our industry is quite the leader in that matter. 

�$�\�
�H�Q���$�N�D�O�é�Q

Measuring and assessing is pretty essential. If you do not measure the progress, 
it will not be possible to make forecasts for the future. Therefore, we always have 
to monitor and measure. 

Prof. Dr. Müge Elden

���H�\�P�D���� �Z�K�D�W���G�R���\�R�X�� �W�K�L�Q�N�� �D�E�R�X�W���W�K�H�� �I�X�W�X�U�H�"�� �+�R�Z�� �G�R���\�R�X�� �I�R�U�H�V�H�H�� �W�K�H�� �I�X�W�X�U�H�"��
I asked you to give some personal examples to show how women should be 
entrepreneurs? How women are capable of shaping their own professional lives, 
how they should not fear. Especially in the communications industry, with the 
media becoming more digitalized, especially now I look at the past ten years with 
the transformation of the consumer, change of the media and content, maybe 
this is relatively small, but this is still something which we were not able to dare 
in the past. 

�1�R�W���I�H�D�U�L�Q�J���W�R���W�D�N�H���W�K�D�W���É�U�V�W���V�W�H�S�����,���W�K�L�Q�N���Z�H���V�H�H���P�R�U�H���R�I���W�K�D�W���D�P�R�Q�J���Z�R�P�H�Q�����,�Q��
the past, to establish a media agency or a marketing agency, you needed a lot 
of investment. But now, if you have creativity, multi-intelligence, and innovation, 
you can start something without a very high capital or without requiring a lot of 
investments. Now that we’re speaking of women, I think women have that chance. 
Don’t you believe that this is an alternative?

���H�\�P�D���(�U�D�]���‰�H�O�L�N

I completely agree with you. Especially with digitization, we don’t need the 
budgets we required in the past. The content is quite essential. If you start with 
�W�K�H���U�L�J�K�W���F�R�Q�W�H�Q�W�����L�W���L�V���H�D�V�L�H�U���W�R���É�Q�G���D���E�X�G�J�H�W���L�I���\�R�X���Z�D�Q�W���W�R���S�U�H�V�H�Q�W���W�K�H���U�L�J�K�W��
content. Because everyone’s interested in communication, everyone’s interested 
in the media. And, of course, there’s a target audience for everyone. So, what 
makes you different, what makes you stand out, is the quality of your content, 
actually, rather than the investments you make in it. And with tiny amounts, you 
can provide that content. Thank you very much for reminding us of that. Because 
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�W�K�L�V�� �L�V�� �V�R�P�H�W�K�L�Q�J�� �V�L�J�Q�L�É�F�D�Q�W���W�R���V�K�D�U�H���Z�L�W�K���R�X�U���D�X�G�L�H�Q�F�H���K�H�U�H�����\�R�X�� �D�O�V�R���D�V�N�H�G����
what should we do for women to keep on this good job?

�<�H�V�����Z�H���K�D�Y�H���Z�R�P�H�Q���M�R�X�U�Q�D�O�L�V�W�V���D�Q�G���U�H�S�R�U�W�H�U�V�����%�X�W���V�R�P�H�W�L�P�H�V�����Z�H���K�D�Y�H���G�L�I�É�F�X�O�W�L�H�V��
accessing female experts’ views. And I remember the days when I was a journalist. 
I made the same mistake. I was an economic journalist. And I always resorted 
to a male point of view in the area of the economy. In the news world, you race 
with time. You always have to do something at the last minute. And you have 
to come up with a speedy solution to produce that news article at the last 
�P�L�Q�X�W�H���� �2�I�� �F�R�X�U�V�H���� �Z�H�� �Q�H�H�G�� �L�Q�G�L�Y�L�G�X�D�O�� �H�I�I�R�U�W�V�� �E�\�� �W�K�H�� �M�R�X�U�Q�D�O�L�V�W�V�����:�H�� �K�D�Y�H�� �W�R��
�K�D�Y�H���W�K�H���F�R�U�U�H�F�W���F�R�Q�W�D�F�W���O�L�V�W�V�����,���W�K�L�Q�N���I�H�P�D�O�H���M�R�X�U�Q�D�O�L�V�W�V���K�D�Y�H���D���V�L�J�Q�L�É�F�D�Q�W���U�R�O�H��
to play here. If they contact those female experts or academics before and have 
their contact details back, then in those last minutes, they will know who to 
contact. And I think we have to pick the stories carefully. The selection and the 
perspective of the producer are essential. But this is something entirely missing 
�L�Q���7�¾�U�N�L�\�H�����7�K�D�W� �V���Z�K�\���Z�H���G�R���Q�R�W���V�H�H���V�W�U�R�Q�J���Z�R�P�H�Q���L�Q���É�O�P�V���R�U���W�H�O�H�Y�L�V�L�R�Q�����<�R�X��
asked whether the society shapes the content or whether it’s the content that 
shapes the community. I think it’s a mutual area. I think society needs stronger 
women appearing on television. And that can only happen if women get leading 
roles in decision-making positions. 

�$�\�
�H�Q���$�N�D�O�é�Q

�:�K�L�O�H�� �L�Q�� �W�K�H�� �S�D�V�W���� �L�W�� �Z�D�V�� �S�U�H�W�W�\�� �G�L�I�É�F�X�O�W���I�R�U�� �Z�R�P�H�Q�� �W�R�� �F�R�P�H�� �W�R�� �D�� �S�D�U�W�L�F�X�O�D�U��
position. And when they achieved that position, they didn’t treat well the working 
women, and they’ve done quite well. Many women thought that if I could do this, 
they should be able to do so. But it’s not going to be easy for them so that I can 
maltreat them. In my team, for instance, I want to see powerful women. Creating 
that spirit of sisterhood and supporting each other is very important. 

Prof. Dr. Müge Elden

�:�K�H�Q���Z�H���Z�H�U�H���W�D�O�N�L�Q�J���E�D�F�N�V�W�D�J�H�����,���U�H�F�R�P�P�H�Q�G�H�G���D���E�R�R�N���W�R���\�R�X�����,�W� �V���D�E�R�X�W���W�K�H��
importance of sisterhood. And I think you have rightly spotted here. As women, 
we should not be creating hiccups for each other because the rest of the world 
is already challenging for us. So, as women, we should be supporting each other. 
�6�R�����*�R�Q�F�D���.�D�U�D�N�D�
�����O�H�W� �V���K�H�D�U���V�R�P�H���É�Q�D�O���Z�R�U�G�V���I�U�R�P���\�R�X����
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Wasim Khaled 

�7�K�D�Q�N�V���D���O�R�W�����)�D�N�H���Q�H�Z�V���G�L�V�L�Q�I�R�U�P�D�W�L�R�Q�����,� �G���V�D�\�����É�U�V�W���R�I���D�O�O�����Z�H���K�D�Y�H���W�R���X�Q�G�H�U�V�W�D�Q�G��
that this is a placeholder term for various systemic issues. The real problem here is 
not just fake news. It’s narrative manipulation. It’s coordinated, inauthentic behavior. 
These are often focused on hot-button topics that are designed to polarize all of 
us against one another. For us, and in our research, our approach has been how do 
you understand how online actors manipulate information streams to shift human 
perception, which is essentially a cyber-attack on human perception and what 
drives human behavior, so much bigger problem than just fake news. I think the 
big problem that we have today as communicators are that today’s intelligence 
systems operate from this old belief that the conversations online are coming 
from real humans, and they’re not.

�:�K�H�Q���\�R�X���O�R�R�N���D�W���N�H�\�Z�R�U�G�V���D�Q�G���K�R�Z���K�D�S�S�\���R�U���V�D�G���S�H�R�S�O�H���D�U�H�����L�W� �V���D�Q���X�Q�V�X�L�W�D�E�O�H��
proxy for the new and novel risks we see today. Then the metrics that are being 
used, and indeed I’m thinking of it from the perspective of how do we quantify using 
technology, these old metrics were never designed for sophisticated tradecraft 
that we see online. Social media has just shattered this notion that nations or 
corporations can message from the top down and control the narrative. It’s no longer 
linear, the dangers. Today’s playbooks that people use are still somewhat linear, 
and today it’s about decentralized, moving at the speed of Twitter, and requires 
entirely new methods to make sense of. I see the last thing here in terms of it; 
we’re on the verge of some much more advanced weaponized systems using AI 
towards the automated generation of fake news and in the spread of manufactured 
�U�H�D�O�L�W�L�H�V���Z�L�W�K���P�L�Q�L�P�D�O���H�I�I�R�U�W�V�����,�W���Z�L�O�O���H�Q�D�E�O�H���R�X�U���D�G�Y�H�U�V�D�U�L�H�V���W�R���Ê�R�R�G���W�K�H���]�R�Q�H���Z�L�W�K��
much more than we see today. So, organizations need to shift their mindset to 
address this technology arms race severely. They need to invest the time and the 
resources to shore up capabilities here. Otherwise, they’re going to be sideswiped. 

Ömer Kablan 

Thanks for awesome. Now, I want to move on to Associate Professor Ece Baban 
from the Communications department at Fenerbahçe University, and her area of 
expertise includes global terrorism and communication strategies. Ece, thanks for 
�M�R�L�Q�L�Q�J���X�V�����&�D�Q���\�R�X���W�H�O�O���X�V���E�H�F�D�X�V�H���P�D�Q�\���U�H�V�H�D�U�F�K�H�U�V���K�D�Y�H���G�L�I�É�F�X�O�W�\���H�[�S�O�D�L�Q�L�Q�J��
�H�[�D�F�W�O�\���Z�K�D�W���G�L�V�L�Q�I�R�U�P�D�W�L�R�Q���L�V�����D�Q�G���W�K�H���Z�L�G�H�V�S�U�H�D�G���L�Q�Ê�X�H�Q�F�H���R�I���G�L�V�L�Q�I�R�U�P�D�W�L�R�Q����
especially through social media and other platforms, is causing a lot of chaos? 
�7�K�D�W� �V���Z�K�\���Z�H� �Y�H���V�H�H�Q���P�R�U�H���D�Q�G���P�R�U�H���R�Q���W�K�H���Q�H�Z�V�����+�R�Z���Z�R�X�O�G���\�R�X���G�H�É�Q�H���L�W�"��
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Assoc. Prof. Ece Baban

Technological developments and social developments pertain to social media and 
the use of social media, of course, especially for Twitter, it spreads disinformation. 
�,�W���K�H�O�S�V���V�W�R�U�H�����G�L�V�V�H�P�L�Q�D�W�H�����D�Q�G���J�H�Q�H�U�D�W�H���G�L�V�L�Q�I�R�U�P�D�W�L�R�Q�����:�H���D�U�H���O�L�Y�L�Q�J���L�Q���W�K�H���D�J�H��
of information, and information is essential in terms of shaping our perceptions 
and lives with the entrance of disinformation into our lives and with the sharing 
of disinformation in an uncontrolled manner on the social media platform, we 
�F�D�Q���V�D�\���W�K�D�W���L�Q���P�D�Q�\���É�H�O�G�V�����S�H�R�S�O�H���D�U�H���V�W�R�U�L�Q�J���D�Q�G���V�K�D�U�L�Q�J���I�D�N�H���Q�H�Z�V���D�V���Z�H�O�O����
�/�H�W���P�H���J�L�Y�H���\�R�X���D�Q���H�[�D�P�S�O�H�����:�K�H�Q���\�R�X���P�D�N�H���D���Z�U�R�Q�J���G�H�F�L�V�L�R�Q���L�Q���P�H�G�L�F�L�Q�H�����I�R�U��
instance, when you enforce an unfair treatment, it costs a person’s life, or if you 
miscalculate a judicial decision, you can steal from a person’s life years. And 
in the same way you share fake news and disinformation on social media and 
manipulate them, provoke them in this post-truth age. Unfortunately, it can also 
cause the lives of the masses because this can trigger actions that would cause 
people to lose their lives. In social media, especially on Twitter, we have such a 
large amount of information that is being shared. As people share such a large 
amount of information simultaneously, it’s challenging to check the authenticity 
of the news. 

�:�H���V�H�H���W�K�D�W���W�K�H�\���D�U�H���X�V�H�G���W�R���P�D�Q�L�S�X�O�D�W�H���W�K�H���V�R�F�L�D�O���P�H�P�R�U�\���W�R���S�R�O�D�U�L�]�H���X�V�����7�K�L�V��
is all imposed upon us by social media instruments, and the conventional media. 
But if all these perceptions are built on fake news, this will have implications not 
only for our generation, but also for future generations. So, disinformation and its 
derivatives, especially on social media platforms becoming a source of information 
may considerably impact more outstanding segments of society.This is a very 
�F�R�Q�F�H�U�Q�L�Q�J���V�L�W�X�D�W�L�R�Q���I�R�U���W�K�H���H�Q�W�L�U�H���Z�R�U�O�G�����7�K�H�U�H�I�R�U�H�����Z�H���F�D�Q���V�D�\���W�K�D�W���É�J�K�W�L�Q�J���D�J�D�L�Q�V�W��
disinformation and sharing authentic information is very important.

Ömer Kablan 

Professor Timothy Coombs now he’s a full professor at the Department of 
Communication at Texas A&M University. He’s also authored an award-winning 
book called Ongoing Crisis Communication. So I want to ask you, now we’re trying 
to explain disinformation, but let’s also explain why are people trying to create 
disinformation? I mean, what’s to gain from it? 

Prof. Timothy Coombs 

�:�H�O�O�����X�V�X�D�O�O�\�����Z�K�D�W���\�R�X���K�D�Y�H���R�Q���W�K�H���R�W�K�H�U���H�Q�G���L�V���D���S�X�U�S�R�V�H�I�X�O���D�W�W�H�P�S�W���I�R�U���W�K�H�P��
to achieve some goal on their own. They’re trying to undermine; perhaps it might 
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�:�H���K�D�Y�H���V�H�H�Q���W�K�L�V���L�Q���W�K�H���3�H�D�F�H���6�S�U�L�Q�J���R�S�H�U�D�W�L�R�Q�����$�Q�D�G�R�O�X���D�J�H�Q�F�\���V�K�D�U�H�G���V�R�P�H��
news showing us how we should work on this. Okay. 

Ömer Kablan 

This discussion is called disinformation and crisis. And your award-winning book is 
�H�Q�W�L�W�O�H�G���2�Q�J�R�L�Q�J���&�U�L�V�L�V���&�R�P�P�X�Q�L�F�D�W�L�R�Q�����:�H���K�H�D�U���W�K�H���Z�R�U�G���F�U�L�V�L�V�����&�D�Q���\�R�X���H�[�S�O�D�L�Q��
to us what is the crisis exactly? 

Prof. Timothy Coombs 

The crisis will vary from the type of organization that suffers from misinformation. 
At its core, a crisis is this perception by your stakeholders that something’s wrong; 
you’re not aligning with their interests in some way. Something is problematic. 
Let’s take, for instance, the issue with COVID-19 and getting vaccinated or not. You 
have one on one side, this stream spinning out of anti-vaxxers conspiracies that 
this is Bill Gates trying to inject you with microchips so he can track you somehow. 
�:�K�\���%�L�O�O���*�D�W�H�V���Z�R�X�O�G���Z�D�Q�W���W�R���I�R�O�O�R�Z���S�H�R�S�O�H�����W�K�D�W� �V���D�Q�R�W�K�H�U���T�X�H�V�W�L�R�Q�����E�X�W���W�K�D�W� �V��
part of the conspiracy that emerges. It can hurt organizations in different ways. 
This conspiracy of the anti-vaxxers impairs the government’s ability to engage 
in effective public health that this is being undermined.

As a result, the virus spreads and keeps spreading because a certain percentage of 
the population will not get vaccinated. And we see this in other ways, governments 
having to shift their attention to deal with these problematic misinformation 
campaigns that take their focus away from other more critical tasks they might 
have. I think that’s an underlying concept within a crisis that diverts attention. 
�:�K�H�Q���\�R�X���O�D�E�H�O���V�R�P�H�W�K�L�Q�J���D���F�U�L�V�L�V�����\�R�X���Z�D�Q�W���W�R���J�L�Y�H���L�W���W�L�P�H���D�Q�G���D�W�W�H�Q�W�L�R�Q�����Z�K�L�F�K��
means you’re not giving time and attention to something else. Any organization, 
�E�H���D���F�R�U�S�R�U�D�W�L�R�Q�����E�H���D���J�R�Y�H�U�Q�P�H�Q�W�����R�U���E�H���D���S�R�O�L�W�L�F�D�O���S�D�U�W�\�����:�K�H�Q���W�K�H���F�U�L�V�H�V���F�R�P�H��
along, created by this misinformation, you now have to deal with things you 
shouldn’t have to deal with. It makes it much more challenging. I had been 
working with groups related to the pandemic since its beginning nearly two years 
ago. A recurring theme is spending time and resources on misinformation and 
not just on addressing public health concerns. And again, I use that just as an 
�L�O�O�X�V�W�U�D�W�L�R�Q�����$�Q�\���R�U�J�D�Q�L�]�D�W�L�R�Q���W�K�D�W���É�Q�G�V���L�W�V�H�O�I���V�L�G�H�W�U�D�F�N�H�G���E�\���W�K�L�V���P�L�V�L�Q�I�R�U�P�D�W�L�R�Q��
is not giving them time and resources, which could be much more productive 
for their stakeholders. 
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Ömer Kablan 

�2�N�D�\�����D�Q�G���O�H�W� �V���J�R���W�R���'�U�����-�D�N�H���:�D�O�O�L�V���E�H�F�D�X�V�H���Q�R�Z���Z�H� �Y�H���K�H�D�U�G���7�L�P�R�W�K�\���W�D�O�N���D�E�R�X�W��
the crisis, and Jake, you’re working for an organization that tries to counter this 
crisis. So, what other methods do you use, and how possible is it to entirely 
counter this crisis? 

Dr. Jake Wallis 

I think this is a challenging space, Omar, and there’s quite a high threshold 
for the technical capability required to analyze disinformation at scale. There 
are several challenges around getting access to the correct data; there are 
challenges around attribution and the precision of attribution. Attribution is 
strong enough for us to call out bad actors willing to perpetrate information 
operations and disinformation campaigns. Several challenges, but I think in 
our instance, here at the Australian Strategic Policy Institute, we’re fortunate 
�H�Q�R�X�J�K���W�R���Z�R�U�N���Y�H�U�\���F�O�R�V�H�O�\���Z�L�W�K���W�K�H���V�R�F�L�D�O���P�H�G�L�D���F�R�P�S�D�Q�L�H�V�����:�H���J�H�W���D�F�F�H�V�V��
�W�R�� �G�D�W�D�� �W�K�D�W�� �R�W�K�H�U�V�� �G�R�Q� �W�� �Q�H�F�H�V�V�D�U�L�O�\���� �:�H�� �K�D�Y�H�� �W�D�F�W�L�F�D�O�� �L�Q�V�L�J�K�W�V�� �W�K�D�W�� �H�P�H�U�J�H��
from working with those companies that are very helpful to us as we analyze 
open-source information at scale. The kinds of capabilities that we use are 
�E�X�L�O�W���D�U�R�X�Q�G���D�U�W�L�É�F�L�D�O���L�Q�W�H�O�O�L�J�H�Q�F�H���D�S�S�O�L�F�D�W�L�R�Q�V���D�Q�G���P�D�F�K�L�Q�H���O�H�D�U�Q�L�Q�J�����Q�D�W�X�U�D�O��
�O�D�Q�J�X�D�J�H�� �S�U�R�F�H�V�V�L�Q�J���� �:�H�� �F�D�Q�� �H�[�S�O�R�U�H�� �W�K�H�� �W�\�S�H�V�� �R�I�� �W�U�D�L�W�V�� �W�K�D�W�� �P�D�O�L�J�Q�� �D�F�W�R�U�V��
will leave behind, footprints of the sort they’ll go in their linguistic data, the 
variety of behavioral patterns they display as they try to disseminate false 
narratives. All of those techniques can be useful. I’m sure there’ll be the kind of 
techniques that Blackbird AI uses to offer these kinds of services to companies. 
But I think that the technical capability, certainly for those of us who work in 
�W�K�H���Q�R�W���I�R�U���S�U�R�É�W���V�S�D�F�H�����)�R�U���P�D�Q�\���J�R�Y�H�U�Q�P�H�Q�W�V���D�V���Z�H�O�O�����W�H�F�K�Q�L�F�D�O���D�E�L�O�L�W�\���L�V���T�X�L�W�H��
challenging. This is a negative space, so the bad actors consistently improve as 
we improve our defenses. Even the social media companies themselves would 
�D�F�N�Q�R�Z�O�H�G�J�H���W�K�D�W���E�H�F�D�X�V�H���W�K�H�\���K�D�Y�H���D�O�U�H�D�G�\���P�D�G�H���V�L�J�Q�L�É�F�D�Q�W���L�Q�Y�H�V�W�P�H�Q�W�V���L�Q��
their algorithmic layer of protection and human resource capability on their 
security teams. I think, essentially, the guards around building sophisticated 
AI, ML, natural language processing systems that can adapt as our adversaries 
adapt in this space. 

Ömer Kablan 

I would say I’m an average social media user; I probably spend about an hour on 
Twitter, Instagram, maybe an hour and a half. Most of us are like that; we spend 
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perhaps an hour, two hours on our social media feeds. Someone like me, an 
ordinary social media user, how much am I exposed to disinformation?

Wasim Khaled 

It does depend on indeed many factors, like your browsing habits and whatnot 
because people tend to get targeted more based on what they look at once actors 
understand what types of things engage you more, but, you know, just stepping 
back to, to speaking about the crisis, because I think I can put it into some terms 
that might be helpful for people. Everybody who is on the internet today on social 
media, in particular, has to assume that they’re most likely being manipulated at 
�V�R�P�H���S�R�L�Q�W���D�E�R�X�W���V�R�P�H�W�K�L�Q�J�����7�K�L�V���X�V�H�G���W�R���E�H���D�G���W�H�F�K���P�D�U�N�H�W�L�Q�J�����:�K�D�W���L�V���P�D�U�N�H�W�L�Q�J�"��
It’s perhaps shifting people’s perception to buy something at a particular time. 
�7�K�H�V�H���V�\�V�W�H�P�V�����Z�K�H�U�H���E�L�O�O�L�R�Q�V���R�I���G�R�O�O�D�U�V���K�D�Y�H���E�H�H�Q���V�S�H�Q�W���L�P�S�U�R�Y�L�Q�J���D�Q�G���U�H�É�Q�L�Q�J��
them over the last decade or two, have now been hijacked by actors trying to 
shift our perceptions about things that are much more critical than what item to 
purchase. At Blackbird, our core focus is accelerating the types of insights that 
�P�D�M�R�U���F�U�L�V�L�V���P�D�Q�D�J�H�P�H�Q�W���É�U�P�V���D�Q�G���X�O�W�L�P�D�W�H�O�\���G�R�Z�Q���W�K�H���U�R�D�G�����K�R�S�H�I�X�O�O�\�����Z�H���F�D�Q��
provide things for individuals to understand their environment better. I think we 
�H�[�S�O�D�L�Q���W�K�L�Q�J�V���L�Q���V�R�P�H�W�K�L�Q�J���Z�H���F�D�O�O���W�K�H���É�Y�H���V�L�J�Q�D�O�V���I�U�D�P�H�Z�R�U�N�V�����,�W���D�W�W�H�P�S�W�V���W�R��
get to root issues around the crisis, root issues for individuals on the internet, and 
what we think about. I’m going to go through these signals real quick because 
�L�W���P�L�J�K�W���J�L�Y�H���V�R�P�H���F�R�Q�W�H�[�W���R�I���W�K�H�P���D���O�L�W�W�O�H���P�R�U�H���F�R�Q�F�U�H�W�H�����:�K�H�Q���Z�H���W�K�L�Q�N���D�E�R�X�W��
disinformation, the way we look at it is narrative. These are online storylines that 
form around a topic, organization, or company. 

�:�H���O�R�R�N���D�W���W�K�H���H�Q�W�L�U�H���Q�H�W�Z�R�U�N�����+�R�Z���G�R���\�R�X���Y�L�V�X�D�O�L�]�H���W�K�H���H�Y�R�O�Y�L�Q�J���U�H�O�D�W�L�R�Q�V�K�L�S�V��
�R�Q�O�L�Q�H���D�Q�G���W�K�H���F�R�Q�F�H�S�W�V���W�K�H�\���V�K�D�U�H�"���:�H���O�R�R�N���D�W���Z�K�D�W���Z�H���W�K�L�Q�N���R�I���D�V���F�R�D�O�L�W�L�R�Q�V�����V�R��
these are like-minded actors in their communities that seek to drive narratives 
together. These could be anti-vaxxers; these could be Bitcoin bros in the crypto 
�V�S�D�F�H�����:�H�� �O�R�R�N�� �D�W���W�K�L�Q�J�V�� �O�L�N�H�� �P�D�Q�L�S�X�O�D�W�L�R�Q���� �+�R�Z�� �G�R���\�R�X�� �G�L�V�W�L�Q�J�X�L�V�K�� �E�H�W�Z�H�H�Q��
authentic and inauthentic behavior, including the spread of conspiracies? And 
�É�Q�D�O�O�\�����L�Q�Ê�X�H�Q�F�H�"���+�R�Z���G�R���\�R�X���G�H�W�H�F�W���D�Q�G���P�H�D�V�X�U�H���W�K�H���L�P�S�D�F�W���R�I���K�D�U�P�I�X�O���D�F�W�R�U�V��
and sometimes even trusted voices, the nodes that shape the narrative? One of 
the things that social media companies and just every organization need to get 
around is that if you can process all of these things at the same time, at high enough 
speed, you can build resolution to understand how I might be manipulated. And 
granted, we focus more on kind of the analyst in the organization, but everyone 
who is in the ecosystem suffers from these issues; whether you’re a CEO or a 
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policymaker, or just all of us who are online, there needs to be a better resolution, 
when forces are acting on us to move the needle on what we believe and what 
we think might be essential to understand how might I be manipulated. And 
granted, we focus more on kind of the analyst in the organization, but everyone 
who is in the ecosystem suffers from these issues; whether you’re a CEO or a 
policymaker, or just all of us who are online, there needs to be a better resolution, 
when forces are acting on us to move the needle on what we believe and what 
we think might be necessary. 

Ömer Kablan 

Ece, can you also talk about why online media, advertising companies, marketing 
�F�D�P�S�D�L�J�Q�V�����D�Q�G���V�R���R�Q���Z�R�X�O�G���D�O�V�R���E�H�Q�H�É�W���I�U�R�P���G�L�V�L�Q�I�R�U�P�D�W�L�R�Q�"��

Assoc. Prof. Ece Baban 

�:�K�H�Q���\�R�X���O�R�R�N���D�W���W�K�H���E�D�V�L�F�V���R�I���G�L�V�L�Q�I�R�U�P�D�W�L�R�Q�����Z�H���V�H�H���W�K�D�W���G�L�V�L�Q�I�R�U�P�D�W�L�R�Q���L�V���P�D�\�E�H��
�S�U�H�I�H�U�U�H�G���R�Q���V�R�F�L�D�O���P�H�G�L�D�����:�H���K�D�Y�H���D���O�R�W���R�I���F�D�P�S�D�L�J�Q�V���I�R�U���G�L�V�L�Q�I�R�U�P�D�W�L�R�Q���R�Q���V�R�F�L�D�O��
media, which are supported by marketing campaigns or advertising campaigns. 
You may be asking why disinformation is more common in online platforms. To 
answer this question, we have to look at the purpose of disinformation. If you want 
to create certain attitudes or behaviors, or maybe you want to change people’s 
�E�H�K�D�Y�L�R�U�V�����<�R�X���K�D�Y�H���W�R���U�H�O�H�D�V�H���P�L�V�L�Q�I�R�U�P�D�W�L�R�Q���W�R���W�U�L�J�J�H�U���V�S�H�F�L�É�F���E�H�K�D�Y�L�R�U���D�P�R�Q�J��
�S�H�R�S�O�H�����<�R�X�� �Z�D�Q�W���W�K�H�P�� �W�R�� �D�F�W���R�Q�� �Q�R�W���I�D�F�W�V�� �E�X�W���V�S�H�F�L�É�F�� �O�L�H�V�� �V�R�� �W�K�D�W���W�K�H�\�� �V�W�D�U�W��
believing what you want them to feel. That is why disinformation is used. The 
most important thing that should draw our attention is that some very prominent 
or outstanding features are chosen. They rely on people’s experiences in the past 
�V�W�R�U�L�H�V���W�R���F�R�Q�É�J�X�U�H���R�U���F�R�P�H���X�S���Z�L�W�K���W�K�R�V�H���I�D�N�H���V�W�R�U�L�H�V�����2�Q���V�R�F�L�D�O���P�H�G�L�D�����H�Y�H�U�\�R�Q�H��
�L�V���D���F�R�Q�W�H�Q�W���S�U�R�G�X�F�H�U�����:�H���F�D�Q���L�Q�W�H�U�D�F�W���Z�L�W�K���D�O�P�R�V�W���D�Q�\�R�Q�H���R�Q���V�R�F�L�D�O���P�H�G�L�D�����D�Q�G��
that interaction, that cumulative role of exchange, is getting bigger and bigger. 
As a social media user I can be on Instagram or other social media accounts. 
And people who want to create a particular perspective or those policymakers 
�Z�K�R���Z�L�V�K���W�R���P�D�N�H���D���V�S�H�F�L�É�F���L�G�H�R�O�R�J�\���D�P�R�Q�J���S�H�R�S�O�H���F�D�Q���D�O�V�R���E�H���R�Q���V�R�F�L�D�O���P�H�G�L�D��
�W�R���L�Q�M�H�F�W���W�K�H�L�U���L�G�H�D�V�����:�H���F�D�Q���D�O�V�R���O�R�R�N���D�W���W�K�H���S�D�Q�G�H�P�L�F���G�X�U�L�Q�J���&�2�9�,�'���������W�L�P�H�V����
there was a lot of social media misinformation about the disease. There’s, again, 
disinformation about vaccines. In the lockdown period, people started consuming 
more. They were limited to their own spaces; they were not in the public sphere. 
That’s why they had to resort to social media.

If you want to create certain 
attitudes or behaviors, 
or maybe you want to 

change people’s behaviors. 
You have to release 

misinformation to trigger 
specific behavior among 

people.
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�6�R�F�L�D�O���P�H�G�L�D���W�K�H�Q���E�H�F�D�P�H���D���Q�H�Z���S�X�E�O�L�F���V�S�K�H�U�H�����:�H���K�D�G���D���O�R�W���R�I���F�R�U�U�H�F�W���L�Q�I�R�U�P�D�W�L�R�Q��
in that public sphere, but many people also released misinformation because social 
media became a public sphere. Although we were locked down at our homes, we 
were given a lot of ideas about what to consume, how to consume it, and how 
much we needed to consume. Of course, social media has this immense power 
�W�R���L�Q�Ê�X�H�Q�F�H���S�H�R�S�O�H�����,�W���F�D�Q���E�H���X�V�H�G���W�R���G�L�Y�H�U�W���W�K�H�P���L�Q�W�R���D���V�S�H�F�L�É�F���E�H�K�D�Y�L�R�U���W�\�S�H����
Social media was also used as a tool to spread misinformation. You mentioned 
�V�R�P�H�W�K�L�Q�J���H�D�U�O�L�H�U�����Z�H���D�O�Z�D�\�V���J�R���W�R���*�R�R�J�O�H���W�R���É�Q�G���D�Q�V�Z�H�U�V���W�R���R�X�U���T�X�H�V�W�L�R�Q�V�����6�R����
imagine if there is more accumulation of misinformation on the internet, then 
the future will be based on an illusion actually because people will be using 
�L�Q�V�X�I�É�F�L�H�Q�W���G�D�W�D�� �W�R�� �V�K�D�S�H�� �W�K�H�� �I�X�W�X�U�H�����:�K�\�� �G�R�� �S�H�R�S�O�H�� �U�H�O�H�D�V�H�� �P�L�V�L�Q�I�R�U�P�D�W�L�R�Q�"��
Maybe they have different intentions to negatively affect society or make the 
community believe in a particular lie. Still, of course, they are mainly on negative 
emotions. You don’t see many people using misinformation to trigger positive 
�L�G�H�D�V���R�U���I�H�H�O�L�Q�J�V�����:�H���D�O�V�R���W�D�O�N���D�E�R�X�W���D�U�W�L�É�F�L�D�O���L�Q�W�H�O�O�L�J�H�Q�F�H�����,�W���E�H�F�D�P�H���D���V�R�X�U�F�H��
of interaction between real human beings and the digital world. By using facts 
and correct information, we can prevent misinformation from spreading actually. 
People always try to affect you for your behavior patterns or change your voting 
choices. Therefore, I think it is our responsibility to go and seek the facts and 
correct information. For that, we need to increase awareness among society. Our 
lives are not only about social media; our life is about much more actually. 

Ömer Kablan 

Social media has become so interventional in our lives that it’s direct intervention, 
�L�Q�F�O�X�G�L�Q�J���Z�K�D�W���Z�H���W�K�L�Q�N�����D�F�W�����D�Q�G���G�H�F�L�G�H�����'�R���\�R�X���É�Q�G���W�K�H���I�X�W�X�U�H���E�O�H�D�N���L�Q���W�K�H���V�H�Q�V�H��
that we’re putting so much trust into social media?

Wasim Khaled 

�7�K�L�V���L�V���P�R�U�H���R�I���D���S�H�U�V�R�Q�D�O���V�W�D�Q�F�H�����,���G�R�Q� �W���É�Q�G���W�K�H���I�X�W�X�U�H���E�O�H�D�N�����E�X�W���,���G�R���V�R�P�H�W�L�P�H�V��
�É�Q�G���W�K�D�W���W�K�L�V���Z�R�U�N�����\�R�X� �G���W�K�L�Q�N���S�H�R�S�O�H���Z�R�X�O�G���K�D�Y�H���P�R�U�H���X�S�W�D�N�H�����/�H�W���P�H���V�D�\���W�K�L�V����
�V�R�F�L�D�O�� �P�H�G�L�D�� �F�R�P�S�D�Q�L�H�V���� �É�U�V�W���R�I�� �D�O�O���� �K�D�Y�H�� �W�R�� �F�R�Q�W�L�Q�X�H�� �W�R�� �L�Q�Y�H�V�W���L�Q�� �W�K�L�V�� �V�S�D�F�H����
they have to continue to do takedowns, but at a much higher rate, but everyone 
often thinks about this through the lens of a particular social platform. No one 
platform can solve this issue. There is no solving this issue; there’s only getting 
better resolution, faster resolution on the subject. It would help if you had an 
ecosystem-wide analysis to understand the emergence and evolution of the 
threats we’re seeing today that can impact organizations. I know I just said things 

Social media has this 
immense power to 
influence people. It 

can be used to divert 
them into a specific 

behavior type.
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aren’t bleak, but I think one point needs to be made here. Suppose you look 
�F�O�R�V�H�O�\���D�W���H�Y�H�U�\���V�L�J�Q�L�É�F�D�Q�W���G�H�E�D�W�H�����,�Q���W�K�D�W���F�D�V�H�����Z�K�H�W�K�H�U���L�W� �V���S�R�O�L�F�\�����V�X�V�W�D�L�Q�D�E�L�O�L�W�\����
or the culture wars, every hot button issue that impacts the world today, when 
they appear in the media, or on social or in the public sphere, they are plucked 
straight from the virtual realm and used as a guide for real-world action. I hate 
to say this; the real world is getting more similar to a downstream version of 
what happens on Twitter and what happens on social. I’d say we should all be 
very concerned; it makes it all the more critical that leaders and communicators 
understand the environment and invest time and resources to enable kind of 
new frameworks of thought, new technology, new playbooks for understanding 
�Z�K�D�W���L�V�� �K�D�S�S�H�Q�L�Q�J���� �W�K�H���K�L�G�G�H�Q���P�H�F�K�D�Q�L�V�P�V���� �W�K�H���L�Q�I�R�U�P�D�W�L�R�Q���Ê�R�Z���� �D�Q�G���K�R�Z�� �W�R��
get ahead of these issues. But I think this is, at least from our perspective, the 
reason I believe the future looks bright, and everybody at this conference, for 
example, is thinking actively about these issues and trying to move the needle. 
�:�H���G�R���Q�H�H�G���W�R���I�R�F�X�V���R�Q���K�L�J�K���V�S�H�H�G�����V�F�D�O�D�E�O�H���W�H�F�K�Q�R�O�R�J�\�����2�I���F�R�X�U�V�H�����,���Z�L�O�O���E�H���D��
little biased there because I think technology is the solution in this arms race. 
Still, we have to analyze information to reveal manipulative messaging at their 
point of emergence to understand better and anticipate these threats, and frankly, 
to deploy a modernized response playbook and start to detect these things. I 
think everybody goes straight to how you will solve the problem. First of all, you 
have to be able to measure something before you can mitigate and understand, 
and I think we’re on the path to that, and I’m very optimistic based on all the 
discussions I’ve heard I’m here in the past few days. 

Ömer Kablan 

�'�H�D�U���:�D�O�O�L�V�����Z�K�D�W���G�R���\�R�X���W�K�L�Q�N���R�I���W�K�H���S�U�R�E�O�H�P�"���+�R�Z���L�V���L�W���V�R�O�Y�D�E�O�H�"���+�R�Z���G�R���\�R�X��
project the future will be?

Dr. Jake Wallis 

�,���D�J�U�H�H���Z�L�W�K���:�D�V�L�P�����,���W�K�L�Q�N���W�K�L�V���Z�L�O�O���E�H���D���Q�H�J�D�W�L�Y�H���V�L�W�X�D�W�L�R�Q�����F�\�E�H�U�V�H�F�X�U�L�W�\���L�V���D���J�R�R�G��
metaphor. This is a challenge that isn’t going away. So we need to think about 
how to mitigate risk, think about what the attack surfaces are, and think about 
how to enable a degree of media literacy that allows citizens in democracies to 
continue to participate politically without being overwhelmed by manipulation 
�I�U�R�P���H�[�W�H�U�Q�D�O���D�F�W�R�U�V�����:�H���Q�H�H�G���W�R���W�K�L�Q�N���E�H�\�R�Q�G���W�K�H���W�H�F�K�Q�L�F�D�O���O�H�Y�H�O�����Z�H���Q�H�H�G���W�R��
think about the kind of problem-solving structures that we need to put in place 
to enable societal level responses? So how do we get the government to work 
with social media companies? How do we get government and industry working 
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together? How do we get civil society and industry working together? And I think 
there are several exciting models. In particular, I’m thinking of the Hybrid Threat 
Center in Helsinki or NATO’s Center of Excellence in Strategic Communications. 
Still, there are many domains in which these kinds of models and their formulation 
become particularly challenging. Again, turning to my region here in the Asia 
�3�D�F�L�É�F�����Z�H���K�D�Y�H���D���U�D�Q�J�H���R�I���S�R�O�L�W�L�F�D�O���V�\�V�W�H�P�V�����:�H���K�D�Y�H���D���U�D�Q�J�H���R�I���U�H�J�L�P�H�V���Z�L�W�K��
differing thresholds for plurality within the information domain. So how do we 
create structures that enable some degree of diplomatic engagement across that 
spectrum of democracy? And how do we allow the industry to be proactive about 
mitigating risk within that operating environment? I think those are challenging 
questions beyond the technical layer; they’re about how we get organizations 
and sectors working together to mitigate risk?

Ömer Kablan 

�7�L�P�R�W�K�\�� �&�R�R�P�E�V���� �S�O�H�D�V�H�� �M�R�L�Q�� �L�Q�� �W�K�H�� �F�R�Q�Y�H�U�V�D�W�L�R�Q�����:�K�D�W���G�R���\�R�X�� �I�H�H�O�"���:�K�D�W���G�R��
you think the future will look like? How do you see the counteractive measures 
against disinformation?

Prof. Timothy Coombs 

I think we have to accept a future where polarization will be what we naturally 
encounter. Because that’s what a lot of misinformation-disinformation is about: 
creating polarization. The technology did help identify it early and remove it. It 
is excellent, and I think it serves a function, but once something is out there, it’s 
out there, and it sticks. And I think we’re just going to be within that environment 
of polarization. And we need to learn how to navigate that; how are you going to 
work where you have groups that you know you’re not going to be able to relate 
to in a meaningful way? Because one of the reasons conspiracy theories catch on 
is that they resonate with people. Once they have that resonance, you’re not going 
to move them off of that. And unfortunately, you want to talk about bleakness, 
look at the research on dealing with misinformation. Once people have it, it’s 
very, very bleak. They’re not going to be able to change that.

How do we navigate that as strategic communicators when building a lot of 
�V�W�U�D�W�H�J�L�F���F�R�P�P�X�Q�L�F�D�W�L�R�Q���D�U�R�X�Q�G���W�K�L�V���Q�R�W�L�R�Q�"���:�H���F�D�Q���D�O�O���Z�R�U�N���W�R�J�H�W�K�H�U�����Z�H� �U�H��
�P�R�Y�L�Q�J���W�R�Z�D�U�G�V���F�R�Q�V�H�Q�V�X�V�����:�H�O�O�����K�R�Z���G�R���Z�H���O�L�Y�H���Z�L�W�K���G�L�V�V�H�Q�V�X�V���D�Q�G���S�R�O�D�U�L�]�D�W�L�R�Q�"��
How do we work with that as strategic communicators? That’s the challenging 
part of it, and I think it is one of the critical points of why this is no longer 
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linear. Some of what we do in strategic communication is linear, always linear, 
and always linear in how we approach it, but more and more, what we do will 
�Q�R�W���E�H���O�L�Q�H�D�U�����,�W� �V���J�R�L�Q�J���W�R���H�Y�R�O�Y�H���R�X�W���R�I���W�K�H���V�L�W�X�D�W�L�R�Q�����:�H� �U�H���J�R�L�Q�J���W�R���Q�H�H�G���W�R��
work on that notion of improvisation and how we work with these various 
publics because there is no one path forward; there will be multiple paths 
�D�K�H�D�G�����$�Q�G�� �W�K�R�V�H�� �Q�X�P�H�U�R�X�V�� �S�D�W�K�V�� �D�U�H�� �Z�K�D�W�� �F�U�H�D�W�H�� �W�K�L�V�� �Ê�X�[���� �D�Q�G�� �W�K�L�V�� �Q�H�H�G�V��
not to think linear anymore and try to adjust as we see what’s coming along. 
So, I believe there are many challenges I think strategic communication is up 
�W�R�����:�H� �U�H���M�X�V�W���J�R�L�Q�J���W�R���Q�H�H�G���W�R���V�K�L�I�W���W�K�D�W���I�R�F�X�V���I�U�R�P���W�K�L�Q�N�L�Q�J���D�E�R�X�W���F�R�Q�V�H�Q�V�X�V��
and bringing people together to how do we work meaningfully with polarized 
groups of people?

Ömer Kablan 

And Timothy, while we’re speaking to you on this issue, can you also just for our 
audience, and for those who have trouble understanding the differences, can you 
tell us the difference between disinformation, misinformation, and propaganda?

Prof. Timothy Coombs 

�,���V�H�H�����G�L�V�L�Q�I�R�U�P�D�W�L�R�Q���L�V���L�Q�F�R�U�U�H�F�W���L�Q�I�R�U�P�D�W�L�R�Q���W�K�D�W���Ê�R�D�W�V���D�Q�G���J�H�W�V���F�L�U�F�X�O�D�W�H�G�����7�K�H�U�H� �V��
no particular agenda behind it. Someone sees something, they share it, and it is 
wrong. That occurs. More often, we’re seeing misinformation, and misinformation 
is purposeful. As I mentioned before, there’s a reason for it, people are putting it 
out there to achieve some objective, you know, and it’s not just for fun, as was the 
�F�D�V�H���Z�L�W�K���E�L�U�G�V���D�U�H�Q� �W���U�H�D�O�����E�X�W���W�K�H�\���K�D�Y�H���V�R�P�H���V�S�H�F�L�É�F���J�R�D�O���W�K�D�W���W�K�H�\� �U�H���W�U�\�L�Q�J���W�R��
achieve through it. And propaganda has always been a questionable term. Because 
it depends on your perspective, one person’s propaganda is another person’s truth. 
And we’re seeing that now one person’s misinformation is another person’s set 
of facts. So, there’s always that interpretive nature to it. And so, propaganda has 
always been that perspective. It’s like, oh, you’re doing that to deceive me somehow. 
�:�H���W�K�L�Q�N���R�I���S�U�R�S�D�J�D�Q�G�D���D�V���G�H�F�H�S�W�L�R�Q�����D�Q�G���S�U�R�S�D�J�D�Q�G�D�����U�H�D�O�O�\�����D�W���L�W�V���U�R�R�W�V�����F�R�P�H�V��
from the Catholic Church and is about spreading of faith and spreading of ideas. 
And so, propaganda became corrupted as a term to mean, oh, you’re spreading 
information I don’t like, which is the same thing we see with fake news being 
used as a term to say that’s something I disagree with; therefore, it’s fake news. 
So I think the key differences are that misinformation and disinformation. And 
�W�K�H���P�R�V�W���V�L�J�Q�L�É�F�D�Q�W���S�U�R�E�O�H�P���W�K�D�W���Z�H���I�D�F�H���L�V���P�L�V�L�Q�I�R�U�P�D�W�L�R�Q�����W�K�H���S�X�U�S�R�V�H�I�X�O���X�V�H��
of incorrect information. 
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Ömer Kablan 

�1�R�Z�����Z�H� �U�H���J�R�L�Q�J���W�R���P�R�Y�H���E�D�F�N���W�R���'�U�����-�D�N�H���:�D�O�O�L�V���I�R�U���D���P�R�P�H�Q�W�����-�D�N�H�����F�D�Q���\�R�X���W�D�O�N��
about whether we know who the prominent actors are regarding disinformation? 
I mean, maybe we come across smaller disinformation campaigns, we’re talking 
about, you know, individual social feeds and so on, but do we know the more 
prominent actors?

Dr. Jake Wallis 

I think we do. A lot of the discussion around disinformation, information operations 
has been framed by Russian meddling in the 2016 US presidential election. There 
�D�U�H���X�Q�G�R�X�E�W�H�G�O�\���R�W�K�H�U���D�F�W�R�U�V���D�W���S�O�D�\�����D�Q�G���E�H�Q�H�É�F�L�D�O���U�H�V�R�X�U�F�H�V���W�R���H�[�S�O�R�U�H���W�K�H���N�L�Q�G��
�R�I���G�\�Q�D�P�L�F�V���D�Q�G���S�H�U�K�D�S�V���F�U�H�D�W�H���D���O�H�D�G�H�U�E�R�D�U�G���R�I���W�K�H���P�R�V�W���S�U�R�O�L�É�F���D�F�W�R�U���Z�R�X�O�G��
be to look at the Information Operations archive that Twitter makes available. 
�%�X�W���,���W�K�L�Q�N���5�X�V�V�L�D���D�Q�G���&�K�L�Q�D���D�U�H���X�S���W�K�H�U�H�����:�K�D�W� �V���L�Q�W�H�U�H�V�W�L�Q�J���W�R���V�H�H���S�O�D�\���R�X�W���L�V���W�K�H��
distinctions in how these actors operate. Russia favors a more disruptive approach 
and focuses on the transatlantic security alliance, particularly as it impacts its 
�Z�H�V�W�H�U�Q���I�U�L�Q�J�H�����D���W�U�D�G�L�W�L�R�Q�D�O���E�X�I�I�H�U���R�I���L�Q�Ê�X�H�Q�F�H�����:�H� �U�H���P�R�V�W���I�R�F�X�V�H�G���R�Q���W�K�H���D�F�W�R�U��
here in our work at the Australian Strategic Policy Institute in China. Because the 
�$�V�L�D���3�D�F�L�É�F���Z�L�O�O���E�H���W�K�H���Q�H�[�X�V���R�I���J�U�H�D�W���S�R�Z�H�U���F�R�P�S�H�W�L�W�L�R�Q���R�Y�H�U���W�K�H���Q�H�[�W���G�H�F�D�G�H����
�Z�K�D�W���Z�H���V�H�H���D�W���S�O�D�\���L�V���D���E�D�W�W�O�H���I�R�U���L�Q�Ê�X�H�Q�F�H�����$�Q�G���W�K�D�W���E�D�W�W�O�H���I�R�U���L�Q�Ê�X�H�Q�F�H���S�O�D�\�V��
out across several plans, but it certainly plays out in the information domain. 
I think this is a challenge for democracies. How do they engage with threats 
in the information demand that are strategic and at scale, and that is part of a 
suite of kind of aggressive statecraft by actors willing to deploy hybrid threat 
tactics. That’s learning that’s a learning curve for democracies. This is a space that 
many democracies are not comfortable playing in. However, we’re starting to see 
frameworks emerge from several democratic states that are beginning to think 
about how you create ethical, defense, and kind of offense in the information 
demand. Good examples are the way or how the US defends forward and is quite 
overt about its willingness to support on. It did so in the 2018 midterm elections 
�D�Q�G���W�R�R�N���W�K�H���L�Q�W�H�U�Q�H�W���U�H�V�H�D�U�F�K���D�J�H�Q�F�\���R�I�Ê�L�Q�H���I�R�U���D���S�H�U�L�R�G��

�5�H�J�D�U�G�L�Q�J�� �&�K�L�Q�D� �V�� �D�W���V�F�D�O�H�� �L�Q�I�R�U�P�D�W�L�R�Q�� �R�S�H�U�D�W�L�R�Q�V���� �V�W�D�W�H�V�� �D�U�H�� �O�H�D�U�Q�L�Q�J�� �W�R�� �É�Q�G��
ways to counter that. China’s kind of longer-term strategic goal is to shape the 
�L�Q�I�R�U�P�D�W�L�R�Q���H�Q�Y�L�U�R�Q�P�H�Q�W���D�Q�G���L�Q�Ê�X�H�Q�F�H���F�R�Q�G�L�W�L�R�Q�V�����:�H� �Y�H���V�H�H�Q���W�K�D�W���V�L�J�Q�L�É�F�D�Q�W�O�\��
play out through COVID-19 with Chinese state media, Chinese diplomats, 
disseminating propaganda and disinformation around the origins of the virus, 
or in China’s role in and offering medical supplies to a range of states, particularly 
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those in North Africa, Latin America, and Southeast Asia. So, I think states have to 
learn how to develop situational awareness to get an overview of the landscape 
and the information in demand. And they’re trying to create the ethical frameworks 
that democracies can operate within in terms of competing and contesting in 
the information domain.

Ömer Kablan 

I want each of you to explain the work you’re involved in when dealing with 
disinformation and how you think all of us individually are going to be impacted by 
it. Ece, if we can start with you, how are we affected by disinformation separately 
and collectively? And in terms of your work, where do you see this going?

Assoc. Prof. Ece Baban 

�$�V�� �I�D�U�� �D�V�� �É�J�K�W�L�Q�J�� �D�J�D�L�Q�V�W�� �G�L�V�L�Q�I�R�U�P�D�W�L�R�Q�� �L�V�� �F�R�Q�F�H�U�Q�H�G���� �D�O�O�� �,�� �F�D�Q�� �V�D�\�� �L�V�� �W�K�D�W��
individually, we need to do our best not to be exposed to disinformation in the 
future. Let us clarify the distinction between disinformation and misinformation; 
there may be some mechanisms that we can use to help people to understand 
that difference or to tell whether the information they’re facing is correct or 
not. I think public opinion leaders and political leaders share information. There 
need to be some control mechanisms or some instruments that will enable us to 
check whether the information we face is correct. At the moment, what happens 
is that people are trying to be isolated from reality by creating those huge virtual 
environments, like the metaverse. That leads to lessening the importance of 
�F�R�U�U�H�F�W���L�Q�I�R�U�P�D�W�L�R�Q���L�Q���W�K�H���U�H�D�O���Z�R�U�O�G�����:�H���Q�H�H�G���P�R�U�H���L�Q�Ê�X�H�Q�W�L�D�O���J�U�R�X�S�V���R�I���S�H�R�S�O�H��
working on that in the academic world, and I think we need to develop better 
versions of role-play. 

Wasim Khaled 

�:�H���F�H�U�W�D�L�Q�O�\���E�H�O�L�H�Y�H���W�K�D�W���G�L�V�L�Q�I�R�U�P�D�W�L�R�Q���L�V���W�K�H���X�P�E�U�H�O�O�D���F�U�L�V�L�V���W�K�D�W���I�X�H�O�V���H�Y�H�U�\���P�D�M�R�U��
crisis the world will face in the coming decades. I say that without any hyperbole. 
I mean, manipulated media at large is no longer just the reputational concern or 
�K�R�Z���\�R�X�U���F�R�P�P�X�Q�L�W�L�H�V���D�U�H���I�X�Q�F�W�L�R�Q�L�Q�J�����L�W���L�V���D���É�Q�D�Q�F�L�D�O���F�R�Q�F�H�U�Q�����,�Q���D�G�G�L�W�L�R�Q�����W�K�H�U�H��
are organizational security concerns across health care, government, technology, 
companies. So we have to battle that kind of harmful information landscape; we 
have to understand the landscape full of these unexpected risks. And likewise said 
before, we have to know how to live in this kind of polarized system that we’ve 
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We see that many 
governments put forward 

their cyber security policies, 
not only national but also 

at international scales. 
These are very progressive 
policies compared to a few 

years ago.

�T�X�D�O�L�W�\���G�D�W�D�����,�W���L�V���O�L�N�H���V�R�P�H�R�Q�H���V�D�\�L�Q�J���Z�H�D�U�L�Q�J���P�D�V�N�V���G�R�H�V���Q�R�W���Z�R�U�N���L�Q���É�J�K�W�L�Q�J��
the virus. Although this is substantially complete information, it can spread very 
rapidly.

Here is what we must ask. How can we establish infrastructures that enable 
good and high-quality data to be shared? In other words, what can we do to 
�G�L�V�V�H�P�L�Q�D�W�H���K�L�J�K���T�X�D�O�L�W�\���G�D�W�D���L�Q�V�W�H�D�G���R�I���O�R�Z���T�X�D�O�L�W�\���G�D�W�D�"���:�H���Q�H�H�G���W�R���O�R�R�N���D�W��
�W�K�L�V�����:�H���P�H�Q�W�L�R�Q�H�G���W�K�H���T�X�D�O�L�W�\���R�I���W�K�H���G�D�W�D�����7�K�L�V���L�V���L�P�S�R�U�W�D�Q�W�����,���Z�D�Q�W���W�R���D�V�N���D�Q��
epistemological question here. How do we know that we know what we know? So 
how do we know that it is accurate, right? There are no controllers on the internet 
in terms of data any longer. This is a good thing as well. However, a new method 
�R�I���S�U�R�W�H�F�W�L�R�Q���P�X�V�W���E�H���G�H�Y�H�O�R�S�H�G�����$���É�O�W�H�U���V�K�R�X�O�G���E�H���D�S�S�O�L�H�G���I�R�U���W�K�L�V���S�R�R�U���T�X�D�O�L�W�\����
low-quality data dissemination. In other words, this control should exist so that 
the security and well-being of our people, our nations, are not affected. In other 
words, both the safety and the quality of the data disseminated are essential 
within the framework of these discussions. 

Jaffar Hasnain

�:�H�O�O�����2�O�H�J�����,���Z�D�Q�W���W�R���W�X�U�Q���W�R���\�R�X�����<�R�X���D�U�H���D���V�H�Q�L�R�U���H�[�S�H�U�W�����$�V���D�Q���D�G�Y�D�Q�F�H�G���J�R�Y�H�U�Q�D�Q�F�H��
center expert, can you tell what kind of control governments have in cyberspace?

Oleg Shakirov

An excellent question. Because we have seen this in the last decade, governments 
in many countries have been trying to have more cyber control in the world. 
They are also trying to control what information about their critical systems is 
spreading on the internet. Of course, they are trying to maintain the quality of 
�W�K�L�V�� �L�Q�I�R�U�P�D�W�L�R�Q���� �D�V�� �0�D�U�F�� �K�D�V�� �M�X�V�W���P�H�Q�W�L�R�Q�H�G�����:�H�� �V�H�H�� �W�K�D�W���W�K�H�U�H�� �D�U�H�� �G�L�I�I�H�U�H�Q�W��
success criterias. Some interferences are more successful, but some are less. In 
some countries, we see governments temporarily shutting down the internet in 
times of crisis. This, of course, means that, in some contexts, governments can 
control this information environment. But in some places, we see governments 
�K�D�Y�H���P�R�U�H���O�L�P�L�W�H�G���F�R�Q�W�U�R�O�����%�H�F�D�X�V�H���W�K�L�V���F�R�Q�W�U�R�O���V�\�V�W�H�P���L�V���D�J�D�L�Q�V�W���V�S�H�F�L�É�F���L�G�H�D�V����
what we call the internet is a globally interconnected system. It does not happen 
so quickly when you try to control everything going on in this network. 

�$�Q�G���,�� �W�K�L�Q�N���W�K�H���U�R�O�H���R�I���J�R�Y�H�U�Q�P�H�Q�W�V���Z�L�O�O���E�H���F�U�X�F�L�D�O���R�Q���W�K�L�V���E�D�V�L�V�����:�H���V�H�H���W�K�D�W��
many governments put forward their cyber security policies, not only national 
but also at international scales. These are very progressive policies compared 
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to a few years ago. There are new regulations in America and Russia. And we 
see that more detailed rules have been implemented. But of course, what you 
can do at the national level is limited. It gets harder to do something at the 
national level. There was a research by a cyber security company. They looked at 
the online discussions there. They analyzed the talks on the Russian-speaking 
forums. They saw that some of the users of these forums were worried that 
�5�X�V�V�L�D���Z�R�X�O�G���F�R�R�S�H�U�D�W�H���Z�L�W�K���W�K�H���8�Q�L�W�H�G���6�W�D�W�H�V���L�Q���W�K�H���É�H�O�G���R�I���O�D�Z���H�Q�I�R�U�F�H�P�H�Q�W��
agencies. I was shocked when I saw the numbers. Because when we look at the 
relations between Russia and America, there were much more optimistic numbers 
in the users’ minds than the actual cooperation between two countries. So, in 
addition to national regulations, governments can also be successful in this 
context. International laws also need to be implemented in cyberspace. Now, I 
�Z�D�Q�W���W�R���U�H�W�X�U�Q���W�R���R�X�U���D�X�G�L�H�Q�F�H�����:�R�X�O�G���\�R�X���O�L�N�H���W�R���V�H�H���P�R�U�H���J�R�Y�H�U�Q�P�H�Q�W���F�R�Q�W�U�R�O����
state control in cyberspace? If you’re going to see more government control in 
the cyber world, please raise your hand. Two people raised their hands. The rest 
do not want to see, no. Many people do not want governments to intervene in 
cyberspace’s digital environment. 

Jaffar Hasnain

�$�N�é�Q�����,���Z�D�Q�W���W�R���J�H�W���E�D�F�N���W�R���\�R�X�����,�I���W�K�H���J�H�Q�H�U�D�O���S�X�E�O�L�F���L�V���D�J�D�L�Q�V�W���J�R�Y�H�U�Q�P�H�Q�W���F�R�Q�W�U�R�O����
�W�K�H�Q���K�R�Z���Z�L�O�O���Z�H���P�D�N�H���F�\�E�H�U�V�S�D�F�H�����W�K�H���F�\�E�H�U���Z�R�U�O�G�����V�D�I�H�U�"���:�K�R���Z�L�O�O���L�P�S�O�H�P�H�Q�W��
the policies?

�$�V�V�R�F�����3�U�R�I�����$�N�é�Q���ž�Q�Y�H�U

Let us direct this question to the audience again; after a natural disaster or a 
terrorist attack, we should ask this again to the audience. Because after such things 
happen, people can be very emotional. There might have been a crisis that would 
have affected many people, and the assessments of the people about the role of 
�J�R�Y�H�U�Q�P�H�Q�W���L�Q���V�R�F�L�D�O���P�H�G�L�D���D�Q�G���W�K�H���,�Q�W�H�U�Q�H�W���P�D�\���F�K�D�Q�J�H�����6�F�L�H�Q�W�L�É�F���V�W�X�G�L�H�V���V�K�R�Z��
this to us. For example, after a question asked whether the state should regulate 
the Internet or not, people can change their answers when they experience a crisis 
that concerns them. Then, they can say, “no, the state should be more involved in 
internet control.” The context is so important here. In a context when there is no 
crisis, and there is no state of panic, people can say, “yes, okay, the government 
should not interfere in this; the state should not make these regulations.” However, 
one of the reasons they say so is because many people do not think that the 
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government comprehends the Internet very well. In other words, people do not 
understand the regulations brought by many states, almost all states.

 

Jaffar Hasnain

You expressed that most people think the government does not comprehend 
the internet. Is this not a perception? So, how do you think this perception was 
formed in public?

�'�U�����$�N�é�Q���ž�Q�Y�H�U

�,���H�P�S�K�D�V�L�]�H���W�K�L�V���G�H�S�H�Q�G�V���R�Q���W�K�H���U�H�V�H�D�U�F�K���L�Q���W�K�H���É�H�O�G���R�I���S�R�O�L�W�L�F�D�O���F�R�P�P�X�Q�L�F�D�W�L�R�Q����
People think the government does not understand the internet domain because 
they believe the state still deals with internet restrictions and censorship. There 
�L�V���V�F�L�H�Q�W�L�É�F���H�Y�L�G�H�Q�F�H�����1�H�L�W�K�H�U���F�H�Q�V�R�U�V�K�L�S���Q�R�U���F�R�Q�W�H�Q�W���U�H�V�W�U�L�F�W�L�R�Q�V���R�Q���W�K�H���,�Q�W�H�U�Q�H�W��
affect people’s information consumption in digital media. There is also relevant 
�V�F�L�H�Q�W�L�É�F�� �H�Y�L�G�H�Q�F�H�� �I�R�U�� �W�K�L�V���� �'�X�H�� �W�R�� �V�X�F�K�� �D�W�W�H�P�S�W�V�� �W�R�� �P�D�N�H�� �W�K�H�� �V�W�D�W�H�� �O�R�R�N�� �E�D�G����
states are also moving away from these policies.

Nevertheless, many states have no idea about what to do anyway. I am also 
�W�D�O�N�L�Q�J���D�E�R�X�W���F�R�Q�Ê�L�F�W�V�����F�U�L�V�H�V�����Q�D�W�X�U�D�O���G�L�V�D�V�W�H�U�V�����D�Q�G���S�U�R�W�H�V�W�V���D�E�R�X�W���W�K�H���V�L�W�X�D�W�L�R�Q����
For example, when an earthquake or terrorist attack occurs, people’s perception 
of the Internet and the state’s role changes substantially. Even though most 
people think that the government does not understand the Internet because the 
government is trying to solve it with restrictions and censorship, people do not 
care about internet issues enough when an event triggers an emotional crisis. 
They start to support the government, suddenly saying that the state should close 
this account, restrict that person, so they cannot share anything on the Internet. 
In other words, it is more important to what extent the state should be involved 
rather than the question of whether the state should be involved in internet 
restrictions or not. Let us discuss this. Under which circumstances and to what 
extent should the state intervene on the Internet? In my opinion, we should be 
discussing this topic. 

Marc A. Smith

�:�H���P�H�Q�W�L�R�Q�H�G���W�K�D�W���P�R�V�W���V�W�D�W�H�V���G�R���Q�R�W���F�R�P�S�U�H�K�H�Q�G���W�K�H���L�Q�W�H�U�Q�H�W���Y�H�U�\���Z�H�O�O�����:�K�H�Q��
you say most, does it mean that some countries understand? Maybe we should 
put the question again: Should the state have a role, for example, in ensuring that 

Neither censorship nor 
content restrictions 

on the Internet affect 
people’s information 

consumption in digital 
media.
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the water we drink is clean? Or should the state work on ensuring our roadways 
are safer? Now our answer to those questions is “yes,” correct? But can all states 
achieve this properly? Can all states keep automobile standards and practices 
at the same standard for road safety? No, some countries are better, some are 
worse. If you can sell your car in the European Union or America, you can probably 
sell it elsewhere. But some countries have higher standards regarding safety 
equipment. So, in a way, we can say this. For example, the steam engine worked 
for 150 years, right? Nuclear energy, for example, we know about the disaster in 
�)�X�N�X�V�K�L�P�D�����:�H���N�H�S�W���X�V�L�Q�J���V�W�H�D�P���W�H�F�K�Q�R�O�R�J�\���H�Y�H�Q���Z�K�H�Q���W�K�H�U�H���Z�D�V���D�W�R�P�L�F���H�Q�H�U�J�\����
So, technologies are changing, and security methods adapt to them. 

I want to think this way. In cars, for example, where are the seat belts and airbags? 
�:�H���Q�H�H�G���W�R���D�V�N���W�K�H�V�H���T�X�H�V�W�L�R�Q�V�����5�H�J�D�U�G�L�Q�J���W�K�H���L�Q�I�R�U�P�D�W�L�R�Q�����Z�K�H�U�H���L�V���W�K�H���V�H�D�W��
�E�H�O�W���R�I���L�Q�I�R�U�P�D�W�L�R�Q�"���:�H���Q�H�H�G���W�R���O�R�R�N���D�W���Z�K�H�U�H���W�K�H���D�L�U�E�D�J���R�I���N�Q�R�Z�O�H�G�J�H���L�V�����:�H��
�D�U�H���L�Q���R�X�U���H�D�U�O�\���D�J�H�V�����:�K�H�Q���Z�H���É�U�V�W���V�D�Z���W�K�H���7���P�R�G�H�O���R�I���W�K�H���L�Q�L�W�L�D�O���)�R�U�G�����V�H�F�X�U�L�W�\��
�P�H�D�V�X�U�H�V�� �Z�H�U�H�� �G�L�I�I�H�U�H�Q�W�����:�K�H�Q�� �W�K�H�\�� �V�D�Z�� �)�R�U�G� �V�� �L�Q�L�W�L�D�O�� �F�D�U���� �S�H�R�S�O�H�� �G�L�G�� �Q�R�W���D�V�N��
where the airbag was, right? Decades had to pass before the airbag kicked in. The 
same goes for the internet and social media. A market of ideas is set forth here.

�:�H���K�D�Y�H���W�R���S�U�R�F�H�H�G���I�U�R�P���W�K�L�V���S�R�L�Q�W�����:�H���Q�H�H�G���W�R���D�V�N���W�K�L�V���T�X�H�V�W�L�R�Q�����6�R���Z�K�H�U�H���L�V���W�K�H��
�D�F�F�R�X�Q�W�L�Q�J���V�R�I�W�Z�D�U�H�����I�R�U���H�[�D�P�S�O�H�����K�H�U�H�"���:�K�D�W���L�I���Q�R���D�F�F�R�X�Q�W�L�Q�J���V�R�I�W�Z�D�U�H���H�[�L�V�W�V���L�Q��
a marketplace? I am asking a rhetorical question here for sure. It would be fraud 
if you don’t have an accounting system, wouldn’t it? So, having an accounting 
system is not enough alone. There is still fraud even though we have accounting 
systems. But in case we did not possess any accounting system at all, think 
�D�E�R�X�W���L�W�����,�Q���R�W�K�H�U���Z�R�U�G�V�����L�W���L�V���Q�R�W���V�X�I�É�F�L�H�Q�W���D�O�R�Q�H�����E�X�W���L�W���L�V���D�Q���H�V�V�H�Q�W�L�D�O���F�R�Q�G�L�W�L�R�Q��
regarding information systems. There must be an accounting system somehow. 
�,�V���L�W���H�Q�R�X�J�K�"���1�R�W���D�O�R�Q�H�����E�X�W���G�H�É�Q�L�W�H�O�\�����L�W���P�X�V�W���H�[�L�V�W���W�R���U�H�G�X�F�H���I�U�D�X�G��

Nonetheless, fraud occurs again. The copy we are talking about here is disinformation 
and misinformation, and I think governments have a role to play in this. Just as the 
obligation to provide clean water or the commitment to introduce safe vehicles, 
�W�K�H�U�H���P�X�V�W���E�H���D���U�H�J�X�O�D�W�R�U�\���U�R�O�H���K�H�U�H�����6�R�����V�S�H�F�L�É�F���V�W�D�Q�G�D�U�G�V���P�X�V�W���E�H���V�H�W�����3�H�R�S�O�H��
should not die when a car hits a wall at 35 km/h; safety criteria should be that 
high. In other words, there should be minimum standards to be put forward. 

Jaffar Hasnain

Fraud is so common nowadays that we do not seem to be doing enough to combat 
it. Let me ask our audience. How many of you have been defrauded on the Internet 
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or have been a victim of fraud? Did nobody get defrauded on the Internet? See, 
I mean information scamming also. In other words, I include the fact that you 
realize that information that you were told to be true turned out to be false. Yes, 
not many people. Congratulations. I hope no one gets scammed on the Internet 
because I was scammed. But I want to get to this point. I want to expand this 
discussion a little further. You are joining us from Russia, Oleg. I have to say that 
some countries have accused Russia of carrying out cyber-attacks against other 
countries, including the United States. I do not wish to carry out this discussion 
by pointing out the nations, but I want to ask this. Is there a usage opportunity 
in the cyber world to launch cyber-attacks on other countries? Could the cyber 
world be used for this?

Oleg Shakirov

The question is indeed straightforward. I can say yes, and we can continue 
�R�X�U���G�L�V�F�X�V�V�L�R�Q�����E�X�W���,���Z�D�Q�W���W�R���W�R�X�F�K���X�S�R�Q���D���I�H�Z���L�V�V�X�H�V�����:�H���D�O�V�R���F�D�O�O���W�K�H���F�\�E�H�U��
world information media. It can be used to attack other countries, but this 
opportunity has been present already for nearly 20-30 years. One of the 
institutions, which I consulted, published a book in 2001, and I just read that 
book. This book, which was written 20 years ago, gave many examples, in fact, 
�D�E�R�X�W���K�R�Z���V�W�D�W�H�V���F�D�Q���F�D�U�U�\���R�X�W���F�\�E�H�U���D�W�W�D�F�N�V���I�R�U���W�K�H�L�U���S�X�U�S�R�V�H�V�����:�H���K�D�Y�H���V�H�H�Q��
actual cases too. There is a particular issue here. It was never seen that a state 
accepted responsibility; it was not seen that it has undertaken such an attack 
and claimed responsibility for it. I guess President Trump probably said in 
2019 or 2020 that he carried out some attacks against Russian actors during 
elections. But so far, we have not seen anyone taking responsibility at the 
state level. Of course, it can happen to security companies; we know this. So, 
�W�K�H�U�H���L�V���S�U�R�J�U�H�V�V�����D�O�E�H�L�W���V�O�R�Z�O�\�����,�W���L�V���Q�R�W���Y�H�U�\���E�H�Q�H�É�F�L�D�O���I�R�U���W�K�H���J�H�Q�H�U�D�O���S�X�E�O�L�F����
and we see that many countries are now investing in cyber security. I am not 
�M�X�V�W���W�D�O�N�L�Q�J���D�E�R�X�W���W�K�H���L�V�V�X�H�V���W�K�D�W���$�N�é�Q���R�U���0�D�U�F���V�S�R�N�H���D�E�R�X�W���K�H�U�H�����,���D�P���W�D�O�N�L�Q�J��
about military establishments. For example, I heard some recent news from 
Switzerland. They are working on a new cyber system. Every month we hear 
information about a new country, about establishing a cyber security system. I 
had called this a “cyber version of a weapon” in a presentation. More precisely, 
�&�K�H�N�K�R�Y� �V���Z�H�D�S�R�Q�����:�K�D�W���G�R�H�V���L�W���W�H�O�O���L�Q���&�K�H�N�K�R�Y� �V���V�W�R�U�\�"���,�I���\�R�X���V�H�H���W�K�D�W���J�X�Q���R�Q��
that wall once, we say that the weapon is bound to burst somewhere absolutely. 
This is the rule. This is how I think about it. The lack of transparency perhaps 
exacerbates the problem. 
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Jaffar Hasnain

�<�H�V�����L�W� �V���D���V�H�U�L�R�X�V���S�U�R�E�O�H�P���L�Q�G�H�H�G�����$�N�é�Q�����Z�H���V�H�H���W�K�D�W���V�L�Q�F�H���������������W�K�H�U�H���K�D�V���E�H�H�Q��
a lot of discussion about interventions such as interference with the elections, 
hacking of the servers of political parties, etc. How can a government or a country, 
�D���V�W�D�W�H���S�U�H�Y�H�Q�W���W�K�L�V�"���:�K�D�W���F�D�Q���W�K�H�\���G�R�"���2�U���L�V���W�K�H�U�H���Q�R�W�K�L�Q�J���W�K�D�W���F�R�X�O�G���E�H���G�R�Q�H�"��
�+�D�F�N�H�U�V���Z�L�O�O���N�H�H�S���W�U�\�L�Q�J�����:�L�O�O���L�W���J�R���R�Q���O�L�N�H���W�K�L�V�"

�$�V�V�R�F�����3�U�R�I�����$�N�é�Q���ž�Q�Y�H�U

In my opinion, this is a universal problem. Yes, many discussions are going on 
about China and Russia and what they are doing. But these are not unique to 
China or Russia. Political competition situations on the international platform 
�D�U�H���X�Q�L�Y�H�U�V�D�O�����:�H���P�H�Q�W�L�R�Q���L�Q�I�U�D�V�W�U�X�F�W�X�U�H�V���I�R�U���F�\�E�H�U���V�H�F�X�U�L�W�\�����7�K�H�\�� �D�U�H���Q�R�W���Y�H�U�\��
different from cyber-attack infrastructures. Let us suppose we have an air defense 
�V�\�V�W�H�P�����:�H���F�D�O�O���L�W���G�H�I�H�Q�V�H���D�V���L�W���E�H�É�W�V���W�K�H���Q�D�P�H�����,�W���L�V���G�H�I�H�Q�V�L�Y�H�����E�X�W���\�R�X���F�D�Q�Q�R�W��
attack another country with a missile system. There is a similar situation with 
cyber capabilities. Infrastructure capabilities here, such as human capital, software, 
and hardware, can also be employed for cyber-attacks.

�:�K�H�Q���Z�H���D�Q�D�O�\�]�H���W�K�H���S�U�D�F�W�L�F�H�V���D�Q�G���L�Q�W�H�Q�W�L�R�Q�V�����W�K�H�V�H���W�K�L�Q�J�V���G�R���Q�R�W���R�Q�O�\���K�D�S�S�H�Q���W�R��
Russia. All countries are trying to interfere in other countries’ elections, whether 
it is cyber or not. In other words, if there is competition between countries, we 
�V�H�H�� �W�K�H�V�H���� �E�X�W���W�K�H�� �P�R�V�W���V�X�U�S�U�L�V�L�Q�J�� �S�D�U�W���I�R�U�� �P�H�� �L�V�� �W�K�D�W�����:�K�\�� �G�L�G�� �W�K�L�V�� �V�X�G�G�H�Q�O�\��
become astonishing? Yes, governments interfere with each other’s elections 
anyway. This has been happening for years. Ever since democracy began, since 
�W�K�H���É�U�V�W���H�O�H�F�W�L�R�Q�V�����W�K�L�V���K�D�V���E�H�H�Q���D���X�Q�L�Y�H�U�V�D�O���S�K�H�Q�R�P�H�Q�R�Q�����,�W���L�V���V�H�H�Q���H�Y�H�U�\�Z�K�H�U�H����
which means it does not only pertain to Russia. There is no such thing that Russia 
merely conducts these activities while the others do not. However, we observe 
that China and Russia have recently made excellent progress in this area and 
started operating well. Maybe that is the reason why their name is constantly 
being brought up. Compared to other countries, we see that both Russia and 
China can now accomplish some things very quickly. For this reason, we see that 
a state of panic is created about issues such as intervention in the elections. 

In the context of America, we also saw that the allegations about the intervention 
of Russia could be utilized as a means of silencing the opposition in some way. So, 
it has another dimension like this. It could be achieved for that purpose as well. 
The question you asked is a bit of a technical question. How can governments 
prevent external actors from interfering in their elections? There is an answer, as 

All countries are trying to 
interfere in other countries’ 
elections, whether cyber or 

not. The most surprising part 
for me is why this suddenly 

became astonishing?
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I expressed in the beginning. Of course, the only way to achieve this is to invest 
more in cyber security and defense. I think there is a second answer. A slightly 
more secret answer, actually an implicit answer. Namely, in how many countries 
do we expect the government to protect the cyber systems of opposition parties? 
This is the real question to be answered thoughtfully. 

Jaffar Hasnain

�0�D�U�F�����\�R�X� �U�H���D���V�R�F�L�D�O���P�H�G�L�D���U�H�V�H�D�U�F�K���P�D�Q�D�J�H�U�����:�H���K�D�Y�H���E�H�H�Q���W�D�O�N�L�Q�J���W�R���R�X�U���O�L�V�W�H�Q�H�U�V��
here. Social media has now become an indispensable part of our lives. Then, can 
you tell us a bit about how foreign actors use social media to interfere in the 
affairs of other countries?

Marc A. Smith

I can say that it is used effectively. It is used quite powerfully. Social media makes 
two promises. More precisely, it makes a promise that people want to hear. It 
promises that anyone can talk. It says that only those who speak are listened to 
by others. However, those who do not speak are also heard by social media. If you 
focus on whom to listen to on social media, your message spreads faster. This is 
�W�K�H���G�H�É�Q�L�W�L�R�Q���R�I���Z�K�D�W���Z�H���F�D�O�O���"�V�R�I�W���S�R�Z�H�U���#���,���P�H�D�Q�����M�X�V�W���O�L�N�H���M�H�D�Q�V���D�Q�G���U�R�F�N���D�Q�G��
�U�R�O�O���W�R���L�Q�Ê�X�H�Q�F�H���R�W�K�H�U���V�R�F�L�H�W�L�H�V���Z�L�W�K���\�R�X�U���F�X�O�W�X�U�D�O���Y�D�O�X�H�V�����L�G�H�D�V�����S�H�U�V�S�H�F�W�L�Y�H�V�����L�W��
is possible to create an impression on social media with tiny budgets. And you 
can do it straightforwardly. It takes 100 people to share a hashtag for a topic to 
�E�H�F�R�P�H���D���W�U�H�Q�G�����D�Q�G���W�K�H�U�H���D�U�H���F�R�Q�W�U�R�O�O�H�U�V���D�Q�G���F�R�Q�W�U�R�O���P�H�F�K�D�Q�L�V�P�V���W�K�D�W���Z�H���G�H�É�Q�H��
as “gatekeepers.” If you explain these control mechanisms and persuade them on 
the subject you want to dictate, your content starts to disperse on social media. 
The messages, which would not be visible in any other means, spread this way. So, 
�L�V���V�R�F�L�D�O���P�H�G�L�D���X�V�H�G���L�Q���L�Q�Ê�X�H�Q�F�L�Q�J���R�S�H�U�D�W�L�R�Q�V�"���2�I���F�R�X�U�V�H�����L�W���L�V���X�V�H�G�����2�I���F�R�X�U�V�H�����L�W��
could be a pleasure for some people to advertise to different groups and gather 
them together and watch them discuss. For example, we see the same thing about 
the vaccine. For instance, I saw someone in the street who was vaccinated. He 
developed an adverse reaction to the vaccine, his body reacted. I mean, such false 
information can be broadcast very quickly. I did not ask if social media could be 
�X�V�H�G���E�H�F�D�X�V�H���L�W���L�V���D�O�U�H�D�G�\���X�V�H�G�����:�H�O�O�����O�H�W���X�V���V�D�\���W�R���Z�K�D�W���G�H�J�U�H�H���\�R�X���W�K�L�Q�N���V�R�F�L�D�O��
media giants like Facebook and Twitter facilitate the work of these foreign actors. 
Of course, there are some debates about responsibility. But this is like answering 
how many people died in accidents caused by a vehicle that does not have the 
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necessary safety equipment. If the brakes had not worked, the clutch had not 
worked, or the wipers had not worked, and an accident had occurred, then perhaps 
it would have been possible to blame the car manufacturer, not the driver, but 
the car manufacturer. The same thing applies to social media. I wonder if social 
media producers or platforms implement these control mechanisms. Maybe they 
�G�R���Q�R�W�����6�R�����F�D�Q���W�K�H�\���S�X�W���L�Q���S�O�D�F�H���D���P�H�F�K�D�Q�L�V�P���I�R�U���U�H�V�R�O�Y�L�Q�J���V�X�F�K���F�R�Q�Ê�L�F�W�V�"���$�O�O��
�U�L�J�K�W���� �W�K�H�\�� �F�D�Q���� �%�X�W���Z�K�\�� �G�R�Q� �W���W�K�H�\�"�� �%�H�F�D�X�V�H���L�W���L�V���Q�R�W���S�U�R�É�W�D�E�O�H���� �1�D�W�L�R�Q���V�W�D�W�H�V��
prefer to use it to spread disinformation rather than focus on what the platform 
should do. The philosophy behind it is transferring the platform’s power to users 
�U�D�W�K�H�U���W�K�D�Q���E�O�D�P�L�Q�J���W�K�H���S�O�D�W�I�R�U�P�����:�H���K�D�Y�H���S�U�R�G�X�F�H�G���D���Z�K�L�W�H���G�R�F�X�P�H�Q�W���D�E�R�X�W���L�W����
�:�H���V�W�D�W�H�G���W�K�D�W���V�R�F�L�D�O���P�H�G�L�D���V�K�R�X�O�G���F�K�R�R�V�H���W�K�H�L�U���H�G�L�W�R�U�V�����1�R�W���W�K�H���S�O�D�W�I�R�U�P�����Q�R�W��
the government, but the users should choose their editors. In other words, we say 
�W�K�D�W���É�O�W�H�U�L�Q�J���P�H�F�K�D�Q�L�V�P�V�����F�R�Q�W�U�R�O���P�H�F�K�D�Q�L�V�P�V�����W�K�R�V�H���Z�K�R���Z�L�O�O���F�R�Q�W�U�R�O���W�K�H���F�R�Q�W�H�Q�W��
and remove false information and low-quality data from social media should be 
the users themselves. The users should be able to choose their editors. Thus, I 
think we can give responsibility back into the hands of citizens, individuals, and 
non-governmental organizations. So instead of anticipating this from Zuckerberg, 
I think we should give this task to users. 

Jaffar Hasnain

You referred to a critical point. Giving power to users. But of course, that will 
also cause controversy. Because there will be very naive users out there, there 
will be people who are too immature to understand the dynamics of the cyber 
world. Oleg, therefore, I want to ask you this question. Do you think it is a good 
idea to give users responsibility?

Oleg Shakirov

�)�L�U�V�W���R�I���D�O�O�����L�W���L�V���D�Q���L�G�H�D���Z�R�U�W�K���F�R�Q�V�L�G�H�U�L�Q�J�����:�H���H�Y�H�Q���V�W�D�U�W�H�G���W�R���V�H�H���V�R�P�H���H�[�D�P�S�O�H�V����
�:�L�N�L�S�H�G�L�D�� �K�D�V�� �L�W�V�� �F�R�Q�W�U�R�O�� �P�H�F�K�D�Q�L�V�P�� �Z�L�W�K�L�Q�����$�V�� �0�D�U�F�� �W�U�L�H�G�� �W�R�� �G�H�V�F�U�L�E�H�� �K�H�U�H����
�W�K�H�U�H�� �L�V�� �D�Q�� �H�G�L�W�R�U�� �P�H�F�K�D�Q�L�V�P�� �R�I�� �X�V�H�U�V���� �%�X�W�� �L�I�� �Z�H�� �D�Q�D�O�\�]�H�� �P�R�U�H�� �V�S�H�F�L�É�F�D�O�O�\����
there are different methods of eliminating these problems. In general, we 
live in a complex world, and internet-based systems make things much more 
�F�R�P�S�O�L�F�D�W�H�G�����7�K�H�U�H�I�R�U�H�����W�K�H�U�H���L�V���Q�R���É�Q�D�O���D�Q�G���V�L�Q�J�O�H���V�R�O�X�W�L�R�Q���W�R���V�X�F�K���S�U�R�E�O�H�P�V����
Even things will get more complex, and we will have to solve more urgent 
situations. Of course, we are not going through a stable process. Everything 
is very subjective. For some governments, priorities vary, for example. But two 
years from now, we will be facing different problems, and the agenda will have 

Nation-states prefer to use 
it to spread disinformation 
rather than focus on what 

the platform should do.
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�F�K�D�Q�J�H�G���F�R�P�S�O�H�W�H�O�\�����:�H���D�U�H���J�R�L�Q�J���W�K�U�R�X�J�K���V�X�F�K���D���S�U�R�F�H�V�V���W�K�D�W���Z�H���F�R�Q�V�W�D�Q�W�O�\��
�H�Q�F�R�X�Q�W�H�U���D���Q�H�Z���F�U�L�V�L�V�����D�Q�G���Z�H���W�U�\���W�R���É�Q�G���D���V�R�O�X�W�L�R�Q���E�\���P�R�Y�L�Q�J���I�U�R�P���R�Q�H���F�U�L�V�L�V��
to another. As my co-panelists pointed out previously, the most important thing 
is that some of these technologies have been put into use without considering 
safety and security conditions. This, of course, put us in a challenging situation, 
we must solve these emerging problems. I am sure these issues are on the 
agenda of many people right now, and such platforms may not be 100 percent 
�V�H�F�X�U�H���� �E�X�W�� �Z�H�� �Q�H�H�G�� �W�R�� �É�Q�G�� �Z�D�\�V�� �W�R�� �P�D�N�H�� �W�K�H�P�� �V�D�I�H�U�� �R�U�� �S�U�H�Y�H�Q�W�� �W�K�H�� �Z�R�U�V�W��
possible consequences.

Jaffar Hasnain

Do you think it is good to empower and authorize the users concerning cyber 
security?

�$�V�V�R�F�����3�U�R�I�����$�N�é�Q���ž�Q�Y�H�U

Theoretically, yes. Looking at the recent research on political communication, my 
�G�L�U�H�F�W���D�Q�V�Z�H�U���Z�R�X�O�G���E�H���D�I�É�U�P�D�W�L�Y�H�����+�R�Z�H�Y�H�U�����Z�H���R�I�I�H�U���H�Y�H�U�\�R�Q�H���D�Q���R�S�W�L�R�Q���W�R���F�U�H�D�W�H��
their social media content. Therefore, it may be a good idea to ensure information 
security. It can also be important in maintaining the health of the social media 
ecosystem. However, as we have seen in some research and experiments, many 
people get bored and get away from the platform when such a thing happens. I also 
want to set up a connection with this reality. People want to be involved in social 
media because most people already perform civil and regular conversations on the 
internet. However, they sometimes enter social media entirely for entertainment 
�S�X�U�S�R�V�H�V�����,�W���L�V���O�L�N�H���J�R�L�Q�J���W�R���D���I�R�R�W�E�D�O�O���J�D�P�H�����:�K�H�Q���\�R�X���J�R���W�R���D���I�R�R�W�E�D�O�O���P�D�W�F�K�����\�R�X��
discharge some of the feelings inside you. You do not just sit and watch the game 
�L�Q���D���F�L�Y�L�O�L�]�H�G���P�D�Q�Q�H�U�����<�R�X���X�V�H���L�W���D�V���D�Q���H�P�R�W�L�R�Q�D�O���G�L�V�F�K�D�U�J�H���P�H�D�Q�V�����:�K�H�Q���\�R�X���J�R��
to a football game, you do not talk politics with the fan. You scream and shout. 
This is also viable for social media. That is the balance that many governments 
�R�U���V�R�F�L�D�O���P�H�G�L�D���S�O�D�W�I�R�U�P�V���D�U�H���W�U�\�L�Q�J���W�R���É�Q�G���R�X�W�����<�H�V�����Q�R�E�R�G�\���O�L�N�H�V���G�L�V�L�Q�I�R�U�P�D�W�L�R�Q����
Nobody likes uncivilized political discourse. But when you put some mechanisms 
into action to solve such problems, the users might get bored this time. They do 
not want to use that platform and turn towards another platform where they can 
�E�H���P�R�U�H���F�R�P�I�R�U�W�D�E�O�H�����:�H�O�O�����,���W�K�L�Q�N���L�W���L�V���D���J�R�R�G���L�G�H�D�����\�H�V�����L�W���F�D�Q���E�H���D�Q���H�[�F�H�O�O�H�Q�W��
�V�R�O�X�W�L�R�Q���W�R���V�R�O�Y�H���W�K�H���S�U�R�E�O�H�P���L�Q���W�K�H���É�U�V�W���S�O�D�F�H�����E�X�W���,���W�K�L�Q�N���L�W���E�U�L�Q�J�V���X�S���D�Q�R�W�K�H�U��
issue. In other words, a platform under continuous moderation, a platform with 
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�H�G�L�W�R�U�V���F�R�Q�V�W�D�Q�W�O�\���F�R�Q�W�U�R�O�O�L�Q�J���W�K�H���Ê�R�Z���R�I���L�Q�I�R�U�P�D�W�L�R�Q�����F�D�Q���F�D�X�V�H���S�H�R�S�O�H���W�R���G�H�W�H�U��
from that media. At least in our current experiments, we see that social media 
certainly must be fun. In other words, as soon as it gets boring, people move away 
�I�U�R�P���L�W�����,�I���Z�H���F�D�Q���É�Q�G���D���V�R�O�X�W�L�R�Q���W�R���W�K�L�V�����Z�K�\���Q�R�W�"

 

Jaffar Hasnain

�:�H���D�U�H���P�R�Y�L�Q�J���R�Q���W�R���W�K�H���O�D�V�W���S�D�U�W���R�I���W�K�H���V�H�V�V�L�R�Q�����,�Q���W�K�H���P�H�D�Q�W�L�P�H�����O�H�W���X�V���J�H�W���E�D�F�N��
to the audience once more. Have you got any questions?

Audience

I liked Marc’s idea very much. It sounds good, in theory, at least. But we see 
some platforms where the polarization has increased considerably, for example, 
Facebook and Twitter. Some groups join Facebook and open a web page. And 
like-minded people visit that page and share their opinions there. But Trump has 
a new platform, for example, called Truth Social. For example, there is no other 
such platform. It is a new platform. Trump decided to open this platform after 
�7�Z�L�W�W�H�U���E�D�Q�Q�H�G���K�L�P�����:�K�D�W���G�R���R�X�U���S�D�Q�H�O�L�V�W�V���W�K�L�Q�N���D�E�R�X�W���L�W�"

Marc A. Smith

So far, rival platforms have been established under the leadership of the political 
opposition; as you know, Twitter bans extremist rightist or violent content, though. 
There are platforms opened against such bans. But when we look from the past 
to the present, these platforms have never been so popular. In other words, users 
did not like it very much and went away over time. They disappeared in time, as 
they could not develop themselves very much in terms of technology and could 
not provide security. So your question is like: To what extent such competing 
platforms can enter the world of social media and receive sharing from the 
current leaders? I think there is no such possibility. Because as far as we can see, 
when a new platform emerges and starts to become popular, the big platform 
immediately buys it. For example, Instagram was purchased by Facebook. Of 
course, this is just my interpretation, but I do not give them any chances. 

Oleg Shakirov

I want to discuss an example that could work out for both parties. Two different 
�W�K�L�Q�J�V���K�D�S�S�H�Q�H�G���D���\�H�D�U���D�J�R�����)�L�U�V�W�����:�K�D�W�V�D�S�S���V�H�W���I�R�U�W�K���Q�H�Z���V�H�F�X�U�L�W�\���U�X�O�H�V�����D�Q�G��
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some people did not accept them. Then, some people agreed, while many 
switched to other Chat platforms like Signal or Telegram. Then, in January, many 
�U�L�J�K�W���Z�L�Q�J���$�P�H�U�L�F�D�Q�V���L�Q���:�D�V�K�L�Q�J�W�R�Q���Z�H�U�H���G�L�V�P�L�V�V�H�G���I�U�R�P���)�D�F�H�E�R�R�N�����D�Q�G���P�D�Q�\��
switched to Telegram. And just then, the President of Türkiye became a member 
of Telegram. But of course, the reason for this is entirely different. But do you 
know what happened next? Telegram had begun broadcasting stories years ago 
while promoting itself as an advocate of freedom of expression because the 
users and governments had begun to pressure the administration of content 
on Telegram. And then realized that to be a great platform; maybe they had 
to follow some secret rules. So, you cannot run everything transparently. Now 
�V�S�H�D�N�L�Q�J���R�I���7�H�O�H�J�U�D�P�����Z�K�R���X�V�H�V���7�H�O�H�J�U�D�P�"���,�Q���R�W�K�H�U���Z�R�U�G�V�����D�O�P�R�V�W�����������R�I���W�K�H��
participants here use Telegram. 

Audience

Speaking of security, I want to ask this question. There is something I am wondering 
about. Is it an advantage or a disadvantage to allowing governments to use 
blockchain?

Jaffar Hasnain

As you know, blockchain has started to appear before us as a security measure. 
Can we incorporate state affairs into blockchain for data security? Is this an 
�D�G�Y�D�Q�W�D�J�H���R�U���D���G�L�V�D�G�Y�D�Q�W�D�J�H�"���,���V�D�Z���0�D�U�F���V�K�D�N�L�Q�J���K�L�V���K�H�D�G���Q�R�Z�����:�R�X�O�G���\�R�X���O�L�N�H��
to reply to this?

Marc A. Smith

�,���W�K�L�Q�N���L�W���L�V���V�W�L�O�O���W�U�\�L�Q�J���W�R���É�Q�G���W�K�H���R�S�W�L�P�D�O���S�U�D�F�W�L�F�H���D�U�H�D�����/�L�N�H���%�L�W�F�R�L�Q�����I�R�U���H�[�D�P�S�O�H����
�L�W�� �L�V�� �D�� �K�L�J�K�� �H�Q�H�U�J�\���F�R�Q�V�X�P�L�Q�J�� �D�Q�G�� �L�Q�H�I�É�F�L�H�Q�W���L�Q�G�X�V�W�U�\���� �6�R���� �G�R�H�V�� �E�O�R�F�N�F�K�D�L�Q��
�F�R�Q�W�D�L�Q�� �V�R�P�H�� �V�H�F�U�H�W�V�"���:�L�O�O�� �L�W���E�H�� �D�E�O�H�� �W�R�� �P�D�N�H�� �F�R�X�Q�W�U�L�H�V�� �R�U�� �V�W�D�W�H�� �W�U�D�Q�V�D�F�W�L�R�Q�V��
more secure? I think no. 

Jaffar Hasnain

�6�R�����O�H�W���X�V���P�R�Y�H���R�Q���W�R���W�K�H���É�Q�D�O���S�D�U�W���R�I���R�X�U���G�L�V�F�X�V�V�L�R�Q�����,���Z�L�O�O���W�D�O�N���V�S�H�F�L�É�F�D�O�O�\���D�E�R�X�W��
social media for a while more. Every kingdom has some disadvantages and 
a collapse. Every kingdom, every empire will fall one day. Do you think these 
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�V�R�F�L�D�O���P�H�G�L�D���H�P�S�L�U�H�V���Z�L�O�O���F�R�O�O�D�S�V�H���W�R�R�"���:�L�O�O���R�W�K�H�U���U�H�D�O�P�V���U�H�S�O�D�F�H���W�K�H�P�"���2�U���Z�L�O�O��
technological change in the cyber world be realized quickly, and other players 
emerge?

�$�V�V�R�F�����3�U�R�I�����$�N�é�Q���ž�Q�Y�H�U

It seems like a pretty tough question to answer. Companies, like empires or 
states, grow stronger or collapse. Therefore, it is tough to predict on this basis. 
Because this situation will depend on the context, it is hard to weigh whether big 
tech companies will collapse someday. But perhaps, we can make a simulation 
here. Oil, steel, and coal companies boomed in the late 19th century, and new 
technologies and new types of companies began to emerge. Some of these 
companies have become giants, whereas some collapsed. I think any company 
of any kind can get powerful but collapse later. Even the names of Facebook 
or Instagram may change. But these ideas will never die away. In other words, 
other companies that perform the same function as Twitter will emerge. There 
may even be more than one company, not only one, to take the market occupied 
by Twitter in the future. 

Jaffar Hasnain

Do you mean that these companies will also keep changing themselves? For 
�H�[�D�P�S�O�H�����$�S�S�O�H���F�R�Q�W�L�Q�X�R�X�V�O�\���U�H�O�H�D�V�H�V���D���Q�H�Z���L�3�K�R�Q�H�����:�L�O�O���W�K�H�V�H���F�R�P�S�D�Q�L�H�V���U�H�O�H�D�V�H��
the latest versions of themselves?

�$�V�V�R�F�����3�U�R�I�����$�N�é�Q���ž�Q�Y�H�U

�<�H�V���� �V�X�U�H���� �W�K�H�U�H�� �L�V�� �D�Q�� �H�Y�R�O�X�W�L�R�Q�D�U�\�� �F�R�P�S�R�Q�H�Q�W���K�H�U�H���� �,�� �U�H�P�H�P�E�H�U�� �Z�K�H�Q�� �,�� �É�U�V�W��
joined Facebook. It was a completely different platform than today. I think it 
�K�D�V���F�K�D�Q�J�H�G���G�U�D�V�W�L�F�D�O�O�\�����7�K�H���V�D�P�H���J�R�H�V���I�R�U���7�Z�L�W�W�H�U���D�Q�G���,�Q�V�W�D�J�U�D�P�����R�U���7�L�N���7�R�N�����:�H��
can say the same thing for other such platforms. Let us think about it this way. 
�:�K�\���G�L�G���0�\�V�S�D�F�H���G�L�V�D�S�S�H�D�U�"���%�H�F�D�X�V�H���0�\�V�S�D�F�H���Z�D�V���Y�H�U�\���S�R�S�X�O�D�U���R�Q�F�H�����(�Y�H�U�\�R�Q�H��
�K�D�G���D���0�\�V�S�D�F�H���D�F�F�R�X�Q�W�����:�K�D�W���K�D�S�S�H�Q�H�G���W�R���0�\�V�S�D�F�H�"���7�K�H���D�Q�V�Z�H�U���Z�H���F�D�Q���J�L�Y�H��
is this: Maybe it could not change itself as much as other giants like Facebook 
and Twitter did. And maybe it could not convert into a big enterprise. Perhaps it 
did now want to. If it had desired, perhaps it could have survived. I think today’s 
social media giants are doing a better job at this point.
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I will give you one example because it’s good to be brief but understand those 
issues. Because once you do, you can be disciplined and focus on the messages 
that will cut through; you can stop wasting time defending yourself from the 
issues that don’t matter. And you can sometimes stop worrying about certain 
things. So, this is an example from hundreds of studies in the UK, where we looked 
at a critical national issue in the UK for any government communicator, which is 
what makes people happy with the health service, the British health service in 
the UK, the National Health Service? 

�$�Q�G���W�K�H���F�U�L�W�L�F�D�O���É�Q�G�L�Q�J���K�H�U�H���L�V���W�K�D�W���W�K�H���W�K�L�Q�J���W�K�D�W���K�D�V���W�K�H���P�R�V�W���V�L�J�Q�L�É�F�D�Q�W���L�P�S�D�F�W��
is not how well health services, operations on people’s knees, treating cataracts, 
you name it. It’s actually whether you like the government. If you want the people 
in charge, you will feel more positive. If you’re old, you will be much more positive 
than young. And those things have more difference than anything happening in 
a hospital. Part of the service drives perception, which is the emergency room, 
accident, and emergency. It is essential to get that right because that’s where 
most people will have experience of it. And then a key point for communicators, 
because doctors and nurses in Türkiye and the UK, and all over the world, are 
some of the most trusted people on the planet. 

One of the challenges for anybody running a large health service is ensuring 
that the staff is not telling the public that it’s terrible because they will be far 
more believed than any professional communicator or politician. In the UK 
example in the past, doubled the pay of health service staff and their pensions, 
the expenditure on that was doubled. And yet, because of how communications 
were handled with those people, those who met doctors and nurses felt worse. 
Then, of course, we have media and social media coverage. You’ve heard from 
my colleague earlier about how we need to get that right; you have the service’s 
communications directly. So, it does still matter. But it’s much weaker than other 
than verbal communication. And only after any of that do we have what happens 
in a hospital, all the things where we spend nearly all the money, and all of our 
time. So, if you’re interested in perception, it’s not necessarily precise about the 
service itself; it may be about several other factors. So, we need to be clear from 
our research what will affect perception. 

I think the challenge is that looking at past data only gets us so far. There is a lot 
of empirical evidence, a little of what I’ve shown you this morning that we can 
use, but overall, it will only get us so far. And if I were to leave you with nothing 
else, I would say, really examine your own bias as a communicator and as a 
�U�H�V�H�D�U�F�K�H�U�����7�K�H�U�H� �V���D���V�L�J�Q�L�É�F�D�Q�W���U�R�O�H���I�R�U���K�D�Y�L�Q�J���O�R�W�V���R�I���G�L�I�I�H�U�H�Q�W���G�D�W�D���S�R�L�Q�W�V�����Q�R�W��
just one type of survey, not just social media data. Anybody who thinks Twitter 



567

represents the world needs to go and go back to bed and have a long sleep 
because it doesn’t. But it’s still essential. Use intelligent analysis. But we also 
need a range of analysts because we’re all biased to what we want to happen, 
what our life experience and our memories suggest will happen. And indeed, in 
my career, when I have been most wrong in my predictions, often it’s because I’m 
allowing, when I look back at what happened, I’m letting my own biases to mean 
that I had selected, and I’m a guy who’s entirely based on data. But I have used 
�P�\���S�U�H�I�H�U�H�Q�F�H�V���W�R���G�H�W�H�U�P�L�Q�H���S�L�H�F�H�V���R�I���G�D�W�D���W�K�D�W���F�R�Q�É�U�P���Z�K�D�W���,���Z�D�Q�W���W�R���K�D�S�S�H�Q����
So, we need to look at the bias and the data itself. But the evidence is that if we 
�F�D�Q���J�H�W���W�K�H���E�H�V�W���G�D�W�D�V�H�W�V���W�K�D�W���Z�H���F�D�Q���É�Q�G�����Z�H���F�D�Q���V�H�H���W�K�D�W���G�D�W�D���D�Q�G���W�K�H�Q���W�U�\���D�Q�G��
remove our personal bias, sometimes by making sure that you’ve got a group of 
people looking at it who are not all from the same political views or not. You may; 
I might want to, if I was going to communicate about the Coronavirus, I might 
want to employ an anti-Vaxxer on my team and all the health specialists and 
scientists to help in the communications. I’ve got practical examples of where 
that has made a difference in making better decisions. 

Those who have read Philip Tetlock’s books on forecasting will know that the most 
�D�F�F�X�U�D�W�H���I�R�U�H�F�D�V�W�H�U�V���G�R���Q�R�W���O�L�Y�H���L�Q���$�Q�N�D�U�D����İ�V�W�D�Q�E�X�O�����3�D�U�L�V�����/�R�Q�G�R�Q�����5�R�P�H�����1�H�Z���<�R�U�N����
�:�D�V�K�L�Q�J�W�R�Q���'�����&�������R�U���6�D�Q���)�U�D�Q�F�L�V�F�R�����,�Q�V�W�H�D�G�����W�K�H�\���R�I�W�H�Q���K�D�Y�H���U�H�W�L�U�H�G���S�U�R�I�H�V�V�L�R�Q�D�O�V��
who don’t care what happens. They don’t care about your problem anymore. And 
they are able, therefore, dispassionately to examine the evidence without bias 
one way or the other. And from that evidence, therefore, pasts are often better 
than those who are professional analysts who care passionately about the issue. 
So, choosing a diversity of approaches and a variety of analysts matters. 

�:�H�� �D�O�V�R�� �Q�H�H�G�� �W�R�� �J�H�W���E�H�W�W�H�U�� �D�W���O�L�Y�L�Q�J�� �Z�L�W�K�� �X�Q�F�H�U�W�D�L�Q�W�\���� �&�2�9�,�'�������� �L�V�� �D�� �E�U�L�O�O�L�D�Q�W��
�H�[�D�P�S�O�H�����:�H���N�Q�H�Z���W�K�D�W���W�K�H���S�D�Q�G�H�P�L�F���Z�D�V���O�L�N�H�O�\�� �W�R���K�D�S�S�H�Q���� �E�X�W���V�R�P�H�K�R�Z���� �Z�H��
forgot it. This is a forecast exhausted 13 years ago, as part of work for the UK 
Government. And we said the emergence of a new and lethal virus strain that is 
highly adaptive, capable of human-to-human transmission, resistant to available 
vaccines and treatments could swiftly result in a global pandemic. Nearly all 
predictions of the future did that. 

But we didn’t pay enough attention to them. And so, we need to be ready for 
those unforeseen events. And I think that is what will help give us resilience. So, 
in terms of what we have learned about the prediction from the two years of 
�W�K�H���S�D�Q�G�H�P�L�F���D�Q�G���W�K�H���L�Q�I�R�G�H�P�L�F���W�K�D�W���Z�H���K�D�Y�H���V�H�H�Q�����,���Z�R�X�O�G���É�Q�D�O�O�\���V�D�\�����7�K�H���É�U�V�W��
thing is that we cannot leave information backings where people get educated 
through one side perspectives. It can be okay in political communications if you 
have decided that one group of people will never support you. But in terms of 
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We need to recalibrate our marketing 
strategies and redefine what type of data 

and insights we will require in the new 
world. Yes, we may be coming out of the 

pandemic, but we are still in it.

�1�R�Z���O�H�W���P�H���D�Q�V�Z�H�U���W�K�D�W�����1�R�W���P�R�U�H���G�D�W�D�����:�H���G�R���Q�R�W���Q�H�H�G���D�Q�\���P�R�U�H���G�D�W�D�����:�H���K�D�Y�H��
�D���O�R�W���R�I���G�D�W�D���D�O�U�H�D�G�\�����:�H���K�D�Y�H���W�R���V�L�W���K�H�U�H���D�Q�G���W�K�L�Q�N����

�:�H���Q�H�H�G���W�R���U�H�F�D�O�L�E�U�D�W�H�����:�H���Q�H�H�G���W�R���U�H���X�Q�G�H�U�V�W�D�Q�G���P�D�U�N�H�W�V���F�R�Q�V�X�P�H�U�V���D�Q�G���U�H��
establish our ties with Mr. Happy. Here, the combination of three things is essential: 
reliable data, reliable technology, and deep expertise. These three components 
need to come together for recalibration. In other words, the data is derived 
from reliable sources, processing these data with technology that has already 
been proven and analyzing your work by people. That is what I call extensive 
recalibration. This should take place at all levels. Maybe I put on a consumer 
�O�H�Q�V���K�H�U�H�����E�X�W���L�W���F�D�Q���E�H���D�S�S�O�L�H�G���W�R���D�Q�\�W�K�L�Q�J�����:�H���Q�H�H�G���W�R���U�H�G�H�É�Q�H���W�K�H���H�[�S�H�U�L�H�Q�F�H����
�:�H���Q�H�H�G���W�R���U�H�G�H�É�Q�H���Z�K�D�W���S�H�R�S�O�H���O�L�N�H���D�Q�G���G�L�V�O�L�N�H�����:�K�D�W���D�U�H���W�K�H���E�X�L�O�G�L�Q�J���E�O�R�F�N�V��
of a good experience?

�:�H���Q�H�H�G���W�R���L�G�H�Q�W�L�I�\���W�K�H�V�H�����:�H���Q�H�H�G���W�R���U�H�F�D�O�L�E�U�D�W�H���R�X�U���P�D�U�N�H�W�L�Q�J���V�W�U�D�W�H�J�L�H�V���D�Q�G��
�U�H�G�H�É�Q�H���Z�K�D�W���W�\�S�H���R�I���G�D�W�D���D�Q�G���L�Q�V�L�J�K�W�V���Z�H���Z�L�O�O���U�H�T�X�L�U�H���L�Q���W�K�H���Q�H�Z���Z�R�U�O�G�����<�H�V����
we may be coming out of the pandemic, but we are still in it. Here we need to 

determine our norms with a recalibration. Let me go 
into some details. Let us talk about customer experience, 
�I�R�U���H�[�D�P�S�O�H�����:�H���N�Q�R�Z���Z�K�D�W���W�K�L�V���H�[�S�H�U�L�H�Q�F�H���O�R�R�N�V���O�L�N�H��
�L�Q���W�K�H���R�I�Ê�L�Q�H���G�R�P�D�L�Q�����:�H���K�D�Y�H���E�H�H�Q���Y�L�V�L�W�L�Q�J���S�K�\�V�L�F�D�O��
stores since childhood. There is an interaction; you 
touch the product, try on new things, maybe you like 
the color, taste something, or smell something. There is 

much interaction when you go to the store, and when you walk around the store, 
�É�O�O���\�R�X�U���F�D�U�W���D�Q�G���J�R���W�R���F�K�H�F�N�R�X�W�����\�R�X���H�Q�G���X�S���P�D�N�L�Q�J���D���S�X�U�F�K�D�V�H�����6�R���\�R�X���G�R�Q� �W��
�M�X�V�W���É�O�O���W�K�H���E�D�V�N�H�W���D�Q�G���U�X�Q���D�Z�D�\�����(�Y�H�Q���L�I���\�R�X���G�H�F�L�G�H���W�R���G�R���W�K�L�V�����\�R�X���Z�L�O�O���G�R���L�W���L�Q��
fear by hiding because leaving your cart at the cashpoint and escaping is a little 
embarrassing. On the online side, many products are very convenient. Can you 
make secure payments? You are paying attention to this. And I am sure you’re all 
doing this because I do it too. I spend two hours on an electronic retail website 
�É�O�O�L�Q�J���P�\���F�D�U�W���E�X�W���F�O�R�V�H���W�K�H���S�D�J�H���E�H�I�R�U�H���,���H�Q�G���S�X�U�F�K�D�V�L�Q�J����

�1�R�Z���� �������� �R�I�� �0�U���� �D�Q�G���0�U�V���� �+�D�S�S�\�V���V�K�R�S���R�Q�O�L�Q�H���D�Q�G���R�I�Ê�L�Q�H�����7�K�H�U�H�I�R�U�H���� �H�I�I�H�F�W�L�Y�H��
marketing strategies are required. In other words, a 360-degree reassessment 
�L�V���Q�H�H�G�H�G�����:�H���Q�H�H�G���W�R���O�R�R�N���D�W���K�R�Z���W�K�H���2�P�Q�L���F�R�Q�V�X�P�H�U�����Z�K�L�F�K���L�V���W�K�H���F�R�Q�V�X�P�H�U��
shopping from every channel, behaves and how we can address him. Isn’t all 
we do to connect with our target audience? The traditional marketing strategy 
�Z�D�V�� �E�U�R�D�G�F�D�V�W���E�D�V�H�G�����:�K�D�W���G�R�� �,�� �P�H�D�Q�"���<�R�X�� �Z�H�U�H�� �F�U�H�D�W�L�Q�J�� �D�� �F�R�Q�F�H�S�W���Z�L�W�K�� �D�Q��
advertisement. Then, you blew it up. In newspapers, television, and billboards, you 
hit people’s heads quasi with a hammer. This does not work anymore. Because 
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people have so much technology, talent, and data in their hands, so they can see 
your bluff. 

�������� �R�I�� �S�H�R�S�O�H�� �F�R�P�S�D�U�H�� �S�U�L�F�H�V�� �E�H�W�Z�H�H�Q�� �U�H�W�D�L�O�H�U�V�����$�Q�G�� �D�J�D�L�Q���� �D�� �F�R�Q�V�L�G�H�U�D�E�O�H��
�S�H�U�F�H�Q�W�D�J�H���R�I���F�R�Q�V�X�P�H�U�V�����H�T�X�L�Y�D�O�H�Q�W���W�R�������������I�D�Y�R�U���U�H�W�D�L�O�H�U�V���W�K�D�W���L�Q�F�O�X�G�H���S�U�R�G�X�F�W��
reviews on their pages. You see, they can see your bluff. Therefore, marketing 
�W�K�U�R�X�J�K���P�D�V�V���P�H�G�L�D���Q�R���O�R�Q�J�H�U���Z�R�U�N�V���D�V���L�W���X�V�H�G���W�R���E�H�����:�H���Q�H�H�G���W�R���G�R���P�R�U�H���S�H�U�V�R�Q�D�O����
�F�X�V�W�R�P�L�]�H�G���W�K�L�Q�J�V���X�V�L�Q�J���G�D�W�D���D�Q�G���W�H�F�K�Q�R�O�R�J�\�����7�K�D�W� �V���Z�K�\���D�U�W�L�É�F�L�D�O���L�Q�W�H�O�O�L�J�H�Q�F�H��
and machine learning kick in here. And this needs to be done using the latest 
technology. You need to be able to interact with the future in the virtual world. 
Finally, we need to adopt a strategy that includes the purchasing journey of 
consumers, which is very important. In this context, there is a different journey 
now compared to 18 months ago.

According to our data, on average, All Mr. and Mrs. Happys visit the store nine 
times a week. This is based on the data from the audiences we spoke to, and at 
least one out of 9 store visits in a week takes place to a new store. By the way, the 
�Q�L�Q�H���V�W�R�U�H���Y�L�V�L�W�V���Z�K�L�F�K���,���P�H�Q�W�L�R�Q�H�G���K�H�U�H���D�U�H���E�R�W�K���R�Q�O�L�Q�H���D�Q�G���R�I�Ê�L�Q�H�����7�K�L�V���G�D�W�D���L�V��
different. This number is equivalent to a third of total store visits achieved in the 
past, and the demographics are completely different. There are both online and 
�R�I�Ê�L�Q�H���Y�L�V�L�W�V���K�H�U�H�����6�R���W�K�H���S�D�U�D�G�L�J�P���L�V���H�Q�W�L�U�H�O�\���G�L�I�I�H�U�H�Q�W���W�K�D�Q���L�W���Z�D�V���������P�R�Q�W�K�V��
ago. Hence, we need to look into this shopping, or instead of purchasing journey, 
�R�U���W�K�H���W�U�L�S���W�R���V�H�U�Y�L�F�H���F�R�Q�V�X�P�S�W�L�R�Q���G�L�I�I�H�U�H�Q�W�O�\�����:�H���Q�H�H�G���W�R���K�D�Q�G�O�H���W�K�L�V���Q�R�W���Z�L�W�K��
conventional data but with a wide variety of reliable data, and this needs to 
analyze. These experts should not only give you insights but also support you 
with the capabilities to manage the interaction there. And, now I move on to 
the last part of this session. So what are we doing about it? At Nielsen, we have 
always had applications related to consumer insights. But last year, we gathered 
all these products under one umbrella, and our motto here was to concentrate 
on the consumer in detail. In other words, it was necessary to conduct a thorough 
�D�Q�D�O�\�V�L�V���D�Q�G���X�Q�G�H�U�V�W�D�Q�G���K�R�Z���W�K�H�L�U���P�L�Q�G�V�H�W���Z�R�U�N�H�G�����:�K�D�W���D�I�I�H�F�W�V���W�K�H�L�U���E�U�D�L�Q�V�"

�+�R�Z���L�V���\�R�X�U���E�U�D�L�Q���L�Q�Ê�X�H�Q�F�H�G���E�\���W�K�H���E�U�D�Q�G�����U�H�Y�L�H�Z�V�����\�R�X�U���K�H�D�U�L�Q�J�V���I�U�R�P���I�U�L�H�Q�G�V����
family, social media before you plan any shopping journey? First, programming 
occurs in your brain. Then, you take this programming with you and go to the 
store, whether physical or online. And that is how you walk around and wander 
there. Then, consumption takes place.

�:�K�D�W���L�V���P�R�U�H���L�P�S�R�U�W�D�Q�W���W�K�D�Q���Z�K�D�W���\�R�X���F�R�Q�V�X�P�H���W�K�H�U�H�����L�V���Z�K�H�U�H�����K�R�Z�����Z�L�W�K���Z�K�R�P����
�D�Q�G���R�Q���Z�K�D�W���R�F�F�D�V�L�R�Q���\�R�X���F�R�Q�V�X�P�H���L�W�����D�Q�G���É�Q�D�O�O�\�����Z�K�D�W���N�L�Q�G���R�I���H�[�S�H�U�L�H�Q�F�H���\�R�X��
get from this consumption. Marketers consider this the moment of truth—all 
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�V�X�E�V�F�U�L�E�H�U�����$�Q�G���,�W���É�W�V���W�K�H���]�H�L�W�J�H�L�V�W���W�R�G�D�\�����Z�K�L�F�K���P�D�G�H���L�W���S�R�S�X�O�D�U���D�P�R�Q�J���D�O�O���W�K�H��
subscribers. Today, you can watch wherever you want, whenever you want and 
for as long as you want. You can leave and come back any time. And this agility 
�D�Q�G���Ê�H�[�L�E�L�O�L�W�\���P�D�N�H���W�K�H�V�H���N�L�Q�G�V���R�I���V�H�U�Y�L�F�H�V���L�Q���W�X�Q�H���Z�L�W�K���W�K�H���]�H�L�W�J�H�L�V�W�����P�D�N�L�Q�J���L�W��
a preferred choice among customers today. 

And I just said, it’s an innovative service, and let’s have a quick look at what’s 
�L�Q�Q�R�Y�D�W�L�Y�H�����7�K�H���1�H�W�Ê�L�[���E�X�V�L�Q�H�V�V���L�V���W�U�D�Q�V�I�R�U�P�H�G���Z�L�W�K���W�K�H���G�L�J�L�W�D�O���W�U�D�Q�V�I�R�U�P�D�W�L�R�Q��
itself. It started as a DVD rental company, most of you may know about it. The 
company was sending DVDs to its customers via post without any commitments 
and penalties if you do not return the DVD on time. At the time, it was in itself 
innovative as well. But then, with the digital transformation, the company could 
transform its way of business and adapt to using the internet, marking a milestone 
for the company.

�$�Q�G���W�K�D�W���L�V���Z�K�H�U�H���1�H�W�Ê�L�[���P�D�G�H���D���G�L�I�I�H�U�H�Q�F�H�����$�Q�R�W�K�H�U���P�L�O�H�V�W�R�Q�H���Z�D�V���Z�K�H�Q���1�H�W�Ê�L�[��
�V�W�D�U�W�H�G���S�U�R�G�X�F�L�Q�J���L�W�V���F�R�Q�W�H�Q�W�����:�K�D�W���P�D�N�H�V���L�W�V���V�H�U�Y�L�F�H�V���L�Q�Q�R�Y�D�W�L�Y�H���L�V���W�K�D�W���W�K�H�\���D�U�H��
�D�G�D�S�W�D�E�O�H���D�Q�G���Ê�H�[�L�E�O�H���L�Q���N�H�H�S�L�Q�J���X�S���Z�L�W�K���W�K�H���Q�H�H�G�V���D�Q�G���U�H�T�X�L�U�H�P�H�Q�W�V���R�I���W�K�H��
time.And that is tempting for the customers. Today, perhaps the most important 
thing is the ability to bring local stories together with a global audience video 
on-demand services. I think local storytellers are now more powerful than ever. 
They can appeal to an international audience—the important thing here, which 
�,���E�H�O�L�H�Y�H���W�R���E�H���Y�H�U�\���F�U�L�W�L�F�D�O���I�R�U���F�R�P�P�X�Q�L�F�D�W�L�R�Q���P�D�Q�D�J�H�U�V�����:�K�H�Q���Z�H���O�R�R�N���D�W���R�X�U��
subscribers, they always love the original, authentic local stories. So, okay, we are 
talking about internationalization when we say storytellers, but the authenticity is 
essential. Stay original. In doing so, reach international standards in your service 
�T�X�D�O�L�W�\�����7�K�L�V���L�V���Y�H�U�\���L�P�S�R�U�W�D�Q�W���D�Q�G���V�L�J�Q�L�É�F�D�Q�W�O�\���V�W�U�H�Q�J�W�K�H�Q�V���W�K�H���F�R�P�P�X�Q�L�F�D�W�L�R�Q��
of local storytellers. This already enables our services to be loved by millions of 
subscribers. In the meantime, I would like to mention three essential elements; 
on-demand video services and how they contribute to the community. First of 
all, I will talk about the economics and communication aspects; I think it will be 
interesting for you.. 

First of all, the video-on-demand services and the fact that there is an international 
appetite for local stories create a substantial economic growth potential. In general, 
creative industries are really at the heart of economic development nowadays, 
especially at the time of COVID when there were some economic challenges 
worldwide. The video-on-demand services and the productions around video-on-
demand services turned out to be an essential source of economic development 
throughout this process and continue growing every day. 
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Deloitte conducted a story very recently about the power of creative industries. 
�2�I�� �F�R�X�U�V�H���� �W�K�H�� �S�U�R�G�X�F�W�L�R�Q�� �R�I�� �É�O�P�V�� �D�Q�G�� �V�H�U�L�H�V�� �L�V�� �S�D�U�W���R�I���Y�L�G�H�R���R�Q���G�H�P�D�Q�G���� �%�X�W��
it’s beyond that. Deloitte proved that in a bit of study, in 9 different countries, 
including Türkiye, the creative industries today are growing faster than the local 
�H�F�R�Q�R�P�L�H�V� ���D�Y�H�U�D�J�H���J�U�R�Z�W�K�����$�Q�G���W�K�H�\���D�U�H���H�[�S�H�F�W�H�G���W�R���J�U�R�Z���E�\�����������X�Q�W�L�O��������������
So, there is a huge growth opportunity in investing in creating local content and, 
beyond that, in the creative industries. 

�$�Q�G���Z�K�H�Q���Z�H���O�R�R�N���D�W���7�¾�U�N�L�\�H� �V���É�Q�G�L�Q�J�V���R�I���W�K�H���V�D�P�H���U�H�S�R�U�W���R�I���'�H�O�R�L�W�W�H�����L�W���U�H�D�G�V��
exciting stuff for Türkiye. The employment growth in creative industries in Türkiye 
is again faster than the average employment growth in the country. And it is 
expected to have 1 million employments until 2030 in Türkiye, and the share 
�L�Q���H�P�S�O�R�\�P�H�Q�W���Z�L�O�O���J�U�R�Z���I�U�R�P���������W�R���������E�\���������������Z�K�L�F�K���D�O�V�R���S�U�R�Y�H�V���W�K�D�W���L�W���Z�L�O�O��
grow faster than the average employment growth in the country. 

�$�Q�G���W�K�H�Q�����O�R�R�N�L�Q�J���D�W���W�K�H�V�H���G�D�W�D�����Z�H���G�H�F�L�G�H�G���W�R���D�Q�D�O�\�]�H�����Z�K�H�U�H���L�V���1�H�W�Ê�L�[���L�Q���W�K�L�V��
picture? How do we contribute to this picture? And we conducted a study with 
�G�D�W�D���I�U�R�P���R�X�U���S�U�R�G�X�F�W�L�R�Q�V���D�E�R�X�W���1�H�W�Ê�L�[� �V���F�R�Q�W�U�L�E�X�W�L�R�Q���W�R���W�U�L�J�J�H�U�L�Q�J���H�F�R�Q�R�P�L�F��
growth in Türkiye. So, this is different from what we are directly paying to our 
production partners. And beyond that, what we are starting in the supply chain. 

�:�H���W�K�L�Q�N���L�W���L�V���H�V�V�H�Q�W�L�D�O���E�H�F�D�X�V�H���D�Q�\���H�F�R�Q�R�P�L�F���V�H�F�W�R�U���J�H�Q�H�U�D�W�H�V���Y�D�O�X�H�����E�X�W���W�K�H��
value chain is even more critical. So, we wanted to look to what extent we trigger 
�W�K�D�W���F�L�U�F�O�H���D�U�R�X�Q�G���W�K�H���1�H�W�Ê�L�[���E�X�V�L�Q�H�V�V�����$�Q�G���Z�K�D�W���Z�H���É�Q�G���R�X�W���L�V���L�P�S�U�H�V�V�L�Y�H�����8�Q�W�L�O��
today, you have seen Turkish shows on our service. I hope you have seen the 
�7�X�U�N�L�V�K���V�K�R�Z�V���R�Q���R�X�U���V�H�U�Y�L�F�H�����%�X�W���W�K�H�U�H���D�U�H���D�O�V�R���V�K�R�Z�V���W�K�D�W���D�U�H���É�Q�D�O�L�]�H�G���W�K�H�L�U��
shooting in the post-production process that you haven’t yet seen; with all of 
those shows that we completed their sets for, we contribute to the supply chain. 
�:�K�H�W�K�H�U���L�W���E�H���U�H�V�W�D�X�U�D�Q�W�V�����K�D�L�U�G�U�H�V�V�H�U�V���L�Q���W�K�H���Y�L�F�L�Q�L�W�\���R�I���R�X�U���V�H�W�V�����R�U���W�U�D�Q�V�S�R�U�W�D�W�L�R�Q��
companies, construction companies for the sets, all of which impact the supply 
chain, amounting to 583 million TL. So, it’s not what we directly spend. It’s what 
we triggered to be paid in the economy. So, yes, the creative industries have vast 
�S�R�W�H�Q�W�L�D�O�����$�Q�G���6�9�2�'�����W�K�H���V�X�E�V�F�U�L�E�H�U���Y�L�G�H�R���R�Q���G�H�P�D�Q�G���V�H�U�Y�L�F�H�V�����E�H�F�R�P�H���D���Ê�D�J�V�K�L�S��
in that economic growth. 

�$�Q�G���R�Q���G�H�P�D�Q�G���Y�L�G�H�R���Y�L�H�Z�L�Q�J���V�H�U�Y�L�F�H�V���V�X�E�V�F�U�L�S�W�L�R�Q���D�O�V�R���P�D�N�H�V���D���Y�H�U�\���V�L�J�Q�L�É�F�D�Q�W��
�F�R�Q�W�U�L�E�X�W�L�R�Q���W�R���W�K�L�V���H�F�R�Q�R�P�L�F���J�U�R�Z�W�K�����:�K�H�Q���Z�H���O�R�R�N���D�W���W�K�H���H�P�S�O�R�\�P�H�Q�W���É�J�X�U�H�V����
�L�W���L�V���L�P�S�R�V�L�Q�J�����:�H���K�D�Y�H���S�U�R�Y�L�G�H�G���P�R�U�H���W�K�D�Q�������W�K�R�X�V�D�Q�G���M�R�E�V���I�R�U���D�Q�\���1�H�W�Ê�L�[���V�H�U�L�H�V��
shot in Türkiye so far. In other words, these services now serve as a driving force 
�I�R�U���H�F�R�Q�R�P�L�F���J�U�R�Z�W�K�����0�R�U�H�R�Y�H�U�����W�K�H�\���D�U�H���E�H�Q�H�É�F�L�D�O���I�R�U���W�K�H���Z�K�R�O�H���7�X�U�N�L�V�K���H�F�R�Q�R�P�\��
from its communication and its broader impact on the supply chain. 
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Another issue I would like to emphasize is where are we going in the communication 
framework on the way to 2030? NATO is preparing itself with a wide range 
of priorities for 2030. But we are also looking at what must be considered, 
especially in terms of communication. I think we have to consider the changes, 
especially in information and intelligence. NATO needs to adapt itself in an agile 
�P�D�Q�Q�H�U���L�Q���W�K�H���I�D�F�H���R�I���W�K�H���F�K�D�Q�J�L�Q�J���O�D�Q�G�V�F�D�S�H���L�Q���W�K�L�V���D�U�H�D�����:�H���Q�H�H�G���W�R���F�R�Q�G�X�F�W��
our communication in a more integrated way. NATO needs to carry out the 
�F�R�P�P�X�Q�L�F�D�W�L�R�Q���X�Q�L�É�H�G�����$�V���Z�H���P�R�Y�H���I�R�U�Z�D�U�G���W�R���������������Z�H���Q�H�H�G���W�R���E�H�F�R�P�H���E�H�W�W�H�U��
at carrying out integrated, multi-channel communication campaigns. In this way, 
we should better communicate with our target audience, both in the countries that 
are part of the alliance and beyond, and with our potential enemies. Of course, 

communication in defense will continue to be one of 
the front lines of NATO. One of the most important 
tasks of NATO is a collective defense for the members 
of the collective defense alliance. However, new areas 
are also emerging. There are other issues that NATO 
will now have to deal with. Security issues related to 
climate change, for example. Of course, the issues that 

many members of our target group attach importance to. In other words, we are 
trying to shape the communication strategies to address the basic work of NATO 
and the emerging issues. 

Another area I want to emphasize is data science. It will be essential for us. As 
we continue our work and try to adapt to change, this is crucial for data-driven 
�G�H�F�L�V�L�R�Q���P�D�N�L�Q�J�����,�Q���S�D�U�W�L�F�X�O�D�U�����L�W���K�H�O�S�V���X�V���E�H�W�W�H�U���X�Q�G�H�U�V�W�D�Q�G���W�K�H���É�H�O�G���R�I���L�Q�W�H�O�O�L�J�H�Q�F�H����
�W�K�H���É�H�O�G���R�I���N�Q�R�Z�O�H�G�J�H�����D�Q�G���S�R�V�L�W�L�R�Q���1�$�7�2���L�W�V�H�O�I���L�Q���W�K�H���E�H�V�W���Z�D�\�����1�R�Z���O�H�W� �V���O�R�R�N��
�D�W���R�X�U�� �S�U�L�R�U�L�W�L�H�V�� �I�R�U�� �W�K�H�� �F�R�P�L�Q�J���\�H�D�U�����:�H�� �K�D�Y�H�� �M�X�V�W���S�U�H�S�D�U�H�G�� �D�Q�G�� �É�Q�L�V�K�H�G�� �R�X�U��
2022 communication strategy. I was also at the beginning of this study, and we 
decided in coordination on how to shape our new strategy. In our strategy, our 
goals for the next year are determined, and where NATO’s resources will focus 
and the priorities to be realized are decided. Likewise, we have prepared the 
issues of coherence, coordination, and guidance in communication to work with 
our communication teams at the national level in different channels and within 
the whole alliance for both our civil and military communicators. And again, one 
of the things at the heart of our strategy is that it is a strategy for the target 
audience. Here, we prioritized the issues that are especially relevant to our target 
audience. So we said, what are the interests of our target audience? At the same 
�W�L�P�H�����Z�K�D�W���D�U�H���1�$�7�2� �V���S�R�O�L�F�\���S�U�L�R�U�L�W�L�H�V�"���:�H���O�R�R�N�H�G���D�W���W�K�H�V�H���D�Q�G���L�Q���Z�K�L�F�K���D�U�H�D�V��
�W�K�H�U�H���D�U�H���R�Y�H�U�O�D�S�V�����:�H���Z�D�Q�W�H�G���W�R���H�[�S�O�D�L�Q���Z�K�D�W���L�V�V�X�H�V���1�$�7�2���K�D�V���E�H�H�Q���Z�R�U�N�L�Q�J��

I think we have to consider the 
changes, especially in information 

and intelligence. NATO needs to 
adapt itself in an agile manner 

in the face of the changing 
landscape in this area.
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on in our target audience in these overlapping areas. And within this framework, 
we plan to increase the support of the target audience to the alliance. Again, if 
we look at the studies and research we carry out about the target audience, we 
�F�D�U�U�\���R�X�W���P�D�Q�\���U�H�V�H�D�U�F�K���V�W�X�G�L�H�V���Z�L�W�K�L�Q���1�$�7�2�����:�H���F�R�Q�G�X�F�W���V�X�U�Y�H�\�V���Z�L�W�K���W�K�H���W�D�U�J�H�W��
audience, citizens, all member states, we do research, and we see that there is 
comprehensive support for NATO. 

Citizens care about the partnership between Europe and North America. To 
continue to be a member of NATO, for example, if a referendum is held, people 
�D�Q�V�Z�H�U���\�H�V���W�R���"�:�R�X�O�G���\�R�X���V�D�\���\�H�V�"�#���Y�H�U�\���K�L�J�K�O�\�����0�D�Q�\���F�L�W�L�]�H�Q�V���D�O�V�R���W�K�L�Q�N���W�K�H�L�U��
own country should help the other NATO country in the event of an attack. 
�8�Q�G�H�U���$�U�W�L�F�O�H�� ������ �W�K�L�V�� �L�V�� �L�P�S�R�U�W�D�Q�W�� �L�Q�� �W�K�H�� �É�H�O�G�� �R�I�� �G�H�I�H�Q�V�H���� �:�H�� �U�H�F�H�L�Y�H�G�� �V�X�F�K��
positive answers to our survey questions, but we also noticed this. Over the 
�\�H�D�U�V�����W�K�H�U�H���K�D�V���E�H�H�Q���D���F�K�D�Q�J�H���L�Q���W�K�H���Q�X�P�E�H�U���R�I���\�R�X�Q�J���S�H�R�S�O�H�����7�K�H���É�J�X�U�H�V���I�R�U��
women and young people remain much lower than other groups. Therefore, 
we will prioritize reaching young people and women in our communication. 
Because they’re less knowledgeable about NATO. For this reason, as a target 
audience, we decided to prioritize them and create the right content for them. 
Yet another priority area for this year is to further simplify our strategy and 
�P�D�N���L�W���P�R�U�H���I�R�F�X�V�H�G�����7�K�D�W���L�V���Z�K�\���Z�H� �Y�H���L�G�H�Q�W�L�É�H�G���W�K�U�H�H���F�R�P�P�X�Q�L�F�D�W�L�R�Q���V�K�H�H�W��
�S�L�O�O�D�U�V�����:�H���V�D�\���1�$�7�2���S�U�R�W�H�F�W�V�����X�Q�L�W�H�V�����D�Q�G���V�W�U�H�Q�J�W�K�H�Q�V��

���:�L�W�K�L�Q���W�K�H���I�U�D�P�H�Z�R�U�N���R�I���W�K�H�V�H���W�K�U�H�H���S�L�O�O�D�U�V���D�Q�G���V�W�U�D�W�H�J�L�H�V�����Z�H���Z�L�O�O���W�U�\���W�R���I�D�F�L�O�L�W�D�W�H��
�W�K�H���S�U�R�F�H�V�V�H�V���I�R�U���R�X�U���F�R�P�P�X�Q�L�F�D�W�L�R�Q���H�P�S�O�R�\�H�H�V���D�Q�G���F�R�P�P�X�Q�L�F�D�W�R�U�V�����:�H���Z�D�Q�W��
to communicate straightforwardly and convey the right message to the right 
�S�H�R�S�O�H���L�Q���W�K�H���U�L�J�K�W���Z�D�\�����:�H���V�D�L�G���1�$�7�2���Z�R�X�O�G���S�U�R�W�H�F�W���W�K�H���É�U�V�W���P�H�W�D�O���I�R�R�W�����$�V��
�D���G�H�I�H�Q�V�H���D�O�O�L�D�Q�F�H�����R�I���F�R�X�U�V�H�����L�W���L�V���1�$�7�2� �V���F�R�U�H���P�L�V�V�L�R�Q�����:�H���D�U�H���W�D�O�N�L�Q�J���D�E�R�X�W��
peace and security, which Europe has been doing in the Atlantic for more than 
�������\�H�D�U�V�����:�H���V�D�\���1�$�7�2���X�Q�L�W�H�V�����7�K�L�V���L�V���D���O�L�W�W�O�H���P�R�U�H���D�E�R�X�W���1�$�7�2� �V���P�X�O�W�L�O�D�W�H�U�D�O��
political and diplomatic work. And, of course, the importance of the transatlantic 
bond for the Allies’ defense. Finally, we say that NATO strengthens. This refers 
�W�R���1�$�7�2� �V���Z�R�U�N���L�Q���W�K�H���I�D�F�H���R�I���H�P�H�U�J�L�Q�J���U�L�V�N�V���W�R���V�W�U�H�Q�J�W�K�H�Q���L�Q�W�H�U�Y�H�Q�W�L�R�Q�V�����:�H��
need to prioritize telling the story of NATO to the right target group within 
the framework of these three sheet pillars. Especially our priority audiences. 
So to reach young people and women, we have to carry out these studies, and 
we have to do it right. Of course, we cannot reach these billion citizens from 
NATO headquarters and other NATO units alone, right? I am talking about the 
population living in NATO member states. 

�:�K�D�W���K�D�Y�H���Z�H���E�H�H�Q���G�R�L�Q�J���L�Q���U�H�F�H�Q�W���\�H�D�U�V�"���:�H���K�D�Y�H���D�G�R�S�W�H�G���D���F�R�P�P�X�Q�L�F�D�W�L�R�Q��
campaign approach for NATO member states and a framework. Thus, they can 
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inform their people and citizens about NATO in their languages and important 
�L�V�V�X�H�V���W�K�D�W���D�W�W�U�D�F�W���W�K�H�L�U���D�W�W�H�Q�W�L�R�Q�����2�Q�H���R�I���W�K�H�V�H���F�D�P�S�D�L�J�Q�V���Z�D�V���"�:�H���D�U�H���1�$�7�2���#��
It was a communication campaign directed directly at young people, and I 
mentioned the importance of NATO’s advantages, especially when the security 
�H�Q�Y�L�U�R�Q�P�H�Q�W���Z�D�V���V�K�D�N�H�Q�����$�J�D�L�Q�����Z�H���K�D�Y�H���K�D�G���V�W�X�G�L�H�V���L�Q���7�¾�U�N�L�\�H�����:�H���K�D�Y�H���E�H�H�Q��
working in close cooperation with Türkiye since 2019. As with other allies, we 
continue to work with campaigns within the framework of our communication 
efforts. It is one of the last areas I haven’t mentioned to give you a little bit more 
general information. Hostile information activities and our efforts to combat 
disinformation. Here is our approach to doing this in NATO. First of all, we try to 
understand the information and environment here, then try to make more sense 
�R�I���L�W�����:�H���R�E�V�H�U�Y�H���Z�K�D�W���L�V���J�R�L�Q�J���R�Q���L�Q���W�K�L�V���D�U�H�D���R�I���N�Q�R�Z�O�H�G�J�H�����V�R���Z�H���D�U�H���Z�R�U�N�L�Q�J���R�Q��
how our communicators can interact and correct them, especially if they are given 
�F�R�Q�Ê�L�F�W�L�Q�J���L�Q�I�R�U�P�D�W�L�R�Q�����$�J�D�L�Q�����Z�H���F�D�U�U�\���R�X�W���R�X�U���Z�R�U�N���L�Q���W�K�H���H�\�H�V���R�I���L�Q�V�W�L�W�X�W�L�R�Q�V��
such as the European Union, in which we work in close cooperation with both 
NATO member states and partner countries. 

I want to close by saying this. In the coming year, our communication work, 
our 2022 work, will focus on three main areas in particular. First of all, to raise 
awareness for NATO 2030 decisions and support them. Secondly, to ensure that 
the new NATO strategy concept is understood and to carry out studies on this 
�V�X�P�P�L�W���D�Q�G�� �W�K�H�� �G�H�F�L�V�L�R�Q�V�� �W�R�� �E�H�� �W�D�N�H�Q�� �W�R�� �W�K�H�� �0�D�G�U�L�G�� �6�X�P�P�L�W�����$�Q�G�� �É�Q�D�O�O�\���� �W�R��
ensure that NATO is strengthened against all threats through ongoing military 
adaptation, thus contributing to the protection of the Euro-Atlantic Region. Finally, 
�K�H�U�H���L�V���Z�K�D�W���,���Z�D�Q�W���W�R���V�D�\�����1�$�7�2���L�V���S�D�U�W���R�I���W�K�H���U�R�D�G���D�K�H�D�G�����:�H���Z�D�Q�W���W�R���Z�R�U�N���P�R�U�H��
with like-minded partners who will pursue this path by adopting a more global 
�D�S�S�U�R�D�F�K�����:�H���Z�D�Q�W���W�R���E�H���D�E�O�H���W�R���D�S�S�H�D�O���J�O�R�E�D�O�O�\���W�R���Z�L�G�H�U���D�X�G�L�H�Q�F�H�V�����,�V�Q� �W���W�K�D�W��
the point of our panels today? To learn from each other within the framework of 
�D�O�O���W�K�H�V�H���Z�R�U�N�V���D�Q�G���W�R���F�R�Q�W�U�L�E�X�W�H���W�R���W�K�H���É�H�O�G���R�I���V�W�U�D�W�H�J�L�F���F�R�P�P�X�Q�L�F�D�W�L�R�Q����

Yusuf Erim

�,���D�P���J�R�L�Q�J���W�R���D�V�N���\�R�X���W�Z�R���T�X�H�V�W�L�R�Q�V�����6�R���P�\���É�U�V�W���T�X�H�V�W�L�R�Q���L�V���J�R�L�Q�J���W�R���O�R�R�N���V�R�P�H�W�K�L�Q�J��
like this. The alliance has 30 members. Everyone has different perceptions of 
�W�K�U�H�D�W�V�����:�K�H�Q���W�K�H���6�W�U�D�W�H�J�L�F���&�R�P�P�X�Q�L�F�D�W�L�R�Q�V���8�Q�L�W���S�U�H�S�D�U�H�V���D���P�H�V�V�D�J�H�����I�R�U���H�[�D�P�S�O�H����
it could be a message about decisions at a summit, or you mentioned the 2030 
strategy concept. Everyone is waiting for it for the next six months. How can you 
�U�H�Ê�H�F�W���H�Y�H�U�\�R�Q�H� �V���G�L�I�I�H�U�H�Q�W���S�H�U�F�H�S�W�L�R�Q�V���R�I���W�K�U�H�D�W�V���Z�K�L�O�H���G�R�L�Q�J���W�K�L�V�"���+�R�Z���G�R���\�R�X��
manage to use a language that will make everyone happy? Do you get to that 
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point? Do you reach a situation where you understand that you cannot make 
everyone happy, but you say that it is more than enough to make the majority 
happy? NATO goes beyond its primary responsibilities and is interested in climate 
change, for example? Are we going to see a more ambiguous NATO in the process? 
How will it be?

Amy Trillard 

Now, let me mention the threats. First, of course, we have 30 different members. 
�7�K�H�\���D�O�O���K�D�Y�H���W�K�H�L�U���L�Q�W�H�U�H�V�W�V�����:�K�H�Q���Z�H���O�R�R�N���D�W���R�X�U���F�R�P�P�X�Q�L�F�D�W�L�R�Q���V�W�U�D�W�H�J�\�����Z�H��
�F�D�Q���V�D�\���W�K�D�W���W�K�H�U�H���L�V���D���S�R�L�Q�W���Z�K�H�U�H���Z�H���K�D�Y�H���G�L�I�É�F�X�O�W�L�H�V�����7�K�L�V���L�V���E�H�F�D�X�V�H���H�Y�H�U�\�R�Q�H��
wants to multiply their different priorities. They want to emphasize their policy 
priorities.

�)�R�U���W�K�L�V���U�H�D�V�R�Q�����Z�H���D�G�R�S�W�H�G���W�K�L�V���Q�H�Z���V�L�P�S�O�L�É�H�G���D�S�S�U�R�D�F�K���D�Q�G���G�H�F�L�G�H�G���R�Q���L�W�����:�H��
said NATO protects; NATO unites, NATO strengthens. For example, in preparation 
for a message, you said that it is impossible to please everyone. I think the 
important thing here is this. Communication is a process involved in policy-
making, and here we always make decisions with consensus and consensus in 
policy-making in NATO. Therefore, most of the policies are already adopted with 
a 360-degree approach. Ideas from different strategic orientations are taken into 
consideration. In terms of our policies, we are at a point where everyone gets 
�X�Q�D�Q�L�P�L�W�\���D�Q�G���F�R�Q�V�H�Q�V�X�V���Z�L�W�K�L�Q���W�K�H���I�U�D�P�H�Z�R�U�N���R�I���R�X�U���Z�R�U�N���D�Q�G���L�V���V�D�W�L�V�É�H�G���Z�L�W�K��
the policy decisions. Therefore, when we move to the communication part, we 
work based on that consensus.

In this way, we act in a framework where everyone agrees on a particular area with 
all the allies. But of course, when we communicate and prepare our messages, we 
�Q�H�H�G���W�R���E�H�F�R�P�H���D�V���O�R�F�D�O���D�V���S�R�V�V�L�E�O�H�����:�K�H�Q���Z�H���W�K�L�Q�N���R�I���P�R�U�H���O�R�F�D�O���D�X�G�L�H�Q�F�H�V���R�U��
�Z�K�H�Q���Z�H���V�S�H�D�N���W�R���V�S�H�F�L�É�F���Q�D�W�L�R�Q�V�����Z�H���I�R�F�X�V���R�Q���W�K�R�V�H���S�U�L�R�U�L�W�L�H�V�����W�K�H�L�U���S�U�L�R�U�L�W�L�H�V����
But we also do it with the member state. Because they know their target audience, 
they know their preferences better. Therefore, we partner with our member states 
in their communication campaigns. They prefer to tell NATO’s story in a way that 
makes the most sense for their populations. As for our primary responsibilities, 
of course, NATO will always continue to work in security, but the easiest things 
to show for our communication are often military elements. NATO has been 
active in politics for a very long time. It is a political and military organization. 
But when you are communicating, you always try to put the right picture, the 
right video, you want it to look impressive, and somehow you want it to be easy 
to communicate. Tanks, boats, airplanes can be easier to show. However, look, we 















620

STRATCOM TALK - 18

the Olympic games above all else, further weakened his reputation in the eyes 
of the people who had to withdraw. Here, the public played an important role in 
the re-shaking and rebalancing diplomacy. Strategic communication is an ideal 
concept for all of us. It is about planning, calculating, and communicating after 
making a certain prediction. However, sometimes unexpected communication 
�U�H�V�X�O�W�V���P�D�\���D�U�L�V�H���Z�K�H�Q���S�U�H�V�H�Q�W�H�G���W�R���W�K�H���S�X�E�O�L�F�����:�H���Q�H�H�G���W�R���V�W�D�U�W���E�\���F�D�O�F�X�O�D�W�L�Q�J��
that everything here may be wrong. 

Steinbeck wrote a novel in 1937 about Robert Burns, a poet. Many situations 
will manifest in ways we didn’t plan, no matter how much we plan to show how 
smart we are. So you cannot please everyone in public, or you cannot please 
�H�Y�H�U�\�R�Q�H���L�Q���W�K�H���I�R�U�H�L�J�Q���S�U�H�V�V�����:�K�H�Q���\�R�X���H�Q�F�R�X�Q�W�H�U���D�Q���R�E�V�W�D�F�O�H�����\�R�X���V�K�R�X�O�G���E�H��
ready to overcome these obstacles. And I want to share a success story. Because 
the new prime minister is a very experienced politician. Prime Minister Kishida 

faced communication disasters again last month. On 
27 November, Omicron closed its borders due to the 
increase of its variant. And he said to a journalist, yes, I 
am open to criticism. I know that I am very cautious. And 
he said you can criticize me. Only 18 months later, three 
weeks after he opened his borders, would you think 
making such a decision again would reduce Kishida’s 

popularity for the Japanese people. Still, his popularity in the public eye increased 
due to this move. Yes, of course, sometimes being overly cautious can be interpreted 
poorly in the public eye or reduce your popularity, but how you describe it the 
way you convey it can also reverse the situation. Kishida said that it is always 
useful to be cautious when facing an unknown risk. In other words, he said, we 
plan to eliminate the worst scenario with strict measures. And by allocating 36 
trillion yen from the 2021 budget, he created a package to support businesses 
and people affected by the pandemic. For the new prime minister, this was a 
critical step. Because it showed a more personal approach to diplomacy. He 
showed that he would attach more importance to public-private cooperation. It 
showed that he cared about entrepreneurship. And that is how he continued to 
get public support. Of course, we do not know how long this public support will 
continue for the new prime minister, but we can now see the difference between 
the former prime minister and the new prime minister. 

In other words, when we look at the new management, we see that things have 
changed compared to the old management. Sugo remained prime minister for 
just one year, and during the Olympic Games, which were postponed due to the 
pandemic, he was prime minister, and we saw that he learned from the mistakes 

Strategic communication is an ideal concept 
for all of us. It is about planning, calculating, 
and communicating after making a specific 
prediction. However, sometimes unexpected 

communication results may arise when 
presented to the public.
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of the previous prime minister. In the second case, the prime minister guided 
the communication campaign well, using public support, and ensured that the 
public accepted his decisions as a leader. Kishida measured and weighed what 
he said well to avoid negative feelings for the people. He planned his public 
messages very well and prevented a total disaster. I just gave these two examples. 
Because strategic communication is essential. Yes, I have been an academician 
for 30 years, but I have always paid attention to basic elements when it comes 
to communication. No matter your communication issue, you must support it 
with research, no matter how effective it is. And of course, you need to use your 
communication skills. I wish I had been in front of you. I was planning to come, 
�E�X�W���W�K�H���R�P�L�F�U�R�Q���Y�D�U�L�D�Q�W���K�D�V���P�D�G�H���L�W���G�L�I�É�F�X�O�W���W�R���J�H�W���R�X�W���R�I���-�D�S�D�Q�����,���F�D�Q�Q�R�W���W�U�D�Y�H�O����
but I’d love to take it if you have any questions. I think we have a lot to learn from 
each other. I think it is useful to remember the basic elements of communication 
�D�J�D�L�Q�����:�K�D�W���Z�D�V���W�K�D�W�"���/�L�V�W�H�Q�L�Q�J�����S�D�\�L�Q�J���D�W�W�H�Q�W�L�R�Q�����V�P�H�O�O�L�Q�J���W�K�H���D�L�U�����D�Q�G���F�R�Q�V�W�D�Q�W�O�\��
following how people receive and interpret information by catching these basic 
clues. So, I will end my remarks here, and if there are any questions, I’ll take them.

Yusuf Erim 

�2�I���F�R�X�U�V�H�����Z�H���Z�R�X�O�G���O�L�N�H���W�R���E�H�Q�H�É�W���I�U�R�P���R�X�U���H�[�S�H�U�L�H�Q�F�H�����%�X�W���,���Z�R�X�O�G���O�L�N�H���W�R���D�V�N��
you a somewhat controversial question on social media or Instagram. It is now 
�V�W�U�D�L�J�K�W�I�R�U�Z�D�U�G���I�R�U���V�W�D�W�H�V���W�R���L�Q�W�H�U�D�F�W���Z�L�W�K���I�R�U�H�L�J�Q���S�X�E�O�L�F���R�S�L�Q�L�R�Q�����:�K�H�U�H���V�K�R�X�O�G���Z�H��
draw the line between public diplomacy and intervention in foreign states? Because 
�Z�H���N�Q�R�Z���D�E�R�X�W���W�K�H���5�X�V�V�L�D�J�D�W�H���V�F�D�Q�G�D�O�����:�H���N�Q�R�Z���D�E�R�X�W���F�R�Q�G�L�W�L�R�Q�V���L�Q�W�H�U�I�H�U�L�Q�J���Z�L�W�K��
each other. I wonder where we should draw the line here? Because we know that 
many governments are now communicating with groups that are seen as opponents 
in other countries or do not support the government. Yes, you say that public 
diplomacy should be proactive, but don’t you think that public diplomacy plays a 
�G�H�V�W�U�X�F�W�L�Y�H���U�R�O�H���L�Q���V�R�P�H���F�D�V�H�V�����V�L�J�Q�L�É�F�D�Q�W�O�\���Z�K�H�Q���L�W���L�Q�W�H�U�I�H�U�H�V���Z�L�W�K���W�K�H���S�R�O�L�F�L�H�V���R�I��
foreign states? How should other countries react to this reactive behavior?

Dr. Nancy Snow 

�:�H���G�R�Q� �W���K�D�Y�H���D�Q�\���J�X�L�G�H�O�L�Q�H�V���R�Q���W�K�L�V�����$���P�D�Q�X�D�O���L�V���E�H�L�Q�J���S�U�H�S�D�U�H�G�����,���D�P���R�Q���W�K�H��
editorial committee. In Japan, we are publishing a magazine about strategic 
communication in defense. As you said, you may think that some foreign leaders 
are interfering in the affairs of other states. So it is often necessary to believe 
�L�Q�� �W�K�H�� �F�R�Q�W�H�[�W�� �R�I�� �W�K�H�� �D�U�P�\�����:�H�� �G�R�� �Q�R�W���Q�H�H�G�� �W�R�� �W�K�L�Q�N�� �R�Q�O�\�� �L�Q�� �W�K�H�� �F�R�Q�W�H�[�W�� �R�I��
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media, like the one you see on the screen here, “No trade, no vaccine”, to make 
clear to the world, that international cooperation was fundamental to achieve our 
goal. There was no way that we were going to get a vaccine if we didn’t have all 
those countries working together. And it was news that Türkiye is the third biggest 
supplier in the world for adjuvants which are fundamental ingredients for the 
production of vaccines. And look at the rest: antibiotics, stabilizers, preservatives, 
we need needles, dry ice, and you could see that the list of countries that are 
�V�L�J�Q�L�É�F�D�Q�W���V�X�S�S�O�L�H�U�V���L�V���H�Q�G�O�H�V�V�����7�K�L�V���K�H�D�O�W�K���F�U�L�V�L�V���D�O�V�R���H�[�S�R�V�H�G���P�X�O�W�L�S�O�H���I�D�F�H�W�V���R�I��
inequality, whether amongst workers, within health systems, regarding access to 
�G�L�J�L�W�D�O���F�R�P�P�X�Q�L�F�D�W�L�R�Q�V���D�Q�G���T�X�D�O�L�W�\���K�R�X�V�L�Q�J�����:�H���D�O�V�R���Z�L�W�Q�H�V�V�H�G���K�R�Z���Z�H���F�D�Q���E�H��
greater than the sum of our parts when we unite our forces and build alliances. 

At the OECD, we strengthened our role as a forum for dialogue and exchange of 
best practices through the OECD Forum. In virtual format, we convened voices 
from academia, the private sector, science, legislators, international organizations, 
�D�Q�G���F�L�Y�L�O���V�R�F�L�H�W�\���W�R���X�Q�G�H�U�V�W�D�Q�G���K�R�Z���Z�H���F�R�X�O�G���É�Q�G���V�R�O�X�W�L�R�Q�V���W�R���F�R�P�P�R�Q���S�U�R�E�O�H�P�V����
And for example, in 2020, in November 2020, we organized an event entitled 
“Communicating on Public Health and Vaccines in a Climate of Misinformation.” 
�:�K�D�W���Z�H���Z�D�Q�W�H�G���W�R���G�R���Z�D�V���P�D�N�H���S�R�O�L�F�\�P�D�N�H�U�V���D�Q�G���S�R�O�L�F�\���V�K�D�S�H�U�V���D�Z�D�U�H���R�I���W�K�H���I�D�F�W��
that perhaps we were on the cusp of getting the vaccine. But if we thought that 
was the end of the story, not only did we need to get the vaccine, but we needed 
to get it into people’s arms. And if we were confronting a situation already before 
COVID, we knew that the anti-vaccine movement was a strong one. Imagine what 
we might be up against when we were asking the entire world to get vaccinated 
in rapid time with a vaccine that had been produced quicker than ever before. 
�/�H�W� �V���U�H�P�H�P�E�H�U���É�Y�H���W�L�P�H�V���I�D�V�W�H�U�����W�K�H���I�D�V�W�H�V�W���Z�H���K�D�Y�H���H�Y�H�U���K�D�G���D���Y�D�F�F�L�Q�H���J�O�R�E�D�O�O�\��
�Z�D�V���É�Y�H���\�H�D�U�V�����D�Q�G���Z�H���K�D�G���L�W���L�Q���Q�L�Q�H���P�R�Q�W�K�V��

That, of course, naturally, could also increase people’s understandable hesitancy. 
�:�H���K�D�Y�H���W�R���X�Q�G�H�U�V�W�D�Q�G���W�K�D�W���W�K�H���R�Q�H���K�D�Q�G���L�V���K�H�V�L�W�D�Q�W�����D�Q�G���W�K�H�Q���W�K�H�U�H���D�U�H���W�K�R�V�H��
who whatever vaccine you produce will never be satisfactory for them. That’s 
�D�� �G�L�I�I�H�U�H�Q�F�H�� �L�I���\�R�X�� �O�L�N�H�� �E�H�W�Z�H�H�Q�� �P�L�V�L�Q�I�R�U�P�D�W�L�R�Q�� �D�Q�G�� �G�L�V�L�Q�I�R�U�P�D�W�L�R�Q�����:�H�� �D�O�V�R��
observed new partnerships blossoming to support those on the frontline of 
the battle. Companies came up with creative campaigns to encourage social 
�G�L�V�W�D�Q�F�L�Q�J�����+�H�U�H���D�U�H���V�R�P�H���H�[�D�P�S�O�H�V���R�I���%�0�:���W�D�O�N�L�Q�J���D�E�R�X�W���Ê�D�W�W�H�Q�L�Q�J���W�K�H���F�X�U�Y�H����
rather than trying to sell cars, they were in the business of actually trying to get 
our citizens to follow the right path. And the same goes for a well-known sports 
brand that you can see here. 

From the US to Japan, restaurants mobilized the resources to help families that 
rely on schools for children’s meals. And the well-known Spanish chef based in 
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�:�D�V�K�L�Q�J�W�R�Q���'�����&�����Z�D�V���R�Q���W�K�H���I�U�R�Q�W���S�D�J�H���R�I���7�L�P�H���0�D�J�D�]�L�Q�H�����J�L�Y�L�Q�J���D�Q���H�[�D�P�S�O�H��
of retail. And transport companies helped governments, using their products 
and logistical infrastructure to provide more medical supplies and ventilators. 
Take a look at that mask from Decathlon. Usually, you would use it on holiday, 
on a beach somewhere; it turned into a ventilator. And the ACT Accelerator is 
an inspiring example to illustrate what could be seen as the restructuring of 
international cooperation before our very eyes and unprecedented collaboration 
between governments, health organizations, scientists, businesses, civil society, 
philanthropists to speed up efforts to end the pandemic by supporting the 
development and equitable distribution of the COVID-19 diagnostics, vaccines, 
and treatments. No one is above anybody else in a situation like this. Everybody 
�Q�H�H�G�V���W�R���Z�R�U�N���W�R�J�H�W�K�H�U�����,�I���D�Q�\���R�I���W�K�R�V�H���D�F�W�R�U�V���L�V���P�L�V�V�L�Q�J�����Z�H���F�D�Q� �W���G�R���L�W�����:�H���D�O�O��
need each other. So this was a perfect example of teamwork. And to my mind, I 
think it’s also an example of how international cooperation could evolve towards 
collateralize, where we can recognize the roles and the functions of the different 
actors involved in these types of situations, not only in a crisis but in normal 
circumstances. 

And now to chapter six. I want to tell you a little bit of a story about the importance 
of monitoring and evaluating what you do. Our impact since the hub launch, the 
COVID hub I mentioned, is a testament to our efforts. The OECD is now a top 
online reference on COVID-19 policies appearing on the top of Google searches. 
This is like getting to the top of Everest. So, if you search Coronavirus policy, the 
OECD comes up in numbers two and three out of 2. 5 billion searches right now. 
And that is for us; it’s certainly an extraordinary achievement. How many visits 
have been growing exponentially? Since we went live with the hub in March of 
2020, we have seen a surge in audience reach, engagement levels, and interest 
in the OECD.

�$�V���\�R�X�� �F�D�Q�� �V�H�H���� �L�Q�W�H�U�H�V�W���F�R�Q�W�L�Q�X�H�G�� �W�R�� �J�U�R�Z�� �W�K�U�R�X�J�K�R�X�W���W�K�H���\�H�D�U�����:�H� �Y�H�� �Q�R�Z��
�U�H�D�F�K�H�G�� �É�Y�H�� �D�Q�G�� �D�� �K�D�O�I�� �P�L�O�O�L�R�Q�����$�Q�G�� �L�Q�� �W�K�H�� �O�D�V�W���W�K�U�H�H�� �P�R�Q�W�K�V���� �Z�H� �Y�H�� �K�D�G�� �W�K�H��
�E�L�J�J�H�V�W���D�X�G�L�H�Q�F�H���H�Y�H�U�����:�H� �Y�H���V�H�H�Q���W�K�D�W���Z�H� �Y�H���H�D�U�Q�H�G���J�O�R�E�D�O���D�W�W�H�Q�W�L�R�Q���D�Q�G���U�H�D�F�K��
�J�R�L�Q�J���Z�H�O�O���E�H�\�R�Q�G���2�(�&�'���F�R�X�Q�W�U�L�H�V�����,�Q�G�H�H�G�������������R�I���W�K�H���W�R�S���������F�R�X�Q�W�U�L�H�V���Y�L�V�L�W�L�Q�J��
our COVID hub are from countries beyond the OECD. And our self-surveys tell us 
that our work is being used, particularly by the public and private sector. And on 
this point, I recall how Türkiye’s representatives at the OECD told us how Türkiye 
�D�Q�G�� �W�K�H���7�X�U�N�L�V�K�� �*�R�Y�H�U�Q�P�H�Q�W���K�D�G�� �I�R�X�Q�G�� �R�X�U�� �K�X�E�� �E�H�Q�H�É�F�L�D�O�� �G�X�U�L�Q�J�� �W�K�L�V�� �S�H�U�L�R�G����
All this data encourages us to continue providing timely and evidence-based 
insights and reminds us of our responsibility to continuously nurture our social 
license to operate. 
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