ACADEMIC STUDIES
IN SOCIAL, HUMAN AND ADMINISTRATIVE SCIENCES

Editors
Hasan BABACAN
Marijan PREMOVIĆ

Cetinje 2018

Editors

Prof. Hasan BABACAN, Ph.D.
Asst. Prof. Marijan PREMOVIĆ, Ph.D.

First Edition •© September 2018 /Cetinje

ISBN • 978-9940-540-33-3

© copyright
All Rights Reserved

Ivpe
web: www.ivpe.me
Tel. +382 41 234 709
e-mail: office@ivpe.me

Print
Ivpe
Cetinje, Montenegro

CONTENTS
Preface ....................................................................................................III
Referee Board ...........................................................................................V
ACCOUNTING
Alper Tunga ALKAN / An Examination of The Applied Punishments By
The Chamber of Professionals for Accounting Professional Members:
Case of Turkey (2008-2014) ...................................................................... 3
G. F. ÜNAL UYAR & M.ERDOĞAN / Fraud of The Employees and
Solution Proposals for These Frauds: X Dental Hospital Case Study .... 19
BANKING
SerapYÖRÜBULUT / On Concomitants of Upper Record Statistics and
Actuarial Applications of A Pseudo-Pareto Distribution ........................ 43
COMMUNICATION
Asuman KUTLU / Communicative Civic-Less: A Review of Online
Political and Civic Engagement and Participation................................. 59
Mihalis (Michael) KUYUCU / Media Use in Turkey: An Update About
The Media Consuption in Turkey ............................................................ 75
Nilüfer NARLI & Ayşegül AKDEMIR / Job Satisfaction in Turkish Call
Centers .................................................................................................. 101
ECONOMY
Funda ERDUGAN / Generalized Maximum Entropy Approach in
Regressıon Model .................................................................................. 125
Özer ÖZÇELİK & Öner GÜMÜŞ / The Phenomenology of Economic
Crises in Turkey .................................................................................... 137
Zeynep KARAŞ / How Did The CBRT Handled 2008 Global Financial
Crisis? ................................................................................................... 149
Christopher HANNUM / An Exploration of the Impacts of Path
Dependency in Foreign Direct Investment on Patterns of Growth ...... 165
FILOLOGIJA
Belgin BAĞIRLAR / The Theme of Homophobic Violence in Philip
Ridley’s Vincent River ........................................................................... 181
FINE ARTS
İzzet YÜCETOKER / Composers of The Baroque Period Piano
Repertoire: Example of Italy ................................................................. 201

INTERNATIONAL RELATIONS
Asena BOZTAŞ / Place of Turkey’s Africa Policies in The TurkeyEuropean Union Relations: Turkey Perspective ................................... 227
Sibel AKGÜN / Mediation Role of The United Nations in The Cyprus
Dispute and Its Consequences ............................................................... 235
MANAGEMENT AND STRATEGY / INFORMATION
Meryem AYBAS / Behavioral Approach in The Strategic Human
Resource Management Research .......................................................... 259
Ceren CUBUKCU & Sevinc GULSECEN / Accelerator Programs in
Turkey: From which Services Entrepreneurs Benefit The Most?.......... 275
MARKETING
A. S. KÖYLÜOĞLU & H. DOĞAN & M. DOĞAN & H. S. ÇERÇİ /
Purposes: A Research on Private and Public Sector Employees .......... 299
Y. Burçak BOYDAK-ÖZTAŞ / Neuromarketing Reality Under The
Pressure of Doubts and Misunderstandings: A Comprehensive Review
............................................................................................................... 313
ORGANIZATIONAL BEHAVIOR
Aslı KÖSE ÜNAL / The Role of Leader on the Efficiency of Team Work
............................................................................................................... 337
PHILOSOPHY
Sebile BAŞOK DİŞ / Visuality of The Body As A Modern Value ........ 349
TOURISM
Yılmaz SEÇİM / Gastronomy and Food Allergy ................................. 365

[II]

PREFACE

The specialist as we know in the modern age is a creation of modernity.
Up until the modern age, scholars were known for their expertise in social
areas. From Avicenna (Ibn-i Sina) and Hezarfen Ahmet Celebi to Leonardo
da Vinci and Galileo many Medieval, Renaissance and Enlightenment
scholars were polymath, mastering knowledge from several fields. The
needs of the modern age created specialists focusing deeply on one field.
At the convergence of post-modernism and the age of the internet, social,
cultural and economic realities of increasingly diverse societies have
created a new need for the revival of polymath. Emerging globalization in
the post-Cold War triggered rapid social change that cannot be explained
from the perspective of a single discipline. This reality increased the focus
on social science studies.
In this book, there are studies of scientists working on in various fields
of Social Sciences and Humanities. These fields are listed under the titles
of Accounting, Banking, Communication, Economics, Philology, Fine
Arts, International Relations, Management and Strategy, Marketing,
Management and Organization, Philosophy and Tourism.
It is our sincerest wish that these valuable works of our scientists will
contribute to the scientific world.
Hasan BABACAN, Marijan PREMOVIĆ
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MEDIA USE IN TURKEY: AN UPDATE ABOUT THE MEDIA
CONSUPTION IN TURKEY
Mihalis (Michael) KUYUCU
1.Introduction
Among the mass media, radio came to Turkey in the period when it was
invented while television arrived in Turkey at a time much later than its
invention. The emanation of the internet in Turkey corresponded to the end
of the first half of 2000s. Today, all the mass media are densely used in
Turkey. As is the case all around the world, the internet carried mass media
to a different stage also in Turkey and deeply affected the habits towards
the consumption of the media content. In this context, the media
consumption underwent a great change especially after the spread of the
internet.
This study aims to examine the media consumption habits of university
students who are also named as the individuals belonging to Y Generation.
The previous generations grew up among television and printed media
while the today’s generation in which university students are included
grew up in close relation with the internet. This, as a result, unavoidably
influences consumption habits. Today, television is no longer a device that
is only and separately watched due to the emanation of the use of double
screen but the use of television as a “background sound” gained popularity.
Media consumers are now able to consume media through mobile, desktop
or laptop devices. Hence, determining the media consumption habits of
university students will be useful in anticipating the future purposes of use
of media and the media consumption trends.
2.Media Consumption Concept
Today’s societies are exposed to a great flow of information and the
mass media influence all the stages of people’s lives. Considering the
contemporary communication opportunities, it can be seen that a great
communication and correspondence opportunity has arisen globally. The
new media which has been superseding the traditional media is becoming
more and more powerful in the recent years. Today, the people who use
the new media are able to apply to social media websites as a means of
getting news and information on a regular basis as well as using them as
socializing agents (Soylemez, 2014: 99).
A consumption culture has started spread due to these opportunities
provided by the mass media. Media undertook the greatest role in the
expansion of such consumption culture. Accordingly, consumption culture
grows bigger and becomes denser through media. The media has a
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significant role in relation to the change experienced in the consumption
culture of today’s rapidly changing world; however, the media also is
affected by the expansion of fast consumption culture and undergoes a
transformation. Therefore, we see that the media and consumption culture
are two different areas which trigger and contribute to the development of
each other (Kiskac, 2018: 68).
The consumption of the media has also started to undergo a
transformation due to such changing consumption perception and culture.
A new perception of media consumption started to gain popularity instead
of traditional media consumption in compliance with the new media
including the use of double screens. Hence, preferences have also started
to change. Even though consumption culture is conveyed through the
program types in the media, not only television but also the new media
tools are significant parts of this process. A certain lifestyle, new products,
consumption materials and goods are offered to the audience through the
content of serials and movies etc. shown on television and the internet.
Thus the audience are captured by consumption culture through television
and, at the same time, media consumption increases due to such
phenomenon. Therefore, there is an mutual interaction between media
consumption and consumption culture.
3.Media Consumption Approaches in the Literature
Since the appearance of the mass media, there have been various
theories that attempted to explain the power and the place of these tools in
the economic, political and social orders. The technological and
sociological developments, in particular, in the 19th and 20th centuries
affected the mass media tools and, therefore, the mass media theories.
When the mass media are analysed in the historical process, the studies
that focused on ‘influence’ are divided into three categories as the period
of strong effects, the period of limited effects and the period of long term
effects. The beginning of the 20th century which is claimed to have great
influences on individuals by pushing individuals into the background and
making the audience adopt the mass media messages as desired is called
the period of strong effects. The mid-20th century is the period of limited
effects during which there were various studies which considered
individuals as well as the mass media and which revealed that the mass
media tools had limited-indirect influences on the audience. The researches
of the recent period found out that the process of influence imposed on
individuals by the mass media tools is a long-term process. Besides, it was
stressed that social factors and various effects such as culture, belief and
family structure are also of great importance in respect to these processes
(Severin and Tankard, 1994: 104-105).
 The Period of Strong Effects: In this period, the mass media tools are
believed to have a manipulation power on people and, therefore, they are
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frequently applied to by political authorities as a means of propaganda. The
fact that the ‘effects’ of the mass media tools, which was the most prominent
characteristic of ‘traditional’ communication researches, was dwelt upon in the
first period of the mass media tools is not something coincidental. On the
contrary, the main motivation was that the mass media aimed to manipulate
the attitudes and behaviours of people in such period.
 The Period of Limited Effects: The researches carried out between 1940
and 1960 on communications are defined as the second period researches. The
main characteristic of this period is that the previous studies which featured
the ‘effect’ were denied and the effect of the mass media on people was
claimed to be very limited. Those who think about mass media generally focus
on the influences of mass media tools on people. The people who view the
issue from a point of view of liberal paradigm, also known as the sovereign
paradigm, dwell upon the positive functions of mass media tools such as
illumination, development, democratization. The supporters of this paradigm
define the audience of mass media tools as active and rational individuals with
freewill. According to such approach, individuals watch or listen to any mass
media tool they choose, get what they want and refuse what they do not want.
That is, the decision and control are in the hands of individuals. Therefore,
people obtain much practical information in daily life through mass media
tools (Gungor, 2011: 231).
 Critical Approach: Those who approach to the subject with a critical
point of view claim that the condition is not simple that much. According to
them, people are born into predetermined conditions and their identities take
form in relation to the prevailing values, beliefs, judgments, rules and
ideologies of the society. This approach further claims that mass media tools
are supporters of such condition. Generally, the content produced in the media
does not contradict the sovereign values of a society. In particular, the
criticisms in the studies of Adorno and Horkheimer on “mass culture” and
“culture industry” revealed the contributions of production relations of
capitalism and power relations to social consent and supervision production,
and each became a reference for the critical works that are conducted since the
70s. The first type of structuralist media studies deepened their interest on
literary and media texts and basically sought for the interpretation and
representation issues (Gungor, 2001: 231).

4.The Influences of Media Consumption on Individuals
It is generally challenging to determine the influences of media
consumption since today’s adults, youth and children are grown up and
have been arranging their days with media. Therefore, there are micro scale
researches in relation to media instead of the studies that dwell upon the
influences of media. Even though the first period examined the social,
mental and physical impacts of media consumption, it has become almost
impossible to reveal these influences for individual are intermingled with
media. For this reason, the studies that focus on the influences of media
consumption on individuals conduct their analyses under various titles
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such as the micro scale influences on family life, leisure time and
education.
The Influence of Media Consumption on Family Life: Television
broadcast, in particular, influences individuals in their habits such as
eating, sleeping and hanging out, all of which are considerable parts of
family life. The change of sleeping hours, late sleeping and late rising,
adjusting eating habits according to the television programs, minimizing
outdoor times, adopting personal programs by considering the broadcast of
international sports events and similar other cases are the most apparent
influences of media consumption of family life. In addition to these, the
opportunity to save programs to watch at a later time or to watch them
online with high data transfer started to decrease this effect (Aziz, 2013:
256).
The Influence on Leisure Time: Media consumption affects
individuals’ leisure time activities. The fact that radio and television can
bring music and entertainment to individuals as sound and image caused a
decrease in visits to entertainment places when the two devices came out
for the first time. Today, we can see that internet has become a factor,
especially after the expansion of it, that increased media consumption for
it contains too much content.
The Influence on Education: Media consumption was used for
education purposes and undertook a role in the development of social
training when television and radio were invented for the first time.
However, today media consumption is associated with the diminishing
academic success. Especially the escalation of internet use may lead to
negative results in the academic successes of students starting from
kindergarten.
5.The Previous Studies Conducted on Media Consumption
In parallel to the changing media consumption perception, both
academicians and the professionals of the sector frequently carry out
researches on media. This helps us to track the trends of media
consumption. In this chapter, we will present examples from both sectoral
and academic researches that are performed on media consumption.
5.1. The Market Researches Conducted on Media Consumption
Sectoral researches on media are carried out in virtually all the countries
of the world. For example; the study titled “Total Audience Report”
conducted by Nielsen in 2016 on the media consumption in the US asserted
that the Americans over 18 spent every day an average of 11 hours 22
minutes for media consumption in the last quarter of 2016. In the course of
following two years, total daily media consumption showed 1 hour 50
minutes increase or, in other words, a 20% increase. In addition to
traditional channels such as television and radio, online devices such as
[78]

smart phones, Apple TV and Roku and the services that offer streaming
video on demand (SVOD) such as Netflix, Huku and Amazon Video had
an impact on such increase. Figure 1 reflects the TV watching times of age
groups in the last quarter of 2016 according to the Nielsen Report.

Figure 1. Weekly TV Watching According to Ages Source: (Nielsen, 2016)

It has been put forth in Nielsen’s report that consumers are forced to
give up their traditional media watching processes due to the retailers’
alteration in digital media strategies. According to the report, the influence
of digital channel on retailing increase as individuals spend more time on
digital media in the daily lives. In this process, digital interaction and
participation gain new shapes with the contribution of more wireless
connection and more developed media business models. The companies in
the industry create new strategies in order to put these models into
operation as consumers start to gain control over digital experience
(Nielsen, 2016).
In 2017, Atlantic Media Strategies carried out a study in order to
anticipate the consumption trends of 2020. According to the report of
Atlantic Media Strategies, it has been predicted that media consumption of
masses will decrease in the following years. The report explains that this
decrease is a result of the increased role of smart phone cameras in media
consumption. However, the increase will shift from social media platforms
to video content search. Besides, it is predicted that 2 billion people will
use digital assistants and half of all the query searches will be made through
voice search until 2021. Furthermore, smart phone cameras will lead to
new platforms for content sharing by augmented reality (AR). Companies
like Facebook, Apple, Microsoft and Google made great investments in
technology. It is expected that AR will reach 120 billion-dollar sales before
2021 comes. The report also envisages that masses will spend the same
time to watch television while surfing the web, that is, they will use double
screen. An average person will spend a bit more than daily 2,6 hours on
the internet and will watch television daily for 2,7 hours. (Harkins, 2017).
Zenith Australia performed a study in 2017 which anticipated that the
mobile consumption share in global media consumption will increase to
26% in 2016 which was 19% in 2016 (Zenith, 2017). The 2017 version of
Media Consumption Forecasts Report indicates that mobile internet
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consumption increases at a rate of 44% between 2010 and 2016 due to the
expansion of mobile devices, the developments in technology and the
increased availability of mobile compatible contents. A part of such extra
consumption time was “stolen” from traditional media. However, the
proliferation of mobile technology ensured that users can reach to more
platforms and places as they had never achieved and contributed to the
consumption of general media. In 2016, an average person consumed
media for 456 minutes while it had been 411 minutes in 2010. Figure 2
represents the change in total media consumption according to years.

Figure 2: Total Media Consumption Source: (Zenith, 2017)

The report specifies that traditional media constituted 69% of global
media consumption by 2017 even though the internet rises rapidly. The
companies in media industry initiated offline versions of their activities
and such uses were handled as internet processes in the report. This means
that traditional media can compensate the lost time by webcasting even
though traditional media consumption decrease 13% in the last seven
years.
The role of television is still significant in traditional media. In 2017,
the average television consumption was 170 minutes while internet use
was 140 minutes. The report predicts that the 30 minutes gap of
consumption time in 2017 will decrease to 7 minutes in 2019.
Television

Internet
Figure 3: Television and Internet Consumptions Source: (Zenith, 2017).

The report also anticipates that the use of mobile internet in internet
consumption will increase to 78% in 2018. It should be stated that mobile
share in total internet consumption was 71% in 2016.
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Figure 4: The Mobile Share in Internet Use Source: (Zenith, 2017).

comScore created an extensive report on the future of media
consumption by applying to data from Canada, the USA, France, Germany,
Italy, Spain, the United Kingdom, Argentina, Brazil, Mexico, India,
Indonesia and Malaysia. The report published as ‘The Global Digital
Future in Focus 2018’ handled certain subjects such as multiple platform
uses according to countries and total media consumption. According to this
report, multiple platform use has a 46% share in total media consumption.
Figure 5 gives multiple platform use according to countries.

Figure 5: Multiple Platform Use According to CountriesSource: (comScore,
2018).

The report revealed that mobile media consumption time is twice longer
than desktop media consumption time. Argentina is the leading country as
regards to mobile media consumption time with the highest score. Italy
attracts attention as the country with the shortest mobile media
consumption time.
[81]

Figure 6: Media Consumption Time According to Countries Source:
(comScore, 2018).

Beside the rest of the world, there are also sectoral researches on media
performed in Turkey. One of the first studies that intend to analyse the
media consumption of the youth in Turkey was carried out in 2012 by
Youth Insight. According to the results that are obtained in consequence of
online and face-to-face interviews with 4300 young people from
universities, high school, business lines and unemployed population, the
youth consume media in a fast and multiple way as they adopt new
generation mass media faster than the other sections of the society and
change their life perspectives, values, consumption habits and socializing
styles with the technological transformation. According to the research, the
youth who spend their time online more than 40 hours in a week see
internet as a phenomenon that ‘tie their hands’ when it lacks (Youth
Insight, 2012).
In 2015, Starcom Mediavest Group Business Intelligence prepared a
report titled Media Consumption Trends in Turkey 2015. According to the
information stated in the report, television access diminished to 77% in
2015 from 81% in 2014. In this process, internet penetration increased, and
the use of mobile phones went up to 35% from 31%. (Starcom Mediavest
Group Business Intelligence, 2015).
In 2015, Reuters Institute for the Study of Journalism conducted a study
in 18 countries including Turkey titled Digital News Report. Turkey has a
performance above the average (88%; the average is 80%) in relation to
digital news consumption. 55% of Turkish participants specified that the
main medium was PC for them as regards to digital news consumption
while 28% asserted that they read the news through their mobile phones.
The rate of Turkish participants who said that they received the news
through their tablets was 6%. Furthermore, Turkey, among the other
studied countries, was the country where social media was the most
popular source of news with 67%.
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In the report published as Research on Changing Trends in Media
Consumption, Stroer Kentvizyon revealed that television sustained its
place in media consumption, but the growing urban movement and the
expansion of technology use made outdoor and internet consumption
surpass printed media and radio. Indoor media consumption shows an
increase from morning to evening. Television and internet are the most
followed media at homes for they are always within arm’s reach. Printed
media following rates are very low while even the newspapers are read
digitally. The rate of people who follow the internet in early hours is higher
but change to television increase in late hours when people are at home
(Stroer Kentvizyon, 2018).
Though the developing technology renders it possible to watch
television outdoors, this mostly accessed and utilized platform in Turkey
is watched at homes only. 4 of each 10 people interviewed do not follow
any platform while not at home. Such result is a considerable finding that
outdoors have an unrivaled effect in their lives when not at home. The fact
that they don’t watch television except for at home confirms the
proposition by Stroer that states ‘One who is not captured by television is
captured by the open air’.
5. 2. The Academic Studies Conducted on Media Consumption
Media consumption is analysed by various disciplines as well as
communication sciences. Media consumption researches are practiced on
different areas for all age groups from kindergarten group to adults. This
chapter will narrate the results of academic researches where media
consumption is analysed by various disciplines.
Genuneit, Brockmann, Schlarb and Rothenbacher (2018) carried out a
study which investigated the effect of media consumption in early
childhood on sleeping quality. According to the results obtained from the
study, it was found out that the children of 39% of parents never read books
but consumes media, and that, in contrast to reading books, media
consumption decreases the quality of sleep in children aged 2-3.
Uhls and Robb (2017) also conducted a study on the media
consumption of children. Uhls and Robb stated that media consumption
can both be positive and negative, and emphasized the importance of
parental observance for children’s media consumption. In this context, they
pointed out that parents should become role models for their children in
order that they can control the media consumption of their children and
stressed the prominence of establishing precise and clear rules as regards
to media consumption. According to the researchers, thus the media
consumption of children can be adjusted to an acceptable time and fit into
family’s media consumption plan.
Struckmann and Karnowski (2016) carried out a study on media
consumption in order to describe the news consumption in changing media
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ecology. In this study which conceived that the rapid and prevalent
expansion of smart phones, tablets and similar other devices can affect
news consumption and carry it to “niches in time and space”, it was
inferred that situational conditions affect the choice of device for news
consumption, desktop is the most utilized platform for news consumption
and mobile devices have supportive roles before desktop devices for news
consumption.
Lee, Lindsey and Kim (2017) carried out a study in order to determine
the effect of news consumption by social media and news loading on the
perception of journalism norms and applications. According to the results
attained with the study, social media news consumption is associated with
the speed of journalism. Besides, social media news consumption is also
related with the rejection of traditional journalism norms. Finally, news
consumption interacts with news loading and affects the quality of
perceived news.
As regards to the researches on media consumption carried out in
Turkey, Demir (2008) performed a qualitative study on the media
consumption of young women of Elazig. National television channels of
Turkey mostly centre on Istanbul in newscasting and program preparation
processes even though there are sociocultural differences between eastern
and western parts of Turkey. In an environment that is shaped by rapid
social changes, the “other Turkish” individuals living in Eastern Turkey
far from Istanbul need the guidance of media in order to comprehend the
social reality in which they live. According to the results obtained by the
study, the young women discover that there are different lifestyles as they
tend to media consumption and they cannot free themselves from the grip
of customs and traditions when they want to behave like their peers in
Istanbul. The life as the young woman see and the life as they experience
contradict each other (Demir, 2008).
Balci ve Kocak (2017) realized a study in order to reveal the relation
between media consumption and life satisfaction. According to the results
of the study, there is a significant positive relation between the life
satisfaction levels of university students and the frequency of their weekly
television watching while there is a significant negative relation between
their life satisfaction and the frequency of internet and social media use. It
is arresting that daily social media use times decrease as the life satisfaction
of the participants increase. Those who have lower life satisfaction use
social media more frequently as a habit. Similarly, the frequency of social
media use as a way of making use of leisure time decreases as the life
satisfaction of the participants increases. Hence, it was revealed that media
consumption is directly proportioned with life satisfaction.
Sener and Ozturk (2015) carried out a study on 115 university students
between 17-27 ages with which they examined the program / content
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preferences of university students on traditional and digital media.
According to this study, the participants stated that they watched television
daily for 1,4 hours while the time spent for the internet reached up to 6
hours. The rate of going to the movies is 2,2 monthly. The participants
declared that they mostly watched comedy, action, adventure, talk show
and movie programs on television. In cinema, they preferred comedy,
action and science fiction / fantasy movies.
Sepetci and Mencet (2017) realized a study in order to determine the
media utilization habits and educational internet utilization of the students
of Akdeniz University. According to the results of this study; the program
types the students watch on television, the time they spend on social media,
their habits of reading books, newspapers and periodicals and the quality
of time spent on the internet do not differ from the rest of the country. The
use of social media as a means of education is insufficient at both student
and academic member levels.
6. The Purpose and the Method of the Study
This study which was performed in order to describe the media use
behaviours of university students is a qualitative research. A qualitative
research seeks out manners, behaviours and experiences. It may take a
longer time to contact with individuals as part of a study since the
necessary subjects are manners, behaviours and experiences
(Dawson,2015:19).
This study was conducted by qualitative field research and carried out
to determine the media consumption habits of university students. As
regards to qualitative field research, observation is not made for
comprehending a single matter but an entirety. Examination is performed
in natural conditions and there are no manipulated experiment conditions.
In qualitative design, data is collected by questionnaire and the answers are
assessed filtering through statistical processes. The present conditions are
tried to comprehend and explain as they are (in the present situation)
(Erdogan, 2012:159).
Especially after the recent expansion of wideband internet and the
intrusion of mobile media in every part of life, media consumption has
started to undergo a change and the internet started to replace traditional
media tools. Even though researches claim that television is still the most
consumed media tool, it is probable that the internet will usurp the throne
of television in the near future. Particularly, the fact that the individuals of
Y generation (millennials) were born and grew up with the internet will
lead media consumption to shift more towards the internet both today and
in the future. In this context, it is of great importance to determine the
media consumption habits of university students belonging to Y generation
(millennials) in order that the industry professionals and academicians can
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establish an idea about the future media consumption. In this context, this
study focuses on the media consumption habits of university students.
6.1 The Population and Sample of the Research
The population of this study consists of the university students who
receive education all around Turkey while the sample is made up of 1100
students, in total, who take education in the universities of Istanbul. This
study avails of purposeful sampling among non-probabilistic sampling
methods. Purpose sampling examines purposive individuals who were
preselected (Erdogan, 2012:210). In this study in which university students
are accepted as sampling, ‘convenience sampling’ was used which is
applied to for the purposes described by Patton (1990).
6.2 The Limitations of the Research
This study may not reflect the media consumption habits of the nation
and of the nation-wide university students for it was performed only in one
city. For this reason, it will be useful to conduct further studies on the
university students of various cities in order to add a complementary
characteristic to this one.
6.3 Data Collection tools and the Collection of the Data
For the purpose of this research, the researcher created a questionnaire
form which consisted of 10 multiple-choice statements in the first chapter,
5 Likert type statements in the second chapter and 39 statements in total as
well as personal information such as sex and age. Likert type scale is
generally a double-sided scale with a neutral point, two positive and two
negative stages which add up to five choices in total (Erdogan,2012:248).
The questionnaire form was distributed to the students by face-to-face
interview and the data was collected by the questionnaire responsible.
Questionnaire is a data collection method applied by asking written
questions and receiving written answers. In social sciences, it is usually a
method practiced in order to obtain written information about the
condition, manner, behaviour, knowledge and opinion of an individual
(Dasdemir,2016:92).
6.4 The Findings of the Research:
This part of the study represents the findings obtained in this research.
6.4.1 Personal Features Analyses
Of the university who participated in this research, 51,82 were males
while 48,18 were females. 65,45% of the participants belonged to 18-25
age group while 30% belonged to 26-34 age group. 32,73% of the
participants stated that they use 3-4 hours of internet every day.
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Table 1. Personal Features
Sex:
Male
Female

N
570
530

%
51.82
48.18

Internet Use Time
Less Than 1 Hour
1-2 Hours

N
30
120

%
2.73
10.91

Age
18-25
26-34
35 or Above

N
720
330
50

%
65.45
30.00
4.55

3-4 Hours
5-6 Hours
7-8 Hours
More Than 8 Hours

360
270
240
80

32.73
24.55
21.82
7.27

Total 1100

100

6.4.2 The Descriptive Statistics for Media Consumption
All the participants have smart phones and spend approximately 2 hours
on the internet using their mobile phones. There are 190 students who have
tablets and they are on the internet 1-3 hours through their tablets. The
number of participants who have laptops is 400. These participants are
generally on the internet from 1 to 3 hours through their laptops. Finally,
the number of the participants who own a desktop is 4.
2-3 Hours

3-4 Hours

More Than 4
Hours

30
10
0
10
500

120
110
240
20
490

310
70
130
10
520

360
0
30
0
390

280
0
0
0
280

Total

1-2 Hours

Smart Phone
Tablet PC
Laptop
Computer
Total

Less Than 1
Hour

Table 2. Daily Use Time for Channels

1100
190
400
40

The university students participated in the study were asked what
programs types they watched mostly on television and they were allowed
to give more than one answer. For this reason, the total number of answers
is higher than the total number of participants. According to this, the
participants mostly watched sports programs on television (16,98%) while
the religious programs were the least watched programs (1,35%).
Table 3. The Most Frequently Watched Program Types on Television
N
630
520
460
430
420
280
250
210
190

Sports
Documentary
Movie
Serials
Newscast and news programs
Music-Entertainment
Travel Programs
Discussion
Tabloid Programs
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%
16.98
14.02
12.40
11.59
11.32
7.55
6.74
5.66
5.12

Economy Programs
Cartoons
Religious Programs
Total

170
4.58
100
2.70
50
1.35
3710
100.00

The university students participated in the study were asked what
programs types they listened to mostly on radio and they were allowed to
give more than one answer. For this reason, the total number of answers is
higher than the total number of participants. According to this, the
participants mostly listened to music-entertainment programs on radio
(42%). The least listened programs were religious programs (1%).
Table 4. The Most Frequently Listened Program Types on Radio
N
%
840
42.00
450
22.50
210
10.50
170
8.50
150
7.50
130
6.50
30
1.50
20
1.00
2000
100.00

Music-Entertainment
Newscast and news programs
Sports
Economy Programs
Tabloid Programs
Discussion
Travel Programs
Religious Programs
Total

The young people who were given questionnaires were asked what
movie genres they preferred in cinema among national and foreign
productions and were allowed to give multiple answers. The participants
mostly preferred comedy (18,99%), drama (17,16%) and romantic comedy
(15,79%) among national movies while they mostly chose adventure
(10,49%), crime (10,07%) and thriller and comedy (9,09%) movies among
foreign productions.
Table 5. The Most Preferred Genres in Cinema
National
Comedy
Drama
Romantic Comedy
Family
Adventure
Thriller
Action
Crime
Historical
Science Fiction
Biography

N
830
750
690
560
250
230
210
180
170
13
11

%
18.99
17.16
15.79
12.81
5.72
5.26
4.81
4.12
3.89
2.97
2.52

Foreign
Adventure
Crime
Thriller
Comedy
Science Fiction
Historical
Action
Biography
War
Romantic Comedy
Drama
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N
750
720
650
650
540
530
490
470
460
360
340

%
10.49
10.07
9.09
9.09
7.55
7.41
6.85
6.57
6.43
5.03
4.76

Mystery
Fantastic
Sports
War
Animation
Western
Total

10
70
50
40
0
0
4370

2.29
1.60
1.14
0.92
0.00
0.00
100.00

Fantastic
Mystery
Sports
Family
Animation
Western
Total

340
310
250
130
130
30
7150

4.76
4.34
3.50
1.82
1.82
0.42
100.00

The participants were asked how many times they enter to social media
platforms in a day. According to this, the participants generally enter to
Facebook and Facebook Messenger less than 5 times, to Twitter more than
10 times and to Whatsapp and Instagram more than 5 times in a day. It was
found out that Linkedin and Swarm-Foursquare did not grab attention
much, that entry to Linkedin was less than 5 in a day and that the number
of participants who did not have a Swarm-Foursquare account is much
higher than those who have.

Facebook
Twitter
Instagram
Whatsapp
Facebook Messenger
LinkedIn
Swarm-Foursquare

100 690
50
40
20
80
0
40
30 1070
310 790
750 350

210
210
570
310
0
0
0

50
350
230
460
0
0
0

50
410
150
210
0
0
0

Ti
Mo
mes
re

I
don
’t
hav
Les
e
s
an
Tha
5acc
n105
oun
Ti
Ti
t/I
10mes
mes
don
15
’t
Ti
15use
mes
20

Table 5. Daily Going Online Frequency on Social Media Platforms
0
40
50
70
0
0
0

6.4.3 The Descriptive Statistics for Media Consumption Purposes
As regards to the consumption purposes intended for television,
newspaper-periodical, internet and social media platforms, the descriptive
statistics of the university students of research sample are given in Table
7.
Television: The participants mostly use television for making use of
leisure time and entertainment (mean deviation: 4,07; standard deviation:
0,978). For television, the purpose of use with the lowest value is guidance
and relaxation (mean deviation: 3,47; standard deviation: 0,758).
Newspaper - Periodical: The participants mostly use newspaperperiodical for making use of leisure time and entertainment (mean
deviation: 3,28; standard deviation: 1,003). For newspaper-periodical, the
purpose of use with the lowest value is social escape (mean deviation: 2,88;
standard deviation: 0,967).
Internet: The participants use the internet mostly for making use of
their leisure time and entertainment (mean deviation: 4,38; standard
deviation: 0,688). and for information and social interaction (mean
deviation: 4,39; standard deviation: 0,712).. For the internet, the purpose
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of use with the lowest value is observation, guidance and relaxation (mean
deviation: 3,77; standard deviation: 0,733).
Social Media: The participants mostly use social media for personal
presentation (mean deviation: 4,48; standard deviation: 0,787). For social
media, the purpose of use with the lowest value is observation, guidance
and relaxation (mean deviation: 3,63; standard deviation: 0,784).
Table 6. The Descriptive Statistics for Media Consumption Purposes
Television
X̄
Use of Leisure time and
Entertainment
Information and Social
Interaction
Observation- GuidanceRelaxation
Social Escape
Economy
Personal Presentation
General

SS

Newspaper
Internet
Periodical
X̄
SS X̄
SS

Social
Media
X̄

SS

4.07

0.978 3.28 1.003 4.38 0.688 4.45 0.713

3.77

0.966 2.97 1.132 4.39 0.712 4.38 0.781

3.47

0.758 3.01 0.999 3.77 0.733 3.63 0.784

3.78
3.57

0.781 2.88 0.967 4.13 0.763
0.924 3.03 1.135 4.42 0.826
4.13 0.811
0.881 3.03 1.047 4.20 0.755

3.73

4.21
3.97
4.48
4.19

0.814
0.799
0.836
0.787

6.4.4 Statistical Analyses
This chapter features the T Test and ANOVA analyses which were
performed in order to determine whether the purposes of use of television,
newspaper-periodical, internet and social media platforms vary according
to the sexes and ages of the participants.
Television Use
Unpaired T Test was availed of in order to determine whether the
consumption purposes of television of the participants vary according to
their sexes. In consequence of the analyses, it was found out that the
purposes of use of all the subdimensions varied according to the sexes of
the participants except for observation, guidance and relaxation
subdimension (p=0,067 > 0,05) (p values of all subdimensions are higher
than the extreme value which is 0,05). According to this, the females apply
to television as a way of making use of their leisure time and entertainment
more frequently compared to the males (X̄Female > X̄Male), while the males
watch television as a means of information and social interaction, social
escape and economy more frequently compared to the females (X̄Male >
X̄Female).
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Table 7. T Test of Television Consumption Purpose According to the Sexes
X̄
SS
Sex:
N
t
p
Use of Leisure time and Entertainment Male
570 4.01 1.089 2.781 0.021
Female 530 4.13 1.088
Information and Social Interaction
Male
570 3.85 0.976 2.967 0.016
Female 530 3.69 0.967
Observation, Guidance and Relaxation Male
570 3.57 0.857 0.968 0.067
Female 530 3.37 0.891
Social Escape
Male
570 3.89 0.723 2.675 0.033
Female 530 3.67 0.747
Economy
Male
570 3.77 0.792 2.783 0.023
Female 530 3.37 0.811

ANOVA analysis was used to determine whether television
consumption varies according to ages. In consequence of the ANOVA
analysis, it was seen that television consumption varied according to ages
in all subdimensions except for social escape subdimension (p=0,184 >
0,05) (p values of all subdimensions are lower than the extreme value
which is 0,05). Tukey analysis was used in the determination of this
difference. In consequence of Tukey Test, it was found out that the 18-25
age group watch television as a way of making use of their leisure time and
entertainment (p=0,013 < 0,05), information and social interaction
(p=0,003 < 0,05), observation, guidance and relaxation (p=0,016 < 0,05)
more frequently compared to the 26-34 age group. On the other hand, the
participants who are above 35 watch television as a means of economy
more frequently compared to the 26-34 age group (p=0,047 < 0,05).
Table 8. ANOVA Analysis of Television Consumption Purpose According to
Ages
Age
Use of Leisure time
and Entertainment
Information and
Social Interaction
Observation,
Guidance and
Relaxation

Social Escape

Economy

18-25
26-34
35 or Above
18-25
26-34
35 or Above
18-25
26-34
35 or Above
18-25
26-34
35 or Above
18-25
26-34
35 or Above

N
720
330
50
720
330
50
720
330
50
720
330
50
720
330
50
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X̄
4.13
4.10
3.98
3.80
3.83
3.68
3.50
3.53
3.38
3.81
3.81
3.72
3.48
3.60
3.63

SS
0.768
0.986
0.927
0.781
0.729
0.938
1.002
1.005
0.997
0.983
0.928
0.991
1.005
1.043
1.067

F
2.875

p
Difference
0.013
1-2

3.004

0.003

1-2

2.967

0.016

1-2

0.967

0.184

1.967

0.047

2-3

Newspaper and Periodical Use
Unpaired T Test was availed of in order to determine whether the
consumption purposes of newspaper and periodical of the participants vary
according to their sexes. In consequence, it was found out that none of the
subdimensions of consumption purpose showed difference according to
the sexes (p values of all subdimensions are higher than the extreme value
which is 0,05).
Table 9. T Test of Newspaper and Periodical Consumption Purpose According
to the Sexes
Sex:
Use of Leisure time and Entertainment
Information and Social Interaction
Observation, Guidance and Relaxation
Social Escape
Economy

Male
Female
Male
Female
Male
Female
Male
Female
Male
Female

N
570
530
570
530
570
530
570
530
570
530

X̄
3.33
3.23
3.01
2.93
3.04
2.98
2.90
2.86
3.05
3.01

SS
0.789
0.681
0.787
0.829
0.819
0.879
0.918
0.982
0.963
0.819

t
p
0.961 0.089
0.896 0.097
1.072 0.075
1.002 0.071
0.681 0.297

ANOVA analysis was used to determine whether newspaper and
periodical consumption varies according to ages. In consequence of the
ANOVA analysis, it was found out that none of the subdimensions of
consumption purpose showed difference according to the ages (p values of
all subdimensions are higher than the extreme value which is 0,05).
Table 10. ANOVA Analysis of Newspaper and Periodical Consumption Purpose
According to Ages
Age

Use of Leisure time and
Entertainment

Information and Social Interaction

Observation, Guidance and
Relaxation

Social Escape

Economy

N

X̄

SS

F

p

0.978

0.278

18-25

72

3.36

0.678

26-34

33

3.32

0.783

35 or Above

5

3.16

0.876

18-25
26-34
35 or Above

72
33
5

3.05
3.01
2.85

1.082
1.065
1.198

0.648

0.487

18-25

72

3.09

0.891

0.798

0.275

26-34

33

3.05

0.887

35 or Above
18-25
26-34
35 or Above
18-25
26-34

5
72
33
5
72
33

2.89
2.96
2.92
2.76
3.11
3.07

0.972
0.916
0.945
0.891
1.002
1.057

0.815

0.206

0.866

0.215

35 or Above

5

2.91

1.129

[92]

Internet Use
Unpaired T Test was availed of in order to determine whether the
consumption purposes of the internet of the participants vary according to
their sexes. In consequence of the unpaired T test results, it was found out
that all of the subdimensions of consumption purposes showed difference
according to the sexes (p values of all subdimensions is lower than the
extreme value which is 0,05). According to this, the males use the internet
as a way of making use of their leisure time and entertainment (p=0,006 <
0,05), observation, guidance and relaxation (p=0,012 < 0,05), social escape
(p=0,034 < 0,05) and economy (p=0,041 < 0,05) more frequently
compared to the females while the females use the internet as a way of
information and social interaction (p=0,009 < 0,05) and personal
presentation (p=0,000 < 0,05) more frequently compared to the males.
Table 11. T Test of Internet Consumption Purpose According to the Sexes
Sex:
Use of Leisure time and Entertainment
Information and Social Interaction
Observation, Guidance and Relaxation
Social Escape
Economy
Personal Presentation

Male
Female
Male
Female
Male
Female
Male
Female
Male
Female
Male
Female

N X̄
570 4.43
530 4.33
570 4.35
530 4.43
570 3.80
530 3.74
570 4.15
530 4.11
570 4.44
530 4.40
570 4.14
530 4.26

SS
1.008
1.073
0.976
0.986
0.681
0.622
0.712
0.782
1.078
1.192
1.119
1.096

t
4.091

p
0.006

3.981

0.009

3.675

0.012

2.761

0.034

2.868

0.041

4.354

0.000

ANOVA analysis was used to determine whether internet consumption
varies according to ages. In consequence of the ANOVA analysis, it was
found out that internet consumption showed difference in all the
subdimensions according to the ages (p values of all subdimensions are
higher than the extreme value which is 0,05). Tukey analysis was used in
the determination of this difference. In consequence of Tukey Test, it was
found out that the 18-25 age group use the internet as a way of making use
of their leisure time and entertainment (p=0,041 < 0,05), social escape
(p=0,015 < 0,05), personal presentation (p=0,037 < 0,05) more frequently
compared to the 26-34 age group. Furthermore, the students of 26-34 age
group consume the internet for making use of their leisure time and
entertainment (p=0,041 < 0,05), observation, guidance and relaxation
(p=0,033 < 0,05) and economy (p=0,016 < 0,05) less frequently compared
to 35+ age group. Finally, the students of 18-25 age group consume the
internet for information and social interaction (p=0,036 < 0,05),
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observation, guidance and relaxation (p=0,033 < 0,05) and personal
presentation (p=0,037 < 0,05) more frequently compared to 35+ age group.
Hence, the uses for sociability and fun such as making use of leisure
time and entertainment, information and social interaction, social escape
and personal presentation increase as the age decreases while the more
rational uses such as observation, guidance and relaxation and economy
increase as the age also increases.
Table 12. ANOVA Analysis of Internet Consumption Purpose According to
Ages
Age
Use of Leisure time
and Entertainment
Information and
Social Interaction
Observation,
Guidance and
Relaxation

Social Escape

Economy
Personal
Presentation

18-25
26-34
35 or Above
18-25
26-34
35 or Above
18-25
26-34
35 or Above
18-25
26-34
35 or Above
18-25
26-34
35 or Above
18-25
26-34
35 or Above

N
720
330
50
720
330
50
720
330
50
720
330
50
720
330
50
720
330
50

X̄

SS

4.46
4.42
4.26
4.47
4.43
4.27
3.65
3.81
3.85
4.21
4.17
4.01
4.50
4.30
4.46
4.28
4.24
4.08

0.678
0.781
0.719
0.819
0.824
0.823
0.781
0.792
0.719
0.971
0.956
0.946
0.861
0.899
0.719
0.788
0.799
0.913

F
3.076

p
Difference
0.041
1-2
2-3

3.657

0.036

1-3

3.712

0.033

1-3
2-3

4.013

0.015

1-2

4.001

0.016

2-3

3.365

0.037

1-2
1-3

Social Media Use
Unpaired T Test was availed of in order to determine whether the
consumption purposes of social media of the participants vary according
to their sexes. In consequence of the unpaired T test results, it was found
out that all of the subdimensions of consumption purposes showed
difference according to the sexes (p values of all subdimensions is lower
than the extreme value which is 0,05). According to this, the males use the
social as a way of making use of their leisure time and entertainment
(p=0,008 < 0,05), observation, guidance and relaxation (p=0,011 < 0,05),
social escape (p=0,038 < 0,05) and economy (p=0,033 < 0,05) more
frequently compared to the females while the females use the social media
as a way of information and social interaction (p=0,011 < 0,05) and
personal presentation (p=0,000 < 0,05) more frequently compared to the
males.
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Table 13. T Test of Social Media Consumption Purpose According to the Sexes
Sex:
Use of Leisure time and Entertainment
Information and Social Interaction
Observation, Guidance and Relaxation
Social Escape
Economy
Personal Presentation

Male
Female
Male
Female
Male
Female
Male
Female
Male
Female
Male
Female

N
570
530
570
530
570
530
570
530
570
530
570
530

X̄
4.50
4.40
4.42
4.34
3.66
3.60
4.23
4.19
3.99
3.95
4.54
4.42

SS
0.994
1.059
0.962
0.972
0.667
0.608
0.698
0.768
1.064
1.178
1.105
1.082

t
4.078

p
0.008

3.961

0.011

3.689

0.013

2.701

0.038

2.891

0.033

4.375

0.000

ANOVA analysis was used to determine whether social media
consumption varies according to ages. In consequence of the ANOVA
analysis, it was found out that social media consumption showed difference
in all the subdimensions according to the ages (p values of all
subdimensions are higher than the extreme value which is 0,05). Tukey
analysis was used in the determination of this difference. In consequence
of Tukey Test, it was found out that the 18-25 age group use social media
as a way of making use of their leisure time and entertainment (p=0,045 <
0,05) and personal presentation (p=0,029 < 0,05) more frequently
compared to the 26-34 age group. Besides, university students of 35+ age
group use social media for observation, guidance and relaxation (p=0,028
< 0,05) and economy (p=0,005 < 0,05) more frequently compared to 2634 age group. Finally, 18-25 age group use social media for making use of
their leisure time and entertainment (p=0,045 < 0,05), information and
social interaction (p=0,038 < 0,05) and personal presentation (p=0,029 <
0,05) more frequently and for economy (p=0,005 < 0,05) less frequently
compared to 35+ age group.
Hence, the uses for sociability and fun such as making use of leisure
time and entertainment, information and social interaction, social escape
and personal presentation increase as the age decreases while the more
rational uses such as observation, guidance and relaxation and economy
increase as the age also increases.
Table 14. ANOVA Analysis of Social Media Consumption Purpose According
to Ages
Age
Use of Leisure
time and
Entertainment
Information and
Social Interaction

18-25
26-34
35 or Above
18-25
26-34

N
720
330
50
720
330
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X̄
4.53
4.49
4.33
4.46
4.42

SS
0.664
0.767
0.705
0.805
0.810

F
3.172

p
Difference
0.045
1-2
1-3

3.398

0.038

1-3

Observation,
Guidance and
Relaxation

Social Escape

Economy
Personal
Presentation

35 or Above
18-25
26-34
35 or Above
18-25
26-34
35 or Above
18-25
26-34
35 or Above
18-25
26-34
35 or Above

50
720
330
50
720
330
50
720
330
50
720
330
50

4.26
3.51
3.67
3.71
4.09
4.25
4.29
3.85
4.01
4.05
4.56
4.52
4.36

0.809
0.767
0.778
0.705
0.957
0.942
0.932
0.847
0.885
0.705
0.774
0.785
0.899

3.812

0.028

2-3

4.865

0.010

2-3

4.891

0.005

1-3

3.883

0.029

1-2
1-3

Conclusion
This study was carried out in order to determine the media consumption
habits of Turkish university students who receive education in Turkey.
According to the results obtained in this research, all the university
students have smart phones. They mostly watch sports, documentaries,
movies and serials on television while they mostly listen to musicentertainment, newscast and sports programs on radio. In cinema, mostly
comedy, drama and romantic comedy genres are preferred among Turkish
productions while adventure, crime, thriller and comedy movies are the
leading genres that are preferred among foreign movies.
When we analyze the social media consumption, we can see that the
participants generally enter to Facebook and Facebook Messenger less than
5 times, to Twitter more than 10 times and to Whatsapp and Instagram
more than 5 times in a day. Therefore, it is possible to claim that the
popularity of Facebook and Facebook Messenger has gone into a decline
in social media consumption. Instagram and Whatsapp are the most
frequently consumed social media platforms.
The students consume television, the internet and newspaperperiodical mostly for making use of their leisure time and entertainment
while the main purpose of consumption of social media is personal
presentation.
In consequence of the statistical analysis made in order to determine
whether media consumption varied according to sexes and ages, it was
observed that the females used television for making use of their leisure
time and entertainment more frequently compared to the males while the
males used television for information and social interaction, social escape
and economy more frequently compared to the females.
The males use the internet as a way of making use of their leisure time
and entertainment, observation, guidance and relaxation and economy
more frequently compared to the females while the females use the internet
as a way of information and social interaction and personal presentation
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more frequently compared to the males. As regards to social media
consumption, the males use the social media as a way of making use of
their leisure time and entertainment, observation, guidance and relaxation
and economy more frequently compared to the females while the females
use the social media as a way of information and social interaction and
personal presentation more frequently compared to the males.
It is also a subject of this study whether media consumption vary
according to ages. Accordingly; as regards to the internet consumption, the
uses for sociability and fun such as making use of leisure time and
entertainment, information and social interaction, social escape and
personal presentation increase as the age decreases while the more rational
uses such as observation, guidance and relaxation and economy increase
as the age also increases. Similarly; as regards to the use of social media,
the uses for sociability and fun such as making use of leisure time and
entertainment, information and social interaction, social escape and
personal presentation increase as the age decreases while the more rational
uses such as observation, guidance and relaxation and economy increase
as the age also increases.
References
Aziz, A. (2013). Television and Radio Broadcasting. Istanbul:
Hiperlink Publishing.
Balcı, S., & Kocak, M. C. (2017). The Relation between Social Media
Use and Life Satisfaction: A Research on University Students. 1st
International Conference on the New Trends in Communications. Istanbul:
Istanbul Trade University.
comScore.
(2018).
http://adepa.org.ar/wpcontent/uploads/2018/03/Global-Digital-Future-in-Focus-2018.pdf
,
Reached at: 27.07.2018.
Demir, N. K. (2008). Media Consumption of Young Women in Elazig.
e-Journal of New World Sciences Academy, 3(3).
Dasdemir, İ. (2016). Scientific Research Methods. Ankara: Nobel
Yayınevi.
Dawson, C. (2015). Introduction to Research Methods. Translation
Editor: Asim Ari. Konya:Egitim Yayınevi.
Erdogan,I. (2012). Qualitative and Quantitative Methods in Research
Designs of Positivist Methodology and Beyond, Ankara: ERK Yayınları.
Genuneit, J., Brockmann, P. E., Schlar, A. A., & Rothenbacher, D.
(2018). Media consumption and sleeping quality in early childhood: The
Results of Ulm SPATZ Health Study. Sleep Medicine(45), 7-10.

[97]

Gungor, N. (2011). Introduction to Communications. Ankara: Siyasal
Kitabevi.
Harkins, S. (2017). In the Year 2020: Preparing for Future Trends in
Media Consumption. taken from https://medium.com/digital-trendsindex/in-the-year-2020-preparing-for-future-trends-in-mediaconsumption-a38b6aaa6710 , Reached at: 30.07.2018
Kara, M. (2015). 67 per cent of Turkish urban citizens receive news
from social media. taken from https://webrazzi.com/2015/12/02/turkiyekenti-nufusunun-yuzde-67si-haberleri-sosyal-medyadan-aliyor/ , Reached
at: 26.07.2018.
Kiskac, A. (2018). Media Consumption and Culture in Globalization.
ArelEysad, 3(1), 61-70.
Lee, S. K., Lindsey, N. J., & Kim, K. S. (2017). The effects of news
consumption via social media and news information overload on
perceptions of journalistic norms and practices. Computers in Human
Behavior, 75, 254-263.
Nielsen. (2016). Nielsen Total Audience Report: 4Q 2016.
Paton, M.Q. (1990). Qualitative Evaluation and Research Methods.
Newbury Park, CA:Sage
Sepetci, T., & Mencet, M. S. (2017). Media Use Habits of the Students
of Akdeniz University and the Awareness of Educational Internet Use.
Nevsehir Haci Bektas Veli Universitesi SBE Dergisi, 7(2).
Severin, W., & Tankard, J. W. (1994). Communication Theories:
Origins, Methods and their Use in Mass Media Tools. Eskisehir: Anadolu
Üniversitesi Yayinlari.
Soylemez, Y. S. (2014). Media Consumption and Media Literacy
Practices in Malaysia. Erciyes Iletisim Dergisi, 3(3), 98-118.
Starcom Mediavest Group Business Intelligence. (2015). Media
Consumption
Trends
in
Turkey.
taken
from
http://www.connectedvivaki.com/turkiyede-medya-tuketim-trendleriinfografik/ , Reached at 16.06.2018.
Stroer Kentvizyon. (2018). Media Consumption Trends. taken from
http://www.stroer.com.tr/arastirma/impacto/medyatuketimi Reached at
12.05.2018.
Struckmann, S., & Karnowski, V. (2016). News consumption in a
changing media ecology: An MESM-study on mobile news. Telematics
and Informatic, 33(2), 309-319.
Sener, G., & Ozturk, E. (2015). An Analysis on the Program / Content
Type Preferences of University Students in Traditional and Digital Media
as a Consumer Segment. Akademik Sosyal Arastirmalar Dergisi, 3(13),
416-426.
[98]

T.Uhls, Y., & Robb, M. B. (2017). Cognitive Development in Digital
Contexts (s. 325-343). Los Angeles: Academic Press, in How Parents
Mediate Children's Media Consumption. F. C. Blumberg, & P. J. Brooks.
Youth Insight. (2012). Media Consumption Research. taken from
http://kobitek.com/youth_insightin_arastirmasina_gore_gencler_klasik_m
edyadan_giderek_uzaklasiyor , Reached at: 03.07.2018
Zenith. (2017). 26% of media consumption will be mobile in 2019.
taken from https://www.zenithmedia.com/26-of-media-consumption-willbe-mobile-in-2019/ ,Reached at: 26.07.2018.

[99]

[100]

